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THE  FIVE  POINT  SYSTEM  OF  PROGRAMMING  EVALUATION 

IN  IOWA,  WHO  IS  THE 

PREFERRED  PUBLIC  SERVICE  STATION 

Ever  since  the  birth  of  radio,  the  industry's 
wisest  leaders  have  recognized  radio's  poten- tialities and  responsibilities  in  the  public 
welfare.  They  have  understood  that  sound 
Public  Service,  far  from  being  a  mere 
restraint  or  "tax"  on  the  industry,  is  its  best 
justification  for  existence,  its  best  "life for  building  and  holding  the insurance 

esteem  and  confidence  of  the  nation. 
Station  WHO  has  always  put  Public  Service 
at  the  top  of  its  programming  activities.  Not 
second  or  third  or  tenth.  First.  WHO  is  the 
spark  plug  for  dozens  of  public-service 
projects  which  regularly  enlist  the  hearts, 
minds,  pocketbooks  and  work  of  millions  of citizens  in  Iowa  Plus. 

For  instance:  Our  European  Relief  Project,  carried 
almost  daily  on  our  station  for  several  years,  has 
sent  many  tons  of  food  and  clothing  (over 
54,000  parcels,  by  very  conservative  estimate)  to 
needy  Europeans.  One  typical  listener  recently 
reported  shipments  of  over  500  lbs.  —  forwarded 
us  such  grateful  European  responses  as:  "With all  our  heart  we  thank  you  again  and  again  for 
your  true  friendship  and  we  pray  the  Great  God 
might  always  beware  you  from  all  what  is 
terrible"  —  etc.,  etc. 

WIKI© 

+for  Iowa  PLUS  + 
Des  Moines  .  .  .  50,000  Waits 

Col.  B.  J.  Palmer,  President 
P.  A.  Loyet.  Resident  Manager 

FREE  &  PETERS,  INC. 
National  Representatives 

Anofher  for  instance:  Our  Annual  Corn  Belt  Plow- 
ing Match  and  Soil  Conservation  Day  has  drawn 

up  to  100,000  farmers  per  year,  to  witness  newest 
agricultural  developments.  Of  one  such  recent 
Day,  the  Chief  of  the  U.  S.  Soil  Conservation 
Service  said  "this  is  perhaps  the  most  important thing  that  has  taken  place  on  American  farm  lands 
for  350  years"  .  .  . 
More  for  instances:  Every  day  of  the  week,  WHO 
carries  at  least  one  hour  of  Public  Service  pro- 

grams, including  "The  Billboard"  (a  highly  popu- lar and  effective  program  exclusively  devoted  to 
special  appeals) — "Veterans'  Forum"  (in  which veterans'  problems  are  discussed  and  solved)  — 
"Flight  Lines"  (in  which  the  Director  of  the  Iowa 
Aeronautics  Commission  speaks)  — "Iowa  Round- table"  (forums  and  panels  conducted  by  civic 
leaders) — "Governor  Beardsley  Hour"  (our 
State's  First  Executive)  —  "Country  Home"  (a 
program  for  farm  women)  —  "Highways  to 
Safety",  "National  Guard  Show",  "News  and 
Views  About  Religion",  and  hosts  of  others, including  many  church  services.  All  of  these  are 
sponsored  , .  .  by  WHO  only! 

This  is  Point  Four  in  the  Five  Point  System 
of  Programming  Evaluation,  which  helps 
explain  WHO's  outstanding  position  as  a 
public  f  acility  and  as  an  advertising  medium, 
in  Iowa  Plus.  We  suggest  your  consideration 
of  this  and  the  other  four  points  as  vital 
factors  in  time-buving. 



...the  nation's  most  powerful 
television  station 

PRESENTS 

fVEN/JVG 

Mohd 
5'00  _ 6.00 

FRIDA] 

1 7>- .. 

EARLY  EVENING  THEATRE  .  .  .  sure-fire  feature  films  for  spot 
advertisers  .  .  .  Louisville's  only  across-the-board  movies  .  .  .  high  sets 
in  use  because  most  Louisville  factories  and  plants  change  their 
shifts  between  3:00  and  4:00  p.m.  (according  to  the  Department 
of  Economic  Security)  and  schools  let  out  early  .  .  .  top  family 
audiences  in  class  B  time.   See  your  Petry  man. 

Basic  CBS  interconnected  Affiliate 

serving  a  market  of  100,000  television  homes. 
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When  you  use  WTRY  in  the  Albany-Troy- 

Schenectady  market  you're  warmly  wel- 

comed by  the  whole  family— the  WTRY 

family,  largest  audience  in  the  market  morn- 

ing, afternoon,  and  evening.  You're  not 

on  the  outside  looking  in. 

Station  B,  failing  to  deliver  the  WTRY 

size  audience  in  the  market,  boasts  outside 

coverage  at  twice  WTRY  rates.  But  you 

know  you  can  do  a  lot  better  on  the  in- 

side with  WTRY. 

WTRY 

The  CBS  Radio  Network 

5000  Watts  at  980  KC 

REPRESENTED  BY  HEADLEY-REED 

Published  every  Monday,  53rd  and  54th  issues  (Yearbook  Numbers)  published  in  January  and  February  by  Broadcasting  Publications  Inc.,  870 'National  Press  Building, Washington  4,  D.  C.    Entered  as  second  class  matter  March  14.  1933.  at  Post  Office  at  Washington,  D.  C,  under  act  ot  Marcn  6, 
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Closed  Circuit 

IS  PRESIDENT  TRUMAN's  "security"  order to  federal  agencies  (see  page  29)  intended 
as  preliminary  to  restoration  of  full-fledged 
Office  of  Censorship?  It's  known  in  recent months  key  officials  who  served  in  World  War 
II  censorship  have  been  advised  that  recall 
to  service  is  possible.  President's  directive last  week  may  be  part  of  Administration 
strategy  to  create  a  clamor  for  reactivation  of 
censorship  office  as  better  solution  to  security 
question  than  agency-by-agency  security review. 

ABC,  sweating  out  FCC  action  on  its  projected 
$25  million-plus  merger  with  United  Para- 

mount, is  confronted  with  prospects  of  new 
financing  unless  approval  is  forthcoming 
reasonably  soon.  With  its  leases  in  New  York, 
Chicago,  San  Francisco  and  Los  Angeles  ex- 

piring in  April  1952  (NBC  is  its  landlord) 
it  will  require  an  estimated  $5  million  to  $7.5 
million  for  housing  alone  by  that  time. 
NEW  NATIONAL  radio-advertiser  merchan- 

dising premium  plan  will  be  announced  this 
week  by  Radio  Dollars  Inc.,  sparked  by  Ben 
Strouse,  WWDC  Washington,  and  Howard 
Rudolph,  WITH  Baltimore.  Franchises  will 
be  offered  as  one-station  exclusive  in  each 
community.  Idea  envisages  radio  advertisers 
giving  out  "radio  dollars"  with  purchase  of 
each  of  their  products,  redeemable  in  na- 

tionally-advertised premiums. 
BECAUSE  NBC  is.  100%  owned  by  RCA, 
actual  figures  on  network's  revenues  hereto- fore have  never  been  made  public  but  were 
integrated  in  overall  RCA  accounts.  Current 
brochure  titled,  "RCA,  What  It  Is— What  It 
Does,"  breaks  down  these  figures.  In  1950 NBC  did  $92,373,000,  or  15.8%  of  gross  RCA 
revenue.  In  1949  it  amounted  to  $72,867,000, 
or  18.3%  of  RCA's  gross  that  year. 
DESPITE  GLOOMY  reports  on  confirmation 
of  FCC  Comr.  Frieda  B.  Hennock  for  New 
York  Federal  judgeship  after  opposition  got 
in  licks  last  week  (see  story  page  31)  there's still  plenty  of  wise  money  around  betting 
Miss  Hennock  will  don  judicial  toga.  At 
worst,  it's  thought,  Senate  might  not  act  prior to  mid-October  adjournment,  which  then  would 
leave  way  open  for  recess  appointment  .by 
President"  Truman  and  confirmation  at  next session-. 
AMERICAN  TOBACCO  Co.  reportedly  mak- 

ing plans  for  using  Jack  Benny  on  CBS-TV 
six  or  more  times  during  coming  year,  replac- 

ing telecasts  of  This  Is  Show  Business  (Sun., 
7:30-8  p.m.)  at  five-week  intervals  beginning 
Nov.  4.  Company  sponsors  Benny  program 
regularly  on  CBS  radio,  Sun.,  7-7 :30  p.m. 
BBDO,  N.  Y.  is  agency. 

WHEN  CBS  Television  formally  begins  opera- 
tion of  its  TV  station  in  Los  Angeles  from  new 

transmitter  site  on  Mt.  Wilson  on  Oct.  28 
call  letters  will  be  switched  from  KTSL  (for 
Thomas  S.  Lee)  to  KNXT,  tying  in  with  its 

(Continued  on  page  11U) 

Upcoming 
Oct.  2:  Hearing  resumes  on  New  York  District 

Court  Judgeship  Nomination  of  FCC  Comr. 
Frieda  Hennock,  Executive  Session  of  Senate 
Judiciary  Committee,  Senate  Office  Bldg., 
Washington. 

Oct.  2-3:  NARTB  Television  Program  Standards 
Committee  meeting,  NARTB  Hdqrs.,  Washing- ton. 

Oct.4-5:    Kentucky    Broadcasters    Assn.,  Hotel Beecher,  Somerset,  Ky. 
Oct.   4-6:   District    14   NARTB   Meeting,  Hotel 

Utah,  Salt  Lake  City,  Utah. 
Oct.  8-9:  District  17  NARTB  Meeting,  Davenport 

Hotel,  Spokane,  Wash. 
(More  Upcomings  on  page  30) 

Bulletins 
JOSEPH  E.  BAUDINO,  general  manager  of 
Westinghouse  Radio  Stations  Inc.,  elected  vice 
president  and  director.  He  succeeded  Walter 
E.  Benoit  as  general  manager  July  1  when 
latter  was  named  general  manager  of  parent 
Westinghouse  Electric  Corp.  Air-Arm  Divi- sion, Baltimore.  Mr.  Benoit  resigned  WRS 
vice  presidency  but  was  re-elected  director. 
Mark  W.  Cresap  Jr.,  vice  president  of  parent 
firm  and  assistant  to  president,  erected  WRS 
director.  E.  C.  Dehne,  assistant  secretary- 
treasurer  of  parent  company,  elected  WRS 
assistant  treasurer. 
WALTER  WINCHELL  has  signed  lifetime 
contract  with  ABC,  network  disclosed  Friday. 
It  is  understood  he  will  continue  to  broadcast 
for  present  sponsor,  Warner-Hudnut  Co.  He will  serve  as  consultant  to  ABC  in  addition 
to  duties  as  newscaster. 

ASCAP  WOULD  PREJUDICE 
BMI  VIDEO  LICENSEES 
ASCAP  has  served  notice  it  intends  to  ask  U.  S. 
District  Court,  Southern  District  of  New  York, 
to  modify  interim  television  fee  to:  1,  consider 
station  income  from  spot  adjacencies  in  per 
program  rates,  and  2,  refuse  per  program  li- censes to  stations  that  are  BMI  licensees. 

Society  currently  engaged  in  court  battle 
with  All-Industry  Television  Per  Program Committee.  ASCAP  indicated  its  intent  to 
examine  some  TV  station  owners. 
MAINE  GROUP  PROTESTS 
TREASURY  BOND  TACTICS 
MAINE  Broadcasters  Assn.  sent  strong  pro- 

test to.  U.  S.  Treasury  Secretary  John  W. 
Snyder  and  Portland  office  because  of  letter 
from  Savings  Bond  Division  asking  stations 
"to  join  with  other  groups  in  sponsoring  news- paper advertisements  .  .  .  The  local  newspapers 
have  ads  and  mats  and  will  be  pleased  to  show 
them  to  you." Murray  Carpenter,  WABI  Bangor,  on  be- 

half of  association,  called  Treasury  request 
"outrageously  discriminatory."  He  reminded that  radio  has  donated  huge  amounts  of  time 
and  talent  to  bond  sales  and  asked  that 
Treasury  issue  similar  letter  asking  retailers 
to  purchase  radio  advertising. 

Business  Briefly 

HOOD  RADIO-TV  •  Hood  Rubber  Co., 
Watertown,  Mass.,  buying  spot  announcements 
in  41  radio  markets  starting  Oct.  15  for  10 
weeks  for  its  farm  division ;  also  buying  spot- ,  P 
TV  in  seven  major  markets  for  women's division.  Agency,  McCann-Erickson,  New  York. 

ARMY  SPOT  TEST  0  Headquarters,  New 
York  Military  District,  Organized  Reserve 
Corps,  U.  S.  Army,  to  Getshal  &  Richard,  New 
York,  for  test  radio  spot  campaign  in  14  New 
York  state  markets  (excluding  New  York 
City),  scheduled  to  begin  this  week.  Length 
of  test  depends  on  results.  If  successful,  ex- 

pansion is  contemplated. 

TIDE  PLACING  •  Procter  &  Gamble  Co. 
Cincinnati  (Tide),  placing  additional  spot 
radio  campaign  starting  Oct.  8  for  52  weeks. 
Agency,  Benton  &  Bowles,  New  York. 
CLORETS  PLAN  #  American  Chicle  Co., 
New  York  (Clorets),  understood  to  be  adding 
several  radio  markets  starting  Oct.  1-Nov.  30. 
Agency,  Dancer-Fitzgerald-Sample,  New  York. 
RELIGIOUS  SERIES    •    Baltimore  Taber- 

nacle adding  15  to  20  radio  markets  for  its  one-"  * 
hour   Tabernacle  Show,   52   weeks.    Agency,  ' Walter  F.  Bennett,  Philadelphia. 

FELLOWS  COMPLETES 
COMMITTEE  ASSIGNMENTS 
SECOND  NARTB  standing  committee— AM— named  Friday  by  President  Harold  E.  Fellows, 
along  with  board  committees  covering  by-laws, 
convention  and  membership.  New  committees follow : 
AM  Committee— Glenn  Shaw,  KLX  Oakland, chairman;  William  C.  Grove,  KFBC  Cheyenne,  Wyo.; Edgar  Kobak,  WTWA  Thomson,  Ga.;  Harry  W. Linder,  KLWM  Willmar,  Minn.;  John  Esau,  KTUL Tulsa;  John  Patt,  WJR  Detroit;  Lee  Little,  KTVC Tucson;  G.  Richard  Shafto,  WIS  Columbia,  S.  C; F.  C.  Sowell,  WLAC  Nashville.  Alternates:  R,  A. Borel,  WBNS  Columbus;  Richard  H.  Mason,  WPTF Raleigh;  John  Elmer,  WCBM  Baltimore;  Simon  R. Goldman,  WJTN  Jamestown,  N.  C. 
Board  By-Laws— A.  D.  Willard  Jr.,  WGAC  Au- gusta, Ga.,  chairman;  Leonard  Kapner,  WCAE  Pitts- burgh; W.  D.  Rogers  Jr.,  KEYL  (TV)  San  Antonio. 
Board  Convention — James  D.  Shouse,  WLW  Cin- cinnati, chairman;  Harold  Wheelahan,  WSMB  New Orleans;  Merrill  Lindsay,  WSOY  Decatur,  111,; George  B.  Storer,  Fort  Industry  stations. 
Board  Membership — Radio,  active  and  associate:  ! 

Craig  Lawrence,  WCOP  Boston,   chairman;    Thad"  ; Holt,  WAPI  Birmingham;    Richard  M.  Fairbanks,  I WIBC  Indianapolis;  Kenyon  Brown,  KWFT  Wichita Falls,  Tex.;  H.  Quenton  Cox,  KGW  Portland,  Ore.; Calvin  J.  Smith,  KFAC  Los  Angeles;  Jack  Todd, 
KAKE  Wichita.    Television,  associate:  Clair  R.  Mc-  i Collough,  WGAL-TV  Lancaster,  Pa.;  Paul  Raibourn,  | KTLA  (TV)  Los  Angeles;  Eugene  S.  Thomas,  WOR-  | TV  New  York.    (Television  active  membership  com- mittee comprises  entire  TV  board.) 

Y  &  R  EXECUTIVE  CHANGES 
CHANGES  in  key  personnel  announced  by 
Sigmund  S.  Larmon,  president,  Young  & 
Rubicam,  New  York  Walter  K.  Nield,  vice 
president  in  charge  of  art,  named  senior  ac- 

count supervisor  on  General  Foods  Corp. 
Frederick  S.  Sergenian,  vice  president  and 
manager  of  art  department,  succeeds  Mr. 
Nield.  Replacing  Mr.  Sergenian  is  Walter  P. 
Glenn,  art  supervisor. 
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SPECIAL EVENT 

May  19,  1951  was  General  Michaelis  Day  in  Lancaster,  Pennsyl- 
vania. The  General,  home  from  combat  in  Korea,  is  one  of  the 

county's  most  famous  sons.  In  Korea  he  commanded  the  27th 
"Wolfhound"  Regiment  of  the  25th  Division.  As  its  leader,  he 
lead  one  of  the  fiercest  bayonet  charges  in  America*s  military 
history.  He  was  called  home  for  re-assignment  in  Europe  under 
General  Eisenhower's  command. 
General  John  H.  Michaelis  was  accorded  as  fine  a  welcome  as  was 
ever  seen  in  Lancaster.  However,  out  of  his  hectically  busy  day 
he  took  time  to  appear  before  the  cameras  of  WGAL-TV.  Many 
thousands  of  people  in  the  area  saw  and  heard  this  distinguished 
American  right  in  their  own  homes. 
Operation:  SPECIAL  EVENT  is  a  regular  occurrence  at 
WGAL-TV.  It  is  just  one  out  of  many  such  events  and  programs 
telecast  in  the  public  interest. 

WGAL-TV 
LANCASTER,  PENNSYLVANIA 
A  Steinman  Station     •     Clair  R.  McCollough,  President 

[NBC 

V.AF  F  I  I  I  A  T  6 
Represented  by 
ROBERT  MEEKER  ASSOCIATES  Chicago  •  San  Francisco  .  New  York  .  Los  Angeles 
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DOLLAR  FOR  DOLLAR  THE  XL  STATIONS  DELIVER  THE  BIGGER  MARKET 

Markets 

DEAD  OR  ALIVE  .  .  .  YOUR  REWARD  IS  HERE!  Since 
time  began  there  have  been  Them  WHAT  HEARD'  and 

"Them  WHAT  SAW  ...  The  BAD  MAN  in  the  woodpile  is  the  misinformed 
impression  as  to  the  comparative  sizes  of  these  two  groups.  RECENT  SUR- 

VEYS HAVE  PROVED  Them  WHAT  HEARD'  is  the  larger  group. 
In  a  recent,  thorough  investigation,  Advertising  Research  Bureau  (ARBI) 
interviewed  scores  of  persons  who  shopped  in  ADVERTISED  stores,  LEARNED 
that  54.5%  got  their  information  exclusively  from  the  XL  Stations. 

54.5%  radio 

12.3%  "« 

33*2%  newspaper 

LET  US  PROVE  IT! 
Clip  this  coupSn  and 
receive  frte  "Proof  of 
Puttfnq" 

— ■  

feS^";-  ....... ••••• 

KXL  KXLY  KXLF 
KXLL    KXLJ       KXLK  KXLQ 
Eastern  Sales  Manager  -  Wythe  Walker  -  New  York 
Western  Sales  Manager  -  Tracy  Moore  -  Los  Angeles 
SERVING  THE  PACIFIC  NORTHWEST 
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*Reg.  U.  S.  Patent  Office 
Copyright  1951  by  Broadcasting  Publications,  Inc. 
Subscription  Price:  $7.00  Per  Year,  25c  Per  Copy 
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That  fifth  steer,  though,  really  isn't  an  extra 
steer.  It's  extra  beef  on  the  other  four;  beef  that 
would  never  exist  were  it  not  for  this  man  called 
a  "feeder." 

He  buys  cattle  from  ranchers — lean  animals 
that  have  been  grazing  on  the  open  range.  Then 
he  takes  them  to  his  "beef  factory"  and  feeds 
them— fills  out  their  frames  with  all  the  well- 
balanced  feeds  the  animals  can  hold. 

Months  later,  he  sells  them— 200  to  500  pounds 
heavier  than  they  would  be  if  they  had  been  left 
on  the  open  range.  Thus,  the  feeder,  in  effect, 

man  who  makes 

steeis  out  of  four 

makes  five  steers  out  of  every  four  he  feeds — 
materially  increases  our  national  beef  supply — 
helps  make  beef  available  during  the  months 
when  range  cattle  are  not  coming  to  market. 

But  he  takes  a  risk  in  doing  this  essential  job. 
The  kind  of  living  his  boarders  enjoy  costs  the 

feeder  plenty.  And  between  the  time  he  buys  and 
sells,  many  things  can  happen  to  put  his  calcula- 

tions in  the  red. 

Fortunately,  though,most  feeders  are  optimists. 
And  as  long  as  they  keep  those  beef  critters 

eating,  you'll  continue  to  eat  better,  too! 

American  Meat  Institute 

Headquarters,  Chicago  •  Members  throughout  the  U.  S. 
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name,  same  fine  service... 

New  name,  same  fine  service  for  radio  stations,  advertisers 

and  their  agencies!  Now  "Radio  Sales"  — for  the 
past  twenty  years  known  as  the  foremost  national  spot 

representative  in  the  broadcasting  business  — gets  a 
new  name :  cbs  radio  spot  sales. 

CBS  radio  spot  sales  will  concentrate  exclusively  on  radio. 

representing  13  of  the  most  sales-effective  radio  stations 

in  the  nation,  each  the  audience  leader  in  its  own  market. 

~i     WCBS,  New  York -50,000  watts 
WBBM,  Chicago-50,000  watts 
KNX,  Los  Angeles -50,000  watts 
WCAU,  Philadelphia -50,000  watts 

£  DC  WCCO,Minneapoiis-St.Paul-50,000 watts 
WEEI,  Boston  -  5,000  watts 
KMOX,  St.  Louis -50,000  watts 
KCBS,  San  Francisco-50,000  watts 
WBT,  Charlotte -50,000  watts 

SALES  WRVA,  Richmond -50,000  watts WTOP,  Washington -50,000  watts 
KSL,  Salt  Lake  City- 50,000  watts 
WAPI,  Birmingham-5,000  watts 
CPN,  Columbia  Pacific  Network 

As  before,  for  the  best  buys  in  spot  radio,  call  Radio  Sa— 

oops!  call  cbs  radio  spot  sales. 

New  York  -  Plaza  5-2000  San  Francisco -Yukon  2-7000 

Chicago  -  Whitehall  4-6000  Los  Angeles  -  Hollywood  9-1212 

Detroit -Trinity  2-5500  Memphis -Memphis  37-8612 

RADIO  SPOT 



agency 

JAMES  C.  DOUGLAS  appointed  vice  president  and  director  of  radio and  TV,  Erwin,  Wasey  &  Co.,  L.  A.  He  was  coordinator  of  radio  and 
TV  for  Colgate- Palmolive-Peet  (see  story  page  54). 

ALFRED  STANFORD,  vice  president  and  director  of  advertising  New  j 
York  Herald-Tribune,  to  Benton  &  Bowles,  N.  Y.,  effec- 

tive Oct.  1,  as  vice  president  and  head  of  review  plans 
board.  Prior  to  his  association  with  the  newspaper 
Mr.  Stanford  was  with  Compton  Adv.  for  13  years. 
WILLIAM  E.  CHAMBERS  Jr.,  advertising  manager; 
National  Sugar  Refining  Co.,  to  Benton  &  Bowles,  N.  Y., 
as  account  executive  for  Post's  Sugar  Crisp  Cereal, succeeding  WILLIAM  E.  PALMER,  who  leaves  agency 
Oct.  1  to  join  F.  C.  Ball  Co.,  Muncie,  Ind.,  as  market- 

ing director  of  consumer  division. 
Mr.  Stanford      LUIS  G.  DILLION,  executive  vice  president  Foote, 

Cone  &  Belding  International  Corp.,  resigns.  Future 
plans  will  be  announced. 
JOSEPH  H.  CARO,  vice  president  and  director  Earl  Ludgin  &  Co.j 
Chicago,  appointed  vice  president  and  member  of  plans  board  Weiss  & 
Geller,  Chicago. 

WE'RE  BETTING  ON 
FOOTBALL  AGAIN 

For  ten  consecutive  years  KOMA 
has  broadcast  the  Oklahoma  Uni- 

versity football  games,  as  we  will  do 
this  year.  No  program  in  the  world 
can  outpull  our  football  games  in 
this  market.  But  if  any  could,  it 
would  be  such  shows  as  Jack  Benny, 
Red  Skelton  and  the  rest  of  the 
packed  CBS  Radio  lineup.  So  add 
CBS,  our  football  and  50,000  watts 
of  promoted  power  and  you'll  see that  the  smart  money  is  on  KOMA 
again  this  fall. 

J.  J.  Bernard 
VP  and  General  Manager 

I 

Outlet  for  the  Columbia  Broadcasting  System 

REPRESENTED  BY 

on  all  accounts 

GENE  FROMHERZ,  media  di- rector at  Aubrey,  Moore  and 
Wallace,  Chicago,  has  chalked 

up  18  years  of  radio  experience, 
but  is  completely  outranked  in 
television  by  his  wife.  She  is 
Dorothy  Chaquette  Fromherz,  time- 
buyer  at  Foote,  Cone  &  Belding, 
who  had  the  title  of  the  "most 
Televised  Girl  in  Kansas  City"  16 
years  ago.  Mr.  Fromherz  just 
barely  knew  what  a  scanning  disc 
was  in  those  days. 

Since  then  he's added  television  as 
well  as  printed  media 
to  his  activities. 
Media  director  at 
Aubrey,  Moore  & 
Wallace  since  Janu- 

ary, he  formerly 
free-lanced  as  a  ra- 

dio script  writer  for almost  five  years, 
turning  out  shows 
for  Grand  Central 
Station,  First  Night- er,  The  Whistler  and Curtain  Time,  among 
others.  An  accom- 

plished radio  play- 
wright, he  has  had his  work  featured 

more  than  that  of 
any  other  author  in in  the  Grinnel  College  anthology 
of  radio  plays. 
Although  he  has  always  pre- 

ferred comedy  writing  to  straight 
drama  or  mystery,  he  found  better 
markets  for  the  latter  and  shelved 
his  comedy  ambitions  temporarily. 
He  is  negotiating  now  with  a 
broadway    "angel"    and  producer 

Mm 
Mr.  FROMHERZ 

for  production  of  a  dramatic  fan- 
tasy which  he  wrote  during  his 

free-lancing  stint. 
Mr.  Fromherz,  who  started  out 

in  the  brokerage  business  on  Chica- 
go's LaSalle  St.  and  was  bounced 

into  radio  by  the  stock  market 
crash,  snared  his  first  advertising 
job  in  1933  with  First  United 
Broadcasters.  He  was  hired  after 
steeping  himself  in  trade  journals 
and  convincing  the  company  presi- 

dent he  could  bring  in  new  business. 
His  first  account 
was  Willard  Tablets, 
and  a  later  one, 
Sterling  Insurance, 
grew  rapidly  in  the 
new  medium  of  ra- dio. 

He  continued  with 
account  work,  mov- 

ing to  J.  Walter 
Thompson  and  Dan- 

cer-Fitzgerald- Sam- ple, both  Chicago, 

where  he  worked  as* timebuyer  two  and 
eight  years,  respec- tively. During  his 
tenure  at  D-F-S  the 
agency  was  in  its soap  opera  heydey, 
and  Mr.  Fromherz 
bought  a  flock  of 

daytime  shows  for  such  clients  as 
General  Mills,  Procter  &  Gamble 
and  Falstaff  Beer.  At  JWT  he 
worked  with  clients  such  as  Kraft 
Foods,  Elgin  Watch  and  Swift. 
His  A-M-W  accounts  include  In- 

ternational Harvester,  Wayne  Knit- 
( Continued  on  page  14) 
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beat ,1  t  ,t 

GIL  BABBITT  appointed  director  of  radio  and  TV,  Harry  Feigenbaum 
Adv.  Agency,  Phila.  He  was  with  Korn  Agency,  same  city  as  TV  and 
radio  director. 

MURRAY  BOLEN,  producer-director,  Benton  &  Bowles,  working 
out  of  New  York  office  for  past  year,  returns  to  agency's  Hollywood office,  to  direct  NBC  The  Railroad  Hour  and  Father  Knows  Best.  He 
replaces  FRAN  VAN  HARTESVELDT,  resigned  to  devote  time  to  writ- 
ing. 
EARL  EBI,  director  of  radio  and  TV,  Warwick  &  Legler,  L.  A.,  rejoins 
J.  Walter  Thompson  Co.,  Hollywood,  as  director  of  CBS  Lux  Radio 
Theatre.  He  replaces  FRED  MacKAYE,  resigned.  Mr.  Ebi  was  with 
J.  Walter  Thompson  from  1943  to  1950  working  out  of  both  New  York 
and  Hollywood,  as  director  on  many  major  shows.  Leaving  there  in 
1950  as  Hollywood  TV  director,  he  went  into  TV  packaging,  later  join- 

ing W  &  L. 
MICHAEL  J.  TURNER,  group  account  manager  G.  M.  Basford  Co., 

N.  Y.,  elected  vice  president. 

HARRY  A.  EGBERT,  copy  and  account  executive  Lav- 
enson  Bureau  of  Advertising,  Phila.,  appointed  radio 
and  TV  director. 

LARRY  AUERBACH,  TV  director  NBC  Chicago,  to  tele- 
vision production  Biow  Agency,  N.  Y. 

Mr.  Turner 

Em 

H&3!mHI     WRIGHT  NODINE,  merchandising  director  W.  Earl 
Bothwell  Adv.,  Hollywood,  named  vice  president  in 
charge  West  Coast  operations.    He  replaces  FRED 

JORDAN,  resigned  to  join  Richfield  Oil  Corp.,  L.  A.,  as  advertising  and 
j»sales  promotion  manager. 
GORDON  MINTER,  senior  director  KTLA  (TV)  Hollywood,  to  Leo 
Burnett  Co.,  L.  A.,  as  film  director. 
FRANK  NICKEL,  George  L.  DeVille  Co.,  Chicago,  to  H.  W.  Kastor  & 
Sons,  Chicago,  as  art  director. 
RICHARD  I.  HIRSCH  has  opened  his  own  advertising  agency  in  Chicago. 
He  is  former  advertising  manager  of  L.  Fish  Furniture  Co.,  same  city. 
CUNNINGHAM  &  WALSH,  N.  Y.,  planning  to  move  to  larger  offices 
at  260  Madison  Ave.,  next  year. 
JOHN  PARSONS,  sales  manager  Hoffman  Television  L.  A.,  opens 
new  advertising  agency  under  his  name  in  San  Francisco.  Offices  at 
450  Sutter  Street. 

SHIRLEY  GREY,  assistant  to  sales  service  manager  WDTV  (TV)  Pitts- 
burgh, appointed  traffic  manager  W.  Craig  Chambers  Inc.,  Pittsburgh. 

FITZGERALD  Adv.,  New  Orleans,  moves  to  new  offices  in  Lee  Circle 
Bldg.,  1040  St.  Charles  Ave. 

EUGENE  N.  WORRELL,  staff  Mt.  Lebanon  (Pa.)  News,  appointed  as- 
sistant account  executive  Sykes  Adv.,  Pittsburgh. 

»-MOHAWK  Adv.  Co.,  Schenectady,  moves  to  larger  quarters  at  151 
'  Erie  Blvd. 
ALAN  RHONE,  supervisor  of  network  film  programming  CBS  Tele- 

vision, to  J.  Walter  Thompson,  N.  Y.,  as  staff  director  of  radio-TV 
department. 

LARRY  SCHWARTZ,  partner  The  Wexton  Co.,  N.  Y.,  appointed  lec- 
turer in  sales  promotion,  City  College,  N.  Y. 

.  LICE  HOGAN   appointed   copywriter   Eli    Cohan   Adv.,  Cincinnati. 

O'NEIL,  LARSON  &  McMAHON,  Chicago,  opens  office  in  New  York  at 90  Madison  Ave.  to  service  east  coast  accounts.  No  manager  has  been named. 
JOHN  WILLOUGHBY,  publicity  director  Needham,  Louis  &  Brorby, 
'  hicago,  named  managing  director  of  agency's  new  subsidiary  in  Toronto, eedham,  Louis  &  Brorby  of  Canada,  Ltd.   EDWARD  W.  S.  WEED 

1  i  5signed  from  J.  Walter  Thompson,  also  Chicago,  to  work  with  Mr. 
'Yilloughby  in  handling  Canadian  accounts. 

Obviously 

0UTSTANVIN6 

Industries  throughout  the  world  know 

"Karry  Krone"— built  in  Peoria  by  HYSTER 

Developed  by  HYSTER  CO.,  "Karry  Krane"  lifts  up  to  10,000  lbs. This  versatile  product  is  doing  a  big  job  for  factories,  construction 
firms,  and  a  host  of  other  industries  around  the  globe. 

WMBD 

Rich 

Dominates 

Peoriarea 

the 

Market 

FLORENCE  LUEDEKE  .  .  . 
veteran  account  executive,  han- 

dles major  furniture  and  depart- 
WMBD's  Women's  Director. 

WMBD's  position  is  also  OBVIOUS- 
LY OUTSTANDING  ...  the  result 

of  planning  successfully — 
PROGRAMMING  .  .  .  that  backs 
the  nation's  No.  1  network  with  out- 

standing locally  produced  shows. 
SALES  .  .  .  that  are  the  result  of 
that  programming. 

PROMOTION  .  .  .  that  serves  adver- 
tisers with  special  publicity  and  mer- chandising. 

FACILITIES  AND  POWER  .  .  . 
that  blankets  prosperous  Peoriarea. 
WMBD— the  No.  1  Station  in  the 
Midwest's  No.  1  Test  Market. 

CHARLES  C.  CALEY,  Vice  President  and General  Manager 
DON  D.  KYN ASTON,  Director  of  Sales 

See  Free  &  Peters  . 

PEORIA 
CBS  Affiliate 
5000  Watts 
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Needle! 

open  mike 

the  latest  news  of  sales  and 

program  developments  from  the 

ASSOCIATED  PROGRAM  SERVICE 

If  all  you  need  from  a  transcription  library  is  a  limited 
amount  of  material,  all  you  should  have  to  pay  is  a  limited 
price.  That's  the  astonishingly  simple  principle  behind the  APS  announcement  which  is  reaching  the  desk  of 
broadcasters  across  the  U.  S.  and  Canada  today.  Special- 

ized transcribed  musical  libraries  to  meet  Special  broad- 
casting needs  are  yours  from  now  on  at  prices  from  $19.50 

per  month  up — and  contracts  run  for  just  one  year. 
We've  spent  a  whole  year  finding  out  exactly  what  broad- casters want  from  the  transcription  field.  And  this  new 
service  is  the  answer.  It  took  a  lot  of  planning  to  work  it 
out  .  .  .  we  had  to  streamline  our  entire  operation  and 
adopt  a  whole  new  concept  of  service  to  the  industry.  But 
the  first  flood  of  orders  ...  of  letters  and  telegrams  that 
express  a  heartfelt  "Thanks"  from  station  operators  large and  small  .  .  .  make  us  feel  pretty  proud  and  happy.  This 
week  alone  we'll  save  broadcasters  over  a  quarter-million dollars ! 

Details?  They're  in  a  brochure  you'll  receive  this  week — and  on  a  little  red  disc  that  will  come  with  it.  All  we  have 
space  to  say  here  is  that  we've  built  five  specialized  libraries 
from  the  rich,  jumbo  catalog  that  comprises  the  full  basic 
APS  Library.   They  are: 

Commercial — All  the  famous  APS  commercial 
lead-ins  .  .  .  plus  time,  weather,  dollar  day, 
Christmas  jingles  .  .  .  PLUS  the  COMPLETE 
SERIES  to  date  of  Mitch's  transcribed  sales 
meeting  series  and  an  additional  new  meeting 
every  month.  Cost:  $22.50  per  month. 
Production — A  whole  library  of  theme  and  good 
music  ...  of  interludes,  fanfares,  bridges,  na- 

tional anthems,  stand-by  music.  Cost:  $19.50 
per  month. 
Show  Medley — Hours  of  show  medleys  .  .  . 
lavish,  long-running  medleys  from  top  broadway 
shows.    Cost:  $22.50  monthly. 
Popular — A  complete  pop  dance  and  vocal  li- 

brary— featuring  names  like  Flanagan,  Jurgens, 
Masters,  Knight,  Carson,  Mitchell,  Brito,  others. 
A  big  little  library.  Cost:  $39.50  monthly. 
Radio  Music — -Cream  of  our  pop  concert  music — 
Ted  Dale,  Glenn  Osser,  Al  Goodman — hundreds 
of  selections.  Cost:  $47.50  monthly. 

And,  as  ever,  there's  the  FULL  APS  BASIC  LIBRARY  for 
the  basic  stations  .  .  .  the  richest,  soundest,  best-played 
library  ever!  Yes  .  .  .  it's  APS  from  now  on  .  .  .  for  every 
radio  station!  Watch  for  your  copy  of  our  brochure  .  .  . write  or  wire  at  once! 

Quick  Answers EDITOR: 
...  It  was  interesting  to  write 

you  a  letter  on  Friday  and  on 
Monday  morning  have  an  issue  of 
Broadcasting  on  my  desk  which 
practically  answered  the  questions 
I  had  asked  you.  .  .  . J.  S.  Stolzoff 

Foote,  Cone  &  Belding Chicago 

[EDITOR'S  NOTE:  Mr.  Stolzoff's  ques- tions dealt  with  radio  and  television economics.  The  answers  he  found  were 
in  "Trends  for  Fall"  features  in  the Sept.  17  issue  of  BROADCASTING  • TELECASTING.] 

No  Bargain 

.  .  article  ap- column  2,  of 

Vice-President,  General  Manager 

EDITOR: 
Relative  to  your  . 

pearing  on  page  94, 
the  Sept.  24,  issue  of  Broadcast- ing •  Telecasting  relative  to  the 
approval  by  NPA  of  the  Air  Mart 
Corp.  application  for  a  new  station 
at  Oak  Ridge,  the  article  seems  to indicate  that  the  cost  of  the  new 
station  is  $3,300  when  actually  the 
cost  was  $17,661.75. 
Our  NPA  authorization  dated 

Aug.  9  covered  $11,103.07  for 
equipment  and  $3,300  for  remodel- ling. The  rest  of  the  equipment  we 
already  had  on  hand  for  which  we 
did  not  need  NPA  authorization. 

The  only  reason  for  advising  you 
of  these  facts  and  asking  that  a 
correction  be  made  is  because  Owen 
J.  McReynolds,  the  head  of  the 
Gates  Radio  Co.'s  East  Coast  of- 

fice, has  an  interest  in  this  station 
and  there  may  be  some  who  might 
think  that  Mr.  McReynolds  was  able 
to  build  the  entire  station  with 
new  equipment  for  only  $3,300.  .  .  . 

Harry  J.  Daly,  Esq. 
Metropolitan  Bank  Bldg. 
Washington,  D.  C. 

Optical  Illusion EDITOR: 
Page  80  of  your  Sept.  17  issue 

carries  a  breakdown  of  television 
sets  in  foreign  countries  compiled 
by  the  Foreign  Service  Office  of 
the  Dept.  of  Commerce.  Canada, 
which  has  no  television  stations  in 
operation  at  present,  is  credited 
with  the  incredible  total  of  1,350,- 000  television  sets. 

This  would  be  something  in  the 
order  of  one  set  for  ever  four  Ca- 

nadian homes.  The  actual  figure 
is  somewhere  in  the  neighborhood 
of  50,000.  I  know  that  Broadcast- ing •  Telecasting,  with  its  jeal- 

ously guarded  reputation  for  ac- 
curacy, will  want  to  bring  this  cor- rection to  the  attention  of  its  read- 

ers, and  there  might  be  some  profit 

in  bringing  it  to  the  attention  of 
the  foreign  service  department  of 
the  Dept.  of  Commerce,  which  must 
be  doing  its  northward  viewing 
with  magnified  lenses. 

T.  J.  Allard General  Manager 
Canadian  Assn.  of 

Broadcasters Ottawa 

[EDITOR'S  NOTE:  An  ambiguous  re- port from  the  U:  S.  foreign  service  in Canada  was  wrongly  interpreted  by 
the  Dept.  of  Commerce.  Actual  num- ber of  TV  sets  shipped  to  Canada,  ac- cording to  the  Radio-Television  Mfrs. Assn.:  58,216  as  of  last  July  31.] 

EDITOR: 
FRANK  PELLEGRIN'S  STATE- MENT IN  SEPT.  17  ISSUE  IS  BY 

PAR  BEST  I  HAVE  SEEN  ON  THIS 
VITAL  SUBJECT  [comparable  re- search among  all  media].  BELIEVE 
COPIES  SHOULD  BE  DISTRIBUTED 
TO  EVERY  BROADCASTING  STA- TION IN  THE  COUNTRY  AS  WELL 
AS  TO  OTHER  INTERESTED  PAR- TIES. DO  YOU  KNOW  OP  ANY 
PLANS  FOR  SUCH  DISTRIBUTION. 

Lee  B.  Wailes 
V.  P.  Chg.  of  Operations Fort  Industry  Co. 
Birmingham,  Mich. 

[EDITOR'S  NOTE:  Mr.  Wailes  may  be assured  that  distribution  has  already 
been  made.  The  Sept.  17  issue  of 
BROADCASTING  •  TELECASTING, 
like  every  other  issue,  went  to  nearly 
16,000  subscribers  and  carried  Mr.  Pel legrin's  text  in  full.] 

ROYAL  REQUEST 
WGAC's  Grant  Visits  King 

HUGH  G.  GRANT,  commenator  on 
WGAC  Augusta,  Ga.,  spent  several 
days  in  Washington  a  fortnight 
ago  renewing  an  old  friendship 
with  exiled  King  Zog  of  Albania. 
The  king  and  Mr.  Grant  became 
close  friends  when  Mr.  Grant  was 
U.  S.  Minister  to  Albania. 

Mr.  Grant  left  his  microphone  a1"!  , 
the  king's  request  to  join  him  in 
the  nation's  capital  for  a  few  days. Mr.  Grant  has  been  asked  by 
Radio  Free  Europe  to  prepare 
broadcasts  to  be  beamed  to  Al- 
banians. 

A.  D.  Willard  Jr.,  WGAC  presi- 
dent and  general  manager,  ob- 

tained Mr.  Grant's  services  in  the 
station  last  January.  Mr.  Grant 
discusses  national  and  interna- 

tional events  nightly  for  WGAC. 
He  is  familiar  with  many  foreign 
lands  cropping  up  in  the  news  and 
is  able  to  give  listeners  a  personal  s 
slant. 
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isthejta 

station  in 

Cleveland 

MUSIC  NEWS  SPORTS 

O.  L.  TAYLOR  COMPANY 

National  Representatives 

VITAL  IN  NORTHEASTERN  OHIO 

CLEVELAND,  OHIO 

Hooper  Radio  Audience  Index 
Total  Rated  Time  Periods 

JULY— AUGUST  1951 

WERE 34.2 

A 23.2 

B 
12.0 

C 
8.6 

D 7.1 

E 5.5 

F 5.3 

G 3.0 

Sunday  through  Saturday 
8:00  A.M. — 10:30  P.M. 

5000  WATTS 

13  00  KC 



\10VI 

of  tke  C^arodnaA 

GREENSBORO,  NORTH  CAROLINA 

25  Years 

Serving  the  Richest 

And  Most  populous 

Area  in  the  Southeast 

1926-1951 

Gilbert  M.  Hutchison  CBS 

President  Affiliate 

Represented  by  Hollingbery 

5000  Watts 1470  KC 

milestones 

►  FIFTH  year  of  Sunoco  3-Star Extra  news  programs  on  NBC  gets 
underway  today  (Monday)  as 
nightly  "newspaper  of  the  air" continues  under  sponsorship  of  Sun 
Oil  Co.  In  charge  of  news  com- 

mentary, heard  Monday  through 
Friday  at  6:45  p.m.,  are  Albert  L. 
Warner,  foreign  affairs  editor; 
Ray  Henle,  editor-in-chief,  and Ned  Brooks,  national  affairs  editor. 
►  Priscilla  Fortescue  celebrated 
her  10th  anniversary  of  broadcast- 

ing over  WEEI  Boston  Sept.  14. 
Most  of  the  sponsors  have  been 
participating  in  her  program  dur- 

ing the  entire  decade.  Miss  For- 
tescue interviewed  Mrs.  Celia  Well- 

man,  mother  of  William  Wellman, 
MGM  director,  who  was  Miss  For- 
tescue's  first  guest  10  years  ago. 
►  Elder  Lightfoot  Solomon  Mi- 
chaux,  the  Negro  "Happy  Am  I" preacher,  began  the  21st  year  of  his 

WCKY  BIRTHDAY 
Wilson  Gives  Awards 

VETERAN  broadcaster  L.  B.  Wil- 
son, president  and  general  man- 
ager of  WCKY  Cincinnati,  has 

set  a  policy  of  giving  a  $1,000 
U.  S.  Defense  Bond  to  every  staff 
member  who  serves  the  station  20 

years. The  policy  was  initiated  on  the 
station's  22d  birthday,  Sept.  16, 
when  Mr.  Wilson  presented  three 
20-year  staff  members  with  a 
$1,000  bond  each.  Receiving  the 
awards  were  Charles  H.  Topmiller, 
station  manager;  Mrs.  Jeanette 
Heinze,  traffic  manager,  and 
George  H.  Moore,  sales  manager. 

Mr.  Wilson  obtained  the  orig- inal license  for  the  station  in  1929 
and  has  been  owner  and  operator 
for  the  past  22  years.  In  present- 

ing the  awards,  Mr.  Wilson  rem- 
inisced about  WCKY's  early  days 

and  of  many  personalities  and 
events  in  the  broadcasting  business. 
Mr.  Wilson  recalled  that  he  bought 
the  first  schedule  of  double-truck 
ads  in  Broadcasting  shortly  after 
the  publication  was  established  in 1931. 

Radio  Church  of  God,  Sept.  23. 
Elder  Michaux  began  broadcasts  of 
his  church  services  in  1931  over 
WJSV  (now  WTOP)  Washington. 
Program  today  is  heard  Sunday 
7-8  a.m.  on  WTOP  a  CBS  station, 
and  9:30-10  a.m.  on  MBS.  On  his 
anniversary  broadcast,  congratula- 

tory messages  were  read  from 
many  notables,  including  Gen.  and 
Mrs.  Dwight  D.  Eisenhower. 
►  The  Railroad  Hour  Oct.  1  begins 
its  fourth  year  with  a  performance 
of  Cole  Porter's  "Jubilee"  starring 
Gordon  MacRae  and  Dorothy  Kir- sten. 
►  Lowell  Thomas,  CBS  news-l 
caster,  celebrated  his  25th  an- niversary of  broadcasting  last 
Saturday  by  inviting  James  Mel- ton and  his  ball  team  to  play  op- 

posite his  own  team,  known  as 
"The  Nine  Old  Men."  Mr.  Melton's 
team  was  composed  of  members  of 
his  Ford  TV  show,  while  the  nine 
old  men  included:  Ed  Eagan,  Gene 
Tunney,  Lanny  Ross,  Ed  Murrow, 
Henry  J.  Taylor  and  others.  Mr. 
Thomas'  newscasts,  five  times weekly  on  CBS  are  sponsored  by P&G's  Ivory  Soap. 

On  All  Accounts 
(Continued  from  page  10) 

ting  Mills,  Williamson  Candy  Co., 
Ryerson  Steel,  Appleton  Electric 
Co.  and  Moorman  Manufacturing. 

He  and  his  wife,  whom  he  mar- 
ried 12  years  ago,  compare  notes 

on  media  morning  and  night,  but 
keep  a  tight  lid  on  secrets  within 
their  own  agency.  Their  mutual 
confidante  is  Becky,  a  Springer 
Spaniel  whose  name  was  included 
in  the  purchase  price. 

Mr.  and  Mrs.  Fromherz  enjoy 
theatre-going  and  television,  and 
mingle  with  many  professionals  at 
the  Actor's  Club.  Gene  dislikes 
people  who  sneer  at  television  pro- 

gramming and  thinks  there  have 
been  "wonderful  strides  in  pro- 

duction in  the  past  year."  Pro-; 
gram  fare  now  is  "grown-up  and 
amazingly  adult,"  in  his  opinion. 
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Wilson  and  Mr.  Moore. 
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MUTUAL 

The  West  Texas-New  Mexico 

QUALITY  GROUP 

now  affiliated  with 

THE    INTERMOUNTAIN  NETWORK 

Represented  By 

Avery-Knodel 
INCORPORATED 

NEW  YORK 

CHICAGO  -  LOS  ANGELES 

SAN  FRANCISCO 

DALLAS  -  ATLANTA 

Concentrated  coverage  where  the  people  live  in 

UTAH-MONTANA-WYOMING-IDAHO 

COLORADO -NEVADA- NEW  MEXICO-W.  TEXAS 
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WRITE  FOR  IT 

.  .  .  yes — SEVENTEEN  different  ways  to  make 
your  advertising  more  effective.  Selling 
your  advertising  campaign  through  whole- 

sale and  retail  channels  is  a  regular  part  of 
the  WISH  merchandising  program.    The  whole 
program  is  put  down  on  paper  ...  17  different 
ways  to  make  your  advertising  more  effective. 
When  your  schedule  starts  on  WISH,  this 
17-point  plan  goes  into  action  .  .  .  swiftly  .  .  . 
automatically.    And,  ultimately  it  means 
more  effective  advertising  PLUS  greater  sales. 
For  a  copy  of  this  plan  write  WISH,  or  call 
the  Boiling  Company. 

The  Station  that  never  out-promises 
.  .  .  BUT  ALWAYS  OUT-PERFORMS 

WIS 

WHOT  —  South  Bend 
WA  N  E  -  Fort  Wayne 
WHBU  —  Anderson 

INDIANAPOLIS 

1310  KC 
Represented  Nationally  by  The  BOLUNG  COMPANY 

new 
business  fj^t 

CAT'S  PAW  RUBBER  Co.,  Baltimore  (heels  and  soles),  renews  spot announcement  campaign  on  30  radio  stations  for  52  weeks.  Com- 
pany also  planning  new  TV  spot  schedule.  Agency:  S.  A.  Levyne 

Co.,  Baltimore. 

EMERSON  DRUG  Co.,  N.  Y.  (Bromo- Seltzer),  preparing  availabilities, 
for  day  and  evening  radio  spots  in  about  six  markets.    Agency:  BBDO 
N.  Y. 
INTERWOVEN  STOCKING  Co., 
tional  promotion  of  new  products, 
to  dealers. 

New  Brunswick,  N.  J.,  planning  na- 
Special  kit  for  radio  spots  being  sen 

G.  N.  COUGLAN  &  Co.,  West  Orange,  N.  J.  (Chimney  Sweep  Soot  De 
stroyer),  planning  national  campaign  for  product.  Radio  and  TV  wil 
be  used. 

UNIVERSAL  Co.,  High  Point,  N.  C.  (television  tables  and  bases),  plan- 
ning TV  spot  campaign  in  several  local  markets.  Details  to  be  announced 

later.    Agency:  Corbin  Adv.,  N.  Y. 

A/eturotk  m  •  • 

BENDIX  HOME  APPLIANCES,  division  of  AVCO  Mfg.  Corp.,  South 
Bend,  Ind.,  renews  Chance  of  a  Lifetime  over  ABC-TV  Wed.,7:30-8  p.m. 
EDT.  Agency:  Tatham-Laird,  Chicago. 

RHODES  PHARMACAL  Co.,   Cleveland,  begins  sponsorship  of  The''' Clock  on  ABC-TV  Wed.,  9:30  to  10  p.m.  CT.    Agency:  O'Neil,  Larson  & McMahon,  Chicago.    Products  have  not  been  set. 

JENE  SALES  Corp.,  Chicago  (Jene  home  permanent,  hand  lotion),  to 
sponsor  The  Paul  Dixon  Show,  Thurs.  on  ABC-TV,  10-10:30  p.m.  (EST), 
effective  Sept.  27.  Agency:  Sherwin  Robert  Rodgers  &  Assoc.,  Chicago. 

PROM  HOME  PERMANENT,  Chicago,  product  of  Gillette  and  Toni 
Co.,  is  sponsoring  Grand  Central  Station  on  CBS  Sat.,  12-12:30  p.m.  CDT. 
Agency:  Foote,  Cone  &  Belding,  Chicago. 

BLOCK  DRUG  Co.,  Jersey  City,  N.  J.  (Amm-i-dent  tooth  paste),  spon- 
soring Crime  with  Father,  Fri.  9-9:30  p.m.,  on  ABC-TV,  starting  Oct.  5. 

QUALITY  IMPORTERS  Inc.,  N.  Y.  (Welch's  Wine)  to  sponsor  Cru- sade in  the  Pacific  documentary  film  series,  on  two  key  stations  of  ABC- 
TV.  Series  to  begin  on  WJZ-TV  New  York,  Tues.,  Oct.  30,  10-10:30 
p.m.  EST,  and  on  KECA-TV  Hollywood,  Thurs.,  Nov.  1,  8:30-9  p.m. 
PST.    Agency:  Al  Paul  Lefton  Co.,  N.  Y. 

LEWIS  FOOD  Co.,  L.A.  (Dr.  Ross  Dog  and  Cat  Food),  Sept.  23  started 
Theatre  of  Famous  Radio  Players,  Sun  3:30-4  p.m.,  for  52  weeks  on 
Columbia  Pacific  Network.    Agency:  Rockett-Lauritzen,  L.  A. 

-@(jenctf  -Ojajaolntmanti 
UTTER-McKINLEY,  L.  A.  (mortuary),  names  Hixson  &  Jorgensen,  L.  A., 
to  handle  advertising.   TV  may  be  used. 

PETER  FOX  BREWING  Co.,  Chicago,  names  Fletcher  D.  Richards  Co., 
Chicago,  to  handle  advertising.  Radio  will  be  used. 
KYRON  FOUNDATION,  Chicago  (dietary  aid),  names  Simmonds  & 
Simmonds,  same  city,  to  handle  advertising.    Radio  and  TV  will  be  used. 

ELECTRIC  STEAM  RADIATOR  Corp.,  Paris,  Ky.,  names  O'Neil,  Larson &  McMahon,  Chicago,  to  handle  its  advertising.  Radio  and  TV  will  be 
used.    WALTER  ZIVI  is  account  executive. 

H.  L.  HUBBELL  Mfg.  Co.,  (furniture),  Zeeland,  Mich.,  appoints  Denman (Continued  on  page  7U) 
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Continuing  their  successful  ownership  - 

management  policy  of  WHIM,  Providence, 

coaches  Bob  Engles  and  George  Taylor 

are  getting  their  new  sprinter"^  off  to  a 
flying  start. , . 

Li  Worcester, Mass 

1000  watts      1310  kilocycles 

^Represented  cYlationaUy  by  the  3leadley~^&eed  Company 
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feature  of  the  meek 

GAS  EXPLOSIONS  and  resultant 
fires  in  Brighton,  fashionable  Roch- 

ester suburb,  which  blew  up  16 
homes  and  damaged  25  others  Sept. 
21,  gave  radio  and  video  stations 
an  opportunity  for  quick,  complete 
coverage  and  public  service. 

Rochester  stations  meeting  the 
challenge  were  WHAM-AM-TV, 
WHEC,  WARC,  WRNY,  WSAY 
and  WVET. 

Immediately  following  the  blast, 
all  stations  threw  equipment  and 
personnel  into  the  disaster  area  to 
gather  first-hand  stories  from  the 
injured,  those  who  had  lost  their 
homes,  witnesses  of  the  explosions 
and  fires,  plus  interviews  with  util- ity men  brought  in  to  cope  with  the 
emergency.  Bulletins  calling  for 
volunteers  from  defense,  policemen 
and  firemen  were  aired. 
WARC  suggested  to  listeners 

they  offer  shelter  for  the  dispos- 
sessed. Three  station  employes  were 

on  the  phone  nearly  an  hour  taking 
names  of  persons  offering  space. 

Mrs.  David  E.  Kessler,  wife  of 
the  WHAM  news  director,  who 
lives  in  the  neighborhood,  phoned 
the  station  within  two  minutes 
after  the  blast  occurred.  Five 
WHAM  reporters,  two  photogra- 

phers and  engineers  were  on  the 
scene  within  an  hour  and  began 
feeding  running  accounts  as  houses 
blew  up  and  caught  afire  in  rapid 
succession. 
WBEN  Buffalo  monitored 

WHAM  and  relayed  information  to 
its  listeners,  it  was  reported.  WSYR 
Syracuse  had  a  direct  line  into 
WHAM  and  recorded  WHAM  news- 

casts. WENY  Elmira  and  WGY 
Schenectady  by  long-distance  phone 
recorded  eye-witness  accounts  of 
Jack  Ross,  WHAM  night  news editor. 
WHAM  fed  a  summary  to  NBC 

for  use  by  Morgan  Beatty  on  News 
of  the  World.  By  coincidence, 
Lou  Keller,  of  United  Press  radio, 
was  visiting  WHAM  when  the 
story  broke.  Mr.  Keller  fed  reports 
to  New  York  from  the  WHAM  news 
room. 
WHEC,  because  of  the  emer- 

gency, was  permitted  to  broadcast 
direct  from  the  disaster  scene  using 
telephone  facilities  instead  of  a 
microphone. 

Persons  in  the  area  were  without 
power  so  battery-operated  portables 
and  automobile  radios  were  pressed 
into  service  by  those  anxious  to 
know  what  was  happening  and 
what  they  were  to  do  next. 
WRNY's  news  editor,  W.  Eccles 

Huff,  fed  on-the-spot  announce- ments and  bulletins  to  the  station 
all  afternoon,  airing  requests  and 
instructions  to  persons  in  the 
stricken  area  to  remain  outside 
their  homes  and  for  outsiders  to 
keep  away  from  the  scene. WSAY  discussed  each  demolished 
house  with  its  owner  and  eye-wit- nesses. The  station  also  broadcast 
emergency  announcements. 

The  WVET  newsroom  sent  a  run- 
ning story  to  United  Press  and  the Mutual  network  newsrooms.  It  also 

sent  eye-witness  reports  by  tele- 
phone recording  to  MBS  for  news- 

reel  programs  and  to  WEBR  Buf- falo. 

J$?  strictly  business 

IF  YOU'RE INTERESTED 

IN  RESULTS., 

B e  Spot-wise! 
And  You'll  Find 

That  WISN's  New 
Fall  Line-up  Is  Your 
Best  Bet  For  Real 

Results  in  Milwau- 
kee, 

i 
I 
I 
I 

v our  KATZ  Man 
Can  Give  You  The 

Cold  Facts  That  Will 

Produce  Hot  Sales 
For  You. 

l 

x 
ou'll  Like  Doing 

BusinessWithWISN. 

ON  THE  DATE  of  a  certain Yale -Penn- Princeton  crew 
race,  determination  was 

etched  on  the  faces  of  the  Yale 
men  as  they  prepared  for  their 
grueling  task.  That  is,  on  all  crew- men but  one. 

Theodore  W.  Griggs  was  assigned 
to  the  observation  train  because  of 
injuries.  With  him  on  the  train 
were  radio  and  press  representa- tives. 

Unexpectedly,  however,  at  a  hec- 
tic point  during  the  race,  a  harried 

announcer  stuck  his  microphone  in 
young  Griggs'  face  and  desperately 
exclaimed,  "Here,  you  broadcast 
the  race." That  was  Mr.  Griggs'  dynamic introduction  to  radio  and  he  has 
had  more  than  a  passive  interest 

(Continued  on  page  52) 
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According  to  an  independent  survey  made 
by  students  at  North  Dakota  Agricultural 
College,  17  out  of  18  families  within  a 
90-mile  radius  of  Fargo  prefer  WDAY  to 
any  other  station.  3,969  farm  families  in 
the  rich  Red  River  Valley  were  asked  "To 
what  radio  station  does  your  family  listen 
most?"  78.6%  said  WD  AY,  with  the  next 
station  getting  only  4.4%! 

Fargo-Moorhead  Hoopers  credit  WDAY 
with  much  the  same  overwhelming 

popularity  "in  town".  Despite  the  fact that  the  other  three  major  networks  are 
represented  with  local  studios,  WDAY 
consistently  gets  a  3-to-l  greater  Share  of 
Audience  than  all  other  Fargo-Moorhead 
stations  combined! 

WDAY  is  one  of  America's  great  radio 
buys,  serving  one  of  America's  great  farm markets.  Write  direct  or  ask  Free  & 
Peters  for  all  the  facts  on  WDAY  and 
the  rich  Red  River  Valley! 

WDAY    •    NBC    •    970  KILOCYCLES    •    5000  WATTS 

•fe&tpp  FREE  &  PETERS,  Inc.,  Exclusive  National  Representatives 



500  watts  VHF  (£RP  range,  »/j  to  2  lew)  This  is  a  control-room set-up— complete  with  an  RCA  500-watt  transmitter,  announce booth,  and  film  facilities.  The  arrangement,  and  an  RCA  5-bay 
Super  Turnstile  Antenna,  provides  up  to  2  kw  ERP*— gets  you on  the  air  for  minimum  outlay. 

Wt
ft
HO
b -plan

ts 



TO  kw  VHF  (ERP  range,  10  to  TOO  kw)  Using  a  UO-kw"  and a  high-gain  antenna,  this  plant  provides  up  to  100  kw,  ERP. Ir  includes  film  facilities  tor  breaks  and  '•pot-,  during  network .shows.  Stations  of  this  class  and  larger  usually  have  srudio  facil- ities, along  with  program  switching  equipment  (not  shown). 

Jora
nyTV

pwer
i/pt

o 

These  models  represent  seven  typical  TV  trans- 
mitter room  arrangements  for  various  power 

classes -from  500  watts  to  200  kw,  ERP*.  They 
include  the  film  equipment  required  for  spot, 
station  breaks,  and  network  operation.  They 
show  the  basic  or  minimum  facilities  you  need  to 
go  "on  the  air"  for  a  given  power.  The  set-ups  are 
worked  out  in  accordance  with  tried-and-proved 
operating  procedure  and  provide  a  handy  means 
for  estimating  your  space  requirements.  There  is 
ample  leeway  to  meet  the  particular  needs  of 
every  station. 

Your  RCA  Broadcast  Sales  Representative  is 
ready  to  give  you  planning  help  like'this— throughout  your  station!  By  all  means,  call  him. 

*EfFecHve  radiated  power 

RADIO  CORPORATION  a/  AMERICA 
ENGINEERING  PRODUCTS  DEPARTMENT  CAMDEN  N.J. 



it's  easy, 
WHEN  YOU 

KNOW  HOW! 

WEEKDAY  HOOPERS 

Shreveport  City  Zone 
12:00  Noon  to  6:00  P.  M. 

March-April*  ^\^R^Oq 

mo 

J95J 

KWKH  31.7 

KWKH  41.6 

B"  26.8 

KWKH  45.3 

*B*  21.3 

JL  HIS  chart  shows  that  KWKH  led  the  Weekday-After- 
noon Shreveport  Hooper  parade  for  March  and  April  of 

1949,  1950  and  19511 

Yes,  and  look  at  the  margin  of  superiority.  In  1949  KWKH 
got  6.7%  more  listeners  than  our  nearest  competition.  By 
1950  we  were  getting  55.2%  more  listeners.  In  1951  we 

were  112.7%  ahead  of  Station  "B" — or  fifteen  times  as  great 
a  "plurality"  as  in  19491 
But  KWKH  is  50,000  watts— gets  89%  of  its  listeners 
outside  Shreveport.  BMB  Report  No.  2  gives  KWKH  a 
Daytime  Audience  of  303,230  families  in  87  Louisiana, 
Arkansas  and  Texas  counties.  64%  of  these  families  listen 
to  KWKH  "6  or  7  days  weekly"! 
What  other  facts  would  you  like?  Your  Branham  represent- 

ative has  them! 

KWKH BMB  COUNTIES 
Study  No.  2 
Spring,  194* 

*latest  available  at  press  time KWKH 

SHREVEPORT  €  LOUISIANA 

50,000  Watts   •   CBS   •  ̂ £±L£ry  vArW 
Henry  Clay,  General  Manager 
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NBC  'RE-EVALUATION' 

SPAC  May  Get  Study  Tuesday 

A  REAPPRAISAL  of  the  network 
rates  of  NBC  Radio  affiliates,  fol- 

lowed by  "appropriate  adjust- 
ments," loomed  as  a  possibility 

last  week  as  the  network's  Basic Economic  Committee  convened  to 
review  what  is  described  as  the 
first  fundamental  re-evaluation  of 
radio  in  a  quarter-century  [Broad- 

casting •  Telecasting,  Sept.  24]. 
Some  affiliates'  rates  would  be 

adjusted  upward,  some  downward, 
some  not  at  all  if  the  plan  is  put 
into  effect,  it  was  reliably  predict- 

ed on  the  basis  of  early  develop- 
ments in  the  meeting,  the  commit- 

tee's third. 
Although  the  formula  for  adjust- 

ments was  not  revealed — and  in- 
deed apparently  was  yet  to  be  fully 

determined  as  Broadcasting  • 
Telecasting  went  to  press  —  the 
plan  which  appeared  most  likely  in 
the  Thursday  and  Friday  sessions 
was  reported  to  use  radio  coverage 
rather  than  so-called  TV  inroads 
as  a  primary  base,  with  TV  among 
other  factors  to  be  taken  into  con- 

sideration "further  down  the  line." 
Some  affiliate  representatives 

who  have  become  conversant  with 
the  plan  said  they  did  not  expect 
loud  repercussions  such  as  oc- 

curred, for  example,  when  NBC 
vainly  undertook  to  force  evening 
rate  reductions  upon  radio  affili- ates in  TV  markets. 

Some  Boosts  Seen, 
These  executives  expressed  the 

view  that  some  affiliates'  network rates  would  be  boosted,  evening  as 
well  as  daytime,  but  there  was  no 
public  indication  of  what  percent- 

age would  fall  into  this  favored 
class. 

It  was  not  felt,  as  of  Friday, 
.  that  any  change  would  be  recom- 

mended in  the  formula  by  which 
the  network  compensates  affiliates 
for  carrying  network  programs. 

It  was  emphasized  that  the  rate 
development  was  only  a  part  of  the 
network's  and  its  committee's  re- 

appraisal of  the  radio  picture, 
which  is  slated  to  be  presented  to 
NBC's  Stations  Planning  and  Ad- 

visory Committee  this  week. 
The  fluid  state  of  the  study,  in- 

sofar as  final  conclusions  and  pro- 
posals are  concerned,  was  indicat- 

ed by  a  high  network  official  when 
he  said  the  economic  committee's 
sessions  probably  would  continue 

over  the  weekend  and  that  he 
doubted  the  final  draft  could  be 
whipped  into  shape  for  presenta- 

tion to  SPAC  before  Tuesday. 
The  SPAC  meeting  opens  today 

and  probably  will  extend  through 
Thursday,  it  was  indicated — an- 

other sign  of  the  magnitude  of 
the  project. 

Both  network  officials  and  affili- 
ates' representatives  on  the  eco- nomic committee  are  keeping  rigid 

silence  on  the  details  of  the  study, 
patently  determined  to  unveil  it 
first  to  SPAC  and  then  to  affiliates 
generally.  The  possibility  of  some 
public  statement  by  the  network 
following  SPAC's  session  was  fore- seen, however. 

The  study,  by  NBC's  own  state- 

ments, is  far-ranging.  Among  the 
subjects  which  have  been  specified 
are  sales  policies  and  methods,  net- work operations  and  programming, 
in  addition  to  the  rate  question. 

It  is  also  known  that  NBC,  not 
alone  among  the  networks,  feels 
that  radio  must  conform  to  chang- 

ing times. 
William  S.  Hedges,  NBC  vice 

president  in  charge  of  integrated 
services,  voiced  such  views  in  a 
speech  10  days  ago  when  he  told  a 
BMI  program  clinic  at  Rochester 
that  "there  can  be  no  doubt  that 
broadcasting  is  undergoing  a  revo- 

lution" and  that  "radio  must  learn 
to  roll  with  the  punches  and  to  be- 

come flexible  and  adaptable  if  it  is 
to    have    a    prosperous  future" 

[Broadcasting    •  Telecasting, 
Sept.  24]. He  also  said: 

"The  point  I  want  to  leave  with 
you  is  that  in  changing  times  such 
as  these,  network  radio  cannot  be 
frozen  to  old  patterns  of  operations 
which  were  developed  in  a  different 
advertising  era.  It  must  gear  it- self to  new  types  of  opportunities 
not  only  for  its  own  preservation 
but  for  the  preservation  of  other 
forms  of  broadcasting  which  are 

dependent  on  it." Unless  broadcasters  reckon  with 
the  "significant  changes"  which  are 
taking  place  "in  the  economic  con- ditions affecting  radio,"  Mr.  Hedges 
said,  these  changes  "can  prove  fa- 

tal." 

BILL  Of  RIGHTS 
Covers  Radio,  Court  Holds 

THE  NATION'S  COURTS  last 
week  recognized  for  the  first  time 
that  41  million  American  homes  de- 

pend on  radio  as  a  basic  source  of news. 
Thirty  years  after  the  birth  of 

commercial  broadcasting,  an  arm 
of  the  judiciary — the  New  Jersey 
Superior  Court- — handed  down  a 
decision  recognizing  radio's  paral- lel position  with  the  press  as  a 
primary,  and  certainly  the  fastest 
means  of  reporting  current  history. 

Coming  on  the  eve  of  the  162d 
anniversary  of  the  Constitution's Bill  of  Rights,  the  decision  was  the 
first  to  establish  radio's  right  to 
report  a  governmental  proceeding. 

The  unprecedented  decision  put 
into  an  official  court  order  the 
claim  made  unsuccessfully  for  dec- 

ades by  broadcasters  themselves — that  the  Bill  of  Rights  provisions 
protecting  freedom  of  speech  and 
the  press  also  apply  to  broadcast- 

ing, a  mechanical  development  the 
writers  of  the  Constitution  could 
not  foresee. 

In  holding  that  the  Asbury  Park 
(N.  J.)  city  council  had  violated 
freedom  of  the  press  by  refusing 
to  allow  broadcast  of  a  tax  hear- 

ing, the  court  applied  federal  and 
state  constitutional  protection  to 
broadcasting,  and  to  television  by 
inference. 

Judge     C.    Thomas  Schettino, 

working  without  precedent  to  guide 
him  in  a  situation  requiring  im- 

mediate action,  handed  down  his 
historic  ruling  after  hearing  As- bury Park  Press  and  its  affiliated 
station,  WJLK,  challenge  the 
council's  denial  of  broadcast  privi- 

leges as  a  denial  of  constitutional 
rights. His  decision,  handed  down  late 
Monday,  quickly  aroused  nation- wide interest  and  brought  many 
letters  and  telegrams  of  congratu- 

lation to  Ernest  Lass,  general  man- 
ager of  Asbury  Park  Press,  and 

Thomas  B.  McTighe,  station  man- 
ager. Among  them  were  messages 

from  NARTB  Board  Chairman  Jus- 
tin Miller,  New  Jersey  Assn.  of 

Broadcasters  and  National  Assn.  of 
Radio  News  Directors. 

Radio  News 
In  essence  Judge  Schettino  held 

that  radio  news  broadcasting  comes 
within  the  basic  meaning  of  the 
press  under  the  Bill  of  Rights. 
The  cause  of  action  developed 

when  the  council  called  a  Sept.  25 
hearing  on  an  ordinance  imposing 
up  to  3%  luxury  tax  on  lodging, 
amusements  and  beverages  sold 
over  a  bar.  This  type  of  tax  was 
authorized  several  years  ago  by  the 
state  as  an  aid  to  resort  cities. 
Asbury  Park  Press  had  favored 

the  tax  in  its  columns.  The  station 
had  broadcast  tax  programs  be- 
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cause  of  intense  local  interest  in 
the  subject. 
The  Tuesday  afternoon  hearing 

pickup  was  the  first  ever  attempted 
by  WJLK  from  the  council  cham- ber. By  hearing  time  most  of  the council  members  and  city  officials 
had  abandoned  their  hostility  to 
the  broadcast. 
When  the  council  hearing  opened 

Tuesday  afternoon,  Mayor  George 
A.  Smock  II  awaited  the  on-the-air 
signal  from  Tom  Birckhead,  WJLK 
news  director,  and  Frank  Huber, 
chief  engineer,  seated  in  a  corner. 
Abraham  Frankel,  city  attorney, 
had  asked  station  personnel  not  to 
run  around  the  room  asking  names. 

Two  desk  mikes  were  used,  with one  in  the  aisle.  These  picked  up 
the  entire  proceedings.  About  35 
persons  attended  the  hearing. 
WJLK  reported  most  of  the  city 
tuned  into  the  hearing  broadcast. 
The  hearing  lasted  a  little  over two  hours. 

The  council  voted  4-0  to  adopt 
the  tax  resolution,  which  goes  to  a 
general  election  Nov.  6. 

Legal  forces  were  set  in  motion 
Sept.  21  when  the  Asbury  Park 
Press  and  WJLK  along  with  John 
J.  McKeon  Sr.,  local  grocer  acting 
as  a  citizen  and  taxpayer,  asked  the 
court  to  direct  the  city  to  show 
cause  why  the  broadcast  should 
not  be  permitted. 

At  the  Monday  argument  in  Free- (Continued  on  page  32) 
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ANA  SPOTLIGHT 
Now  Turns  on  Magazines 

TELEVISION— despite  the  adver- 
tising history  it  has  made  during 

the  past  year — received  what  many 
delegates  considered  surprisingly 
little  attention  at  the  annual  meet- 

ing of  the  Assn.  of  National  Adver- 
tisers' annual  meeting  in  New 

York's  Plaza  Hotel  from  Monday 
through  Wednesday  last  week. 

Instead  of  raising  a  clamor  about 
radio,  as  the  group  sometimes  did 
in  the  past,  the  association  heard 
a  call  for  more  explicit  research 
on  magazines. 

Major  event  for  broadcasters  oc- 
curred during  the  closed  business 

session  Monday  when  Paul  B.  West, 
president,  issued  an  expected  but 
unscheduled  statement  concerning 
controversial  ANA  reports  on  tele- 

vision's effects  on  radio  listening. 
At  the  same  closed  session,  Wes- 

ley I.  Nunn,  advertising  manager 
for  Standard  Oil  Co.  of  Indiana, 
was  elected  chairman  of  the  board 
of  directors  to  succeed  Albert 
Brown,  vice  president  of  advertis- 

ing and  public  relations  for  Best 
Foods  Inc.,  who  automatically  be- 

comes a  director  for  the  next  year. 
Mr.  West,  who  has  served  as  ANA 
president  Since  1932,  was  reelected 
to  that  office,  and  J.  Ward  Maurer, 
director  of  advertising  for  the  Wild- 
root  Co.,  was  named  vice  chairman 
of  the  board.  New  officers  will  serve 
a  one-year  term. 

Election  of  Directors 
Directors,  elected  for  three  years, 

include  William  H.  Collins,  Dravo 
Corp.;  E.  G.  Gerbic,  Johnson  & 
Johnson;  David  W.  Tibbott,  New 
England  Mutual  Life  Insurance  Co.; 
A.  S.  Dempewolff,  Celanese  Corp. 
of  America;  Paul  Willis,  Carnation 
Co.  B.  R.  Donaldson  of  Ford  Motor 
Co.  was  re-elected  for  one  year. 

Other  major  events  included  a 
forecast  that  1952  advertising 
budgets  will  approximate  the  1951 
level,  a  report  on  planning  TV  com- 

mercials, an  explanation  of  the  Ford 
Foundation's  TV  workshop,  an- nouncement of  reorganization  by 
Advertising  Research  Foundation, 
and  a  speech  on  communist  propa- 

ganda techniques  by  CBS's  Dick Hottelet. 
Andrew  Heiskell,  publisher  of 

Life  magazine,  addressing  the  450 
delegates  from  250  companies  at 
the  opening  session  Monday,  asked, 
"Is  reading  obsolete?" Answering  the  question,  he  said 
all  new  media  are  complementary 
rather   than    mutually  exclusive. 

Horace  S.  Schwerin,  president  of 
the  Schwerin  Research  Corp.,  told 
the  group  "there  is  a  staggering amount  of  waste  in  the  field  of  TV 
commercials  .  .  .  most  of  it  avoid- 

able." His  topic  was  "How  to  In- 
crease the  Efficiency  of  TV  Com- 

mercials." 
In  planning  a  commercial,  he  ad- 

vised that  objectives  be  defined  by 
considering  (1)  what  brand  name 
Should  be  remembered,  (2)  what 
major  ideas  viewers  should  asso- 

ciate with  each  name,  (3)  which 
ideas  should  be  believed,  (4)  what 

dominant  over-all  impression  should be  left  with  the  viewer. 
Robert  Saudek,  director  of  TV 

and  radio  for  the  Ford  Foundation, 
explained  the  Foundation's  TV workshop,  operating  on  a  $1,200,000 
grant  [Broadcasting  •  Telecast- 

ing, Aug.  20].  Stating  his  belief 
that  "the  two  dynamic  forces  of 
business  and  government"  deserve encouragement  when  they  are  work- 

ing together,  he  explained  that  the 
workshop  was  a  practical  way  to 
solve  problems. 
Programs  dealing  with  one  or 

more  of  the  Foundation's  five  areas 
will  be  filmed  in  advance  and  of- 

fered for  commercial  sponsorship 
on  a  non-profit  basis. 

Besides  the  26-week  radio  series 
scheduled  to  start  on  CBS  Radio  in 
November,  the  group  plans  three 
separate  half -hour  TV  series  of  13 shows  each. 

Reporting  on  a  survey  of  mem- 
bers' opinions  on  available  maga- zine research,  Henry  Schachte, 

chairman  of  the  magazine  commit- 
tee, confirmed  "the  long-felt  need" for  more  and  better  magazine  re- 

search. 
A  survey — with  153  answers 

from  the  300  companies  in  the 
magazine  group — showed  that  only 
1%  considered  present  information, 
supplied  by  publishers  themselves, 
as    "very    reliable";    67%  found 

morticians  y 

I?  ANNUAL  CONVENTION  Y 

Drawn  for  Broadcasting  •  Telecasting  by  Sid  Hix 
'Gentlemen,  I  have  sad  news.    Radio  is  very  much  alive!" 

Mr.  NUNN 

magazines'  self-analyses  "fairly 
reliable,"  28%  found  them  some- times reliable  and  the  remaining 
4%  thought  them  generally  unre- liable. 

The  needs  in  magazine  research 
were  cited  as:  (1)  To  find  the  total 
people  a  magazine  reaches,  (2)  to 
find  how  many  people — undupli- cated — a  combination  of  two  or 
more  publications  meet,  (3)  to 
measure  duplication  for  use  in  con- 

centrated coverage,  and  (4)  to  find 
the  basic  characteristics  of  the 
audience  of  each  magazine. 
Reorganization  of  Advertising 

Research  Foundation,  New  York, 
to  allow  membership  for  and  par- 

ticipation by  advertisers,  agencies, 
and  media,  was  revealed  Wednes- 

day by  H.  M.  Warren,  chairman. 
The  organization  has  expanded 

its  cooperative  research  facilities 
so  it  can  perform  five  major  func- 

tions: (1)  To  supervise  conduct  of 
research  studies  of  general  sub- 

scriber interest,  (2)  to  review  and 
appraise  media  research  reports  for 
subscribers,  (3)  to  offer  general 
advisory  facilities  to  media  sub- 

scribers, (4)  to  continue  super- 
(Continued  on  page  113) 

WEST  ANSWERS  Says  N
o  Pressure  °n  Radi° Rqtes 

DENYING  that  the  ANA  had 
taken  any  action  that  could  "prop- 

erly" be  construed  as  advertiser 
pressure  on  radio  rates,  Associa- t  i  o  n  President 

Paul  B.  West  is- sued a  statement 
at  a  closed  ANA 
business  session 
Monday  to  ex- 

plain the  contro- versial three  re- 
ports about  the 

"Impact  of  Tele- vision on  Radio 
Listening" [Broadcasting  • Telecasting,  Sept.  10]. 

Opinion  that  nighttime  rates 
would  require  adjustment  if  ad- vertisers were  to  continue  to  use 
radio  was  expressed  individually  by 
radio-using  ANA  members,  polled 

Mr.  West 

as  they  had  been  in  past  surveys, 
Mr.  West  said.  Their  answers  also 
confirmed  the  radio  and  television 
committee's  judgment,  he  added, that  there  was  need  for  data  on 
listening  trends. 

The  reports  were  inaugurated, 
Mr.  West  explained,  after  thorough 
consideration  by  the  Radio  and  TV 
Steering  Committee,  in  line  with 
the  association's  traditional  prac- 

tice of  supplying  members  with  in- formation on  significant  trends. 
The  association  had  previously  is- sued circulation  and  cost  studies  of 
other  media,  including  the  recent 
magazine  studies,  report  on  busi- ness publications,  and  analysis  of 
local  and  national  newspaper  rates, 
he  pointed  out.  "The  ANA,"  Mr. 
West  affirmed,  "is  no  less  inter- ested in  the  effect  of  television  on 
the  advertising  audiences  of  maga- 

zines and  newspapers,  for  example, 
than  on  those  of  radio.  Evidence 
bearing  on  these  trends  has  been 
called  to  [members']  attention  .  .  . 
as  it  became  available." Use  of  the  studies,  Mr.  West  reit- 

erated, is  left  entirely  to  member 
companies.  The  committee  acknowl- 

edged that  it  had  no  legitimate 
concern  with  negotiations  on  radio 
rates,  he  explained,  when  it  stated 
in  the  first  report,  "no  individual advertiser  or  trade  group  should 
attempt  to  dictate  to  the  radio  sta- tions and  networks  a  formula  for 
pricing  radio  time."  ANA  Vice President  and  General  Counsel  I. 
W.  Digges,  followed  and  approved 
the  legality  as  well  as  the  business 
justification  of  this  service  at  every 
stage,  he  added. Construction  of  the  report  was 

(Continued  on  page  113) 
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IMPACT! 

EACH  WEEK  ADULTS  IN  3500  SAMPLE  HOMES  SPEND  .  .  . 

^  164,200  Hours  Hearing  Radio 
^  87,600  Hours  Seeing  Television 
^  55,200  Hours  Reading  Newspapers 

By  DR.  RAYMOND  A.  KEMPER 
RAYMOND  A.  KEMPER  ASSOCIATES 
MORE  people  are  listening  to  radio 
over  more  sets  in  more  Louisville- 
market  homes  and  automobiles, 
than  ever  before.  And,  in  terms  of 
comparative  circulation,  Louisville 
radio  still  leads  its  closest  com- 

peting media  by  wide  margins. 
These  conclusions  are  clearly 

drawn  from  the  results  of  a  mar- 
ket-area research,  recently  com- 

pleted by  Raymond  A.  Kemper 
Associates,  which  involved  com- 

prehensive personal  interviews  with 
the  adult  heads  of  3,500  urban, 
town  and  farm  families  within  the 
60-miles-of-Louisville  area. 
When  the  statistical  results  were 

projected  to  cover  the  total  popu- lation of  approximately  313,700 
families  presently  in  the  market- 

ii  area,  we  found: 
549,000  in-the-home  radio  sets 
306,800  homes  with  one,  or  more, 

in-the-home  radio  sets 
150,000  homes  with  more  than  one 

in-the-home  radio  sets 
128,300  radio-equipped  automobiles and  trucks 
132,700  homes  with  radio  sets  in 

adult's  bedrooms 104,200  homes  with  radio  sets  in kitchens 
25,700  homes  with  radio  sets  in 

children's  bedrooms 309,900  radio  sets  in  rooms  (and 
cars)  where  newspaper 
and  magazine  reading  is 
improbable 

460,200  radio  sets  in  rooms  (and 
cars)    where  televiewing 
is  impossible 

15,575,600  adult-hours  of  radio  listen- 
ing during  the  7-day  week 

Though  the  research  was  spon- 
sored by  WAVE,  local  NBC  affi- 
liate, we  were  not  interested  in 

conducting  a  mere  inter-station 
"popularity  contest."  We  were  not 

I  out  to  "prove"  anything!  Our  client needed  facts  —  circulation  facts, 
program-interest  and  program- 
preference  facts,  facts  about  the 
audience  attitudes  toward  present- 
day  radio  practices  and  policies, 
and  so  on — to  guide  in  the  formu- 

lation of  future  operational  plans. 
Interviewing,  which  was  com- 

pleted between  June  1  and  June 
17  of  this  year,  was  restricted  to 
a  single  adult  respondent  from 
each  of  the  3500  households  in  the 
sample.  Only  adult  respondents 
were  interviewed  and,  wherever 
possible,  the  male  head  of  the 
family  was  contacted.  The  30 
male  and  female  college-student 
interviewers  (all  of  them  paid  mem- 

bers of  our  research  staff)  are 
thoroughly  trained  researchers  with 
considerable  survey  experience. 
The  respondent  was  given  no 

positive  indication  of  the  specific 
nature  of  the  study,  nor  was  he  told 
the  name  of  the  sponsor.  The 
comprehensive  question  -  schedule 
(which  included  questions  relating 
fo  newspapers,  magazines  and  tele- 

HERE'S  COMPARABLE  RESEARCH  that  shows  how  radio, newspapers,  magazines  fare  in  a  television  area.  No  matter 
how  you  juggle  the  figures  of  this  independently  conducted 
survey  of  the  Louisville  market,  you  can't  escape  these  facts: 

RADIO  IS  BIG.  It's  installed  in  98  %  of  all  homes  while  news- papers reach   95%,  magazines,  78%;  and  television,  37%. 

RADIO  IS  ACCESSIBLE.  It  goes  where  other  media  don't. 
Some  66.1%  of  all  radio  sets  are  in  places  where  no  TV  re- 

ceivers are  available,  and  44.5%  of  all  radio  sets  operate  in 
places  newspapers  and  magazines  are  not  commonly  read. 

RADIO  COMMANDS  ATTENTION.  Adults  spend  more  time 
listening  to  radio  than  to  watching  television  and  reading 
newspapers  combined. 

vision,  as  well  as  radio)  was  so  de- 
signed as  to  de-emphasize  the  speci- 

fic-research purpose. 
Obviously,  many  aspects  of  the 

comprehensive  body  of  data  col- lected in  the  course  of  the  research 
are  of  specific  interest  to  the  spon- 

sor alone,  and  are  not  published 
here.  Certain  of  the  findings,  how- 

ever, may  be  of  interest  to  other 
broadcasters. 

In  general,  we  found  that  radio 
still  gives  the  Louisville-market merchandiser  much  more  mileage 
for  his  advertising  dollar  than  had 
been  generally  supposed.  For 
example,  in  each  1000-household 
segment  of  the  Louisville  market 
there  are  about: 

1,750  in-the-home  radio  sets; 978  homes  with  one,  or  more,  in- the-home  sets; 
478  homes  with  more  than  one  in- the-home  sets; 
409  radio-equipped    cars  and trucks; 
423  homes  with  sets  in  adult's bedrooms; 
332  homes  with  sets  in  kitchens; 
82  homes  with  sets  in  children's bedrooms; 

988  radio  sets  in  rooms  and  places 
where  newspaper  and  maga- zine reading  is  improbable; 1,467  radio  sets  in  rooms  and  places 
where  televiewing  is  impos- sible; 

47,970  adult-hours  spent  in  radio  lis- tening during  a  typical  7 -day week! 
Specifically,  we  needed  answers 

to  questions  such  as  these: 
What  is  radio's  circulation  in 
today's  Louisville  -  market? How  many  market  homes  and 
automobiles  are  radio- 
equipped?  With  how  many  ra- dio sets?  Just  how  much  time 
are  Louisville-market  adults 
now  spending  listening  to  ra- dio? 
Circulation-wise,  how  are  ra- 

dio's competitors  faring  in  this market? 
What  is  radio's  future  in  this 
market,   and   how  may  pro- 

gramming  best   be  'tailored' to  fit  that  future? 
The  3500-household  'probability 

sample' — selected  from  128  urban, 
town  and  farm  'sampling  areas' — 

was  designed  to  truly  represent  the 
total  population  of  families  living 
within  the  60-miles-of-Louisville territory. 

To  select  the  proportional  farm- 
family  segment  of  the  sample,  we 
first  subdivided  an  up-to-date  de- tailed map  of  the  area  by  plotting 
three  concentric  circles  at  15-,  30-, 
and  60-mile  intervals  from  the 
center  of  urban  Louisville.  In  turn, 
these  circular  segments  were  frac- 

tionated into  quadrants,  and  36 
'sampling  areas' — three  from  each of  the  12  territorial  segments 
— were  selected.  In  each  of  these 
smaller  sampling  areas,  a  propor- 

tional number  of  bona  fide  farms 

AUTHOR  of  radio  and  television  sta- 
tions' surveys.  Dr.  Raymond  A. 

Kemper  has  been  active  initiating 
and  carrying  through  a  variety  of 
market  research  and  public  opinion 
surveys  in  Louisville  since  1948.  Dr. 
Kemper  is  professor  of  industrial 
psychology  at  the  U.  of  Louisville 
and  holds  directorship  of  the  insti- 

tution's Psychological  Services  Center. Early  this  year,  he  formed  his  own 
public  relations  and  market  research 

organization. 

were  randomly  selected. 
Proportional  numbers  of  house- holds were  chosen,  at  random,  from 

each  of  the  52  small  towns  and  vil- 
lages in  the  surveyed  area.  The 

urban  households  were  chosen,  at 
random,  from  40  neighborhood 
sampling  areas  —  proportional  to the  socio-economic  and  racial  dis- 

tributions in  the  population  —  of urban  Louisville,  Jeffersonville 
(Ind.),  New  Albany  (Ind.),  In- 

dian Hills  (Ky.),  St.  Matthews 
(Ky.)  and  Audubon  Park  (Ky.). 

Practically  everyone  in  the  Louis- 
ville market  is  reached  by  radio! 

Of  the  3500  households  in  our 
sample,  97.8%  have  one  or  more in-the-home  radio  sets.    We  found: 

98.3%  of  the  URBAN  homes  are  ra- dio-equipped. 
97.3%  of  the  TOWN  homes  are  ra- dio-equipped. 
96.1%  of  the  FARM  homes  are  ra- dio-equipped. 
And  supplementing  this  com- 

prehensive in-the-home  coverage, 
we  found  that  40.9%  of  the  market 
families  have  at  least  one  radio- 
equipped  car  or  truck.  Urban  fam- ilies, though  they  average  fewer 
cars,  have  a  higher  proportion  of 
their  vehicles  equipped  with  radio 
receivers.    This  analysis  shows: 
44%  of  the  URBAN  families  have radio-equipped  cars. 
36%  of  the  TOWN  families  have radio-equipped  cars. 
37%  of  the  FARM  families  have radio-equipped  cars. 
We  wanted  to  know,  as  a  matter 

of  course,  something  of  the  com- 
parable reach  of  the  three  major 

contenders  for  radio's  title — news- 
papers, nationally-circulated  mag- azines and  television. 

Of  the  3500  households  in  the sample, 

98%  have  one  or  more  RADIO  sets in  their  homes. 
95%  regularly  receive  one  or  more NEWSPAPERS. 
78%  regularly  receive  one  or  more MAGAZINES. 
37%  have  TELEVISION  sets. 
When  we  considered  the  results 

in  terms  of  the  types  of  families, 
we  found  that  the  proportions-of- homes-reached  was  lower  among 
TOWN  and  FARM  households- 
lower,  that  is,  except  in  the  case 
of  radio! 
%   OF  URBAN  HOMES  REACHED BY  VARIOUS  MEDIA 
Radio    98.3% 
Newspapers    98.2% 
Magazines    84.7% 
Television    47.3% 
%  OF  TOWN  HOMES  REACHED 
Radio    97.3% 
Newspapers    93.4% 
Magazines    66.1% 
Television  22.4% 
%  OF  FARM  HOMES  REACHED 
Radio    96.1% 
Newspapers    87.7% 
Magazines    64.4% 
Television    21.5% 

And  radio  reaches  those  hard-to-. (Continued  on  page  40) 
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AUG.  NETWORK  GROSS  DOWN  6% 
Due  to  Rate  Cuts 

EFFECT  of  the  rate  cuts  for  na- 
tional radio  network  time  intro- 

duced in  July  by  CBS  and  NBC  is 
evident  in  the  table  of  gross  time 
sales  for  August  and  January- 
August,  this  year  and  last,  of  the 
four  nationwide  networks  released 
by  Publishers  Information  Bureau 
for  publication  today  (Monday). 
Combined  network  total  for  August 
1951  is  6%  below  that  for  August 
1950,  while  the  eight-month  com- 

bined gross  for  this  year  is  down 
only  2.2%  from  the  1950  level. 

Individually,  CBS  gross  time 
sales  in  August  of  this  year  were 
off  4.1%  from  August  1950  and 
NBC  suffered  a  decline  of  16.6% 
ABC  and  MBS  reductions  were 
made  as  discounts  on  net  and  not 
cuts  in  gross  billings  and  therefore 
are  not  reflected  in  the  PIB  figures 
(see  explanation  below). 
ABC  for  August  shows  a  decline 

of  2.2%  from  August  of  last  year 
while  Mutual  shows  an  increase  of 
22%.  PIB  breakdown  is  shown  in 
Table  I. 

Gross  time  sales  for  the  previous 
seven  months,  January  through 
July,  were  also  tabulated  by  PIB 
(Table  II). 
Rate  reductions  put  into  effect 

July  1  by  NBC  and  CBS— added 
to  the  normal  let-down  in  radio 

ZIV  SHOWS  IN  N.Y. 
WNBC  Buys  Four 

SALE  of  exclusive  New  York 
rights  to  the  Frederic  W.  Ziv  Co.'s 
top  four  transcribed  radio  pack- 

ages to  NBC's  WNBC  New  York was  announced  last  week  by  the 
Ziv  company. 

The  four  properties  are  Bright 
Star,  featuring  Irene  Dunne  and 
Fred  MacMurray;  Bold  Venture, 
with  Humphrey  Bogart  and  Lauren 
Bacall;  Favorite  Story,  with  Ron- 

ald Colman  and  Guy  Lombardo 
Show.  The  contracts  are  for  52 
weeks. 

Ted  Cott,  WNBC  general  man- 
ager, said  acquisition  of  the  four 

packages  represents  an  important 
forward  step  in  WNBC's  develop- ment and  makes  top-budgeted shows  available  to  local  advertisers 
at  "realistic  prices." 

Bold  Venture  already  has  been 
re-sold  by  WNBC  to  Omnyl  Phar- 
macal  Co.'s  Nu-Pax,  to  start  Oct.  21 (see  story  page  44). 

Negotiations  for  the  properties 
were  conducted  by  Mr.  Cott  -for 
WNBC  and  by  vice  president 
Herbert  Gordon  for  Ziv. 

Strietmann  Biscuit  Co.  of  Cin- 
cinnati, subsidiary  of  United  Bis- 

cuit Co.  of  America,  has  signed  for 
52  weeks  of  Bright  Star.  Firm  will 
sponsor  the  Irene  Dunne-Fred  Mac- 
Murray  series  over  WWNC,  Ashe- 
ville,  N.  C;  WHIS  Bluefield,  N. 
C;  WMFD  Wilmington,  N.  C; 
WDBJ  Roanoke,  Va.;  and  WWOD 
Lynchburg,  Va. 
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TABLE  I NETWORK  RADIO 
Aug.  1951 Aug.  1950 ABC $  2,210,352 $  2,258,244 CBS 4,455,528 4,644,066 MBS 1 ,329,375 1,090,222 NBC 
3,808,906 4,566,293 

Total $11,804,161 $12,558,825 Jan. -Aug. Jan. -Aug. 
1951 1950 ABC 

$  21,870,502 $  23,999,013 CBS 48,106,085 45,218,878 MBS 11,537,124 10,641,066 NBC 37,537,629 41 ,931 ,767 
Total $119,051,340 $121,790,724 

1951 January February 
March 
April 

May 

June 

ABC 

$3,099,418* 2,702,721  * 
2,891 ,339 

2,980,183* 2,996,143* 
2,720,268 

2,270,078* 

TABLE  II 
CBS 

$6,849,462* 6,1 1 1 ,346* 6,808,938* 
6,502,009* 6,760,750* 
6,216,255* 
4,401 ,797 *  Indicates  revised  figures  from  those  previously  reported. 

MBS 
$1,542,887 1,426,705 1 ,648,006 
1 ,539,801 1,510,818 1,191,691 1 ,347,841 

NBC 

$5,215,947 4,731 ,626 
5,085,636 4,897,882 
5,329,752 
4,739,193 

3,728,687* 

network  billings  when  many  spon- sors take  a  summer  hiatus  for  their 
programs  —  pulled  the  July  gross time  sales  of  the  four  nationwide 
radio  networks  down  21.1%  from 
their  June  total,  according  to  the 
PIB's  compilation  of  advertisers' 
expenditures  "for  radio  network time. 

Combined  gross  of  the  four  net- 
works was  reported  by  PIB  as 

totaling  $11,738,585  in  July,  com- 
pared with  $14,872,111  in  June. 

While  ABC  and  MBS  also  gave 
advertisers   using  their  networks 

comparable  savings  in  network  time 
costs  as  of  the  same  date,  these 
cuts  are  not  reflected  in  the  PIB 
records  as  the  ABC  and  Mutual  de- 

ductions are  made  through  dis- 
counts in  net  payments  and  not 

through  changes  in  gross  rates  such 
as  were  made  by  CBS  and  NBC. 
A  special  notice,  repeated  fre- 

quently throughout  the  PIB  July 
report,  reads: 

"According  to  the  practice  which PIB  has  followed  for  many  years, 
the  program  values  shown  in  the 
service  are  gross,  based  on  one- 

time network  or  station  rates  cur- 
rently in  effect.  Such  a  practice  has 

necessarily  been  adopted  since  PIB 
totals  are  accumulated  on  a  calen- 

dar year  basis,  while  cash  and 
frequency  discounts  are  credited  by 

TABLE  III 
TOP  10  RADIO  NETWORK  ADVERTISERS- JULY  1951 
1.  Procter  &  Gamble  Co  $962,088 
2.  Miles   Labs    589,325 
3.  General  Mills    471,888 4.  American  Home  Products    449,888 
5.  Philip   Morris    374,277 6.  Lever  Bros  Co   370,329 
7.  Sterling  Drug  Inc   358,681 8.  William  Wrigley  Jr.  Co   355,303 
9.  Liggett  &  Myors    345,280 10.  Schenley  Industries  Inc   312,536 

*       *  * 
the  network  to  the  advertiser 
whenever  earned. 

"Starting  in  July,  CBS  and  NBC 
have  reduced  their  gross  time  rates 
by  approximately  10%;  this  reduc- tion has  been  put  into  effect  on  all 
programs  appearing  on  these  two (Continued  on  page  111) 

TABLE  IV 
TOP  RADIO  NETWORK  ADVERTISERS  BY  PRODUCT  GROUP  FOR  JULY  1951 

Agriculture  &  Farming 
Apparel,  Footwear  & Accessories 
Automotive,  Auto.  Access.  & 

Equip. 
Aviation,  Aviation  Access. &  Equip. 
Beer,  Wine  &  Liquor 
Bldg.  Materials,  Equip.  & Fixtures 
Confectionery  &  Soft  Drinks 
Consumer  Services 
Drugs  &  Remedies 
Entertainment  &  Amuse- ments 
Food  &  Food  Products 
Gasoline,  Lubricants  & Other  Fuels 
Horticulture 

Allis-Chalmers  Mfg. 

Firestone  Tire  &  Rubber 

Schenley  Industries (Blatz  Brewing  Co.) 
Johns-Manville  Corp. 
Wm.  Wrigley  Jr.  Co. 
American  Telephone  &  Telegraph 
Miles  Labs 

312,536 
107,681 
355,303 
75,857 589,325 

Standard  Oil  Co.  of  Indii 

Source:  Publishe 
Philco  Corp. 

Information  Bureau 

Household  Furnishings 
Industrial  Materials 

-Wittnauer  Watch  Co. 

Book  Associates 

Burton-Dixie  Corp. 
U.  S.  Steel  Corp. 
Prudential  Ins.  Co.  of  Am. 

Jewelry,  Optical  Goods  & Cameras  Longii 
Office  Equip.,  Writing  Sup- 

plies, Stationery  &  Acces- sories 
Political 
Publishing  &  Media 
Radios,  TV  Sets,  Phono- 

graphs, Musical  Instru- ments &  Access.  RCA 
Retail  Stores  &  Direct  By Mail  Dr.  Hiss  Shoes,  Inc. 
Smoking  Materials  Philip  Morris  Co. 
Soaps,  Cleansers  &  Polishes  Procter  &  Gamble  Co. 
Sporting  Goods  &  Toys   
Toiletries  &  Toilet  Goods       Gillette  Safety  Razor  Co. 
Transportation,  Hotels  & Resorts  Ass'n.  of  American  Railroads Miscellaneous  American  Federation  of  Labor 

TABLE  V 

36,110 120,600 
106,667 

1,185 374,277 
612,657 

76,118 102,004 

NEW  HALF-HOUR  Ziv  series.  Bright 
Star,  is  sold  by  R.  Main  Morris  (c), 
assistant  manager,  KLZ  Denver,  to 
the  Central  Bank  &  Trust  Co.  of  that 
city  for  Monday  night  airing.  Curt 
Freiberger  (I),  head  of  Denver  agency 
bearing  his  name  which  handles  the 
bank  account,  examines  promotion 
Jm  material  with  Max  Brooks  (r), bank  vice  president. 

Agriculture  &  Farming 
Apparel,  Footwear  &  Accessories Automotive,  Auto.  Access.  &  Equip. 
Aviation,  Avia'n.  Access.  &  Equip. Beer,  Wine  &  Liquor 
Bldg.  Materials,  Equip.  &  Fixtures Confectionery  &  Soft  Drinks Consumer  Service 
Drugs  &  Remedies Entertainment  &  Amusements Food  &  Food  Products Gasoline,  Lubricants  &  Other  Fuels Horticulture Household  Equipment  &  Supplies Household  Furnishings Industrial  Materials 
Jewelry,  Optical  Goods  &  Cameras Office  Equip.,  Writing  Supplies, 

Stationery  &  Accessories Political Publishing  &  Media Radios,  TV  Sets,  Phonographs, Musical   Instruments  &  Access. 
Retail  Stores  &  Direct  By  Mail 
Smoking  Materials Soaps,  Cleansers  &  Polishes Sporting  Goods  &  Toys Toiletries  &  Toilet  Goods 
Transportation,  Hotels  &  Resorts Miscellaneous 

223,543 
72,410 120,600 255,668 
80,325 

236,181 
1,185 ,374,892 

,062,771 

Jan-July 
1951 

$  380,219 491 ,497 
2,558,290 
2,092,669 816,118 
3,760,879 1,831,447 14,035,917 

26,156,661 
3,463,554 86,394 
1,665,019 573,639 
1,210,715 
1,841 ,280 691 ,430 
389,292 204,172 

1,535,475 26,154 12,520,143 10,851,043 

July  1950 

$  

7,260 146,855 

109,174 
10,890 12,600 

276,127 31 ,560 

614,281 110,655 
122,400 

,604,449 88,343 547,263 

5,775 25,500 119,279 

19,650 

84,120 

208,974 

4,628 

2,224,200 604,230 

1,410 
909,518 
991,519 213,492 

43,296 

1,554,182 
1,631 2,902,031 199,290 

,352,013 99,724 
$11,738,585      $107,237,361     $1,454,493  $15,432,288 
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SARNOFF  LOOKS  AHEAD  °» «» 
 ™ 

io  Year 

BRIG.  GEN.  DAVID  SARNOFF, 
RCA  board  chairman,  last  Thurs- 

day celebrated  his  completion  of 
45  years  in  radio  by  asking  RCA 
research  scientists  to  make  three 
new  inventions  before  his  50th 
radio  anniversary  five  years  hence. 

Praising  their  past  achieve- ments, Gen.  Sarnoff  called  on  the 
scientists  to  invent  an  electronic 
amplifier  for  light  for  television, 
a  television  picture  recorder  and 
an  electronic  air-conditioner  for 
home  use. 

This  three-fold  challenge  was  de- 
livered following  a  luncheon  in 

Gen.  Sarnoff's  honor  held  at  the RCA  Labs  in  Princeton,  which 
were  officially  re-named  the  "David 
Sarnoff  Research  Center"  at  that 
time.  A  bronze  plaque  was  pre- 

sented by  Gano  Dunn,  president, 
J.  G.  White  Engineering  Corp., 
and  an  RCA  director.  Plaque's  in- scription reads: 
"Commemorating  the  45th  anni- 

versary of  David  Sarnoff's  entry into  the  field  of  radio  on  Sept.  30, 
1906,  this  plaque  is  dedicated  by 
his  associates  in  the  Radio  Corp. 
of  America  as  a  symbol  of  their 
esteem  and  admiration. 

"As  a  pioneer  of  wireless,  he  has contributed  immeasurably  to  the 
development  of  radio,  television 
and  electronics  as  new  services  to 
the  nation  and  to  the  American 
people. 

"A  creative  crusader  of  progress endowed  with  a  penetrating  vision, 
David  Sarnoff  has  continually  led 
the  way  across  new  frontiers  in 
science,  art  and  industry  to  make 
the  universe  vibrant  with  interna- 

tional communications. 
"These  laboratories,  the  RCA Victor  plants,  the  RCA  world-wide 

radio  cricuits  and  the  NBC  radio- 
television  networks,  symbolize  his 
faith  in  science,  his  constructive 
planning  and  enduring  achieve- ments. 
"David  Sarnoff's  work,  leader- 

ship and  genius  comprise  radio's preeminent  record  of  the  past,  tele- 
vision's brilliant  performance  of the  present,  and  a  rich  legacy  in 

communications  for  the  future." 
In  asking  RCA's  research  scien- tists for  the  three  new  inventions, 

Gen.  Sarnoff  said  that  he  was  fully 
aware  of  the  challenge  to  their  in- 

genuity, "but  I  know  that  you  can solve  the  problems  because  you 
have  an  enviable  record  of  accom- 

plishment in  science." The  electronic  amplifier  of  light, 
which  would  provide  brighter, 
clearer  projected  pictures  for  both 
home  and  theatre  TV,  giving  a 
"big-looker"  to  television  compar- 

able to  radio's  "loud-speaker,"  was 
tilted  "Magnalux"  by  Gen.  Sarnoff. 
"A  true  photo-amplifier  that could  produce  bigger  and  brighter 

pictures  in  fine  detail  would  greatly 
advance  television  in  the  home,"  he 
said.  "It  is  also  needed  for  theatres 
and  industrial  purposes.  The  pres- 

ently known  optical  systems  can- 
not accomplish  it.  We  can,  of 

course,  enlarge  pictures  optically, 
but  in  the  process  light  is  lost  and 

the  pictures  became  dimmer  in- 
stead of  brighter.  What  is  needed 

is  a  true  amplifier  of  light  itself." The  second  Sarnoff  request,  for 
a  "Videograph"  which  would  re- 

cord TV's  picture  signals  on  an inexpensive  tape  in  the  same  way 
that  sound  is  now  recorded  on  discs 
or  tape,  would  provide  a  permanent 
record  for  reproduction  at  any 
time  and  place. 

"The  television  art  needs  an  elec- 
tronic recorder  of  television  pic- 

ture signals,"  Gen.  Sarnoff  stated. 
"Today,  when  a  television  program is  recorded,  the  pictures  pass  from 
the  camera  through  the  major  por- 

tion of  the  television  system  and 
first  reproduce  the  picture  on  the 
face  of  a  kinescope.  Another  and 

special  camera  placed  in  front  of 
the  kinescope  photographs  the  pro- 

gram on  motion  picture  film.  But 
that  technique  is  costly,  time-con- 

suming and  limited.  The  pictures 
pass  through  all  the  possible  haz- ards of  the  television  system  and 
then  through  all  the  photographic 
process  with  its  possible  degrada- 

tions. As  a  result,  the  recorded  pic- ture suffers  in  quality. 
"In  contrast  with  present  kine- 

scopic  recordings  on  film,"  Gen. 
Sarnoff  pointed  out,  "the  instan- taneous recording  of  the  actual 
television  picture  signals  on  tape 
would  be  more  economical,  would 
save  time  in  processing  and  would 
simplify  certain  problems  of  dis- 

America's  Leaders  Salute  Gen.  Sarnoff 
Congratulations  on  your  45  years  of  great  achievements  in  the 
field  of  radio,  television  and  electronics.  Through  your  leadership 
in  American  industrial  life  and  in  science  you  have  contributed 
immensely  to  the  growth  of  America  and  its  preeminence  in  com- 

munications. It  is  most  fitting  therefore  that  RCA  Labora- tories at  Princeton  be  named  the  David  Sarnoff  Research  Center 
and  I  extend  to  you  and  your  staff  of  scientists  my  warm  wishes 
for  continued  progress. 

Harry  S.  Truman 
President  of  the  United  States. 

I  have  just  learned  that  on  Thursday  you  will  celebrate  the  45th 
anniversary  on  your  entrance  into  the  radio  industry.  My  heart- 

iest congratulations  to  you. 
Throughout  your  years  of  service  you  have  been  a  vital  and  imagi- 

native foi-ce  in  the  development  and  expansion  of  radio.  Under your  leadership  and  genius  radio  has  grown  from  a  very  small 
beginning  until  today  it  serves  as  an  integral  part  of  our  daily 
lives  bringing  to  all  of  us  the  best  in  entertainment,  public  service 
and  the  tremendous  news  events  of  these  times.  May  your  anni- 

versary be  a  very  happy  one  indeed  and  may  you  continue  to 
guide  RCA  for  many  years  to  come. 

Thomas  E.  Dewey 
Governor  of  State  of  New  York. 

Other  messages  were  received  from  Frank  B.  Folsom,  RCA 
president,  now  on  a  visit  to  Rome;  Owen  D.  Young,  first  chair- 

man of  the  Board  of  RCA;  John  T.  Cahill,  RCA  director  and 
general  counsel,  who  was  in  Washington  appearing  before  the 
Senate  Judiciary  Committee  on  the  nomination  of  Frieda  B.  Hen- 
nock,  FCC  Commissioner,  to  a  Federal  District  Court  Judgeship  in 
New  York. 

tit  "^T 

Gen.  SARNOFF 
tribution.  Also,  it  would  solve  the 
national  time-zone  problem  in  tele- 

casting. Any  number  of  copies  of 
such  tapes  could  be  made  instan- 

taneously and  copies  could  be  pre- served for  historic  reference  or 

other  use." The  "Electronair,"  final  request 
of  the  RCA  chairman,  was  en- 

visaged as  a  small,  inexpensive 
home  air  conditioner  that  would  fit 
any  room  and  would  operate  noise- lessly, without  moving  parts,  by 
tubes  or  possibly  through  the  ac- tion of  electrons  in  solids. 

Noting  recent  applications  of 
the  discovery  that  electrons  will 
work  in  cold  solids  as  well  as  in 
heated  vacuum  tubes,  Gen.  Sarnoff 
said:  "Electrons  in  solids  offer  tre- 

mendous possibilities  and  I  bid  you 
harness  them  to  work  in  'solid  com- fort' instead  of  subjecting  them  to 
red  hot  heat.  Indeed,  cold  electrons 
are  a  great  challenge,  the  promise 
of  which  is  already  manifested  in 
tiny  transistors,  now  being  de- veloped for  use  as  detectors  and 
amplifiers  in  radio,  wire  and  cable communications. 

"You  have  succeeded  in  throwing 
away  the  spinning  wheels  in  tele- 

vision," he  declared,  "and  I  am sure  that  you  will  also  succeed  in 
discarding  the  wheels  and  noise 
in  air-conditioners." 

DEFENSE   ADS
  OWon^  Protests 

 Funds 
AMERICAN  advertising  media  — 
and  particularly  radio  and  televi- sion— last  week  stood  before  the 
bar  of  Congressional  opinion  on 
the  issue  of  funds  for  military  re- 

cruiting activities. 
The  controversy  joined  a  fort- 

night of  Senatorial  onslaughts  on 
the  wisdom  of  allowing  the  Dept. 
of  Defense  adequate  monies  to 
finance  radio,  TV  and  other  media 
activities  for  the  new  fiscal  year, 
which  began  last  July  1. 
Leading  the  attack  was  Sen. 

Joseph  O'Mahoney  (D-Wyo.),  who 
protested  the  expenditure  of  near- 

ly $1  million  for  three  network  ra- 

dio programs  slated  to  get  under 
way  this  month.  He  planned  to  urge 
outright  cuts  in  radio  funds  when 
the  matter  comes  before  a  joint 
Senate-House  conference  commit- 

tee momentarily.  . 
Spokesmen  for  both  the  Army 

and  Air  Force  indicated,  however, 
that  both  branches  would  proceed 
with  their  network  radio  plans  in 
pursuit  of  a  "vigorous  recruitment program  through  voluntary  means 
already  authorized  by  Congress." The  view  of  the  military  tradi- 

tionally has  been  that  it  would  si- 
phon paid  funds  to  those  media 

which  cooperate  to  the  greatest  ex- 

tent in  offering  free  time  or  space. 
Furthermore,  spokesmen  pointed 
out,  the  military  has  received 
"good  returns"  from  money  spent 
thus  far  on  radio-TV. 

Sen.  O'Mahoney's  concerted  move 
the  past  two  weeks,  born  of  a 
sudden  inclination  for  economy,  is 
directed  primarily  at  radio  and  tel- evision. Allowing  these  funds,  he 
told  Broadcasting  •  Telecasting, 
would  "not  be  an  effective  and  ef- 

ficient way  of  spending  the  taxpay- 
ers' money." With  respect  to  other  media 

funds,  the  Senator  said  he  would (Continued  on  page  36) 
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EXCESS  PROFITS 
Tax  Relief  Defended 

By  Senate  Group 
PROPONENTS  of  excess  profits  tax  "relief,"  backed  up  by  radio  and 
TV-conscious  legislators,  survived  a  series  of  Senate  line  bucks  by  ad- ministration stalwarts  last  week. 

If  the  defending  bloc  can  continue  to  withstand  any  last-minute  at- 
tempts to  get  a  higher  tax  rate  and  *  to  knock  out  relief,  broadcasters 

can  hope  the  revenue  bill  will  not 
be  too  cut-up  in  joint  Senate-House conference. 

The  key  bout  for  those  who  sup- 
ported the  relief  formula,  as  re- 

ported by  the  Senate  Finance  Com- 
mittee [Broadcasting  •  Telecast- 

ing, Sept.  24,  17],  occurred  last 
Tuesday.  A  faction  led  by  Sen. 
Joseph  C.  O'Mahoney  (D-Wyo.) failed  that  day  in  attempts  to  throw 
out  a  series  of  relief  provisions  for 
new  businesses  and  others  hit  hard- 

est by  the  Excess  Profits  Tax  Act. 
One  of  these  provisions  is  a  new 

relief  formula  written  into  the  pro- 
posed revenue  act  by  the  Senate 

committee. 
This  section  would  permit  radio- TV  broadcasters  to  use  their  own 

earnings  or  the  industry  rate  of 
return  for  computing  their  tax.  The 
longer  established  broadcaster 
would  benefit  from  the  first  method 
— that  of  using  his  firm's  own  earn- ings as  a  base. 
The  model  bill  (S  1861)  that 

served  as  the  basis  for  the  com- 
mittee's action  was  offered  by  Sen. 

J.  Allen  Frear  (D-Del.)  [Broad- 
casting •  Telecasting,  Aug.  6, 

July  30,  23]. 

Humphrey's  Support 
Unexpected  support  for  the  radio- 

TV  industry  came  from  an  admin- 
istration stalwart,  Sen.  Hubert  H. 

Humphrey  (D-Minn.),  and  repeated 
critic  of  the  Senate  Finance  Com- 

mittee bill. 
Sen.  Humphrey  came  to  the  in- 

dustry's defense  during  debate 
Sept.  21.  Pointing  out  the  televi- 

sion industry  "did  not  really  get started  until  within  the  past  three 
or  four  years,"  the  Senator  said: 

"In  that  area  I  would  surely  rec- 
ognize that  one  would  have  to  ad- 

just the  base  .  .  .  because  of  its 
limited  experience  with  the  eco- 

nomic market." 
He  then  outlined  the  "two  favor- 

able alternatives  in  computing  its 
average  earnings  credit" — apply  to the  total  radio-TV  assets  the  radio 
assets  alone  or  apply  an  industry 
rate  of  return  alone  on  total  of  all 
assets. 

Vote  in  the  Senate  defeating  Sen. 
O'Mahoney 's  move  to  chuck  out  re- lief provisions  was  a  steamrolling 
70-to-15. 

Co-captains  of  the  defending 
forces  were  Sens.  Walter  F.  George 
(D-Ga.),  chairman  of  the  finance 
group,  and  Eugene  D.  Millikin  (It- Col.). 

Sen.  O'Mahoney  shared  the  spot- 
light for  the  administration  group, 

which  tried  to  boost  the  $5%  billion 
revenue  measure  closer  to  President 
Truman's  request  for  a  $10  billion tax  program,  with  Sens.  Paul  H. 
Douglas  (D-Ill.)  and  Herbert  H. 
Lehman  (D-N.  Y.). 
During  debate,  Sen.  O'Mahoney said  the  country  seemed  to  be  get- 

Man  who  helped  prod  action  on 
excess  profits  relief  for  TV  broad- casters in  Senate  is  Sen.  Frear  (I), 
who  talks  about  his  model  bill  with 
Bob  Kelly,  his  administrative  as- sistant. 

*      *  * 
ting  concerned  about  growing  com- 

panies "which  can  charge  $735  a 
minute."  Sen.  Millikin  answered  in 
part  that  television  broadcasters 
are  making  money,  "but  they  did not  make  money  during  the  base 
years  (1946-1949  inclusive)." To  bolster  his  argument  that  the 
television  industry  does  not  need 
relief,  Sen.  O'Mahoney  produced  an 
article,  "Fabulous  Upswing  in  TV 
Billings,"  which  appeared  in  the 
Sept.  8  TV  Digest.  The  article 
described  the  climb  of  gross  sales 
among  TV  stations. 

Sen.  Millikin  summed  up  the  TV 
broadcasters'  plight,  saying  the 
question  was  "how  to  provide  some kind  of  a  constructive  base  to  take 
care  of  that  business  and  other  new 
businesses  which  had  no  fair  base 
period  against  which  to  relate  their 
so-called  excess  profits." Summary  of  the  TV  industry  po- 

sition was  given  on  the  Senate  floor 
by  Sen.  George.  He  said  it  was 
"indisputable"  that  pioneering  com- 

panies "suffered  heavy  losses"  dur- ing the  years  1946  through  1949. 
"The  fact  that  these  losses  would 

be  suffered  was  clearly  envisioned 
by  these  companies,  but  they  had 
courage  and  foresight  to  see  that 
television  broadcasting  would  even- 

tually become  a  profitable  busi- 
ness," he  said. 

Radio  Income 
The  Senator  said  now  that  the 

business  is  profitable,  "these  com- panies find  that  they  not  only  have 
no  normal  earnings  credit  .  .  .  but 
even  their  normal  base  period  in- 

come from  radio  broadcasting  .  .  . 
during  the  base  period  has  been 
reduced  below  the  normal  level  by 
the  base  period  television  broad- 

casting losses." Sen.  O'Mahoney  showed  the  Sen- ate, in  opening  debate  Sept.  21  on 
tax-relief  provisions,  a  letter  from 
the  Treasury  Dept.  that  attacked 
these  sections.  However,  Sen. 
George  reminded  the  Wyoming  Sen- 

ator that  "Mr.  Lynch  does  not  make 
the  policies  of  the  Treasury  Dept." (The  letter  was  signed  by  Thomas 
J.  Lynch,  the  Treasury's  general counsel.) 

It  was  predicted  that  with  a  tax 
speed-up  in  the  Senate,  the  bill 
may  go  to  joint  Senate-House  con- ference sometime  this  week. 

JACK  M.  DRAUGHON,  manager 
and  co-owner  of  WSIX-AM-FM 
Nashville,  died  Thursday  morning 
after  an  extended  illness.  He  was 
54  years  old  and  he  had  suffered 
two  years  from  a  heart  affliction. 

Mr.  Draughon  entered  broadcast- 
ing over  two  decades  ago  with  his 

younger  brother,  Louis.  He  was  a 
nationally-known  industry  figure 
and  had  taken  an  active  part  in 
many  of  radio's  important  events. 

The  Draughons  started  WSIX  in 
1927  at  Springfield,  Tenn.,  about 
25  miles  from  Nashville,  as  a  side- line to  their  oil  and  tire  business 
interests.  They  moved  the  local 
outlet  to  Nashville  in  1937  and  re- 

ceived a  regional  grant,  5  kw  980 
kc,  in  1941. 

Jack  Draughon  had  been  con- fined to  his  bed  much  of  the  time 
since  the  summer  of  1949,  but  had 
remained  active  in  management  of 
WSIX  until  recently.  He  lived  on 
one  of  the  Draughon  farm  proper- 

ties outside  Springfield.  Before  be- 
coming bedfast  he  had  commuted 

to  the  station  in  Nashville. 
The  Draughons  had  applied  for 

TV  some  years  ago  but  their  appli- 
cation  was   caught  in   the  FCC 

Mr.  DRAUGHON 

freeze.  Louis  Draughon  has  been 
in  active  charge  of  the  station 
since  his  brother's  condition  be- came acute. 

Funeral  services  were  held  Fri- 
day afternoon  from  the  First 

Methodist  Church  of  Springfield. 
Surviving  are  his  widow,  Nancy, 
and  a  daughter,  Jacqueline. 

CITRUS  BUDGET 
Radio-TV  Portion  Doubled 

RADIO-TV  budget  of  the  Florida 
Citrus  Commission  for  the  citrus 
season  just  getting  under  way  will 
be  more  than  doubled,  it  was  learn- ed last  week. 

Figures  were  to  be  released  gen- 
erally in  a  radio  interview  yester- day between  Ralph  Henry,  acting 

advertising  manager  for  the  citrus 
commission,  and  Jack  Forshew, 
Lakeland,  Fla.,  manager  for  J. 
Walter  Thompson  Co.,  commission 
agency.  . The  agency  will  place  $2  million in  consumer  advertising  during  the 
upcoming  season.  Of  this  $585,000 
is  to  be  spent  in  radio  and  tele- vision as  compared  to  $213,000  last 

year. 

Local  radio  spots  will  be  used  on 
43  stations  in  32  markets.  Video 
spots  and  participation  shows  will 
be  used  on  25  stations  in  17  mar- 

kets. All  the  markets  are  in  the 
northeastern  and  north  central  sec- 

tions of  the  country. 
Interview  between  Messrs.  For- 

shew and  Henry  was  to  take  place 
during  a  15-minute  weekly  public 
service  feature  entitled,  Citrus  Mu- 

tual Calling.  The  program  was 
carried  over  12  Florida  radio  sta- 

tions in  the  citrus  belt. 

TV  Demonstrative 
"We've  found  this  year  that  TV 

particularly  gives  us  an  oppor- 
tunity to  do  something  with  Florida 

citrus  that  makes  a  natural  sale, 
we  feel,  and  that  is  the  ability  of 
TV  to  take  the  product  into  the 
home  and  show  a  demonstration  of 
the  product  in  use,"  Mr.  Forshew said. 

"That's  been  a  very  costly  opera- 
tion with  actual  people  before,"  he explained.  "Now  with  TV  we  have 

the  opportunity  to  do  it.  And  all 
three  citrus  products  lend  them- 

selves very  well  to  have  these  home 
economists,  who  have  their  follow- 

ing in  how  to  prepare  tonight's 
meal  or  tomorrow's  meal,  do  a  won- derful job  in  showing  them  how  to 
prepare  citrus  in  many  delightful 

dishes." COCA-COLA  ADDS 
Also  Considers  TV 

COCA-COLA  Co.,  New  York,- 
through  D'Arcy  Adv.  Co.,  New 
York,  will  sponsor  an  additional radio  show  and  is  contemplating 
adding  another  TV  program  to  its 
present  radio  and  TV  schedule. 

The  new  program  in  radio  will 
feature  Mario  Lanza  (summer  re- 

placement on  the  Edgar  Bergen 
show)  on  Monday,  10-10:30  p.m., 
on  NBC  Radio.  Coca-Cola  also  will 
retain  the  Edgar  Berg  en-Charlie McCarthy  Show  on  CBS  Radio, 
Sunday,  8-8:30  p.m. This  week  a  kinescope  will  be 
made  of  the  Andre  Kostelanetz 
program  and  a  decision  is  expected 
within  a  fortnight  as  to  whether 
the  soft  drink  firm  will  underwrite 
the  show. 
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NEWS  'SECURITY'  a*     * 
»-*■« RULES  governing  release  of  secur- 

ity information  by  all  government 
departments,  agencies  and  em- 

ployes, handed  down  Tuesday  by 
President  Truman,  quickly  drew 
protest  from  news  media  on  the 
ground  that  censorship  would  de- 
velop. 

President  Truman  explained  the 
action  standardizes  the  classifica- 

tion system  now  used  in  the  De- 
_  fense  and  State  Depts.  He  cau- 

tioned government  officials  against 
exercise  of  censorship  and  predict- 

ed more,  instead  of  less,  govern- 
ment information  will  become  avail- 
able to  the  public. 

Taking  an  opposite  stand,  the 
American  Society  of  Newspaper 
Editors  made  public  its  reasons  for 
objecting,  based  on  a  review  of  the 
information  order  last  summer. 
This  position  was  laid  out  in  a  let- 

ter sent  July  10  to  Joseph  Short, 
White  House  information  secretary. 

Many  capital  newsmen  expressed 
fear  the  standardized  security  sys- 

tem would  cause  government  offi- 
cials to  assume  censorship  powers 

and  to  "clam  up"  when  asked  for information. 
The  Radio  Correspondents  Assn. 

is  expected  to  take  up  the  matter 
at  its  next  meeting,  scheduled  in 
about  a  fortnight.  Some  newscast- ers voiced  individual  concern  lest 
enforcement  of  the  rules  bring 
about  a  degree  of  censorship  despite 
White  House  disclaimers. 

Edward  R.  Murrow,  on  a  regular 
CBS  Radio  newscast,  said  that  the 
President's  order  "represents  a  real 
loss  in  the  freedom  we  are  prepar- 

ing to  defend." Late  Thursday  President  Truman 
ordered  Office  of  Price  Stabilization 
to  kill  a  news  ban  by  which  OPS 
directed  employes  not  to  disclose 
news  embarrassing  to  the  agency. 
OPS  Director  Michael  DiSalle  was 
quoted  as  saying  he  knew  nothing about  the  OPS  order. 

Associated  Press  Managing  Edi- 
tors' Assn.,  meeting  at  San  Fran- cisco Wednesday,  voiced  alarm  over 

the  Presidential  mandate.  Kent 
Cooper,  AP  executive  director,  in 
referring  to  the  order  said,  "I'm really  alarmed  by  what  is  being 
done  to  cover  up  mistakes  in  public 

office." James  S.  Pope,  Louisville  Cour- 
ier-Journal managing  editor  and 

chairman  of  the  ASNE's  freedom 
of  information  committee,  joined 
James  R.  Wiggins,  managing  edi- 

tor of  the  Washington  Post,  in  urg- 
ing that  editors  mobilize  their  ef- forts to  meet  the  restrictions  on 

information.  "Many  crimes  have been  committed  in  the  name  of  se- 
curity," Mr.  Wiggins  reminded. 

On  Capitol  Hill  four  Republi- 
can Senators  criticized  the  infor- 

mation order.  Sen.  Francis  Case 
(R-S.  D.)  asked  newsmen  to  tell 
him  of  any  attempt  by  federal  agen- 

cies to  suppress  news. 

Sen.  George  D.  Aiken  (R-Vt.) 
said  he  would  be  "very  surprised" if  no  attempt  is  made  to  use  the 
regulations  to  cover  up  mistakes. 
Sen.  Owen  Brewster  (R-Me.)  fore- 

saw "an  almost  inevitable  tendency 
to  cover  up  mistakes"  and  Sen. Homer  E.  Ferguson  (R-Mich.) 
feared  the  order  would  prevent 
"legitimate  news  from  getting  out 
of  departments  of  the  government." The  National  Assembly  for  the 
Advancement  of  Public  Relations, 
of  Washington,  called  on  the  Pres- 

ident to  name  a  five-man  review 
board  to  provide  necessary  safe- 

guards and  serve  best  interests  of 
the  nation.  President  of  NAAPR 
is  Bernard  Tassler,  managing  edi- 

tor of  the  American  Federationist, 
monthly  AFL  magazine. 

David  Lawrence  Suggestion 
David  Lawrence,  syndicated  col- 

umnist, suggested  that  the  "Iron Curtain"  has  descended  on  relations 
between  the  executive  branch  of  the 
government  and  the  outside  world. 
He  contended  the  Administration's political  appointees  will  decide  what 
is  or  is  not  security  information. 
He  regretted  no  system  of  check- 

ing against  abuse  was  created. 
ANPA's  opposition  said  in  part: 
We  recognize  there  are  some  cate- gories of  official  information  which 

affect  military  security  and  therefore 
should  be  withheld  from  all  except 
responsible  government  officers.  Our 

Back  fro  Standard 
ALL  networks  were  slated 
to  follow  the  calendar  and 
switch  back  to  standard  time 
with  opening  programs  yes- 

terday (Sunday).  Those  hav- 
ing daylight  saving  time 

playback  plans,  calling  for transcribed  repeats  one  hour 
later  than  actual  broadcasts, 
cancelled  the  operation  after 
Saturday  night  signoffs. 

interest  arises  only  at  the  point where  information  is  classified  so  as 
to  deny  public  access. 
We  strongly  oppose  an  executive order  which  formally  designates  each 

head  of  a  government  agency  an  au- 
thority to  classify  information  as 

injurious  to  national  security,  with- 
out definition  of  what  breaches  na- 

tional security,  and  without  appeal  or 
review.  We  feel  that  the  net  effect 
of  this  executive  order  would  be  to 
formalize  the  suppression  of  much 
news  to  which  the  public  is  entitled. 

Signing  the  letter  for  ASNE 
were  Alexander  F.  Jones,  president; 
B.  M.  McKelway,  James  S.  Pope, 
Jack  H.  Lockhart  and  Walker 
Stone. 

After  being  informed  of  the  Tues- 
day order  Mr.  Jones,  executive 

editor  of  the  Syracuse  Herald- Journal,  said. 
"Any  time  you  give  a  govern- 

ment department  head  authority  to 
classify  material  as  top  secret  on  a 
security  basis  you  are  placing  a 

(Continued  on  page  38) 

Danger  Signals  in  the  Name  of  Security  an  editorial 
PRESIDENT  TRUMAN  last  week  issued  a 
directive  which,  however  well  intended,  cannot 
result  in  anything  but  hopeless  confusion 
among  executive  agencies  of  the  federal  gov- ernment as  to  what  constitutes  releasable  news 
and  what  should  be  withheld  on  grounds  of 
security. 

The  President  told  the  agencies  to  adopt 
uniform  safeguards  to  prevent  valuable  intel- 

ligence from  leaking  to  enemies.  But  he  left  it 
up  to  each  to  make  its  own  decisions  about 
what  to  tell  and  what  to  keep  to  itself. 

No  working  newsman  who  has  had  experi- 
ence with  government  agencies  will  venture  to 

hope  that  this  plan  will  achieve  the  President's announced  purpose  of  keeping  secrets  from 
our  enemies  on  the  one  hand  and  keeping  the 
U.  S.  public  informed  on  the  other. 
Even  if  every  government  official  dealing 

with  this  question  makes  an  honest  effort  to 
be  objective  — a  condition  without  precedent, 
we  must  forlornly  point  out — there  will  still 
be  wide  discrepancies  in  judgment  among  de- 

partments. The  working  newsman  may  expect 
to  encounter  silence  in  one  agency  and  gar- 

rulity in  another  on  the  same  story. 
Among  all  agencies,  moreover,  there  will  be 

an  irresistible  tendency  to  withhold  informa- 
tion concerning  which  officials  have  the  slight- 

est doubt.  An  example  of  this  sort  of  bureau- cratic decision  occurred  last  March  when  the 
FCC  classified  as  "restricted"  a  conference  on 
defense  planning  to  which  every  broadcaster 
in  the  U.  S.  was  invited.  Mind  you,  the  "re- 

stricted" label  applied  to  the  calling  of  the 

meeting  itself  and  not  just  to  the  details  of the  discussion. 
Aside  from  errors  in  judgment  that  are  in- 

evitable in  the  President's  system  of  secret- keeping,  there  exists  an  opportunity,  which 
some  will  see  as  an  invitation,  for  government 
officials  to  use  these  powers  as  a  means  of 
improving  their  own  status.  In  the  constant 
jockeying  for  position  that  goes  on  in  Wash- ington, Department  Chief  A  might  very  well 
find  it  convenient  to  conceal  news  permanently 
or  until  its  disclosure  gave  him  a  tactical  ad- 

vantage in  whatever  intramural  vendetta  he 
happened  to  be  conducting  against  Department 
Chief  B. 
Now  we  do  not  mean  to  imply  that  there  is 

no  need  to  establish  a  system  of  prevent- 
ing critical  intelligence  from  reaching  the 

enemy.  Quite  obviously,  as  long  as  the  U.  S. 
is  confronted  by  a  hostile  alliance  as  big  and 
treacherous  as  the  Soviet,  the  U.  S.  will  have 
secrets  it  must  keep. 

But  the  system  of  protecting  security  must 
be  orderly  and  must  guarantee  the  disclosure 
to  the  U.  S.  public  of  the  absolute  maximum 
of  information  consistent  with  the  nation's 
welfare.  The  President's  system  assures  nei- ther. 

What  is  needed  is  a  reactivation  of  the  Of- 
fice of  Censorship  that  functioned  during 

World  War  II. 
We  are  aware  that  on  the  surface  it  may 

seem  strange  that  this  publication  advocates 
the  formation  of  any  government  agency  in 
whose  title  the  word  "censorship"  appears. 

No  trade  magazine  to  our  knowledge  has  cam- 
paigned more  steadily  against  government 

control  over  information  than  this  journal 
has.  But  when  national  security  is  involved, 
as  it  is  today,  and  when  an  attempt  to  pro- 

tect it  is  made  in  a  form  that  virtually  guar- 
antees failure,  we  feel  the  only  thing  to  do  is 

to  put  the  censoring  power  in  the  hands  of 
people  who  will  use  it  with  discretion. 

An  Office  of  Censorship  should  be  recreated. 
Its  chief  should  be  a  man  of  unassailable  pro- 

fessional experience  in  news  and  should  report 
directly  to  the  President.  His  staff  should  be 
drawn  from  the  better  news  brains  in  broad- 

casting and  the  press. 
Only  that  kind  of  an  organization  is  compe- 

tent to  reconcile  the  news  media's  avidity  for 
news  and  the  government's  characteristic  par- 

tiality to  concealment.  Byron  Price,  now  dep- 
uty director  general  of  UN,  performed  exem- 

plary service  during  World  War  II  as  director 
of  censorship,  working  voluntarily  with  press 
and  radio  without  a  single  untoward  incident. 

No  American  newsman  likes  censorship.  But 
neither  does  any  responsible  human  like  war 
or  what  passes  for  "peace"  at  this  chaotic moment. 

If  censorship  over  government  news  must 
come,  as  we  believe  it  must,  it  should  be  ad- 

ministered by  people  who  understand  its  in- 
herent evils  and  who  will  not  attempt  to 

perpetuate  it  or  their  administration  beyond 
the  limits  of  the  present  emergency. 
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KVER  SOLD 
SALE  of  KVER  Albuquerque,  N.  M, 
Washington  and  Atlantic  City,  was 
is  subject  to  FCC  approval. 

Transfer  applications  were  filed 
for  WGAD  Gadsden,  Ala.;  WJHO 
Opelika,  Ala.;  KWRN  Reno,  Nev. 
FCC  granted  final  approval  to 

transfers  of  the  following  stations : 
KOLT  Scottsbluff,  Neb.;  WREV- 
AM-FM  Reidsville,  N.  C;  WHLN 
Harlan,  Ky.;  WNVA  Norton,  Va. 
and  others.  (Details  in  Fee  Round- 

up, page  111). 
KVER  licensee,  Westernair  Inc., 

will  sell  the  station  to  Mrs.  Price 
and  Bert  Arnold,  an  active  broad- 

caster. He  has  been  with  WFLA 
Tampa,  WQAM  Miami,  WGR  Buf- 

falo, N.  Y.,  and  other  stations. 
Blackburn-Hamilton  Co.  handled 
the  KVER  sale. 

W.  Curtis  DeLamar,  publisher  of 
the  Gadsden  (Ala.)  Times,  filed  to 
buy  WGAD  there  from  General 
Newspapers  Inc.  for  $46,000.  He 
is  applying  through  Goosa  Broad- casting Co.,  a  corporation  owned 
60%  by  him,  30%  by  his  wife  and 
10%  by  his  daughter. 

Owners  of  WJHO  Opelika,  Ala., 
requested  permission  to  sell  one- 
fourth  interest  to  Miles  H.  Fergu- 

son, local  business  man,  for  $7,500 
plus.  Present  partners  are  Yetta 
G.  Samford,  C.  S.  Shealy  and  Ai- 
leen  M.  Samford,  executrix  of  the 
estate  of  Thomas  D.  Samford,  Jr., 
deceased.  The  partnershsip  does 
business  as  Opelika-Auburn  Broad- 

casting Co. 
A  veteran  broadcaster,  Donald 

W.  Reynolds,  filed  to  purchase 
50%  interest  in  KWRN  Reno, 
Nev.,  from  Kenyon  Brown  for 
§1,250.  Mr.  Reynolds  is  majority 
owner  of  KFSA-AM-FM  Fort 
Smith  and  KBRS  Springdale,  Ark. 
He  also  holds  interest  in  TV  appli- 

cations for  Tulsa,  Oklahoma  City, 
Las  Vegas,  Little  Rock  and  Erie, 
Pa.  He  is  part  owner  of  KHBG 
Okmulgee,  Okla.,  KAKE  Wichita, 
Kan.,  and  WIKK  Erie. 

Three  Other  Stations 
File  for  Transfer 

for  $80,000  to  Mrs.  Helen  Price, 
reported  last  week.  Transaction 

also  with  the  Commission  last  week 

HAID  TO  WSPD 
Succeeds  Flanagan  As  Mgr. 

APPOINTMENT  of  Allen  L.  Haid, 
manager  of  Fort  Industry's  WSAI Cincinnati,  as 

manager   of  the 
c  o  m  p  a  n  y's 
WSPD-AM-FM- TV  Detroit  was 
announced  last 
week.  In  his  new 
post  Mr.  Haid succeeds  E.  Y. 
Flanigan,  who 
died  in  late  Au- 

gust [Broadcast- ing •  Telecast- ing, Sept.  3]. 
Glenn  Jackson,  program  director 

of    the    WSPD    properties,  was 
named  vice  president  and  general 
manager  of  WMMN,  the  Fort  In- 

dustry station  at  Fairmont,  W.  Va. 
J.  Robert  Kerns,  manager  of 

WMMN,  goes  to  WSAI  as  vice 
president  and  managing  director. 

The  changes  were  announced  by 
Richard  Jones,  Fort  Industry  vice 
president  in  charge  of  the  com- 

pany's northern  district.  The  new 
WSPD  manager  is  a  former  man- 

ager of  WMMN  who  moved  into 
the  WSAI  managership  when  Fort 
Industry  acquired  that  station  ear- lier this  year. 

upcoming 

NARTB  DISTRICT 
Dates  Bist.  Hotel 
Oct. Utah Davenport 

Clift Beverly 
Hills  Hotel 
St.  Charles 
Shamrock 

4-6 
8-9 11-12 15-16 
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MEETINGS 

City 

Salt  Lake  City 
Spokane San  Francisco 
Los  Angeles New  Orleans Houston 

Mr.  Haid 

Nov. 
1-2  5  Soreno  St.  Petersburg 8-9  7  Seelbach  Louisville 12-13  3  William  Penn  Pittsburgh 15-16  1  Somerset 

Oct.  2-3:  NARTB  Television  Program Standards  Committee  Meeting, 
NARTB  Hdqrs.,  Washington. Oct.  4-5:  Kentucky  Broadcasters  Assn., Hotel  Beecher,  Somerset,  Ky. Oct.  4-5:  Continental  Adv.  Agency 
Network,  19th  Annual  Meeting,  Phila- delphia. Oct.  5-7:  Second  District  Meeting,  Adv. Federation  of  America,  Sterling  Hotel, Wilkes-Barre,  Pa. Oct.  7-9:  Tenth  District  Meeting,  Adv. 
Federation  of  America,  Washington- Youree  Hotel,  Shreveport,  La. Oct.  12-13:  Alabama  Broadcasters  Assn., U.  of  Alabama,  Tuscaloosa. Oct.  15-16:  Boston  Conference  on  Dis- tribution, 23d  Annual  Forum,  Hotel Statler,  Boston. 

Oct.  15-19:  Society  of  Motion  Picture &  Television  Engineers  Convention, 
Hollywood  Roosevelt  Hotel,  Holly- wood. Oct.  18-19:  North  Carolina  Assn.  of Broadcasters,  Fall  Meeting,  Battery Park  Hotel,  Asheville,  N.  C. 

Oct.  18-20:  AAAA  Pacific  Council  An- nual Meeting,  Hotel  del  Coronado, Coronado,  Calif. 

Halley  Speaks 
RUDOLPH  HALLEY,  prosecutor 
of  the  former  Kefauver  Committee 
and  Liberal  Party  candidate  for 
president  of  the  New  York  City 
Council,  will  address  the  first  lunch- 

eon meeting  of  the  1951-52  season of  the  Radio  Executives  Club  of 
New  York,  Oct.  4,  at  the  Waldorf- Astoria  Hotel. 

AMA  Cites  NBC 
AMERICAN  Medical  Assn.  re- 

cently bestowed  a  citation  upon 
NBC  in  "appreciation  of  cordial 
cooperation  and  effective  teamwork 
in  health  education  by  radio." Presentation  was  made  at  the  close 
of  Worthy  of  His  Hire,  an  NBC 
radio  documentary  about  employ- 

ment of  the  physically  handi- 
capped, broadcast  Sept.  23.  Award 

was  made  by  Dr.  W.  W.  Bauer  of 
AMA  and  was  accepted  by  Niles 
Trammell,  chairman  of  the  NBC board. 

SPEAKERS  at  the  up-state  New  York  BMI  program  clinic 
in  Rochester,  Sept.  20  [Broadcasting  •  Telecasting,  Sept. 
24],  include  (seated,  I  to  r):  Ken  Sparnon,  BMI  field  rep- 

resentative for  New  York  state  and  clinic  chairman;  E. 
R.  Vadeboncoeur,  vice  president  and  general  manager, 
WSYR-AM-TV  Syracuse;  Dr.  Howard  Hanson,  Eastman 
School  of  Music,  Rochester;  Carl  Haverlin,  BMI  president; 
William  A.  Fay,  vice  president  and  general  manager 
WHAM-AM-TV  Rochester,  director  of  NARTB  District  2 
and  chairman,  Up-State  N.  Y.  Broadcasters  Committee; 

William  S.  Hedges,  NBC  vice  president;  Jack  Knabb,  Jack 
Knabb  Adv.,  Rochester.  Standing,  Merl  Galusha,  super- 

visor, farm  broadcasting,  WGY  Schenectady;  Earl  Kelly, 
manager,  WWNY  Watertown;  Milton  Slater,  program 
director,  WCAX  Burlington,  Vt.;  W.  Harold  Moon,  assist- 

ant general  manager,  BMI  Canada,  Toronto;  Murray 
Arnold,  program  manager,  WIP  Philadelphia;  Russell  San- 
jek,  director  of  special  projects,  BMI  New  York;  Glenn 
Dolberg,  BMI  director  of  station  relations;  W.  Robert 

Rich,  program  director,  WBEN  Buffalo. 

AD  ALLOWANCES 
Proposal  Preserves  Power WATERED-DOWN  minority  pro- 
posal, which  would  preserve  most 

of  the  administration's  powers  over allowable  advertising  costs,  was 
contained  in  legislation  marking 
time  in  the  Senate  last  week. 

The  minority  substitute  was  of- 
fered by  Sen.  Homer  Capehart 

(R-Ind.),  author  of  the  original 
formula,  and  three  GOP  colleagues, 
and  represented  a  noticeable  with- drawal from  the  position  they  had 
taken  earlier. 

The  new  administration  proposal1 was  outlined  in  a  report  filed  with 
the  upper  chamber  last  week 
Authorities  say  it  would  restrict 
the  number  of  manufacturers  who 
could  apply  for  price  boosts  under 
a  "financial  hardship"  clause,  and 
permit  the  President  to  set  un 
elastic  ceilings  for  allowable  adver- 

tising, selling,  labor  and  other  costs 
[Broadcasting  •  Telecasting, 
Sept.  24]. 
The  new  Capehart  plan  goes 

along  with  the  administration  pitch 
in  these  details,  but  sets  aside 
exceptions  which  would: 
(1)  Require  the  President 

through  the  Office  of  Price  Stabili- zation to  issue  regulations  within 
60  days  and  mandate  a  complete 
revision  of  all  price  levels. 

(2)  Employ  a  mandatory  cutoff date  of  July  26  in  allowance  for 
sellers'  increased  costs  in  ceiling 
price  levels. (3)  Allow  a  manufacturer,  pro- 

cessor, or  industrial  service  estab- 
lishment to  apply  for  an  increased 

price  ceiling  beyond  July  26  if  he  is 
paying  increased  labor  costs  be- 

yond that  date. The  bill  (S  2170)  was  reported 
last  Monday  by  the  Senate  Bank- 

ing &  Currency  Committee.  The 
minority  substitute  (S  2155),  in- 

troduced Sept.  21,  also  was  co- authored  by  Sens.  John  W.  Bricker 
(R-Ohio),  Everett  Dirksen  (R-Ill.) and  Andrew  F.  Sehoeppel  (R- 
Kans.).  The  full  committee  earlier 
had  adopted  the  administration 

plan,  9-4. CBS  BONUS 
Add  Three  in  Idaho 

ADDITION  of  three  new  CBS  ra- 
dio bonus  affiliates  in  Idaho 

[Closed  Circuit,  Sept.  17]  was  an- nounced last  week,  effective  today 
(Monday).  They  are:  KID  Idaho Falls,  on  1350  kc  with  5  kw  day 
and  500  w  night,  owned  by  Idaho 
Radio  Corp.  with  C.  N.  Layne  as 
general  manager;  KEYY  Poca- 
tello,  on  1240  kc  with  250  w  full- 
time,  owned  by  Radio  &  Television 
Broadcasting  Co.  of  Idaho  with 
Clayton  S.  Hale  as  general  man- 

ager, and  KVMV  Twin  Falls,  on 
1450  kc  with  250  w  fulltime,  owned 
by  Radio  Sales  Corp.  with  Arch 
L.  Madsen  as  general  manager. 
KID  and  KEYY  will  be  bonus  to 
KSL,  CBS  radio  affiliate  in  Salt 
Lake  City,  and  KVMV  will  be 
bonus  to  KDSH  Boise,  Ida.  Addi- 

tions bring  CBS  Radio  affiliates to  203. 
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HENNOCK  POST    Heatin^ Resume  Tomorrow  "Zfiz 
BEHIND  closed  doors,  the  Senate  Judiciary  Committee  resumes  hear- 

ings tomorrow  (Tuesday)  on  the  nomination  of  Frieda  B.  Hennock  ';o be  a  judge  of  the  U.  S.  District  Court,  Southern  District  of  New  York. 
Hearings  were  prolonged  because  of  time  consumed  by  opposition 

witnesses  and  by  frequent  inter- 
uptions  of  legislative  activity  on 

the  floor  of  the  Senate. 
The  executive  session  was  a  de- 

parture for  the  committee  which 
normally  holds  such  meetings  in 
the  presence  of  the  public  and newsmen. 

It  consumed  all  day  Thursday 
■and  was  put  over  until  tomorrow 
■■after  two  witnesses  testified  Fri- 
day. 

According  to  a  source  close  to 
i  the  proceedings  it  was  indicated 
E  that  some  members  of  the  commit- 
»  tee  feel  the  opposition  may  be 
i  scoring  at  least  a  long  delay  in  any Senate  action. 

It  was  even  speculated  that  the 
■  committee  may  stretch  hearings  out 
and  possibly  sit  on  the  nomination 

j  thus  setting  up  a  recess  appoint- 
d  ment  by  the   President.   If  this 
,  materialized,  confirmation  proceed- ings would  be  put  off  for  some 
5  months.  Because  of  continued  de- :  lays  in  committee,  the  proceeding 
J  has  entered  what  is  fast  becoming the  Senate  rush  to  adjourn. 

Chairman    Pat    McCarran  (D- 
j  Nev.)  virtually  decreed  secrecy  on 
,|the  proceedings  Thursday  by  an- nouncing he  would  not  call  Miss 
hennock  to  the  stand  and  that  he 
:  doubted  whether  the  transcript  of 
the  hearings  would  be  made  public. 

I     However,  it  is  expected  that  Miss 
Hennock  will  volunteer  testimony 

1  on  her  behalf.  Sen.  McCarran  said 
1  the  committee  would  permit  her  to 
'  testify.  Miss  Hennock  was  present 
\  in  the  hearing  room  during  the 
';  sessions.  Thursday  was  her  47th birthday. 

Spokesmen  for  New  York's  legal groups  led  the  parade  of  witnesses 
testifying  in  opposition  to  the  nom- 

ination on  grounds  that  Miss  Hen- 
nock lacks  experience  and  is  not 

qualified  for  a  judgeship. 
Only  witness  testifying  in  sup- 

port of  Miss  Hennock's  nomina- tion thus  far  was  John  T.  Cahill, 
RCA  director  and  general  counsel. 
Mr.  Cahill,  a  former  U.  S.  attorney 
in  New  York's  southern  district, 
told  newsmen  he  knew  the  Com- 

missioner as  a  lawyer  and  was  ap- 
pearing on  her  behalf. 

■»  Among  those  who  may  testify are  FCC  Chairman  Wayne  Coy, 
Comr.  Paul  A.  Walker  and  possibly 
Comr.  Robert  F.  Jones. 

Identified  as  witnesses  Thursday 
were  President  Whitney  Seymour, 
Louis  M.  Loeb,  also  with  law  firm 
representing  New  York  Times,  and 
Leo  Fennelly,  all  of  the,  Assn.  of 
the  Bar  of  the  City  of  New  York, 
and  Henry  Root  Stern,  New  York 
County  Lawyers  Assn. 
Appearing  Friday  in  opposition 

were  Howard  F.  Burns,  of  Cleve- 
land, chairman  of  the  American 

Bar  Assn.'s  judiciary  committee, and  Chester  Wood  of  the  New  York 
State  Bar  Assn.  Still  others  may 

-be  called  tomorrow  to  argue  against 

confirmation,  it  was  Said. 
A  full  committee,  under  the 

chairmanship  of  Sen.  Pat  McCar- 
ran (D-Nev.),  attended  the  ses- 

sions. It  was  reported  that  Sen. 
Robert  C.  Hendrickson  (R-N.  J.) 
led  the  forces  supporting  Miss  Hen- 

nock's nomination. 
Sen.  Warren  G.  Magnuson  (D- 

Wash.),  also  a  member  of  the  Sen- 
ate Interstate  &  Foreign  Com- 

merce Committee,  said  he  wanted 
to  hear  both  sides  before  taking  a 
position  on  the  nomination.  And, 
he  added,  he  thought  that  was  the 
way  all  the  Senators  felt  about  it. 

Sen.  Magnuson  also  indicated 
that  certain  "legal  cases"  were  dis- cussed in  committee. 

It  was  reported  that  one  matter 
injected  into  the  proceedings  was  a 
lawsuit  Miss  Hennock  filed  against 
Julius  Silver,  who  was  her  law 
partner  from  1927  to  1934.  It  was 
further  reported  that  the  case  in- 

volved a  dispute  over  an  agreement 
dissolving  the  partnership. 

Also  involved  were  royalties  Miss 
Hennock  was  said  to  have  alleged 
they  were  to  share  from  the  sale 

of  a  new  type  of  camera.  Intro- 
duced in  evidence  was  Judge  Cor- 
nelius Smyth's  opinion  deciding against  Miss  Hennock. 

Others  said  to  be  ready  to  testify 
in  support  include:  Louis  S.  Posner, 
former  vice  chairman,  New  York 
State  Mortgage  Assn.;  Jacob  Holtz- 
man,  member,  New  York  State Board  of  Regents;  and  Judge  Agnes 
Craig,  New  Yourk  City  Municipal 
Court.  A  number  of  women's  bar associations  from  the  New  York 
City  area  had  representatives  at 
the  Capitol.  They  also  may  testify. 
Some  women's  bar  groups  from  the area  have  endorsed  her  nomination. 

It  was  understood  that  the  Fed- 
eral Bar  Assn.  of  New  York,  New 

Jersey  and  Connecticut  is  on  record in  favor  of  Miss  Hennock. 
Earlier  in  the  week,  Miss  Hen- 

nock received  backing  from  Attor- 
ney General  J.  Howard  McGrath 

who  said  the  Dept.  of  Justice 
would  support  the  nomination 
"completely."  He  said  she  was 
"eminently  qualified"  for  the 
judgeship. The  Attorney  General  thus  added 
his  voice  to  the  President's,  who flatly  stated  at  a  news  conference 
that  he  was  not  going  to  withdraw 
the  nomination  he  sent  to  the  Sen- 

ate June  12. 

LIBRARY  'UNITS' 

New  Service  Feature 

Added  by  APS 
MAKING  a  sharp  departure  from  established  transcription  library 
practice,  Associated  Program  Service  announced  last  week  its  library 
has  been  divided  into  units  which  will  be  leased  singly  or  in  combination, 
as  well  as  in  toto  as  in  the  past.  *  The  new  policy  was  announced 
by  Maurice  B.  Mitchell,  APS  vice 
president  and  general  manager, 
who  said  a  station's  individual 
library  needs  will  be  substantially 
the  only  factor  determining  what 
it  buys  from  APS. 

If  a  station  needs  only  popular 
tunes,  or  transcribed  commercials, 
for  example,  it  need  buy  only  that 
library  unit  out  of  the  present 
library  service,  Mr.  Mitchell  ex- 
plained. The  decision  to  sell  APS  serv- 

ices in  units,  he  said,  resulted  from 
frequent  inquiries  for  specific  por- tions rather  than  the  full  library. 
APS  officials  feel  stations  should 
not  be  "forced"  to  lease  an  entire 
library  in  order  to  get  only  the 
parts  they  need. With  the  number  of  stations 
now  exceeding  2,000,  he  explained, 
a  large  number  are  "specialist," 
emphasizing  programming  in  spe- cific fields,  with  the  result  their 
library  needs  center  on  certain 
basic  types  of  music  rather  than 
the  full  range. 
Many  stations,  he  said,  will  still want  the  full  APS  service.  This 

will  still  be  available  at  the  regu- 
lar APS  price. 

For  those  who  want  only  parts, 
the  following  breakdowns  have 
been  made  (prices  are  at  one-year minimum)  : 

1.  Commercial     Library  —  composed 

solely  of  transcribed  commercials,  in- cluding weather  jingles,  time  jingles, 
lead-ins  for  26  different  types  of  adver- 

tisers, and  others,  plus  the  APS  "Tran- scribed Sales  Meetings."  Available  at $22.50  a  month. 2.  Production  Library — consists  of  247 different  cuts  of  production  music: Bridges,  moods,  sound  effects,  stingers, interludes,  fanfares,  modulations,  etc. 
at  $19.50  a  month. 

3.  Show  Medley  Library— total  of  82 medleys  from  major  musical  shows 
(250  selections);  useful  as  open-end  pro- 

grams.   $22.50  a  month. 4.  Radio  Music  Library — composed  of 
687  titles  (aside  from  "bonuses")  in  the popular  concert  and  standard  produc- tion music  fields.    $47.50  a  month. 

5.  Popular  Library— Total  of  729  dif- ferent selections  in  popular  dance 
music  field  (aside  from  "bonuses"), plus  new  releases  monthly.  $39.50  a month. 

To  save  recoupling  costs  and  keep 
prices  down,  material  on  the  re- verse sides  of  discs  comprising  the 
new  library  units  may  be  used  as 
"bonuses,"  whether  the  reverses 
are  part  of  the  library  or  not. 
Index  cards  for  the  extra  material 
are  included  without  extra  charge. 

Stations  which  subscribe  to  two 
or  more  of  the  unit  libraries  are 
allowed  a  10%  discount  on  the 
cost  of  each. 

The  contract  is  for  a  minimum 
of  one  year,  but  provisions  are 
made  for  longer  station  protection 
up  to  five  years. 

As  a  special  bonus,  APS  is  of- 
fering a  collection  of  Christmas 

carols  for  subscriptions  entered 
by  Oct.  15. 

NEW  SONG  by  Meredith 
Willson,  musical  director  of 
NBC  Radio's  The  Big  Show, 
titled  "Three  Chimes  of 
Silver,"  has  been  proclaimed 
official  song  of  NBC's  25th anniversary  celebration  by 
Charles  R.  Denny,  executive 
vice  president  of  the  net- work. 

BAB  EFFORTS 
Networks  Pledge  Support 

STATEMENTS  of  officials  of 
ABC,  CBS,  MBS,  and  NBC  prais- ing the  objectives  of  BAB  were 
released  by  the  radio-promotion bureau  last  week  on  the  heels  of  the 
announcement  that  the  networks 
and  their  owned-and-operated  sta- tions have  signed  for  membership 
[Broadcasting  •  Telecasting, Sept.  24]. 
Howard  S.  Meighan,  president  of 

the  CBS  Radio  Division,  said  "the dominance  of  the  essential  and 
unique  values  of  radio  is  unchanged. 
It  is  only  some  of  the  thinking 
about  these  values  which  has 
shifted.  Now  that  BAB  is  armed 
with  funds  and  backed  with  the 
unified  energies  of  radio  broadcast- 

ers, I  am  convinced  this  thinking 
will  swing  back  to  its  proper  per- 

spective." 

Charles  R.  Denny,  NBC  execu- 
tive vice  president,  said,  "We  are in  accord  with  the  aims  and  ob- 

jectives of  BAB  in  its  efforts  to bring  to  the  broadcasting  industry, 
advertisers,  agencies,  and  the  pub- 

lic a  complete  awareness  of  ra- 
dio's economic  and  social  values. 

.  .  .  We  intend  to  participate  fully 
in  BAB's  activities,  not  limiting 
our  support  to  financial  matters." Speaking  for  ABC,  President 
Robert  E.  Kintner  said  that  "ABC 
is  happy  to  join  BAB  because  of the  results  we  feel  BAB  can  achieve 
in  promoting  and  publicizing  as 
well  as  further  developing  radio  as 
the  nation's  largest  mass  communi- cations medium.  ABC  has  the 
strongest  possible  faith  in  the  fu- 

ture of  radio.  .  .  ." Mutual  President  Frank  White 
called  it  "both  a  privilege  and  an 
obligation  for  Mutual  to  lend  its 
tangible  support  to  the  growing 
activities  of  BAB.  .  .  ." 

ROADCASTING    •  Telecasting 

AWRT  Meeting 

FIRST  annual  meeting  of  New 
York  state  chapter  of  newly  organ- 

ized American  Women  in  Radio 
&  Television  will  be  held  at  Hotel 
Ten  Eyck,  Albany,  Nov.  17-18. 
Two-day  convention  is  slated  to  in- 

clude two  panel  discussions,  social 
events  and  business  meeting.  Jane 
Barton,  program  director,  state 
radio  bureau,  Dept.  of  Commerce, 
will  serve  as  chairman,  and  Beth 
Lee,  formerly  with  WPTR  Albany, 
vice  chairman  of  the  convention 
committee. 
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ONE-WAY  GAZERS  at  NARTB  District  11  meeting  included  (seated,  I  to  r): 
Manny  Marget,  KVOX  Moorhead;  Harry  W.  Linder,  KWLM  Willmar,  district 
director;  Oliver  Gramling,  AP.  Standing,  S.  (Bud)  Fantle,  KELO  Sioux  Falls; 
Robert  Tincher,  WNAX  Yankton;  Odin  Ramsland,  KDAL  Duluth;  Jack 

Hardesty,  NARTB.    District  1 1   met  in  Minneapolis. 

Bill  of  RiohtS  °^  Permissi°n  could  cause  no  harm **  to  city  officials,  he  said,  whereas 
(Continued  from  page  23)  lack  of  permission  would  do  "ir- 

hold,  N.  J.,  Judge  Schettino  heard  reparable  damage." 
William  B.  Novogrod,  attorney  for  Mr.  Frankel  argued  that  because 
the  .newspaper   and   station,   Mr.  the  rights  of  newscasts  are  not 
McKeon,  and  City  Attorney  Abra-  settled  in  law,  the  court  should ham  Frankel,  representing  the  city  hesitate  to  hand  down  a  rule.  He 
council.   The  court  was  told  several  cited  decisions  in  which  courts  have 
councilmen  had  decided  they  had  no  held  broadcasts  of  court  proceed- 
objection   to   the  broadcast  after  ings  are  not  "rights"  of  stations, court  action  was  instituted.  and  referred  to  the  Kefauver  crime 

The  court  noted  that  the  mayor  hearings, 
and  councilmen  perhaps  feared  a  Judge  '  Schettino  felt  the  court rabble  meeting  would  develop  be-  should    not    dodge    the  question cause   of  broadcasting,  but  later  merely  because  it  was  unique.  He felt  there  would  be  no  objection  if  continued  that  news  broadcasting the    complete    proceedings    were  comeg  within  the  basic  term  of broadcast.  Frank  L.  Wilgus,  WJLK  .<press»  in  the  federal  and  state news  director,  said  the  pickup  in-  constitutions stallation  would  be  simple.  Jud     Schettino  took  the  position Attorney  Novogrod  argued  that  that  &  fean  Qn  broadcasts  of  a  b. the  whole  history  of  democracy  is  Hc  heari       wou]d   do  irreparable based  on  keeping  the  citizens  m-  ^         to  the  constitutional  rights formed  and  said  public  rights  trans-  Qf  thg        g  (Agb       park  pregs cend  all  other  interests.    Granting  inc.,  operating  WJLK).   He  said: prT    f\  I  I T  Dl  IT  ®n  *ne  Das'c  human  interest  our Jfc  '     v/W  I  r  U  I  country   spends   millions   of  dollars 

TV  Greatest  DrOO  Droadcasting    its    public    affairs,  its "  civilization,    through    the    Voice  of PRODUCTION  of  radio  receivers  America  to  peoples  who  are  slaves  in 
during  the  declining  trend  that  has  suppressed  nations, 
marked  the  first  eight  months  of  Yet,  when  we  have  an  opportunity 
1951  held  up  much  better  than  that  to  do  the  same  to  some  of  our  own 
of  TV  sets,  according  to  the  month-  unenlightened  local  citizens  we  object 
ly  industry  report  compiled  by  Ra-  because   it   is   something   novel  or 
dio-Television  Mfrs.  Assn.  something  new. 

Radio  output  dropped  3.5%  dur-  ,         e^tened   local   cit.zenry  is .  j                j  j.            j:  the  best  offense  against  foreign,  op- ing  the  period  compared  to  13%  for  presgive  thinking  and  against  the  lo_ TV  sets,  RTMA  found,  amounting  cal>  state  and  municlpal  corruption to  8,977,232  radio  m  1951  compared  that  has  been  revealed  in  our  country, 
to    9,303,000    in    the    first    eight  Judge  Schettino  said  he  was  not 
months  of  last  year.    TV  output  unmindful  of  the  need  to  maintain 
this  year  reached  3,633,516  sets  in  decorum  at  public  proceedings, eight  months  compared  to  4,184,400  «It  is  one  thing  to  say  a  mayor for  the  same  period  a  year  ago.  and  council  C£m  control  the  me_ August  production  included  48  -  chanicg  of  a  meetin    and  something 323  radios  with  FM  reception  facil-  else  to  sa    that  th     haye  a  ri  ht ities,  wath  246,287  TV  sets  m  1951  ag      bHc  officialg  tQ  exdude  th having  FM-band  tuners.   Television  Home  Radios      Portables      Auto  Sets 
January                                       645,716  750,289                75,294  346,799 February                                      679,319  764,679                79,859  437,779 March  (Five  Weeks)                   874,634  988,078              147,037  545,297 April                                               469,157  619,651               150,494  542,021 May                                             339,132  581,577               164,171  603,534 June  (Five  Weeks)                   326,547  346,135              228,454  494,202 July                                                152,306  184,002                 70,538  293,955 August                                            146,705  295,587                 77,568  190,252 

TOTAL                               3,633,516  4,529,978               993,415  3,452,839 

CENTER  OF  ATTRACTION  for  this  group  of  NARTB  District  11  delegates  was 
Alice  Kavanaugh,  WTCN  Minneapolis.  Standing  (I  to  r):  Dalton  LeMasurier, 
KDAL  Duluth;  Harry  Hyett,  WEAU  Eau  Claire;  F.  E.  Fitzsimonds,  KFYR  Bis- 

marck; Lee  L.  Whiting,  KEYD  Minneapolis;  Burt  Squire,  BMI;  Bill  Young, 
Lang-Worth;  John  Boles,  KCJB  Minot,  N.  D.  Seated  beside  Miss  Kavanaugh, 

Ray  Eppel,  KORN  Mitchell,  S.  D. 

DISTRICT  12 

Listener  Trends  Feature 

Opening  Day  Talks (District  10  Story  on  page  72) 

TRENDS  in  listener  program  choices  were  reviewed  Thursday  after- 
noon during  the  opening  day  of  the  NARTB  District  12  meeting,  held 

at  the  Broadview  Hotel,  Wichita.  The  discussion  was  first  of  the  kind 
held  during  the  current  series  of  meetings. 

 *         As  in  five  of  the  six  meetings 
held  prior  to  the  District  12  sesV 
sion,  attendance  ran  ahead  of  one 
year  ago.  Eighty-three  persons registered  during  the  opening  day, 
compared  to  a  final  registration  of 80  in  1950.  Total  attendance  for  the 
seven  meetings  held  thus  far  this 
year  is  650,  compared  to  605  for the  same  districts  a  year  ago. 

Dr.  Forrest  L.  Whan,  U.  of 
Wichita,  conducted  the  session  on 
audience  preferences.  Dr.  Whan 
has  been  conducting  audience  stud- ies for  more  than  a  decade. 

dissemination  of  news  of  public  in- terest in  a  mechanical  manner 

which  is  new." Judge  Miller  said: 
I  have  noted  with  very  great  pleasure 

and  satisfaction  the  decision  of  Supe- rior Court  Judge  Schettino  of  Asbury Park,  N.  J.,  holding  that  the  public  is entitled  to  have  access  to  city  council meetings  through  radio  broadcasting. 
Judge  Schettino's  decision  recognizes that  radio  broadcasting,  although  a 

comparatively  recent  scientific  devel- opment of  public  information,  never- theless is  just  as  important  as  any  of the  older  instruments  of  information. Here  we  have  a  judge  with  vision,  as well  as  legal  learning,  who  understands that  the  law  is  a  living,  growing  thing which  must  be  restated  from  time  to time  in  terms  of  varying  and  changing community  problems. 
His  decision  is  a  very  proper  recog- 

nition of  the  public's  need  and  desire for  accurate,  on-the-spot  radio  cover- age, and  of  their  right  to  enjoy  all  the channels  of  speech  and  press  which 
science  and  industry  have  made  avail- able to  them. 
Ben  Chatfield,  WMAZ  Macon, 

Ga.,  president  of  National  Assn. 
of  Radio  News  Directors,  and 
Charles  McCuen,  WTCN  Minne- 

apolis, NARND  news  director,  con- 
gratulated WJLK  on  its  fight  on 

behalf  of  free  speech. 
After  the  hearing  Mayor  Smock 

was  quoted  in  the  Press  as  follows : 
"WJLK  performed  an  important 
public  service  by  bringing  the  hear- 

ing to  the  public."  He  emphasized his  belief  the  broadcast  was  a 
valuable  service  "because  it  was  a 
complete  broadcast  of  the  hearing." NJBA  voiced  its  recognition  of 
the  importance  of  the  decision.  S. 
Carl  Mark,  of  WTTM  Trenton,  who 
is  NJBA  president,  issued  this 
statement: 

The  decision  of  Judge  Schettino  in 
upholding  the  right  of  WJLK  to 
broadcast  a  public  council  meeting 
affirms  the  belief  held  by  every  broad- 

caster that  radio,  like  the  press,  per- forms a  function  guaranteed  by  the 
Constitution. 

Todd  Presides 

Jack  Todd,  KAKE  Wichita,  Dis- 
trict 12  director,  presided  at  thie 

Thursday  -  Friday  meeting.  Thp 
opening  morning  session  included 
talks  by  Carl  Haverlin,  BMI  presi- 

dent; Oliver  Gramling,  AP  assist- 
ant general  manager,  and  Col. 

George  A.  Duerr,  information  sec- tion headquarters,  Fifth  Army. 
Robert  K.  Richards,  NARTB  public 
affairs  director,  described  the  new 
NARTB  radio-TV  operation  and 
reviewed  the  association's  govern- ment relations  program. 

The  famed  Wichita  Kiwanis  Glee 
Club  entertained  the  delegates  at 
the  Thursday  luncheon. 

Resolutions  committee  named  by 
Director  Todd  comprised  Fred  L. 
Conger,  WREN  Topeka,  chairman; 
Walter  Turner,  KWBW  Hutchinson, 
and  Guy  Farnsworth,  KCRC  Enid. 
Oklahoma  and  Kansas  state  asso- 

ciations reported  to  the  meeting 
just  before  adjournment  Thursday 
as  NARTB  started  carrying  out  a 
membership  suggestion  that  state 
groups  take  part  in  district  meet 
ings. 
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Here's  what  the  Regional  Sales  Director  of  the  Wm.  B.  Reilly  Com- 

pany (Luzianne  Coffee)  says  about  WITH: 

During  our  recent  TV-Radio  promotion  campaign,  radio  station  WITH 

produced  inquiries  at  a  lower  cost  than  any  other  media  used." 

There's  just  one  good  reason  why:  WITH  delivers  more  buying 

listeners- per -dollar  than  any  other  radio  or  TV  station  in  town.  Let 

your  Headley-Reed  man  tell  you  what  WITH  can  do  for  you! 

j&Sfa 
 W  I 

 T  H /  BALTIMORE,  MARYLAND 

station 

TOM  TINSLEY,  President       ■      Represented  by  HEADLEY-REED 
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WOR  can 

sell  anything 

at  less  cost 

to  more  people, 

more  often, 

than  any  other  station 

in  the  United  States! 

WOR  can  sell  automobiles.  (Ask  Austin  of  England,  Chrysler,  Dodge, 
Ford,  General  Motors,  Hudson,  Willys,  etc.) 
WOR  can  sell  plays  and  pictures.  (Ask  RKO,  Paramount, 
Loew's,  Twentieth  Century  Fox,  United  Artists,  Universal — 
ask  anyone  in  show  business.) 
WOR  can  sell  beverages.   (Ask  Krueger,  Ruppert,  Schaefer,  et  al) 
WOR  can  sell  clothes.  (Ask  Bond.) 
WOR  can  sell  confections  and  soft  drinks.     (Ask  Peter  Paul, 
Breyer  Ice  Cream  Co.,  Life-Savers,  Pepsi-Cola,  etc.) 
WOR  can  sell  food  and  drugs.  (Ask  anybody!) 



WOR  can  sell . . . 

 but  why  go  on  about  a  station  that  has  one  of  the  most 
remarkable  records  in  all  hard-hitting  media  today. 

can  sell  anything 

at  less  cost  to  more  people, 

more  often,  than  any  other 

station  in  the  United  States! 

WOR  picked  up  hundreds  of  thousands  of  new  customers  for  one 
client  for  less  than  l/2-cem  each!  That's  a  fact!  Ask  the 
Hudson  Pulp  and  Paper  Co.  Or  call,  write  or  bicycle  over  to 

—  that  power-full  station  at 
1440  Broadway,  in  New  York 

WOR 

LOngacre  4-8000 

WOR 



INAUGURAL  PARTY  held  Sept.  20  at  opening  of  John  E.  Pearson  Co.'s Minneapolis  office  included  these  guests  (seated,  I  to  r):  James  Bowden,  man- 
ager of  office;  John  E.  Pearson;  Earl  Classen,  Pillsbury  Mills;  Willis  White, 

Leo  Burnett  Co.,  Chicago.  Standing:  George  Clark,  Pearson  Chicago  office; 
Loy  Booton,  Bruce  Brewer  Agency,  Minneapolis;  Robert  Spaeth,  General  Mills; 

Dewitt  Jones,  Leo  Burnett  Co. 

TRUMAN  AIDE 
Pratt  Soon  to  Take 

Telecommunications  Post 
FIRST  inkling  of  concrete  steps  toward  forming  American  policy  on 
national  and  international  frequency  allocations — and  particularly  on 
possible  restoration  of  precious  spectrum  space  to  radio-TV  broadcasters 
— may  develop  at  the  government  level  later  this  month. 

Defense  Ads 
(Continued  from  page  27) 

"look  into  that  also."  The  Navy, 
he  reported,  has  received  substan- 

tial public  service  on  the  radio. 
Moreover,  a  number  of  small  sta- 

tions have  notified  him  that  the  ra- 
dio industry  allots  "millions  of  dol- 

lars" annually  in  free  time.  The Army  and  Air  Force,  he  indicated, 
could  follow  suit  in  this  regard. 

The  object  of  Sen.  O'Mahoney's continuous  tirades  the  past  week 
have  been  the  Frankie  Laine  show, 
starting  on  CBS  next  Sunday  (Oct. 
7) ;  15-minute  programs  featuring 
Bill  Stern  on  NBC  beginning  Dec. 
1;  and  the  Game  of  the  Week 
(football)  starting  Oct.  13  on  ABC. 
Of  significance  is  the  fact  that 

funds  for  these  three  network 
shows  were  obligated  or  paid  for 
under  the  budget  for  1950-51  end- 

ing last  June  30.  A  sum  of  $735,- 
000  is  earmarked  under  a  $3.1  mil- 

lion recruiting  largesse  for  radio 
and  TV  during  the  current  fiscal 
year  ending  next  June  30.  This 
figure  would  cover  only  radio-TV announcements  this  fall  and  next 
spring  and  no  programs. 

According  to  Grant  Advertising 
Inc.,  Washington,  the  exact  sums 
obligated  under  the  old  budget  are 
$434,602  for  the  Laine  show,  to  run 
39  weeks;  $254,000  for  the  Stern 
series,  scheduled  to  continue 
through  the  winter  months;  and 
$117,000  for  the  Game  of  the  Week, 
for  the  duration  of  the  football 
season. 

Other  Shows  Named 
Other  programs  cited  by  the 

Senator  were  the  Roller  Derby  on 
ABC  and  Madison  Square  Garden 
sports  events.  This  series  has  been 
completed. 

In  expressing  his  belief  that  the 
network  programs  are  of  "doubtful 
value,"  The  Wyoming  Democrat was  joined  by  Sen.  Homer  E.  Fer- 

guson (R-Mich.),  who  claimed 
"there  is  no  rhyme  or  reason  for 
this  expenditure."  Sen.  O'Mahoney quoted  Rep.  George  D.  Mahon  (D- 
Texas),  another  conferee,  as  agree- 

ing with  him. 
Conferees  also  are  certain  to 

scrutinize  monies  for  newspapers 
($525,000  or  25%)  and  maga- 

zines ($420,000  or  20%).  Thus, 
there  may  be  sentiment  also  for 
cutting  printed  media  funds.  Com- 

mittee is  expected  to  meet  shortly. 
Senators  sitting  in  joint  confer- 

ence committee,  besides  Sen.  O'Ma- 
honey, are  Sens.  Carl  Hayden  (D- 

Ariz.),  Richard  B.  Russell  (D-Ga.), 
Dennis  Chavez  (D-N.  M.),  Harry 
Byrd  (D-Va.),  Styles  Bridges  (R- 
N.  H.),  Kenneth  Wherry  (R-Neb.), 
Leverett  Saltonstall  (R-Mass.), 
and  Sen.  Ferguson.  House  mem- bers include  in  addition  to  Mr. 
Mahon,  Reps.  Harry  Sheppard  (D- 
Calif.),  Robert  L.  Sikes  (D-Fla.), 
John  J.  Riley  (D-S.  C),  Clarence 
Cannon  (D-Mo.),  John  Taber  (R- 
N.  Y.),  Richard  B.  Wigglesworth 
(R-Mass.)  and  Errett  P.  Scrivner 
(R-Kans.). 
CBS-Radio  carried  Lux  Radio  Thea- 

tre's tribute  to  film  industry  last  Mon- day with  seven  top  films  previewed. 

This  was  seen  last  week  as 
Haraden  Pratt,  vice  president  of 
American  Cable  &  Radio  Corp., 
laid  the  groundwork  in  Washing- 

ton for  assumption  of  his  duties  as 
the  President's  telecommunications advisor. 

Mr.  Pratt  expects  to  assume  his 
responsibilities  within  the  next 
fortnight.  He  will  headquarter  in 
the  old  State  Dept.  building,  now 
occupied  by  the  National  Security 
Resources  Board.  Mr.  Pratt  will 
work  with  NSRB  and  the  Chief 
Executive  on  international  fre- 

quency problems  and  those  en- 
tailed in  the  allocation  as  between 

government  and  civilian  users 
[Broadcasting  •  Telecasting, 
Aug.  20,  6]. 

Confer  With  Truman 
Mr.  Pratt  probably  will  confer 

with  Mr.  Truman  at  the  outset, 
once  he  has  cleared  routine  matters 
of  setting  up  shop.  He  told  Broad- 

casting •  Telecasting  last  week 
he  will  assume  his  duties  within 
the  next  two  weeks.  He  hopes  to 
function  with  a  small  staff. 

Aside  from  working  on  govern- 
ment-civilian frequency  allocation 

problems  and  international  agree- 
ments, Mr.  Pratt  will  work  with 

the  NSRB  on  issues  touching  on 
Presidential  authorization  to  as- 

sign radio  frequencies  to  govern- 
ment stations  without  regard  to 

FCC's  licensing  regulations  and  to take  over  civilian  telecommunica- 
tions facilities,  radio  and  wire, 

for  emergency  purposes.  These 
are  posed  in  Sees.  305  and  606  of 
the  Communications  Act. 

McFARLAND  BILL 
Continues  Under  Study 

HOUSE  Interstate  &  Foreign  Com- 
merce Committee  last  week  contin- 

ued marking  up  the  McFarland 
Bill  to  realign  FCC  procedures. 
At  the  end  of  the  week,  the 

committee  was  reported  to  be  deep 
in  the  long-contested  section  that 
deals  with  the  relationship  of  the 
Commission  staff  to  the  members 
of  the  Commission. 
The  McFarland  Bill  (S  658) 

would  not  permit  the  Commission 
to  consult  with  any  of  its  prosecu- 
tory  or  investigatory  staff  when 
making  its  decision  in  contested 
hearings  on  applications. 

Also  barred  would  be  conferences 
between  hearing  examiners  and 
other  FCC  staff  members. 

These  issues  in  particular,  which 
have  drawn  fire  from  the  FCC 
itself,  have  been  slowing  committee 
progress  on  the  bill,  it  was  under- stood. 
Chairman  Robert  Crosser  (D- 

Ohio),  when  questioned  about  the 
bill  last  week,  said  he  could  not 
speculate  how  much  time  the  com- 

mittee would  take  in  its  delibera- 
tions because  the  measure  is  so 

"controversial." 

Truman  Opens  Drive 
PRESIDENT  TRUMAN  was 
scheduled  to  make  a  four-minute 
address  to  the  nation  over  the  four 
major  radio  networks  and  coast- 
to-coast  TV  channels  at  10:55  p.m. 
EST  last  night  (Sunday)  to  launch 
the  1951  Red  Feather  Campaigns 
of  America. 

CCBA  MEET 
Views  Sales,  Shows 

PROGRAMMING  and  sales  domi- 
nated the  first  annual  meeting  of 

the  Central  Canada  Broadcasters 
Assn.  at  Toronto,  Sept.  24-25.  Some 
100  station  executives,  station  rep- resentatives and  advertising  agency 
executives  attended  the  meeting  at 
the  Royal  York  Hotel,  under  the 
chairmanship  of  Ralph  Snelgrove, 
CKBB  Barrie. 
Murray  Brown,  CFPL  London, 

was  elected  president  of  the  CCBA 
starting  January  1,  with  J.  G.  Hy- 
land,  CJIC  Sault  Ste.  Marie,  as 
first  vice-president;  Frank  Ryan, 
CFRA  Ottawa,  second  vice-presi- 

dent; Wm.  Mitchell,  CKCR  Kitch- 
ener, treasurer;  and  Bob  Lee, 

CHUM  Toronto,  secretary.  Repre- 
senting the  CCBA  on  the  CAB 

board  will  be  Ken  Soble,  CHML 
Hamilton;  Ralph  Snelgrove,  CKBB 
Barrie;  and  J.  A.  Dupont,  CJDA 
Montreal. 

The  CCBA  went  on  record  sug- 
gesting to  the  CAB  that  Harry 

Sedgwick,  CFRB  Toronto,  be  made 
honorary  president  of  CAB  for 
life.  The  meeting  also  decided  to 
ask  Ontario  government  authori- 

ties to  (1)  lift  restrictions  nowj 
limiting  beer  and  liquor  advertis- ing on  Ontario  stations,  (2)  ask 
CAB  to  change  number  of  directors 
from  11  to  12  and  to  serve  two- 
year  terms  (3)  urge  CAB  take 
steps  to  sit  in  on  revision  of  regu- lations for  all  Canadian  broadcast- 

ing, and  (4)  set  up  CCBA  program 
exchange  and  technical  committees. 

AIR  MUSIC  POST 
Patterson  Named  Counsel 

ROBERT  P.  PATTERSON,  for- 
mer Secretary  of  War,  has  been 

named  general  counsel  for  Air  Mu- 
sic Inc.,  President  Linton  Wells  is 

to  announce  today  (Monday).  Air 
Music  Inc.  is  associated  with  Func- 

tional Music  Inc.,  Chicago,  a  Mar- 
shall Field  enterprise. 

According  to  Mr.  Wells'  announce- 
ment, Air  Music's  hundreds  of  sub- scribers include  The  National  City 

Bank,  Bankers  Trust  Co.,  J.  Henry 
Schroder  Banking  Corp.,  Bowery  Sav- 

ings Banks,  Readers'  Digest,  American Cyanamid  Co.,  Insurance  Co.  of  North 
America,  Hotel  Waldorf-Astoria,  Lig- 

gett Drug  Co.,  Sears  Roebuck  &  Co., 
Gimbel's,  Saks  Fifth  Avenue,  Bulova Watch  Co.,  Central  Airlines  Terminal, 
Loft  Candy  Co.,  Dun  &  Bradstreet  and 
the  Boxy  Theatre. 

Bowles  Approved 
NOMINATION  of  Chester  Bowles 
to  be  Ambassador  to  India  squeezed 
by  a  special  Senate  subcommittee 
last  Wednesday.  The  Senators 
voted  3-2  to  approve  President 
Truman's  nomination.  Ambassa- 

dor-designate Bowles  is  a  former 
advertising  executive  and  served  as 
Governor  of  Connecticut.  He 
started  Benton  &  Bowles  with  Sen. 
William  Benton  (D-Conn.)  in  1929. 
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K  G  G  M 

CBS  in  Albuquerque 

announced 

the  appointment  o^ 

WEED  and  COMPANY 

NEW    YORK,     BOSTON,    ATLANTA,     DETROIT,     CHICAGO,     LOS    ANGELES,     SAN  FRANCISCO 

ad 

Rational  ̂ 4duediiin<^  l/^epmsentatlves 

KGGM  KVSF 

5000  watts  610  Kc.  1000  watts  1260  Kc. 
Albuquerque,  N.  M.  Santa  Fe,  N.  M. 
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RADIO'S  HOLD 

Will  Continue  Dominant, 
Fellows  Declares 

RADIO  will  maintain  its  position  as  a  dominant  mass  medium  of  adver- 
tising, and  probably  improve  this  position  regardless  of  development 

and  expansion  of  other  media,  NARTB  President  Harold  E.  Fellows 
told  a  joint  luncheon  of  the  Omaha  Ad  Club  and  NARTB  District  10 
last  Tuesday  (see  district  meeting  *— —  
story  page  72). 

As  late  as  last  summer,  Mr.  Fel- 
lows said,  71%  of  the  production  of 

America's  set  manufacturers  was 
devoted  to  building  AM  and  FM 
radio  sets,  with  factories  finding 
demand  far  ahead  of  a  year  ago. 

Mr.  Fellows  aimed  several  sharp 
comments  at  anti-radio  elements. 
Citing  figures  showing  how  the 
number  of  radio  stations  has 
tripled  in  a  decade,  whereas  ad- 

vertising expenditure  of  the  U.  S. 
has  more  than  doubled  in  the  same 
period,  he  noted  that  over  a  hun- dred TV  stations  are  on  the  air 
in  67  markets.  But,  he  insisted, 
radio  is  holding  its  own  in  TV 
markets  and  in  some  cases  is  im- 

proving its  position. 

Radio's  position  as  the  lowest 
cost-per-thousand  mass  medium  is 
based  on  its  flexibility,  intimacy  of 
approach  and  speed,  he  said,  add- ing that  the  medium  perhaps  has 
been  derelict  in  failing  to  increase 
its  own  rates  where  such  increases 
certainly  are  justified. 

"Radio  needs  nothing  today  but 
the  confidence  of  those  who  admin- 

ister its  affairs — such  confidence  on 
their  part,  for  example,  as  already 
has  been  demonstrated  by  the  lis- 

tening public,"  according  to  Mr. Fellows.  "For  out  of  that  confidence 
will  grow  a  new,  burning  desire  to 
make  radio  an  even  greater  instru- 

mentality than  it  has  proven  itself 

to  be." 

COMPTON  NAMED 
To  Davis  Engineering  Staff 

APPOINTMENT  of  Robin  D. 
Compton  to  the  staff  of  George  C. 
Davis,  radio-TV  consulting  engi- 

neer, was  announced  last  week.  Mr. 
Compton  is  a  veteran  of  25  years 
in  radio  and  television  and  will  de- 

vote most  of  his  time  to  TV  en- 
gineering. 

Mr.  Compton  worked  for  twelve 
years  with  NBC  in  New  York,  spe- 

cializing in  television  development 
and  operation.  He  also  supervised 
planning  and  construction  of 
WPEN-TV  (now  WCAU-TV) 
Philadelphia  and  WOIC  (now 
WTOP-TV)  Washington,  D.  C. 

Syracuse  Talk LLOYD  GEORGE  VENARD,  vice 
president  and  New  York  manager 
of  the  O.  L.  Taylor  Co.,  station 
representative,  will  speak  today 
(Monday)  at  a  meeting  of  the 
Syracuse  Advertising  Club. 

THE 

ARROWHEAD  NETWORK 

WEBC 
WEAU 
wise 

WMFG 
WHLB 
WJMC 

—  Duluth-Superior  —  NBC  —  5000  Watts 
—  Eau  Claire,  Wis. 
—  Madison,  Wis. 

—  Hibbing,  Minn. 
—  Virginia,  Minn. 
—  Rice  Lake,  Wis. 

NBC 

(ABC 
(MBS 
NBC 
NBC 
MBS 

5000  Watts 
1000  Watts 

250  Watts 
250  Watts 
250  Watts 

Announce 

tLe  appointment  oftL 

GEORGE  P.  HOLLINGBERY  COMPANY 

as 

Yjationai  If^epresentatives 

October  I,  1951 

News  'Security1 (Continued  from  page  29) 
potent  weapon  in  his  hands.  The 
result,  inevitably,  is  further  supj- 
pression  of  news. 
"The  order  does  not  contain 

proper  declassification  provisions and  there  is  not  a  definite  appeal 
regulation.  A  reporter  protesting 
a  decision  of  a  department  head 
would  really  have  to  go  to  the  Atj- torney  General  to  appeal,  although 
Joe  Short  could  be  of  some  assist- 

ance." 

In  explaining  the  order  to  news- men, Mr.  Short  had  offered  to  help 

whenever  a  reporter  felt  legitimate"' news  was  being  withheld. 
President  Truman,  in  sending 

the  regulations  to  governmen 
agency  heads,  said: 

Specifies  Purpose 
"To  put  the  matter  bluntly,  these 

regulations  are  designed  to  keep 
security  information  away  from 
potential  enemies  and  must  not  be 
used  to  withhold  non-security  in- formation or  to  cover  up  mistakes 
made  by  any  official  or  employe  of 

the  government." The  President  said  the  order  con- 
tains "no  element  of  censorship, 

either  direct  or  implied."  He  hoped 
"the  American  people  will  receive 
more,  rather  than  less  information 
about  their  government." ASNE's  committee  had  studied 
the  order  carefully  when  consulted 
last  summer  by  the  White  House.- A  subcommittee  of  the  National 
Security  Council  had  reviewed  the 
entire  situation. 

In  cautioning  government  officials 
against  censorship,  the  President wrote  that  the  order  applies  only 
to  officials  and  employes  of  the  gov- 

ernment, with  the  public  requested 
to  cooperate.  No  compulsion  is 
placed  on  the  public,  however. 

FRAUD  CASE 
C  &  W  Files  Bankruptcy 

THE  HOLIDAY  fiasco  that  em- 
barrassed  radio  and  television  sta- 

tions last  year  and  allegedly  lined 
the  pockets  of  Harold  Cowan  and 
Ralph  Whitmore,  partners  in  a 
Hollywood  mail  order  agency,  cul- minated last  week  in  bankruptcy 

petitions. The  fabulous  partners,  whose 

glowingly  described  Christmas  tree""1' ornaments  disappointed  many  lis- 
teners and  didn't  even  reach  other 

$1  donors,  according  to  evidence, went  into  court  individually  and  as 
the  firm  of  Cowan  &  Whitmore. 

Literally  hundreds  of  creditors, 
including  many  radio  and  TV  sta- tions, were  listed  in  the  petitions. 
Both  men  were  indicted  last  March 
by  a  federal  grand  jury  after  they 
assertedly  had  reaped  a  fortune 
out  of  their  holiday  advertising 
[Broadcasting  •  Telecasting, March  5]. 
Mr.  Cowan  totaled  liabilities  at 

$338,826  and  assets  at  $7,056.  Mr. 
Whitmore's  debts  totaled  $329,910 
against  listed  assets  of  $9,556. 
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HOW  TO  WIN  FRIENDS  AND  INFLUENCE  DRUGGISTS 

in  the  high-income  Middle  Atlantic  market 

Participate  in  the  KYW 

"FEATURE  DRUGS"  Plan 
We  knew  that  Philadelphia's  popular  Hal  Moore 
would  attract  thousands  of  listeners  to  the  twice- 
a-day  programs  of  KYW's  "Feature  Drugs."  But we  never  expected  such  terrific  response  from 
druggists  themselves!  When  you  hear  comments 
like  these  from  the  men  behind  the  counter,  you 
know  they're  in  there  pitching  for  the  participat- 

ing sponsors. 
"It's  a  revelation  to  see  how  many  people  bear  the 
program.  A  man  I  haven't  seen  for  20  years  called  in 
an  order  on  the  telephone." 
"A  neighborhood  physician  came  in  personally  after 
hearing  my  store  mentioned  on  the  program." 
"Even  the  kids  in  the  neighborhood  tell  me  what  Hal 
Moore  said  on  the  program." 
"About  30  people  right  in  my  neighborhood  told  me 
they  heard  it." 

Yes,  that's  the  kind  of  trade  reaction  you  can 
expect  when  you  participate  in  KYW's  "Feature 
Drugs."  But  "reaction"  is  only  part  of  the  picture. 
You  get  results. .  in  advertising,  merchandising, 
sales.  You  get  point-of-sale  contacts,  handled  by 
a  group  of  experienced  drug  merchandisers.  You 
get  pin-point  promotions  in  hundreds  of  leading 
stores,  with  distribution  of  literature  and  samples 
where  appropriate.  You  get  regular  reports  on 
distribution,  out-of-stock  conditions,  package  visi- 

bility, shelf  positions,  rate  of  sale,  competitive 

situations.  In  fact,  KYW's  "Feature  Drugs"  be- 
comes a  high-power  extension  of  your  own  sales 

force  in  this  important  market!  For  availabilities 
and  costs,  check  KYW  or  Free  &  Peters. 

KYW 

PHILADELPHIA 

50,000  WATTS 
NBC  AFFILIATE 

_^      Westinghouse   Radio   Stations  Inc 
m    WBZ  •  WBZA  •  KDKA  •  WOWO  •  KEX  •  KYW  •  WBZ-TV 
^    National  Representatives,  Free  &  Peters,  except  for  WBZ-TV;  for  WBZ-TV,  NBC  Spot  Sales 
Radio AMERICA'S   GREAT  ADVERTISING  MEDIUM 
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ONLY 

ONE  STATION  /&) 

COVERS 

a  OO  rltlac  *a  compact  market  of  54 •  AA  CHICS  counties  in   Eastern  New 
York  and  Western  New 

•  428  tOWIlS  England  whose  population exceeds  that  of  32  states. 
•  54  counties 

•  2,980,100  citizens 

•  840,040  radio  families 

•  only  NBC  station 

•  more  people  than  32  states 

•  more  goods  purchased  than  34  states 

•  more  spendable  income  than  36  states 

^|  Q  Y
  the  cap|tal  °

f  the  i7th  smte 

A  GENERAL  ElECTRIC  STATION  REPRESENTED  NATIONALLY  BY  NBC  SPOT  SALES 

Impact 
(Continued  from  page  25) 

get-at-places.  Where  the  other 
media,  requiring  as  they  do  the visual  attention  of  the  customer, 
are  restricted  to  certain  'recreation 
rooms'  in  the  home,  radio  can  in- sinuate its  auditory  presence  into 
all  sorts  of  'utility  rooms'  as  well. Our  findings  show: 

75% 42% 41% 
33% 8% 8% 3% 3% 
3% 1% 

1% 
have have 
have have have have have have 
have have have 

sets  in  Living  Rooms, sets  in  Adult  Bedrooms, sets  in  Autos  &  Trucks, 
sets  in  Kitchens, sets  in  Child  Bedrooms, sets  in  Dining  Rooms, sets  in  Basements, sets  in  Attics. Portable  sets, sets  in  Lavatories, sets  on  Sun  Porches. 

Additional  sets  (less  than  1%  of 
the  sample  in  each  case)  were  found 
in  barns,  garages,  'dens',  recrea- tion rooms  and  utility  rooms. 

Radio,  of  course,  is  always  in 
position  to  compete  with  the  other 
media.  However,  in  some  areas 
radio's  "squatters  rights"  are  ex- clusive. Some  66.1%  of  all  of  the 
7779  radio  sets  found  among  the 
3500  sample  households  are  in  auto- 

mobiles, or  in  rooms  where  there 
are  no  television  receivers.  By  the 
same  token,  44.5%  of  all  radio  sets 
were  found  in  places  where  news- 

papers and  magazines  are  not 
usually  read — autos,  kitchens,  chil- 

dren's bedrooms,  basements,  barns, 
garages  and  utility  rooms. 

Radio's  One-Two  Punch 
But,  even  then,  measurement  by 

this  proportion-of -homes-reached yardstick  does  not  do  radio  full 
justice.  In  our  opinion,  broad- 

casters (and  now  telecasters)  have 
too  long  accepted  a  "double  stand- ard" of  circulation  morality.  While 
the  publisher  is  allowed  to  justify 
his  circulation  claims  in  terms  of 
the  number  of  units  actually  cir- 

culated, the  broadcaster  must  at- 
tempt to  justify  his  circulation  in terms  of  the  number  of  PLACES  to 

which  his  units  are  circulated. 
For  example,  the  writer's  own case  is  in  point.  In  our  home,  with 

its  three  AM  receivers  plus  one 
auto-radio  and  a  television  receiver, 
we  regularly  receive  three  daily 
newspapers  and  six  nationally-cir- 

culated popular  magazines.  Under 
the  circulation  "double  standard," our  household  is  counted  as  one 
radio-home,  one  television-home, 
three  newspaper-homes  and  six 
magazine-homes.  And,  following 
the  pixie  logic  of  one  weird  for- mula proposal  we  would  be  counted 
a  non-radio  home  because  of  the 
presence  of  a  television  set. 

In  order  to  bring  some  clarifica- 
tion to  a  circulation  picture  mud- 
died by  the  curious  logic  of  this 

double  standard,  we  compared  all 
four  media  on  the  basis  of  the  pub- 

lisher's criterion — the  number  of 
units  actually  in  circulation.  In 
other  words,  we  wanted  to  know 
how  many  sets,  radio  and  TV,  are 
in  the  market,  as  well  as  how  many 
magazines  and  newspapers  are  cir- culated. 
And  when  the  results  were  in, 

radio  still  led  the  pack — but  by  a 
wider  margin  than  before.  The 
average  -  units -in -circulation -per - 
family,  for  each  of  the  media,  was: 

2.22  RADIO  sets  per  family  (1.75 
in-the-home;  0.47  auto-radios). 

2.03  nationally  -  circulated  MAGA- 
ZINES per  family  (1.04  published 

monthly;  0.99  published  weekly). 
1.64  regularly-received  NEWSPA- PERS per  family  (1.42  published daily;  0.22  published  weekly). 0.37  TV  sets  per  family. 
Ignoring,  for  the  moment,  the 

day-in-and-day-out  availability  of 
radio  as  contrasted  to  the  restricted 
availability  of  newspapers  and 
magazines,  we  find  that  Louisville 
market  radio  circulates  a  signfi- 
cantly  greater  number  of  units-per- 
family  than  does  any  of  the  com- 

peting media. 
Louisville  Radio-Active 

To  supplement  what  we  had 
learned  of  the  extent  and  intensity 
of  radio's  coverage  of  the  Louis- ville market,  we  wanted  to  know 
something  about  the  listening-habit 
patterns  of  families  in  that  market. 
Particularly,  we  were  interested  in 
learning  something  about  time-of- 
day  and  total-time-spent  patterns. 
And,  again,  we  wanted  the  com- 

parable picture  for  each  of  the 
competing  media. 

We  used  three  essentially  similar 
series  of  questions  to  elicit  the  de- 

sired information  relative  to  news- 
papers, television  and  radio.  Ad- 

ditionally, we  used  a  question- 
series  specifically  relating  to  the 
extent  of  auto-radio  usage. 

There  is  a  somewhat  greater  use 
of  radio  on  Sundays,  but  weekday 
patterns  differ  little  from  Satur- 

day patterns. Adults  living  in  homes  with  one 
or  more  radio  sets,  average: 

2.75  hours  of  radio  listening  on  typi- cal WEEKDAYS. 
2.69  hours  of  radio  listening  on  typi- cal SATURDAYS. 
3.04  hours  of  radio  listening  on  typi- cal SUNDAYS. 
In  the  Louisville  market,  a  'rur- ban'  community  where  the  auto  is 

a  practical  necessity  to  efficient 
family  living,  the  extent  to  which 
auto-radios  are  used  in  a  very  im- 

portant determiner  of  the  intensity 
of  radio  circulation. 
We  used  two  questions  to  bring 

out  the  information  we  needed. 
"ABOUT  HOW  OFTEN  DO  YOU.  OR OTHER  MEMBERS  OF  THE  FAMILY, 

USE  THE  AUTO-RADIO  WHEN  DRIV- ING ABOUT  LOCALLY  ON  EVERY- 
DAY BUSINESS  OR  SOCIAL  CALLS?" 

Percentages,  based  on  replies 
from  1464  owners  of  radio-equip- 

ped cars  show: Short  Longer Trips  Trips Use  the  ear  radio—  %  % ".  .  .  almost  all  of 
the   time"  34  42 ".  .  .  quite  a  bit  of  the time"  12  19 ".  .  .  only  part  of  the time"  16  14 ".  .  .  seldom"  24  15 ".  .  .  almost  never"  14  10 

100%  100% 

By  projecting  our  per-day  aver- ages (of  the  amount  of  time  spent 
(Continued  on  page  UU) 
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Salesmaker  to  the  Central  South 
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SELL  THE  HEART  OF  VIRGINIA 

OVER  WMBG  RICHMOND^ 

The  quickest  way  to  get  results  in  the  South's  top-ranking  industrial  market 
is  through  the  station  that  sells  your  product  with  the  strongest  voice  — 
WMBG,  Richmond,  Virginia. 

WMBG's  recent  changes  in  transmitting  equipment  have  added  84,968 
families  to  its  regular  listeners.  But  still  more  important,  this  increase  in 
signal  strength  (which  approximates  an  increase  in  power  up  to  10,000 
watts)  gives  WMBG  the  most  penetrating  coverage  within  its  service  area. 
Add  top-flight  NBC  and  local  programming  to  this  picture  and  you  have 
the  lion's  share  of  one  of  the  nation's  most  important  markets. 
This  improvement  in  service  to  listeners  and  advertisers  is  typical  of 

WMBG's  leadership  throughout  its  twenty-six  year  history.  WMBG  was 
the  first  commercial  station  in  Virginia ...  the  first  in  Richmond  to  broad- 

cast daytime  programs . . .  the  first  to  own  its  own  buildings . . .  the  first  to 
own  a  short-wave  mobile  unit  and  recording  equipment... the  first  to  use  a 
directional  antenna.  It  was  the  first  station  in  Richmond  with  FM  (WCOD) 
...the  first  in  the  entire  South  to  build  a  television  station  (WTVR)  — the 
three  deservedly  known  today  as  the  "First  Stations  of  Virginia". 
As  exclusive  representatives  of  WMBG  for  the  past  twelve  years,  John 
Blair  &  Company  knows  how  successfully  this  pioneer  station  has  moved 
goods  for  scores  of  spot  radio  advertisers.  Today,  WMBG  is  better  equipped 
than  ever  to  do  the  same  for  you ...  contact  your  John  Blair  man  today. 

INTERIOR  of  WMBG  transmitter  building.  WMBG  now  uses  FM  tower  as  radiator  of 
AM  signal,  providing  a  very  substantial  increase  in  WMBG  coverage  of  the  State  of  Virginia. 

JERRY  LANE,  whose  popular  woman's  program  "Home 
j§j|    Edition",  features  such  guest  stars  as  Maggi  McNellis. 



THE  JOHN 

/IRGINIA'S  MOST 

BLAIR  WAY 

PROGRESSIVE  RADIO  STATION 

VIRGINIA  STATE  CAPITOL 
BUILDING.  Richmond  holds  the  in- 

dustrial rank  of  first  in  the  South  and 
fourteenth  in  the  Nation,  based  on  value 
of  manufactured  products.  It  is  the  cig- arette capital  of  the  country,  the  trade 
center  of  the  South  Atlantic  region.  Its 
unusual  economic  stability  stems  from 
steady  and  widely  diversified  employ- ment in  strong  consumer  goods  industries. 

NEWTON  THOMAS,  emcee  of  "The  1380  Club" 
and  a  favorite  with  WMBG's  big  morning  audiences. 

JOHN  BLAIR  &  COMPANY 
specializes  in  radio  rep- 

resentation exclusively. 
Since  we  are  entirely  re- 

moved from  any  other 
operation  or  function,  we 
are  able  to  give  the  sta- 

tions we  represent  our 
full  time  and  our  full 

efforts  ...  as  specialists  "^^*\    £■  COMPANY in  selling  via  spot  radio. 

JOHN 

BLAIR 

REPRESENTING  LEADING  RADIO  STATIONS 

WALTER  A.  BOWRY  JR.,  Assistant  General  Manager. 

CHARLIE  SPEARS,  mailman's  bur- 
den with  his  "Western  Request  Time" 

RALPH  JONES,"The  Timekeeper",  keeps  listen- ers tuned  to  news  of  time  and  weather,  music. 



Quiimn  all  Time  Buyers: 

What  do  you 

\Z  Tf.   look  for  when 

you  buy  Timfi  ? 

you  consider  the 

MARKET 
The  Memphis  market  is  certainly  of 
prime  consideration — a  2  billion  dollar 
market  that  ranks  first  nationally  in  vol- 

ume of  wholesale  sales  per  establishment. 

you  choose  the 
station  that 

REACHES  THAT  MARKET 

WMC,  with  its  5000  watts  both  day  and  night, covers  the  more  than  800.000 
radio   homes  in  this  vast market. 

you  choose  the  itjyr 
station  that  successfully 
sells  that  market 
and  WMC  has  demonstrated  time  and 
again  that  its  programs  are  geared  to 
this  market.  Many  advertisers  have  run 
continuously  for  10  years. 

and  lastbtttnot  least, 
you  choose  the 
station  ACCEPTED 
BY  THE  COMMUNITY 

and  WMC,  aware  of  its  responsibility  in  the 
community  has,  since  1923,  enjoyed  a  loyal 
following  of  thousands  of  listeners  who  have 
turned  to  WMC  for  information  and  enter- tainment. 

because  you  consider  ALL  these 
things ...  in 
Memphis  the 
choice  of 
Kmc  buyers  is 

consider  Hkk 

WMC 
M    E    M    P  H 

NBC- 5000 
WATTS -790 
National Representatives, The  Branham Company 

WMCF  260  KW  Simultaneously  Duplicating  AM  Schedule 
WMCT    First  TV  Station  in  Memphis  and  the  Mid-South 

Owned  and  Operated  by  The  Commercial  Appeal 

Impact 
(Continued  from  page  U0) 

by  adults  listening  to  radio),  we 
can  estimate  the  average  amount 
of  radio-tune-in  time  spent  by 
adults  during  a  typical  7-day  week. 
Additionally,  our  data  allow  a 
similar  computation  for  newspaper- 
reading,  so  that  a  comparison  of 
the  media  is  possible. 

The  average  adult,  living  in  a 
home  with  at  least  one  radio  set  and 
at  least  one  regularly  received 
newspaper,  spends  19.5  hours- per-week  listening  to  radio,  and 
6.8  hours-per-week  reading  news- 

papers. Adult  residents  of  the  television 
homes  in  our  sample  spend  ap- 
proximately: 

27.3  hours-per-week  viewing  televi- 
vision; 

15.5  hours-per-week  listening  to  ra- 

dio; 

7.2  hours-per-week  reading  news- 

papers. However,  since  only  37%  of  the 
market  homes  were  equipped  for 
TV  reception,  a  better  comparative 
criterion  would  be  the  total-num- 
ber-of-adult-hours  spent,  during 
some  time  period,  listening  to  radio, 
viewing  television  and  reading 
newspapers. 

The  8,612  adults  living  in  the 
3,500  sample  households,  spend, 
during  a  typical  week: 
$  164,200  hours  in  radio  listen- 

ing. 

#  87,600  hours  in  televiewing. 
9  55,200  hours  in  reading  news- 

paper. Though  these  are  approximations 
(they  have  been  rounded  to  the 
nearest  100-hours),  they  clearly 
show  that  significantly  more  adult- 
hours  are  spent  listening  to  radio, 
than  are  spent  reading  newspapers 
and  televiewing  combined.  Though 
these  statistics  are  based  on  a 
relatively  small  sample  of  the  total 
market  population,  the  proportions 
would  hold  (if  the  sample  is  repre- 

sentative) their  approximate  re- 
lationship for  the  entire  popula- tion. 

On  the  basis  of  1949  BMB  data 
(Report  No.  2),  there  were  ap- 

proximately 260,500  radio  homes 
within  60  miles  of  Louisville  in  the 
Spring  of  1949.*  Projecting  our  own 
statistics  to  cover  the  present-day 
total  population  in  the  area — ap- 

proximately 313,700  homes  —  we find  that  there  are  now  (June  1951) 
approximately  306,500  radio-equip- 

ped homes  in  the  market.  An  in- crease of  some  18%  during  the 
two-year  period! 

Admittedly,  such  a  projection 
could  be  dangerous.  While  we  have 
full  confidence  in  the  representa- 

tiveness of  our  sample  and  in  the 
projectibility  of  the  statistics  we 
obtained  in  it,  the  BMB  data — ob- 

tained, as  they  are,  on  the  basis 
of  responses  to  a  mail-question- 

naire— are  of  questionable  validity. 
This  limitation  is  especially  signi- 

ficant when  we  realize  that  the 
people  most  likely  to  ignore  such 
a  questionnaire  are  those  who  do 
not  have  radio  in  their  homes.  How- 

ever, duly  discounting  for  the  pos- 

sibility that  the  1949  BMB  estimate 
was  too  low,  it  is  clearly  evident 
that  the  Louisville  radio  market 
has  grown  materially  during  the 
recent  past.  And,  this  increase  in- volves the  density  as  well  as  the 
comprehensiveness  of  coverage. 

With  its  unique  ability  to  reach 
customers  in  places  and  situations 
where  the  visual  media  cannot  fol- 

low, radio  will  continue  to  hold  its 
important  place  among  the  media available  in  this  market.  As  older 
model  cars  are  retired  and  replaced 
by  newer  models  (which  are  usually 
radio-equipped),  this  continued  ex- 

pansion will  probably  be  greatest 
among  the  auto-owning  members 
of  the  population — the  merchandis- ers' "bread  and  butter!"  Additional- 

ly, we  found  an  increasing  number 
of  sets  in  kitchens  and  other  utility 
rooms  (places  verboten  to  video), 
where  the  housewife  is  able  to  con- 

tinue her  radio  listening  as  she 
performs  her  every-day  household 
chores.  Clearly,  radio  is  still 
"champ"  in  Louisville! 

*  Our  60-miles-of -Louisville  circular survey  area  includes  34  Kentucky  and Indiana  counties,  in  whole  or  in  part. Since  the  BMB  data  are  presented  in 
terms  of  'county  units,'  we  have  had to  systematically  estimate  the  proper 
pro-ration  to  cover  the  market  terri- tory we  surveyed.  This  figure — 260,500 radio  homes — represents  our  best  esti- mate of  the  1949  circulation  picture. 

NU-PAX  CAMPAIGN 
Start  in  N.  Y.  Market 

ONE  of  the  biggest  advertising  and 
merchandising  campaigns  ever  em- 

ployed to  introduce  a  new  drug 
product  to  a  single  market  will  be launched  next  month  in  New  York 
for  Nu-Pax,  manufactured  by 
Somnyl  Pharmacal  Corp.  of  Amer- ica, N.  Y.,  through  its  agency, 
Emil  Mogul  Co.,  N.  Y.  The  total 
budget  for  1952  will  run  from 
$500,000  to  $1,000,000,  depending 
on  results  of  opening  drive. 

Radio  and  TV  will  be  used.  Head- 
ing the  radio  lineup  will  be  the 

Humphrey  Bogart-Lauren  Bacall show  Bold  Venture,  a  ZIV  package, 
Sunday  5:30-6  p.m.  on  WNBC,  New 
York.  In  addition,  the  schedule  on 
that  station  includes  a  quarter-hour 
Sunday  of  the  Tex  and  Jinx  pro- 

gram, the  three-hour  House  of  Mu- sic show  on  Saturday  afternoons 
and  the  morning  Bob  and  Ray 
show,  Monday  through  Saturday, 
Skitch  Henderson,  afternoon  and 
nighttime  shows  Monday  through 
Friday,  plus  Bill  Stern  across  the 
board,  Monday  through  Friday. 

In  addition  Nu-Pax  will  partici- 
pate on  the  following  WNBT-TV shows:  Date  in  Manhattan  and  the 

new  Wayne  Howell  Show. 
The  agency  is  also  planning  to introduce  a  novel  twist  in  their 

use  of  station  posters  to  merchan- dise the  radio  and  TW  shows.  They 
are  preparing  a  series  of  stickers, 
each  featuring  one  of  the  radio 
and  TV  personalities  used  by  Nu- Pax  on  its  radio  and  TV  schedule. 
Each  poster  will  carry  one  of  these 
stickers,  so  that  consumers  will  see 
as  many  as  half  a  dozen  different 
ones  in  a  single  day  and  will  get 
some  idea  of  the  array  of  talent 
promoting  the  new  product. 
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^rom  the  nbc  spot  sales  ̂Best-seffer  Group 

i'W.           ,„4  #m 
1  BIST 1  MEDIA  BUY 

BEST 
3UY 

.  ics  y 

Xhc Zke 
17tk  State New  york  J Story 

Story 

hj  WGY WNBC 

BEST MEDIA  BUY SERIES 

Northeastern 
Ohio  Story 

BEST 
MEDIA  BUY SERIES 

by  WTAM       ^  WMAQ 

AT  LAST! 

intimate 

jacts 
from  the 

Nation'
s 

Capita
l 

Percenters  Exposed!  Spot  sched- 
ules on  WRC  penetrate  82%  of 

the  District's  radio  homes  and  80% of  those  in  four  other  key  area  cities 
as  well.  The  largest  magazine,  by 
comparison,  reaches  only  19%  of 
Washington's  families  .  .  .  the  lead- ing newspaper  only  52%  ...  and 
even  television  a  potential  62%. 
Pentagonal  Maze!  WRC  covers  the 
30-county  trading  areas  around  the 
Capital  in  addition  to  Metropolitan 
Washington  itself — all  at  one  time 
with  a  single  appropriation. 

BEST 
MEDIA  BUY SERIES 

Vke 

Million- 

and-a-half 

Story 

by  KOA 

BEST 
MEDIA  BUY 

SERIES 

Zke 
Northern California 

Story 

by  KNBC 

Headlines  and  Bylines!  WRC  is 
nation's  most  important  news 
station  in  country's  most  news- conscious  city;  originates  much 
of  NBC's  award-winning,  au- thoritative reporting.  Originates 
Bill  Herson  to  the  largest  audi- 

ence in  Washington  at  the  lowest 
cost-per-1000  (45(0  of  any  morn- ing disc  jockey. 
Hostest  with  the  Mostest! 
WRC  is  Washington's  most  pop- ular station:  largest  total  BMB 
weekly  and  daily  audience  in  D. 
of  C.  metropolitan  area  day  and 
night  .  .  .  largest  combined  audi- 

ence in  entire  area's  cities. 

Your  own  Lobbyists!  WRC's stars  sell  the  Capital.  Bill  Herson 
—  on  since  1932  —  6  to  10  each 
morning.  Nancy  Osgood — house- 

wife's darling  since  1944 — 1:15 
to  1:45  each  weekday.  Earl  God- 

win— dean  of  Washington  com- 
mentators—  noon  and  6:15  pm 

news.  Here's  Archer — Gene  Ar- 
cher's daily  music  show — 12:15 

to  1:15  pm.  Batter's  Platters — 7 to  7:30  pm  M-F  and  The  Mac  Mc- 
Garry  Show  —  Sat.  and  Sun. 
11:30  pm-12:55  am. 

Get  all  the  facts  of  this  explosive  expose!  These  are  only  part  of  the 
story  why  WRC  is  your  best  media  buy  in  your  Washington — Maryland — 
Northern  Virginia  distribution  area — and  why  all  seven  major  market 
stations  represented  by  NBC  Spot  Sales  are  the  best  buys  in  their  areas. 
And  that's  only  one  reason  why  first  calls  just  naturally  are  put  in  to NBC  Spot  Sales.  Serving  only  seven  key  radio  stations,  your  NBC  Spot 
Salesman  has  the  time  to  devote  to  your  account  .  .  .  the  knowledge,  or- 

ganization and  research  service  to  show  what  Spot  can  deliver  for  you 
in  the  nation's  key  markets  .  .  . 

via  Radio,  America's  No.  1  mass  medium 

Here  are  the  Authors  of  the  7  NBC  SPOT Best-sellers. 
WNBC  New  York  KOA  Denver 
WMAQ  Chicago  KNBC  San  Francisco 
WTAM  Cleveland  WGY  Schenectady- 
WRC  Washington  Albany-Troy 

Represented  by 
NBC  SPOT  SALES 

New  York   Chicago    Cleveland    San  Francisco  Hollywood 
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TALENT  PAY  
   SalarY  Board  Group 

 *° study 
SALARY  problems  of  talent  in  the 
entertainment  industries  will  be 
tackled  Oct.  22  by  a  new  Talent 
Committee,  serving  as  an  advisory 
body  to  the  Salary  Stabilization 
Board. 

Procedure  for  talent  compensa- 
tion problems  will  be  recommended 

to  SSB  after  the  new  committee 
has  made  a  thorough  study,  includ- 

ing broadcasting  and  telecasting 
employment.  The  entertainment 
industries  have  so  many  special 
problems  in  compensating  artists, 
performers  and  related  personnel 

WNXT 

that  SSB  set  up  the  advisory  com- mittee. 
First  meeting  of  the  committee 

was  held  Monday  in  New  York. 
Committee  chairman  is  Roy  Hen- drickson.  Other  members  are  Neal 
Agnew  and  Philip  Siff. 

Series  of  Conferences 
It  plans  to  hold  a  series  of  in- formal conferences.  These  are  to 

draw  suggested  methods  of  carry- 
ing out  the  Salary  Stabilization 

Act  in  the  entertainment  field  and 
proposed  regulations  by  which  most 
salary  problems  would  be  brought 

under  a  self-administering  proce- 
dure, avoiding  drawn-out  govern- ment red-tape. 

SSB's  jurisdiction  covers  per- sons not  represented  by  labor 
unions  in  their  collective  bargain- 

ing, dealing  mainly  with  executives, 
artists  and  professional  people. 
Union  wage  problems  come  under 
the  Wage  Stabilization  Board. 

Fifteen  groups  would  come  with- 
in the  committee's  jurisdiction under  a  proposed  lineup.  These 

would  be  actors;  extra  talent  in- 
cluding dancers;  producers  and 

associated  producers;  directors  and 

WNXT 

WNXT 

WNXT 

WNXT 

PORTSMOUTH,  OHIO 

1,000  WATTS  •  1260  ke 

WSm 

ABC  PROGRAMS 

Now  you  can  cover  the 
entire  Portsmouth,  Ohio, 

market. ► 

From  the  fertile  farm  lands  of  Ohio  to  the  rich 

Kentucky  coal  fields  —  the  1,000  watt  voice  of 

WNXT  will  deliver  your  sales  story  to  80,000 

families. 

In  Portsmouth,  Ohio,  now, 

it's  the  station  that  .  .  . 

TELLS  MORE... 

SELLS  MORE WNXT 
Represented  by 

EVERETT-McKINNEY,  Inc. 

producer-directors;  assistant  direc- 
tors, including  technical  directors; dance  directors;  writers;  song 

writers,  music  and  lyrics;  com- 
posers; musicians;  art  directors; wardrobe  designers ;  cameramen, 

assistant  and  operative  camera- 
man; sound  engineers,  profes- sional ;  film  editors. 

Under  the  Defense  Act  setting 
up  the  Economic  Stabilization  Ad- ministration, wages  were  frozen  as 
of  last  Jan.  25.  No  raises  or 
bonuses  are  allowed  except  as  pro- 

vided in  a  series  of  regulations, 
but  many  of  the  wage  situations 
in  the  entertainment  industries  do 
not  come  within  the  regulations. 
Creation  of  the  SSB  Talent  Com- 

mittee is  designed  to  give  industry 
a  chance  to  handle  its  own  affairs. 

Those  desiring  to  submit  cases 
or  recommendations  to  the  com- 

mittee are  asked  to  file  requests 
in  quadruplicate  to  Joseph  D. 
Cooper,  executive  director,  Salary 
Stabilization  Board,  Room  1042, 
Federal  Security  Bldg.  South, 
Washington  25,  D.  C.  Requests 
must  be  filed  by  3  p.m.  Oct.  10. 

The  committee's  Oct.  22  informal session  will  be  held  in  the  Bar 
Assn.  Bldg.,  42  W.  44th  St.,  New York. 

INGENUITY  PAYS 
KCJB,  KSJB  Buy  Tent 

KCJB  Minot  and  KSJB  Jamestown, 
N.  D.,  composing  the  Dakota  Radio 
Network,  solved  the  problem  of 
covering  two  state  fairs  this  season 
by  purchasing  a  huge  tent. 

For  the  Minot  fair,  KCJB  moved 
all  operations  from  sign-on  to 
sign-off  into  the  tent  and  used  the 
program  label,  KCJB  Big  Top 
Radio  Theatre. 

Three  weeks  later,  KSJB  used 
the  tent  for  the  KSJB  Big  Top 
Radio-Television  Theatre  to  cover 
the  Red  River  Valley  Fair  in 
Fargo.  TV,  still  in  the  future  to 
most  Dakotans,  was  brought  in 
through  cooperation  of  DuMont 
Television  Inc.  Broadcasts  from 
each  of  the  fairs  were  fed  to  both 
stations  over  the  DRN.  Sponsor 
tie-in  was  fostered  by  inviting 
sponsors  to  display  their  products 
along  the  tent  sides. 
KCJB  also  conducted  a  series, 

Picnic  Party,  in  a  public  park 
featuring  area  bands  and  amateur 
talent  in  addition  to  staff  person- 

nel. Series  was  sold  on  a  par- 
ticipating basis  to  local  sponsors, 

including  a  soft  drink  bottling  firm, 
a  savings  bank  and  an  ice  cream company. 

Contract  to  GE 
CONTRACT  for  extensive  ad- 

ditional microwave  equipment  for 
military  use  has  been  awarded  to 
General  Electric  Co.,  Dept.  of 
Army  announced  Sept.  23.  Equip- ment will  be  used  to  improve  Army 
communications  systems  overseas 
and  to  provide  reserve  facilities  in U.  S. 
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Every  Grocery  Store  in  the 

KFABarea  has  a  Gash  fegisto 

BY  CARL  DENNISON 
DIVISION  MANAGER 
BOYLE  MIDWAY,  INC. 
MANUFACTURERS  OF  AEROWAX 

Nonsense!  Maybe!  But  it  makes  sense  when  you  learn  more  about  those 
cash  registers. 

There  are  approximately  6,350  grocery  store  cash  registers  in  the  KFAB 
area.  They  ring  up  over  $423,700,000  every  year.  A  vast  majority  of 
those  dollars  are  for  sales  made  for  KFAB  advertisers.  Pretty  important 
money!  And  when  you  consider  the  low  selling  cost  by  using  only  one  BIG 
station  to  help  make  the  sales,  KFAB  becomes  pretty  important,  too! 

Also,  Mr.  Grocer  is  a  pretty  important  man  in  the  KFAB  area.  When  you 
get  to  know  him,  you  get  to  like  him.  You  learn  that  he  is  quick  to  grasp 
new  merchandising  ideas,  alert  to  new  product  possibilities.  You  start  a 
-demand  for  your  product  over  KFAB  and  he  will  meet  you  more  than  half 
way  in  seeing  that  that  demand  is  satisfied. 

If  you  have  a  grocery  item,  there's  space  on  the  grocers'  shelves  for  it — 
and  the  cash  registers  will  ring  up  sales  when  you  put  KFAB  to  work  help- 

ing create  a  demand.  KFAB  has  one  availability  now  that  may  interest  you. 
Get  in  touch  with  FREE  &  PETERS  or  phone  Harry  Burke. 

Represented  by  FREE  &  PETERS  Inc.   -   General  Manager,  HARRY  BURKE 
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gfSrl  Styl
e  Selling  by  

Radio 

Juster's  Has  25|Years  of  Proof JUSTER  BROS.,  famed  Minne- apolis   men's    store,  always does  things  in  style,  including 
its  programs  on  KSTP  there. 

Ever  since  P.  B.  Juster  left  a 
small  shop  in  Aberdeen,  S.  D.,  to 
invade  the  metropolis  of  the  North- 

west, he  has  thought,  dreamed  and 
sold  "style." 

Today  Juster's  is  a  household word  far  out  into  the  rich  Min- 
nesota buying  area.  In  national  re- 

tail circles  the  store  is  widely 
known  because  of  its  emphasis  on 
style. 

Things  weren't  always  so  cozy, 
though.  When  "P.  B.,"  as  he  is 
fondly  called,  first  hit  Minneap- 

olis in  1914  he  opened  a  store  op- 
posite the  Nicollet  Hotel,  with 

Harry  Browar  as  partner.  Busi- ness boomed  until  1916  when  World 
War  I  struck  its  brutal  blow. 
Mr.  Browar  and  his  lawyer 

wanted  to  go  into  bankruptcy  but 
Mr.  Juster  fought  the  idea  and 
wound  up  by  buying  out  his  part- ner and  nursing  the  store  through 
the  crisis. 

As  the  store  grew,  Mr.  Juster 
was  joined  by  a  brother  and  the 
store    policy    gradually  changed 

from  a  tailor-made  suit  house  to 
a  ready-made  store  with  emphasis 
on  clothing  for  the  younger  man. 

First  venture  into  radio  was  a 
quarter-century  ago  and  the  Juster 
business  may  truly  be  said  to  be  a 
radio-promoted  enterprise,  with 
principal  emphasis  on  institutional advertising. 

The  initial  radio  excursion  in 
1926  was  an  hour  show  with  a 
20-piece  band  and  full  talent  staff, 
all  for  the  staggering  sum  of  $50 
per  program.  Today  the  store  in- 

vests $180  in  each  of  its  quarter- hour  newscasts. 
That  pioneer  show  was  a  variety 

job,  with  dramatic  skits  and  live 
music.  Later,  Juster's  turned  to disc  jockey  shows  and  then  to newscasts. 

Mr.  Juster  had  a  hunch  as  he 
listened  to  those  first  news  pro- 

grams on  behalf  of  his  store.  Soon 
he  started  broadcasting  from  his 
home,  where  he  entertained  visit- 

ing celebrities — and  put  them  on 

the  show.  He  took  an  active  part 
in  all  the  store's  broadcasts,  an- 

swering style  questions  submitted 
by  listeners  and  giving  commen- taries on  new  style  trends  and 
developments  in  the  clothing  in- 

dustry. These  style  quiz  episodes 
developed  wide  audience  interest, 
as  evidenced  by  the  large  quantities 
of  mail  bringing  questions  for  "P. B."  to  answer. 

The  main  commercial  approach 
on  the  broadcasts  has  been  in- 

stitutional, though  Juster's  direct- selling  messages  have  been  pro- ductive. The  main  effort  is  institu- 
tional because  the  store  wants  to 

keep  hammering  on  its  leadership 
as  a  style  center,  not  only  in  the 
Twin  Cities  but  in  the  country. 

"P.  B."  is  the  authority  for 
Juster's  promotional  policy  as 
exemplified  on  its  newscasts.  He 
says,  regarding  radio: 

"The  pattern  followed  by  Jus- 
ter's in  its  radio  approach  has served  to  establish  Juster  Brothers 

Mr.  JUSTER 

as  one  of  the  nation's  style  cen- ters. Radio  gave  us  the  opportunity 
to  talk  'style'  to  the  people  in  our 

(Continued  on  page  50) 

RADIO  HAS  IMPACT  IN  ORLANDO,  FLORIDA! 

250,000 

LISTENERS  TELEPHONE  WLOF  ANNUALLY! 

Three  of  WLOF's  disc-jockey  shows  are  telephone  re- 
quest programs.  WLOF's  staff  of  operators  take  tele- 
phone calls  every  Saturday  afternoon  from  1 :00  PM 

until  6:00  PM  for  the  BOB  KEITH  SHOW.  The 
operators  accept  calls  every  Saturday  Night  from  7:30 
until  1 :00  AM  for  MOONDIAL  TIME.  The  staff  takes 
calls  on  Sunday  Nights  from  6:00  PM  until  1:00  AM 
for  the  MERRY-GO-ROUND.  More  than  250,000  tele- 

phone requests  are  accepted  by  the  station  annually. 
Yes,  Radio  has  IMPACT  in  Orlando  and  all  of  Central 
Florida! 

FOR  SPOT  AVAILABILITIES  CONTACT- 
PAUL  H.  RAYMER  COMPANY,  INC. 

WLOF 

"FLORIDA'S  SWEET  MUSIC  STATION" 

5000  WATTS  •  950  KC  •  MBS  NETWORK 

ORLANDO,  FLORIDA 

J.  ALLEN  BROWN 
VICE-PRESIDENT  &  GENERAL  MANAGER 

Page  48    •    October  1,  1951 BROADCASTING    •  Telecasting 



YANKEE  PERSONALITIES 

who  give  you  ready  acceptance  in  New  England  homes. 

with 

THE  YANKEE  HOME  TOWN  FOOD  SHOW 

 jjeaiuAinxj,  

RUTH  MUGGLEBEE 

Woman's  Editor  Boston  Record-American  and  Sunday  Advertiser 

a*u&  BILL  HAHN 

Yankee  Radio  and  Television  Personality 

Monday  thru  Friday  1:15  to  1:45  p.m. 

Let  your  Petry  Man  show  you  how  inex- 
pensive and  how  effective  the  Yankee 

Home  Town  Food  Show  really  is  .  .  .  You'll 
be  amazed  when  you  see  the  promotion 

and  merchandising  plan  behind  it. 

THE  YANKEE  NETWORK 

DIVISION  OF  THOMAS  S.  LEE  ENTERPRISES,  INC. 

21  BROOKLINE  AVENUE,  BOSTON  15,  MASS.   
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Style  Selling 
(Continued  from  page  48) 

territory  in  an  effective  manner. 
"The  response  to  listeners'  style 

questions  helped  to  establish  Jus- 
ter's  as  the  Northwest's  style  cen- ter. We  like  our  present  news 
format  because  newscasting  ties  in 
beautifully  with  our  aim  to  broad- 

cast style  news." 
Juster's  sponsors  a  15-minute newscast  three  times  a  week  on 

KSTP. 
Agency  is  Bozell  &  Jacobs,  Min- 

neapolis, with  Ken  Schlasinger  as 
account  executive. 

Breakdown  of  Budget 
The  store  spends  6%  of  gross 

receipts  on  advertising,  divided 
roughly  35%  on  radio,  TV  and 
billboards  and  65%  on  newspapers. 
The  annual  radio  investment  is 
about  $18,000. 

Each  autumn  the  store  sponsored 
a  half-hour  football  program  on 
WCCO  Minneapolis,  featuring 
Bernie  Beirman,  U.  of  Minnesota 

coach.  Coach  Beirman  resigned, 
but  plans  for  a  new  show  are  in 
the  works.  Last  year  Juster's experimented  with  TV  and  has  a 
visual  program  under  discussion. 

Get  Tax  Aid 

ANTI-GAMBLING  BILLS  *K3? 
WHETHER  anti-gambling  legislation  will  get  through  the  Senate  be- 

fore its  scheduled  adjournment  this  month  is  a  toss-up. 
The  Senate  Interstate  &  Foreign  Commerce  Committee  last  Wednesday 

cleared  its  decks  of  the  four  bills  it  held  hearings  on  in  the  past  fortnight 
[Broadcasting    •    Telecasting,    * — ■  ■ — 

CERTIFICATES  of  necessity  for 
accelerated  tax  amortization  on  new 
or  expanded  defense  plants  have 
been  announced  by  the  Defense 
Production  Administration  follow- 

ing the  conclusion  of  a  60-day 
moratorium  on  applications.  Ap- 

proved were  these  percentages  of 
requests  for  writeoffs  from  elec- 

tronics firms:  Federal  Telecom- 
munication Labs,  military  items, 

90%;  RCA,  military  items,  75%; 
Standard  Tool  &  Mfg.  Co.,  elec- 

tronics, 80%;  Globe-Union  Inc., 
electronic  parts,  two  requests  75% 
each.  Above  cases  were  not  sub- 

ject to  the  general  moratorium 
asked  by  Defense  Mobilizer  Charles 
E.  Wilson. 

Sept.  24].  The  bills  are  S  1563, 
1564,  1624  and  2116. 

While  some  conflicts  are  present 
in  the  bills,  in  general  they  would 
make  it  tougher  for  the  gambler  to 
get  his  betting  information  via radio. 

Capitol  Hill  authorities  noted 
that  ordinarily  the  bills  would  not 
have  a  chance  to  hurdle  the  glut  of 
legislation  piling  up  at  the  Senate's finish  line.  However,  key  sponsors 
of  the  majority  of  the  bills,  Sens. 
Herbert  R.  O'Conor  (D-Md.)  and 
Estes  Kefauver  (D-Tenn.),  present 
and  past  chairmen  of  the  Senate 
Crime  Investigating  Committee  re- 

spectively, have  the  means  to  push 
the  measures  if  they  so  desire. 

Approved  by  the  committee  in 

245  280  HOURS        **  y»> 

of  the  best  in  NEWS,  MUSIC  and  SPORTS 

YOU'LL  have  to  look  among  the  KDKA's 
and  the  KYW's  to  find  another  station  so 
long  established,  so  much  a  part  of  com- 

munity life  as  WEXL,  Royal  Oak. 
So  carefully  has  WEXL  been  tuned  to 
the  wants  and  needs  and  desires  of  this 
metropolitan  Detroit  community,  that 

you'll  find  99%  radio  ownership — 105,- 493  radio  homes! 

For  surburban  rate  coverage  of  the 
"Motor  City,"  remember  WEXL  .  .  . 
Michigan's  first  independent  station. 

on  Michigan's  first 
independent 

station 

"toUKn  SERVING  105,493  VS» 
Jacob  B.  Sparks,  Pres.  &  Gen.  Mgr.  •  Garnet  G.  Sparks,  V.  P.  &  Ch.  Eng.  •  Gordon  A.  Sparks,  Sec'y-Treas.  &  Mgr. 

numerical  order: 
#  S  1563 — Would  require  per- 

sons engaged  in  dissemination  of 
gambling  information,  particularly 
wire  services,  to  be  licensed.  Radio 
and  television  stations  are  exempt- ed. Committee  amended  this  bill  to 
transfer  the  licensing  authority 
from  the  FCC,  as  originally  intend- 

ed, to  the  Jusice  Dept.  This  is  in 
line  with  Chairman  Wayne  Coy's recommendation. 
#  S  1564  —  Is  the  so-called "knothole"  bill.  It  is  aimed  at  pro- 

hibiting transmission  in  interstate 
commerce  of  gambling  information 
of  a  sporting  event  that's  obtained 
without  consent  "of  the  person  con- 

ducting such  a  sporting  event." This  bill  has  no  effect  on  broad- 
casters. 

£  S  1624  —  Would  prohibit 
broadcasting  of  gambling  informa- tion, transmission  of  bets  or 
wagers  by  means  of  interstate  com- munications, prohibit  interstate 
transportation  of  gambling  devices 
and  extend  criminal  law  against 
lottery  information  to  include 
"gambling  enterprises." 

This  bill  is  perhaps  the  vague 
one  for  the  broadcaster.  It  refers 
to  a  ban  on  broadcasting  informa- 

tion of  "gambling  enterprises." What  the  term  means  is  unclear 
in  the  legislation.  S  1563  defines 
"gambling  information"  as  infor- 

mation concerning  "horse  racing 
or  dog  racing  events  or  betting  in- formation concerning  any  other 

sporting  event." #  S  2116  (introduced  by  Sen. Ed  C.  Johnson,  chairman  of  the 
Senate  Interstate  &  Foreign  Com- 

merce Committee)  —  Would  pro- hibit interstate  transmission  of 
gambling  information  prior  to  time 
a  horse  race  is  held  but  permit 
broadcasts  or  telecasts  of  the  ac- 

tual event.  It  would  make  it  a  crime 
to  transmit  "bets  or  wagers,  the scratches,  jockey  changes,  weights, 
probable  winners,  betting  odds  or 
changes"  prior  to  the  running. 

Change  By  Committee 
The  committee  amended  this  bill 

so  as  to  prohibit  violations  of  the 
wire-tapping  statutes,  and  exempt common  carriers  unless  local  law 
enforcement  officials  say  a  certain 
facility  is  being  used  for  illegal 
gambling. 

While  some  legislation  conceiv- 
ably could  pass  the  Senate  soon,  the 

fate  of  the  bills  in  the  House  is 
more  doubtful.  It  is  expected  that 
the  House  Interstate  &  Foreign 
Commerce  Committee  would  want 
to  hold  hearings  on  the  bills. 

If  Congress  continues  along  its 
present  pace,  which  has  the  ear- markings  of  a  lawmaking  rush  in 
the  last  days  before  adjournment, 
it  looks  like  next  year's  session  will do  the  honors  on  anti-gambling. 
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'We're  from  Milwaukee  and  we  want  you  to  see 

that  your  $  $  $  go  farthest  onWEM  P" 
HIGH  HOOPERS!  LOWER  RATE! 

PROBLEM:  How  to  budget  $125.00  per  week  in  i 
Milwaukee?  g 
ANSWER:  On   WEMP:  \ 

$108  per  week  buys  14  -  1  Min.  or  100-word  Announcements  ] for  52  weeks 

5  ti.  weekly  in  the  "Coffee  Club",  3.5  Hooperating 
5  ti.  weekly  in  the  "1340  Club",  4.6  Hooperating 
4  ti.  weekly  in  the  "Old  Timers  Party",  4.2  Hooperating 

Total  Daily— 12.3  Hooperating* 
Total  Weekly — 57.3  Hooperating 

ON  NET  STATION  #1* 

$122.50  Buys  5  -  100-word  Announcements  for  52  weeks 
5  ti.  weekly  in  the  Early  Morning  Show,  6.6  Hooperating 

Total  Daily— 6.6  Hooperating* 
Total  Weekly— 33.0  Hooperating 

Note:  Computation   is  for   100  words  on   Network   Station    #1       r  , 
cost  would  be  $203.75  per  week.  '  Min- 

*All  Hooperatings  based  on  Ocl.-Feb.,  1951 
Comprehensive  using  highest  individual  15- 
minule  strip  rating,  8:00   A.M. -6:00  P.M. 

ON  NET  STATION  #2* 
$116.20  Buys  5-1-Min.  or  100-word Announcements  for  52  weeks 

5  ti.  weekly  in  the  Noonday  Program, 4.8  Hooperating 

Total  Daily— 48  Hooperating* Total  Weekly— 24.0  Hooperating 

For  $50,  $75,  $100,  $150  or  more,  you  can  buy 

2  times  the  audience  of  Network  Station  #1 
IVz  times  the  audience  of  Network  Station  #2 

Join  other  shrewd  national  advertisers  using  high-rated,  low-cost  saturation 

schedules  on   one  of  the   nation's  strongest  independent  stations! 

WEMP 
24  HOURS  OF  MUSIC,  NEWS  AND  SPORTS 

HUGH  BOICE,  General  Mgr.       •       HEADLEY  REED,  National  Rep. 
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His  ear  is 

to  the  ground 

"Legwork"  takes  many  forms  in  establishing  the  facts for  a  Fulton  Lewis,  Jr.  news  story.  He  keeps  his  ear  to 
the  ground — and  the  phones — to  fit  the  pieces  into  an 
informed  commentary.  As  Mr.  Lloyd  A.  Brown,  of  the 
General  Appliance  Co.,  wrote  to  station  KWWL  of 
Waterloo,  Iowa: 

"The  news  coming  out  of  Washington  these  days is  of  primary  concern  to  all  of  us.  Fulton  Lewis, 
Jr.  does  an  excellent  commentary  on  this  news, 
and  the  comments  of  our  customers  certainly  bear 
this  out. 

"Our  firm  has  shown  a  substantial  increase  in 
business  over  the  comparable  period  last  year 
since  our  sponsorship.  We  feel  that  this  increase 
must  be  attributed,  at  least  in  part,  to  the  program, 

"We  are  well  satisfied  with  the  results  and  plan  to 
continue  our  sponsorship  indefinitely." 

For  network  prestige  and  a  ready-made  audience, 
investigate  the  locally-sponsored  Fulton  Lewis,  Jr. 
program.  Though  currently  presented  on  more 
than  370  Mutual  stations  by  572  advertisers,  there 
may  be  an  opening  in  your  locality.  Check  your 
Mutual  outlet — or  the  Cooperative  Program  Department, 
Mutual  Broadcasting  System,  1440  Broadway, 
NYC  18  (or  Tribune  Tower,  Chicago,  11). 

Strictly  Business 
(Continued  from  page  18) 

in  the  medium  since  that  day. 
At  36,  Mr.  Griggs  today  is  sales 

manager  of  Griggs,  Cooper  &  Co., 
a  St.  Paul  food  firm.  His  interest 
in  radio,  together  with  a  practical 
business  Sense,  is  reflected  in  his 
advertising. 

The  food  firm  sponsors  the  Fri- 
day night  Diner  at  the  Adams 

show,  starring  Cedric  Adams,  over 
WCCO  Minneapolis-St.  Paul. 

Griggs,  Cooper  &  Co.  uses  this 
weekly  half -hour  to  sell  its  Home Brand  Poods  and  Minuet  Crackers. 

The  firm  recently  implemented 
the  schedule  with  a  Saturday  night 
spot  on  which  Mr.  Adams  voices 
late  news  to  the  upper  Midwest. 

Mr.  Griggs  puts  the  bulk  of  his 
advertising  budget  into  radio  and 
TV.  A  variety  of  shows  is  featured 
in  key  markets  of  the  Home  Brand area. 
Newscasts  are  sponsored  over 

KDAL  Duluth,  Minn.,  .  WNAX 
Yankton,  S.  D.,  and  KFYR  Bis- 

marck, N.  D. 
WDAY  Fargo,  N.  D.,  airs  the 

Smiley  Burnett  package.  A  half- 
hour  television  spot  at  5  p.m.  Sun- 

day over  WTCN-TV  Minneapolis- 
St.  Paul  features  the  Range  Riders. 

His  basic  advertising  policy  is 
simply  to  develop  merchandisable 
advertising  to  help  improve  dis- 

tribution of  Griggs'  products'.  In this,  Mr.  Griggs  values  highly  his 
two  main  allies,  radio  and  televi- sion. 

Griggs,  Cooper  &  Co.  began  in 1882  as  a  wholesale  feed  house. 
Ted  Griggs  is  the  fourth  genera- tion of  his  family  in  the  business. 
His  father,  Milton  W.  Griggs,  is 
president. 

Joins  Firm  in  '38 After  St.  Paul  Academy  and  Yale 
schooling,  he  spent  a  year  with 
General  Foods  in  its  New  York  of- 

fice. Then  he  entered  the  family 
firm  in  1938  as  a  student  salesman. 

Through  an  unassuming  willing- 
ness to  work,  Mr.  Griggs  rose  to 

become  branch  manager  and  assist- 
ant to  the  sales  manager  before 

enlisting  in  the  Air  Force  in  1941, 
before  Pearl  Harbor. 

His  service  career  included  the 
initial  B-29  bombing  mission  over 
Japan  out  of  China.  He  won  the 
Air  Medal  with  three  clusters,  the 
Distinguished  Flying  Cross  and  the 
rank  of  major.  He  rejoined  the 
firm's  liquor  division. 
The  company  today  consists  of 

four  divisions.  Mr.  Griggs'  job  is 
supervision  over  sales  and  adver- 

tising of  three  divisions,  those  of 
Home  Brand,  Minuet  Crackers  and 
Sweetest  Maid  specialty  food  prod- 

ucts (selling  candy  to  42  states). 
At  the  time  Mr.  Griggs  stepped 

into  the  top  sales  role,  major  poli- 
cies were  being  changed  to  keep 

apace  with  changing  times.  With 
typical  thoroughness,  he  evaluated 
every  sales  route,  account  by  ac- count. 

Six-foot  three-inch  Mr.  Griggs 
devotes  his  spare  time  to  his  fam- ily. He  has  three  boys,  aged  7,  4, 
and  20  months.  He  also  likes  golf- 

ing, sailing  and  hunting. 

K&E  BILLINGS  UP 
As  Lewis  Assumes  Presidency 

WILLIAM    B.    LEWIS,  newly- 
elected  president  of  Kenyon  &  Eck- 
hardt,   N.  Y.,   [Broadcasting  • Telecasting,  Sept.  24],  last  week 
assumed  his  duties  in  that  capacity 
with  the  addition  of  two  new  ac- 

counts totalling  close  to  a  million 
y       dollars,  plus  sev- e  r  a  1  personnel 

jS^*-1  Nj  changes. 
Ij^^HHHB  Mr.  Lewis,  who kVHEf  f        started  with  K  & 

iw^'^n  I  E  in  1944  as  vice b|E»||^;|'.  i     president  in i  chai  ge  of 
,^HK^  anc'  a  member  of 
«§3PfcfeL  j$  1     the  plans  board, 

rose   rapidly.  In 

Mr.  Lewis  1948  he  was named  adminis- trative executive  and  supervisor  of 
the  Ford  and  Lincoln-Mercury  ac- counts. Prior  to  1944  he  was  with 
the  OWI  in  Washington  and  before 
that,  with  CBS  as  vice  president  in charge  of  programming. 
With  the  appointment  of  the 

Hudson  Pulp  and  Paper  and  Men- 
nen  Products  Co.,  the  agency  will 
benefit  by  one  million  dollars.  Both 
accounts  used  radio  and  television. 

Dwight  Mills,  who  moves  from 
president  of  the  agency  to  chair- 

man of  the  executive  committee, 
was  also  named  account  supervisor 
for  Mennen.  Grayson  Lathorp  was 
appointed  account  executive;  B. 
Allen,  assistant  account  executive, 
J.  Campbell,  radio  and  television 
copy,  and  Bruce  Dodge,  radio  and 
TV  production  for  the  Mennen  ac- count. 
Among  the  additions  to  its  per- 

sonnel are  Tom  Frank,  assistant 
sales  service  manager  of  TV  at 
CBS-TV,  who  becomes  business 
manager  of  the  radio  and  television 
department;  and  Norris  D.  Kon- 
heim,  formerly  with  Grey  adver- 

tising, to  the  copy  department. 
Gerald  Link,  vice  president  and 

art  director,  has  been  elected  a 
member  of  the  board  of  directors. In  addition,  all  agency  copy 
writers  were  transferred  to  the 
radio  and  television  production  de- 

partment, under  supervision  of 
Garth  Montgomery,  vice  president 
in  charge  of  radio  and  television. 

Howard  F.  Vickery 
FUNERAL  services  were  held  last 
week  for  Howard  F.  Vickery,  50, 
assistant  director  of  UNESCO  re- 

lations for  the  State  Dept.  and 
liaison  between  the  department  and 
radio,  television  and  other  media 
representatives.  He  died  of  a  heart 
attack  in  his  home  Sept.  23.  A 
former  newspaperman,  Mr.  Vickery 
was  active  principally  in  UNESCO 
public  information  and  organiza- 

tion activities. 

LORD  Mayor  of  London,  Sir  Denys 
Lowson,  addressed  radio  audience  as 
well  as  his  hosts,  The  Pilgrims  of  the 
United  States,  when  he  spoke  at 
Waldorf-Astoria,  New  York,  Sept.  18. 
Speech  was  carried  by  CBS-Radio. 
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JUST  READ  WHAT 
THESE  INDEPENDENT 
THINKERS  SAY: 

mm 

're  an  Independent 

Advertiser  You  Make 

More  Sales 

Leading  independent  radio  stations  are  today's  best  buy! 

There's  something  about  being  independent  that  keeps  you  tough- 
ened up,  ready  to  tackle  any  job  that  requires  good,  honest,  hard 

selling.  At  any  rate,  you  will  find  in  radio  today  it's  the  leading 
independent  radio  stations  which  are  doing  a  truly  productive  sales 

job  for  national  advertisers.  Perhaps  you've  been  thinking  to  your- 
self, "I  ought  to  try  Independent  Radio."  Well,  now's  the  time  to 

act.  Write  for  all  the  facts  to  any  AIMS  station  listed  below. 

W<^ei„Cfeasin 

^U,te  *  number  of  t 

^counts."  
Crofn^ 

s THESE  ARE  THE  LEADING  INDEPENDENT  RAPIO  STATIONS: 

WCUE  -Akron,  Ohio 
WBMD  -Baltimore,  Maryland 
WBNY  -Buffalo,  New  York 
WJMO  -Cleveland,  Ohio 
KMYR   —Denver,  Colorado 
KCBC    — Des  Moines,  Iowa 
WIKY    — Evansville,  Indiana 
WCGC  —Hartford,  Connecticut 
WXLW  —Indianapolis,  Indiana 
WJXN  —Jackson,  Mississippi 
KLM  S    —Li  ncol  n ,  Nebraska 
WKYW  -Louisville,  Kentucky 
WHHM  —Memphis,  Tennessee 

They  are  all  members  of 
Stations— each  the  outstandi 

WMIE  —Miami,  Florida 
WMIL  —Milwaukee,  Wisconsin 
WKDA  —Nashville,  Tennessee 
WWSW— Pittsburgh,  Pennsylvania 
KXL  -Portland,  Oregon 
WHIM  -Providence,  Rhode  Island 
WXCI  —Richmond,  Virginia 
KSTL  —St.  Louis,  Missouri 
WMIN  -St.  Paul,  Minnesota 
KNAK  -Salt  Lake  City,  Utah 
KITE  —San  Antonio,  Texas 

KSON  —San  Diego,  California 
KYA  —San  Francisco,  California 
KING  -Seattle,  Washington 
KREM  —Spokane,  Washington 
WACE  —Springfield,  Massachusetts 
KSTN  —Stockton,  California 
WOLF  —Syracuse,  New  York 
KFMJ  -Tulsa,  Oklahoma 
WNEB  —Worcester,  Massachusetts 
WBBW  -Youngstown,  Ohio 

AIMS— Association  of  Independent  Metropolitan 
tig  independent  station  in  a  city. 

Aim  for  BULL 'S-BYE  results. ..with  the  AIMS  GROUP 
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POLITICAL  SHOWS 
MULTIPLE  issues  which  have 
the  political  broadcast  question 
were  lumped  together  in  one  bill 
and  dropped  in  the  legislators'  laps last  week. 

The  new  bill  seeks  a  clearly-de- 
fined path  in  the  cluttered  impasse. 

It  was  introduced  in  the  House  by 
Rep.  Walt  Horan  (R-Wash.) 

Rep.  Horan's  bill  (HR  5470) spells  out  in  no  uncertain  terms 
what  the  use  of  broadcasting  facili- 

ties by  candidates  for  public  office 
would  be  under  the  Communica- 

tions Act. 
It  goes  further  than  the  bills 

introduced  earlier  in  Congress  on 
political  broadcasts.  While  the 
bills,  (S  1379)  introduced  by  Sen. 
Ed  C.  Johnson  (D-Col.),  and  (HR 
4240)  by  Rep.  Mike  Mansfield  (D- 
Mont.),  would  bring  any  person 
"authorized"  by  a  political  candi- date to  speak  for  and  on  his  behalf 

under  the  same  coverage  of  the  Act 
as  it  pertains  to  the  political  candi- date himself,  the  new  bill  fs  even 
more  specific. 

The  Horan  bill: 
(1)  Denotes  legally  qualified 

candidates  "in  a  primary,  general 
or  other  election." 

(2)  Specifies  that  an  authoriza- 
tion to  speak  in  behalf  of  a  candi- date must  be  in  writing. 

(3)  Directs  that  the  broadcaster 
would  have  no  power  to  censor  or 
alter  or  in  any  manner  control  the material  so  broadcast. 

The  legislation  also  would  not 
make  the  broadcaster  liable  in  any 
civil  or  criminal  action  in  any  local, 
state  or  federal  court  for  the 
broadcast  of  the  material. 

The  bill  is  designed  to  clear  up 
such  dilemmas  as  that  created  by 
the  courts  in  the  Felix  vs.  Westing- 
house  case  [Broadcasting  •  Tele- 

New  Bill  Introduced 

casting,  April  23].  In  that  case, 
the  court  ruled  the  Communica- 

tions Act  does  not  prohibit  stations 
from  censoring  talks  by  persons 
who  are  not  candidates.  The  Su- 

preme Court  later  refused  to  re- 
view the  lower  court's  decision. The  bill  would  amend  Sec.  315 

of  the  Act.  Pertinent  parts  of  the 
bill  read: 

Sec.  315  (a)  If  any  licensee  shall  per- mit any  legally  qualified  candidate  for any  public  office  in  a  primary,  general, 
or  other  election,  or  any  person  au- thorized in  writing  by  such  candidate 
to  speak  on  his  behalf,  to  use  a  broad- casting station,  such  licensee  shall  af- ford equal  opportunities  in  the  use  of such  broadcasting  station  to  all  other such  candidates  for  that  office  or  to persons  authorized  in  writing  by  such 
other  candidates  to  speak  on  their  be- half. 

(b)  The  licensee  shall  have  no  power 
to  censor,  alter,  or  in  any  manner  con- trol the  material  broadcast  by  any 
person  who  is  permitted  to  use  its station  in  any  of  the  cases  enumerated in  subsection  (a)   or  who  used  such 

THE  BRANHAM  COMPANY 

station  by  reason  of  any  requirement 
specified  in  such  subsection;  and  the licensee  shall  not  be  liable  in  any  civil or  criminal  action  in  any  local,  state, 
or  federal  court  because  of  any  ma- terial in  such  a  broadcast,  except 
material  personally  uttered  by  the  li- censee or  by  any  person  under  his control. 

It  has  been  pointed  out  in  legis- lative quarters  that  subsection  (b) 
may  be  subject  to  open  fire  since 
there  are  state  libel  laws  to  con- 

tend with.  Thus,  a  conflict  in  law 
between  the  state,  on  the  one  hand, 
and  the  federal  government  on  the 
other,  would  be  created. 

In  the  Felix  decision,  it  was  in- ferred that  the  broadcaster  would 
be  held  responsible  for  the  libelous 
matter  which  a  supporter  of  a  par- ticular candidate  utters  on  the  air. 

In  FCC's  famous  Port  Huron ruling,  it  was  indicated  the  policy 
of  equal  time  and  "no  power  of censorship"  would  apply  as  well  to 
those  who  spoke  on  behalf  of  candi- dates. 

The  bill  was  referred  to  the 
House  Interstate  &  Foreign  Com- merce Committee.  It  is  doubted 
whether  that  committee  will  be 
able  to  get  to  the  Horan  bill  since 
it  is  deep  in  the  McFarland  bill  to 
streamline  FCC  procedures,  a  task 
that  should  consume  most  of  the 
time  left  before  expected  adjourn- ment of  Congress  this  month. 

HARRIS  NAMED 
C-P-P  Radio-TV  Head 

LESLIE  HARRIS,  NBC  sales  pro- 
gram manager  for  the  past  two 

years,  resigns  his  post  October  1 to  become  director  of  television  and 
radio  for  the  Col- 
gate  -  Palmolive  - 

wf jmSBK&  peet  c°-  in  Ws ^^^^^[^H     new  capacity  Mr. Harris     will  be 
I     supervising  $20 

million  worth  of 
radio     and  TV shows.  Among 
them  the  Colgate 
Comedy  Hour; 
Howdy  Doody; 
Miss  Susan; 

Strike  It  Rich;  Mr.  &  Mrs.  North 
and  others. Prior  to  his  association  with 
NBC,  Mr.  Harris  was  with  Ben- ton &  Bowles,  N.  Y.,  and  before 
that  with  CBS.  Mr.  Harris  suc- 

ceeds James  C.  Douglass  who 
resigned  as  coordinator  of  radio 
and  TV  advertising  for  Colgate- Palmolive-Peet  Co.  to  become  vice 
president  and  director  of  radio  and television  for  Erwin,  Wasey  &  Co., 
N.  Y. 

Mr.  Harris 

Arnold  Loewy 

ARNOLD  LOEWY,  73,  founder  of 
Loewy  Adv.  Agency,  one  of  the 
oldest  agencies  in  New  York,  died 
Tuesday  at  his  home  in  Brooklyn. 
Mr.  Loewy  had  not  been  active  in 
the  firm  in  recent  years.  Surviving 
are  his  wife,  Mrs.  Bertha  Kauff- mann  Loewy;  two  sons,  Henry  H., 
and  Albert  T.,  and  a  sister,  Mrs. 
Hannah  Ghinger.  Funeral  service 
was  held  Wednesday. 
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New  Columbia 
10"  Microgroove  Disc 

COLUMBIA'S  NEW  f  IH0GR00V1  DISC 

IS  REVOLUTIONIZING  THE  TRANSCRIPTION  BUSINESS! 

Setting  new  quality  standards  for  the  whole 
industry!  Amazingly  economical  —  as  the  typical  case 
history  shows!  No  wonder  the  popularity  of  Microgroove 
grows  and  grows! 

HERE'S  WHY  .  .  . 
•  Cuts  costs  ...  as  much  as  half! 
•  Smaller  Disc  .  .  .  more  program  time! 
•  Big  savings  on  packing  and  shipping  costs! 
•  Famous  Columbia  Quality  throughout! 

Columbia  Microgroove  Transcription  discs  are  available  in 
the  12"  size,  too!  Full  25  minutes  per  side— with  the  same 
all-around  Microgroove  advantages.  Call,  Phone  or  Write 

COLUMBIA 

/l/fioto&st&oise 
TRANSCRIPTIONS 

Los  Angers— 8723  Alden  Drive,  BRadshaw  2-5411 
New  York— 799  Seventh  Avenue,  Circle  5-7300 

Chicago— 410  North  Michigan  Avenue,  WHitehall  4-6000 
Trade  Morks  "Columbia, "  "Masterworks, "  ©£>,  ®  Reg.  U.  S.  Pal.  Off.  Marcos  Registradas 

CASE  HISTORY  #4* 
See  Hew  One  a/ent  Saved  44T 

old  16" 
pProce"'n9   SSgSS 
Pre«ings   '      *  390.00 

sp;c^  :::::  2'592r°  *i£S? 
Sh,pp'"9   2£0°0°  60.00 

=42£?  1*2.00 

$3,294.00  *3,294.00 

_T,847.0Q $1,447.00  W 
S°v.ngs  per  year=:44% 

*Fu'f  details  on  r„ s  on  request 
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SCBA  STORY 
So.  Calif.  Promotion 
Shown  New  York 

Markets  Grow  Fast,  too 

Norfolk  Metropolitan  Sales  Area 

Population  Increases  60%  Since  1940 

When  you  consider  your  markets  for  fall  advertising,  the  Norfolk, 
Portsmouth,  Newport  News  Metropolitan  Sales  Area  is  a  must  for 
any  list.  WTAR,  WTAR-TV,  or  both  will  bring  your  message  to 
every  home  in  the  area. 

Population  is  up  60%  since  1940*,  making  this  the  fastest  grow- 
ing market  in  the  top  30  of  the  U.  S.  In  fact,  it  is  now  29th  in 

the  Nation  in  population.  In  Norfolk-Portsmouth  total  retail  sales 
are  up  8.2%,  food  sales  up  4.5%,  furniture,  household,  radio  sales 
up  19.2%,  automotive  sales  up  44.2%.  In  Newport  News,  total 
sales  are  up  14.1%,  food  sales  up  5.5%,  furniture,  household,  radio 
sales  up  20.0%,  automotive  sales  up  66.1%.** 

Check  any  Hooper  and  you'll  see  that  WTAR  is  the  preferred 
station  in  Norfolk,  Portsmouth,  and  Newport  News.  In  fact,  WTAR 
delivers  more  listeners  per  dollar  than  any  other  station  or  combina- 
tion. 

Ask  your  Petry  man  for  availabilities  to  cash  in  on  this  growing 
market. 

NBC  Affiliate 
5,000  watts  Day  &  Night 

Nationally  Represented  by 
EDWARD  PETRY  &  CO.,  Inc. 

*"The  162  Cream  Markets"— J.  Walter  Thomp- son, Co. 
**Sales  Management,  September  I,  1951 

THE  STORY  of  Southern  California  radio — "where  mass  and  class  unite 
in  a  perfect  marketing  marriage  and  radio  advertising  performs  the 
ceremony" — was  detailed  in  New  York  last  week  as  the  Southern  Cali- 

fornia Broadcasters  Assn.  launched  a  multimarket  campaign  among  ad- vertisers and  agencies. 
SCBA  Managing  Director  Robert 

J.  McAndrews,  who  is  directing 
the  showings,  emphasized  that 
SCBA's  cooperative  radio-promo- tion venture  is  one  which  can — and 
should — be  emulated  by  sectional 
groups  of  broadcasters  throughout 
the  country  for  the  advancement  of 
the  entire  radio  medium,  with  BAB 
handling  the  job  on  a  national 
basis. 

Assisted  by  SCBA  members  who 
will  serve  in  shifts  of  one  or  two 
weeks,  Mr.  McAndrews  planned  to 
present  the  Southern  California 
radio  story  to  advertiser  and 
agency  representatives  in  New 
York  at  the  rate  of  four  presenta- 

tions a  day  for  about  two  weeks, 
following  with  similar  showings  in 
Philadelphia,  Chicago,  Minneapolis and  Cincinnati. 

The  SCBA  presentation  empha- 
sized that  advertisers  "get  more 

for  (their)  money  from  radio. ".In the  Los  Angeles  metropolitan  area 
alone,  it  is  pointed  out,  "you  can 
buy  a  Class  A  quarter-hour  on  all 
20  .  .  .  AM  stations  for  $1,574— 
less  than  a  page  in  any  one  of  the 
three  leading  Los  Angeles  dailies." 
The  Southern  California  area 

consists  of  11  counties  with  a  total 
population  of  6,157,500 — represent- 

ing a  population  increase  of  57% 
since  1940  as  against  a  national 
average  of  15%.  Here,  it  is  noted, 
retail  sales  have  gained  254%  since 
1940  as  against  a  200%  gain  over the  nation  as  a  whole. 

Consists  of  11  Counties 
In  Southern  California,  the  study 

continues,  the  number  of  radio 
families  has  gained  28%  since 
1946,  so  that  today  radio  circula- 

tion "is  just  1%  less  than  every- 
body." With  857,900  automobile 

radios,  the  study  asserts,  the  two- 
county  Los  Angeles  area  has  more 
than  any  other  single  market. 

The  study  cites  figures  to  show 
that  families  in  the  Pacific  time 
zone  are  spending  more  time  with 
radio  per  day — 3.87  hours,  as  com- pared to  a  national  average  of  3.76 
—  than  with  television  (1.43 
hours),  newspapers  (1.23),  or magazines  (0.35). 
Though  the  number  of  hours 

spent  with  radio  per  day  per  home 
is  down  16.6%  in  the  Pacific  time 
zone,  the  study  continues,  total 
hours  of  listening  are  up  6.3%. 
Since  only  a  few  stations  have  in- 

creased their  rates,  therefore, 
"Southern  California  radio,  on  a 
cost-per-thousand  basis,  is  a  bet- 

ter buy  now  than  ever  before,"  Mr. McAndrews  asserted. 
The  presentation  placed  out-of- 

home  listening  in  metropolitan  Los 
Angeles  as  highest  in  the  nation, 
estimating  it  adds  a  20%  "plus" to  average  in-home  sets-in-use. 

The  study  said  basic  Class  A 
one-hour  rates  on  Los  Angeles  local 

channel  stations  average  $65  as 
compared  to  $168  in  the  next  eight 
smaller  markets;  on  regional  sta- tions, $238  as  compared  to  $312, 
and  on  clear-channel  stations,  $550 
as  compared  to  $570. 

Where  the  cost-per-thousand  for a  Class  A  full  hour  averages  $0.53 
on  Los  Angeles  clear-channel  sta- 

tions and  $0.41  on  regional  sta- 
tions, a  full  page  in  the  area's largest  daily  is  placed  at  $4.79  per 

thousand  noters  and  in  the  smallest 
daily,  at  $2.83.  On  the  highest  TV 
station,  the  cost  per-thousand  is 
put  at  $1.85;  on  the  lowest  TV  sta- tion, $0.70. 

As  "best  testimonial,"  the  pres- entation cited  an  SCBA  survey, 
covering  23  Southern  California 
stations,  which  showed  18  with 
January-June  revenues  running ahead  of  those  for  the  same  1950 
period  by  an  average  of  35%; three  running  behind  by  1,  7,  and 
20%,  and  two  reporting  no  change 
[Broadcasting  •  Telecasting, Sept.  17]. 
The  study  concludes  by  citing 

case  histories  demonstrating  radio's effectiveness  in  boosting  sales  of  a 
wide  variety  of  products. 

Kickoff  presentation  of  the  SCBA 
study  for  New  York  trade  news- men was  held  at  BAB  headquarters 
Monday  afternoon.  Stan  Spero  of 
KFAC  Los  Angeles  accompanied 
Mr.  McAndrews  for  the  first  week's showings.  Other  SCBA  representa- 

tives will  alternate  in  assisting  him 
at  future  presentations. 

WXKW  POWER  CUT 
FCC  Favors  1  kw  Night 

REDUCTION  in  nighttime  power 
from  10  kw  to  1  kw  for  WXKW 
Albany,  N.  Y.,  was  proposed  in 
an  initial  decision  by  FCC  Hear- 

ing Examiner  Fanney  N.  Litvin 
last  week.  The  station  has  been 
operating  on  850  kc  with  10  kw 
fulltime  under  FCC  program  test 
authorization.  Objectionable  inter- ference with  KOA  Denver  and 
WHDH  Boston  is  the  reason  for 
the  reduction.  KOA  and  WHDH 
also  operate  on  850  kc,  each  with 
50  kw  fulltime. 
The  hearing  examiner's  deci- sion denied  WXKW's  bid  to  modify its  construction  permit  to  change 

its  directional  array.  The  examiner 
felt  the  proposed  change  would 
not  reduce  the  objectionable  inter- ference to  KOA  and  WHDH.  She 
ordered  WXKW's  nighttime  power reduced  to  1  kw.  The  daytime  10 
kw  power  was  unaffected. 

CONSOLIDATED  net  income  of  Inter- national Telephone  and  Telegraph 
Corp.  and  its  subsidiaries  for  the  six 
months  ended  June  30  amounted  to 
$8,693,096,  showing  increase  of  $3,720,- 800  over  corresponding  period  of  1950 
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GEOGRAPHY 

LESSON 

ON  JETS 

NORTH AMERICA 

The  rush  to  re-arm  makes  scarce 
metals  scarcer.  This  affects  every 
user  of  steel  products  in  the  world. 
Whether  you  operate  a  machine, 
drive  an  automobile,  a  truck,  a 
tractor,  a  tank  or  an  airplane,  your 
life  is  inseparable  from  the 
struggle  to  maintain  an  open  road 
to  the  essential  metals  of  the  world. 

SOURCES  OF  ESSENTIAL  ORES  used  to  make  the  tougher  alloy  steels 
needed  for  jets  and  for  all  precision  machines  are  shown  on this  map. 

MOLECULES  MAY  BE  TAUGHT  to  align 
themselves  in  proper  order  with  smaller 
quantities  of  the  traditional  alloying  ele- ments needed.  Picture  shows  start  of  a 
chemical  process  used  to  harden  steel. 
Steel  companies  are  rushing  experiments 
to  find  substitutes  for  scarce  metals  in 
alloying  processes. 

STRICTLY  HOME-COOKED:  Picture  shows  workman  finishing 
new  type  jet  engine  designed  to  use  only  those  materials  found 
in  the  Western  Hemisphere. 

Are  you  interested  in  knowing  more  about  the  hundreds  of 
things  that  are  being  done  to  "stretch"  supplies  of  scarce 
metals  ?  We'd  like  you  to  know  something  of  the  promising 

new  use  of  boron  in  steel  making.  Also  the 
search  for  tungsten  is  interesting.  For  carefully 
prepared  background  material  write  American 
Iron  and  Steel  Institute,  350  Fifth  Avenue, 
New  York  1,  New  York.  Ask  for  "Scarce 
Metals"  reprint  from  Steelways  Magazine. 
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NUMBER  OF  UNITED  STATES  HOMES  WITH  RADIO  SETS 

1949  —  42,000,000       •       1950  —  45,000,000 

TOTAL  RADIO  SETS  IN  USE  IN  UNITED  STATES 

1949  —  81,000,000       •       1950  —  90,000,000 

Radio's  use  and  popularity  have  increased 
steadily  ever  since  commercial  broadcasting 
started  in  1920.  And  today,  more  people 
listen  to  radio  than  ever  before  in  its  phe- 

nomenal history.  No  other  medium  of 
entertainment  and  public  service  can  show 
such  astonishing  growth  and  widespread 
acceptance.  Evidence  that  radio  has  become 
an  integral  part  of  everyday  life  to  the  aver- 

age American  is  the  fact  that,  in  addition  to 
the  millions  of  home  radios,  17  million 
automobiles  (47%  of  the  total  on  the  road 

today)  have  radios  installed.  The  success  of 
radio  is  a  tribute  to  the  faith  and  loyalty  of 
the  American  people  as  listeners,  as  well 
as  to  the  initiative  and  foresight  of  the 
American  people  as  broadcasters  and  ad- 

vertisers. The  concentration  of  radio  in  the 
home  and  overall  sets-in-use  is  so  great  that 
public  acceptance  of  radio  is  virtually  100%. 
It  is  no  wonder,  then,  that  radio  is  America's 
greatest  entertainment  and  public  service 
medium. 
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and  FIGURES" SHOW  THAT  ADVERTISERS  AGREE 

*Broadcasting  Yearbook  1951 

RADIO  NET  TIME  SALES 

1949  -  $425,357,133       •       1950  -  $453,605,722 

RADIO  GROSS  BILLINGS 

1949  —  $629,000,000       •       1950  —  $676,173,000 
There  must  be  a  reason  for  this  substantial 
increase  in  radio  advertising  expenditures 
.  .  .  and  there  is.  Advertisers  and  time-buyers 
know  from  experience  that  radio  reaches 
more  people  more  effectively,  and  at  lower 
cost  than  any  other  medium.  Consequently, 

they  know  their  radio  advertising  delivers 
the  sales  results  they  want.  And  the  consistent 
increase  in  radio  billings  each  year  since 
the  1930s  demonstrates  radio's  popularity 
with  sponsors.  More  than  ever,  radio  is 
America's  greatest  advertising  medium. 

THE    FORT   INDUSTRY  COMPANY 

WWVA,  Wheeling,  W.  Va.  •  WMMN,  Fairmont,  W.  Va.  •  WSAI,  Cincinnati,  O. 
WSPD,  Toledo,  O.  •  WAGA,  Atlanta,  Ga.  •  WGBS,  Miami,  Fla.  •  WJBK,  Detroit,  Mich. 

National  Sales  Headquarters:  488  Madison  Ave.,  New  York  22,  ELdorado  5-2455 
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editorial  4 

Sarnoff  Symbol 
LAST  WEEK  a  man  of  60  observed  his  45th 
anniversary  in  radio.  The  man  is  David  Sar- 

noff. He  didn't  invent  radio,  but,  next  to  his bosom  friend,  Marconi,  he  had  more  to  do  with 
its  development  (and  the  development  of  elec- 

tronics generally)  than  any  other  individual 
in  history. 

The  saga  of  Sarnoff — from  immigrant  boy  to 
board  chairman  of  the  largest  entity  in  elec- 

tronics— has  been  told  many  times.  He  is  one  of 
the  most  publicized  men  in  America,  if  not  the 
world.  At  60  he  is  in  robust  health.  He  keeps 
busy.  RCA  and  its  far-flung  subsidiaries  con- 

stitute the  most  important  unit  in  electronics. 
Gen.  Sarnoff  is  the  most  important  individual 
in  RCA. 

At  Princeton  last  Thursday,  David  Sarnoff's 45th  anniversary  was  commemorated.  The 
RCA  Laboratory  there  was  named  "David 
Sarnoff  Research  Center."  One  day  it  will 
stand  as  the  symbol  of  the  man  most  respon- 

sible for  the  Electronic  Age. 

. . .  From  Little  Acorns  Grow 
FOR  YEARS  outstanding  figures  in  public 
life  have  proclaimed  that  radio  should  be  "as 
free  as  the  press."  Early  in  his  first  admin- istration, President  Roosevelt  called  for  it. 
President  Truman  followed  suit.  The  Repub- 

licans and  the  Democrats,  in  their  party  plat- 
forms, have  given  lip-service  to  radio-press 

parity. 
But  there  has  never  been  a  court  decision  to 

implement  those  expressions — not  until  last week. 
The  ruling  came  on  the  plea  of  a  250  w  inde- 

pendent station  in  a  secondary  market.  The 
issue  was  the  right  of  the  station  (WJLK 
Asbury  Park,  N.  J.)  to  pick  up  a  city  council 
hearing  on  a  proposed  ordinance  imposing  a 
luxury  tax  in  the  resort  city.  The  Mayor  and 
a  majority  of  the  City  Council  opposed  the broadcast. 

For  intrinsic  merit  and  judicial  substance, 
the  decision  might  just  as  well  have  involved 
the  right  of  networks  to  broadcast  public 
hearings  of  the  erstwhile  Kefauver  Crime 
Committee.  Superior  Court  Judge  C.  Thomas 
Schettino,  after  observing  he  had  no  precedent 
to  guide  him,  held  that  radio  news  comes  within 
the  basic  meaning  of  the  press  under  the 
U.  S.  Constitution;  that  radio  news  reporting 
should  enjoy  the  same  privileges  as  newspa- 

pers. And  he  added : 
On  the  basic  human  interest,  our  country 

spends  millions  of  dollars  broadcasting  its civilization,  through  the  Voice  of  America 
to  peoples  who  are  slaves  in  suppressed  na- tions. Yet  when  we  have  an  opportunity  to do  the  same  to  some  of  our  unenlightened 
local  citizens  we  object  because  it  is  some- 

thing novel  or  something  new.  *  *  *  *  The greater  the  light  that  can  be  imposed  on public  affairs,  the  better  will  our  country  be run  by  the  officials  who  are  elected  or  who are  chosen  to  do  the  work. 
In  the  news  vernacular,  we  suggest  to  the 

higher  courts,  the  Congress  and  the  platform 
committees  of  the  major  parties,  "please  copy" 
Judge  Schettino's  opinion.  And  to  the  Asbury Park  Press,  and  its  WJLK,  our  congratulations 
for  their  courage  in  defending  the  sanctity  of 
a  free  American  radio — "as  free  as  the  press." 

ANAesthetized! 
THE  UTTER  INEQUITY  existing  between 
radio's  research  services  which  mercilessly  ex- 

pose the  medium  in  minute-by-minute  detail 
and  the  infinitely  less  informative  research 
techniques  used  by  printed  media  was  never 
more  clearly  shown  than  in  a  speech  by  Paul 
West,  of  the  ANA. 

In  an  effort  to  turn  aside  some  of  the  criti- 
cism raised  by  the  ANA's  three  reports  on 

radio  values,  Mr.  West  said  that  his  organiza- 
tion was  "no  less  interested  in  the  effect  of 

television  on  the  advertising  audiences  of 
magazines  and  newspapers  .  .  .  than  on  those 

of  radio." But  the  reason  that  ANA  had  not  produced 
reports  on  those  media  comparable  to  its  re- 

ports on  radio,  he  said,  was  that  although 
there  was  plenty  of  information  available  on 
radio  from  independent  sources  (i.e.,  Nielsen, 
Hooper) ,  there  was  no  similar  data  to  be  had 
for  newspapers  and  magazines. 

No  greater  stimulation  could  be  found  than 
this  to  arouse  a  campaign  to  make  advertisers 
demand  comparable  research  from  all  compet- 

ing media.  Indeed  it's  their  duty  as  prudent businessmen. 
The  kind  of  research  toward  which  all  radio 

should  be  moving  is  reported  in  this  issue  on 
page  25.  The  Kemper  survey  in  Louisville  put 
radio  on  an  equal  footing  with  other  media, 
investigating  the  nature  of  all.  And  radio 
came  off  better  than  its  competitors. 

The  longer  radio  permits  itself  to  be  exam- 
ined in  detail  while  other  media  show  only 

their  prettiest  parts,  the  longer  radio  will  be 
inviting  its  own  destruction. 

That  T-L  Stigma 
OVER  THE  years,  one  of  the  most  vicious 
practices  indulged  in  by  the  FCC,  wittingly 
or  unwittingly,  has  been  the  device  of  the 
"temporary  license."  Sometimes  meted  out  as 
a  punitive  measure,  and  sometimes  innocently 
enough  because  a  station  has  been  "under  in- 

vestigation," the  temporary  license  has  been  an automatic  signal  for  competitive  Stations  to 
raid  the  business  of  the  stigmatized  outlet. 

It  is  most  welcome  news,  as  reported  in 
this  journal  last  week,  that  the  FCC  plans 
forthwith  to  cut  into  the  back-log  of  some  150 
"temporaries"  [Broadcasting  •  Telecasting, Sept.  24].  The  Commission  has  recognized 
the  inequities  that  grow  out  of  the  temporary 
license.  Staff  members,  in  extenuation,  cite  the 
long-delayed  FCC  functional  reorganization  as 
a  retarding  factor.  And,  as  always,  it's  con- 

tended that  personnel  shortages  stemming  from 
budget  limitations  have  contributed  to  inordi- nate delays. 

The  current  bumper  crop  of  "temporaries" 
is  mainly  attributable  to  investigations  deal- 

ing with  horse  race  broadcasts,  purported  anti- 
trust violations,  the  whole  question  of  what  to 

do  about  specialized  FM  services  like 
functional  music,  transit-casting  and  store- 
casting.  These,  it's  now  reported,  are  near decision. 

There  has  been  an  appalling  lack  of  uni- 
formity in  the  handling  of  temporaries.  Only 

those  stations  whose  licenses  happen  to  come 
up  for  renewal  while  a  topic  is  under  in- 

vestigation now  hit  the  FCC  "blotter."  That's the  method  the  FCC  has  used  from  the  be- 
ginning in  placing  the  burden  of  proof  on  the station. 

The  immediate  need  is  to  get  as  many  in- 
nocent stations  as  possible  off  the  hook.  In 

the  process,  we  hope  the  FCC  evolves  a  per- 
manent solution  for  the  temporary  license 

problem. 

£  our  respects  to: 

CARLIN  SCOTT  FRENCH 

A VICE  PRESIDENT  of  H-R  Representa- tives, Chicago,  dictated  a  letter  last  week 
that  was  11  years  overdue. 

It  was  a  thank-you  note  for  advice  given 
indirectly  more  than  a  decade  ago  by  Writer 
Clarence  Buddington  Kelland. 

Carlin  Scott  French,  the  H-R  vice  president, 
read  a  Kelland  short  story  in  1940  in  the 
Saturday  Evening  Post  which  gave  him  the 
"foresight"  to  make  a  business  move  that clinched  his  radio  career.  He  was  in  the  midst 
of  his  first  radio  venture — a  partnership  in 
WTMV  East  St.  Louis,  111. 

Business  had  been  bad.  So  bad  the  tele- 
phone and  power  companies  threatened  cancel- lation of  service. 

Reluctantly,  he  faced  three  alternatives:  (1) 
selling  out  to  his  partner,  (2)  buying  his  part- 

ner's stock,  or  (3)  declaring  bankruptcy. 
On  the  night  he  had  to  choose,  he  thumbed 

through  the  Post,  saw  the  Kelland  story  and 
read  it  word  for  word.  The  methods  of  an  am- 

bitious and  ingenious  businessman  touched 
off  his  own  ingenuity,  and  the  next  morning 
he  found  a  fourth — and  successful — alterna- tive. 

He  talked  with  the  president  of  the  local 
bank  for  half  an  hour  and  walked  out  with 
$30,000.  Carlin  French  bought  the  rest  of  the 
station  "and  made  money  the  first  month  and 
every  month  after  that"  as  long  as  he  owned  it. Mr.  French  elected  radio  as  his  career  after 
crediting  it  with  the  demise  of  the  old  Chicago 
Herald-Examiner,  for  which  he  was  advertis- 

ing director.  Despite  his  efforts,  radio's  in- roads became  increasingly  evident  and  the 
paper  ultimately  was  reduced  to  tabloid  size 
and  then  folded. 

His  pre-radio  history  with  the  Hearst  news- 
paper empire  had  been  energetic  and  varied. 

He  first  worked  for  the  Herald-Examiner 
after  graduation  from  the  Chicago  Academy 
of  Fine  Arts.  Convinced  since  the  age  of  6 
he  would  be  a  career  cartoonist,  he  aroused 
the  ire  of  both  parents  with  his  preoccupation. 

Born  in  Lexington,  Ky.,  Mr.  French  spent 
most  of  his  youth  in  central  Illinois  towns, 
mainly  Virginia,  where  his  father  was  a 
Church  of  Christ  minister.  Wherever  the 
church,  young  Carlin  could  be  found  mid- sermon  sketching  in  the  hymn  book.  Outside 
church,  he  concentrated  on  scratch  paper,  walls 
and  old  letters. 

While  still  in  grade  school,  he  invested  in  a 
cartoon  correspondence  course  the  money  he 
earned  as  a  grocery  clerk  (starting  at  5  a.m. 
and  working  until  midnight  each  Saturday  for 

(Continued  on  page  62) 
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I  cWAi 

HOW  TO  KEEP 

EM  DOWN  ON 

THE  FARM 

If  you  had  a  cash  income  of  over  2  billion  dollars  last  year  you'd  stay 
on  the  farm,  too.  And  that's  howjmuch  cash  Canadian  farmers  took  in 
during  1950. 

Farming  is  big  business  in  Canada,  and  it's  carried  on  in  practically  every 
section  of  the  country.  Everyone  knows  about  the  grain  farms  of  the 
Prairies,  but  Canada  grows  everything  from  apples  to  soybeans.  In  the 
south  of  Ontario  tobacco  is  the  big  crop,  while  in  British  Columbia  the 
whole  Okanagan  Valley  is  a  giant  orchard.  And  don't  forget  Canadian 
cheese  and  bacon,  there's  always  a  steady  export  market  for  these. 

In  just  twenty  years  the  farmer's  income  has  risen  over  450%. 
They're  spending  money,  too,  for  cars,  radios,  furniture,  in  fact  any- 

thing that  a  city  home  would  have. 

For  the  past  few  years  the  rural  areas  have  accounted  for  over  40%  of  all 
Canadian  retail  sales,  and  unfortunately,  many  manufacturers  have  missed 
this  rich  market  by  putting  all  their  advertising  eggs  in  the  city  basket. 
There's  only  one  medium  which  reaches  with  equal  effect  the  reader  of 
the  city  daily,  the  small  town  weekly,  and  the  farm  paper.  That's  radio 
which  ignores  distance  and  delivery  routes.  In  many  rural  areas  radio  is 
the  only  dependable  mass  medium. 

So  just  figure  how  much  of  the  Canadian  farm  market  should  be  yours, 
and  then  remember: 

"In  Canada  you  sell  'em  when  you  tell  em!" 

A  message  from  the  103  member  stations  of  the 
Canadian  Association  of  Broadcasters 

whose  voices  are  invited  into  over  3  million  homes  every  day. 

Canadian  Association  of  Broadcasters 
108  Sparks  St.,  37  Bloor  St.  West, 
Ottawa.  Toronto. 

Respects 
(Continued  from  page  60) 

the  farm  trade). 
An  only  child,  he  whipped  around 

Virginia  (pop.  2,000)  in  a  Model T  Ford  and  regretted  leaving  high 
school  for  nearby  Eureka  College 
because  Virginia  boasted  twice  as 
many  girls  as  boys. 

"When  you're  in  high  school  and 
have  a  Model  T,  that's  the  most  im- 

portant statistic  in  your  life,"  he says. 
After  two  years  at  Eureka  he 

went  to  the  Chicago  Academy  of 
Fine  Arts.  Two  years  later  he  was 
free-lancing  as  a  layout  artist  for 
International  Harvester  Co.,  Oscar 
Mayer  meat  products,  Pine  Bros, 
cough  drops  and  Sara  Lee  salad dressing. 

At  the  age  of  22,  he  was  "earn- 
ing $300  a  week  but  collecting  $20." That  was  when  he  aligned  with 

the  Herald-Examiner  as  author- 
artist  of  a  cartoon  strip,  "The 
Alden  Family,"  featuring  a  capri- cious grandpa,  romantic  girl  and  a 
small  lad.  The  series  ran  six 
months,  until  "one  of  the  many  edi- 

tors caught  up  with  me." He  confined  himself  to  sketching 
for  two  of  the  paper's  weekly magazine  supplements  distributed 
to  real  estate  and  used  car  dealers, 
finally  ending  up  as  editor,  writer, 
makeup  man,  circulation  manager 
and  publisher.  To  complete  his  one- 
man  operation,  Mr.  French  began 
selling  advertising  and  handling 
promotion.  In  another  move  up- 

ward, he  was  hired  as  supervisor 
of  the  "boiler  factory,"  the  name 
given  to  the  paper's  classified  ad department  telephone  room. 

Advances  With  Papers 
Five  years  of  this  led  to  duties  as 

classified  advertising  manager  of 
the  Daily  Oklahoman  and  the  Okla- 

homa City  Times,  morning  and 
evening  papers  published  by  one company. 

He  loved  Oklahoma  life — "The climate  was  perfect,  the  people  the 
nicest  I  ever  met."  But>— "I  never 
heard  a  train  whistle  that  I  didn't want  to  leave.  It  was  so  far  from 

every  place." He  snapped  up  an  offer  as  as- sistant classified  ad  manager  of 
the  New  York  Journal  American, 
another  Hearst  paper.  Two  years 
later,  when  the  late  William  Ran- dolph Hearst  ordered  the  Chicago 
Herald-Examiner  to  carry  more 
classified  ad  lineage  than  any  other 
paper  in  the  world,  Mr.  French  was 
dispatched  westward  to  tackle  the 

job. 

In  a  year,  with  the  aid  of  200 
salesmen,  he  accomplished  the  feat. 
And  he  then  became  advertising director. 
The  same  purposefulness  and 

daring  guided  his  steps  at  WTMV. 
Asserting  that  his  station  was  "not 
going  to  be  all  things  to  all  people," he  analyzed  the  St.  Louis  competi- tion and  the  kind  of  entertainment 
people  wanted.  He  noted  the 
"home-folks"  quality  of  the  people 
and  that  every  tavern  in  the  area 

hired  western  and  hillbilly  musi- cians each  weekend.  His  station 
was  the  first  locally  to  program that  kind  of  music. 
Moving  into  sports  as  the  WTMV 

audience  mushroomed,  he  snared 
an  exclusive  St.  Louis  Cardinal 
baseball  contract,  with  Dizzy  Dean, 
the  star  pitcher,  announcing.  He 
added  Rogers  Hornsby,  who  holds 
the  all-time  batting  record,  and 
Grover  Cleveland  Alexander,  a 
famous  pitcher,  to  narrate  live 
soprtscasts. Combining  his  knowledge  of 
radio  and  newspapers,  Mr.  French 
joined  Lorenzen  &  Thompson  at 
Chicago  headquarters  to  carry  out 
the  assignment  of  establishing  a 
radio  department  to  represent  sta- 

tions. The  firm,  which  maintained 
nine  offices,  previously  only  repre- 

sented newspapers.  In  1948,  Mr. 
French  joined  Transit  Radio  as 
western  sales  manager,  headquar- tering in  Chicago. 
When  Transit  Radio  was  ab- 

sorbed by  H-R  Representatives  he 
became  a  vice  president.  Mr. 
French  maintains  several  other 
radio  interests  and  is  a  major  stock- holder in  WATO  Oak  Ridge,  Tenn., 
which  he  helped  put  on  the  air.  He 
and  his  wife,  Chubby  ("who  isn't, 
so  I  can  call  her  that"),  live  on 
the  city's  near  north  side. 

They  both  "play  at  golf."  Chubby 
has  three  strokes  to  go  "before  she 
beats  me,  and  then  I'll  quit." They  like  to  take  their  vacation 
in  the  winter  and  last  year  went  to 
Havana.  This  year,  because  of 
business,  they've  been  restricted to  watching  hula  dancers  on  TV 
and  scanning  travel  folders. 

New  KNEM  Building 
KNEM  Nevada,  Mo.,  celebrated  its 
second  birthday  last  month  by  mov- 

ing into  the  new  KNEM  Bldg., 
located  on  a  nearby  hill  at  the 
transmitter  site.  William  R.  Ted- 
rick,  KNEM  general  manager, 
drew  the  plans  and  supervised  con- struction of  the  new  concrete  and 
masonry  structure.  The  building 
contains  complete  studio,  office  and 
transmitting  facilities.  KNEM, 
owned  by  the  Missouri  Broadcast- 

ing System,  operates  on  1240  kc fulltime  with  250  w. 
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TTER  SERVE  YOUR  NEEDS NEW  FACILITIES  TO  BE 

W, 
E  SPECIALIZE  IN  CUSTOM 

DESIGN  TO  SOLVE 

SPECIFIC  PROBLEMS 

.  Our  NEW,  modern  plant,  vastly 
expanded  facilities  and  trained 
personnel  are  ready  to  go  to 
work  for  you  at  a  moment's  no- tice. Skilled  engineers  are  at 
your  disposal  to  analyze  spe- 

cific problems.  Expert  drafts- 
men are  on  the  job  to  design 

equipment  geared  to  your  par- 
ticular needs  in  smooth,  de- 

pendable broadcasting  opera- 
tions. Long  years  of  experience 

— in  both  domestic  and  foreign 
markets — stand  behind  Conti- 

nental Service.  The  Continen- 
tal reputation  for  uniform  high 

quality,  superior  workmanship 
and  technical  ability  is  your  as- 

surance of  lasting  satisfaction. 

Upper  right,  the 
Continental  5  Tow- 

er 5  KW  Power  Di- vision and  Phase 
Control  Unit.  Low- er right,  typical 
Continental  compo- nents— radio  fre- 

quency inductors 
grouped  about  a 
larger  isolation  in- ductor. 

NEW  HOME  OF  CONTINENTAL 
ELECTRONICS  MANUFACTURING  COMPANY 

producers  of Power  division 

phase  control 

4212    S.  BUCKNER    BLVD.        DALLAS  10 PHONE  EVERGREEN 

-jr  Complete  transmitters 
Radio  frequency  inductors 

-fa  Isolation  inductors 
■A"  Aluminum  coupling  cabinets 

Antenna  coupling  units 

jr  Rectifiers — Amplifiers 
-fc  FM-AM  Isolation  units 
if  Arc-back  indicators 



TAKE 

A 

GOOD 

•  LOOK 
•  AT 

CHATTANOOGA 

DPA  TASK  FORCE 
Attacks  Radio-TV 
Unemployment 

\ 

I    IN  AUDIENCE 
IN  THE  MORNING 

IN  COST 
PER  LISTENER 

IN  LOCAL 
ACCEPTANCE 

Outstanding  Local 
Personalities  Build  an 
Outstanding  Audience 

1370  KC  5000  WATTS 
Carter  M.  Parham,  President 
Represented  by  BRANHAM 

THE  GOVERNMENT  is  taking  concrete  steps  to  alleviate  growing  un- 
employment among  the  nation's  mass-production  electronic  firms. In  recognition  of  the  acute  picture  confronting  home  radio  and  TV 

receiver  plants  in  New  York,  Philadelphia  and  Chicago,  the  Defense  Pro- 
duction   Administration    has    ap-  *  

pointed  a  special  Electronics  Task 
Force,  with  a  view  toward  chan- 

neling more  defense  contracts  to 
these  plants. 
Edmund  T.  Morris,  who  shifted 

his  duties  from  Westinghouse  Elec- 
tric Corp.,  Baltimore,  Md.,  to  the 

government  earlier  this  year,  was 
named  chairman  by  Manly  Fleisch- 
mann,  DPA  administrator.  Mr.  Mor- 

ris also  is  chairman  of  the  govern- 
ment's Electronics  Production Board  and  the  Electronics  Product 

Division  of  the  National  Production 
Authority. 

Appointment  of  the  special  group 
was  prompted  by  widespread  in- 

dustry disruption  caused  by  the 
time  lag  between  commitment  and 
actual  placement  of  military  orders 
for  electronics  equipment.  Another 
prime  factor  has  been  repeated  cut- 

backs in  civilian  goods  leaving  a 
slack  in  plant  production  and  re- 

sulting in  unemployment. 
The  task  force  met  initially  Sept. 

21  under  the  chairmanship  of  Mr. 
Morris  and  faced  squarely  up  to 
reports  that  employment  in  home 
radio-TV  set  plants  in  those  cities 
has  dropped  to  about  50%  of  pre- Korean  levels. 

Serving  under  Mr.  Morris  will 
be  Benjamin  Abrams,  Emerson 
Radio  and  Phonograph  Corp.;  Wil- 

NARBA  CHANGES 
Three  Advise  FCC 

FCC  REPORTED  notice  of  new 
stations  and  assignment  changes 
from  three  countries  last  week  un- 

der terms  of  the  1941  North  Amer- 
ican Regional  Broadcast  Agree- ment. 

Mexico,  Canada  and  the  Domini- 
can Republic  announced  changes  as 

follows  (probable  commencement 
dates  in  parenthesis): 

MEXICO 
XEDV  Zapopan,  Jalisco,  new  class  II station,  700  kc,  500  w,  daytime  (Jan.  1, 1952). 
XEFL  Rio  Bravo,  Tamaulipas,  new Class  II,  1110  kc,  250  w,  daytime  (Jan.  1, 1952). 
XEDT  Durango,  Durango,  new  Class IV,  1400  kc,  250  w,  fulltime  (Dec.  1). XEFO  Poza  Rica,  Veracruz,  new 

class  III-B.  1480  kc,  5  kw-day,  500 w-rrght  (Jan.  1,  1952). XEFF  Matehuala,  San  Luis  Potosi, new  Class  IV,  1490  kc,  250  w,  fulltime (Jan.  1,  1952). 
XEDU  Durango,  Durango,  SWITCH- ING from  1400  kc  to  860  kc,  1  kw-day, 500  w-night  (Dec.  1). XEML  Mexico,  D.F.,  DELETED. 

CANADA 
CHBD  Saskatoon,  Sask.,  new  Class II,  1170  kc.  1  kw,  fulltime,  directional 

(July  1,  1952), CKOM  Saskatoon,  Sask.,  new  Class 
IV,  1340  kc,  250  w,  fulltime,  non-direc- tional (now  in  operation). 

DOMINICAN  REPUBLIC 
HI6T  Santiago,  switching  from  1090  kc 

to  610  kc,  1  kw,  fulltime,  non-direc- tional, Class  II  (Nov.  1). 
HI8B  Bella  Vista  (Santiago),  switch- ing from  610  kc  to  1090  kc,  250  w, fulltime,  non-directional  (Nov.  1). HI3V  Bani,  moving  from  La  Vega. Still  Class  III  on  1310  kc,  500  w,  full- time,  nondirectional  (Nov.  1). 

liam  Balderston,  Philco  Corp.;  Col. 
Leigh  Hunt  (USAF),  Munitions 
Board,  Dept.  of  Defense;  M.  F. 
Darling,  IBEW  (AFL)  Chicago; 
Daniel  Arnold,  Radio-TV  confer- ence board,  International  Union  of 
Electrical,  Radio  &  Machine  Work- 

ers (IUE-CIO),  Camden,  N.  J. 
The  two  labor  representatives 

were  asked  to  provide  "accurate, 
current  figures"  on  employment and  production  estimates  for  the 
fourth  quarter  beginning  today 
(Oct.  1). In  announcing  the  appointment 
of  the  group,  Mr.  Fleischmann  said 
it  would  study  "the  possibilities  of placing  additional  defense  work  in 
the  mass  production  plants  of  the 
electronics  industry." The  establishment  of  the  task 
force  came  only  shortly  after 
the  Radio-Television  Mfrs.  Assn. 
agreed  to  set  up  a  clearing  house 
to  aid  in  bringing  together  prime 
and  sub  contractors  on  defense 
contracts.  The  move  was  taken  by 
RTMA's  Small  Business  Survey 
Committee  [Broadcasting  •  Tele- casting, Sept.  24]. 

The  whole  scope  of  electronics 
production    touching    on  military 

contracts  was  reviewed  by  the  task 
force  in  its  first  meeting.  Many 
items,  Mr.  Morris'  unit  concluded, 
are  not  adapted  to  mass  produc- tion techniques  now  existing  for 
home  radio-TV  receivers  for  these 
reasons:  (1)  a  "high  degree  of 
engineering"  is  required;  (2)  there is  the  factor  of  fluidity  of  design, 
and  a  high  ratio  of  mechanical  de- 

vices incorporated  into  delivered 
equipment. 

Suggested  Procedures 
Here  are  other  specific  recom- 

mendations laid  down  by  the  Elec- tronics units: 
•  Military  procurement  services 

should  request  prime  contractors  to 
place  sub  contracts  in  areas  with  a 
surplus  of  skilled  labor  and  produc- tion facilities. 

•  Radio  and  television  manufactur- 
ers should  seek  "aggressively"  sub contracts,  working  through  the  armed 

forces  regional  councils. 
o  Defense  agenc'es  should  monitor 

the  placement  of  future  contracts  on 
heavily  loaded  prime  contractors  and 
study  existing  contract  "loads." •  "Leader-type"  contracts  and  pro- 

vision of  suitable  incentives  for  prime 
and  sub  contractors  should  be  encour- 
aged. •  Production  companies  should  be 
associated  with  design  contractors 
from  the  time  development  contracts 
are  placed. 

•  Manufacturers  of  electronic  com- 
ponents should  submit  samples  for 

testing  by  the  Armed  Services  Elec- tronics Standards  Agency  (ASESA). 

CLEVELAND'S  fotf  STATION  •  Wj  W  •  CLEVEUND'S/^few^TSHiNAL*  WJW  •  CLEVELAND'S  Sty  $T4j> 

CHIEF  SAYS: 

BILL  O'NEU PRESIDENT 

"Rosen-Lemon  plenty  great 

j|/  Hit  and  pitch  for  baseball  team;  « 
^"X,      And  with  sponsor  they're  first-rate 
^        Selling  on  Chief  Station  beam." 

INDIANS  MAKEf BIG  HIT  | 

Baseball  stars  Al  Rosen  and^ 
Bob  Lemon  are  now  in  their  | 
fifth  sponsored  month  as  WJW  J 
DJ's.  There's  a  buy  for  you,  | 

too,  on  this  showman's  station.  | 

CLEVELAND'S 
W  STATION 

1  i 

5000  W.    %J)       BASIC  ABC WJW  BUILBINO       ̂ ^-^         CLEVELAND  15,  OHIO 
REPRESENTED    NATIONALLY    BY    H-R    REPRESENTATIVES,  INC. 
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ADVISORY  BOARD 
Benton  Plan  Supported 

THE  BENTON  plan  to  set  up  a 
National  Citizens  Advisory  Board 
for  Radio  and  Television  made  its 
appearance  in  the  House  last  week. 

Rep.  Kenneth  A.  Roberts  (D.- 
Ala.) dropped  a  companion  mea- 

sure (HR  5471)  in  the  hopper  last 
Tuesday.  It  was  referred  to  the 
House  Interstate  &  Foreign  Com- merce Committee. 

The  Congressman  said  he  would 
speak  with  committee  Chairman 
Robert  Crosser  (D.-Ohio)  on  the 
bill  as  soon  as  they  could  get  to- 
gether. 

On  the  Senate  side,  where  the 
Senate  Interstate  &  Foreign  Com- 

merce Committee  has  held  some 
hearings  on  the  issue  [Broadcast- 

ing •  Telecasting,  Sept.  10], 
there  has  been  no  action  sched- uled. 

Rep.  Roberts,  in  introducing  the 
measure  told  Broadcasting  • 
Telecasting,  he  did  so  because  he 
felt  that  "television,  and  radio,  too, 
are  important  as  educational  and 
public  service  mediums."  He  said he  thought  a  study  of  trends  in 
the  industry  would  "assure  protec- 

tion for  the  public." 
LUCIO  BASCO,  Rome  correspondent 
for  bi-lingual  WOV  New  York,  ob- tained exclusive  interview  from  Italian 
Premier  Alcide  DeGasperi  before  the 
statesman  sailed  for  U.  S.  Taped  in- 

terview was  played  on  WOV  and  dis- 
tributed to  five  other  Italian-language stations. 

Miss  Nancy  Clifford 
Newby  and  Peron,  Inc. 
Chicago,  III. 
Dear  Nancy: 

Hit  shore  pays  ter  bu fer  yer  clients Id  up  a  follcrin rkets  which  is 
steady  right through  pros- perities, depres- sions, r  e  c  e  s- sions,  er  zvhut 

Charleston, West  Virginity — th'  hometown 
uv  WCHS  — w7  Yessir, 
Nancy,  ther's all  kinds  uv industries  here, an'  thet  means steady  bisness ! 
Why,  th'  chem- ical plants alone  pays  75 milyun  dollars a  year  ter  their employees  in 

t  he  fsreo\aeny 
ONE  uv  meny industries  here ! 
Air  you  seein' to  hit  thet  yer clients  is  well 
represen t e d 
here?  An'  don't fergit—WCHS gives  yuh  more uv  these  we!l- lisseners  then  all  th' in  town  put  t'gether! Yrs. A  lay 

WCHS 

Charleston,  W.  Va. 

WSCR 

RICHARDS  EVANS,  general  manager  KSL-AM-TV  Salt  Lake 
City,  elected  vice  president  Radio  Services  Corp.  of  Utah  (owner 
of  KSL-AM-TV).  Mr.  Evans  will  continue  to  manage  stations. 

BERNARD  C.  HARGREAVES,  commercial  manager 
KWFC  Hot  Springs,  Ark.,  appointed  local  sales  man- 

ager KBTM-AM-FM  Jonesboro,  Ark.  Mrs.  KATH- 
ERINE  S.  HARGREAVES,  traffic  manager  KWFC, 
appointed  program  director  KBTM. 
FREDERICK  H.  ELLIOTT  Jr.,  sales  representative 
WKRT  Cortland,  N.  Y.,  named  to  sales  department 
WTRY  Troy,  N.  Y. 
WILLIAM   R.   TEDRICK,   general   manager  KNEM 
Nevada,  Mo.,  appointed  general  manager  WOKZ-AM- Mr.  Evans       FM  Alton,  111. 

DONALD  N.  MANN,  general  manager  WKNK  Muskegon,  Mich.,  re- 
signs.   He  will  join  WBBM  Chicago,  staff. 

MARTIN  N.  LEEDS,  associate  director  business  affairs  program  depart- 
ment CBS  Hollywood,  named  director  of  business  affairs  for  network 

TV  division. 

JERRY  HAUSER  and  EMERY  ELLINGSON  appointed  to  sales  staff 
WLDY  Ladysmith,  Wis.   ROBERT  FOREMAN,  sales  staff,  resigns. 

JOHN  R.  GNAU,  publicity  and  promotion  manager  WWJ-AM-FM-TV 
Detroit,  to  sales  staff  WWJ-TV. 
EDWARD  F.  LETHEN  Jr.,  MacFadden  Publications,  to  network  sales 
staff  CBS  Radio  Div.,  as  account  executive,  effective  immediately. 

CLYDE  MELVILLE  Co.,  Dallas,  appointed  southwestern  representative 
for  KSEL  Lubbock,  Texas. 

BILLY  WILSON,  account  executive  KCOH  Houston,  resigns  to  devote 
more  time  to  Montrose  Studios  (TV  production)  where  he  is  director 
of  sales  and  promotion.  FRED  BATES  succeeds  Mr.  Wilson  at  KCOH. 

DAN  SCHMIDT  III,  WOR  New  York,  to  CBS  Radio  Spot  Sales,  Holly- 
wood, as  account  executive. 

HAL  NEAL  promotion,  publicity  and  advertising  director  WXYZ  De- 
troit, appointed  to  newly  created  post  as  assistant  radio  sales  manager. 

WILLIAM  MORGAN,  staff  announcer,  will  succeed  Mr.  Neal. 

FORJOE  &  Co.,  N.  Y.,  moving  to  larger  offices  at  29  East  57th  Street, 
effective  Oct.  1.    New  telephone  number  will  be  PLaza  5-8501. 

JIM  KELSO,  WOSU  Columbus,  Ohio,  appointed  southern  Ohio  sales 
representative  for  WRFD  Worthington,  Ohio. 

ADAM  J.  YOUNG  Jr.  Inc.,  New  York,  appointed  national  representative 
for  WJAC  Johnstown,  Pa. 

DAN  V.  CARR,  CKEY  Toronto,  appointed  manager  CKOY  Ottawa. 

CRAIG  LAWRENCE,  executive  vice  president  Cowles  Broadcasting  Co. 
(WCOP  Boston,  KRNT  Des  Moines  and  WNAX  Yankton,  S.  D.),  and 
general  manager  WCOP,  named  Massachusetts  radio  chairman  for  Cru- 

sade for  Freedom  campaign.  .  .  .  ROBERT  E.  KINTNER,  president 
ABC,  elected  to  Advertising  Council  to  replace  MARK  WOODS,  repre- 

sentative for  radio  and  TV,  who  resigned  from  board  when  he  left  ABC 
board  vice  chairmanship.  .  .  .  BILL  REA  Jr.,  president  and  general 
manager  CKNW  New  Westminster,  B.  C,  father  of  daughter,  Sept.  14. 
.  .  .  ROBERT  B.  HANNA,  manager  WGY  and  WRGB(TV)  Schenec- 

tady, N.  Y.,  elected  president  of  local  Chamber  of  Commerce.  Mr.  Hanna 
is  first  radio  man  to  become  president  of  that  local  group.  .  .  .  HARVEY 
J.  STRUTHERS,  general  manager  WEEI  Boston,  named  chairman  of 
radio  committee  of  1952  United  Red  Feather  campaign. 

SCRANTON 

Is  a  member  of  America's 
No.  1  Radio  Network 

SCRANTON 

N.  B.  C. 

Operating  On  A  Full-Time 
Schedule,  Day  and  Night, 

Since  August  5th 

N 

Network  Programs  of  the National  Broadcasting 
Company  are  now  heard on  WSCR. 

B 

WSCR  adds  the  tre- mendous Scranton Market,  covering 
350,000  listeners, 
for  the  first  time  on 
America  s  No.  1  Ra- dio Network.  .  .  . 

c. 
Contact  us  or  THE WALKER  COMPANY, 
our  National  Represen- tatives for  choice  avail- abilities. 

For  REAL  COVERAGE  of 

the  Scranton  Market — 
Schedule 

WSCR 
The  N.B.C.  Affiliate  Station 
in  Scranton,  Pennsylvania 

1,000  Watts  Daytime 
500  Watts  Nighttime 

DAVID  M.  BALTIMORE 
President  &  General  Manager 
Studios:  116  Adams  Ave.,  Scranton,  Pa. 
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Revisions  in  the  1951  Marketbook 

Editor's  Note:  ,  Vf        y|y  ■ The  1951  Broadcasting  •  Telecasting  Marketbook  involved  more  than      HK  \f        Hp     i  1 
a  million  separate  computations.  In  so  prodigious  an  operation  it  was      1  if  JT^.  T inevitable  that  there  would  be  some  errors. 
We  made  a  few — the  corrections  are  printed  on  this  page.  With  each 

is  printed  the  page,  column  and  place  in  the  column  where  it  should 
appear  to  make  it  easy  for  your  secretary  to  insert  them  over  the 
incorrect  lines.  Just  clip  off  on  the  dotted  lines,  then,  when  you  find 
the  proper  place,  clip  off  the  direction  line  printed  in  italic. 
Page  7,  Col.  2,  South  Carolina  metro-      Page  172,  Col.  1,  Terrell,  Tex.,  insert       HK     tMim      4 1*  *%     *J I  t  *e politan  areas,  insert  after  Columbia:  KTER  Rates:  Mf       \mS  fl      IrlfC     C4.VL  L  wL  OA.  tiflfc 
GREENVILLE,    168,152    (1950    pop.);    136,580    6.15      8.35    16.10    23.75    43.70  „,„__.  ,,    ,,       ,  _. (1940  pop.);  44,313  (1950  homes);  39,527    WKRC  Cincinnati  signed  sponsorship  for  all  U.  of  Cincinnati  grid  games. 

(1950  radio  homes);  89.2  (%  radio).  Page  203,  Col.  4,  Albuquerque,  N.  M.,  (Seated,  I  to  r):  Reuben  Frisch,  mgr.  of  large  branch  of  Frisch's  Restaurants, 
Pag^WcoLircna^ge-lwBHlTV)  KOAT  listeners  to:   S**l  *T  ̂   ^\  Mj.W,«7'  ̂ T^V'1 Los  Angeles  rates:  125,000  athletic  dir.;  Dave  Frisch,  sponsor  president;  (standing,  I  to  r):  Ed  Kennedy 
■     and  David  Taft,  WKRC  sporrscasters,  and  Syd  Cornell,  of  agency,  Rollman, 
?■    .12222  J22«2  I^SJ  222 22  ̂'22  ,  o««2  PaSe  203 1-  Albuquerque,  N.  M.,  Cary  &  Rittenhouse.    Mr.  Taft  is  assistant  to  the  executive  vice  president  of 
N    200.00  200.00  313.00  500.00  750.00  1,250.00       change  KVER  listing:     Radio  Cincinnati  Inc.,  WKRC  licensee. Page  19.  Col.  2,  Salinas,  Calif.,  delete  Spanish  125,000  3,000  -  JBfe. KDON    which    should   only    be    listed  _  _      .    F^Hl 
under  Santa  Cruz.  Page  203.  Col.  4.  New  Mexico  foreign  ~mE  ̂ pjSffj^  '  4p\  / 
Page  45.  Col.  4.  Weiser.  Idaho.  Change     ' V  ,    MF^M  * 
KWEI  rates:  LAS^CRUCES        ̂   -        /  :  v^-^  "T"  ^  V 

P^g'e^iii^Col^Y^in sert  Southern  '  Pines,     Page  206,  ~  Col ~~~3~,~  Texa's'  "foreign  '  lan-  ■HHhKHH 
SOUTHERN  ̂   PINES,^  Moore, ^  8,335     homes,       PLEASANTON  ^      ̂    ̂   j  P  jj  Jf  Sk        /  -  "jit  £ weeb,  i  kw-D,  990  kcQ  '°  10meS'  Spanish     w   '      75%'  840  CHET   HUNTLEY,   (seated      '    A,BC     VV.    COAKLEY    THOMPSON,  pres., D       4.00      4.00    12.00    24.00    36.00    60.00      STEPHENVILLE                                                                  .             .  „ '    .  D         '       .  T.      w„»„.  C..„„l„  r~    „t  c-L.-U KSjv                   55o/0            210                newscaster,  and  Paul  Beuter,  ad  mgr.  The  Motor  Supply  Co.  ot  Savannah, 

Page  172,  Col.  1,  delete  KDWT  
from                                                                   

for   MJB   Co.    (coffee,   spices,    rice)  Augusta,   Waycross,    Brunswick  and 

Snyder,  Tex.,  insert  under  Stamford,     Page  206,  Col.  4,  insert  Terrell,  Tex.:        shake  hands  after  MJB  signed  52-  Aiken,   signs   contract  covering  ex- 
Tex  '-                                                     TERRELL                                                   week  pact  for  Chet  Huntley  and  the  elusive    sponsorship    of    all    U.  of STAMFORD,  Scurry,  6,979  homes,  87.7%  radio,     KTER,  250w-D,  1570  kc                                News  on  ABC  Pacific  and  Mountain  Georgia    grid    games    over  WSAV 
6,121  radio  homes.                                  Bohemian            40,000             60                networks.    Standing  (I  to  r):  Christy  Savannah  for  second  consecutive  sea- 

Allen,  BBDO;  Gayle  Grubb,  general  son.     (L   to   r)    Don   Jones,  WSAV manager,  KGO  San  Francisco;  Walter McNiff,  BBDO. 
comm.  mgr.,  Mr.  Thompson,  and  Bob 

Ward,  WSAV  local  ad  mgr. 

ALVIN  BAUMER,  pres.,  Baumer 
Foods  Inc.,  signs  to  sponsor  Hour  of 
Charm  Mondays  over  WWL  New 
Orleans  for  52  weeks.  Standing  (I 
to  r)  are  James  G.  Aldige  jr.,  of 
WWL;  Helion  Dickson  jr.,  vice  presi- dent of  Stone  Stevens  Inc.,  and 
George  Arnold,  Baumer  sales  man- 

ager. 

OTIS  MILLER  (seated,  I)  co-owner  of 
Scott  Co.,  plumbing  contractor,  signs 
to  sponsor  H.  V.  Kaltenborn  (seated, r)  and  Richard  Harkness  five  days 
weekly  on  KNBC  San  Francisco. 
Standing  (I  to  r):  Robert  Sherman, 
v. p.,  Elliott,  Daly  &  Sherman,  S.  F. 
agency,  and  Heber  Smith,  KNBC acct.  exec. 

SEALY  Mattress  signs  for  full  sponsorship  of  Brunch  With  Dorothy  &  Dick  on 
WOR  New  York,  Sundays.  (L  to  r)  Dick  Kollmar,  co-star,  Eugene  Kligman 
(seated),  executive  vice  president,  Sealy  Mattress  of  New  York;  Dorothy  Kil- 
gallen  Kollmar,  (co-star),  (standing),  Abe  Cenit,  Sealy  sales  &  merchandising 
mgr.,  and  Paul  Tuttle,  ad  mgr.    Contract  placed  by  Getschal  &  Richard,  N.  Y. 

BISMARCK,  N.  DAK. 
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BOXING  FEUD 
KRSC  Defends  Action 

KRSC  Seattle  has  been  threatened 
with  legal  action  by  promoters  of 
the  Harry  Matthews-Grant  Butch- er middleweight  bout  held  on  the 
West  Coast. 

The  dispute  between  the  station 
and  the  promoters  grew  from  a 
radio  blackout  called  by  Jimmy 
Fitten,  matchmaker,  and  the  two 
fighters'  managers  in  an  effort  to 
boost  gate  receipts.  KRSC,  how- 

ever, re-created  the  bout  round  by 
round  from  the  studio.  This  action 
precipitated  the  threat  of  legal recourse. 

Ted  Bell,  KRSC  program  direc- 
tor, declared  the  recreation  could 

not  have  cut  into  gate  receipts 
because  the  fight  was  not  broad- 

cast until  after  its  conclusion  "and 
we  did  not  plug  our  planned  cover- 

age until  6  p.m.  the  night  of  the 
fight." Mr.  Bell  noted  the  station  ran 
free  spots  during  the  week  preced- 

ing the  fight,  urging  listeners  to 
attend,  and  telling  them  where 
tickets  could  be  obtained. 

NRFA  POLICY 
Paid  Space,  Free  Time 

Plan  Hit  by  Paige 

WHUM  HOLIDAY 
Host  to  N.Y.  Execs. 

MAKING  the  trip  in  a  chartered 
plane,  New  York  agency  time- 
buyers  and  officials  of  H-R  Repre- 

sentatives were  guests  of  WHUM 
Reading,  Pa.,  at  a  "carnival  party" in  Reading  fortnight  ago.  Hosts 
were  Mr.  and  Mrs.  Humboldt  Greig 
and  Mr.  and  Mrs.  Arthur  Heim  of 
WHUM. 
Among  those  who  made  the  trip were: 
Jayne  Shannon,  J.  Walter  Thompson Co.;  Betty  Powell,  Geyer,  Newell  & 

Ganger;  Frank  Coulter,  Young  &  Rubi- cam;  Ruth  Jones,  Benton  &  Bowles; 
Murray  Roffis,  Maxon  Inc.;  Frank  Dan- 

iel, Lennen  &  Mitchell;  Helen  Hart- wig,  Lucy  Kerwin,  Kenyon  &  Eck- hardt;  Don  Quinn,  Pedlar  &  Ryan; Jack  Neale,  Compton  Inc.;  Elenore Scanlan,  BBDO;  Ethel  Weider,  Biow Co.;  Vera  Brennan,  Scheideler,  Beck &  Werner;  Dick  Fichthorn,  Allan  Lane, Jack  Shuler,  Johnny  Deegan,  Priscilla Pomeroy,  and  Mel  Wayne,  WHUM; 
Jean  Carroll,  Sullivan,  Stauffer,  Col- well  &  Bayles;  Helen  Wilbur,  Doherty, Clifford  &  Shenfield;  Robert  Stivers, 
Hilton  &  Riggio;  Frank  E.  Pellegrin, Frank  M.  Headley,  Allan  Kerr,  Paul  R. 
Weeks,  H-R  Representatives;  Anne Small,  Cecil  &  Presbrey,  Betty  Nasse, Dowd,  Redfield  &  Johnstone;  Mary 
Dunlavey,  Harry  B.  Cohen  Inc.;  Rob- ert Reuschle,  McCann-Erickson;  Fred Cusick,  Dancer -Fitzgerald-Sample;  Tom McDermott,  N.  W.  Ayer  &  Son;  Lil- lian Selb,  Foote,  Cone  &  Belding. 

Coy  Prediction 
ADVANCES  in  electronics,  par- 

ticularly in  radio,  television  and 
facsimile,  will  move  freight  and 
passengers  with  increasing  speed 
and  safety,  Chairman  Wayne  Coy 
of  the  FCC  predicted  in  an  address 
marking  the  100th  anniversary  of 
the  sending  of  the  first  train  order 
by  telegraph.  The  ceremony  was 
held  in  Harriman,  N.  Y.  Chairman 
Coy  speculated  that  whole  yards  or 
terminal  areas  might  be  made 
visible  to  a  dispatcher  by  tele- 

vision with  all  activities  observed 
by  railroad  executives. 

THE  chiseling  fringe  is  back  at  its  nibbling,  judging  by  scattered  but 
violent  reactions  from  broadcasters. 

In  the  mountain  states,  Jack  Paige,  vice  president  of  the  39-station 
Intermountain  Network,  blew  his  top  when  a  letter  arrived  from  Na- 

tional    Retail    Furniture    Assn.,  *  Chicago.  His  explosion  came  when 
he  read  paragraphs  advising  re- tailers to  buy  newspapers  space 
and  solicit  free  radio  time. 

"I,  for  one,  wonder  just  how  long 
publicity  organizations  such  as 
yours  can  expect  to  continue  ask- 

ing radio  for  free  time  while  at 
the  same  time  directing  the  atten- tion of  the  retailer  to  the  fact  that 
his  greatest  medium  is  the  news- 

paper," Mr.  Paige  wrote  NRFA. "You  will  be  interested  to  know 
that  your  material  has  served  one 
purpose  .  .  .  and  that  is  an  edict 
issued  to  all  our  commentators  on 
the  39-station  Intermountain  Net- 

work never  to  use,  under  any  con- 

sideration, any  material  supplied 
by  any  public  relations  bureau  such as  yours.  .  .  .  Also  please  be 
assured  that  the  furniture  stores 
in  this  town  who  have  long  recog- nized radio  as  one  of  their  finest 
mediums  will  receive  complete  and 
thorough  cooperation  from  this 
station  in  this,  as  well  as  any  other 
promotions.  Our  cooperation  with 
them  will  come  through  their  recog- nition and  not  because  of  your 

treatment." The  furniture  group  recom- 
mended in  a  12-page  home  fashion brochure  that  newspapers  will  get 

out  special  sections  if  retailers 
support  it,  Mr.  Paige  said.  The 

brochure  then  noted  that  radio  sta- 
tions will  promote  the  home  fashion 

campaign  of  NRFA — free. 
An  effort  to  buy  station  an- nouncements at  50  cents  each  drew 

the  wrath  of  Arthur  J.  Barry, 
president  of  WEOK  Poughkeepsie, 
N.  Y.  Mr.  Barry  wrote  Maurice 
Greenberg,  of  Eastern  Wine  Corp., 
New  York,  as  follows: 

In  reply  to  your  letter  dated  Sept. 
19,  requesting  a  schedule  of  50  to 100  announcements  at  50  cents  each, 
wish  to  advise  our  maximum  discount 
rate  for  one-minute  spots  is  $S  each. 
This  is  the  rate  now  being  paid  by  all 
our  advertisers,  includ'ng  a  compet- ing wine  advertiser. I  doubt  very  much  if  you  would  be 
willing  to  offer  us  a  case  of  Chateau 
Martin  wine  at  one-twelfth  of  the standard  price. 

ADVERTISING -merchandising  offer 
under  which  sponsors  may  receive  pro- motion of  their  grocery-store  products 
in  250  Bohack  Supermarkets  in  New York  area  has  been  announced  by  WOV 
New  York. 

MODEL  S5  SYNCHRONOUS  MAGNETIC 

FILM  RECORDER  AND  REPRODUCER 

The  STANCIL-HOFFMAN  Synchronous  . . . 
Magnetic  .  . .  Sprocket  Film  Recorder  insures 

for  7  6  mm  film  production  .  .  .  35  mm  SOUND 
FIDELITY  plus  . . .  MAGNETIC  TAPE  convenience 

...  at  16  mm  PRODUCTION  COSTS. 
This  remarkable  S5  Recorder  may  be  ordered 

for  either  16  mm  or  17.5  mm  film. 
The  S5  Recorder  is  designed  for  either  portable 

use  (as  illustrated)  or  rack  mounting 
for  permanent  placement. 

STANCIL-HOFFMAN  Synchronous 
equipment  has  been  field  tested  and 
proven  by  extensive  use  throughout  the  world. 
Over  2 1 60  foot  film  capacity,  or  a  full  hour 
of  1 6  mm  recording. 
Available  with  both  a  synchronous  drive 
motor  and  an  interlock  motor,  either  motor 
used  selectively. 
The  mechanical  filter  system  uses  TWO  fly 
wheels  in  a  balanced  tight  loop,  providing 
flutterless  operation. 
Complete  relay  control  permitting  remote 
operation  from  any  number  of  positions. 

y  Instead  of  gears,  uses  a  unique  silent  chain drive  which  requires  NO  maintenance. 

STANCH-
 

I1UIM 

1016  NORTH  HIGHLAND  AVENUE 

E  FOR  DESCRIPTIVE  BROCHURE 

HOFFMAN 

HOLLYWOOD  38,  CALIFORNIA 
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JACK  LEWIS  appointed  program director  WMBG  and  WCOD  (FM) 
Richmond,  Va.,  succeeding  AL- LAN PHAUP,  recalled  to  active  duty 

as  Air  Force  Reserve  officer. 
ART  JACOBSON,  TV  program  man- ager NBC  Chicago,  resigns.  GEORGE 
HEINEMANN,  TV  operations  man- ager, succeeds  Mr.  Jacobson. 
TED  MILLS,  executive  TV  producer 
NBC  Chicago,  to  CBS,  as  video  pro- ducer in  New  York.  SHIRLEY  WIL- 
LER,  secretary  to  Mr.  Mills,  also  joins CBS. 
FRAN  HARRIS,  women's  editor  for radio  and  TV  WWJ  Detroit,  appointed 
manager  of  publicity  and  promotion, 
succeeding  JOHN  N.  GNAU  (see 
Front  Office). 
DARRELL  E.  ROSS,  stage  supervisor 
KECA-TV  Hollywood,  appointed  pro- duction manager. 
FRANCES  A.  BOVICK  appointed  pro- gram director  WJNC  Jacksonville, 
N.  C,  succeeding  DOROTHY  R. 
GOULD,  resigned.  Miss  Bovik  was 
with  KBON  and  KFAB  Omaha,  and 
CBS-TV  in  Hollywood. 
BOB  GEIS,  writer-producer  WRFD 
Worthington,  Ohio,  appointed  produc- 

tion manager.  MARY  LOU  PFEIF- FER,  instructor  Community  Institute, and  associated  with  extension  staff 
Ohio  State  U.,  appointed  director  of 
women's  activities.  GEORGE  BOD- NER,  station  personality,  appointed chief  announcer. 
KENTON  R.  MUDGETT  appointed 
program  director  WTWN  St.  Johns- 
bury,  Vt.,  succeeding  ROBERT  WEB- 

STER, resigned.  Mr.  Mudgett  and 
Toni  Dugas  were  married  Sept.  8. 
APRIL  WALTERS  named  continuity chief. 

air-casters 

JOE  LANDIS  and  GEORGE  TIBBLES 
named  co-producers  and  Mr.  Landis 
new  director  for  weekly  Al  Jarvis 
Show  on  KLAC-TV  Los  Angeles.  They 
replace  JOE  PARKER,  producer- director,  who  resigned  to  fulfill  other commitments.  Mr.  Tibbies  is  also 
musical  director. 
RAY  E.  BROSSEAU,  guest  relations 
NBC  New  York,  appointed  program- ming sales  coordinator  WLWD  (TV) 
Dayton. 
BILL  BRADLEY,  WCAU  Philadelphia, 
to  KCBS  San  Francisco  as  staff  an- nouncer. 
SHIRLEY  HAYES,  program  depart- ment KPIX  San  Francisco,  and  Dick 
Hickman,  married. 
WARREN     MICHAEL     KELLY  to 
WXYZ  Detroit,  as  emcee  on  Stag Party. 
JO     RANSON,     publicity  director WMGM  New  York  and  MGM  Radio 
Attractions,  named  chairman  of  press- radio  liaison  committee  of  Brooklyn 
Chapter  of  American  Red  Cross. 
LEON    RADSLIFF,    staff  musician 
KCBS,  father  of  girl,  Nickie. 
JUNE  MELENDY,  organist  KPIX  San 
Francisco,  mother  of  boy. 
CLARENCE     CASSELL,  announcer 
KCBS  San  Francisco,  to  CBS  Pacific 
Network,  Hollywood. 

BILL  REILLY,  publicity  director 
WCKY  Cincinnati,  father  of  boy. 
ADELE  CRAWFORD  replaces  PEG 
ROTHE  JACOBSON  as  supervisor  of 
information  and  guest  relations  NBC Chicago. 

BUDDY  MORENO,  singer  and  band- 
leader, to  WBBM  Chicago,  on  music 

staff  as  singer,  musician  and  emcee. 
ERNEST  DE  LA  OSSA,  director  of 
personnel  NBC,  to  preside  at  an  Office Forum  to  be  held  Oct.  22  in  New  York 
on  technical  and  scientific  manpower 
and  salary-wage  stabilization,  spon- 

sored by  New  York  Personnel  Man- agement Assn.  in  conjunction  with National  Business  Show. 
DON  THURSTON,  staff  announcer- engineer  WTWN  St.  Johnsbury,  Vt., 
and  Oralie  Lane,  married  Sept.  9. 
DON  BAKER,  announcer  KNX  Holly- 

wood, and  JOE  ALLABOUGH,  assist- ant director,  named  night  supervisors for  station. 
CONNIE  B.  GAY,  noted  radio-TV  hill- 

billy band  leader,  and  top  TV  enter- tainers from  Washington,  D.  C,  area, 
visiting  Armed  Force's  installations in  the  Caribbean. 
DAN  TOBEY,  ring  announcer,  appear- 

ing in  that  capacity  on  KTTV  (TV) 
Los  Angeles  Wrestlers  and  The  Ladies. 
CANDY  McDOWELL  starts  two  week- 

ly quarter-hour  Musical  Nightcap  rec- 
ord program  on  KTSL(TV)  Los  An- 

geles. JACK  BRUCE,  staff  announcer  WNAX 
Yankton,  S.  D.,  father  of  boy,  Steven Edward. 

CHARLES  (Happy)  HOLMES,  disc 
jockey  WBTM  Danville,  Va.,  to  WAYS 
Charlotte,  N.  C,  in  same  capacity. 
MARGARET  JOHNSTON,  continuity 
writer  WCPS  Tarboro,  N.  C,  to  con- 

tinuity department  WAYS.  CHARLES 
KURALT,  announcer  WAYS,  leaves 
station  to  enroll  at  U.  of  North  Caro- lina. 
WILLIAM  BRENNAN,  program  direc- tor KTSL  (TV)  Hollywood,  father  of 
boy  Sept.  18. 
JIM  JOHNSTON,  WOC-TV  Daven- 

port, to  announcing  staff  WLS  Chi- cago. BOB  SHAFFER  to  talent  staff, 
as  singer.  He  was  with  WKNX  Sagi- 

naw, Mich. 
LLOYDE  GAYNES,  producer  WTVJ 
(TV)  Miami,  called  to  active  duty  with 

KLIX  Joins  MBS 
AFFILIATION  of  KLIX  Twin 
Falls,  Ida.,  with  MBS,  effective 
today,  was  announced  last  week  by 
Frank  C.  Mclntyre,  KLIX  vice 
president  and  general  manager. 
KLIX  also  has  joined  the  Inter- mountain  Network,  effective  today 
[At  Deadline,  Sept.  24],  and 
already  was  affiliated  with  ABC. 
"This  marks  the  first  time  any 
Magic  Valley  station  has  had  con- 

tracts with  two  major  networks," Mr.  Mclntyre  said. 

Air  Force.  He  will  enter  Air  Force 
Officers  Candidate  School  at  Lakeland 
Field,  Texas. 
HUGH  KEMP,  associate  editor,  script division  NBC  radio,  father  of  boy, Ian  Fletcher,  Sept.  18. 
WILLIAM  WHITE  PARISH,  assistant 
to  president  Simon  &  Schuster,  N.  Y., named  supervisor  of  playreading 
NBC  New  York. 
RENEE  LEASE  to  continuity  staff 
WIRE  Indianapolis,  succeeding 
GLORIA  JOYNER,  resigned. 
EARL  STEELE,  announcing  staff 
WCCO  Minneapolis,  appointed  pro- 
ducer. 
ERNEST  E.  STERN,  copy  chief  pub- 

licity department  ABC,  named  trade news  editor.  TOM  FITZSIMMONS 
succeeds  Mr.  Stern,  as  copy  chief. 
JANE  SMITH,  commentator  KVVC 
Ventura,  Calif.,  to  KVEN  same  city. 
BOB  KING,  KSOO  Sioux  Falls,  S.  D., 
appointed  to  announcing  staff  WNAX Yankton,  S.  D. 
BUD  STEFAN,  emcee  KTLA  (TV) 
Hollywood,  recovering  following  re- cent appendectomy. 

MtVi •   •  • 
CHUCK  LAMBERT,  music  director WGFG  Kalamazoo,  Mich.,  appointed 
assistant  news  editor  and  special events  man. 
MILT  BERKOWITZ,  news  and  sports 
editor  and  publicity  director  WONS 
Hartford,  Conn.,  resigns  effective 
Oct.  1. 
JOHN  ADAIR  to  WNAX  Yankton, 
S.  D.,  as  newscaster. 
JOSEPH  SLAVIN,  recent  graduate 
Fordham  U.,  N.  Y.,  to  WMTR  Mor- ristown,  N.  J.,  as  general  newsman. 
BENEDICT  E.  HARDMAN,  instructor 
for  American  Institute  of  the  Air, 
Minneapolis,  and  CLAYTON  KAUF- 

MAN, sports  editor,  staff  writer  and editor  International  News  Service, 
Dallas,  appointed  to  news  staff  WCCO Minneapolis. 
RICHARD  OBERLIN,  news  director 
WHAS-AM-TV  Louisville,  returns  to 
station  after  three  months'  leave  of absence  to  work  with  UNESCO  in 
France. 
JIM  LEATHERS,  county  extension 
agent  of  Cowley  County,  Kansas,  ap- 

pointed associate  farm  director KMBC-KFRM  team  Kansas  City,  Mo. 
He  succeeds  KEN  PARSONS,  resigned. 
DEKE  HOULGATE,  sports  columnist, 
starts  quarter-hour  weekly  Pigskin 
Parlay  on  KHJ  Los  Angeles.  In  addi- tion to  predicting  outcome  of  big 
games  to  be  played,  Mr.  Houlgate  will 
interview  prominent  football  personal- ities. 
BOB  REYNOLDS  named  sports  an- 

nouncer and  disc  jockey  WJBK  De- troit. He  was  with  WTAC  and  WFDF 
Flint,  Mich. 
JIM  MARTIN,  morning  news  editor 
WGAR  Cleveland,  presented  scroll 
honoring  him  with  life  membership 
in  Smaller  Business  of  America  Inc., 
for  his  contribution  to  organization. 
GEORGE  HAMILTON  COMBS,  news 
analyst  WMGM  New  York,  and  mem- ber of  New  York  bar,  made  special 
assistant  U.  S.  Attorney  attached  to 
district  office  enforcement  division  of 
Office  of  Price  Stabilization.  He  was 
sworn  in  last  Tuesday  by  James  G. 
Lyons,  OPS  regional  director.  Mr. 
Combs  will,  for  the  present,  continue with  his  news  broadcasts  over 
WMGM,  Mon.-Fri.,  12:15-12:30  p.m. 
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SAN  DIEGO 

NLRB  Orders  Elections 
At  Five  Outlets 

ELECTIONS  to  determine  the  collective  bargaining  representative  for 
certain  technical  employes  at  five  San  Diego,  Calif.,  stations  have  been 
ordered  by  the  National  Labor  Relations  Board. 

Stations  involved  are  KFMB-AM-TV  (Kennedy  Broadcasting  Co., 
formerly  Jack  Gross  Broadcasting 
Co.),  KCBQ  (Charles  E.  Salik), 
KGB  (Don  Lee  Broadcasting  Sys- 

tem), KSDO  (San  Diego  Broad- 
casting Co.)  and  KSON  (Stude- baker  Broadcasting  Co.). 

In  all  cases  except  that  of 
KSON,  employes  will  choose  be- 

tween NABET  (CIO)  and  IBEW 
(AFL),  or  select  neither.  At 

,KSON,  NABET  is  the  sole  union 
involved. 
A  consolidated  hearing  was 

heard  on  NABET's  five-station 
petition  and  affirmed  by  three 
members  of  the  board.  The  elec- 

tions will  be  held  within  30  days 
after  the  date  of  direction,  Sept.  27. 

In  the  Don  Lee  case,  IBEW  in- 
WMCA  SPONSORS 

Adds  17  New  Accounts 
SEVENTEEN  new  advertisers  for 
both  spot  announcements  and  pro- 

grams have  been  signed  by  WMCA 
New  York. 

Included  in  roster  are: 
Dexter  Motors,  through  Henry  L. Davis  Co.,  N.  Y.,  to  sponsor  Football Huddle,  preceding  Notre  Dame  football 

games,  plus  corresponding  spot  an- nouncements; Philco  Radio  &  Phono- graph Corp.  sponsoring  Notre  Dame football  series,  through  Sternfield-God- ley,  N.  Y.;  Italian-Swiss  Colony  Wine, through  Honig-Cooper,  San  Francisco, presenting  quarter-hour  Football  Score- board, following  all  games  on  WMCA. Mutual  of  Omaha,  through  Roberts 
&  Reimers,  N.  Y.,  sponsoring  ten- minute  segment  of  Ted  Steel  Show, 
Mon.-Fri.,  and  Borden  Co.,  through Young  &  Rubicam,  N.  Y.,  signs  13- week  contract  for  nine  weekly  par- ticipations in  same  show;  Caryl  Rich- ards Permanent  Wave,  through  Emer- son-Rogers, N.  Y.,  weekly  quarter  hour. New  sponsors  for  Barry  Gray  post- midnight  show  include:  Best  Foods (Old  Homestead  salad  dressing), through  Benton  &  Bowles,  N.  Y.; Spain  &  Spain  Furriers,  direct;  Master Yogurt,  through  Peck  Adv.,  N.  Y.; Dexter  Motors;  Mars  Television, through  Lester  Harrison,  N.  Y.,  and Show-of-the-Month  Club,  direct. Spot  campaigns  starting  this  month are:  Dolcin  Corp.  (Kedrin),  through Victor  Vander  Linde  Co.,  20  spots  per week;  River  Brand  Rice  Mills,  through Donahue  &  Coe,  N.  Y.;  American Safety  Razor  Co.,  through  BBDO; Messing  Bakeries,  through  Donahue  & Coe;  Florence  Halpern  Neckwear, direct;  Lee  Television,  through  Mar- free  Adv.,  N.  Y. 

tervened  for  its  Local  569,  claim- 
ing that  it  originally  had  a  con- 

tract covering  employes  at  four 
Don  Lee  outlets,  including  KGB, 
on  behalf  of  other  union  locals.- 
The  one-year  contracts  have  been 
automatically  renewed  each  year 
before  June  30.  Last  April  NABET 
notified  the  employer  of  its  claim 
for  representation  and  filed  a  peti- 

tion. The  AFL  union  protest  was 
rejected  by  NLRB  in  favor  of the  CIO  claim. 
Taking  each  case,  the  board 

ruled  that  these  comprise  adequate 
units  for  collective  bargaining: 

(1)  All  engineering,  technical  and 
production  employes  at  KFMB-AM- 
TV,  excluding  directors,  producer?, 
writers,  announcers,  talent  and  pro- fessional employes. 

(2)  All  engineers  and  technicians 
at  KCBQ,  excluding  the  chief  engi- 

neer and  transmitter  supervisor  (su- 
pervisors under  the  Taft-Hartley  Act), 

professional  employes  and  other  su- 
pervisors. (3)  All  engineers  and  technicians, 
including  the  vacation  relief  man,  but 
excluding  professional  employes  and 
supervisors,  at  KGB. 

(4)  All  engineers  and  technicians, 
including  the  chief  engineer,  but  ex- 

cluding professional  employes  and 
supervisors,  at  KSDO. 

(5)  All  engineers  and  technicians, 
excluding  professional  employes  and 
supervisors,  at  KSON. 

RCA 

Cost  of  Living 
PRICES  on  television  sets  "gener- 

ally" were  lower  in  August  than during  the  preceding  month,  the 
Bureau  of  Labor  Statistics  re- 

ported in  a  cost-of-living  survey 
issued  Sept.  21.  The  revised  index 
of  consumer  prices,  however,  re- 

mained about  9%  above  the  pre- 
Korea  period  and  185.5%  of  the 
1935-1939  average,  reflecting  no 
change  from  the  record  mark  set 
last  July  15.  Bureau  said  a  drop 
in  household  furnishings  and  food 
items  was  more  than  offset  by 
boosts  in  rents  and  tangible  goods. 
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WINSTON-SALEM 

allied  arts 

RAYMOND    S.    PERRY,  general sales    manager    Federal  Tele- phone &   Radio   Corp.,  Clifton, 
N.  J.,  elected  vice  president  and  di- rector. 
STANDARD  RATE  &  DATA,  moves 
executive  and  publishing  offices  to 
1740  N.  Ridge  Ave.,  Evanston,  111. 
Company  sales  office  will  be  main- 

tained at  333  N.  Michigan  Ave.,  Chi- 
cago, headed  by  J.  W.  WILLIAMS. 

JOHN  J.  GLAVIN,  production  man- ager Cinecolor  Inc.,  L.  A.,  to  Five 
Star  Productions,  Hollywood  (TV  film 
commercials),  as  general  manager. 
Mr.  Glavin  will  supervise  all  color 
work  in  addition  to  handling  the  co- 

ordination of  firm's  five  production departments. 
ALEXIS  THURN-TAXIS,  director 
CBS-TV  New  York,  released  from  his 
contract.  He  has  returned  to  Holly- wood to  become  assistant  to  Louis  B. 
Mayer,  formerly  MGM  executive  in 
charge  of  production,  who  recently 
established  Beverly  Hills  offices. 
HAL  TATE,  who  syndicates  Who's 
Talking  for  radio  and  TV  out  of  Chi- 

cago, father  of  boy,  Martin,  Sept.  12. 
WAYNE  OLIVER,  field  representa- 

tive, western  section,  TV  Author- ity, named  west  coast  representative 
protem,  replacing  PETER  PROUSE, 
who  recently  resigned  to  join  Jack 
Douglas  Productions,  TV  film  prod- ucers [Broadcasting  •  Telecasting, 
Sept.  10].  Other  protem  appointments 
include  that  of  HENRY  REESE,  mem- 

ber of  TVA  Board  and  AGMA  execu- 
tive group  as  field  representative. 

Second  field  representative  is  ex- pected to  be  named  at  a  later  date. 
All  appointments  become  effective 
Oct.  1  Final  approval  of  selections awaits  decision  of  national  board. 
TERRY  SOUTHARD,  district  man- ager Columbia  Records  Inc.,  named 
division  manager  in  charge  of  greater 
New  York,  New  Jersey,  upstate  New 
York  and  New  England  areas.  BILL 
O'BOYLE,  district  manager,  named division  manager  in  charge  of  Middle 
Atlantic  and  Southeast  areas.  BILL 
NEILSEN,  district  manager,  named 
division  manager  in  charge  of  Middle 
West.  PAUL  PEPPIN,  district  man- 

ager, appointed  division  manager  in 
charge  of  West  Coast,  Northwest,  and Southwest. 
R.  RUSSELL  PORTER  resumes  direc- 

torship of  department  of  radio  at  U. of  Denver.  Mr.  Porter  returns  after 
year's  leave  of  absence  to  coordinate 
25th  anniversary  of  school's  Social Science  Foundation. 
STANDARD  RADIO  TRANSCRIP- 

TIONS SERVICES,  N.  Y.,  moves  to 
new  and  larger  offices  at  444  Madison 
Ave.,  Suite  2008.  Telephone:  PLaza 3-4620. 

£guija/nent 

manager  of  government  and  indus- trial division.  WILLIAM  J.  PELTZ, 
manager  of  government  and  indus- 

trial operations,  appointed  vice  presi- 
dent-operations of  TV  and  radio  divi- 

sion. 
PENTRON  Corp.,  Chicago  (tape  re- 

corders), announces  new  duo-speed 
portable  tape  recorder.  Recorder  fea- tures new  push  button  control.  It  is 
available  with  dual  track  or  single 
track  heads  for  broadcast  use. 
"Technical 

HARRY  GRELCK  appointed  field  su- pervisor in  charge  of  field  operations 
for  NBC's  New  York  Radio  Technical 
Onerations,  succeeding  MAX  JACOB- 
SON,  who  has  transferred  to  Tele- 

vision Technical  Operations  [Broad- casting •  Telecasting,  Sept.  24]. 
Dr.  PETER  C.  GOLDMARK,  vice 
president  in  charge  of  engineering  re- search and  development,  CBS  Labs, 
and  inventor  of  the  CBS  color  televi- 

sion system,  was  one  of  recipients  of Color  Award  for  1951  from  Rahr 
Color  Clinic  on  last  Monday's  Margaret Arlen  Program  on  CBS-TV. 
LIONEL  WITTENBURG  and  HENRY 
SHEPPARD,  WTCN-AM-TV  Min- neapolis, named  assistant  TV  studio 
supervisors.  They  will  assist  JOHN 
M.  SHERMAN,  WTCN-TV  technical director. 
JERRY  JOHNSON,  chief  engineer 
WTWN  St.  Johnsbury,  Vt.,  father  of 
daughter,  Paula  Suzanne. 
DONALD  PIKE  and  HERMAN  FOLK- 
ERTS  named  studio  supervisors  NBC 
TV  network. 

HOWARD  LEPPLE,  chief  engineer 
WLWD  (TV)  Dayton,  appointed  TV 
engineering  administrative  assistant 
of  Crosley  Broadcasting  Corp.  He  will 
coordinate  technical  phase  of  three 
TV  stations  (WLWD,  WLWC  Colum- 

bus, and  WLWT  Cincinnati),  and  new 
TV  plant  construction.  J.  M.  Mac- 
DONALD  appointed  assistant  tech- nical director  of  Crosley.  He  will 
supervise  AM,  FM  and  TV  activities, 
including  Voice  of  America  plant. 
LESTER  STURGILL  replaces  Mr.  Lep- 
ple  at  WLWD.  CAL  BOPP,  chief  en- 

gineer WLWT,  to  Crosley  Mfg.  Div., 
to  work  on  color  TV. 

STATION  BREAKS 
KSTP  Makes  Special  Offer 

KSTP  Minneapolis-St.  Paul  an- nounced last  week  that  effective 
immediately  it  is  offering  non- 
guaranteed-time  station  breaks  (20 
seconds)  with  all  standard  contract 
provisions  applying  at  50%  of  the 
regular  station  break  rates. 

Miller  C.  Robertson,  KSTP  vice 
president  in  charge  of  sales,  said, 
"This  service  is  available  in  all  time 
brackets,  in  any  quantity  or  fre- 

quency desired,  and  is  definitely  not 
'floating  time'." 

JOSEPH  P.  GILLIES,  vice  president- 
operations  of  government  and  indus- trial division  and  director  of  TV  and 
radio  division  Philco  Corp.,  Phila., 
appointed  vice  president  and  general 

STEVE  ALLEN  DISCOVERS  PENNSYLVANIA 

Steve  Allen,  Star  of  CBS  Songs  for  Sale,  meets  Betty 
Eileen  McAllister — Mrs.  America,  1950,  and  Marcella 
Marder — Mrs.  Pennsylvania,  1951,  both  represent- 

ing WARD.  Steve  lived  in  Johnstown  and  appreciates 
Keystone  State  Pulchritude  and  vice-versa. 

TIMEBUYERS  DISCOVER  SALES  RESULTS  in  Western 

Pennsylvania's  2nd  Largest  Market  and  appreciate 
Johnstown's  FIRST  station.  RATINGWISE,  That  is. 

WARDlWVAM 

JOHNSTOWN  Wj  A  L  T  O  O  N  A 

Represented  by  We  e  d  and  Company 
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NLRB  RULING 
On  C-P-P  in  Puerto  Rico 

A  UNIT  of  actors,  actresses  and 
narrators  employed  by  the  branch 
office  of  the  Colgate-Palmolive- Peet  Co.  on  its  four  Puerto  Rico 
radio  programs  is  appropriate  for 
collective  bargaining  purposes,  the 
National  Labor  Relations  Board 
ruled  last  Tuesday. 

The  dispute  involves  the  union, 
Gremio  De  Prensa,  Radio  y  Teatro 
de  Puerto  Rico,  which  had  request- 

ed the  unit.  The  company  contend- 
ed the  individuals  are  independent 

contractors  and  not  employes  with- 
in the  meaning  of  the  labor-man- 

agement act.  Only  the  firm's  Puerto Rican  branch  office  is  involved. 
In  directing  an  election,  NLRB 

bracketed  in  the  unit  "nonfixed" actors,  sound  effects  men,  emcees 
and  a  disc  jockey  but  excluded  com- mercial announcers,  recorders  and 
other  employes.  Election  was  di- 

rected within  30  days. 
The  employer  advertises  its 

products  in  Puerto  Rico,  according 
to  the  board,  on  four  daily  dra- 

matic radio  programs :  Fab  Drama, 
Octagon  Drama,  Palmolive  Thea- 

tre and  Colgate  Theatre.  Company 
maintains  its  own  Radio  Artists 
Department  "to  guarantee  top  tal- 

ent," the  board  explained. Some  of  the  actors  who  appear 
on  C-P-P  programs  also  work  for 
other  sponsors  and  radio  stations 
(not  identified),  but  are  precluded 
from  appearing  on  any  program 
sponsored  by  a  direct  competitor,  it 
was  explained. 

Time  Buyers,  NOTE! 

NO  TV 
Stations  within 
60  miles  of 

YOUNGSTOWN,  0. 

Ohio's  3rd 
Largest  Trade  Area Buy 

WFMJ 
The  Only  ABC 
Station  Serving 
This  Market 

5000 
All  programs  duplicated  on 

WFMJ-FM 
50,000  Watts  on  105.1  Meg. 

WATTS 
CALL 

Headley-Reed  Co., 
National  Representatives 

(Total  U.  S.  Area,  Including  Small-Town,  Farm and   Urban   Homes   and   including  Telephone and   Non-Telephone  Homes) 

Rank Programs 
EVENING,  ONCE-A-WEEK  (Average  for All  Programs)  (3.8) 
1  Arthur  Godfrey's  Scouts  (CBS)  6.9 2  Romance   (CBS)  6.8 3  F.B.I,  in  Peace  and  War  (CBS)  6.2 4  Mr.  and  Mrs.  North  (CBS)  6.1 5  Gene  Autry  Show  (CBS)  6.1 6  Big  Town  (NBC)  6.1 7  Dr.   Christian   (CBS)  5.6 8  Mr.  District  Attorney  (ABC)  5.5 9  Screen  Directors  Playhouse (NBC)  5.4 10       Big  Story  (NBC)  5.4 

EVENING,  MULTI-WEEKLY  (Average  For All  Programs)  (2.1) 1  Lone  Ranger  (ABC)  4.7 
2  One  Man's  Family  (NBC)  4.4 3  News  of  the  World  (NBC)  4.2 

WEEKDAY  (Average  For  All  Programs)  (4.0) 1  Ma  Perkins  (CBS)  7.5 2  Our  Gal,  Sunday  (CBS)  7.4 3  Romance  of  Helen  Trent  (CBS)  7.3 4  Big  Sister  (CBS)  7.2 5  Wendy  Warren  and  the  News 
(CBS)  6.6 6  Guiding  Light  (CBS)  6.2 7  Perry  Mason   (CBS)  6.1 8  Aunt  Jenny  (CBS)  5.9 9  Rosemary  (CBS)  5.8 10        Arthur  Godfrey  (Ligg.  &  Myers) 
(CBS)  5.5 

DAY,  SUNDAY   (Average   For  All  Pro- grams) (1.8) 1  True  Detective  Mysteries  (MBS)  3.8 2  Martin  Kane,  Private  Eye  (NBC)  3.6 
3  Sunday  Morning  Gatherin'  (CBS)  3.6 

DAY,  SATURDAY  (Average  For  All  Pro- grams) (4.1) 1  Grand  Central  Station  (CBS)  6.6 2  Stars  Over  Hollywood  (CBS)  6.5 3  Armstrong  Theatre  (CBS)  6.0 
NOTE:  Number  of  homes  is  obtained  by  ap- 

plying the  "NIELSEN-RATING"  (%)  to  41,- 903,000— the  1951  estimate  of  Total  United States  Radio  Homes. 
(*)  Homes  reached  during  all  or  any  part  of the  program,  except  for  homes  listening  only 1  to  5  minutes.  For  5-minute  programs, Average  Audience  basis  is  used. 

Copyright  by  A.  C.  Nielsen  Co. 

Adams  Named 
JOHN  ADAMS, 

Mr.  Adams 

chief  engineer  of 
of  KFDX  Wich- ita Falls,  Tex., 
has  been  elected 
president  of  the National  Assn. 
of  Radio  En- 

gineers. Also elected  are  Bill 
Elkins,  execu- 

tive vice  presi- 
dent; J.  B.  Ed- 

wards, treas- 
urer, and  How- ard B.  Culbertson,  editor. 

Thomas  Hargis 
THOMAS  HARGIS,  radio  news 
writer  for  the  State  Dept.'s  Voice of  America  and  former  newspaper- 

man, died  Sept.  23  of  a  heart  at- tack. He  joined  the  VOA  news  desk 
in  New  York  last  May  after  a  long 
career  with  papers  in  New  York, 
Philadelphia  and  Camden,  N.  J. 

NON-EXCLUSIVE  cross-licensing  pat- 
ent agreement  between  Western  Union 

Telegraph  Co.  and  Western  Electric 
Co.,  making  inventions  of  each  com- pany available  to  the  other,  has  been announced.  Western  Electric  signed 
also  for  AT&T. 

Advertisement 

From  where  I  sit 

jby  Joe  Marsh 

Guess  They  Felt 

Pretty  "Sheepish" My  wife  and  I  went  to  Central  City 
Saturday  for  the  football  game  and  it 
was  a  top-notcher.  But  I  began  to 
wonder  if  it  was  worth  the  trouble 
when  we  got  in  a  traffic  jam  coming 
home. 

Heavy  traffic  makes  me  mighty  im- 
patient. When  I  came  to  a  side  road 

that  seemed  to  point  towards  the  main 
highway,  I  turned  onto  it.  This  little 
road  bumps  along  for  maybe  a  mile, 
then  fetches  up  short  by  the  railroad 
— a  dead  end. 

So,  I  turned  around  and  darned 

if  there  weren't  twenty  cars  behind 
me!  One  driver  had  followed— figuring 
I  knew  a  short  cut — then  a  string  of 
them  swung  after  him,  like  sheep. 

From  where  I  sit,  there's  no  sense 
in  just  "following  along."  Whether 
it's  choosing  a  road,  a  movie  star,  or 
what  beverage  to  drink  at  mealtime, 
it's  always  better  to  make  your  own 
decisions.  Personally,  I  often  like  a 
glass  of  beer  with  my  dinner,  but  most 
of  all,  I  like  the  freedom  of  making 
up  my  own  mind  about  it! 

Copyright,  1951,  United  States  Brewers  Foundation 
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CORRIDOR  GROUP  caught  during  NARTB  District  10  session  (seated,  I  to 
r):  Ralph  Evans,  WHO  Des  Moines  and  WOC  Davenport;  Paul  Loyet,  WHO 
Des  Moines;  Paul  Fry,  KBON  Omaha;  Howard  Peterson,  KMA-KMTV  Shenan- 
doah-Omaha;  Joe  Hartenbower,  KCMO  Kansas  City.  Standing,  George 
Kercher,  Edward  Petry  Co.;  George  Smith,  KFOR  Lincoln;  Bill  Newens,  KOIL 

Omaha;  Robert  K.  Richards,  NARTB;  Greg  Reesor,  RCA  Thesaurus. 

DISTRICT  10  DELEGATION  at  Omaha  (seated,  I  to  r):  Ralph  Foster,  KWTO 
Springfield;  Frank  Fogarty,  WOW  Omaha;  Owen  Saddler,  KMTV  (TV)  Omaha; 
Henry  Hook,  KGLO  Mason  City.  Standing,  Don  Kearney,  ABC-TV;  Chet 
Thomas,  KXOK  St.  Louis;  Cy  Kaplan,  World  Broadcasting  System;  Ernest 
Saunders,  WOC  Davenport;  Lew  Van  Nostrand,  WMT  Cedar  Rapids;  Don 

Davis,  WHB  Kansas  City. 

NARTB  DISTRICT  10 Scores  Educators'  Radio-TV 
INVASION  of  free  enterprise  by 
tax-supported  institutions  seeking 
to  set  up  commercial  radio  and  TV 
stations  was  condemned  as  "unfair 
competition  and  improper  use  of 
the  taxpayers  money,"  in  a  resolu- tion adopted  Tuesday  by  NARTB 
District  10,  winding  up  its  two-day 
meeting  at  the  Hotel  Blackstone, 
Omaha. 
Such  encroachments  constitute 

"an  attack  upon  freedom  of  the 
press,  radio  and  television,"  the 

district  charged.  Officials  of  Iowa, 
Nebraska  and  Missouri  are  to  be 
notified  of  the  convention's  action, 
as  well  as  educators  and  U.  S.  gov- ernment officials.  The  district  called 
upon  officials  "where  such  invasions have  occurred  to  provide  for  their 
seasonable  termination." As  at  most  of  the  current  series 
of  district  meetings,  attendance  ran 
ahead  of  last  year — 127  officially 
registered  as  compared  to  121  at 
the  district's  convention  a  year  ago. 

W  B  M  L 

Macon,  Georgia 

id  proud  to  announce 

iti  affiliati uon 

with,  tlie 

National  Broadcasting  System 

EFFECTIVE 

September  30,  1951 

WBML WBML'FM 

$epreienteJ.  Yjationadu  lu epreieniea   r /auonaiiy  otf 
THE   HEADLEY-REED  COMPANY 

President  Harold  E.  Fellows,  of 
NARTB,  discussed  industry  prob- 

lems at  a  question-answer  session 
and  gave  a  formal  address  on 
"Radio  in  an  Expanding  Economy" 
at  a  joint  luncheon  held  Tuesday 
with  the  Omaha  Ad  Club  (see 
story  this  issue). 

William  B.  Quarton,  District  10 
director,  presided  at  sessions.  On the  Resolutions  Committee  were 
Joe  Hartenbower,  KCMO  Kansas 
City,  chairman ;  Ken  Gordon, 
KDTH  Dubuque,  and  L.  L.  Hilliard, 
KOLT  Seottsbluff. 

Richard  P.  Doherty,  NARTB 
employe-employer  relations  direc- 

tor, discussed  management  yard- 
sticks and  conducted  a  workshop 

on  staff  and  employment  problems. 
Carl  Haverlin,  BMI  president,  and 
Oliver  Gramling,  assistant  general 
manager  of  Associated  Press,  ad- 

dressed the  meeting.  Mr.  Gramling 
showed  the  AP  news  film. 
Other  resolutions  adopted  by 

District  10  condemned  attempts  to 
break  down  radio's  rate  structure; thanked  Omaha  broadcasters  and 
Knights  of  Ak-Sar-Ben  for  hospi- 

tality; congratulated  President Fellows  and  NARTB  staff  on  their 
work;  voiced  appreciation  of  ad- 

dress by  Don  Kearney,  ABC-TV 
New  York;  approved  BMI  clinics; 
lauded  work  of  BAB ;  opposed  Ben- 

ton legislation;  urged  setting  aside 
of  time  for  state  association  ses- 

sions during  future  district  meet- 
ings; endorsed  administration  of 

Director  Quarton. 
Richards  Speaks 

Robert  K.  Richards,  NARTB 
public  affairs  director,  told  the  dele- 

gates it  was  his  conviction,  based 
on  NARTB  studies  and  conferences 
with  broadcasters,  that  the  basic 
radio  service  must  be  news.  He 
said  development  of  sound  local 
news  coverage  would  lead  to 
greater  profit  and  prestige  for  sta- tions. About  7%  of  station  time  is 
devoted  to  local  news  coverage,  he estimated. 

Mr.  Kearney,  speaking  on  spot 
TV  programming,  said  the  present 
program  structure  in  daytime  is 

built  around  feature  films,  home 
economics  and  interview  shows, 
sports  matinees  and  audience 
participations. Local  TV  program  costs  could  be 
kept  within  reasonable  bounds, 
he  said,  by  astute  programming 
direction.  In  the  evening  on  local 
time  most  program  structures  in- 

clude sports  shows,  news,  musical 
variety  programs  and  "owl"  movies, he  said,  with  some  late  film  periods 
having  outstanding  ratings.  Mr. 
Kearney  advised  TV  broadcasters 
to  keep  spot  rates  competitive  with network  rates. 

Discussion  at  the  TV  panel  ses- 
sion started  with  a  query  from 

W.  H.  Clark,  KFSB  Joplin,  on  the 
cost  of  running  a  TV  station  in 
a  small  market.  Charles  H.  Tower, 
NARTB  assistant  employe-em- 

ployer relations  director,  said 
NARTB  studies  indicated  around  a 
$1,000  daily  minimum.  He  said NARTB  had  found  in  its  latest  TV 
cost  study  that  a  small  group  of 
TV  stations  were  being  operated 
under  $200,000  a  year,  but  not 
much  under  that  figure. 

Ralph  Foster,  KWTO  Springfield, 
asked  how  long  present-day  cost estimates  on  TV  would  stand.  He 
was  told  costs  undoubtedly  will 
increase.     Owen   Saddler,  KMTV In 

Altoona,  Pa., 

It's 

ROY  F.  THOMPSON and 

A    prize  radio  combination  in 
the  rich  industrial  market  of 

Central  Pennsylvania. 
Represented  by 

ROBERT  MEEKER  ASSOCIATES 
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Omaha,  and  Frank  Fogarty,  WOW- 
TV  Omaha,  answered  other  ques- tions. 
Asked  about  the  Broadcast 

Measurement  Bureau  situation, 
NARTB  President  Fellows  said 
about  $112,000  is  still  owed,  with 
NARTB  to  recover  around  $10,000. 
No  further  assessments  will  be 
made  on  NARTB  members,  he  said. 
Ed  Breen,  KVFD  Fort  Dodge, 

asked  about  the  status  of  Broad- 
cast Audience  Measurement.  Mr. 

Fellows  said  BAM  is  still  alive  but 
lack  of  industry  endorsement  has 
precluded  any  definite  action  thus 
far. 

Chet  Thomas,  KXOK  St.  Louis, 
asked  Mr.  Fellows  what  NARTB  is 
doing  about  the  the  Assn.  of  Na- 

tional Advertisers  rate  battle.  Mr. 
Fellows  said  NARTB  has  kept  out 
of  active  participation  but  declared 
the  affiliate's  committee  is  "very 
active."  Later  a  resolution  was 
adopted  which  condemned  groups 
trying  to  depreciate  the  medium. 

Fellows  Answers  Questions 
Replying  to  a  query  by  George 

Higgins,  KMBC  Kansas  City, 
about  NARTB 's  attitude  on  state 
broadcasters  associations,  Mr.  Fel- 

lows said  state  groups  are  highly 
important,  particularly  from  the 
legislative  standpoint.  He  endorsed 
their  work  "enthusiastically." At  the  Broadcast  Advertising 
Bureau  clinic  Tuesday  afternoon 
William  B.  Ryan,  BAB  president, 
urged  broadcasters  to  commit 
themselves  now  to  BAB  member- 

ship after  BAB  and  NARTB  are 
completely  separated  next  April. 
He  indicated  BAB's  budget  next 
year  will  run  between  $350,000 
and  $400,000,  with  American  News- 

paper Publishers  Assn.  operating 
with  a  sales  budget  of  around 
$1,250,000. 
Members  of  the  BAB  panel  were 

G.  Pearson  Ward,  KTTS  Spring- 
field; Arden  Swisher,  KOIL  Omaha; 

Lew  Van  Nostrand,  WMT  Cedar 
Rapids,   and   Richard   W.  Evans, 

4  Reasons  Why 
The  foremost  national  and  local  ad- 

vertisers use  WEVD  year  after 
year  to  reach  the  vast 

Jewish  Market 
of  Metropolitan  Xen  York 

1.  Top  adult  programming 
|  2.  Strong  audience  impact I  3.  Inherent  listener  loyalty 
1  4.  Potential  buying  power 
~L  Send  for  a  copy  of 
■        "WHO'S  WHO  ON  WEVD" 
a*  Henry  Greenfield,  Managing  Director 
m       WEVD  117-119  West  46th  St., 
2  New  York  19 

Swisher.  Arden,  KOIL;  Teich.  W.  J., KROS  Clinton.  Iowa;  Thomas,  C.  L. 
(Chet),  KXOK  St.  Louis;  Thomas.  Rob- ert E..  WJAG;  Totten,  Hal.  KOKX Keokuk.  Iowa;  Tower,  Charles  H., NARTB. Van  Nostrand,  Lew,  WMT;  Varnum, Walt.  RCA,  Kansas  City;  Volger, 
George  J.,  KWPC-AM-FM  Muscatine, Iowa;  Walter,  W.  G.,  KOLT;  Wag- ner, William  D..  WHO  &  WOC;  Ward, 
G.  Pearson.  KTTS-AM-FM  Spring- field. Mo.;  Wardell,  J.  Gordon,  KGBX; Ware,  Les,  KXLW;  Warin,  Roger  F., U.  S.  Defense  Bonds,  Des  Moines; Welna,  Dick.  KBON;  White,  William  P., KFJB  Marshalltown,  Iowa;  Williams,  C. Earl.  KFNF  Shenandoah,  Iowa;  Wilson, Bill,  UP,  Chicago;  Wodlinger,  Mark, WOC-AM-TV;  Wood,  Bill,  KODY; 
Woods,  W.  W.,  WHO;  Yenerich,  Wil- liam C,  KGLO;  Young,  William,  Lang- Worth,  New  York. 

WQAN  SWITCH 

SIX-MAN  SEGMENT  of  NARTB  District  10  convention  (seated,  I  to  r):  Harry 
Burke,  KFAB  Omaha;  Arthur  Church  Jr.  and  George  Higgins,  KMBC  Kansas 
City.    Standing,  Earl  Dougherty,  KXEO  Mexico,  Mo.,  Jerry  Gill,  Associated 

Press;  Bill  Stubblefield,  Associated  Program  Service. 

KCMO  Kansas  City.  Lee  Hart, 
BAB  assistant  director,  spoke  on sales  aids. 

Col.  George  A.  Duerr,  Fifth 
Army  information  section  head- 

quarters, pointed  to  the  importance 
of  verifying  facts  in  the  case  of 
military  news. 

Registration 
NARTB  Dist.  10— Omaha 

Ackerley,  Gene,  KCOW  Alliance; Ackerley,  Gloria,  KCOW;  Aldridge, Mahlon,  KFRU  Columbia,  Mo.;  Alexan- der, John.  KODY  North  Platte,  Neb.; 
Allen,  Hugh,  Lang-Worth  Feature  Pro- grams, New  York;  Alley,  J.  P.  KGLO Mason  City,  Iowa;  Anderson,  Hap, KBON  Omaha;  Arkoff,  Harold  B..  KM  A Shenandoah,  Iowa;  Birr,  Edwin  W., WHB  Kansas  City,  Mo.;  Bliss,  Everett, KCIM  Carroll,  Iowa;  Breen,  Ed,  KVFD Fort  Dodge,  Iowa;  Bremster,  Lyle, KFAB  Omaha;  Burks,  Harry,  KFAB; 
Church,  Arthur  B.  Jr.,  KMBC-KFRM Kansas  City,  Mo.;  Clark,  W.  H.,  KFSB Joplin,  Mo.;  Cribb,  Wayne  W.,  KHMO Hannibal  Mo.;  Cunningham,  P.  H., KHMO;  Daly,  John,  KDMO  Carthage, Mo.;  Davis,  Don,  WHB  Kansas  City, 
Mo.;  DeMoss  Lyle.  WOW  Omaha;  Dil- lon Robert,  KRNT  Des  Moines;  Diet- rich, Dirks,  KCOM  Sioux  City,  Iowa; Dooley,  Robert,  WOW;  Dougherty,  W. Earl,  KXEO  Mexico,  Mo. Ebener,  Fred,  WOW;  Elliott,  Paul  M„ KRNT;  Evans,  Ralph,  WOC  Davenport, 
Iowa;  Evans,  Richard  W.,  KCMO-AM- FM;  Farber,  Al  M.,  KCOG  Centerville, 
Iowa;  Farquhar,  Burkett,  WOI-AM- FM-TV  Ames,  Iowa;  Fellows,  H.  E.. NARTB,  Flaherty,  Gene,  KSCJ  Sioux City,  Iowa;  Fogarty,  Frank,  WOW; Foster,  Ralph  D.,  KWTO  Springfield, 
Mo.;  Freburg,  Charles  R..  WOC-AM- TV;  Fulton,  Harold,  WHO  Des  Moines; 
Fry,  Paul,  KBON;  Gill.  Jerry,  AP,  Om- aha; Gordon,  K.  S.,  KDTH  Dubuque, 
KDEC  Decorah.  Iowa;  Gramling,  Oli- ver, AP,  New  York. 
Hagenah,  Gus,  Standard  Radio.  Chi- cago; Hamilton,  Ray  V.,  Blackburn- Hamilton  Co.;  Hardesty,  Jack,  NARTB; Harrison,  Austin  A..  KSWM  Joplin. 

Mo.;  Hart,  Lee,  BAB  New  York;  Har- tenbower,  E.  K.  KCMO-AM-FM; Hatchett,  Wayne  J.,  KJFJ  Webster  City, 
Iowa;  Higgins.  George  J.,  KMBC;  Hil- liard,  L.  L..  KOLT  Scottsbluff.  Neb.; Hoff.  Carolyn.  KOIL  Omaha;  Hook,  H. 
B..  KGLO;  Horning,  E.  M.,  KSIB  Cres- ton,  la.;  Huber,  E.  J.  (Mike),  KTRI Sioux  City,  Iowa;  Johnston,  Winton  H., WHB. 
Kaplan,  Cy,  World  Broadcasting  Sys- tem, New  York;  Kearney,  Don  L.,  ABC- TV  Spot  Sales,  New  York;  Kennon, 

Leslie  L.,  KWTO  Springfield,  Mo.:  Ker- rigan, Jack,  WHO;  Kilmer,  Ken,  KBOE Oskaloosa,  Iowa;  Koelker,  Anthony  J. KMA;  LeGrand,  F.  J„  KFRU  Columbia. 
Mo.;  Lenwell.  LeRoy  W.,  KBRL  Mc- Cook,  Neb.;  Linehan,  Edmund.  Treas- ury Dept.;  Long,  Maury,  Broadcasting •  Telecasting;  Loyet,  Paul  A.,  WHO; McDonough,  Francis  X.,  Dow.  Lohnes &  Albertson,  Washington;  McKenney, L.   C,  KDMO;   McCord,  J.  I..  KAYL 

WJAG  Norfolk,  Neb.;  Mullin,  Bob,  U.  S. Defense  Bonds,  Des  Moines;  Natale  di, Joe,  KODY;  Neathery,  Robert,  KWPM West  Plains,  Mo.;  Newens,  William  J., 
KOIL;  Olson,  Ray,  WOW;  Parker,  Ken- neth, SESAC  New  York;  Peterson,  How- ard O.,  KMTV  Omaha;  Pontius,  Don Robt.  Meeker  Assoc.,  Chicago;  Quarton, William  B.,  WMT  Cedar  Rapids,  Iowa. 
Rasmussen,  L.  G.,  KSWI-KFMX Council  Bluffs,  Iowa;  Reeser,  Gregory, 

RCA,  Chicago;  Richards,  Robert  K., NARTB;  Saddler,  Owen,  KMTV;  Sam- mons.  Elizabeth,  KSCJ;  Sanders,  Ernest 
C,  WOC-AM-TV;  Sharpe,  Virgil,  KOIL; Shaw,  Bill,  Broadcasting  •  Telecasting; Singer,  Shel,  KCOM;  Skinner,  Art, KASI  Ames;  Sloan,  S.  E.  (Art)  KXLW St.  Louis;  Smith,  George  X.,  KFOR Lincoln,  Neb.;  Stedry,  Vernon,  WJAG; 
Stine,  Al,  AP,  Kansas  City  Mo.;  Stub- blefield, Bill,  Associated  Program  Serv- ice,   New   York;    Suter,    Bud,  KGLO; 

Denied  by  Initial  Decision 
SWITCH  to  1450  kc  from  630  kc 
was  denied  WQAN  Scranton,  Pa., 
in  an  initial  decision  by  FCC  Hear- 

ing Examiner  Hugh  B.  Hutchi- son last  week.  The  station  had  re- 
quested 250  w  fulltime  on  1450 

kc.  It  is  now  operating  with  500 
w  daytime  only  on  630  kc. 

The  examiner  concluded  the  pro- 
posed operation  would  interfere 

objectionably  with  WPAM  Potts- 
ville,  Pa.,  and  would  not  cover  as 
large  an  area  as  it  now  serves  dur- 

ing the  day.  The  proposed  night- time operation  would  not  comply 
with  FCC's  standards  of  good  en- 

gineering practice,  he  said.  The decision  stated  WQAN  would  only 
serve  70%  of  Scranton's  popula- tion at  night  under  the  proposed 

operation. 

What  does  it  take  to  be  first? 

Among  all  Savannah  Stations 

WSAV  is  — FIRST  in  Total  Audience  Families  (*BMB) 

— FIRST  in  3  to  5  Day-per-week  Listening 
(*BMB) 

— FIRST  in  3  to  7  Day-per-week  Listening 
(*BMB) 

— FIRST  in  Number  of  Counties  Covered 
(*BMB) 

— FIRST  in  Total  Audience  in  Every  Competi- 
tor's BMB  Area  (Eliminating  the  14  ad- 

ditional  counties  exclusive  to  WSAV) 

—FIRST  in  +he  Hooper  Area  Survey 

"Savannah  Story' 
nparative  analysis  of  all  Savannah  Media — get  the  ful 
•from  any  Hollingbery  man. 

WSAV 
Savannah 
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. . .  that's  a  super 
salesman  for  any  of 

his  sponsors! 

ep  wuson 
Sponsors  love  300-pound 

Ed  Wilson  'cause  results 
just  naturally  make 

sponsors  happy.  A 
St.  Louis  jewelry  chain  has 

been  happy  with  Ed  10 
years  — an  auto  agency, 

8  years  — a  regional 
coffee,  9  years  — a 

national  mail  order 
chain,  7  years. 

Mornings  at  7:30  and 
afternoons  at  2:30;  Ed 

turns  on  his  resistance- 
withering  sales  pitch.  It's 

over  the  back-fence  stuff, 
but  it  sells  .  .  .  and  sells! 

Globe- Democrat  Tower  Bldg. Saint  Louis 

Ike  KATZ  AGENCY 

New  Business 
(Continued  from,  page  16) 

&  Baker  Inc.,  Detroit,  to  handle  advertising.  TV  will  be  used  in  national campaign. 

H.  &  L.  BLOCK,  S.  F.  (sportswear  manufacturer),  appoints  agency  to 
handle  its  advertising.   MALCOLM  DEWEES  is  account  executive. 

GOLDEN  GATE  FIELDS,  Albany,  Calif,  (racetrack),  appoints  Abbott- 
Kimball  Co.  of  Calif.,  S.  F.  to  handle  advertising.  PAUL  BROWNE  is 
account  executive. 

CIA.  DE  MAQUINAS  ELNA  DE  BRAZIL  names  McCann-Erickson's office  at  Rio  de  Janeiro,  Brazil,  to  handle  Brazilian  advertising  of  Swiss 
sewing  machine. 
HAL  COLLINS  Co.,  Dallas  (Bakers  Hair  Tonic),  appoints  Dallas  office 
of  Simmonds  &  Simmonds,  to  handle  advertising.   Radio  will  be  used. 
THIS  WEEK  magazine  appoints  Kenyon  &  Eckhardt,  N.  Y.,  to  handle advertising. 

DAVID  D.  DONIGER  &  Co.,  N.  Y.  (McGregor  Sportswear),  names  Grey 
Adv.,  N.  Y.,  to  handle  its  advertising. 
PHARMACO  Inc.,  (Feen-A-Mint  and  Chooz)  formerly  with  Duane  Jones 
&  Co.,  names  Doherty,  Clifford  &  Shenfield,  N.  Y.  to  handle  its  adver- tising . 

SERVEL  Inc.,  Evansville,  Ind.  (refrigerators),  appoints  Ruthrauff  & 
Ryan,  to  handle  advertising. 
QUAKER  OATS,  Chicago,  names  Price,  Robinson  &  Frank,  same  city, 
to  handle  advertising  on  its  flour  and  macaroni  products  effective  Jan.  1. 
Radio  and  TV  are  used.  ROBERT  EVERETT  is  account  executive. 

AUDICRAFT  Inc.,  N.  Y.  (Loudspeakers),  appoints  Adrian  E.  Clark  Adv., 
Long  Island  City,  N.  Y.,  to  handle  advertising. 
FEDERAL  DEPARTMENT  STORES  of  Ohio  appoints  W.  B.  Doner  & 
Co.,  Detroit,  to  handle  radio  and  TV  advertising  for  Cleveland  stores. 

NOBLE  PINE  PRODUCTS,  Newark,  N.  J.  (drug  manufacturer)  ap- 
points R.  T.  O'Connell  Co.,  N.  Y.,  to  handle  advertising. 

AMERICANA  ENTERPRISES  Co.,  N.  Y.  (novelties),  appoints  Lan- 
caster Adv.,  N.  Y.,  to  handle  advertising  for  Howdy  Doody  ice  cream 

and  frozen  novelty  packages. 

JUDY  WOMACK,  New  York  district  sales  manager  Hunt  Foods,  named 
divisional  sales  manager  for  New  York,  Philadelphia,  Baltimore  and 
Washington.  CHESTER  REGIS,  assistant  New  York  district  sales 
manager,  named  district  sales  manager.  FREDERICK  SHOBE,  assist- 

ant district  sales  manager,  Philadelphia,  Baltimore,  Washington,  ap- 
pointed district  sales  manager. 

ROBERT  B.  OSBURN,  Toni  Co.,  Chicago,  to  Lever  Bros.  Co.,  N.  Y., 
as  assistant  advertising  brand  manager  of  Lux  toilet  soap,  Lux  flakes 
and  Silver  Dust. 

FAIR  COVERAGE 
Reported  by  Stations 

WNAX  Yankton,  S.  D.,  WHAS 
Louisville,  Ky.,  WSAM  Saginaw, 
Mich.,  KCRC  Enid,  Okla.,  and  WGR 
Buffalo,  N.  Y.,  reported  last  week 
on  their  fair  coverage  and  public 
service  shows.  WNAX  originated 
22  broadcasts  from  large  tent  in 
heart  of  Clay  County  (Iowa)  Fair. 
Station  reports  that  an  estimated 
10,000  persons  attended  "'WNAX Radio  Playhouse"  during  Fair  week. WHAS  originated  many  local 
shows  from  "WHAS  Big  Top,"  tent 
seating  about  350  people,  at  Ken- tucky State  Fair.  Station  passed 
out  16-page  souvenir  booklets 
about  WHAS  personalities  to  Fair- 
goers.  WHAS  also  presented  en- tertainment while  off  the  air  dur- ing festivities.  KCRC  wrapped  up 
three  weeks  of  broadcasting  public 
service  events  by  placing  second  in 
parade  during  annual  "run  for land"  into  Cherokee  Strip  cele- 

bration. Station  not  only  partici- 
pated but  broadcast  on-the-spot coverage  of  event.  Two  previous 

weeks  station  broadcast  coverage 
of  Sooner  State  Dairy  Show  and 
County  Fair. 
WSAM  aired  106  of  its  special 

"home"  programs  from  specially 
built  "radio  home"  at  Saginaw 
County  Fair.  Station's  exhibit  was 
visual  portion  of  WSAM's  week 
long  "radio  special  edition"  ob- serving National  Home  Week  which 
fell  during  same  dates  as  Fair. 
Door  panels  carried  NBC  identifi- 

cation, house  number  was  station's frequency,  1400,  and  lamp  post 
carried  street  sign  reading  "Radio 
Home  Blvd.  and  Kilocycle  Ave." WGR  aired  coverage  of  Erie  County 
Fair  for  sixth  consecutive  year. 
Station  originated  large  portion  of 
local  broadcasts  from  Fair  grounds. 
It  also  serviced  persons  attending with  public  address  system,  paging 
and  exhibitor  commercial  Spots.  All 
station  talent  visited  fairgrounds 
once  during  event  for  entertaining 
and  to  autograph  pictures  for  fans. 

ARTURO  TOSCANINI  has  returned  to 
New  York  from  Italy  and  is  slated  to 
open  his  broadcast  season  as  conductor 
of  NBC  Symphony  Orchestra  Nov.  3. 

VOA  DODGES  ISSUES 
Rep.  Hillings  Charges 

CHARGE  that  the  Voice  of  Amer- 
ica has  failed  to  "meet  the  Russian 

charges  head-on"  and  "tended  to 
dodge  issues  raised  by  communist 
propaganda"  was  leveled  last  Mon- 

day by  a  Congressman  newly  re- 
turned from  Europe. 

Rep.  Pat  J.  Hillings  (R.-Calif.) 
told  the  Young  Republican  Club  of 
the  District  of  Columbia  that  many 
Voice  listeners  overseas  also  feel 
they  are  being  propagandized  by 
the  U.  S.  State  Dept.  He  urged 
VOA  officials  "take  steps  to  debunk 
the  false  charges  of  the  Reds 
whenever  the  occasion  arises." 

immediate  revenue  produced 
with  regional  promotion 

campaigns 
23 

years  of service  to  the 
broadcasting  industry 

experienced  sales 
personnel  will  sell  community 

programs  throughout 
your  coverage  area 

HOWARD  J.  McCOLLISTER  Company 

66  ACACIA  DRIVE 
ATHERTON,  CALIFORNIA DAVENPORT  3-3061 
PAUL  W.  McCOLLISTER,  General  Monagei 
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PLATTER-CHATTER  SHOW 
WTAG  Worcester,  Mass.,  Shirley 
and  Pen,  Mon.  through  Pri.  5:05 
p.m.,  started  Sept.  14,  starring 
Shirley  Matson  and  Pen  Brown. 
Stars  and  engineers  dug  up  old 
carbon  mike  for  show's  premiere broadcast.  Fun  show  features  rec- 

ords and  chatter. 
_  

TOP  PROMOTION 
WIBW  Topeka  sending  trade  and 
advertising  brochure  with  "snack 
tray"  attached.  Piece  headed 
"Want  to  serve  yourself  more  Kan- 

sas sales?"  Inside  has  small  green 
plastic  "snack  tray"  saying  "Hire WIBW  to  do  the  job  for  you 
smoothly,  quickly,  economically." 
Back  page  reports,  "Here's  proof that  WIBW  packs  a  powerful  sales 
punch  ...  29  farm  accounts  have 
been  on  WIBW  for  a  total  of  206 
years!"  At  bottom  is  list  of  adver- tisers. 

EDITORS  SERIES 
WIBC  Indianapolis,  1:30,  Sun., 
Sept.  30,  started  series  The  Home- 

town Editor  Speaks.  Station  has 
invited  285  Indiana  newspaper 
editors  to  participate  on  show,  dis- 

cussing problems  in  their  home 
communities.  Program  primarily 
designed  to  better  acquaint 
Hoosiers  and  newcomers  with  state. 

TEAR  SHEET 
KCBS  San  Francisco  sending  trade 
and  advertisers  large  folding  tear 
sheet  based  on  newspapers  and 
trade  journal  coverage  of  its  new 
power  increase.  Piece  headed 
"KCBS  made  news  when  it  pulled 
the  big  switch!"  Inside  was  clip- ping and  pictures  taken  from  many 
magazines,  metropolitan  dailies 
and  weekly  newspapers  from  coast- 
to-coast. 

'KID'S  DAY' 
WTWN  St.  Johnsbury,  Vt.,  as  part 
of  observance  of  National  Kid's 
Day,  Sept.  22,  used  staff  of  local 
high  school  students.  Students  ap- 

peared on  shows,  read  commercials 
and  were  shown  the  typical  day 
in  a  radio  station. 

'CRUSADE'  SERIES 
WRFD  Worthington,  Ohio, 
Crusade  for  Freedom,  Sun. 
3:30  p.m.,  series  to  create  in- terest and  enlist  support  of 
rural  listeners  to  job  being 
done  by  Radio  Free  Europe. 
Series  created  by  Bob  Geis, 
station's  production  manager 
was  inspired  by  feature  ar- ticle about  RFE  appearing 
in  Aug.  13  issue  of  Broad- 

casting •  Telecasting.  Pro- 
gram was  introduced  by 

Gov.  Frank  Lausche,  who 
proclaimed  September  "Cru- sade for  Freedom  Month." 
Series  dramatized  facts  gath- 

ered from  RFE's  operations 
telling  how  "through  satire, ridicule  and  exposure,  Radio 
Free  Europe  shows  disinte- 

gration among  Communist 
intruders  and  their  puppets." 
Many  local  and  national  fig- 

ures have  appeared  on  show 
as  guest  speakers. 

 *— *— *  
SWEET  PROMOTION 
KTUL  Tulsa,  sending  trade  and 
advertisers  small  box  of  hard 
candy.   Note  atop  candy  says  "The 

sweetest  buy  in  radio  .  .  .  KTUL 
Tulsa."  Hard  peppermint  candy has  call  letters  and  CBS  affiliations 
imprinted  on  it. 

'ROUTE  17' 
WVOS  Liberty,  N.  Y.,  in  coopera- tion with  two  local  newspapers 
launched  campaign  to  compel  state 
lawmakers  to  pass  legislation  for 
monies  to  reconstruct  Route  17. 
Highway  is  main  artery  to  vaca- tion area  and  is  rich  source  of 
much  revenue.  Traffic  jams  have 
been  frequent  and  a  great  many 
accidents  have  been  caused  by  the 
faulty  road.  Station  used  spot  an- 

nouncements, public  service  an- 
nouncements and  gave  full  sup- 

port to  printed  petitions  and  news- 
paper articles.  Campaign  named 

"Stop  Death  on  Route  17"  solicited 
many  post  cards  to  be  sent  to  law- makers in  Albany. 

PLUGS  OPENING  DANCE 
WDVA  Danville,  Va.,  was  sole  ad- 

vertising medium  used  in  promotion 
of  local  "Tobacco  Market  Opening 
Dance."  Station  in  cooperation  with several  local  merchants  informed 
public  of  affair.  WDVA  reports 
people  flocked  to  events,  traffic 
jams  were  heavy. 

CHAPEL  FUNDS 
TWO  WLIB  New  York,  Polish 
commentators,  Natalie  and  Michael 
Kecki,  recently  turned  over  $2,500 
in  cash  contributions  to  Carmalite 
Sisters  of  Yonkers,  N.  Y.  It  was 
collected  so  sisters  could  start  con- 

struction of  new  chapel.  Two  com- mentators aired  news  of  intention 
to  build  chapel  at  convent  and 
funds  started  pouring  in.  At  last 
report  contributions  were  still  com- ing. 

SCORE  SCOOP 
KSL  Salt  Lake  City  carried  first 
broadcast  interview  with  new  Miss 
America,  Colleen  Hutchins,  on  her 
return  to  Utah.  Station  Program 
Director  Ted  Kimball  flew  to  Den- 

ver and  boarded  plane  that  was 
carrying  her  home.  When  plane 
landed,  Mr.  Kimball  handed  engi- 

neers 15-minute  tape  recording. 
Recording  units  set  up  at  airport 
fed  tape  by  direct  line  back  to 
station  for  immediate  broadcast. 
Preceding  tape  release,  Announcer 
Paul  Royall  climbed  through  bag- 

gage door  with  mike  and  got  brief 
interview  with  Miss  Hutchins  be- 

fore she  left  plane. 

Further  ideas  or  samples  of  the 
promotion  items  mentioned  on  this 
page  are  available  by  writing  to 
the  individual  companies. 

Sales  Managers 
Sales  managers  of  stations  everywhere 
are  selling  home  builders  and  allied 
services  with  HOUSING  HEADLINES 
.  .  .  a  15-minute  news  commentary 
transcribed  weekly  in  Washington. 
Contains  vital  information  on  home 
buying,  how-to-do-it  tips,  popular 
feature  interviews. 

Sell 

Sell  is  what  you  can  do  with  HOUS- ING HEADLINES.  Here  is  a  valuable 
"foot-in-the-door"  to  the  S12  billion 
home  building  industry.  Many  sta- 

tions are  selling  additional  spots  and 
programs  once  HOUSING  HEAD- LINES has  been  presented. 

The 

The  public  is  intensely  interested  in 
news  about  housing.  And  home  build- 

ers everywhere  are  interested  in  spon- 
soring this  series.  HOUSING  HEAD- 
LINES is  the  builders'  own  show  with news  commentator  John  Batchelder  to 

bring  the  latest  information  in  a 
natural  market. 

Home 
Building 

Home  building  is  one  of  America's biggest  industries.  Builders,  con- 
tractors, suppliers,  banks  and  building 

and  loans  spend  vast  sums  yearly  to 
reach  the  American  public.  HOUS- 

ING HEADLINES  will  help  your  sta- 
tion get  it's  share  of  this  yearly  ad- 

vertising bonanza. 

Market 

Market-wise  advertisers  will  recognize 
the  tremendous  potential  of  HOUSING 
HEADLINES  ...  a  radio  show  that 
attracts  and  maintains  audience  ap- 

peal. The  cost  is  low  and  includes 
free  publicity  and  promotion  for  the 
sponsor.  Sales  managers  ...  up  your 
station's  billings  .  .  . 

with 

"Housing 

Headlines" 

For  complete  information  and  audition discs  write  to  .  .  . 

RADIO  DIRECTOR 
National  Association  of 

Home  Builders 

1028  Connecticut  Ave.,  N.  W. 

 Washington,  D.  C.  

WELLES 

IS  BACK! 

[52  thrill-packed  half-hour  stories  of  the  fabulous  rogue  made 
famous  by  Orson  Welles  in  "The  Third  Man."  Send  for  audition. 

LANG-WORTH  DISTRIBUTING  CORP.  113  West  57th  Street,  New  York 
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NBC  MSMY  SERIES 
In  Fall  Plans 

SERIES  called  Mystery  Nightcap, 
to  be  broadcast  10-10:30  p.m.  night- 

ly, is  being  introduced  into  NBC's fall-winter  program  schedule  as  a 
magnet  to  attract  a  wide  audience 
for  the  radio  network's  late-eve- 

ning programs.  NBC's  theory  is that  everybody  loves  mysteries  and 
that  by  10  o'clock  a  lot  of  people are  tired  of  television  and  ready 
to  listen  to  a  good  radio  program. 
The  mystery  series  was  described 

as  the  "real  news"  in  NBC's  fall 
programming  plans  by  John  K. 
Herbert,  vice  president  in  charge 
of  radio  sales  for  NBC,  who  on 
Tuesday  discussed  with  the  adver- 

tising press  the  network's  new program  structure,  which  he  called 
"as  aggressive  a  line-up  as  NBC 
has  ever  put  out." "We're  in  business  to  do  busi- 

ness," Mr.  Herbert  declared.  "We're in  the  cost-per-thousand  race  in 
competition  with  newspapers,  mag- 

azines and  television,"  he  said, 
stating  that  in  justice  to  its  stock- 

holders, its  affiliates  and  itself, 
NBC  "can't  overlook  any  way  to 
get  the  advertiser  the  most  for  his 

money." "We'll  look  at  anything  that  will 
bring  the  advertiser  a  larger  au- 

dience and  the  listener  better  pro- 
grams," Mr.  Herbert  said.  He cited  the  proposal  that  NBC  sell 

announcements  in  its  "chime  time" as  a  new  idea  which  was  given 
thorough  examination,  adding  that 
it  was  finally  dropped  as  "not 
practicable  at  this  time." 

NARTSR  Denounces 
When  first  broached  to  advertis- 

ers', this  "chime  time"  plan  was 
promptly  and  bitterly  denounced 
by  the  National  Assn.  of  Radio  and 
Television  Station  Representatives 
as  an  unfair  and  unwarranted  en- 

try by  NBC  into  a  type  of  adver- 
tising which  properly  belongs  to 

the  stations  [Broadcasting  •  Tele- casting, Aug  6]. 
Running  through  NBC's  evening 

and  Sunday  afternoon  schedule  (re- 
produced herewith),  Mr.  Herbert 

disclosed  that  31  of  the  53  half- 
hour  periods  are  already  sponsored 
and  that  those  still  unsold  are 
priced  attractively.  Prices  for  the 
complete  program  packages  range 
from  $2,176  for  The  Whisperer  at 
5-5:30  p.m.  Sundays  to  $8,820  for 
the  7-7:30  p.m.  Sunday  segment  of 
The  Big  Show. 

NBC's  fall  programs  will  be  pro- moted with  an  extensive  campaign 
of  on-the-air  and  newspaper  ad- 

vertising, largest  in  the  network's history,  according  to  Jacob  Evans, 
manager  of  the  NBC  radio  network 
advertising  and  promotion  depart- 

ment. Last  year's  campaign,  he 
reported,  had  an  overall  value  in 
excess  of  $12  million  and  this 
year's  will  be  even  larger. Conducted  cooperatively  with 
NBC  affiliated  stations  on  a  50-50 
basis,  the  1951  campaign  is  being 
supported  by  145  NBC  stations, 
Mr.  Evans  said,  including  all  the 

major  market  affiliates.  A  total  of 
750,000  lines  of  newspaper  space  is 
being  used  during  September  and 
October,  with  6,000  lines  appearing 
in  the  paper  of  each  station's choosing.  In  addition  to  the  block 
listings  of  commercial  programs 
as  part  of  the  network's  daily  eve- 

ning line-up,  each  sponsored  net- 
work show  will  also  be  given  a  160- line  ad  of  its  own. 

The  145  cities  in  which  the  NBC 
newspaper  ads  will  appear  repre- 

sent 87%  of  all  major  markets  in 
the  country,  Mr.  Evans  said.  "With many  of  the  advertisements  sched- 

uled for  more  than  one  paper  in 
these  cities,  I  am  positive  that  no 
other  network  can  offer  clients  such 
consistent  and  substantial  support 
in  printed  media." Major  part  of  the  commercial 
program  promotion  will  be  provided 
by  radio,  Mr.  Evans  said,  with  the 
stars  of  the  shows  advertising 
them  through  announcements  lib- 

erally spotted  through  NBC's  chain break  and  sustaining  program  time. 
As  an  example,  he  pointed  out  that 
at  the  conclusion  of  each  Mystery 
Nightcap  broadcast  the  star  of  the 
following  night's  program  will  ask listeners  to  tune  in  his  show,  thus 
building  up  the  10  o'clock  NBC  lis- tening habit. 

The  radio  campaign,  which  began 
Sept.  1  and  will  continue  through 

until  the  end  of  the  year,  includes 
more  than  200  announcements  for 
program  sponsors  each  week.  Two 
types  of  announcements  are  used: Inserts  of  15  to  60  seconds  in  NBC 
sustaining  programs  and  5-second cues  immediately  preceding  the 
network  identification  breaks.  Proof 
of  the  effectiveness  of  such  on-the- 
air  advertising,  Mr.  Evans  said, 
was  given  by  BAB's  1949  report that  53%  of  radio  audiences  hear 
about  other  radio  programs  from 
radio  itself. 
Whole  campaign,  Mr.  Evans 

stated,  will  be  used  on  the  slogan, 
"People  Sell  Better  Than  Paper," 
which  also  keynotes  NBC's  current trade  paper  advertising. 

Heavy  Promotion 
Charles  R.  Denny,  NBC  execu- 

tive vice  president,  pointed  out  that 
while  the  10  p.m.  Mystery  Night- 

cap series  is  being  heavily  pro- 
moted by  NBC,  the  network  this fall  will  have  fewer  than  at  present, 

but  that  it  has  scheduled  them 
chiefly  in  the  late  evening  hours.  It 
was  noted  that  Thursday,  when  the 
Lucky  Strike  Hit  Parade  program 
is  broadcast  at  10-10:30  p.m.,  is  the 
only  day  in  the  week  when  a  mys- tery is  not  aired  at  this  time,  but 
that  it  is  not  necessary  to  have  one 
in  this  Thursday  spot  as  it  is  pre- 

ceded by  three  programs  of  that 

NEWER  THAN 

TELEVISION! 

Sure,  television's  great but  in  the  Quad-Cities 
(Davenport,  Iowa;  Rock  Island,  Moline  and  East 
Moline,  Illinois),  all  eyes  are  on  a  brand  new 
medium.  It's  the  only  morning  newspaper  publish- 

ed in  and  for  this  $402,000,000  market  —  the  new 
Morning  Democrat.  Together,  the  Morning  Dem- 

ocrat and  the  evening  Daily  Times  give  you  the 
most  complete   coverage   of  this   rich,  major 
market.  It  pays  to  put  your  product  where  the 

reception  is  always  good! 

IS 

For  a  clearer  picture,  dial  Jann  &  Kelley, 
Inc.,  National  Representatives,  The 
Morning  Democrat,  The  Daily  Times, 
The  Sunday  Democrat  and  Times. 
Published  by  Davenport  Newspapers,  Inc. 
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SHOWING  the  enthusiasm  that  is  the 
crux  of  the  current  Detroit  radio  pro- 

motion campaign  are  these  members 
of  the  United  Detroit  Radio  Com- 

mittee as  they  look  over  new  car  cards 
(I  to  r):  Hal  Neal  WXYZ;  Wendell 
Parmalee,  WWJ;  Art  Gloster,  CKLW; 
Joyce  Chapman,  WJBK;  Jim  Quello, 
WJR;  George  Millar,  WKMH;  Ernie 
Holder,  WEXL;  Charles  Stout,  of  the 
<  committee's  agency,  C.  R.  Stout 

Adv. 

type:  Mr.  Keen,  Dragnet  and 
Counterspy. 

Concluding  his  presentation  of 
the  NBC  fall  radio  line-up,  Mr. 
Herbert  declared:  "This  is  a  good year  for  radio.  The  feeling  of  a 
year  ago  that  radio  was  dying  and 
that  maybe  we'd  better  get  out from  under  has  now  all  changed. 
The  pencil  men  who  provide  the 
facts  on  which  the  advertising  de- 

cisions are  based  have  figured  out 
that  radio's  cost-per-thousand  is 
such  that  it's  a  must  buy  today." 

Boost  For  Radio 
UNITED  Detroit  Radio  Com- 

mittee has  announced  that 
material  developed  in  cam- 

paign to  sell  radio  will  be 
available  to  other  stations 
interested  in  conducting 
similar  campaign.  Drive  is 
built  around  slogan,  "Wher- 

ever You  Go,  There's  Radio" [Broadcasting  •  Telecast- 
ing, Sept.  17].  Kit  avail- 

able includes  ad  mats,  mail- 
ing pieces,  spot  copy  plus  de- tails how  UDRC  launched 

Motor  City  campaign.  For 
information  contact  commit- 

tee, Room  1316  Penobscot 
Bldg.,  Detroit  26. 

Francis  C.  Heaney 
FRANCIS  C.  HEANEY,  53,  owner 
of  Abbott  Advertising,  Chicago, 
was  killed  Tuesday  when  his  plane 
crashed  near  Cairo,  111.  He  was 
commuting  from  a  farm  he  owned 
in  Mississippi  to  his  home  in  West 
Chicago,  111.  He  is  survived  by  his 
wife,  Sarah,  of  Glenn  Road,  N.  J., 
and  three  daughters. 

ROCHESTER 

home  listening  surveys  and  one 
cut-of-home  survey.  Daily  an- 

nouncements    over     a  two-week 

AM  Stations'  Council 
Starts  Fall  Drive 

FALL  campaign  of  the  six  Rochester,  N.  Y.,  radio  stations,  designed 
to  expand  audiences  and  convince  advertisers  that  radio  is  the-  best  buy 
of  all  media,  has  been  started  under  the  banner  of  the  local  Radio  Broad- 

cast Management  Council. 
This  local  cooperative  project  has 

been  a  pioneer  in  the  field,  having 
been  set  in  motion  last  winter 
TBhoadcasting  •  Telecasting, 
Feb.  5].  It  set  up  a  pattern  simi- lar to  that  now  followed  by  Detroit, 
Tulsa  and  other  cities  [Broadcast- 

ing •  Telecasting,  Aug.  27,  Sept. 
17,  24]. 

The  autumn  drive  was  launched 
in  a  series  of  civic  talks  by  Jack 
Knabb,  president  of  Jack  Knabb 
Advertising  Co.  and  public  rela- tions counsel  for  the  council.  Plans 
call  for  special  programs  at  school 
assemblies,  business  organizations, 
clubs,  PTA's  and  churches,  with radio  station  tours  for  interested 
youngsters. 

Executives,  program  managers, 
disc  jockeys,  sportscasters  and 
other  staff  personnel   are  taking 

period  on  all  stations  and  a  3 
column-12  inch  newspaper  ad 
signed  by  the  six  stations  in  two 
dailies  urged  the  public  to  welcome 
Pulse  interviewers. 

The  council  has  named  a  special 
committee  to  handle  all  requests 
for  free  time  for  civil  defense,  Red 
Cross,  Community  Chest,  Crusade 
for  Freedom  and  many  others.  This 
joint  effort  aided  materially  in  get- 

ting 5,000  applications  for  civil  de- fense and  putting  the  chest  over the  top. 

Every  noon  the  six  stations 
broadcast  a  one-minute  prayer.  On 
three  occasions  the  stations  have 
sent  out  joint  promotional  material 
to  sponsors,  agencies  and  other  po- tential timebuyers.  Every  day  all 
stations  broadcast  hard-hitting 
spots  telling  timebuyers  to  "sell  it by  radio"  and  closing  with  this 
suggestion,  "Ask  any  radio  station 
for  sales-getting  facts." 

M00LA 
 Buys 

Your  Cl
eansers 

in  , 

WISCONSIN 
WKOW 

helps  you  "clean  up" 

in  Americas  rich  "Moo-La"  land 

Knabb Mr.  Wiig 

part  in  the  drive  to  build  up  radio 
interest  and  audiences.  Participat- 

ing stations  are  WARC,  WHAM, 
WHEC,  WRNY,  WSAY  and  WVET. 
Managers  of  the  six  stations  have 
met  regularly  since  last  winter, 
studying  the  Rochester  radio  situ- ation and  mapping  campaign  plans. 
Gunnar  O.  Wiig,  manager  of 
WHEC,  is  present  chairman  of  the council. 

Latest  cooperative  project  cen- ters around  employment  of  the 
Pulse  Inc.  to  make  four  1951-52 

Tell  the  story  of  your  product 
where  the  sales  potential  is 

greatest.  WKOW's  power- ful, concentrated  coverage 
reaches  your  best  customers, 
who  want  and  need  your 

product.  Bossy's  "Moo-La" .  .  .  $500,000,000  worth  . . . 
will  buy  a  lot! 
Represented  by  Headley-Reed  Company 

Use 

WK0W-CBS 1070  K.C. 

WISCONSIN'S MOST  POWERFUL 
RADIO  STATION 
No  station  in  the  state  gives  you 
greater  coverage  than  WKOW, 
blanketing  the  capital  and  the 
prosperous  counties  in  central 
and  southern  Wisconsin.  That's 
why  WKOW-CBS  is  Wisconsin's biggest  advertising  buy! 

■bweo
k 

y£Q2Sf  POUGHKEEPSIE 
REPRESENTED  BY  D  EVN  E Y WKOW-CBS MADISON,  WISCONSIN 
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KDYL 

Hits  the 

Bulls-eye 

For  You 

x      >A        With  this  sensational 
coordinated  "bulls-eye" 

|  *^1s  {  merchandising  plan. 

SCOTUS  AGENDA 
May  Include  Radio  Cases 

KDYL'S  three-man  merchandising 
staff  uses  this  eye-catching  display 
piece  with  your  product  attached 
to  build  displays  of  KDYL-adver- 
tised  products  in  retail  outlets. 

Write  for  details,  or  see  your Blair  man  TODAY 

National  Representative:  John  Blair  &  Co, 

WHETHER  the  Supreme  Court 
will  take  up  the  questions  of  news- 

paper ownership  and  transitcasting 
may  be  known  Oct.  8,  the  first 
"order"  day  after  the  justices  re- 

sume high  court  sessions  Oct.  1. 
Both  cases  are  before  the  court 

on  requests  for  writs  of  certiorari 
— first  on  appeal  by  Scripps-How- 
ard  Radio,  Inc.  [Broadcasting  • Telecasting,  Sept  10,  Aug.  13], 
the  second  on  appeal  by  Washing- 

ton Transit  Radio  Inc.  (WWDC- 
FM),  Capital  Transit  Co.  and  the 
District  of  Columbia  Public  Utili- 

ties Commission  [BROADCASTING  • 
Telecasting,  Aug.  13,  June 
18,  11]. 
Lorain  (Ohio)  Journal — which 

is  appealing  a  U.  S.  District  Court 
conviction  under  the  monopoly  laws 
for  refusing  to  accept  advertising 
from  advertisers  who  used  WEOL 
Elyria,  Ohio  [Broadcasting  • 
Telecasting,  Jan.  8] — will  be 
heard  in  oral  argument  by  the 
Court  during  the  week  of  Oct.  15. 

In  a  brief  filed  Sept.  19,  the 
Journal  set  out  its  case  for  re- 

versal of  its  conviction. 
Of  major  interest  to  broadcast- 

ers is  one  of  its  basic  premises: 
That  WEOL  is  not  engaged  in 
interstate  commerce. 

Journal  pleadings  claimed  that 
the  FCC  granted  a  license  to  WEOL 
as  a  local  station,  covering  north- 

CleTbar 

the  stop  watch  of 

split  second  accuracy 

#650 1  /5  second  timer  for 
general  timing,  7  jewels 
Clebar  quality,  non- 

magnetic, 30  minute 
register-start,  stop  and 
fly-back  from  crown. 

There  is  a  Clebar  stop  watch  for 

every  precision  timing  purpose.  Write 

for  new  FREE  catalog  which  illus- 
trates more  than  a  score  of  models. 

ern  Ohio.  It  even  included  photo- 
stats of  WEOL  promotion  and  cov- 
erage maps  to  bolster  that  point. 

Claiming  that  it  is  purely  a  local 
newspaper,  the  Journal  denied  the 
right  of  the  government  to  convict 
it  of  a  crime  in  interstate  com- 

merce. It  did  not  take  punitive 
action  against  national  advertisers 
who  might  also  have  used  WEOL, 
it  pointed  out. 

It  admitted  that  it  did  put  local 
advertisers  on  the  spot  by  refusing 
their  advertisements  if  they  used 
WEOL,  but  excused  the  practice 
as  a  matter  of  business  survival, thusly : 

The  Journal's  refusal  to  publish ads  of  local  users  of  WEOL  was  not 
an  attempt  to  monopolize  interstate commerce.  .  .  .  The  Journal  was  not 
itself  engaged  in  interstate  com- merce; hence  it  could  not  monopolize 
such  commerce,  particularly  by  local 
acts.  Its  refusal  was  a  legitimate 
competitive  weapon.  Control  of  a 
local  business  situation  is  itself  a 
property  right;  the  use  of  such  con- trol is  no  more  unfair  than  the  use  of 
superior  size,  greater  efficiency,  lower 
cost,  better  quality  or  any  other  sell- 

ing argument  which  takes  customers 
away  from  a  business  rival.  The 
struggle  for  business  survival  is  a 
selfish  one;  the  Sherman  Act  does  not 
enact  into  law  a  doctrinaire  counsel 
of  perfection.  The  right  of  a  com- 

pany to  choose  its  customers  is  uni- versally admitted  and  the  government 
cannot  police  its  use  to  favor  and 
protect  a  so-called  interstate  rival. 
As  local  ads  are  the  chief  source 

of  revenue  of  a  local  radio  station, 
the  federal  government  when  it  li- censed WEOL  must  have  intended  the 
latter  to  take  away  the  Journal's  ad- vertisers to  support  itself.  The  Jour- nal, however,  was  under  no  duty  to 
fall  in  with  these  plans.  A  federally 
licensed  radio  station  is  not  an  arm 
of  the  government;  the  Sherman  Act 
should  not  be  utilized  to  guarantee 
the  survival  of  the  so-called  inter- 

state competitor;  it  is  not  to  be  used 
as  a  form  of  subsidy  or  insurance. 
The  federal  license  launched  the  ra- dio station  to  succeed  or  fail  in  the 
market  place  like  any  other  company; 
refusals  to  deal  which  are  legal  under 
State  law  are  not  rendered  illegal 
merely  because  used  against  the  al- leged interstate  rival. 

Interstate  Concept 
Attack  on  the  interstate  con- 

cept of  radio  broadcasting  is  con- tained in  the  following  excerpt 
from  the  brief: 

The  Journal  not  being  engaged  in 
interstate  commerce  the  government 
must  try  to  find  it  in  WEOL,  licensed 
for  local  broadcasting  only.  The  gov- 

ernment showing  is  an  artificial  and 
synthetic  one  only;  WEOL  is  heard 
in  Michigan;  it  buys  canned  records 
in  California;  it  rebroadcasts  out-of- 
state  baseball  and  football  games;  it 
gets  United  Press  news  by  teletype. 
The  Government  also  seeks  to  eke  out 
an  interstate  showing  by  resort  to 
NLRB  cases  in  the  building  trades 
industry,  involving  out-of-state  pur- 

chases of  materials.  These  analogies 
are  valueless  in  the  present  case;  the 

point  is  that  WEOL  asked  and  got  a 
license  to  fill  a  local  Ohio  need. 
Every  purchase  it  makes  in  Holly- wood or  New  York  is  directed  to  that 
end,  to  serve  its  hearers  in  Ohio.  Its 
Ohio  advertisers  do  not  advertise  to 
have  their  ads  heard  in  Michigan  or 
...  in  Pennsylvania;  they  get  no 
good  out  of  transient  evesdropping 
outside  Ohio. 

LIBERTY  CHANGES 
Newsroom  to  New  York 

LIBERTY  Broadcasting  System 
changes  were  announced  last  week, 
including  transfer  of  the  network's main  newsroom  from  Washington 
to  New  York. 

John  T.  Flynn  will  be  in  charge 
of  six  newsmen  in  New  York,  which 
heretofore  employed  two  men.  The 
New  York  address  is  509  Madison 
Ave. 

Also  announced  was  the  transfer 
of  John  M.  Dunnagan,  head  of  the 
Washington  LBS  office,  to  the  home 
office  in  Dallas.  Mr.  Dunnagan  will 
serve  in  Dallas  as  vice  president  in 
charge  of  client  relations. 

WGH  Fashion  Show 
FALL  "Fashion  Preview,"  a  con- certed effort  of  Mildred  Alexander, 
women's  affairs  director  for  WGH 
Newport  News,  Va.,  and  15  lead- 

ing apparel  shops  in  the  Norfolk- Portsmouth-Newport  News  area, 
was  reported  a  greater  success 
this  year  than  last  [Broadcasting 
•  Telecasting,  Oct.  9,  1950].  In 
addition  to  presenting  upcoming 
styles,  it  introduced  "The  10  Best- 
Dressed  Women  of  Tidewater,"  a WGH  promotion,  and  it  marked 
Mrs.  Alexander's  third  year  as 
women's  director.  Some  2,800  per- 

sons paid  $1.30-and-up  for  each 
ticket  and  jammed  Norfolk's  City Auditorium.  Last  year  500  per- 

sons attended.  All  proceeds  of  this 
year's  event  went  to  Navy  relief and  to  the  local  cerebral  palsy 
clinic. 

GREENVILLE  is 
SOUTH  CAROLINA'S  LARGEST METROPOLITAN  AREA  .  .  . 

In  POPULATION 

GREENVILLE  168,152 

Charleston  164,856 
Columbia  142,565 

MAKE  IT  YOURS  WITH 

F  B  C  5000  watts 

NBC 

For  the  Greenville-Anderson  - 
Spartanburg  Markets 
R«pr«Mnte«l  by  Avery-Kitodel 

CLEBAR  WATCH  AGENCY 
521  FIFTH  AVENUE,  NEW  YORK  17 
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DUNCAN  RENALDO  and  LEO  -CARRILLO 
(AS  CISCO)     -  lAS  PANCHO) 

Famous  stars- of  Cisco  Kid  moyieu 
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Now  Washington's  most  popular  Sat- 
urday evening  local  program  is  avail- 

able for  sponsorship  from  6:30-7:00 
P.M.  on  WNBW. 

Highly-rated,  highly-popular,  highly- 
positive  to  get  your  sales  message 
across  where  it  counts! 

For  complete  details  on  a  top  local  program  that  will  SELL  for  you  please  contact 
your  nearest  NBC  Spot  Sales  Office  or  call  the  WNBW  Sales  Department  at 
REpublic  4000  TODAY!! 

WNBW 

Channel  Four 

NBC-TV  IN  WASHINGTON 



50  K.  W.  of  radiated  power 

from  a  tower  1,059  feet  high, 

channel  2.  Check  this  formula 

with  any  qualified  TV  engineer. 

..now  the 

television 

in  Dixie 

Thousands  of  square  miles  of  terri- 
tory— where  no  adequate  television 

service  had  been  provided  before — now  has  been  opened  up. 
Tens  of  thousands  of  prosperous 

Southern  families — who  never  be- 
fore enjoyed  television  in  their  homes 

—now  have  entered  the  WSB-TV 
market. 

Set  sales  are  booming.  Circulation 
is  going  up  at  a  dizzy  pace. 

A  schedule  of  top-rated  shows  plus 
the  proven  know-how  of  the  WSB-TV staff  combine  with  this  tremendous 
new  power  to  give  you  a  golden  sales 
opportunity. 

Call,  write  or  wire  us  or  your  Petry 
man  at  once.  WSB-TV  On  Peach- 
tree  Street,  Atlanta. 

Affiliated  with  The  Atlanta  Journal  and  The  Atlanta 
Constitution.  Represented  by  Edw.  Petry  &  Co.,  Inc. 
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WLTV  ON  AS  108TH  STATION 
v  THE  108th  television  station  was poised  to  take  the  air  yesterday 

(Sunday)  in  Atlanta,  first  addition 
to  the  nation's  video  spectrum  in a  year. 

Sept.  30  will  go  down  in  Atlanta's history  as  TV  moving  day.  These 
events  were  listed: 
#  WSB-TV  —  Switch  from 

Channel  8  to  2,  using  1,062-foot 
tower  originally  built  for  the 
former  Atlanta  Constitution's  pro- 

jected outlet,  WCON-TV.  Power increased  to  50  kw  radiated. 
•  WLTV  —  First  program 

scheduled  yesterday  from  former 
WSB-TV  transmitter.  New  sta- 

tion operated  by  Broadcasting  Inc. 
#  WAGA-TV— Continued  oper- ation on  Channel  5  under  Fort 

Industry  Co.  ownership. 
•  Second  AT&T  network  link 

ready. 
Final  details  for  the  switch  of 

WSB-TV  to  Channel  2  and  sale  of 
Channel  8  transmitting  facilities 
to  Broadcasting  Inc.  were  settled 
late  Wednesday  in  Atlanta.  The 
transfer  had  been  approved  by 
the  FCC  Aug.  9  [Broadcasting 
•  Telecasting,  Aug.  13]. 

Wilcox,  Lane  Sign 
Signing  the  contract  between 

Atlanta  Newspapers  Inc.  (WSB) 
and  Broadcasting  Inc.  were  H.  B. 
Wilcox,  secretary-treasurer  and  a 
director  of  Atlanta  Newspapers, 
and  William  T.  Lane,  vice  presi- 

dent and  general  manager  of  the 
new  station.  Present  at  the  sign- 

ing for  WSB-TV  were  J.  Leonard 
Eeinsch,  in  charge  of  the  radio-TV 
properties  of  ex-Gov.  James  M. 
Cox,  of  Ohio,  and  Paul  A.  O'Bryan, of  the  law  firm  of  Dow,  Lohnes  & 
Albertson.  Mr.  O'Bryan  notified the  FCC  late  Wednesday  that 
negotiations  had  been  officially 
completed. 

Atlanta  and  a  large  area  of  the 
Southeast  were  in  a  state  of  TV 
animation  last  week  as  pre-trans- 
fer  excitement  spread  rapidly. 
WSB  -  TV  began  test-pattern 

operation  Tuesday  from  the  1,062- 
foot  tower  with  50  kw  radiated 
power.  Using  the  old  WCON-TV 
test  pattern,  WSB-TV  called  for 
reception  reports  and  claimed  that 
these  reports  came  from  all  parts 
of  an  area  extending  more  than 
200  miles  away  from  Atlanta.  It 
asserted  reliable  pictures  were  be- 

ing received  in  such  spots  as  Sa- 
vannah,   Thomaston    and  other 

Georgia  cities;  Montgomery,  Ala., 
and  Greenville,  S.  C. 
WLTV  officials,  under  General 

Manager  Lane,  had  been  working 
weeks  to  get  the  station  on  the 
air  by  Sept.  30.  Studios  were  set 
up  in  the  old  Constitution  Bldg., 
where  the  discontinued  WCON-AM- 
FM  had  headquartered. 

Other  key  personnel  at  WLTV 
include  Arch  Ragan,  general  sales 
manager;    Harvey    J.  Aderhold, 

technical  director;  Roger  O.  Van 
Duzer,  program  director;  Ann 
Hucheson,  traffic  manager;  Wini- 

fred C.  Brown,  manager  of  account- 
ing department,  and  Madelinn 

Chace  Haddox,  director  of  promo- 
tion and  public  relations. 

WLTV  is  operating  as  a  tele- vision affiliate  of  ABC  and  also 
plans  a  film  network  schedule,  ex- 

panding to  live  local  productions before  the  end  of  the  year. 

Broadcasting  Inc.  comprises  a 
group  of  Atlanta  business  and  civic 
leaders  headed  by  Walter  C.  Sturdi- 
vant,  owner  of  Montogmery  Knit- 

ting Mills,  Summerville,  Ga.  It 
negotiated  last  March  for  acquisi- 

tion of  WSB-TV  equipment  for 
use  on  Channel  8.  Atlanta  News- 

papers Inc.  had  merged  the  Atlanta 
Constitution  into  its  Atlanta  Jour- 

nal, thus  having  two  TV  facilities 
since  WCON-TV  was  conducting 
program  tests  at  the  time  for 
Channel  2  operation. 

Special  Programs 
Both  WSB-TV  and  WLTV 

planned  special  inaugural  programs 
for  the  Sunday  switchover.  A  spe- 

cial WSB-TV  feature  was  arranged 
for  Saturday,  with  a  TV  camera 
mounted  atop  the  1,062-foot  tower 
picking  up  the  surrounding  area. 

Taking  part  in  a  Sunday  break- 
fast staged  by  WSB-TV  for 

special  visitors  were  Mr.  Reinsch 
and  John  M.  Outler,  Jr.,  general 
manager  of  the  WSB  stations. 
WLTV  planned  an  afternoon  debut. 

Schedule  for  apportionment  of  the 
two  AT&T  network  lines  among 
the  three  stations  will  be  worked 
out.  WSB-TV  is  an  NBC  tele- 

vision affiliate  with  WAGA-TV 
having  CBS  and  DuMont. 

TV  set  manufacturers  and  dis- 
tributors were  moving  sets  into 

cities  which  the  new  WSB-TV 
signal  was  expected  to  reach  for 
the  first  time. 

mm 

ARRANGEMENTS  for  representation  of  Broadcasting  Ine.'s  WLTV  (TV) Atlanta,  Ga.,  by  Harrington,  Righter  &  Parsons,  television  station  representa- tive, are  concluded  in  that  city.  L  to  r:  Jack  Harrington,  president  of  the 
station  representative  firm  which  headquarters  in  New  York;  Arch  Ragan, 
sales  director  of  WLTV,  and  William  T.  Lane,  vice  president  and  general 

manager  of  station. 

NETWORK  GROSS 
 Up  Negrly  Five-Fold  in  Aug- TV  network  time  sales  are  not  only 

increasing  but  are  doing  so  at  an 
accelerated  pace,  according  to  fig- ures released  for  publication  today 
(Monday)  by  Publishers  Informa- tion Bureau.  PIB  reports  show  the 
combined  gross  TV  network  time 
sales  in  August  were  more  than 
five  times  as  high  as  in  the  same 
month  of  last  year,  while  the  eight- month  cumulative  total  for  1951  is 
only  a  little  over  four  times  the 

1950  gross  for  the  same  period. 
While  the  comparison  is  not  ex- 

actly due  to  the  absence  of  DuMont 
figures  for  1950,  it  appears  likely 
that  the  addition  of  those  figures 

ABC-TV 
CBS-TV DuMont 
NBC-TV 

Total 

Aug.  1951 
$1 ,444,593 3,734,551 763,071 
3,359,856 

$9,302,071 

Aug.  1950 
$  265,421 354,524 t 
1,242,276 

$1 ,862,221 

would  not  greatly  alter  the  picture. 
Gross  time  sales  for  the  previous 

seven  months,  January  through 
July,  were  also  tabulated  by  PIB. 

  AUGUST  GROSS  TIME  SALES   
Jan. -Aug.  Jan. -Aug. 1951  1950 

$  2,402,902 5,339,826 t 
9,684,755 

1951  ABC-TV 
January  $1,328,719* February  1,254,851 
March  1,539,470 

June 

July 

,385,901 

,437,593* 
,351,168* 

$11,174,614 24,238,538 4,468,996 33,577,340 
tFigures  for  1950  not  available. 

  REVISED  GROSS  SALES  JANUARY-JULY  — 
CBS-TV  DuM  NBC-TV  ABC-TV 

$2,601,165*         $435,527         $4,178,222        April  ]  .432,319* 2,600,339  406,079  3,949,360 
2,993,902  457,81 1  4,654,063* 

SI  7,427,483 

CBS-TV 

2,906,891* 
3,066,249 2,900,782 3,434,659 

DuM 574,025 

622,646* 

564,478 645,359 
NBC-TV 4,758409 4,946,338 

4,244,240 

3,477,952* 

Revised  as  of  September  25,  1951,  and  differing  from  those  previously  reported. 
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PLANS  to  promote  UHF  were  formulated  at  a  meeting  Sept.  21  at  WAVZ 
New  Haven,  Conn.  Daniel  W.  Kops  (I,  at  mike),  WAVZ  vice  president 
and  general  manager,  outlined  proposals  for  cooperation  between  broad- casters and  television  distributors.  Seated  (I  to  r)  are  Lynne  C.  Smeby, 
former  director  of  engineering  at  NAB  (now  NARTB);  Victor  W.  Knauth, 
WAVZ  president,  and  Glen  McDaniel,  president,  Radio-Television  Mfrs. Assn.    All  spoke  on  the  program. 

WOW  INC.  SALE 
Meredith  Purchase  Approved 
SALE  of  WOW-AM-TV  Omaha  to 
Meredith  Publishing  Co.  for 
$2,525,000  [Broadcasting  •  Tele- 

casting, Aug.  13]  was  approved 
by  the  FCC  last  week. 

Grant  of  the  purchase  to  the  Des 
Moines  magazine  publisher  (Bet- 

ter Homes  &  Gardens  and  Success- 
ful Farming)  gives  it  100%  stock 

ownership  of  licensee  Radio  Sta- tion WOW  Inc.  Meredith  also 
owns  WHEN  (TV)  Syracuse  and 
is  a  TV  applicant  for  Albany  and 
Rochester,  N.  Y. 

The  Omaha  radio  and  TV  sta- 
tions were  bought  from  Ambassa- dor to  Ireland  Francis  P.  Matthews 

(ex- Secretary  of  the  Navy)  and six  other  stockholders.  The  stock 
will  be  owned  by  Meredith  Engi- 

neering Co.,  a  subsidiary  of  the 
publishing  company. 

Consolidated  Application 
Request  by  Connecticut  Radio 

Foundation  Inc.  for  UHF  fre- 
quencies 746-752  mc  at  New  Haven, 

instead  of  Channel  12  at  Water- 
bury,  leaves  Nutmeg  State  Broad- 

casting Co.  as  only  applicant  for 
sole  channel  in  that  city  (proposed 
to  be  UHF  Channel  53  by  the  FCC). 
Nutmeg  State  Broadcasting  Co. 

was  formed  by  WBRY,  WATR  and 
the  Danbury  News-Times  several 
years  ago  in  a  consolidation  of 
their  individual  applications.  Dan- 
bury  newspaper  is  owned  by  James 
B.  Lee  of  the  Lee  Hat  Company, 
which  last  week  asked  the  FCC  for 
approval  to  buy  WLAD  in  Danbury 
[Broadcasting  •  Telecasting, 
Sept.  24]. 
Withdrawal  of  Danbury  News- Times  from  the  triumvirate  will 

be  announced  soon,  it  is  understood. 
At  that  time,  both  WBRY  and 
WATR  will  sever  their  relationship 
and  compete  with  each  other  for 
the  single  channel  in  Waterbury. 

Only  TV  application  up  to  Thurs- 
day was  for  Quincy,  111.,  from 

WGEM  for  Channel  10.  It  plans 
to  spend  $394,750  for  construction, 
$93,000  a  year  for  operations.  It 
is  affiliated  with  the  Quincy  Herald 
Whig. 

JAEGER  TO  PROCKTER 
Will  Be  V.  P.-Gen.  Mgr. 

ANDEW  P.  JAEGER,  who  has 
resigned  as  director  of  DuMont 
Television  Network  film  operations, 
has  been  appointed  vice  president 
and  general  manager  of  Prockter 
Syndications  International,  New 
York,  President  Paul  White  an- 

nounced Tuesday. 
Prockter  Syndications,  planned 

for  over  a  year,  will  handle  pro- 
grams for  foreign  and  domestic 

distribution  to  TV  stations  and 
local  advertisers.  The  new  organi- 

zation also  will  sell  a  limited  num- 
ber of  specialized  theatrical  feat- 

ures and  transcribed  series  for 
motion  picture  and  radio  markets. 

WOOD-TV  STAFF 
Schroeder  Will  Manage 

WILLARD  SCHROEDER,  general 
manager  of  WOOD  Grand  Rapids, 
also  will  hold  that  position  at 
WOOD-TV,  which  was  formerly 
WLAV-TV  Grand  Rapids.  Sale  of 
the  TV  station  to  WFBM-AM-TV 
Indianapolis,  also  owner  of  WOOD, 
was  approved  by  FCC  a  fortnight 
ago.  Price  was  $1,382,068  [Broad- 

casting •  Telecasting,  Sept.  24]. 
Hy  Steed,  who  has  been  general 

manager  of  the  WLAV  stations, 
continues  to  manage  WLAV-AM- 

Mr.  Bitner  Sr.     Mr.  Bitner  Jr. 
FM.  These  stations  have  been  re- 

tained by  Leonard  A.  Versluis. 
WLAV-TV  was  purchased  from 

Mr.  Versluis  by  the  Grandwood 
Broadcasting  Co.,  owned  entirely 
by  WFBM  Inc.  Major  stockholders 
of  WFBM  Inc.  are  Harry  M.  Bit- 

ner Sr.,  president  of  Grandwood, 
and  Harry  M.  Bitner  Jr.,  vice  presi- 

dent of  Grandwood  and  general 
manager  of  WFBM-AM-TV.  They 
also  own  WE  OA  Evansville  and 
are  50%  of  Trebit  Corp.,  licensee 
of  WFDF  Flint,  Mich. 

The  Bitner  group  announced  that 
the  present  WOOD  staff  will  as- 

sume TV  responsibilities  in  addi- 
tion to  their  radio  duties.  Em- 

ployes of  the  former  WLAV-TV 
who  wish  to  move  to  WOOD-TV 
will  be  employed  by  the  company 
wherever  practicable,  it  was  said. 

XELD-TV  Affiliates 
XELD-TV  in  Matamores,  Mexico, 
has  affiliated  with  ABC-TV  and 
NBC-TV  to  become  the  networks' 
first  foreign  TV  member.  XELD- 
TV  is  also  a  CBS-TV  affiliate. 

STANTON,  McAVITY 
Promoted  by  NBC-TV 

CARL  M.  STANTON,  director  of 
talent  and  program  procurement 
for  NBC-TV,  has  been  named  di- rector of  commercial  program 
planning  for  the  network,  it  was 
announced  last  week  by  Frederic 
W.  Wile  Jr.,  vice  president  in 
charge  of  television  production. 

Expansion  of  NBC-TV  network 
schedule  during  coming  fall-winter 
season  from  early  morning  to  late 
night,  plus  full  weekend  program- ming, requires  assignment  of  a  top 
executive  full  time  in  the  plans 
area,  Mr.  Wile  explained.  Mr. 
Stanton's  successor  will  be  named shortly. 
Thomas  A.  McAvity  has  been 

named  to  succeed  Mr.  Stanton  as 
director  of  talent  and  program 
procurement.  After  familiarizing 
himself  with  NBC-TV  operations 
in  the  East,  he  will  make  his  head- 

quarters in  New  York. 
Recently  a  production  supervisor 

with  CBS,  Mr.  McAvity  helped  in- 
augurate the  Bob  Hope  Show  for 

Pepsodent  and,  as  a  free-lance 
producer-director,  he  produced 
Corliss  Archer,  The  Hardy  Fam- 

ily, The  Saint,  The  Joan  Davis 
Show,  and  The  Sealtest  Program. 
He  rejoins  NBC  on  the  anniversary 
of  his  leaving  it,  Oct.  8. 

Curtis  Backs  Show 
CURTIS  PUBLISHING  Co.,  Phila- 

delphia (Saturday  Evening  Post, 
Holiday,  Ladies  Homes  Journal) 
will  sponsor  a  new  television  pro- 

gram packaged  by  Lawrence  E. 
Spivak-Martha  Rountree  and  called 
Keep  Posted  starting  Oct.  9  on  the 
full  DuMont  network,  Tuesdays, 
8:30-9  p.m.  Mr.  Spivak  and  Miss Rountree  will  be  the  moderators  on 
the  program  which  will  discuss  cur- rent events  and  vital  issues  of  the 
day.  BBDO,  New  York,  is  the  agen- 

cy. Curtis  during  the  summer  had 
sponsored  TV  version  of  Meet  the 
Press  on  NBC-TV,  Tuesdays,  8:30 
p.m.,  but  released  time  when Texaco  Star  Theatre  returned. 

NBC  NEWSREEL 
Expands  to  Daily  Service 

FULLY-SCORED  daily  newsreel 
will  be  offered  to  television  stations 
by  NBC,  Francis  C.  McCall,  direc- tor of  TV  news  and  special  events, 
announced  last  week. 

Covering  some  40  stories  per 
week,  the  16mm  film  will  run  for 
7%  minutes  and  will  be  accom- 

panied by  cued  scripts  and  spot 
sheets.  To  continue  coverage 
through  delivery  time,  NBC-TV newsroom  in  New  York  will  wire 
script  revisions  each  day  to  sub- scribing stations. 

Films  will  be  scored  with  on-the- 
spot  words  and  sounds,  narration, 
and  music,  but  local  stations  may 
run  them  as  silents  or  can  splice  in 
local  news,  commentary,  and  com- mercials. 

Daily  newsreel  will  be  supplied 
by  more  than  100  NBC  cameramen stationed  throughout  the  world,  by 
foreign  film  services,  and  by  spe- 

cial photographer-correspondents 
like  Charlie  and  Gene  Jones,  whose 
celebrated  coverage  of  the  Korean 
war,  midwest  floods,  West  Point 
sports  scandal,  Robert  Vogeler,  and 
Marshall  Tito  have  helped  record recent  history. 

Rights  to  the  daily  newsreel  will 
be  handled  by  John  Cron,  head  of 
NBC  film  syndication  division. 

The  same  NBC  department  also 
offers  a  weekly  sports  reel,  cover- 

ing biggest  stories  in  athletics  on 
a  world-wide  basis  as  well  as  inter- 

views with  sports  figures  and  fea- 
tures. The  fully-scored  reel  will  be 

narrated  —  when  necessary  —  by 
Clem  McCarthy,  Rad  Hall,  Peter 
Roberts,  Don  Goddard,  and  Bob 
Wilson.  One  recent  sports  reel  in- cluded interviews  with  Sugar  Ray 
Robinson  and  Randy  Turpin,  cover- 

age of  the  Antique  Auto  Race  from 
Chicago  to  New  York,  a  report  on 
Florence  Chadwick's  2-way  Chan- nel swim,  and  baseball  highlights. 

HOLLYWOOD  NEWS 
Screen  Gems  Plans  Series 

A  MOTION  picture  TV  news  ser- 
vice is  being  offered  local  TV  sta- tions and  advertisers  by  Screen 

Gems,  embodied  in  a  quarter-hour 
weekly  Hollywood  Newsreel  which 
will  be  distributed  regularly  start- 

ing in  November,  Will  Baltin,  TV 
sales  manager,  has  announced.  An 
audition  print  of  the  first  film  of 
the  series,  presenting  views  of 
Dean  Martin  and  Jerry  Lewis, 
Ethel  Barrymore,  Joan  Crawford, 
Ken  Murray,  Jane  Wyman,  Roy 
Rogers,  Edgar  Bergen  and  other 
top  personalities,  will  be  sent  this 
week  to  each  TV  station,  Mr.  Bal- 

tin said.  He  added  that  advertisers 
and  agencies  are  being  notified  that 
these  prints  are  available  at  the stations. 

Screen  Gems  has  signed  a  five- 
year  contract  with  Erman  Pessis, 
veteran  Hollywood  publicist  and 
producer,  to  produce  the  weekly 
newsreel.  Handled  on  a  spot  news 
basis,  the  quarter-hour  film  flows 
directly  to  the  subscribing  stations 
from  Hollywood  for  immediate telecasting. 
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/HOWES'  PMCf  IN  TV
  ™™ T*"5  T0A 

SOME  800  delegates  to  the  The- 
atre Owners  of  America  conven- 

tion in  New  York  last  week  were 
admonished  to  expand  into  both 
the  broadcast  television  and  theatre 
TV  fields,  but  to  waste  no  worry 
on  home  "subscription"  television. The  admonition 
was  contained  in  {^■SBBHMH a  report  delivered 
Wednesday      by     '  w  'fBi TOA's  TV  Com-  ff  jgj mittee  Chairman  ,  *  -  y| 
Mitchell  Wolfson,  '*  \Jk 

'  co-owner   of  the  *—  '  mBk Wometco  theatre      ̂ g^,  ffl 
chain   in  Florida      WBL  r:  mi 
and  of  its  WTV J  ̂ m^m^m 
(TV)  Miami,  who 
two  days  earlier       Mr.  Wolfson was  elected  TOA 
president  for  the  coming  year. 

Mr.  Wolfson's  committee  report 
hewed  generally  to  the  lines  laid 
down  in  his  preview  for  newsmen 
two  weeks  ago:  That  broadcast 
television  and  the  theatres,  though 
competitors,  "can  survive  and 
prosper  together";  that  theatre owners  generally  are  well  qualified 
to,  and  should,  ally  themselves  with 
both  broadcast  and  theatre  TV,  and 
that  theatre  television  as  an  ad- 

junct to  regular  motion  pictures 
holds  vast  possibilities  for  expand- 

ing the  public's  entertainment, educational  and  cultural  fare 
[Broadcasting  •  Telecasting, 
Sept.  17]. 
But  the  committee  wrote  off 

subscription  video  as  a  cause  for 
no  alarm  to  theatre  men.  Mention- 

ing Phonevision,  Skiatron  ("Sub- 
scriber-Vision"), and  Telemetering, Mr.  Wolfson  said: 

Notes  Evidence  Lack 
"These  three  devices  are  obvious- 
ly merely  methods  of  distribution of  a  toll  service  into  the  home 

.  .  .  There  is  thus  far  no  evidence 
that  they  are  commercially  feas- 

ible. Also,  the  subscription  schemes 
run  into  other  problems." 
Among  "other  problems"  he 

listed  "a  serious  question"  whether regular  broadcast  channels  may  be 
assigned  to  "this  limited  type  of 
toll  service,"  and  whether  FCC would  make  such  an  assignment  in 
any  case. 

"In  the  foreseeable  future  it  is clear  that  there  will  be  an  acute 
shortage  of  television  channels  in 
markets  where  any  subscription 
television  system  would  hold  forth 
commercial  promise,"  Mr.  Wolfson 
continued.  "For  that  reason  alone 
I  cannot  believe  there  is  much  likeli- 

hood of  such  a  service  being  per- 
mitted. That  reason  together  with 

the  many  other  problems  a  toll 
home  service  would  face  makes  it 
seem  impossible  that  we  need  now 
be  concerned  about  that  type  of 
television  development." Election  of  Mr.  Wolfson  as  TOA 
president  was  seen  by  observers  as 
an  indication  of  the  membership's clear-cut  interest  in  television, 
which  was  also  evidenced  in  other 
sessions  as  well  as  in  the  fact,  that 

the  TV  report  drew  the  largest  at- 
tendance of  all  reports.  Theatre 

TV  especially  drew  the  spotlight. 
Harry  Brandt,  head  of  the  Brandt 

Theatre  circuit,  said  theatre  tele- 
vision "is  the  greatest  thing  that has  happened  to  the  theatre  since 

sound." The  concessions  committee, 
headed  by  Harold  J.  Fitzgerald  of 
Milwaukee,  recognized  theatre  TV's collateral  possibilities  by  recom- 

mending "that  prior  to  a  television event,  the  full  house  lights  be  on, 
with  appropriate  music,  and  that 
20  minutes  be  devoted  to  aisle- 
vending  in  order  to  offset  any  con- 

cession loss  during  the  evening.  If 
the  lobby  price  for  a  commodity  is, 
for  example,  22  cents,  it  is  sug- 

gested that  the  aisle-vending  price 
be  25  cents.  This  obviously  would 
save  time  in  making  change,  etc." 

Samuel  Pinanski  of  Boston,  re- 
tiring TOA  president,  extended  on 

behalf  of  the  "Movietime  USA" committee  the  thanks  of  TOA  to 
CBS  and  Lever  Bros,  for  their 
Sept.  24  program  hailing  the  movie 
industry.  At  the  same  time  Mr. 
Pinanski  urged  theatres  to  use 
large  space  which  is  being  bought 
nationally  in  newspapers,  "as  a means  of  obtaining  better  relations 
in  the  editorial  departments  of  the 
newspapers." He  also  suggested  that  radio, 
TV  and  press  interviews   be  ar- 

COLOR  TV  again  emerged  as  a 
highlight  of  government-industry deliberations  last  week  on  proposed 
fair  trade  practices  for  the  radio- TV  manufacturing  industry. 

The  setting  was  the  second  in- dustry conference  called  by  the 
Federal  Trade  Commission  to 
promulgate  rules  for  the  industry. 
Sessions  were  held  in  Washington 
Wednesday  through  Friday.  A 
third  conference  tentatively  was 
set  for  later  this  year. 

The  meetings  were  held  over  the 
objections  of  the  Radio-Television 
Mfrs.  Assn.  and  the  National  Ap- 

pliance and  Radio  Dealers  Assn., 
both  of  which  had  requested  post- 

ponements to  study  further  a  pro- posed FTC  draft  on  suggested rules. 
Color  TV  Issue 

The  color  TV  issue  arose  both 
Wednesday  and  Thursday,  stem- 

ming from  controversy  over  sug- 
gested recommendations  governing 

the  advertisements  of  adapters  and 
converters. 

A  surprise  proposal  was  offered 
by  American  Television  Inc.  which 
urged  adoption  of  a  rule  that 
would,  in  effect,  prohibit  radio-TV 
receiver  manufacturers  from  own- 

ing broadcast  stations.  There  was 
little  enthusiasm  for  this  recom- 

mendation, promulgated  as  a  so- 

ranged  for  promotion  of  the  in- dustry locally. 
"Use  the  (movie)  personalities 

on  television  whenever  you  have 
some  who  are  not  forbidden  to  ap- 

pear on  this  medium,"  he  advised. In  another  speech  Mr.  Pinanski 
took  occasion  to  defend  theatre  TV 
against  "the  loose  talk  and  ill- 
considered  statements"  protesting 
the  closed-circuiting  of  prize-fights 
to  theatres.  The  fights,  he  empha- 

sized, are  private  property  and  the 
promoter  cannot  be  compelled 
either  to  give  them  free  to  the 
public  or  to  sell  them  "to  any  one class  of  purchaser  as  against 

another." TOA  Leads  Way 
Alfred  Stan-  of  Nashville,  Tenn., 

pointed  out  in  his  keynote  speech 
that  "TOA  has  consistently  worked for  exhibitors  and  for  the  motion 
picture  industry"  in  the  TV  field. 
It  was  TOA,  he  said,  which  "spear- 

headed the  industry's  drive  for 
theatre  television."  TOA  also  has 
"consistently  urged  that  television produce  its  own  pictures  separately 
and  apart  from  those  produced  for 
motion  picture  theatres,"  he  added. He  also  paid  tribute  to  the  work 
done  for  the  industry  by  Cohn  & 
Marks,  Washington  radio-TV  law 
firm,  and  Jansky  &  Bailey,  Wash- 

ington radio-TV  consulting  engi- 
neering firm,  as  legal  and  engi- 
neering   counsel,   respectively,  in 

called  "anti-monopoly"  measure aimed  at  the  munificent  ad  budgets 
of  the  larger  firms. 

Presiding  over  the  sessions  for 
FTC  were  Paul  Butz,  attorney, 
Trade  Practices  Conference  Bu- 

reau; James  Horton,  director, 
Bureau  of  Industry  Cooperation, 
and  P.  B.  Morehouse,  assistant 
director  of  BIC  and  chief  of  TPCB. 
RTMA  was  represented  by  Glen 

McDaniel,  RTMA  president;  James 
Secrest,  general  manager;  John 
W.  Van  Allen,  general  counsel,  and 
Ray  Donaldson,  attorney. 
FTC  Chairman  James  Mead 

welcomed  industry  members,  stress- 
ing, "We  do  not  seek  to  impose additional  restrictions  on  your 

business  but  only  clear  the  air." Trade  practice  rules  have  proved 
beneficial  to  all  industries  and  are 
bound  to  result  in  "greater  con- fidence" in  the  industry,  he  stated. 

Mr.  McDaniel  cited  the  "diffi- 
culties" under  which  RTMA  par- 

ticipated and  stressed  the  complex- 
ities of  color  TV  in  writing  pro- 

posed rules.  Color  TV  is  both  an 
economic  and  merchandising  prob- 

lem, he  explained.  Industry  mem- bers, he  added,  have  had  only  three 
weeks  to  study  the  proposed  FTC 
draft  and  they  need  more  time.  He 
suggested  a  third  conference. 

Mr.  Morehouse  replied  that  with 

TV  UPS  GATE 
For  Houston  Boll  Club 

BOX  OFFICE  of  the  Houston 
Baseball  Club  hasn't  suffered  be- cause of  TV,  which  carried  about 
one  third  of  its  home  games  this 
year  on  KPRC-TV.  In  fact,  at- tendance was  higher  on  nights 
games  were  televised  than  on  other 
nights. An  article  in  the  Houston  Post, 
owner  of  KPRC-TV,  noted  the 
Houston  club  permitted  more  tele- 

casts than  any  other  team  in  the 
Texas  League,  yet  was  the  only 
club  to  show  an  attendance  in- 

crease over  last  year.  The  average 
attendance  at  23  games  televised 
was  318  more  paid  customers  than 
the  average  non-televised  game. 

Jack  Harris,  KPRC-TV  general 
manager,  pointed  out,  "if  the  at- traction is  what  fans  want,  they 
will  be  in  the  ball  park."  The weather,  class  of  competition  and 
pitcher  named  all  figure  in  the 
park  attendance,  he  said.  Two  of 
the  top  crowds  of  the  year — 11,252 
and  10,271 — packed  the  stadium  on 
nights  when  the  games  were  tele- vised. 

connection  with  the  pending  the- atre-TV case  before  the  FCC. 
Marcus  Cohn  of  Cohn  &  Marks 

brought   the   conventioners   up  to 
date  on  TV  legal  questions  follow- 

ing Mr.  Wolfson's  presentation  of (Continued  on  page  89) 

FTC  Confers  Again 

some  12,000  invitations  out  a  post- 
ponement was  not  feasible. 

Emphasizing  RTMA  was  unable 
to  speak  for  its  membership  be- cause of  lack  of  deliberation,  Mr. 
McDaniel  stated  there  are  many 
new  clauses  in  the  draft  with  "no 
applications  to  any  known  prac- 

tices in  the  industry." 
Only  Eight  Comment 

Only  eight  of  some  330  members have  commented  to  RTMA  on  the 
overall  FTC  rules,  he  noted. 

Mr.  Daniel  was  supported  in  his 
request  for  a  third  conference  by 
Mort  Farr,  who  heads  the  Na- 

tional Appliance  and  Radio  Deal- ers Assn.  The  National  Electronics 
Dealers  Assn.  also  suggested  ses- 

sions be  deferred  after  reasonable 
discussion. 

The  initial  proposal  of  American 
Television  Inc.,  offered  by  U.  A. 
Sanabria,  was  a  suggested  "floor" on  quality  of  sets,  with  particular 
emphasis  on  "fidelity  and  contrast." Mr.  McDaniel  promptly  protest- 

ed the  suggestion,  claiming  it 
would  set  the  principle  of  the  fed- 

eral government  establishing  stand- ards for  TV  sets. 
Mr.  Butz  doubted  FTC  would 

move  into  the  quality  field.  He  ex- 
plained the  commission  is  inter- ( Continued  on  page  89) 
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ALLOCATIONS 
FCC  Receives  Initial  Rebuttals  MURDER  CASES — — — — — — —  Video  Joins  Manhunt 

FIRST  REBUTTALS  to  opposi- 
tions came  into  the  FCC  last  week, 

as  the  number  of  filings  in  the 
"paper"  hearing  procedure  reached 613,  with  163  filed  last  week. 

Rebuttals  were  due  Sept.  25  for 
cities  in  the  New  England  and 
Central  Atlantic  States.  Due  Sept. 
24  were  the  affirmative  filings  for 
such  cities  as  Des  Moines,  Kansas 
City,  Milwaukee,  Minneapolis-St. 
Paul,  Omaha  and  St.  Louis. 

Oppositions  to  the  request  for 
oral  hearing  by  Cornell  XL's  WHCU 
Ithaca  [Broadcasting  •  Telecast- 

ing, Sept.  24]  were  filed  by  WWNY 
Watertown,  N.  Y.,  and  Buffalo  sta- tions WGR  and  WKBW  as  well  as 
the  Buffalo  Courier  Express. 

Sample  of  the  "oppositions  to 
oppositions"    was    that    filed  by 

UHF  TESTS 
Outlined  by  Greig 

WORTH  of  UHF  experimental  TV 
station  requested  by  WHUM 
Reading,  Pa.,  was  described  last 
week  by  Humboldt  J.  Greig,  presi- 

dent and  general  manager. 
WHUM  applied  for  $500,000  ex- 

perimental TV  last  August,  with 
grant  being  opposed  last  week  by 
WEEU  of  the  same  city.  WEEU 
argued  that  the  grant  might  be 
considered  a  means  of  getting 
around  the  TV  freeze  [Broadcast- 

ing •  Telecasting,  Sept.  24, 
Aug.  20]. 

Powers  of  200  kw  requested  will 
be  proved  out  through  use  of 
General  Electric  klystron  tube,  a 
prototype  of  which  should  be  ready 
in  March  1952.  It  will  cost  30  cents 
an  hour  to  operate.  GE  will  not  be- 

gin commercial  production  of  klys- 
trons until  December  1952,  then 

only  about  12  a  year,  he  revealed. 
Problems  of  getting  UHF  up 

1,050-ft  tower  will  be  overcome  by 
using  an  aluminum  wave  guide  de- 

veloped by  GE.  It  will  be  1,200  ft. 
long  8xl6-in.  in  diameter,  should 
prove  86.6%  effective,  Mr.  Greig 
explained.  A  6-in.  coaxial  cable 
would  be  only  56%  effective,  he 
said. 
He  said  he  plans  to  build  the 

tower  atop  1,650-ft.  Summit  Mt.,  22 miles  north  of  Reading.  He  has 
some  steel  now,  plans  to  prefabri- 

cate the  tower  in  sections  during 
the  winter,  he  said,  and  could  be 
on  the  air  by  late  spring. 

Line  of  sight  from  the  mountain 
top  is  estimated  at  71  miles,  he 
declared.  Wilmington,  Del.,  might 
easily  get  signal,  he  thought,  as 
well  as  Easton,  Bethlehem,  Wil- 
liamston,  Harrisburg,  Lancaster, 
York,  among  other  communities. 
Rough  terrain  should  make  it  a 
good  testing  ground,  he  said. 

Transmitter  cost  is  estimated  at 
8145,000,  tower  8125,000,  building 
$40,000,  miscellaneous  $200,000. 

Mr.  Greig  said  he  had  pledges  of 
cooperation  from  CBS,  Philco  and 
GE.  He  will  use  color  transmissions, 
as  well  as  black-and-white  signals. 
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Steinman  stations'  WGAL-TV  Lan- 
caster and  WDEL-TV  Wilming- 

ton to  Philadelphia  groups'  pro- posal for  putting  Channel  12  back 
in  the  Quaker  city. 

It  disparaged  the  Philadelphia 
plan  as  "retrogression  to  an  aban- 

doned policy,"  referring  to  the FCC's  determination  not  to  use directional  antennas  or  what  it 
called  "sub-standard  powers." 
CBS  also  filed  counter-opposi- 

tions to  11  entities  which  filed  pro- 
posals in  conflict  with  its  recom- mendations regarding  Boston.  Most 

of  it  was  on  engineering  grounds. 
But,  alluding  to  the  proposals  by 
Lowell  Institute  of  Cooperative 
Broadcasting  Council  and  U.  of 
New  Hampshire  favoring  the  FCC- 
recommended  reservation  of  chan- 

nels in  Boston  and  Durham  (in- 
volved in  CBS's  plan  for  Boston), 

CBS  pointed  out  that  neither: 
(1)  Had  done  anything  to  ad- vance their  TV  plans  since  their 

first  comments  last  May,  and  (2) 
had  undertaken  to  study  the  pos- 

sibilities of  UHF,  as  had  the  New 
York  State  Board  of  Regents  which 

NARTB  TV  CODE 
Reports  to  be  Presented 

PROJECTED  television  code  of 
NARTB  will  be  wrapped  into  one 
package  for  the  first  time  at  a 
meeting  of  the  Television  Program 
Standards  Committee,  to  be  held 
Tuesday-Wednesday  at  NARTB 
Washington  headquarters. 
Four  subcommittees  that  have 

drafted  sections  of  the  document 
will  submit  their  reports  at  the 
meeting,  under  chairmanship  of 
Robert  D.  Swezey,  WDSU-TV  New 
Orleans.  By  Wednesday  night  the 
committee  hopes  to  have  in  rough- 
draft  shape  a  document  that  can 
be  submitted  to  an  Oct.  19  NARTB 
TV  membership  meeting  to  be  held 
Oct.  19  at  the  Stevens  Hotel,  Chi- cago. 

The  30-odd  TV  stations  that  are 
not  members  of  NARTB  have  been 
notified  of  the  Oct.  19  meeting. 
They  have  been  invited  to  take  out 
memberships  and  participate  in  the 
Chicago  meeting,  which  may  come 
up  with  a  basic  document  that  will 
set  the  TV  pattern  for  years  to come. 
Subcommittee  chairmen  who  have 

let  the  code-writing  operation  are: 
Subcommittee  1 — advancement  of  edu- 

cation and  culture,  responsibility  to- 
ward children,  acceptability  of  pro- 
gram material,  decency  and  decorum 

in  production,  Davidson  Taylor,  NBC, 
chairman;  Subcommittee  2 — treat- 

ment of  news  and  public  events, 
presentation  of  religion,  community 
responsibility,  presentation  of  con- 

troversial issues,  Harold  Hough, 
WBAP-TV  Forth  "Worth,  chairman; Subcommittee  3 — advertising  prac- 

tices, Walter  J.  Damm,  WTMJ-TV 
Milwaukee,  chairman;  Subcommittee 
4,  observance,  Paul  Raibourn,  KTLA- 
TV  Los  Angeles,  chairman. 
The  subcommittees  have  been 

working  two  months  on  the  four 
sections  of  the  code. 

accepted  UHF  for  Buffalo  and 
Rochester  after  first  demanding 
VHF  channels  there  [Broadcasting •  Telecasting,  Sept.  10]. 

All  Kansas  City  stations  got 
together  with  a  plan  to  put  four 
VHF  channels  back  into  that  city 
— FCC  proposes  only  three,  with 
one  already  occupied  by  WDAF- 
TV  and  the  other  reserved  for  edu- 

cational telecasting.  Kansas  City 
plan  was  filed  in  the  form  of  a 
three-part  proposal. 

'Partial  Commercialization' Indications  that  some  educational 
institutions  want  an  out  from  pure- 

ly non-commercial  TV  operation 
was  contained  in  a  proposal  by  the 
U.  of  Missouri  for  "partial  com- 
mercialization." Non-profit  operation,  with  net- work affiliation  for  entertainment 
programs,  was  urged  by  Lester  E. 
Cox,  chairman  of  the  Radio  Com- mittee, Board  of  Curators.  He  was 
supported  by  Stephens  College 
President  Homer  P.  Rainey. 

FCC  proposes  to  reserve  Channel 
8  at  Columbia,  Mo.,  for  non-com- mercial, educational  TV.  Mr.  Cox 
warned  that  unless  FCC  acceded 
to  its  plea  for  non-profit  operation, 
it  "would  have  no  alternative"  but 
to  apply  for  a  full  commercial  sta- tion. This  would  mean  opposing 
KFRU,  which  already  has  objected 
to  the  "partial  commercialization" plan  of  the  university. 

Construction  costs  can  be  financed 
by  the  university,  Mr.  Cox  said, 
revealing  that  it  has  $350,000  for 
that  purpose.  But  operating  ex- 

penses are  another  matter,  he  de- clared. 
Operation  the  university  has  in 

mind,  Mr.  Cox  submitted,  would 
involve  "interspersing"  commercial 
program  between  educational  pro- 

grams "so  that  there  would  be no  long  sustained  periods  of  either 
commercial  programs  or  educa- 

tional programs." Fancy  packaging  by  Milwaukee 
Educators'  Committee  on  Television 
caught  eyes  of  FCC  staff.  Cutout 
of  TV  screen  on  cover  of  its  docu- 

ment stressed  the  title  of  the  plead- 
ing: "Milwaukee  Needs  Educational 

Television!" With  the  help  of  WTMJ-TV  the Milwaukee  committee  said  it  had 
figured  that  an  educational  TV  sta- 

tion could  be  built  for  $836,525— 
including  $500,000  for  a  building. 
Operating  costs  should  run  $50,000 
a  year  for  programming,  $161,772 
for  personnel  (with  general  man- ager at  $7,800),  and  $77,305  per 
year  for  equipment. 

BOSTON  TV  stations  are  joining 
police  in  attempt  to  close  unsolved 
murder  cases.  WNAC-TV,  in  co- operation with  the  Massachusetts 
State  Police,  last  Friday  presented 
a  special  telecast  clue  hunt  deal- 

ing with  the  Aug.  31  murder  of 
State  Trooper  Alje  M.  Savela. 
WBZ-TV  this  Friday  will  begin 

a  weekly  program  entitled  Public Prosecutor,  which  will  review  un- 
solved murders.  Henry  R.  Silver, 

treasurer  of  the  Cott  Bottling  Co., 
program  sponsor,  offers  $500  to 
anyone  who  submits  a  clue  or  testi- 

mony resulting  in  the  arrest  and 
conviction  of  any  person  or  persons 
guilty  of  a  murder  telecast  on  the Public  Prosecutor  program. 
WRGB  (TV)  Schenectady  has 

been  credited  with  being  instru- 
mental in  the  arrest  of  a  cattle- 

man who  was  convicted  Sept.  12 
of  murdering  a  New  York  State 
policeman  last  June.  WRGB  tele- 

cast a  picture  of  the  getaway  truck 
and  asked  viewers  to  notify  police 
if  they  had  any  information  con- 

cerning the  truck  or  its  driver. 
After  11  telecasts,  the  suspect  sub- 

sequently convicted  was  arrested. 
A  state  police  captain  said  that 
the  tip  which  aided  investigators 
was  supplied  by  persons  who  had seen  the  WRGB  telecasts. 

Lubcke  Consultant 
HARRY  R.  LUBCKE  is  establish- 

ing offices  as  a  TV  consulting  en- gineer in  Hollywood.  His  practice 
will  be  restricted  to  "television 
engineering,  electronics  and  the 
facilities  for  television  program 
production."  Offices  are  at  2443 Creston  Way,  Hollywood  28,  Calif. 
Telephone:  Hollywood  9-3266. 

CBS  COLORCASTS 
Football  Pickups  Start 

CBS  Television  started  its  college 
football  color  games  Saturday  with 
11  affiliates  scheduled  to  carry  the 
pickups. All  but  two  were  reported  put- 

ting the  games  on  the  air. 
WTOP-TV  Washington  planned 

to  close-circuit  the  games  to  the 
WTOP  Assembly  Room  in  the 
Washington  Post  Building.  Station 
is  55%  owned  by  the  newspaper, 
45%  owned  by  CBS.  It  had  orig- 

inally planned  to  microwave  the 
games  to  a  recreation  hall  owned 
by  the  Christian  Heurich  Brewing 
Co.,  but  network's  contractual  ar- rangements with  the  colleges  for- 

bade local  sponsorship,  said  John 
S.  Hayes,  president  and  general 
manager  of  the  station.  WTOP-TV 
will  broadcast  in  black-and-white 
Army-Navy-Marine-Air  Force  serv- 

ice games  during  that  time,  he  said 
[Broadcasting  •  Telecasting, Sept.  17]. 
WMAR-TV  Baltimore  on  Thurs- 

day was  still  planning  to  micro- wave the  color  games  to  a  public 
place.  It  also  still  intended  to  pick 
up  and  rebroadcast  WTOP-TV's service  games,  station  said. 

Following  stations  were  sched- 
uled to  carry  the  full  schedule: 

WCBS-TV  New  York,  WCAU-TV 
Philadelphia,  WEWS  (TV)  Cleve- 

land, WJBK-TV  Detroit,  WHIO- 
TV  Dayton,  WBNS-TV  Columbus, 
WKRC-TV  Cincinnati. 
WBKB  Chicago  skipped  Satur- 

day's California  vs.  Penn  game,  but 
will  carry  the  rest.  WNAC-TV  Bos- 

ton was  set  to  carry  "several"  but not  all. 
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ABBOTT  AND  COSTELLO 

the  fabulous  funsters  with  21%  million*  TV  friends 

and  believe  it  or  not:  for  nine  years  running  they've  turned  up  consistently 

in  the  ten  biggest  Hollywood  box  office  hits  now  available  on 

NBC  television 



TUESDAY 
ABC              CBS          DuMONT  NBC 

WEDN 
ABC  CBS 

6:00  PM Swanson Gen.  Mills 
(alt.  wks.) 
Ted  Mack Family Hour 
L  (E-M) 

General Foods Hopalong Cassidy 
F 

Co-op 

Cactus 
Jim L 

Co-op 

Cactus 
Jim L 6:15 

6:30 Ronson Star  of Family 
Hayes  & Healy 

Kellogg 

Space Cdt. 

Kellogg 

Space Cdt. 
6:45 

Jimmy 
Blaine 

Junior Edition 

7:00 Goodyear Paul Whiteman 
L  (E-M) 

Wrigley 
Gene Autry 
Show 

Chesterfield Show 
Liggett  & Myers Tobacco 

Gen. Foods 
Capt. Video 

RCA £ukla,  Fran &  OUie 
Gen. Foods Capt. Video 

P&G 
Cukla  Fran 

&  Ollie 
7:15 

Garmel 
Myers 
Show 

7:30 Music  in Velvet Tobacco This  Is  Show Business 
General  Fds Young 
Mr.  Button 

Ironrite Hollywood Screen Test GM- 

Oldsmobile News 
Mohawk Mohawk show  Room 

P&G 
Beulah 

Gm- 

Oldsmobile News 

Van  Camp 
Little Show Bendix 

Chance 

GM- 

Oldsmobile News 

7:45 Chesterfield 
Perry  Como 

Camel News 
Caravan  L 

Fatima Stork 
Club 

Washington 
Report 

Camel News 
Caravan  L 

of  a 
Lifetime Jhesterrield 

Perry 

8:00 
Hollywood 
Adventure 

Time 

Lincoln- Mercury 
Dealers Toast of  the Town 

Colgate CH™ury 

Seiberling The  Amazing Vlr.   M  alone 
Bristol- Myers Mr.  D.  A. 

Lever Lux 
Video 

Theatre 

Stage 
Entrance 

Earl  Wilson Speidel P.  Winchell I.  Mahoney Mogen- 
)avid-  Wine Chas.  Wild Private Detective 

L 
Frank Sinatra 

Georgetown University 
Forum 

'exas  Oil  Co. 

TStar° Theatre 

American Vitamin Frosty 

Frolics 
I 

Pillsbury 
Toni  (alt.) 
jodfrey  and lis  Friends 

8:15 

8:30 
Pentagon — Washington United Or  Not? Lever- Lipton 

Godfrey's Talent Scouts 
Madame Liu  Tsong 

Firestone Voice  of Firestone 
L 

What's  On Your  Mind? L  (E-M) 
Johns 

Hopkins Science Review 
Liggett &  Myers iodfrey  and 

His  Friends 8:45 

9:00 
Film 

General Electric Fred Waring 

Clorets Chlorophyll Gum Rockey 
Detective 

Philco Corp. 
Philco  TV 
Playhouse 

Paul  Dixon 
L  (E-M) 

P.  Morris Lucille  Ball 
10/15 

Admiral 
Lights Out L Q.E.D. 

Schick  Inc. 

-Crime 

Syndicated 

Drug 

Store TV  Prod. 

P&G 
Fireside 
Theatre 

Philco Don 
McNeill (alt.  TBA) 

Colgate Strike 
It  Rich 

9:15 

9:30 Marshall 
Plan 

Larus  & Bro.  Co. Plainclothes Man 

Gen.Fds. Sanka It's  News 
To  Me 

Co-op 

Wrestling 

with Dennis 
James 

Bymart 5.  Maugham Theatre alt.  with American ["obacco  Co. 
Robert Montgomery 

Arnold 
Bakeries Life  Begins at  80 

Electric 

Auto- 

Lite 
Suspense Cosmo- politan 

Theatre 
Armstrong 

Circle Theatre 
L 

Co-op 

The  Ruggles 
?.  Lorillard 

The Web 9:45 

10:00 
B.  Graham Evan.  Assn B.  Graham 
Religious Show L 

15.  F. Goodrich Celebrity 
Crawford Clothes 

P&G Red  Skeltoi Show L 
On  Trial L  (E-M) 

Westing- 
Studio  One 

Film Block 

Drug 

Danger 

Co-op 

Hands  of 
Destiny 

Lorrillard 
Original 

Hour"1 

L 

Celanese 
Corp. 

Celanese Theatre (alt.  TBA) L 

Pabst 
Sales  Co. Pabst Blue 
Bouts 10:15 

10:30 
Young 
People's Church Youth  on the  March L 

Jules Montenier 

What's My  Line 

They  Stand Accused Regent  Cigs Leave  It to  the  Girls L 
Studs'  Place L  (E-M) 

Co-op 

Who  Said That L 
Symphony 

L 
J  10:45 

i lenrl.  Cigar 

Sports 
jj  11:00 

Sunday 
News  Spec. Chrono- 

scope 
Wick  Kenny 

Show L 

Co-op 
Lo 

Chrono- 

scope 

H  11:15  PM 

Wrestling 

SUNDAY" 
CBS  DuMONT MONDAY  -  FRIDAY ABC  CBS  DuMONT  NBC SATURDAY CBS  DuMONT 

9:00  AM 

9:15 

9:30 

9:45 

10:00 

10:15 

10:30 

10:45 

11:00 

11:15 

11:30 Soup 
Box Theatre 11:45 

12:00  N 
li.  Joe  Inc. Ranger 

12:15  PM 
Mason  Grid: Chester the  Pup 

12:30 
 Voice 
of Prophecy Faith For Today 12:45 

1:00 

1:15 

Walter  H. Johnson Candy  Co. Flying 
Tigers 

Cory  Corp. Clicquot duPont 
Ameche- Langford 

Film Program (Color  TV) 

C-P-P 
(MWF) Strike 
It  Rich 

Amer.  Home All  Products Love  of  Life P&G Search  for 
Tomorrow 

P&G Steve  Allen 
T.&Th. 

Noontime News  with Waller  Raney 
Premier Prod. Rumpus Room 

Take  the Break 
Don Russell 

wood.  Cdy 
Jr.  Circus 3h,  Kay  (alt.) 
Gen.  Shoe Acrobat Ranch 

tinstol- Myers Foodini 

McKesson &  Robbins A  Date with  Judy 

BT  Babbitt Two 
Girls 

Named Smith 
eaman  Bros I  Cover Times  Sq. 
MaidenForm F.  Baldwii (alt,  wks.) 
Gen.  Mills 

Betty 

Crocker 

The  World Is  Yours 
(Color  TV) 

Internatl. Latex Fashion Magic 

Natl. 

Dairy 

The  Big 

Top 

Internatl. Shoe  Co. Kids  & Company 

1:30  PM 

1:45 2:00 

2:15 

2:30 

2:45 

3:00 

3:15 
3:30 

3:45 
4:00 

4:15 4:30 

4:45 

5:00 

5:15 

5!30~ 

5i45Pf 

Ralston 

Space 
Patrol (alt.) 

Canada  Dry 

super  Circus Peter  Shoe M&M 
Super  Circus 

^  (alt.)  L 



N  I  N  G 

ESDAY DuMONT  NBC 
THURSDAY 

ABC               CBS           DuMONT  NBC FRIDAY ABC               CBS           DuMONT  NBC SATURDAY ABC               CBS           DuMONT  NBC 
Co-op Cactus Jim L 

Cactus 
Jim L 

Co-op 

Cactus Jim L 

6:00  P.vi  1 

6:15 
Space Cdt. 

Anthracite Int. Better Home 

Show 

Mr.  Wizard 
6:30 

Edition Burkhart 
P.  Bowman 

L 
6:45 

Foods Capt. Video 

National Biscuit  Co. 
Kukla,  Frar &  Ollie 

Gen. Foods Capt Video Kukla.  Frai 
&  Ollie 

Foods Capt. Video P&G Kukla.  Fran 
&  Ollie 

Hollywood Theatre Lambert Pharmacal The  Sammy 

Kaye  Show 

TBA 
7:00 

7:15 
Mohawk Mohawk Show  Room Gen. Mills Lone Ranger 

GM- 
Oldsmobile News 

^  Of.  1  irii; 
Little Show 

Green  Giant Linkletter Brown  Sho< Say  It  Witt 
(alt.)  L 

<1M- 

Oldsmobile News Mohawk Mohawk Show  Room 
Gen. Mills 
Stu Erwin 
Show 

Sylvania Beat The Clock 

Manhattan 

Soap 

One  Man  s 
Family 7:30 

Stage *  Entrance 
Camel News Caravan  L t  atim-i Stork Club 

Camel News Caravan  L 
Chestertield Perry 

Como 
Camel 

Caravan  L 
7:45 

Reynolds Metals B.  T.  Babbiti 
Congoleum- Nairn, Norge 

Kate Smith 

Admiral Stop 

SL 

Carnation Burns  Allen 
(alt.)  sc  John- son Starlight 
Thtr.  10-18 G.  Moore 

Washington 
Report with Tris  Coffin 

DeSoto- Plymouth Groucho Marx F 

Sterling 
Mystery 
Theatre 

L 

General  Fds Maxwell  H Coffee 
Mennen 

Co. rations 
Miles  Labs. 

Quiz^K  ids 
Nash- 

e  >ma  or 
Whiteman TV  Teen 

Club 

ABusc1fr 
Budweiser Ken  Murray 

Snow  Crop Kellogg 

All  Star 
Revue 

8:00 

8:15 
Lorillard Stop 

Jhe 

Blatz Brewing 

Amos  n' 

Tydol Headline Clues Bdw.  to Hwood. 

Borden T-Men  in 

CL°n 

Film R.  J. Reynolds Man 
Crime 

Skippy 

Peanut Butter You 
\sked For  It 

Gulf  Oil 
We,  the People 

8:30 

8:45 
What's  the Slorv  with Walter Kiernan Kraft  Fds. Kraft Television Theatre L 

Cluett Peabody Herb 
Sheldon 
(alt.)  L 

Esso 
Kroger Alan  Young 
Show 

Kaiser- Frazer 
Adventures of  Ellery 

Queen 
Ford 
Ford Festival L 

Block  Drug 
Crime  with Father Schlitz 

Schlitz 
Playhouse of  Stars 

Old  Gold 
Down  You 

Go 

American 
Cig.  &  Cig. 

sB's 

Safety 
Pepsi-Cola 

Faye 
Emerson 

Reynolds. 
S.O.S. 
Benrus Libbv. 

McNeiU  \ 

Libby 

Lehn  &  Fink Eversharp 

Your  Show of  Shows 

~9l 

9:15 
Shadow 
of  the Cloak Theatre L 

Lever 
Big 

Town 

Kreisler Tales  of 
Tomorrow Bona  Fide Versatile  I Vrties  (alt. 

Campbell Aldrich Family 

Harness 
Racing 

American 

The  Show 
Goes  On Co-op 

Wresting 
from Chicago 

Jack Brickhouse 

9:30 
9:45 

Bristol- Myers Break  the Bank L 
Jene  Sales 
(alt.)  TBA 

Philip 
Morris Racket 
Squad 

Bigelow- Sanford 
Carpet  Co. 
Bigelow Theatre 

U.S.  Tobacc< 
Martin Dell  o  Dell 

Gen.  Mills (alt.  wks.) 
Grove Live  Like  < Millionaire 

Drug 

Store  TV Prod. Cavalcade of  Stars 

Gillette 
Cavalcade 

Carter Songs  for 

Sale 

10:00 

Sale 10:15 

Hazel  Bishof Freddy Martin 

Masland At  Home Show  L Carter Toni  (alt.) Crime 
Photog- rapher 

Standard 
Oil Wayne 

King America in  View 

^Pearson 

Hollywood Opening 
Night 

SterlingDru^ 
Songs  for Sale 

American Tobacco 
Your  Hit Parade 

10:30 
Florsheim Red  Grange 

Chesefcrougl 
Greatest 10:45 

Kick 
Kennv Show  L Paul Dixon 

TV  Opera 
(once  a month) Oct.  4; 

L 
Chrono- 
scope WordofLife 11:00 

11:15  PM 

TIME 
SUNDAY 
CBS  DuMONT 

Color  TV Program 
Bohn  Alum American Forum L 

Minn. Mining  & Mfg. 
Juvenile Jury 

L 
Revere 

Derby  Food: Sky  King Thtr.  F alt.  with Pwd  Candy 

MONDAY  -  FRIDAY CBS  DuMONT  NBC BHsl  f  UUUJi 
GE 

Hansen's Labs.  P&G. 
Qkr.  Oats, Reynolds, Standard Brands 
duPont Corn  Prods. Garry  Moore Show P&G 
First  100 Years 

Marlene's YanityFair (Wed.) 
Interntnl. Latex 
Fashion Magic 
(Tues.) Aluminum 

Cook.  Ut. Natl.  Pr. 
Ckr.  Home- makers Exchange 

— FTta — Show (Color  TV; 

(Color  TV) 

Vacation Wonderland F 
M.W.F General  Fds Bert  Parks Tu.  Th 3en.  Electric Goodwin 

Participat 
ng  Sponsors Kate  Smith Hour 

s.  C-P-P, Welch.  Klg.: Int.  Shoe. 
Wander -lowdy  Ddy. 

SATURDAY CBS  DuMONT 
From 

Stadium (Color  TV) 

Inter 
Collegiate Football 2-1:30 

Approx. 
Color  TV) 

Gen.  T.  &  R 

NCAA 
Football (Coast  to Coast) 

Post-Game 
Show  L 

Nature  of Mutual 
Benefit .  Considin 

Explanation:  Programs  in  italics,  sus- taining; Time,  EDT.  L.  live:  F.  film:  K, 
kinescopic  recording;  E,  Eastern  net- 

work; M,  Midwestern:  NX,  non-inter- connected stations. 

12-12:30  p.m..  Cory  sponsors  Ameche- Langford  Tues..  Thurs.;  Clicquot  on 
Thurs.;  duPont  Fri. 

CBS 
3:15-3:30  p.m..   Th..   Bride  &  Groom; Hudson  Paper  Co. 
3:15-3:30  p.m.,  Tues.,  Bride  &  Groom; 

Lehn  &  Fink  Products  Corp. 
3:30-4  p.m..  M-W-F.  All  Around  The Town.  s. 
3:30-4  p.m.,  Th..  Meet  Your  Cover  Girl. 

5-5:30  p.m..  Quaker  Oats.  M-F;  Peter Paul,  Th.;  Gabby  Hayes. 

:30-6  p.m..  M-F,  Firms  listed  sponsor 
Howdy  Doody  in  15  min.  segments. 

BKO% 
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dJtiollys  window  sill  for  sale 

on  NBC  television 



Movies'  Place  in  TV 
(Continued  from  page  83) 

the  TV  committee  report,  and  Nate 
Halpern,  of  Theatre  Network  Tele- vision Inc.,  reviewed  progress  in 
that  field. 

Morris  Lowenstein  of  Oklahoma 
City,  chairman  of  TOA's  local  leg- islation and  tax  committee,  saw 
special  taxation  as  "a  new  threat" stemming  from  the  advent  of  the- 

atre TV.  In  Pennsylvania,  he  noted, 
a  $1,500  annual  license  fee  has  been 
proposed  for  TV-equipped  theatres, 
while  New  Jersey  legislators  "are 
toying  with  the  idea  of  a  5%  ad- ditional tax  where  television  is 
used  in  the  theatres."  The  TOA 
directorate,  he  reminded,  "will  seek a  test  case  to  tax  the  validity  of 
such  bills  levying  these  taxes." 

In  his  TV  report,  Mr.  Wolfson 
warned  his  listeners:  "Do  not  kid 
yourselves  with  the  thought  that 
the  television  broadcasting  boom 
might  burst  ..." 

'Just  Another  Way' 
Television,  he  said,  "is  just another  way  of  doing  what  you 

have  been  specialists  in  for  many 
years,"  and  qualified  exhibitors 
"should  get  into  it.  .  .  .  We  expect 
the  FCC's  television  freeze  to  end 
January  or  February  of  1952,  and 
anyone  who  wants  to  get  into  tele- 

vision had  better  start  his  planning 
right  now." Mr.  Wolfson  also  saw  TV  as 
"very  useful"  otherwise.  "I  be- lieve TV  advertising  is  the  greatest 
sales  medium  available  today," 
he  said.  Citing  his  Wometco  ex- 

perience in  Miami,  he  said:  "Let  me 
strongly  urge  those  of  you  in  tele- 

vision markets  to  take  advantage  of 
this  excellent  medium  for  stimu- 

lating your  business." 
Theatre  television,  he  said,  "has already  surpassed  all  expectations 

in  its  remarkable  growth." 
Mr.  Wolfson  quoted  Brig.  Gen. 

David  Sarnoff,  RCA  board  chair- 
man, as  saying  "it  will  be  as  in- evitable for  every  film  theatre  to 

have  TV  as  it  is  necessary  for 
them  to  have  a  sound  system  for 
their  talking  pictures." 

The  new  TOA  head  said  he  agreed 
"entirely"  with  Gen.  Sarnoff,  then added: 

"Earlier  I  pointed  out  that  un- doubtedly many  theatres  could  for 
some  time  ignore  television  and 
survive.  But  I  do  not  believe  they 
can  ignore  it  forever,  or  even  for 
too  long." TOA  officers  elected  in  addition  to Mr.  Wolfson  included  Charles  P. Skouras,  head  of  National  Theatres, chairman  of  the  board;  John  Rowley of  Dallas  and  Walter  Reade  Jr.  of  New 
York,  vice  presidents;  Max  Connett  of Newton,  Miss.,  secretary,  and  J.  J. 
O'Leary  of  Scranton,  Pa.,  re-elected treasurer.  Leonard  Goldenson,  presi- dent of  United  Paramount  Theatres, which  has  merged  with  ABC  subject  to FCC  approval,  and  Nat  Williams  of Thomasville,  Ga.,  were  re-elected  co- chairmen  of  the  TOA  finance  commit- tee. Gael  Sullivan  was  re-elected  ex- ecutive director,  and  Herman  M.  Levy, general  counsel.  The  convention  was 
held  Sept.  23-27. 

VIDEO'S  IMPACT 
Be  Creative,  Papers  Told 

NEWSPAPERS  were  warned  to 
brighten  their  content  as  a  means 
of  meeting  the  impact  of  television 
in  a  session  held  Thursday  during 
the  Associated  Press  Managing 
Editors  Assn.  meeting  in  San  Fran- 

cisco. A  committee  headed  by  Lee 
Hills,  Miami  Herald,  reported  TV's influence  is  a  challenge  to  news- 

papers to  be  creative  and  "to take  full  advantage  of  the  unique 
medium  that  we  have." 
In  another  report,  Vincent  S. 

Jones,  Gannett  papers,  said  editors 
have  been  so  busy  "looking  fear- 

fully" at  TV  they  have  been  slow 
to  appreciate  what  it  is  doing  "to make  and  to  stimulate  interest  in 
news  fields." 

Fair  Trade  Practices 
(Continued  from  -page  83) 

ested  only  in  promulgating  rules 
which  involve  deceptive  adver- tising. 

Mr.  Horton  added  FTC  wants 
only  to  enforce  existing  standards, 
not  establish  new  ones. 

Mr.  Sanabria  posed  his  sugges- tion within  the  framework  of  a 
standard  definition  for  television 
receivers.  There  is  no  difference,  he 
held  between  advertising  the  num- ber of  channels  obtainable  and  data 
on  fidelity  and  brilliance. 

"If  the  FTC  does  not  go  along 
with  the  FCC  and  the  1940  Tele- 

vision System  Committee  on  this, 

PROTECT  YOURSELF,  yoor  STAFF,  your  CLIENTS 
from  the  daily  hazard  of 

LIBEL,  SLANDER,  INFRINGEMENT  OF 
COPYRIGHT,  INVASION  OF  PRIVACY 

Arising  from  Editorializing,  Speeches,  Newscasts,  Ad  libs,  Financial Comment,  Mystery  Plots,  Gossipy  Announcements,  Man-on-the-street Interviews. 
Hundreds  of  Broadcasters  and  Newspapers  guard  this  continu- ous  hazard    with    our   special,    tailored-to-the-risk  Insurance. 
USE  CAUTION -LADY  LUCK  IS  A  DESERTER! 

IT  COSTS  SO  LITTLE  TO  BE  SURE  WITH  INSURANCE. 
For  details,  write  to  the  Pioneer  in  this  line. 

EMPLOYERS  REINSURANCE  CORPORATION 
Insurance  Exchange  Bldg.       —       Kansas  City,  Mo. 

much  of  the  work  of  that  commit- 
tee will  be  lost,"  he  charged. Additionally,  he  suggested  an 

amendment  to  "make  it  unfair"  for 
manufacturers  of  receiver  equip- 

ment who  own  or  operate  stations 
to  engage  in  "monopolistic"  adver- tising practices. 

Color  TV  emerged  as  a  high- 
light when  Richard  Salant,  CBS 

Inc.,  complained  at  suggestions 
which,  he  said,  singled  out  color 
TV  in  deceptive  advertising. 
General  principles  should  apply 
throughout  the  rules,  he  said. 
NEDA  held  the  consumer  should 

not  be  misled  into  thinking  he  will 
receive  the  same  size  color  picture 
on  his  receiver  after  adapted  and 
converted  as  he  obtained  in  black 
and  white. 

Mr.  Salant  replied  there  is  no 
proof  such  a  situation  would 
obtain. 

Mr.  Morehouse  observed  repre- 
sentations for  monochrome  picture 

size  also  carry  notice  that  color  pic- tures are  smaller. 
Mr.  Salant  suggested  adoption 

of  the  RTMA  proposal  under  which 
it  would  be  an  unfair  trade  prac- 

tice to  represent  deceptively  that 
TV  or  "companion  sets,  converters 
or  similar  devices"  give  an  actual viewing  area  when  such  is  not  the 
case. 

Spokesmen  for  the  Baltimore, 
New  York  and  Chicago  Better 
Business  Bureaus  also  were  active 
in  discussions.  They  cited  com- 

plaints as  to  misrepresentation  of 
picture  sizes,  brand  names,  licens- 

ing rights,  so-called  manufacturer's sponsorship  of  sets,  and  other issues. 
Rules  covering  distributors  and 

reprocessed  cathode  ray  tubes  also 
were  debated.  It  was  suggested 
RTMA  refer  the  question  of  uni- 

form picture  size  (that  of  the  ac- tual tube  and  the  viewing  area, 
plus  diagonal  vs.  horizontal  meas- 

urements) to  a  standards  com- mittee. 
NARDA  urged  a  probe  of  prac- 

tices by  which  retailers  are  asked 
to  sell  non-profit  parts  warranties as  riders  to  TV  sales. 

Representatives  also  were  on 
hand  from  RCA  Service  Co.,  Allen 
B.  DuMont  Labs,  Stromberg-Carl- 
son,  Admiral  Corp.,  Sylvania  Elec- 

tric Products  and  Philco  Corp. 

BOND  TV  FILM 
Treasury  Distributes 

A  QUARTER-HOUR  television 
film  featuring  Sylvia  Porter  syndi- 

cated financial  columnist,  and  Rich- 
ard Harkness,  NBC  Washington 

correspondent,  in  a  discussion  of 
reasons  to  buy  U.  S.  Savings  Bonds 
is  being  distributed  to  all  TV  sta- 

tions by  the  Treasury  Dept. 
Neither  Miss  Porter,  who  writes 

for  the  New  York  Post  syndicate, 
nor  Mr.  Harkness  is  identified  by 
his  company  affiliations  in  the  film, 
a  necessary  provision  to  avoid  con- 

flicts with  competing  broadcasting 
ownerships.  The  film  runs  14  min- 

utes and  5  seconds,  is  entitled 
Your  Greatest  Chance. 
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'FREEDOM'  DRIVE CBS-TV  Airs  13-Hr.  Rally 
MORE  than  $200,000  was  pledged 
by  phone  or  telegram  to  the  Cru- 

sade for  Fi-eedom  Drive  from  New 
York  alone  when  CBS-TV  pre- 

sented a  13-hour  rally,  coast-to- 
coast,  Sept.  23. 

Harold  E.  Stassen,  chairman  of 
the  1951  campaign,  wired  CBS 
President  Frank  Stanton  "heart- 

felt thanks"  for  "outstanding  coast- to-coast  television  marathon.  It 
is  almost  unbelievable  that  this 
tremendous  effort  was  planned  and 
executed  in  only  one  week's  time." 

Opening  four  hours  of  the  tele- 
cast, which  started  at  1  p.m.  EDT, 

inaugurated  first  East  -  to  -  West transmission  over  transcontinental 
TV  facilities  [Broadcasting  • 
Telecasting,  Sept.  24].  Steve  Al- 

len emceed  the  marathon,  which 
was  cut  into  CBS  programs 
throughout  the  evening,  to  intro- 

duce celebrities  and  dignitaries  who 
appealed  for  fund  contributions. 
Appearances  were  made  from  New 
York,  Washington,  and  Hollywood 
by  a  number  of  stars.  ABC-TV 
also  carried  major  portions  of  the 
marathon. 

CAPITAL  SHOWING 
Set  for  RCA  Color 

WASHINGTON  will  see  the  "new 
and  improved"  RCA  color  system beginning  Oct.  9  when  the  regular 
New  York  demonstrations  are  net- 

worked to  the  Nation's  Capital  for 
a  10-day  period,  F.  M.  Russell, 
NBC  Washington  vice  president, 
announced  last  Thursday. 

The  move  follows  trial  two  weeks 
ago  when  the  New  York  color  pro- 

gram was  fed  to  Washington  via 
coaxial  cable  and  microwave.  This 
test  so  impressed  RCA  Chairman 
Brig.  General  David  Sarnoff  that 
he  ordered  the  Washington  show- 

ings [Broadcasting  •  Telecast- 
ing, Sept.  24]. 

Color  shows  will  be  shown  in  the 
NBC  Trans  Lux  Bldg.  studio  in  the 
heart  of  downtown  Washington. 
Schedule  will  run  Oct.  9-13  and 
Oct.  15-19,  with  a  10  a.m.  pickup 
off-the-air  and  the  2:15  and  4  p.m. 
pickups  by  closed-circuit. The  first  session  will  be  for  the 
working  press,  after  which  invita- 

tions will  be  extended  to  top  Con- 
gressional and  Government  officials, 

consulting  engineers  and  radio  at- 
torneys, RCA  Victor  dealers,  NBC 

clients  and  agencies.  Studio  audi- 
ence will  be  limited  to  50-60  at  each 

showing. 
RCA  color  TV  was  demon- 

strated last  Tuesday  for  46  mem- 
bers of  the  National  Security  In- 

dustrial Assn.  at  Princeton,  N.  J. 
The  industrial  leaders — represen- 

tatives of  39  firms  throughout  the 
U.  S. — also  heard  lectures  on  the 
principles  of  color  TV  and  the  uses 
of  phosphors  in  the  RCA  tri-color 
picture  tube.  The  guests  also  saw 
the  ar.a^gue  computer  constructed 
by  RCA  for  the  U.  S.  Navy  to 
evaluate  the  performance  of  guided 
missiles,  ships,  airplanes,  and  sub- marines. 
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GEN.  Lucius  D.  Clay  (I),  is  wel- 
comed by  Ed  Sullivan  to  the  13- hour  CBS-TV  show  Sept.  23  on 

behalf  of  the  1951  Crusade  for Freedom  drive. 

PARIS  PRAISES 
CBS  Color  Showing 

FRENCH  reporters  who  covered 
CBS  color  demonstrations  for  the 
14th  International  Congress  of 
Surgeons  in  Paris  last  week  actual- 

ly applauded  the  operations  they 
watched  on  the  screens,  David 
Schoenbrun,  chief  CBS  Paris  cor- 

respondent, cabled  last  week. 
The  medical  men  at  the  congress, 

who  came  from  48  countries,  were 
"frankly  enthralled"  by  the  demon- strations, Mr.  Schoenbrun  reported. 
Dr.  A.  Bazy,  ICS  general  secretary, 
said  "color-television  is  a  revolu- 

tion in  training  future  surgeons." Paris  surgical  demonstrations 
are  sponsored  by  Smith,  Kline  & 
French  Labs.,  Philadelphia. 

TV  CENSORSHIP 
Cleric  Asks  in  Home 

CALL  for  home  censorship  of  tele- 
vision programs  and  "extensive protests  to  the  firms  that  sponsor 

immoral  programs"  has  been  issued by  Archbishop  Richard  J.  Cushing of  Boston. 
Writing  in  the  Sept.  23  Boston 

Sunday  Advertiser,  the  archbishop 
charged  letters  he  has  received 
complain  "that  some  television  pro- grams have  sunk  to  a  new  low  in 
breaking  the  laws  of  morality  and 

decency." The  article  was  printed  in  the 
Congressional  Record  at  the  re- 

quest of  Rep  Thomas  J.  Lane  (D- 
Mass.),  who  is  author  of  legislation 
in  the  House  calling  for  a  TV  pro- 

gram censorship  board. 

Theatre-TV  Case 
THEATRE-TV  hearing  was  post- 

poned again  by  the  FCC  last  week 
—from  Nov.  26  to  Feb.  25,  1952. 
It  originally  had  been  scheduled 
Sept.  17.  Time  for  filing  appear- 

ances also  was  delayed  from  Oct. 
26  to  Jan.  25,  1952.  Heavy  sched- 

ule for  the  Commissioners,  includ- 
ing TV  allocations  decisions,  is 

understood  to  be  the  reason  for 
the  further  postponement. 

SET  SALES  DRIVE 
Begins  in  Dallas-Fort  Worth 

TO  COUNTERACT  the  slump  in 
set  sales  this  past  summer,  dealers 
and  distributors  in  the  Dallas-Fort 
Worth  area  have  joined  with  local 
stations  and  their  affiliated  news- 

papers in  a  fall  campaign  and  con- test to  sell  the  public  on  television. 
Joining  in  the  drive  are  WFAA- TV  and  the  Dallas  Morning  News, 

KRLD-TV  and  the  Dallas  Times 
Herald,  and  WBAP-TV  and  the 
Fort  Worth  Star-Telegram. 

The  promotion  is  being  directed 
by  the  Dallas-Fort  Worth  Televi- sion Committee.  Chairman  is  E. 
P.  Miles,  sales  manager,  Adleta 
Co.  Advertising  agency  is  Tracy- 
Locke  Co.,  Dallas. 

The  campaign,  to  run  through 
November,  emphasizes  the  enter- tainment values  offered  by  the 
three  stations.  A  nine-week  "Name 
the  Stars"  contest  is  featured  for 
the  public,  with  $15,000  in  TV 
sets  offered  as  prizes.  A  companion 
contest  to  stimulate  more  effective 
salesmanship  in  the  stores  is  of- 

fering $1,350  in  cash  prizes  to  the 
best  set  salesmen  chosen  by  "mys- 

tery shoppers." Included  in  the  newspaper  pro- 
motion are  special  Sunday  tabloids 

on  TV. 

FT PC  REPLY 
Hits  Pinanski  View 

FAIR  Television  Practices  Com- 
mittee last  Thursday  assailed  a 

statement  by  Samuel  Pinanski,  re- 
tiring president  of  Theatre  Owners of  America. 

Jerome  W.  Marks,  chairman, 
FTPC,  directed  fire  against  Mr. 
Pinanski's  statement  carried  by  the Associated  Press,  which  pointed 
out  that  radio,  film  and  TV  rights 
are  private  property  of  fight  pro- moters and  that  he  knew  of  no 
legal  requirement  that  private 
property  be  given  to  the  public. 

Mr.  Marks  complained  that  the 
statement  "reflects  a  callous  disre- 

gard of  public  interest,  indifference 
to  public  opinion  and  established 
custom,  as  well  as  lack  of  knowl- 

edge of  the  nation's  anti-trust 

laws." 

The  FTPC  head  added  that  his 
organization  was  studying  the 
status  of  the  International  Boxing 
Club,  which  he  charged  with  be- 

coming "almost  the  sole  promoter 
of  fights  for  major  titles"  and 
would  bring  findings  to  the  atten- tion of  the  Attorney  General. 

WPIX  Names  Ames 
LOU  AMES,  assistant  program 
manager,  has  been  named  acting 
program  manager  for  WPIX  (TV) 
New  York.  Jack  F.  A.  Flynn,  one 
of  the  station's  program  directors, has  been  named  his  administrative 
assistant,  and  Tony  Azzato,  in 
charge  of  WPIX  films,  has  been 
transferred  to  Mr.  Ames'  staff, where  he  will  continue  to  be  in 
charge  of  film  purchases. 

BROA 

PAY-AS-YOU-SEE 
Urged  by  Telford  Taylor 

"WE  MUST  develop  and  exploit 
new  forms  of  broadcasting,  such 
as  subscription  television,  which 
will  enable  the  broadcaster  to  get 
direct  revenue  from  his  programs, 
just  as  theatre  admission,  or  news- papers and  magazines  charge  for 
subscriptions."  That's  what  Brig. Gen.  Telford  Taylor,  attorney, 
former  FCC  general  counsel  and 
currently  counsel  to  the  Joint  Com- mittee for  Educational  Television, 
told  delegates  at  a  luncheon  meet- 

ing of  the  conference  on  "Women in  the  Defense  Decade."  The  Ameri- can Council  on  Education  held  the 
meetings  Thursday  and  Friday  at 
the  Commodore  Hotel  in  New  York. 

In  addition,  he  said,  "We  must bring  public  and  philanthropic educational  funds  and  endowments 
to  support  TV.  We  must  have  ra- dio and  TV  stations  operated  by 
universities,  schools  and  other  pub- 

lic institutions." "Some  people  think,"  Gen.  Taylor 
said,  "that  the  supporters  of  edu- cational television  want  to  substi- 

tute screen  for  books  and  black- 
boards— others  think  that  home  TV 

sets  will  be  tuned  to  classroom 
scenes  and  college  professors  will 

replace  comedians." Would  Review  Both 
The  first  would  ruin  education, 

he  said,  while  the  second  would  just 
as  surely  ruin  TV.  Both  are  false 
alarms,  he  asserted,  adding  that 
television  sets  will  have  a  respected 
place  in  the  classroom,  but  not  a dominant  one.  TV  will  be  a  useful 
and  enriching  instrument  chiefly  for 
special  illustrative  purposes  "  .  .  . and  to  reach  physically  disabled 
students  at  home,"  he  said. Doris  Corwith,  supervisor  of 
talks  and  religious  education  at 
NBC,  spoke  on  "Radio  as  an  Edu- cational Medium,"  at  the  same 
Thursday  luncheon. 

In  the  next  ten  years,  she  pre- 
dicted, radio  will  continue  to  em- phasize more  news  programs,  fine 

music  and  thoughtful  dramatic 
shows  (documentary  type).  She 
also  advised  the  educators  that 
they  should  constructively  criti- cize radio — find  the  better  things 
on  the  air  and  develop  audiences 
by  recommending  them  so  that 
broadcasters  will  be  justified  in 
carrying  such  programs. On  Thursday  evening  the  group 
attended  a  meeting  at  the  Center 
Theatre  to  see  a  live  network  ra- 

dio broadcast,  a  kinescope  of  a 
television  educational  program,  the 
large-screen  projection  by  RCA  of 
an  educational  film  and  a  pre-pre- 
mier  preview  of  Red  Badge  of 
Courage,  a  new  photoplay. 

GE  Spot  Plan 
GENERAL  ELECTRIC's  new line  of  TV  receivers  will  be  adver-jj 
tised  by  a  series  of  TV  film  com-j 
mercials,  soon  to  be  made  avail- 1 able  to  GE  dealers  under  the? 
firm's  cooperative  plan.  This  plan! allows  local  dealers  to  pay  only  al 
fraction  of  time  costs  for  the  film.} 
CASTING    •  Telecastingj 



Tliey  tfoirnecl  on  ike 

.[ie<aiL  in  J 

LOUISVILLE! 

VI  n 

ease 

1<* 

iio-1 in& 

of an 

at- 

«1 

>a*tf 

^e 
lO 

do 0« 
done 

■pie 

ase ac 

an 

ceP' 

n& 

e*c 

el" 

OUT 

«  t»«  en0-  t 

a°-v 

eT- 
for 

s^ 

a^ce' 
sa ie

s for anc isef itat 
tlcve ©on 

tn .27° 

in cna 

rac 

te*1 

^ar^ 

otie- 

rear 

re 

tai 

ilO-T 
lef 

S^1 
^eS 5nce 

ann°'
 

tivoe
 

*\a°- 

;0S 
in 

in 
tYvree 

©otf 

dePa' 

Tysv 

sa 

ies  ;  62</0 

a^ 

en^ 
a^ 6fo 

in 

e*i 

to 

fi 1© is 

cna1 
usec 

ieS>  0ld 

CTe< 
AOTe 

itvc 
re 

ase 
se- 

,itn REPRESENTING 
TELEVISION  STATIONS: 

DAVENPORT  WOC-TV* 
(Central  Broadcasting  Co. — WHO-WOC) 

FORT  WORTH-DALLAS  WBAP-TV* 
(STAR-TELEGRAM) 

LOUISVILLE  WAVE-TV* 
(WAVE.  Inc.) 

MIAMI  WTVJ 
(Wometco  Theatres) 

MINNEAPOLIS-ST.PAUL  WTCN-TV 
(DISPATCH-PIONEER  PRESS) 

NEW  YORK  WPIX 
(THE  NEWS) 

ST.  LOUIS  KSD-TV* 
(POST-DISPATCH) 

SAN  FRANCISCO  KRON-TV* 
(THE  CHRONICLE) 

♦  Primary  NBC  Affiliates 

%ed,  Spot  IdeuUaui  SdU  dfauUf 

Free  &  Peters,  inc. 

Pioneer  Station  Representatives Since  1932 

NEW  YORK       CHICAGO  DETROIT 

ATLANTA       FT.  WORTH       HOLLYWOOD       SAN  FRANCISCO 



YESTERDAY 

and 

TODAY 

in 

Central  Indiana 

WFBM-TV 

Yesterday  .... 
On  May  30,  1949  there 
were  2500  Sets  in  WFBM- 
TV's  coverage  area. 

Today  .... 
there  are 

171,250 
Sets  in  use 

in  WFBM-TV's 
coverage  area 

In  planning  your  TV  cov- 
erage remember  to  TAKE 

A  CLOSE  LOOK  at  the 
Central  Indiana  Market — 
COMPLETELY  COV- 

ERED by  WFBM-TV. 
Represented  nationally  by 

The  Katz  Agency  Inc. 

WFBM-TV 

Channel 

6 

telestatus 

CBS  Color  Sets; 

$499.95  Model  Ready 

(Report  183) 

FUTURE  of  CBS-Columbia  color 
TV  sets  shapes  up  something  like 
this,  according  to  R.  D.  Payne, 
sales  manager  of  CBS  manufactur- 

ing subsidiary,  who  spoke  to  Wash- 
ington dealers  Sept.  26  at  distrib- 

utor showing  of  new  line: 
(1)  Present  $499.95  color  and  black- and-white  console  with  half-doors  is 

already  being  shipped  to  distributors. Dealers  should  have  at  least  one  in 
near  future.  The  set  contains  a  10- 
in.  CR  tube,  magnified  to  give  a  12%- 
in.  picture,  includes  26  other  tubes and  rectifiers.  It  is  housed  in  a 
cabinet  measuring  36%  x  32  x  22- 
11/16-in.,  has  five  control  knobs  (on- 
off  and  volume,  color  and  mono- chrome, horizontal  and  vertical,  focus 
and  brightness,  channel  selector). 
Price  does  not  include  federal  excise 
tax  or  warranty. 

(2)  Same  set,  in  console  without 
doors,  is  due  soon.  Price  will  be 
$399.95. 

(3)  Console  "slave"  unit  production will  begin  Oct.  12.  Companion  set 
will  be  priced  around  $250.  Such 
units  are  designed  to  work  with  ex- 

isting black-and-white  sets  to  give 
color  pictures.  All  present  CBS- Columbia  monochrome  sets  contain 
a  color  plug  in  rear  so  that  "slave" set  can  be  easily  connected. 

(4)  All  CBS-Columbia  black-and- white  sets  will  have  adapters  built  in 
— although,  except  for  one  set,  pres- ent line  does  not  include  this  device. 
Adapters  will  permit  reception  of 
black-and-white  pictures  from  color 
broadcasts.     The    one  "compatible" 

set  in  the  current  CBS-Columbia  line 
is  a  maple  console,  priced  at  $469.95. 

(5)  Drum  method  of  color  is  a  year 
off.  Present  production  will  concen- trate solely  on  wheel.  Use  of  drum 
would  permit  larger  picture  tubes  to 
be  used  with  present  CBS  mechanical 
system. (6)  Tri-color  tube  is  three  years  off. 
CBS-Columbia  is  working  on  its  own 
developments  in  this  field  as  well  as 
with  RCA  tube.  It  is  watching  Para- 

mount-Chromatic development  [Broad- casting •  Telecasting,  Sept.  24],  al- 
though it  has  not  yet  gotten  a  sample. Price  of  RCA  tube  to  manufacturers 

is  $280. 
Also  Monochrome  Sets 

CBS-Columbia  line  includes  14 
other  sets,  all  black  and  white. 
Some  still  carry  Air  King  name, 
but  that  is  due  to  disappear  as 
Brooklyn  factory  begins  to  get  sup- 

ply of  new  cabinets.  Black-and- 
white  sets  begin  with  17-in.  ebony 
metal  table  model  at  $189.95,  in- 

clude also  a  20-in.  metal  table 
model  at  $279.95. 

Small  group  of  dealers  present 
at  meeting  were  frankly  cynical 
about  future  of  color,  although  all 
agreed  they  would  have  to  have  a 
color  set  for  demonstration  pur- 

poses at  least. Their  cynicism  was  apparent 
from  their  reaction  to  the  CBS 
Television  network  color  program 
aired  at  the  session.    They  com- 

plained that  the  colors  were 
"washed  out,"  that  skin  tones  were 
"unnatural,"  that  predominant  col- 

or of  the  setting  pervaded  the 
scene;  that  magnifying  lens  re- stricted viewing  angle. 

On  the  other  side,  some  did  agree 
that  set  was  good  looking  and  com- 

pact, not  the  "monstrosity"  they had  been  led  to  believe  it  would  be ; 
that  built-in  motor  and  wheel  were 
hardly  noticeable;  and  that  there 
was  slight  color  breakup  if  viewer looked  for  it. 

Dealers  also  felt  that  the  "Colum- bia" name  on  both  black-and-white and  color  sets  would  go  long  way 
toward  making  them  salable. 

Best  Viewing 
Distance  Advised 
VIEWERS  of  a  14-inch  TV  set 
should  sit  about  10  feet  away  from 
the  screen,  according  to  Dr.  Frank- lin M.  Foote,  executive  director  of 
the  National  Society  for  the  Pre- 

vention of  Blindness.  Pointing  out 
that  vision  cannot  be  impaired  by 
watching  TV.  Dr.  Foote  cautioned 
viewers  that  eyestrain  will  develop 
if  a  person  sits  too  close  to  the 
screen,  neglects  to  adjust  the  pic- 

ture or  places  a  lamp  which  reflects 
on  the  screen. 

"The   picture    should   be  well- (Continued  on  page  113) 
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City 
Outlets  On  Air Sets  in  Area 

City 

Outlets  On  Air Sets  in  Area Albuquerque KOB-TV 9,450 Louisville WAVE-TV,  WHAS-TV 103,799 
WOI-TV 62,903 Memphis WMCT 

93,160 Atlanta WAGA-TV,  WSB-TV  WLTV 115,000 Miami WTVJ 
81,600 Baltimore WAAM,  WBAL-TV,  WMAR-TV 313,889 Milwaukee WTMJ-TV 257,607 

Binghamton WNBF-TV 42,025 Minn. -St.  Paul KSTP-TV,  WTCN-TV 273,300 Birmingham WAFM-TV,  WBRC-TV 60,000 Nashville WSM-TV 37,024 Bloomington WTTV 17,200 New  Haven WNHC-TV 173,000 Boston WBZ-TV,  WNAC-TV 766,492 New  Orleans WDSU-TV 
62,150 

Buffalo WBEN-TV 214,287 New  York WABD,  WCBS-TV,  WJZ-TV,  WNBT Charlotte WBTV 89,134 WOR-TV,  WPIX 
2,500,000 

Chicago WBKB,  WENR-TV,  WGN-TV,  WNBQ 949,793 Newark WATV Cincinnati WCPO-TV,  WKRC-TV,  WLWT 305,000 Norfolk WTAR-TV 75,312 Cleveland WEWS,  WNBK,  WXEL 494,238 Oklahoma  City WKY-TV 
95,811 Columbus WBNS-TV,  WLWC,  WTVN 229,000 Omaha KMTV,  WOW-TV 87,981 Dallas- 

Philadelphia WCAU-TV,  WFIL-TV,  WPTZ 883,000 Ft.  Worth KRLD-TV,  WFAA-TV,  WBAP-TV 129,564 Phoenix 
KPHO-TV 40,100 Davenport WOC-TV 62,263 

Pittsburgh WDTV 300,000 Quad  Cities  Include  Davenport,  Moline,  Rock  Ise. E.  Moline Providence WJAR-TV 162,000 Dayton WHIO-TV,  WLWD 210,000 Richmond WTVR 
95,071 

Detroit WJBK-TV,  WWJ-TV,  WXYZ-TV 627,164 Rochester 
WHAM-TV 

88,135 
Erie WICU 71,576 Rock  Island WHBF-TV 

62,263 
Ft.  Worth- Quad  Cities  Include  Davenport,  Moline,  Rock  Ise.,  E.  Moline Dallas WBAP-TV,  KRLD-TV,  WFAA-TV 129,564 Salt  Lake  City KDYL-TV,  KSL-TV 51,500 Grand  Rapids- San  Antonio KEYL,  WOAI-TV 

51,615 
Kalamazoo WLAV-TV 146,181 San  Diego 

KFMB-TV 108,460 Greensboro WFMY-TV 73,91 1 San  Francisco KGO-TV,  KPIX,  KRON-TV 210,000 Houston KPRC-TV 84,129 Schenectady- 
Huntington- 

Albany-Troy WRGB 160,900 Charleston WSAZ-TV 50,562 
Seattle 

KING-TV 
92,600 Indianapolis WFBM-TV 171,250 St.  Louis KSD-TV 306,000 Jacksonville WMBR-TV 40,000 Syracuse WHEN,  WSYR-TV 129,276 Johnstown WJAC-TV 106,796 Toledo 

WSPD-TV 127,000 Kalamazoo- WKZO-TV Tulsa KOTV 

84,275 
Grand  Rapic s 146,181 Utica-Rome WKTV 

50,000 Kansas  City WDAF-TV 132,784 Washington WMAL-TV,  WNBW,  WTOP-TV,  WTTG 
281,125 Lancaster WGAL-TV 109,112 Wilmington WDEL-TV 
77,671 

WJIM-TV 60,000 
Los  Angeles KECA-TV,  KFI-TV,  KLAC-TV,  KNBH KTLA,  KTSL,  KTTV 1,013,000 
Total  Markets on  Air  63 Total  Stations  on Air  108 Estimated  Sets  in Use  13,510,000 
Editor's  Note:  Totals  for  each  market  represent  estimated  sets  within  television  area.  Where  coverage  areas  overlap  set  counts  may  be partially  duplicated.  Sources  of  set  estimates  are  based  on  data  from  dealers,  distributors,  TV  circulation  committees,  electric  companies and  manufacturers.  Since  many  are  compiled  monthly,  some  may  remain  unchanged  in  successive  summaries.  Total  sets  in  all  areas  are necessarilly  approximate. 
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You  need  the 

BEST 

to  do  the 

MOST 

IN  TELEVISION 

★ 

CONSULT 

ANY 

TELEVISION 

SURVEY 

FFILIATE 

IN  MARYLAND  MOST 

PEOPLE  WATCH 

WMAR-TV 
★   CHANNEL  2  ★ 

Maryland's    Pioneer    Television  Station 
Represented  by 

THE  KATZ  AGENCY,  INC. 
NEW  YORK 
CHICAGO 

DETROIT  «  KANSAS  CITY  •  SAN  FRANCISCO 
ATLANTA      -     DALLAS     ■     LOS  ANGELES 

OF  THE  COLUMBIA  BROADCASTING  SYSTEM 
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How  to  get  the  most 

for  your  TV  dollar  from 

an  advertising  agency 

"TV  or  not  TV?"  is  no  longer  the  question,  but  "What 
price  TV?".  Today,  advertisers  are  learning  that  a  thor- 

oughly experienced  TV  agency  can  greatly  reduce  the 
cost  of  selling  goods  through  this  magic  new  medium. 

When  you  hear  of  a  half-hour  TV  show  that  costs  fifteen 
thousand  —  twenty-five  thousand  —  forty  thousand  dollars  a 
week  —  you  may  wonder  how  it  can  pay  out.  Sometimes 
it  doesn't. 

Last  year,  while  many  advertisers  were 
using  television  on  a  profitable  basis, 
others  were  not.  And  more  than  150  net- 

work shows  failed  to  click. 

But,  properly  handled  by  an  agency  experienced  in  the  field, 
TV  can  and  does  pay  out.  In  fact,  Television  today  is  sell- 

ing many  types  of  merchandise  at  lower  unit  costs  than  any 
advertising  medium  in  history! 

Whether  or  not  television  will  sell  your  product  at  a  profit 
will  depend  largely  on  the  yardsticks  you  apply  in  selecting 
-an  advertising  agency. 

One  good  rule  to  remember  is  this :  no  agency  without  a 
long  and  successful  record  of  selling  goods  before  the  advent 
of  TV  can  be  expected  to  better  its  performance  simply  be- 

cause it  has  a  new  outlet  for  its  efforts. 
Remember  this,  too.  If  your  agency  does  not  have  con- 

siderable experience  in  TV— and  substantial  billings  in  TV- 
be  prepared  for  expensive  delays.  For  no  agency  can  "convert" 
to  TV  overnight.  The  whole  creative  and  executive  staff 
must  be  thoroughly  indoctrinated  and  large,  separate  depart- 

ments must  be  trained  and  integrated. 

Otherwise,  you,  the  advertiser,  pay  the  ex- 
cessive costs  of  shows  owned  by  one  group, 

produced  by  another  group,  with  commer- 
cials created  by  still  another  outside  group. 

There  are  surprisingly  few  agencies  today  which  began  years 
ago  to  get  ready  for  TV— which  have  complete  TV  depart- 

ments—and which  have  extensive  experience  in  making  Tele- 
vision sell  goods  at  a  profit. 

Such  an  agency  is  William  Esty  Company,  Inc.  Today, 
we  place  more  network  television  programs  than  any  agency 
in  the  business ...  over  one-third  of  our  billings  are  in  TV. 

With  38  separate  programs  on  the  air  every 
week  for  10  major  brands  of  packaged 
goods,  Esty  experience  is  broad,  Esty  net- 

work contacts  are  close-knit  at  the  top 
level,  Esty  knowledge  of  availabilities  is 
up-to-the-minute. 

And,  perhaps  most  important  of  all,  Esty  techniques  for  creat- 
ing commercials  that  sell  merchandise  are  tested  and  proven. 

In  all  media,  we've  always  relied  on  action  . . .  drama . . .  human 
interest . . .  real  people  doing  and  saying  real  things . . .  newsi- 
ness... excitement  — to  tell  simple,  memorable,  hard-selling 
product  stories. 

If  you  are  wondering  whether  or  not  to  use  Television  — 
or  if  your  present  Television  is  not  producing  the  results  you 
planned  on  — we'd  like  you  to  see  a  special  presentation  we've 
prepared.  It  contains  the  fact-and-flgure  answers  to  this  ques- 

tion of  getting  the  most  for  your  TV  dollar.  A  call  to  Mr. 
Wood  at  MU  5-1900  — or  a  note  — will  bring  this  material. 
Without  any  obligation. 

William  Esty  Company,  Inc  •  Advertising 
100  EAST  42nd  STREET,  NEW  YORK  17,  NEW  YORK  •  MUrray  Hill  5-1900 
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Shown  below  are  some  of  the  38  programs  telecast  each  week  for  clients  of  the  William  Esty  Company 

FOR  COLGATE'S  FAB.  5-TIME-A-WEEK,  DAYTIME  TV 
...the  dramatic  show  "Miss  Susan". ..is  making  sales — 
and  is  reaching  viewers  at  a  lower  cost  per  thousand 
than  any  other  five-time-a-week,  daytime  dramatic  show. 

THE  QNii  £Styco^- 

cia^s    *  
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ren 

».  ■•  i 
FOR  COLGATE'S  VEL  AND  SUPER  SUDS.  "STRIKE  IT 
RICH" — the  dramatic,  human  interest  quiz  show — is 
proving  that  even  in  the  morning  TV  can  do  a  great  job. 
Today  "Strike  It  Rich",  at  11:30  A.M.,  has  a  higher 
rating  than  most  afternoon  TV  shows. 

FOR  M&M'S  CANDIES.  "SUPER  CIRCUS",  highest  rat- 
ing TV  network  children's  program,  has  given  M&M's 

Candies  such  a  sales  boost  in  18  months  that  M&M's  is 
now  the  number  one  seller  of  all  bag-packaged  candy. 

FOR  CAMELS."MAN  AGAINST  CRIME",  starring  Ralph 
Bellamy — consistently  one  of  the  top  two  ranking  mys- 

tery shows — continues  for  the  third  straight  year... and 
Camel  continues  to  be  America'slargest-sellingcigarette. 

FOR  COCA-COLA.  "ROOTIE  KAZOOTIE"  is  one  of 
several  programs  a  week  for  The  Coca-Cola  Bottling 
Company  of  N.  Y.,  Inc.,  featuring  a  steady  parade  of 
such  youngsters'  heroes  as  Phil  Rizzuto,  selling  the 
"Coke's  A  Natural"  idea.  Judging  from  initial  re- 

sponse, TV's  a  "natural"  for  "Coke"! 

FOR  CAVALIER  CIGARETTES.  THE  "GARRY  MOORE 
SHOW"  is  doing  a  real  selling  job.  This  show,  the  first 
successful  daytime  variety  program,  is  another  example 
of  Esty  pioneering  in  TV. 

ROADCASTING    •  Telecasting 

TV  SPOTS  FOR  PRINCE  ALBERT  Smoking  Tobacco  as 
well  as  for  "Prestone"  Anti-Freeze  and  "Eveready"  bat- 

teries are  currently  proving  that  interesting,  memorable 
TV  spots  can  be  a  very  effective  use  of  the  medium. 
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ABC — CBS— NBC — DTN 
Represented  by 

THE  KATZ  AGENCY 

WSAZ 
HUNTINGTON,  WEST  VIRGINIA 

One  of  the  Nation's  Oldest  Stations 

MORE  LISTENERS 

Than  All  Stations 
Combined 

IN  THE 
W.  Va.,  Ky.,and  Ohio 

Tri-Stare  Area* 
*by  C.  E.  HOOPER  195T 

5000  WATTS— 930  KC 
ABC  PROGRAMS 

Represented  by 
THE  BRANHAM  COMPANY 

RCA  UHF  TESTS 
Would  Formalize  KC2XCY 

FULL  SCALE  simultaneous  tests 
on  both  the  high  and  low  end  of 
the  UHF  hands  are  indicated  by 
an  RCA-NBC  application  for  an 
850-856  mc  experimental  TV  sta- 

tion in  Stratford,  Conn.,  a  suburb 
of  Bridgeport. 

The  application  would  formalize 
the  present  300-w  transmitter  and 
44-dipole  antenna  station  KC2XCY, 
now  operating  under  a  special  tem- 

porary authorization  granted  by 
FCC  last  July. 

For  more  than  a  year,  RCA-NBC 
has  been  operating  experimental 
TV  station  KC2XAK  on  529-535  mc 
with  14  kw  effective  radiated  power. 
It  has  been  used  to  pick  up  pro- 

grams from  WNBT  (TV)  New 
York,  NBC's  Channel  4  station there,  51  miles  from  Bridgeport. 

Construction  Costs  $40,000 
The  850-mc  station  cost  $40,000 

to  construct  and  $23,000  a  year  to 
operate,  the  application  indicates. 
It  will  be  used  to  make  comparative 
tests  between  the  low  end  and  the 
high  end  of  the  470-890  mc  TV  band, 
produce  additional  tropospheric 
data  and  to  make  further  tests  with 
beam  tilting — which  has  been  found 
to  increase  signal  strength  10  db 
up  to  five  miles  from  the  trans- 

mitter [Broadcasting  •  Telecast- 
ing, Sept.  24]. 

Antenna  of  the  850-mc  station 
has  a  gain  of  421  and  is  directional 
with  a  65-degree  beam,  the  applica- 

tion reports.  This  gives  it  an  out- 
put of  110  kw.  However,  on  a  non- 

directional  basis,  the  radiated 
power  is  listed  as  20.55  kw. 

SAG  CONTRACT  TALKS 
Report  Due  Oct.  9 

CONTRACT  negotiations  between 
Screen  Actors  Guild  and  major 
motion  picture  producers,  carried 
on  for  the  past  two  weeks  by  nego- 

tiating committees  of  both  groups, 
will  be  continued  for  the  next  two 
weeks  by  sub-committees  repre- 

senting staff  executives  and  legal 
counsel.  Negotiations  started  Sept. 
17.  Sub-committees  report  back  to 
the  negotiating  committees  about Oct.  9. 

According  to  SAG,  many  highly 
technical  issues  are  involved  in  the 
negotiations.  Included  among  SAG 
contract  demands  are  two  impor- 

tant television  issues:  Banning 
from  television  use  of  all  motion 
picture  films  produced  after  Aug. 
1,  1948;  additional  payment  to 
actors  for  re-use  of  theatrical  films 
on  television  [Broadcasting  • 
Telecasting,  Sept.  17,  3;  Aug.  20]. 

TELEFILM,  INC. 
COMPLETE  FILM  PRODUCTION 

FOR TV  SPOTS-PROGRAMS 
All  Production  Steps 
In  One  Organization 

6039  Hollywood  Blvd.,  Hollywood  28,  Calif. -7205 

ATTENDING  clinic  at  KTSL  (TV)  Hollywood  for  CBS  Radio  Sales  executives  are 
(I  to  r):  Standing,  Robert  Hoag,  KTSL  sales  mgr.;  Charles  Glett,  CBS  vice 
pres.  in  charge  of  network  services,  Hollywood,  for  both  Radio  and  Television 
Divisions;  MacLean  Chandler,  Radio  Sales,  Chicago;  George  Moskovics,  mgr., 
TV  development,  KTSL;  Tony  Moe,  station  sales  prom,  mgr.;  Roy  Hall,  Radio 
Sales,  New  York;  seated,  Sam  Digges,  Chicago  sales  mgr..  Radio  Sales;  Merle 
S.  Jones,  v.p.  charge  CBS-owned  TV  stations;  George  Dunham,  eastern  sales Radio  Sales;  Lamont  Thompson,  Radio  Sales,  S.F. 

DR.  ROY  K.  MARSHALL,  conductor. 
The  Nature  of  Things,  NBC-TV, 
demonstrates  pack  TV  transmitter 
and  portable  camera,  while  Dr.  I.  M. 
Leavitt,  director,  Fels  Planetarium, 
Franklin  Institute,  Phila.,  explains  to 

viewers  "How  TV  Works." 

NEW  exhibit,  demonstrating  network TV  transmission  for  NBC  New  York 
studios  is  presented  by  John  Waidlich 
(I),  AT&T  public  relations  dir.,  to William  S.  Hedges,  NBC  v.p.  charge 
of  integrated  services.  Exhibit  is 

now  part  of  Radio  City-NBC  tour. 

TRIO  responsible  for  Arizona  Round  Table,  aired  live  on  KPHO-TV  Phoenix Tues.,  7:30  p.m.,  are  (I  to  r):  Walter  Bimson,  pres.,  Valley  National  Bank, 
sponsor;  Moderator  Malcolm  Bayley,  editorial  writer,  Arizona  Republic,  and 

John  C.  Mullins,  KPHO-AM-TV  pres. 

CELEBRATING  first  anniversary  of  WFIL-TV  Philadelphia  Ford  Film  Play- 
house, sponsored  since  August  1950  by  Ford  Dealers  Assn.  Inc.,  Chester  Dish, 

are  (I  to  r):  Kenneth  W.  Stowman,  WFIL-TV  sales  mgr.;  Harrison  Smith,  Ford 
Motor  Co.  asst.  dist.  mgr.;  Cliff  Koelle,  Phila.  Ford  Dealers  Assn.  pres.; 
Gordon  Johnston,  Ford  dist.  mgr.;  Joseph  J.  Conroy,  Ford  Dealers  Assn., 

Chester  Dist.,  pres.;  Ben  Thorpe,  FDA,  Chester  Dist.,  secretary. 
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From  The  Congressional  Record 
Thursday,  August  2,  1951: 

The  Place  of  Television  in  Education 

EXTENSION  OF  REMARKS 
OF 

HON.  EDWIN  C.  JOHNSON 
OF  COLORADO 

IN  THE  SENATE  OF  THE  UNITED  STATES 
MR.  JOHNSON  of  Colorado:  Mr.  President,  it  has  been  most  reassur- 

ing to  note  the  great  interest  educators  are  taking  in  television  and 
what  contribution  television  may  make  to  educational  processes.  An 
editorial  in  Broadcasting  magazine  of  July  23  discusses  this  matter 
most  interestingly  and  pointedly. 

EDUCATORS  ADVISED 
A  stop,  look  and  listen  sign  has  been  hoisted  beside  the  tracks  of 
steamed  up  educators  who  want  to  own  and  operate  a  non-commercial television  station  for  educational  purposes. 
The'  sign  bearers  are  Col.  Harry  C.  Wilder,  president  WSYR-AM-TV Syracuse  and  D.  L.  (Tony)  Provost,  business  manager  WBAL-AM-TV 
and  acting  general  manager  of  Hearst  Radio,  Inc.*** 
Both  men  hold  positions  in  operations  which  embrace  more  than  one 
broadcast  property.  WBAL-AM-TV  is  owned  by  Hearst,  whose 
properties  include  WISN-AM-FM,  Milwaukee.  Hearst  Consolidated 
operates  WCAE,  Pittsburgh.  Col.  Wilder,  in  addition  to  his  WSYR 
post,  is  president  and  stockholder  of  WELI  of  New  Haven  and 
WTYR,  Troy,  N.  Y. 
They  feel  the  educators'  problems  of  where  to  get  the  funds  to 
operate  and  the  broadcaster's  dilemma  of  how  to  meet  educational  pro- gram demands  can  be  met  by  broadcaster-educator  cooperation. 
In  announcing  the  WBAL-TV  project  to  start  this  fall,  Mr.  Provost said  the  services  of  a  complete  professional  creative  staff  will  be 
made  available  to  colleges  and  universities  desiring  to  put  their  own 
shows  on  TV.  The  station  will  offer  educators  at  least  1  hour  "class A"  time. 
WBAL-TV  said  it  was  instituting  the  program  in  order  to  assist  and 
expand  educational  television  in  Maryland.  The  "package-staff"  is  to include  a  professor,  director,  writer,  set  designer,  and  announcer, 
and  will  be  similar  to  that  of  a  mobile  unit.  It  will  go  directly  to  the 
schools  and  participate  in  story  conferences,  casting,  and  rehearsals 
prior  to  any  on-camera  activities,  the  station  announced. 
This  plan,  WBAL-TV  said,  is  th6  answer  to  the  school  that  cannot 
get  into  the  business  of  broadcasting  and  lacks  the  personnel  with 
professional  know-how  to  take  full  advantage  of  the  facilities  offered. 
Elaborating,  Mr.  Provost  said  time  has  been  available  for  Maryland 
institutions  which  want  to  put  on  shows  but  that  they  have  lacked 
people  who  knew  how  to  do  the  necessary  job.  "We  want  to  get Maryland  colleges  and  universities  into  the  television  act  on  a  sound 
and  permanent  basis  as  soon  as  possible,"  he  said,  adding  that  the 
station  is  "setting  aside  several  commercial  programs  to  accommodate 
the  scheduling  of  this  series  in  prime  evening  time." 
Arnold  Wilkes,  WBAL-TV  program  manager  will  supervise  the  "edu- 

cational creative  unit."  Mr.  Wilkes,  former  instructor  in  speech  and dramatics  at  Middlebury  (Vt.)  College,  held  the  post  of  director  at 
WRGB  (TV),  Schenectady,  N.Y.,  and  WSYR-TV  before  joining  the Baltimore  station. 
WBAL-TV  reported  that  12  Maryland  colleges  are  going  ahead  with 
plans  for  fall  programs.  Conferences  have  been  held  with  the  Balti- more Board  of  Education  looking  to  a  series  of  programs  to  start 
after  Labor  Day. 
Endorsement  of  the  program  has  come  from  Dr.  H.  C.  Byrd,  Univer- 

sity of  Maryland  president,  and  Mrs.  Eleanora  B.  Kane,  radio-TV 
education  specialist  for  Baltimore's  department  of  education,  WBAL- TV  said. 

F.C.C.  Notice  re  Non-Commercial 
Educational  Television,  March  22,  1951: 

"The  need  .  .  .  was  based  upon  the  important  contribu- 
tions which  non-commercial  educational  stations  can 

make  in  educating  the  people  both  in  school  .  .  .  and  also 
the  adult  public,  the  need  .  .  .  was  justified  upon  the  high 
quality  type  of  programming  .  .  .  of  an  entirely  different 
character  from  that  available  on  most  commercial 

stations." 
Anticipating  this  need,  Commercial  Station 
WBAL-TV  pioneered  these  programs  on  education 
which  are  now  in  effect. 

TV  CAMPUS  Sunday,  6:00  to  6:30  PM 
Ten  leading  universities  and  colleges  each  having  a  month 
in  which  to  develop  a  course  in  cooperation  with  WBAL- 
TV's  Educational  Production  Unit: 

State  Teachers  College 
Johns  Hopkins  University 
University  of  Maryland 
Peabody  Conservatory  of  Music 
Western  Maryland  College 

St.  Johns  College 
Goucher  College 
Morgan  State  College 
Univ.  of  Baltimore Hood  College 

(Directly  from  the  WBAL-TV  studios,  program  manager  Arnold 
Wilkes,  who  also  is  director  of  WBAL-TV's  Educational  Produc- 

tion Unit,  conducts  Johns  Hopkins  University's  first  semester TV  course  for  college  credits.) 

CLASS   "A"  Monday,  11:00  to  11:15  AM 
A  weekly  series,  now  in  its  third  year,  of  elementary 
school  programs  for  entire  school  year,  presented  by  the 
Baltimore  Department  of  Education.  Each  program  is 
received  in  the  Baltimore  classrooms  on  sets  provided  by 
WBAL-TV. 

TOWN  &  COUNTRY 
Monday,  12:30  to  12:45  PM 

Agricultural  series  presented  by  the  Maryland  State  De- 
partment of  Education  in  association  lvith  the  Farm 

Bureau  Federation,  the  National  Grange,  U.  S.  and  Mary- 
land University  Departments  of  Agriculture. 

UNITED  STATES  NEWSREEL 
Tuesday,  10:00  to  10:30  PM 

In  cooperation  with  the  U.  S.  Office  of  Education  and 
other  governmental  agencies.  Official  films  outlining  the 
activities  of  the  various  branches  of  government. 

2610  NORTH  CHARLES  STREET 

UBAL-TI/ 

CHANNEL  11  — BALTIMORE 
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A  lot  of  advertisers  these  days  are  haunted 

—  by  the  memory  of  lost  opportunities 

in  nighttime  television ...  of  shows  sold  out 

solidly  by  the  time  they  were  ready  to  make 

up  their  minds  to  buy. 

Now  they're  beginning  to  get  that  feeling 

about  daytime,  too,  as  more  and  more  of 

the  choice  afternoon  hours  vanish. 

Obviously,  the  way  to  avoid  this  kind  of 

worry  is  to  get  into  daytime  right  now,  with 

a  good  show  at  a  good  hour. 

Those  who've  done  so  have  found  a  big 

and  profitable  audience,  growing  all  the  time. 

The  number  of  afternoon  sets-in-use  has 

nearly  quadrupled  in  the  past  year.  And  you 

can  deliver  a  multi-weekly  daytime  message 

on  a  once-a-week  nighttime  budget. 

That  brings  up  the  fellow  in  the  picture 

—  Steve  Allen  — and  what  could  be  worse 

than  to  be  haunted  by  him?  Especially 

since  his  show  more  than  doubled  its  arb 

National  Rating  in  its  first  five  months 

. . .  hitting  an  8.0  in  midsummer,  to  get  a 

spectacular  start  for  fall.  No  wonder  the 

biggest  network  advertiser  has  bought 

into  the  show ...  no  wonder  time's  running 

out  for  advertisers  who  prefer  a  success 

story  over  a  ghost  story  any  day. 

cbs  television 



WHEN 

TELEVISION 

SELLS... 

IN 

SYRACUSE 

M.  J.  SWAN- 
SON,  Ad  Mgr.  of 
the  W.  T.  Grant 
C  o.,  Syracuse, 
says,  "Our  two years  on  WHEN 
have  proved  TV 
to  be  successful 
in  promoting 
the  sale  of  all 

lines.  TV  has  been  especially 
productive  in  children's  wear and  toys.  Toy  pistols,  one  of  12 
items  shown  on  a  recent  pro- 

gram, brought  64  sales  at  $2.98, 
the  day  after  a  single  45-second 
mention  on  WHEN." 

Seated  are  (I  to  r) :  David  Hale  Halpern, 

TO  YOUR  NEAREST  KATZ 
AGENCY  MAN  AND  GET  THE 
FACTS  ON  CENTRAL  NEW 
YORK'S  BEST  TIME  BUYS. 
THE  ONLY  TV  STATION 
IN  CENTRAL  NEW  YORK 
WITH  COMPLETE  STUDIO 
AND  REMOTE  FACILITIES 

CBS»ABODUMONT 

WHEN 

TELEVISION 

SYRACUSE 

OWNED  BY  THE 

MEREDITH  PUBLISHING  CO. 

and  TV  director,  ▲ 
Owen  &  Chappell  Inc.,  agency;  E.  K.  Jett,  WMAR-TV  vice  presi- 
dent;  Norman  S.  Almony,  advertising  and  sales  promotion  manager, 
National  Brewing  Co.    Standing  are:  John  J.  Snyder,  vice  president, 
Owen  &  Chappell;  Earnest  A.  Lang,  commercial  manager,  WMAR-TV. 

report . . . 

VIEWERS  will  go  behind  the  scenes 
of  big  Hollywood  studios  in  Holly- wood at  Work,  to  be  produced  by 
B-M-D  Productions.  Each  of  the  26 
films  in  the  series  will  deal  with  the 
making  of  a  major  motion  picture 
and  will  feature  off-set  shots,  stars 
and  actual  scenes  from  the  produc- 

tion. First  movie  to  be  analyzed  is 
Blood  and  Sin,  Ben  Hecht's  film scheduled  for  United  Artists  re- 

lease. Mr.  Hecht  wrote  the  TV 
script. 
Movie  and  TV  rights  to  325 

criminal  case  histories  have  been 
secured  by  Bruce  Bennett,  Holly- wood actor.  The  case  histories  are 
records  of  crimes  solved  by  Dr. 
Alan  Moritz  when  he  headed  Har- 

vard's department  of  legal  medi- 
cine. MGM's  film,  Mystery  Street, was  based  on  his  work.  Mr.  Bennett 

played  the  doctor  in  that  film  and will  also  star  in  the  new  series  of 
half-hour  TV  shows. 
A  typographical  error  in  the 

Sept.  17  Film  Report  contradicted 
an  advertisement  on  the  same  page. 
For  the  record,  the  ad  was  right: 
Craig  Kennedy,  Criminologist  will 
be  offered  free  to  the  local  sponsor 
for  a  second  run  if  the  rating  for 
the  first  run  of  13  weeks  (not  3, 
as  we  had  it)  does  not  top  that  of 
any  mystery-detective  TV  shows  in 
the  same  city  at  a  comparable 
time.  Louis  Weiss  &  Co.,  Los  An- 

geles, is  distributing. 
A  shaggy  dog  story  may  be 

forthcoming  from  William  F. 
Broidy  Productions,  now  that  Rin 
Tin  Tin  III,  canine  star,  has  af- 

fixed his  paw-print  to  a  contract 
calling  for  color  TV  film  series. 
Harry  Webb  will  produce  and 
direct. 
New  effects  are  possible  when 

the  film  producer  makes  use  of  a 
Research  Camera  Council  crane, 
according  to  Fred  Niles,  TV  di- 

rector at  Kling  Studios,  Chicago. 
Kling  recently  purchased  such  a 
crane  from  Paramount  and  is  re- 

ported to  be  the  first  producer  in 
the  Midwest  to  use  one  for  TV  film 
commercials  and  shows.  .  .  .  Kling 
has  completed  video  spots  for 
Clopay,  Freihofer's  Sonny  Boy 
bread,  Ceresota  and  Hecker's  flour, Ideal  dog  food,  Thiele  meats,  Peter 
Pan  peanut  butter,  Fehr  beer, 
Brach  candy,  Glidden  paints  and 
Greyhound  bus. 

Dinner  table  magic  will  go  under 
the  merciless  eye  of  the  camera  on 
six  TV  stations  soon.  George  A. 
Bartell  Assoc.,  Milwaukee,  an- nounces it  has  sold  its  series  of  26 
open-end  MiniTrix  to  WHIO-TV 
Dayton,  WBNS-TV  Columbus, 
WCAU-TV  Philadelphia,  WXYZ- 
TV  Detroit,  WTOP-TV  Washing- ton and  WABD  (TV)  New  York. 
First  half  of  each  short  shows  the 
trick,  second  half  shows  how  it's done. 

Exclusive  TV  negotiating  rights 
for  scenery,  costumes,  props,  scores 
and  other  assets  have  been  ac- 

quired by  Edward  R.  Conne  and 
John  J.  Garrity  from  J.  J.  Shubert. 
Eight  hundred  properties  for  live  or 
film  telecasting  are  available  from 
Messrs.  Conne  and  Garrity,  head- 

quartered at  Motion  Picture  Center 
Studios,  Hollywood. 
Sales  &  Production  .  .  . 
Snader  Telescriptions  Corp.,  Hol- 

lywood, has  completed  second  se- ries of  five  musical  shorts  featur- 
ing Allan  Jones,  singer,  and  five 

J?<>J$m#:  AUTOS? 

NATIONAL  RENEWS 

Big  WMAR-TV  Contract 
THIRD  STRAIGHT  annual  re- 

newal for  13%  hours  per  week,  52 
weeks  per  year  on  Baltimore  Sun- 
papers'  WMAR-TV  demonstrates 
National  Brewing  Co.'s  belief  in 
TV  advertising.  Baltimore  brew- 

ing firm  (National  Bohemian  and 
National  Review,  with  Bailey  Goss 
as  m.  c,  two-hour  sports,  variety, 
quiz  show  12  hours  a  week  (Mon.- 
Sat.,  4-6  p.m.);  wrestling  from 
Baltimore  Coliseum  one  hour  a 
week  (Tues.,  10-11  p.m.),  and  Am- 

ateur Time,  amateur  talent  con- 
test, half -hour  a  week  (Sat.,  7-7:30 

p.m.).  National  Review  is  picked 
up  off-the-air  and  rebroadcast  by 
WMAL-TV  Washington;  wrestling 
by  WTOP-TV  Washington.  Na- tional Brewing  also  sponsors  about 
75  days  of  horseracing  at  local 
tracks,  plus  local  golf  and  bowling 
tournaments  carries  a  large  spot 
schedule. 

featuring  Irv  Fields  Trio.  Both  se- 
ries were  shot  in  color  and  black- and-white. 

JERRY  FAIRBANKS  Productions, 
Hollywood,  has  filmed  three  groups 
of  commercials  for  Bendix,  Prince 
Albert  and  Lyson,  Lennen  & 
Mitchell.  .  .  .  Fairbanks  has  also 
acquired  The  Deadly  Root,  an  orig- 
iginal  teleplay  by  Herbert  Perdum 
for  its  Front  Page  Detective  TV 
film  series. 

DICK  LEWIS  Art  Studios  is  now 
producing  video  commercials  with 
appointment  of  Mr.  Lewis  as  vice 
president  and  midwest  representa- tive of  Telepix  Corp.,  Hollywood. 
Studios  are  at  155  E.  Ohio  St., Chicago. 

*      *  * 

WES  BEEMAN  Productions,  Holly- 
wood, is  producing  an  untitled 

Western  series  starring  Wanda 
Hendrix  and  Mel  Swift. 

ACTOR'S  HOTEL,  a  half-hour  dra- 
matic show  about  a  family's  rooming house  and  their  theatrical  tenants,  is 

first  TV  package  to  be  marketed  by 
Productions  for  Television  Inc.,  -N.  Y. Eonzoni  Macaroni  Co..  through  Emil 
Mogul  Co.,  bought  show  for  WJZ-TV New  York,  Tuesday,  10:30  p.m. 

TOP  QUAUTY  I Up^to-dqte; 

Since 
1932 

completely  j 

e q  u i  p  ped 
f^ew  York s  t'u  d  i  o  s  o  f 

TV  FILM  COMMERCIALS 

37  BROADWAY,  N.  Y.  ■  JUDSON  2  3816 
■— n— n  ii » mi  ii  1 1   ; — ■ Video  Varieties 

CORPORATION 
Office:  41  E.  50th  St.,  N.Y.  22    MU  8-1162 
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with  Spot  program  television: 

Here's  a  price  paradox  that  really  pays  off  for  Spot  program 
advertisers.  Consider  these  facts: 

Spot  rates  for  facilities  are  lower  than  network  rates  for 
the  same  period  .  .  .  over  the  same  stations.  Yet  .  .  . 

Stations  net  more  when  a  time  period  is  sold  for  a  Spot 

program  than  when  it's  taken  by  a  network  show. 

The  first  statement  is  readily  established  by  a  simple  check  of 
rate  cards.  The  second  becomes  clear  when  you  remember  that 
stations  get  about  30%  of  the  base  rate  when  the  network  sells 
the  time ;  but  on  a  Spot  sale,  stations  receive  the  card  rate,  less 
agency  and  Representative  commissions.  So  any  way  you  figure 
it,  the  arithmetic  is  all  in  favor  of  Spot  program  business. 

Stations  can  figure,  too.  They  know  Spot  program  advertisers 

are  more  profitable  customers.  That's  why  they  clear  time  more 
readily  .  .  .  cooperate  wholeheartedly  with  Spot  program 
advertisers. 

There  are  other  advantages  to  Spot  program  advertising. 

There's  the  free  selection  of  markets  .  .  .  the  absence  of  any 
"must"  stations  or  any  minimum  stations  requirements  .  .  . 
the  superior  quality  of  film  compared  to  kinescope  recordings — 
and  many  more. 

//  you're  planning  to  use  television,  ask  your  Katz  representa- 
tive for  the  full  story  on  Spot  program  advertising.  Ask  him 

to  figure  out  how  much  you  can  save — in  markets  of  your  own 
choosing.  You'll  see  that  in  television  .  .  . 

you  can  do  better  with  Spot.  Much  better. 

the 

advertiser 

pays 

less. . . 

the 

stations 

make 

more 

THE      K  A  T  Z      A  G  E  N  C  Y#     INC.       Station  Representatives 

NEW  YORK    •    CHICAGO    •    DETROIT    •    LOS  ANGELES    •    SAN  FRANCISCO    •    ATLANTA    •    DALLAS    •    KANSAS  CITY 

BROADCASTING    •  Telecasting October  1,  1951     •    Page  101 



now  great  TV 

2  major  half-hour  shows  now  available  for  local  TV  sponsorship 

Here's  a  major  development  in  local 
and  regional  programming — a  chance 
for  your  station  to  get  off  to  a  flying 
start  for  the  new  television  season. 

Two  big-time  shows  are  now  on  film 

for  sponsorship — "Tales  of  the  Texas 
Rangers"  and  "Dangerous  Assign- 

ment." Both  are  well-established 
from  NBC  Radio  .  .  .  both  are  ideal 

for  local  accounts  who  want  a  show 

of  top  network  caliber  but  must 
work  with  a  limited  budget.  These 
half -hour  shows  are  red-hot,  so  start 

checking  your  prospects  now! 
Write,  wire,  or  phone  today  for 

price  and  audition  print.  NBC -TV 
Film  Syndicate  Sales,  30  Rockefeller 
Plaza,  New  York  City. 

Each  Half  Hour  A  Complete  Story 

5  sponsor  identifications 
through  provision  for: 

•  Opening  billboard 
•  Opening  one-minute  commercial 
•  Middle  one-minute  commercial 
•  Closing  one-minute  commercial 
•  Closing  billboard 

NBC-TV 
FILM   SYNDICATE  SALES 

30  ROCKEFELLER  PLAZA,  NEW  YORK,  N.Y. 



"DANGEROUS  ASSIGNMENT" 
starring  Brian  Donlevy  as 
"Steve  Mitchell"  international 
adventurer,  fighting  crime  in  a 
background  of  global  intrigue. 

Donlevy  follows  through  — 
sells  time  and  products! 

When  he  "muscles  in"— out 
goes  the  competition! 



NCAA'S  AIM 

Wants  to  Live  With  7V, 
Tug  Wilson  Says 

NATIONAL  Collegiate  Athletic  Assn.  is  "struggling  to  find  out  how  to 
live  with  TV,  not  closing  the  door  on  it,"  according  to  Kenneth  L.  (Tug) Wilson,  director  of  athletics  at  Northwestern  U.  for  20  years,  Big  10 
commissioner  and  secretary  of  the  NCAA.  He  discussed  the  problem 
of  NCAA's  controlled,  experimen- 

tal telecasts  of  major  college  foot- 
ball this  season  before  the  Chicago 

Television  Council  Tuesday  at  the 
opening  fall  session. 
"We  are  not  exercising  a  boycott or  putting  anyone  out  of  business, 

but  we  have  to  find  out  exactly 
what  effect  TV  has  on  attendance 
at  major  games  and  at  small  col- 

leges, the  effect  of  regional  tele- 
casts on  a  big  university  game, 

and  that  on  gate  receipts  for  a 
local  game  when  there  is  a  big- 
school  game  telecast  nearby." 
"We  know  we  must  grow  and 

live  with  television,"  Mr.  Wilson 
said,  adding  the  NCAA  is  cooperat- 

ing with  the  industry  to  the  point 
where  "no  widespread  TV  audi- 

ence will  ever  see  as  varied  a  pro- 
gram of  football  as  this  year." Westinghouse,  which  sponsors  the 

telecasts  on  NBC,  has  scheduled 
19  games  with  29  colleges,  offer- 

ing nine  Saturdays  of  games  with 
two  blackouts  per  area. 

Results  of  the  experimental  sur- 
vey being  conducted  by  the  NCAA 

and  the  National  Opinion  Research 
Center,  Chicago,  may  disclose  "that TV  is  not  the  menace  we  think 
it  is,  but  all  of  our  results  thus 
far  show  it  is,"  Mr.  Wilson  said. 
He  said  TV's  adverse  effect  on attendance  would  cause  lowering 
of  athletic  budgets  and  cutting  of 
athletic  programs,  especially  at 
smaller  schools  and  colleges. 

In  earlier  reports  the  NCAA  has 
outlined  in  detail  how  it  arrived 
at  the  conclusion  that  there  has 
been  between  a  4-8%  decline  in 
attendance  in  TV  areas  and  a  gain 
of  a  like  amount  in  non-TV  areas. 
Sports  fees  paid  by  telecasters  "do 
not  take  up  the  slack,"  he  said, noting  the  average  charge  is  from 
$l,000-$3,000  per  game.  "The schools  lose  much  more  than  that." 

Agrees  With  Utley 
Mr.  Wilson  said  he  would  be 

"very  unhappy"  to  see  football 
games  telecast  only  on  closed  cir- cuits for  theatres,  agreeing  with 
introductory  remarks  of  NBC 
Commentator  Clifton  Utley.  Mr. 
Utley  recapped  a  summary  of 
public  reaction  to  the  exclusive 
theatre  telecasts  of  the  Robinson- 
Turpin  fight,  about  which  he  had commented  on  his  WNBQ  (TV) 
Chicago  news  jprogram. 

The  television  industry  faces  a 
"financial  problem  of  great  magni- 

tude," Mr.  Utley  said.  "It's  hard 

Know  your  m  l 

Visualize  markets  with  this  big  25"  x  35"  outline  map.  Every 
radio — AM  •  FM  •  TV—  in  the  United  States  and  Canada 

Key  tool  for  productive  sales  plagjj 
ning.  Use  it  for  presentations,  to 
demonstrate   coverage,    plot  net 
work  and  spot  campaigns.  V 
ink  like  your  letterhead. 

Prices 
Single  Map  $1.00 

5  copies— $  4.50  25  copies—  $20.00^ "  —  37.50 

•  Telecasting 
Mot-en  ding 

 .  maps  to  the  undersigned. 
i  enclose  .  Please  bill  □ 

8.50 
100  copies 

50 
-$70.00 

Boxing  Ceremony 
SPORTS  enthusiasts  in 
southeastern  New  England 
were  able  Sept.  17  to  see  over 
WJAR-TV  Providence  exact- 

ly what  goes  on  at  an  official 
weighing-in  ceremony  of  box- ers in  preparation  for  a  bout. 
Rhode  Island  Athletic  Comrs. 
brought  its  scales  to  WJAR- 
TV.  The  entire  official  activ- 

ity was  telecast  during  War- 
ren Walden's  TV-Sports  Page 

program.  Norman  Gittleson, 
TV  sales  and  promotion  man- 

ager at  WJAR-TV,  said  that this  was  the  first  time  that 
Rhode  Island  televiewers 
were  able  to  watch  this  pro- 

fessional boxing  ritual. 

to  see  how  we  can  compete  with 
the  theatres  financially  once 
theatres  are  telecasting  special 
events  on  a  mass  audience  basis." 
Inasmuch  as  "no  single  sponsor 
could  pay  huge  sports  rights  as well  as  facilities  charges,  maybe 
a  partial  solution  would  be  the 
proposed  subsidy  on  a  pro-rata basis  by  TV  set  manufacturers  who would  essentially  be  setting  up  a 
war  fund."  The  "only  other  re- course would  be  subscription  TV, 
which  might  produce  a  major  box 
office  if  engineering  and  technical 
problems  were  resolved,"  Mr. Utley  concluded. Council  President  Roy  McLaugh- 

lin of  ABC  said  the  next  luncheon 
speaker  is  scheduled  to  be  Adrian 
Murphy  of  CBS  Television,  who 
would  speak  on  the  company's color  system  and  plans. 

MEXICAN  OUTLET 
Asks  Relay  in  Texas 

REQUEST  from  XELD-TV  Mata- 
moros,  Mexico,  for  permission  to 
establish  an  experimental  5-w  re- lay station  in  Brownsville,  Tex.,  on 
140  mc  with  directional  antenna  has 
been  received  by  the  FCC. 

Application  from  the  San  Anto- nio law  firm  of  Foster,  Lewis  & 
Langley  explained  that  XELD-TV is  powered  by  its  own  diesel  engine 
whereas  Brownsville — across  the 
Rio  Grande — uses  Central  Power  & 
Light  Co.  power.  It  is  necessary, 
the  request  stated,  to  have  a  relay 
to  synchronize  the  electrical  im- pulses of  the  diesel  engine  with that  of  Central  Power. 

Plan  is  to  connect  the  station 
with  Central  Power  &  Light  lines 
in  the  near  future,  the  application 
stated.  Until  then  a  relay  is  re- 

quired, it  said. Station  also  is  expected  to  ask 
FCC  for  permission  to  run  a  studio- transmitter  link  between  Browns- 

ville and  Matamoros. 
This  is  believed  to  be  the  first 

TV  relay  request  the  FCC  has  re- ceived involving  a  foreign  TV  sta- tion. 
Meanwhile,  ABC  has  asked  FCC 

for  permission  to  transmit  its  TV 
programs  to  XELD-TV  and  other Mexican  TV  stations.  FCC  some 
weeks  ago  approved  such  an  ar- 

rangement for  CBS  [Broadcast- ing •  Telecasting,  Sept.  3]. 
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* 

Television  Station 

WLTV 

Atlanta,  Georgia 

owned  and  operated  by  Broadcasting  Inc. 

announces  the  appointment  of 

Harrington,  Righter  &  Parsons,  Inc. 

as  their  national  representatives 

Effective  October  1,  1951 

* 
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Advertising  succeeds 

w'^K'j  ill  11111 1*7 
Continuous  advertising  in 

Printers'  Ink  develops a  Jj 

that  
creates  

a 

vivid  picture  of 

your  station  and 

market  in  the  minds  of  the 

leading^ 

^J^l^and
 

helps  you  sell 

more  advertising. 

fCC  actions 

SEPTEMBER  21  THROUGH  SEPTEMBER  27 
CP-construction  permit  ant.-antenna 
DA-directional  antenna  D-day 
ERP-effective  radiated  power  N-night 
STL-studio-transmitter  link  aur.-aural 
synch,  amp.-synchronous  amplifier  vis.- visual 

cond.-conditional LS-local  sunset 
mod.-modification 
trans.-transmitter 
unl.-unlimited  hours 

STA-special  temporary  authorization        CG-conditional  grant 
Grants  authorizing  new  stations,  changes  in  facilities,  and  transfers 

appear  at  the  end  of  this  department,  accompanied  by  a  roundup  of  new 
station  and  transfer  applications. 

Only  Magnecorder  offers  all  the  flex- 
ibility, high  fidelity  and  features  you 

require— at  a  price  you  want  to  pay! 
FITS  EVERY  PURPOSE  —  EVERY  PURSE! 

PORTABLE  -  LIGHTWEIGHT 

Page  106     •    October  1,  1951 

September  24  Decisions  .  .  . 
BY   THE  COMMISSION 

Request  Denied 
WABD  (TV)  New  York  City— Denied request  to  commence  equipment  tests on  Ch.  5  at  Empire  State  Building,  New York  City,  with  16.7  kw  visual  ERP. 

BY  THE  SECRETARY 
KEPH  Ephraim,  Utah— Granted  li- cense for  noncommercial  educational FM  station;  Ch.  205  (88.9  mc);  10  w. 
WBBB-FM  Burlington,  N.  C— Grant- ed license  for  FM  station;  Ch.  266 

(101.  mc);  3.8  kw;  ant.  410  ft. 
WFIN-FM  Findley,  Ohio— Granted license  for  changes  in  FM  station;  Ch. 263  (100.5  mc)  8.2  kw;  ant.  240  ft. 
WLEA  Hornell,  N.  Y.— Granted  li- cense for  AM  station;  1480  kc  1  kw. 
WACB  Kittanning,  Pa. — Granted  li- cense for  installation  of  new  trans. 
WKBS  Oyster  Bay,  N.  Y.— Granted authority  to  operate  from  studio  lo- cated 327  New  York  Ave.  in  Hunting- ton, N.  Y.,  for  period  beginning  Sept. 30,  and  ending  in  no  event  later  than Nov.  30,  1951. 
WWRL  New  York,  N.  Y. — Granted CP  to  install  new  trans,  at  present  lo- cation of  main  trans,  on  1600  kc  1  kw 

for  aux.  purposes  only  employing  DA. 

MEYERS  ELECTED 
Heads  Chicago  Radio  Club 

HOWARD  B.  (Howdee)  Meyers, 
sales  manager  of  WMAQ  (NBC) 
Chicago,  was  elected  president  of 
the  Radio  Management  Club  there 
Wednesday  at  the  first  luncheon 
meeting  of  the  fall  season.  Frank 
Baker,  radio-television  director  of 
Reincke,  Meyer  and  Finn,  was 
named  first  vice  president. 
Working  with  them  will  be 

George  Clark,  Chicago  manager  of 
John  E.  Pearson  Co.,  second  vice 
president;  Florence  Neighbors, 
media  director,  Goodkind,  Joice  and 
Morgan,  secretary;  Marion  Reuter, 
timebuyer,  Young  and  Rubicam, 
treasurer.  New  trustees  for  two- 
year  terms  are  Jim  Thompson,  Chi- 

cago manager,  O.  L.  Taylor  Co., 
and  Carroll  Marts,  midwest  man- 

ager of  Mutual.  Holdover  trustees 
with  another  year  of  service  are 
Charles  (Chick)  Freeman,  sales 
manager  of  WLS,  and  Carol  Perel 
Colby,  timebuyer,  Arthur  Meyer- hoff. 

Russell  Tolg,  radio-television  di- rector of  BBDO  and  retiring  second 
vice  president  of  the  group,  took 
charge  of  the  meeting  in  the  ab- sence of  retiring  president  Art 
Harre,  general  manager  of  WJJD. 
Mr.  Tolg  suggested  the  member- 

ship consider  possibility  of  a  mer- 
ger with  the  Chicago  Television Council. 

WHIZ  Zanesville,  Ohio— Granted  CP to  change  trans,  and  studio  locations and  make  changes  in  ant.  system;  cond. 
KLVC  Leadville,  Colo. — Granted  mod. CP  to  make  changes  in  ant.  and  ground system  and  change  type  trans. WTOC-FM  Savannah,  Ga.— Granted mod.  CP  for  extension  of  completion 

date  to  3-18-52. WKIN  Kingsport,  Tenn.  —  Granted mod.  CP  to  change  type  of  trans,  and make  changes  in  ant.  system. 
Following  were  granted  mod.  CP's for  extension  of  completion  dates  as 

shown;  WLETJ-FM  Erie,  Pa.  to  12-19-51; WLCS-FM  Baton  Rouge,  La.  to  12-19-51; KCBC-FM  Des  Moines,  Iowa  to  10- 24-51, 

September  24  Applications  .  .  . 
ACCEPTED  FOR  FILING 

Modification  of  CP 
KWHK   Hutchinson,  Kan.— Mod.  CP authorizing  change  in  frequency,_pow- er;  hours  operation  etc.  for  extension of  completion  date  to  May  28,  1952. 
WLETJ-FM  Erie,  Pa.— Mod.  CP  new FM  station  for  extension  of  completion date. 
WLBJ-FM  Bowling  Green,  Ky.— Mod. CP  authorizing  changes  in  FM  station for  extension  of  completion  date. WBZ-FM  Boston,  Mass.— Mod.  CP FM  station  to  change  ant.  height  above average  terrain  from  495  ft.  to  446  ft. etc. 

License  for  CP 
KOB-TV    Albuquerque,    N.  M.— Li- cense for  CP,  as  mod.,  new  TV  station etc. 

WJWL-FM  Georgetown,  Del.  —  Li- cense for  CP  new  FM  station. AM— 1230  kc 
KWRN  Reno,  Nev. — CP  to  change from  1490  kc  to  1230  kc. 

License  Renewal 
Following  stations  request  license renewal:  WWPB-FM  Miami,  Fla.; WATG-FM  Ashland,  Ohio;  WRFS  (FM) Alexander  City,  Ala. 

September  25  Decisions  .  .  . 
ACTION   ON  MOTIONS 

By  Hearing  Examiner  J.  D.  Bond Circle  Bcstg.  Corp.,  Hollywood,  Fla. — Granted  petition  for  leave  to  amend application  to  specify  1320  kc  in  lieu of  1260  kc,  to  submit  engineering  data and  to  make  changes  in  stockholders, officers  and  directors  and  for  removal 
of  application,  as  amended,  from  hear- ing docket. WFEC  Miami,  Fla.— Granted  petition for  continuance  of  hearing  from  Oct.  4 to  Oct.  16,  in  Washington  in  proceeding re  his  application. 
By  Hearing  Examiner  Basil  P.  Cooper 
WLIZ  Bridgeport,  Conn.— Granted petition  for  continuance  of  hearing from  Oct.  12  to  Oct.  15  in  Washington in  proceeding  re  its  application, 
By  Hearing  Examiner  James  D. Cunningham 

Luke  H.  Wetherington,  New  Bern, N.  C. — Granted  motion  for  continuance of  hearing  from  Oct.  8  to  Nov.  14  in Washington  in  proceeding  re  his  appli- cation and  that  of  Eastern  Carolina Broadcast  Co.,  Greenville,  N.  C. 
By  Hearing  Examiner  Fanney  N.  Litvin WTOD  Toledo,  Ohio— Ordered  that further  hearing  in  this  proceeding  be 
scheduled  for  Oct.  4,  1951,  in  Washing- ton. 
Lakewood  Bcstg.  Co.,  Dallas,  Tex. — Ordered  that  further  hearing  in  this proceeding  be  scheduled  for  Oct.  8  in Washington. 
By  Hearing  Examiner  Leo  Resnick WJDX  Jackson,  Miss. — Granted  re- vised petition  fbr-eontinuance  of  hear- ing from  Oct.  1  to  Dec.  4  in  Washing- ton in  proceeding  re  its  application and  that  of  WGGA  Gainesville,  Ga. 

Also,  WJDX  was  granted  petition  for leave  to  amend  its  application  to  sub- mit a  revision  of  proposed  program material.  And  on  petition  authorized depositions  of  25  of  the  persons  listed to  be  taken  at  Mississippi  State  College, Starkville,  Miss.,  on  Nov.  9;  before Mrs.  H.  E.  McLeroy,  Notary  Public, and  at  Office  of  County  Agent,  Court House  Building,  Raymond,  Miss.,  on Nov.  10;  before  Mr.  E.  A.  Knight, 
Notary  Public,  and  at  Studio  "B," WJDX  Jackson,  Miss.,  on  Nov.  12. 

QUINCY, 

ILLINOIS 
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TEL.  METROPOLITAN  0522 
.  .  TEL.  ATLANTIC  9441 
TEL.  MURRAY  HILL  9-0200 

SERVICE  DIRECTORY 

Custom-Built  Equipment 
U.  S.  RECORDING  CO. 

1121  Vermont  Ave.,  Wash.  5,  0.  C. 
STerling  3626 

COMMERCIAL  RADIO 
MONITORING  COMPANY 
PRECISION  FREQUENCY  MEASUREMENTS 
"A  reliable  service  for  over  IS  yean" For  immediate  service  phone JACKSON  5302 

P.  O.  Box  7037        Kansas  City,  Mo. 

BROADCASTING ecasti 



CONSULTING  RADIO  &  TELEVISION  ENGINEERS 

JANSKY  &  BAILEY 
Executive  Offices 

National  Press  Building 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  ADams  2414 

Mtmbtr  AFCCE  * 

JAMES  C.  McNARY 
Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 
Telephone  District  1205 

Member  AFCCE* 

A  US-year  background — Established  1926 — 
PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
MOntclair  3-3000 

Laboratories  Great  Notch,  N.  J. 

GEORGE  C.  DAVIS 

501-514  Munsey  Bldg  — STerling  0111 
Washington  4,  D.  C. 

Member  AFCCE' 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.         Dl.  1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037         JACKSON  5302 
KANSAS  CITY,  MO. 

A.  D.  RING  &  CO. 
26  Years'  Experience  in  Radio Engineering 

MUNSEY  BLDG.  REPUBLIC  2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 

There  is  no  substitute  for  experience 
GLENN  D.  GILLETT 

AND  ASSOCIATES 
982  NATL.  PRESS  BLDG.      NA.  3373 

WASHINGTON,  D.  C. 

Member  AFCCE* 

GAUTNEY  &  RAY 
CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg. 
Washington  4,  D.  C. 

National  7757 

Craven,  Lohnes  &  Culver 
MUNSEY  BUILDING  DISTRICT  8215 

WASHINGTON  4,  D.  C. 
Member  AFCCE* 

Mcintosh  &  Inglis 
710  14th  St.,  N.W.— Metropolitan  4477 

WASHINGTON,  D.  C. 

Member  AFCCE* 

RUSSELL P.  MAY 
1422  F  St.,  N.  W. Kellogg  Bldg. 
Washington,  D.  C. REpublic  3984 Member 

AFCCE* 

WELDON  &  CARR 
WASHINGTON,  D.  C. 
1605  Connecticut  Ave. 

Dallas,  Texas  Seattle,  Wash. 4212  S.  Buckner  Blvd.    4742  W.  Ruffner 

Member  AFCCE* 

E.  C.  PAGE 
CONSULTING  RADIO 

ENGINEERS 
BOND  BLDG.  EXECUTIVE  5670 

WASHINGTON  5,  D.  C. 
Member  AFCCE* 

MILLARD  M.  GARRISON 
1519  Connecticut  Avenue 
WASHINGTON   6,   D.  C. 

MICHIGAN  2261 
Member  AFCCE* 

KEAR  &  KENNEDY 
1302  18TH  ST.,  N.  W.     HUDSON  9000 

WASHINGTON   6,   D.  C. 

Member  AFCCE* 

A.  EARL  CULLUM,  JR. 
CONSULTING    RADIO  ENGINEERS 

HIGHLAND  PARK  VILLAGE 
DALLAS  5,  TEXAS 

JUSTIN  6103 

WILLIAM  L.  FOSS,  Inc. 
Formerly  Colton  &  Foss,  Inc. 

927  15th  St.,  N.  W.    REpublic  3883 
WASHINGTON,  D.  C. 

JOHN  CREUTZ 
319  BOND  BLDG.      REPUBLIC  2151 

WASHINGTON,  D.  C. 

Member  AFCCE* 

GUY  C.  HUTCHESON 
P.  O.  Box  32  AR  4-8721 

ARLINGTON,  TEXAS 

ROBERT  M.  SILLIMAN 
1011  New  Hampshire  Ave.,  N.  W. 

Republic  6646 Washington  7,  D.  C. 

LYNNE  C.  SMEBY 
"Registered  Professional  Engineer" 

1311  G  St.,  N.  W  EX.  8073 
Washington  5,  D.  C. 

Of.  1R.  filler 
CONSULTING  RADIO  ENGINEER 

1700  Wayne  St. 
TOLEDO  9,  OHIO 

Telephone — Kingswood  7631 
I 
i  By  Hearing  Examiner  H.  B.  Hutchison 

West  Florida  Bcstg.  Service,  Fort Walton,  Fla.— Granted  petition  for leave  to  amend  its  application  to  in- corporate therein  personal  sworn  finan- cial statements  of  H.  French  Brown, 
James  C.  O'Neal  and  Tom  C.  Miniard, dated,  respectively,  Aug.  23,  July  26 and  July  28. Vacationland  Bcstg.  Co.,  Ft.  Walton, Fla. — Granted  in  part  petition  for thirty-day  continuance  of  hearing,  now scheduled  for  Sept.  25  in  Washington in  proceeding  re  its  application  and that  of  West  Florida  Bcstg.  Service; hearing  continued  until  further  order. 
September  25  Applications  .  .  . 

ACCEPTED  FOR  FILING 
License  Renewal 

Following   stations   request  renewal 

GEORGE  P.  ADAIR 
Consulting  Radio  Engineers Quarter  Century  Professional  Experience Radio-Television- Electron  ics-Communications 1833  M  St.,  N.  W.,  Wash.  6,  D.  C. Executive  H30— Executive  5851 

(Nights-holidays,  Lockwood  5-1819) 
Member  AFCCE* 

Member  AFCCE* 

of  license:  KOLT  Scottsbluff,  Neb.; 
WARK  Hagerstown,  Md. 

APPLICATION  RETURNED 
KXLO  Lewiston,  Mont.— RETURNED application  for  assignment  of  license 

from  William  G.  Kelly  to  Central  Mon- tana Bcstg.  Co. 

September  26  Decisions  .  .  . 
BY  THE  COMMISSION  EN  BANC 

Hearings  Postponed 
The  Commission  postponed  from Nov.  26  to  Feb.  25,  1952,  the  start  of 

its  hearing  on  allocation  of  frequencies 
and  promulgation  of  rules  and  regula- tions for  proposed  theater  television service.     The  time  for  filing  in  this 

WALTER  F.  KEAN 
AM-TV   BROADCAST  ALLOCATION, 

FCC   &   FIELD  ENGINEERING 
1    Riverside  Road  —  Riverside  7-2153 Riverside,  III. 

(A  Chicago  suburb) 

proceeding  has  been  correspondingly extended  from  Oct.  26  to  Jan.  25,  1952. 
CP  to  Replace  CP 

WMVO  Mount  Vernon,  Ohio — Granted CP  to  replace  expired  CP  which  au- thorized new  Class  B  station  on  Ch.  229 
(93.7  mc);  ERP  3.2  kw  on  site  to  be determined. WFMZ-FM  Allentown,  Pa.— Granted 
CP  to  replace  expired  CP  which  au- thorized new  Class  B  FM  station  on Ch.  264  (100.7  mc);  ERP  20  kw;  ant. 290  ft. 

To  Remain  Silent 
WSKB  McComb,  Miss.— Granted  ex- tension of  authority  to  remain  silent for  an  additional  period  of  60  days  from Sept.  25,  pending  sale  of  station  by trustee  in  bankruptcy. 

BY  THE  SECRETARY 
KOB-TV     Albuquerque,     N.     M.  — Granted  STA  for  increase  in  vis.  trans, 

output  power  from  4.26  kw  to  5  kw. 
September  26  Applications  .  .  . 

ACCEPTED  FOR  FILING 
Modification  of  CP 

WGAF  Valdosta,  Ga.— Mod.  CP  new AM  station  for  extension  of  completion date  to  Nov.  1. 

ADLER 
COMMUNICATIONS 

LABORATORIES 
Broadcast,  Communication and  Television  Systems One  LeFevre  Lane,  New  Rochelle,  N.  Y. 

New  Rochelle  6-1620 

KLIX  Twin  Falls,  Idaho— Mod.  CP, 
as  mod.,  authorizing  change  in  fre- quency, increase  in  power,  etc..  for extension  of  completion  date  to  Nov.  1. 
WFMT  (FM)  Chicago,  111.— Mod.  CP new  FM  station  for  extension  of  com- 

pletion date. License  for  CP 
WJPR  Greenville,  Miss.— License  for CP  authorizing  change  in  frequency, increase  in  power  etc. 
KSRV  Ontario,  Ore. — License  for  CP 

authorizing  change  in  frequency,  in- crease in  power  etc. AM— 1480  kc 
KLVL  Pasadena,  Tex.— CP  to  change from  D  to  unl.  with  500  w-N  1  kw-D DA-N. TV— Ch.  10 
WTTV  (TV)  Bloomington,  Ind.— Mod. CP  AMENDED  to  change  ERP  from 43.2  kw  vis.  21.6  kw  aur.  to  .314  kw  vis. .157  kw  aur.  and  change  ant.  system etc. 

License  Renewal 
Following  stations  request  license renewal:  WCUM  Cumberland,  Md.; 

WLOH  Princeton,  W.  Va.;  WBML-FM Macon,  Ga.;  WMAQ-FM  Chicago,  111.; WLBJ-FM  Bowling  Green,  Ky.;  WFMA 
(FM)  Rocky  Mount,  N.  C;  WJW-FM (Continued  on  page  111) 
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CLASSIFIED  ADVERTISEMENTS 
Payable  in  advance.    Checks  and  money  orders  only. 

Situations  Wanted,  10*  per  word-*1.00  minimum  .  Help  ̂ ^^^J^^^^^ All  other  classifications  25*  per  word— $4.00  minimum  •  Display  ads.  $12.00  per  inch 

No  charge  for  blind  box  number.    Send  box  replies  to 
Broadcasting,  870  National  Press  Bldg.,  Washington  4,  D.  C. 

AH  transcriptions,  photos,  etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Bkoabcastivg  expressly  repudiates any  liability  or  responsibility  for  their  custody  or  return. 

Help  Wanted 
Managerial 

Unusual  opportunity  for  good  com- mercial manager  or  general  manager  ot 
small  market  station  interested  m  ad- vancement. Write  Box  893K,  BROAD- CASTING. 

Salesman 
Immediate  opening  with  exceptional 
opportunity  for  experienced  time salesman  as  field  representative  for firm  supplying  local  radio  stations with  program  service.  Expenses  plus commissions  and  bonus.  Weekly  earn- ings exceed  $300.00.  Applicant  must  be personable,  dependable  have  car  and be  free  to  travel.  For  New  York  City 
fntervtew?  write  Box  854K.  BROAD- CASTING and  enclose  photo.  
Salesman  with  car.  Southwest  city  of more  than  200.000.  A  real  opportunity for  an  ambitious,  sober  man  who  wishes to  establish  himself  permanently  in  the fastest  growing  market  in  U.  S.  Salary and  commission  commensurate  with 
ability.  Mail  experience  and ̂ references 
for  interview.  Box  5L,  BROADCAST- ING. 
Man  with  broad  radio  background  for 
position  as  account  executive  m  small market  station.  Salary  and  commis- sions on  current  accounts  now  more 
than  $100  weekly.  Box  10L,  BROAD- CASTING^  
Salesman-announcer,  experienced  in 
single  station  market.  Attractive  base salarv,  commission,  living  conditions 
and  climate.  Excellent  future  oppor- tunity.   Box  485,  LaJunta,  Colorado. 
Salesman-possible  promotion  to  com- mercial manager  if  ability  Proven 
Salary  plus  commission.  No  draw,  car furnished  on  job.  Good  man  can  earn $5  000.00  annually  or  more  depending 
on  effort.  Consider  applicants  south- west only.  Permanent.  KFRD,  Rosen- berg, Texas. 
Going  increased  power,  need  another 
salesman,  drawing  account  and  com- mission. Excellent  section  of  Idaho. 
Write,  references  KIFI,  Idaho  Falls, Idaho.   

Aggressive  time  salesman.  Independ- ent station.  Good  proposition  for  ex- perienced salesman.  Also  salesman  who 
can  sell  his  own  western  DJ  show,  ag- gressive salesman  who  knows  how  to sell  High  commission  against  draw. J.  Eric  Williams,  WGAT,  Utica,  N.  Y. 
Salesman— male  or  female,  independent 
Berkshire  station.  15%  commission, 
$75  00  a  week  guarantee.  Contact Nicoll,  WNAW,  North  Adams,  Mass. 
We  want  an  experienced  salesman  (not high-pressure)  for  a  very  profitable non-competitive  market.  $80  weekly 
guarantee  plus  liberal  commission  for the  right  man.  Send  complete  details 
immediately  to  WRCO,  Richland  Cen- ter, Wisconsin. 

Announcers 
Northern  New  England  5  kw  station needs  seasoned  newsman.  Assist  news 
editor.  Capable  gather,  edit,  broadcast local  news.  Good  future  permanent man.  Experience,  qualifications  first 
letter.  No  discs.  Box  1L,  BROAD- CASTING.   
2  combo  men  needed  immediately  for 250  watt  southwestern  Virginia  station. No  loafers.  $60.00  to  start.  Box  16L, BROADCASTING. 
Combination  man  with  first  phone,  im- mediate opening,  daytime  station, Michigan.    Box  57L,  BROADCASTING. 

Help  Wanted  (Cont'd) 
Morning  man.  5000  watt  net  affiliate. 
A  super-Hooper,  personality  breakfast platter  man.  Opportunity  unlimited  it 
you've  got  what  we  want.  Send  audi- tion, Hooper-ratings,  business  and  per- sonal references  in  first  letter.  Box 47L,  BROADCASTING. 
Top  independent  southeastern  market 
has  opening  for  announcer  with  gen- eral all-round  ability.  Well  above  aver- age salary  schedule  for  responsible man.  Three  or  more  years  experience 
required  with  good  business  and  per- sonal references.  Send  audition  with commercial  spots,  five  minute  news  and disc  jock.  Replies  confidential.  Box 91L,  BROADCASTING.  
New  York  State  independent  wants  ex- perienced announcer.  Sixty  dollars. 48-hour  week.  Disc  or  tape  with  first letter.  Also  want  a  news  editor.  Box 101L,  BROADCASTING.  
Immediate  opening.  Staff  announcer. 
Michigan  1  kw  net  affiliate.  RCA  con- sole. Experienced  news,  ad  lib.  Ship 
disc,  references.  Box  104L,  BROAD- CASTING^  

Combination  announcer-e  n  g  i  n  e  e  r wanted.  Fine  opportunity.  Salary 
starting  $75.00.  Box  105L,  BROAD- CASTING.   

Announcer-engineer,  experienced.  Sal- 
ary $65.00.  Contact  J.  B.  McNutt, KBUD,  Athens,  Texas.  

Announcer  wanted:.  Good  salary  for 
right  man.  Must  be  tops  on  board operation  as  well  as  staff.  Send  full details  and  disc  with  first  letter.  Joe Monroe,  KENT,  Shreveport,  Louisiana. 
Announcer  with  first  ticket.  Must  have at  least  one  year  experience,  good 
voice  and  production  sense.  Want  top- notch  man  with  good  habits  and  ability 
to  get  along  with  excellent  staff,  trood opportunity  for  right  man.  Salary commensurate  with  ability.  Network affiliate  (MBS)  located  on  Oregon  coast Temperate  climate,  lots  of  hunting  and 
fishing,  good  place  to  live  with  family. Send  disc,  photo,  experience  and  salary expected.    KOOS,  Coos  Bay,  Oregon. 
Announcer-engineer  with  first  class  li- cense. 250  watt  network  station.  Send 
disc,  qualifications  and  salary  require- ments.   KRIB,  Mason  City,  Iowa. 
Wanted,  cowboy  disc  jockey  artist  for afternoon  western  music  program  on El  Paso,  Texas  station  affiliated  with Mutual.  Must  be  able  to  fill  present disc  jockey  high  standards.  Our  man leaving  for  coast  to  coast  program. Complete  details  and  audition  disc  or no  consideration.  Base  salary  plus  tal- ent fees.  Address  to  KSET,  706  N. Mesa,  El  Paso,  Texas.  
Combination  announcer-engineer.  Em- 

phasis on  announcing.  Salary  com- mensurate with  ability.  Call  Manager, 
at  telephone  780  collect.  WBSC,  Ben- nettsville,  S.  C.   

Wanted:  Experienced,  versatile  an- nouncer, strong  on  morning  records and  staff  news.  Good  starting  salary, 
graduated  nay  scale,  talent.  Send  audi- tion, photo,  letter  of  qualifications  in- cluding salary  expected  to  Station WFDF,  Flint,  Michigan.  
Wanted  immediately,  combination  man with  good  voice  and  chief  engineer qualifications.  Air  mail  yoice  disc minimum  starting  salary,  full  details Radio  Station  WHIT,  New  Bern,  N.  C, 
Announcer  with  first  phone  license.  $60 
per  week.  WMOG,  Brunswick,  Georgia. 

Help  Wanted  (Cont'd) Wanted:  One  announcer,  one  engineer. Both  must  be  capable  of  getting  along 
with  people.  Radio  Station  WPRS, Paris,  Illinois. 
Announcer  -  engineer,  first  phone. 
WWGS,  Tifton,  Ga.,  Phone  921.  
Wanted:  Experienced  staff  announcer. Send  audition  and  resume  immediately. 
WWPG,  Palm  Beach,  Florida. 
Wanted:  Announcer-engineer  with  first class  ticket.  Experience  desired  but not  necessary.  1  kw  daytime  station going  on  air  about  November  First  at Taylorville,  Illinois.  $70  per  week.  Car 
necessary.  Send  disc  and  qualifica- tions. Roger  L.  Moyer,  Clark  Theatres, Louisiana,  Missouri. 

Technical 
Engineer  or  combination  for  250  watter 
near  N.  Y.  Box  585K,  BROADCAST- 
ING^  

Transmitter  engineer  needed  at  once. 
AM-FM  with  TV  prospects.  Car  nec- essary. Experience  not  necessary.  Box 48L,  BROADCASTING.   
Wanted,  AM  control  operator  for  5  kw station  located  south  central  New  York State.    Box  56L,  BROADCASTING. 
Wanted:  Four  combination  engineer- announcers  with  emphasis  on  an- nouncing. $65.00  per  week  48  hours time  and  one  half  time  overtime  plus talent  fees.  Also  need  two  experienced 
straight  announcers.  Send  all  details 
and  qualifications  to  Box  88L,  BROAD- CASTING. 

Help  Wanted  (Cont'd) Experienced  transmitter  operator  for kilowatt  directional  and  FM.  Contact Al    Scott,    WNDB,    Daytona  Beach, Florida.  . 

Immediate  opening  in  5000  watt  station for  first  class  experienced  transmitter engineer.  Write  to  Chief  Engineer, WTOC,  Savannah,  Ga. 
Production-Programming,  Others 
News  director,  able  to  take  full  charge of  a  live  wire  news  room  in  a  leading 
5000  watt,  north-central  network  affil- iate. Must  be  a  topflight  newscaster, 
thoroughly  experienced  in  local  report- ing, editing  wire  copy  and  be  able  to direct  other  news  personnel.  Reply  in 
confidence,  giving  detailed  previous experience,  salaries,  when  available and    attach    small    photograph.  Box 413K,  BROADCASTING.  
Excellent  opportunity  at  1  kw  midwest NBC  affiliate  for  experienced  copy- writer. Send  samples,  personal  data, 
references  to  Box  15L,  BROADCAST- 

ING^  

Sales  promotion  manager  for  leading radio  station  representative.  All  replies 
confidential.    Reply  Box  67L,  BROAD- 
CASTING.   

Musical  director — play  piano  and  Ham- 
mond organ,  accompany;  must  trans- pose, have  repertoire,  maintain  station library.  Fulltime  job,  day  hours;  no 

objection  to  respectable  outside  work. 
Call  Program  Director,  WGBA,  Colum- 

bus, Georgia  3-3603. 

Dual  network  station,  TV  application, 
has  opening  for  staff  announcer.  Bet- ter than  average  opportunities.  Send audition  and  resume  to  J.  W.  Carson, WMOX,  Meridian,  Miss. 

Male  copywriter  with  ideas.  Some  an- nouncing.    Submit    samples.  KFRQ, Longview,  Texas.  
Wanted:  Experienced  news  man,  re- write. Excellent  opportunity  for  man 
with  writing  ability  and  news  judg- ment. Air  work  not  essential.  Send 
letter  of  qualifications,  including  ex- 

perience, background  and  salary  ex- pected to  Station  WFDF,  Flint,  Michi- 
gan^  

Topnotch  writer  for  continuity  director- ship.    No   dramatic   genius   required;  :  | 
ability  to  turn  out  volume  of  com- mercial  copy,  supervise  and  efficiently 
run   department   necessary.     Full  re-  I sponsibility  and  control  of  department  V to  right  nerson.   Call  Program  Director,  { 
WGBA,  "Columbus,  Georgia  3-3603. 

Situations  Wanted 

Wanted-Engineer,  first  ticket,  trans- mitter in  studio,  no  car  or  experience 
required.  $1.25  hour,  40  hours.  W. Penna.  250  watter.  Write  Box  98L, BROADCASTING.  

Immediate  opening.  Chief  engineer. Michigan  1  kw  RCA  directional.  Net affiliate.  Excellent  working  conditions. 
References.     Box  103L,  BROADCAST- 
ING.  

Chief  Engineer,  maintenance  experience essential.  Knowledge  of  construction helpful.  Excellent  starting  salary,  with rapid  advancement  for  right  man. S°nd  full  particulars  to  Ken  Palmer, 
KVER,  Albuquerque,  New  Mexico. 
Needed  immediately,  a  man  with  first 
class  phone  ticket  to  handle  combo  job. 
Excellent  earnings.  Permanent  posi- tion. Car  needed.  Write  or  wire  WCDL, Carbondale,  Penna. 
Wanted:  First  phone  or  operation  men. 
Experience  not  necessary.  WDOR,  Stur- geon Bay,  Wisconsin. 
Transmitter  engineer,  first  ticket.  5000 
watt  independent  station.  Automobile necessary.  Wire  or  phone  WEAM, Arlington,  Va.  Oxford  1603. 
Transmitter  engineer  for  new  5000  watt 5  tower  directional  installation.  First 
phone  and  car  necessary.  Excellent working  conditions.  Opportunity  for 
ambitious  person  gain  desired  experi- ence. Contact  immediately  S.  Weyland, 
WENE,  Endicott-Binghamton,  N.  Y. 
Immediate  opening  for  experienced  en- gineer with  first  class  ticket.  Contact Allen  B.  Jones,  Radio  Station  WGNI, Wilmington,  N.  C.  

Chief  engineer-announcer  wanted  im- mediately. Must  be  experienced  and have  good  voice.  Permanent,  good working  conditions.  Call  collect,  Ray Williams,  WHIT,  New  Bern,  N.  C. 
Transmitter  engineer.  Car  necessary. Permanent  for  right  man.  1000  watt 
newspaper  affiliated  ABC  network  sta- tion. Contact  Harold  White,  WKTY, 
LaCrosse,  Wisconsin. 

Attorney,  congressional,  radio  and publicity  experience  desires  connection with  company  or  law  firm  preferably 
Washington,  D.  C.  Box  86L,  BROAD- CASTING. 

Managerial 
General  manager  available.  18  years 
experience,  sober,  reliable.  Financially sound  family  man.  Top  references South  only.  Can  invest.  Box  25L BROADCASTING. 
"Top  billing"  salesman  desires  c mercial  manager  position  radio  or  TV 
preferably  California,  will  consider other  markets.  Five  years  background radio  sales,  net  and  indie,  3  years  at 
present  50,000  watt  major  net  station west  coast.  Married,  family,  college 
graduate,  veteran,  thorough  knowledge of  all  radio  operations.  Available  rea sonable  notice  present  employer.  Bo: 
42L,  BROADCASTING. 
For  sale:  26  years  experience  in  broad cast  field.  Engineering,  sales,  program 
ming,  management.  Know  really  low cost  operation  and  how  to  build  vol 
ume.  Want  general  manager's  positior in  market  25,000  or  over.  Presents 
employed.  Top  references.  Addres: Box  46L,  BROADCASTING. 
Six  hundred  and  fifty  dollars  monthly brings  you  an  experienced  manage),: and  chief  engineer,  who  has  handlec three  applications  and  granted  con struction  permits  for  each.  Personall; constructed  and  managing  station 
UHF,  professional  motion  picture  anc writing  experience  invaluable  shouH you  be  planning  TV.  Available  3 days  notice  to  present  employer.  Bo 
51L,  BROADCASTING. Man  in  industrial  New  England  seek 
managerial  opening  in  privately  owne rather  then  absentee  owned  statior Over  6  years  under  3  managers.  Pres 
ent  salary  $6,000,  married,  33  and  b( lieves  radio  is  here  to  stay.  Know 
selling,  programming  and  P  &  L Resume  on  request.  Box  58L,  BROAE CASTING.   

Capable  of  managing  small  operatic^ Announcer  -  engineer  -  salesman.  E^ perienced.  Family  man,  automobi] minimum  $350.00.  Box  63L,  BROAI 
CASTING. 



Situations  Wanted  (Cont'd) 
Business  minded  general  manager  of  a midwest  kilowatt  operation  which  he has  taken  out  of  the  red  and  into  solid black  in  less  than  two  years  wishes  to 
step  up  to  more  responsibility,  prefer- ably in  large  city.  Have  been  radio executive  since  1946  in  agency  and  sta- tion operations.  13  years  in  radio  as manager,  salesman,  promotion  and program  man;  strong  on  sales.  Now earning  $10,000  yearly.  Excellent  refer- ences, including  present  employers. Married,  age  30,  teetotaler.  Box  69L, 
BROADCASTING.  
Manager:  With  a  record  of  achievement in  highly  competitive  midwestern 
metropolitan  field.  Not  a  "Fancy  Dan," but  a  sound,  practical  operator  with  a 
background  of  12  years  newspaper  ex- perience and  10  years  in  management of  2  recognized  5  kw  network  outlets. TSxtremely  dollar  conscious  and  strictly -sales-minded.  Now  in  newspaper  field, 
but  seek  return  to  AM  radio  with  estab- lished station  having  a  man-sized  job to  be  done  and  willing  to  pay  well  for accomplishment.  Not  interested  in 
station  skating  on  thin  ice  because  I'm not  a  miracle  man  or  one-shot  wonder- worker. Will  invest.  References  from 
prominent  past  employer  and  industry leaders  as  well  as  present  employer. Go  anywhere.  Available  30  days  notice and  available  for  immediate  interview 
in  vour  office.  Box  70L,  BROADCAST- ING. 

Salesmen 
Salesman,  excellent  sales  record;  draft exempt;  can  announce  and  write  copy; 
good  narrator.  Box  961K,  BROAD- CASTING^  
Salesman,  presently  promoting  radio and  TV  service  to  ad  agencies.  Tech- nical background,  suitable  for  all- round  station  work.  Any  area.  Box 992K,  BROADCASTING. 
Salesman  with  11  years  radio  sales experience  available  at  once,  8  years major  market,  good  record  and  top references.  Phone  me  at  Evergreen 1-6776,  Cleveland,  Ohio. 

Announcers 
Staff  job  with  regional  NBC  or  CBS -  affiliate.  Prefer  combination  with  TV. 
Five  years  experience  all  phases  an- nouncing.   Two  years  managing  pro- [  gram  directing.  Six  years  college.  31, i  non  drinker,  married,  one  child.  If  sin- :  cerely  interested  will  come  for  inter - .  view.  Available  on  two  weeks  notice. Box  861K,  BROADCASTING. 
Announcer-engineer,  27.    Radio  school, :  private.    First  phone.     8  years  Mer- :    chant  Marine,  Airlines.    No  broadcast :  experience.    Disc.    Box  955K,  BROAD- CASTING. 

_  Salesman-announcer-copywriter:  radio •  school  and  college  graduate.  Excellent radio  sales  record  and  references.  Box 
;   962K,  BROADCASTING. 
K  Excellent  staff  man  available  news  and 
1  DJ.  Handle  any  board.  Disc.  Box <    983K,  BROADCASTING. 

Announcer,  experienced,  ambitious, 
AM-TV.  Strong  commercials,  MC, news,  etc.    Presently  employed  50  kw 

-  NBC  AM-TV.  Desire  change.  Excel- 
'  lent  references.  Disc,  photo,  partic- :  ulars  on  request.  Offer?  Thanks  for 
J    reading!    Box  995K,  BROADCASTING. 
f  Staff  announcer  with  good  friendly ;  selling  voice  and  authoritative  news 
!■  delivery.  Experienced,  responsible,  can Li  "write,  creator  of  original  disc  shows. Audition  disc  available.  Box  14L, ;  BROADCASTING. 
■  I'm  your  man:  Announcer,  strong  on '  DJ  and  news.  Also  writing,  produc- |    tion,  organist.    Eight  years  experience. •  Currently  free  lancing  NYC  radio-TV. :    Desire   relocate   metropolitan   or  like area,  prefer  east.  Permanent.  Mini- 

mum $75  plus  talent.  Top  level  back- I  ground,  credits,  references  offer  proof of  ability.  Disc,  pix,  resume  available. Box  39L,  BROADCASTING. 
Announcer:  5  years  experience,  smooth news,  now  program  director,  want  to graduate  from  1000  watts.    Like  mid- 

;    west,  family  man,  deep  voice,  college. f  Personal  interview  or  disc  available. Boy  ddT.  BDnAnpACTi 

Situations  Wanted  (Cont'd) 
Announcer-operator,  1st  phone,  3  years experience,  handles  console,  all  phases. 
University  graduate,  draft  exempt  vet- eran, married,  car.  Present  salary  $65, 
2  weeks  notice.  Box  50L,  BROADCAST- ING^  
Announcer-program  director  desires 
position  in  northeast.  Ten  year  back- ground.  Box  55L,  BROADCASTING. 
Announcer:  Experience,  go  anywhere. Looking  for  immediate  offer.  Prefer night  turn.  Good  voice  and  personality. 
Please  don't  reply  unless  interested immediately.  Box  60L,  BROADCAST- ING^  
Announcer-PD:  32,  married,  mature voice,  five  years  experience  in  every echelon  of  broadcasting.  Would  like 
permanent  position  offering  real  op- portunities. Box  66L,  BROADCAST- ING^  
Presently  employed  5  kw.  Five  years 
experience,  two  as  "morning  man." Desire  advancement  with  something other  than  board  work.    $70  minimum. Box  71L,  BROADCASTING.  
Announcer,  four  years  experience morning  man.  Background  B.  U., musician,  trained  NBC  class.  Family, dependable,  desires  permanency.  Box 75L,  BROADCASTING.  
Recent  graduate  School  of  Radio  Tech- nique, desires  general  staff,  sports 
play-by-play.  College,  married,  vet- rean.  Box  79L,  BROADCASTING. 
Announcer,  all  phases  program  copy, including  news,  sports,  DJ,  commercials, control  board  operation.  B.A.  Degree English.  Vet,  draft  exempt.  Small community  desired.  Box  82L,  BROAD- CASTING^  
Sales  minded  young  announcer  trained all  phases  radio  and  TV.  Radio:  DJ work,  control  board,  news,  copywriting, 
sales.  TV:  Camera,  film  editing,  direc- 

tion, production.  Available  immedi- ately. Draft  exemot.  Box  84L,  BROAD- CASTING^  
Announcer,  experienced,  22,  draft  ex- empt, Radio  City  graduate,  college, operate  board.  Opportunity  primary, salary  secondary.  Will  travel,  disc, photo.  Box  85L,  BROADCASTING. 
We  like  hillbillies!  Two  hillbilly  DJ's plenty  of  experience.  Can  do  staff. Employed.  Draft  exempt.  Sober.  Only good  deals  considered.  Box  90L, BROADCASTING. 

*  woundi  interview  or  aisi Box  44L,  BROADCASTING. 
Topnotch  staff  announcer.    4  years  ex- perience.    Draft    exempt.  Northeast stations  only.    Tape  on  request.  Box ^45L,  BROADCASTING. 

Baseball  1952— sports years  baseball,  A  &  B,  live,  recreated. 
5  years  Jr.  college,  high  school,  foot- bail  basketball,  boxing.  5  years  radio. News,  DJ,  special  events,  board  work. Married,  27,  draft  exempt.  Minimum 
$400  monthly.    Box  94L,  BROADCAST- ING.  
Announcer,  staff  and  sports.  5  years radio.  Vet,  draft  exempt,  family.  Go anywhere  but  next  job  must  have  long range  possibilities.  Disc,  photo,  resume 
upon  request.  Box  95L,  BROADCAST- ING^  
3  way  combination  man.  10  years  an- nouncing experience.  1st  phone  license. Good  salesman.  Expect  $75.00  week  for 40  hours  and  15 %  straight  commission. Southeast  or  southwest  preferred.  Box 99L,  BROADCASTING.  
Announcer-sportscaster.  Married.  26. Veteran.  Exempt.  Strong  on  all sports.  One  year  experience.  Employed. 
Will   travel  '  immediately.     Box  100L, BROADCASTING.  
Sportscaster  -  announcer.  Strong  on news,  commercials,  sports,  play-by- play and  recreation.  Thirteen  years experience  as  football  forecaster,  five years  newspaper  feature  writer  and forecaster.  Familiar  with  board.  De- sires   midwest     location.     Box  102L, BROADCASTING.  
Good  announcing,  newscasts.  Capable, experienced,  reliable.  No  draft.  $75. Midwest.    338  S.  21st,  La  Crosse,  Wis- consin.  
Announcer — Five  years  sports,  news and  disc  show.  West  preferred.  Best 
references.     Sports  a  must.  "Gabby" Barrus,  Cody,  Wyoming.  
All-round  announcer  wants  a  good  job with  a  good  station.  50  kw  experience, draft  exempt,  World  War  II  veteran, native  of  Atlanta,  Ga.  Love  to  wake 
'em  up  and  spin  'em  to  sleep!  Semi- pro  baseball  experience.  Available  im- mediately.   Bill  Borom.  703  S.  Vernon, Dallas  8,  Texas.  
College  graduate,  27,  desires  position 
sportscaster  and  staff  announcer,  mid- western  or  eastern  station  carrying 
play-by-play  sports,  baseball  specialty; some  experience;  graduate  Pathfinder School  of  Radio;  Edgar  Clarke,  1222A Oak  St.,  Kansas  City,  Mo.  
Announcer,  thoroughly  trained.  No  ex- perience. Contact  through  Dan  Lotesto, 1649  N.  Sawyer,  Chicago  47,  Illinois. 

Situations  Wanted  (Cont'd) Staff  announcer,  married  vet,  draft 
exempt.  Willing  to  travel.  Per- manency prime  requisite.  Proficient  at news,  DJ  and  commercial  work  and  I 
know  sports.  College  athletic  back- ground and  high  school  coaching.  Re- cent graduate  SRT  Chicago.  Write  Dan McHugh,  1028  S.  Oakley  Blvd..  Chicago, 
111.  or  call  collect  Seeley  3-4685.  

 Technical  
Chief  engineer,  20  years  experience maintenance  and  new  construction. 
Excellent  record  as  chief,  family,  rea- 

sonable salary.  Box  887K,  BROAD- CASTING. 
Wanted:  Chief  engineer's  job,  AM, FM,  TV.  Presently  employed  in  radar. Have  had  experience  in  construction. Box  924K,  BROADCASTING. 
Engineer  with  first  class  ticket,  car and  some  experience,  available  upon notice.  Box  40L,  BROADCASTING. 
1st  phone  engineer.  Draft  exempt. 
Reliable,  il'z  years  experience.  Single with  car.  Available  now,  make  offer. Box  41L,  BROADCASTING.  
Engineer  with  degree  and  15  years  ex- perience in  radio,  give  all  details  in first  letter.  Box  43L,  BROADCASTING. 
Permanent  position  with  larger  station. 
1st  class  license,  1\'2  years  radio  servic- ing, IV2  years  250  watt  experience, studying  advanced  engineering  course. 
Sincere,  congenial  and  dependable.  De- sirous midwest  or  south.  22,  married, one  child.    Box  49L,  BROADCASTING. 
Experienced  combo  man.  Good  voice. Especially  interested  in  engineering. Single.    Box  54L,  BROADCASTING. 
Chief,  presently  employed.  Married, family.  College  grad.  Exempt.  15 
years  broadcast  experience.  Ham.  De- sires change  to  progressive,  established station  and  better  salary.  Prefer 
southeast,  south.  Box  59L,  BROAD- CASTING.  

Engineer,  1st  class.  Desires  permanent position  in  north  east  section.  Draft 
exempt.  AM-FM  experience.  Union station  preferred.  Box  61L,  BROAD- CASTING.  

First  phone  operator,  single.  Will  travel. 
Some  experience  in  broadcasting.  De- sires work  in  the  east.  Box  77L, BROADCASTING.  
First  phone,  inexperienced.  Will  try combination,  draft  exemDt.  State  salary and  hours.  Box  78L,  BROADCASTING. 
Reliable,  conscientious  and  practical  en- gineer with  fifteen  years  experience  in construction,  maintenance  and  opera- tion of  transmitters  and  associated broadcast  equipment.  Married  with family.  Desires  chiefs  position  in  small station  or  transmitter  engineer  in  larger station.  Presently  employed  as  chief. I  am  not  a  drifter  and  will  furnish references  as  well  as  excellent  reasons for  desiring  to  make  a  change.  Box 89L.  BROADCASTING. 
California,  72  miles  radius  LA.  Avail- able immediately.  Engineer,  20  months 1  kw  and  5  kw  transmitter  experience. Seek  transmitter  or  studio  nosition  ra- dio. FM-TV.  Graduate  SRT-TV.  c/o Ciafone,  59-15  Lexington  Avenue,  Hol- lywood. California. 

Situations  Wanted  (Cont'd) 
Production-Programming,  Others 
Production  minded  announcer,  29,  seeks 
permanent  location  near  Boston.  Four years  experience.  Program  manager two  summers.  Specialize  music,  chil- dren's programs.  Available  for  per- sonal interview  Mondays.     Box  966K, BROADCASTING.  
Yankee  network  producer,  TV  writer, also  7  years  announcing  plus  traffic. ABC  station.  $65  minimum.  Prefer 
New    England.     Box    977K,  BROAD- 
CASTING.  

Continuity  girl:  Presently  employed, desires  change  of  climate.  Also  doing 
air  work,  traffic,  general  office.  Man- ager  knows   of  this   ad.     Box  988K, BROADCASTING.  
Continuity  writer-solid  selling  copy, experience  radio  and  allied  fields.  Draft exempt   male.    No   announcing.  Box 12L,  BROADCASTING.  
Retired  station  manager  open  for  pro- gram director  position.  10  years  ex- perience, net  and  indie.  Sober,  re- liable, family  man.  Handle  sports  play- by-play.  MC  work,  announcing,  news and  farm  programs.  South  only.  Top references,     can     invest.     Box  26L, BROADCASTING.  
News  director,  specializing  local  news 
coverage;  programming,  farm  experi- ence.  Box  52L,  BROADCASTING. 
Qualified  young  man  (32)  with  first  class 
ticket.  Experienced  (4  years)  combina- tion and  production  man,  looking  for program  directors  position.  Veteran, married,  one  child.  Excellent  refer- ences.   Presently  employed  as  chief. Box  64L,  BROADCASTING.  
Continuity /news  editor  with  unlimited 
productive  capacity  and  rare  news  sales 
gathering  ability  wants  berth  at  wide- awake station,  preferably  south  or  New 
England.  Young,  married,  ex-service, draft  exempt.  Sold  on  security  for family.  Box  76L,  BROADCASTING. 
Writer  eight  years  TV  and  radio  sta- tion staff  experience:  Wants  position  in New  York  station  or  agency.    Box  83L, BROADCASTING.  
Want  opportunity  in  production. Thorough  knowledge  records.  Two years  all-round  experience  in  radio. Single,  vet,  exemnt.  Box  93L.  BROAD- CASTING. 

Television 

Salesman 
TV  film  buyer-salesman.  10  years  ex- perience motion  picture  exhibition  and distribution.  Box  781K.  BROADCAST- ING •  TELECASTING. 
Creative  sales  genius,  more  bounce  to ounce,  desires  position  TV.  Box  87L, BROADCASTING  •  TELECASTING. 

Announcers 
1st  phone,  no  experience.  Desires  tele- cast station.  Married  and  willing  to learn,  also  seeking  permanent  residence in  New  York.  V.  A.  Ranieri,  1692  E. 40th  Street,  Brooklyn  34,  New  York. 

(Continued  on  next  page) 

WANTED  :  RADIO  STATIONS 

Experienced  and  responsible  operators  will  purchase 
250  to  1000  watt  radio  stations.  Prefer  single  station  markets 
but  will  consider  other  properties.  Price  must  be  realistic 
and  market  must  have  potential.  Give  full  particulars  and 
price  in  first  letter.  Will  deal  with  principals  only.  No 
brokers.  All  replies  will  be  kept  strictly  confidential. 

REPLY  BOX  96L,  BROADCASTING 



Situation  Wanted  (Cont'd) For  Sale  (Cont'd) Help  Wanted 
For  Sale  (Cont'd) Announcer:  Seeking  television  oppor- tunity. Two  years  radio.  Seven  years show  business  and  demonstrator  back- 

ground. Twenty  seven,  married,  vet- eran. Employed  net  affiliate.  Box  37L, BROADCASTING  •  TELECASTING. 
Production-Programming ,  Others 
Desire  position  as  director  community 
TV  station.  60-70  hours  TV  directing experience.  Varied  theatrical  back- ground: featured  in  3  Broadway  musi- cals, 1  drama;  writer-producer-director 32  Army  shows.  Family  man.  Prefer New  England,  west  coast.  Box  62L, BROADCASTING  •  TELECASTING. 
Experienced  ass't  director-floor  man- ager. Formerly  headed  own  TV  pack- age firm,  program-production  manager at  various  radio-TV  stations.  Op- portunity main  interest.  Presently  em- ployed. Box  80L,  BROADCASTING  • TELECASTING. 
Television  production  team.  Young 
couple.  Girl  women's  program  director, continuity  chief,  proven  on  the  air  per- 

sonality. Man-ass't  director,  floor  man- ager 12  years  combined  experience  all 
phases  radio-TV.  Opportunity  con- sidered above  all.  Presently  employed. 
Box  81L,  BROADCASTING  •  TELE- CASTING. _____ 

Stations 
Excellent  250  watt  fulltime  station  in 
growing  east  coast  city  of  15,000.  Good potential.  Fine  studio  transmitter building  with  five  acres  of  land  right in  city.  Owners  have  other  interests. 
$49,500  with  $20-25,000  cash.     Box  2L, 
BROADCASTING.  
For  sale— broadcasting  stations.  Leon- ard J.  Schrader,  509V2  East  Green  St., Champaign,  111.    Phone  9094. 

RCA  TMV-75-B  field  intensity  meter  in good  mechanical  condition.  A  bargain for  someone  who  knows  this  reliable time-tested  instrument.  Make  me  an offer,  or  write  for  more  information. Box  72L,  BROADCASTING. 
For  sale:  Western  Electric  451-250  watt AM  transmitter,  one  set  tunes  and crystals  for  1450  kc.  WBIB,  New  Haven, 
Conn. 
Western  Electric,  503B-2,  1  kw,  FM transmitter.  Western  Electric.  126C 
limiting  amplifier,  with  rectifier  and meter  panel.  Doolittle  FM  freq  and mod  monitor,  model  FD-11.  Western Electric,  54-A,  8-section  cloverleaf  an- tenna 500  ft.  of  1%  inch,  51.5  ohm 
transmission  line,  Communications  Pro- ductions auto-dryaire  dehydrator,  mod- el 46.  Contact  Allen  Embury,  Radio Station  WOSH,  Oshkosh,  Wisconsin. 
Limited  quantity,  London  library  serv- ice of  340-10  inch  78  RPM  discs.  All instrumental  selections  FFRR  quality. Price  $175.  F.  O.  B.  New  York.  Write 
or  wire  for  immediate  delivery,  Record- ing Associates,  113  West  42  Street,  New York  18,  New  York. 

Wanted  to  Buy 

Stations 

Equipment,  Etc. 

Wanted  to  buy:  A  radio  station  in Florida.  Prefer  network  operation.  All replies  held  in  strictest  confidence. Box  36L,  BROADCASTING. 
Want  to  buy  only  AM  radio  station-  in a  town  of  over  25,000,  or  one  of  two in  a  city  over  60,000.  Will  deal  directly with  owner.  F.  F.  McNaughton,  Pekin, Illinois. 

Channel  two  or  three  RCA  TF3A  three 
bay  Bat  Wing  antenna  immediate  de- livery.    Box   869K,  BROADCASTING. 
For  sale.  Antenna  tuning  unit,  An- drew's 49.  Good  condition.  Best  offer. Box  38L,  BROADCASTING. 

Equipment,  etc. 
Wanted:  1  kw  amplitude  modulated transmitter.  State  price,  condition,  age. Box  92L,  BROADCASTING. 

EQUIPMENT  FOR  SALE? 

©  equipment  for  sale 

•  need  an  engineer 

•  looking  for  a  job 

•  want-  to  buy  a  station 

The  best  way  to  get  results  from  any  of  the  above  classifications 
is  to  place  an  ad  in  Broadcasting  •  Telecasting  .  .  .  where  all 
the  men  who  make  the  decisions  meet  every  Monday  morning. 

Situations    wanted,     10<#     per    word  ($1.00 minimum) 
Help  wanted,  204  per  word  ($2.00  minimum) 
All  other  classifications  25tf  per  word  ($4.00 minimum) 
Display  ads,  $12.00  per  inch 

Please  address  all  correspondence  to  Classified  Advertising  Dept., 
BROADCASTING,  870  National  Press  Bldg.,  Washington  4,  D.  C. 

ATTENTION 

10,000  watt  southwest- e  r  n  NBC  affiliate 
needs  A-l  morning 
man.  Excellent  work- 

ing conditions.  Genial companionship.  Spend 
winter  in  sunny  south- west. Send  tape  or  disc. 

BOX  35L, 
BROADCASTING 

Technical 

WANTED 

for  affiliation  with  the  National  As- 
sociation of  Radio  Engineers — a  non- 

profit professional  organization  de- voted entirely  to  the  welfare  and 
rights  of  the  licensed  operator  and 
engineer. 
Several  state  chairmen  vacancies 
now  open.  Apply  for  information  to 

N.A.R.E. 
P.  O.  Box  6704 
Dallas,  Texas 

Situations  Wanted 

network 

PRODUCER-WRITER 
with  announcing-acting 
background  seeks  same 
position  with  agency  or 
large  station.  Will  pay  own 
expenses  for  interview  if 
right  spot  open. 
BOX  53L,  BROADCASTING 

For  Sale 

Hewlett-Packard 
Model  325-B DISTORTION  ANALYSER 

New   condition.     Best  offer. 
WOAI,  Post  Office  Box  2641, 

San  Antonio,  Texas. 

For  Sale:  Complete  television micro-wave  relay  system,  used  by 
stations  WLW-D  and  WLW-C  for 
transmitting  TV  programs  between 
Dayton  and  Columbus,  Ohio.  For details  write  J.  M.  McDonald, 
Asst.  Dir.  Engineering,  Crosley 
Broadcasting  Corp.,  Crosley 
Square,  Cincinnati  2,  Ohio. 

Wanted  to  Buy 

Equipment  etc. 

WANTED 
One  kilowatt  transmitter  and  any  or 
all  equipment  for  new  AM  station,  for 
cash.    Box  97L,  BROADCASTING. 

Employment  Services 

EXECUTIVE  PLACEMENT  SERVICE 
Confidential  nation  -  wide  service 
placing  qualified,  experienced  man- agers, commercial  managers,  pro- gram directors,  chief  engineers  and disc  jockeys.  Inquiries  invited  from applicants  and  employers. 

Howard  S.  Frazier 
TV  &  Radio  Management  Consultant! 726  Bond  Bldg.,  Washington  5,  D.  C. 
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NORTHWEST 
BROADCASTING 

SCHOOL 

bee:::o«-c--°»e"rn8.  »««•"«• 

Old  Established 
Fulltime  Midwest  Station 

Si2J.000.00 

The  only  radio  facility  in  a  city  of  more  than  40,000  with  retail  sales 
in  excess  of  $60,000,000.00.  This  well  established  property  has  always 
been  profitable  and  is  one  of  the  very  substantial  midwest  independ- 

ents. Valuable  real  estate  included.   Financing  arranged. 

Appraisals  •  Negotiations  •  Financing 
BLACKBURN -HAMILTON  COMPANY 

RADIO  STATION  AND  NEWSPAPER  BROKERS 
WASHINGTON,  D.  C. James  W.  Blackburn Washington  Bldg. 

Sterling  4341-3 

CHICAGO 
Harold  R.  Murphy- Tribune  Tower 
Delaware  7-2755-6 

SAN  FRANCISCO 
Ray  V.  Hamilton 235  Montgomery  St. Exbrook  2-5672 



EXECUTIVES  of  Free  &  Peters  and  representatives  of  WTCN-AM-FM-TV 
Minneapolis-St.  Paul  met  in  Minneapolis  Sept.  22  for  a  sales  conference. 
Taking  part  are  (front  row,  I  to  r)  Dick  Jensen,  WTCN  national  sales  co- 

ordinator; Sob  Ekstrum,  WTCN  sales  manager;  F.  Van  Konynenburg,  WTCN 
vice  president  and  general  manager;  Charles  Miller,  director  of  WTCN  radio 
operations,  and  H.  P.  Peters,  Free  &  Peters,  New  York;  (rear,  I  to  r)  Bill 
Bryan,  Free  &  Peters,  Detroit;  Art  Bagge,  John  Erickson,  Dean  Milburn  and 

Ray  Neihengan,  all  Free  &  Peters,  Chicago. 

Aug.  Network  Gross 
(Continued  from  page  26) 

networks,  according  to  current  rate 
cards. 

"On  ABC  and  Mutual  there  has 
been  no  change  in  the  gross  time 
rates,  but  a  discount  of  approx- 

imately 15%  is  to  be  credited  to 
each  advertiser  on  his  net  billings. 
For  the  reasons  already  stated,  it 

.  is  not  possible  for  PIB  to  apply 
"  these  ABC  and  Mutual  discounts to  any  programs  appearing  on  these 
two  networks." Accordingly,  gross  time  sales  of 

!  ABC  and  MBS  will  make  better 
""relative   showings   in  comparison 
"with  the  grosses  of  CBS  and  NBC as  reported  by  PIB  from  now  on 
than  they  have  in  the  past. 

Decrease  in  advertisers'  network 
time  purchases  from  June  to  July 
is  also  reflected  in  Table  III,  which 

-  lists  the  expenditures  of  the  top ten  network  clients.  Number  one 
-  time  buyer,  Procter  &  Gamble  Co., 
for  instance,  spent  $1,852,777  for 
network  time  in  June,  but  only 
$962,088  in  July  (at  gross  rates). 
Of  the  July  toppers,  seven  also 
were  included  in  the  June  list,  with 
three  newcomers — Philip  Morris 
Co.,  William  Wrigley  Jr.  Co.  and 
Schenley  Industries  —  replacing 
General    Foods    Corp.,  Colgate- 

p  Palmolive  Peet  Co.  and  Campbell 
A  Soup   Co.,  which   ranked  second, 
j  sixth  and  ninth  among  network 
time  buyers  in  June.  Leading  ad- 

vertiser in  each  product  group  is 
reported  in  Table  IV. 

Combined  time  purchases  of  ad- 
vertisers in  all  product  groups  for 

July  and  for  the  first  seven  months 
|of  the  year,  with  1951  compared with  1950,  are  shown  in  Table  V. 
When  the  product  class  grosses  for 
July  of  this  year  are  compared  with 
the  June  grosses,  15  classes  have 
lower  grosses  and  only  seven  show 
increases — beer,  building  materials, 
confectionery  and  soft  drinks,  pub- 

lishing and  media,  retail  stores, 
transportation  and  resorts,  miscel- laneous. 

Somewhat  surprisingly,  the  con- fectionery and  soft  drink  increased 
use  of  network  time  in  July  was 
due  not  to  expanded  soft  drink  ad- 

vertising but  to  extensive  summer 
campaigns  launched  by  two  gum 
companies,  American  Chicle,  using 
three  programs  on  ABC,  and  Wil- 

liam Wrigley  Jr.  Co.,  adding  three 

CBS  shows  to  its  usual  schedule. 
Similarly,  the  new  transportation 
advertiser  was  not  trying  to  at- tract summer  vacationers  but  is  a 
freight  handler,  North  American 
Van  Lines,  which  has  a  new  pro- 

gram on  ABC. 

BAB  PBSTS 
Two  Still  Unnamed 

SUCCESSORS  to  BAB  staff  execu- 
tives Hugh  M.  P.  Higgins  and 

William  Dignam,  who  have  re- 
signed Oct.  15  [Broadcasting  • Telecasting,  Sept.  24],  still  had 

not  been  designated  late  last  week. 
Mr.  Higgins  resigned  as  BAB  di- rector and  Mr.  Dignam  as  director 
of  information  and  assistant  to 
President  William  B.  Ryan. 

Mr.  Dignam  announced  mean- 
while that  upon  President  Ryan's return  this  week  from  the  recent 

rounds  of  NARTB  district  meet- 
ings, he  would  seek  to  arrange  his release  in  advance  of  the  Oct.  15 

date  in  order  to  undertake  a  spe- 
cial assignment  in  the  radio  field 

for  which  he  has  been  retained  "on 
an  independent  basis."  He  said that  during  the  next  two  weeks  he 
plans  to  complete  a  series  of  three 
articles  on  radio  and  some  of  its 
competitive  and  promotional  prob- lems. 

ELECT  WILLEM 

Top  Post  in  AAAA 
JOHN  M.  WILLEM,  Leo  Burnett 
Co.,  Chicago,  has  been  elected 
chairman  of  Board  of  Governors, 
Central  Council,  American  Assn.  of 
Advertising  Agencies,  will  repre- sent the  Central  Council  on 
AAAA's  Board  of  Directors. 
Former  secretary-treasurer  of 

Central  Council,  Mr.  Willem  re- 
places Rolland  Taylor  in  both  of- 

fices due  to  Mr.  Taylor's  transfer from  Chicago  to  the  N.  Y.  office  of 
Foote,  Cone  &  Belding.  George 
Reeves,  J.  Walter  Thompson,  Chi- 

cago, elected  to  fill  Mr.  Willem's unexpired  term  as  secretary-treas- urer. 

CBAST  OFFICE 
CBS  Station  Relations 

CBS  Radio  station  relations  office 
will  be  re-established  on  the  West 
Coast  effective  today  (Monday) 
with  Ole  G.  Morby,  assistant  sales 
manager  of  the  Columbia  Pacific 
Network  and  KNX,  CBS-owned 
Los  Angeles  stations,  heading  oper- 
ations. 
As  western  division  manager, 

station  relations,  CBS  Radio  Div- 
ision, Mr.  Morby  will  be  responsible 

for  field  work  in  Oregon,  Idaho, 
Montana,  California,  Nevada, 
Utah,  Arizona,  New  Mexico,  Col- 

orado, and  the  western  part  of 
Texas.  Prior  to  joining  the  San 
Francisco  office  of  CBS  Radio  Sales 
in  1942,  Mr.  Morby  was  associated 
with  McCann-Erickson  in  the  same 
city  for  8  years. 

Mrs.  Lloyd  Yoder 
MRS.  LLOYD  YODER,  wife  of 
Lloyd  Yoder,  manager  of  KNBC 
San  Francisco,  died  Wednesday. 
She  had  been  hospitalized  frequent- 

ly with  a  heart  ailment.  Private 
funeral  services  were  held  in  San 
Francisco. 

FCC  Actions 
(Continued  from  page  107) 

Applications  Cont.: 
Cleveland,  Ohio;  WKRC-FM  Cincin- nati. Ohio. APPLICATIONS  DISMISSED 
KTKT  Tuscon,  Ariz.— DISMISSED application  for  assignment  of  CP  to KTKT  Inc. 
KSIJ  Gladewater,  Tex.— DISMISSED application  for  CP  to  change  from  1430 kc  to  1320  kc  etc. 

September  27  Decisions  .  .  . BY  THE  COMMISSION  EN  BANC 
James  Cozby  Byrd  Jr.  and  South- ernair  Bcstg.  Co.,  Spartanburg,  S.  C. — Designated  for  consolidated  hearing  in Washington  on  Nov.  13,  applications  of Byrd  and  Southernair  for  new  stations, 

requesting  co-channel  operation  on 1400  kc  250  w  unl. 
WWHG  and  WLEA  Hornell,  N.  Y. — Designated  for  hearing  in  consolidated proceeding  in  Washington  on  Nov.  14, application  of  WWHG  to  change  from 1320  kc  1  kw  D  to  1420  kc  500  w-N  1 kw-LS  DA-N,  and  application  of  WLEA to  change  from  1480  kc  1  kw  D  to  1420 

kc  500  w-N,  1  kw-LS  DA-N. George  Basil  Anderson,  Rockford,  HI., 
and  North  Shore  Bcstg.  Co.  Inc.,  Evans- ton,  111.— Designated  for  hearing  in consolidated  proceeding  in  Washington on  Nov.  15,  application  of  Anderson 
and  that  of  North  Shore  for  new  sta- tions on  1330  kc  500  w  D  DA;  made 
WKAN  Kankakee,  111.  and  WJOL 
Joliet,  111.  parties  to  proceeding  with 
respect  to  North  Shore  only;  and  KROS Clinton,  Iowa  and  WIBA  Madison,  Wis. 
parties  with  respect  to  Anderson. Armando  E.  Santos,  San  Diego,  Calif. 
— Granted  mod.  CP  which  authorized 
applicant  to  furnish  sustaining  and commercial  programs  to  XEC  Tijuana, Mexico,  so  as  to  substitute  in  lieu 
thereof  XEAZ  Tijuana,  Mexico. 
Mutual  Bcstg.  System,  Inc.,  New 

York,  N.  Y. — Granted  extension  of  au- thority to  transmit  programs  to  CKLW 
(Continued  on  page  112) 
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carries  the  weight 

in  the  Oregon  Market 

P  -  ̂       - : 

PORTLAND,  OREGON 
on  the  efficient  620  frequency 
AFFILIATED  WITH  NBC 

KGW  I&'.gio 

Stotloo  C REPRESENTED  NATIONALLY  BY  EDWARD  RETRY  &  CO. 
BROADCASTING    •  Telecasting 

In  Green  Bay,  Radio  Is  More 
Than  "Just  Entertainment" SINCE  WJPG 
gave  this  concentrated  well-to- do    market   95    million  retail 
sales — 39  million  farm  income 
— 35  million  industrial  income "More  Reason 

to  Listen  Oftener" We    Emphasize    the  Exclusive and  the  Local. 
We  have  the  mass  audience  in 

this  favorite  test  market It's  "PG"  for  news — the  first 
and  the  most. 

It's  "PG"  for  sports — in  one  of 
America's  most  sports  minded areas. 
It's  "PG"  for  listenable  music 
THE  RADIO  SERVICE  OF  THE  GREEN  BAY 

PRESS  GAZETTE 
ASK  McGILLVRA 

WJPG- GREEN  BAY,  WIS. -(1440  K) 



Docket  Actions  .  .  . 
FINAL  DECISIONS 

Columbus,    Ohio-Sky    Way  Bcstg. 
Corp.  FCC  issued  final  decision  grant- ing application  for  new  AM  station  on 1580   kc,   1   kw,    daytime;  conditions. 
DW^onSePOnio-Stephen  H.  Kovalan. FCC  issued  final  decision  granting  ap- plication for  new  AM  station  on  1570 
kc,  250  w,  daytime;  conditions.  Deci- sion Sept.  27. 

INITIAL  DECISIONS 
WQAN  Scranton,  Pa.— Hearing  Ex- aminer Hugh  B.  Hutchison  issued  ini- tial decision  favoring  denial  of  request for  switch  from  630  kc,  500  w,  daytime to  1450  kc,  250  w,  fulltime.  Decision 

SWXKW  Albany,  N.  Y.— Hearing  Ex- aminer Fanney  N.  Litvin  issued  initial decision  favoring  denial  of  request  for modification  of  construction  permit  to change  directional  antenna  pattern; 
also,  in  view  of  demonstrated  interfer- ence with  WHDH  Boston  and  KOA 
Denver,  WXKW  is  ordered  to  reduce its  nighttime  power  from  10  kw  to  1 kw.    Decision  Sept.  26.  . 
KSOK  Arkansas  City,  Kan.— Hearing Examiner  J.  D.  Bond  issued  initial  de- cision favoring  denial  of  application  for 

FCC  Actions 
(Continued  from  page  111) 

Decisions  Cont. : 
Windsor,    Ont.    for    period  beginning 
NBurns  Avenue  Baptist  Church,  De- troit, Mich.— Granted  extension  of  au- thority to  transmit  religious  programs 
to  CKLW  Windsor,  Ont.  for  the  period beginning  Oct.  10.   KUMO  Columbia,  Mo.— Designated for  hearing  in  Washington  on  Nov  16, 
application  for  extension  of  completion date  from  June  15  to  Oct.  15  on  CP for  new  station  on  950  kc  1  kw  unl. DA,  authorized  June  8,  1949. 
WIBK  Knoxville,  Tenn.— Upon  peti- tion, extended  temporary  authority  to operate  on  800  kc  1  kw  D  to  Dec.  31  or until  30  days  after  entry  of  a  decision by  U.  S.  Court  of  Appeals  for  District of  Columbia,  which  ever  is  shorter.  In event  that  said  appeal  has  not  been terminated  by  Dec,  31,  petitioner  may apply  for  further  extension  of  temp, auth.  .  , 
The  following  stations  were  granted renewal  of  licenses  for  the  regular period:  WAYB  Waynesboro,  Va.;  WBLT Bedford,  Va.;  WCVA  Culpeper ,  Va WGKV  Charleston,  W.  Va.;  WVEC Hampton,  Va.;  WWW  Fairmont  W Va  •  WARK  Hagerstown,  Md.;  WCUM Cumberland,  Md.;  WLOH  Princeton, 

W.  Va.;  WBCC  Bethesda,  Md.;  WWOD- FM  Lynchburg,  Va. WJVA  South  Bend,  Ind.— On  petition 
of  WJVA,  ordered  applications  for  re- newal of  license  and  transfer  of  control designated  for  consolidated  hearing  in Washington  on  Oct.  29. KCIJ  and  Frequency  Bcstg.  System, 
Inc.,  Shreveport,  La.— Denied  petition to  reconsider  and  set  aside  order  of May  16  which  designated  for  hearing application  for  license  to  cover  CP,  and application  for  assignment  of  CP  of KCIJ  to  Frequency  Bcstg.  System  and grant  same  without  hearing.  Further ordered  that  hearing  in  this  proceeding be  held  in  New  Orleans  commencing Oct.  24.  .  , 
KTXC  Big  Spring,  Tex— Denied  peti- 

FCC  roundup  Wf 
nts,  Transfers,  Changes,  Applications New  Grants 

SOX.    ScOlG  SUMMARY  THROUGH  SEPTEMBER  
27 

Summary  of  Authorizations,  Stations  on  the  Air,  Applications 
Class  On  Air  Licensed  CPs 

AM  Stations   •. . .  2,297  2,279  123 FM  Stations    651  561  101 TV  Stations    108  87  21 
*  On  the  air. 

278 9 516 In 

Hearing 

114 

change  from  daytime  only  to  fulltime 
with  100  w  night  on  its  present  fre- quency of  1280  kc  and  daytime  pow_er of  1  kw  etc.    Decision  Sept.  27. 

MEMORANDUM  OPINION AND  ORDER 
Fort  Stockton,  Tex. — By  memoran- dum opinion  and  order,  FCC  denied request  of  Trans-Pecos  Bcstg.  Co.  for oral  argument  on  its  petition  for  re- consideration of  order  released  Aug.  28 

which  denied  Trans-Pecos'  petition  for leave  to  intervene  and  enlarge  issues in  matter  of  revocation  of  construction 
permit  for  KFST  Ft.  Stockton.  Order Sept.  26. 
Non-Docket  Actions  .  .  . 

AM  GRANTS 
Norfolk,    Va.  — Rollins    Bcstg.  Inc. Granted  1050  kc,  500  w,  daytime.  Esti- 

tion  for  reconsideration  of  Commis- sion's action  of  March  14,  designating for  hearing  application  for  renewal  of license  of  KTXC,  and  for  grant  of  same. Further  ordered  that  hearing  in  this 
proceeding  be  held  in  Big  Spring  com- mencing Oct.  30. 
September  27  Applications  .  .  . 

WFNC  Fayetteville,  N.  C— Mod.  CP to  change  frequency,  power  etc,  for extension  of  completion  date. KRNT-FM  Des  Moines,  Iowa — Mod. CP  new  FM  station  for  extension  of 
completion  date. 

License  for  CP 
KPAM  Portland,  Ore.— License  for CP  new  AM  station. 
WDOR  Sturgeon  Bay,  Wis.— License for  CP  new  AM  station. WHOS-FM  Decatur,  Ala. — License  for CP  new  FM  station. 
WCOS-FM  Columbia,  S.  C— License for  CP  new  FM  station. KWAR  Waverly,  Iowa— License  for CP  new  non-commercial  educational FM  station. TV— Ch.  5  . 
KSD-TV  St.  Louis,  Mo.— CP  to  in- crease ERP  from  16  kw  vis.  8  kw  aur. to  100  kw  vis.  50  kw  aur.  etc. 

APPLICATION  RETURNED 
KDKD  Clinton,  Mo.— RETURNED  ap- plication for  license  renewal. 

SERVICE 

Twenty-four  years  of  faithful  service 

to  American  agriculture  makes  WIBW 

the  most-listened-to-station  in  Kansas 

and  adjoining  states. 

WIBW 

TheVaice^/Kansas 
in  TOPE  KA 

mated  construction  cost  $19,990.  Rollins is  also  licensee  of  WRAD  Radford,  Va. Granted  Sept.  26. 
WOOK  Silver  Spring,  Md.— Granted switch  from  1590  kc  to  1600  kc,  1  kw, 

daytime  only  and  change  in  transmitter site  from  Silver  Spring  to  Rockville. 
KEPO  El  Paso,  Tex.— Granted  in- crease to  nighttime  power  from  5  kw to  10  kw  with  10  kw  daytime  on  690  kc and  make  changes  in  nighttime  DA; engineering  conditions. TRANSFER  GRANTS 
KOLT  Scottsbluff,  Neb.— Granted  as- signment of  license  to  new  partnership of  L.  L.  Hilliard  and  Ruth  K.  Hilliard 

d/b  as  Hilliard  Co.  Former  partner, Russell  A.  Hand,  sold  his  1%  interest  to L.  L.  Hilliard  for  $1,000.  Granted 
Sept.  21. 
KGPH  Flagstaff,  Ariz.— Granted  as- signment of  license  from  Flagstaff Bcstg.  Co.  to  Frontier  Bcstg.  Co.  to 

effect  change  from  partnership  to  cor- poration.   Granted  Sept.  21. 
KXOX  Sweetwater,  Tex.— Granted assignment  of  license  from  Sweetwater Radio  Inc.  to  Radio  &  News  Inc.,  par- ent company.    Granted  Sept.  18. 
WKYB-WKYC  (FM)  Paducah,  Ky.— Granted  assignment  of  license  from Paducah  Newspapers  Inc.  to  WKYB Inc.  for  $17,400.19  cash  and  $114,460.15 

in  bonds  to  be  adjusted.  News  corpora- tion is  controlled  by  the  Paxton  family, who  also  control  Paducah  Newspapers. Granted  Sept.  26. 
WREV-AM-FM  Reidsville,  N.  C.  — 

Granted  acquisition  of  control  Reids- ville Bcstg.  Co.  Die,  licensee,  by  Wil- liam M.  Oliver  Sr.,  present  50%  owner, through  purchase  of  other  50%  for 
$3,500  plus  certain  obligations  from C.  R.  Oliver  Sr.    Granted  Sept.  26. 
WHLN  Harlan,  Ky.  and  WNVA  Nor- ton, Va.— Granted  acquisition  of  nega- tive control  Blanfox  Radio  Co.,  li- censee of  both  stations,  by  R.  B.  Helms and  Jack  T.  Helms  who  increase  their stock  interest  to  50%  through  issuance of  four  shares  (6.25%  interest)  to  J.  T. 

Helms  as  payment  for  $2,001.90  obliga- tion.   Granted  Sept.  26. 
KBUC  Corona,  Calif.— Granted  as- signment of  license  from  Elmer  J. Bucknum  and  15  limited  partners  to Mr.  Bucknum  and  12  limited  partners for  $5,885.02.    Granted  Sept.  26. 
WOW-AM-TV  Omaha,  Neb. — Granted transfer  of  control  Radio  Station  WOW 

Inc.,  licensee,  from  Francis  P.  Matt- hews and  six  other  stockholders  to Meredith  Engineering  Co.  for  $2,525,000. Meredith  Engineering  is  subsidiary  of Meredith  Pub.  Co.  and  owns  WHEN 
Syracuse,  N.  Y.,  and  has  TV  applica- tions pending  for  Albany  and  Roches- ter, N.  Y.  [BROADCASTING  •  TELE- CASTING, Aug.  13].  Granted  Sept.  26. 
New  Applications  .  .  . 

AM  APPLICATIONS 
Montrose,  Pa.  —  Montrose  Bcstg. Corp.,  960  kc,  1  kw,  day;  estimated construction  cost  $17,506.95;  first  year operating  cost  $16,500;  revenue,  $16,500. 

Montrose  Bcstg.  is  organized  as  a  non- 
profit, non-stock  corporation.  Prin- cipals are  President  W.  Douglas  Roe, executive  secretary  Montrose  Bible Conference;  Secretary  Arthur  W. Kuschke,  vice  president  F.  E.  Parkhurst 

Insurance  Inc.,  Wilkes-Barre;  Treas- urer Lynn  L.  Rider,  retired  accountant, and  four  others.    Filed  Sept.  26. 
Lamesa,  Tex.— Citizens  Bcstg.  Co., 

1360  kc,  1  kw,  day;  estimated  cost $19,250;  operating  cost  $30,000;  revenue $40,000.  One-fifth  partners  are  E.  J. Watkins,  owner  real  estate  firm;  David R.  Worley,  general  manager  KTFY Brownfield,  Tex.  and  V±  owner  New Frontier  Bcstg.  Co.  (applicant  for  new AM  station  in  Seminole,  Tex.);  Bruce 
C.  Zorns,  vice  president  Brownfield State  Bank  &  Trust  Co.  and  Yoakum 

County  State  Bank;  John  A.  Flache, farmer  and  theatre  manager;  Hubert 
F.  Nelson,  radio  sales  and  service  busi- ness.   Filed  Sept.  26. 
Denver,  Col.— New  York  Technical Institute  of  Cincinnati,  Ohio,  1380  kc, 

5  kw,  day;  estimated  cost  $33,615;  oper- ating cost  $75,000;  revenue  $85,000.  Ap- plicant has  also  filed  for  a  new  AM station  in  Cincinnati.    Filed  Sept.  25. 
TRANSFER  REQUESTS 

WLAD  Danbury,  Conn.— Transfer  of control  Berkshire  Bcstg.  Corp.,  licensee, 
from  Robert  J.  Doran,  John  C.  Doran and  John  P.  Previdi  to  James  B.  Lee through  sale  of  75%  interest  for  $30,000. Mr.  Lee  is  president  of  Frank  H.  Lee 
Co.,  hat  manufacturers,  and  part-owner Nutmeg  State  Bcstg.  Co.  which  has applied  for  TV  station  in  Waterbury, Conn.    Filed  Sept.  24. 
KHAS  Hastings,  Neb.— Transfer  of control  Nebraska  Bcstg.  Co.,  licensee, from  Fred  A.  Seaton  to  Fred  A.  Seaton and  two  members  of  his  family,  Fay  N. 

and  Richard  M.  Seaton,  through  sale of  46%  interest  for  approximately  $15,- 100.  Whereas  Fred  Seaton  now  owns 
69%,  he  and  his  father  and  brother  will each  own  23%  after  transfer.  Filed 
Sept.  24. WJHO  Opelika,  Ala. — Assignment  of license  from  old  partnership  to  new one  including  Miles  H.  Ferguson  d/b  as 
Opelika-Auburn  Bcstg.  Co.  Mr.  Fer- guson pays  other  partners  $7,500  plus for  his  Vi  interest.    Filed  Sept.  24. 
KMCO  Conroe,  Tex. — Assignment  of license  from  partnership  d/b  as  Mont- 

gomery County  Bcstg.  Co.  to  Mont- gomery County  Bcstg.  Co.  Inc.,  a  new corporation  owned  by  same  partners. Filed  Sept.  24. 
KWRN  Reno,  Nev. — Acquisition  of negative  control  Nevada  Radio-Televi- sion Inc.,  licensee,  by  Donald  W.  Rey- nolds through  purchase  of  50%  interest from  100%  owner  Kenyon  Brown  for $1,250.  Mr.  Reynolds  is  majority  owner of  Southwestern  Pub.  Co.  which  owns KFSA-AM-FM  Ft.  Smith,  Ark.,  KBRS 

Springdale,  Ark.,  and  has  applied  for TV  stations  in  Tulsa,  Oklahoma  City, 
Las  Vegas  and  Little  Rock;  he  owns part  of  KHBG  Okmulgee  Okla.,  KAKE Wichita,  Kan.  and  WIKK  Erie,  Pa.;  he 
is  also  part-owner  of  Erie  Television Corp.,  applicant  for  a  TV  station  there. Filed  Sept.  25. 
WGAD  Gadsden,  Ala. — Assignment  of license  from  General  Newspapers  Inc. to  Coosa  Bcstg.  Co.  Inc.  for  $46,000 

plus.  Principals  are  President  W.  Curtis DeLamar  (60%),  publisher  The  Gadsden 
Times;  Secretary-Treasurer  Sara  De- Lamar (30%),  housewife;  Vice  Presi- dent Mary  June  DeLamar  (10%),  stu- dent.   Filed  Sept.  26. 
WSBB  New  Smyrna  Beach,  Fla.— As- signment of  license  from  old  partner- ship to  new  partnership  d/b  as  Beach 

Bcstg.  Co.  James  D.  King  Jr.  and  Wal- ter T.  Slattery  retain  their  y3  interest. 
Roland  Jordan  Jr.  buys  J.  G.  Cobble's V3  for  $5,000.    Filed  Sept.  26. WCAZ  Carthage,  111.— Transfer  of control  Superior  Bcstg.  Service  Inc.  to Zola  N.  Compton  through  purchase  of 100%  interest  from  Chicago  Title  & Trust  Co.,  executor  and  trustee  of estate  of  her  deceased  husband,  Robert E.  Compton,  for  $25,450.    Filed  Sept.  26. 
WMUS  Muskegon,  Mich. — Assignment of  license  from  George  H.  Cross,  re- ceiver, to  Greater  Muskegon  Bcstrs. Inc.  No  consideration.  Assignment  is 

by  operation  of  law  pursuant  to  dis- charge of  receiver  in  bankruptcy.  Filed 
Sept.  26. KCRV  Caruthersville,  Mo.— Assign- ment of  license  from  Pemiscot  Bcstrs. Inc.  to  partnership  owned  by  same stockholders,  Pemiscot  Bcstrs. KRON-FM-TV  San  Francisco,  Calif. — Transfer  of  negative  control  Chron- icle Pub.  Co.,  licensee,  from  Kathleen Y.  Thieriot  and  Nion  R.  Tucker  to Charles  Thieriot  and  Phyllis  M.  Tucker through  appointment  of  latter  as  new trustees  of  25%  each.  No  monetary consideration.    Filed  Sept.  26. 
WPMP  Pascagoula,  Miss. — Acquisition of  control  Crest  Bcstg.  Co.,  licensee, 

by  Hugh  O.  Jones,  present  stockholder, through  purchase  of  568  shares  for $568.    Filed  Sept.  27. 

RCA  INSTITUTES,  INC. 
One  of  the  leading  and oldest  schools  of  Radio 

Technology  In  America,  offers  Its trained  Radio  and  Television  tech- nicians to  the  Broadcasting  In- dustry. 
Address  inquiries  to Placement  Director RCA  INSTITUTES,  INC. 

A  Service  of  Radio  Corporation 

ah' 
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ANA  Spotlight 
(Continued  from  page  2U) 

vision  and  validation  of  media 
studies,  and  (5)  to  foster  whatever 
other  research  as  may  further  the 
science  of  advertising  and  market- 

ing. Media  studies  supervised 
under  the  new  plan  may  include 
broadcast  media  as  well  as  the 
printed  media  which  formerly  were 
the  exclusive  area  of  the  founda- 

tion's attention. ARF  membership  fees  will  range 
from  $150  to  $2,000,  based  on  ad- 

vertising expenditures,  agency  bill- 
ings or  income  from  sales  of  ad- 

vertising space  or  time.  The  ex- 
panded foundation  will  not  provide 

research  services,  it  was  em- 
phasized, but  will  help  only  in  the 

direction,  planning  or  examination 
or  research  done  by  the  usual  pro- 

fessional research  organizations. 
Marion  Harper  Jr.,  president  of 

McCann-Erickson,  answered  "Is 
Adertising  Suffering  From  Over- 

production?" by  saying  the  ques- tion is  comparable  to  asking  if  too 
many  ideas  are  being  produced. 
The  function  of  advertising,  he  said, 
is  to  produce  new  ideas  and  to  effect 
action  on  them  in  competition  with 
other  ideas;  that  advertising  is  not 
capable  of  over  or  under  supply. 

Increase  in  radio  advertising  has 
been  the  greatest,  he  pointed  out, 
having  gone  up  184%  in  dollars 
and  75%  in  hours  since  1940. 

"A  12-Year  Cycle  of  Advertising 
Expenditures"  presented  by  M.  L. McElroy,  vice  president  of  ANA, 
indicated  that  advertising  expendi- 

tures for  member  companies  have 
risen  2%  times,  while  sales  ha^e 
increased  3%  times.  He  also 
found  that  a  greater  part  of  selling 
expenses  is  now  given  to  advertis- 

ing, indicating  greater  dependence 
on  advertising  in  the  total  market- 

ing job. 
Members  reported  that,  whereas 

production  by  government  contract 
has  increased,  product  shortages 
have  risen  only  slightly.  The  de- 

fense program  has  affected  rel- 
atively few  budgets,  but  more 

than  half  the  organizations  have 
altered  budgets  as  a  result  of  rising 
advertising  costs,  Mr.  McElroy  said. 

About  70%  of  the  companies  ex- 
pect a  rise  in  sales  during  1952 

and  20%  expect  to  equal  their  pres- 
ent volume,  while  50%  expect  to 

increase  their  budgets.  Advertis- 
ing budgets  will  remain,  he  re- 

ported, at  essentially  the  1951  level. 
The  final  program  feature,  spon- 

sored by  the  Advertising  Council 
under  the  chairmanship  of  Fairfax 
M.  Cone,  board  chairman  for  Foote, 
Cone  &  Belding,  was  "America  Is 
at  War  Today."  William  R.  Baker Jr.,  president  of  Benton  &  Bowles; 
Henry  G.  Little,  vice  president  of 
Campbell-Ewald  Co.,  and  Robert 
R.  Mathews,  General  Foods  Corp. 
advertising  director,  presented 
ways  advertisers  could  participate 
in  the  battle  of  ideologies. 

CBS  correspondent  Hottelet,  who 
flew  back  from  Germany  to  address 
the  advertisers,  received  prolonged 
applause  for  his  description  of  com- 

munist propaganda  methods. 
Describing  youth  rallies  held  in 

Berlin,  he  explained  the  techniques 
used  there  as  "a  staple  diet  of 
daily  propaganda." The  Kremlin  now  uses  U.  S.  ad- 

vertising  methods,   he    said,  for 
propaganda — backed  by  police. Power  of  Persuasion 

"The  power  of  persuasion,  the knack  of  simple  appeal,  repetition 
and  the  all-out  campaign  are  em- 

ployed on  a  scale  which  even 
America  has  never  known,"  he 
said.  "Propaganda  and  hate  have been  raised  to  the  pitch  where  open 
war  seems  the  logical  and  inevit- 

able next  step  in  history." Formal  dinner  for  ANA  dele- 
gates Tuesday  evening  had  stage 

show  entertainment  planned  and 
produced  by  ABC. 

Sessions  closed  with  a  luncheon 
Wednesday  at  which  C.  D.  Jackson, 
president  of  the  National  Commit- tee for  Free  Europe,  on  leave  from 
Fortune  magazine,  described  the 
work  of  Radio  Free  Europe. 

RFE,  he  said,  has  adopted  Amer- 
ican advertising  and  sales  tech- 

niques —  including  singing  com- 
mercials— for  the  business  of  sell- 

ing America.  That  technique,  he 
added,  is  one  of  the  real  reasons 
for  the  impact  of  RFE  and  is  build- 

ing hope  against  the  psychosis  of 
dispair. 

"We  are  reaching  our  audience," he  assured  ANA,  and  the  U.  S., 
once  very  close  to  becoming  a  na- 

tion of  "so-whatters,"  is  realizing, he  feels,  a  new  surge  that  will 
counteract  the  fanaticism  of  com- 

munism in  Europe. 

West  Answers 
(Continued  from  page  2U) 

based  on  the  most  commonly  ac- 
cepted, objective,  and  independent 

data  available,  he  said.  Time  span 
of  the  report  was  based  upon  mem- 

bers' needs  and  pertained  to  radio 
only  since  the  advent  of  television, 
in  order  to  avoid  the  complexities 
of  wartime  and  postwar  growth  of 
radio. 

Comparisons  between  the  value 
of  radio  and  other  media  were  not 
made,  it  was  explained,  because 
evaluations  would  have  been  too 
subjective  to  be  of  worth. 

The  studies  also  did  not  purport 
to  furnish  specific  information  on 
differences  of  television's  effect  on different  programs  and  stations,  the 
president  remarked.  "The  impact of  television  undoubtedly  has  not 
been  uniform  for  all  radio  pro- 

grams at  a  given  hour,  for  all  radio 
stations  in  a  given  city,  or  for  all 
radio  networks,"  he  said,  adding 
that  members'  own  research  sources 
could  be  used  to  gauge  the  extent 
of  those  differences. 

"It  should  hardly  be  necessary  to reaffirm  the  interest  of  the  ANA 
in  the  sound  progress  of  all  adver- 

tising media,"  Mr.  West  empha- 
sized. Proclaiming  the  mutual  in- terest of  advertisers  and  media  to 

have  effective  communication  chan- 
nels available  under  the  free  enter- 

prise system,  he  concluded,  "for this  reason  particularly,  the  ANA 
regrets  that  its  following  of  a  tra- 

ditional practice  in  issuing  the  se- ries of  radio  studies  has  been  the 
cause  of  misgivings  in  radio  circles, 
and  hopes  that  this  statement  may 
contribute  toward  a  realization  of 
the  true  and  proper  purpose  of 
these  reports." 

Telestatus 
(Continued  from  page  92) 

focused,  with  not  too  much  con- 
trast," Dr.  Foote' advised.  He  fa- vors light  in  the  viewing  room,  but 

not  placed  so  it  reflects  on  the  tube. 
*      *  * 

Rate  Card  No.  8  Issued 
By  WPTZ  Philadelphia 
WPTZ  Philadelphia  last  week  is- 

sued a  new  rate  card,  this  one 
No.  8,  effective,  today. 
New  WPTZ  rate  structure  calls 

for  a  one-time  rate  of  $1,500  per 
Class  A  hour  of  program  time; 
$1,125  per  Class  B  hour  and  $750 for  Class  C. 
Announcements  are  set  at  $300 

each  in  Class  A  time,  $225  in  Class 
B,  and  $135  for  Class  C. 

H.  Reid  Smith 
FUNERAL  services  for  Henry 
Reid  Smith,  29,  who  died  Sept.  15 
following  a  heart  attack,  were  held 
Sept.  17  in  his  home  city,  Bloom- 
ington,  Ind.  Mr.  Smith  was  pro- 

gram director  for  WJBF  Augusta, 
Ga. 

JONES  AGENCY 
To  Carry  On,  Ad  Says 

DUANE  JONES,  president  of 
Duane  Jones  Co.,  ran  full-page 
newspaper  advertisements  in  the 
New  York  Times  and  Herald-Trib- 

une last  Thursday,  assuring  his 
friends  that  he  is  remaining  in  the 
advertising  agency  business,  despite 
the  recent  changes  in  his  company. 

Preceding  the  announcement  of 
the  ad  on  Thursday,  Mr.  Jones  ap- 

peared Tuesday  as  principal  speak- 
er at  a  meeting  of  the  Assn.  of  ad- 

vertising Men  in  New  York. 
He  told  the  group  that  he  was 

still  planning  to  sue  his  ex-em- 
ployees, but  on  attorney's  advice was  not  revealing  the  grounds. 

He  did  say  that  he  was  going  to 
continue  his  agency  and  that  he 
had  two  clients  which  had  refused 
to  leave  him  and  upheld  their  faith 
in  him.  He  expected  to  go  on  a 
European  trip  around  Oct.  12  for 
two  months  and  then  return  to 
work  at  the  agency,  to  rebuild  it. 

New  WBAL  Aide 
APPOINTMENT  of  Thomas  J. 
White  Jr.  as  manager  of  news  and 
publicity  for  WBAL-AM-TV  Balti- more was  announced  last  week.  He 
has  been  a  newspaperman  since 
1939.  For  the  past  year,  he  worked 
for  the  Baltimore  News-Post  as 
picture  editor.  The  paper  and  the 
station  are  Hearst-owned  proper- ties. 

TRIED  and  PROVED 

for  5  YEARS 

A  Dramatized 

Industrial 

Educational 

Program 

for  Employees 

On  WBRY  since  1945.  Just 
renewed  on  upper  N.  Y.  sta- 

tion. Now  available  for  your 
city.  Programs  run  5  min- utes: Can  be  adapted  to 
special  local  situations. 
FOR  AUDITION  RECORDS 

AND  INFORMATION 
WRITE 

WBRY 

5,000  WATTS 
CBS  in  Waterbury,  Conn. 

Another  BM1  "Pin  Up"  Hit— Published  by  Algonquh 

(It's  No)  SIN 

On  Records:  Four  Aces— Victoria  101;  Eddy 

Howard  -  Mer.    5311;    Arthur  -  Dec 
27769;  The  Four  Buddies— Savoy  817;  Billy  Wi 
liams  Quartet-MGM  11066;  Sammy  Kaye-Col, 

39567"  Four    Knights-Cap.    1806 ,  Savannah Churchill— Vic.  20-4280;  Al  Morgan— Dec.  27794. 
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TRUMAN  SECURITY  ORDER 
DRAWS  DISTRICT  12  FIRE 
STRONG  resolution  condemning  President 
Truman's  security  order  (see  story  page  29) unanimously  adopted  Friday  at  closing  session 
of  NARTB  District  12  in  Wichita  (early  story 
on  meeting  page  32). 
New  order  gives  government  agency  heads 

"unassailable  right  to  classify  their  own  in- 
formation as  to  its  releasability,"  resolution 

said,  creating  "obvious  danger"  power  may  be exercised  to  prevent  free  dissemination  of 
news.  District  opposed  order  as  "violation  of 
the  public  interest."  District  Director  Jack 
Todd,  KAKE  Wichita,  directed  to  notify  Pres- ident Truman  of  action. 

Other  resolutions  followed  pattern  of  pre- 
vious meetings,  opposing  Benton  Bill  and  en- 

dorsing BMI,  BAB,  Director  Todd,  Dr.  Forrest 
L.  Whan's  speech  and  Wichita  Kiwanis  Glee Club.  NARTB  officials  and  Station  Relations 
Dept.  commended.  Efforts  to  depreciate  value 
of  radio  medium  condemned. 

Sales  clinic  conducted  Friday  afternoon  by 
BAB  President  William  B.  Ryan  and  Lee  Hart, 
of  BAB  Chicago  office.  Taking  part  were  George 
Collison,  KOCY  Oklahoma  City;  Budd  Blust, 
KTUL  Tulsa;  Dale  McCoy,  KFBI  Wichita; 
Gerald  Barker,  WREN  Topeka;  Allen  Page, 
KSWO  Lawton,  Okla.;  Ray  Jensen,  KSAL 
Salina,  and  George  Higgins,  KMBC  Kansas 
City. 

BASEBALL  PROBE  PLANS 
FURTHER  CONFERENCES  scheduled  be- 

tween organized  baseball  executives  and  Jus- 
tice Dept.,  following  meeting  last  week  between 

Ben  Fiery,  Cleveland  attorney  for  American 
League,  and  Louis  F.  Carroll,  New  York  at- 

torney for  National  League,  with  H.  Graham 
Morison,  Assistant  Attorney  General  in  charge 
of  Anti-Trust  Division.  Meetings  part  of  four- 
month  investigation  by  Justice  Dept.  into 
monopoly  aspects  of  organized  sports,  with 
particular  emphasis  on  exclusive  radio  and TV  broadcasts. 

ABC  CANADIAN  SERIES 
RADIO  drama  series,  Stage  52,  heard  for  eight 
years  over  Canadian  Broadcasting  Co.,  will 
be  heard  over  ABC-Radio  starting  Sunday, 
Oct.  14,  6:30-7:30  p.m.  (EST).  Weekly  series, 
described  by  one  critic  as  having  "best  rep- ertory group  on  the  North  American  Con- 

tinent" will  offer  Strindberg's  "The  Father" for  its  American  premiere,  to  be  followed  by 
plays  ranging  from  Shakespeare  to  original Canadian  works. 

ROGERS,  DILLARD  FORM 
GOOD  MUSIC  HOOKUP 

NEW  "good  music  network"  between  Wash- 
ington and  Boston  to  open  Oct.  7  under  co- 

operative venture  started  by  M.  Robert  Rogers, 
vice  president  and  general  manager  of  WGMS- 
AM-FM  Washington,  and  Everett  L.  Dillard, 
president  of  WASH  (FM)  Washington  and 
Continental  FM  Network. 

Five  programs  by  Budapest  Quartet  from 
Library  of  Congress  will  be  fed  in  October 
over  Continental  high-fidelity  facilities.  Carry- 

ing programs  will  be  WWIN-AM-FM  Balti- 
more; WFLN  (FM)  Philadelphia;  WNYC- 

AM-FM  New  York  and  KE2XCC  Alpine, 
N.  J.;  WGBH  (FM)  Boston  and  Yale  U.  cam- 

pus station  at  New  Haven.  First  program  to 
be  heard  3-5  p.m.  Oct.  7.  Backers  of  new 
hookup  contend  strong  program  distribution 
over  networks  should  provide  basis  for  FM 
development.  Both  AT&T  and  off-the-air  pick- 

ups involved. 

PRO  FOOTBALL  TELECASTS 
STARTED  BY  DU  MONT 
DuMONT  will  telecast  from  one  to  three  pro 
football  games — utilizing  26  of  60  National 
Football  League  contests  it  has  contracted  for 
— every  Sunday  through  Dec.  23.  Network 
will  be  split  on  regional  basis  with  27  stations 
participating  in  coverage  that  will  bring  every 
National  League  team  before  cameras  at  least 
once.  League  championship  game  Dec.  23  will 
cap  series. 

First  game  was  scheduled  yesterday  (Sun- 
day) between  Philadelphia  Eagles  and  Chicago 

Cardinals  in  Chicago.  Game  was  to  be  beamed 
to  14  cities,  primarily  in  midwest,  but  like  all 
games  scheduled,  was  not  to  be  shown  in  New 
York  because  league  ruling  forbids  television 
when  local  team  is  playing. 

Atlantic  Refining  Co.  through  N.  W.  Ayer 
and  Brewing  Corp.  of  America  (Carling's  Red Cap  Ale,  Black  Label  Beer),  through  Benton  & 
Bowles  and  Lang,  Fisher,  &  Stashower,  Cleve- 

land, for  their  respective  nroducts,  will  share 
sponsorship  of  all  Cleveland  Browns  games. 
Atlantic  and  Pittsburgh  local  Chevrolet  deal- 

ers, through  Ketchum.  MacLeod  &  Grove, 
Pittsburgh,  sponsor  all  Pittsburgh  Steelers 
games,  and  Atlantic  alone  will  sponsor  Phila- 

delphia Eagles. 

DUANE  JONES  PLANS  SUIT 

Closed  Circuit  | ( Continued  from  page  U ) 
50  kw  Los  Angeles  radio  key. 
WORLD  SERIES  will  be  seen  in  several  non- 
TV  cities.  AT&T  approached  by  number  of 
broadcasters  and  theatre  owners  along  micro- 

wave-coaxial routes  for  permission  to  pickup 
and  close-circuit  telecasts  of  baseball  classic 
which  begins  Oct.  3  It  will  not  identify  its 
"customers,"  but  one  is  KFEL  Denver,  which 
has  equipment  and  number  of  sets  ready  for 
use.  Another  in  same  city  is  Wolfberg  theatre 
chain  [Broadcasting  •  Telecasting,  Aug.  20]. 

WAS  FCC  CHAIRMAN  Wayne  Coy  offered  I 
executive  post  with  Ford  Foundation?  Story 
is  that  just  before  his  reappointment  last  June 
offer  was  made  by  James  Webb  Young,  con- 

sultant to  foundation,  but  FCC  chairman  on 
very  next  day  declined,  having  informed  Presi- 

dent Truman  he  would  accept  reappointment.  < 
Understood  offer  was  for  $35,000  per  year, 
with  headquarters  at  Pasadena,  Calif. 

WRITERS  of  first  drafts  of  NARTB  tele- 
vision code,  with  one  eye  on  legislators  and 

other  on  listener  reaction,  proposing  seal  of 
approval  for  code  subscribers  and  stiff 
penalties  for  violators. 

SUCCESSOR  to  Leslie  Harris,  program  man- 
ager of  NBC  radio,  who  becomes  director  of 

television  and  radio  for  Colgate-Palmolive- 
Peet  Co.  (see  story  page  54),  expected  to  be 
executive  within  production  department. 

UNDERSTOOD  number  of  broadcasters  are  ' interested   in   attending   Oct.   2   meeting  of  * 
LeBlanc  Corp.  (Hadacol)  creditors,  to  be  held 
in  New  York.   Tonic  firm  has  spent  millions 
annually  on  radio. 

FCC  SEES  NEW  COLOR  TUBE 
FCC'S  COLOR  TV  engineering  quadrum- virate — Broadcast  Bureau  Chief  Curtis  B. 
Plummer,  Chief  Engineer  Edward  W.  Allen 
Jr.,  Technical  Research  Division  Chief  Wil- liam Boese,  Laboratory  Division  Chief  Edward 
W.  Chapin — saw  Paramount-Chromatic  tri- color tube  in  action  Friday  in  New  York. 
Earlier  in  week  they  toured  RCA  Victor's 
Lancaster,  Pa.,  tube  plant,  saw  also  the  RCA- 
developed  tri-color  tube. 

TELFORD  TAYLOR  NAMED 
TELFORD  TAYLOR,  43-year-old  counsel  of 
Joint  Committee  on  Educational  Television, 
nominated  Friday  by  President  Truman  to  be 
administrator  of  Small  Defense  Plants  Ad- 

ministration. He  represented  U.  S.  in  prosecu- tion of  Nazi  war  criminals  and  was  former 
FCC  general  counsel. 

CBS  RENAMES  SPOT  DIVISION 
DUANE  JONES,  president  of  Duane  Jones  Co., 
said  Friday  former  advertising  client  would  be 
named  as  defendant  with  nine  former  employes 
in  million-dollar  suit  to  be  filed  in  New  York 
next  week.  He  affirmed  his  decision  to  remain 
in  advertising  business.  He  will  retain  part 
of  present  quarters,  cutting  space  from  17,000 
feet  to  2,000.  He  also  predicted  he  would  start 
with  about  $1.5  million  billing  for  coming  year 
as  compared  with  the  $15  million  he  had. 
Although  Mr.  Jones  did  not  reveal  accounts 
he  is  retaining  it  was  understood  that  Bonomo 
candy  would  be  one  of  them. 

RADIO  SALES,  CBS  Radio  Division's  station representation  unit,  renamed  CBS  Radio  Spot 
Sales  effective  today  (Monday).  Ralph  W. 
Goshen,  of  CBS-owned  WBBM  Chicago  sales 
staff,  appointed  account  executive  of  CBS  Ra- 

dio Spot  Sales. 

BRICKER  SECURITY  BILL 
A  BILL  calling  for  repeal  of  President  Tru- 

man's security  order  covering  release  of  in- 
formation by  federal  agencies  introduced  in 

Senate  late  Friday  by  Sen.  John  W.  Bricker 
(R-Ohio)   (see  story,  page  29). 

CBS-TV  LEASES  THEATRE 
CBS  Television  Division  leasing  Monroe  Thea- 

tre, former  motion  picture  theatre  at  76th 
and  First  Ave.,  New  York,  under  five-year 
contract.  Upon  conversion  it  will  be  CBS- 
TV's  14th  (and  largest)  studio  in  New  York. 
It's  to  be  designated  "Studio  61,"  is  slated  to be  ready  for  use  by  Fred  Waring  Show  and 
two,  perhaps  three,  five-a-week  daytime  pro- 

grams about  mid-December. 
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That's  what  you  want,  isn't  it?  In  advertising  that  means  more  sales  impressions 
per  dollar  spent. 
No  other  medium  can  approach  radio  in  reaching  a  lot  of  people  at  low  cost. 
In  a  market  that  is  nearly  1/1  Oth  of  America,  one  station— WLW—  reaches 
more  people  more  frequently  and  at  lower  cost  than  any 
other  medium  available. 

If  you're  really  serious  about  wanting  more  for  your  advertising  dollar, 
if  you're  concerned  about  the  cost  of  reaching  people,  you  should  see  the  new 
presentation,  "What  Price  People?"  We'll  be  glad  to  show  you 
this  factual  story  about— 

THE  NATION'S  MOST  MERCHANDISE- ABLE  STATION 

J 
1 



Electron  tubes  are  the  nerve  ends  of 
military  intelligence— in  systems 
set  up  and  maintained  by  RCA  Service 
Company  field  engineers. 

E/ecfron  7c/6&  h/M  a  m/'/ffary  m/nc/ 

With  the  rapid  advance  of  airplanes,  tanks,  fast 
ships,  and  mechanized  weapons,  a  swift,  sure 
means  of  communication  and  detection  is  as  im- 

portant as  the  weapons  themselves.  It  is  provided 
—by  electron  tubes  and  electronics. 

So  important  is  this  area  of  military  intelligence 
that  RCA  Service  field  engineers— here  and  abroad— 
have  lifted  their  efforts  to  new  peaks.  Working  with 
our  Armed  Forces,  they  install  and  maintain  such 
communications  systems  as  short-wave  radio  and  port- 

able radiotelephones.  They  work  with  systems  of 

detection,  such  as  radar.  They  help  ships  and  planes 
navigate  with  loran  and  shoran.  These  engineers  are 
the  link  between  research  developments  made  at  RCA 
Laboratories— and  America's  military  strength. 

The  number  of  RCA  field  engineers  has  tripled  since 
World  War  II.  And  they  serve  where  needed,  wherever 
an  electron  tube's  "military  mind"  can  be  of  military  use. *         *  * 
See  the  latest  wonders  of  radio,  television,  and  electronics 
at  RCA  Exhibition  Hall,  36  West  49th  Street,  N.  Y.  Admis- 

sion is  free.  Radio  Corporation  of  America,  RCA  Ruilding, 
Radio  City,  New  York  20,  N.  Y. 

Practical  training  of  military  personnel 
—in  classes,  factory,  and  the  field— is  a 
basic  part  of  RCA  Service  Company'; work  with  our  Armed  Forces. 

f?J\£>/<>  CORPORATION  o-f  AMERfCA 
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WOR-tv  channel  9 

New  York's  greatest  tv  sports  station programming  The  World  Series,  Brooklyn  Dodgers,  All-Star  baseball  game,  boxing,  wrestling,  collegiate 
basketball,  pro  and  collegiate  football  highlights... 

expands  its  1951 

fall  schedule! 

The  station  whose  main  events  on  Tuesday, 
Thursday  and  Saturday  attracted  a  41% 
larger  audience  than  the  Madison  Square 
Garden  events  during  the  1950-51  season 
now  brings  you  the  strongest  sports  line- 

-  up  ever  seen  on  any  tv  station 
Monday-Boxing,  IBC  Bouts  from  1^   F  3 St.  Nicholas  Arena 

*  Tuesday-Boxing  from  Westchester  County  Center 
Wednesday— Wrestling,  from  Ridgewood  Grove  (in 

October);  Basketball,  from  Columbia, 
Fordham  and  St.  Francis  College... 
from  their  own  gyms  (in  December) 

*  Thursday-Boxing,  from  Sunnyside  Gardens 
Friday— Wrestling,  from  Jamaica  Arena 

*  Saturday-Boxing,  from  Ridgewood  Grove 

These  top-premium  sports  availabilities  guaranteed  against 
preemption. . .  at  a  cost  any  sponsor  can  afford. 

write,  wire  or  phone 

WOR-tv channel  9 

at  1440  Broadway,  in  New  York 

Bouts  under  the  supervision  of  one  of  the  greatest  promoters  and  matchmakers  in  the  fight  game,  Joe  McKenna.- 

year 



M.C.  Donald  "Red"  Blanchard  —  teller  of  humorous  tales 

INTRODUCING 

THE 

RED  &LANCUAM)  SHOW 
A  New  Concept  in  WLS  Morning  Programming 

.  .  .  offering  advertisers  a  tremendous  Midwest  Audience  at 
Economical  Participation  Rates! 

Presenting  "The  Red  Blanchard  Show"— a  new,  exciting  live-talent  participa- 
tion program,  7:00-7:40  each  morning,  Monday  thru  Saturday.  Using  the 

WLS  pre-tested,  time-proven  formula  of  live-talent  block  programming,  "The 
Red  Blanchard  Show"  is  offering  listeners  a  Saturday  night  Revue  for  morn- 

ing enjoyment!  In  addition,  each  day  Captain  Stubby  and  the  Buccaneers, 
famous  NATIONAL  BARN  DANCE  favorites  are  featured  —  plus  other 
outstanding  WLS  entertainers.  Comedian  Donald  "Red"  Blanchard,  the  mid- 

west's laughable  comic  favorite,  M.C.'s  the  entire  revue. 
There  is  something  to  please  all  tastes:  Service  features  — weather— time  — 

temperature;  comedy;  musical  favorites  both  vocal  and  instrumental  —  all 
combined  in  that  informal,  friendly  manner  which  has  proven  so  enormously 
successful  on  the  Saturday  night  NATIONAL  BARN  DANCE. 

A.  C.  Nielsen's  Chicago  Station  Area  Reports  have  consistently  shown  the 
7:00-7:40  A.M.  WLS  time  to  reach  top  available  audiences.  Your  Blair  man 
can  give  you  complete  audience  information. 

WLS  accepting,  believing  morning  listeners  are  being  reached,  and  most 
economically,  too!  Each  day's  program  is  designed  for  sales  on  an  effective 
participation  basis,  with  live  or  transcribed  announcements. 

See  your  Blair  man  today  for  complete  details  on  the 
Red  Blanchard  Show— profitably  programmed  for  you. 

890  KILOCYCLES.  50,000  WATTS,  ABC  NETWORK  -  REPRESENTED  BY  \,  JOHN  BLAIR  &  COMPA 

-with  Donald  "Red"  Blanchard 
and  featuring  Captain  Stubby 

and  the 
Buccaneers  and  Phyllis  Brown 

Captain  Stubby  and  the  Buccaneers  — from  musical  mad-caps  to  soft  interpretations 

Phyllis  Brown  — The  Little  Melody  Miss 
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*  Providence  Hooper ;  June  -  July ,  1951 
*  *  Independent  Station  ranking ,  Hooper ;  June  •  July ,  1951 

WHIM  Leads  All  Independents 

Hooper  proves  , 

WHIM  not  only  leads  all  sta- 
tions in  Providence  -*  morning 

and  afternoon ,  * 
but . . . 

WHIM  also  tops  all  indepen- 
dents  throughout  the  United 

States  -  morning  and  afternoon.  *  * • 
No  Baseball  -  Just  Music  &  News 

1000  watts  WHIM    1110  kc 

Providence,  Rhode  Island 

Represented  Rationally  by  the  3ieadley'Rreed  Company 
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The  Action  Suits  the  Words . . . 

During  the  most  recent  visit  of  the  Red  Cross 
Bloodmobile  to  Wilmington,  WDEL-TV's 
local  news  reporter,  James  Adshead,  was 
among  several  hundred  men  and  women 
who  contributed  blood  for  use  in  Korea.  A 
WDEL-TV  news  cameramanfilms  theevent 

for  telecasting  on  "Delaware  Newsreel.'''' 
The  local  news  program,  "Delaware  News- 

reel"  is  presented  four  times  weekly.  For 
this  program,  two  WDEL-TV  cameramen  cover 
all  important  news  events  in  Wilmington  and 
surrounding  areas.  During  September,  Adshead 
appealed  for  volunteers  to  support  the  Red  Cross 
Campaign  for  blood,  and  suiting  action  to  the 
words,  he  was  one  of  the  first  in  line  the  morning 

the  drive  opened.  Films  made  of  him  in  the  Red 
Cross  Bloodmobile  were  shown  on  "Delaware 
Newsreel"  the  same  night.  This  TV  publicity contributed  to  the  success  of  the  drive  .  .  .  and 
helped  to  create  active  interest  among  hundreds 
of  future  blood  donors. 

The  "Delaware  Newsreel"  telecasts  are  but 
one  of  the  many  local  programs  carried  by 
WDEL-TV  in  an  endeavor  to  meet  the  public 
needs  of  the  communities  it  serves. 

WDEL-TV 
WILMINGTON,  DELAWARE 

WDEL 
Represented  by 
ROBERT  MEEKER  ASSOCIATES Chicago  •  Los  Angeles  •  San  Francisco  •  New  York 
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CLOSED  CIRCUIT 

*  WILL  CORNELL  U.  become  the  CBS  Televi- 
sion laboratory  for  educational  and  public 

service  programs?  Under  active  consideration 
is  plan  whereby  broadcast-minded  Ivy  League 
institution  would  produce  programs,  acting  in 
effect  as  CBS  Television  educational-public 
service  headquarters.  J.  L.  Van  Volkenburg, 
CBS  Television  president,  and  Michael  R. 
Hanna,  general  manager  of  Cornell's  WHCU 
and  Rural  Radio  Network,  it's  ascertained, 
have  plan  under  advisement,  with  decision  ex- 

pected within  fortnight. 

SHORTLY  TO  BE  announced  will  be  promo- 
tion of  William  R.  McAndrew,  general  man- 
ager of  NBC's  Washington  stations  (WRC- 

AM-PM,  WNBW  (TV)),  as  director  of  NBC 
television  public  affairs  (news,  special  events, 
etc.)  newly  created  position  with  headquarters 
in  New  York.  Gene  Juster,  program  director 
under  Mr.  McAndrew,  expected  to  succeed  him 
with  Charles  de  Lozier,  commercial  manager 
of  TV,  as  assistant  manager. 

"  SOME  serious-minded  writers  of  TV  code  con- cerned over  prospect  Chicago  member  meeting, 
behind  locked  doors,  may  bring  revival  of  1947 
oratorical  riot  that  led  to  watering  down  of 
original  radio  standards. 

ROUGH  going  is  predicted  for  any  TV  code 
clause  covering  amount  of  time  sponsor  iden- 

tification symbols  may  be  shown  on  screen, 
j    judging  by  first  reaction  to  idea. 

PUBLIC  RESPONSE  to  the  RCA  advertise- 
ment in  New  York  papers  last  week  reportedly 

brought  enough  requests  for  tickets  to  color 
demonstrations  to  make  the  10-day  exhibition 
a  standing-room-only  hit.  Admen  pointed  out 
that  answering  the  ad  involved  clipping  a 
coupon.  RCA's  three  daily  color  tests  will  be given  at  Center  Theatre,  which  has  seating 
capacity  of  125  (see  story  page  74). 

PART  or  all  of  FCC  funds  requested  for  vital 
monitoring  activities  stand  good  chance  of  be- 

ing restored  by  Senate  Appropriations  Com- 
_ mittee.  After  revelation  that  FCC  had  tracked 

spurious  transmitter  signals  in  District  of  Co- 
lumbia, members  said  to  look  upon  monitoring 

value  in  new  defense  light.  Budget  sought 
$1,340,000,  which  House  committee  pared  to  $1 
million  and  economy-minded  House  deleted. 

YOU  can  write  off  new  Taft-Hartley  election 
requirement  now  pending  on  Hill  as  of  little 
significance  to  broadcasters.  Bill  (S  1959) 
would  permit  employer  and  union  to  agree  on 
union  shop  contract  without  special  election  as 
heretofore.  Amendment  would  eliminate  need 

I  for  new  elections  in  over  4,700  cases,  with  only 
|  small  minority  involving  radio-TV.  Legisla- 

tion passed  Senate,  now  pends  in  House. 
Controversy  arose  with  SCOTUS  decision  in- 

(Continued  on  page  6) 
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MRS.  HORTON  RCA  DIRECTOR; 
5(ty  VOTED  ON  COMMON 
MRS.  DOUGLAS  HORTON  was  elected  to 
RCA  Board  of  Directors,  first  woman  to  serve 
in  that  capacity,  at  regular  board  meeting, 
Brig.  Gen.  David  Sarnoff,  chairman,  announced 
Friday.  She  succeeds  Arthur  E.  Braun,  mem- 

ber since  1921,  who  resigned  both  his  RCA 
and  NBC  directorships. 

Mrs.  Horton,  vice  president  of  Council  of 
Churches  of  Christ  in  America,  became  first 
woman  to  serve  on  NBC  board  when  she  was 
elected  to  that  position  last  December.  As 
Mildred  McAfee,  she  served  as  president  of 
Wellesley  College  and  as  commander  of  the 
Waves  during  the  second  World  War. 
At  same  board  meeting,  dividend  of  50 

cents  per  share  was  voted  on  RCA  common 
stock,  payable  Nov.  26  to  holders  of  record 
as  of  the  Oct.  19  close.  The  semi-annual 
dividend  brings  total  payment  this  year  to 
$1  per  share. First  preferred  stock  was  voted  on  87% 
cent  dividend  for  the  Oct.  1-Dec.  31  period, 
payable  Jan.  2,  1952,  to  holders  as  of  Dec.  17. 

HARKNESS  URGES  MEETING 
ON  CENSORSHIP  MUDDLE 
MEETING  of  radio  news  executives  and  editors, 
including  Washington  radio  and  news  corre- 

spondents, urged  Friday  by  Richard  Harkness, 
NBC  commentator,  to  clear  up  confusion  over 
security  and  censorship  issue  (early  story 
page  25). While  President  Truman  has  indicated  he  has 
no  immediate  plan  to  revive  wartime  Office  of 
Censorship  (see  editorial  page  56),  Mr.  Hark- 

ness said  Thursday  censorship  mixup  at  White 
House  had  left  radio  newsmen  as  well  as  news- 

paper correspondents  baffled  over  security 
policies.  He  added  Joseph  Short,  President's 
press-radio  secretary,  would  have  called  in 
newsmen  at  Thursday  conference  with  govern- 

ment news  chief  if  Administration  were  acting 
in  good  faith. 

BITTER  condemnation  of  Benton  "censor- 
ship board"  proposal  voted  unanimously  Fri- day by  NARTB  District  14  at  Salt  Lake  City 

meeting  (early  story  page  29),  with  postscript, 
"Connecticut  broadcasters  please  take  note." 

Postscript  referred  to  Sen.  Benton's  re-elec- tion campaign  next  year. 
Frontal  attack  on  President  Truman's  recent 

order  extending  security  regulations  to 
civilian  agencies  also  embodied  in  second 
resolution  passed  unanimously.  This  further 
disapproved  "any  form  of  censorship  of  news from  any  government  agency  with  the  single 
exception  of  such  news  as  might  actually  en- 

danger the  security  of  the  nation." Other  District  14  resolutions,  also  adopted 
unanimously,  voiced  appreciation  of  regime  of 
District  Director  William  C.  Grove,  KFBC 
Cheyenne,  and  commended  his  efforts  on  be- 

BUSINESS  BRIEFLY 

TEXCEL  SPOTS  •  Industrial  Tape  Corp., 
New  Brunswick,  N.  J.  (Texcel  cellophane  tape), 
has  started  spot  radio  and  TV  campaign 
tripling  company's  normal  ad  outlay.  Is  using 13  and  26-week  contracts  for  three  weekly  spot 
participations  in  11  markets  for  TV  and  store- 
cast  advertising  of  12  spots  per  week,  13  weeks, 
in  three  radio  markets.  Agency,  Kenyon  & 
Eckhardt,  New  York. 
CHICLE  MYSTERY  •  American  Chicle  Co., 
New  York,  to  sponsor  The  Top  Guy,  mystery 
drama,  on  ABC-TV,  Wed.,  8:30-9  p.m.,  begin- 

ning Oct.  17.  Agency,  Dancer-Fitzgerald-Sam- 
ple, New  York. 

ZENITH  RADIO-TV  •  Zenith  Radio  Corp., 
Chicago  (hearing  aid),  will  start  radio-TV  spot 
schedule  in  early  November  using  one-minute 
spots  in  all  TV  and  120  AM  markets,  13  weeks. 
Agency,  MacFarland-Aveyard,  Chicago. 

GENERAL  MILLS  TV  #  General  Mills, 
Minneapolis,  to  sponsor  Betty  Crocker  Star 
Time  weekly  on  ABC-TV,  12-12:30  p.m.,  start- 

ing Sat.,  Nov.  3.  Agency,  Dancer-Fitzgerald- 
Sample,  New  York. 

HOUSE  PASSES  BAN  ON 
RADIO  RECRUITING  FUNDS 
HOUSE  Friday  passed  and  sent  to  Senate 
amendment  to  defense  funds  bill  to  prohibit 
use  of  military  funds  for  all  recruitment  ad- 

vertising. Original  proposal  banned  sponsor- 
ship only  of  radio-TV  shows,  but  conferees reversed  themselves  late  Thursday. 

Overall  ban  provided  at  end  of  earlier 
Senate  amendment  which  would  limit  expendi- 

tures for  Defense  Dept.  public  information 
activities  to  $10,950,000.  Proviso  adds  that 
"none  of  the  funds  in  this  act  (HR  5054)  shall 
be  used  or  expended  in  connection  with  recruit- 

ment advertising  including  sponsorship  of 
radio  and  television  shows  by  the  Dept.  of 
Army,  Dept.  of  the  Navy  and  the  Dept.  of 
the  Air  Force"  (early  story  page  25). 

half  of  technical  employment  relief  for  small 
and  medium  stations;  praised  NARTB  Presi- 

dent Harold  E.  Fellows  and  his  administration 
with  emphasis  on  activities  protecting  radio's welfare  and  freedom;  criticized  attempts  to 
bring  down  radio  rates  and  undermine  eco- 

nomic status  of  industry;  called  for  coopera- 
tion in  promotion  of  peace. 

Another  resolution  commended  NARTB 
headquarters  staff,  pointing  especially  to 
activities  concerning  such  legislation  as 
O'Mahoney  rider  to  defense  bill  and  its  ban 
on  radio-TV  recruitment  advertising.  Carl 
Haverlin,  BMI  president,  was  lauded  for  his 
organization's  accomplishments. 

for  more  AT  DEADLINE turn  page  } 
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In  this  Issue— 
NBC  announces  innovations  for  advertisers 

and  affiliates  in  far-reaching  step  which  may 
alter  policies  of  all  networks.    Page  23. 

Broadcasting,  TV  employes  highest  paid  in  any 
industry.    Page  23. 

Indignation  grows  over  Pres.  Truman's  order 
governing  release  of  government  informa- tion. Remarks  at  White  House  conference 
add  to  confusion.    Page  25. 

Editorial,  "You  Can't  Say  That,"  sees  need  for 
Office  of  Censorship  to  ride  herd  on  indis- 

criminate government  suppression  of  news. 
Page  56. 

Hearing  set  for  Nov.  9  on  objections  to  petition 
for  reorganization  filed  by  LeBlanc  Corp., 
producers  of  Hadacol.  Page  27.  In  Wash- 

ington the  FTC  filed  a  formal  complaint 
challenging  Hadacol  claims.    Page  84. 

Radio  today  used  by  more  advertisers,  invest- 
ing more  money  than  ever  before,  Jerry 

Stolzoff,  of  Foote,  Cone  &  Belding  told  mem- bers of  Adv.  Federation  of  America  at 
Wilkes-Barre,  Pa.,  Saturday.    Page  40. 

NARTB  President  Harold  Fellows  warns  of 
inherent  dangers  to  free  speech  in  legisla- 

tion sponsord  by  Sen.  William  Benton  (D- 
Conn.).  Page  29.  NARTB  District  14  meet- 

ing hears  plan  to  explore  all  types  of  in- surance for  stations.  Page  29. 

On  Capitol  Hill  House  Interstate  &  Foreign 
Commerce  Committee  called  on  FCC  Chair- 

man Wayne  Coy  and  Commissioners  Paul 
A.  Walker  and  Robert  F.  Jones  for  explana- 

tions of  application  renewal  provisions  of 
the  Communications  Act.  Page  53.  Illness 
of  Commissioner  Frieda  B.  Hennock  tem- 

porarily postponed  windup  of  Senate  Judi- ciary Committee  hearings  on  nomination  to 
federal  judgeship.  Page  27.  Sen.  Edwin  C. 
Johnson  (D-Col.)  made  pithy  observation on  reservation  of  educational  channel  for 
TV.  Page  71. 

Defense  Mobilizer  Charles  E.  Wilson  in  third 
quarterly  report  said  present  inventory  of 
TV  and  radio  sets  will  help  offset  temporary 
production  decreases.  Page  30.  The  signal 
control  bill  to  implement  President's  power to  seize  facilities  under  Communications  Act 
won  sweeping  approval  from  House.  Page 
37.  A  Senate-House  conference  committee 
moved  to  prohibit  spending  of  recruiting 
money  for  radio  and  TV  programs.  Page  25. 

Among  management  changes  are:  Transfer  of 
Allen  L.  Haid  to  vice  president  and  manag- 

ing director  of  WSPD,  WSPD-TV  Toledo;  J. 
Robert  Kerns  to  vice  president  and  manag- 

ing director  of  WSAI  Cincinnati  and  Glenn 
Jackson  to  managing  director  of  WMMN 
Fairmont,  W.  Va.,  for  the  Fort  Industry  Co. 
Page  46.  John  T.  Murphy  and  Kieran  T. 
Murphy  made  vice  presidents  of  Crosley 
Broadcasting  Corp.  Page  58.  Kenneth  B. 
Murphy  named  general  manager  of  WORC 
Worcester.  Page  68.  Harry  Folts  made 
manager  of  WINS  New  York.  Page  24. 
Richard  A.  Stevens  made  director  of  Schei- 
deler,  Beck  and  Werner.    Page  24. 
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WOODS,  WARWICK  FORM 
AGENCY  IN  NEW  YORK 
MARK  WOODS,  former  president  and  vice 
chairman  of  ABC,  and  J.  R.  Warwick,  former 
vice  president  and  director  of  Warwick  & 
Legler,  announced  Friday  formation  of  Woods 
&  Warwick  Inc.,  advertising  agency.  Tem- 

porary quarters  located  in  Chrysler  Bldg., 
New  York.  Clients  and  principal  personnel 
will  be  announced  first  of  year. 
Former  vice  president  and  treasurer  of 

NBC,  Mr.  Woods  organized  Blue  Network  and 
was  elected  its  president  in  January  1942.  He 
remained  president  when  Blue  Network  was 
purchased  by  Edward  J.  Noble  and  its  name 
changed  to  ABC.  He  was  elected  vice  chair- 

man of  ABC  in  January  1950,  resigning 
June  1,  1951. 

Mr.  Warwick  began  his  advertising  career 
with  Frank  Presbrey  Co.  in  1931.  He  has 
been  with  Warwick  &  Legler  since  1932  as 
vice  president,  stockholder,  director,  and  mem- 

ber of  plans  board  from  1936  until  his  resigna- tion Oct.  1.  He  has  served  such  accounts  as 
Sherwin-Williams,  Vick  Chemical  Co.,  William 
R.  Warner  &  Co.,  Motorola,  George  W.  Luft 
Co.,  Capehart-Farnsworth,  Kingan  &  Co.,  and 
Equitable  Life  Insurance. 

FOUR  STATION  SALES  OK#D 
FCC  approved  following  station  sales  Friday: 
WIAC  San  Juan  to  El  Mundo  Broadcasting 
Corp.  (WKAQ)  same  city  for  $480,000  [Broad- 

casting •  Telecasting,  Aug.  13];  KELP  El 
Paso  to  Trinity  Broadcasting  Corp.,  licensee  of 
KLIF,  Oak  Cliff,  Tex.,  under  a  lease  arrange- 

ment [Broadcasting  •  Telecasting,  Sept.  10] ; 
KWIN  Ashland,  Ore.,  to  Leslie  V.  Bahr  and 
James  A.  Strockland,  paying  $25,000  for  51.4% 
of  stock;  WBEL  Beloit,  Wis.,  positive  control 
to  L.  O.  Fitzgibbons  for  $13,333.33  for  half  of 
Lloyd  Burlingham's  interest. 
TV  TUBE  SALES  RISE 
AUGUST  sales  of  TV  picture  tubes  to  set 
makers  totaled  210,043  tubes  compared  to 
89,144  in  July,  according  to  Radio-Television 
Mfrs.  Assn.  Of  August  sales,  98%  were  16 
inches  or  larger  and  93%  rectangular.  Eight- 
month  TV  tube  sales  were  2,851,222  units. 

ALTERNATE  SPONSORSHIP 
Philco  Corp.  and  Goodyear  Tire  &  Rubber  Co. 
will  alternate  sponsorship  of  Television  Play- 

house over  NBC-TV  (Sun.,  9-10  p.m.  EST) 
starting  with  Goodyear  Oct.  14.  Agencies, 
Hutchins  Adv.  Co.,  Philadelphia,  and  Young  & 
Rubicam,  New  York,  respectively. 

Oct.  8-9:  District-  17  NARTB  Meeting,  Davenport 
Hotel,  Spokane,  Wash. 

Oct.  11-12:  District  15  NARTB  Meeting,  Clift 
Hotel,  San  Francisco,  Calif. 

Oct.    18:   Affiliates  Committee   Meeting,  Hotel 
Stevens,  Chicago. 

Oct.    18:    NBC-TV    Affiliates    Meeting,  Hotel 
Stevens,  Chicago. 

Oct.   19:  NARTB  Television  Membership  Meet- 
ing, Hotel  Stevens,  Chicago. 
(More  Upeomings  on  page  38) 

Closed  Circuit 
(Continued  from  page  5) 

validating  union  shop  pacts  on  issue  of  non- Communist  affidavits. 

CHARGE  by  Dudley  LeBlanc  that  FTC  com- 
plaint against  Hadacol  was  politically-inspired 

because  he  seeks  gubernatorial  seat  in  Louisi- 
ana categorically  denied  in  Commission  quar- 

ters. Authorities  point  out  Hadacol  ad  claims 
were  under  scrutiny  long  before  Sen.  LeBlanc 
announced  candidacy.  It's  also  known  that FTC  has  had  formal  complaint  under  wraps 
for  past  few  months  (see  story  page  84). 

WNBC  New  York  planning  entry  into  all-night 
broadcasting"  field  in  near  future,  as  soon  as 
program  plans  now  under  development  can  be 
completed.  In  this  move,  NBC's  New  York key  station  would  be  following  example  of  net- 

work's Chicago  O&O  station,  WMAQ. 

THOUGH  FINAL  decision  may  await  Mutual 
affiliates'  approval  of  overall  MBS-MGM  pro- 

gram tieup  [Broadcasting  •  Telecasting, 
Sept.  24],  it's  expected  that  among  existing programs  that  will  go  into  the  six  evening 
hours  to  be  supplied  weekly  by  MGM  radio 
attractions  will  be  Story  of  Dr.  Kildare,  Hardy 
Family,  Adventures  of  Maisie,  Grade  Fields 
Show,  Crime  Does  Not  Pay,  and  hour-long 
MGM  Theatre  of  the  Air. 

BAYLOR  CHIDES  SENATOR 
FOR  RADIO  PREJUDICE 
USE  of  radio  advertising  for  Armed  Forces 
recruiting  can  bring  more  recruits  per  dollar 
spent  than  any  other  medium,  Dave  Baylor, 
vice  president  and  general  manager  of  WJMO 
Cleveland,  wrote  Sen.  Joseph  O'Mahoney  (D- 
Wyo.)  in  answering  criticism  over  use  of  paid time  and  space. 

Sen.  O'Mahoney  is  author  of  amendment  to 
proposed  defense  funds  bill  which  would  pro- 

hibit use  of  funds  for  radio  and  TV  recruiting. 
Mr.  Baylor  wrote  he  was  unable  to  under- 

stand why  radio  is  being  singled  out  for  critic- 
ism in  spending  advertising  money  when  radio 

and  TV  total  combined  would  be  less  than 
sum  spent  in  other  media. 
Use  of  the  Frankie  Laine  program,  Bill 

Stern  sports  series  and  Game  of  the  Week  were 
defended  in  letter.  Mr.  Baylor  said  Armed 
Forces  are  trying  to  reach  18-year-olds,  who 
spend  more  time  listening  to  radio  than  read- 

ing national  weeklies  and  are  more  influenced 
by  radio  than  by  printed  media. 

As  to  WJMO,  Mr.  Baylor  said  station  had 
received  $761  in  4V2  years  from  Armed  Forces 
recruiting  advertising  but  had  donated  $6,448 
in  time  to  same  agencies. 
"The  thing  which  disturbs  me  most,"  he 

concluded,  "is  that  radio,  which  has  un-, doubtedly  done  more  in  the  way  of  giving  of 
its  facilities  and  talents  to  Armed  Forces 
recruiting,  without  compensation  of  any  kind, 
than  any  other  medium,  is  as  usual  being 
singled  out  for  public  criticism.  All  I  want 
to  know  is  why?" 
SCRANTON  TV  APPLICATION 
TV  APPLICATION  for  Scranton,  Pa.,  filed  Fri- 

day by  WGBI-AM-FM  for  Channel  22,  200  kw radiated  power.  Station  plans  $326,099  for; 
construction,  $100,000  per  year  for  operation, 

for  more  AT  DEADLINE 
see  page  106  } 
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The  Boiling  Company  was  founded 

on  the  principle  that  it  is  better  to 

serve  a  few,  well-managed  stations 

thoroughly  than  a  lot  of  them  hap- 

hazardly. This  principle  has  paid  off 

for  The  Boiling  Stations!  Ask  them  I 



DOLLAR  FOR  DOLLAR  THE  XL  STATIONS  DELIVER  THE  BIGGER  MARKET 

if 

There  are 

to  sell! 

In  a  recent,  thorough  investigation  Advertising 
Research  Bureau  (ARBI)  interviewed  scores  of  persons 

who  shopped  in  ADVERTISED  stores  LEARNED  that  some 
people  get  their  information  by  listening  others  by 

Reading  .  .  .         ̂ ^^K   ■  • 

SDoVa°e 

■35»»*:;:.:.. LET  US  PROVE  IT! 
Clip  this  coupon  and 
receive  the  "Proof  of 
Putting" 

KXL  KXLY  KXLF 
KXLL     KXLJ       KXLK  KXLQ 
Eastern  Sales  Manager  -  Wythe  Walker  -  New  York 
Western  Sales  Manager  -  Tracy  Moore  -  Los  Angeles 
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N  ow  MORE  than  10  per  cent  of  total  U.  S.  retail  sales 
is  concentrated  in  the  prosperous  Middle  West  area 
served  by  Station  WMAQ. 

Almost  14  billion  dollars,  an  increase  of  632  per  cent  in 
dollar  volume  in  the  past  10  years,  are  spent  annually  for 

consumer  goods  in  thriving  WMAQ-land  where  popula- 
tion has  increased  13.5  per  cent  in  the  past  10  years  .  .  . 

where  per  capita  income  buying  power  is  13  per  cent 
above  the  national  average  .  .  .  where  home  building  is 
19  per  cent  above  10  years  ago . . .  where  industrial  growth 
is  first  in  the  nation  . . .  where  more  people  listen  daily  to 
WMAQ  than  to  any  other  radio  station. 

Start  cash  registers  ringing  for  your  product  or  service 
by  contacting  WMAQ,  Merchandise  Mart,  Chicago,  or 
your  nearest  NBC  Spot  Sales  Office  NOW. 

Sources:  Rand  McNally  1951  Commercial  At- 
las, U.  S.  •Bureau  of  Census,  Standard  Rate and  Data,  Chicago  Association  of  Commerce and  Industry,  BMB  Study  No.  2. 

NATIONAL    BROADCASTING  COMPANY 
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Kcrdio  reaches  customers  with  split-second  speed  and  gets 

immediate  action.  Economically! 

As  illustrated  by  the  case  of  the  poultry  shipper  who  found  that, 

due  to  postal  regulations,  he  had  to  sell  5,000  baby  chicks  (held  up  by  a 

shipping  delay)  within  forty-five  minutes.  He  brought  his  problem  to 

the  attention  of  kmox  (represented  by  CBS  Radio  Spot  Sales).  And  kmox 

immediately  brought  the  story  to  the  attention  of  its  listeners.  The  result? 

A  full  five  minutes  before  the  deadline,  all  the  chicks  were  gone 

. . .  all  5,000  of  them  sold  within  forty  minutes.  By  one  announcement! 

Any  time  you  want  to  sell— whether  it's  a  one-shot  emergency, 

a  seasonal  drive  or  a  sustained  year-round  campaign  — Radio  is  the  way 

to  do  it  easily  and  economically.  And  the  way  to  use  Radio  most 

effectively  in  thirteen  of  your  best  markets  is  to  use  the  stations 

represented  by  CBS  Radio  Spot  Sales* 

*CBS  RADIO  SPOT  SALES  represents: 
WCBS,  50,000  wotls-New  York 
WCCO,  50,000  watts-Minneapolis 
KMOX,  50,000  watts-St.  Louis 
WT0P,  50,000  watts-Washington 

WAPI,  5,000  watts -Birmingham 
WBT,  50,000  watts -Charlotte 

KNX,  50,000  watts-Los  Angeles 
WCAU,  50,000  watts-Philadelphia 
WBBM,  50,000  watts-Chicago 

WRVA,  50,000  watts -Richmond 
WEEI,  5,000  watts -Boston 
KCBS,  50,000  watts-San  Francisco 
KSL,  50,000  watts-Salt  Lake  City 
and  the  Columbia  Pacific  Network 

.and  for  the  best  in  radio, call  CBS  RADIO  SPOT  SALES 
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WGST  offers  the  triple  threat  combination 

to  score  sales  touchdowns  in  the  Atlanta 

market — (a)  Top  rated  net  and  local  shows; 

(b)  complete  market  coverage;  (c)  front 

line  merchandising  support.  That's  why 

more  local  advertisers  use  WGST  than  any 

other  Atlanta  station.  Get  off  the  bench 

and  get  in  the  game  by  playing  on  the 

varsity — WGST#  Atlanta. 

5  000  WAT
TS 

MR. 
ATLANTA 

NATIONAL  REP. 
JOHN  BLAIR 
IN  SOUTH  EAST 

CHAS  C  COLEMAN 

new business  fyl 

Spot DENNISON'S  FOODS,  Oakland,  Calif.,  launches  $350,000  campaign in  seven  Western  states,  Hawaii,  Dallas,  San  Antonio,  Minneapolis 
and  St.  Paul.   Half  of  campaign  budget  will  go  to  television  and 

spot  radio.  Agency:  Biow  Co.,  S.  F. 
LANGENDORF  UNITED  BAKERIES,  S.  F.,  launches  one  of  its  largest 
Pacific  Coast  campaigns  to  plug  new  bread  with  "miracle  formula  TT93." Radio  and  TV  will  be  used.   Agency:  Biow  Co.,  S.  F. 
FOOD  LICENSING  DTV.  of  Walt  Disney  Productions,  Chicago  (Donald 
Duck  Foods),  started  13-week  spot  radio  and  TV  campaign  in  Cincin- 

nati Oct.  4.  Spot  announcements  being  carried  on  WKRC-AM-TV, 
WSAI  and  WCPO-TV  Cincinnati.  Campaign  includes  appearances 
by  Clarence  (Ducky)  Nash,  voice  of  "Donald  Duck."  Agency:  Russel  M. Seeds  Co.,  Chicago. 

WILLIAM  S.  SCULL  Co.,  Camden,  N.  J.  (Boscul  Coffee),  planning  ex- 
tensive campaign  in  Middle  Atlantic  area.  Radio  spots  will  be  used. 

Agency:  Lamb  &  Keen  Inc.,  Phila. 
DEAN  ROSS  PIANO  COURSE,  N.  Y.,  lining  up  availabilities  for  10- 
minute  transcribed  show  on  mail-order  basis,  mostly  in  Midwest  markets. 
Agency:  R.  T.  O'Connell,  N.  Y. 
KELLOGG  Co.  of  Canada,  London,  Ont.  (Corn  Pops),  starts  spot  an- 

nouncement campaign  on  large  list  of  Canadian  stations  through  De- 
cember. Agency:  Kenyon  &  Eckhardt  Ltd.,  Toronto. 

PROCTER  &  GAMBLE  Ltd.,  Toronto  (Dreft  and  Oxydol),  starts  spot 
announcement  campaign  varying  from  5  to  25  announcements  weekly 
on  major  market  stations  across  Canada.  Agency:  Dancer-Fitzgerald- 
Sample,  Toronto. 

A/atwotk  •  •  • 

RHODES  PHARMACAL  Co.,  Cleveland,  to  sponsor  The  Clock  on  ABC-TV, 
Wed.,  9:30-10  p.m.  EST,  for  52  weeks  effective  Oct.  17.  Agency:  O'Neil, Larson  &  McMahon,  Chicago. 

RCA  VICTOR,  N.  Y.,  starts  sponsorship  of  Phil  Harris-Alice  Faye  Show 
on  NBC  Radio,  Suns.,  8-8:30  p.m.  Commercials  on  show  will  promote  the 
new  RCA  Victor  TV  Super  Sets,  television  service  contracts  and  protection 
plan  and  45  rpm  record-playing  system.  Agency:  J.  Walter  Thompson, N.  Y. 

GENERAL  FOODS  Corp.,  Chicago  (Jello),  sponsoring  Nine  O 'Clock News,  Mon.  through  Fri.,  over  entire  Yankee  Network.  Agency:  Benton 
&  Bowles,  N.  Y. 
NORTH  AMERICAN  VAN  LINES  Inc.,  Fort  Wayne,  Ind.,  through  Castor 
&  Assoc.,  L.  A.,  to  sponsor  Fan  Mail,  new  weekly  series  starring  Jay 
Stewart  as  emcee,  Sun.,  4-4:05  p.m.  over  CBS  Radio,  beginning  Oct.  14. 
Agency:  Castor  &  Assoc.,  L.  A. 
RONSON  ART  METAL  WORKS  Inc.,  sponsoring  new  show,  Hollywood 
Stars  on  Stage,  Sun.,  over  ABC,  9:30-9:55  p.m.  Agency:  Grey  Adv.,  N.  Y. 
Show  originates  from  Hollywood. 
BEKINS  VAN  &  STORAGE  Co.,  L.  A.,  renews  for  52  weeks,  Oct.  9 
Hollywood  Music  Hall,  Tues.,  7:30-8  p.m.  (PST)  on  13  Columbia  Pacific 
stations.    Agency:  Brooks  Adv.,  L.  A. 
LIGGETT  &  MYERS  TOBACCO  Co.  (Chesterfield  cigarettes),  to  sponsor 
new  Martin  and  Lewis  Show  starring  Dean  Martin  and  Jerry  Lewis  on 
NBC  Radio,  8:30-9  p.m.    Agency:  Cunningham  &  Walsh,  N.  Y. 
CHEVROLET,  Detroit  (cars),  central  office,  will  sponsor  Dinah  Shore  on 
Tues.  and  Thurs.,  7:30-45  p.m.  on  NBC-TV.  Agency:  Campbell-Ewald, 
N.  Y.    Three  other  days  weekly  are  sponsored  by  Proctor  &  Gamble. 
RALSTON  PURINA  CO.,  St.  Louis  (breakfast  foods),  sponsoring  Space 
Patrol,  Sat.'s,  10:30-11  a.m.  over  ABC.  Agency:  Gardner  Adv.,  St.  Louis. 
WARNER-HUDNUT  INC.,  N.  Y.,  to  sponsor  12:45-1  p.m.  segment,  Mon., (Continued  on  page  100) 
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*  lowest cost 

E m i 

in  the  fabulous  Houston  market 

■  Network  station  B's  cost-per-thousond 
is  52^  HIGHER  than  KPRC 

■  Network  station  C's  cost-per-thousand 
is  142%  HIGHER  than  KPRC 

If  you  want  to  present  your  sales  story  to  a  constantly  increasing 
Gulf  Coast  audience,  and  make  it  a  buying  audience, 
ask  your  Retry  man  ...  or  call  us. 

*  Percentages  based  on  BMB,  February-May 
Hooper  Report,  and  260  time  Daytime 
Quarter  Hour  Rate. 

NBC  and  TQN  on  the  Gulf  Coast 
JACK  HARRIS,  General  Manager 

Represented  Nationally  by 
EDWARD  PETRY  &  CO. HOUSTON 
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PEOPLE  sell 

You'll  never  be  the  people's  choice 
Unless  you  use  the  human  voice. 

We  don't  have  to  sell  radio  to  the  nation's  political  parties.  They  know, 
as  every  politician  in  history  has  known,  the  power  of  the  human  voice.  Candi- 

dates for  office  were  among  the  first  users  of  radio.  And  network  radio  is  the 
only  truly  national  advertising  medium  used  extensively  by  the  national  parties. 

With  network  radio  they  can  use  the  human  voice  to  reach  the  nation.  And 
the  human  voice  can  successfully  sell  the  intangibles  —  good  will,  personality, 
policy — just  as  it  sells  actual  merchandise. 

Isn't  it  logical  that  network  radio  should  be  your  primary  public  relations 
instrument?  If  you  are  an  institutional  advertiser,  then  you  are  selling  intan- 



better  than  paper 

gibles.  You  are  selling  the  good  will,  the  personality  and  the  policy  of  your  com- 
pany. On  NBC  you  use  the  human  voice  to  sell  these  qualities  to  the  largest 

audience  in  all  advertising.  In  fact,  not  only  the  commercial  message,  but 
the  entire  program  becomes  your  ambassador. 

NBC  leads  all  other  networks  in  the  number  and  prestige  of  its  institu- 
tional advertisers.  On  NBC  you  will  join  company  with  Cities  Service,  Firestone 

Tire  and  Rubber,  United  States  Steel,  American  Dairy  Association,  Bell  Tele- 
phone, Reynolds  Metals,  American  Trucking  Association,  the  Dupont  Company, 

Standard  Oil  of  California,  and  numerous  others. 
These  advertisers  are  using  the  warmth  and  conviction  of  the  human  voice 

to  present  their  messages.  And  they're  using  NBC  so  that  the  greatest  possible 
number  of  people  will  be  convinced. 

NBC  Radio  Network 
a  service  of  Radio  Corporation  of  America 



LOOK 

AT 

$AVANNAH 

LOOK  AT 

THE 

$tation! 

WHERE  IT  COUNTS  .  .  . 

WTOC 
DOES  THE  BEST  JOB 

a.  IN  SAVANNAH 
b.  IN  CHATHAM  COUNTY 

c.  WITHIN  A  50  -  MILE 
RADIUS  OF  THE  CITY. 

WTOC  reaches  more  radio 
families  (daytime)  within  50- 
mile  radius  than  any  other 
Savannah  station.* 

*BMB   Study    #2   Spring  1949. 

WTOC 
SAVANNAH,  GEORGIA 

5000  W   1290  KC  CBS 

Represented  by 

The  Katx  Agency,  Inc. 
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feature  of  the  week 

WHEN  such  organizations  as the  Chamber  of  Commerce 
have  something  to  say  —  there's one  powerful  medium,  radio,  that 
can  say  it  for  them  effectively. 
WROK  Rockford,  111.,  has  signed 

the  local  Chamber  of  Commerce  to 
sponsor  amateur  sports  events 
there.  The  civic  organization  will 
sell  the  "American  way  of  life." 

A  contest,  titled  "The  Economic Name  Contest — Capitalism  ...  or 
What,"  is  scheduled.  Entrants  must select  a  better  name  for  the  Amer- 

ican system  of  free  enterprise  or 
defend  the  label,  capitalism.  Pur- 

pose is  to  stimulate  a  re-evaluation of  the  merits  and  benefits  of  free 
enterprise. 

Cooperation  of  school  officials  is 
taking  contest  details  directly  into 
the  schools.  Newspaper  ads,  post- 

ers and  direct  mail  also  are  being 
used  to  promote  the  contest. 

Signing  for  WROK  series  are  (I  to 
r)  Morey  Owens,  station  sports 
director  who  furnishes  play-by-play 
descriptions;  Harold  J.  Collins, 
Rockford  industrialist  and  Cham- 

ber of  Commerce  president;  John 
J.  Dixon,  WROK  commercial 

manager. 

W  strictly  business 
IT  is  a  far  cry  from  being  editor of  the  Hicksville,  L.  I.,  Town 
Topics  to  being  advertising  director 
of  the  Admiral  Corp.,  but  Seymour 
Mintz  has  scaled  that  ladder  with 
apparent  ease. Admiral,  which  grossed  about 
$233  million  last  year,  will  spend 
some  $15  million  on  advertising 
this  year,  of  which  $2  million  will 
be  spent  in  broadcast  media. 

That  is  a  lot  of  money  to  spend 
on  advertising  and  Mr.  Mintz  is 
finding  that  those  seemingly  end- 

less hours  he  put  in  as  a  news- 
paperman have  taught  him  lessons which  are  valuable  now. 

From  his  varied  experience  has 
emerged  a  philosophy  about  adver- 

tising, which,  he  believes,  applies 

to  firms  with  large  or  small  ad 
budgets. 
Mr.  Mintz  believes  that  ads 

should  be  simple  and  grasped  eas- 
ily in  hearing  or  upon  seeing,  and 

that  only  quick  results  sell  mer- chandise. 
That,  of  course,  is  over-simplifi- cation. It  has  been  in  the  intelli- 

gent working  out  of  details  which 
has  spelled  success  for  Mr.  Mintz. 

Born  in  Rockville  Center,  L.  I., 
he  studied  for  2V2  years  at  the  U. 
of  North  Carolina  but  got  his  de- 

gree in  1934  from  New  York  U. 
While  attending  NYU  he  com- bined school  with  work  on  two  daily 

newspapers  in  Nassau,  L.  I.  He 
began  as  a  reporter,  moved  on  to 
an  editorship,  then  finally  was 
drawn  into  advertising. 

This  prepared  him  for  his  own 
publishing  venture  on  Long  Island 
when  he  put  out  the  Hicksville, 
Farmingdale  and  Oyster  Bay  week- 

lies, all  tagged  Town  Topics. 
Then  he  began  as  an  outside  ap- 

pliance salesman  for  Montgomery 
Ward  in  Jamaica,  L.  I.  After  a 
short  transfer  to  Kingston,  L.  I., 
Mr.  Mintz  was  moved  to  Montgom- 

ery Ward  headquarters  in  Chicago. 
That  was  in  1939  and  he  has  been 
in  Chicago  ever  since. 

His  last  job  with  Montgomery 
Ward,  before  leaving  to  join  Ad- 

miral in  1944,  was  sales  super- 
visor of  radio  and  appliance  divi- sions in  all  retail  stores. 

His  wife  is  the  former  Alice 
Anderson,  who  was  a  New  York 

OVER 

1  ,000,00 

PER  DA 

WRC  audience  surveys 
mean  something  more  than 
passive  listeners.  Daily  and 

Sunday  "circulation"  is  also 
measured  in  terms  of  re- 

sults over  the  counter  for 
advertisers. 

Morning,  noon  and 
night,  Washington  area 

people  tune  to  the  continu- 
ing editions  of  WRC-NBC. 

Combined  total  listening 

goes  well  over  nine  digits 
...  a  tremendous  audience 

for  your  commercial  mes- 
sage. 

The  entire  WRC  schedule 

represents  a  range  of  pro- 
gramming to  fit  any  sales 

requirement. 

Mr.  MINTZ (Continued  on  page  93) 
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Board  with  statistics 

Consider  the  Carolina  timber  industry  which  produces, 

lYz  billion  board  feet  .  .  .  earns  421  million  dollars 

annually,  with  plants  in  almost  every  Carolina 

community.  Among  the  beneficiaries  are  many 

of  WBT's  3,000,000  listeners— the  largest 

group  of  your  prospects  you  can  reach  by 

any  single  advertising  medium  in  the 

two  Carolinas. 

CHARLOTTE 

COLOSSUS  OF  THE  CAROLINAS 

JEFFERSON  STANDARD  BROADCASTING  COMPANY 

REPRESENTED  NATIONALLY  BY  RADIO  SALES 



they  say  it's  a 

television  age,  BUT... 

Indiana's  first 

and  only  50  KW 

radio  station 

has  increased  its  share 

of  nighttime  audiences 

No  doubt  about  it,  television  has  grown  rapidly 
here  in  Indiana.  But  WIBC's  share  of  nighttime 
audiences  has  done  a  heap  of  growing,  too! 

WIBC's  share  of  this  "A-time"  audience  shows 
a  gain  of  36.8%  over  the  comparable  period  in 
1950,  according  to  the  latest  Hooper  (Feb.-April, 
1951). 

By  contrast,  all  other  Indianapolis  radio  stations 
showed  a  drop  in  percentage  of  the  nighttime 
audience  of  the  Hoosier  capital. 

So,  before  you  buy  time  or  television  in  Indiana, 
investigate  the  solid  evening  lineup  of  good 
listening  on  WIBC  .  .  .  the  only  Indianapolis 
radio  station  that  gives  you  an  out-of-state  "bonus" coverage. 

Ask  your  JOHN  BLAIR  man  for  particulars  on 
these  excellent  nighttime  availabilities. 

WIBC 
1070  KC 

The  Friendly  Voice  of  Indiana 

30  West  Washington  Street  •  Indianapolis  6,  Indiana 
John  Blair  &  Company,  National  Representatives 

*      *  » 
agency 

R 
ALPH  LINDER,  Kenyon  &  Eckhardt,  N.  Y.,  named  vice  presiden 
in  charge  of  marketing  and  member  of  plans  board  in  additio 
to  his  present  position  as  account  supervisor. 

GARRIT  A.  LYDECKER,  vice  president  and  account  supervisor  o 
General  Foods,  Young  &  Rubicam,  N.  Y.,  named  vice  president  an 
account  supervisor  Biow  Co.,  same  city. 
WALTER  WEIR,  president,  DAVID  ECHOLS,  executive  vice  presiden 
and  WILBUR  B.  DOWNES,  vice  president  and  secretary,  Walter  Wei 
Inc.,  N.  Y.,  to  executive  staff  of  Donahue  &  Coe,  N.  Y. 
FRANK  MILLER  appointed  vice  president  in  charge  of  marketing  G.  M 
Basford  Co.,  N.  Y.  He  was  president  of  farm  stores  division  Genera 
Mills,  and  general  manager  for  P.  &  F.  Corbin  Div.  of  American  Hard ware. 

HARRY  E.  WHOLLEY,  assistant  manager  of  merchandising  Lever  Bro 
Co.,  to  Ted  Bates  &  Co.,  N.  Y.,  as  account  executive. 
VINCENT  TUTCHING,  manager  of  Canadian  office  of  Foote,  Cone  , 
Belding,  elected  vice  president  in  charge  of  Latin  American  and  Cana. 
dian  operations. 

on  all  accounts 

TED,  chief  Factor  in  the  Factor- Breyer  Inc.,  Los  Angeles  ad- vertising agency,  lost  little 
time  in  getting  into  the  business 
he  made  up  his  mind  to  pursue 
in  high  school  days. 

In  1936,  at  the  age  of  22,  Ted 
Factor  established  the  Ted  H. 
Factor  Agency  as  he  puts  it,  armed 
with  "more  ideas  than  money." 
This  year,  by  way  of  celebrating 
the  agency's  15th  birthday,  the  firm 
was  incorporated  and  the  name  ex- 

tended to  Factor- 
Breyer  Inc. The  latter  name 
indicates  the  pres- ence of  Don  Breyer, 
former  vice  presi- dent in  charge  of  the 
Los  Angeles  office 
of  Brisacher,  Wheel- er &  Staff,  who 
joined  the  firm  as 
vice  president.  Mr. 
Factor  remains 
president  of  the 
agency. In  the  meantime 
the  billing  of  the 
hard-working  com- 

pany has  increased from  about  $50,000 
that  first  year  to 
over  $1  million  this 
year.  Approximately one-third  of  that  sum  is  being  spent 
in  radio  and  television. 

Mr.  Factor  was  born  37  years 
ago  in  St.  Louis.  When  he  was 
10  the  family  moved  to  Chicago 
and  then  to  Berkeley,  Calif.,  where 
he  was  graduated  from  University 
High  School.  After  this,  the  fam- ily moved  to  Los  Angeles.  There 

II 

Mr.  FACTOR 

he  attended  the  U.  of  Souther 
California  where  he  studied  ad 
vertising  and  merchandising,  an 
UCLA,  where  he  was  briefed liberal  arts. 

In  1934  he  joined  Max  Facto 
&  Co.,  Los  Angeles  (cosmetics 
where  he  helped  to  organize  th 
foreign  advertising  department.  H 
left  there  early  in  1936  and  late 
that  year  formed  his  agency  wit! 
a  staff  of  one  secretary. 

Mr.  Factor  became  aware  earl 
of    television's  ac vertising  strength 
He  had  a  client 
TV  as  early  as  194E 
First  good  proof 
the  medium 
strength  came 
1949  when  he  ran  ai 
eight  week  premiun on  the  KTLA  (TV 
Los    Angeles  Tim 
For  Beany  show  fo 
Budget  Pack  (foo 
processor  and  pack 
er),  first  sponsor 
the  successful  sho-w|> Offering    a  plasti 
toy    train    for  50l and  a  Budget  PacljR 
label,     the  agenc 
received   43,000  re plies  at  a  time  wheijg 

there  were  only  325,000  TV  seti 
in  the  area. 

Television,    he    feels,  provide: 
the  greatest  direct  selling  oppor  g 
tunity  there  is.    Similar  to  house 
to-house   canvassing,   it  goes 
important  step  further,  by  getting . 
past  the  front  door  and  right  inti (Continued  on  page  20) 
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j^'lOBERT  BRAGARNICK,  account  supervisor,  Biow  Co.,  N.  Y.,  named vice  president. 

ATHOL  C.  STEWART  appointed  Canadian  representa- 
tive for  Robert  Otto  &  Co.,  N.  Y.,  Mr.  Stewart  will  open 

service  office  in  Toronto,  Ont.,  Nov.  1. 

JOHN  BAINBRIDGE,  program  director  KFMB  San 
Diego,  Calif.,  appointed  to  radio  and  TV  staff  Walter 
McCreery  Inc.,  Beverly  Hills,  Calif. 
RAYMOND  WAGNER,  Kenyon  &  Eckhardt,  N.  Y.,  to 

Ir  Bragarnick     William  H.  Weintraub  &  Co.,  N.  Y.,  as  director  of  tele- vision commercial  department. 

CLAIRE  KOREN,  radio-television  time  buyer  Foote,  Cone  &  Belding, 
j.A.,  to  Mayers  Co.,  L.A.  She  replaces  MADELINE  MILES.  Succeeding 
ler  at  F,  C  &  B  is  LYDIA  HATTON,  assistant  radio-TV  time  buyer. 
1ELEN  PICKINS,  office  manager  Needham,  Louis  &  Brorby,  Hollywood, 
ransfers  to  New  York  office,  in  same  capacity.  MARY  McCUE  replaces 
ler  in  Hollywood. 

DA  KEHL,  production  assistant  to  publisher  Architectural  Digest  to 
Aick  Knight  Adv.,  L.  A.,  as  director  of  graphic  arts. 
VILLIAM  C.  PARKER,  assistant  publicity  director  WPIX  (TV)  New 
fork,  to  Ted  Bates  &  Co.,  N.  Y.,  in  press  department. 

GORMAN  GORT,  Cunningham  &  Walsh,  N.  Y.,  appointed  agency  super- 
visor on  untitled  Sunday  night  NBC-TV  show,  7:30-8  p.m.,  sponsored  by 

Jggett  &  Myers  Tobacco  Co.  (Chesterfield  Cigarettes),  starring  Bob 
lope,  Fred  Allen  and  Jerry  Lester,  alternately,  beginning  Oct.  14. 
ACK  M.  ANTHONY  named  senior  art  supervisor,  and  HARLOW  L. 
tOCKWELL  and  CARL  S.  HARRIS,  art  directors,  named  art  supervisors, 

JLfoung  &  Rubicam,  N.  Y. 

SHIRLEY  GRAY,  sales  service  assistant  WDTV(TV)  Pittsburgh,  ap- 
>ointed  radio  and  TV  traffic  manager  W.  Craig  Chambers  Adv.,  Pitts- 
lurgh. 

CHARLES  J.  NESBITT,  advertising  and  public  relations  manager  Hal- 
icrafters  Co.,  Chicago,  to  creative  staff  Critchfield  &  Co.,  Chicago.  He 
s  being  succeeded  by  JOHN  S.  MALONEY,  sales  promotion  manager  of 
he  company. 

rALERIE  STACY,  graduate  Rollins  College,  named  radio-TV  produc- 
tion assistant  Kal,  Ehrlich  &  Merrick,  Washington.  NORMAN  EVERS 

ejoins  agency,  as  radio-TV  copywriter. 
.AWRENCE  D.  DUNHAM,  Hoefer,  Dieterich 
lichard  N.  Meltzer  Adv.,  Inc.,  S.  F. 

Brown.  Inc.,  S.  F.,  to 

p|'|I.  P.  (Hank)  NEWMAN,  Jewell  Advertising  Agency  S.  F.,  to  sales  staff 
■w  /ielder,  Sorensen  &  Davis,  Oakland. 

fco' 
0C(,IERBERT  K.  HORTON,  production  manager,  Grey  Adv.,  N.  Y.,  to  Geyer. 
C|J  Jewell  &  Ganger,  same  city,  as  television  producer. 

&  ilARFREE  ADV.  Corp.,  N.  Y.,  moving  to  new  and  larger  quarters  on 
st  ihe  penthouse  office  floor  at  105  West  40th  Street. 

IITCHIE  Adv.  Agency,  Houston,  Texas,  elected  to  membership  in  Ameri- 
an  Assn.  of  Advertising  Agencies. 

tif '.ERNARD  (Ben)  DUFFY,  president  BBDO,  N.  Y.,  appointed  Honorary se|  >eputy  Commissioner  of  Commerce,  City  of  New  York.    Mr.  Duffy  will 
erve  as  public  relations  and  advertising  consultant  for  the  department. 

EORGE  N.  FERRAND,  assistant  treasurer  Young  &  Rubicam,  N.  Y., 
lected  president  Advertising  Agency  Financial  Management  Group. 

OM  FRANK,  TV  sales  service  manager  CBS  Television  Div.,  N.  Y.,  to 
adio-TV  production  department  Kenyon  &  Eckhardt,  same  city,  as  busi- £ss  manager. 
ROADCASTING    •  Telecasting 

C congratulations 

to  NBC  on  its 

SILVER 

JUBILEE 

WHAM  is  very  proud  of  its  affiliation  with  the 
National  Broadcasting  Company  —  an  affiliation 
which  dates  back  to  1927.  We  gladly  join  with  the 
entire  industry  in  congratulating  NBC  on  25  years 
of  pioneering  leadership  in  radio  broadcasting. 

Note  to  Time-Buyers: 

One  of  the  great  advantages  enjoyed  by  NBC  in 
prosperous  Western  New  York  is  the  coverage  of 
clear-channel,  50,000-watt  WHAM — a  coverage  ten 
times  greater  than  that  of  any  other  Rochester 
station. 

Superiority  in  physical  facilities  is  as  important 
today  as  ever  ....  And  bear  in  mind  that  NBC 
affiliate  WHAM  includes  in  its  coverage  almost 
500,000  people  who  as  yet  have  no  adequate  TV 
service,  or  no  TV  service  at  all  .  .  .  On  a  network 
basis,  or  on  a  spot  basis,  WHAM  is  your  outstand- 

ing buy  for  rich,  prosperous  up-state  New  York. 

For  complete  details  on  coverage  of  the  up-state  New  York 
market,   consult   your    nearest   Hollingbery  representative. 

The  Strom  berg-Carlson 
Station 

Rochester,  N.  Y. 

Basic  NBC — 50,000  watts — clear  channel— 1180  kc 
GEORGE  P.  HOLLINGBERY  COMPANY,  NATIONAL  REPRESENTATIVE 
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Needle! 

the  latest  news  of  sales  and 

program  developments  from  the 

ASSOCIATED  PROGRAM  SERVICE 

A  transcription  library  for  $19.50  a  month  ...  or 
$22.50  .  .  .  not  just  any  old  library,  but  fresh,  new 
material  on  brand-new  virgin  vinylite  discs  from  the 
BEST  library  in  the  business.  And  contracts  for  only 
one  year! 

Not  leftover  or  leavings.  Not  artists  you  never  heard 
of.  Not  just  less  of  the  music  you  don't  use  anyhow. 
No  sir!  Libraries  are  100%  useable — without  a  single 
unplayable  track. 

It's  impossible!  It  can't  be  done!  Why?  Because  it 
hasn't  been  done?  Shucks  .  .  .  that  doesn't  bother  us! 
We're  doing  it!  And  the  whole  industry's  buzzing — 
we're  already  hip-deep  in  delighted  letters  and  tele- 

grams— and  orders,  orders,  orders!  Where've  some of  you  fellows  been  up  till  now? 

The  whole  story's  told  in  detail  in  a  big  blue  brochure 
we  just  mailed  to  most  of  you — and  on  an  8-minute 
disc  contained  in  that  folder.  You  may  want  to  take 
a  chance  on  waiting  till  you  get  the  whole  story.  Or 
you  may  want  to  write  or  phone,  as  dozens  did  last 
week.  Anyhow — here's  a  quick  outline  of  the  only 
truly  low-cost,  short-term,  waste-free,  fully-useful 
libraries  in  radio  today: 

Commercial — All  the  famous  APS  commercial 
lead-ins  .  .  .  plus  time,  weather,  dollar  day, 
Christmas  jingles  .  .  .  PLUS  the  COMPLETE 
SERIES  to  date  of  Mitch's  transcribed  sales 
meeting  series  and  an  additional  new  meeting 
every  month.  Cost:  $22.50  per  month. 

Production — A  whole  library  of  theme  and  good 
music  ...  of  interludes,  fanfares,  bridges,  na- 

tional anthems,  stand-by  music.  Cost:  $19.50 
per  month. 
Show  Medley — Hours  of  show  medleys  .  .  . 
lavish,  long-running  medleys  from  top  Broadway 
shows.    Cost:  $22.50  monthly. 

Popular — A  complete  pop  dance  and  vocal  li- 
brary— featuring  names  like  Flanagan,  Jurgens, 

Masters,  Knight,  Carson,  Mitchell,  Brito,  others. 
A  big  little  library.  Cost:  $39.50  monthly. 

Radio  Music — Cream  of  our  pop  concert  music — 
Ted  Dale,  Glenn  Osser,  Al  Goodman — hundreds 
of  selections.  Cost:  $47.50  monthly. 

Gonna  wait  till  it's  too  late?  Why? 
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Marketbook  Comments 
EDITOR : 

.  .  .  your  1951  Map.ketbook  .  .  . 
will  certainly  save  a  lot  of  time. Avv  Wright 

J.  Walter  Thompson  Co. 
New  York *  *  * 

EDITOR: 
.  .  .  the  Marketbook  is  real  clas- 

sy. I  was  using  it  only  this  morn- 
ing:. My  particular  problem  was  a listing  of  cities  in  each  state  by 

market  population.  There  was  ev- ery kind  of  breakdown  but  this  one. 
Do  you  suppose  this  could  be  done in  the  future? 

James  O.  Luce 
J.  Walter  Thompson  Co. 
New  York 

[EDITOR'S    NOTE:    Could   be.  We'll call  our  experts  together  and  try  to work  it  out  for  the  1952  issue.] 
EDITOR: 
...  I  gather  that  you  people 

feel  the  Marketbook  is  used  oc- 
casionally— How  right  you  are. 

Penelope  Simmons Federal  Adv.  Agency 
New  York *  *  * 

EDITOR: 
...  the  1951  Marketbook  .  .  . 

is  one  publication  to  which  I  make constant  reference  ...  it  is  very 
helpful.  One  suggestion  ...  if 
someone  would  undertake  to  corre- 

late market  data  to  the  average 
coverage  of  radio  stations  within 
any  given  area.  I  know  -this  is  a 
colossal  task,  but  it  is  one  that 
would  be  particularly  helpful.  .  .  . 

Arthur  S.  Pardoll 
Sullivan,  Stauffer,  Colwell 

&  Bayles 
New  York 
On  All  Accounts 

(Continued  from  page  18) 
the  home  where  it  can  demonstrate 
its  merchandise. 

In  addition  to  the  Budget  Pack 
account  which  plans  new  TV  pro- 

gramming in  the  fall,  the  agency 
handles  Globe  Bottling  Co.,  (Wil- 
shire  .Club  Beverages),  now  spon- 

soring Hollywood  Road  to  Fame  on 
KTSL  (TV)  Los  Angeles;  J.  N. 
Ceazan  (distributor,  Crosley  prod- 

ucts and  Dayton  tires)  on  KTLA 
with  Beat  the  Champ  for  Dayton 
and  spot  radio  for  Crosley  on  ap- 

proximately 12  Southern  Cali- fornia stations,  with  TV  plans  in 
the  immediate  offing;  Farmers  In- 

surance Group,  now  on  KHJ-TV 
with  weekly  Football  Forecast. 

Mr.  Factor  is  married  to  the 
former  Margot  Kadel.  Next  month 
the  Factors  trade  their  present 
Westwood  residence  for  their  own 
home  in  the  same  west  Los  An- 

geles area. When  he  isn't  busy  pursuing  the business  he  says  he  would  pay  to 
work  at  if  it  didn't  pay  him,  he 
keeps  up  with  his  tennis,  a  sport 
he  has  been  faithful  to  for  20  years. 

[EDITOR'S  NOTE:  Hmmmm.  That a  tough  one,  but  we'll  study  it  befor : 
1952.] 

EDITOR: 
...  the  1951  Marketbook  .  . 

is  of  great  value,  and  will  be constant  source  of  help  to  me. 
Francis  C.  Barton  Jr. 
Vice  president,  director  of 

Radio  and  TV 
Federal  Adv.  Agency 
New  York 

EDITOR: 
...  I  intend  to  keep  it  in  nh 

desk  in  order  to  have  it  handy  for 
very  instant  reference.  .  .  . Charles  Dalton BBD&O 

New  York 

EDITOR: 
.  .  .  the  1951  Marketbook,  I 

sure,  will-  be  as  useful  as  it  h 
always  been.  .  .  . Richard  Mann 

Ted  Bates  Co. 
New  York 

EDITOR: 
...  I  find  the  Marketbook 

exceedingly  valuable  recapitulative 
of  highly  pertinent  statistics. Jerome  Feniger 

Cunningham  &  Walsh New  York 

EDITOR: 
...  it  contains  a  lot  of  inte 

esting  and  useful  material  whk  i 
should  make  my  job  easier.    I  w 
hold  off  my  comments  until  I  ha' had  an  opportunity  to  put  the  bo(  i to  real  use. 

Harry  Parnas 
Media  Director Cecil  &  Presbrey 
New  York 

EDITOR: 
...  so  glad  you  are  continuii 

this  as  we  find  it  most  helpful. Lillian  Selb 
Manager,  Radio  &  TV  Dej 
Foote,  Cone  &  Belding New  York 

[EDITOR'S  NOTE:  We  value  each the  many  comments  we  have  receive* on  the  1951  MARKETBOOK.  Tho  e above  we  value  particularly  because they  are  typical  of  those  from  ageniy 
people  who  use  the  book  most.  Sinfe 1949,  when  the  Spot  Rate  Finder  wis made  a  part  of  the  MARKETBOOK, acceptance  of  this  book  of  facts  has increased  each  year.] 

ANA  Study  on  Display) 
EDITOR: 

Your  editorial  "ANAsthetized" is  OK:  Did  it  dawn  on  you  th$t 
most  newspapers  thrive  on  abcwj 
80%  local  and  regional  business and  that  their  advertisers  never 
get  to  see  an  ANA  study?  Even  if 

(Continued  on  page  9U)  -f 
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The  Hoopers  ROSE  on 

all  CB5  Shows 

WHEN  THEY  MOVED  TO- 

DES  MOINES 

. . .  and  the  Great  LOCAL  Shows  Continue  to  Lead ! 

•  Here's  dramatic  proof  of  the  BIGGER  audiences  delivered  by  Des  Moines' 
KRNT!  Even  before  the  big  CBS  shows  joined  the  big  local  shows  and  big 
audiences  on  KRNT  June  15th,  KRNT  led  in  Des  Moines  listeners  MORN- 

ING, AFTERNOON,  AND  EVENING  —  and  continues  that  amazing 
record.  Of  the  19  CBS  shows  that  moved  to  KRNT  without  a  change  or 
summer  replacement,  ALL  NINETEEN  gained  a  greater  Hooper  share  of 
audience  on  KRNT  the  very  first  month! 

HERE'S  THE  PROOF! 

Grand  Slam 
Wendy  Warren 
Aunt  Jenny 
Helen  Trent 
Our  Gal  Sunday 
Nora  Drake 
Hilltop  House 
Kings  Row 
House  Party 
Strike  it  Rich 

NOW,  More  Than  Ever,  You're  Right  When  You 

STATION  WITH  THE 
FABULOUS  PERSONALITIES  AND 

ASTRONOMICAL  HOOPERS 

BEFORE AFTER BEFORE AFTER 
18.2% 

32.7% 

Arthur  Godfrey  (morning) 

33.4% 47.9% 

17.8 37.9 |Average  of  last  60  minutes; 
28.6 35.7 Hollywood  Star  Playhouse 25.0 29.0 
26.1 46.4 Mr.  and  Mrs.  North 

38.3 
59.1 

23.4 
56.7 Dr.  Christian 25.5 

28.0 

14.0 41.2 FBI  In  Peace  and  War 
36.1 

41.2 
10.9 37.5 Mr.  Keen 

28.8 33.3 
19.0 43.7 Rex  Allen 3.9 19.5 
17.6 33.3 Camel  Caravan 19.2 30.8 
22.8 32.7 Gangbusters 

33.8 51.4 

SOURCE- Winter-Spring,  1950-51,  C.  E.  Hooper  Audience  Index 
July,  1951,  C.  E.  Hooper  Audience  Index REPRESENTED  BY  THE  KATZ  AGENC 
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W  I'M  Jmk  dm  a 

i 

Cardells  is  one  of  the  most  alert  merchandisers 

of  ladies'  wearing  apparel  in  Baltimore.  Last  sum- 
mer they  used  WITH  exclusively  to  promote  a 

special  sale.  Here's  what  Cardells'  General  Man- 

ager says  about  the  results :  "The  first  day  of  our 
sale  on  a  sweltering  day  punctuated  by  lightning, 

thunder,  and  a  drenching  rainstorm  was  the  great- 

est day's  business  in  our  entire  history.  Every  day 

since  has  been  a  record-breaker  .  .  .  radio  station 

WITH  has  done  a  magnificent  selling  job  for 

Cardells".  .  . 
Results  like  this  prove  one  big  fact:  WITH 

delivers  more  buying  listeners-per-dollar  than  any 

other  radio  or  TV  station  in  town !  It's  the  biggest 

bargain  buy  in  Baltimore.  Just  let  your  Headley- 

Reed  man  tell  you  what  WITH  can  do  for  you. 

The  results  station 

TOM  TINSLEY,  PRESIDENT  —   REPRESENTED  BY  HEADLY-REED 
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NBC  REVAMPS  POLICIES 
Changes  Are  Drastic 

By  RUFUS  CRATER 
REVOLUTIONARY  departures 
from  existing  network  radio  poli- 

cies, with  realignments  and  inno- 
vations affecting  both  advertisers 

and  affiliates,  were  announced  by 
NBC  last  Friday  as  the  network 
unveiled  first  results  of  its  funda- 

mental network-radio  reappraisal. Seen  by  observers  as  a  far- 
reaching  step  which  will  leave  its 
imprint  on  practices  and  policies 
of  all  networks,  the  plan  as  dis- 

closed by  Executive  Vice  President 
Charles  R.  Denny  incorporates 
these  changes: 
#  Complete  freedom  of  choice 

for  the  advertiser  in  selecting  which 
(but  not  necessarily  how  many) 
affiliates  he  will  use.  The  old  policy 
of  network  designating  certain  sta- 

tions as  "must  buys"  is  out. #  A  new  formula  for  construct- 
ing NBC  Radio  Network  rates,  with 

changes  indicated  for  the  individ- 
ual network  rates  of  most  affiliates 

— some  upward,  some  downward — but  with  the  total  network  rate 
"substantially  equal  to  the  present rate  advertisers  pay  for  the  total 
NBC  network." 
#  Reclassification  of  affiliates. 
#  Addition  of  new  affiliates — 

from  100  to  200,  according  to  un- official estimates. 
#  "Minute  Man"  sustainers  to be  provided  by  NBC  for  sale  by 

affiliates  on  a  spot-announcement 
or  local  sponsorship  basis,  with 
NBC  being  reimbursed  only  when 
sales  are  made.  Officials  acknowl- 

edged this  plan  puts  the  network 
clearly  into  competition  with  tran- 

scription  package  firms. 
#  Certain  programs  to  be  of- 

fered by  the  network  for  sale  on  a 
one-time-or-more  basis. 
#  Lengthening  of  the  chain- 

break  on  a  number  of  evening  sus- 
tainers to  60  seconds,  for  local  sell- ing. 

#  Revision  of  network  option time. 
The  new  way  of  network  radio 

life  was  the  outgrowth  of  an  inten- 
sive study  undertaken  by  a  group 

of  network  and  affiliates'  repre- 
sentatives established  as  the  NBC 

Basic  Economic  Committee  at  the 
time  the  network  announced  its 
radio  rate  cut  earlier  this  year. 

This  rate  nortion  of  the  studv 
was  described  as  a  major  nart  of 
the  review.  Economic  problems  of 
affiliates  in  their  local  operations 
also  were  surveyed. 

The  overall  plan  was  approved  by 

the  NBC  Stations  Planning  and 
Advisory  Committee — except  for 
the  rate  adjustment  feature,  which 
as  a  "private  business  matter"  was not  submitted  to  SPAC  for  endorse- 

ment— during  four  days  of  meet- 
ings last  week.  It  was  communi- 

cated to  NBC  affiliates  via  closed 
circuit  at  noon  Fri- 

day and  was  an- nounced publicly 
immediately  there- after. 
Markets  where 

NBC  plans  to  add 
new  affiliates,  and 
how  many  will  be 
added,  were  not 
disclosed  except 
that  Mr.  Denny 
said  "a  number" 

will  be  signed  "in  areas  where  im- provement in  network  coverage  is 
most  important  from  a  sales  stand- 

point," and  that  the  additions  will be  announced  as  negotiations  are 
completed.  Mr.  Denny  estimated 
that  a  "limited"  number  of  stations would  be  added  in  markets  which 
justify  the  stations  having  a  net- 

work rate,  and  that  a  "substantial" number  of  others — possibly  100  but 
not  as  many  as  200 — would  be 
added  as  "premium"  (bonus)  sta- tions. 

It  was  reliably  understood  that 

Mr.  Denny 

the  plan  envisions  from  100  to  200 
new  affiliates — an  expansion  which 
in  itself  could  lead  to  widespread 
upsets  in  the  affiliation  lineups  of 
other  networks.  An  addition  of  200 
to  NBC's  present  171  in  the  con- tinental U.  S.  would  give  it  a 
multiplicity  of  outlets  far  out- 

distancing CBS  and  ABC  but  still 
short  of  the  545  Mutual  now  has. 

Television  Impact 
The  impact  of  television  was 

clearly  among  the  problems  in  mind 
wnen  the  plan  was  developed — the 
addition  of  affiliates,  for  example, 
which  would  add  many  non-TV 
markets;  the  freedom  of  choice  for 
advertisers  in  selecting  the  stations 
they  use,  which  will  permit  spon- 

sors to  concentrate  on  non-TV  mar- 
kets if  they  wish;  the  revised  net- 

work rate  formula,  which  takes 
TV  penetration  into  consideration 
among  other  things;  and  the  vari- 

ous sales  innovations  designed  to 
make  radio  buys,  overall,  more  at- tractive. 

But  Mr.  Denny  made  clear  that 
the  purpose  of  the  NBC  study  was 
broader  than  a  mere  answer  to 
television.  It  was  intended,  he 
said,  to  determine  the  Steps  that 
should  be  taken  to  bring  network 
radio  to  maximum  effectiveness  as 

an  advertising  medium;  to  take 
stock  of  cnanges  that  have  occurred 
over  the  years,  and  to  gear  net- 

work radio's  operations  to  the  re- quirements of  the  market  of  today and  the  future. 
"We  have  taken  television  fully 

into  account,  out  we  reject  the  as- 
sumption that  the  existence  of  a 

television  set  in  a  radio  home 
eliminates  that  home  from  evening 
radio  circulation,"  he  said  in  dis- 

cussing NBC's  new  rate  formula — and  his  statement  clearly  could  be 
taken  as  an  answer  to  the  Assn. 
of  National  Advertisers'  various but  uniformly  controversial  studies 
of  TV's  effects  on  radio  time  values. 

"Such  an  assumption" — that  a 
TV  set  eliminates  evening  radio 
listening — "is  contrary  to  the 
facts,"  he  continued.  "Reduced  to 
its  logical  conclusion,  it  holds  that 
when  all  radio  families  in  a  sta- 

tion's area  are  equipped  with  tele- 
vision, the  station's  rate  should  be zero.  Such  a  position  is  opposed 

to  the  interests  of  the  advertisers 
because  it  would  lead  to  the  eco- 

nomic destruction  of  the  radio 
medium  which  they  need  and  can 
continue  to  use  to  great  advan- 

tage." 

The  new  formula  for  rates  was 
( Continued  on  page  31 ) 

EMPLOYES  INCOME 
Radio-TV  Rates  Second 

BROADCASTING  and  television 
employes  are  the  highest  paid  in 
all  American  industry. 

Their  average  earnings — $4,698 
in  1950 — are  exceeded  in  the  entire 
U.  S.  economy  only  by  those  of 
security  and  commodity  brokers, 
who  are  regarded  as  independent 
contractors,  according  to  the  U.  S. 
Dept.  of  Commerce  in  its  latest 
publication,  National  Income,  1951 edition. 

In  analyzing  the  earnings  of  full- 
time  employes  by  industries,  the 
department  found  that  broadcast- 
telecast  earnings  had  increased 
from  $4,469  in  1949  to  the  $4,698 
peak  in  1950. 

The  broadcasting  wage  scale  has 
progressed  steadily  through  the 
last  couple  decades  from  $2,513  in 
1929;  $2,624  in  1930;  $2,732  in 
1931;  $2,740  in  1932.  At  this  point 
the  full  impact  of  the  depression 
period  became  apparent  and  the 

average  dropped  to  $2,510  in  1933, 
$2,198  in  1934  and  a  low  point  of 
$2,089  in  1935.  This  trend  paral- leled that  of  industry  and  business 
in  general. 

The  level  started  upward  in  1936, 
recovering  to  $2,223  and  setting  in 
motion  an  upward  trend.  Average 
earnings  were  $2,361  in-  1937; 
$2,497  in  1938;  down  slightly  to 
$2,427  in  1939. 

Starting  the  new  decade,  average 
earnings  of  fulltime  employes 
reached  $2,554  in  1940,  went  up  to 
$2,581  in  1941  and  $2,667  in  1942 
and  then  in  1943  passed  the  peak 
figure  of  the  previous  decade  by 
mounting  to  a  new  high  of  $2,929. 

Earnings  have  risen  rapidly 
since  then,  amounting  to  $3,333  in 
1944;  $3,515  in  1945;  $3,972  in 
1946;  $4,073  in  1947;  $4,234  in 
1948;  $4,469  in  1949,  and  the  all- 
time  peak  of  $4,698  in  1950. 

The  Dept.  of  Commerce  analysis 
shows  only  five  other  lines,  besides 
brokers  and  broadcast-telecast  em- 

ployes, that  had  average  earnings 
of  more  than  $4,000  in  1950.  Water 
transport  employes  had  earnings 
of  $4,413,  followed  by  oil  and  coal 
products  with  $4,320.  Pipeline  em- 

ployes earned  $4,296,  engineers  and other  professions  averugea  $4,1^, 
and  air  carriers  $4,lle>. 

Over  most  oi  tne  2z  years  cov- 
ered by  the  analysis,  broadcast 

employes  have  been  among  the 
highest  paid.  In  1929  a  numoer  of 
industries  topped  broadcasting,  but 
in  the  30s  broadcast  earnings  rose 
steadily,  though  always  topped  by 
brokers.  In  the  last  several  years 
only  the  brokers  have  earned  more 
than  radio-TV  personnel. 

Average  number  of  fulltime  and 
parttime  employes  per  broadcast- telecast  industry  unit  has  doubled (Continued  on  page  80) 
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FOLTS  TO  WINS 
Is  Named  Manager 

HARRY  FOLTS,  assistant  general 
sales  manager,  WLW  Cincinnati, 
was  appointed  manager  of  WINS 
New  York  last  Wednesday.  An- 

nouncement was  made  by  Robert 
E.  Dunville,  president,  and  James 
D.  Shouse,  board  chairman,  of  the 
Crosley  Broadcasting  Corp. 

Mr.  Folts  succeeds  W.  H.  Losee, 
who  is  taking  a  new  position  in 
New  York  (see  early  story  page 
93).  He  is  a  native  of  Cincinnati 
and  has  been  in  the  advertising 
business  since  1934. 
The  new  WINS  manager  has 

been  with  Crockett  Adv.  Agency, 
Cleveland,  with  Central  Outdoor 
Adv.  Agency  and  with  Burke, 
Kuipers  &  Mahoney,  New  York.  He 
joined  Crosley  in  1949. 

Joe  Besch,  director  of  advertis- 
ing, promotion  and  publicity  for 

WINS,  becomes  assistant  manager 
of  the  station  as  part  of  new  duties 
are  assigned  him,  it  was  announced. 
Prior  to  joining  the  station  in  1948, 
Mr.  Besch  handled  publicity  for  the 
Skouras  Theatre  Corp. 

WINCHELL  PACT 
Is  ABC  Exclusive 

LIFETIME  CONTRACT  between 
Walter  Winchell  and  ABC,  an- 

nounced fortnight  ago  [Broadcast- 
ing •  Telecasting,  Oct.  1],  gives 

the  network  exclusive  rights  to 
Mr.  Winchell's  services  in  both radio  and  television,  although  a 
definite  date  for  his  entrance  into 
TV  has  not  been  determined.  Un- 

der the  same  contract,  he  will  act 
as  consultant  in  both  media  for 
ABC. 
Warner-Hudnut  Inc.  (Richard 

Hudnut  home  permanent  &  other 
hair  products)  through  Kenyon  & 
Eckhardt,  New  York — Mr.  Win- 

chell's sponsor  since  January  1950 — will  continue  to  present  the 
newscaster's  radio  broadcasts  cur- 

rently heard  Sunday  9-9:15  p.m., over  the  full  ABC  radio  network. 
In  addition  to  Mr.  Winchell's contract  with  ABC,  terms  of  which 

were  not  revealed,  it  was  under- 
stood his  agreement  with  Warner- 

Hudnut  included  provisions  giv- 
ing him  an  option  on  some  1-0,000 shares  of  Hudnut  stock. 

Mr.  Winchell's  first  radio  broad- 
cast in  May  1930  followed  his  en- trance into  the  entertainment  field 

several  years  before  when,  start- 
ing at  the  age  of  13,  he  was  a 

member  of  a  trio  of  singing  ushers 
in  a  Harlem  movie  house.  The 
others  in  the  group  were  Eddie 
Cantor  and  George  Jessel. 

Following  a  term  in  the  U.  S. 
Navy  during  World  War  I,  he  re- 

turned to  vaudeville,  shortly 
thereafter  deserting  the  role  of 
entertainer  for  that  of  newsman 
and  commentator. 

In  addition  to  his  duties  as  a 
radio  newsman,  he  writes  a  syn- 

dicated daily  column  and  serves 
as  treasurer  of  the  Damon  Run- 
yon  Cancer  Fund. 

Drawn  for  Broadcasting  •  Telecasting  by  Sid  Hix 

Peter  Storer  Named 
PETER  STORER  has  been 
pointed  public service  director 
for  WJBK  and 
W  J  B  K  -  TV  De- troit, according 
to  Vice  President 
Richard  E.  Jones. 
Mr.  Storer  is  a 
son  of  George  B. 
Storer,  president, 
The  Fort  Indus- 

try Co.,  owner 
and  operator 
of  WJBK  and 
WJBK-TV.  In  his  new  capacity, 
Mr.  Storer  takes  over  all  radio  and 
TV  public  service  activities  and 
will  work  with  the  U.  of  Detroit, 
Wayne  U.  and  Michigan  State  Col- 

lege on  educational  TV  programs. 

Peter  Storer 

Old  Dutch  Buys  Spot 
OLD  DUTCH  COFFEE  Co.  Inc., 
New  York,  has  named  Elliott 
Nonas  Advertising,  same  city  to 
handle  account.  A  new  spot  cam- 

paign— effective  date  undetermined 
— will  be  launched  shortly  on  both 
radio  and  television  in  New  York, 
New  Jersey  and  Connecticut  mar- kets. Contracts  will  be  scheduled 
for  52 

STEVENS  NAMED 
Is  Director  of  SB&W 

SCHEIDELER,  BECK  &  WER- NER Inc.,  agency  formed  by 
former  personnel  of  the  Duane 
Jones  Agency,  announced  the  elec- tion of  a  new  director  Wednesday. 
He  is  Richard  A.  Stevens,  business 
and  personnel  manager  of  the  com- 
pany. The  new  organization,  through 
Joseph  Scheideler,  president,  also 
listed  newly-elected  vice  presidents : 
Robert  G.  Hughes  Jr.,  creative  di- 

rector; William  J.  McKenna  Jr., 
copy  chief;  and  Lawrence  J.  Hub- bard, director  of  marketing  and 
research. 

Officers  and  directors  previously 
announced,  in  addition  to  Mr. 
Scheideler,  include  Paul  A.  Werner, 
executive  vice  president;  Joseph  F. 
Beck,  vice  president  and  treasurer; 
and  Eugene  Hulshizer,  vice  presi- dent and  secretary. 

Buys  Six  Markets 
SILVER  SKILLET  Brands,  Skokie, 
111.,  for  its  corned  beef  hash,  has 
begun  radio  and  TV  participations 
on  cooking  shows  in  six  markets 
for  13  weeks  and  plans  expansion. 
Agency  is  Frederick  Asher  Inc., Chicago. 

NOW  in  sixth  year  on  radio  for  the  Bristol-Myers  Co.,  Break  the  Bank  has 
moved  to  the  ABC  network.  Backstage  are  (I  to  r)  Ted  Herbert,  ABC  sales; 
Wallace  T.  Drew,  ad  manager,  Bristol-Myers;  Ed  Wolf,  producer;  Bud  Collyer, 
m.  c;  Chester  MacCracken,  vice  president  in  charge  of  radio  and  TV  at 
Doherty,  Clifford  &  Shenfield;  Helen  Wilbur,  DC&S  timebuyer,  and  Joel  F. 

Jacobs,  DC&S  vice  president  and  account  executive. 

CITRUS  FUNDS 
More  to  Radio-TV  Okayed 

ADDITIONAL  funds  of  $75,000 
for  radio  and  TV  for  a  total  of 
$660,000  are  contained  in  the 
Florida  Citrus  Commission's  re- vised advertising  budget  for  the coming  year. 

This  figure,  approved  by  the 
Commission  last  Wednesday  at  the 
suggestion  of  O.  C.  Minton,  Fort 
Pierce  Commissioner  and  chair- 

man of  the  commission's  adver- tising committee,  supersedes  the 
total  $585,000  for  radio  and  TV 
approved  earlier  [Broadcasting  • Telecasting,  Oct.  1]. 

Of  the  new  figure,  $253,000  is 
earmarked  for  radio  and  $407,- 
000  for  television.  Don  Francisco, 
vice  president,  and  David  C.  Co- rey, of  J.  Walter  Thompson  Co., 
New  York,  were  present  when  the 
action  was  taken. 
Meanwhile,  the  commission 

named  Ralph  Henry  its  advertis- 
ing manager,  effective  Oct.  1,  with 

$9,500  salary.  Mr.  Henry  acted  in 
that  capacity  following  resigna- tion of  Dawson  Newton  two 
months  ago  to  join  Ruthrauff  & 
Ryan,  New  York. The  citrus  commission  spends 
upwards  of  $2  million  annually  to 
promote  Florida  citrus  fruit. 

MERLIN  NOMINATED 
For  RWG  Presidency 

EASTERN  region  nominating  com- 
mittee of  the  Radio  Writers'  Guild named  Milton  Merlin  as  candidate 

for  national  presidency  in  the  elec- tion to  be  held  at  the  RWG  annual 
meeting  Nov.  13  in  New  York.  His nomination  comes  as  a  matter  of 
succession  within  the  western  re- 

gion and  is  endorsed  by  the  eastern unit. 
IRA  Marion  was  simultaneously 

named  for  the  vice  presidency  on 
the  slate — mailed  to  Guild  members 
Wednesday — which  also  includes officers  for  the  Eastern  Region 
Council  and  representatives  to  the 
Council  of  the  Author's  League  of America,  parent  body  of  the  Guild. Additions  to  the  lists  of  nominees 
may  be  made  by  written  petition 
in  accordance  with  the  RWG  con- 

stitution and  by-laws,  Secretary 
May  Bolhower  announced. 

Parsons  Asks  Release 

LOUELLA  PARSONS,  movie  col- 
umnist-commentator, sponsored  on 

ABC  by  Andrew  Jergens  Co. 
(soaps,  lotion)  for  six  years,  had 
asked  release  from  a  current  con- 

tract ending  Dec.  23  to  do  a  com- bination radio-TV  program  for 
another  unidentified  national  ad- 

vertiser. Jergens,  it  understood, 
had  first  choice  for  the  combination 
deal,  but  preferred  her  on  radio 
only.  Miss  Parsons  has  a  TV  film 
show  in  preparation,  Robert  Orr  & Assoc.  is  agency. 
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SECURITY  ORDER
  ******  v°/t,nfofy  c^™

^ 

THE  NATION'S  broadcasters, 
telecasters  and  publishers — in  fact, 
all  persons  who  disseminate  news — 
are  operating  once  again  under  a 
form  of  voluntary  censorship. 

Self-policing  of  news  is  a  result 
of  direct  instructions  from  Presi- 

dent Truman,  but  broadcasters  and 
telecasters  are  without  any  sort  of 
official  yardstick  to  guide  them  in 
deciding  what  to  make  public  and 

'v  what  to  suppress. The  censorship  hassle  grew  out 
of  President  Truman's  Sept.  24 
Executive  Order  [Broadcasting  • 
Telecasting,  Oct.  1]  designed  to 
unify  security  policies  in  govern- 

ment agencies,  and  reached  a  peak 
Thursday  morning  at  his  news  con- ference. 
Newsmen  were  baffled  when  the 

President  stated  several  times 
Thursday  that  publishers,  broad- casters and  telecasters  must  censor 
news  for  security. 
They  threw  up  their  hands  in 

complete  confusion  when  the  Chief 
Executive  said  media  must  screen 
all  military  information  for  secu- 

rity even  though  it  was  authorized 
and  made  public  by  official  agencies. 

Then,  later  in  the  day,  the  White 
House  withdrew  this  last  condition, 
removing  some  of  the  confusion. 
But  there  remained  a  direct 

Presidential  mandate  to  all  who 
disseminate  news.  The  mandate, 
in  effect,  calls  on  them  as  patriots 
to  suppress  all  news  that  might  en- 

danger national  security  except  for 
material  made  public  by  respon- 

sible officials — and  this  doesn't  in- 
clude Congress. 

Lacking  further  instructions, 
broadcasters  and  publishers  who 
looked  into  the  problem  seemed  to 
agree  they  should  use  a  "common 
sense"  yardstick. In  the  words  of  a  White  House 
clarifying  statement  issued  Thurs- 

day afternoon,  they  should  "exer- cise the  most  careful  judgment  in 
determining  the  safety  of  publish- 

ing" information  from  other  than responsible,  authorized  officials. 
Truman  Censorship  Views 

The  President  carefully  avoided 
any  admission  that  the  Sept.  24 
order  or  the  Oct.  4  statements 
might  be  construed  as  censorship. 
He  said  Thursday  that  he  hated 
censorship,  though  he  called  on 
media  to  suppress  news  that  might 
endanger  security  without  offering 
any  rules  to  guide  them. 

It  appeared  to  those  who  must 
decide  whether  news  is  dangerous 
to  the  nation's  security  that  they actually  were  operating  as  self- 
censors.  Unlike  the  World  War  II 
procedure  under  the  Office  of  Cen- 

sorship, however,  the  government 
has  no  central  agency  to  aid  media 
in  deciding  what  to  make  public and  what  to  avoid. 

Confusion  over  the  whole  secu- 
rity problem  has  become  so  great 

since  the  Sept.  24  order  that  new 
interest  is  developing  in  proposals 

to  revive  the  Office  of  Censorship, 
as  proposed  in  the  Oct.  1  Broad- 

casting •  Telecasting  (see  also editorial  on  page  56). 
Washington  radio  and  TV  com- 

mentators who  attended  the  Presi- 
dent's Thursday  news  conference were  among  the  most  baffled  though 

the  later  clarifying  statement  re- 
moved some  of  this  confusion. 

Here  are  their  comments: 
Elmer  Davis,  ABC,  wartime  direc- tor of  the  Office  of  War  Information 

— "I  think  the  statements  will  lead  to 
more  confusion  than  already  existed 
although  the  clarifying  language 
clears  up  much  of  the  uncertainty." 

Hilmar  Baukhage,  MBS — "The  Pres- ident ordered  voluntary  censorship 
without  saying  so  specifically.  It 
appears  he  either  didn't  mean  what 
he  said  or  he  didn't  say  what  he  was 
meant  to  have  said." Frank  Bourgholtzer,  NBC  White 
House  correspondent — "NBC  has  a policy  of  avoiding  sensationalism  in 
news  affecting  national  security.  Ap- 

plication of  self-policing  is  probably more  complicated  than  the  White 
House  realizes.  The  point  often  arises 
where  a  newsman  can't  censor  public 
officials." Charles  Collingwood,  CBS  White 
House  correspondent — "The  President was  obviously  confused  and  in  my 
opinion  he  clouded  the  basic  issue  of 
security  regulations  in  government 
departments  by  introducing  the  sep- 

arate issue  of  responsibility  of  news 
media  for  making  public  borderline 

information." William  Hillman,  MBS— "I've  had experience  in  England  and  other  for- 
eign countries.  It's  amazing  the  way broadcasters  and  newspapers  in  Eng- 
land voluntarily  suppress  news  in- 

volving security.  I  have  suppressed 
a  lot  of  material  that  might  affect 
national  security." 

An  obvious  thought  in  the  Presi- 
dent's mind,  it  was  felt,  was  that 

national  safety  is  more  important 
than  a  news  scoop.  At  his  news 
conference  the  President  repeatedly 
referred  to  the  paramount  impor- 

tance of  survival  in  the  whole  se- 
curity situation. 

He  claimed  his  record  in  defend- 
ing civil  liberties  "demonstrates that  I  have  no  desire  to  suppress 

freedom  of  speech  or  freedom  of 

the  press." Answers  Criticism 
His  formal  statement  Thursday 

was  pointed  at  criticism  of  his  Sept. 
24  order.  "Whether  it  be  treason 
or  not,"  the  President  said,  "it  does the  United  States  just  as  much 
harm  for  military  secrets  to  be 
made  known  to  potential  enemies 
through  open  publication,  as  it  does 
for  military  secrets  to  be  given  to 
an  enemy  through  the  clandestine 
operations  of  spies." Then  he  observed  that  he  did  not 
believe  "protection  of  military secrets  should  be  made  a  cloak  or 

cover  for  withholding  from  the  peo- 
ple information  about  their  govern- ment which  should  be  made  known 

to  them.  I  believe  that  every-  , 
one  including  government  officials, 
should  try  to  prevent  this  from 

happening." 
The  main  idea  of  the  Sept.  24 

order,  he  said,  was  to  protect  in- formation about  national  security 

when  it  gets  out  of  military  hands  ' into  other  agencies.  In  addition, 
it  was  designed  to  prevent  abuses 
of  over-classification  of  informa- 

tion in  the  name  of  security.  He  j 
said  he  would  be  glad  to  change 
the  order  if  experience  points  to 
such  a  course. 

President  Truman  said  the  Sept. 
24  order  was  handed  down  after 
Fortune  magazine  had  printed  pic-  j 
torial  material  showing  atomic 
energy  plants  and  after  "news- 

papers and  slick  magazines"  had carried  air  photos  of  large  cities 
with  arrows  pointing  to  vulnerable  j 
bomb  targets. 

Several  newsmen  reminded  the  I 
President  that  the  air  photos  had 
been  prepared  and  released  to  the 
press  by  authorized  civil  defense officials  but  he  said  that  publishers  j 
should  not  have  printed  them. 
Asked  directly  if  the  Sept.  24  j 

security  order  and  related  Presi- 
dential statements  applied  to  broad-  \ 

casters  and  telecasters  as  well  as  | 
publishers,  Mr.  Truman  said  they  | 
certainly    do.     The    question  re- minded him  that  some  broadcasters  \ 
who  had  visited  Korea  had  later 
revealed  to  the  public  secret  strate-  j 

(Continued  on  page  32 

RECRUITING  ADS 
Hill  Group  Seeks  Cut 

A  STRONG  minority  attempt  to  wield  the  Congressional  hatchet  over 
recruiting  monies  for  paid  radio-TV  time  was  brewing  a  full-blown storm  on  Capitol  Hill  late  last  Thursday. 

What  concerned  the  broadcast  industry  chiefly  was  a  move  by  a  joint 
Senate-House  conference  commit-  * 
tee  to  prohibit  funds  for  radio  and 
television  and  retain  those  for 
printed  media. 

The  group  agreed  to  abide  this discrimination  in  the  form  of 
amendments  tacked  on  the  $57  bil- 

lion defense  bill  (S  5054).  The 
report  was  to  be  filed  Friday  and 
the  House  was  expected  to  act  on 
it  momentarily — but  not  without 
strong  opposition  on  the  floor.  It 
had  deferred  action  Thursday. 

Spearheading  the  attack  on 
radio-TV  was  Sen.  Joseph  C. 
O'Mahoney  (D-Wyo.),  who  had 
protested  an  approximate  $1  mil- lion expenditure  for  three  network 
radio  programs  already  committed 
under  the  budget  during  the  fiscal 
year  ending  last  June  30  [Broad- casting •  Telecasting,  Oct.  1]. 

It  was  reported  that  the  con- 
ferees went  along  almost  unani- 
mously with  the  O'Mahoney  econ- omy proposal,  but  with  misgivings which  were  sure  to  be  reflected 

during  House  debate. 
Sen.  O'Mahoney  was  quoted  as stating  that  payment  of  sums  for 

radio-TV  personalities  and  spot 
announcements  is  "an  indefensible 
expenditure"    of    the  taxpayers' 

money,  while  paid  space  in  news- 
papers and  magazines  is  a  matter 

of  "patriotic  appeal." He  added,  however,  that  he  will 
sponsor  an  amendment  on  the  floor, 
when  the  bill  comes  to  the  Senate, 
which  would  allow  programs  al- 

ready committed  to  take  the  air 
on  schedule.  Two  begin  this  month and  one  in  December. 

Actually,  this  is  academic  since 
the  programs  set  to  get  under- way— Frankie  Laine  Show  on  CBS, 
Bill  Stern  on  NBC  and  Game  of 
the  Week  on  ABC — have  been  paid 
for  out  of  previous  funds.  The 
$735,000  earmarked  for  this  fiscal 
year  were  earmarked  for  a  spring 
spot  recruiting  drive,  according  to 
Grant  Adv.,  which  handles  the 
Army  and  Air  Force  account. 

Question  Procedure 
Aside  from  the  question  of  prin- 

ciple involved  in  the  issue — that 
of  discrimination  between  aural- 
visual  and  printed  media — some 
authorities  last  week  also  ques- 

tioned the  procedural  right  of  the 
conferees  to  raise  this  question 
after  both  the  Senate  and  House 
approved  the  original  bill.  Con- ferences are  traditionally  set  up, 

it  was  pointed  out,  to  resolve  exist- ing   differences,    not  promulgate 
new  provisions. NARTB  is  known  to  be  plainly 
skeptical  of  any  action  which  would 
deprive  the  broadcasters  of  their 
share  of  the  recruiting  budget  in 
view  of  the  industry's  munificence in  giving  millions  of  dollars  worth of  free  time.  Newspapers  and 
magazines  have  not  been  as  gen- 

erous in  the  past,  it  was  noted. 
Rep.  George  Mahon  (D-Tex.) was  slated  to  guide  the  amended 

measure  to  the  floor.  He  told 
Broadcasting  •  Telecasting  that 
nearly  all  House  conferees  voted 
for  the  O'Mahoney  proposal.  He 
said  he  felt,  however,  that  funds 
for  all  media  should  be  banned  and 
that  the  draft  could  do  the  job 
without  recourse  to  paid  recruiting 
drives  in  newspapers  and  on  radio- TV. 

Speaking  for  his  colleagues,  he 
said  many  conferees  complained 
that  sponsorship  of  radio  and  video 
programs  was  of  no  great  benefit 
to  the  defense  effort.  Army  and 
Air  Force  surveys  have  indicated otherwise. 

Another  sore  point  in  the  back- 
ground picture  is  the  feeling  of 

some  Senators,  particularly  Sen. 
O'Mahoney,  that  the  Appropria- 

tions Committee  was  not  apprised 
(Continued  on  page  32) 
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THE  ATOM on  The  Air 

By  CHARTER  HESLEP 
CHIEF,     RADIO-VISUAL  INFORMA- TION  BRANCH,   AEC  PUBLIC 

INFORMATION  SERVICE 

THE  ATOM  is  fast  becoming an  important  part  of  radio 
and  television  programming. 

News  of  atomic  developments 
lead  or  are  near  the  top  of  news- 

casts with  increasing  frequency. 
Public  service  shows  with  wide  au- 

dience appeal  are  growing  as  writ- 
ers and  producers  tackle  the  prob- 
lem of  telling  the  people  about  the 

progress,  meaning  and  challenges 
of  the  still  new  atomic  age. 
An  historic  "first"  was  the dramatic  documentary,  Atomic 

Bombs,  by  Frank  and  Doris  Hurs- 
ley,  broadcast  over  CBS  on  Aug. 
7,  1945 — within  24  hours  after President  Truman  had  announced 
the  advent  of  the  atomic  age  in 
the  form  of  the  bombing  of  Hiro- shima. 

Since  then,  and  particularly  in 
the  past  two  years,  radio  and  tele- 

vision have  rolled  up  an  impres- 
sive record  of  public  service  pro- 

gramming in  the  atomic  field.  Con- 
siderable experimenting  is  under 

way  with  actual  teaching  of  nu- 
clear physics  and  related  atomic 

subjects  via  television. 

ANOTHER  "first"  was  recorded 
at  Ames,  Iowa,  on  Sept.  28-29. 

The  Iowa  Radio  News  Assn.  de- cided to  turn  its  1951  annual 
meeting  into  the  first  radio-tele- 

vision atomic  energy  seminar  ever 
held.  There  have  been  14  of  these 
seminars  for  various  newspaper 
groups. 

For  two  days,  the  Iowa  radio 
news  editors  and  their  guests  will 
"go  to  school"  for  lectures  on 
basic  atomic  energy,  reactors,  fis- sionable materials  and  isotopes. 
They  will  hear — and  see — applica- 

tions of  atomic  energy  to  farming, 
medicine,  industry  and  research. 
The  Atomic  Energy  Commission  is 
cooperating  to  provide  some  of  the 
speakers,  headed  by  Commissioner 
T.  Keith  Glennan. 

There  are  some  obvious  reasons 
for  the  growing  value  of  program- 
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ming  in  the  atomic  field.  There  is 
the  importance  of  atomic  weapons 
to  our  national  security  and  the 
job  of  preparing  our  own  millions for  survival  under  a  possible  enemy 
atomic  attack.  The  popularity  of 
science-fiction  is  another  gauge  of 
the  times.  It  is  on  the  increase  in 
all  media,  including  radio  and  tele- vision. 

A  Maryland  second-grade  teacher was  surprised  one  Monday  last 
spring  to  hear  her  young  pupils 
talking  about  "radioactivity"  and "reactors."  It  turned  out  that  14 
of  the  32  in  her  class  had  seen  the 
television  documentary,  Mobilizing 
the  Atom,  on  CBS  on  Sunday.  The 
teacher  asked  the  AEC  for  some 
basic  material  —  and  quickly  —  to 
help  her  catch  up  with  the  seven- 
year-olds. 

The  importance  of  safeguarding 
certain  types  of  data — such  as  rate 
and  scale  of  production  of  wea- 

pons, components,  uranium  ore, 
etc. — cannot  be  minimized  as  long 
as  the  present  world  tension  pre- vails. The  AEC  is  charged  with  the 
security  of  this  kind  of  informa- 

tion and  triple-checks  every  fact 
that  is  released  to  the  public.  But 
program  planners  and  writers  are 
discovering  that  there  is  a  wealth 
of  material  available  around  which 
to  build  good  programs. 

MUCH  of  the  basic  science  in- volved can  be  simplified  and 
made  interesting  on  radio  and  tele- 

vision. The  history  of  the  develop- 
ment of  atomic  energy  is  a  fas- 

cinating story.  The  ever  widening 
use  of  radioactive  isotopes  furnishes 
a  continuous  stream  of  new — and 
unrestricted — information  that  of- 

ten has  local  or  area  leads. 
Finally,  Chairman  Gordon  Dean 

has  said  that  the  AEC  hopes  that 
all  media — including  radio  and  tele- 

vision— may  some  day  cover  an  ac- 
tual weapon  test.  However,  that  will 

not  be  possible  during  the  series 
of  tests  this  fall  at  Las  Vegas 
which  were  recently  announced. 

The  AEC  is  not  in  the  business  of 
radio  and  television  production.  It 
is  not  in  the  business  of  educa- 

tion. It  does  not  "promote"  pro- 

gramming in  this  field.  The  Radio- Visual  Information  Branch  of  the 
agency's  public  information  serv- ice does  try  to  keep  the  latest  and 
best  "raw  material"  available  for 
those  asking  help  in  planning  or 
writing  shows.  And  it  can  give 
security  review  for  any  broadcaster 
or  telecaster  who  has  any  doubt 
that  a  given  program  may  contain 
"restricted  data"  within  the  mean- 

ing of  the  Atomic  Energy  Act  of 1946. 
To  keep  abreast  of  what  is  being 

done,  an  attempt  is  made  to  get 
scripts  of  programs  dealing  with 
atomic  energy.  These  are  studied 
so  that  practical  counsel  may  be 
given  when  assistance  is  asked. 

A  by-product  of  this  activity  is  a 
set  of  script  books  that  constitute 
an  impressive  record  of  the  pro- 

gramming that  has  been  done  in the  atomic  field  in  the  past  two 
years.  The  collection  is  far  from 
complete  and  does  not  contain 
scripts  dealing  specifically  with 
civil  defense  where  much  fine  work 
has  been  accomplished. 

Here  are  some  of  the  outstand- 
ing scripts  on  file  which  give  an 

idea  of  the  range  and  treatment 
of  atomic  subjects  on  radio  and television. 

RADIO 
The  Quick  and  The  Dead.  A  four- program  series  produced  by  NBC  in the  summer  of  1950.  Featured  Bob  Hope 

asking  questions  of  William  L.  Lau- rence, New  York  Times  science  writer, with  dramatized  episodes  developing 
from  Hope's  questions.  Repeated  by popular  demand  and  won  a  host  of 
prizes  in  1950. This  New  World  of  Atomic  Energy. 
Eleven  programs  tracing  the  advent  of 
the  atomic  age  produced  by  WLS  Chi- 

cago, and  broadcast  over  that  station's famed  School  Time  from  February 
through  April  of  this  year.  Aimed  at upper  elementary  grades,  and  directed by  Josephine  Stafford.  Manager  Glenn Snyder  made  entire  series  available  to the  tape  network  of  the  National  Assn. of  Educational  Broadcasters. 
Science  Marches  On.  Six  programs 

in  June-July  1949,  featuring  the  activi- 
ties of  the  Argonne  National  Labora- tory near  Chicago.  Produced  by  WMBI Chicago. 

giving  somewhat  the  same  treatment to  work  of  the  Brookhaven  National Lab. 
You  and  the  Atom.  Five  thoughtful discussions  of  various  aspects  of  atomic energy  aired  by  CBS  in  February  1949. 
Practically  all  of  the  regular  net- 

work discussion  programs  have  car- ried several  shows  dealing  with 
some  phase  of  atomic  energy.  In- cluded in  this  list  are  scripts  from 
the  Chicago  Round  Table  (NBC); 
Northwestern  Reviewing  Stand 
(MBS) ;  Town  Hall  of  the  Air  and Time  for  Defense  (both  ABC)  ; 
Adventures  in  Science  (CBS),  and 
NBC's  Living,  1949  and  Living, 
1950.  - The  subject  has  been  covered 
also  by  programs  produced  by  the 
Rocky  Mountain  Radio  Council,  the 
Lowell  Institute  Cooperative  Broad- 

casting Council  of  Boston  and  in  a 
number  of  single-shot  documen- 

taries by  individual  stations. 
Among  the  last  group  are  E  Equals 
M  C  Squared  broadcast  over  Texas 
State  Network  in  October  1949,  and 
After  the  Atom  by  Bill  Hodapp 
(now  with  the  Sloan  foundation) 
over  WAVE  Louisville,  Ky.,  Sep- 

tember, 1949. 
The  wide  range  of  important 

jobs  performed  at  atomic  energy 
laboratories  and  plants  by  physi- 

cally-handicapped persons  has  been 
treated  in  two  network  documen- 

taries. The  first,  Physical  Disabil- 
ity Is  Not  Job  Disability,  dealt  with 

Oak  Ridge,  Tenn.,  and  was  aired 
by  MBS  in  1949.  Last  year,  ABC 
carried  a  30-minute  show  from  Los 
Alamos,  N.  M.,  covering  the  same 
topic.  It  was  the  first  major  net- 

work program  ever  broadcast  from 
what  has  been  called  America's "most  secret  city." 

TELEVISION 
Atomic  Report  was  a  pioneering series  of  10  programs  produced  by 

WMAR  Baltimore,  in  the  summer  and autumn  of  1949.  It  covered  many 
phases  of  the  atomic  program  and featured  actual  demonstrations  before the  camera  as  well  as  interviews  with leading  atomic  scientists.  The  program won  many  awards. 
NBC  and  the  Navy  put  together 

(Contiuned  on  page  76) 

Working  out  sequence  for  WMAR-TV  Atomic  Report  are  Producer 
Ed  Mick,  Mr.  Heslep  and  Narrator  Michael  Amrine. 
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HADACOL'S  ILLS 

Hearing  Set  for  Nov.  9 

(See  FCC  story  on  page  8i) 
HEARING  was  set  last  week  for 
2:30  p.m.,  Nov.  9  in  the  U.  S.  Dis- 

trict Court,  N.  Y.,  for  objections 
:  j    to  petition  for  reorganization  filed [  j    by  the  LeBlanc  Corp.,  producers of  Hadacol. 
i  !  The  corporation,  whose  radio 

spot  campaign  and  newspaper  tes- i  |  timonial  ads  jockeyed  net  profits  to 
;  |  the  multi-million  dollar  level,  last 
[  ̂ Wednesday  filed  for  reorganization 
[  pursuant  to  Chapter  10  of  the  Fed- 

eral Bankruptcy  Act,  and  Judge 
William  Bondy  issued  an  order  the 
same  day  approving  the  legality 
of  the  application. 

Anything  can  happen  at  the  Nov. 
9  hearing,  officials  said,  and  it  was 
assumed  that  creditors  of  the  cor- 

poration, who  were  expected  to  file 
their  answer  to  the  LeBlanc  re- 

quest sometime  this  week,  would  be 
heard.  If  the  petition  is  approved, 
however,  the  court  will  name  trus- 

tees to  take  possession  of  the  Le- 
Blanc Corp.,  make  an  inventory  of 

j  its  assets  and  liabilities,  report 
back  to  the  court,  and  inform  in- 

terested parties  of  the  findings. 
Creditors  May  Wait 

Company  requested  reorganiza- tion in  order  to  free  itself  from 
creditors — court  actions  would  in 
effect  be  frozen — and  to  gain  time 
for  reestablishing  its  business,  in 
which  the  owners  say  they  retain 
confidence.  "New  money"  that  could be  raised,  LeBlanc  officials  were 
reported  to  have  said,  would  be  de- 

voted exclusively  to  continuing  the 
sale  and  manufacture  of  Hadacol, 
with  the  implication  that  creditors 
would  be  considered  only  as  new 
profits  accrued. 

With  the  organization's  account 
payable  —  including  radio  fees  — 
reaching  $2,065,358  as  totaled  by 
an  unaudited  balance  sheet  dated 
Sept.  8,  many  radio  stations  were 
understood  to  be  preparing  to  carry 
Hadacol  business  only  with  in-writ- 

ing agreements. 
Industry  complaints  were  that 

very  few  Hadacol  contracts  have 
been  in  legal  form,  having  consist- 

ed mostly  of  telephoned  or  tele- 
graphed authority  or  letters  that 

would  not  stand  up  in  court.  Many 
such  agreements  were  made  by 
people  no  longer  with  Hadacol,  it 
was  pointed  out,  and  often  on  a 
cut-rate  basis  that  had,  in  some 
instances,  been  publicized  suffi- 

ciently so  that  other  advertisers, 
too,  sought  reduced  charges. 

Asher  Lans,  New  York  attorney 
who  is  now  president  of  LeBlanc 
Corp.,  said  last  week  that  authori- 

zations made  by  former  company 
officers  would  be  honored. 

Action  came  promptly  day  after 
a  creditors'  meeting  had  been  called 
in  New  York,  with  invitations  going: 
out  to  an  estimated  20  of  7,000 
creditors.  The  press  was  excluded. 

|  At  the  meeting,  Mr.  Lans,  presi- dent of  LeBlanc  of  Maryland, 
which  was  incorporated  quietly  in 
August  and  which  lists  the  older 

LeBlanc  Corp.  of  Louisiana  as  its 
subsidiary,  announced  reorganiza- 

tion plans. 
Although  creditors  attending  the 

meeting  complained  afterwards 
that  they  still  did  not  know  what 
was  going  on,  that  their  questions 
— although  asked — remained  unan- 

swered, most  of  them  agreed  with 
the  statement  ascribed  to  Mr.  Lans 
that  they  would  be  lucky  to  collect 
5  cents  on  each  dollar  owed  them 
if  bankruptcy  action  were  to  result. 
At  week's  end,  with  epithets  match- ing vagueries,  few  people  ventured 
■to  predict  the  future  of  their 
claims,  saying  that  it  all  depended 
on  the  company's  future  business and  disentanglement  of  myriad 
legal  claims. 
First  changes  in  the  Hadacol 

status  became  evident  last  August 
when  the  Louisiana  Corp.  was  sold 
to  the  Tobey-Maltz  Memorial  Foun- 

dation Inc.,  a  private  medical 
foundation  with  New  York  plastic 
surgeon,  Dr.  Maxwell  Maltz,  as 
director  for  some  $8  million 
[Broadcasting  •  Telecasting, Sept.  3]. 
Terms  were  reported  to  call  for 

an  immediate  payment  of  $1  mil- 
lion in  cash,  the  rest  in  10  annual 

installments.  Dudley  J.  LeBlanc, 
Louisiana  State  Senator  who  start- 

ed the  company  in  1943,  is  reported 
to  have  received  about  a  quarter 
of  a  million  dollars  for  his  owner- 

ship. A  syndicate  of  New  York 
businessmen,  headed  by  Mr.  Lans, 
in  turn  purchased  what  they  de- scribed at  that  time  as  a  lease  to 
the  Hadacol  trademark,  and  Mr. 
Lans  replaced  Mr.  LeBlanc  as  pres- 

ident, although  the  latter  was  to  be 
retained— for  a  reported  $100,000 
per  year  plus  expenses — as  "na- tional and  international"  sales  man- 
ager. The  company  has  pushed  its 
product  with  lavish  promotion, 
estimated  at  reaching  $1  million  a 
month  and  including  a  caravan  of 
stars  Such  as  Bob  Hope,  Carmen 
Miranda,  and  Jimmy  Durante.  At 
the  time  of  the  sale,  the  new  presi- 

dent, Mr.  Lans,  anticipated  that 
advei-tising  promotion  would  "reach 
a  new  record  total." 

Accounts  Not  'Receivable' 
At  the  creditors'  meeting,  Mr 

Lans  reportedly  explained  that 
upon  investigation  of  its  purchase, 
the  syndicate  discovered  that  an 
estimated  $2  million  of  accounts receivable  were  not  accounts  at 
all,  in  the  usual  sense,  and  that 
litigation  against  the  business  was threatened  from  several  sides. 
Describing  the  patent  medicine 
business  as  previously  "extremely 
profitable,"  Mr.  Lans  reported Hadacol  sales  for  the  15  months 
ending  March  31  reached  $25,356,- 
525  with  net  profit,  before  taxes, 

of  $3,631,188.  In  the  next  three 
months,  ending  June  30,  sales 
dropped  to  $3,154,090,  and  the 
corporation's  net  loss  was  $1,058,- 947.  Estimated  losses  from  June 
until  Sept.  30.  were  said  to  be  in excess  of  $700,000. 

Officials  attributed  the  reversal 
to  overexpansion,  a  change  from 
testimonial  to  institutional  adver- 

tising, the  failure  of  the  caravan — which  was  halted  two  weeks  be- 
fore the  scheduled  time — and  the 

extension  of  sales  campaigns  be- 
yond Hadacol's  natural  environ- ments in  the  South  and  South- west. 

Advertising  expenses  for  15 
months  ended  March  31  were  listed 
at  $9,724,391  and  for  three  months 
ended  June  30  they  were  $2,495,154. 

The  Sept.  8  balance  sheet  was 
said  to  list  liabilities  of  $4,263,- 
647.96,  including  bank  overdraft 
of  $17,909  and  caravan  expenses 
of  $187,911  still  payable.  Wed- 

nesday's reorganization  was  said to  have  been  prompted  by  the 
camel's  straw  of  a  $14,000  suit 
filed  by  United  Broadcasting  Co.  in 
Baltimore  Sept.  27. 

Excluding  claims  for  negligence 
or  product  liability,  a  total  of  14 
major  proceedings  have  been  filed 
against  the  two  corporations,  in- cluding a  suit  for  $114,000  by 
Televisual  Products  Inc.  of  Des 
Moines,  Iowa. 

Mr.  LeBlanc,  in  addition  to  pay- 
ments received,  is  listed  among 

creditors  of  the  LeBlanc  Corp. 
whose  claims  may  be  in  excess  of ( Continued  on  page  84 ) 

HENNOCK  HEARING  STALLS  a==- By  DAVE  BERLYN ILLNESS  of  FCC  Comr.  Frieda  B. 
Hennock  last  week  left  up  in  the 
air  the  windup  of  the  Senate  Ju- 

diciary Committee  hearings  on  her 
nomination  to  a  Federal  judgeship 
in  New  York. 
Word  of  her  illness  was  given 

Broadcasting  •  Telecasting  by 
Committee  Chairman  Pat  McCar- 
ran  (D-Nev.)  following  last  Wed- 

nesday's commit- tee session.  The 
Senator  indicated 
that  additional 
meetings  would 
not  be  held  until 
Miss  Hennock 
was  in  better 
health. 

He  also  said  he 
did   not  know 
whether  Miss 
Hennock  would 

take  the  stand  to  testify. 
The  Commissioner  could  not  be 

reached  for  comment. 
This  development  came  as  the 

Senate  committee,  with  Miss  Hen- 
nock absent  for  the  first  time  since 

the  committee  began  its  closed  door 
hearings,  questioned  witnesses  in 
favor  of  the  nomination. 
Two  opposition  witnesses,  both 

subpenaed,  were  called  Tuesday 
morning.  They  were  Judges  James 
G.  Wallace  and  John  A.  Mullen  of 

Miss  Hennock 

the  New  York  Court  of  General 
Sessions. 
They  followed  other  opposition 

heard  nearly  a  fortnight  aero 
[Broadcasting  •  Telecasting, Oct.  1]. 

According  to  reports,  the  com- mittee delved  into  the  professional 
and  the  personal  background  of  the 
nominee.  It  was  understood  that 
the  New  York  judges  were  ques- tioned closely  about  various  legal 
affairs  with  which  Miss  Hennock 
was  said  to  have  been  involved  be- 

fore she  joined  the  FCC  in  1948. 
FCC  Witnesses 

Witnesses  Wednesday  were 
Chairman  Wayne  Coy,  Comrs. 
Paul  A.  Walker  and  Robert  F. 
Jones,  all  of  the  FCC;  William 
A.  Porter,  of  the  Washington  law 
firm  Bingham,  Collins,  Porter  & 
Kistler;  Julia  Hopkins,  National 
Assn.  of  Women  Lawyers;  Ralph 
Steetle,  executive  director,  Joint 
Committee  on  Educational  Tele- 

vision, and  Mrs.  Clara  Longstreth, 
national  security  chairman,  Na- tional Federation  of  Business  and 
Professional  Womens  Clubs.  Mr. 
Porter  represented  the  Federal 
Communications  Bar  Assn. 

They  were  asked  merely  routine 
questions,  and  in  instances  where 
people  other  than  FCC  members 
were  involved,  the  committee  mem- bers were  interested  in  knowing  the 
makeup  of  the  organization  and  de- 
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tails  of  its  endorsement  of  Miss 
Hennock's  nomination. 

Still  to  be  heard  are  witnesses 
from  New  York,  including  Louis 
S.  Posner,  New  York  State  Mort- 

gage Assn.;  Jacob  Holtzman,  New York  State  Board  of  Regents,  and 
Judge  Agnes  Craig,  New  York  City 
Municipal  Court.  Other  New  York 
legal  and  women's  club  officials  also may  testify. 

There  was  renewed  talk  in  Wash- 
ington circles  that  the  committee 

might  not  act  on  the  nomination 
this  session  of  Congress,  due  soon 
to  adjourn  [Broadcasting  Tele- casting, Oct.  1].  This  would  pave 
the  way  for  a  recess  appointment 
to  the  New  York  Southern  District 
Court  by  the  President. 

If  this  happened,  it  was  ex- plained last  week,  Miss  Hennock, 
if  appointed,  could  serve  on  the 
bench  with  pay  until  the  end  of 
the  next  Congressional  term 
[Closed  Circit,  Oct.  1]. 
After  adjournment  this  session, 

the  Senate  committee  automatically 
returns  the  nomination  to  the 
White  House  if  not  acted  upon. 
Then,  President  Truman  during  the 
second  session  could  renominate 
her,  sending  the  name  back  to  the 
Senate.  However,  if  the  Senate 
then  failed  to  act  on  the  nomina- 

tion, she  would  automatically  lose 
her  seat  on  the  bench. 
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NBC  RADIO  Reaches  Most,  Slide  Show  Claims 

THE  IMPORTANCE  of  network 
radio  as  "the  most  taken-for- 
granted  advertising  force  in  the 
land"  and  the  importance  of  NBC 
because  "more  people  are  reached 
by  NBC  Radio  than  by  any  adver- 

tising force  in  the  world,"  includ- ing television,  are  stressed  in 
This  Is  NBC,  a  31-minute  color 
slide-sound  presentation.  The  slide 
show  was  previewed  Thursday  for 
the  advertising  press  in  New  York 
prior  to  showing  to  advertisers  and 
agencies  across  the  country. 

To  prove  the  superiority  of  radio 
over  television  as  a  mass  medium, 
for  example,  the  presentation 
points  out  that  in  present  TV 
markets  "there  are  more  homes with  just  radios  than  homes  with 
both  radio  and  television." 

"Outside  of  the  TV  area  there are  over  100%  additional  homes 
with  radios,  adding  up  to  the 
largest  advertising  potential  audi- 

ence available  anywhere,"  NBC claims. 
Between  7  and  10  p.m.  a  radio 

set  is  on  in  one  out  of  ten  TV 
homes,  the  presentation  declares, 
with  this  and  other  extra-room 
listening,  plus  car  radio  and  other 
out-of-home  listening  adding  54 
million  supplementary  sets  to  the 
42  million  American  radio  homes. 

This  gives  the  radio  advertiser 
a  total  of  "96  million  outlets  for 
your  sales  message — truly  blanket 
coverage  of  all  America." 
Nor  is  this  picture  changing. 

NBC  cites  Radio-Television  Mfrs. 
Assn.  figures  showing  that  in  the 
first  six  months  of  this  year, 
"Americans  were  buying  radio  at a  10%  faster  clip  than  during  the 
same  period  of  1950.  In  fact,  they're buying  more  than  twice  as  many 
radio  sets  as  they  are  television 
sets." 
Noting  "advertisers  take  noth- 

ing at  face  value — they  measure 
media  by  potential  and  delivered 
audience,"  the  presentation  avers that  out  of  every  25  people:  4  read 
Life  magazine;  7  read  Metro  on 
Sundays;  8  watch  NBC  Television; 
12  listen  to  Mutual ;  14  listen  to  the 
ABC  Radio  Network;  17  listen  to 
CBS;  19  listen  to  NBC. 
Translating  this  into  people 

reached  per  dollar  of  advertising 
expenditure,  NBC  reports  that  for 
a  budget  of  about  $22,000,  the  cost 
of  some  nighttime  radio  shows,  an 
advertiser  can  buy  a  half-hour  TV 
show  on  the  15  largest  NBC-TV 
stations,  to  reach  5,252,000  people; 
or  a  two-color  full  page  in  Life, 
to  reach  5,747,000  people;  or  a  four- 
color  half -page  in  the  metropolitan 
group  of  Sunday  supplements,  to 
reach  7,316,000  people.  But  if  he 
spends  the  $22,000  for  a  nighttime 
half-hour  show  on  the  full  NBC 
Radio  Network,  the  report  said,  he 
can  reach  7,794,000  people. 

John  K.  Herbert,  NBC  vice  pres- 
ident and  director  of  radio  sales, 

who  delivers  the  NBC  radio  story  in 
his  own  voice,  specially  recorded 

in  the  presentation,  noted  that  most 
of  NBC's  nighttime  shows  cost  less than  $22,000,  with  daytime  costs 
far  below  that  figure.  He  also 
stressed  that  a  13-week  contract  is 
no  longer  necessary  but  that  "you can  sell  your  product  over  NBC 
for  as  long  or  as  short  a  period 

as  you  like." "One  of  the  new  uses  of  radio," 
Mr.  Herbert  said,  "is  the  'satura- 

tion campaign' — a  technique  of  con- centrated advertising  on  several 
programs  during  a  single  week  or 
a  single  month.  This  form  of  spe- 

cial promotion  is  quick,  simple  to 
use,  and  can  reach  the  same  cus- tomers several  times  a  day  in  a 
controlled  period  of  time." 

'Blanket  Coverage' 
In  addition  to  such  short-term 

campaigns,  NBC  also  has  the  "tan- dem" year-round  multiple  program 
plan  by  which  an  advertiser  can 
reach  nearly  25  million  people  a 
week  with  a  one-minute  commercial 
plus  opening  and  closing  "bill- boards" on  three  evening  shows  "at 
the  low,  low  cost  of  1,000  advertis- 

ing impressions  for  28  cents,"  Mr. Herbert  said.  The  shows  are  Mr. 
Keen,  Tracer  of  Lost  Persons, 
Martin  &  Lewis  and  The  Big  Show. 

New  programs,  like  the  mystery 
show  Barrie  Crane  and  the  Bob  and 
Ray  comedy  series,  and  old  favor- ites, such  &s  Fibber  McGee  and 
Molly,  Duffy's  Tavern,  Bob  Hope and  Jimmy  Durante,  including  al- most the  complete  roster  of  NBC 

commercial  programs,  are  covered 
by  the  presentation,  with  the  stars 
delivering  recorded  messages. 

The  slide  sound  film  also  hails 
NBC's  25  years  of  network  opera- 

tion and  its  host  of  long-time  pro- 
grams and  sponsors.  Conceived  by 

Jacob  A.  Evans,  manager  of  NBC 
radio  advertising  and  promotion, 
the  presentation  was  produced  by 
Hank  Shepard,  supervisor  of  NBC 
radio  sales  promotion,  assisted  by 
Robert  Hitchens.  It  was  directed 
by  Jack  Cleary.  Bernard  Green 
composed  the  musical  background and  led  the  NBC  orchestra. 

HOWARD  CHENEY 
Adman  Dies  in  Sleep 

HOWARD  W.  CHENEY,  47, 
executive  vice  president  and  West 
Coast  manager  of  Erwin,  Wasey 
&  Co.,  Los  Angeles,  died  in  his 
sleep  at  his  Beverly  Hills  home 
early  last  Tuesday  morning. 
West  Coast  manager  of  Leo 

Burnett  Co.,  he  resigned  and 
joined  Erwin,  Wasey  &  Co.  last 
May  15.  Well  known  in  West  Coast 
advertising,  at  one  time  he  was 
account  executive  of  Foote,  Cone 
&  Belding,  Los  Angeles,  and  also 
headed  the  advertising  department 
of  Lockheed  Aircraft,  Burbank. 

Besides  his  widow,  Bettina  J. 
Cheney,  surviving  are  his  father, 
William  T.  Cheney,  Terre  Haute, 
Ind.,  and  a  sister,  Mrs.  Charles  E. 
Mills,  Washington,  D.  C. 

WAYNE  COY 
States  Correct  FCC 

Stand  on  S.  7563 
THE  only  effective  method  of  meeting  the  problem  of  disseminating 
gambling  information  is  to  prohibit  such  transmission  by  statute,  which 
would  be  enforced  by  the  Dept.  of  Justice,  according  to  FCC  Chairman 
Wayne  Coy. 

This  is  the  position  of  the  Com-  ★  mission  as  well,  Chairman  Coy  said 
in  a  letter  to  Broadcasting  •  Tele- 

casting. The  letter  was  designed 
to  correct  an  impression  given  by 
a  story  which  said  a  Senate  bill 
(S  1563)  requiring  Dept.  of  Justice 
licensing  was  in  line  with  Chair- 

man Coy's  recommendation. 
Text  of  Chairman  Coy's  letter follows: 

EDITOR: 
In  the  BROADCASTING  »  TELE- CASTING issue  of  Oct.  1,  1951,  there 

is  a  news  item  on  page  50  headed 
"Anti-Gambling  Bills,"  in  which  it 
was  reported  that  the  Senate  Inter- 

state and  Foreign  Commerce  Com- mittee approved  four  bills.  It  was 
stated  with  respect  to  one  of  these 
bills,  S.  1563,  relating  to  the  licens- 

ing of  persons  engaged  in  the  dissem- ination of  gambling  information  that 
the  Committee  amended  this  bill  to 
transfer  the  licensing  authority  from 
the  FCC,  as  originally  intended,  to 
the  Justice  Dept.  Then  follows  the 
statement,  "This  is  in  line  with  Chair- 

man Wayne  Coy's  recommendation." The  quoted  statement  is  not  cor- rect but  I  am  sure  that  it  was  inad- 
vertent and  arose  only  out  of  a  mis- 

taken understanding  of  the  position 
taken  by  me  in  behalf  of  the  Com- mission.    Our  position  with  respect 

to  any  bill  that  would  license  persons 
disseminating  gambling  information is  that  such  an  approach  is  basically 
ineffective  and  unsound,  regardless  of 
what  government  agency  is  desig- nated as  the  licensing  authority. 
We  have  taken  the  position  that 

the  only  effective  way  to  deal  with 
this  problem  is  by  a  statute  prohib- 

iting the  transmission  of  certain  de- fined types  of  gambling  information. 
Such  a  statute  would,  of  course,  be 
enforced  by  the  Dept.  of  Justice  in 
the  same  manner  that  all  other  crim- 

inal statutes  are  enforced  by  the 
Dept.  of  Justice.  This  position  was 
apparently  misconstrued  by  the  per- son who  wrote  the  item  in  the  Oct.  1 
issue  of  BROADCASTING  •  TELE- CASTING to  mean  that  I  was  of  the 
view  that  the  licensing  functions  in 
S.  1563  should  be  administered  by 
the  Dept.  of  Justice. 

So  that  the  record  may  be  entirely 
clear,  I  should  like  to  point  out  that 
the  Commission  opposes  any  licensing 
approach  regardless  of  whether  the 
responsibility  to  issue  licenses  is 
placed  in  the  FCC,  the  Dept.  of  Jus- tice or  any  other  Federal  agency. 

I  am  sure  you  will  want  to  correct 
the  mistaken  notion  that  may  have 
been  created  by  the  above  quoted statement. 

QUARTER -CENTURY  service  to 
health  education  by  NBC  is  marked 
by  presentation  of  citation  to  Niles Trammell  (r),  chairman  of  NBC 
board  of  directors,  by  Dr.  W.  W. 
Bauer  (I)  of  the  American  Medical 
Assn.  [Broadcasting  •  Telecasting, 
Oct.  1].  Award  was  made  at  close 
of  special  documentary,  Worthy  of 
His  Hire,  relating  to  employment  of 
the  physically  handicapped,  heard 

Sept.  23. 
MESTRE  HONORED 

Given  EAA  Award 
GOAR  MESTRE,  head  of  the 
CMQ  Radio  Network  in  Cuba, 
CMQ-TV  Havana  and  president 
of  the  Inter-American  Assn.  of 
Broadcasters,  last  Friday  received 
the  Export  Advertising  Assn.'s annual  award  for  outstanding 
achievement  in  international  ad- 

vertising and  marketing. 
Mr.  Mestre  was  presented  the 

award  at  an  EAA  luncheon  in  New 
York's  Plaza  Hotel,  at  which 
Thomas  D.  Cabot,  director  of  In- ternational Security  Affairs,  Dept. 
of  State,  was  principal  speaker. 

Third  annual  EAA  survey  con- 
ducted among  1,000  foreign  busi- 

ness leaders  in  the  U.  S.,  was  re- 
ported by  William  Kapp  of  Gotham Adv.  Co.  Thursday  afternoon, 

opening  date  of  the  EAA  conven- tion. For  the  third  straight  year, 
foreign  ad  budgets  will  be  in- 

creased, with  9  out  of  10  busi- nessmen making  increases  this 
year  as  compared  with  8  out  of  10 
last  year.  Over  two-thirds  say 
their  sales  this  year  stand  more 
than  10%  ahead  of  1950,  with  the 
rise  attributed  to  American  subsid- 

iaries in  markets  abroad  as  well 
as  export  from  the  U.  S. 

Exporters  still  list  trade  publi- 
cations as  their  favorite  advertis- 

ing medium.  Spending  less  than 
5%  of  their  sales'  income  on  ad- 

vertising, exporters  are  earmark- ing about  as  much  for  TV  this 
year  as  they  did  last. 
FCBA  Outing 

ANNUAL  fall  outing  of  the  Fed- eral Communications  Bar  Assn.  was 
held  Saturday  at  Twin  Oaks, 
Vienna,  Va.,  estate  of  Horace  L. 
Lohnes,  partner  in  the  Washington radio  law  firm  of  Dow,  Lohnes  & 
Albertson.  FCC  and  other  govern- ment officials  attended.  Mr.  Lohnes, 
a  past  president  of  FCBA,  last 
week  was  elected  president  of  the 
George  Washington  U.  Law  Alumni Assn.  for  1951-52. 
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PLAN 
Told  NARTB  District  14 

INSURANCE 
THOROUGH  exploration  of  all 
types  of  insurance  for  stations, 
ranging  all  the  way  from  towers 
to  personnel,  is  under  way  at 
NARTB,  President  Harold  E.  Fel- 

lows told  NARTB  District  14  at 
its  opening  session  Thursday  in 
Salt  Lake  City. 

The  district  opened  a  three-day 
meeting  with  William  C.  Grove, 
KFBC  Cheyenne,  Wyo.,  presiding 
as  district  director.  Hugh  Terry, 
KLZ  Denver,  participated  as 
NARTB  director-at-large  for  med- ium stations.  Attendance  reached 
108  the  first  day. 

Savings  ranging  from  30%  to 
509r  under  current  insurance  rates 
may  develop  from  the  NARTB  plan, 
Mr.  Fellows  said.  He  described  it 
as  an  effort  by  NARTB  to  save 
"honest  dollars"  for  stations. 
NARTB  is  studying  group  employ- 

ment and  libel  insurance,  among 
other  types. 

In  the  case  of  tower  insurance, 
he  said  large  savings  are  possible 
if  around  $20  million  in  policies 
can  be  committed,  with  a  group  of 
companies  secondarily  underwritten 
by  Lloyds  of  London.  He  told  of 
one  case  where  860,000  tower  in- 

surance involved  a  SI, 500  premium 
annually  for  three  years  as  against 
less  than  81,000  a  year  under  the 
NARTB  plan. 

Tower  insurance  would  take  into 
account  the  relatively  higher  haz- 

ards in  some  parts  of  the  country, 
Mr.  Fellows  said,  but  benefits  would 
be  generally  pro-rated. 

L'rges  Follow-Through 
In  a  question-answer  session  the 

NARTB  president  urged  an  indus- 
trywide follow-through  against  the 

Benton  censorship  and  related  leg- 
islation undermining  the  economic 

stability  of  the  medium  or  affecting 
its  freedom.  Answering  Frank  C. 
Mclntyre,  KLIX  Twin  Falls,  Idaho, 
he  said  NARTB  is  investigating 
Western  Union  rate  increases.  Mr. 
Mclntyre  said  baseball  line  rates 
had  been  more  than  doubled. 
Several  members  complained 

Western  Union  had  increased  the 
rates  without  notice.  Mr.  Fellows 
said  he  first  heard  of  the  new  rates 
during  the  District  9  meeting  Sept. 
17-18  at  Highland  Park,  111.  He 
added  that  Robert  K.  Richards, 
NARTB  public  affairs  director,  had 
been  assigned  to  investigate  the matter. 

Director  Grove  named  the  follow- 
ing Resolutions  Committee:  James 

Russell,  KVOR  Colorado  Springs, 
chairman;  Bert  McAllister,  KRPL 
Moscow;  William  Kemp,  KVER  Al- 

buquerque; Don  Hathaway,  KSPR 
Casper;  Florence  Gardner,  KTFI 
Twin  Falls. 

World  Series  games  were  viewed 
at  the  Thursday-Friday  luncheons 
on  TV  receivers  set  up  by  KDYL 
Salt  Lake  City. 
After  the  Western  Union  dis- 

cussion, floor  discussion  went  ahead 
at  a  lively  pace.  Featuring  of 
newspaper  reporters  in  radio  pro- 

gramming was  criticized,  with  sug- 
gestion that  radio  reports  be  fea- 

tured in  dramas.  Joe  Wilkins, 
KFBB  Great  Falls,  contended 
broadcasters  do  everything  except 
influence  politicians  favorably  when 
they  charge  premium  rates  for 
political  advertising. 

Since  he  had  started  charging 
the  one-time  rate,  with  no  cash  re- 

quired, he  has  been  getting  along 
better  with  politicians,  Mr.  Wilkins 
said.  Art  J.  Mosby,  KGVO  Mis- 

soula, contended  the  premium  rate 
followed  newspaper  practice,  but 
added  some  papers  charge  three  or 
four  times  the  regular  rates  for 
political  space.  Cancellation  of  busi- 

ness and  other  problems  of  political 
time  were  cited. 

Political  Time  Rates 
President  Fellows  urged  stations 

to  charge  equitable  rates  for  politi- 
cal time  but  said  special  situations 

in  each  locality  must  be  taken  into 
account. 

Mr.  Richards  reviewed  NARTB's new  administrative  setup  and  de- 
scribed headquarters  activity.  In 

a  talk  on  radio  news  he  offered  a 
formula  for  expansion  of  news 
service. 
Commenting  on  the  Benton  leg- 

islation, Mr.  Richards  said.  "If newspapers  had  been  attacked  by 
such  legislation  they  would  have 
knocked  it  down  in  30  minutes." 

A  TV  panel  was  held  on  the  after- 

noon of  the  first  day,  with  KDYL- 
TV  and  KSL-TV,  the  two  Salt  Lake 
City  stations,  manning  the  panel. 
Mr.  Terry  acted  as  moderator.  Tak- 

ing part  were  Gene  Halliday, 
Wayne  Richards  and  Vince  Clayton, 
all  of  KSL-TV,  and  George  Provol, 
Danny  Rainger  and  Alan  Gunder- 
son,  all  of  KDYL-TV.  They  covered 
commercial,  program  and  engineer- ing topics.  Richard  P.  Doherty, 
NARTB  employe-employer  rela- 

tions director,  analyzed  TV  costs. 
Penalize  Benton  Firms? 

In  a  reference  to  the  Benton  leg- 
islation, President  Fellows,  answer- 

ing a  question  from  the  floor,  said 
it  would  be  "most  unfortunate"  if Associated  Music  Publishers  or 
Muzak,  both  Benton  enterprises, 
were  penalized  because  of  the  Sen- 

ator's crusade  for  "reforms"  in radio  and  television.  He  deprecated 
the  Benton  objectives  as  threaten- 

ing to  undermine  the  future  of  ra- dio and  television  but  felt  that  the 
services  of  suppliers  "should  be 
bought  on  intrinsic  merit." Carl  Haverlin,  BMI  president, 
was  on  the  Friday  agenda.  Mr. 
Doherty  conducted  his  session  on 
sound  management  practices.  In  the 
afternoon  William  B.  Ryan,  presi- 

dent of  Broadcast  Advertising  Bu- 
reau, conducted  a  sales  session. 

Saturday  was  devoted  to  an  all- 
day  workshop  under  direction  of 
Al  Meyer,  KMYR  Denver. 

GLADE'S  WELCOME 
Offers  Radio  Commandment 

BROADCASTERS  of  NARTB 
District  14,  the  "Mountain  Dis- trict," were  officially  greeted  by  a fellow  broadcaster  Thursday  when 
they  convened  at  the  Hotel  Utah, 
Salt  Lake  City.  Formal  welcomer 
was  Earl  J.  Glade,  three-time 
mayor  of  Salt  Lake  City  and  first 
manager  of  KSL  Salt  Lake  City. He  retains  a  KSL  directorate. 
Mayor  Glade  offered  an  11th 

commandment  for  radio:  "Thou 
shalt  deliver  the  goods."  He  cited 
the  five  great  responsibilities  of radio  management  as  follows:  Fair 
pay,  opportunity  to  progress,  rec- ognition of  personnel,  participation 
of  personnel  in  operations,  se- 
curity. 

He  admonished  broadcasters  and 
telecasters  to  be  "careful"  because of  their  tremendous  responsibility to  the  public.  At  one  time  he  was chairman  of  the  NAB  code  commit- tee. 

WXKW  EXCEPTIONS 
Still  Using  Full  Power 

SLIGHT  modification  of  the  di- rectional antenna  of  WXKW  Al- 
bany, N.  Y.,  would  satisfy  all  in- terference claims  and  permit  it  to continue  with  its  present  10  kw fulltime  on  850  kc,  the  station claimed  in  exceptions  filed  last week  with  the  FCC. 

Exceptions  were  made  to  a  hear- 
ing examiner's  initial  decision  pro- posing reduction  of  nighttime 

power  under  program  test  au- 
thorization to  1  kw  [Broadcast- 

ing •  Telecasting,  Oct.  1]. 
Until  oral  argument  is  heard  by 

the  full  Commission  and  a  final 
decision  is  rendered,  WXKW  con- 

tinues operating  with  present  10 
kw  day  and  night. 

Station  also  took  issue  to  the 
examiner's  conclusion  that  "no 
valid  reason"  had  been  advanced 
to  support  the  request  for  a  waiver 
of  engineering  standards  regard- 

ing operating  efficiency. 
Objections  to  present  and  pro- 

posed WXKW  operation  were  made 
by  KOA  Denver  and  WHDH  Bos- 

ton. Both  have  50  kw  on  850  kc, 
the  latter  with  directional  antenna. 

15  kc  Taped  Music 
MUSIC  recorded  on  15  kc 
tape  was  broadcast  for  the first  time  anywhere  by 
WABF(FM)  New  York  last 
week,  according  to  station. Program  was  possible  only 
on  FM  since  that  band  alone 
is  capable  of  reproducing  the 
wide  range  of  frequencies 
present  in  15,000-cyele  tape, 
described  as  delivering  the 
maximum  music  reproduction 
to  date,  station  said.  Re- corded for  the  most  part  in 
Europe,  the  music  ranged 
from  Beethoven  symphonies 
to  Ravel  quartets. 

BENTON  BILL  DANGE
R  °«18' SELF-REGULATION  of  broadcasting  and  telecasting  is  the  inevitable 

responsibility  of  those  engaged  in  these  professions,  Harold  E.  Fellows, 
NARTB  president,  told  the  Salt  Lake  City  Kiwanis  Club  Thursday  in 
warning  of  the  common  dangers  to  free  speech  inherent  in  the  legisla- 

tion  sponsored   by    Sen.    William  ★  who  fail  to  recognize  the  high  trust 
inherent  in  their  dealings  with  the 

people. "Such  as  these  by  their  unwise 
stewardship  wantonly  waste  their 
greatest  economic  resource — the 
public  support  and  confidence  in 
the  daily  output  of  their  transmit- 

ters and  presses.  There  can  be 
no  convincing  defense  before  the 
bar  of  American  public  opinion  for 
continuing  mediocrity  or  downright 
offensive  programming  and  jour- nalism. 

"But  judgment,  preference  and economic  decision  affecting  the 
press  and  radio,  under  our  Amer- 

ican system  belong  to  the  people — 
all  of  the  people,  and  not  to  the 
government.  By  their  daily  in- 

dividual decisions  and  free  choices 
they  exercise  a  type  of  control, 
which  while  sometimes  less  dra- 

matic than  that  of  a  bureaucratic 
government  censor,  is  nevertheless 
inexorable  and  in  its  expression  be- 

speaks the  unfettered  voice  of  the 
free  people.  ...  We  invite  your 
sustaining  influence  and  your  in- 

formed participation  in  the  onward 
march  to  preserve  our  free  mass 
media,  the  sentinels  of  democracy." 

Benton  (D-Conn.). 
He  called  the  legislation  "a  re- 

markable parallel"  to  the  recent 
"Hutchins  Report"  on  the  press, which  recommended  creation  of  a 
commission  on  freedom  of  the  press 
that  would  appraise  and  report 
annually  upon  the  performance  of 
the  press. 
"We  are  fighting  this  dangerous 

legislation,"  he  said,  "and  shall continue  to  resist  this  and  all  other 
efforts  to  gnaw  away  the  founda- tions of  this  basic  bulwark  of  our 
American  heritage."  He  suggested 
the  Benton-proposed  review  board 
would  end  up  as  a  censorship  body. 

"Those  of  us  who  are  privileged 
to  labor  in  the  media  of  the  press, 
radio  and  television  partake  of  spe- 

cial responsibilities,"  he  said.  "The relationships  between  publishers 
and  the  people  and  the  relation- 

ships between  owners  of  broadcast- ing facilities  and  the  people  are 
of  the  highest  professional  char- acter. 

"There  is  no  haven  of  security from  criticism  under  our  American 
guarantees  of  freedom  of  speech 
and  of  the  press  for  those  of  the 
press  and  broadcasting  industries 
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WILSON  REPORT    c
to  am 

AN  INVENTORY  of  two  million 
TV  receivers  and  three  million  ra- 

dio sets  will  help  offset  temporary 
production  decreases  resulting  from 
the  increase  of  military  demands 
upon  electronics  manufacturers. 
Meanwhile,  consumer  demand  in 
the  radio-TV  market  "has  not  been 
high  enough  to  eliminate  some  un- 

employment in  the  industry." 
These  facts  were  outlined  by  De- fense Mobilizer  Charles  E.  Wilson 

in  his  third  quarterly  report  on 
defense  mobilization.  The  report, 
titled  Three  Keys  to  Strength,  was 
submitted  to  President  Truman  last 
Monday.  The  three  "keys,"  as  de- 

scribed by  Mr.  Wilson,  are  maxi- 
mum production,  stability  of  econ- 

omy and  free  world  unity. 
Outlining  progress  in  various 

government  programs,  Mr.  Wilson 
noted  that  in  electronics  a  com- 

paratively small  number  of  "high- 
cost  complex"  radar  systems  ac- count for  60%  of  the  production 
dollar.  "Deliveries  to  date  have 
been  relatively  low,"  he  explained, 
"while  the  industry  expanded  its 
plant  and  completed  its  tooling." By  next  summer,  however,  the  de- 

livery rate  should  triple,  he  pre- 
dicted, noting  that  new  electronic- 

controlled  weapons  now  are  in  use. 
Moreover,  tax  write-off  certifi- 

cates totaling  some  $400  million 
worth  of  projected  investments 
have  been  issued  by  the  govern- 

ment. They  would  permit  industry 
to  expand  for  "most  urgently  need- 

ed military  end  items"  and  com- plete facilities  already  underway. 
Electronics  manufacturers  have 
been  the  beneficiaries  in  many 
cases. 

With  respect  to  materials,  the 
defense  mobilization  chief  asserted, 

GENE  SEEHAFER  (I),  U.  of  Minnesota 
assistant  professor  and  co-author  of 
Successful  Radio  &  Television  Ad- 

vertising conducted  radio  advertising 
conference  at  Jamestown,  N.  Y.  Fred 
E.  Bigelow  (c),  president  of  James- 

town's largest  department  store  and heavy  user  of  radio,  examines  ac- 
count of  one  of  his  programs  included 

in  the  book.  Simon  Goldman  (r), 
general  manager  of  WJTN-AM-FM 
Jamestown,  looks  on.  WJTN  was 
host  at  the  conference  which  included 
WHDL  Olean,  N.  Y.;  WNAE  Warren, 

Pa.,  and  WFCB  Dunkirk,  N.  Y. 

additional  supplies  of  copper  are 
limited  by  several  delaying  fac- 

tors'. Copper  allotments  under  the Controlled  Materials  Plan  had  to 
be  tightened,  with  extension  of  pro- hibited uses.  Extension  of  CMP  to 
all  new  construction  using  struc- 

tural steel  will  make  it  possible  to 
direct  steel  to  "more  important 
projects"  and  an  orderly  cut-back of  non-defense  construction. 

26%  of  Requests  Ok'd 
In  the  electronic  plant  field,  an 

average  of  about  26%  of  the  re- 
quests were  given  the  go-ahead, 

with  only  11%  of  steel  actually 
siphoned  off  to  commercial  con- struction. Broadcasters  who  were 
denied  authorization  to  commence 
building  during  the  fourth  quarter 
(beginning  last  Monday)  may  re- 

apply for  permission.  A  number  of 
radio-TV  operators  already  have 
begun  construction,  alteration  or 

remodeling  work  [Broadcasting  • Telecasting,  Sept.  24]. 
Administration  forces,  including 

Economic  Stabilizer  Eric  Johnston 
and  Mr.  Wilson,  have  recommend- 

ed sharper  cutbacks  in  civilian 
building.  Meanwhile,  the  National 
Production  Authority  is  expected 
to  release  a  compilation  this  week 
of  over  2,000  denials  of  requests 
for  materials  to  start  projects. 

Turning  again  to  materials,  Mr. 
Wilson  held  out  hope  for  a  surge 
in  nickel  output  by  April  1.  Even 
so,,  he  added,  "there  seems  no  pros- 

pect of  an  early  end  to  allocations." The  shortage  of  nickel  for  receiv- 
ing tube  producers  has  been  brought 

to  the  attention  of  NPA  by  Radio- Television  Mfrs.  AsSn.  The  agency 
has  revealed  no  steps  for  alleviat- 

ing the  critical  situation  which 
threatens  widespread  unemploy- 

ment of  between  15,000  and  18,000 
by  Dec.  1,  barring  larger  allocations (Continued  on  page  80) 

OUTSTANDING  public  service  by 
WMBI  Chicago,  Moody  Bible  Insti- tute station,  during  its  25  years  of 
existence  is  commended  by  Mayor 
Martin  Kennedy.  Announcer  William 
Pearce  (I)  makes  a  tape  recording 
of  the  tribute  in  the  mayor's  down- town office  for  broadcast  on  WMBI. 
Station  celebrated  quarter-century  as 
"the  pioneer  voice  of  Christian  radio" with  open  house  anniversary  party 

Sept.  16-22. 

FM  TESTING 
NARTB-RTMA  Joint  Effort 

THREE-AREA  campaign  to  test 
extent  of  FM  listening  and  pro- 

mote the  FM  medium  will  be  un- 
dertaken by  NARTB  and  Radio- Television  Mfrs.  Assn. 

In  announcing  the  joint  project, 
Ben  Strouse,  WWDC-FM  Wash- ington, named  three  broadcasters 
to  spearhead  campaigns  in  the 
test  areas.  They  are  Everett  L. 
Dillard,  WASH  (FM)  Washing- 

ton, for  the  District  of  Columbia; 
E.  Z.  Jones,  WBBB  (FM)  Burling- 

ton, N.  C,  for  North  Carolina; 
Kenneth  F.  Schmitt,  WIBA  Madi- 

son, for  Wisconsin. 
The  three  campaigns  will  be 

conducted  on  a  sequential  basis 
starting  with  North  Carolina  in 
1952.  John  H.  Smith,  NARTB  FM 
director,  will  hold  meetings  with 
the  state  chairman.  He  will  di- 

rect the  overall  campaign.  He  will 
meet  North  Carolina  and  Wiscon- 

sin committees  later  this  month 
and  also  will  confer  with  David 
H.  Grigsby,  head  of  RTMA's  spe- cial FM  promotion  committee. 

Final  planning  session  will  find 
the  full  RTMA  committee  meet- 

ing with  Messrs.  Strouse  and Smith.  Decision  will  be  made  at 
that  time  on  sales  promotion, 
public  relations  and  other  mer- 

chandising devices  to  be  employed 
in  the  test  areas. 

Nussbaum  Named 
COL.  HOWARD  NUSSBAUM,  di- 

rector of  radio  and  television  of 
Harry  B.  Cohen  Adv.,  New  York, 
has  been  assigned  special  assistant 
to  Harry  B.  Cohen,  agency  presi- dent. Effective  today  (Monday), 
Jose  Di  Donato,  formerly  of  Robert 
W.  Orr  &  Assoc.,  New  York,  will 
succeed  Col.  Nussbaum  as  radio 
and  television  director. 

AD  ALLOWANCES 
Capehart  Amendment 

Fails  in  Senate 

INDUSTRY'S  fight  for  a  flexible  formula  which  would  permit  manufac- 
turers individually  to  raise  price  ceilings  on  basis  of  advertising  and 

other  costs  was  beaten  down  in  the  Senate  last  Thursday. 
The  Senate  approved  an  administration  substitute  for  the  so-called 

Capehart  amendment.    Under  the  *  
Capehart  plan  manufacturers  could 
have  requested  individual  adjust- ments on  the  basis  of  increased 
advertising,  labor,  selling  and  other 
expenses.  The  bill  (S  2170)  was 
passed,  49-21,  and  sent  to  the  House after  a  heated  floor  fight  led  by 
its  author,  Sen.  Homer  Capehart 
(R-Ind.). 
The  Indiana  Republican  fought 

for  retention  of  his  own  substitute 
as  a  compromise  between  his  orig- inal plan  and  that  reported  by  the 
Senate  Banking  &  Currency  Com- 

mittee [Broadcasting  •  Telecast- ing, Oct.  1,  Sept.  24]. 
Capehart's  Idea Sen.  Capehart  suggested  that  the 

President  be  required  to  issue  new 
regulations  revising  ceilings  with- 

in 60  days  and  allow  manufac- turers to  apply  for  higher  prices 
beyond  July  26  if  their  labor  costs have  mounted  since  that  date. 

But  in  the  end,  the  administra- 
tion prevailed  with  a  new  bill  that 

would  (1)  allow  the  Chief  Execu- 
tive to  determine  amount  of  allow- 
able advertising  and  other  costs  on 

an  industry-wide  basis,  rather  than 
individually;  (2)  require  appli- 

cants for  adjustments  to  prove 
"financial  hardship"  (or,  in  effect, those  now  losing  money). 
Thus,  the  President,  acting 

through  the  Office  of  Price  Stabi- 
lization, would  not  find  it  manda- 

tory to  grant  price  boosts  to  in- dividual applicants. 
Opponents  of  the  administration 

plan,  including  numerous  industry 
and  trade  groups,  have  protested 

that  the  plan  opens  the  way  for 
Presidential  control  of  all  media 
through  advertising  budgets. 

The  cutoff  and  applicable  dates 
would  remain  the  same:  Under 
future  Presidential  directive,  man- 

ufacturers could  be  eligible  for 
higher  price  ceilings  on  the  basis of  costs  incurred  since  the  start  of 
the  Korean  war  to  July  26.  Sep- 

arate directives  may  be  issued 
covering  advertising,  selling,  labor 
and  administration  costs,  with  a 
set  percentage  allowed  for  each. 

Failure  of  Mr.  Truman  to  issue 
such  directives  to  OPS  would  con- 

stitute a  hurdle  to  future  price 
boosts.  Thus,  applications  for 
higher  ceilings  based  on  advertis- ing costs  would  be  stymied,  it  was 
reasoned.  The  logical  effect  could 
be  curtailment  of  broadcast  and 
other  media  budgets  in  the  long 
run. 

Plan  Rejected 
The  Capehart  alternative  plan 

was  rejected  by  the  Senate  with  a 
41  to  28  vote.  The  Senator  pro- 

tested that  his  proposal  was  a 
workable  one  and  removed  all  pre- 

vious  administration  objections. 
His  remarks  drew  immediate  dis- 

agreement from  administration 
stalwarts,  among  them  Sen.  Mike 
Monroney  (D-Okla.).  The  Cape- 

hart plan,  the  later  said,  would 
allow  manufacturers  and  proces- 

sors to  "pyramid"  their  costs  and 
pass  on  "excessive"  charges  for advertising  and  other  items.  Such 
action,  he  added,  would  prove 
"highly  inflationary." 
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CONGRATULATIONS  are  in  order  from  O.  B.  Smith  (second  from  left),  sales 
and  advertising  manager,  Esskay  products,  on  the  occasion  of  firm's  2,000 
consecutive  broadcast  of  It's  Fun  to  Cook,  aired  Monday  through  Friday over  WFBR  Baltimore.  Handshakes  go  out  to  Susan  Kent  and  Jack  Day 
(r),  who  air  progam.  Beaming  approval  is  Henry  G.  Erck  (I),  vice  president, 
VanSant,  Dugdale  &  Co.,  advertising  agency  for  Esskay  meat,  shortening 

products,  and  the  Wm.  Schluderberg-T.  J.  Kurdle  Co. 

NBC  Revamps  Policies 
(Continued  from  page  23) 

not  disclosed.  Mr.  Denny  said  the 
adjustments  will  be  negotiated  in- 

dividually with  the  stations. 
Saying  that  some  stations  in  TV 

markets  will  get  rate  boosts  under 
the  plan,  Mr.  Denny  asserted  that 
"our  formula  provides  a  basis  for rate  adjustments  which  can  be 
made  in  terms  of  measurable  fac- 

j  tors  and  will  conform  to  the  chang- 
ing values  of  network  radio.  Ad- vertisers and  stations  will  have  the 

assurance  that  the  network  rate 
i  structure  will  continue  to  reflect 
*  circulation  values  of  the  medium 
and  will  maintain  the  value  of  an 
NBC  franchise." 
He  said,  "We  propose  to  put this  new  rate  structure  into  effect 

as  soon  as  practicable,"  but  no 
target  date  is  possible  because  in- 

dividual negotiations  with  stations 
are  required.  He  expected  several 
months  would  be  required. 

However,  he  continued,  complete 
implementation  of  the  rate  plan 
will  not  involve  significant  changes 
in  the  total  network  rate  the  ad- 

vertiser pays.  It  will  put  indivi- 
dual station  rates  in  proper  rela- 

tion to  each  other  and  have  long 
range  values  in  introducing  stabil- 

ity and  objectivity  in  the  network 
rate  structure,  he  said. 

In  reclassifying  stations,  the  net- 
work plans  to  eliminate  the  present 

"Basic  Station"  category,  which how  consists  of  29  outlets  which 
are  "must  buys."  Existing  supple- mentary group  classifications  Mso 
will  be  eliminated. 

Grouping  Changed 
Instead,  a  group  of  stations — 

estimated  at  40  to  50,  including  26 
of  the  present  29  "Basics"— w^ill 
be  designated  "Primary"  stations. 
This  as  yet  unidentified  group  con- 

sists of  stations  which  ranked  high- 
est in  "grades"  based  on  a  large number  of  carefully  calculated  and 

consistently  applied  factors  relat- 
ing to  various  aspects  of  radio 

homes  coverage,  audience  circula- 
tion, and  economic  importance  of 

the  market  involved,  NBC  ex- 
plained. The  "Primary"  stations  as a  whole,  it  was  said,  represent  a 

"distinctive"  group  of  NBC's  top- ranking  facilities  which  deliver 
basic  nationwide  coverage,  repre- 

sent the  most  important  markets, 
and  furnish  circulations  in  these 
markets  at  the  lowest  cost-per- thousand. 

The  remaining  affiliates,  hereto- 
fore classified  as  Basic  Supple- 

mentary and  Group  Supplementary, 
will  be  reclassified  in  a  consolidated 
"Supplemental"  group  which  pro- 

vide "important  supplementary coverage  in  addition  to  that  pro- 
vided by  the  primary  station." Then  a  third  classification  will  be 

established  known  as  "Premium" 
stations  to  give  added  depth  of  cov- 

erage in  less  important  markets. 
Equivalent  to  stations  previously 
called  "Bonus,"  these  will  be  sta- 

tions which  "do  not  individually deliver  a  sufficiently  large  or  a  suf- 
ficiently valuable  audience  to  jus- 

tify a  network  rate,"  NBC  said. 
Mr.  Denny  noted  that  "by  this 

reorganization  of  the  network 
structure,  NBC  stations  will  be 
classified  in  logical,  functional 
groups  which  reflect  their  relative 
values  to  the  network  advertiser." 

In  abandoning  present  require- 
ments that  advertisers  must  in- 

clude certain  stations  or  combina- 
tions in  their  national  network 

orders,  NBC  set  up  a  new  approach 
— the  minimum  purchase  in  net- 

work option  time  is  a  combination 
of  stations  representing  75%  of 
the  gross  cost  of  the  total  con- tinental network  for  the  time 
period  ordered.  The  minimum 
number  of  stations  that  might  be 
used  to  meet  this  limitation  was 
placed  at  "more"  than  the  existing numerical  requirement  of  50. 

There  will  be  no  minimum  re- 
quirements of  any  sort  with  respect 

to  network  purchases  made  in  sta- 
tion time,  except  that  the  network 

orders  must  be  of  a  type  and  size 
satisfactory  to  NBC. 

Mr.  Denny  stressed  that  NBC 
and  SPAC  are  confident  that  the 
values  offered  by  NBC  stations  are 
such  that  they  need  no  "must  buy" requirement  for  protection. 
"With  this  basic  change  in 

policy,  a  great  forward  step  has 
been  taken  to  make  network  radio 
completely  responsive  to  current 
advertising  needs,"  he  said.  "We will  show  [advertisers]  that  each 
station  on  the  NBC  network  is  a 
valuable  buy  on  its  own  merits; 
that  each  serves  an  individual 
function  in  delivering  effective 
coverage  of  its  particular  market, 
and  together  provide  more  com- 

prehensive and  economical  net- 
work coverage  than  any  other 

medium  can  offer.  But  the  decision 
as  to  which  facilities  a  national 
advertiser  needs  to  meet  his  par- 

ticular advertising  objectives  is  one 
that  should  rest  with  him  after  he 
has  all  the  facts.  By  giving  him 
freedom  to  exercise  that  choice,  we 
believe  that  we  can  enhance  the 
value  of  our  network  medium  in 
the  advertising  world." NBC  said  the  studies  confirmed 

network  radio's  effectiveness  when 
used  on  a  regular,  individual  spon- 

sorship basis,  but  that  the  network 
can  also  serve  a  greater  number 
and  broaden  its  base  by  diversify- 

ing its  offerings. 
With  that  in  mind,  Mr.  Denny 

reported,  the  "per-program"  sales 
plan  is  being  offered  to  permit  ad- vertisers to  buy  a  single  program 
of  certain  established  shows,  or  to 
buy  as  many  less  than  the  estab- lished 13-program  cycle  as  they desire. 

Two  programs  are  available  for 
this  type  of  sponsorship  effective 
immediately — the  7-7:30  p.m.  seg- 

ment of  The  Big  Show  on  Sundays, 
and  the  new  Barrie  Crane  mystery 
at  10-10:30  p.m.  Wednesdays.  On  a 
basis  similar  to  CBS's  offer  of  the Red  Skelton  Show,  these  two  may 
be  ordered  for  a  single  broadcast, 
on  an  alternating  week  basis,  for 
a  series  of  consecutive  broadcasts 
of  less  than  13  weeks,  or  for  a 
series  of  non-consecutive  broad- 
casts. 

'Big  Show'  Rates 
The  half-hour  available  on  The 

Big  Show — the  other  two  half- 
hours  already  are  sponsored — is 
offered  at  a  time-and-talent  price 
of  $21,600  for  the  full  30  minutes 
on  the  complete  network,  or  $12,- 
900  for  a  single  15-minute  seg- ment. Time  and  talent  price  for 
Barrie  Crane  on  a  one-time  basis 
on  the  full  network  is  $17,590. 

It  was  emphasized  that  these  pro- 
grams are  immediately  available, 

and  that  orders  will  be  accepted 
firm  on  a  first-come,  first  served basis. 

Per-program  sales,  it  was  point- 
ed out,  may  be  used  advantageously 

by  advertisers  who  want  to  give 
special  promotional  support  to  a 
peak  selling  season,  to  launch  new 
products,  or  to  get  a  new  advertis- ing story  under  way.  This  type  of 
sponsorship  also  puts  network  ra- dio within  reach  of  budgets  unable 
to  support  a  full  13-week  series. 

Under  the  "Minute  Man"  plan, NBC   will   supply   affiliates  with 

programs  featuring  nationally known  entertainers,  to  be  sold 
locally  on  either  an  announcement 
or  sponsorship  basis.  Suitable  for 
recording  by  stations  for  delayed 
broadcast  as  desired,  these  pro- 

grams will  be  offered  to  the  af- 
filiates on  a  "pay  as  you  sell  plan." Each  station  will  pay  an  estab- 
lished charge  for  each  announce- 
ment sold,  and  an  established 

charge  for  each  program  sold  on 
an  individual  sponsorship  basis. 
The  prices  were  not  announced, 
but  NBC  said  the  charges  would 
be  fixed  at  levels  making  them  more 
economical  than  comparable  prop- 

erties from  any  other  source. 
"Minute  Man"  programs  which 
aren't  sold  locally  will  continue  to be  available  on  a  sustaining  basis. 

Present  plans,  it  was  reported, 
contemplate  1  %  hours  of  strip  pro- 

grams Monday  -  Friday  between 
12:15  and  1:30  p.m.  and  6:15-6:45 
p.m.;  an  hour-long  children's  show, 9-10  a.m.,  Saturdays,  and  a  news 
review  6:15-6:30  p.m.  Saturday 
all  New  York  times) — for  a 
total  of  40  quarter-hours  weekly, 
containing  119  one-minute  daytime 
and  early  evening  availabilities  for local  sales. 
A  half-hour  afternoon  Kate 

Smith  show  and  a  new  Saturday 
morning  Howdy  Doody  radio  ver- 

sion will  be  among  "Minute  Man" programs,  Mr.  Denny  disclosed. Additionally,  evening  programs 
for  sale  by  the  stations  are  planned 
in  the  10:30  p.m.  periods  when 
these  periods  are  converted  from 
network  time  to  station  time.  These 
programs  will  be  30  minutes  in 
length,  each  accommodating  three 
one-minute  announcements. 

Can  Position  Spots 
"Under  this  plan,"  Mr.  Denny 

said,  "national  and  regional  ad- vertisers can  position  their  spot 
announcements  in  a  standard  pro- 

gram vehicle  with  which  they  and 
their  agencies  are  familair.  Spot 
campaigns  can  be  integrated  into 
designated  Minute  Man  properties 
instead  of  consisting  of  announce- 

ments in  a  variety  of  unrelated 
local  programs.  Long  -  distance 
buying  of  spots  for  placement  on NBC  affiliates  in  whole  areas  will 
certainly  be  facilitated. 

"In  addition  to  the  provision  of 
this  new  type  of  program  service 
for  local  sale,  NBC  is  expanding 
the  chainbreak  time  preceding  a 
number  of  designated  evening  sus- 

taining programs  in  network  op- tion time  so  that  stations  will  have 
a  total  of  one  minute  for  sale. 
This  will  be  done  by  starting  these 
sustaining  programs  40  seconds 
late,  so  that  in  each  case  the  one- minute  adjacency  will  precede  the 
sustaining  programs  selected." New  operations  plan  also  in- volves a  series  of  overall  changes 
in  network  option  time  periods  to 
conform  to  changing  sales  re- 

quirements. Changes  require  con- tractual arrangements  between 
the  network  and  individual  affi- 

liates and  are  therefore  subject 
to  negotiations. 

It  is  proposed  that  network  op- (Continued  on  page  37) 
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COMPLETING  purchase  of  WOW-AM-TV  Omaha  are  (I  to  r)  E.  T.  Meredith 
Jr.,  vice  president  and  general  manager  of  Meredith  Pub.  Co.,  Des  Moines; 
Francis  P.  Matthews,  Ambassador  to  Ireland,  and  Fred  Bohen,  president, 
Meredith  Pub.  Co.  Purchase  was  made  by  Meredith  Engineering  Co.,  a  sub- 

sidiary of  the  publishing  company  [Broadcasting  •  Telecasting,  Oct.  1]. 
Mr.  Meredith  presented  Mr.  Matthews  with  a  check  for  purchase  price— 

$2,525,000. 

Security  Order 
( Continued  from  page  25) 

gic  information  about  battle  plans. 
Time  after  time  President  Tru- 

man referred  to  the  fact  that  95% 
of  our  secret  military  information 
has  been  published  in  news  media. 
He  said  a  Yale  survey  of  printed 
material  was  submitted  to  Central 
Intelligence  Agency,  which  sup- 

plied the  95%  figure  after  a  care- 
ful analysis. 

Republican  legislators  on  Capitol 
Hill  took  the  lead  in  pointing  to 
the  dictatorship  implications  in  the 
order.  They  were  joined  by  Sen. 
William  Benton  (D-Conn.),  at  one 
time  Assistant  Secretary  of  State 
and  currently  an  advocate  of  a 
censorship  procedure  for  broad- 

casting and  telecasting. 
Sen.  John  W.  Bricker  (R-Ohio) denounced  the  Presidential  order 

Tuesday  in  connection  with  legis- 
lation designed  to  repeal  the  dis- 
puted mandate. 

Sen.  Bricker  said  President  Tru- 
man's order  was  an  attempt  to 

impose  "a  disgusting  Iron  Curtain" around  government  agencies.  His 
bill  (S  2190)  was  co-sponsored  by 
Sen.  Homer  Capehart  (R-Ind.)  and 
Sen.  Homer  Ferguson  (R-Mich.). It  was  referred  to  the  Executive 
Expenditures  Committee.  Similar 
bill  (HR  5564)  was  introduced  in 
the  House  by  Rep.  Gerald  R.  Ford 
Jr.  (R-Mich.). 
The  President's  order  parallels steps  taken  in  Russia,  Argentina, 

India  and  Hitler  Germany,  Sen. 
Bricker  said,  describing  it  "un- worthy of  a  President  of  the  United 
States,  whatever  his  motives  may 
be.  It  is  an  insult  to  the  Congress, 
to  the  world's  best  press  and  to  a free  people.  It  is  subversive  in 
every  sense  of  the  word. 

Cites  'Suppression' 
"The  sweeping  nature  of  this executive  order  suggests  that  Mr. 

Truman  is  more  concerned  with 
suppressing  information  relative  to 
corruption,  disloyalty  and  the  gen- 

eral incompetence  which  is  the 
trade  mark  of  his  administration." 

Rep.  Henry  0.  Talle  (R-Iowa) 
told  the  House  he  deemed  it  signi- 

ficant that  "the  lid  of  secrecy  is 
being  clamped  down  even  as  Con- 

gressional committees  are  sifting 
charges  of  corruption  in  the  Tru- 

man Administration."  The  order  is 
"infamous,"  he  said. Sen.  Benton,  speaking  in  the 
Senate  Wednesday,  said  a  "peoples' 
advocate"  should  participate  in  the 
security  machinery,  "fighting  as hard  to  release  information  as  some 
officials  have  been  known  to  fight 
to  suppress  it." He  said  he  had  fought  for  this 
type  of  reform  when  he  was  As- 

sistant Secretary  of  State.  He 
recommended  elimination  of  the 
"restricted"  category  applied  to 
many  government  documents,  term- 

ing it  an  "absurdity"  that  is  often carelessly  handled  and  invites 
"sloppy  decisions  in  marginal 
cases." 

The  "peoples'  advocate"  techni- 
que would  be  applied  by  appoint- ment of  an  additional  civilian 

member  of  the  National  Security 

Council  "whose  function  would  be 
continuously  to  advance  the  pre- 

sumption of  the  public  right  to 
information;  to  review  the  pro- 

cedures regularly;  to  argue  the 
case  for  disclosure,  instance  by  in- 

stance on  important  matters;  to 
force  a  clear  statement  of  the 
reasons  for  secrecy;  to  review 
cases  of  withheld  information  reg- 

ularly to  determine  whether  the 
need  for  secrecy  had  passed  and 
providing  the  right  of  appeal  to 
the  full  Security  Council  in  dis- 

puted cases." The  council  member,  he  proposed, 
would  be  named  vice  chairman. 
"The  American  people  today  need 
such  a  top-ranking  advocate  of  the 
people's  right  to  know,"  he  said. 
"He  should  have  a  counterpart  in 
the  various  key  government  agen- 

cies. The  right  of  the  people  to 
know  what  is  going  on  in  govern- 

ment is  classic  American  doctrine." 
"This  doctrine,"  he  added,  "must 

be  periodically  restated  and  re- 
furbished." About  30  Republican  Senators 
last  week  signed  a  GOP  manifesto 
pledging  to  fight  for  freedom  of 
speech  and  the  press. 

NARND  Asks  Repeal 
The  National  Assn.  of  Radio 

News  Directors,  through  President 
Ben  Chatfield,  WMAZ  Macon,  Ga., 
asked  Congress  for  speedy  approval 
of  legislation  repealing  the  Presi- 

dent's security  order.  Mr.  Chat- field  wrote  the  President  that  radio 
news  directors  recognize  the  need 
for  military  security  but  added  that 
"no  peace-loving  American  news- man will  do  anything  to  void  that 
security." Joseph  Short,  press-radio  secre- 

tary to  the  President  who  issued 
the  clarifying  statement  Thursday 
afternoon,  said  a  training  program 
is  being  worked  out  for  government 
officials  to  aid  them  in  interpreting 
security  regulations. 
About  information  from  Con- 

gressmen and  Senators  ?  The  Presi- dent ducked  that  one  by  saying  he 
couldn't  answer  such  a  question, 

but  he  kept  pounding  on  the  na- 
tion's peril  and  the  need  of  keeping 

secrets  from  the  enemy.  He  said 
Associated  Press  should  not  have 
published  some  of  its  material about  the  latest  Russian  atom  bomb 
explosions,  explaining  his  own  an- nouncement went  as  far  as  security 
permitted. Summing  it  all  up,  the  President 
said  he  is  trying  to  keep  us  from 
being  wiped  out. 

Joseph  Short 
Statement 

TEXT  of  statement  issued  Thurs- 
day by  Joseph  Short,  press-radio secretary  to  President  Truman,  in 

effort  to  clear  up  some  of  confu- 
sion over  censorship  responsibili- ties of  news  media: 

The  President  has  directed  me  to 
clarify  his  views  on  security  in- formation as  follows: 

1.  Every  citizen — including  officials 
and  publishers — has  a  duty  to  pro- tect our  country. 

2.  Citizens  who  receive  military  in- 
formation for  publication  from  re- 

sponsible officials  qualified  to  judge 
the  relationship  of  such  information 
to  the  national  security  may  rightful- 

ly assume  that  it  is  safe  to  publish 
the  information. 

3.  Citizens  who  receive  military  in- 
formation from  sources  not  having 

the  necessary  responsibilities  and 
qualifications  to  evaluate  such  infor- 

mation should,  as  loyal  Americans, 
exercise  the  most  careful  judgment 
in  determining  the  safety  of  publish- 

ing such  information. 
4.  The  recent  Executive  Order  on 

classified  information  does  not  in  any 
way  alter  the  right  of  citizens  to  pub- lish anything. 

MEMBERS  of  Teamsters  Joint  Coun- 
cil, Chicago,  is  sponsoring  entire Notre  Dame  Football  schedule  on 

WCFL,  Chicago  Federation  of  Labor station.  Contract,  first  for  station, 
also  is  precedent  for  council,  a  labor 
control  body  of  some  50  locals. 

Recruiting  Ads 
(Continued  from  page  25) 

of  the  Defense  Dept.'s  plans  for radio  and  TV  programs.  It  was 
pointed  out,  again,  that  funds  for 
fiscal  1951-1952  were  not  requested 
for  programs  since  they  were obligated  last  year.  The  Wyoming 
Democrat  apparently  was  not  ap- 

prised of  this  fact. 
Aside  from  NARTB,  other  fac- 

tions are  watching  conferees'  ac- tion with  more  than  passing  in- terest. These  include  Grant  Adv., 
the  U.  S.  Chamber  of  Commerce 
and  newspaper  groups.  Feeling 
in  some  quarters  is  that  the 
O'Mahoney  proposal  opposes  the 
very  principle  that  advertising  me- 

dia have  been  used  to  "sell"  the 
American  public  on  various  cam- 

paigns throughout  history. The  case  for  radio  was  developed 
along  these  lines  by  military  re- cruiting authorities:  Programs  and 
spots  have  brought  in  many  re- cruits. Voluntary  recruiting  is, 
over  the  long  run,  economical  be- cause volunteers  serve  longer  than 
draftees.  Hence,  radio  advertising 
is  relatively  inexpensive. 

Additionally,  a  Defense  Dept. 
survey  showed  that  volunteers  be- came interested  after  hearing  radio 
announcements  and  that  listeners 
wrote  to  recruiting  stations  after 
hearing  them  [Broadcasting  • Telecasting,  Aug.  6]. 

If  the  bill  is  permitted  to  pass 
unmolested  in  its  present  form, 
newspapers  would  stand  to  gain  ! 
$525,000  or  25%  of  the  recruiting 
budget  and  magazines  $420,000  or 20%. 

The  current  controversy  was  re- 
ported to  stem  from  The  Shadow, 

an  MBS  program  formerly  spon- 
sored by  the  Dept.  of  Defense.  This 

mystery  series  drew  the  attention 
of  Sen.  George  D.  Aiken  (R-Vt.), 
a  former  avid  listener  who  pro- tested he  would  like  The  Shadow 
better  if  it  were  not  paid  for  by  the 
taxpayer.  Sen.  O'Mahoney  then promised  to  look  into  this  and  other 

programs. 

RTDG,  ABC  PACT 
Salaries  Boosted 

SUBSTANTIAL  increases  were 
won  by  14  ABC  Hollywood  radio 
directors  in  a  new  contract  signed 
with  Radio  and  Television  Direc- 

tors Guild.  The  two-year  contract, 
retroactive  to  Jan.  16,  awaits  Wage 
Stabilization  Board  approval. 
Terms  call  for  increase  in  basic 

weekly  salary  from  $81.25  to  $110 
for  first  year  directors;  $97.50  to 
$120  for  after  the  first  year.  The 
network  employs  no  staff  associate 
directors  now  but  salaries  for  as- 

sociate directors  were  increased 
from  $70.42  to  $90  for  the  first 
year;  $78.54  to  $100  afterward. 

Ratio  also  was  set  in  the  con- 
tract calling  for  one  associate 

director  for  every  three  directors. 
Contract  also  established  a  com- 

mercial fee  schedule  for  network 
shows.  According  to  schedule, 
minimum  fee  for  a  half -hour  trans- continental network  show  is  $112. 
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GREAT  VOICE 

of  the GREAT  LAKES 

..for  sales! 

There  is  something  about  a  University  of  Michigan 
or  Detroit  Lions  football  game  that  causes  radios 
to  snap  on  all  over  the  Michigan-Great  Lakes  area. 
This  year,  as  in  the  past,  these  millions  of  listeners 
will  have  their  dials  set  to  WJR.  This  means 
that  advertisers  —  already  accustomed  to  WJR'S 
audience  leadership — w/7/  attract  a  vast  new 
audience,  and  get  the  attentive  ears  of  thousands 
of  new  sales  prospects. 
Yes,  WJR  gets  more  listeners — day  after  day, 
month  after  month — than  any  other  station  in  its 
market.  And  WJR  holds  ffiese  listeners  by  smart 
showmanship  and  programming.  Get  the  largest 
possible  audience  for  your  sales  messages.  Buy 
WJR,  the  Great  Voice  of  the  Great  Lakes. 
Remember  .  .  .  first  they  listen  .  .  .  then  they  buy ! 

Edward  Ptfry  &  Company 

WJR— now  celebrating  25  years 
of  service  to  home  and  nation 
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It  pays  to  buy  the  giant 



size! 

And  in  the  Chicago  market  the  giant  economy 

size  is  WBBM.  For  WBBM  consistently  delivers 

more  listeners*  at  less  cosfi  for  more 

leading  advertisers*  than  any 

other  Chicago  radio  station . . .  more  customers  at  less 

cost  than  any  other  Chicago  station 

or  major  advertising  medium. 
WBBM 

*wbbm's  average  weekly 
rating  and  share  of 
audience  more  than 

equal  those  of  Chicago's second  and  third  radio 
stations  combined 
(Pulse:  Jan.-June  1951). 

t958  listeners-per-dollar for  the  average  daytime 
quarter-hour  Monday- through-Friday  strip: 
more  customers  at 
less  cost  than  any  other 
Chicago  radio  station 
or  major  medium. 

*wbbm  has  been  Chicago's 
Most  Sponsored  Station 
for  twenty-five 
consecutive  years. 
All  details  on  request. 

^Chicago's  Showmanship 
Station  -  50,000  watts 
780  kc  •  CBS  Owned 
Represented  by 
CBS  Radio  Spot  Sales 



KPRO  SUIT 
Trial  Date  Expected 

TRIAL  date  for  the  $500,000  triple 
damage  suit  of  Broadcasting  Corp. 
of  America,  operator  of  KPRO 
Riverside,  against  San  Bernardino 
(Calif.)  Broadcasting  Corp.  (for- 

mer licensee  of  KITO)  and  others 
[Broadcasting  •  Telecasting, 
July  9,  Aug.  20],  is  expected  to  be 
set  in  U.  S.  District  Court  at  Los 
Angeles  sometime  next  month.  Vio- 

lation of  Sherman  Anti-Trust  Act 
is  charged. 
The  plaintiff  charges  that  the 

defendants  during  1947  and  1948 
continuously  conspired  to  injure 
KPRO's  business,  and  restrain  its trade  in  interstate  commerce  by 
unfair  competition  and  false  repre- 

sentation in  violation  of  the  anti- 
trust laws.  Suit  further  cites  that 

KITO's  former  management  in- duced ABC  to  switch  affiliation 
from  KPRO  to  KITO  "by  exhibiting certain  fraudulent  and  false  audi- 

ence survey  material." This  survey  material,  according 
to  the  suit,  was  used  in  raiding  ad- 

vertising accounts  of  KPRO  and  to 
divert  prospective  advertisers  from 
that  station. 
KPRO  allegedly  suffered  actual 

damages  of  $171,000,  the  suit 
charges,  but  triple  that  amount  is 
asked  for  under  Section  7  of  the 
Sherman  Act.  Attorney  fees, 
amounting  to  $51,300,  also  are  re- 
quested. Also  named  as  defendants  in  suit 

McFARLAND  BILL 

PROOF  that  KWNO  Winona,  Minn., 
literally  takes  to  the  air  to  cover 
out-of-town  baseball  and  football 
games  is  shown  here  by  two  mem- 

bers of  the  sports  staff.  Sportscaster 
Chuck  Williams  (I)  hoists  remote 
broadcast  equipment  to  Announcer 
H.  Rod  Hurd  prior  to  a  100-mile 
flight  of  its  Ercoupe  to  Austin.  Flying 
"dramatizes"  KWNO  play-by-play 
sports  coverage,  saves  time  and  is  a 
"most  enjoyable  means  of  hitting  the 

road,"  Mr.  Williams  says. 

are  Carl  E.  Haymond  of  Tacoma, 
Wash.,  former  operator  of  KITO 
and  licensee  of  KMO  Tacoma;  his 
son,  Carl  Dexter  Haymond;  George 
Lindemann,  former  manager  of 
KITO,  and  Robert  S.  Conlan  & 
Assoc.,  Kansas  City,  radio  audience 
survey  organization. 

Renewal  Provisions 
Under  Study 

HOUSE  Interstate  &  Foreign  Commerce  Committee,  flirting  with  the 
application  renewal  provision  of  the  Communications  Act,  wound  up  last 
Wednesday  by  calling  FCC  Chairman  Wayne  Coy,  Comr.  Paul  A.  Walker 
and  Robert  F.  Jones  for  explanations. 

Viewpoints  were  requested  when     *  :  the  committee,  in  executive  session 
on  the  so-called  McFarland  Bill 
(S  658)  to  reorganize  FCC  pro- cedures, was  faced  with  Sec.  6  of 
the  bill  and  two  amendments 
sponsored  by  committee  mem- 

bers, Broadcasting  •  Telecasting learned. 
The  committee  has  been  mark- 

ing up  the  Senate-passed  bill  the 
past  fortnight  [Broadcasting  ® Telecasting,  Oct.  1]. 

The  bill  provides  that  Commis- sion action  on  renewals  would  bear 
on  its  finding  whether  the  public 
interest  would  be  served.  The  ap- 

plicant for  renewal,  however,  would 
no  longer  have  to  make  the  same 
presentation  as  required  of  original 
applicants. The  "amendments,"  so  described 
by  a  committee  source,  were  offered 
by  Reps.  Dwight  L.  Rogers  (D- Fla.)  and  Robert  Hale  (R-Me.). 
Rep.  Rogers'  amendment  would eliminate  right  of  an  applicant  to 
compete  for  a  particular  facility 
held  by  a  licensee 'at  time  of  the licensee's  application  for  renewal, 
provided  the  FCC  finds  the  li- censee is  serving  the  public  interest. 

It  was  understood  that  Chairman 

Coy  and  Comr.  Walker  did  not 
favor  such  an  amendment  but  testi- 

fied on  details  of  the  present  pro- 
cedure on  renewals  which  requires 

the  same  presentation  by  applicants 
for  renewals  as  original  applicants. 

Rep.  Hale's  amendment  would eliminate  renewal  of  license  after 
a  prescribed  period  of  time,  per- 

mitting the  FCC  to  inquire  and 
hold  hearing  on  any  broadcast  li- cense at  any  time.  However,  FCC 
would  have  to  show  cause  why  the 
public  interest  was  not  being 
served. It  was  reported  that  Comr.  Jones, 
who  long  has  advocated  such  pro- 

cedure, upheld  the  Hale  position. One  of  the  conferees  disclosed  it 
was  the  consensus  of  committee 
members  that  there  might  be  a  few 
changes  in  the  bill,  but  that  it  would 
be  substantially  the  same  measure 
when  reported. 
This  authority  also  said  he 

doubted  seriously  whether  the  bill 
would  "get  out  of  committee  this 
year."  However,  it  has  been  con- ceded that  if  the  committee  finishes 
its  initial  study  of  the  legislation, 
the  bill  will  have  a  good  chance  the 
second  session  of  the  82d  Congress. 

CENTRAL  OHIO  FOLKS 

LIKE  TO  DRESS  UP 

It's  always  an  Easter  Parade  for  Central  Ohioans. 
They  spend  $67,303,000  annually  on  everything 
from  shorts  to  shoes,  hose  to  homburgs. 
And  the  newest  Hooperatings  show  WBNS  with 
more  of  these  Central  Ohio  listeners  than  any 
other  station.  In  Columbus,  WBNS  has  the 
highest  percentage  of  listeners  every  night.  Ask 
your  John  Blair  man  or  write  us  for  information. 
Dress  up  your  sales  charts,  too,  with  WBNS. 

CENTRAL  OHIO'S  ONLY  CBS  OUTLET 

POWER  WBNS  5000  -  WELD  53,000  -  COLUMBUS,  OHIO 
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NBC  Revamps 
(Continued  from  page  31) 

tion  time  on  week-day  evenings for  both  Eastern  and  Central  Time 
Zone  stations  be  moved  one-half 
hour  ahead,  to  be  from  7:30-10:30 
p.m.  instead  of  8-11  p.m.  EST. 
NBC  proposes  to  start  its  option 
time  a  half  hour  earlier  on  week- 

day mornings,  so  that  the  net- work can  utilize  9:30  a.m.  to  noon 
EST  in  both  Eastern  and  Central 
Zones  instead  of  the  10  a.m.  to 
noon  EST  now  required.  An  hour 
of  option  time  also  will  be  sought 
for  Sunday  morning.  Jan.  1,  1952 
is  the  goal  for  these  changes. 

Another  half-hour  also  is  pro- 
posed as  network  option  time  on 

week  day  mornings,  by  adding  the 
9:15-9:30  a.m.  EST  and  12:15- 
12:30  p.m.  EST  periods.  A  shift  in 
afternoon  option  time  will  change 
the  present  3-6  p.m.  EST  time  re- 

servation to  2-5  p.m.  EST  for  both 
Eastern  and  Central  Zones.  Pro- 

vided that  afternoon  commercial 
schedules  can  be  shifted  by  then, 
the  network  hopes  to  effect  these 
changes  by  Oct.  1,  1952. 
Mountain  Zone  time  option 

periods  will  remain  unchanged. 
New  morning  option  time  for 

Pacific  Zone  stations  on  weekdays 
would  be  9:45  a.m.  to  noon  and 
12:15-1  p.m.  PST.  Weekday  eve- 

ning periods  would  be  from  6:30- 
9:30  p,.m.  PST.  The  proposed 
changes  are  intended  to  make  allow- 

ance for  the  mixed  schedule  of  live 
and  repeated  network  programs  in 
conformity  with  local  times  of  net- work commercial  broadcasts. 

Will  Aid  Clearance 
"The  completion  of  these  plans 

regarding  option  time,"  Mr. 
Denny  said,  "will  further strengthen  the  NBC  network  serv- 

ice by  providing  more  adequate 
time  for  network  sale  and  by  fa- 

cilitating clearances  for  NBC  com- 
mercial programs.  The  Stations 

Planning  and  Advisory  Committee 
has  recognized  the  equity  of  the 
changes  recommended,  and  it  is 
now  up  to  us  to  initiate  the  indi- 

vidual negotiations  to  carry  the 
plan  into  effect,"  he  added.  "This 
we  intend  to  do  promptly." 

Affiliates  represented  on  the 
Basic  Economic  Committee  are 
Jack  Harris  of  KPRC  Houston, 
chairman  of  SPAC  and  also  chair- 

man of  the  Economic  Study  Group ; 
Harold  Essex,  WSJS  Winston- 
Salem;  Harry  Bannister,  WWJ 
Detroit,  and  C.  Robert  Thompson, WBEN  Buffalo. 
SPAC  members,  in  addition  to 

Mr.  Harris  and  Mr.  Thompson  are 
B.  T.  Whitmire,  WFBC  Green- 

ville, S.  C;  Milton  L.  Greenebaum, 
WSAM  Saginaw,  Mich.;  Howard 
E.  Pill,  WFSA  Montgomery,  Ala.; 
Ralph  Evans,  WHO  Des  Moines 
and  WOC  Davenport;  S.  S.  Fox, 
KDYL  Salt  Lake  City. 
NBC  officials  on  the  Basic 

Economic  Committee  are  Mr. 
Denny;  Carleton  D.  Smith,  vice 
president  in  charge  of  station  rela- 

tions; Hugh  M.  Beville,  director  of 
plans  and  research;  H.  T.  Sjugren, 

WRAG  ON  AIR 
New  Ala.  Outlet  Starts 

NEW  station  at  Carrollton,  Ala., 
is  WRAG,  1  kw  daytime  on  590 
kc.  Owned  by  Roth  E.  Hook  and 
William  E.  Farrar,  theatre  opera- 

tors, the  station  is  emphasizing 
news  and  music. 

Charles  W.  Stratton,  formerly 
of  WHOP  Hopkinsville,  Ky.,  is 
general  manager.  Staff  includes 
Peggy  Jones,  commercial  man- 

ager; Herb  Guthrie,  chief  engi- 
neer; Noel  Pass,  program  direc- tor. 

SIGNAL  CONTROLS 
House  Approves  Measure 

MILITARY-BACKED  signal  con- 
trol bill,  which  would  implement 

the  President's  power  to  seize  fa- cilities under  the  Communications 
Act,  won  sweeping  approval  in  the 
House  last  Thursday. 

The  proposal,  as  sent  to  the  Sen- ate, provides  for  more  stringent 
penalties  for  broadcasters  and  de- vice holders  who  violate  Sec.  606 
of  the  Act,  and  includes  all  naviga- 

tional devices  capable  of  serving  as 
homing  aids  to  enemy  aircraft.  As 
now  spelled  out,  this  would  mean 
those  which  radiate  in  excess  of  five 
miles. 
The  approved  bill  (S  537)  is 

identical  to  that  reported  last 
month  by  the  House  Interstate  & 
Foreign  Commerce  Committee  and 
forwarded  to  the  Senate,  which 
originally  passed  it.  A  conference 
committee  will  be  set  up  to  resolve 
differences  between  the  upper  and 
lower  chamber  versions. 

Sets  $20,000  Fine 
As  now  constituted,  the  radia- 

tions control  plan  would  set  a  maxi- 
mum levy  of  $20,000  and  20  years 

imprisonment,  or  both,  for  parties 
convicted  of  adding  the  enemy  if 
they  do  so  "with  intent  to  injure" the  U.  S.  "Wilful  failure"  to  act 
otherwise  in  pursuance  of  Presi- 

dential authority  would  carry  a 
$1,000  fine  and  one  year's  sentence for  individuals,  and  $5,000  for  cor- 

porations. The  $20,000  levy  was 
advocated  by  the  House  group — 
the  only  prime  difference  in  Senate 
and  House  thinking. 

The  sanctions  would  be  specifi- 
cally added  as  Subsection  H  of  Sec. 

606  of  the  Communications  Act. 
Inclusion  of  non-broadcast  devices 
also  is  made  within  the  framework 
of  Sec.  606. 

When  the  bill  arose  in  the  House, 
the  committee  pointed  out  that 
German  scientists  now  working  for 
Soviet  Russia  are  developing  equip- 

ment "capable  of  utilizing  electro- magnetic radiations  to  be  used  in 
case  of  war  with  the  United 

States." NBC  Radio  Network  controller; 
Norman  Cash,  director  of  radio  sta- tion relations,  and  David  Jams, 
assistant  to  the  executive  vice 
president. 

WMAK 

NASHVILLE  •  TENNESSEE 

tL 
announces  ine 

appointment  oj- 

Radio  Representatives,  Inc 

llllllllllllll      NEW  YORK  •  CHICAGO  •  LOS  ANGELES SAN  FRANCISCO 

as  its  national 

representatives 

WMAK 
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upcoming 

NARTB  DISTRICT  MEETINGS Dates Dist.  Hotel 
City 

Oct. 
8-9 17 Davenport Spokane 11-12 15 Clift San  Francisco 

15-16 16 Beverly Hills  Hotel Los  Angeles 
25-26 6 St.  Charles New  Orleans 
29-30 13 Shamrock Houston 

* Nov. 1-2 5 Soreno St.  Petersburg 8-9 7 Seelbach Louisville 
12-13 3 William  Penn  Pittsburgh 15-16 1 Somerset Boston 

Oct.  7-9:  Tenth  District  Meeting,  Adv. 
Federation  of  America,  Washington- Youree  Hotel.  Shreveport,  La. Oct.  12-13:  Alabama  Broadcasters  Assn., U.  of  Alabama,  Tuscaloosa. Oct.  15-19:  Society  of  Motion  Picture &  Television  Engineers  Convention, 
Hollywood  Roosevelt  Hotel,  Holly- wood. 

Oct.  18-19:  North  Carolina  Assn.  of Broadcasters,  Fall  Meeting,  Battery Park  Hotel,  AsheviUe,  N.  C. 
Oct.  18-20:  AAA  A  Pacific  Council  An- nual Meeting,  Hotel  del  Coronado, Coronado,  Calif. 
Oct.  19:  NARTB  TV  Members  Meet- ing, Stevens  Hotel,  Chicago. Oct.  19:  Eighth  Annual  Advertising  and Sales  Promotion  Conference,  Ohio State  U.,  Columbus. 
Oct.  19-20:  Fifth  District  Meeting,  Adv. Federation  of  America,  Fort  Hayes Hotel,  Columbus,  Ohio. 
Oct.  22-24:  National  Electronics  Confer- ference  and  Exhibition,  Edgewater Beach  Hotel,  Chicago. Oct.  22-26:  AIEE  Fall  General  Meeting, Hotel  Cleveland,  Cleveland. 
Oct.  22-24:  Talent  Committee  of  Salary Stabilization  Board  meets,  641  Wash- ington St.,  New  York. 

Oct.  25-26:  A  AAA  Central  Council  An- 
nual Meeting,  Blackstone  Hotel,  Chi- cago. 

Oct.  28-Nov.  3:  National  Radio  &  Tele- vision Week. 
Oct.  28-31:  Life  Insurance  Adv.  Assn., Annual  Meeting,  Williamsburg,  Va. 
Oct.  29-31:  IRE-RTMA  Annual  Meeting. Papers  on  noise  in  TV  receivers,  sup- pression of  local  oscillator  radiation and  color  TV.  King  Edward  Hotel, Toronto. 
Oct.  30-31:  AAAA  Eastern  Council  An- nual Conference,  Roosevelt  Hotel, New  York. 
Nov.  2-3:  Michigan  Assn.  of  Broad- casters, Fort  Shelby  Hotel,  Detroit. 
Nov.  12-13:  First  District  Meeting,  Adv. Federation  of  America,  Boston. 
Nov.  12-14:  National  Assn.  of  Radio News  Directors  Convention,  Sherman Hotel,  Chicago. 
Nov.  13:  AAAA  Michigan  Council  An- nual Meeting,  Statler  Hotel,  Detroit. 
Nov.  14-15:  American  Public  Relations Assn.,  Seventh  Annual  Meeting, Philadelphia. 
Nov.  26-29:  Financial  Public  Relations Assn.,  Annual  Convention,  Holly- wood Beach  Hotel,  Hollywood,  Fla. 
Nov.  28-Dec.  1:  Fifth  Annual  NBC  Ra- dio and  Television  Affiliates  Conven- tion, Boca  Raton  (Fla.)  Club  and Hotel. 1952 
Jan.  24-25:  Advertising  Assn.  of  the West,  Midwinter  Conference,  Oak- land, Calif. 
Jan.  25-26:  Assn.  of  Railroad  Adv. Managers,  St.  Louis. 
Feb.  9-29:  International  Radio  and  Elec- tronics Exhibition,  Bombay,  India. (Further  information  obtainable  from Consulate  General  of  India,  3  E.  64th St.,  New  York  21,  N.  Y.) 
April  26-May  2,  1952:  NARTB  30th Annual  Convention,  Stevens  Hotel, Chicago. 
June  8-11:  Adv.  Federation  of  America. 48th  Annual  Convention  and  Exhibit, Waldorf-Astoria  Hotel.  New  York. 
June  22-26:  Advertising  Assn.  of  the West,  Annual  Convention,  Seattle. 

TWO... 

KLIX  is  klickin'  with  . . . 
both  ABC  and  MBS 

QUAKER  STATE 
Radio  Pays  Tribute 

NUMBER  of  shows  on  national 
radio  networks  will  pay  tribute  to 
the  state  of  Pennsylvania  during 
"Pennsylvania  Week"  Oct.  15-21, 
the  state's  Secretary  of  Commerce, Andrew  J.  Sordoni,  announced 
last  week. 

Sunday  evening  Theatre  Guild  of 
the  Air  (U.  S.  Steel)  salutes  the 
state  Oct.  14  as  a  preliminary  to 
the  community  festival  which  gets 
underway  the  following  day.  On 
Oct.  15,  the  Railroad  Hour  devotes 
its  final  announcement  to  Pennsyl- 

vania Week.  That  same  evening,  the 
Telephone  Hour  will  acknowledge 
the  week.  On  Oct.  20,  the  Arm- 

strong Cork's  dramatic  show  will feature  announcements  as  will  the 
Army  Recruiting  Service. 

Still  other  commentary  will  be 
used  on  the  Keystone  State  by  Ar- 

thur Godfrey,  Bill  Slater  on 
Twenty  Questions,  the  Army  Air 
Force  Band,  Bands  of  America  and 
by  daily  news  programs  of  Chev- rolet Dealers. 

Local  stations  will  broadcast 
short  announcements  or  station 
breaks  on  the  theme  of  what  the 
state  has  accomplished  for  the 
nation's  welfare  and  defense,  with 
longer  programs  dramatizing  the 
state's  history.  Mentions  on  tele- vision also  are  slated. 
Heading  the  statewide  radio-TV  com- mittee is  Victor  C.  Diehm,  president, 

WAZL  Hazleton.  Regional  chairmen 
include:  Roy  Morgan,  WILK  Wilkes- Barre;  Charles  C.  Denny,  WERC  Erie; James  Chambers,  WHOL  Allentown; 
John  S.  Booth,  WCHA  Chambersburg; 
Charles  R.  Petrie.  WISL  Shamokin; 
Roger  Clipp.  WFIL  Philadelphia; George  J.  Podeyn,  WHJB  Greensburg; Thomas  Metzger.  WMRF  Lewistown; 
Jim  Murray,  KQV  Pittsburgh. 

Forrest  Thayer  Jr. 
FORREST  THAYER  Jr.,  32,  cos- 

tume designer  for  television  and 
stage,  died  last  Monday  in  South- 

hampton (L.  I.)  hospital  as  a  re- 
sult of  injuries  suffered  in  an 

automobile  accident  Sunday.  His 
home  was  in  East  Hampton,  L.  I. 
In  addition  to  designing  costumes 
for  television — including  NBC-TV's Jack  Carter  Show — Mr.  Thayer  as- 

sisted the  producer  in  designing 
costumes  for  such  stage  successes 
as  Kiss  Me  Kate,  Out  of  This 
World,  and  Music  in  the  Air.  Sur- 

viving are  Mr.  Thayer's  immediate family,  his  parents  and  a  sister. 

KBA  MEETING 
Betts  Elected  President 

IF  the  nation's  broadcasters  don't take  advantage  of  their  right  to 
editorialize,  they  eventually  will lose  that  right. 

That  warning  was  sounded  last 
week  by  Robert  T.  Mason,  presi- 

dent-general manager  of  WMRN- 
AM-FM  Marion,  Ohio,  and  7th  Dis- trict NARTB  director. 

Mr.  Mason  spoke  before  the  Ken- 
tucky Broadcasters'  Assn.  conven- tion, held  in  Somerset,  Ky.,  last 

Thursday  and  Friday. 
The  convention  elected  new  offi- 

cers, including  J.  W.  Betts,  WFTM 
Maysville,  as  president,  succeeding 
Charles  Warren,  WCMI  Ashland. 

In  tones  of  urgency,  Mr.  Mason 
declared  that,  "Anything  radio  sets out  to  do  for  the  benefit  of  a  com- 

munity it  can  do,  but  too  many  of 
us  don't  do  anything  for  the  com- munity. 

"Not  editorializing,"  he  charged, 
"we're  shirking  responsibility  to 
the  community  as  well  as  ourselves. 
We've  now  got  FCC  telling  us 
nearly  everything  we  can  do  as  well 
as  can't  do,  because  broadcasters 
haven't  stood  shoulder  to  shoulder 
and  fought  for  freedom  of  expres- 

sion. If  we  don't  fight  every  step 
of  the  way,  we'll  finally  lose  what 
we've  got  left." Other  officers  elected  were  Joe 
Eaton,  WKLO  Louisville,  first  vice 
president;  Ken  Given,  WLBJ 
Bowling  Green,  second  vice  presi- 

dent, and  Hugh  Potter,  WO  MI 
Owensboro,  first  KBA  president 
in  1946,  was  re-elected  secretary. 

Concurrently,  women  broadcast- ers formed  a  Kentucky  branch  of 
American  Women  in  Radio  and 
Television.  Elected  were  Mrs. 
Dorothy  Wood,  WFTM,  president; 
Mrs.  Cliffordine  Potter,  WOMI, 
first  vice  president;  Mrs.  Arthur 
Eilerman,  WZIP  Covington,  second 
vice  president;  Mrs.  Betty  Max- well, WLAP  Lexington,  secretary; 
Miss  Sue  Fenimore,  WLAP,  pub- 

licity officer,  and  Miss  Katherine 
Peden,  WHOP  Hopkinsville,  treas- urer. The  women  were  invited 
hereafter  to  meet  jointly  with  the KBA. 

Named  as  KBA  directors  were 
Mike  Layman,  WSFC  Somerset, 
and  E.  J.  Paxton  Jr.,  WKYB 
Paducah. 

Hudson  Names  Biow       Rivers  Names  Venn HUDSON  PULP  &  Paper  Corp., 
New  York,  names  Biow  Co.,  same 
city,  as  advertising  agency. 
Broadcasting  •  Telecasting  er- 

roneously reported  last  week  that 
Kenyon  &  Eckhardt  had  been 
named  to  handle  the  account. 

ALL-EMPLOYE  variety  show,  "This 
Is  CBS,"  will  be  presented  for  com- pany personnel  Oct.  31  at  CBS  Studio 
59,  New  York.  Producers  Patty  Paint- er and  Jay  Johnson  held  auditions  last 
week  for  singers,  dancers,  comedians, 
writers  and  specialty  acts.  Show  will 
be  presented  for  one  performance 
only,  neither  broadcast  nor  telecast. 

ROBERT  G.  VENN  has  been 
signed  by  ex-Gov.  E.  D.  Rivers 
Sr.,  purchaser  of  WMIE  Miami, 
to  serve  as  manager  of  the  station 
upon  FCC  approval  of  the  transfer 
application  [Broadcasting  •  Tele- casting, Sept.  24,  10].  Mr.  Venn 
had  been  manager  of  WMIE  prior 
to  announcement  of  the  sale  and 
served  as  broker  in  the  $220,000 
transaction.  Currently  managing 
WMIE  for  Arthur  B.  McBride  and 
Daniel  Sherby,  present  owners,  is 
Jack  Stewart,  veteran  radio  execu- tive. The  WMIE  transfer  has  been 
set  for  hearing. Frank  C.  Mclntyre,  V.  P.  &  Gen.  Mgr.  •  Twin  Falls,  Idaho 
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WN  AX— Top  Radio  Buy  in  BIG  AGGIE  LAND 

CONSIDER  THE  COVERAGE 

405,210  radio  families  in  267  BMB  Counties  .  .  . 
.  .  .  AND  THEY  LISTEN  REGULARLY! 

A  Diary  Study  conducted  by  Audience  Surveys,  Inc.,  showed  WNAX 
received  top  rating  in  439  (88  fc)  of  the  500  quarter-hours  studied. 
This  was  a  10  to  1  advantage  over  the  second  station.  Of  the 
52  stations  receiving  mention  in  the  Diary  Study,  listeners 
liked  WNAX  best  89     of  all  daytime  quarter-hours  .  .  .  84%  of  all 
evening  quarter-hours.    LOYAL  AUDIENCE?   WNAX  HAS  IT! 

CONSIDER  THE  COST: 

A  one-time,  one  minute  Class  "A"  announcement ....  $30.00. 
No  other  radio  station  ...  OR  COMBINATION  OF  STATIONS  . 

Aggie  Land  can  deliver  13,507  radio  families  for  $1.00 — (.075c  per 

DOES  WNAX's  AUDIENCE  HAVE  THE  MONEY  TO  BUY? 
Big  Aggie  Land's  buying  income  in 
1950  was  $3,609,826,000.00. 

When  you  buy  to  sell  in  Big  Aggie  Land,  re- 
member this :  One  powerful,  dominant  radio 

station,  WNAX,  assures  complete  market 

coverage  of  the  world's  richest  agricultural 
area.  WNAX  alone  delivers  this  Major  Mar- 

ket in  ONE  BIG  LOW-COST  PACKAGE. 
See  your  Katz  Man  today. 

THE  MIDWEST  ADDRESS  OF  CBS 

. . in  Big 
1000). 

SIOUX  CITY 
AFFILIATED  WITH  THE 

COLUMBIA  BROADCASTING  SYSTEM 
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RADIO  IS  UNIQUE       ^ 
 ™»  afa 

SPIKING  any  concepts  that  tele- 
vision is  just  another  form  of  radio 

and  will  invitably  replace  it,  Jerry 
Stolzoff,  of  the  account  manage- 

ment staff  of  Foote,  Cone  &  Beld- 
ing,  Chicago,  called  upon  members 
of  the  Adv.  Federation  of  America 
to  supplant  "quick-quick  guesses, unproved  statements  and  emotional 
reactions"  with  measurements  of when  and  how  to  use  radio  based 
on  "facts  and  sound  thinking." 

Speaking  Saturday  at  the  Fed- 
eration's second  district  meeting 

in  Wilkes-Barre,  Pa.,  he  termed 
radio  and  TV  "quite  different  breeds of  animals,  with  each  doing  its  own 
kind  of  job."  Despite  the  impact- 
from-television,  radio  offers  low 
cost-per  thousand — "I,  for  one,  can see  no  evidence  that  radio  ever  will 
be  replaced  by  television,"  he  said. 

Mr.  Stolzoff  numbers  as  major 

factors  in  radio's  continued strength : 
#  Radio  today  is  being  used 

by  more  advertisers  who  are  in- 
vesting more  money  than  ever  be- 

fore in  the  history  of  radio. 
©  Radio's  big  power  is  the power  of  repetition  made  possible 

by  the  fact  that  radio  delivers 
more  listeners  per  advertising  mes- 

sage than  any  other  leading  ad- vertising medium. 
©  Radio,  like  all  advertising 

media,  works  best  when  used  right. 
Charging  that  some  discussions 

of  broadcast  media  are  based  "on 
speculation,  incomplete  figures  and 
personal  emotion  thinking,"  Mr. 
Stolzoff  said  "advertising  has grown  too  big  and  is  growing  too 
fast  for  any  of  us  to  be  able  to 
afford  to  make  major  decisions  on 
either  careless  thinking  or  sheer 

speculations." He  doubted  "we  can  go  along 
with  those  who  say  that  radio  is 
the  thing  that  used  to  be  great," and  cautioned  advertising  men  to 
"look  a  little  closer"  at  radio  and 
TV. 

Acknowledging  that  "TV  has  had 
a  marked  effect  on  radio,"  he  said 
the  reasons  were:  (1)  "radio  listen- ing is  lower  at  night  in  cities  that 
have  any  appreciable  number  of 
television  receivers"  and  (2)  "some of  the  big,  sweeping  statements 
we  have  heard  about  what's  hap- 

pening to  radio  has  put  some  mem- bers of  the  radio  industry  on  the 
defensive  and  some  advertisers  on 

the  fence." Pointing  out  that  1951  was  TV's "most  dramatic  year"  he  said  also that  radio  the  same  year  grossed 
"more  than  at  anytime  in  its  his- 

tory."   There    is    "strong  dollar 

Alampi  Scores  Thrice 
THREE  AWARDS— one  for 
each  of  his  ABC  programs — were  won  by  Phil  Alampi, 
WJZ  New  York  farm  news 
editor,  at  the  New  Jersey 
State  Fair.  The  Phil  Alampi 
Farm  News  program  on  WJZ 
received  its  fifth  consecutive 
award  as  the  best  farm  news 
program.  The  Home  Gar- dener Show  on  WJZ  received 
a  similar  award  for  the  third' straight  time,  and  The  Home Gardener  with  Phil  and  Ruth 
Alampi  on  WJZ-TV  won  for the  second  consecutive  time. 

evidence,"  he  added,  "that  1951  is 
going  to  break  that  record  all  over 

again." 

One  major  factor  in  radio's potency  is  that  television  reaches 
about  three  in  every  10  U.  S.  homes, 
in  63  out  of  some  180  major  trad- 

ing areas,  while  radio  hits  19  out 
of  every  20  homes  and  95%  of  all 
homes  nationally.  Not  "belittling 
TV,"  he  termed  it  a  "powerful  ad- vertising medium  which  has  be- 

come a  basic  one  in  only  five  years." 
A  second  factor  in  radio's  power 

is  that  "a  lot  of  advertisers  and 
agency  people  have  not  accepted the  theory  that  television  is  a  new 
form  of  radio."  Television,  in  his 
opinion,  "is  now  more  radio  with 
sight  and  motion  than  is  an  ani- 

mated billboard  in  the  home,  or  a 
newspaper  ad  that  comes  to  life 
and  changes  scenes." A  comparision  of  radio  and  TV 
should  be  made  on  the  basis  of 
where  the  two  fit  into  the  overall 
advertising  picture,  Mr.  Stolzoff 
said.  Claiming  there  is  "no  such 
thing  as  a  best  advertising  me- 

dium," he  explained  there  is  only 
"a  best  advertising  plan"  for  a 
particular  product  and  a  specific market. 

'Powerful  Impact' 
"Television  is  a  powerful  impact 

medium,  and  its  big  value  is  its 
power  per  advertising  message 
when  properly  used.  Generally 
speaking,  however,  it  is  not  used 
for  constant  day-after-day  repeti- 

tion," he  said. 
Not  many  advertising  media  can 

claim,  as  can  radio,  that  "you  can 
reach  more  people  for  fewer  dol- 

lars on  a  daytime  show  today  than 
you  have  ever  been  able  to  at  any 
time  in  the  history  of  the  industry," Mr.  Stolzoff  said. 

Reiterating  that  radio  works  best 
when  used  correctly,  he  suggested 
these  points  for  successful,  selling 
commercials. 

•  What's  the  big  idea — an  effective commercial  should  make  an  exciting 

promise. •  Say  it,  don't  write  it — use  spoken, not  written  language. 
•  Don't  say  everything,  just  the  most 

important  things — when  you've  picked out  the  big  idea  in  the  story  you  want to  tell,  stick  with  it. 
•  Be  like  the  Negro  preacher — he tells  them  what  he's  going  to  tell  them — then  he  tells  them — then,  he  tells them  what  he  told  them. 
•  Don't  buy  one  spot  a  w£ek — radio's power  is  the  power  of  repeatedly  ex- posing your  prospects  to  your  story. •  Don't  be  a  campaign  switcher. 

IN  THE  RICH  FLINT  MARKET!   WFDF  LITERALLY 

dominates  a  great  industrial  area  now  enjoying  the  most  prosperous  period  in 
its  history. 

THE  AVERAGE  FLINT  family  earns 
a  yearly  income  of  $6134  (higher 
than  Detroit,  Chicago,  New  York) 
— $1613  above  the  national  aver- 
age! 

FURTHERMORE,  MORE  THAN  $238- 
000,000,  will  be  spent  in  Flint 
this  year  for  retailed  products — dollars  you  can  share  in! 

BEST  OF  ALL,  FLINT  prosperity 
will  continue!  .  .  .  thanks  to  the 
great  General  Motors,  and  to  their tremendous   defense  contracts. 

Over  600  local  advertisers — countless  national  ad- 
vertisers— sell  .  .  .  and  sell  .  .  .  and  sell  over 

Flint's   FIRST   STATION.   So  can  you! SEE  YOUR  LATEST  HOOPER! 

910  Kilocycles 

FLINT MICH 

R  E  P  R  E  S 
Associated  with:  WOOD  Grand  Rapid 

« — —AMERICAN  BROADCASTING  COMPANY 
ENTED    BY    THE  KATZ AGENCY 

WFBM  &  WFBM-TV  Indianapolis— WEOA  Evansville 
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Don  lee  audiences  have  gr
ow 

Daytime  audience  16.3%  bigger 

Evening  audience  22.3%  bigger 

(according  to  Nielsen,  1st  half  of  1951  vs.  1st  half  of  1949,  full  network  average  audience) 

Don  Lee  can  deliver  your  sales  message  consistently  to  more 

people  through  their  own,  major,  local  selling  medium  at  a  lower 
cost  per  sales  impression  than  any  other  advertising  medium. 

That's  a  big  statement,  but  it's  true  because  Don  Lee  is  a 
big  network.  Don  Lee  broadcasts  locally  from  45  network 

stations  in  45  important  Pacific  Coast  markets  with  all 

the  local  selling  influence  and  prestige  that  you  need  to 
do  the  best  job  of  selling  within  each  local  market... 

where  your  sales  are  actually  made. 

As  a  matter  of  fact,  Don  Lee  is  the  only  selling  medium 

actually  designed  to  sell  consistently  to  all  the  Pacific 

Coast.  That's  why  Don  Lee  consistently  broadcasts  more 
regionally  sponsored  advertising  than  any  other  network 
on  the  Pacific  Coast.  Don  Lee  delivers  more  and  better 

and  the  advertisers  who  sell  the  Pacific  Coast  know  it. 

WILLET  H.  BROWN,  President  •  WARD  D.  INGRIM,  Executive  Vice-President 
NORMAN  BOGGS,  Vice-President  in  Charge  of  Sales 

1313  NORTH  VINE  STREET,  HOLLYWOOD  28,  CALIFORNIA 
Represented  Nationally  by  JOHN  BLAIR  &  COMPANY 
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'VOICE'  SIGNAL Will  Get  New  Boost 
A  PROJECT  calling  for  construc- 

tion of  10  high-power  curtain  an- 
tennas to  provide  the  world's greatest  radio  signal  was  revealed 

as  well  underway  last  week  by  a 
State  Dept.  broadcasting  official. 

The  antennas,  being  built  at  an 
estimated  cost  of  $41,188,000,  are 
designed  to  meet  Soviet  jamming tactics  and  enable  the  Voice  of 
America  to  reach  additional  mil- 

lions of  listeners.  Voice  trans- 
mission power  is  expected  to  in- 

crease 14-fold,  according  to  George 
Herrick,  facilities  chief,  Interna- 

tional Broadcasting  Division. 
The  new  antennas  "will  bring our  voice  up  to  the  strength  of 

Radio  Moscow  in  a  considerable 
area  of  the  Curtain  states  and  will 
add  millions  of  listeners  to  the 
Voice,"  Mr.  Herrick  stated.  Event- 

ual object  is  "to  make  the  sound of  the  Voice  of  America  the  loudest 

signal  on  the  world  dial,"  he  added. Antennas  are  being  constructed 
at  Wayne  and  Bound  Brook,  N.  J.; 
Delano  and  Dixon,  Calif. ;  Bethany, 
Ohio,  and  Brentwood,  N.  Y.  Power- ful new  radio  stations  also  are 
earmarked  for  Seattle  and  North 
Carolina.  They  will  be  used  to 
transmit  signals  directly  to  the 
USSR  and  its  satellite  nations 
[Broadcasting  •  Telecasting, 
Sept.  24].  Target  date  for  com- 

pletion of  all  construction  is  year's end. 
Sum  for  the  new  powerful  cur- tain antennas  was  appropriated  by 

Congress  two  years  ago  and  work 
commenced  at  once.  Towers  sup- 

porting the  antenna  will  be  around 
290  feet  and  will  be  spaced  about 
800  feet  apart,  according  to  Mr. Herrick. 

The  facilities  chief  acknowledged 
that  Russian  jamming  has  posed 
a  "stiff  problem  for  our  trans- mitters, but  we  know  we  are  getting 
through  to  a  considerable  degree." 
Addition  of  the  antennas  will  put' 

the  U.  S.  on  a  "competitive  basis" with  the  Soviet  Union.  Further- 
more, it  will  give  listeners  an  op- 

portunity to  choose  between  the 
Voice  and  the  Russian  radio. 

Mr.  Herrick's  views  were  ex- 
pressed in  a  byline  article  written 

by  M.  Jay  Racusin  for  the  New 
York  Herald-Tribune  last  Tuesday. 

Electronics  Orders 
SUM  of  $6.1  billion  was  spent  by 
the  Defense  Dept.  during  July  and 
August  for  procurement  of  elec- 

tronics and  other  "hard  goods" items.  Obligations  cover  orders 
placed  during  that  period  and  in- clude firm  contracts  and  accepted 
bids  with  private  industry.  Total 
of  $145  million  of  the  $6.1  billion 
is  procurement  under  the  Mutual 
Defense  Assistance  Program.  Sum 
of  $35.6  billion  has  been  obligated 
for  electronics  and  other  goods  in 
the  14-month  period  from  the  ad- vent of  the  Korean  war  to  Sept. 
1,  1951. 

Asbury  Park  Press 
PRESS  PLAZA     ASBURY  PARK,  N.  J. 

October  1,  1951 

To  A  Free  Press  and  A  Free  Radio: 

The  precedent  making  decision  of  Superior  Court  Judge 
C.    Thomas  Schettino  of  New  Jersey  upholding  the  contention  of 
Station  W  J  L  K  that  it  had  a  constitutional  right  to  broadcast  a 
public  council  meeting  in  Asbury  Park,    New'  Jersey  (Asbury  Park Press,    Inc.,    v.    the  City  of  Asbury  Park),    has  attracted  the  in- 

terest and  support  of  the  radio  industry. 

W  J  L  K  applauds  this  decision,    since  it  gives  judicial 
approval  to  its  belief  that  radio  should  enjoy  parity  with  other means  of  news  dissemination. 

its  pro- W  J  L  K  has  consistently  .emphasized  nev 
gram  structure.      It  has  devoted  many  choice  broadcast  hours  to 
local  events   reported  thru  the  news  facilities  of  the  Asbury  Park 
Press.      It  has  done  this  in  accordance  with  the  policies  of  the 
Asbury  Park  Press,    and  in  the  belief  that  the  public  interest  is 
best  served  when  radio  is  employed  as  an  instrument  of  informa- tion. 

•mce  with  the  policies To  do  otherwise  would  be  at 
enunciated  by  the  late  J.    Lyle  Kinmonth,    for  more  than  50  years 
Editor  and  Publisher  of  the  Asbury  Park  Press,    whose  initials 
comprise  the   call  letters  of  W  J  L  K. 

Many  in  the   radio  and  allied  industries  have  sent  words 
of  endorsement  of  our  action.      We  take  this  means  of  acknowledging this   support  of  our  conviction  that  free  access  to  the  news,  whether 
disseminated  thru  the  printed  word  or  over  the  air,    is  a 
teed  by  the  Constitution  to  the  people  of  the  United  States. 

guarar 
STATION  W  J  L  K 

'The  Radio  Voice  of  the  Asbury  Park  Press' 

GOV.  Luther  Youngdahl  (r),  admires 
album  containing  recordings  of  the 
governor's  farewell  address  Sept.  26 to  Minnesotans,  from  Gene  Wilkey 
general  manager  of  WCCO  Minne 
apolis-St.  Paul.  Governor  has  been 
appointed  by  the  President  to  a  judge 

ship  in  Washington,  D.  C. 

APS  MEETINGS 
Held  Aid  to  Sales 

MARKING  completion  of  the 
eighth  of  its  continuing  series  of 
transcribed  sales  meetings,  As- 

sociated Program  Service,  Ne^ 
York,  stated  it  had  received  re- 

ports from  APS  subscribers 
throughout  the  country  commend- 

ing the  "meetings"  for  boosting 
station  sales  and  improving  sales- men's enthusiasm. 

The  transcribed  meetings,  fea- 
turing APS  vice  president  and  gen- 

eral manager,  Maurice  B.  Mitchell 
in  a  30-minute  talk  on  specific 
phases  of  radio  selling,  are  sen' monthly  to  APS  transcriptioi 
library  subscribers.  With  the  discs 
go  special  instruction  manual; dealing  with  the  background  of 
the  problem  to  be  discussed  anc 
suggesting  material  to  be  compiled before  the  station  salesmen  are 
assembled  to  hear  the  discs  and 
discuss  local  applications. 
APS  spokesmen  said  repor 

from  broadcasters  since  the  service 
was  inaugurated  last  February 
indicate  many  sales  experts  feel 
that,  aside  from  the  primary  value 
of  the  meetings,  the  transcriptions 
themselves  are  valuable  as  a  library 
that  can  be  used  to  indoctrinate 
new  men  in  the  sales  field. 

The  project  thus  far  has  covered 
these  subjects :  "Some  Fundamen 
tals  for  Radio  Salesmen";  "Copy- 
Minded  Selling";  "The  Department 
Store  and  Radio  Advertising";  "The 
Cold  Call";  "The  Lost  Sale";  "Nex^ 
Week's  Cancellations";  "Merchan 
dising  Radio  Advertising,"  and "Radio  vs.  Newspaper   (No.  1) 

Mr.  Mitchell  said,  "We  think  it 
is  a  good  example  of  how  this  in-i 
dustry  can  help  itself  do  a  better 
and  more  profitable  job." 
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Keystone  Office 
KEYSTONE  Broadcasting  System 
has  moved  its  Chicago  headquar- 

ters to  larger  offices  at  111  W. 
Washington  St.,  the  Chicago  Title 
and  Trust  Bldg.  New  telephone 
number  is  STate  2-6303. 
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To  a  time  buyer 

who  never  heard 

of  Smuiekoff s 

An  Icelandic  couple  vacationing  herea- 
_f\_  bouts  heard  a  WMT  commercial  on  the 
10  p.m.  news  and  bought  two  complete  living 
room  suites  from  the  sponsor  next  day.  Ship- 

ping tags  on  the  crates  set  a  new  high  in 
tongue-twisters:  from  Smuiekoff 's  to  Reyk- 
javik. 

A  GI  in  the  Pacific  caught  a  vagrant  airwave 
and  ordered  a  cedar  chest  shipped  to  his  girl 
in  Louisiana.  His  letter  was  addressed  to  the 
Lane  cedar  chest  store  that  advertises  on  WMT 
in  Cedar  Rapids.  The  order  was  duly  ex- 
ecuted. 

SmulekofFs  is  a  furniture  store  in  Cedar 
Rapids  whose  management  first  saw  the  light 
in  1940,  after  a  schedule  of  spots  on  our  fa- 

vorite station  brought  customers  traipsing  in 
from  the  hinterland.  Two  years  later  Smuie- 

koff 's  moved  into  a  six-story  skyscraper  (Iowa 
skies  scrape  easy)  and  twisted  our  arm  for 
regular  sponsorship  of  the  10  o'clock  news, 
with  20  supplementary  spots  a  week.  The 
results  were,  to  use  the  locution  of  an  adver- 

tiser concerned  about  the  effect  of  too  much 
enthusiasm  upon  rates,  only  gratifying.  An- 

nual volume  is  now  almost  eight  times  that 
of  1940.    (Reserved  note:  Good  management 

had  a  lot  to  do  with.  Increased  purchasing 

power  figured.  Higher  price-levels  contribute. 
We  don't  claim  all  the  kudos.) 

But  Smulekoff's  "frankly  gives  WMT  full 
credit  for  the  extended  trade  territory  which 
results  in  a  high  percentage  of  our  total 
volume  and  for  the  dominating  influence  on 
our  immediate  trade  area." 

This  recital  is  not  offered  to  promote,  neces- 
sarily, the  Reykjavik  market  or  the  possibili- 

ties of  skip  signals.  Iowa  needs  no  embellish- 
ment, and  we  suggest  that  you  consider  (1) 

it's  $4  billion  annual  cash  income  and  (2) 
the  effective  manner  in  which  WMT  taps  it. 

5000  WATTS 
600  KC 

REPRESENTED  NATIONALLY 
BY  THE  KATZ  AGENCY 

BASIC  CBS  RADIO  NETWORK 
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Brooms  Sweep  Clean 
CLIMBING  incidence  of  polio 
in  Colorado  and  absence  of 
iron  lung  facilities  in  Weld 
County  started  KPKA  Gree- 

ley, Col.,  and  the  Greeley 
Lions  Club  on  a  one-day 
"broom  selling"  campaign. They  ordered  1,500  brooms 
from  a  factory  operated  by 
blind  in  Denver.  KFKA  an- 

nounced on  the  air  that  every 
broom  bought  for  $2  entitled 
listener  to  have  a  member  of 
the  Lions  Club  deliver  the 
broom  and  sweep  the  pur- 

chaser's walk  free.  By  the 
evening,  all  brooms  were 
gone  and  orders  were  taken 
on  an  additional  500.  Sales 
assured  an  iron  lung  for  the 
community's  new  hospital under  construction. 

FORT  INDUSTRY 
Haid,  Jackson, 
Kerns  Shifted 

Jackson Kerns 
ALLEN  L.  HAID  has  become  vice  president  and  managing  director  of 
WSPD  and  WSPD-TV  Toledo,  J.  Robert  Kerns,  vice  president  and  man- 

aging director  of  WSAI  Cincinnati  and  Glenn  Jackson  managing  direc- 
tor of  WMMN  Fairmont,  W.  Va.   

The  shifts  in  executive  person-  * nel  for  the  Fort  Industry  Co.  were  of  E.  Y.  Flanigan,  formerly  vice 
brought  about  by  the  recent  death  president  and  managing  director 

A  current  advertiser  on  WGN  told  us 

this.  It's  another  example  of  what  adver- 

tisers on  WGN  have  come  to  expect . . . 

top  results  for  their  advertising  dollar. 

WGN  Reaches  More  Homes  Per  Week  Than  Any  Other  Chicago  Station 

A  Clear  Channel  Station. . . 

Serving  the  Middle  West 
MBS 

Chicago  11 
Illinois 

50,000  Watts 720 

On  Your  Dial 
Chicago  office  for  Minneapolis-St.  Paul,  Detroit,  Cincinnati  and  Milwaukee 

Eastern  Sales  Office:  220  E.  42nd  Street,  New  York  17,  N.Y.  for  New  York  City,  Philadelphia  and  Boston 
Geo.  P.  Hollingbery  Co. 

Advertising  Solicitors  for  AH  Other  Cities 
Los  Angeles  —  411  W.  5th  Street    •    New  York  —  500  5th  Avenue    •    Atlanta— 223  Peach  Street Chicago  —  307  N.  Michigan  Avenue    •    San  Francisco  —  400  Montgomery  Street 

of  WSPD  and  WSPD-TV  Toledo. 
Mr.  Kerns  was  formerly  vice 

president  and  managing  director 
of  WMMN.  Prior  to  going  to  Fair- 

mont, he  was  vice  president  and 
managing  director  of  WLOK  Lima, 
Ohio,  until  that  station  was  sold  to 
Lloyd  Pixley. 

Glenn  Jackson,  37,  has  been  pro- 
gram director  of  WSPD  and 

WSPD-TV  Toledo  for  the  last  eight 
years.  He  started  his  radio  career 
as  an  announcer  at  WHIO  in  Day- 

ton, Ohio,  and  is  a  native  of 
Bridgeport,  Ohio.  He  is  a  graduate 
of  Marietta  College  and  joined  the 
Fort  Industry  Co.  at  WSPD  as  an 
announcer  in  July,  1940.  During 
the  war  he  served  three  years  in the  Navy. 

Mr.  Haid  has  been  vice  presi- 
dent and  managing  director  of 

WSAI  Cincinnati.  In  his  new  posi- 
tion he  will  have  charge  of  all  of 

the  operations  of  WSPD  and 
WSPD-TV.  Mr.  Haid,  44,  formerly 
managed  WHIZ  Zanesville,  when 
that  station  was  owned  by  The 
Fort  Industry  Co.,  and  for  the  last 
five  years  has  been  managing 
director  of  WMMN.  He  is  a  vet- 

eran of  26  years  in  radio. 
Under  the  recently  announced 

reorganization  of  the  Fort  Indus- 
try Co.  into  three  districts,  Mr. 

Haid  and  Mr.  Kerns  will  report  to 
Richard  E.  Jones,  vice  president  of 
the  Northern  District,  while  Mr. 
Jackson  will  report  to  William  E. 
Rine,  vice  president  of  Fort  Indus- try's Central  District. 

HARTLINE  FIRM 
To  License  Merchandise 

OPENING  of  offices  to  merchan- 
dise products  bearing  the  name  of 

Mary  Hartline,  ABC-TV  and  radio star,  has  been  announced  by  Mary 
Hartline  Enterprises,  with  head- 

quarters at  39  S.  LaSalle  St., Chicago. 
Manufacturers  of  toys,  chil- 

dren's wear  and  food  products  have 
signed  licenses  enabling  them  to 
place  named  goods  on  retail  coun- 

ters for  the  Christmas  season,  ac- 
cording to  the  new  firm.  Henry  G. 

Saperstein  is  in  charge  of  the 
licensing  operation.  Miss  Hartline 
appears  on  ABC-TV's  Super  Circus each  Sunday  and  has  been  in  radio 
for  six  years. 

CANCER  FUND 
WAR  A  Has  17-Hour  Drive 

WARA  Attleboro,  Mass.,  devoted 
an  entire  broadcast  day  fortnight 
ago  to  raising  money  for  a  chil- 

dren's cancer  research  center  being 
built  in  Boston.  During  the  17 
hours  WARA  was  on  the  air, 
nearly  $1,800  was  raised. Keith  S.  Field,  station  manager, 
stated  every  member  of  the  WARA 
staff  gave  up  his  day  off  to  help 
make  the  effort  a  success.  WARA 
boosted  public  cooperation  for  the 
special  broadcast  through  advance 
promotion. 
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WREC 

I 

Keeps  Step  with  the  forward  march  of 

Radio  Advertising  Values 

► 

HID  Cr  From  available  (1949}  8MB  measurements,  WR£G UJntL  covered  448,890  radio  homes,  the  highest  in  its  history  to 
that  date. 

Ill  R  P  T  hooper  ratings  average  higher  than  any  other UlnCL  Memphis  Station. 

Ill  D  C  T  ra*e  m  cos*  Per  thousand  listeners  has  gone  down 
UJflCl  10.1%  compared  with  1946. 

Affiliated  with  CBS.  600  Kc.  5,000  Waffs 

WREC 
IS  FIRST  IN  COVERAGE 

in  the  rich  76  county  Memphis  market, 

largest  market  area  in  the  South,  with 
a  two  billion  dollar  buying  potential.  The 

Memphis  market  rates  13th  in  the  na- 

tion's wholesale  volume  of  trade. 

«se  WREC 

Memphis  N9.  1  Station 

Represented  by  The  Kafz  Agency,  Inc. 
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America's  TOP  Independent 

n 

WPIX  it  reaching 
more  millions  from its  new  station  atop 
the  Empire  State Building  in  New York  City. 

for  instance 

Already  recognized  as  a  leader  in  sports 
programs  and  news  remotes  in  the  New 
York  Metropolitan  area,  WPIX  is  now 
delivering  a  new,  improved  visual  and 
aural  service  to  the  largest  TV  audience 
in  the  world— jrom  the  tallest  television 
tower  in  the  world! 

"Individual"  planning  by  one  of  tele- 
vision's top  engineering  staffs  demon- strates a  new  technique  in  TV  operation 

—  used  for  the  first  time  by  any  station. 

m  ;  ■  ■• 



TV  Stations  are  RCA 

...  with  two  complete  transmitter  rooms  and  two  independent  antennas 

WPIX  backs  its  operations  with  two  com- 
pletely independent  transmitter  -  and  - 

antenna  systems  on  two  different  sites. 
Regular  "on-air"  service  is  handled by  the  Empire  State  plant.  Emergency 

"on-air"  service  is  handled  from  the 
original  installation  in  the  building  of 
the  New  York  Daily  News. 
WPIX  uses  RCA  equipment  through- 

out both  stations.  For  example,  two  in- 
dependent transmitter  rooms  — with  all 

associated  equipment.  Two  independent 
antenna  systems.  Field  equipment  — in- 

cluding micro-wave  relays.  Remote 
video  relay  switching.  Studio  control- 
room  equipment.  Control  consoles,  am- 

plifiers, sync  generators,  power  supplies. 
When  you  plan  your  TV  station,  or 

add  facilities  to  your  present  operation, 
talk  it  over  with  your  RCA  Broadcast 
Specialist.  He  can  tell  you  exactly  what 
you  need  to  do  the  job  at  minimum  cost. 

RADIO  CORPORATION  of  AMERICA 
ENGINEERING  PRODUCTS  DEPARTMENT  CAMDEN, N.J. 



'RADIO  DOLLARS' 

Strouse  Announces 
Premium  Plan 

THREE-WAY  merchandising-premium  plan  involving  radio  stations, 
local  advertisers  and  listeners  was  announced  last  week  by  Ben  Strouse, 
general  manager  of  WWDC  Washington.  [Closed  Circuit,  Oct.  1]. 

Local  franchises  are  being  issued      * —  
by  Radio  Dollars  Inc.,  one  to  a  com- 

munity. The  participating  station 
in  turn  franchises  its  own  adver- 

tisers, each  of  which  agrees  to  buy 
a  minimum  amount  of  time  on  the 
station.  Radio  Dollars  Inc.  sup- 

plies participating  advertisers  with 
Radio  Dollar  coupons,  Radio  Dollar 
catalogues  and  Radio  Dollar  em- blems. 

Coupons  are  redeemed  by  Radio 
Dollars  Inc.  for  more  than  100  na- 

tionally advertised  items,  including 
gas  ranges,  freezers,  refrigerators, 
smaller  appliances,  aluminum, 
chinaware,  hosiery  and  other  items. 
Radio  Dollars  Inc.  forwards  se- 

lected items  to  customers  in  return 

for  the  required  number  of  Radio 
Dollars  coupons. 
The  coupons  are  in  denomina- 

tions ranging  from  a  half-dollar 
to  $10.  The  merchant  gives  these 
Radio  Dollars  to  customers  in  the 
same  proportion  as  the  customers 
purchases — a  $1  coupon  for  a  $1 
purchase,  for  example. 

Franchised  stations  publicize 
items  offered  as  premiums  and 
names  of  local  participating  adver- 

tisers. Merchants  identify  them- 
selves on  the  air  as  "Your  Radio 

Dollar  Store." An  additional  "bonus"  is  offered 
stations  under  a  plan  by  which 
regional  manufacturers  have  cou- 

pons placed  in  their  products,  the 
manufacturer  buying  the  minimum 
time  specified  by  the  particular station. 

Offices  of  Radio  Dollars  are  lo- 
cated at  1627  K  St.  N.W.,  Wash- 

ington, D.  C,  and  125  E.  Baltimore 
St.,  Baltimore,  Md.  The  entire 
plan  is  copyrighted. 
Company  officers,  besides  Mr. Strouse,  are  Howard  Rudolph, 

WITH  Baltimore,  vice  president; 
Alton  Whitehouse,  formerly  of 
WCUM  Cumberland,  Md.,  and 
Azrael  Adv.  Agency,  Baltimore, 
secretary-sales  manager;  Harry  H. 
Hatton,  treasurer,  and  Aaron  Hel- 
man,  assistant  secretary-treasurer, 
both  of  Home  Utilities  Co.,  Balti- 

more-Washington industrial  mer- chandising firm. 
'Aggressive'  Merchandising 

"It's  aggressive  radio  merchan- 
dising at  its  best,"  Mr.  Strouse 

said,  "borrowing  a  page  from  the 

New  Yorkers  get  their  weather  forecast 

STRAIGHT  FROM  A  STAR! 

Any  evening  a  New  Yorker  wonders 
about  tomorrow's  weather,  he  need  only 
gaze  upon  a  star  above  Broadway.  It's the  new  Mutual  Life  Weather  Star  atop 
our  building  at  55th  Street.  Here,  one- 
tenth  of  a  mile  up,  the  star  flashes  the 
official  Weather  Bureau  forecast  by 
means  of  a  simple  color  code. 
On  the  tower  supporting  the  star, 

bands  of  light  run  up  when  the  tempera- 
ture is  expected  to  rise — down  when  it's 

expected  to  fall.  Stationary  lights  indi- 
cate no  temperature  change.  As  an  added 

public  service,  a  jump  clock  at  the  base 
of  the  tower  tells  the  time  in  figures  1XA 
feet  high. 

The  Mutual  Life  Weather  Star  is  not 

only  a  colorful  addition  to  the  city's  sky- line, but  also  a  symbol  of  the  neighborly 
service  to  which  our  Company  is  dedi- 

cated. To  help  amateur  weather  prophets 
in  other  parts  of  the  coun- 

try, we  offer  a  colorfully 
illustrated  booklet  enti- 

tled, "How  to  Forecast  the 
Weather."  We'd  be  glad 
to  send  you  a  free  copy. 

Signals  of THE  MUTUAL  LIFE  WEATHER  STAR 
Green  Stai — Fair 
Orange  Star — Cloudy 
Flashing  Orange — Rain 
Flashing  White— Snow 

THE  MUTUAL  LIFE 
INSURANCE  COMPANY  of  NEW  YORK 

1740  BROADWAY  AT  55TH  STREET       •       NEW  YORK  19,  N  .  Y. 

SOS  Thanks STANDBY  service  supplied 
by  the  RCA  Tube  Dept.  dur- ing the  Kansas  and  Missouri 
floods  has  not  gone  unrecog- 

nized. Nine  tube  and  elec- 
tronic parts  distributors  in 

those  areas  placed  themselves 
on  record  as  commending 
RCA  for  its  SOS  service.  De- 

partment rushed  shipments 
of  tubes  and  other  parts  to 
emergency  areas  for  use  by 
police,  fire  and  other  groups. 
The  RCA  unit  telegraphed 
distributors  when  it  received 
first  flood  bulletins  and  offer- 

ed its  services  and  facilities 
through  "top  priority"  chan- nels. 

premium  merchandising  of  Raleigh 
cigarettes,  Octagon  and  other  na- 

tional advertisers." Among  first  franchise  recipients 
are  WWDC  Washington;  WARL 
Arlington,  Va.;  WITH  Baltimore, and  WLEE  Richmond,  Va. 

SONG  CONTEST 
Station  Entries  Sought 

AMERICAN  radio  and  television 
stations  have  been  asked  to  join 
the  Crusade  for  Freedom  by  broad- 

casting a  new  version  of  the  bal- 
lad, "Casey  Jones,"  which  has  been 

equipped  with  lyrics  about  the Czech  runaway  train. 
Best  recording  of  the  democracy- 

minded  song  will  be  chosen  by  Cru- 
sade officials — including  Gen.  Lu- 
cius Clay,  Harold  Stassen,  and 

C.  D.  Jackson,  head  of  Radio  Free 
Europe — to  be  used  for  re-broad- cast in  Europe.  After  transmitting 
the  American  version  of  "Casey Jones"  to  Czechs  and  Poles  behind 
the  Iron  Curtain,  RFE's  Munich station  will  repeat  the  song,  trans- 

lated into  local  idiom,  as  part  of  its 
truth  campaign  against  commu- nism. Stations  are  asked  to  send 
either  tape  or  acetate  recordings 
of  their  versions  of  "Casey  Jones" to  Alton  Kastner,  radio-television 
director,  Crusade  for  Freedom,  308 
Empire  State  Bldg.,  New  York,  by 
Oct.  31. 

Blood  Drive 
INFORMED  of  urgency  of  Armed 
Forces  blood  donor  program,  net- 

works are  planning  long-range  sup- 
port, including  special  shows  and 

stunts,  to  extend  through  next 
spring,  Advertising  Council  an- nounced. Both  radio  and  televi- 

sion will  carry  regularly  scheduled 
messages  on  blood  needs  starting 
in  October.  Campaign  is  conducted 
through  Advertising  Council  with 
Dept.  of  Defense  and  Red  Cross. 

COLGATE-PALMOLIVE-PEET  .  To- ronto, announces  prizes  and  plaques 
for  Canadian  stations  and  personnel 
based  on  promotion  of  autumn  con- sumer contest.  Consumer  prizes  total 
$20,000.  Stations  and  personnel  can 
win  prizes  of  $100,  $50,  $20  and  three 
prizes  of  $10  each  plus  annual  Col- 

gate plaque  for  first  prize. 
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Thanksgiving 

The  Pilgrims  of  1621... they  had  so  little 
Yet  they  found  it  in  their  hearts 
To  give  Thanks  for  what  they  had. 
We  Americans  of  1951... w e  have  so  much 
We,  too  give  Thanks  for  what  we  have. 

We  have 
Freedom.., 
God's  richest  gift And  today 
The  lingering  hope 
Of  the  oppressed In  other  lands. 
For  that  Freedom 
We  give  thanks. 
We  have 
Courage... 
To  defend  the 
Cause  of  Freedom "With  our  lives 
Our  fortunes  and 
Our  sacred  honor." For  that  Courage 
We  give  thanks. 
We  have 
Memories. .. 
We  do  not  forget 
American  bravery 
And  sacrifice  at Valley  Forge 
Tripoli The  Alamo 
Gettysburg 
San  Juan  Hill The  Argon  ne 
Normandy  Beaches Iwo  Jima 
And  Korea. 
For  those  Memories 
We  give  thanks. 
We  have 
Faith... 
In  God 
In  Nations 
In  Man And  in  ourselves. 
For  that  Faith 
We  give  thanks. 
We  have 
Hope... That  all  Peoples 
Of  God's  world Will  be  united 
In  everlasting  Peace. 
For  that  Hope 
We  give  thanks. 

We  have 
the  Bell. . . 
The  Liberty  Bell Whose  inspiring 
Chimes  now  echo 
On  foreign  shores And  whose 
Song  of  Freedom Is  drowning  out The  bloody  dirge 
Of  communism. 
For  that  Bell 
We  give  thanks. 
We  have 
Unity... Though  we  may 
Disagree 
Among  ourselves, 
At  any  real  threat 
To  our  Freedom A  united  America 
Rises  in  her  might. 
For  that  Unity 
We  give  thanks. 
We  have 
Wisdom . . . 
To  know  that There  are  many 
Enemies  at  home 
Who  seek 
Stealthily  to 
Take  our  Freedoms From  us, 
From  our  children 

And  our  children's Children. 
For  that  Wisdom 
We  give  thanks. And  so  we  pray: 
Give  to  us  all 
The  strength 
To  keep  Freedom At  home  . . . 
To  spread  Freedom 
Abroad . . . 
To  pass  Freedom On  to  the 
Next  generation And  to  unborn 
Generations In  a  world 
At  peace. 

REPUBLIC  STEEL 
Republic  Building,  Cleveland  l,Ohio 

(T
hi
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mag
, 

Rep-
 

full
 

cast
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Republic  mills,  mines  and  offices  are  located.  For  a 
color  reprint,  or  permission  to  broadcast  or  tele- write  Dept.  M,  Republic  Steel,  Cleveland  1,  Ohio.^ 
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NETWORKS  MERGE 
Inter  mountain  Adds 

Rocky  Mountain 
OFFICIALS  of  the  Intermountain  Network  Inc.  and  the  Rocky  Mountain 
Broadcasting  System  last  week  announced  merger  of  the  networks,, 
effective  Oct.  1,  as  Intermountain  Network. 

The  announcement  was  made  by  George  C.  Hatch,  Intermountain 
president,  and  Frank  C.  Carman  *  
and  S.  John  Schile,  president  and 
vice  president,  respectively,  of 
Rocky  Mountain. 
Intermountain  Network  will 

serve  as  exclusive  representative 
for  the  Rocky  Mountain  outlets, 
KIFI  Idaho  Falls,  KLIX  Twin  Falls, 
KWIK  Pocatello,  all  in  Idaho,  and 
KOPR  Butte,  Mont.,  in  addition  to 
the  37  stations  of  Intermountain. 

Now  41  Stations 
The  expanded  Intermountain 

Network  now  has  a  total  of  41 
stations  in  seven  mountain  states — 
Utah,  Idaho,  Montana,  Wyoming, 
Colorado,  New  Mexico  and  Nevada. 

The  network  also  will  maintain  a 
fulltime  line  to  Los  Angeles  enabl- 

ing program  exchanges  with  the 
Don  Lee  Broadcasting  System, 
operating  in  Arizona,  California, 
Oregon  and  Washington.  The  two 
networks  will  jointly  offer  pro- 

gram coverage  in  11  western  states. 
Plan  TV  Network 

Rocky  Mountain  officials  said 
they  plan  to  devote  their  principal 
time  to  establishing  a  television 
network  to  serve  the  Intermountain 
area.  Address  of  the  Intermoun- 

tain Network  is  146  S.  Main  St., 
Salt  Lake  City. 

Mr.  Schile  (I)  and  Mr.  Hatch  dis- 
cuss  future  network  plans. 

WCSS  Joins  Liberty 
WCSS  Amsterdam,  N.  Y.,  250  w 
on  1490  kc,  has  affiliated  with 
Liberty  Broadcasting  System,  effec- 

tive last  Monday,  according  to 
Cecil  Woodland,  station  president. 

BMI  PROGRAM  CLINICS 

IN  YEAR'S  FINAL  SERIES 
And  here  is  the  schedule  which  concludes 
the  BMI  Program  Clinic  calendar  of  1951 

Make  Plans  Now  to  Attend 

SEVENTEENTH  NEW  YORK  PROGRAM  CLINIC 

Waldorf-Astoria  Hotel 
MONDAY  and  TUESDAY,  OCT.  22nd  and  23rd 

And  On  Tour 

HOUSTON,  Texas  Shamrock  Hotel  SUNDAY,  OCTOBER  28th 
Ken  Brown,  Chairman,  Texas  Broadcasters  Committee  &  NARTB  Director 

OKLAHOMA  CITY,  Okla.  Skirvin  Hotel  TUESDAY,  OCTOBER  30th 
L.  F.  Beixatti,  President,  Oklahoma  Broadcasters  Association 

WICHITA,  Kans.  Broadview  Hotel  WEDNESDAY,  OCTOBER  31st 
Ben  Ludy,  President,  Kansas  Association  of  Broadcasters 

SALT  LAKE  CITY,  Utah     Utah  Hotel  FRIDAY,  NOVEMBER  2nd 
C.  Richard  Evans,  Chairman,  Utah-Idaho  Broadcasters  Committee 

BILLINGS,  Mont.  Hotel  Northern  MONDAY,  NOVEMBER  5th 
Paul  McAdam,  President,  Montana  Broadcasters  Association 

ABERDEEN,  S.  D.  Alonzo  Ward  Hotel  WEDNESDAY  NOVEMBER  7th 
Robert  Dean,  President,  South  Dakota  Broadcasters  Association 

MINNEAPOLIS,  Minn.      Radisson  Hotel  FRIDAY,  NOVEMBER  9th 
Dave  Gentling,  President,  Minnesota  Broadcasters  Association 

"MOST  PROFITABLE  DAY  EVER  SPENT,"  is  the  repeated  expression  of  the  2,362  broad- casters who  have  attended  the  28  CLINICS  just  concluded  in  28  states  as  well  as  the 
many  hundreds  who  have  been  to  the  16  CLINICS  in  New  York. 

NBC  SPOT  SALES 
Three  Are  Named 

THREE  NEW  appointments  in 
national  spot  sales  department  of NBC  have  been  announced  by 
James  V.  McConnell,  director: 
W.  Martin  Werner  has  joined 

the  department  as  assistant  man- 
ager of  advertising  and  promotion. 

Richard  H.  Close,  eastern  man- 
ager of  radio  spot  sales,  has  been transferred  to  be  eastern  manager 

of  television  spot  sales  to  succeed 
Charles  H.  Philips,  now  assistant 
manager  of  WNBC-WNBT  (TV) 
New  York.  Robert  J.  Leder,  radio 
spot  salesman,  succeeds  Mr.  Close as  eastern  manager  of  radio  spot 
sales. 

Mr.  Werner's  previous  experi- 
ence with  advertising  includes 

association  with  such  radio  and 
video  package  organizations  as Goodson-Todman  and  Talent  Assn. 
and  BMI.  He  has  been  both  a  ra- 

dio writer  and  announcer  and  man- 
aged an  army  radio  station  over- seas during  the  war. 

Mr.  Close  has  been  associated 
with  NBC  since  1933  and  with  the 
department  since  1935.  Mr.  Leder 
joined  the  department  in  August 
1950,  after  experience  in  local  sta 
tion  sales  management  and  as  an 
advertising  agency  account  exec utive. 

RCA  EXPANDS 
To  Air-Conditioner  Field 

RCA  plans  to  enter  the  home  air- 
conditioning  field,  it  has  been  an- nounced by  Frank  M.  Folsom 
President  of  RCA.  The  first  room 
air  conditioners  to  be  sold  by  RCA 
will  be  placed  on  the  marked  in 
January  1952. 

Present  plans  call  for  the  in- 
troduction of  three  models — a  one- 

third,  one-half,  and  a  three-quarter 
horsepower  unit.  A  separate  de- 

partment within  RCA  will  be  or- ganized to  handle  the  new  line  of 
room  air  conditioners,  with  its  own 
sales,  merchandising,  engineering and  advertising  groups. 

Ed's  Place' PIANO  ditties  on  radio  are 
nothing  new  but  when  you 
put  a  player-piano  on  the  air, that's  something,  both  old 
and  new.  WHIZ  Zanesville, 
Ohio,  is  doing  just  that.  Sta- tion discovered  a  player-piano 
for  sale,  bought  it  for  $150 and  launched  Announced  Ed 
Fisher  on  Ed's  Place,  a thrice-weekly  show  for  a 
brewing  firm.  The  station 
also  got  200  piano  rolls,  man- dolin and  zither  attachments. 
The  ad-libbed  program  has 
caught  the  fancy  of  WHIZ 
listeners,  station  reports. 

TO  PLUG  its  album  A  Streetcar 
Named  Desire  taken  from  sound  track 
film  and  movie  produced  by  Warner 
Bros.,  Capitol  Records,  Inc.,  is  distrib- 

uting to  disc  jockeys  a  10-inch  promo tional  record  giving  the  opening  move 
ments  of  score. 
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FOR  YOUR  INFORMATION: 

North  Dakota  has  arrived  as  America's  27th  oil-producing  state. 
Oil  was  struck  in  the  Williston  Basin  on  April  5,  last,  after  29  years  of 
patient  search  by  a  small  army  of  geologists  and  equally  patient  probing 
of  the  earth  by  scores  of  exploratory,   or  wildcat,  drillers. 

Already,  a  spectacular  rush  is  under  way  as  oilmen  by  the  thou- 
sands again  compete  to  find  the  ever-increasing  amounts  of  petroleum 

required  to  supply  the  United  States  and  aid  our  allies.     More  than  half 
of  North  Dakota  —  a  land  area  larger  than  Belgium,  Holland,  Denmark  and 
Wales  combined  —  is  now  under  lease  by  oil  companies  or  individuals. 
Plans  for  the  pipe-lines  and  other  facilities  needed  to  get  the  new  crude 
oil  to  refineries  will  be  translated  into  reality  as  fast  as  shortages  of 
steel  and  skilled  manpower  permit. 

The  North  Dakota  strike  was  followed  by  another  in  Montana,  less 
than  100  miles  away.     This  leads  producers  to  believe  that  these  fields 
may  be  extensions  of  those  which  have  proved  so  productive  in  Canada's 
Alberta  Province  to  the  northwest  and  they  presage  development  of  a 
major  oil-producing  area. 

However  that  may  be,  there  is  no  doubt  that  America's  27  producing 
states,  together,  are  keeping  well  ahead  of  domestic  demand  for  oil  which 
has  increased  75  per  cent  in  the  past  ten  years.     Last  year,  for  example, 
they  passed  the  billion  barrel  mark  in  motor  fuel  production;  raised 
refinery  capacity  to  an  all-time  high  by  processing  more  crude  oil  than 
ever  before  ;  drilled  the  largest  number  of  wells  in  history. 

The  North  Dakota  story  is  only  one  of  thousands  of  evidences  of 
petroleum's  progress  which  will  be  reported  to  the  American  people  during 
this  third  annual  observance  of  Oil  Progress  Week  in  almost  every  community 
throughout  the  nation.     By  means  of  motion  pictures,  radio  and  television 
shows,   speeches,  posters,   exhibits,   community  leader  luncheons,  school 
programs,  parades,  essay  contests,  open  houses  and  other  special  events, 
as  well  as  through  the  widespread  use  of  colorful  booklets,  leaflets  and 
newspaper  and  magazine  advertising,  local  oilmen  take  their  customers 
and  neighbors  into  their  confidence  during  this  period. 

Their  objective  is  to  show,  by  a  recital  of  the  things  they  have 
done  to  serve  America  during  1951,   that  the  individual  interests  of  the 
people,  as  well  as  those  of  the  nation,  in  peace  or  in  war,  are  best  served 
by  competitive,   privately-managed  oil  businesses  —  the  very  kind  without 
which  the  North  Dakota  strike  would  have  been  long  delayed,   if  not 
impossible. 

If  you  would  like  further  information  about  Oil  Progress  Week  or 
about  the  petroleum  business  and  its  operations,  please  write  to  me. 

H.  B.  Miller,  Executive  Director 
Oil  Industry  Information  Committee 
American  Petroleum  Institute 
50  West  50th  Street,  New  York  20,  N.  Y. 

OADCASTING    •  Telecasting October  8,  1951     •    Page  53 



THE  LATEST  WCRY  STORY 

ATTENTION 

NIGHTTIME  ADVERTISERS 

WCKY  invites  you  to  use  its  famous  Jamboree 

WCKY  invites  you  to  compare  it  with  any  other 

media — newspapers,  magazines  or  television 

WCKY  invites  you  to  compare  it  by  results,  by  sales 

WILL  YOU  ACCEPT  THIS  INVITATION? 



THE  LATEST  WCKY  STORY 

Before  you  accept, 

you  should  know  this  — 

THE  WCKY  JAMBOREE  IS  GREATER  THAN  EVER 

1.  More  mail  than  ever  before 

2.  More  national  advertisers  than  ever  before 

3.  More  time  sold  to  national  advertisers  than 
ever  before 

4.  More  sales  success  stories  than  ever  before 

5.  More  of  everything  that  makes  for  a 
successful  advertising  campaign 

Tom  Welstead 
Eastern  Sales  Manager 
53  E.  51st  St.,  New  York  City 
Phone:  Eldorado  5-1127 
TWX:  NY  1-1688 

C.  H.  "Top"  Topmiller WCKY  Cincinnati 
Phone:  Cherry  6565 
TWX:  Ci.  281 

Yes,  this  is  nighttime 

radio  on  WCKY! 

CALL  COLLECT: 



editorial  ̂  

You  Can't  Say  That! 
IT  CAME  as  no  surprise  when  newsmen  every- 

where were  outraged  over  President  Truman's new  security  order  and  when  a  move  to  repeal 
it  developed  in  Congress.  Now  the  President 
has  thoroughly  confused  everyone  by  warning 
all  media  they  must  be  their  own  censors — 
even  after  news  has  been  screened  and  ap- 

proved under  terms  of  his  new  order.  Of  what 
avail  is  such  an  order? 

Impinge  upon  the  freedom  of  the  press  ever 
so  lightly  and  the  press  is  galvanized  into 
action.  The  fact  that  this  affects  radio  equal- 

ly wasn't  mentioned  until  the  President  issued a  second  explanation  Thursday.  In  recent 
years  it  has  been  radio  on  the  freedom  firing 
line,  but  all  too  often  the  press  has  been  willing 
to  stand  by  and  let  radio  fight  its  own  battles. 
And  in  that  connection  radio  won  its  greatest 
victory  a  fortnight  ago,  thanks  to  the  deter- 

mination of  a  newspaper-owned  station — 
WJLK  in  Asbury  Park,  N.  J.  Superior  Court 
Judge  Schettino  held  that  free  access  to  news, 
whether  through  the  printed  word  or  by  radio, 
is  a  right  guaranteed  by  the  Constitution. 

The  President's  new  order  bears  directly  on 
free  access  to  the  news — but  by  all  media. 
Military  censorship,  via  the  Defense  and  State 
Depts.  has  been  continuously  in  force,  and 
properly  so.  The  functions  of  these  agencies 
involve  the  security  of  the  nation.  But  it  is 
hard  to  understand,  why,  in  the  name  of  se- 

curity, classification  authority  should  be  ex- tended to  all  agencies,  with  the  agency  head 
the  arbiter. 

One  has  only  to  look  at  very  recent  history 
to  learn  that  there  will  be  abuses.  In  1942, 
the  Office  of  Facts  and  Figures  was  function- 

ing as  a  sort  of  twilight  zone  information 
organization.  This  journal  was  directly  in- 

volved in  one  incident — that  of  publication 
of  a  survey  marked  "confidential"  by  OFF Director  Archibald  MacLeish.  This  survey 
showed  that  radio  had  displaced  the  news- 

paper as  the  public's  primary  source  of  war news.  Mr.  MacLeish  and  the  press  howled, 
but  not  the  slightest  semblance  of  violation  of 
"security" —  that  which  could  give  aid  and 
comfort  to  the  enemy — could  be  cited. 
Along  with  all  news  media,  we  hope  the 

President  will  see  fit  to  rescind  his  new  execu- 
tive order.  Even  though  there  may  be  nothing 

as  sinister  in  it  as  some  observers  contend, 
it  can  open  a  Pandora's  Box  of  evils  that fly  in  the  face  of  our  democratic  precepts. 
The  government  will  become  suspect  in  the 
eyes  of  the  public.  And  the  freedom  motto 
of  the  Voice  of  America  will  be  blasted  from 
every  communist  transmitter. 

If  the  order  does  stand,  and  those  inevitable 
abuses  occur,  we  predict  there  will  develop 
the  clamor  for  reactivation  of  the  Office  of 
Censorship,  which,  ironically,  was  the  first 
agency  having  a  war-time  connotation  to  close 
up  shop  after  V-J  Day.  The  record  of  that 
office,  under  the  guiding  genius  of  Byron 
Price,  a  practical  newspaperman  who  abhors 
censorship,  was  impeccable.  It  handled  its 
delicate  assignment  without  serious  complaint. 
It  was  not  pushed  around  by  the  military. 
There  were  practically  no  recriminations  from 
Congress — something  of  a  record. 

As  we  said  here  last  week — before  the  op- 
position reached  white  heat — we  are  convinced 

that,  in  this  chaotic  world,  full-scale  censor- 
ship is  in  sight.  First  Korea  was  merely  a 

"police  action,"  but  by  whatever  name  it  was 

called,  people  were  being  killed  and  in  the 
eyes  of  the  world  it  was  and  is  war — the United  Nations  against  the  Reds. 

The  roles  of  radio  and  television,  as  instan- 
taneous news  media,  are  as  important  as  they 

are  frightening.  The  broadcast  reporter  has 
a  responsibility  transcending  that  of  his  col- 

league of  the  printed  page.  There  is  no  copy 
desk,  no  compositor,  no  newsboy  in  between. 
Once  he  has  access  to  the  microphone,  the 
broadcast  reporter  is  "published"  to  all  within ear-shot. 

Stand-by  plans  are  blueprinted  for  an  Office 
of  Censorship.  The  call  may  come  sooner  than 
you  think. 

The  Import  or  Impact 
IF  IT  HAS  done  nothing  else,  the  furore  over 
radio  rates  has  stimulated  a  lot  of  new  and 
original  approaches  to  the  dollar  value  of 
radio  versus  its  competitors.  Aside  from  the 
all-out  crusades  of  the  networks  and  of  the 
syndicated  program  suppliers,  individual  sta- tions are  doing  a  job,  the  most  recent  that  of 
WAVE  Louisville  [Broadcasting  •  Telecast- 

ing, Oct.  1]. 
Dr.  Raymond  A.  Kemper,  U.  of  Louisville 

professor,  was  retained  by  WAVE,  not  to  con- 
duct what  he  describes  as  "a  mere  inter-station 

popularity  contest,"  but  to  get  facts  to  guide in  the  formulation  of  future  operational  plans. 
It  is  significant,  too,  that  WAVE  Inc.,  also 
operates  WAVE-TV. 

This  comparative  research  showed  a  lot  of 
things,  all  attesting  to  the  impact  of  radio  in 
the  Louisville  market.  The  same  story,  it  is 
to  be  assumed,  is  duplicated  in  a  lot  of  other 
"Louisvilles."  It  showed  that  each  week  in 
3,500  sample  homes,.  164,200  hours  were  spent 
listening  to  radio;  87,600  hours  viewing  tele- 

vision (over  WHAS-TV  and  WAVE-TV)  and 
55,200  hours  reading  newspapers. 

Radio,  the  survey  points  out,  is  "always  in position  to  compete  with  the  other  media. 
However,  in  some  areas  'squatter's  rights'  are exclusive.  Some  66.1%  of  all  the  7,779  radio 
sets  found  among  the  3,500  sample  households 
are  in  automobiles,  or  in  rooms  where  there 
are  no  television  receivers.  By  the  same  token, 
44.5%  of  all  radio  sets  were  found  in  places 
where  newspapers  and  magazines  are  not  us- 

ually read — autos,  kitchens,  children's  bed- rooms, basements,  barns,  garages  and  utility 

rooms." Dr.  Kemper's  research,  we're  certain,  is 
practically  infallible  scientifically.  What  im- 

pressed us  particularly  was  a  bit  of  home-spun 
bringing  home  the  truism  that  broadcasters 
and  telecasters  have  too  long  accepted  a 
double  standard"  of  what  he  called  "circu- 

lation morality."  The  publisher,  he  cited,  is allowed  to  justify  his  circulation  claims  in 
terms  of  the  number  of  units  actually  circu- 

lated, while  the  broadcaster  must  attempt  to 
justify  his  circulation  in  terms  of  the  number 
of  places  to  which  his  units  are  circulated. 

"For  example,"  he  said  "the  writer's  own 
case  in  point.  In  our  home,  with  its  three  AM 
receivers  plus  one  auto  radio  and  a  television 
receiver,  we  regularly  receive  three  daily 
newspapers  and  six  nationally-circulated  pop- 

ular magazines.  Under  the  circulation  'double 
standard,'  our  household  is  counted  as  one 
radio-home,  one-television  home,  three  news- 

paper-homes and  six-magazine  homes.  And 
following  the  pixie  logic  of  one  weird  formula 
proposal  (ANA)  we  would  be  counted  a  non- 
radio  home  because  of  the  presence  of  a  tele- 

vision set." ANA,  he's  your  witness. 

-  our  respects  to: 

CHARLES   CORNELIUS   BEVIS  JR. 

THE    GENERAL    MANAGER    of  KOA Denver  is  easy  to  get  along  with.  But 
there  is  one  subject  about  which  Charles 

C.  Bevis  Jr.  is  slightly  belligerent. 
Anyone  doubting  that  radio  will  weather  the 

storm  created  by  television  is  in  for  a  torrent 
of  arguments  from  Mr.  Bevis. 

"Give  the  public  solid,  live  programming, 
active  and  aggressive  news  coverage  and  a 
touch  of  the  'spectacular',"  Mr.  Bevis  pre- 

scribes, "and  you  will  keep  your  radio  station 
on  the  air  and  in  good  shape." Mr.  Bevis  is  constantly  on  the  lookout  for 
new  ideas.  He  is  opposed  to  the  philosophy 
which  says,  "We  are  doing  o.  k.,  why  change  ?  " His  belief  that  AM  stations  will  continue 
to  serve  a  large  part  of  the  American  public 
is  tempered  with  the  contention  that  AM's survival  will  be  based  entirely  on  the  indi- 

vidual station's  alert  programming  and  con- sistent service  to  its  listeners. 
Mr.  Bevis  believes  first  that  a  station,  large 

or  small,  should  become  a  part  of  the  com- 
munity which  is  serves. 

He  feels  that  at  KOA  he  has  inherited  such 
a  station  and  credits  Lloyd  Yoder,  whom  he 
succeeded  as  manager  last  January,  with 
making  the  NBC  Denver  outlet  a  strong  factor 
in  the  community  life  of  the  Mile  High  City. 

At  34,  Mr.  Bevis  is  one  of  the  youngest 
general  managers  serving  NBC's  owned-and- operated  stations.  Despite  his  comparative 
youth,  he  is  well  qualified  to  wear  the  mantle 
of  "radio  veteran." 

Born  Dec.  13,  1916,  in  New  York  City,  Mr. 
Bevis  attended  Richmond  Hill  High  School 
and  later  New  York  U.  as  a  pre-med  student. 

It  was  during  his  senior  year  in  prep  school 
that  he  became  interested  in  news  work,  which 
he  used  later  in  radio. 

After  he  was  graduated  from  high  school, 
he  embarked  on  a  sightseeing  voyage  to  South 
America. 

While  there,  he  became  acquainted  with  a 
newspaper  correspondent  who  mentioned  that 
NBC  was  a  good  place  to  work  and  that  it 
was  an  opportune  company  for  someone  who 
wanted  to  get  ahead  and  was  willing  to  work hard. 

After  three  months,  young  Mr.  Bevis  re- 
turned to  this  country  and  filed  an  applica- 

tion with  NBC.  He  was  employed  as  a  page 
in  September  1936. 

He  first  job  was  to  help  handle  the  eager 
crowds  who  filed  into  Studio  8-H  to  see  what 
was  then  the  biggest  thing  in  radio — the  Rudy 

(Continued  on  page  61) 
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THESE  SIGNS*  ARE  NORMAL  IN  NEW  YORK 

Italian  traffic  signs*  are  a  realistic  recognition  of  the  fact  that  the  Italian  language  is 

more  commonplace  on  the  streets  of  New  York  than  any  other  except  English.  More  than 

2,000,000  Americans  of  Italian  origin  live  in  the  New  York  area.  Their  buying  power 

exceeds  $2,300,000,000  a  year. 

By  showmanship,  service,  facilities  and  tradition,  WOV  long  ago  became  the  unrivalled 

first  choice  of  the  New  York  area  Italian  audience.  So  much  so,  that  90%  of  all  expendi- 

ture for  Italian-language  radio  advertising  in  New  York  is  on  WOV. 

The  only  direct  and  inexpensive  way  to  influence  the  buying  of  these  2,000,000  Italian- 

Americans  is  through  WOV.  Put  it  on  all  your  New  York  schedules! 

*The  sign  says  "Pedestrian  Crossing." 

ROME  STUDIOS:  VIA  di  PORTA  PINCIANA  4 
National  Representative:  John  £.  Pearson  Co. 

730  FIFTH  AVE.,  NEW  YORK  19 

BROADCASTING    •  Telecasting October  8,  1951    •    Page  57 



has  a  (sales)  way 

with  the  ladies , 

BANDSTAND  REVUE" 
Every  day  at  12:30  p.  m. 

Gil  Newsome  talks 
to  Mrs.  Housewife 

in  thousands  of 
St.  Louis  homes! 

Network  veteran  Gil  really 
knows  his  music  and  the 

artists  .  .  .  worked  with 
most .  .  .  many  are  his 

close  friends. 

When  Mrs.  St.  Louis  tunes 
to  "Bandstand  Revue"  for 

the  best  in  tunes  and  the 
latest  in  chatter,  Gil  talks 

about  his  sponsors'  products 
with  that  authority 

and  conviction  that 
sells  .  .  .  and  sells ! 

Globe-  Democrat  Tower  Bldg. Saint  Louis 

KATZ  AGENCY 

CROSLEY  ELECTS 
Two  Murphys  as  V.P.s 

ELECTION  of  John  T.  Murphy 
and  Kieran  T.  Murphy  as  vice 
presidents  of  the  Crosley  Broad- 

casting Corp.  was  announced  fol- 
lowing a  meeting  of  the  board  of 

directors  Sept.  28. 
John  Murphy,  formerly  with 

NBC  for  18  years,  was  placed  in 
charge  of  Crosley's  television  oper- ations. Kieran  Murphy,  originally 

Mr.  Smith 

John  Murphy 

with  Hearst  Radio  when  Crosley 
acquired  WINS  New  York,  was 
named  vice  president  and  con- 

troller of  Crosley  Broadcasting 
Corp.  He  had  been  serving  as  con- troller. 
Simultaneously,  James  D. 

Shouse,  chairman  of  the  board  of 
Crosley    and    vice    president  of 
Avco  Mfg.  Corp.,  and  R.  E.  Dun- ville,  Crosley 

president,  an- nounced the  ap- 
pointment of 

Harry  Mason 
Smith   as  vice 
president  of  Cros- ley sales.  He  had 
held     a  similar 
post  with  WLW Cincinnati. 
John  Murphy 

started  at  NBC 
as  a  page  boy  and  advanced  to  an 
executive  post  within  the  network's stations  relations  department.  In 
that  capacity  he  was  liaison  be- tween the  sales  department  and 
NBC  affiliates.  He  was  named  TV 
operations  supervisor  at  WLWT 
(TV)  Cincinnati  in  October  1949. 
Kieran  Murphy  was  controller 

at  WINS  and  joined  the  Crosley 
organization  when  it  acquired  that 
station.  Later  he  was  named  man- 

ager of  WINS  and  was  transferred 
to  Cincinnati  where  he  assumed 
similar  controller  duities. 

Mr.  Smith  joined  Crosley  in  1940 
as  manager  of  the  WLW  sales  of- 

fice in  New  York.  A  year  later  he 
moved  to  Cincinnati  becoming 
WLW  sales  manager.  In  1946  he 
was  appointed  to  a  Crosley  vice 
presidency. Crosley  Broadcasting  Corp.  owns,  in 
addition  to  WINS,  WLW  (AM),  WLWA 
(FM)  WLWT  (TV)  Cincinnati,  WLWB 
(FM)  WLWD  (TV)  Dayton,  and  WLWF 
(FM)  WLWC  (TV)  Columbus,  all  Ohio. 

front  office  fllf 

JERRELL  HENRY,  KREI  Farmington,  Mo.,  appointed  general  man- ager KNEM  Nevada,  Mo.  AL  MESCHI  appointed  sales  manager  at 
KNEM. 

NORMAN  H.  SLOAN,  assistant  to  manager  KECA-TV  Los  Angeles,  ap- 
pointed coordinator  of  television  production  services  ABC  Western  Div. 

RALPH  W.  GOSHEN,  account  executive  on  local  sales  staff  WBBM 
Chicago,  appointed  account  executive  CBS  Radio  spot  sales. 
WALLY  SEIDLER,  manager  KOCS  Ontario,  Calif.,  appointed  manager 
KPMO  Pomona,  Calif. 
JOHN  A.  BUNING,  account  executive  ABC  Radio  Network  Sales,  to 
sales  department  WNEW  New  York,  in  same  capacity. 
THE  WALKER  Co.,  N.  Y.,  appointed  national  representative  for  WHRV 
Ann  Arbor,  Mich. 
DAN  SCHMIDT  III,  WOR  New  York,  to  CBS  Radio  Spot  Sales,  New 
York,  as  account  executive. 
DOUG  CAPLETTE,  manager  KREO  Indo,  Calif.,  appointed  account  rep- 

resentative KXO  El  Centro,  Calif.  MARC  HANAN  appointed  salesman- 
announcer  KXO.   He  was  with  KSYC  Yreka,  Calif. 
RONALD  C.  IVES,  salesman  KCNY  San  Marcos,  Texas,  appointed  com- mercial manager. 

AVERY  KNODEL  Inc.,  N.  Y.,  appointed  exclusive  national  representative 
for  KLIX  Twin  Falls,  Ida. 

HERBERT  BROWN,  advertising  manager  for  New  York  factory  distri- 
bution division  of  Allen  B.  DuMont  Labs.,  to  WOR-TV  New  York,  as 

account  executive. 

PetAonafo  •  •  • 
ROBERT  E.  KINTNER,  ABC  president,  elected  to  board  of  directors  of 
Better  Business  Bureau  of  New  York  City.  .  .  .  Jack  Schneider,  spot 
sales,  CBS  Television,  Chicago,  and  BETH  SIMPSON,  Chicago,  mer- 

chandising director  for  Today's  Woman,  to  be  married  Oct.  20.  .  .  . 
WALTER  H.  ANNENBERG,  editor  and  publisher  Philadelphia  Inquirer, 
and  owner  of  WFIL-AM-TV  Philadelphia,  and  Leonore  C.  Rosenstiel, married  Sept.  29. 

DAVE  KIMBLE,  advertising  and  sales  promotion  manager  of  WBBM 
Chicago,  discussed  radio  promotion  last  Monday  at  dinner  sponsored 
by  Junior  Women's  Advertising  Club  .  .  .  HAROLD  A.  SMITH,  NBC Chicago  TV  network  advertising  promotion  manager,  spoke  at  luncheon 
meeting  Thursday  of  American  Marketing  Assn.  and  American  Statisti- 

cal Assn.  in  Chicago.  He  discussed  TV  today  and  showed  a  motion 
picture  on  NBC's  Hofstra  Research  project.  .  .  .  ELIAS  I.  GODOFSKY, president  and  general  manager  WHLI-AM-FM  Hempstead,  L.  I.,  elected 
president  of  Long  Island  Peoples  Symphony  Orchestra  Assn. 

KRNO  San  Bernardino,  Calif.,  Oct.  1 
increased  rates  15%,  first  boost  in 
three  years.  Reason  for  increase  based 
on  exceptional  population  gains  in  the area. 

AN   INVITATION  TO 
SUCCESSFUL  ADVERTISING 

— ^    See  Centerspre  ad  This  Issue 

ON  THE  AIR  EVERYWHERE  24  HOURS  A  DAY 

50,000  WATTS 

OF SELLING  POWER 
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GraybaR  recommends 

MACHLETT  ELECTRON  TUBES 

L 

For  years,  it  has  been  Graybar  policy 
to  distribute  only  the  finest  in  broad- 

cast equipment.  It  is  natural,  then,  that 
Graybar  offers  the  Machlett  line  of 
tried  and  tested  electron  tubes. 

Machlett  products  are  backed  by 
more  than  50  years  of  experience  and 
skill— you  get  a  bonus  of  extra-long 
life  and  high-quality  performance  in 
every  tube. 

All  types  and  sizes  of  Machlett  tubes, 
as  well  as  any  of  your  other  broadcast- 

ing equipment  requirements,  are  con- 
veniently available  through  Graybar's nation-wide  network  of  warehouses.  For 

facts,  call  your  nearest  Graybar  Broad- 
cast Equipment  Representative. 

Graybar  Electric  Company,  Inc.  Execu- 
tive offices:  Graybar  Building,  New 

York  17,  N.  Y.  us- 

Graybar  Brings  You  Broadcasting's  Best  . . . Amplifiers  (1,23) 
Antenna  Equipment  (23) 
Attenuators  (8) 
Cabinets  (15) 
Consoles  (23) 
Loudspeakers  and  Accessories  (1,23,25) 
Microphones,  Stands,  and  Accessories 

(1,13,14,16,23,25) 
Monitors  (12) 
Recorders  and  Accessories  (2,9,19,22) 
Speech  Input  Equipment  (23) 
Test  Equipment  (1,8,12,24) 
Towers  (Vertical  Radiators)  (3) 
Tower  Lighting  Equipment  (7,11) 
Transmission  Line  and  Accessories  (5) 
Transmitters,  AM  and  TV  (6,20,23) 
Tubes  (11,16,23) 
Turntables,  Reproducers,  and  Accessories  (9,19,23) 
Wiring  Supplies  and  Devices  (4,10,11,13,18,21,25) 

Manufactured  By  .  .  . 
(1)  Altec  Lansing 
(2)  Ampex (3)  Blaw-Knox 
(4)  Bryant (5)  Communication  Products (6)  Continental  Electronics 
(7)  Crouse-Hinds (8)  Daven (9)  Fairchild (10)  General  Cable (11)  General  Electric (12)  General  Radio 

(13)  Hubbell (14)  Hugh  Lyons (15)  Karp  Metal 
(16)  Machlett (17)  Meletron (18)  National  Electric Products 
(19)  Presto (20)  Standard  Electronics (21)  Triangle (22)  Webster  Electric (23)  Western  Electric 
(24)  Weston (25)  Whitney  Blake 

Graybar's  network  of  more  than  100  offices  and  warehouses  in 
principal  cities  throughout  the  nation  assures  you  of  convenient 
service  wherever  you  are.  The  19  Graybar  Broadcast  Equipment 
Representatives  are  located  in  the  following  key  cities: 
ATLANTA  DETROIT 
E.  W.  Stone,  Cypress  1751 
BOSTON 
J.  P.  Lynch,  Kenmore  6-4567 CHICAGO 
E.  H.  Taylor,  Canal  6-4100 
CINCINNATI 
W.  H.  Hansher,  Main  0600 
CLEVELAND 
W.  S.  Rockwell,  Cherry  1-1360 
DALLAS  LOS  ANGELES 
C.  C.  Ross,  Randolph  6454        R.  B.  Thompson,  Angelu 

P.  L.  Gundy,  Temple  1-5500 
HOUSTON 
R.  T.  Asbury,  Atwood  8-4571 
JACKSONVILLE W.  C.  Winfree, 
Jacksonville  6-7611 
KANSAS  CITY,  MO. 
R.  B.  Uhrig,  Baltimore  1644 

MINNEAPOLIS 
W.  G.  Pree,  Geneva  1621 
NEW  YORK 
J.  J.  Connolly,  Stillwell  6-5858 
PHILADELPHIA 
G.  I.  Jones,  Walnut  2-5405 PITTSBURGH 
R.  F.  Grossett,  Allegheny  1-4100 RICHMOND 
E.  C.  Toms,  Richmond  7-3491 
SAN  FRANCISCO 
K.  G.  Morrison,  Market  1-5131 
SEATTLE 
D.  I.  Craig,  Mutual  0123 
ST.  LOUIS 
J.  P.  Lenkerd,  Newstead  4700 
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PHILADELPHIA, 

WIBG 

FOR  THE 

Fast-moving!  Powerful!  Play- 
by-play  action  covering  each 
Saturday's  oustanding  colle- 

giate football  clash.  Narration 
by  Harry  Wismer,  America's 
top  sportscaster.  A  WIBG  ex- 
clusive  for  the  second  consecu- 

tive year.  Last  year's  line-up 
included  such  famous  games 
as  Navy  vs.  Notre  Dame,  Mich- 

igan vs.  Army. 
This  great  program  will  bring 
your  sales  message  to  thou- 

sands of  customers  in  America's 
third-largest  market.  IKs  tops 
for  intense  market  penetration. 
Write/   Phone!  Wire! 

for  commercial  availability 

Harry  Wismer 
* 

10,000  WATTS 
Philadelphia's  Most Powerful  Independent 

WIBG 

1425  WALNUT  STREET 
PHILADELPHIA  2,  PA. 

Phone 
Rittenhouse  6-2300 

REPRESENTED  BY 
Radio  Representatives,  Inc. 

air-casters 

WFIL-TV  Newsreel  and  manager  of 
film  production.  Mr.  Keys  succeeds 
WILLIAM  C.  DRISCOLL,  who  be- comes editor-and-chief  of  Telenews 
Productions  Inc.,  N.  Y. 

Meur£  • 

SAM  J.  SLATE,  program  director for  New  York  office  of  British 
Broadcasting  Corp.,  named  direc- tor of  programs  and  special  events 

WCBS  New  York,  effective  Oct.  15. 
He  succeeds  DON  BALL,  who  has 
been  promoted  to  director  of  editing for  CBS  Radio  Network. 
RUTH  RUSSELL,  public  relations  and 
advertising  staff  Borden  Co.,  N.  Y., 
appointed  publicity-promotion  direc- tor WTVN  (TV)  Columbus,  Ohio. 
RALPH  H.  KLEIN,  program  director 
WONS  Hartford,  to  WICC  Bridgeport, 
in  same  capacity. 
HOMER  CUNNINGHAM,  announcer- newscaster  WIBW  Topeka,  elected 
president  Topeka  Toastmasters'  Club. 
DOROTHY  HENRY  appointed  pro- 

gram director  KNEM  Nevada,  Mo. 
CAROL  LEVINE,  assistant  to  GER- ALD LYONS,  public  relations  director 
DuMont  TV  Network,  to  WPIX  (TV) 
New  York,  as  assistant  to  public  rela- tions director. 
WILLIAM  G.  TICE  Jr.,  personnel  di- rector American  Metals  Co.  Ltd., 
N.  Y.,  appointed  manager  of  person- 

nel NBC.  Mr.  Tice  replaces  THEO- DORE M.  THOMPSON,  who  has  been 
recalled  to  active  duty  with  Army. 
ALAN  DINEHART  resigns  as  director 
of  CBS-TV  Alan  Young  Show,  to  de- 

velop his  own  television  properties. 
RALPH  LEVY,  show  producer,  takes 
over  director  duties  temporarily. 
FRED  MacKAYE,  director  CBS  Lux 
Radio  Theatre,  named  producer-direc- 

tor tape  recorded  ABC  Hollywood Stars  On  Stage. 
DAVE  FENTRESS,  WTIK  Durham, 
N.  C,  appointed  staff  announcer 
WTVJ  (TV)  Miami,  Fla. 
DON  BRADLEY,  WJOL  Joliet,  111., 
appointed  to  announcing  staff  WKAN Kankakee,  111. 
DICK  FORTUNE,  Pittsburgh  Press, 
appointed  director  of  public  relations WDTV  (TV)  Pittsburgh. 
GEORGE  SWIFT,  announcer  WGIL 
Galesburg,  111.  to  KVOE  Santa  Ana, 
Calif.,  in  similar  capacity. 
"BIG  BOB"  SHAFFER,  singer  of  mod- 

ern folk  ballads,  to  talent  staff  WLS 
Chicago. 
JIM  JOHNSTON,  writer-announcer 
WOC-TV  Davenport,  la.,  to  announc- 

ing staff  WLS  Chicago. 
BOB  HIBBARD,  director  of  opera- tions WGN-TV  Chicago,  recalled  to 
active  duty  with  U.  S.  Army  Reserves 
for  assignment  in  psychological  war- fare. He  reported  for  duty  at  Ft. 
Sheridan,  111.  Oct.  2. 
ROBERT  F.  BLAKE,  director  of  pub- 

licity WOR-AM-TV  New  York,  ap- 
pointed chairman  of  publicity  com- mittee for  American  Television Society. 

CAROLYN  OSTERBERG  and  MURIEL 
FREDRICKSON,  "The  Ranch  Girls," to  talent  staff  WNAX  Yankton,  S.  D. 
JOHNNY  KIRK,  entertainer  and  con- tinuity writer  KTUL  Tulsa,  assigned 
to  U.  of  Tulsa,  as  promotion  liaison 
man  in  behalf  of  University. 

MARY  E.  WILLIAMSON,  A.  C.  Croft 
Publications,  Washington,  appointed 
publicity  director  KXOK  St.  Louis. 
PAT  PERRINGS  appointed  assistant 
in  publicity  and  promotion  depart- ments working  with  Miss  Williamson. 
MARK  KOVEN,  WNAC-TV  Boston, 
Mass.,  appointed  to  production  staff 
WLWT  (TV)  Cincinnati. 
RED  GAYNOR,  graduate  New  York 
U.,  appointed  to  announcing  staff 
WLOG  Logan,  W.  Va. 
HENRY  LEWIS,  WLIB  New  York,  to 
WCAV  Norfolk,  as  night  disc  jockey. 
MARY  and  HOWARD  JONES,  stars 
of  Mr.  &  Mrs.  Show  on  WFIL-TV 
Philadelphia,  awarded  New  Jersey 
State  Fair  Blue  Ribbon  Award  for 
"meritorious  service  and  consistently 
good  TV  entertainment." EDDIE  PHELAN,  announcer  WMIS 
Natchez,  Miss.,  appointed  to  announc- ing staff  WNAT  same  city. 
CHARLES  GENSER  appointed  to  an- nouncing staff  KXO  El  Centro,  Calif. 
He  was  with  KPMO  Pomona,  Calif. 
DRUE  SMITH,  women's  personality WDOD  Chattanooga,  Tenn.,  named 
"Women  of  the  Year  in  Radio"  for the  Chattanooga  area. 
CHARLES  J.  KEYS,  executive  secre- 

tary to  the  general  manager  WFIL 
Philadelphia,    appointed    director  of 

JOHN    ASPINWALL,    general  news 
supervisor  for 
early-morning  re- 

port, Associated Press,  assigned  to 
the  radio  news  de- 

,     partment  prepara- V  ■     tory  to  succeeding 
THOMAS  H. 

M  M     O'NEIL,    as  radio 

WgL  ̂ fl      news   editor  when 
w^m.      m^^M  ^atter  retires 

,n  January.  Mr. 

Mr.  Aspinwall  Aspinwall  will  be 
succeeded  by  JAY 
DEUTCH  of  gen- eral news  desk  staff. 

ROBERT  STOEPKER,  graduate  Rut- gers U.  and  member  of  WRSU,  college 
station,  to  night  news  staff  of  WMTR Morristown,  N.  J. 
TED  PARKER  appointed  to  news  staff WKAN  Kankakee,  111. 
JOHN  ALLEN,  newsman  WKAN  Kan- kakee, 111.,  to  news  department  WHAS Louisville. 
ROBERT  SCHAKNE,  war  correspond- ent International  News  Service, 
named  to  news  staff  WLW  and  WLWT 
(TV)  Cincinnati,  covering  the  fight- ing in  Far  East. 
BILL  INGRAM,  newscaster  KSTP-TV 
Minneapolis,  presented  award  from 
St.  Paul  Junior  Chamber  of  Com- 

merce, for  his  outstanding  contribu- tion to  public  safety. 

BEFORE  YOU 

DECIDE  ON  YOUR 

FALL  SCHEDULE 

in  the  DETROIT  Area 

See  How  Much  MORE  You  Get  Using 

-CKLW— 

and  it's  50,000  watts 
AT  THE  LOWEST  RATE  OF  ANY 
MAJOR  STATION  IN  THIS  MARKET 

Guardian  Bldg.     •     Detroit  26, 
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Respects 
(Continued  from  page  56) 

Vallee  Show. 
Also  a  page  at  that  time  was 

Thomas  B.  McFadden,  now  gen- 
eral manager  of  KNBH  Holly- wood. 

Early  in  1937,  when  the  Nazi 
war  machine  began  rolling,  NBC 
expanded  its  news  and  special 
events  department  and  Mr.  Bevis 
was  given  a  job  in  the  news  room. 

Six  months  later  he  went  into 
NBC's  night  program  department, working  under  William  Burke 
Miller,  who  had  won  a  Pulitzer 
Prize  for  his  coverage  of  the 
"Floyd  Collins  Sand  Cave"  story. Mr.  Bevis  believes  he  learned  more 
under  Mr.  Miller  about  news  and 
special  events  coverage  than  dur- 

ing any  other  period  of  his  career. 
Mr.  Bevis  helped  coordinate 

NBC's  coverage  of  the  Hindenburg 
burning  and  Hitler's  march  through 
the  low  countries.  Shortwave  pick- 

ups often  necessitated  working 
around  the  clock. 

In  the  spring  of  1941,  Mr.  Bevis 
enlisted  in  the  Navy  as  an  aviation 
cadet.  His  initial  assignment  was 
aboard  the  U.S.S.  Ranger,  the  first 
full  carrier  commissioned  by  the 
Navy.  As  a  dive  bomber,  he  saw 
action  both  in  the  European  and 
Pacific  theatres  and  was  awarded 
a  Distinguished  Flying  Cross  for 
scoring  a  direct  hit  on  a  Jap 
destroyer. 
Returning  to  inactive   duty  in 

September  1945,  Mr.  Bevis  re- 
joined NBC  as  executive  assistant 

to  John  Royal,  then  vice  president 
in  charge  of  television. 

Shortly  thereafter,  he  was  made 
manager  of  NBC's  station  rela- tions for  television.  In  1948  he 
supervised  the  planning  of  NBC's WNBK  (TV)  Cleveland  and  served 
as  its  general  manager  a  year. 
He  returned  to  New  York  in  1949 
as  director  of  NBC  owned  and 
operated  stations. 

As  a  result  of  the  general  NBC 
reorganization,  he  was  promoted 
to  administrative  assistant  to 
James  Gaines,  NBC  vice  president 
in  charge  of  all  O&O  stations. 

Goes  to  San  Francisco 
In  January  1951  he  was  named 

manager  of  KOA,  succeeding  Mr. 
Yoder  who  was  transferred  to  San 
Francisco  as  manager  of  KNBC. 
While  working  his  way  up 

through  NBC,  Mr.  Bevis  learned 
several  rules  for  successful  broad- 

casting. One  he  considers  a  "must" is  to  work  with  and  give  full  co- 
operation to  sponsors. 

From  the  day  he  arrived  in 
Denver,  Mr.  Bevis  has  spent  hour 
upon  hour  with  KOA  advertisers, 
helping  them  merchandise  their 
products  and  strengthening  their 
belief  in  the  sales  power  of  radio. 

In  spite  of  his  demanding  front 
office  duties,  Mr.  Bevis  finds  time 
to  join  his  favorite  department — 
news  and  special  events — in  cover- ing   unusual    happenings    in  the 

WDBJ 
FOR  ROANOKE  AND 

SOUTHWEST  VIRGINIA 

The  million  people  in  WDBJ's  coverage 
area  will  earn  nearly  a  billion  dollars 

this  year.  Here's  WDBJ's  family  cover- 
age, according  to  the  1949  BMB: 

Day —  110,590  families  in  36  counties 
Night  —  85,830  families  in  31  counties 

and  3  to  7  days  weekly 

Day  —  90, 320  families  Night  —  66, 230  families 

For  further  information: 
Write  WDBJ  or  Ask  FREE  &  PETERS! 

WDBJ 
Established  1924 
CBS  Since  1929 

AM 

FM- 

-  5  0  0  0  WATTS  —  9  6  0  Kc. 
41  ,000  WATTS  —  94.9  Mc. 

SOUTHWEST  VIRGINIA'S  2We*  RADIO  STATION 

Colorado  capital. 
The  second  day  after  he  arrived 

in  Denver,  Mr.  Bevis  was  on  the 
scene  of  the  spectacular  Denver 
Athletic  Club  fire  arranging  inter- views with  survivors. 
On  June  9,  1942,  Mr.  Bevis 

married  the  former  Loraine  Park- 
inson of  Jarvis,  Ontario,  Canada. 

They  have  two  children,  Judy  Ann, 
7,  and  Barbara  Ann,  1. 
He  is  a  member  of  Sigma  Delta 

Chi,  Phi  Alpha  Eta,  national  busi- 
ness fraterity,  Denver  Rotary 

Club,  Denver  Club,  Denver  and 
Colorado  chambers  of  commerce; 
Radio  Executives  Club  of  New 
York,  board  of  directors  of  Den- 

ver's Better  Business  Bureau,  a director  of  the  Denver  Chapter  of 
the  American  Red  Cross  and  a 
director  of  the  Colorado  Division 
of  the  Crusade  for  Freedom. 

Mr.  Bevis'  hobbies  are  hunting, 
fishing  and  golf.  He  has  a  grow- 

ing interest  in  scale  model  rail- roading. 

DR.  SMITH  CITED 
Given  Diamond  Award 

DR.  NEWBERN  SMITH,  Central 
Radio  Propagation  Labs.  Chief  for 
National  Bureau  of  Standards,  has 
been  named  by  Institute  of  Radio 
Engineers  as  1951  recipient  of 
the  Harry  Diamond  Memorial 
Award,  given  to  a  person  in  gov- ernment service  who  has  made  out- 

standing contributions  to  radio  or 
electronics. 

Also  named  fellows  of  IRE  are 
45  radio  engineers  and  scientists, including: 

H.  W.  Bode,  Bell  Telephone  Labs;  P. S.  Christaldi,  Allen  B.  Du  Mont  Labs.; Howard  Post  Corwith,  Western  Union Telegraph  Co.;  Arthur  B.  Crawford, Bell  Telephone;  L.  A.  De  Rosa,  Federal Telecommunications  Labs.;  L.  T.  De Vore,  General  Electric;  D.  W.  Epstein, 
RCA  Labs.;  R.  N.  Harmon,  Westing- house  Radio  Stations;  R.  S.  Holmes, RCA  Labs.;  W.  E.  Kock,  BeU  Telephone Labs.;  Harold  B.  Law,  Louis  Malter, RCA  Labs.;  William  W.  Mumford,  Bell Telephone  Labs.:  L.  S.  Nergaard,  RCA Labs.;  Harry  Nyquist,  Bell  Telephone; J.  A.  Ouimet.  Canadian  Broadcasting 
Corp.;  Henry  W.  Parker,  Sylvania  Elec- tric Products;  D.  W.  Pugsley,  General 
Electric;  Bernard  Salzberg,  Naval  Re- search Lab.;  Dr.  Smith:  Phillip  H. Smith,  Bell  Telephone. 

'McCALL'S'  AWARDS 
Name  Radio-TV  Judges 

JUDGES  for  McCall's  awards  to women  in  radio  and  television  have 
been  announced  by  Daniel  D. 
Mich,  editorial  director  of  McCall's. Judges  selected  are : 

Sen.  Margaret  Chase  Smith  (R-Me.) ; 
Dr.  Earl  J.  McGrath,  U.  S.  Commis- sioner of  Education;  Mrs.  Dorothy 
Deemer  Houghton,  president,  General 
Federation  of  Women's  Clubs;  Mrs. Harriet  Sabine,  board  member,  Amer- ican Women  in  Radio  &  Television,  and 
Otis  Lee  Wiese,  editor  and  publisher 
of  McCall's. According  to  Mr.  Mich,  "nearly  200 women  executives  and  broadcasters 
have  submitted  entries  .  .  ."  to  the contest  which  closed  Sept.  10.  The 
awards,  seven  in  number,  will  be  pre- sented to  radio  and  television  women 
judged  to  be  outstanding  in  the  public service  field.  Presentation  of  awards 
will  take  place  at  the  1952  convention 
of  American  Women  in  Radio  &  Tele- vision. 
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allied  arts 

TALENT  COMMITTEE 
Hearing  Re-Set  Oct.  22-24 

WIDE  INTEREST  in  the  Oct.  22 
hearing  scheduled  by  the  new 
Talent  Committee  serving  as  an 
advisory  agency  to  the  Salary 
Stabilization  Board  led  last  week 
to  a  revision  of  plans  [Broadcast^ 
ing  •  Telecasting,  Oct.  1]. 
A  three-day  hearing  has  been 

scheduled,  starting  Oct.  22,  because 
of  the  large  number  of  requests 
to  make  appearances.  The  com- 

mittee will  recommend  procedure 
for  SSB  to  use  for  entertainment 
industry  cases,  including  broadcast- 

ing and  telecasting  employment. 
Meetings  will  be  held  at  641 

Washington  St.,  New  York.  Orig- 
inally they  had  been  scheduled 

for  the  Bar  Assn.  Bldg.,  that  city. 
Comprising  the  advisory  commit- 

tee are  Roy  Hendrickson,  chair- 
man, Neal  Agnew  and  Philip  Sift". 

UNESCO  Leaflets 
TWO  new  UNESCO  leaflets  touch- 

ing on  radio  and  other  media 
—UNESCO  Town  and  UNESCO 
Publications  That  Should  Be  in 
Every  Library — have  been  issued 
by  the  U.  S.  National  Commission 
for  UNESCO.  First  leaflet  is  for 
community  groups  desiring  to  par- 

ticipate in  UNESCO  program 
and  lists  radio  station,  theatre, 
newspaper  and  other  categories. 
Pamphlet  for  libraries  includes 
communications  publications. 

ROBERT  F.  BRUNTON,  produc- tion staff  NBC-TV,  appointed 
general  manager  of  P.  J.  Ro- tondo  Co.,  New  York  construction 

firm  specializing  in  the  designing  and 
building  of  stage  and  television  set- tings. 
MEDIA  RECORDS  Inc.,  N.  Y.,  moves 
to  new  offices  at  353  4th  Ave.  Tele- 

phone is  MUrray  Hill  5-9376. 
ROBERT  S.  KELLER  Inc.,  N.  Y.,  ap- 

pointed sales  promotion  representa- tives for  WCBT  Roanoke  Rapids, N.  C. 
EDWARD  BROWNING  Jr.,  WDNC 
Durham,  N.  C,  to  radio  section  Public 
Information  Office,  Fort  Bragg,  N.  C, 
in  civilian  capacity. 
WILLIAM  F.  CRAIG,  associate  direc- tor of  television  Procter  &  Gamble 
Productions,  takes  over  duties  of 
GILBERT  A.  RALSTON,  who  resigned 
as  executive  producer  of  firm's  Holly- wood-originating shows.  Mr.  Craig continues  to  make  headquarters  in Cincinnati.  Mr.  Ralston  left  P  &  G 
to  join  Screen  Televideo  Productions, 
Hollywood. 
ROBERT  D.  MERRILL,  assistant  vice 
president  and  director  of  sales  in 
charge  of  publicity  and  advertising 
American  Cable  &  Radio  Corp.,  N.  Y., 
elected  vice  president  in  charge  of 
commercial  department. 

TURKEY  TALK,  special  holiday  fea- ture, is  being  released  to  subscribers 
by  Associated  Program  Service,  N.  Y. 
transcription  library.  Series  includes 
six  five-minute  strips  on  Thanksgiv- 

ing food  and  origin  of  Thanksgiving 
customs  and  is  designed  for  broadcast 
from  Nov.  22-28  for  sponsorship  by 
local  food  outlets.  Full-hour  holiday 
program  of  music  and  narration, 
"Thanksgiving — 1951,"  is  included  in 
package. 
CHARLES  IRVING,  producer-director CBS  Television,  announces  opening  of 
TV  Production  Assoc.  Offices  will  be 
located  at  130  E.  61st  Street.  Firm 
will  produce  TV  and  radio  packages. 

J.  HERBERT  BEHM,  assistant  to 
manager  of  fractional-horsepower  en- gineering General  Electric,  appointed 
staff  assistant  to  manager  of  engi- neering in  small  apparatus  division. 
ARTHUR  F.  VINSON,  manager  of 
employe  and  community  relations  for 
small  apparatus  division  General 
Electric,  Lynn,  Mass.,  appointed  as- 

sistant manager  of  company's  manu- facturing services  division.  WIL- LIARD  V.  MERRIHUE,  manager  of 
employe  and  plant  community  rela- 

tions for  company's  large  apparatus 
division,  appointed  manager  of  newly- established  employe  relations  service 
department. 
RADIO  SHACK  Corp.,  Boston  (elec- 

tronics parts  distributor),  announces 
publication  of  industrial  mail-order 
catalog  of  its  entire  line.  The  192- page  catalog  lists  over  15,000  types 
of  equipment  and  components. 
TREVOR  H.  CLARK,  Federal  Tele- 

communications Labs,  appointed  di- 
rector of  military  research  and  devel- 
opment Southwest  Research  Institute, 

San  Antonio,  Texas. 
STANLEY  A.  HARRIS  Co.,  Brookline, 
Mass.,  named  sales  representative  for 
cathode-ray  tube  division,  Allen  B. DuMont  Labs. 
PALMER  M.  CRAIG,  director  of  en- 

gineering electronics  division  of  en- 
gineering department  Philco  Corp., 

Phila.,   appointed   vice   president  of 

No  Number,  Please 
USUAL  friendly  chats  on 
one  of  two  party  telephone 
lines  at  Egg  Harbor,  Wis., 
were  missing  fortnight  ago. 
Ed  Allen,  manager  of  WDOR 
Sturgeon  Bay,  obtained  prom- ises from  the  11  persons  on 
the  line  to  refrain  from  using 
their  phones  so  WDOR  could 
relay  a  baseball  game  from 
Egg  Harbor  to  its  transmit- ter. Game  decided  champion- 

ship of  the  Door  County 
Amateur  Baseball  League. 
Party  line  had  to  be  used  be- 

cause there  are  no  other  tele- 
phone connections  in  Egg 

Harbor. 

engineering  for  TV  and  radio  divi- sions. 
GENERAL  ELECTRIC  Co.,  Schenec- 

tady, announces  publication  of  two 
new  booklets,  GEA-5658  and  GEC-809. GEA-5658  describes  features  of  new 
metallic  rectifier  power-conversion 
units.  GEC-809  gives  details  of  oper- 

ations of  company's  fixed  paper- dielectric  capacitors. 
RCA  announces  new  17-inch  kinescope 
utilizing  low-voltage,  electronstatic focus.  RCA-17TP4  tube  eliminates 
need  for  focusing  coil  or  magnet,  but 
also  makes  it  possible  to  obtain  volt- age for  focusing  electrode  from  low 
voltage  dc  supply  of  receiver. 
MARSHALL  C.  WELLS,  general  sales 
manager  Sues  Young  &  Brown, 
named  sales  promotion  manager  Hoff- man Sales  Corp.,  L.  A.,  division  of Hoffman  Radio  Corp.,  that  city. 
W.  VICTOR  GEORGE,  broadcasting 
manager  Canadian  Marconi  Co.,  Mont- 

real, appointed  director  for  public relations,  publicity  and  advertising  in 
addition  to  his  present  duties. 

JOE  HIGGISON,  engineering  staff WMAZ  Macon,  Ga.,  father  of  girl, 
Dorothy  Jean,  Sept.  28. 
LUKE  STRIPLING,  engineer  KCNY 
San  Marcos,  Texas,  appointed  chief 
engineer,  replacing  ROBERT  MAR- TENS, resigned  to  enter  U.  of Arkansas. 
NED  BROOKE,  projectionist  WSAZ- TV  Huntington,  W.  Va.,  appointed 
film  director.  BILL  TAYLOR  re- 

placed Mr.  Brooke,  as  projectionist. 

'MUSIC  NIGHT' 
CBS  Sets  Three  Shows 

FRIDAY  night  became  "Music Night"  on  CBS  Radio  last  week  as the  network  launched  a  program 
block  of  three  shows,  produced 
separately  but  linked  together  for 
a  continuous  evening's  sechedule. 

The  weekly  feature  will  fill  the 
8:15-10  p.m.  EST  time  spot  until 
Nov.  23  when  it  will  start  15  min- 

utes earlier.  Fourth  half-hour  show 
will  be  added  to  the  line-up  later. 

Musicland,  U.S.A.  is  the  title  for 
the  first  segment,  from  8:15-9  p.m., 
with  Earl  Wrightson  the  host. 
Songs  from  musical  comedy  and 
opera  are  performed  by  Virginia 
Haskins  of  the  New  York  City 
Opera  Company,  Thomas  Hayward 
of  the  Metropolitan,  Alfredo  Anton- 
ini's  orchestra,  and  a  mixed  chorus. 

Hit  tunes  from  1900-1935  are  the 
core  of  the  next  program  Big  Time, 
with  Georgie  Price,  Ray  Bloch's orchestra,  Jimmy  Carroll,  Sally 
Sweeland  and  Dorothy  Loudon. 
Both  segments  originate  in  New York. 

Third  program,  from  9:30-10 
p.m.,  is  broadcast  from  Hollywood 
with  Paul  Weston  and  orchestra 
and  a  weekly  big-name  vocalist. 
Already  signed  as  guests  are  Jo 
Stafford,  Peggy  Lee,  Patti  Page, 
Connie  Haines,  Monica  Lewis  and Doris  Day. 

Music  Night  was  idea  of  Lester 
Gottlieb,  director  of  radio  programs. 

KCMC  and  KCMC-FM TEXARKANA,  TEXAS 
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AT  TIMEBUYERS  banquet  in  New  York's  Hotel  Roosevelt  Sept.  20  are  (I  to r)  Russ  Young  and  Tom  Lynch,  Young  &  Rubicam;  Herb  Clossen,  Ruthrauff  & 
Ryan;  Graeme  Zimmer,  manager,  WCAV  Norfolk,  Va.;  Dave  Harris,  R&R; 
Ray  Penner,  WCAV  program  director,  and  Oscar  Lutz,   Indie  Sales  Inc. 

IMDRIN  ORDER 
Injunction  Is  FTC  Victory 

GOVERNMENT'S  attempt  to  re- strain Rhodes  Pharmacal  Co.,  Chi- 
cago, from  allegedly  false  adver- 
tising of  its  medicinal  preparation, 

Imdrin,  was  finally  rewarded  by  a 
U.  S.  district  court  injunction  last 
Monday. 

The  order,  handed  down  by  the 
U.  S.  District  Court  in  Chicago,  en- 

joins the  dissemination  of  certain 
representations  pending  final  dis- 

position of  a  complaint  filed  last 
January  by  the  Federal  Trade 

-  Commission.  The  district  court  de- 
nied the  initial  plea  but  was  over- 
ruled by  the  U.  S.  Court  of  Appeals 

for  the  Seventh  Circuit. 
Approval  of  the  preliminary  in- 

junction represented  a  significant 
victory  for  FTC,  which  earlier  this 
year  warned  drug  advertisers  it 
would  seek  such  relief  where  ques- 

tionable advertisements  are  con- 
tinued pending  "cease  and  desist" 

orders  [Broadcasting  •  Telecast- 
ing, Feb.  5]. 

The  injunction  prohibits  claims  that 
Imdrin  (1)  will  cure  arthritis,  rheuma- tism, neuritis  and  other  ailments;  (2) 
is  an  "adequate,  effective  or  reliable remedy  for  symptoms  of  these  ail- ments; (3)  will  enable  so  inflicted  per- sons "to  resume  their  normal  living" and  (4)  is  a  "remarkable,  amazing  or sensational  new  discovery." 

Effect  of  Ads 
Dissemination  of  these  advertise- 

|    ments,  the  commission  has  charged, 
"may  cause  immediate  and  irrepar- able injury  to  the  public  in  that 

|    persons  induced  by  such  false  ad- 
vertisements to  purchase  said  prep- 

I    aration  may  delay  proper  treat- 
ment, and  thereby  suffer  permanent 

and  irreparable  crippling." Hearings  on  the  complaint  got 
underway  in  September  1950  and 
have  been  held  intermittently  in 
the  past  year,  with  request  for  in- 

junction filed  Jan.  27.  In  dismissing 
the  suit,  the  district  court  explained 
that  FTC  had  "failed  to  maintain 
the  burden  of  proof"  and  chided 

!  the  commission  for  its  "delay"  in 
[  launching  hearings  —  13  months after  commencing  proceedings 

[Broadcasting  •  Telecasting, 
March  5]. 

The  appellate  court  reversed  the 
decision  last  July  upon  FTC's  ap- 

LBS  PROGRAMS 
Adds  Two  Phoenix  Shows 

LIBERTY  Broadcasting  System 
has  announced  two  new  shows  be- 

ginning this  month,  both  originat- 
ing- in  Phoenix,  Ariz. Five  times  weekly  LBS  is  airing 

Breakfast  in  Phoenix,  starring  Bill 
Pennell,  who  has  conducted  similar 
programs  at  Orlando  and  Nash- ville. 

On  Oct.  6  the  Junior  Rangers  of 
America  began  a  nation-wide  tal- 

ent hunt  under  the  direction  of 
Lew  King,  president  of  the  Phoenix 

|  ad  firm,  King,  Ackerman,  Deckard 
&  Burch,  agency  for  both  Liberty 
shows.  The  Junior  Rangers  is  set 
up  as  a  nation-wide  package  for 
local  level  sponsorship. 

peal  and  remanded  the  case  to  the 
lower  court  July  5.  The  complaint 
specifically  cites  the  firm  and  its 
officers  for  alleged  misrepresenta- tion of  the  therapetic  properties 
and  effectiveness  of  the  product. 
Imdrin  claims  have  appeared  in 
radio  continuities  and  other  media 
advertisements. 

RADIO  PROMOTION 
MBS  Campaign  Praised 

ASSERTING  that  radio  is  pretty 
wonderful  after  all,  Mutual  net- 

work's campaign — which  has  taken the  form  of  a  booklet  containing 
15  air  announcements  to  promote 
the  medium  [Broadcasting  • 
Telecasting,  Sept.  17]  —  has 
shifted  into  second  gear:  MBS  offi- 

cials are  now  offering  copies  of  the 
booklet  to  all  stations,  regardless 
of  affiliation,  upon  request. 

Already  distributed  to  Mutual 
stations,  the  booklet,  "Radio — It's Wonderful!"  is  expressly  not  copy- 

righted and  is  intended  to  promote 
radio-at-large,  not  just  MBS.  Ac- 

tivity has  caused  comment: 
Harold  E.  Fellows,  NARTB  president: 

"Congratulations  .  .  .  we  are  cooper- ating along  other  lines  and  hope  that 
we  too  may  help  in  bringing  about  na- 

tional recognition  of  radio's  greatness." William  B.  Ryan,  BAB  president: "No  medium  can  do  a  better  job  than radio  itself.  Congratulate  Mutual  for making  these  fine  announcements available  to  stations  that  may  not  have the  resources  to  do  as  comprehensive 
a  .job  on  their  own." Frederic  R.  Gamble,  AAAA  presi- dent: "Certainly  American  radio  is wonderful — no  other  country  has  any- thing to  compare  with  it.  You  have taken  a  fine  and  sensible  lead  in  help- ing to  make  listeners  more  aware  of 

this." 
Paul  W.  Morency,  chairman  of  the Affiliates  Committee:  "It  is  a  very  fine idea  .  .  .  your  material  is  excellent, and  I  certainly  hope  it  will  have  the 

widest  possible  use." 

MacQUARRIE-CBS  SOIT 
Settled  Out  of  Court 

A  $750,000  plagiarism  damage  suit 
brought  by  Haven  MacQuarrie, 
Hollywood  radio  producer  -  m.c. 
against  CBS,  has  been  settled  out of  court  under  undisclosed  terms. 

Mr.  MacQuarrie  had  complained 
that  his  radio  show,  Noah  Webster 
Says,  was  copied  almost  entirely  by 
CBS  for  its  We  Take  Your  Word. 
Neither  show  is  now  on  radio. 
Settlement  itself  prohibited  dis- 

closure of  terms,  according  to  Max 
E.  Gilford,  attorney  for  the  pro- ducer-m.c. 

WCBS  GIVES 'EXTRA' Through  Marketing  Aids 
NEW  merchandising  "WCBS  Su- 
permarketing"  devised  by  WCBS New  York  for  all  advertisers  who 
contract  for  a  minimum  $1,500 
weekly  expenditure  on  a  13-week basis. 

General  manager  Carl  Ward  ex- 
plained, "We  prefer  to  think  we  are basically  selling  advertising,  so  we 

offer — as  a  plus  service — in-store 
displays  of  the  radio-advertised 
product"  in  some  1,300  key  grocer- ies in  the  New  York  metropolitan area. 

After  the  contract  is  signed, 
WCBS  suggests  display  subject  to 
participating  chain  grocer  i  es: 
A&P,  Bohack's,  Grand  Union,  Dil- 
bert's,  Food  Fair,  King's  and  Shop- well. 

WTMV  RENEWS  BID 
Seeks  Improved  Facilities 

IMPROVED  facilities,  first  re- 
quested in  1947  but  denied  last  year 

by  the  FCC  in  favor  of  a  new  sta- tion, is  asked  by  WTMV  East  St. 
Louis,  111.,  in  a  petition  filed  with 
the  Commission  to  "reinstate,  re- 

consider and  grant." WTMV,  on  1490  kc  with  250  w, 
alleges  that  the  Belleville  (111.) News-Democrat  has  given  up  the 
construction  permit  it  won  in  the 
case,  never  made  any  attempt  to 
construct  the  station  and  failed  to 
keep  FCC  informed  of  its  decision not  to  undertake  the  building. 

The  newspaper  won  out  in  a  1948 
comparative  hearing  with  WTMV. 
Latter  wanted  to  change  to  1260  kc 
with  1  kw  directional.  FCC's  final decision,  which  was  issued  in  June 
1950,  upheld  an  examiner's  recom- mendation of  a  grant  for  the  Belle- ville interests  on  the  ground  that 
it  was  better  to  have  a  first  station 
in  a  community  that  had  no  serv- 

ice than  to  improve  an  existing  sta- tion's facilities. 
Since  the  newspaper  has  now 

given  up  its  permit,  WTMV  says 
FCC  should  reopen  the  case  and 
grant  WTMV's  original  request. The  petition  was  filed  by  Attorney 
Arthur  Scharfeld. 
What  WTMV  seems  concerned 

about  is  that  another  applicant 
might  file  for  the  1260  kc  facilities 
and  force  it  to  undergo  another hearing. 
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AFFILIATED  WITH 

WBML 
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RIVERS'  OUTLETS Common  Control  Denied 
SEVEN  RIVERS'  stations  are  not under  common  control  and  the  FCC 
should  not  consider  such  ownership 
of  even  10  stations  "undue  concen- 

tration of  broadcast  facilities." 
Therefore,  says  a  petition  for  re- 

consideration and  grant,  filed  at 
FCC  by  E.  D.  Rivers  Sr.,  his  son 
E.  D.  Rivers  Jr.  and  James  S.  Riv- 

ers (brother  of  the  elder  Mr.  Riv- 
ers), the  FCC  ought  to  call  off  its 

hearing  and  grant  the  transfers 
of,  WMIE  Miami  to  ex-Gov.  Riv- 

ers; WACL  Waycross,  Ga.,  to  the 
junior  Mr.  Rivers;  KWEM  West 
Memphis,  Ark.,  to  James  Rivers. 
FCC  had  set  the  three  transfer 

applications  for  hearing  early  last 
month  on  the  grounds  that  approv- 

al of  the  transfers  might  "result in  an  undue  concentration  of 
control  of  broadcast  facilities" 
[Broadcasting  •  Telecasting, 
Sept.  17]. 

Gov.  Rivers  owns  WLBS  Birm- 
ingham and  WOBS  Jacksonville, 

has  a  minority  interest  in  WGAA- 
AM-FM  Cedartown,  Ga.  His  son 
owns  WEAS  Decatur,  WJIV-AM- 
FM  Savannah  and  WGOV-AM-FM 
Valdosta,  Ga.  James  Rivers  owns 
WMJM  Cordele  and  has  a  control- 

ling interest  in  WTJH  East  Point, 
Ga. 

In  their  petition,  the  Rivers'  as- sert that  their  stations  are  not  un- 
der common  control,  even  though 

they  themselves  are  related.  There 

PHILADELPHIA  stations  pledged  to  make  a  success  of 
that  city's  second  annual  drive  for  the  United  Fund,  an omnibus  community  welfare  project.  Attending  luncheon 
meeting  at  the  Warwick  Hotel  are  (I  to  r):  Tom  Brady, 
WDAS;  Chick  Kelly,  WPTZ;  Joseph  Zimmerman,  WFIL- 
TV;  John  L.  McClay,  WCAU-TV;  Norris  West,  WCAU; 

T.  E.  Paisley,  WFIL;  Clarence  L.  Jordan,  United  Fund 
public  relations  chairman  and  vice  president'  of  N.  W. Ayer  &  Son;  Murray  Arnold,  WIP;  Joseph  D.  Gibbon, 
executive  director.  United  Fund;  E.  Preston  Stover,  WPTZ; 

Rupe  Werling,  WIBG;  Jack  Pearee,  KYW. 

are  no  undisclosed  agreements  re- 
specting management,  ownership 

or  control,  the  petition  says.  There 
are  no  interlocking  stockholders, 
officers  or  directors  or  partnership 
interests  in  the  station  which  they 
already  own  or  have  applied  to  ac- 
quire. Rivers'  have  no  other  business 
interests  in  common,  no  real  es- 

tate or  property  in  common,  no 
sharing  of  profits  or  bank  accounts, 
no  joint  use  of  personnel  or  talent 

or  equipment,  no  joint  rates  or  con- tracts with  national  sales  repre- 
sentatives, the  petition  states. 

Each  of  the  Rivers'  dwells  in  a 
different  city  and  has  his  own  fam- 

ily, the  petition  goes  on.  There  are 
no  loans  among  them.  All  their 
stations  are  in  separate  markets 
except  WEAS  Decatur  and  WTJH 
East  Point,  Ga.,  which  are  located 
in  the  Atlanta  metropolitan  area 
about  12  miles  apart.  "WEAS  and WTJH  compete  vigorously  with 
each  other,"  the  petition  states. 

irnnu  sells  more 

nDUil  MERCHANDISE 

the  Advertising  Research  Bureau, 
recently  posed  questions  to  shop- pers in  a  department  of  Orchard  & 

f^w  Wilhelm  Co.,  exclusive  home furnishings  store  to  determine  the 
relative  effectiveness  of  equally  budgeted  radio  and  newspaper  ad- 

vertising. After  interviewing  those  people  who  had  purchased,  or 
inquired  for  the  test  merchandise,  ARBI's  computed  figures  showed: 

■ 

Radio 
News- KBON 
paper 

Both Other Total 
%  Traffic 45.2% 32.3% 3.2% 19.3% 100.0% 
%  Purchasing 
Merchandise 28.6% 30.0% 22.6% 
%  Dollar  Value 
of  Purchases 56.6% 43.4% 1  00.0% 

Buy  KBON  .  .  .  the  Station  That  Gets  Results! 
KBON  CARRIED  ADVERTISING  FOR  248  LOCAL  MER- 

CHANTS IN  THE  FIRST  SEVEN  MONTHS  OF  1951 

KBON 
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INLAND  BROADCASTING  CO. 
WORLD  INSURANCE  BLDG.,  OMAHA 
Paul  R.  Fry,  Pres.  and  Gen'l  Sales  Mgr. John  E.  Pearson,  National  Repr. 

LAVERY  SUIT 
Gets  $30,000  Damages 

JUDGMENT  of  $30,000,  plus 
court  costs  of  $2,357,  have  been 
turned  over  to  Emmet  Lavery,  Hol- 

lywood film  writer  and  playright. 
He  was  awarded  depreciation  of 
property  damages  as  a  result  of charges  made  by  Lela  Rogers 
against  him  and  his  play  on  an 
ABC  Town  Meeting  debate  in  Sep- 

tember 1947  [Broadcasting  • Telecasting,  Aug.  20,  July  16]. 
Named  in  original  suit  besides 

Mrs.  Rogers,  Town  Hall  Inc.  and 
ABC  were  Ayn  Rand,  novelist; 
Morris  Ryskind,  producer-writer ; Robert  Arthur,  producer;  estates 
of  the  late  James  McGuinness,  film 
producer,  and  Sam  Wood,  film director.  Town  Hall  Inc.  did  not 
participate  in  settlement.  Other  de- 

fendants pooled  and  paid  the  dam- 
ages rather  than  appeal  from  the 

Los  Angeles  Superior  Court  jury 
decision. 

Mr.  Lavery  charged  in  his  suit 
that  during  debate  on  "Is  There Really  a  Communist  Threat  in 
Hollywood?"  Mrs.  Rogers  accused him  of  Communist  sympathies. 
Originally  he  filed  a  $1  million 
slander  suit  against  the  defend- 

ants, but  Judge  Arnold  Praeger 
early  in  the  trial  ruled  out  a  plea 
for  general  damages  amounting  to 
$800,000.  Mr.  Lavery  was  re- stricted to  sue  only  for  specific 
damages  of  $200,000,  with  a  Su- 

perior Court  jury  awarding  him 
$30,000  plus  court  costs  on  Aug.  13. 

FACTS  &  FABLES 
Ad  Fallacies  Attacked 

U.  S.  Chamber  of  Commerce,  to 
help  clear  up  misconceptions  about 
advertising,  has  published  a  trio 
of  pamphlets  in  a  series  titled, 
"Fables  and  Facts  About  Adver- 

tising." 

In  amusing  fashion,  the  pam- 
phlets show  advertising's  role  in lowering  prices,  increasing  jobs 

and  enumerate  why  advertising  can 
be  believed.  The  "Fables  and  Facts" series  is  available  at  $3  per  100. 
For  free  samples  write  Committee 
on  Advertising,  U.  S.  Chamber  of 
Commerce,  Washington  6,  D.  C. 

WBS  Renewals 
NEW  CONTRACTS  to  furnish  an 
additional  39  radio  sations  through- out the  U.  S.  and  Canada  with 
transcribed  library  programs  and 
commercial  features  have  heen 
signed  by  World  Broadcasting  Sys- 

tem Inc.,  it  was  announced  last 
week.  Renewals  also  have  been 
signed  with  77  stations  already  af- filiated since  the  last  report. 

JOS.  WEED  &  CO., 
350  Madison  Ave.,  New  York, 

Know  About  the 

5000  WATT  TRANSMITTER 
Now  in  Use  at 

C  H  N  S 
HALIFAX         NOVA  SCOTIA 

The  Maritimes 
BUSIEST 

Commercial  Station 
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177  Station  Error 
EL  PASO's  mayor,  discuss- ing local  water  problems,  was 
scheduled  to  be  heard  on  the 
five  El  Paso  stations  only  but 
by  mistake  his  talk  was  car- 

ried by  182  stations  of  the  Li- 
berty Broadcasting-  System. Dick  Weaver,  Liberty  division 

manager  of  KELP  El  Paso 
blamed  the  mixup  on  tele- 

phone switching.  A  phone 
call  from  a  California  radio 
station  informed  Liberty  of 
the  error.  Said  the  mayor, 
"Well,  at  least  people  over the  country  know  we  have  a 
water  problem." 

AWRT  CHAPTER 

Women's  Role  Explored 
OPPORTUNITIES  and  responsi- 

bilities of  radio  and  TV — including 
those  of  "educating  the  public  to the  fact  that  women  are  people  and 
should  be  judged  on  their  individ- 

ual merits" — were  stressed  by  Mrs. Mildred  McAfee  Horton,  wartime 
commander  of  the  Waves  and 
president  of  Wellesley  College.  She 
addressed  the  newly  formed  New 
York  chapter  of  American  Women 
in  Radio  &  Television  Sept.  24  at 
a  dinner  meeting. 

Citing  "the  challenge  which  faces everyone  connected  with  radio  and 
TV,"  she  said:  "This  is  an  incred- ible instrument.  I  am  personally 
impatient  with  the  people  who  ex- 

pect a  new  tool  to  be  managed 
with  perfect  skill  in  the  infancy  of 
everybody  dealing  with  it.  .  .  ." 

Radio-TV,  she  said,  "can  be  the 
instrument  —  as  it  is  —  by  which truth  permeates  into  lands  where 
it  is  an  unwelcome  guest.  Let  it 
be  equally  true  that  it  is  an  instru- 

ment at  home  to  spread  the  truth 
without  compromise." 

The  94  members  and  guests  who 
attended  the  dinner  meeting  to 
meet  and  hear  Mrs.  Horton  also 
discussed  plans  for  the  chapter's future.  According  to  President 
Margaret  Cuthbert,  supervisor  of 
public  affairs  programs  for  NBC, 
there  are  86  paid  members  in  the 
local  group,  and  over  500  in  the 
national  organization. 

GERMAN  FM 

700  Stations  Seen 
Covering  Country 

ABOUT  100  FM  stations,  varying  in  power  from  250  w  to  10  kw,  are 
being  established  throughout  Western  Germany  as  part  of  FM  networks 
operating  by  means  of  microwave  transmission,  the  State  Dept.  has 
reported. 

In  a  progress  report  on  the  de-  *  velopment  of  FM  in  the  Federal 
Republic  of  Germany,  the  depart- 

ment's Office  of  German  Public 
Affairs  emphasized  that  the  inde- 

pendent German  broadcast  systems 
have  turned  to  FM  "as  a  means  of 
providing  their  listeners  with  ade- 

quate service." This  development  is  a  virtual 
necessity,  according  to  the  State 
Dept.,  because  of  the  limitations 
placed  on  standard-band  AM  broad- 

casts in  Germany  by  the  Copen- 
hagen frequency  allocation  plan. 

As  a  result,  nearly  all  receivers 
now  produced  are  able  to  receive 
FM  broadcasts  and  relatively  in- 

expensive converters  have  been 
placed  on  the  market  for  listeners 
in  poor  AM  coverage  areas. 
American  technical  authorities 

have  been  particularly  instrumental 
in  coordinating  the  planning  for  the 
FM  networks.  Among  U.  S.  au- 

thorities who  have  visited  Germany 
is  Robert  Linx,  FCC  engineer,  who 
traveled  to  Europe  last  year  on  a 
mission  set  up  by  the  State  Dept. 

Geographic  Aspects 
Germany's  various  mountain 

areas,  especially  in  southern  Ger- 
many, make  it  possible  to  cover 

great  distances  from  central  trans- 
mission points,  the  State  Dept. 

pointed  out  in  its  progress  report. 
Coverage  in  the  U.  S.  or  Western 
zone  is  specially  pinpointed  in  ad- vance planning. 

"This  is  in  no  small  measure 
due  to  the  insistence  of  U.  S.  occu- 

pation authorities  and  the  Dept.  of 
State  that  adequate  broadcast 
coverage  must  be  provided  for  the 
public  wherever  possible,"  the  Ger- man Public  Affairs  Office  explained. 
German  FM  hookups  have  been 

organized  to  cover  areas  served  by 
different  radio  companies  chartered 
in  various  states  as  corporations 
under  public  law.  Major  program- 

ming areas  are  centered  in  Munich, 
Frankfort,  Stuttgart,  Hamburg 
and   Baden-Baden.     A  secondary 

network  has  been  set  up  in  Bavaria, 
with  the  prime  center  at  Nurem- 
burg.  It  carries  the  same  programs 
as  those  originated  at  Munich. 
The  networks  are  connected 

mainly  by  microwave  facilities. 
The  stations  broadcast  on  16  chan- 

nels in  the  87.7-93.7  mc  band. 
Separation  of  0.4  mc  is  provided. 
The  military  utilizes  the  upper  por- tion of  the  band. 
Nearly  40  outlets  either  have 

been  completed  or  are  in  the  final 
stages  of  completion  in  Western 
Germany.  Reserve  links  also  are 
under  construction  between  cities. 

The  German  populace  is  reported 
generally  turning  more  and  more  to 
free  radio,  and  particularly  FM,  as 
a  means  of  strengthening  the  dem- 

ocratic elements  in  that  country 
and  as  a  bulwark  against  the  re- vival of  Nazism  or  state  control 
[Broadcasting  •  Telecasting, Sept.  17]. 

AN   INVITATION  TO 
SUCCESSFUL  ADVERTISING 

See  Centerspread  This  Issue 

ON  THE  AIR  EVERYWHERE  24  HOURS  A  DAY 

509000  WATTS 
OF 

SELLING  POWER 
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IRISH  NETWORK 
Set  on  44  Outlets 

IRISH  Football  Network  has 
reached  a  total  of  44  stations  carry- 

ing the  entire  game  schedule  of 
Notre  Dame  this  season.  Series  is 
being  fed  by  WSBT  South  Bend, 
Ind.,  where  the  school  is  located. 
Joe  Boland,  manager  of  the  net- 

work and  sports  director  of  the 
station,  handles  the  play-by-play 
for  both  home  and  road  games. 

Stations  carrying  the  network  feed are  WARD  Johnstown.  Pa.,  WBBW Youngstown,  Ohio,  WBEN  Buffalo, WBRD  Ft.  Lauderdale,  WBZ  Boston, WCFL  Chicago,  WCPO  Cincinnati, WCSI  Columbus,  WCUE  Akron,  WDYK Cumberland,  Md.,  WEAM  Arlington, Va.,  WERC  Erie,  WERE  Cleveland, WFBG  Altoona,  WGL  Ft.  Wayne, WHAY  New  Britain,  Conn. 
WHLL  Wheeling,  W.  Va,,  WJEL Springfield,  Ohio,  WKAI  Macomb,  111., WKNX  Saginaw,  Mich.,  WMCA  New 

York,  WMUS  Muskegon,  WOKO  Al- bany, WPEN  Philadelphia,  WQAN 
Scranton,  KSTT  Davenport,  WSIV  Pe- kin,  111.,  WWEZ  New  Orleans,  WWPB Miami,  Fla.,  WWSW  Pittsburgh,  WVMI Biloxi,  WXLW  Indianapolis,  KDTH Dubuque,  KXOK  St.  Louis,  WMIN  St. Paul,  WWBZ  Vineland,  N,  J.,  WINR Binghampton,  WITZ  Jasper,  Ind., WHIO  Dayton,  KTLN  Denver,  WCAW Charleston,  W.  Va.,  WBMD  Baltimore, WLEA  Hornell,  N.  Y.,  WELC  Welch, 
W.  Va. Irish  Football  Network  officials 
gave  permission  to  the  Armed Forces  Radio  Service  to  pick  up 
the  games  from  WMCA  New  York 
for  overseas  broadcasts. 

BMI  Clinic  in  N.Y. 
NEXT  New  York  radio  clinic  by 
Broadcast  Music  Inc.  will  be  held 
at  the  Waldorf-Astoria  Oct.  22 
and  23.  BMI  has  now  conducted, 
with  the  cooperation  of  state  broad- 

casters associations,  a  total  of  45 
clinics,  25  of  them  this  year.  De- tails of  the  New  York  sessions  are 
being  mailed  all  stations. 

WRUL  STOCK  NEWS 
Large  Firms  Sponsor 

WRUL  Boston  has  started  its  j 
fifth  year  of  shortwaving  stock 
market  quotations  to  listeners  in 
Europe  and  South  America.  Spon- 

sored, the  program  is  titled  Amer- ican Business  Bulletins. 
The  quotations  are  furnished  by 

Merrill,  Lynch,  Pierce,  Fenner  &  i 
Beane  on  two  separate  daily  broad- 

casts, sponsored  by  Remington- 
Rand,  Westinghouse  and  Electric 
Autolite.  One  is  aired  at  4:45  p.m. 
(EDT)  for  the  East  and  the  other 
at  7:15  p.m.  for  Latin  America. 
Announcer  is  Jack  Terry. 

According  to  WRUL,  licensed  to 
World  Wide  Broadcasting  Corp. 
with  studios  in  Boston  and  New 
York,  the  commercials  are  digni- 

fied and  restrained,  serving  to  pro- 
mote good  will  for  sponsors  and 

American  business.  They  seek  to 
spread  the  influence  and  knowledge 
of  benefits  under  American  free 
enterprise,  as  well  as  apprising 
foreign  investors  in  American 
stock. 

Series  was  conceived  as  an  ex- 
periment in  1947. 

World  Adds  Two 
WIN  NEEDLES  and  Paul  Kemper  j 
have  been  appointed  to  the  field 
force  of  World  Broadcasting  Sys- 

tem Inc.,  producers  of  transcribed 
library  programs  and  commercial features. 

the  key  station 
of  the  keystone state  .   .  . 
Harrisburg,  Pa. 
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Statement  of  The  Ownership,  Man- 
agement, Circulation,  etc.,  Re- 

quired by  the  Acts  of  Con- 
gress of  August  24,  1912, 

as  amended  by  Acts  of 
March    3,    1933,  and 

July  2,  1946 
Of  Broadcasting-Telecasting,  published weekly,  at  Washington,  D.  C,  for  October 8,  1951. 

District  of  Columbia — ss. 
Before  me,  a  notary  public  in  and  for the  District  aforesaid,  personally  appeared Maurice  H.  Long,  who  having  been  duly sworn  according  to  law,  deposes  and.  says that  he  is  the  business  manager  of  Broad- casting-Telecasting and  that  the  following is,  to  the  best  of  his  knowledge  and  belief, 

a  true  statement  of  the  ownership,  manage- ment, circulation,  etc.  of  the  aforesaid  pub- lication for  the  date  shown  in  the  above caption,  required  by  the  Act  of  August  24, 1912,  as  amended  by  the  Act  of  March  3,  1933, and  July  2,  1946,  embodied  in  section  537, Postal  Laws  and  Regulations: 
1.  That  the  names  and  addresses  of  the 

publisher,  editor,  managing  editor,  and business  manager  are : 
Publisher     and     Editor— Sol  Taishoff, Washington,  D.  C. 
Managing  Editor— Art  King,  Washington, D.  C. 
Business  Manager— Maurice  H.  Long, Washington,  D.  C. 
2.  That  the  owner  is:  (If  owned  by  a  cor- poration, its  name  and  address  must  be stated  and  also  immediately  thereunder  the names  and  addresses  of  stockholders  own- ing or  holding  1  per  cent  or  more  of  total 

amount  of  stock.  If  not  owned  by  a  cor- poration, the  names  and  addresses  of  the individual  owners  must  be  given.  If  owned by  a  firm,  company,  or  other  unincorporated concern,  its  name  and  address,  as  well  as those  of  each  individual  member,  must  be given.) 
Broadcasting  Publications,  Inc.,  Washing- ton, D.  C;  Sol  Taishoff,  Washington, 
D.  C. ;  Betty  Tash  Taishoff,  Washing- ton, D.  C. 

3.  That  the  known  bondholders,  mort- gagees,  and  other  security  holders  owning or  holding  1  per  cent  or  more  of  total 
amount   of  bonds,  mortgages  or  other  se- 

ST  in 
CHATTANOOGA 

in  the  morning 

ND  in 

CHATTANOOGA 

in  the!  evening 

Source:  March,  April,  May— Hooper 

WDEF 
CHATTANOOGA 

1370  KC  •  500O  WATTS Carter  M.  Parham,  President 

Represented  by  BRANHAM 

PINPOINTING  his  native  land  is  Mathias  Felten  (r),  reshnical  director  of 
Radio  Luxembourg,  during  visit  to  WLW-AM-TV  Cincinnati.  Discussing 
problems  of  converting  from  AM  to  TV  operations  are,  in  addition  to  Mr. 
Felten,  James  D.  Shouse  (center),  chairman  of  the  board,  Crosley  Broad- 

casting Co.,  and  James  Rockwell  (I),  Crosley  engineering  vice  president. 

curities  are:  (If  there  are  none,  so  state.) 
None. 

4.  That  the  two  paragraphs  next  above, 
giving  the  names  of  the  owners,  stock- holders, and  security  holders,  if  any,  con- tain not  only  the  list  of  stockholders  and security  holders  as  they  appear  upon  the books  of  the  company  but  also,  in  cases where  the  stockholder  or  security  holder 
appears  upon  the  books  of  the  company  as trustee  or  in  any  other  fiduciary  relation, the  name  of  the  person  or  corporation  for whom  such  trustee  is  acting,  is  given ;  also 
that  the  said  two  paragraphs  contain  state- 

ments embracing  affiant's  full  knowledge and  belief  as  to  the  circumstances  and  con- ditions under  which  stockholders  and  se- curity holders  who  do  not  appear  upon  the books  of  the  company  as  trustees,  hold stock  and  securities  in  a  capacity  other than  that  of  a  bonafide  owner;  and  this affiant  has  no  reason  to  believe  that  any other  person,  association,  or  corporation has  any  interest  direct  or  indirect  in  the said  stock,  bonds,  or  other  securities  than as  so  stated  by  him. 
5.  That  the  average  number  of  copies  of 

each  issue  of  this  publication  sold  or  dis- tributed, through  the  mails  or  otherwise, to  paid  subscribers,  during  the  twelve months  preceding  the  date  shown  above  is 
Maurice  H.  Long. Sworn  to  and  subscribed  before  me  this 

2nd  day  of  October,  1951. Minnie  Jacobs, 
(Seal)  Notary  Public. (My  commission  expires  November  14,  1951). 

KSOK  NIGHT  BID 
FCC  Denial  Proposed 

DENIAL  of  KSOK  Arkansas  City, 
Kan.,  request  for  100  w  nighttime 
on  its  present  frequency  of  1280  kc 
is  proposed  in  an  initial  decision 
bv  FCC  Hearing  Examiner  J.  D. 
Bond.  KSOK  is  presently  a  1  kw 
daytimer. 

The  examiner  said  the  proposed 
operation  would  be  inefficient  since 
it  would  use  "substandard"  power 
on  a  Class  III  or  regional  fre- 

quency. Minimum  power  for  a 
Class  III  station  is  500  w  at  night, 
the  examiner  stated,  adding  that 
KSOK  could  have  "proposed  a 
Class  III  station  operation  .  .  .  com- 

plying with  the  requirements  .  .  . 
so  as  to  provide  a  protected  stand- ard broadcast  service  to  all  of  the 
residents  of  the  city  of  its  location 
as  well  as  to  at  least  10%  more 
persons  than  are  proposed  to  be 

served." 

RADIO  COPY  GUIDE 
BAB  Aids  Commercials 

THREE-POINT  radio  copy  for- 
mula for  more  effective  commer- 
cials that  will  bring  advertisers 

more  results  has  been  issued  by 
Broadcast  Advertising  Bureau. 

System  breaks  commercials  down 
into  three  parts:  (1)  The  main 
sales  idea:  (2)  the  proof  of  that 
idea,  and  (3)  the  advertiser  sug- gestion that  will  encourage  listener 
action. 

Produced  as  a  chart  with  accom- 
panying letter  of  explanation  and 

examples,  the  formula  suggests 
stating  the  main  sales  idea  clearly, 
truthfully,  believably  and  in  terms 
of  listener  interest.  Prove  the  main 
idea,  it  advises,  and  then  encourage 
buyer  action  with  specific  sugges- tions. 
"Radio  Copy-Minded  Selling  Aids" is  available  to  BAB  members  for  15 

cents  and  charts  cost  25  cents.  Non- members  may  buy  them  for  35  cents and  $1,  respectively,  from  BAB,  270 Park  Ave.,  New  York  City  17. 

SCARCE  METALS 
RTMA  Reports  Savings 

CONSERVATION  techniques  of  ra- dio-TV set  manufacturers  will  save 
over  70,000  tons  of  critical  metals 
in  1951,  according  to  the  Engineer- 

ing Dept.  of  Radio-Television  Mfrs. Assn.,  headed  by  L.  M.  Clement, 
Crosley  Division  of  Avco. 

The  saving  in  materials  has  been 
effected  by  increased  efficiency  in 
design  and  production  techniques 
and  without  any  deterioration  in 
the  end  product,  according  to 
RTMA.  Metals  involved  are  alum- inum, cadmium,  cobalt,  copper, 
lead,  nickel,  iron  and  steel,  tin,  and zinc. 

Basing  its  estimate  on  a  produc- tion rate  20%  below  the  7,400,000 
TV  sets  and  14,500,000  radios  made 
in  1950,  RTMA  said  most  of  the 
changes  probably  will  not  become effective  until  the  second  half  of 
this  year.  Specific  savings  esti- mated for  1951  are:  Aluminum, 
1,324  tons  or  21%  compared  to 
1950;  cadmium,  66  tons,  23%;  co- balt, 229  tons,  36%;  copper,  9,687 
tons,  24%;  lead,  239  tons,  21%; 
nickel,  367  tons,  28%;  iron  and 
steel,  54,058  tons,  24%;  tin,  266 
tons,  25%;  zinc,  4,117  tons,  26%. 

Bradley  Barker 
BRADLEY  BARKER,  68,  well- 
known  imitator  of  animal  voices 
for  both  radio  and  motion  pictures, 
died  Sept.  29,  at  his  Manhattan 
home.  Mr.  Barker — for  more  than 
20  years  an  imitator  of  animal 
cries  for  radio — had  mastered  the 
individual  voices  of  58  species  of 
animals,  and  during  his  career 
often  appeared  on  20  radio  shows 

per  week. 
Lot  in  a  Name 
JUNIOR  Advertising  Club 
of  Philadelphia  has  changed 
its  name  to  the  Philadelphia 
Guild  of  Advertising  Men. 
Club  president,  Lee  Keeler, 
H  o  p  s  o  n  Adv.  Agency,  ex- 

plained, "When  you  look 
around  at  members'  balding pates  and  graying  temples, 
it's  downright  difficult  to  im- 

agine them  as  juniors  in  any- 
thing. Then,  too,  most  of  the 

club's  members  are  execu- 
tives with  their  companies 

and  the  junior  connotation  is 
hardly  flattering."  New  name was  submitted  by  J.  T.  Mc- 
Court,  Gray  &  Rogers. 

In  Greater  Grand  Rapids 

. . .  the  most  ears 

are  WOODpecked! 

GRAND   RAPIDS,  MICHIGAN 
ALSO  WFDF,  FLINT;  WEOA,  EVANSV|LLE;  WFBM,  INDIANAPOLIS  .  KATZ  AGENCY 
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FILM  COUNCIL 
State  Dept.  Names 

CREATION  of  a  12-man  Film 
Advisory  Committee  to  advise  the 
U.  S.  Advisory  Commission  on  In- formation on  the  continuing  study 
of  America's  "Campaign  of  Truth" has  been  announced  by  the  State 
Dept.  It  joins  department  action 
which  also  provides  for  radio-TV 
and  other  media  panels. 
Among  those  named  to  the  group 

are  Ralph  W.  Steetle,  executive  direc- 
tor, Joint  Committee  on  Educational 

Television;  Donald  K.  White,  execu- 
tive vice  president,  National  Audio- Visual  Assn.,  and  Mark  May,  Yale  U., 

who  will  serve  as  committee  chair- 
man. Mr.  May  also  is  a  member  of 

the  commission,  which  includes  Jus- tin Miller,  NARTB  board  chairman 
anud  general  counsel.  Commission  is 
headed  by  Erwin  D.  Canham,  editor, 
Christian  Science  Monitor. 

NCCJ  Series 
RADIO  series  of  12  weekly  pro- 

grams, Operation  Brotherhood, 
sponsored  by  the  National  Confer- 

ence of  Christians  and  Jews,  start- 
ed Sept.  29  (12:15  p.m.  EDT, 

NBC)  with  Celeste  Holm  and 
George  Murphy  starring  in  the 
first  program.  Ten  other  entertain- ment stars  will  participate  in  the 
live  and  recorded  series,  dedicated 
to  the  theme  that  "No  man  is  an 
island;  no  man  stands  alone."  They 
are  Pat  O'Brien,  Edward  Arnold, 
Loretta  Young,  Ronald  Reagan, 
Jean  Hersholt,  Selena  Royale,  Jack 
Benny,  Raymond  Massey,  Audrey 
Totter,  and  Lionel  Barrymore. 

Powerful  'WHIMpacr' WHIM  Providence  is  promoting  its 
impact  on  the  buying  public 
through  large  ads  in  The  Provi- dence Journal.  Ad  includes  three 
photographs  showing  heavy  first- 
day  business  of  a  shoe  store  which 
used  only  radio  to  announce  its 
grand  opening.  Segment  of  copy, 
alluding  to  photos,  says,  "Here's startling  proof  that  radio  is  still 
the  most  powerful  advertising  me- 
dium." 

W.  I.  GRIFFITH 
Educator  Dies  in  Iowa 

WALTER  IRVING  GRIFFITH,  73, 
one  of  the  nation's  leading  expon- ents of  education  by  radio,  died 
Sept.  28  in  Ames,  Iowa. 

Mr.  Griffith,  born  on  a  farm  near 
Millersburg,  Iowa,  spent  his  adult 
life  in  education  and  kindred  fields 
and  looked  forward  to  the  develop- 

ment of  education  by  radio  and 
television. 

In  1934,  he  was  elected  president 
of  the  National  Assn.  of  Educa- 

tional Broadcasters.  He  served  as 
director  of  WOI  Ames  from  1925 
to  1946.  In  1946  he  became  educa- 

tional director  for  the  station. 
Mr.  Griffith  prepared  a  "20-year 

plan"  in  which  he  stated  that  if  and when  television  became  a  reality, 
WOI  should  take  the  fullest  ad- 

vantage of  the  service  for  the  pub- lic. 
In  February  1950,  WOI-TV  be- 

came the  first  educational  tele- 
vision station  in  the  nation. 

Mr.  Griffith  currently  was  treas- 
urer of  the  National  Assn.  of  Edu- 

cational Broadcasters. 
In  1904,  he  was  married  to  the 

former  Katherine  M.  Hess,  a  Lone 
Tree,  Iowa,  schoolteacher.  They 
had  three  children,  Eugene  S.,  Ger- 

ald I.,  and  Katherine  M. 

MBS  NEWSCASTS 
Service  Increased 

MBS  NEWS  and  commentary  pro- 
grams each  week  now  total  22,  of 

which  14  are  five-minute  editions, 
network  officials  reported  last  week. 
Two  years  ago,  Mutual  carried  only 
nine  news  shows,  including  one 
five-minute  digest. 
Programming  structure  has  been 

keyed  to  listeners'  demands,  with cold  war  in  Europe  and  fighting 
in  Korea  considered  the  contribut- 

ing causes,  officials  said.  Two  news- casters, H.  R.  Baukhage  and  Hazel 
Markel,  have  been  added  in  recent 
months  to  the  permanent  staff  of 
four:  Bill  Henry,  Frank  Singiser, 
Les  Higbie  and  Robert  F.  Hurleigh. 

COLUMBIA  PACIFIC  O'Hara  series 
moves  to  new  Sunday  period,  7-7:30 p.m.  (PDT). 

26  YEARS 
OF  SERVICE 

to  the 

MADISON  AREA 
Thru 

POWER,  PRESTIGE, 
PERFORMANCE 

Avery -Knodel,  Inc.,  Representatives 

Badger  Broadcasting  Company 
5000  WATTS  ON  B10 .  .  .  ESTABLISHED  1925 

Arizona  Gov.  J.  Howard  Pyle  (I) 
addresses  Navajo  tribal  council  via 
KGAK's  all-Navajo  show  as  Mr. 
Jones  interprets  talk  in  native  lan- 

guage. Gov.  Pyle  is  vice  president- program,  director,  of.  KTAR Phoenix. 

FLQN  NAMES  YOUNG 
Officers  Re-Elected 

FOREIGN  LANGUAGE  Quality 
Network  confirmed  the  appointment 
of  Adam  Young  Jr.  Inc.  as  its  na- 

tional sales  representative  at  the  an- 
nual meeting  held  last  week  in  New 

York.  Announcing  that  PN  Gar- ments has  contracted  for  a  series 
of  programs  on  FLQN  stations, 
Adam  Young  Jr.  pointed  out  that 
foreign-language  time  sales  have 
remained  consistently  high  on  all 
member  stations. 
Network  officers  re-elected  in- 

clude Ralph  N.  Weil,  WOV  New 
York,  president;  Aldo  DeDomini- cis,  WNHC  New  Haven,  treasurer; 
E.  Douglas  Hibbs,  WTEL  Phila- delphia, secretary.   ★    ★  *   

NAVAJO  SHOW 
Indian  Program  on  KGAK    William  C.  Mitchell 

KGAK  Gallup,  N.  M.,  has  started 
a  Navajo  Indian  language  pro- 

gram, the  Navajo  Hour,  Saturday, 
2-3  p.m.  Station  claims  it  is  the 
first  all-Navajo  program  ever 
aired. 

Disc  jockey  and  announcer  is 
Paul  Jones,  official  interpreter  for 
the  Navajo  tribal  council.  A  Navajo 
himself,  Mr.  Jones  lived  for  many 
years  in  Chicago  and  Boston  and  is 
a  college  graduate.  He  speaks  both 
Navajo  and  English  fluently. 
Program  consists  primarily  of 

news  from  the  tribal  council  and 
the  U.  S.  government.  Also  included 
are  items  from  various  Navajo 
communities.  KGAK  covers  more 
than  half  of  the  Navajo  popula- 

tion, estimated  at  over  70,000, 
station  reported. 

DEMOS  TAKE  AIR 
With  Early  Oct.  Flurry 

FLURRY  of  Democratic  Party 
activities  in  early  October  has  re- 

sulted in  a  number  of  commit- 
ments for  public  service  radio  net- work time.  Kickoff  took  place  last 

week  with  the  three-day  National Convention  of  Young  Democratic 
Clubs  of  America  at  St.  Louis. 
Keynote  address  was  delivered 

Thursday  by  Arkansas  Governor 
Sidney  S.  McMath,  speaking  on 
CBS  Radio,  5-5:30  p.m.  EST. 
Another  speech  was  slated  by  Sen. 
Warren  Magnuson  (D-Wash.)  for 
Friday  over  MBS,  10:30-11  p.m. 
EST,  on  a  delayed  basis.  Vice 
President  Alben  Barkley  is  sched- uled to  address  the  Democratic 
National  Conference  of  Western 
States  tonight  (Monday)  on  NBC, 
11:30-12  midnight  EST.  He  will 
speak  before  some  2,000  Democrats 
convening  in  Los  Angeles. 

CBC  Regulations 
A  NEW  BOOK  OF  regulations  is 
now  being  drawn  up  by  the  Can- adian Broadcasting  Corp.,  to  apply 
to  all  Canadian  broadcasting,  which 
the  CBC  regulates  under  the  Can- adian Broadcasting  Act.  There  has 
been  no  revision  of  broadcasting 
regulations  for  close  to  a  decade. 

WILLIAM  CLYDE  MITCHELL, 
52,  president  of  CKCR  Kitchener, 
Ont.,  died  of  a  heart  attack  Sept. 
26  after  being  stricken  at  Toronto 
while  attending  the  first  annual 
meeting  of  the  Central  Canada 
Broadcasters  Assn.,  where  he  was 
elected  treasurer.  Well-known  in 
Canadian  broadcasting  circles 
since  he  started  CKCR  22  years 
ago,  he  was  formerly  a  hockey 
player  with  Toronto  teams.  He  is 
survived  by  his  wife  and  one  son, 
James  C,  of  Kitchener,  as  well 
as  two  brothers  and  a  sister. 

<?UAOCiriES ROCK  ISLAND 
EAST  MOLINE  o 

»  MOLINE 

JAVENPORT 
a  unique  combination  of  df-  cities 

in  £  states  -  on  tie  Mississippi  River 
mm 

'T'HE  four  Quad-Cities  are  as  co- 
hesive  as  a  strong  backfield. 

These  cities,  each  a  vigorous  individ- ual unit,  together  comprise  a  potent 
combination  that  puts  the  Quad-Cities 
in  big-time  company.  Here  234,256 
Quad-Citians  live  similarly  to  people 
in  the  boroughs  of  New  York.  Alert 
time  buyers  know  this  fact  and  are 
making  profitable  sales  to  Quad- 
Citians  whose  per  capita  effective  buy- 

ing income  is  14th  among  sales  man- 
agement's 162  Metropolitan  areas. Write  for  brochure  on  this  unique 

Quad-City  market. 

WHBF 
TEtCO  BU11DING,  ROCK  ISLAM,  ILUtiOIS 

Represented  by  Avery-Kno^i.  lBl- BROADCASTING    •  Telecasting October  8,  1951     •    Page  67 



MICHIGAN  Assn.  of  Broadcasters'  board  of  directors  drafts  final  plans  for 
the  association's  annual  meeting,  set  Nov.  2-3  at  Detroit's  Fort  Shelby  Hotel. Meeting  last  week  in  Battle  Creek,  board  approved  appointment  of  Jordan 
Jenkins,  Lansing,  as  association's  state-legislative  advisor.  Seated  (I  to  r) are  Lester  Lindow,  WFDF  Flint,  vice  president;  Dan  Jayne,  WELL  Battle 
Creek,  secretary-treasurer,  and  Edward  F.  Baughn,  WPAG  Ann  Arbor,  presi- 

dent. Standing  (I  to  r)  are  Leonard  Versluis,  WLAV  Grand  Rapids;  Dr.  Willis 
Dunbar,  WKZO  Kalamazoo,  and  Don  De  Groot,  WWJ  Detroit. 

MO.  SESSIONS 
Name  Griswold  President 

GLENN  GRISWOLD,  KFEQ  St. 
Joseph,  Mo.,  was  elected  president 
of  the  Missouri  Broadcasters  Assn. 
at  its  semi-annual  meeting  held 
Sept.  26  at  the  Hotel  Robidoux,  St. 
Joseph. 

S.  E.  (Art)  Sloan,  KXLW  St. 
Louis,  was  elected  vice  president. 
Pearson  Ward,  KTTS  Springfield, 
was  re-elected  secretary-treasurer. 
Directors  for  the  coming  year  in 
addition  to  these  officers  are:  John 
Schilling,  WHB  Kansas  City;  Sam 
Burk,  KIRX  Kirksville;  Mahlon 
Aldridge,  KFRU  Columbia,  retir- 

ing president,  and  Bob  Neathery, 
KWPM  West  Plains. 

Speakers  at  the  meeting,  at- 
tended by  some  35  broadcasters, 

were  Carl  Haverlin,  president  of 
BMI,  and  John  Naylor,  Gardner 
Adv.  Agency,  St.  Louis.  Group 
was  briefed  on  civil  defense  by 
Charles  E.  Dewey  Jr.,  chief  of 
communications  of  the  Office  of 
Civil  Defense  in  Missouri.  Others 
addressing  the  meeting  were  Col. 
Verne  Logan,  Central  Air  Defense 
Command,  and  Ernest  Thelemann, 
FCC. 

SCOTT,  MECK  MERGER 
Both  Boards  Approve 

PROPOSED  merger  of  John  Meek 
Industries,  Plymouth,  Ind.,  with 
Scott  Radio  Labs,  Chicago,  was  ap- 

proved last  week  by  the  boards  of 
both  radio-television  manufacturing 
companies.  Meek  and  Scott  share- 

holders will  vote  on  the  proposal 
Oct.  15  and  23,  respectively. 

The  plan  provides  for  absorption 
of  the  Meek  company  by  Scott  Ra- 

dio Labs,  with  issuance  of  1.3 
shares  of  Scott  stock  for  each  Meek 
share.  John  Meek  Industries  would 
relinquish  its  131,600  shares  of 
Scott  stock.  John  S.  Meek  is  presi- dent of  Scott  as  well  as  the  firm 
which  bears  his  name. 

Both  boards,  in  making  public 
their  approval,  stated  operations  of 
the  two  concerns  "are  complemen- 

tary" and  the  proposed  merger 
would  result  in  "substantial  sav- 

ings" in  a  "unified  operation." 

MURRAY  NAMED 
WORC  General  Manager 

APPOINTMENT  of  Kenneth  B. 
Murray  as  general  manager  of 
WORC  Worcester,  Mass.,  was  an- 

nounced last  week,  along  with 
other  appointments  under  the  sta- 

tion's new  ownership.  Station  is launching  a  promotion  campaign 
on  the  theme,  "Things  Are  Hap- 

pening at  WORC."  Mr.  Murray  is former  vice  president  and  part 
owner  of  WNEB  Worcester. 
Arthur  Sydney  is  commercial 

manager;  Harry  Cohoon,  news  edi- 
tor; Dorothy  Murray,  traffic  man- 

ager. Bill  Pierce,  former  WNEB 
personality,  is  chief  announcer. 
Officials  said  a  complete  new  an- 

nouncing staff  has  been  set  up. 
Chet  Morino  is  salesman. 
WORC  will  be  represented  by 

Headley-Reed  Co.  It  has  installed 
new  studio  and  office  equipment 
and  has  Associated  Press  news 
service.  The  station  is  owned  by 
Radio  Worcester  Inc.,  headed  by 
President  C.  George  Taylor  and 
Vice  President  Robert  T.  Engles, 
owners  of  WHIM  Providence. 

MUSIC  COURSE 
WQXR  Works  With  College 

"ENJOYMENT  of  Music,"  listed in  the  Brooklyn  College  catalogue 
as  Music  R-l,  is  being  offered  as 
an  accredited  home-study  course  by 
the  school's  Radio-Television  Cen- ter with  the  cooperation  of  WQXR 
New  York. 

Course  is  built  around  WQXR's Symphony  Hall,  heard  Friday 
8:05-9  p.m.  EST,  and  started  last week.  The  same  broadcasts  are 
sponsored  by  General  Electric  over 
13  stations  of  Rural  Radio  Net- 

work in  New  York  and  Pennsyl- vania. 
Students  are  required  to  listen 

to  13  programs  and  complete  five 
written  assignments,  outlined  in  a 
study  guide  which  also  gives  in- 

formation about  music  on  each  pro- 
gram, reading  lists  and  additional 

recorded  material.  Guide  was  writ- 
ten by  Harold  C.  Schonberg,  music 

and  record  reviewer  for  the  New 
York  Times,  and  Harold  G.  Law- 

rence, director  of  recorded  music 
for  WQXR. 

Study  is  intended  to  develop  a 
capacity  for  creative — rather  than 
merely  passive — listening.  Enrol- lees  may  take  the  course  as  an 
elective  toward  the  two-year  dip- 

loma from  Brooklyn  College  or 
may  study  without  credit.  Radio 
listeners  who  want  a  copy  of  the 
study  guide  may  obtain  it  from  the college  for  $1. 

KERG  Joins  CBS 
KERG  Eugene,  Ore.,  has  joined 
the  CBS  Radio  network  as  a  sup- 

plementary station  in  the  Pacific 
Coast  group,  it  was  announced 
Monday  [Closed  Circuit,  Sept.  24]. 
The  204th  affiliate,  KERG  operates 
with  1  kw  unlimited  on  1280  kc. 
L.  W.  Trommlitz  is  general  man- 
ager. 

NJBA  MEETING 
Alger  Elected  President 

SELLING  and  programming 
shared  honors  on  the  agenda  of  the 
New  Jersey  Broadcasters  Assn.'s Fourth  Annual  Radio  Institute  held 
at  Bridgeton  Sept.  27-28. 

Paul  Alger,  WSNJ  Bridgeton, 
was  elected  NJBA  president  suc- ceeding S.  Carl  Mark,  WTTM 
Trenton.  Ranulf  Compton,  WKDN 
Camden,  and  Thomas  B.  Tighe, 
WJLK  Asbury  Park,  were  re- 

elected vice  president  and  secre- tary-treasurer, respectively,  while 
Fred  Weber  of  WKDN  and  Harry 
Goodwin,  WNJR  Newark,  were named  to  the  executive  committee. 
Program  awards  for  the  year 

were  presented  to  WNJR,  whose 
coverage  of  the  summer's  gas  tank explosions  in  Newark  was  ac- claimed the  best  public  service 
broadcast;  WTTM  for  its  Meet 
Mary  program,  featuring  Mary 
Wilson,  which  was  named  the  best 
women's  show;  WCTC  New  Bruns- ick,  for  its  farm  bulletin  program, 
adjudged  first  in  the  morning-show category,  and  for  its  Little  League, 
selected  as  best  sports  show;  and 
WJLK  for  its  coverage  of  the 
Woodbridge  train  disaster,  named 
best  news  show. 
Management  problems  were  ex- 

plored by  a  panel  consisting  of 
Fred  Bernstein,  WTTM,  Mr.  Good- 

win and  Mr.  Tighe.  Mr.  Bernstein 
reported  WTTM  had  tackled  the 
summer  slump  problem  by  concen- 

trating efforts,  in  February  and 
March,  on  sales  of  26-week  rather than  shorter-term  contracts.  Result 
was  that  the  past  summer  was  the 
station's  most  successful. 

Peterson  Claims  Fallacy 
In  a  banquet  address,  Dr.  Hous- 

ton Peterson  of  Rutgers  U.  scoffed 
at  the  notion  that  TV  will  kill 
radio.  He  pointed  out  that  radio 
serves  a  definite  need.  He  advised 
small  stations  to  experiment  more 
and  extend  radio's  boundaries,  fol- 

lowing the  example  of  little  theatre 
groups,  for  instance. 

Other  features  of  the  two-day 
meeting  included  an  off-the-record talk  by  Dr.  John  W.  Riley  Jr., 
Rutgers  U.,  reporting  on  a  recent 
visit  to  Korea;  a  presentation  on 
"Your  News  and  Its  Revenue 
Potentials"  by  Oliver  Gramling  of 
Associated  Press,  and  an  expres- 

sion of  congratulations  to  WJLK's Station  Manager  Tighe  on  his  sta- 
tion's victory  in  winning  judicial 

acknowledgement  that  radio  stands 
parallel  with  the  press  under  the 
Bill  of  Rights  [Broadcasting  • Telecasting,  Oct.  1]. 

tWEOK POUGHKEEPSIE 
7 REPRESENTED  BY  D  EVN  EY 

GATES 

QUINCY, 
ILLINOIS 

THESE  OFFICES 
TO  SERVE  YOU 

QUINCY,  ILL.  .  .  . 
HOUSTON,  TEXAS 
WASHINGTON,  D.  C. 
MONTREAL,  QUE.  . 
NEW  YORK  CITY  . 

 TEL.  8202 ....  TEL.  ATWOOD  8536 
.  TEL.  METROPOLITAN  0522 
.  .  .  TEL.  ATLANTIC  9441 
.  TEL.  MURRAY  HILL  9-0200 
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on  a  great  new 

hour  and  a  half 

of  top-flight 
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KEEP  POSTED 

Success  Story 
Page  88 COSMOPOLITAN  THEATRE 

DU  MONT TELEVISION  NETWORK  62 
A  Division  ot  Allen  B.  Du  Mont  L  xboratories,  Inc.  •  515  Madison  Avenue.  Ne 

two  wonderful 

TUESDAY 

night  programs 
(designed  tor  literate 
audiences)  that  will  build 
and  build  and  build: 

8:30  P.M. (EST.) 
A  provocative  thirty 
minutes  spotlighting 

the  "big  issue"  in the  week's  headlines 
Presented  each  week  by 
Curtis  Publishing  Company 

910  P.M. (EST.) 

A  full-hour  dramatic 

presentation  of outstanding  stories  by  the 
foremost  writers  of  the  day 
Presented  each  week  by 
Drug  Store  Television  Prod-actions 

Affiliated  Stations 

York  22  •  MU  I 



$900  buys  a  lot  of  lunches 

in  8  big  markets  •  •  • 

Look  closely.  This  is  a  man  who  pays  $900  to  have  a  luncheon  date  with  thousands  and 

thousands  of  women  in  8  major  cities— all  in  one  day.  Magic?  Not  really.  Good  business? 
Decidedly.  The  man  at  the  table  is  just  one  of  the  alert  advertisers  who  picks  up  the  check 

for  low-cost,  midday  selling  in  the  busiest,  most  vital  television  markets  in  the  country  today. 

He  discovers  that  for  slightly  less  than  $900  his  one-minute  sales  message  can  reach 
housewives  in  an  8-city  daytime  market  of  7,000,000  television  homes. 

He  finds  that  over  half  of  all  television  sets  throughout  America  are  concentrated  within  this 

8-market  area— and  he  learns  that  33%  of  all  U.  S.  buying  power  ...  30%  of  all  retail  sales  .  . . 
32%  of  all  food  consumption  ...  29%  of  all  drug  purchases  in  the  entire  nation  lie  within 

their  boundaries.*  *SOURCE:  Sales  Management,  1951 

He  knoivs  there  is  no  better,  more  economical  mid-daytime  buy  than  participations  in  one 
or  more  of  these  top  programs  on  the  8  key  market  stations  represented  by  NBC  Spot  Sales: 

WNBT— New  York WBZ-TV-Boston 
Date  in  Manhattan  
The  Eve  Hunter  Show  

..12:00-1:00.. 

..  1:00-2:00.. ..M-F .  .M-F 
KNBH-Hollywood 
Foods  for  Thought  ...2:00-2:30.. 

..M-F Monty  Margetts  2:30-3:00.  . 

..M-F Bill  Stulla's  Parlor  Party.  . ...3:00-4:00.  . 

..M-F 
WNBQ— Chicago 
Meet  Mintz  .12:00-12:15.. 

.  .M-W-F Matinee  Playhouse  .  1:00-  2:00.  . 

..M-F WPTZ-Philadelphia 
Deadline  for  Dinner  ...2:00-2:30.. ..M 
Charm  Clinic  ...2:30-3:00.. 

..M-W-F Something  Special  .  .  .2:30-3:00.  . .  .T-TH 

Hollywood  Spotlight  Review. .12:30-1:00.. 
.M-W-F Down  to  Earth  .12:30-1:00.. .TH Domestic  Diary  .  1:00-1:15.. 

.M-F 

Matinee  Today  .  1:30-2:30.: 

.M-F WNBK-Cleveland 
Idea  Shop   .12:30-1:00.. 

.M-F 

Film  Trio  .  1:00-2:00.. 

.M-F 
WNBW-Washington 
Nancy's  Notebook  .12:30-1:00. . .M-W-F Inga's  Angle  .12:30-1:00.. .T-TH People's  Playhouse  1:00-2:00.. 

.M-F WRGB-Schenectady-Albany-Troy 
Taste  Time  with  Bonnie  Ross .1:15-1:30.  . 

.M-W-F Roll  in'  with  Stone  .1:30-2:30.. 

.M-F 

Like  to  investigate  this  blue-plate  special?  The  place  to  begin  your  selling  schedule 
in  daytime  television  is  on  the  stations  served  by  NBC  Spot  Sales. 
The  man  to  call  is  your  NBC  Spot  Salesman  who  has  all  the  details  on  the  best 
daytime  spot  buys  in  these  8  major  television  markets. 
The  time  to  investigate  is  novo. 

NBC  Spot New  York    Chicago    Cleveland    San  Francisco  Hollywood 
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TV  CODE  TAKES  SHAPE 
NARTB  To  See  Draft  Oct.  19 

By  J.  FRANK  BEATTY 
THE  NATION'S  telecasters— at 
least  those  who  belong  to  NARTB 
—will  have  a  chance  next  week  to 
decide  if  they  want  to  be  regulated 
by  a  code  of  self -discipline. 

A  document  setting  up  stringent 
program  and  advertising  standards 
was  drawn  up  last  week  by  the 
NARTB  Television  Program  stand- 

ards Committee.  It  will  be  sub- 
mitted to  the  NARTB's  television 

members  at  a  meeting  to  be  held 
Oct.  19  in  the  Stevens  Hotel,  Chi- 
cago. 
Four  subcommittees  that  had 

worked  weeks  on  the  code  sub- 
mitted the  results  of  their  labors 

to  the  full  committee  last  Tuesday 
and  Wednesday,  under  chairman- 

ship of  Robert  D.  Swezey,  WDSU- 
TV  New  Orleans.  They  had  drawn 
up  their  portions  of  the  code  in  an 
NARTB  move  to  ward  off  govern- 

ment censorship  and  listener  wrath. 
Highly  Secret  Draft 

There  emerged  from  the  commit- 
tee a  highly  secret  draft  that  will 

be  kept  under  wraps  until  the  as- 
sociation's TV  members  enter  the 

Stevens  Tower  auditorium  Friday 
of  next  week.  Non-members  are 
not  eligible  to  attend. 

The  full  code  committee  worked 
a  day-and-a-half  on  the  four  sub- 

committee reports.  They  came  up 
with  a  document  that  is  understood 
to  have  two  key  provisions 
[Closed  Circuit,  Oct.  1] : 

1.  NARTB  seal  for  those  sub- 
scribing to  the  code. 

2.  Penalty  for  subscribers  who 
violate  it. 

Along  with  these  features,  not 
present  in  the  3  V2  -year-old  NARTB 
radio  Standards  of  Practice,  is  a 
set  of  time  standards  for  advertis- 

ing copy.  Committee  members 
refused  to  make  public  the  details 
of  these  standards  but  it  is  be- 

lieved they  followed  closely  the 
time  limits  in  the  radio  document. 

Of  special  interest  to  telecast- 
ers, it  was  indicated,  is  a  clause 

governing  use  of  advertiser  in- 
signia during  television  programs. 

This  applies  a  percentage  formula 
to  such  insignia,  limiting  use  of 
such  advertiser  identification  to  a 
specified  ratio. 
The  TV  code  situation  took  a 

new  turn  last  week  when  it  was 
learned  that  CBS  is  in  the  process 
of  drawing  up  its  own  code.  CBS 
;as  a  network  does  not  belong  to 
NARTB-TV  nor  does  it  belong  to 
BROADCASTING     •  Tele 

NARTB's  radio  operation. 
The  CBS  code  is  described  as  "a 

continuing  study"  and  to  some  ex- tent the  principles  are  being  put 
into  effect  as  they  are  developed. 

Meeting  of  NBC  television  affil- 
iates was  called  for  Oct.  18  in  Chi- 

cago, a  day  ahead  of  the  full 
NARTB  TV  membership  meeting. 
NBC  officials  said  the  meeting  was 
called  "by  a  couple  of  affiliates" but  they  refused  to  discuss  the  mat- 

ter and  "weren't  sure  that  all  those 
signing   the    letter    requesting  a 

meeting  were  actively  behind  it." Much  attention  was  devoted  last 
week  by  the  NARTB  code  writers 
to  the  seal  of  approval  and  penalty 
provisions.  Committeemen  felt  the 
NARTB  seal  should  be  widely  pub- (Continued  on  page  81) 

NARTB  TV  CODE  writers  drew  up  draft  of  document 
to  be  submitted  Oct.  19  to  TV  membership.  At  Tuesday- 
Wednesday  meeting  were  (seated,  I  to  r):  Harold  E. 
Fellows,  NARTB  president;  Davidson  Taylor,  NBC;  Robert 
D.  Swezey,  WDSU-TV  New  Orleans,  committee  chairman; 
Justin  Miller,  NARTB  board  chairman;  J.  Leonard  Reinsch, 
WSB-TV  Atlanta;  Clair  R.  McCollough,  WGAL-TV Lancaster,  Pa. 

Standing,  Henry  W.  Slavick,  WMCT  (TV)  Memphis; 
Thad  Brown,  NARTB  TV  director;  Harold  Hough,  WBAP- 
TV  Fort  Worth;  Paul  Raibourn,  KTLA  (TV)  Los  Angeles; 
James  L.  Caddigan,  DuMont  Network;  James  C.  Han- 
rahan,  WEWS  (TV)  Cleveland;  Donald  W.  Thornburgh, 
WCAU-TV  Philadelphia;  Harry  Bannister,  WWJ-TV 
Detroit;  C.  E.  Arney  Jr.,  NARTB  secretary-treasurer. 
Walter  J.  Damm,  WTMJ-TV  Milwaukee,  is  not  shown. 

EDUCATIONAL  TV 
Sen.  Johnson  Gives  Veiws 

PITHY  observations  on  the  use 
of  reserved  TV  channels  by  educa- 

tors featured  a  plea  for  more  VHF 
channels  for  Colorado,  particularly 
Denver,  by  Sen.  Edwin  C.  Johnson 
(D-Col.)  among  the  122  filings  last 
week  in  the  "paper"  TV  allocation proceeding.  Total  of  filings  as  of 
Friday  was  736. 

Chairman  of  the  Senate  Com- 
mittee on  Interstate  &  Foreign 

Commerce,  which  oversees  the  FCC, 
and  active  in  many  facets  of  the 
TV  freeze,  Senator  Johnson  made 
these  remarks  about  the  reserva- 

tion of  frequencies  for  non-com- 
mercial, educational  TV  in  his  per- sonal filing: 

"There  has  been  some  intense 
drum  beating  throughout  the  coun- try for  noncommercial,  educational 
purposes.  In  theory,  and  at  first 
blush,  this  proposal   shines  with 

great  luster.  As  a  practical  mat- 
ter, after  close  scrutiny,  one  ob- 

serves that  the  brightness  covers 
little  ground  and  the  glitter  is  only 
skin  deep.    Why  is  this  so?" The  Senator  answered  his  own 
question  by  pointing  to  the  "huge 
capital  outlay"  required  to  build 
a  TV  station  and  the  "huge"  ex- penses required  for  operations. 

Sees  10  Year  Delay 
Neither  the  U.  of  Denver  nor 

any  other  educational  group  will 
be  ready  during  the  next  10  years 
to  apply  for  a  license  and  state  it 
is  "fit,  willing  and  able"  to  operate a  TV  station,  the  Senator  declared. 

"It  is  my  belief,  as  I  have  re- 
peatedly said,"  he  continued,  "that the  Commission  should  and  could 

impose  <  a  condition  in  all  TV licenses  that  a  certain  amount  of 
time  be  made  available  for  educa- 

tional purposes  in  the  public  in- terest as  a  sustaining  feature. 
"In  this  manner,  TV  can  become available  for  educational  work 

now  without  saddling  schools  with 
the  enormous  burden  and  expense 
of  constructing  and  operating  a 
noncommercial,  educational  sta- 

tion." 

Senator  Johnson  first  proposed 
the  fixed-time  idea  when  his  com- 

mittee had  FCC  Chairman  Coy  be- 
fore it  last  July  [Broadcasting  • Telecasting,  July  23]. 

It  also  has  been  taken  up  by 
Sen.  William  Benton  (D-Conn.), 
who  included  it  in  his  bill  to  estab- 

lish a  National  Advisory  Board  for 
Radio  and  Television  [BROADCAST- ING •  Telecasting,  Sept.  10,  3]. 

In  his  request  for  more  Denver 
VHF  channels,  Senator  Johnson (Continued  on  page  85) 
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GIANT  local  TV  time  sale  by  WNBQ  (TV)  Chicago  involving  Mon.-Fri. 
sponsorship  of  feature  films  by  Alan's  Industries,  Chicago,  affirmed  by 
(I  to  r):  Seated,  Harry  Kopf,  NBC  Chicago  v. p.;  Alan  Kritz,  pres.,  Alan's Industries.  Standing,  John  MePartlin,  station  sis.  rr.gr.;  Terry  Dickson, 
Dickson  &  Wiebe  Agency;  Ted  Gaines,  legal  counsel,  Alan's;  Edward  Wiebe, of  D  &  W;  Thomas  Horan,  WNBQ  account  exec. 

LINEUP  on  this  Standard  Oil  of 
Indiana  contract  giving  AM  and  TV 
rights  of  Chicago  Bears  football 
pros  to  WGN-TV  Chicago  and  15 
Midwest  stations  is  (I  to  r):  Seated, 
A.  W.  Peake,  pres.,  SO,  and  Owner- 
Coach  George  Halas,  of  Bears;  stand- 

ing, Dwight  F.  Benton,  gen.  mgr.  sis., 
Wesley  I.  Nunn,  adv.  mgr.,  both  SO, 
and  Sidney  A.  Wells,  v. p.,  McCann- 

Erickson,  Chicago,  agency. 

FINAL  touches  put  on  Miller  Brew- 
ing Co.  (Miller  High  Life  beer)  spon- 

sorship of  professional  football 
championship  game  to  be  telecast 
coast-to-coast.  Rights  were  pur- chased from  the  DuMont  Television 
Network  for  game  tentatively  set  for 
Dec.  23.  Bert  Bell,  National  Com- missioner of  professional  football  (I) 
handles  pen.  With  him  are  Tom 
Gallery  (center),  special  events  dir., 
DuMont,  and  Vernon  S.  Mullen  Jr. 

(r).  Miller's  adv.  mgr. 

OKAYING  52-week  contract  for 
Boston  Blackie  over  WKY-TV  Okla- 

homa City  effective  Oct.  14  is  W.  A. 
Coleman,  v. p..  Standard  Food  Mar- kets Inc.  Standing  are  W.  J.  Willis 
(I),  WKY-TV  coml.  dept.,  and  G.  V. 
Wampler  (r),  adv.  mgr..  Standard 
Food.  The  30-minute  series  is 
scheduled   for  6:30-7   p.m.  Sunday. 

TV  ADVERTISER  Gil  Schaefer  signs 
for  Football  Incorporated,  featuring 
Detroit  Lions  professional  football 
talent,  on  WXYZ-TV  Detroit  on  be- 

half of  his  Walker  Motor  Ford  dealer- 
ship. Attending  ceremony  are  (I  to 

r):  Jimmy  Riddell,  pres.,  WXYZ; 
Sportscaster  Don  Wattrick;  Mr. Schaefer;  and  Fred  A.  Epps,  Rex.  Adv. 

Co.,   agency  for  Mr.  Schaefer. 
GULF  Refining  Co.  becomes  sponsor  of  Sports  of  All  Sorts  on  WHIO-TV Dayton  in  this  sendoff:  (L  to  r)  R.  N.  Mullen,  mgr..  Gulf  retail  sales;  Si 
Burick,  sports  editor,  Dayton  Daily  News  and  emcee  of  program;  Don  Lyons, 
prog,  dir.,  WHIO  and  show's  announcer;  W.  R.  Huber,  Pittsburgh,  gen.  sis. mgr..  Gulf;  R.  R.  Johnston,  Div.  gen.  mgr.,  Toledo  district. 

UHF  TUNER 
Displayed  by  Tarzian 

TUNING  DEVICES  designed  to 
permit  full  reception  of  both  VHF 
and  UHF  telecasts  by  a  single 
video  receiver  were  demonstrated 
Thursday  at  Bridgeport,  Conn.,  by 
Sarkes  Tarzian  Inc.  TV  chassis 
equipped  with  the  Tarzian  devices 
received  the  World's  Series  pro- gram by  VHF  from  New  York  and 
by  UHF  from  the  RCA-NBC  ex- 

perimental station  at  Bridgeport. 
The  new  Tarzian  VHF  tuner, 

TT16,  features  full  12-channel 
VHF  performance,  plus  a  UHF 
position  in  which  the  tuner  is 
changed  to  an  amplifier  for  UHF 
intermediate  frequency,  Mr.  Tar- 

zian explained,  the  switch  position 
being  added  to  the  existing  12  so 
that  full  VHF  and  full  UHF  are 
available.  When  the  TT16  tuner  is 
utilized  in  a  VHF  video  receiver, 
UHF  reception  can  be  provided  by 
a  full  range  Tarzian  UHF  tuner 
which  connects  to  a  special  input 
circuit  in  the  TT16  tuner  by  means 
of  brackets  permitting  easy  field installation. 
The  UHF  tuner  was  said  to 

cover  the  full  range  of  470-890  mc, 
with  a  three-section  tuning  ele- 

ment, two  used  for  band-pass  input 
and  one  for  oscillator  tuning. 

Mr.  Tarzian,  operator  of  WTTS 
and  WTTV(TV)  Bloomington,  Ind., 
as  well  as  head  of  his  electronic 
parts  manufacturing  firm,  and  C.  L. 
Cade,  distributor  sales  manager  of 
Sarkes  Tarzian  Inc.,  conducted  the 
meeting,  attended  by  some  25  rep- 

resentatives of  the  technical  elec- tronics press. 

MOVIE  TV  TAX 
Asked  by  Phila.  Council 

LICENSE  fee  threat  to  Philadel- 
phia theatre  TV  exhibitors,  lurking 

in  the  background  since  the  Robin- 
son-Turpin  fight  showing,  has 
materialized  with  a  City  Council 
petition  to  the  state  legislature. 
The  council  petitioned  to  ban 

theatre  television  as  "a  pernicious 
and  monopolistic  practice  limiting 
the  display  of  popular  TV  programs 
to  a  few  exhibitors."  The  objec- tions were  contained  in  a  resolu- 

tion introduced  by  James  G.  Clark 
and  approved  by  the  council.  Mr. 
Clark  had  promised  such  action 
after  the  Robinson-Turpin  fight 
[Broadcasting  •  Telecasting, Sept.  17]. 
At  the  same  time  he  also  intro- 

duced an  ordinance  under  which 
exhibitors  would  pay  a  $1,500 
license  fee  to  show  closed  circuit 
programs.  Proposal  was  referred 
to  the  public  safety  committee. 
Public  hearings  will  be  held  on  his 
suggestion  if  Pennsylvania  does 
not  prohibit  these  showings,  he 
added. 

Three  other  Philadelphia  mem- 
bers of  the  legislature  also  indi- 

cated they  plan  to  author  a  bill 
requiring  a  $2,000  license  fee  for 
places  using  direct  TV  with  an  ad- mission charge.  The  bill  would 
cover  Philadelphia  and  subject 
violations  to  a  $5,000  fine. 

NEW  STATION  BIDS 
KOOL,  KIFI  File  With  FCC 

TWO  TV  applications  were  filed last  week  with  FCC  for  Phoenix 
and  Idaho  Falls,  and  an  applica- 

tion for  Mobile,  Ala.,  was  indi- cated. 
KOOL  Phoenix  asked  for  Chan- nel 10  with  200  kw  radiated  power. 

It  estimated  $359,208  for  construc- 
tion, $110,000  per  year  operating costs. 

KIFI  Idaho  Falls  filed  for  Chan- 
nel 3  with  3.06  kw  radiated  power. 

It  plans  to  spend  $82,462  on  build- 
ing, $90,000  yearly  for  operating. Same  interests  intend  to  apply  for 

Pocatello,  Boise,  Twin  Falls,  Idaho; 
Butte,  Mont. 

A  Mobile,  Ala.  application  will 
be  filed  in  name  of  Mobile  Tele- 

vision Corp.,  organized  by  Mobile 
Press  Register  and  WDSU-AM-TV New   Orleans  interests. 

Officers  of  the  new  company  are 
Edgar  B.  Stern,  Jr.,  chairman; 
R.  B.  Chandler,  president;  William 
J.  Hearin,  Jr.,  Robert  D.  Swezey, 
A.  Louis  Read,  Walter  D.  Bellin- 
grath,  vice  presidents;  Lester 
Kabacoff,  secretary  and  ass't. treasurer;  Arthur  Tonsmeire,  Jr., 
treasurer.  Messrs.  Stern,  Swezey, 
Read  and  Kabacoff  are  WDSU 
principals;  Messrs.  Chandler,  Hea- rin, Bellingrath  and  Tonsmeire  are Press  Register  principals. 

Meanwhile,  KDYL-TV  Salt  Lake 
City  plans  a  new  antenna  instal- lation atop  9,363-ft.  Mt.  Nelson  in 
the  Oquirrh  Range  west  of  Salt 
Lake,  it  has  been  announced  by 
S.  S.  Fox,  president  and  general 
manager  of  KDYL-TV.  Power  of 50  kw  radiated  would  not  only 
cover  85%  of  Utah's  population, but  would  also  make  some  TV 
service  available  to  Southern 
Idaho,  Mr.  Fox  said. 

HILL  OR  NO  HILL 
They  Get  Programs 

OUT  IN  THE  mountain  area  of 
western  North  Carolina  two  am- 

bitious residents  living  on  Route 
2,  Sparta,  are  getting  TV  recep- tion in  the  shadow  of  a  ridge. 
Having  bought  receivers,  Gene R.  Irwin  and  Bert  Shumate  decided 

to  do  something  about  it  when  they 
couldn't  get  any  pictures.  Mr. 
Shumate's  son  Hershey,  who  was 
taking  a  correspondence  electronics 
course  at  the  time,  went  to  work on  the  problem. 

The  two  families  put  up  a  30-foot 
pole  1,500  feet  away.  It  sat  atop 
the  mountain  that  was  barring  the 
TV  signals.  From  an  antenna  on 
the  pole  they  connected  two  No. 
bare  copper  wires,  using  spacers 
every  five  feet  to  keep  wires  an inch  apart.  The  wires  are  held  up  by 
small  posts.  A  two-set  TV  coupler was  attached  at  the  Shumate  home. 
From  this  coupler  the  wires  were 
carried  another  1,500  feet  to  the Irwin  home. 

The  Shumate  signal  was  fine  but 
the  Irwin's  had  only  a  fair  picture 
so  a  booster  was  placed  on  his  set. 
Later  another  booster  was  installed. 
Antenna  has  automatic  timer. 
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BASEBALL  THRILLE
RS   See"  coasMo-coast WORLD  SERIES  baseball  — as 

well  as  the  playoff  games  between 
the  Giants  and  Dodgers  for  the 
National  League  Pennant — were 
telecast  coast-to-coast  for  the  first 
time  last  week,  through  the  com- 

bined efforts  and  competition  of 
two  networks  and  a  local  New 
York  outlet. 

Transcontinental  television  had 
been  utilized  previously  for  cover- 

age of  the  Japanese  Peace  Treaty 
signing  in  San  Francisco  [Broad- 

v casting  •  Telecasting,  Aug.  27] and  for  the  special  Crusade  for 
Freedom  marathon  [Broadcasting 
•  Telecasting,  Oct.  1]. 

Sept.  29  Broadcast 
The  nation-spanning  hookup  had 

been  introduced  commercially  for 
the  first  time  Sept.  29  when  net- 

works started  airing  regular  shows 
from  East  to  West  [Broadcasting 
•  Telecasting,  Sept.  24].  First West  Coast  transmission  to  the  rest 
of  the  United  States  did  not  occur, 
however,  until  last  Sunday  (Sept. 
30)  when  the  Red  Skelton  Show  and 
Eddie  Cantor's  appearance  on  the Colgate  Comedy  Hour  were  trans- 

mitted from  Hollywood. 
Coast-to-coast  baseball  telecasts 

had  been  set  for  an  NBC  exclu- 
sive with  the  network's  purchase 

NBC  SITES 
Bklyn.,  Chicago  Expansion 

NBC  WILL  SPEND  more  than 
$500,000  on  a  new  video  studio  at 
its  Chicago  headquarters  in  the 
Merchandise  Mart,  Central  Division 
Vice  President  Harry  Kopf  an- 

nounced last  week.  Construction, 
which  will  start  immediately,  is 
expected  to  be  completed  and  the 
studio  in  service  by  the  beginning 
of  next  year,  he  said. 

The  new  video  studio  for  WNBQ 
replaces  former  radio  Studio  E. 
Three  camera  chains  will  be  in- 

cluded in  the  studio  plan  and  dress- 
ing rooms  will  be  built  into  an  ad- 

jacent corridor. 
NBC-TV  Chicago  has  five  other 

studios.  The  largest  is  on  the  en- 
larged stage  of  the  Studebaker 

Theatre  on  S.  Michigan  Ave.,  while 
the  others  are  located  in  the  Mart. 

Brooklyn  Purchase 
Tract  of  land  in  Brooklyn  has 

been  purchased  by  NBC  from  Vita- 
graph  Corp.,  subsidiary  of  Warner 
Bros.  Pictures  Corp.,  on  which  will 
be  constructed  the  network's  larg- est television  studio,  according  to 
Joseph  V.  Heffernan,  NBC  financial 
vice  president. 
The  purchase  contract  signed 

last  week  describes  the  area  as 
containing  several  buildings,  one of  which  will  be  converted  into  the 
new  studio  measuring  85  x  185  ft., 
or  15,725  sq.  ft.  of  floor  space. 
Having  already  taken  possession  of 
the  premises,  NBC  will  shortly 
begin  construction  of  the  new 
studio. 
BROADCASTING    •  Telecasting 

of  television  rights  to  the  World 
Series.  Part  of  the  agreement  re- 

quired that  NBC  share  its  picture 
with  any  MBS-affiliated  stations 
that  might  have  TV  outlets.  MBS 
carried  the  series  radio  coverage. 

Baseball  TV  hassle  really  started 
when  the  unexpected  playoff  was 
required  in  the  National  League. 
WOR-TV,  which  does  not  have  a 
network  affiliation  but  has  rights 
to  Dodgers  games,  was  approached 
with  virtually  nation-wide  offers 
to  participate  in  their  exclusive  on 
the  first  playoff  game.  WOR  in 
turn  approached  ABC,  which 
thought  it  might  obtain  sponsor- 

ship from  the  American  Tobacco 
Co.,  but  while  negotiations  were 
in  progress,  CBS-TV  bought  the 
rights.  The  Columbia  network  was 
still  clearing  outlets  five  minutes 
before  the  playing  started. 

Since  WOR-TV  and  CBS-TV  fa- cilities could  not  be  connected 
readily,  however,  ABC  was  called 
upon  to  make  the  match,  which 
they  did  through  their  67th  St. 
studio  located  next  door  to  WOR- 
TV  facilities.  ABC  then  passed 
transmission  along  to  AT&T,  which 
relayed  the  program  to  CBS-TV outlets  for  participation  by  42 
stations.  Since  transcontinental 
facilities  so  far  allow  transmission 
of  only  one  program  in  each  di- 

rection, CBS-TV  had  to  get  a  re- 
lease from  NBC,  which  had  ar- 

ranged for  the  time.  In  turn,  CBS- 
TV  yielded  its  Tuesday  and  Wed- 

nesday time  to  NBC-TV,  which 
had  secured  network  rights  to  the 
last  two  games. 

KFEL's  Closed  Circuit 
KFEL,  Denver  MBS  affiliate,  ob- 

tained series  rights — although  Den- 
ver is  a  non-television  city — for 

closed  circuit  telecast.  KFEL  in- 
stalled receivers  in  the  local  Brown 

Palace  and  Cosmopolitan  Hotels 
and  other  locations  for  public  view- ing. 

Coverage  of  the  first  playoff 
was  cooperatively  shared  through- out the  nation,  while  Liggett  & 
Myers  (Chesterfield  Cigarettes), 
backer   of  all   Giant  games  this 

season,  sponsored  the  last  two 
games,  carried  by  NBC  from  the 
Polo  Grounds  after  rights  were 
purchased  from  WPIX  New  York, 
title-holder  for  Giant  coverage 
throughout  the  season. 

Mutual  network,  carrying  the 
playoffs  on  radio,  donated  coverage 
of  the  first  half  of  each  game, 
while  R.  J.  Reynolds  Tobacco  Co., 
for  Camel  Cigarettes,  paid  for  the 
final  half. 

50  Million  Viewers 
NBC-TV,  which  had  picked  up 

the  last  two  playoffs  from  WPIX, 
reciprocated  by  granting  World 
Series  participation  to  the  local 
outlet.  With  WOR-TV  handling- 
World  Series  originations  for  NBC- 
TV,  therefore,  three  television 
stations  in  New  York— WNBT, 
WOR-TV,  and  WPIX— and  two radio  stations— WOR  and  WINS 
— were  carrying  the  events.  Na- 

tion-wide television  audience 
topped  50  million  viewers,  it  was 
estimated,  when  some  52  stations 
affiliated  with  NBC  carried  the 
series,  in  addition  to  several  Mu- tual-related TV  outlets.  Gillette 
Safety  Razor,  which  had  bought 
series  sponsorship  for  the  next 
three  years,  was  sponsor. 
To  handle  television  camera 

work  for  the  series  games,  WOR- 
TV  moved  a  quarter  of  a  million 
dollars  worth  of  equipment  into 
the  Polo  Grounds  prior  to  the 
opening  of  the  games  there.  Their 
inventory  listed  a  notable  assem- 

blage of  cameras,  monitors,  receiv- 
ers, synch  generators,  test  equip- 

ment, relays,  cables,  and  fire  ex- tinguishers with  a  total  weight 
in  excess  of  six  tons.  More  than 
50  technicians  were  required  to 
handle   operations  at  the  field. 

As  actual  coverage  settled  into 
the  already-done  departments  of 
radio  and  television  outlets  last 
week,  special  individual  programs 
were  being  prepared  for  late-eve- 

ning schedules — by  film,  by  trans- 
cription— to  let  all  America,  eve- 

ning as  well  as  daytime  audiences, 
know  about  their  favorite  sport. 

Herblock  in  Washington  Post 

SET  OUTPUT  CUT 
Defense  Brings  Conversion 

WITH  TV  receiver  production  cut 
to  40%  of  last  year's  total,  the DuMont  Television  Receiver  Manu- 

facturing Plant  at  East  Patterson, 
N.  J. — described  as  the  world's 
largest,  with  480,000  square  feet 
capacity — is  being  converted  to 
production  of  electronic  equipment 
for  U.  S.  military  needs,  it  has 
been  announced. 

Dr.  Allen  B.  DuMont  said  that 
raw  material  requirements  for  the 
defense  effort  necessitated  the  cut 
in  receiver  production,  and  dis- 

closed that  two  of  the  plant's  four conveyor  lines  have  already  been 
allocated  to  government  production. 

WISHING  each  other  good  luck  at 
a  cocktail  party  before  NBC-TV's Comedy  Hour  had  its  first  trans- continental run  on  the  microwave 
relay  from  Hollywood  are  (I  to  r) 
Robert  Healy,  ad  manager,  Colgate- 
Palmolive-Peet  Co.,  sponsor;  Eddie 
Cantor,  star,  and  Sam  Fuller,  execu- 

tive producer. 

BENDIX  CONTRACT 
NBC-TV  Signs  Film  Star 

ALTHOUGH  financial  arrange- 
ments weren't  revealed,  William Bendix,  film  and  radio  star,  has 

been  signed  to  an  exclusive  long 
term  NBC-TV  contract.  With'  no definite  format  having  been  worked 
out  as  yet  for  a  regular  weekly  pro- 

gram, it  is  understood  he  will  fill 
guest  spots  on  various  NBC-TV shows'  for  the  time  being.  Mr. Bendix  for  several  seasons  starred 
in  Life  of  Riley<  on  radio. 
NBC-TV  also  is  negotiating  with 

Al  Pearce,  comedian,  to  bring  him 
out  of  retirement  and  revive  his 
radio  show,  Al  Pearce  and  His 
Gang,  on  a  five-weekly  60-minute daytime  participating  sponsorship 
basis  for  video.  Since  leaving  show 
business  a  few  years  ago,  Mr. 
Pearce  has  been  devoting  time  to 
a  prune-pitting  machine  which  he developed  and  is  marketing. 

AUDIENCE  participation  program 
What's  The  Name  of  That  Song? moves  from  KTSL  (TV)  Los  Angeles 
to  KHJ-TV  that  city.  Thrifty  Drug 
Stores  is  sponsor  through  Milton 
Weinberg  Adv.,  L.  A. 

R.I. P.:  Tube  RCA-8D21 
TV  TUBE  RCA-8D21,  9,254.8 
hours  old,  passed  away  while 
in  operation  last  month  at 
KING-TV  Seattle,  Wash.  The 
TV  transmitter  tube  was 
born  in  Lancaster,  Pa.,  and 
was  graduated  from  the  RCA 
production  lines  in  due 
course.  Though  serving  al- 

most exclusively  and  contin- 
uously with  KING-TV,  RCA- 8D21  achieved  recognition 

for  its  advanced,  record- 
breaking  service.  Death  was 
attributed  by  George  Free- 

man, KING-TV  chief  engi- neer, to  old  age.  He  reported 
it  was  "vigorous  and  full  of 
electrons  to  the  end."  It  was 
replaced  by  a  younger  mem- ber of  the  television  trans- mitter section. 
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THE  RED  SKELTON  SHOW, 
which  made  its  video  debut  on 
NBC-TV  Sept.  30  for  Procter  & 
Gamble,  gave  Star  Skelton  a  rigor- 

ous workout  in  his  initial  perform- 
ance that  may  be  hard  to  maintain 

— if  at  all  desirable — in  subsequent 
showings. 

Save  for  a  brief  musical  inter- 
lude, when  the  Skylarks  sang  and 

danced  "Hallelujah"  and  during  a couple  of  filmed  commercials  for 
Tide  and  Camay,  Mr.  Skelton  re- 

mained in  front  of  the  cameras — 
and  microphone — for  the  full  30 minutes. 

The  program  opened  with  a  pro- file view  of  the  star  in  full  Indian 
chief  headdress,  held  for  fully 
three  seconds  before  he  turned  to 
face  the  camera,  grimace  and 
speak  the  immortal  comedy  line, 
"One  moment,  please."  Then  fol- lowed a  fast  and  furious  parade  of 
the  kind  of  sight  gags  with  which 
Red  has  wowed  'em  in  vaudeville, 
night  clubs  and  on  the  motion  pic- ture screen. 

These  were  the  American  tour- 
ist in  his  first  British-tailored  suit, 

a  covey  of  armed  service  hitch- 
hikers— Army,  Navy  and  Marine 

— and  such  an  alarmingly  numer- ous assortment  of  drunks  that  one 
might  well  have  believed  the 
pulled-up  coat  collar,  battered  hat 

PROGRAM  FACTS 
Program:  Red  Skelton  Show. Sponsor:  Procter  &  Gamble. Agencies:     Benton     &  Bowles, 

N.  Y.;  Russel  M.  Seeds,  Holly- wood. Producer-Star:  Red  Skelton. Director:  John  Gaunt. Asst.  Director:  Ed  Hillie. Technical    Director:    William  L. States. Musical  Director:  David  Rose. Writers:    John    Murray,  Ben Freedman,  Jack  Douglas,  Red Skelton. Set  Designer:  Ken  MacClelland. Cast:  Different  cast  each  week. 
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and  buckled  knee  to  constitute  Mr. 
Skelton's  favorite  pose. 

Giving  of  himself  without  stint, 
Mr.  Skelton  helped  his  radio  fol- 

lowers to  accompany  him  on  his 
transition  to  television  by  giving 
in  his  first  video  show  brief 
glimpses  of  some  of  the  characters 
that  he  has  made  household  words 
— and  vice  versa — in  radio.  These 
were  "Deadeye,"  desperado  of  the Old  West,  on  whom  Red  hung  the 
equally  old  piece  of  business  of 
mis-synchronizing  the  action  of 
shooting  a  gun  with  the  sound  of 
the  shot;  "Junior,"  who  for  years 
has  won  all  honors  as  radio's  most 
disagreeable  brat;  the  crooked 
politician,  "San  Fernando  Red"; 
the  punch-drunk  fighter,  "Cauli- 

flower"; the  clumsy  oaf,  "Clem 
Kediddlehoffer." "Portraying"  is  perhaps  the 
wrong  word.  Mostly  Red  just 
talked  the  character,  then  showed 
a  still  photo  of  how  the  individual 
will  appear  on  future  TV  shows 
when  Skelton  takes  the  time  to 
don  makeup  and  costume,  which 
he  did  on  the  opening  show  only 
for  the  Irish  tenor  sequence,  long- 

est single  item  in  the  program. 
Red's  lines,  like  his  unparalleled mugging,  were  in  the  best  low 

comedy  tradition.  For  example, 
when  introducing  a  commercial 
(and  the  fact  he  did  introduce  the 
commercial  was  in  itself  in  full 
harmony  with  the  spirit  of  the 
show),  Red  asked  the  audience  to 
stand  by — "we'll  be  back  in  just 
a  minute  with  an  English  movie." 

High  spot  of  the  show — at  least for  this  viewer,  whose  love  of  low 
comedy  is  sometimes  viewed  with 
disfavor  by  the  distaff  side  of  the 
house — came  at  the  end  of  the  per- 

formance. Mr.  Skelton  stepped  be- 
fore the  curtain  to  explain  that  if 

this  were  radio  they'd  just  cut  him off  when  the  time  ran  out  but  in 
television  he  could  stay  there  all 
night.  Just  then  a  pair  of  brawny 
hands  reached  out  from  beneath 
the  curtain,  grabbed  his  ankles 
and  unceremoniously  dragged  him 
off,  face  down. 
As  an  opening  program,  the 

half-hour  Skelton  monolog  was  a 
reasonably  amusing  show.  For  a 
week-in,  week-out  diet,  however,  it 
appears  to  this  reviewer  that  Red 
will  need  help  from  his  writers 
and  other  actors  to  present  the 
kind  of  a  TV  series  that  will  dupli- 

cate the  popularity  of  his  radio 
broadcasts. 

THE  SEPT.  29  COLLEGE  FOOT- 
BALL COLORCAST,  a  35-0  walk- 
away by  California  over  Penn- sylvania, left  this  observer  two 

principal  impressions  which  at 
first  might  seem  to  be — if  the  word 
will  be  excused — incompatible. 

First,  color  is  good  for  a  foot- ball telecast.  It  is  a  compelling 
addition  which  makes  watching 
easier.  Second,  this  particular  per- 

formance, at  least,  displayed  some 
imperfections  which  intermittently 

turned  one's  attention  from  the business  at  hand. 
The  color  reproduction,  in  this 

on-looker's  opinion,  fell  short  of what  nature  had  in  mind.  Without 
knowing  what  shades  the  Penn 
players  are  favoring  this  season, it  seems  safe  to  assume  that  the 
colors  are  more  uniform  than  ap- 

peared to  be  the  case  in  the  TV version. 
Color  fringing  sometimes  made 

the  stripes  on  the  officials'  shirts seem  to  have  faded  onto  the  adjoin- 
ing white  areas,  and  a  color  tinge — reddish  on  some  of  the  four  sets 

CBS-TV  had  set  up  for  guests  in 
its  New  York  quarters,  greenish  on 
others — seemed  to  hang  over  the 
long-range  crowd  shots. 

This  viewer  did  not  discern,  as 
some  observers  reported  they  did, 
any  color  breakup  or  other  flaws 
which  might  be  deemed  peculiar 
to  fast-motion  shots.  And  it  was 
much  easier  to  follow  the  plays  in 
color — an  advantage  which  the 
cameramen  occasionally  did  not  en- 

joy, though  this  was  more  a  tribute to  adroit  ball-handling  by  the  Cali- fornia backfield  than  a  criticism 
of  the  camera  work.  Pennsyl- 

vania's football  team,  as  the  score 
suggests,  encountered  the  same trouble. 

PROGRAM  FACTS 
Penn.-Calif.  football  game,  9-29, 
CBS  (color)  from  Franklin Field,  Philadelphia. Producer-Director:  Judson Bailey. 

Commentators:  Connie  Desmond, and  Dr.  Mai  Stevens. No.  of  Stations:  11. 

HEAVY  SWIFT  BUY 
Takes  Films  on  WPIX 

SWIFT  &  Co.,  Chicago,  enters  New 
York  television  on  an  extensive 
scale  Oct.  15  with  an  hour- 
long  film  program,  Swift's  Movie Time,  to  be  aired  on  WPIX  (TV) 
week  nights  7:15-8:15  p.m.  under  a 
52-week  contract.  Agency  is  J. 
Walter  Thompson  Co. 

Harold  Wilson,  New  York  dis- 
trict manager  for  Swift,  said,  "We intend  to  bring  the  best  in  film 

fare  suitable  for  All-Family  view- 
ing to  the  city's  TV  audience  each week-day  night.  We  know  that 

bringing  this  top-flight  film  enter- tainment to  thousands  of  our  con- 
sumers will  help  our  metropolitan 

area  dealers  to  move  more  of  the 
Swift  products."  Some  12.5%  of national  food  store  sales  are  made 
in  the  New  York  area. 

Pabsr  Gets  Fight 
TEN-round  heavyweight  boxing 
bout  between  Ezzard  Charles,  for- 

mer world  champion,  and  Rex 
Layne  will  be  carried  coast-to- coast  exclusively  over  CBS  Radio 
and  Television  from  Forbes  Field, 
Pittsburgh,  Oct.  10,  10-10:45  p.m., 
sponsored  by  Pabst  Blue  Ribbon 
Beer,  through  Warwick  &  Legler, 
New  York. 

RCA  TESTS 
Public  Showings  Slated 

RCA  COLOR  television  tests  will 
be  open  to  the  public  in  New  York 
for  the  first  time  Oct.  9-19  when 
the  transmission  also  will  be  ex- 

tended to  Washington  for  viewing 
by  government  officials  [Broad- casting •  Telecasting,  Oct.  1]. 

RCA  placed  full-page  ads  in  New 
York  papers  Wednesday  to  an- nounce the  tests  and  to  request 
viewers  who  receive  the  morning 
programs  at  home  to  send  their reactions  to  the  company. 

Color  will  be  shown  at  the  Center 
Theatre  three  times  daily  except 
Sunday.  Transmission  is  author- ized only  under  test  license  from 
the  FCC,  so  only  one  color  program 
each  day — held  at  10  a.m.  before 
regular  programming  starts — will 
be  carried  over  WNBT  New  York's Channel  4.  Home  viewers  will  be 
able  to  receive  these  tests  in  black 
and  white  on  their  own  receivers. 
Other  showings,  at  2:15  and  4  p.m. 
will  be  carried  closed  circuit  to  the 
exhibition  sites. 

Admission  to  the  Center  Theatre 
will  be  by  ticket  only,  with  a  limit 
of  two  per  person.  They  may  be 
obtained  from  RCA  Color  Televi- 

sion, RCA  Bldg.,  New  York. 

Ruppert  Adds JACOB  RUPPERT  Brewery  of 
New  York  (Ruppert  Light  Ale, 
Mory's  Stock  Ale,  and  Ruppiner Dark  Beer)  extended  its  Candid 
Camera  TV  show  to  WTTG(TV) 
Washington  for  13  weeks  starting 
Sept.  24  and  shortly  will  add 
WRGB(TV)  Schenectady  for  13 
weeks.  Agency  is  Biow  Co.,  New York. 

NCAA  plan  for  controlled  football telecasts  is  outlined  to  members  of 
the  Chicago  Television  Council  by 
Tug  Wilson  (standing),  athletic  direc- tor of  Northwestern  U.,  Big  Ten 
commissioner  and  secretary  of  the 
National  Collegiate  Athletic  Assn. 
[Broadcasting  •  Telecasting,  Oct.  1], 
L  to  r:  George  Harvey,  commercial 
manager  of  WGN-TV  Chicago;  Mr. 
Wilson;  Clifton  Utley,  NBC-AM-TV news  commentator,  who  served  as 
moderator,  and  Roy  McLaughlin, 
sales  manager  of  WENR-TV  Chi- cago. Mr.  Wilson  spoke  at  Sept. 

25  session. 
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JULY  NETWORK  GROSS  G— 
1  ™>  ̂  

GENERAL  FOODS  Corp.  was  top 
client  of  the  TV  networks  during 
July,  expending  $467,653  for  time 
on  the  video  networks  (at  gross 
rates)  according  to  a  Broadcast- 

ing •  Telecasting  compilation  of 
individual  program  time  purchases 
during  that  month  as  reported  by 
Publishers  Information  Bureau. 

Procter  &  Gamble  Co.,  which  for 
months  has  stayed  at  the  top  of  the 
TV  network  advertiser  list,  match- 

,  ing  its  perennial  position  as  lead- 
ing radio  network  advertiser, 

dropped  to  sixth  place  among  the 
video  network  sponsors  in  July, 
following  the  summer  layoffs  of  the 
Garry  Moore  Show,  Kate  Smith 
and  Kukla,  Fran  &  Ollie,  which  ac- 

counted for  more  than  $350,000  of 
P  &  G's  gross  TV  network  time purchases  in  June. 

Despite  changes  in  rank  order, 
however,  nine  of  the  top  ten  adver- 

tisers on  the  TV  networks  in  July 
(see  Table  I)  were  holdovers  from 
the  June  top  ten  [Broadcasting  • 
Telecasting,  Aug.  13].  Quaker 
Oats  Co.,  tenth  ranking  TV  net- 

work client  in  June,  was  replaced 
in  July  by  Philco  Corp.,  which 
ranked  tenth  that  month.  Leading 
advertisers  in  the  various  product 
groups,  are  listed  in  Table  II. 

Overall,  the  TV  networks  in  July 
did  not  suffer  any  such  decline  as 
is  usual  with  the  radio  networks. 
The  July  combined  TV  gross  time 
sales  totaled  $8,924,473,  less  than 
1%  below  the  June  total  of  $8,996,- 940. 
Breakdown  of  time  sales  by 

product  classes  [Table  III  shows 
class  billings  for  July  and  for  Jan- 

uary-July, this  year  compared  with 
last]  reveals  little  change  from 
June  to  July.  Foods  continued  to 
maintain  the  lead  position  as  the 
most  advertised  type  of  wares  on 
network  television.  As  in  June, 
smoking  materials  ranked  second 
and  toiletries  third. 
Soaps  and  cleansers,  ranking 

fourth  in  June,  were  in  fifth  place 
in  July,  while  automotive  products, 
ranking  fifth  in  June,  took  fourth 
position  in  July.  Household  equip- 

ment stood  sixth  in  both  months, 
beer  seventh  and  radio  and  TV 
sets  eighth.  Candy  and  soft  drinks, 
not  included  in  the  top  ten  cate- 

gories in  June  ranked  ninth  in 
July,  with  drugs  and  remedies,  in 
ninth  position  in  June,  standing 
tenth  in  July  and  household  fur- 

nishings, in  tenth  place  in  June, 
not  included  in  the  leading  classes 
in  July. 

TABLE  I 
TOP  TEN  TV  NETWORK  ADVERTISERS  FOR  JULY  1951 

1.  General    Foods    Corp  $467,653 
2.  R.  J.  Reynolds  Tobacco  Co     398,640 
3.  Colgate-Palmolive-Peet  Co   396,249 4.  P.  Lorillard  Co     295,760 
5.  Liggett   &   Myers   Tobacco  Co   292,260 
6.  Procter    &    Gamble    Co     282,995 
7.  Lever    Brothers   Co     279,195 
8.  American   Tobacco  Co     262,655 
9.  Ford    Motor    Co     253,675 

10.  Philco  Corp     171,625 

TABLE  II 
TOP  TV  NETWORK  ADVERTISERS  BY  PRODUCT  GROUP  FOR  JULY  1951 
Apparel,  Footwear  &  Access Automotive,  Auto.  Access.  & 

Equip. 
Beer,  Wine  &  Liquor 
Confectionery  &  Soft  Drinks 
Drugs  &  Remedies Food  &  Food  Products 
Gasoline,  Lubricants  &  Other 

Fuels 
Household  Equip.  &  Supplies 
Household  Furnishings 
Industrial  Materials 
Jewelry,  Optical  Goods  & 

Cameras 
Office  Equip.,  Stationery  & 

Writing  Supplies 
Publishing  &  Media 
Radios,  TV  Sets,  Phonographs, 

Musical  Instruments  &  Access. 
Retail  Stores  &  Direct  by  Mail 
Smoking  Materials 
Soaps,  Cleansers  &  Polishes Toiletries  &  Toilet  Goods 
Miscellaneous 

Witting  to  Speak 
CHRIS  J.  WITTING,  director,  Du- 
Mont  Television  Network,  and 
Francis  T.  Murphy,  director  of 
inter-collegiate  athletics  at  the  U. 
of  Pennsylvania,  are  to  be  guest 
speakers  Oct.  10  (Wednesday)  at 
the  second  fall  meeting  of  the  Tele- 

vision Assn.  of  Philadelphia. 
BROADCASTING    •  Telecast! 

international  Latex  Corp.  $  59,775 
Ford  Motor  Co.  253,675 
Joseph  Schlitz  Brewing  Co.  135,300 
Canada  Dry  Ginger  Ale  Inc.  70,830 
Noxzema  Chemical  Co.  90,135 
General  Foods  Corp.  467,653 
Gulf  Oil  Corp.  54,900 
Westinghouse  Electric  Corp.  156,750 
Armstrong  Cork  Co.  90,120 
Anchor-Hocking  Glass  Corp.  95,433 
Gruen  Watch  Co.  40,230 
Minnesota  Mining  &  Mfg.  Co.  68,925 
Curtis  Publishing  Co.  66,150 
Philco  Corp.  171,625 
Drugstore  Television  Productions  155,813 
R.  J.  Reynolds  Tobacco  Co.  398,640 
Procter  &  Gamble  282,995 
Colgate-Palmolive-Peet  Co.  266,259 
Gen'l    Conference  of  Seventh 

Day  Adventists  20,432 
TABLE  III 

GROSS  TV  NETWORK  BILLINGS  FOR  JULY  AND  JAN.-JULY  1951 
AS  COMPARED  TO  SAME  PERIOD  1950 

Apparel,  Footwear  & 
Access.  '. Automotive,  Automotive 
Access,  and  Equip- ment 

Beer,  Wine  &  Liquor 
Bldg.  Materials,  Equip. 

Equip.  &  Fixtures Confectionery  &  Soft Drinks 
Consumer  Services 
Drugs  &  Remedies 
Food  &  Food  Products 
Gasoline,  Lubricants  & 

Other  Fuels 
Household  Equip.  & 

Supplies Household  Furnishings 
Industrial  Materials Insurance 
Jewelry,  Optical  Goods 

&  Cameras 
Office  Equip.,  Stationery 

&  Writing  Supplies 
Publishing  &  Media 
Radios,  TV  Sets,  Phonographs 

Musical  Instruments  & 
Access.  367,279  2,875,632 

Retail  &  Direct  by  Mail  180,953  1,172,223 
Smoking  Materials  1,503,295  8,847,010 
Soaps,  Cleansers  &  Polishes  650,191  5,107,283 
Toiletries  &  Toilet  Goods  1,262,318  7,282,289 
Miscellaneous  20,432  711,934 

July 

1951 
Jan. -July 

1951 

July 

1950 
Jan. -July 
1950 

108,801 $  1,446,827  $ 
7,260  $ 

354,143 

898,036 494,708 5,778,981 
2,808,731 

7,690 

146,855 
36,672 

2,304,413 685,183 

263,395 
256,534 

1,668,278 

1,550,271 315,712 
1,193,749 

13,606,316 

109,174 
10,890 
12,600 276,127 

614,281 110,655 
122,400 

2,224,200 
150,773 1,425,660 31,560 604,230 

558,162 156,600 
199,638 

4,025,040 
2,094,859 
1,810,991 246,990 

5,775 25,500 119,279 
909,518 
991,519 213,492 

50,005 1,162,856 43,296 
68,925 
66,150 

237,480 464,228 19,650 144,947 

84,120 
349^654 

5,775 208,974 
4,628 

1,554,182 
1,631 2,902,031 199,290 

1,352,013 
99,724 

TOTAL $8,924,473  $64,172,752  $1,454,493  $15,432,288 
SOURCE:  PUBLISHERS  INFORMATION  BUREAU 
*  19S0  figures  cover  ABC,  CBS,  NBC  TV  networks  only,  with  DuMont  excluded;  1951  figures include  all  four  networks. 

ARRANGEMENTS  for  TV  presenta- 
tion of  a  newsreel  series  are  com- 

pleted for  ABC  by  Slocum  Chapin 
(r),  network  vice  president  in  charge 
of  owned  TV  stations,  as  pact  is 
sealed  by  handshake  with  Jack 
Bisco,  vice  president  and  general  busi- 

ness manager  of  United  Press.  UP 
is  collaborating  on  production  with 

20th  Century-Fox. 

EIDOPHOR-CBS 
U.S.  Showing  Soon 

PLANS  for  demonstration  of  Eido- 
phor-CBS  large  screen  theatre color  television  in  the  U.  S.  before 
the  end  of  the  year  were  announced 
last  week  by  Spyros  P.  Skouras, 
president  of  20th  Century-Fox  Film 
Corp.,  which  last  summer  acquired 
rights  to  use  the  CBS  color  techni- 

que with  the  Eidophor  large-screen 

system. This  large-screen  color  TV  will 
be  available  to  the  nation's  motion picture  audiences  within  a  short time  after  its  first  U.  S.  showing, 
Mr.  Skouras  predicted. 

The  20th  Century  executive's  an- nouncement came  upon  his  return 
from  Zurich,  Switzerland,  where  he 
witnessed  a  demonstration  of  the 
system  for  newsmen.  He  said  the 
demonstration  was  "spectacular 
and  overwhelming,"  foreshadowing "a  whole  new  era  of  prosperity  for 
the  motion  picture  industry." 

A  CBS  Labs.  Division  announce- 
ment of  Mr.  Skouras'  statement also  quoted  press  reports  from 

Zurich  describing  pictures  in  the 
demonstration  as  "very  vivid,  all 
colors  perfectly  natural,  with  shad- ings delicate  and  of  exquisite 
reality,"  and  saying  that  observers "termed  the  quality  of  the  pictures 

excellent." 
Kingsley  Resigns 
ROBERT  KINGSLEY,  who  co- founded  Telenews  Productions  Inc. 
with  Jack  Tobin,  announced  his 
resignation  Tuesday,  following 
that  of  Mr.  Tobin  by  several  weeks. 
As  chief  of  production,  Mr.  Kings- 
ley's  recent  post  was  production supervisor  for  Your  Esso  Reporter, 
weekly  half-hour  news  show  on CBS  Television.  Mr.  Kingsley  will 
continue  his  association  with  mo- 

tion pictures  and  television  by 
operating  as  a  TV  film  production 
and  cost  consultant. 
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CROSLEY'S  $2  MILLION  CONTEST To  Serve  as  Promotion  for  1952  Line 

PROGRAM  OBSERVING  move  of  WSB-TV  Atlanta  to  new  tower  and  Channel 
2  included  (I  to  r)  James  M.  Cox  Jr.,  vice  chairman  of  board;  George  C. 
Biggers,  president  of  Atlanta  Newspapers  Inc.;  William  B.  Hartsfield,  Atlanta 

mayor,  and  Tom  Camp,  Fulton  County  commissioner. 

AT  FOOT  of  new  1,062-foot  tower 
of  WSB-TV  Atlanta,  Penny  Reinsch, 
daughter  of  Managing  Director  J. 
Leonard  Reinsch  (right)  of  Cox  radio 
and  TV  enterprises,  is  interviewed  by 
John  M.  Outler  Jr.,  WSB-AM-FM-TV 

general  manager. 

The  Atom 
(Continued  from  page  26) 

an  hour  lecture  program  in  Septem- 
ber 1949  featuring  Dr.  Clark  Good- 

man as  part  of  the  Fordham  study 
of  the  teaching  possibilities  on 
television.  ( Similar  experiments 
have  been  run  by  the  Census  Bu- 

reau and  just  recently  by  the 
Federal  Civil  Defense  Adminis- 
tration.) 
A  course  of  11  lectures  on  nuclear 

physics  was  given  over  WFIL-TV's University  of  the  Air  by  Dr.  Thomas P.  Merritt  of  Albright  College.  A  12th lecture  on  The  Birth  of  the  Bomb  was included  in  another  of  the  Philadelphia 
station's  courses. 

Several  lectures  on  the  atomic 
aspect  of  physics  were  included  in 
what  is  believed  to  be  the  first 
physics  course  ever  given  for 
credit  via  television.  It  was  a  joint 
project  of  Utah  U.  and  KSL-TV 
Salt  Lake  City. 
KTLA  and  KTTV  Los  Angeles, 

in  February  of  this  year,  with 
cameras  on  the  top  of  Mt.  Wilson — 
175  miles  away  from  the  scene — did  the  first  live  telecasts  of  an 
atomic  explosion,  one  of  the  series 
being  held  at  Las  Vegas,  Nev.,  at 
that  time. 

as  part  of  the  CBS  public  service  series Facts  We  Face. The  H-Bomb  and  Atomic  Energy, 
which  opened  Mrs.  Franklin  Roosevelt's famed  television  series  on  NBC  in  Feb- ruary 1950.  This  show  featured  Dr. 
Albert  Einstein,  Dr.  J.  Robert  Open- heimer  and  the  then  AEC  chairman, David  E.  Lilienthal. 
The  Atom  Tomorrow— two  telecasts featuring  top  scientists  of  the  AEC Radiation  Laboratory  at  Berkeley, Calif.,  produced  in  December  1950  by the  California  Academy  of  Science  for KGO-TV. You  and  the  Atom,  produced  by 

WOR-TV  New  York,  in  September 1950  as  part  of  a  telecast  mobilization series. 
Atomic  Report,  a  "March  of  Time" documentary  featuring  excerpts  from two  previous  MOT  films  covering  the atomic  program  with  updating  by Chairman  Gordon  Dean  of  the  AEC. 

Released  for  television  syndication  in August  1951. 
All  TV  networks  carried  Opera- 

tion Sandstone,  a  documentary  film 
made  for  the  AEC  which  depicted 
the  1948  atomic  weapons  tests  at 
the  Pacific  atoll  of  Eniwetok. 

Some  50  stations  have  telecast 
Engineering  for  Radioisotopes,  a 
21-minute  film  showing  how  an  or- 

der is  filled  at  the  "world's  largest 
atomic  drug  store"  at  Oak  Ridge. 

As  in  radio,  many  established 
discussion  and  science  programs 
feature  some  aspect  of  atomic  en- 

ergy from  time  to  time.  Included 
here  are  scripts  from  Dr.  Roy  K. 
Marshall's  Nature  of  Things 
(NBC)  ;  Court  of  Public  Issues  and 
The  Johns  Hopkins  Science  Review, 
both  DuMont  programs;  Meet  the 
Press,  Battle  Report  and  American 
Forum  of  the  Air,  all  NBC. 

Royal  Visit  on  TV 
WBEN-TV  Buffalo  will  tele- 

cast the  visit  to  Niagara 
Falls,  Ont.,  of  Princess  Eliza- 

beth and  the  Duke  of  Edin- 
burgh Oct.  14.  Cameras  will 

be  mounted  atop  a  nearby  ho- tel. Ed  Dinsmore  will  serve 
as  commentator  for  WBEN- 
TV.  Jack  Pegler,  president, 
Zoomar  Lens  Corp.,  is  lend- 

ing the  station  a  40-inch  re- flector lens  which  will  be 
flown  from  New  York  City. 
WBEN-TV  also  will  use  its 
own  Zoomar  lens.  The  Buf- 

falo station  originated  its 
first  telecast  from  Niagara 
Falls  in   September  1948. 

CROSLEY  Division  of  Avco  Mfg. 
Corp.  will  distribute  more  than  $2 
million  in  prizes  in  its  "Ameri- can Way"  contest  now  being 
launched  through  the  company's 
radio,  TV /  appliance  dealers  to serve  both  as  an  introductory  pro- 

motion for  Crosley's  new  1952  line 
and  as  a  rekindling  of  the  pub- 

lic's appreciation  of  the  value  of the  American  way  of  life. 
Contestants  filling  out  brief 

"True  and  False"  quizzes  on  Cros- 
ley  products  and  telling  in  50 
words  or  less  "What  the  Ameri- 

can Way  of  Life  Means  to  Me" are  eligible  for  1,001  prizes  topped 
by  a  first  national  prize  of  $10,- 
000  in  cash,  with  another  $10,000 
to  be  awarded  to  the  church  or 
charity  of  his  choice,  followed  by 
scores  of  smaller  cash  and  mer- chandise awards.  Contest  ends 
Dec.  1.  Participants  in  the  na- tional and  local  contests,  which 
together  include  cash  awards  to 
church  or  charity  totaling  $500,- 
000,  must  visit  their  Crosley  deal- ers to  get  the  entry  blanks,  but 
are  not  required  to  make  pur- chases. 

Asks  'Aggressive'  Selling 
In  announcing  the  contest  at  a 

news  conference  Wednesday,  John 
W.  Craig,  Avco  vice  president 
and  general  manager  of  the  Cros- ley Division,  noted  that  just  as 
the  radio  and  television  manufac- 

turers had  developed  new  means 
to  maintain  production  at  former 
levels  in  the  face  of  stringent  ma- terial limitations,  so  must  they 
"carry  forward  aggressive  sales, 
advertising  and  sales  promotion 
activities."  Declaring  that  "selling is  as  vital  a  part  of  our  civilian 
economy  as  is  production,"  he  said that  his  company  is  going  to  back 
the  production  of  the  products  in 
its  1952  line  "with  intensive  sales, advertising  and  sales  promotion 
campaigns,  for  which  the  'Ameri- can Way'  contest  will  provide  a launching  and  an  impetus  that  we 

FILM  PRODUCTION 
Council  Sets  Union  Area 

TELEVISION  producers  in  Holly- wood have  been  informed  by  the 
AFL  Film  Council  that  union 
jurisdiction  covered  production  of 
16mm  film  for  commercial  release 
as  well  as  35mm  film. 

"Regardless  of  gauge,"  the  coun- 
cil announcement  said,  "film  union jurisdiction  extends  to  all  film 

production  for  commercial  pur- 

poses." 

The  Film  Council  action  followed 
reports  that  some  TV  producers 
have  claimed  union  jurisdiction  does 
not  extend  to  the  production  of 
16mm  film  for  television. 
The  council  has  postponed  its 

next  regular  meeting  date  inas- much as  one  of  its  affiliates,  IATSE, 
was  scheduled  to  have  met  with 
producers  last  week. 

believe  will  be  history-making  in 
these  industries." W.  A.  Blees,  Avco  vice  president 
and  general  sales  manager  of  the 
Crosley  Division,  said,  "This  con- test will  provide  an  opportunity 
for  millions  of  our  customers  to 
sit  down  and  put  into  words  what 
the  American  way  of  life  means  to 

them." 

Compares  Radio  Abroad 
Contrasting  what  life  offers  the 

average  citizen  of  America  and of  other  lands,  Crosley  displayed 
radios  and  TV  sets  and  appliances 
manufactured  abroad  alongside 
their  own  products,  with  wall 
signs  statistically  describing  the use  of  them  in  the  United  States, 
Russia  and  other  countries.  They 
showed,  for  instance,  that  while the  U.  S.  boasts  two  radios  for 
every  three  persons,  in  Russia  only 
one  person  in  103  has  a  radio  set, 
although  there  are  eight  million 
loud  speakers  in  Russia  wired  to 
government  propaganda  stations. 

The  more  than  12  million  TV  sets 
in  the  U.  S.  were  contrasted  with 
the  50,000  in  Russia.  Further  fig- ures noted  that  in  order  to  earn 
the  purchase  price  of  a  seven-inch tube  set  in  Russia,  a  worker  must 
put  in  1,224  hours  of  labor, 
whereas  the  average  citizen  in  the 
United  States,  where  lower  prices 
and  higher  wages  prevail,  can 
buy  a  16-inch  tube  set  with  the 
money  he  earns  in  136  hours. 

ROGER  W.  CLIPP  (I),  general  man- 
ager of  WFIL-AM-FM-TV  Philadel- 
phia, cuts  his  birthday  cake  baked 

in  the  shape  of  the  WFIL-TV  build- ing. Festivities  took  place  during 
first  monthly  luncheon  of  the  newly- 
formed  "Mary  Jones  Club"  in  the Penn  Sheraton  Hotel,  Phila.  Looking 
on  are  hotel  chef  (c)  and  Kurt  Smith 
(r),  hotel  manager.  Luncheon  drew 
nearly  500  women  radio-TV  fans  of 
Mary  Jones,  WFIL-AM-TV  commen- tator. Mr.  Clipp  later  presented  the 
cake  to  the  Children's  Heart  Hospital. Gov.  Alfred  E.  Driscoll  of  New  Jersey 
attended  the  luncheon  and  presented 
Mrs.  Jones  the  New  Jersey  State  Fair 

Television  Award. 
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29,000  RINGSIDE  SEATS-at  movie  prices 

On  June  15,  almost  29,000  people  in 
several  cities  watched  a  heavyweight  fight 
on  movie  screens  as  television  cameras  at 
ringside  brought  the  event  from  Madison 
Square  Garden.  And  Big  Screen  Television 
made  its  bow  to  the  public  over  the  net- 

work provided  by  the  Long  Lines  Depart- 
ment of  the  American  Telephone  and 

Telegraph  Company. 
Since  then  other  fights  have  gone  over 

the  Bell  System's  television  network.  And 
future  plans  call  for  more  events  going  to 
more  theaters,  reaching  more  people. 

This  new  kind  of  showmanship  is  one 

more  example  of  the  use  made  of  the  Bell 

System's  network . . .  facilities  made  pos- 
sible by  the  experience  and  imagination  of 

Bell  engineers.  The  equipment  for  these 
facilities  is  specialized  and  expensive. 
Much  of  it  must  be  precise  and  delicate,  yet 
sturdy  and  long-lasting. 

Last  year  the  Bell  System  doubled  its 
television  channels,  bringing  them  up  to 
almost  23,500  miles.  The  value  of  coaxial 
cable,  radio  relay,  and  associated  equip- 

ment used  for  television  purposes  is  nearly 
$85,000,000.  Yet  the  service  is  supplied  at 
a  very  moderate  rate. 

BELL  TELEPHONE  SYSTEM 

PROVIDING  TRANSMISSION  CHANNELS  FOR  THE  RADIO  AND  TELEVISION  INDUSTRIES  TODAY  AND  TOMORROW 
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TALES  OF  THE  DANGERS 

on  film- 

First-Run,  First-Produced— with  the  same  action,  the  same 
impact  of  the  famous  radio  show  of  the  same  name! 

1  Half-hour  episodes  —  each  a  complete  story. 
2  Allows  for  5  product  identifications  including 

time  for  Full-Length  Commercial  spots. 
3  Authentic  stories  from  files  of  Texas  Rangers - 

with  a  ready-made  audience. 
4  Heavy  promotional  backing. 
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NBC-TV    FILM    SYNDICATE  SALES 
30  Rockefeller  Plaza,  New  York,  N.Y. 

Rush  complete  information  and  prices  on  "Texas  Rangers"  and 
"Dangerous  Assignment". 

d  Express  postpaid :  Audition  film,  "Tales  of  the  Texas  Rangers". 
Audition  film,  "Dangerous  Assignment". 

Station  or  Agency- 
Address   

the  first  time!  "TALES  OF  THE  TEXAS  RANGERS 

ft 

now  available  for  local  and  regional  TV  programs 

This  top-rated,  big-time  show  offers  all  the  advantages  of  a  network  production.  Mail 
coupon  above  for  exclusive  programming  in  your  area! 

Just  about  every  business  in  every  market  wants  to  get  into  TV.  Unfortunately,  though,  the 

average  firm  with  limited  product  distribution  can't  compete  with  national  advertisers  .  .  . 
they  run  up  against  prohibitive  cost  and  waste  coverage. 

The  answer?  NBC-TV  Films.  Take  the  latest  development  —  the  offering  of  major  shows  like 
"Tales  of  the  Texas  Rangers"  and  "Dangerous  Assignment"  for  local  and  regional 

sponsorship  on  a  long-term  basis.  They're  already  established  through  radio  .  .  .  and  they've  been 
getting  high  ratings,  a  good  big  share  of  audiences  everywhere! 

We  suggest  you  bring  these  shows  to  the  attention  of  your  better  prospects.  Perhaps  there's  a 
bakery,  a  soft  drink  distributor,  or  a  laundry  for  "Texas  Rangers".  And  if  there's 

a  brewer  in  your  market,  how  about  Brian  Donlevy's  "Dangerous  Assignment"? 
Phone,  wire,  or  send  coupon  above  for  immediate  action  —  for  prices  in  your  market 

and  audition  film.   Don't  Delay  —  Mail  this  coupon  today! 

BC-TV 

FILM   SYN  D  I  CATE  SALES 

30  Rockefeller  Plaza,  New  York,  N.Y. 
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Radio-TV  Employes 
(Continued  from  page  23) 

since  1943,  according  to  the  anal- 
ysis, rising  from  30  in  the  mid-war 

year  to  58  in  1950.  In  1929  the 
average  was  four  employes  per 
unit. 

The  number  of  persons  "engaged 
in  production"  has  risen  from  29 in  1943  to  54  in  1950,  indicating 
that  most  broadcast-telecast  per- 

sonnel take  an  active  part  in  sta- 
tion operations. 

Corporate  sales  of  broadcast- 
telecast  units  rose  from  $421  mil- 

lion in  1949  to  $454  million  in  1950, 
according  to  the  analysis.  This  fig- 

ure falls  short  of  the  Broadcast- 
ing •  Telecasting  estimate  of 

total  radio-TV  net  time  sales  in 
1950,  which  ran  close  to  $540  mil- 

lion, apparently  because  of  tech- 
nical factors  in  the  Dept.  of  Com- 

merce's definition  of  corporate sales. 
The  analysis  showed  broadcast- 

telecast  firms  had  $16  million  of 
undistributed  corporate  income  in 
1950  compared  to  $12  million  in 
1949.  Net  corporate  dividend  pay- 

ments were  $9  million  in  1950  and 
$8  million  in  1949.  Corporate  in- come after  federal  and  state  income 
and  excess  profits  taxes  was  $25 
million  in  1950  and  $20  million  in 
1949. 

Federal  and  state  corporate  in- 
come and  excess  profits  tax  liabil- 

ity was  $24  million  in  1950  com- 
pared to  $16  million  in  1949.  Cor- 

porate income  before  federal  and 
state  income  and  excess  profits 
taxes  was  $49  million  in  1950  and 
$36  million  in  1949. 

Income  of  unincorporated  enter- 
prises was  listed  at  $3  million  in 

1950  and  $2  million  in  1949. 
A  section  dealing  with  "supple- 

ments to  wages  and  salaries" showed  that  employes  in  broadcast- 
telecast  units  earned  an  extra  $9 
million  in  1950  and  $7  million  in 
1949. 
Total  wages  and  salaries  of 

broadcast -telecast  personnel 
reached  $249  million  in  1950,  com- 

pared to  $219  million  in  1949,  $199 
million  in  1948  and  $167  million  in 
1947.  Total  compensation  attained 
the  $100  million  mark  for  the  first 
time  in  1944,  according  to  the 
analysis. 

Mr.  Shannon  (r)  and  his  assistant, 
Wes  Whitlock,  prepare  to  film  first 

scenes  of  Flight  226. 
  *    *  *   

'FLIGHT  226' 
WKY-TV  Films  Air  Base 

WKY-TV  Oklahoma  City  has  come 
up  with  public  service  programs 
with  dramatic  impact,  winning 
plaudits  from  the  U.  S.  Air  Force. 

An  hour-long  live  remote  telecast 
and  a  documentary  film,  Flight  226, 
were  made  with  WKY  cameras  on- 
the-spot  at  Tinker  Air  Force  Base 
through  the  cooperation  of  nation- al headquarters  of  the  Airways 
and  Air  Communications  Service. 
The  Air  Force  voted  the  Flight  226 
script  "outstanding." Cameras  were  placed  along  the 
flight  line  to  the  117-foot  tower 
for  the  remote.  They  were  moved 
on  "cargo  lifts."  Theme  wai 
"AACS,  supporting  global  all 
weather  air  power."  Air  Force 
officials  termed  it  "a  tremendously ambitious  project,  an  example  of  a 
really  outstanding  television  effort.' The  other  show  was  photo- 

graphed entirely  by  Staffer  Johnny 
Shannon.  It  was  shot  in  one  day, 
about  a  foot  and  a  half  of  film 
exposed  for  each  foot  used  after 
editing,  the  station  explains.  Flight 
226  was  about  the  radar  flying  aid 
(ground  controlled  approach)  pro- 

vided by  this  Air  Force  branch. 
Robert  Olson,  WKY-TV  program 
manager,  arranged  the  shows. 
S/Sgt.  Ed  McNeilly,  of  the  public 
information  staff,  assisted  in  the 
production.  He  is  a  former  radio- 
TV  director  of  Rockett-Lauritzen 
Adv.  Agency,  Los  Angeles.  The 
sergeant  was  author  and  director. 

Wilson  Report 
(Continued  from  page  30) 

[Broadcasting  •  Telecasting, Sept.  17] 

"Shortages  of  steel,  aluminum, 
copper  and  other  metals  are  inten- 

sified by  shortages  of  scrap  neces- 
sary to  the  production  of  each," Mr.  Wilson  observed.  Domestic  out- 

put of  tungsten  has  been  on  the 
upswing  and  imports  have  helped. 

Actual  production  of  radio-TV 
receivers  and  in  other  industries  has 
remained  high  because  of  inven- 

tories of  materials,  substitution  of 
less  critical  materials  and  "ingeni- ous conservation  techniques  adopt- 

ed by  firms,"  the  mobilization director  pointed  out. 
"No  shortages  of  consumer  goods 

yet  exist,"  he  continued. "Whether  they  develop  during 
1952  will  depend  not  only  on  pro- 

duction, of  course,  but  on  demand. 
For  the  time  being,  demand  for 
many  articles  is  below  supply." 

Citing  the  radio-TV  market,  Mr. 
Wilson  said  such  demand  "has  not 
been  high  enough  to  eliminate  some 
unemployment  in  the  industry." Flexibility  of  CMP  was  cited  by  Mr. 
Wilson  as  one  method  of  easing 
civilian  cutbacks.  Electronics  firms, 
for  instance,  have  been  able  to  shift 
quotas  of  steel  among  broadcast 
receivers,  refrigerators  and  other items. 
Manpower  shortages  have  not 

materialized  to  a  large  enough  de- 
gree to  disrupt  defense  production, 

it  was  said.  "Real  shortages  have developed  in  only  a  few  localities, 
industries  and  occupations,  among 
them  electronics. 

Committee  Set  Up 
The  Defense  Production  Admin- 

istration has  set  up  an  industry- 
labor-government  committee  to 
look  into  unemployment  [Broad- 

casting •  Telecasting,  Oct.  1]. 
Turning  to  national  civil  defense, 

Mr.  Wilson  noted  the  "greatest  ob- 
stacle ...  is  widespread  apathy." 

The  present  program  is  off  to  "a 
good  start"  but  is  not  far  enough 
along  to  "prevent  catastrophe  in 
the  event  of  all-out  attack." 

Succeeding  steps  in  the  federal 
program  touch  on  establishment  of 
a  national  communications  System, 
air  raid  warning  alerts  and  stock- 

piling of  essential  supplies.  Dis- 
persal of  key  plants  also  was  men- tioned. 

In  recognition  of  the  importance 
of  radio  amateurs  in  the  civil  de- 

fense effort,  NPA  last  Thursday 
granted  priority  assistance  to 
"ham"  operators  seeking  critical 
materials  for  equipment.  Besides 
the  40,000  operators  now  active,  an 
additional  20,000  are  needed  to  ful- 

fill emergency  duty,  NPA  said. 

MAGNAVOX  Co.  reported  highest 
sales  and  earnings  in  its  44-year  his- 

tory— plus  backlog  of  military  orders 
exceeding  $35,000,000 — in  its  annual statement  for  fiscal  year  ending  June 
30,  released  last  week.  Net  income 
after  taxes  reached  $2,233,327,  equal 
to  a  $3.01  dividend  on  723,437  out- standing common  shares. 

TV  Soapbox 
TELEVISION  in  Philadel- 

phia brought  a  political street-corner  rally  to  the 
WFIL-TV  audience  when 
City  Treasurer  Richardson 
Dilworth,  Democratic  candi- date for  district  attorney, 
stood  on  top  of  a  sound  truck 
replying  to  questions  asked him.  The  interview  took  place 
near  the  entrance  of  the 
Bellevue-Stratford  Hotel  with 
the  WFIL  truck  in  attend- 

ance. Questioners  from  the 
sidewalk  were  introduced  by 
Mrs.  Dilworth  for  benefit  of 
the  camera  which  then  swung 
to  the  candidate.  About  300 
persons  were  in  attendance 
at  the  unrehearsed  sidewalk 
telecast,  it  was  reported. 

NABET,  KHJ-AM-TV Election  Requested 
PETITION  was  expected  to  be 
filed  over  the  weekend  with  NLRB 
by  NABET  calling  for  a  repre- 

sentative election  among  engineer- 
ing department  employes  at  Don 

Lee  stations  KHJ  and  KHJ-TV 
Los  Angeles  to  decide  bargaining 
agent.  NABET  currently  repre- 

sents engineers  at  KHJ-TV,  IBEW 
at  KFI.  Approximately  50  en- 

gineers and  technicians  are  in- volved. 
NLRB  has  ordered  an  election 

among  engineering  employes  at  six 
San  Diego  stations  as  a  result  of  an 
earlier  NABET  petition.  Date  not 
yet  set  for  elections.  Engineers 
and  technicians  at  KFMB,  KFMB- 
TV,  KSDO,  KGB,  KCBQ  will choose  between  NABET  and  IBEW 
for  bargaining  representative;  at 
KSON  for  NABET  or  no  union. 
IBEW  withdrew  from  the  latter 
ballot. 

Engineers  at  four  San  Fran- cisco stations  late  Wednesday 
elected  NABET  (CIO)  as  bargain- 

ing representative  at  NLRB  elec- tions, ousting  IBEW  (AFL)  which 
formerly  represented  them.  Ap- 

proximately 50  engineers,  techni- cians and  floor  men  are  involved 
at  the  stations,  including  KSFO 
and  KPIX  (TV)  and  two  short 
wave  stations,  KWID,  KWIX. 
Election  followed  NABET  petition for  NLRB  election. 

WWRL  Tie-in  Plan 
WWRL  New  York  has  launched 
"Corporation  Tie-in,"  a  merchandis- 

ing promotion  for  sponsors  which 
will  provide  displays  of  radio- advertised  products  in  some  150 
supermarkets  and  groceries  of  the 
associated  grocers  of  Harlem.  Ef- 

fective Oct.  15,  plan  offers  product 
display  together  with  cards  featur- 

ing WWRL  Negro  disk  jockeys  and 
personalities  endorsing  the  prod- 

uct, without  cost.  First  four  prod- 
ucts to  be  shown,  each  on  weekly 

rotating  basis,  are  Piel's  Beer, Carolina  Rice,  Quaker  Corn  Meal 
and  Aunt  Jemima  Self  Rising 
Flour. 
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TV  Code  Takes  Shape 
(Continued  from  page  71) 

.icized  to  listeners  and  the  industry 
30  that  adherence  to  the  code  would 
.end  prestige  to  stations  and  carry 
significance. 
Review  board  procedure  met 

.vith  favor.  A  board  of  perhaps  five 
kvould  be  set  up  under  terms  of  the 
committee  draft,  it  was  believed. 
This  board  possibly  would  give 
violating  stations  a  specified  period 
:o  cease  disobeying  the  code.  If 
violations  continue,  it  is  believed 
the  committee  favors  formal  hear- 

'•  ing  procedure.  Ultimate  penalty might  be  withdrawal  of  the 
NARTB's  seal.  Provision  was  made in  the  draft  for  granting  of  seal 
privileges  to  non-NARTB  stations. 

All  of  these  subjects  are  expect- ed to  draw  heated  discussion  when 
the  TV  membership  gets  a  chance 
to  scan  the  code  and  see  how  it 
could  affect  their  operations. 
The  two-day  Washington  meet- 

ing was  a  lively  one  as  the  com- 
mitteemen took  up  the  provisions 

word  by  word,  and  sometimes  com- 
ma by  comma.  Large  numbers  of 

minor  changes,  and  some  more  im- 
portant ones,  were  made  but  the 

final  document  was  described  as 
quite  close  in  substance  to  sub- committee recommendations. 

'Fully  Integrated' 
One  of  the  code  writers  described 

it  as  "a   fully   integrated  docu- 
!  ment."  Committee  majority  decided the  text  should  not  be  made  public 
because  members  want  to  show  the 
public  that  the  industry  "means 
business."  On  the  other  hand  the view  was  voiced  that  members  ex- 

pecting the  vote  intelligently  on  so 
vital  a  document  should  have  a 
chance  to  study  it  thoroughly, 
along  with  staff  executives,  before 
casting  a  vote  at  Chicasro  Oct.  19. 

At  the  weekend  NARTB  had  re- 
i  ceived  advance  registrations  for 
the  Oct.  19  membership  meeting 
from  39  persons  representing  33 
member  television  stations.  C.  E. 
Arney  Jr.,  NARTB  secretary- 
treasurer,  reiterated  that  the  meet- 

I  ing  will  be  a  closed  session,  with 
only  personnel  of  NARTB  TV 
member  stations  admitted.  He  said 
there  is  no  limit  on  the  number  of 
member  station  staff  personnel  who 
may  attend  but  only  one  delegate 
from  each  member  station  will  be 
allowed  to  vote. 
j  The  document  they  will  vote  on, 
should  the  committee's  version  be 

'  amended  and  then  submitted  for 
i  membership  action,  will  meet  head- 
on  some  of  the  problems  tbe  radio 
standards  carefully  skirted. 
The  TV  code  writers  are  not 

afraid  of  the  word  "code",  Mr. Swezey  said.  He  added  that  the 
committee  had  acted  courae'eouslv 
in  an  effort  to  forestall  govern- 

mental reprisals  from  censorship- 
minded  legislators.  Other  than  that 
he  would  not  comment. 

It  was  indicated  that  some  ideas 
had  been  borrowed  from  the  motion 
nicture  code,  since  Paul  Raibourn, 

j  KTLA  (TV)  Los  Angeles,  headed 
'  the  observance  subcommittee.  Mr. 
Raibourn  is  president  of  Para- mount Television  Productions  Inc. 

Electronics  Museum 
WTVJ  (TV)  Miami  has  an- 

nounced plans  for  an  "Elec- tronics Museum"  at  the  base 
of  its  proposed  new  500-foot antenna.  Lee  Ruwitch,  vice 
president  and  general  man- 

ager of  WTVJ,  said  the  mu- seum would  be  a  show  place 
of  "glass  and  gadgets"  where the  public  could  be  given 
some  idea  of  how  a  transmit- 

ter system  works.  WTVJ  said 
it  would  begin  construction 
on  obtaining  FCC  approval. 

and  vice  president  of  Paramount Pictures  Inc. 
Committeemen  were  understood 

to  have  agreed  on  spelling  out  some 
objectionable  words,  just  as  the 
movie  code  specifies  words  that 
should  not  be  used  on  the  screen. 
Reverence  for  the  deity  is  included, 
as  in  the  radio  standards. 

Some  parts  of  the  radio  document 
were  lifted,  with  substitution  of 
the  word  "telecast"  for  "broad- 

cast," it  was  learned. The  entire  document  will  run 
somewhat  longer  than  the  radio 
code,  it  was  indicated.  It  opens  with 
a  preamble,  citing  purpose  of  the 
document  and  laying  background. 
Separate  sections  cover  education 
and  culture,  acceptability  of  mate- 

rial for  programs,  responsibility 
for  children,  decency  in  production, 
community  role,  news  and  public 
events,  advertising,  public  issues 
and  controversies,  and  finally  a 
section  dealing  with  the  seal  and 
review  board  procedure. 

While  the  committeemen  flatly 
refused  to  disclose  the  standards 
for  TV  advertising  copy,  it  was 
believed  they  favored  a  set  of 
standards  closely  following  the 
radio  time  limits. 

The  radio  advertising  time  limits 
which  the  committee  reviewed  in 
drawing  up  TV  limits  are  as  fol- lows : 

5-minute  programs,  1:00 
10-minute  programs,  2:00 
15-minute  programs,  2:30 
25-minute  programs,  2:50 
30-minute  programs,  3:00 
45-minute  programs,  4:30 
60-minute  programs,  6:00 

Roughly  25%   more  latitude  is 
allowed  in  the  radio  time  limits  for 
other  than  Class  A  time.  It  was  be- 

lieved the  TV  standards  might  fol- 
low rather  closely  the  radio  form- 

ula before  6  p.m.  and  after  11  p.m., 
under  the  committee  draft. 

Danger  Warning 
The  code  project  was  set  in  mo- tion last  May  by  a  special  NARTB 

committee,  with  the  entire  industry 
invited  to  a  meeting  held  June  22 
in  Washington.  At  that  time  FCC 
Chairman  Wayne  Coy  and  Chair- 

man Edwin  C.  Johnson  (D-Col.)  of 
the  Senate  Interstate  &  Foreign 
Commerce  Committee,  warned  of 
danger  in  TV  programming. 

Fresh  in  the  minds  of  many  of 
the  code  writers  were  the  words  of 
Chairman  Coy  at  the  time  he  ap- 

plied Blue  Book  program  standards 
to  television  and  warned  that  ad- 

vertisers must  not  be  allowed  to 

assume  the  role  of  program  direc- tor. 
Members  of  the  four  subcommit- tees are: 
Advancement  of  Education  and  Cul- 

ture, Responsibility  Toward  Children, 
Acceptability  of  Program  Material, 
Decency  and  Decorum  in  Production 
— Davidson  Taylor,  NBC,  chairman; 
James  L.  Caddigan,  DuMont  Network; 
Clair  R.  McCollough,  WGAL-TV  Lan- caster, Pa.;  Paul  Raibourn,  KTLA 
(TV)  Los  Angeles;  Donald  W.  Thorn- burgh,  WCAU-TV  Philadelphia. Treatment  of  News  and  Public 
Events,  Presentation  of  Religion, 
Community  Responsibility,  Presenta- 

tion of  Controversial  Issues — Harold 
Hough,  WBAP-TV  Fort  Worth,  chair- 

man; J.  Leonard  Reinsch,  WSB-TV Atlanta;    Henry  W.  Slavick,  WMCT 

TV  A  Meet  Dec.  7-9 
TELEVISION  Authority  will  hold 
a  convention  Dec.  7-9  in  New  York's Park  Sheraton  hotel.  No  agenda 
has  been  set  for  the  meeting,  the 
first  convention  TVA,  a  two-year- 
old  organization,  has  held. 

(TV)  Memphis;  Robert  D.  Swezey, WDSU-TV  New  Orleans. 
Advertising  Practices — Walter  J. 

Damm,  WTMJ-TV  Milwaukee,  chair- 
man; Harry  Bannister,  WWJ-TV  De- troit; James  C.  Hanrahan,  WEWS 

(TV)  Cleveland. 
Observance — Mr.  Raibourn,  chair- 

man; Mr.  Bannister;  Mr.  Thornburgh. 

round  up  sales 

for  your  brand ! 

"Western  Roundup"  weekly  mail 
count  now  over  1,000 

Every  weekday  afternoon  from  4:30  to  6:00  youngsters 
gather  round  the  Chuck  Wagon  for  a  fast-moving  visit  to  the 
Old  West.  The  Wrangler  and  Blackie  keep  the  youngsters 
fascinated  with  their  western  lore,  cowboy  rope  tricks  and 
stories  highlighted  with  the  drawing  of  exclusive  personal 
brands  for  youngsters  who  have  completed  "achievement"' cards.  Join  this  exciting  live  wrap-around  western  film  fare. 

The  whole  gang  will  round  up  sales  for  your  brands  witli 
a  "whoop"  and  a  '"holler."  W  hat  the  Wrangler  says  goes! 

For  your  brand  and  complete  details  on  this  unique  WBNS- 
TV  participation  show,  see  Blair  TV  or  write  direct. 

lubns-tv 

COLUMBUS,  OHIO 
CHANNEL  10 

CBJ-TV  Network.  Affiliated  with  Columbus  Dispatch  and 
WBNS-AM.  General  Sales  Office:  33  North  High  Street 
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'Show  of  Shows' 
Leads  Nielsen 

(Report  184) 

NBC-TV's  Your  Show  of  Shows, 
back  after  a  summer  hiatus,  re- 

placed Arthur  Godfrey's  Friends  as front-runner  in  Nielsen  national 
ratings  for  the  top  10  TV  programs 
during  the  two-week  period  end- 

ing Sept.  8.  The  variety  show 
emerged  with  the  three  top  ratings, 
each  representing  a  half-hour  seg- ment under  different  sponsorship. 
The  Nielsen  national  report  fol- lows : 

PER  CENT  OF  TV  HOMES  REACHED 
IN  PROGRAM  STATION  AREA* HOMES PROGRAM  (%) Your  Show  of  Shows  45.7 (Reynolds,  R.  J.,  Tobacco) 42.2 

37.9 
34.7 
34.3 

3\'.S 

31.2 31.0 
30.4 reached"  gives 

Show  of  Shows (Participating) Your  Show  of  Shows 
(Lehn  &  Fink  Prod.  Corp.) 

Arthur  Godfrey's  Friends (Liggett  &  Myers  Tobacco) Mama Pabst  Blue  Ribbon  Bouts Amos  'n'  Andy Your  Hit  Parade Gillette  Cavalcade Fireside  Theater 
*The  Nielsen  "percent  of  homi a  relative  measurement  of  the 
tained  by  each  program  in  the  particular  sta- tion areas  where  it  was  telecast — all  TV homes  in  those  station  areas  able  to  view the  telecast  being  taken  as  100%. Copyright  1951  by  A.  C.  Nielsen  Co. 

Crosley  Survey 
On  Quality  Movies 
RESEARCHERS  at  Crosley 
Broadcasting  Corp.  (WLWT  (TV) 
Cincinnati,  WLWD  (TV)  Dayton 
and  WLWC  (TV)  Columbus)  re- 

port audience  success  with  first  run 

movies  on  television.  Stations  inau- 
gurated a  series  of  66  films  never seen  on  TV  in  the  area. 

In  a  special  survey,  Crosley 
found  80%  of  sets  in  use  tuned  to 
Family  Theatre,  the  program  show- ing the  films.  According  to  the 
firm,  these  figures  represented  some 
500,000  persons  in  the  three-city area  in  175,000  homes. 

Only  six  minutes  of  the  entire 
late  hour's  program  were  devoted to  commercials.  Some  40%  of  sets 
were  in  use  that  night,  according 
to  Crosley. *      *  * 

St.  Louis  Radio-TV 
Preference  Polled 
A  PREFERENCE  ratio  of  four  to 
one  for  television  over  radio  was 
reported  in  special  events  cover- age last  Tuesday  at  St.  Louis  as 
the  city  opened  its  social  season 
with  the  traditional  Veiled  Prophet 
Ball.  According  to  KSD-TV  St. 
Louis,  a  survey  showed  that  of  795 
persons  contacted  who  were  either 
viewing  or  listening,  80%  were 
watching  on  TV.  Total  of  1,073 
homes  were  contacted. 
KSD-TV  carried  a  two-hour 

telecast  of  the  event  with  the  last 
30  minutes  being  fed  to  the  NBC- 
TV  network  as  a  sustaining  fea- 

ture. KSD  and  KXOK  aired  the  ra- 
dio versions. 

With  310,000  TV  receivers  now 

in  the  St.  Louis  area,  perhaps  more 
than  one  million  people  watched  the 
ball  on  video,  KSD-TV  estimated. 

WPTZ  Issues 
New  Rate  Card 

WPTZ  (TV)  Philadelphia  has  is- sued Rate  Card  No.  8,  effective 
Oct.  1.  Announcement  was  made 
by  Alexander  W.  Dannenbaum  Jr., commercial  manager. 

New  rates,  all  for  one  hour,  one time  only,  are  Class  A,  $1,500; 
Class  B,  $1,125,  and  Class  C,  $750. 
Announcements  are  set  at  Class  A, 
$300;  Class  B,  $225,  and  Class  C, 

$135. Dillon  Talk 
CHARLES  DILLON,  chief  of  the 
Defense  Dept.'s  Radio-TV  Branch, 
addressed  the  Armed  Forces  In- formation School  last  Friday  on 
"Use  of  Radio  and  Television  by 
the  Dept.  of  Defense."  He  was  to 
speak  before  200  officers  and  en- listed men  of  the  school  as  part 
of  a  regular  program  for  pros- 

pective public  information  offi- cers. Question  and  answer  period 
and  demonstration  of  kinescopes 
and  recordings  followed  the 

speech. 

Weekly  Television  Summary— October 
1951 — Telecasting  Survey City 

Albuquerque Ames Atlanta Baltimore 
Binghamton Birmingham Bloomington Boston 
Buffalo Charlotte Chicago 
Cincinnati 
Cleveland Columbus Dallas, 

Ft.  Worth Davenport 
Quad  Citie Dayton Detroit Erie 

Ft.  Worth- Dallas 
Grand  Rapids- Kalamazoo 
Greensboro Houston 
Huntington- Charleston Indianapolis Jacksonville Johnstown Kalamazoo 
Grand  Rapid: Kansas  City 

Lancaster Lansing 
Los  Angeles 

Outlets  On  Air 
KOB-TV WOI-TV WAGA-TV,  WSB-TV,  WLTV 
WAAM,  WBAL-TV,  WMAR-TV WNBF-TV WAFM-TV,  WBRC-TV WTTV 
WBZ-TV,  WNAC-TV WBEN-TV WBTV 
WBKB,  WENR-TV,  WGN-TV,  WNBQ WCPO-TV,  WKRC-TV,  WLWT WEWS,  WNBK,  WXEL WBNS-TV,  WLWC,  WTVN 
KRLD-TV,  WFAA-TV,  WBAP-TV 
WOC-TV ,  Include  Davenport,  Moline,  Rock  Ise., WHIO-TV,  WLWD WJBK-TV,  WWJ-TV,  WXYZ-TV WICU 
WBAP-TV,  KRLD-TV,  WFAA-TV 
WLAV-TV 
WFMY-TV K  PRC-TV 
WSAZ-TV WFBM-TV WMBR-TV WJAC-TV 
WKZO-TV WDAF-TV WGAL-TV W  JIM-TV KECA-TV,  KFI-TV,  KLAC-TV,  KNBH KTLA,  KTSl,  KTTV 

Sets  in  Area 
9,450 62,903 115,000 

313,889 
43,115 62,500 17,200 

766,492 214,287 
89,134 949,793 305,000 

494,238 229,000 
135,656 62,263 E.  Moline 210,000 
627,164 
74,375 135,656 
146,181 
78,463 
84,129 

146,181 
132,784 
109,112 65,000 

Total  Stations Total  Markets  on  Air  63 
Editor's  Note:  Totals  for  each  market  represent  estimated  sets  withi partially  duplicated.  Sources  of  set  estimates  are  based  on  data  fro and  manufacturers.  Since  many  are  compiled  monthly,  some  may  ren 
necessarily  approximate. 

City 

Louisville 
Memphis 
Milwaukee Minn.-St.  Paul Nashville 
New  Haven New  Orleans New  York 
Newark Norfolk Oklahoma  City 
Omaha Philadelphia Phoenix Pittsburgh 
Providence 
Richmond Rochester 
Rock  Island 

Quad  Cities Salt  Lake  City 
San  Antonio San  Diego 
San  Francisco Schenectady 

Albany-Troy 
Seattle St.  Louis 
Syracuse Toledo Tulsa 
Utica-Rome Washington Wilmington 

n  Air  108 
television 

Outlets  On  Air 
WAVE-TV,  WHAS-TV WMCT WTVJ 

WTMJ-TV KSTP-TV,  WTCN-TV WSM-TV 
WNHC-TV WDSU-TV 
WABD,  WCBS-TV,  WJZ-TV,  WNBT WOR-TV,  WPIX WATV 
WTAR-TV WKY-TV 
KMTV,  WOW-TV WCAU-TV,  WFIl-TV,  WPTZ 
KPHO-TV 
WDTV 
WJAR-TV 
WTVR 

WHAM-TV 
WHBF-TV Include  Davenport,  Moline,  Rock  Ise., KDYL-TV,  KSL-TV 
KEYL,  WOAI-TV KFMB-TV KGO-TV,  KPIX,  KRON-TV 
WRGB 
KING-TV 
KSD-TV WHEN,  WSYR-TV WSPD-TV KOTV WKTV 

WMAL-TV,  WNBW,  WTOP-TV,  WTTG WDEL-TV 

in  Area 
103,799 
98,769 86,300 257,607 

273,300 

2,500,000 
75,312 
95,811 
89,950 883,000 
40,100 300,000 

165,000 
95,071 91,010 
62,263 Moline 
51,500 52,275 108,460 

160,900 92,600 
306,000 129,276 127,000 

84,275 
53,000 

288,650 
77,671 

Estimated  Sets  in  Use  13,598,000 
Where  coverage  areas  overlap  set  counts  may  be '  ulal" 
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WSB-TV  makes  no  claims 

for  Channel  2  as  yet  — 

BUT„. 

In  the  first  two  days  of  testing  over  Channel  2  with  50  K.  W.  of 

radiated  power  from  the  1,062-foot  tower*  

Verified  reception  already  has  been  noted  from  distant  points 

including  these  cities: 

SAVANNAH,  GA. 

PANAMA  CITY,  FLA. 

MONTGOMERY,  ALA. 

BIRMINGHAM,  ALA. 

HUNTSVILLE,  ALA. 

CHATTANOOGA,  TENN. 

KNOXVILLE,  TENN. 

ANDREWS,  S.  C. 

GREENVILLE,  S.  C. 

AUGUSTA,  GA. 

We  are  as  yet  without  complete  information  on  characteristics 

of  these  tremendously  powerful  new  facilities.  Thus  far  we  are 

gratified — and  amazed. 

Programming  over  the  new  facilities  began  Sept.  30.  A  more  com- 

prehensive report  on  the  extent  of  the  new  market  opened  up 

will  be  made  soon. 

'Check  this  formula  with  any 
qualified  TV  engineer 

Affiliated  with  The  Atlanta  Journal  and  The  Atlanta  Constitution.  Represented  by  Edw.  Petry  &  Co.,  Inc. 
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LeBLANC  CITED 
FTC  Hits  Claims 

For  Hadacol 
A  FORMAL  complaint  challenging  claims  made  for  Hadacol  in  radio 
and  other  advertisements  as  "false,  misleading  and  deceptive"  was  served on  the  LeBlanc  Corp.  by  the  government  last  week. 

The  Federal  Trade  Commission  which  has  been  eying  Hadacol  repre- 
sentations for  over   a  year  "in-  ★  

vited"  Dudley  J.  LeBlanc  to  appear at  a  hearing  on  these  charges  Nov. 
26  in  Lafayette,  La.,  former  head- 

quarters for  the  firm. 
Sen.  LeBlanc,  Louisiana  state 

senator,  and  Richard  L.  Brown, 
general  manager,  continue  "to  for- 

mulate, direct  and  control"  policies and  activities  of  the  Hadacol  firm 
despite  its  sale  to  Tobey-Maltz 
Foundation  Inc.  last  August,  FTC 
held. 

Simultaneously,  the  commission 
announced  it  had  rescinded  a  stipu- 

lation, approved  Aug.  17,  1950,  by 
which  LeBlanc  Corp.  agreed  to 
cease  certain  advertising  claims. 
The  firm  failed  to  comply  with  the 
terms,  it  was  explained. 

Generally,  FTC  took  exception  to 
claims  that  the  vitamin-mineral 
supplement  is  an  effective  treat- 

ment and  cure  for  scores  of  ail- 
ments and  diseases.  Specifically,  it 

cited  testimonial  letters  in  which 
the  writers  declared:  "I  am  posi- tive that  it  is  Hadacol  that  cured 
me." Hadacol  contains  nothing  more 

Time  to  stake  your  claim 
in  DAYTIME 

SPOT  TELEVISION 
The  sooner  you  get  there,  the  bigger 
the  pay-off.  That's  why  advertisers who  have  already  established  fran- chises in  daytime  spot  television  can 
point  to  most  gratifying  sales  records 
.  .  .  built  on  Blair-represented  TV stations.  For  instance: 

"What's  Cook  ng ",  televised  over KDYL-TV  Salt  Lake  City,  consistently 
pulls  some  250  phone  requests  for  a 
recipe  within  3  hours  of  the  broad- cast, another  250  by  mail. 

Every  Blair-represented  TV  station 
has  a  similar  roster  of  daytime  tele- 

vision spot  success  stories  ...  for  the 
facts,  call  your  Blair  TV  representa- tive today! 

AIR 

NEW  YORK  •  CHICAGO  •  ST.  LOUIS DALLAS  •  DETROIT •  LOS  ANGELES SAN  FRANCISCO  •  JACKSONVILLE 
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than  vitamins  Bl,  B2,  niacin,  B6 
and  pantothenic  acid,  plus  iron, 
calcium,  manganese  and  phos- 

phorus— all  compounded  in  a  gen- 
erous 12%  solution  of  alcohol — 

the  government  charged. 
Contrary  to  claims  in  radio  com- 

mercials, newspaper  ads  and  let- 
ters— all  of  which  helped  to  build 

the  product  into  a  multi-million- 
dollar  industry — Hadacol  is  "of  no 
value"  in  treating  cancer,  epileptic 
fits,  delirium  tremens  and  a  score of  other  ailments.  Vitamin  and 
mineral  deficiencies,  for  which  it 
might  have  some  value,  can  only 
be  detected  by  diagnostic  tests. 
Often,  certain  symptoms  and  con- ditions are  not  ascribable  to  these 
but  other  causes,  FTC  argued. 

Other  Conditions 
Turning  to  other  conditions — nervousness,  irritability,  fatigue, 

etc.,  FTC  said  "the  dissemination 
of  this  advertising  may  cause  per- 

sons suffering  from  the  described 
symptoms  ...  to  delay  obtaining 
proper  treatment,  resulting  in  seri- 

ous illness  and  even  death." The  complaint  also  challenged 
claims  that  vitamins  and  minerals 
must  be  taken  together — as  in 
Hadacol — to  obtain  the  most  bene- 

fit, and  that  Hadacol  is  preferred 
as  a  diet  supplement. 
The  commission  continued: 
Hadacol  is  not  to  be  preferred  as  a 

diet  supplement,  first,  because  it  does 
not  contain  all  the  vitamins  neces- 

sary for  human  nutrition  and,  sec- 
ond, because  where  there  is  a  defi- ciency of  the  vitamins  contained  in 

this  preparation,  better  results  can  be 
obtained  by  giving  more  of  those 
vitamins  than  contained  in  the  daily dose  of  Hadacol.  .  .  . 

The  government  also  attacked 
representations  that  Hadacol  "in- sures good  health,  brings  new  hope 

to  those  over  50,  cures  sickness  and 
suffering  after  all  medicines  fail, 
and  makes  the  taking  of  medicines 
unnecessary." The  FTC  list  of  ailments,  dis- 

eases and  symptoms,  was  docu- mented even  to  the  point  made  in 
testimonial  letters  received  by  Le- 

Blanc Corp.  It  was  the  "content and  manner"  of  using  these  letters 
that  drew  the  FTC's  attention. 

"Neither  the  writers  .  .  .  nor 
the  respondents  are  competent  to 
judge"  whether  the  symptoms  were the  result  of  these  deficiencies  or 
whether  Hadacol  relieved  or  cured 
them,  the  complaint  held. 

The  hearing  will  be  held  before 
FTC  Trial  Examiner  Abner  E.  Lips- 

comb. Sen.  LeBlanc  was  president 
of  the  corporation  before  the  sale, 
and  is  being  retained  as  consultant 
by  the  new  company  now  in  process 
of  reorganization  (see  story,  page 27). 

Hadacol's  Ills (Continued  from  page  27) 
5%  of  all  claims.  Others  include: 
Frances  S.  Levien  of  New  York, 
who  is  said  to  be  a  member  of  the 
syndicate  and  who  holds  a  note  for 
$244,900,  secured  by  pledge  of  85,- 
470  shares  of  the  Louisiana  Cor- 

poration's capital  stock;  the  Col- lector of  Internal  Revenue,  who 
has  filed  a  lien  for  $665,000;  Ein- son-Freeman  Inc.,  lithographers  of 
Long  Island  City;  L&H  Brokerage 
Co.  of  Lafayette,  La.,  which  holds 
a  note  for  $104,539.59;  the  Majes- 

tic Adv.  Agency  of  Houston  and /or 
the  American  Credit  Indemnity  Co. 
of  Baltimore,  whose  claim  is  re- 

ported to  be  in  excess  of  $300,- 
000;  Owens-Illinois  Glass  Co.  of 
Toledo,  which  is  said  to  be  seek- 

ing $186,000  for  bottles  produced 
and  delivered;  S.  B.  Penick  Inc., 
New  York;  Standard  Factors 
Corp.,  of  New  York,  which  has 
sued  for  upwards  of  $120,000  and 
attached  the  LeBlanc  bank  bal- 

ance of  $58,000;  the  Whitney  Na- tional   Bank    of    New  Orleans, 

AFTER  the  first  "Down  You  Go"  telecast  Sept.  21  under  sponsorship  of  P. 
Lorillard  Co.,  agency,  client  and  network  executives  gathered  with  program 
principals.  At  table  are  (I  to  r)  Dr.  Bergan  Evans,  moderator,  Toni  Gilman, 
Francis  Coughlin  and  Carmelita  Pope,  "Down  You  Go"  permanent  panel 
member.  Standing  (I  to  r)  Raymond  McGinn,  Lorillard  division  man- 

ager in  Chicago;  Frank  P.  Russell,  field  manager  for  Lorillard  in  Chicago; 
Frank  Schreiber,  general  manager,  WGN-AM-TV  Chicago;  Tom  Doughten, 
vice  president  and  account  executive,  Lennen  &  Mitchell,  agency  on  the  ac- 

count, and  Ted  Bergmann,  DuMont  Television  Network. 

EMPIRE  STATE  MAST 
Gets  De-Icing  Units 

EMPIRE  STATE  Bldg.  television 
tower  will  be  equipped  next  month 
with  a  special,  electronic  system  to 
prevent  blacking-out  of  transmis- sions by  ice  formations  or  dust 
particles  on  the  mast.  Manufac- 

tured by  the  Minneapolis-Honey- 
well Regulator  Co.  and  the  Ameri- can Instrument  Co.,  the  device  will 

be  comparable  to  having  home 
thermostats  which  will  automati- 

cally send  heat-producing  power, 
when  needed,  to  each  transmitting element. 

Each  of  the  five  transmitting* units  will  have  its  own  system. 
Thermostats  will  be  located  on  the 
tower  to  avoid  the  temperature 
difference,  often  as  much  as  15 
degrees,  between  that  height  and 
the  street,  1,472  feet  below.  Con- trolled heating  of  the  transmitting 
units  also  will  reduce  condensa- 

tion of  water,  which  tends  to  at- 
tract and  hold  dust  particles,  there- 

by impeding  transmission. 

holder  of  a  $150,000  note;  and 
Televisual  Productions. 

Creditors'  meeting  was  held  in the  offices  of  Mortimer  J.  Davis, 
executive  vice  president  of  the  New 
York  Credit  &  Finance  Manage- ment Assn.  He  announced  that 
his  organization  has  formed  a 
creditors'  committee  to  protect 
claims  against  LeBlanc  Corp. 
members — who  will  deal  with  Le 
Blanc  officers  after  reorganization 
or  with  the  appointed  referee  in 
case  of  bankruptcy,  or  represent- atives of  J.  T.  Baker  Chemical  Co., 
which  has  a  reputed  claim  of  $1% 
million;  J.  K.  Lasser  &  Co.,  certi- 

fied public  accountants;  the  Wil- 
liam Morris  Agency,  said  to  be  in 

for  $300,000  although  agency  offi- 
cials had  no  comment;  Einson- Freeman  Inc.;  Senca  Watch  Co.; 

Majestic  Adv.,  and  the  Katz  Drug 
Chain,  said  to  be  seeking  $40,000 
for  cooperative  advertising. 

10,000  Cases  a  Month. 
Richard  L.  Brown,  formerly  vice 

president  and  sales  manager  of  the 
Louisiana  Corp.  and  announced 
Wednesday  as  vice  president  of 
both  the  Maryland  and  Louisiana 
Corps.,  said  that  10,000  cases  of 
Hadacol  still  are  being  produced 
each  month,  and  that  he  felt  the 
company  could  make  a  "reasonable 
profit"  by  restricting  itself  to Southern  and  Southwestern  states 
where  it  can  "best  be  sold  to  the 
emotional  type — not  to  intellec- tuals." Mr.  Brown  estimated  that 
if  the  company  can  continue  opera- 

tions, they  can  sell  up  to  $5  million 
worth  per  year  and  make  a  "tidy" profit  on  that  amount. 

Mr.  Lans  stated  that  action  had 
been  filed  in  New  York's  Southern District  Court  in  order  to  get  all 
action  co-ordinated  under  one 
authority.  As  president  of  the  cor- poration, he  maintains  offices  at 
70  West  40th  St.,  New  York  City. 
Other  officers  are  Howard  M. 
Lawn,  vice  president,  treasurer, 
and  director;  Mr.  Brown,  and  Lil- 

lian Gould,  secretary  and  director. 
»'K  OADCASTING    •  Telecasti 



WW 
CHANNCL4- MIAMI 

Covers  the  vast,  rich, 
Big-Spendinc  market 

.reaching  a  permanent 
^residence  audience  op 
.NEARLY  750,000;  oQjuA 
\A  VISITOR  MARKET  OF 

NEARLY  2,000,000 
YEARLY 

86,300 
TV  SETS  IN 

GREATER  MIAMI  ALONE 
(NBC  amd.  Dealer  Surveys) 
Complete  Coverage INCLUDES  \ 
So.  PALM  BEACH  County FT.  LAUDERDALE 
HOLLYWOOD 
GREATER  MIAMI 

V«£L  4  MlA*V 

Represented  by  TREE* PETERS 

Educational  TV 
( Continued  from  page  71 ) 

proposed  that  Channel  9  be  reas- signed from  Boulder  to  Denver  and 
that  Channel  6  be  reclassified  from 
noncommercial  to  commercial,  with 
Channel  26  reserved  for  educa- 

tional TV.  He  suggested  Channel 
22  in  Boulder  be  made  noncom- 
mercial. 

As  an  alternative,  he  suggested 
that  Channel  12  be  reassigned  from 
Colorado  Springs  to  Denver,  with 
the  same  changes  for  Channel  6 
and  26. 
Third  alternative  involved  a 

number  of  changes  in  the  Rocky 
Mountain  area:  Channel  9  from 
Boulder  to  Denver,  Channel  12 
from  Colorado  Springs  to  Boulder 
as  reserved  wave  length,  Channels 
11  and  13  from  Cheyenne,  Wyo., 
to  Colorado  Springs,  Channels  3 
and  5  to  Cheyenne,  Channel  11  in 
lieu  of  Channel  12  at  Rawlins,  Wyo. 
FCC  proposes  Channels  2,  4,  6, 

7,  20  and  26  to  Denver,  with  Chan- nel 6  earmarked  for  educational 

NBC  Rebuttal  to  WIP 
A  national  allocation  plan  should 

not  be  based  on  any  consideration 
of  network  affiliation,  NBC  averred 
in  rebuttal  to  plan  of  WIP  Phila- 

delphia—which, with  other  Phila- 
delphia stations  and  applicants, 

seeks  to  retain  VHF  Channel  12 
there  [Broadcasting  •  Telecast- ing, Sept.  10]. 

Part  of  that  plan  envisages  the 
continuance  of  WGAL-TV  Lan- 

caster on  Channel  4.  In  his  affirma- 
tive statement  in  support  of  that 

plan,  WIP  President  Benedict  Gim- 
bel  Jr.  stated  interference  to  NBC's WNBT  New  York  and  WNBW 
Washington,  also  on  Channel  4, 
was  not  significant  since  other  NBC 
affiliates  would  be  carrying  the 
same  network  programs. 
"Network  affiliations  are  mat- 

ters solely  of  business  arrange- 
ments," the  NBC  rebuttal  stated. In  a  footnote,  it  added: 

"The  -irrelevance  of  network  af- 
filiation as  a  criterion  in  formulat- 

ing an  allocation  plan  is  shown  by 
an  analysis  of  programs  broad- 

cast by  WNBT  and  WNBW  and 
by  the  NBC  affiliates  in  Phila- delphia and  Baltimore  during  the 
week  commencing  Sept.  2,  1951. 
During  this  period  at  least  53%  of 
WNBT  programs  or  over  48  hours 
of  programs  were  not  carried  by 
WPTZ,  the  NBC  affiliate  in  Phila- 

delphia. During  the  same  week 
about  44%  of  the  programs  of 
WNBW  in  Washington  or  approxi- 

mately 41  hours  of  programs  were 
not  carried  by  WBAL-TV,  the 
NBC  affiliate  in  Baltimore." 

Filings  have  begun  to  take  on 
the  tinge  of  the  courtroom. 

During  the  last  few  weeks,  mo- 
tions to  strike  evidence  have  been 

received  by  the  Commission,  but 
last  week  that  legal  action  was 
asked  by  KQV  Pittsburgh  against 
the  filings  of  the  following  sta- 

tions: WLOA  Braddock,  WEDO 
McKeesport,   WJPA  Washington, 

SCHOOL  RADIO 
TV  Is  on  Dec.  4-6  Agenda 

BECAUSE  of  the  rising  interest 
of  educators  in  television,  that 
medium  will  assume  a  more  promi- 

nent place  this  year  on  the  agenda 
of  the  School  Broadcast  Confer- 

ence, Director  George  Jennings 
said  in  Chicago  last  week. 

The  15th  annual  conference  will 
take  place  in  Chicago's  Sher- man Hotel  Dec.  4-6,  and  is  ex- 

pected to  attract  more  than  2,000 
teachers,  school  administrators  and 
commercial  radio  people,  he  said. 
Concurrent  meetings  will  be  spon- 

sored by  the  Assn.  for  Education 
by  Radio,  the  Parent-Teachers Assn.  and  the  National  Society  for 
the  Study  of  Communications,  a 
university  group  interested  in  com- munications research. 

Television  demonstrations  will 
include  origination  of  public  serv- ice shows  with  students  viewing 
them  in  their  homes  and  then  par- 

ticipating in  test-discussions  con- 
ducted by  educators.  Films  which 

assist  visual  educators  in  presenta- tion of  material  on  TV  also  will 
be  shown,  including  several  filmed 
especially  for  TV  by  the  U.  of  In- diana, the  U.  of  Minnesota  and  the 
Chicago  Board  of  Education,  of 
which  Mr.  Jennings  is  radio  coun- cil director. 

Two  leading  workshop  groups  in 
the  broadcast  media  will  be  invited 
to  give  student  productions,  and 
another  will  be  presented  by  a 
group  from  the  special  schools 
class,  probably  with  handicapped children. 

Bi-aural  tape-recording,  which 
reportedly  gives  depth  and  another 
dimension  to  sound,  will  be  ex- 

plained and  demonstrated  by  Gene 
Carrington  of  Allied  Radio  Corp., 
who  helped  develop  the  innovation 
in  tape  recording. 

The  conference  can  be  attended 
by  any  interested  person  paying 
the  registration  fee,  Mr.  Jennings said. 

New  Kinescope 
RCA  has  announced  a  new  17-inch 
kinescope  utilizing  low  -  voltage, 
electrostatic  focus.  The  tube  rep- 
sents  an  engineering  achievement 
in  kinescope  design  which  not  only 
eliminates  the  need  for  a  focusing 
coil  or  magnet,  but  also  makes  it 
possible  to  obtain  the  voltage  for 
the  focusing  electrode  from  the  low- 
voltage  dc  supply  of  the  receiver. 

Pa.;  WSTV  Steubenville,  Ohio; 
WWVA  Wheeling,  W.  Va. 

Motions  were  directed  against 
portions  of  those  filings  which 
KQV  claimed  lacked  judicial  stand- 

ing— hearsay,  non-expert  opinion, 
lack  of  qualification,  etc. 

Filings  this  week  covered  the 
western  states  of  Colorado,  Wyom- 

ing, Nebraska,  Utah,  Idaho,  Wash- 
ington, Oregon  and  parts  of Nebraska.  Rebuttals  were  from 

Pennsylvania,  West  Virginia,  Ohio, 
Kentucky  and  parts  of  Indiana. 

IS  YOUR  BEST  BET  IN SOUTH  FLORIDA 

tfa  FASTEST  GROWING MARKET  EAST  OF 

THE  ROCKIES.' 

CHANNEL  4  MIAMI Covers  the  vast,  rich, 
big  spending  market 

...reaching  a  permanent 
residence  audience  of 
NEARLY  750,000;  pbjji 
A  VISITOR  MARKET  OF NEARLY  2,000,000 YEARLY. 

86,300 
TV  SETS  IN 

GREATER  MIAMI  ALONE^ NBC  a/vu£  Dealer  Surveys 
Complete  Coverage 

INCLUDES'. So.  PALM  BEACH  County 
FT.  LAUDERDALE HOLLYWOOD 
GREATER  MIAMI 

.channel  4  mi  ami 

Represented  by  FREE  PETERS 
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TIDE  WATER-Associated  Oil  Co.,  San  Francisco,  signs  for  area  games  on 
KGO-TV  San  Francisco  under  NCAA  experimental  TV.  plan.  Two  live  games 
will  be  telecast  plus  30-minute  delayed  telecasts  weekly  of  highlights  of 
Stanford-U.  of  California  games.  Signing  contract  is  P.  E.  Allen,  company 
vice  president  in  charge  of  sales.  Standing  (I  to  r)  are  Hal  Deal,  advertising 
and  promotion  manager  for  oil  firm;  David  Sacks,  KGO-TV  sales  representa- 

tive, and  Gayle  V.  Grubb,  KGO-AM-TV  general  manager  [Broadcasting  • Telecasting,  Sept.  24] 

WEWS  TELECOURSES 
College  Via  TV  Proving  Popular 

EDUCATIONAL  TV 
Illinois  U.  Maps  Plans 

U.  OF  ILLINOIS  plans  to  use 
television  as  an  educational  and 
research  service  "complementary  to 
that  of  private  broadcasters," President  George  D.  Stoddard  has 
reiterated.  The  University's  pro- jected plans  for  telecasting  is  op- 

posed unanimously  by  the  Illinois 
Broadcasters  Assn.,  of  which  Ray 
Livesay,  WLBH-AM-FM  Mattoon, 
is  president.  The  matter,  resulting 
in  a  broadcasters  resolution  oppos- 

ing the  proposed  construction  of  a 
TV  station  on  the  Urbana  campus, 
came  up  for  debate  again  at 
NARTB's  District  9  meeting. [Broadcasting  •  Telecasting, 
Sept.  24]. 
The  University  is  considering 

the  possibilities  of  TV  for  agri- 
cultural and  other  extension  pro- 

grams, for  service  schools  and  pro- 
fessional groups,  and  for  research 

in  TV  programming  and  the  effects 
of  video  shows,  Mr.  Stoddard  said. 
He  added  that  a  program  exchange 
with  other  educational  TV  outlets 
may  be  used  to  reduce  costs,  and 
that  the  school  may  make  its  sched- ule available  to  broadcasters. 
Mr.  Stoddard,  who  answered 

broadcasters  in  a  letter  to  Mr. 
Livesay,  said  he  wanted  to  co- 

operate with  them  in  the  planning 
but  that  no  concrete  details  had 
been  formulated.  A  special  TV 
committee,  studying  all  phases  of 
the  medium,  is  now  trying  to  find 
answers  to  such  questions  as  these. 

DuMont  Color 
DuMONT  industrial  color  tele- 

vision system  will  be  used  to  trans- mit demonstrations  of  the  latest 
ramjet  aircraft  engine  from  the 
supersonic  tunnel  where  they  will 
be  held  for  some  1,200  military 
and  businessmen  attending  the 
four-day  meeting  of  the  National 
Advisory  Committee  for  Aircraft 
in  Cleveland,  Oct.  9-12.  Four  tests 
will  be  shown  each  meeting  day  on 
12-inch  DuMont  monitors  by  TA- 
164-A  color  equipment,  operating 
by  closed  circuit.  System  is  the 
product  of  the  Television  Trans- 

mitter Div.  of  the  DuMont  Labs., 
Clifton,  N.  J. 

AUDIENCE  response  to  college 
telecourses  launched  by  WEWS 
(TV)  Cleveland  in  collaboration 
with  Western  Reserve  U.  has  "ex- 

ceeded anything  we  expected,"  a school  official  has  acknowledged. 
Other  university  spokesmen 

agree  that  the  TV  project,  which 
started  as  an  experiment,  has 
turned  out  to  be  an  effective  med- 

ium of  public  relations  and  good- will. For  concrete  results,  officials 
noted  that  telecourse  enrollments 
reached  386  after  the  first  week 
of  telecasts,  with  83  actually  reg- 

istering for  the  full-credit  courses. 
No  Hooperating  was  necessary 

to  obtain  audience  reception.  The 
university's  switchboard  was 
jammed  with  calls  within  30  min- 

utes after  the  opening  lecture  on 
psychology.  During  the  first  hour 

50  students  signed  up. 
Many  arranged  for  their  home- study  kits  to  be  sent  out  C.  O.  D.  so 

they  wouldn't  waste  any  more  time 
before  beginning  to  follow  the  tele- cast sessions. 
WRU  classes  occupy  the  9-9:30 

a.m.  period.  Psychology  is  seen 
Monday,  Wednesday  and  Friday. 
Comparative  Literature  is  seen 
Tuesday  and  Thursday.  An  esti- 

mated 30,000  viewers  watch  TV 
during  the  morning  hours,  accord- 

ing to  WEWS. Registrations  were  pouring  in, 
all  at  the  regular  college  tuition 
fees  for  these  courses — $48  per 
student  for  psychology  and  $32 
each  for  the  literature  course.  In 
addition,  more  than  150  of  the  $5 
home-study  books  for  non-credit students  have  been  sold. 

Dean  John  P.  Barden,  head  of 
the  university's  school  of  general studies  and  administrator  of  the 
telecourses,  said  TV  spots,  inter- 

views and  special  shows  heralding 
the  start  of  the  teleclasses  had 
stirred  up  "the  greatest  response 
we  have  ever  had  from  any  adver- 

tising campaign." Personnel  appearing  "on  cam- 
era" are  all  from  the  university's faculty.  Producer  Barclay  S. 

Leathern  is  head  of  the  department 
of  dramatic  arts,  which  has  done 
almost  200  telecasts  on  WEWS 
since  1947. 

NINETEEN  reformed  Jewish  Temples 
in  Chicago  area  cooperated  Thursday 
night  to  present  story  of  Jewish  high 
holidays  on  network  TV  for  the  first 
time.  DuMont,  from  WGN-TV  Chi- 

cago, planned  to  carry  Prelude  to  the 
High  Holidays  on  minimum  of  two dozen  stations  for  half  an  hour. 

HODAPP  SPEAKS 
On  Education  Programs 

"IF  WE  can  come  to  educators  for 
advice  on  specialized  subject  mat- 

ter, and  if  they  will  come  to  us 
with  concrete  suggestions  for  pro- 

grams, together  we  can  make  tele- 
vision a  great  force  in  education," William  Hodapp,  producer  of 

The  American  Inventory  TV  series, 
said  fortnight  ago.  Mr.  Hodapp  ad- dressed faculty  members,  parents, 
and  experts  in  child  development 
at  a  New  York  meeting  of  the 
Child  Education  Foundation. 
In  planning  his  radio  series, 

jointly  sponsored  by  the  Alfred  P. Sloan  Foundation  and  NBC,  Mr. 
Hodapp  found  that  education  had 
failed  to  help  people  live  or  to  add 
to  the  joy  and  excitement  of  liv- 

ing. Educators  working  on  tele- vision programming,  Mr.  Hodapp 
advised,  should  recognize  the  prac- 

tical aspects  of  integrating  a  tele- 
cast and  continue  to  provide  re- 

search help  throughout  production. 

KPRC-TV  OFFER 
School  Postpones  Action 

KPRC-TV  Houston  offered  Sept. 
24  to  present  a  daily  telecast  on school  activities.  The  school  board 
thanked  Jack  Harris,  KPRC-TV 
general  manager,  but  voted  to  post- 

pone action  on  the  offer  until  the 
board  can  present  its  own  case  for 
a  TV  channel  to  FCC. 

The  board  chairman  said  it  would 
jeopardize  its  chances  of  getting 
a  channel  if  shown  the  school 
already  is  telecasting  daily.  Other 
board  members  felt  it  would  aid 
chances  for  a  channel  because  it 
would  show  that  the  board  is  tak- 

ing advantage  of  the  opportunities it  had. 

UN  Week  Spot 
A  ONE-MINUTE  film  spot,  UN 
Plus  You,  or  the  Hopes  of  Hopeful 
Herbert,  is  ■  being  distributed  to 
video  outlets  nationally  by  the 
United  Nations  for  the  sixth  an- nual observance  of  United  Nations 
Week,  Oct.  21-27.  The  film  is  ani- 

mated— the  first  to  be  used  by  the 
UN — and  has  its  message  sung  in 
folk  style  with  guitar  background. 
Theme  expresses  the  importance 
of  the  individual's  support  of  the world  organization,  emphasizing 
the  slogan,  "UN  Plus  You."  Strip 
has  been  produced  by  the  Ameri- can Association  for  the  United 
Nations  in  cooperation  with  the 
American  Jewish  Committee. 

Firm  Dissolved 
WASHINGTON  law  firm  of 
Fletcher  &  Midlen  has  been  dis- 

solved, both  attorneys  continuing 
practice  in  the  Munsey  Bldg., 
Washington.  Frank  U.  Fletcher 
continues  with  National  5308  tele- 

phone number;  John  H.  Midlen 
now  has  Metropolitan  6006. 

for  the  finest  in... 

TELEVISION  FILM  PRODUCTION 

CftDETU  A|;uc7297thAve 
01/ If  CUR  ULIYIO^  is,  n.y. 

incorporated       Circle  3-S044 
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film  report 

as ■■  FOREST  FIRE  prevention  will  be 
ro.  stressed  in  nine  one-minute  films 
ie-  ordered  from  the  George  Fox  Or- 
ii,"  ganization,  Los  Angeles,  by  the 
oi  California  State  Forestry  Division. 
s  Fox  recently  completed  a  three- reeler  on  the  causes  of  forest  fires 
ts,!  which  will  be  shown  on  all  Cali- ent fornia  TV  stations.  The  nine  shorts 
the  .  will  also  be  scheduled  for  viewing 

j  when  completed. 
Twenty-six  half-hour  Westerns 

will  be  presented  on  CBS-TV's Gene  Autry  Show.  The  cowboy 
singer  stars  in  all  of  them  and  his 
TV  production  company,  Flying-A- Pictures,  Pioneertown,  Calif.,  did 
the  shooting  earlier  this  year.  First 

Cif"  film  in  this  series,  Ghost  Town 
W [Raiders,  •  was  telecast  by  CBS-TV 
[ac"  Sunday,  Oct.  7. 
ele"j-    Fireside  Theatre  TV  films  pro- 
*  duced  by  Bing  Crosby  Enterprises 
'""'I  last   season   have   been  renamed Coronet  Theatre  Productions  and 

firm  will  add  to  the  series  44  ad- 
i  ditional   half-hour   dramatic  pro- 

grams  with    distribution  through 
Hon  (United  Television   Programs  Inc. 
;ept ;  on  a  weekly  basis.  Second  run  on 
.  J'^oyal  Playhouse,  title  under  which ar(j||old  series  was   released,   is  also 
jy!  available  for  distribution  according 
'  I  to   Everett   Crosby,   president  of the  BCK. ,{ML  Sales  promotion  campaign  for 

King's  Crossroads  series  is  being launched  by  Sterling  Television, 
°™jNew  York,  according  to  Bernard 
! UI1°  Schulman,  head  of  agency  sales  for 
,iuo1  'Sterling.  The  campaign  will  in- 
1  :n-r  tlude  a  sales  promotion  kit,  trade 
™  advertising,  direct  mail,  etc. 

TV  ROAD  SHOWS 
Planned  by  New  Firm 

PRODUCTION  of  live  television 
shows   for   agencies   and  stations 
Outside  New  York  has  been  under- 

;.Y  ;aken  by  Phil  Edwards  and  Assoc., 
y  New  York  independent  packaging 
tolirm.  Major  casting,  scripts,  music 
tiiei'ind  small  props  will  be  assembled 
,,,.!. n  New  York  to  produce,  in  effect, 

,.-m  a  road  company  that  will  travel 
.  'rom  city  to  city  doing  the  same •'fe  television  show  with  local  varia- 

nj  ̂  Lions. 
jni  Planning  to  operate  as  far  west 
Unce  *|  Chicago,  the  organization  has 

.] evened  additional  offices  in  Phila- 
delphia to  handle  activities  in  that 

„;iJ,.ity,  Baltimore,  and  Washington. 
•  ?jjrst  account  in  the  Quaker  City .  „  ,Ls  for  Seberhagen  Inc.,  and  calls 

'or  a  weekly,  hour-long  production »ver  WFIL-TV  on  Thursday 
lights,  sponsored  by  William  Gretz 
3rewing  Co.,  Philadelphia. 

SOAP? 
WILBUR  STREECH  PRODUCTIONS 

TV  FILM  COMMERCIALS 

1697  BROADWAY,  N.  Y.  •  JUDSON  2-3816 

M  BRAZILIAN  TV 

SIGNING  contract  for  the  $500,000  Brazilian  TV  station  to  be  built  in 
Belo  Horizonte  with  equipment  furnished  by  RCA  International  are  (I  to  r): 
Fernando  de  Mello,  son  of  the  principal  owner  of  Emissoras  Associadas,  Dr. 
Assis  Chateaubriand;  Augusto  de  Angelo,  J.  Walter  Thompson  Co.,  adver- 

tising agency;  Dr.  Carlos  Pizzini,  director  of  Emissoras  Associadas;  Dr.  Artur 
Bernardes,  president  of  Italcolomi  TV;  Dr.  Walter  Obermuller,  RCA  Inter- 

national; Perry  F.  Hadlock,  president  of  RCA  Victor  Radio  S.  A.,  Brazil. 

AMA  CLINIC  OCT.  16 
To  Study  Educational  TV 

CLINIC  will  be  held  Oct.  16  by  the 
Bureau  of  Health  Education  of  the 
American  Medical  Association  to 
show  networks,  stations,  agencies 
and  voluntary  organizations  how  to 
use  television  for  health  education. 
The  one-day  clinic  will  be  held  in 
the  ballroom  of  the  Biltmore  Hotel, 
New  York. 

Speakers  include  Dr.  Thomas 
Coffin,  supervisor  of  NBC's  televi- sion program  research  division; 
Dr.  Roy  K.  Marshall,  producer- 
moderator  of  television's  The  Na- 

ture of  Things;  Ted  Cott,  general' manager  of  WNBC  and  WNBT 
(TV)  New  York;  and  Leo  Brown, 
executive  assistant  to  the  AMA's general  manager.  Dr.  Louis  H. 
Bauer,  president-elect  of  AMA,  will 
give  the  key-note  address,  and  Erik 
Barnouw,  editor  of  communication 
materials  center  of  the  Columbia 
University  Press,  will  act  as  dis- cussion leader. 

Clinic  will  study  characteristics 
of  the  TV  audience  and  how  to 
build  television  programs,  with  em- 

phasis on  costs,  promotion,  and  eva- luation of  listener  reaction.  Kine- 
scopes and  films  on  health  subjects, 

which  have  already  been  presented 
on  television  will  also  be  shown. 

'HOPALONG'  CITED 
Named  in  $180,000  Suit 

SUIT  for  |180,000  was  filed  last 
week  in  Los  Angeles  Superior  Court 
by  John  A.  Daley,  Hollywood  pub- 

licist, who  claims  that  amount  is 
owed  him  by  William  (Hopalong 
Cassidy)  Boyd. 

Mr.  Daley  in  his  complaint  al- 
leged an  agreement  was  made  in October  1949  wherein  he  was  to 

receive  3%  of  Mr.  Boyd's  net  prof- its for  public  relations  services. 
The  complainant  states  Mr.  Boyd's 1950  income  amounted  to  $6  million 
and  that  his  share  should  be  $180,- 000.  Television  was  described  as  a 
major  source  of  Mr.  Boyd's  income. Mitchell  &  Gold  represent  Mr. Daley. 

NEW  TV  DEVICES 
Presented  to  SMPTE  Meet 

LATEST  developments  in  televi- 
sion equipment  and  techniques, 

both  broadcast  TV  and  theatre  TV, 
will  be  presented  at  the  70th  semi- annual convention  of  the  Society 
of  Motion  Picture  &  Television  En- 

gineers in  Hollywood  Oct.  15-19. 
One  of  the  opening-day  features 

will  be  a  description,  by  Otto  H. 
Schade  of  the  RCA  Tube  Dept.,  of 
laboratory  work  toward  ultimate 
development  of  a  theatre  TV  sys- 

tem providing  picture  detail  con- 
trast equal  to  that  of  motion  pic- 

tures according  to  a  first-day 
agenda  release  last  week  by 
SMPTE  president  Peter  Molewm. 
Another  first-day  feature  will  be 

presentation  of  the  first  annual 
David  Sarnoff  Gold  Medal  Award 
in  recognition  of  outstanding 
achievement  in  TV  engineering. 

First-afternoon  program  will  in- 
clude papers  on  a  new  direct-pro- jection theatre  TV  system  and  on 

a  TV  camera  adaptable  for  theatre 
network  use,  the  first  by  F.  N. 
Gillette  of  General  Precision  Labs, 
and  the  second  by  Blair  Foulds  and 
E.  A.  Hungerford  Jr.,  also  of  GPL; 
and  one  by  Lawrence  Sachtleben 
of  the  RCA  Engineering  Products 
Dept.  describing  high-speed  optics 
employed  in  RCA's  PT-100  instan- taneous theatre  TV  system. 

'DISC  JOCKEY  TUNES' Purchased  by  24  Outlets 
THE  TELEVISION  disc  jockey 
show,  TV  Disc  Jockey  Tunes,  has 
been  purchased  by  24  TV  stations 
in  as  many  cities  on  an  exclusive 
basis,  Will  Baltin,  TV  sales  man- 

ager of  Screen  Gems,  producer  of 
the  series,  said  last  week. 
Program  is  being  sold  on  a  pack- 

age basis  of  15  silent  films — 10 using  live  talent  and  five  cartoons 
— with  accompanying  records  of 
the  12  top  tunes  and  three  new 
ones.  A  new  package  is  to  be 
sent  stations  every  six  weeks.  Films 
are  timed  and  cued  to  the  precise 
length  of  each  record,  eliminating 
any  synchronization  problem. 

Third  Outlet  Underway 
BRAZIL'S  third  TV  station  will 
be  built  in  the  mining  center  of 
Belo  Horizonte  (pop.  700,000)  in 
the  middle  of  that  country.  The 
$500,000  Emissoras  Associadas  sta- tion will  be  equipped  by  RCA  and 
will  begin  operating  on  Channel  4 
in  about  a  year,  it  was  announced 
last  week. 

Emissoras  Associadas,  p  r  i  n- 
cipally  owned  by  Dr.  Assis  Cha- 

teaubriand, already  owns  TV  sta- tion PRE-8-TV  on  Channel  6  in 
Rio  de  Janeiro  and  PRF-3-TV  on Channel  3  in  Sao  Paulo.  Firm 
also  operates  a  chain  of  radio 
stations  in  Brazil.  Dr.  Chateau- 

briand in  addition  publishes  a  num- 
ber of  newspapers  in  that  country. 

Only  other  Brazilian  TV  is  a 
construction  permit  held  by  Radio 
Televisao  Paulista  S.  A.  for  Chan- 

nel 5  in  Sao  Paulo. 
Next  applicant  in  Brazil  is  ex- 

pected to  be  Jao  Baptista  do  Arma- ral,  owner  of  11  radio  stations  in the  state  of  Sao  Paulo  (three  of 
them  in  the  city  proper).  Sr. 
Armaral,  who  also  publishes  the 
Sao  Paulo  Recorde,  intends  to  build 
a  TV  station  in  that  city  as  well 
as  one  in  Rio  de  Janeiro.  He  is  in 
the  U.S.  at  the  present  time. 
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PORTABLE  aluminum  TV  antenna 
tower  for  viewers  in  fringe  areas  in- troduced in  Chicago  by  Alprodco  Inc., 
Kempton,  Ind.,  which  claims  100- pound  unit  cuts  cost  in  half. 

FREE 
If  the  rating  on  our  completed  13  Craig Kennedy  mystery  shows  starring  Donald Woods,  filmed  especially  for  television, does  not  beat  the  rating  of  any  mystery- detective  TV  show  at  end  of  13  weeks 
(comparable  time)  in  any  city,  we  offer your  sponsor  2nd  run  at  no  charge  for show. 
Immediate  Delivery 
first  13  %-hour  TV  films 

completed Adrian  Weiss  Productions 

present CRAIG 
KENNEDY 
CRIMINOLOGIST 

DONALD 
WOODS 

Sydney  Mason  and  Lewis  G.  Wilson 
Available 

For  National-Regional 
or  Local  Sponsorship 

LOUIS  WEISS  &  COMPANY 
655  N.  Fairfax 

Los  Angeles  36,  California Phone:  WEbster  5287 
Write-Wire-Phone  •  Screening  Prints  Available 
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MOPPET  TALENT . . . 

...  KEYNOTES  D.  C.  APPLIANCE  STORE  VIDEO  SUCCESS 

AROUND   Washington,   D.  C, and  out  into  several  surround- 
ing states,  there's  no  place like  Home. 

Every  Sunday  noon,  Home  comes 
into  its  own  as  the  Channel  4 
facilities  of  WNBW  (TV)  Wash- 

ington, which  carry  the  friendly 
messages  of  Home  Appliance  Co. 
to  one  of  the  largest  audiences 
reached  by  any  television  program 
going  out  of  the  nation's  capital. Inevitably  the  Home  Appliance 
Co.'s  telecast  has  been  centered around  the  familiar  strains  of 
John  Howard  Payne's  classic  song, a  tieup  that  has  brought  thousands 
of  customers  into  the  sponsor's showrooms. 
A  fortnight  ago  the  program 

celebrated  its  second  anniversary, 
a  ceremony  that  was  marked  with 
cutting  of  cake  and  similar  trap- 

pings. More  important,  the  appli- 
ance store  a  week  ago  noted  its 

appreciation  of  the  program's  ap- 
peal and  its  sales  potency  by  enter- 
ing its  third  year  as  sponsor  of 

Your  Junior  Revue. 
Moppet  shows  come  and  go  in 

the  video  field  but  Your  Junior 
Revue,  which  went  on  the  air  in 
September  1949,  is  going  on  and 
on  because  it  is  doing  a  success- 

FOR 

SALE 

For  television  micro-wave 
relay  use — one  200  foot 
"Skyline"  double  guyed 
tower  complete  with  re- 

quired obstruction  light- 
ing. 

Also,  four  reflecting 
screens  which  permit  the 
mounting  of  micro-wave 
dishes  on  ground. 

FOR  DETAILS, 
WRITE  - 

j.  m.  Mcdonald, 
Assistant  Director  of 

Engineering 
Cro9ley  Broadcasting 

Corporation 
Crosley  Square, 

Cincinnati  2,  Ohio 

full  selling  job  for  Home  Appliance 
Co. 
How  successful? 
This  12-year-old  neighborhood 

store  has  tripled  its  business  in 
two  years  and  a  substantial  share 
of  the  credit  is  given  Your  Junior 
Revue  by  store  officials  and  their 
advertising  agency,  Robert  J. 
Enders  Adv.  Inc. 

Its  ratings  have  soared  to  the 
astonishing  peak  of  33.3  (Ameri- can Research  Bureau),  a  larger 
audience  than  most  network  pro- 

grams enjoy  in  the  nation's  capital city. 
This  has  happened  in  a  Class  C 

time  period  that  Washington  spon- 
sors spurned  until  Home  Appliance 

came  along  with  its  kid  show. 

NOBODY  is  brash  enough  to 
claim  that  Home's  tripled  bus- iness is  entirely  due  to  the  telecast. 

The  appliance  business,  especially 
television,  has  been  good.  In  re- 

cent weeks  the  program  is  believed 
to  have  done  an  effective  job  of 
cushioning  the  nationwide  decline  in 
demand  for  major  electrical  goods. 

Of  course,  there  are  high  spots 
in  the  sales  history  of  the  pro- 

gram, like  the  two-program  pro- motion for  Thor  ironers  that  sold 

IN  A  PRECEDENT  move,  tele- 
vision will  be  used  as  a  testing 

ground  for  a  motion  picture  in  an 
experiment  to  be  conducted  by 
Rosalind  Russell,  film  star  and  her 
movie  producer  husband,  Frederick 
Brisson. 

To  get  public  and  trade  reaction 
to  Never  Wave  at  a  Wave  before 
it  goes  into  production  early  next 
year,  a  45  minute  video  version  of 
Independent  Artists  projected 
movie  first  will  be  presented  live 
on  CBS-TV  Schlitz  Playhouse  of 
the  Stars  Oct.  19.  Miss  Russell 
will  star  and  her  husband  produce. 

Miss  Russell  and  her  husband 
are  said  to  have  close  to  $100,000 
already  tied  up  in  story  and  script- 

ing costs  on  their  projected  pro- 
duction. They  feel  that  putting 

it  on  live  TV  will  definitely  enhance 
its  future  value  as  a  motion  pic- 

ture for  regular  theatre  release 
through  United  Artists.  Officials 
of  the  latter  firm,  it  was  said,  have 
agreed  to  the  experiment. 

After  watching  her  viedo  screen 
for  two  years,  Miss  Russell  de- clared she  and  Mr.  Brisson  became 
convinced  that  not  only  could  this 
medium  be  used  for  a  testing 
ground,  but  to  build  greater  poten-' 

every  piece  of  this  near-$100  item in  the  Home  store  and  practically 
cleaned  out  the  stocks  of  all  the 
retailers  in  the  region.  The  Thor 
people  ran  a  piece  in  their  house 
organ,  crediting  the  Revue  with the  sale  of  more  than  300  ironers 
at  a  time  when  ironers  were  not 
moving  well. 

Perhaps  the  best  evidence  that 
juvenile  video  can  be  a  merchandis- 

er's best  friend  is  the  observation 
of  "Cousin"  Joe  Burke,  manager  of 
Home  Appliance  and  heralded 
around  the  TV  industry  as  the 
man  who  discovered  Sunday  noon. 
Mr.  Burke  puts  it  this  way: 

"Our  rising  sales  during  the  last 
years  prove  to  us  beyond  all  doubt 
that  television  can  sell,  and  really 
do  a  job.  Daytime  programming 
of  this  ambitious  nature  was  a 
novelty  when  we  started  but  we 
hit  a  formula  that  drew  an  audi- ence. 

"Having  a  large  and  loyal  audi- 
ence, we  are  consistently  obtaining 

customers  from  a  wide  area.  We 
know  they  are  television  viewers 
because  they  comment,  always 
kindly,  about  the  program.  More 
important,  they  are  buying  appli- ances. 

"Your  Junior  Revue  is  a  perma- 
nent part  of  our  advertising  plans 

tial  audiences  not  yet  reached.  She 
reasoned: 

If  40  or  50  million  people  view  the 
Schlitz  Playhouse  version  and  like 
what  they  have  seen,  they  automat- 

ically become  boosters  of  the  length- ier version  to  be  released  many 
months  later. 

Just  think  what  this  could  mean 
to  the  motion  picture  industry?  Every 
major  studio  has  millions  of  dollars 
in  story  properties  tied  up  on  their shelves  for  one  reason  or  another, 
when,  by  the  simple  expedient  of 
having  it  tried  out  on  television,  these 
producers  may  find  solutions  for  their 
problems. Admitting  that  her  motives 
were  "strictly  selfish"  and  that  she 
was  in  the  profession  to  "make 
money,"  Miss  Russell  declared  that 
"if  we  have  any  doubts  whatsoever 
about  how  a  story  might  be  re- 

ceived, television  is  the  way  to  find 
out  about  it  and  I  intend  to  use  it." 

A  kinescope  of  the  TV  show  will 
be  available  for  60  days  after  the 
live  CBS-TV  show.  It  will  be 
studied  by  Miss  Russell,  her  hus- 

band and  other  members  of  the  in- 
dependent film  production  company, 

to  determine  what  improvement 
might  be  made  before  actual  shoot- 

ing starts.  The  movie  will  not  be 
released  until  fall  of  next  year,  it 
was  said. 

THIRD  YEAR  of  Your  Junior  Revue, 
successful  appliance  program  on 
WNBW  (TV)  Washington,  opens  next 
Sunday.  Contract  signer  is  "Cousin" Joe  Burke,  manager  of  Home  Appli- 

ance Co.  Watching  are  (I  to  r)  Sylvia 
Devey,  m.  c;  Charles  de  Lozier,  com- mercial manager  of  WNBW,  and 
Mary  Griffin  Jr.,  radio-TV  director  of Robert  J.  Enders  Adv. 

and  we  know  it  will  continue  to 
do  the  job  for  us  under  the  guid- 

ance of  the  Endei-s  television  staff." 

r1 

HOME  Appliance  Co.  started business  in  Washington's northeastern  section,  well  outside 
the  downtown  business  area.  It 
catered  to  clientele  in  that  resi- 

dential area.  Hence  the  name 
"Home,"  and  hence  the  adoption  of 
"Home  Sweet  Home"  when  the  tele- cast was  started. 

The  program  opens  with  a  teen- age line  of  dancers.  Superimposed 
on  the  video  screen  is  a  paraphrase 
of  Payne's  poem  as  the  audience  in WNBW's  Wardman  Park  Hotel 
studio  chants  the  special  lyrics. 

In  thousands  of  homes  the  view- 
ing groups  join  this  far-flung  com- 

munity sing.  More  than  one  dis- concerted school  teacher  has  called 
for  classroom  singing  of  "Home Sweet  Home"  only  to  hear  the TV-minded  youngsters  eagerly 
respond  with  this  version: 
Let's  all  get  together  each  Sunday  at 

noon, 

We'll  all  have  a  good  time,  now  join in  the  tune. 
Remember  Home  Appliance  wherever you  may  roam, 

We're   here  to  tell  you  there's  no place  like  Home. 
Presiding  at  the   Sunday  tele- ( Continued  on  page  93) 

A  MOVIE  'DRY  RUN'  ON  TV Russell,  Brisson  to  Test  Script  Before  Filming 

Why  buy  2  or  more... 
do  1  big  sales  job 

on  "RADIO  BALTIMORE  " 

WBAL 

Contact EDWARD PETRY  CO 
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PL 

Makes  TV's  Outstanding 
Camera  Chain 

THESE  FEATURES  WITH 
ANYTHING 

ON  THE  MARKET  TODAY 

•  Three  Compact  Units 
•  Push-button  Lens  Change 
•  Right  or  Left  Hand  Focus  Knobs 
•  Right  or  Left  Hand  Lens  Iris 

Control  Buttons 
•  Turret,  Focus  and  Iris  Controls  from 

remote  location  if  desired 
•  High  Resolution  Integral  View  Finder 
•  Enclosed  I.O.  Controls 
•  Iris  Setting  Indicator 
•  Pre-loaded  Color  Filter  Wheel 
•  Swing-up  Chassis 
•  Focus  Range  Selector  Switch 
•  Equal  Flexibility  in  Studio  or  Field 

WRITE,  WIRE  OR  PHONE 
FOR  DETAILS 

TV  Camera  Chains  •  TV  Film  Chains 
TV  Field  and  Studio  Equipment 

Theatre  TV  Equipment 

GPL's  1951  Image  Orthicon  Chain 
is  delivering  even  more  features  — 
better  performance  —  than  the  pre- vious model  which  itself  set  new 
industry  standards!  Compare  it  for 
ease  of  operation,  uniform  high 
quality,  flexibility  in  studio  or  field. Set  this  camera  up  to  meet  varying 
requirements  . . .  control  it  remotely 
if  desired . . .  select  any  of  four  lenses 
at  the  press  of  a  button  .  .  .  adjust 
focus  from  right  or  left  side  of  cam- 

era, with  the  same  300°  arc  of  focus 
adjustment  for  all  lenses  .  .  .  choose 
color  niters,  masks,  at  the  flick  of  a 

thumb  . .  .  control  the  motor-driven 
iris  from  camera  or  camera  control 
unit.  Normal  optical  focus  range 
automatically  adjusts  for  constant  9" diagonal  at  close-up,  for  all  lenses 
except  telephoto.  Overtravel  switch 
provides  extended  focus  range, 
obtaining  full  optical  focus  on  all lenses. 

In  every  way,  GPL's  is  a  "human- engineered"  camera  chain,  built  to 
do  a  tough  job  more  easily,  built  to 
do  your  specific  job  best!  Arrange 
to  see  this  great  new  model  at  the earliest  opportunity. 

FINGER-TIP  OPERATION 
from  CAMERA  or  REMOTE  LOCATION 

Right  or  left  hand focus  controls 
High  resolution integral  view  finder 

I.O.  controls 
housed  for  protection 

Push-button  lens 
turret  control 

GENERAL  PRECISION  LABORATORY 
INCORPORATED 

Pleasantville New  York 

0 
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Talking  their  trade,  U.  of  Michigan  gridcasts  on  WWJ,  are  (I  to  r) : 
A.  E.  Home,  Dodge  advertising  manager;  Ken  Brown,  chairman  of 
Detroit  Dodge  dealers  and  committee;  Bill  Putich,  captain  of  U  of  M 

team,  and  Mr.  Tyson. 

TY  TYSON  STARTS  HIS  28TH 
Radio  Problems  Repeat  in  TV  Today 

NABRT  EXPANDS 
Adds  Three  Board  Members 

TO  MAKE  its  operation  national 
in  fact  as  well  as  name,  the  newly 
organized  National  Assn.  for  Bet- 

ter Radio  Television,  Los  Angeles, 
has  added  three  out-of-state  mem- 

bers to  its  local  board  of  directors 
and  will  honor  them  at  a  reception 
to  be  held  Oct.  18  in  that  city. 

New  board  members  include  Mrs. 
Gertrude  G.  Broderick,  executive 
secretary,  Federal  Radio  Educa- 

tion Committee,  Washington; 
Robert  Lewis  Shayon,  radio-TV 
editor,  Saturday  Review  of  Liter- 

ature, Westport,  Conn.;  Dr.  Dallas 
Smythe,  research  professor,  Insti- tute of  Communications  Research, 
U.  of  Illinois,  and  director  of 
studies,  National  Assn.  of  Educa- tional Broadcasters.  Mrs.  Clara 
S.  Logan,  Los  Angeles,  is  president. 

Cover  British  Poll 
NBC  COVERAGE  of  the  British 
elections  Oct.  25  will  be  handled 
by  a  five-man  radio  news  staff 
direct  from  London,  Manchester, 
Edinburgh  and  Wales.  Henry  Cas- 
sidy,  NBC  director  of  radio  news 
and  special  events,  will  fly  to  Lon- 

don to  supervise  the  special  team 
composed  of  Robert  Trout,  Rom- 
ney  Wheeler,  William  Frye,  Ed- win Haaker  and  John  Farrell. 
NBC-TV  camermen  will  also  re- 

cord the  elections  for  NBC-TV 
newscasts  including  John  Cameron 
Swayze's  Camel  News  Caravan. 

E^JJJ^Jlike 
 to 

read  ads,  too.  And 

so  advertising  in 

Printers'  Ink  is  read  by 
the  leadingESE} 

Hnot 

only  because  they  are 

interested  in  the 

markets  they  might  use, 

but  also  because  they 

have  a  pro- 
fessional interest  in 

your  copy,  layout,  etc. 

PROGRESS  in  sports  broadcast- 
ing through  the  years  was  viewed 

by  Ty  Tyson,  WWJ  Detroit,  as 
he  signed  for  his  28th  consecutive 
year  of  broadcasting  U.  of  Michi- 

gan games.  He  noted  early  radio 
troubles  in  gridcasting  seem  much 
like  those  of  television  today. 

Ty,  who  has  been  broadcasting 
football  longer  than  most  radio 
stations  have  been  in  business, 
stated : 

"Back  in  1924,  when  I  handled the  first  football  broadcast  from 
Ann  Arbor,  I  was  lucky  to  have 
one  spotter  to  help  me  keep  the 
'M'  and  Wisconsin  teams  straight. 
Back  then,  we  had  no  shelter.  It 
was  a  wide  open  broadcast,  on  a 
wide  open  windy  day,  with  a  wide 
open  mike.  Through  that  season 
and  later  ones,  we  used  to  sit 
huddled  through  drenching  rains 
and  blanketing  snow  storms. 

"I  will  admit,  though,  that  the new  high  in  blizzards  came  only 
last  year  at  Columbus,  Ohio,  when 
the  two  spotters  and  I  could  hardly 
see  the  field  in  front  of  us,  much 
less  the  players,  but  we  were 
tucked  away  in  nice  dry,  warm 
booths. 

"I  remember  the  first  out-of- 
town  game  that  WWJ  brought  to 
Detroit  radio  fans.  It  was  from 
Ohio  State  in  1926.  The  line 
charge  for  that  one  broadcast  was 
around  $2,200.  That  would  almost 
take  care  of  a  season's  schedule 

now." 
The  current  fear  of  college 

athletic  departments  that  televi- 
sion will  cut  down  box  office 

receipts  is  an  old  story  to  Ty 
Tyson,  who  went  through  the  same 
thing  in  the  early  days  of  radio. 

"In  those  early  days,  too,  the  col- leges suffered  considerable  fear 
and  trepidation  for  their  gate 
receipts.  Fielding  H.  Yost,  U.  of 
M.  coach,  was  very  unhappy  about 

the  first  broadcast.  But  by  Wednes- 
day following  the  game,  ticket 

sales  had  gone  way  up,  and  Yost 
phoned  WWJ  to  say  it  would  be 
all  right  to  carry  more  games. 

"I  remember  he  said:  'It  seems 
as  though  some  of  those  rich 
alumni  heard  the  broadcast  and  it 
sort  of  stirred  up  their  old  school 

spirit'." 

When  asked  whether  TV  has  the 
same  effect  on  the  gate  as  early 
radio,  Mr.  Tyson  said: 
"TV  will  not  hurt  football 

receipts  if  there  is  a  good  team 
with  a  good  schedule  and  fair 
weather.  If  there  is  a  heavy  snow 
storm  the  day  of  the  game,  people 
will  stay  home  to  watch,  but  that 
will  be  balanced  off  by  the  extra 
attendance  on  days  when  morn- 

ings are  fair." Mr.  Tyson  opened  his  28th  year 
with  the  Michigan  U. -Michigan 
State  game  Sept.  29.  The  series  is 
being  sponsored  by  the  27  Dodge- 
Plymouth  dealers  of  greater Detroit. 

FRANK  STARBUCK 
WRJN  Founder,  Pres.  Dies 

FRANK  R.  STARBUCK,  75, 
founder  and  stockholder  of  the 
Racine  Broadcasting  Corp. 
(WRJN- AM -FM  Racine,  Wis.) 
and  president  of  the  parent  Jour- 

nal-Times Co.,  died  of  a  heart  at- 
tack last  Monday.  He  was  active 

in  the  American  Publishers  Assn. 
Mr.  Starbuck  founded  the  city's first  radio  station  in  1926  and 

served  as  president  of  Racine 
Broadcasting  Corp.  until  his  death. 
A  veteran  newspaperman,  he  be- 

came president  of  the  old  Racine Journal  when  his  father  died  in 
1929.  During  his  service,  the  Jour- nal-News bought  the  Times  Call, 
merging  into  the  present  Journal- Times.  Mr.  Starbuck  is  survived 
by  his  wife,  the  former  Grace  L. Bassindale;  a  daughter,  Carol,  and 
two  sisters. 

OHIO  U.  AD  CLINIC 
Pixley  Named  for  Radio 

L.  A.  PIXLEY,  president  of  WCOL 
Columbus  and  the  Ohio  Assn.  of 
Broadcasters,  will  preside  as  chair- 

man of  the  clinic  on  radio  adver- 
tising to  be  held  during  the  eighth 

annual  Advertising  Conference  of 
Ohio  State  U.,  Oct.  19-20. 
A  concurrent  clinic  on  news- 

paper advertising  will  be  conduct- 
ed by  William  C.  Savage,  Cincin- nati Post  advertising  director. 

Chairman  of  the  Oct.  19  luncheon 
session,  at  the  Chittenden  Hotel, 
will  be  Dean  C.  Weidler  of  OSU's Commerce  College.  Secretary  of 
Commerce  Charles  Sawyer  will  be 
principal  speaker.  Other  sessions will  be  held  at  the  Fort  Hayes 
Hotel.  Breakfast  session  is  slated 
Oct.  20  under  auspices  of  the  fifth 
district  of  the  Advertising  Fed- eration of  America. 

WNHC-AM-TV  Signed 
WNHC  New  Haven,  Conn.,  will 
become  the  181st  affiliate  of  the 
NBC  Radio  network  effective  Dec. 
1.  On  1340  kc,  WNHC  has  250  w. 
WNHC-TV,  an  NBC-TV  affiliate 
since  1949,  has  signed  a  two-year renewal  with  the  network.  James 
T.  Milne  is  general  manager. 

immediate  revenue  produced 
with  regional  promotion 

campaigns 

23 
years  of service  to  the 

broadcasting  industry 

experienced  sales 
personnel  will  sell  community 

programs  throughout 
your  coverage  area 

HOWARD  J.  McCOLLISTER  Company 

66  ACACIA  DRIVE 
ATHERTON,  CALIFORNIA DAVENPORT  3-3061 

PAUL  W.  McCOLLISTER,  General  Manager 
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'MEMORANDUMS' 
WMAZ  Macon,  Ga.,  sending  local 
advertisers  "Telephone  Memoran- 

dums." Green  pad  has  many  pos- 
sibilities that  advertiser's  secretary 

may  check  for  calls.  Some  included 
are:  "While  you  were — Asleep, 
playing  golf,  trying  to  collect"  or "Your — wife,  only  profitable  cus- 

tomer, bookie,  red  head  and  girls 
father"  called.  One  remark  on 
sheet  says  "Reserve  Time  on 
WMAZ." 

NAME  IT  AND  WIN 
KWK  St.  Louis,  Recallit  and  Win, 
featuring  Tom  Daily  playing  old 
songs  from  the  90's.  Listeners  are asked  to  identify  tunes  for  cash 
prizes. 

TOP  PROMOTION 
WFGM  Fitchburg,  Mass.,  A.M. 
Coffee  with  Curtis,  featuring  Disc 
Jockey  Allan  Curtis,  used  new  type 
promotional  gimmick  in  connection 
with  Perry  Como's  new  RCA  Vic- 

tor recording  "Rollin'  Stone."  Mr. 
Curtis  offered  free  records  of  re- 

lease, personally  autographed  by 
Perry  Como,  to  first  few  listeners 
sending  in  a  lock  of  hair  and  stone. 
Station  reports  that  response  was 
instantaneous  and  heavy. 

FAIR  COVERAGE 
KTUL  Tulsa,  and  WFIN  Findlay, 
Ohio,  reported  last  week  of  their 
fair  coverage  of  recent  weeks. 
KTUL  played  records,  provided  free 
entertainment  and  presented  many 
give-aways  to  large  crowds  gath- ered around  booth  at  State  Fair  at 
Tulsa.  Station  reports  it  gave  away 
over  300  pounds  of  candy  to  chil- 

dren and  adults  attending  festiv- 
ities along  with  such  things  as 

book  matches,  emory  boards,  note 
pads  and  lipstick  tissues.  WFIN 
has  already  covered  three  county 
fairs  and  is  now  in  progress  of  re- 

porting coverage  of  fourth.  At  all 
fairs  station  presents  special  pro- 

gramming direct  from  fair  grounds 
using  "WFIN  Tent"  as  studios. Station  reports  crowds  from  200  to 
300  attend  shows.  Station  utilizes 
local  talent  during  shows. 

THE  NEWS 
MARGO  Wine  Co.,  Phila.,  in  coop- 

eration with  WIBG  Philadelphia 
and  local  newspapers  ran  full  page 
advertisement  based  on  Radio  Free 

A  CHAS.  MICHELSON  HIT! 

30  MIN.  SHOWS TRANSCRIBED 
for  particulars 

CHARLES  MICHELSON,  Inc. 15  WEST  47th  ST.,  NEW  YORK  19 

programs  prornotjol) 

premiums 

Europe.  Ad  was  headed  "And  now 
.  .  .  the  news  .  .  ."  translated  into 
Russian.  Ad  explained  that  behind 
the  Iron  Curtain  there  are  no  real 
news  shows  like  company  presents 
on  WIBG.  Station  and  company 
used  window  displays  at  studio  and 
girls  collected  donations  at  noon 
hour  on  streets.  John  A.  Margolis, 
president  of  company  was  pre- 

sented Scroll  of  Appreciation  by 
Brig.  Gen.  Hugh  B.  Hester,  Phila- 

delphia chairman  of  Crusade  for 
Freedom,  for  work  done  by  his 
radio  program  on  WIBG. 

'PERFECT  COMBINATION' 
WDSU  New  Orleans  sent 
advertising  trade  five  post 
cards  during  last  week  of 
September  with  different 
symbols  and  promotion  mes- 

sages saying  ".  .  .  the  Per- 
fect Combination"  but  giving no  call  letters.  Post  cards 

were  followed  up  with  large 
folded  mail  piece  headed  "It's here!  The  Perfect  Combina- 

tion." Inside  it  says  "Here is  the  Perfect  Combination 
.  .  .  WDSU  New  Orleans. 
Station  WDSU  is  the  New 
Orleans  affiliate  of  the  Na- 

tional Broadcasting  Company 
effective  Thursday,  October 
4,  1951."  On  outside  of  piece is  pictures  of  all  five  post cards. 

TOP  D.  J. 
WIP  Philadelphia  sending  trade 
and  advertisers  large  "jumbo  mail- 

ing" piece  featuring  stories  about Disc  Jockey  Mac  McGuire.  Stories 
from  Broadcasting  •Telecasting 
and  other  journal  give  inside  view 
of  Mr.  McGuire's  show.  Inside  fol- 

lows up  heading  "twice  in  one 
week"  saying  "two  of  the  nation's 
leading  magazines  pick  Mac  Mc- 

Guire as  Philly's  leading  disc 
jockey.  This  is  followed  by  list  of 
advertisers  that  "pick  him,  too." 

EDUCATIONAL  SHOW 
NINETEEN  stations  through  New 
York  State  began  Oct.  1  carrying 
Empire  State  FM  School  of  the 
'Air  1:30-2  p.m,  Mon.  through  Fri. Educational  network  was  opened 
by  Lieut.  Gov.  Frank  E.  Moore, 
speaking  from  Saranac  Lake,  N.  Y., 
where  the  state  council  of  school 
superintendents  were  meeting. 

FISHING  COVERAGE 
WTMJ  Milwaukee,  presented  on- 
the-spot  coverage  of  its  staff  musi- cians fishing  contest.  Listener  who 
heard  "The  Grenadiers"  band  mem- bers return  from  vacations  with 

tales  of  their  fishing  abilities  in- 
vited them  to  settle  their  fishing 

matters.  Station  used  short-wave 
facilities  for  pick-up. 

FOUR  ON  ONE 
WOL  Washington,  Four  Star  Disc 
Jockey  Revue,  9  to  10  p.m.,  start- 

ed Oct.  3,  featuring  four  of  sta- 
tion's top  platter  spinners.  Disc 

Jockeys  George  Crawford,  Mike 
Hunnicutt,  Gramps  and  Hal  Jack- son, entertained  in  his  own  style. 
Each  presented  15-minute  portion 
of  show  ranging  from  folk  music  to be-bop. 

FOOTBALL  SHOW 
KGO-TV  San  Francisco,  Pappy 
Waldorf's  Night  Off,  Wed.  8:30 
p.m.,  sponsored  by  Craig  Oil  Co., 
Oakland.  Features  California 
head  coach  Lynn  "Pappy"  Waldorf 
in  home  setting  on  his  "night  off." Friends,  sportswriters,  coaches, 
fans  drop  in  to  discuss  the  Cali- 

fornia team,  prospects,  errors  and 
feats  of  past  games  and  possi- 

bilities for  scheduled  games.  Oc- 
casional films  of  play  Waldorf  is 

planning  to  use  or  is  preparing  his 
team  to  meet  are  shown. 

STATION  AUCTIONS 
WLIZ     Bridgeport,  Conn. 

has 

started  "Auctionbucks"  giveaway in  which  station  auctions  off  list 
of  merchandise  items  to  bidders. 
Participating  merchants  give  cus- 

tomers "auctionbucks" — one  for 
every  dollar  spent  in  store.  Sev- 

eral hundred  shopkeepers  partici- 
pating in  Bridgeport,  according  to 

Philip  Merryman,  WLIZ  president. 
Idea  credited  to  Henry  F.  Auger, 
formerly  of  Bridgeport  Post-Tele^ gram,  who  has  organized  new  firm, 
Auctionbucks  Inc.,  with  Mr.  Merry- 
man  as  president  and  himself  as 
vice  president. 

Further  ideas  or  samples  of  the 
promotion  items  mentioned  on  this 
page  are  available  by  writing  to the  individual  companies. 

NO  CONTROVERSY 
On  LBS  Congressional  Show 

GIVE  the  legislator  a  microphone, 
but  keep  him  away  from  discussing 
politics  and  controversial  issues. 
With  that  unorthodox  formula, 
LBS  last  week  launched  its  new 
Lunch  With  Congress,  taped  each 
day  in  the  dining  room  of  the 
Congressional  Hotel,  Washington, 
D.  C.  Recorded  shows  are  air- mailed to  Dallas  and  fed  to  the 
network  each  weekday,  1:15-1:30 

p.m.  EST. Conductors  of  the  show,  Betty 
Bradley  and  Arthur  Reilly,  single 
out  a  different  legislator  for  each 
show  and  interview  him  on  human 
interest  aspects  of  his  career  and 
Washington — but  studiously  steer 
clear  of  "hot"  issues.  Each  pro- gram also  presents  a  tourist  couple, 
who  recount  their  reactions  on 
meeting  their  Representative  and Senator. 

However,  in  the  interests  of 
averting  complete  frustration,  the 
Congressman  or  Senator  is  finally 
allotted  one  minute  to  expound  on 
his  favorite  political  issue.  Show 
is  directed  by  Allan  Filipps. 

ran 

WELLES 

IS  BACK! 

I 
52  thrill-packed  half-hour  stories  of  the  fabulous  rogue  made 
famous  by  Orson  Welles  in  "The  Third  Man."  Send  for  audition. 
LANG-WORTH  DISTRIBUTING  CORP.  113  West  57th  Street,  New  York 
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Broadcasting 

is  this? 

Of  covirse,  Broadcasting  belongs 
to  everybody  connected  directly 
or  indirectly  with  the  business 
of  broadcasting  and  telecasting. 

It's  the  marketplace  where  spon- 
sors, their  agencies,  stations,  net- 

works and  services  all  meet  to  do 
business. 

This  copy  came  to  you  as  a  sub- 
scriber who  wants  the  latest, 

most  complete  news  of  all  radio 
—AM  FM  TV 

. .  .  or  did  it? 

Are  you  at  the  leisure  of  a  route- 
slip  .  .  .  reading  an  put-dated 
issue  ...  or  taking  chances  on  a 
newsstand  copy? 

Whatever  the  reason,  there's  too 
much  doing  in  radio-tv  today 
that  directly  affects  your  job, 
your  future.  You  need  the  news 

while  it's  still  news — while  you 
can  turn  it  into  profitable  de- 

cisions. Here's  a  $7.00  invest- 
ment that  pays  real  dividends 

every  week  of  the  year.  Use 
this  coupon  to  make  it  .  .  . 

VILLANOVA  GAMES 
Are  Sponsored  on  WIP 

PHILCO  Distributors  Inc.  has 
signed  to  sponsor  Villanova  foot- 
gall  games  exclusively  over  WIP 
Philadelphia.  Announcement  was 
made  by  John  Hawkins,  general 
manager  of  Philco  Distributors,  at 
a  luncheon  attended  by  principals. 
Jim  Learning,  WIP  sports  di- 

rector and  former  grid  star  at  the 
U.  of  North  Carolina,  was  signed 
by  Philco  Distributors  to  handle 
play-by-play  accounts.  Mr.  Learning will  travel  with  the  team  some 
17,000  miles,  as  eight  of  nine  sched- 

uled games  are  out-of-town. 

ORSON  WELLES 
Interested  in  TV  Production 

ORSON  WELLES,  star  of  the 
transcribed  series  The  Lives  of 
Harry  Lime,  was  interviewed  Sept. 
28  by  United  States  press  in  a 
special  two-way  trans-Atlantic closed  circuited  to  London. 

Mr.  Welles,  whose  radio  series 
is  being  offered  to  U.  S.  stations 
by  Lang-Worth  feature  programs, 
New  York,  said  that  The  Lives  of 
Harry  Lime  which  will  soon  be 
heard  on  radio  stations  throughout 
the  country  is  "the  first  leg  of  my 
journey  home.  I  plan  to  come  home 
soon  after  Christmas.  I'm  home- sick and  want  to  get  back  to 
American  radio,  TV,  films  and 
most  of  all  to  just  America.  Just 
as  soon  as  I  finish  the  film 
"Othello"  and  complete  an  engage- 

ment at  the  St.  James  theatre,  I'll 
be  homeward  bound." Mr.  Welles  also  indicated  that 
although  he  had  not  seen  Ameri- can television  he  was  interested  in 
being  a  producer  in  the  medium. 

your .Broadcasting 

Broadcasting  •  Telecasting 
870  NATIONAL  PRESS  BLDG. 
WASHINGTON  4,  D.  C. 

Yes,  I  want  my  own  copy  of  Broad- 
casting every  week.  Please  start  with 

next  issue. 

□  $7  enc 
□  Pie 

bill 

ZONE  STATE 

L.  M.  SMITH  NAMED 
By  Blackburn-Hamilton 

BLACKBURN -HAMILTON  Co., 
radio  and  televi- 

sion station  bro- 
ker, last  week named  Lester  M. 

Smith  to  manage 
the  firm's  San Francisco  office. 

Jfa/  Mr.  Smith  has  re- signed as  operat- 
[  bp  ing    manager  of ■  ̂ Rk        the    Russ  Bldg., 

San  Francisco, 
and  previously 
was  active  in  ra- 

dio and  newspaper  work  there  and 
in  New  York. 

Ray  V,  Hamilton,  co-owner  of 
the  firm  and  former  resident  man- 

ager of  the  San  Francisco  office, 
has  transferred  to  the  Chicago  of- 

fice because  of  "a  step-up  in  radio 
and  newspaper  activity"  in  the Midwest.  He  is  working  with 
Harold  R.  Murphy,  resident  part- 

ner of  the  company  there.  James 
W.  Blackburn  continues  to  super- 

vise activities  in  Washington. 

\  Smith 

HAILING  WIP  Philadelphia's  signing  of  Villanova  football  game  broad- casts by  Philco  Dealers  Inc.  are  (I  to  r) :  Jack  Rensell,  account  executive, 
Weightman  Adv.;  William  Horn,  advertising  and  promotion  director,  Vic 
Hendler,  Mr.  Hawkins,  general  manager,  Ed  Berg,  treasurer,  all  Philco 
Dealers;  Rev.  Edward  B.  McKee,  O.  S.  A.,  moderator  of  athletics,  Vil- 

lanova College;  James  Shallow,  sales  manager,  Philco  Dealers;  Clyde 
Spitzner,  WIP  Philadelphia  local  sales  manager;  Benedict  Gimbel  Jr., 

president  and  sales  manager  WIP  and  Mr.  Learning. 

'SHOW  TRAIN' 
Gets  on  the  Track 

SOUTHERN  affiliates  of  NBC 
have  arranged  send-off  programs 
for  sections  of  the  '  Show  Train," which  will  carry  guests  from  Dixie- land to  New  York  for  The  Big 
Show  broadcast  of  Oct.  14. 
WDSU  New  Orleans,  which 

joins  the  network  Oct.  4,  will  pro- 
duce a  half-hour  network  show — to  celebrate  its  affiliation  as  well 

as  the  Show  Train — from  10:30- 
11  p.m.  EST,  Oct.  11.  Also  tele- 

cast locally,  over  WDSU-TV,  the 
program  will  feature  two  Dixie- land bands,  a  concert  orchestra,  a 
93-voice  choir,  and  commentary  by 
Ben  Grauer. 
WSB  Atlanta  is  holding  a  beauty 

contest  on  three  of  its  programs  to 
select  as  Miss  WSB,  who  will  rep- 

resent the  station  on  the  north- 
bound train.  Since  Atlanta  is  the 

rallying  point  for  all  sections  of 
the  Show  Train,  the  station  will 
send  a  brass  band  to  meet  each 
section  as  it  arrives. 

Other  stations  participating  in  the 
send-off  are  KTBS  Shreveport,  La.; 
WMIS  Natchez,  Miss.;  WFSA  Mont- 

gomery, Ala.;  WBRC  Birmingham, 
Ala.;  WSM  Nashville,  WMC  Mem- 

phis, WAPO  Chattanooga,  and  WROL 
Knoxville,  Tenn.;  and  WDAK  Colum- 

bus, Ga. 

COVIDEO,  JEWEL  CITED 
In  Actions  by  FTC 

DISTRIBUTOR  of  coin-operated TV  sets  and  a  supplier  of  push 
cards  allegedly  used  in  the  lottery 
sales  of  radios  and  other  merchan- 

dise figured  in  actions  announced 
by  the  Federal  Trade  Commission last  week. 

Covideo  Inc.,  New  York,  was 
charged  by  FTC  with  false  adver- tising of  coin-manipulated  sets 
which  it  sells  to  hotels,  motor 
courts  and  other  establishments. 
Contrary  to  claims,  FTC  said, 
Covideo  neither  owns  nor  operates 
manufacturing  plant  and  does  not 
maintain  a  staff  of  competent  engi- 

neers and  technicians.  Hearing  is 
set  for  Nov.  5  in  New  York. 

In  an  initial  decision,  lottery 
schemes  would  be  prohibited  in  a 
nroceeding  filed  against  Jewel 
Radio  and  Television  Corp.  of 
America,  New  York;  its  sub- 
s'diary,  Crosby-Paige  Industries, 
Chicago  and  Don  J.  Ferraro,  presi- dent of  Jewel.  Firm  is  charged 
with  supplying  dealers  with  push 
cards  used  in  reselling  radios  and 
other  items  by  lot  or  chance. 

CFEG  Gravelbourg,  Sask.,  new 
French-language  250  w  station  is  to 
go  on  the  air  late  in  November,  ac- cording to  present  plans. 

Mississippi  assured  a  bumper 
cotton  crop  this  Fall.  This 
means  more  money  in  the 
hands  of  more  people.  WJDX 
.  .  .  the  Voice  of  Mississippi  .  .  . 
can  help  you  get  your  share  of 
these  "cotton"  dollars. 

REPRESENTED  NATIONALLY 

GEORGE  P.  HOLLINGBERY  CO. 

Page  92    •    October  8,  1951 BROADCASTING    •  Tele 
casting 



Moppet  Talent 
(Continued  from  page  88) 

casts  is  Sylvia  Devey,  who  audi- 
itions,  rehearses  and  becalms  the 
young  hopefuls  competing  for 
weekly  prizes  plus  quarterly  grand 
prizes.  Mary  Griffin  Jr.,  Enders 
radio-TV  director,  is  producer. 
Commercials  are  handled  in 

an  easy  and  relaxed  style  by 
Stuart  Finley,  who  has  been  with 
the  show  since  its  early  weeks.  He 
carries  on  the  calm,  friendly  at- 

mosphere of  the  store's  promotion. Actually  he  carries  the  Home  story 
into  Maryland,  Virginia,  West  Vir- 

ginia and  Delaware,  as  customer 
studies  and  program  ballots  reveal 
dramatically  every  week.  The 
Enders  agency  adds  that  the  pro- 

gram has  a  rating  in  Baltimore, 
40  miles  away. 

THE  program  has  an  interna- tional flavor  obtainable  only  in 
Washington.  Each  week  a  child 
from  a  foreign  embassy  is  inter- 

viewed, with  50  countries  repre- sented thus  far.  After  a  brief 
illustrated  interview  about  the  cus- 

toms and  history  of  the  country, 
the  young  guest  performs  a  folk 
dance,  sings  a  native  song  or  tells  a 
folk  story. 
Weekly  adult  guests  take  part, 

including  leading  entertainment 
and  political  figures.  During  the 
school  season  Washington  choral 
groups  are  heard. 

Winners  are  selected  by  weekly 
post-card  balloting.  Some  of  the 
winners  have  gone  on  to  profes- 

sional careers.  A  teen-age  ac- 
cordionist gave  a  concert  in  New 

York's  Town  Hall.  A  recent  win- 
ner, 10-year-old  Benny  Brown,  be- came a  three-time  winner  of  Ted 

Mack's  Amateur  Hour. 
The  program  has  received  many 

scrolls  and  awards  from  civic 
organizations  for  its  role  in  build- 

ing community  spirit  and  tolerance 
as  well  as  combating  juvenile 
delinquency. 

The  weekly  mail  count  runs  into 
the  thousands  as  listeners  vote  for 
their  favorites.  A  special  promo- 

tion completed  yesterday  was  built 
around  selection  of  a  name  for  the 
dancing  line,  with  a  TV  set  as 
prize. 

WEARING  tarn  hat  to  prove  it, 
Frcnk  P.  Fognrty,  general  manager  of 
WOW- AM -TV  Omaha,  was  judged 
winning  member  of  a  panel  of  "city 
slicker"  judges  in  a  district  dairy show  at  Seward,  Neb.  Mr.  Fogarty 
was  said  to  be  well  briefed  on  finer 
points  of  judging  dairy  cattle  by  Mai 
Hansen,  WOW's  farm  service  director. 
BASEBALL  AWARDS 

Top  Sportcasters  Picked 
FIRST  video  awards  to  honor  tele- vision baseball  commentators  were 
announced  last  week  by  a  baseball 
weekly  newspaper,  The  Sporting 
News. 

The  publication  has  for  years 
selected  outstanding  play-by-play 
sportscasters  in  each  major  league. Chosen  to  receive  the  first  TV 
awards  were  Jack  Brickhouse, 
WGN-TV  Chicago,  telecaster  of  the 
home  games  of  the  Chicago  White 
Sox,  and  Russ  Hodges,  WPIX 
(TV)  New  York,  who  airs  New 
York  Giant  home  games. 

Radio  honors  for  1951  went  to 
Mel  Allen,  who  handles  New  York 
Yankee  games,  and  Harry  Caray, 
who  describes  St.  Louis  Cardinal 
contests. 

This  was  the  sixth  consecutive 
win  for  Mr.  Allen,  whose  reports 
are  aired  by  WINS  New  York  and 
a  chain  of  stations.  Mr.  Caray 
previously  won  similar  recognition 
in  1946,  1948  and  1949.  His  ac- 

counts are  aired  over  the  Cardinals' network,  originating  at  WIL  St. 
Louis. 

Strictly  Business 
(Continued  from  page  16) 

City  dress  designer.  They  have 
three  children,  Alan  R.,  9,  Gary  E., 
7,  and  Gloria  Jean,  4. 

This  happy  fivesome  makes  its 
home  in  Deerfield,  a  Chicago  North 
Shore  suburb.  Five  acres  around 
their  home  give  Mr.  Mintz  ample 
opportunity  to  practice  flower  gar- 

dening, through  which  he  finds  re- laxation. Mr.  and  Mrs.  Mintz  also 
enjoy  horseback  riding. 

Contrary  to  persistent  rumor,  he 
is  not  related  to  Herbie  Mintz,  Chi- 

cago NBC-AM-TV  pianist  and  ra- dio veteran  of  25  years.  But,  he 
added,  they  both  have  the  same 
doctor. 

Mr.  Losee 

'AM  RADIO  SALES' R.  Atlass  Sets  Up  Firm 
NEW  REPRESENTATIVE  or- 

ganization has  been  set  up  by 
Ralph  Atlass,  general  manager  of WIND  Chicago, 

to  sell  time  on 
four  stations  in 
which  he  has  in- terest —  WIND 
Chicago,  WMCA 
New  York,  WLOL 
Minneapolis  and 
K  I  0  A  Des 
Moines.  The  com- 

pany, to  be  known as  AM  Radio 
Sales,  will  open 
New  York  offices 

Nov.  1  in  the  WMCA  Bldg.,  1657 Broadway. 
Wilmot  H.  Losee  has  resigned 

as  general  manager  of  WINS  New 
York  to  head  the  new  company's 
operations  there.  Additional  per- 

sonnel will  be  added  and  the  com- 
pany plans  also  to  open  a  Chicago 

office  at  400  N.  Michigan  Ave. 
Mr,  Atlass  and  John  Carey,  com- 

mercial manager  of  WIND,  will 
supervise  operations.  Mr.  Atlass 
has  controlling  interest  in  WLOL 
and  KIOA  and  is  a  consultant  to 
WMCA. 

Present  plans  provide  only  for 
representat:on  of  the  four  stations 
and  future  plans  have  not  been 
determined,  Mr.  Carey  said.  He 
explained  the  stations  previously 
worked  with  four  station  repre- 

sentative firms  and  that  the  new 
arrangement  will  offer  faster  and 
more  complete  service  to  all  clients. 

N.  Y.  Theatre  Leased 
FIVE  YEAR  lease  on  Colonial 
Theatre,  Broadway  at  62d  St.,  New 
York,  has  been  obtained  by  NBC 
from  RKO  Theatres.  The  Colonial, 
seating  more  than  1,000  persons, 
will  be  used  for  television.  NBC 
previously  acquired  the  New  Am- sterdam Roof  Theatre  for  TV 
[Broadcasting  •  Telecasting, Sept.  17]. 

WMRY 
SELLS, 

NEW  ORLEANS 

WMRY  programs  to  more  than  % million  Colored  people  throughout 
Southern  Louisiana,  Mississippi, 
Alabama  and  Northwest  Florida. 

600  KC-  "THE  SEPIA  STATION  ' 

WMRY 
NEW  ORLEANS,  LA.  : 

JOHN  E.  PEARSON  CO; 
Nat'l.  Representative 

THE  ONE  DIRECT  APPROACH  TO  NEW 
ORLEANS'  LARGEST  MAJOR  MARKET 

Here's  how  you  can  sell  more  radio time  to  your  local  lumber  dealer  as  you 
help  him  promote  one  of  his  most  profit- able lines — modern  wood  window  units. 
Two  new  records  contain  24  1 -minute and  24  15 -second  radio  announcements 
prepared  with  appropriate  sound  effects and  professional  talent.  Plenty  of  time 
for  fill-in. 

BROADCASTING    •  Tel 

Appealing  TV  Films  also  Available 13  new  TV  films  plug  the  same  profit 
line  —  modern  wood  windows.  Profes- 

sional quality.  Generous  time  allotted 
for  dealer's  signature. 

FREE  MANUAL tells  what  you 
to  know  to  offer  expert 
advertising  advice  to 
your  local  lumber I  dealer.  Send  for 
your  copy  today! 

Wood  Window  Program 38  South  Dearborn  Street 
Chicago  3,  Illinois Please  send  me  the  free  manual  that  will 
help  me  advise  my  lumber  dealer  adver- tisers. I  am  interested  in  radio  announce- ments □  —  TV  films  O 
Name  
Address  
City  State  
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mese  peace  treaty  conference — the  one  in  wl 
teds  made  their  last-ditch  effort  to  stall  the  meeting. 

It  began  at  9  p.  m.,  Iowa  time,  and  lasted  until  about  11:30 
'p.  m.  WOI-TV,  Ames,  the  only  station  in  the  nation  operated  by  an 
edj^cational  institution,  didn't;  carry  any  of  it  although  it  was  avail- 

able.      -  " 
WOW-TV,  Omaha,  carried  all  of 

it  except  for  about  20  minutes  at 
10  p.  m.  when  it  interrupted  for 
its  own  new>«yeather  and  sports, 

Open  Mike 
(Continued  from  page  20) 

they  did  .  .  .  and  we  showed  one 
around  locally  ...  it  doesn't  phase them. 
A  local  readership  study  based 

on  "225  interviews"  of  a  30,000 circulation  paper  showed  bo  t  h 
these  extremes. 

(1)  The  back  page  used  by  a  depart- ment store  daily  for  20  years  at  a  total 
cost  of  over  $iy2  million  got  "top-bill- ing" with  97%  identification. (2)  Quarter-page  ads  for  national products  got  as  little  as  2%  readership identification;  yet  these  same  people go  right  back  in  as  a  matter  of  habit and  convenience. 

In  my  28  years  in  the  advertis- 
ing and  radio  business  I  have  come 

to  the  conclusion  that  a  local  news- 
paper advertiser  who  gets  "specific 

action  on  a  specific  item"  cannot  be unsold  on  the  medium  with  statis- 
tics. Only  results  will  keep  him 

sold  and  results  ought  to  be  de- 
termined on  equal  expenditures 

under  equal  conditions. 
I  think  we  in  radio — on  a  local 

level — try  to  get  results  for  people 
who  cannot  be  helped  by  any  ad- vertising medium.  A  concentrated 
effort  to  land  the  fish  that  have 
meat  on  their  bones  will  result  in 
acceptance,  eventually  .  .  .  there 
has  to  be  a  starting  point  .  .  .  why not  now? 

Let  every  radio  station  concen- 
trate on  getting  the  more  success- ful business  establishments  in  its 

community  on  the  air  on  an  equal 
footing  and  equal  conditions  with 
other  media  and  the  national  ac- 

Wf£K 

Page  Senator  Benton 
EDITOR: 

Enclosed  [above]  clipping  from 
the  Des  Moines  Register  makes  it 
rather  clear  why  those  of  us  who 
live  near  an  educationally  owned 

counts  will  take  cognisance  despite surveys. 
Lou  Poller 
WPWA  Chester,  Pa. 

Voice  for  Radio 
EDITOR: 

It's  always  nice  to  know  that 
we  laymen  in  radio  have  Broad- 

casting .to  serve  as  a  "loudspeaker" to  the  Industry  when  we  want  to 
shout  about  something.  .  .  . 

Dave  Rodman 
WEIM  Fitchburg,  Mass. 

Sight-Seers  Invited 
EDITOR: 
Was  most  interested  to  read  in 

Open  Mike  of  Sept  17  that  ZNH, 
in  the  Bahamas  Islands,  is  now  a 
commercial  radio  station.  .  .  . 

It  might  also  be  of  interest  that 
ZBM  Hamilton,  Bermuda,  has  al- 

ways been  commercial,  from  its  in- 
ception in  May  of  1946.  ZBM  is 

a  hard-hitting  250  w  independent, 
whose  operation  could  be  well 
copied  by  quite  a  few  of  its  Ameri- can counterparts. 

.  .  .  anyone  in  the  industry  with  a 
Bermuda  vacation  would  find  it 
worthwhile  to  stop  in  at  ZBM's studios  ....  I  was  fortunate  enough 
to  be  with  Radio  Bermuda  for  two 
years,  so  I  know  what  I'm  recom- mending. 

Eddie  Phelan 
WNAT  Natchez,  Miss. 

Dream  Materializes 
HOW  Mrs.  Mary  Lou  Pfeif- 
fer,  director  of  women's  ac- tivities for  WRFD  Worthing- 
ton,  Ohio,  saw  her  dream  of 
a  memorial  hospital  at  Ken- 

ton, Ohio  come  true,  is  told  in 
the  October  issue  of  Good 
Housekeeping  magazine.  The 
WRFD  personality  initiated 
the  drive  for  the  hospital 
several  years  ago,  helped  its 
growth  through  auctions  and 
other  promotion. 

and  operated  station  do  not  want 
to  see  the  FCC  allocate  too  many 
channels  for  educational  use. 

Judson  D.  Edwards 
6568  Colby  Ave. 
Des  Moines 

NEWSPAPERS 
Video  Aids  Circulation 

TELEVISION  was  described  as  an 
aid  to  daily  newspaper  circulation 
in  a  report  presented  before  the 
Associated  Press  Managing  Editors 
Assn.  in  San  Francisco. 

The  report,  anchored  to  exten- sive surveys  by  editors  in  10  cities 
where  the  Senate  Crime  Investigat- 

ing Committee  hearings  were  tele- cast, was  presented  by  Frank 
Eyerly,  Des  Moines  Register  & Tribune. 

While  there  was  some  dissension, 
six  editors  reported  telecasts  not 
only  failed  to  reduce  circulation 
but  "whetted  the  appetites"  of 
newspaper  readers. 

It  was  noted,  however,  that  video 
will  require  newspapers  to  be  more 
exact  in  descriptive  details  when 
reporting  major  news  events. 

Dissenting  was  Dick  Clark,  New 
York  Daily  News,  who  warned 
that  as  the  quality  of  television  im- 

proved, it  will  become  increasingly 
difficult  to  sell  newspapers. 
Dale  Stafford,  Detroit  Free, 

Press,  said  the  telecast  Kefauver 
hearings  definitely  hurt  his  paper's circulation.  Carl  White,  Santa 
Monica  Outlook,  whose  regional 
survey  was  described  as  "the  most 
intensive,"  said  that  video  in  Cali- fornia is  having  a  negligible  effect 
on  circulation.  "Television  will  be 
absorbed  just  as  radio  was  ab- 

sorbed," he  predicted. 
Turner  Catledge,  New  York 

Times,  commented  that  only  in  en- tertainment features  and  not  in 
serious  news  reporting  is  television 
a  competitive  factor. 

Herbert  F.  Corn,  Washington 
Star,  said  TV  did  hurt  circulation 
until  the  novelty  wore  off,  then  the 
loss  in  circulation  was  regained. 

WCBS-TV  Antenna 
CONSTRUCTION  of  new  WCBS- 
TV  New  York  transmitting  anten- 

na started  Sept.  27  when  the 
first  of  20  radiating  elements  were 
hoisted  atop  the  Empire  State 
Bldg.  New  antenna  should  be 
ready  for  use  about  the  end  of  this 
month. 

book  reviews 

ADVERTISING  CAMPAIGNS.  By  Irv- in  Graham.  Harper  &  Bros.,  49  E. 33rd  St.,  New  York  16,  N.  Y.  324  pp.  $5. 
This  book  is  primarily  a  text 

but  it  is  valuable  for  the  advertis- 
ing man  who  wants  greater  insight 

into  the  methods  of  coordinating 
various  phases  of  advertising  and 
selling  into  the  integrated  program 
called  a  "campaign." 

Its  thesis  is  that  the  residual  ef- 
fect left  by  a  single  commercial,: 

announcement  on  the  mind  of  aj 
listener,  for  example,  is  generally 
diminutive : 

"In  most  cases  the  prospect  is 
not  vitally  interested  in  what  the 
advertiser  has  to  say  .  .  .  also  he 
is  apt  to  forget  what  the  adver- 

tiser claimed  the  day  before.  Con- 
sequently a  concerted  series  of 

advertisements  —  a  campaign  —  is 
usually  necessary  to  drive  home  the 
trade  names,  brand  names,  product 
features,  and  many  other  points 
considered  important  by  the  adver- 

tiser." 

After  the  usual  definitions  of 
terms,  the  book  discusses  problems 
of  launching  a  campaign.  These 
include  charting  policies,  agency 
selection  and  the  advertising 
budget. 

The  selection  and  use  of  media  is 
considered  and  not  only  are  the 
well-known  media  such  as  radio* and  television  analysed,  but  also 
techniques  such  as  transit  radio 
and  storecasting.  Case  histories  are 
cited. 

Coordination  of  the  sales  and 
advertising  programs  is  described 
and  the  final  section  of  the  book 
tells  how  campaign  success  may  be evaluated. 

The  author  is  now  an  account 
executive  with  Roberts  &  Reimers, 
New  York.  He  formerly  was  pro- 

motion manager  for  CBS  Radio 
Sales  Division. 

COLOR  TELEVISION  NOTEBOOK, Volume  II,  Paul  H.  Wendel  Pub.  Co., Box  1321,  Indianapolis  6,  Ind.  $1. 
THIS  paper-covered  notebook  con- tains technical  information  for  cir- 

cuit engineers,  servicemen,  and 
TV  experimenters.  It  describes 
fundamentals  of  color  television 
systems,  receiver  circuitry  for  the 
CBS  color  system  and  details  of* 
the  CBS-Columbia  companion  re- 

ceiver and  the  Tele-Tone  color 
companion  receiver. 

WKY-TV  Schedule 
REGULAR  daytime  telecasting  has 
boosted  WKY-TV  Oklahoma  City's weekly  schedule  to  more  than  90 
hours  per  week.  Effective  Oct.  1, 
the  station  signs  on  at  9:30  a.m. 
every  morning,  Monday  through 
Friday.  It  had  been  signing  on  at 
1  p.m.  on  those  days.  Station  day 
never  ends  before  11  p.m.,  and  on 
Saturday,  WKY-TV  "has  been operating  from  8:45  a.m.  to  past 
midnight  for  some  time. 
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RADIO:  OUR  PRODIGAL  SON 

By  TOM  HOTCHKISS,  Mgr. THE  VIKING  NETWORK 
PORTLAND,  ORE. 

BROADCASTERS  like  to  get together  these  days  and 
diagnose  the  ills  of  the  in- 

dustry. Coffee  or  cocktails  will  get 
you  some  of  the  analytical  answers 
to  "What's  wrong  with  broadcast- 

ing today?" 
It's  surprising  how  often  the  an- swer seems  to  be: 
"We've  got  to  SELL  radio!" 
There's  more  to  the  problem  than the  need  for  selling.    Selling  alone 

won't  save  radio. 
What  is  more  pathetic  than  the 

figure  of  the  tired  radio  salesman, 
in  the  market  where  TV's  bright luster  illumines  the  scene,  plodding 
his  route  from  door-to-door,  ped- 

dling the  same  dingy  wares? 
Yes,  I  said  dingy.  For,  gen- 

erally, that  is  what  radio  has  be- 
come. It  seems  about  the  same,  in 

many  cases,  as  the  gramaphone  did 
,in  its  last  days:  ornate,  tinny,  out- 
of-place — almost  vulgarly  passe. 

E station  today  to  see  just  what 
comes  out  of  its  heart  and  head — 
the  program  office.  You  will  be 
somewhat  shocked  to  discover  a 
frayed  and  tarnished  parade  of 
wheezing  and  rheumatic  "ideas." 

You  will  find,  in  almost  any  given 
large  city,  two  or  more  stations 
dishing  out  practically  the  same 
fare — programming  based  lazily 
and  almost  completely  upon  phono- 

graph records,  and  news  pulled 
directly  off  the  wire. 

You  could  take  literally  hundreds 
Df  stations  and  transplant  them, 
jumble  them  up — from  state  to 
state — and  no  one  would  know  the 
difference,  so  little  are  they  iden- 
:ified  or  concerned  with  their  com- 

munity lives. 
Cut  out  of  a  standard  pattern, 

slapped  together  like  a  cheap  suit, 
nass  produced,  they  are  a  far  cry 
from  their  progeny  which  faith- 

TOM  HOTCHKISS,  the  author,  is  manager  of  The  Viking  Network  with 
offices  in  Oregon.  He  began  his  radio  career  in  1935  at  the  age  of  16 
as  an  announcer  for  WKBZ  Muskegon,  Mich.  At  18,  he  became  continuity 
chief  at  WIBC  Indianapolis.  Gained  valuable  experience  in  writing,  produc- 

tion and  programming  at  KTAR  Phoenix,  KTUC  Tucson  and  KROD  El  Paso. 
Then  came  32  months  in  the  Navy  during  World  War  II.  He  was  program 
director  for  KGER  Long  Beach,  Calif.,  1946-1948,  and  held  the  same  position 
at  KFSD  San  Diego  1948-1950.  Late  in  1950,  with  a  group  of  other  young 
radio  people,  he  helped  form  The  Viking  Network,  which  extends  throughout 
the  Pacific  Northwest  region.  The  network  grew  from  four  to  14  affiliates  in 

less  than  a  year. 

fully  reflected  community  life  and 
which  intrigued  with  refreshingly 
new  ideas. 

"Sell,  sell,  sell,"  sounds  vigorous and  exciting — but  when  we  ask, 
"Sell  what?"  it  is  inclined  to  have 
a  hollow  ring — a  long  and  lonely echo. 

True,  radio  salesmanship  is  in 
an  ailing  state.  Gone  is  the  old 
luster  and  verve.  Half-hearted, 
weak,  and  failing  fast,  radio's  one- time lusty  confidence  has  been 
severely  shaken. 

Radio's  inferiority  complex  is  be- ing reflected  more  and  more  in  the 
fluid  ranks  of  its  salesmen — men 
without  conviction,  resigned  to 
picking  up  the  crumbs.  Sales 
clinics — some  of  them  inspired, 
others  farcical — have  all  failed  to 
rally  the  faltering  forces. 

For  there  is  no  quick  and  easy 
cure  for  radio.  Its  ills  are  basic 
and  deep-rooted,  and  salesmanship 
alone  can  never  do  the  job. 

_TTL  bling  foundation  can  be  fixed 
squarely  upon  its  programming. 
Practically  every  station  facing 
death  can  logically,  step  by  step, 
narrow  its  degeneration  down  to 
its  diseased  programming. 
Have  enterprise,  imagination, 

and  creative  writing  skill  been  the 
requisite  of  program  directors? 
In  successful  stations,  yes — and some  of  them  can  afford  to  face 
television   with   cocky  assurance. 

IT'S  A  HABIT! 
For  24  years,  farmers  in  Kansas  and 
nearby  states  have  turned  to  WIBW 
for  dependable  service  and  preferred 
entertainment. 

WIBW 
TheVoice^/Kansas 
in  TOPE  K A 

But  in  a  large  majority  of  stations 
— and  this  is  a  scandalous  fact — 
the  program  director  is  ill-qualified to  hold  what  is  certainly  the  most 
responsible  post  in  broadcasting. 
Program  directors  have  been 

chosen  because  they  were  "the  best 
announcer,"  a  "good  sportscaster," 
a  "fine  disc  jockey,"  a  "capable 
traffic  manager,"  and  for  lots  of other  equally  illogical  reasons. 

Often  prima  donnas,  self-styled 
executives,  mike-happy  over-age 
announcers — all  too  rarely  men  of 
true  creative  skill — this  motley 
crew  of  gilt-edged  phonies,  utterly 
lacking  in  vision  and  with  small 
concern  (even  in  this  hour  of 
crisis)  for  radio's  destiny,  is  now riding  the  broken-down  bandwagon 
on  what  may  be  its  last  mile. 

Jealously  containing  the  station's programs  within  the  confines  of 
their  own  personal  tastes,  slam- 

ming the  door  on  dozens  of  fresh 
outside  ideas,  doing  everything  the 
easy  way — this  reckless  fraternity 
has  gained  a  stranglehold  on  a  vast 
segment  of  the  broadcasting  in- dustry. 

It  all  happened,  of  course,  be- 
cause management  or  ownership 

was  lax  or  short-sighted  or  mis- 
guided— and  it  will  fall  to  the  men 

at  the  top  to  institute  the  shake-up 
and  begin  the  purge  that  will  rid 
radio  of  the  good-for-nothings without  the  faith  or  fortitude  to 
rise  to  the  occasion. 

Open  the  back  door  for  all  the 
weaklings  who  quake  at  the  chal- 

lenge of  today — turn  them  out! 
There's  new  blood  banging  at  the front  door! 

It's  time  for  radio  to  dare!  The 
tape  recorder  has  fired  the  imagina- 

tion— given  radio  a  new  scope  in 
news,  in  special  events,  in  all  kinds 
of  programming. 

THERE'S  talent  in  your  town — talent  that  would  have  been 
on  the  air  before  World  War  II, 
when  radio  quit  working  very  hard 
at  its  trade.  Build  it  into  pro- 

grams! Surprise  your  listeners 
out  of  the  deadly  apathy  into  which 
radio  has  lulled  them. 

Call  on  industry — radio  seldom 
has.  In  almost  every  station's  ter- ritory there  is  heavy  industry  of 

Mr.  HOTCHKISS 

some  kind  with  public  relations 
dollars  to  spend  on  programs  of 
local  significance. 

Get  out  of  your  studios — out  into the  town  and  country.  Shove  the 
staff  out  the  door,  thrust  them  out 
into  the  world.  There's  more  to 
radio  than  spinning  records  or  rid- (Continued  from  page  10U) 

WWDC 

NOW  |st 

in  out-of-the-home 

Washington  audience 
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Ask  your  Blair  man  for  the 
whole  WWDC  story 

fcPulse;  July,  1951:  6  A.M. to  Midnight  
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CAPT.  CLARK  NAMED 
Succeeds  Maj.  Meranda 

APPOINTMENT  of  Capt.  Chester 
H.  Clark  (USAF)  to  succeed  Maj. 
Mark  D.  Meranda  (USAF)  as  as- 

sistant chief  of  production  for  the 
Defense  Dept.'s  Radio-TV  Branch was  anounced  last  Tuesday  by 
Charles  Dillon,  branch  chief.  Ma- 

jor Meranda  has  been  transferred 
to  the  Air  University,  Maxwell 
Field,  Ala. 

Captain  Clark  was  staff  an- 
nouncer at  WCAE  Pittsburgh  from 

1938  to  1947  when  he  resigned  to 
manage  WLOG  Logan,  W.  Va.  In 
1948  he  helped  put  WRYO  Roches- 

ter, Pa.,  on  the  air.  Subsequently 
he  served  as  account  executive  at 
WWSW  Pittsburgh. 
Major  Meranda  wrote  and  pro- duced the  Air  Force  Hour  on  MBS 

for  five  years  and  the  Armed 
Forces  Review  on  MBS  since  last 
July. 

Foreign  Shows 
TWICE  daily  Polish  language 
news  broadcasts,  first  of  a  series  to 
originate  in  European  studios,  was 
launched  in  Munich  last  Monday  by 
the  State  Dept. 

New  policy  is  designed  to  reduce 
the  time  lag  in  programs  emanat- 

ing from  New  York  and  to  make 
available  interview-type  segments. 
Broadcasts  supplement  standard 
Voice  of  America  language  shows 
from  New  York  and  also  feature 
eastern  European  news. 

FIRST  CHOICE 
OF  ENGINEERS! 

Only  Magnecorder  offers  all  the  flex- 
ibility, high  fidelity  and  features  you 

require — at  a  price  you  want  to  pay! 
FITS  EVERY  PURPOSE  — EVERY  PURSE! 

LIGHTWEIGHT 

fCC  actions  £'J> SEPTEMBER  28  THROUGH  OCTOBER  4 
CP-construction  permit  ant.-antenna 
DA-directional  antenna  D-day 
ERP-effective  radiated  power  N-night 
STL-studio-transmitter  link  aur.-aural 
synch,  amp.-synchronous  amplifier  vis.-visual 

cond.-conditional LS-local  sunset 
mod.-modification 
trans.-transmitter unl. -unlimited  hours 

STA -special  temporary  authorization        CG-conditional  grant 
Grants  authorizing  new  stations,  changes  in  facilities,  and  transfers 

appear  at  the  end  of  this  department,  accompanied  by  a  roundup  of  new 
station  and  transfer  applications. 

September  28  Applications  .  .  . 
ACCEPTED  FOB  FILING 

Modification  of  CP 
WOOF  Dothan,  Ala.— Mod.  CP  au- thorizing changes  in  power,  etc.,  for extension  of  completion  date. 
WDMJ  Marquette,  Mich.— Mod.  CP authorizing  change  in  frequency,  pow- er, location,  etc.,  for  extension  of  com- pletion date. 
WALK  Patchogue,  N.  Y. — Mod.  CP 

FISH  SAGA 
KECC  Sells  Spots  at  Sea 

SELLING  a  client  on  radio  is  a 
worthy  achievement  in  itself,  but 
when  you  convince  the  sponsor  to 
move  into  your  station  area  and 
then  sell  out  his  entire  stock  in  a 
week — perhaps  that  is  the  ultimate 
in  salesmanship,  and  no  fish  story either. 

In  any  event,  that  claim  is  made 
by  KECC  Pittsburg,  Calif.  Ac- cording to  General  Manager  Mel 
Marshall,  Capt.  Charles  Armstrong 
was  cruising  his  fishing  boat  and 
filling  it  with  freshly-caught  tuna when  he  tuned  in  KECC  while  150 
miles  off  the  Golden  Gate.  Ap- 

parently he  liked  what  he  heard. 
Later  the  captain  anchored  at 

McAvoy,  near  Pittsburg,  and 
visited  the  station  where  he  bought 
a  series  of  spot  announcements 
plugging  sale  of  tuna  at  McAvoy. 
The  first  spot  was  aired  at  6  p.m., 
bringing  in  a  customer  10  minutes 
later.  Similar  announcements  the 
next  five  days  took  care  of  slightly 
over  four  tons  of  fish.  Capt.  Arm- 

strong returned  to  sea  and  prom- ised to  buy  more  spots. 

WGBH  (FM)  On  Air 
A  NEW  educational  station, 
WGBH  (FM)  Boston,  was  sched- uled to  go  on  the  air  Saturday,  Oct. 
6  at  8:30  p.m.  with  what  is  de- 

scribed as  the  first  full-length  per- formance of  the  Boston  Symphony 
Orchestra  to  be  broadcast  in  that 
city  in  25  years.  An  open  house  was 
held  Oct.  3  in  the  Symphony  Hall 
studios,  now  nearing  completion. 
WGBH  (FM)  is  licensed  to  the 
Lowell  Institute  Cooperative  Broad- 

casting Council,  a  project  jointly 
sponsored  by  Boston  College,  Bos- 

ton U.,  Harvard  U.,  Lowell  Insti- 
tute, Massachusetts  Institute  of 

Technology,  Northeastern  U.  and 
Tufts  College. 

authorizing  new  AM  station  for  exten- sion of  completion  date. AM— 1320  kc 
Circle  Bcstg.  Co.,  Hollywood,  Fla.— Amend  CP  to  change  from  1260  kc  to 

1320  kc,  and  make  changes  in  stock- holders, officers  and  directors. 
License  Renewal 

Request  for  license  renewal:  WWOD- FM  Lynchburg,  Va. 
October  1  Decisions  .  .  . 

BY  THE  SECRETARY 
KRNT-FM  Des  Moines,  Iowa— Grant- ed mod.  CP  for  extension  of  comple- 

tion date  to  3-20-52. WFBC-FM  Greenville,  S.  C— Granted mod.  CP  for  extension  of  completion 
date  to  4-1-52. WFMT  Chicago,  111.— Granted  mod. CP  for  extension  of  completion  date  to 12-21-51. 
WARD-FM  Johnstown,  Pa.— Granted license  for  FM  station;  Ch.  221  (92.1 mc)  285  w;  ant.  minus  87  feet. 
KFAC-FM  Los  Angeles,  Calif.— Granted  license  for  FM  station:  Ch. 

282  (104.3  mc),  8.8  kw,  ant.  190  ft. 
WLOK-FM  Lima,  Ohio  —  Granted mod.  CP  for  extension  of  completion 

date  to  1-18-52. 
WLAN-FM  Lancaster,  Pa.— Granted mod.  CP  for  extension  of  completion 

date  to  4-13-52. WGAF  Valdosta,  Ga.— Granted  mod. CP  for  extension  of  completion  date  to 12-1-51;  cond. 

WLBJ-FM  The  Bowling  Green  Bcstg. 
Co.,  Bowling  Green,  Ky. — Granted mod.  CP  for  extension  of  completion 
date  to  12-18-51. 
October  1  Applications  .  .  . 

ACCEPTED  FOR  FILING 
Modification  of  CP 

WIBL  Medford,  Mass.— Mod.  CP,  as 
mod.,  authorizing  new  AM  station,  for extension  of  completion  date. 
WLCS-FM  Baton  Rouge,  La.— Mod. CP  for  new  FM  station  to  change  ERP, ant.  height,  etc. 
WFBC-FM  Greenville,  S.  C— Mod. CP,  as  mod.,  for  new  FM  station,  for extension  of  completion  date. 
KSDS  (FM)  San  Diego,  Calif.— Mod. CP,  as  mod.,  for  new  non-commercial FM  station,  for  extension  of  completion 

date. 
Modification  of  License  ' WDXE    Lawrenceburg,    Tenn.— Mod. of  license  to  increase  power  from  500 w  to  1  kw. 

October  2  Applications  .  .  . 
ACCEPTED  FOR  FILING 

Modification  of  CP 
KUGN-FM    Eugene,    Ore.— Mod.  CP 

authorizing  new  FM  station  for  exten- sion of  completion  date. License  for  CP 
KD  AS    Malvern,    Ark.— License  for CP,  as  mod.,  new  AM  station. KDLM  Detroit  Lakes,  Minn. — License for  CP,  as  mod.,  for  new  AM  station. 
WIRO  Ironton,  Ohio — License  for  CP, as  mod.,  for  new  AM  station. FM— 97.5  mc 
WLVA-FM    Lynchburg,    Va.— CP  to make  changes  in  ant.  height  from  2040 to  2063  ft.  above  average  terrain,  etc. License  Renewal 

APPLICATION  RETURNED 
WPAZ    Pottstown,    Pa.— RETURNED application  for  license  for  CP,  as  mod., for  new  AM  station. 

October  3  Decisions  .  .  . 
ACTION  ON  MOTIONS 
By  Wayne  Coy,  Chairman 

Sky  Way  Bcstg.  Corp.,  Columbus, Ohio — Granted  motion  for  correction of  oral  argument  transcript  of  July  16, re  its  application  and  that  of  Stephen H.  Kovalan,  Wellston,  Ohio. 
By  Comr.  Robert  F.  Jones Johnston    Bcstg.    Co.,  Birmingham, 

AN   INVITATION  TO 

SUCCESSFUL  ADVERTISING 

See  Centerspread  This  Issue 

ON  THE  AIR  EVERYWHERE  24  HOURS  A  DAY 
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SERVICE  DIRECTORY 

Custom-Built  Equipment 
U.  S.  RECORDING  CO. 

1121  Vermont  Ave.,  Wash.  5,  D.  C. 
Sterling  3626 

COMMERCIAL  RADIO 
MONITORING  COMPANY 
PRECISION  FREQUENCY  MEASUREMENTS 
"A  reliable  service  for  over  It  year*" For  immediate  service  phene JACKSON  5302 

P.  O.  Box  7037        Kansas  City,  Me. 
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CONSULTING  RADIO  &  TELEVISION  ENGINEERS 

JANSKY  &  BAILEY 
Executive  Office* 

National  Press  Building Offices  and  Laboratories 
1339  Wisconsin  Ave.,  N.  W. 

Washington,  D.  C.  ADams  2414 
Member  AFCCE  * 

JAMES  C.  McNARY 
Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 
Telephone  District  1205 

Member  AFCCE* 

A  US-year  background —Established  1926— 
PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
MOntclair  3-3000 

Laboratories  Great  Notch,  N.  J. 

GEORGE  C.  DAVIS 

501-514  Munsey  Bldg.— STerling  0111 
Washington  4,  D.  C. 

Member  AFCCE" 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.         Dl.  1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037         JACKSON  5302 
KANSAS  CITY,  MO. 

A.  D.  RING  &  CO. 
26  Years'  Experience  in  Radio Engineering 

MUNSEY  BLDG.  REPUBLIC  2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 

There  is  no  substitute  for  experience 
GLENN  D.  GILLETT 

AND  ASSOCIATES 
982  NATL.  PRESS  BLDG.      NA.  3373 

WASHINGTON,  D.  C. 
Member  AFCCE* 

GAUTNEY  &  RAY 
CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg. 
Washington  4,  D.  C. 

National  7757 

Craven,  Lohnes  &  Culver 
MUNSEY  BUILDING  DISTRICT  8215 

WASHINGTON  4,  D.  C. 
Member  AFCCE* 

E.  C.  PAGE 
CONSULTING  RADIO 

ENGINEERS 
BOND  BLDG.  EXECUTIVE  5670 

WASHINGTON  5,  D.  C. 
Member  AFCCE* 

WILLIAM  L.  FOSS,  Inc. 
Formerly  Colton  &  Foss,  Inc. 

927  15th  St.,  N.  W.    REpublic  31 
WASHINGTON,  D.  C. 

LYNNE  C.  SMEBY 
"Registered  Professional  Engineer" 

1311  G  St.,  N.  W  EX.  8073 
Washington  5,  D.  C. 

Member  AFCCE* 

Ala. — Granted  petition  for  dismissal  of application. 
KTRB  Modesto,  Calif.— Granted  peti- tion for  continuance  of  hearing  from Oct.  18  to  Nov.  19  in  Washington,  in proceeding  re  application. 
CBS  New  York,  N.  Y.— Granted  peti- tion for  leave  to  amend  application 

(re  assignment  of  license  of  WBKB-TV Chicago,  from  Balaban  &  Katz  Corp. 
to  CBS)  so  as  to  bring  application  up- 
to-date  with  respect  to  stockholders, officers,  and. directors  and  to  make  cor- rections relating  to  number  of  shares of  applicant  corporation. 
By  Hearing  Examiner  J.  D.  Bond 
City  Bcstg.  Corp.,  Nashua,  N.  H.— Granted  petition  for  extension  of  time 

from  Oct.  1  to  Oct.  31,  to  file  proposed 
BROADCASTING    •  Tel 

Mcintosh  &  Inglis 
710  14th  St.,  N.W.— Metropolitan  4477 

WASHINGTON,  D.  C. 

Member  AFCCE* 

MILLARD  M.  GARRISON 
1519  Connecticut  Avenue 
WASHINGTON   6,   D.  C. 

MICHIGAN  2261 
Member  AFCCE* 

JOHN  CREUTZ 
319  BOND  BLDG.      REPUBLIC  2151 

WASHINGTON,  D.  C. 
Member  AFCCE  * 

GEORGE  P.  ADAIR 
Consulting  Radio  Engineer: 

y  Professional Jio-Television- Electronics-Communications 1833  M  St.,  N.  W.,  Wash.  6,  D.  C. Executive  1B30— Executive  6861 
(Nights- holidays,  Lockwood  5-1819) 

Member  AFCCE* 

findings  of  fact  and  conclusions  of  law in  proceeding  re  application. 
By  Hearing  Examiner  H.  B.  Hutchison 

Chief,  Broadcast  Bureau  —  Granted petition  for  an  extension  of  time  from 
Oct.  1  to  Oct.  15  to  file  proposed  find- ings of  fact  and  conclusions  of  law  in proceeding  re  application  of  WKEY Covington,  Va. 
By  Hearing  Examiner  Fanney  N.  Litvin 
Azalea  Bcstg.  Co.,  Mobile,  Ala.  and WSMB  New  Orleans,  La. — Granted  joint petition  for  indefinite  continuance  of 

hearing,  now  scheduled  for  Oct.  2  in Washington,  in  proceeding;  hearing 
continued  until  30  days  after  commis- sion has  taken  action  upon  joint  pe- 

tition filed  by  parties  Sept.  5  (for  re- 
consideration and  grant  without  hear- ing of  respective  applications). 

WOL  Washington,  D.  C— Granted  pe- tition for  continuance  of  hearing  from 
Oct.  10  to  Dec.  10  in  Washington,  in 
proceeding  upon  application  for  re- newal of  license  of  synchronous  am- plifier located  in  Silver  Spring,  Md. 
By  Hearing  Examiner  Elizabeth  Smith 
Allentown  Bcstg.    Corp.,  Allentown, 

Pa. — Granted  motion  for  extension  of 

RUSSELL  P.  MAY 
1422  F  St.,  N.  W.  Kellogg  Bldg. 
Washington,  D.  C.         REpublic  3984 

Member  AFCCE* 

KEAR  &  KENNEDY 
1302  18TH  ST.,  N.  W.     HUDSON  9000 

WASHINGTON   6,   D.  C. 

Member  AFCCE  * 

GUY  C.  HUTCHESON 

P.  O.  Box  32  AR  4-8721 
ARLINGTON,  TEXAS 

WALTER  F.  KEAN 
AM-TV   BROADCAST  ALLOCATION, 

FCC   &   FIELD  ENGINEERING 
1    Riverside  Road  —  Riverside  7-2153 Riverside,  III. 

(A  Chicago  suburb) 

time  from  October  1  to  October  22  to 
file  proposed  findings  of  fact  and  con- clusions in  proceeding  re  its  applica- tion and  that  of  Easton  Publishing  Co., Easton,  Pa. 
Grand  Island  Bcstg.  Co.,  Grand 

Island,  Neb. — Granted  petition  for  con- tinuance of  hearing  from  Oct.  1  to  Oct. 
31  in  Washington,  in  proceeding  upon 
its  application  and  that  of  Custer  Coun- ty Bcstg.  Co.,  Broken  Bow,  Neb. 
WVOP  Vidalia,  Ga.— Deferred  action on  petition  to  change  place  of  hearing. 

WEEK  Tampa,  Fla. — Granted  motion for  continuance  of  hearing  from  Oct.  3 
to  Dec.  4  in  Washington,  in  proceed- 

ing upon  application. Luke  H.  Wetherington,  New  Bern, N.  C. — Granted  motion  for  leave  to 
amend  application  to  show  (a)  appli- cants to  be  Luke  H,  Wetherington, 
L.  T.  Grantham  and  David  E.  Hardi- 
son,  co-partnership,  d/b  as  Craven Broadcasting  Co.,  and  (b)  required data  with  respect  to  partnership. 
WARM  Scranton,  Pa. — Granted  peti- tion in  so  far  as  it  requests  continuance of  hearing  on  applications  for  mod.  CP 

and  in  other  respects  denied. 

WELDON  &  CARR 
WASHINGTON,  D.  C. 
1605  Connecticut  Ave. 

Dallas,  Texas  Seattle,  Wash. 4212  S.  Buckner  Blvd.   4742  W.  Ruffner 

Member  AFCCE* 

A.  EARL  CULLUM,  JR. 
CONSULTING   RADIO  ENGINEERS 

HIGHLAND  PARK  VILLAGE 
DALLAS  5,  TEXAS 

JUSTIN  6108 

ROBERT  M.  SILLIMAN 
1011  New  Hampshire  Ave.,  N.  W. 

Republic  6646 Washington  7,  D.  C. 

ADLER 
COMMUNICATIONS 

LABORATORIES 
Broadcast,  Communication and  Television  Systems One  LeFevre  Lane,  New  Rochelle,  N.  Y. 

New  Rochelle  6-1*20 

e  c  a  s  1 1  n  ! 

October  3  Applications  .  .  . 
ACCEPTED    FOR  FILING 

Modification  of  CP 
KAKC-FM  Tulsa,  Okla.  —  Mod.  CP 

authorizing  new  FM  station  for  exten- sion of  completion  date. 
License  for  CP 

KFQD  Anchorage,  Alaska  —  License for  CP  authorizing  changes  in  fre- 
quency, etc. WAMS  Wilmington,  Del.— License  for CP  authorizing  changes  in  operating hours,  etc. 

WLBJ-FM  Bowling  Green,  Ky.— Li- cense for  CP,  as  mod.,  authorizing changes  in  station, 
CP  to  Replace  CP 

KNCM  Moberly,  Mo.— CP  to  replace CP  authorizing  changes  in  frequency, etc. 
WEWO-FM  Laurinburg,  N.  C— CP  to 

replace  CP  authorizing  new  FM  sta- tion. 
APPLICATION  RETURNED 

Sunshine  Network  Inc.,  Delray  Beach, Fla. — RETURNED    application   for  CP 
new  AM  station. 

(Continued  on  page  103) 
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CLASSIFIED  ADVERTISEMENTS 
Payable  in  advance.    Checks  and  money  orders  only. 

Situations  Wanted,  10#  per  word— JI.00  minimum  •  Help  Wanted,  204  per  word— $2.00  minimum 
All  other  classifications  2S<  per  word— 44.00  minimum  •  Display  ads.  $12.00  per  inch 

No  charge  for  blind  box  number.   Send  box  replies  to 
Broadcasting,  870  National  Press  Bldg.,  Washington  4,  D.  C. 

All  transcriptions,  photos,  etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates any  liability  or  responsibility  for  their  custody  or  return. 

Help  Wanted 
Managerial 

Wanted:  Commercial  manager  for Louisiana  station.  Hard  and  sincere 
worker  can  get  part  of  station  profits. This  station  has  always  operated  in black.    Box  154L,  BROADCASTING. 

Salesman 
Going  increased  power,  need  another 
salesman,  drawing  account  and  com- mission. Excellent  section  of  Idaho. Write,  references  KIFI,  Idaho  Falls, Idaho. 
Salesman:  If  you  are  a  radio  time salesman  and  would  like  to  live  in vacation  land,  with  unlimited  earnings, call,  wire  or  write  Buddy  Starcher, WMBM,  Miami  Beach,  Florida. 
Salesman — male  or  female,  independent Berkshire  station.  15%  commission, $75.00  a  week  guarantee.  Contact Nicoll,  WNAW,  North  Adams,  Mass. 

Announcers 
Morning  man.  5000  watt  net  affiliate. 
A  super-Hooper,  personality  breakfast, platter  man.  Opportunity  unlimited  if 
you've  got  what  we  want.  Send  audi- tion, Hooper-ratings,  business  and  per- sonal references  in  first  letter.  Box 
47L,  BROADCASTING. 
Top  independent  southeastern  market 
has  opening  for  announcer  with  gen- eral all-round  ability.  Well  above  aver- age salary  schedule  for  responsible man.  Three  or  more  years  experience 
required  with  good  business  and  per- sonal references.  Send  audition  with 
commercial  spots,  five  minute  news  and disc  jock.  Replies  confidential.  Box 91L,  BROADCASTING. 
Wanted:  Combination  news  and  sports primarily,  would  prefer  interest  sales also.  Midwest  station,  only  outlet  good community.  Give  full  particulars  first letter.    Box  120L,  BROADCASTING. 
Announcer-engineer,  network  station making  good  profits,  congenial  small staff,  owner-manager,  excellent  living conditions.  $65  to  start.  Selling  not required,  but  will  pay  20%  commissions on  all  sales.  Located  in  southeast.  Box 135L,  BROADCASTING. 
Wanted  immediately,  combination  pro- gram director  and  morning  man  for 1000  watt  daytime  independent  located 
in  western  N.  C.  Excellent  oppor- tunity, good  working  and  living  condi- tions. State  all  qualifications,  refer- ences, etc.,  in  first  letter.  All  replies 
confidential.  Box  143L,  BROADCAST- ING. 
Announcer  with  first  phone  licenses, emphasis  on  sport  and  news.  Excellent proposition  for  sober,  reliable  man  not afraid  of  work,  located  in  southwest Virginia.    Box  153L,  BROADCASTING. 
Central  Illinois  net  affiliate  needs  ver- satile, experienced  announcer,  strong on  commercials  and  discs.  Box  158L, BROADCASTING. 
Wanted:  Experienced  combo  man,  im- mediately. $70.00  for  48  hours.  Well established  250  watt  progressive  MBS affiliate.    KBMY,  Billings,  Montana. 
Announcer  wanted:  Good  salary  for right  man.  Must  be  tops  on  board operation  as  well  as  staff.  Send  full details  and  disc  with  first  letter.  Joe Monroe,  KENT,  Shreveport,  Louisiana. 
Announcer-engineer.  Opportunity  for advancement  in  profitable  network  sta- tion located  near  Birmingham.  $55.00  to start,  small  congenial  staff,  owner  is manager,  selling  not  required  but  will pay  20%  commission  on  all  sales.  Box 136L,  BROADCASTING. 

Help  Wanted  (Cont'd) 
Wanted:  Immediate  opening  for  an- 

nouncer-engineer at  one  of  west  Texas' newest  250  watt  indies.  Forty  hour 
week  with  salary  and  advancement  ac- 

cording to  ability.  Don't  have  time for  prima  donnas,  if  you  can  talk  and have  a  1st  class  ticket,  contact  Pat 
Jeter,  Chief  Engineer,  KFLD,  Floy- dada,  Texas. 
Wanted,  two  engineer-announcer.  Must be  good.  One  strong  on  sports,  one assist  in  programming  and  morning announcing.  Local  independent  station with  ambitions  to  grow.  Interested  in family  men  who  want  future  and  lots of  hard  work.  $85  or  more  per  week for  right  man.  Send  full  information, audition,  photo  and  references.  Only experienced  men  need  apply.  Merle  H. Tucker,  KGAK,  Gallup,  N.  M. 
Wanted:  Announcer-engineer.  Empha- sis on  announcing.  Old,  established, 1000  watt  going  network  November  1st. Permanent  position.  Send  disc  or  tape, qualifications,  salary  requirements. KIUP,  Durango,  Colorado. 
Announcer:  $65  per  week.  Minimum  5 years  experience.  Rush  audition  disc 
and  complete  details.  KNEA,  Jones- boro,  Arkansas. 
Combination  announcer-engineer.  Em- phasis on  announcing.  Salary  com- mensurate with  ability.  Call  Manager, 
at  telephone  780  collect.  WBSC,  Ben- nettsville,  S.  C. 
Combo  man,  with  first  ticket.  Immedi- ate opening.  Permanent.  Daytime  oper- ation. Accent  announcing.  $63.75  weekly 
year  round.  Maximum  50-hour  week, present  schedule  40-hour.  Car  neces- sary. Details,  disc,  photo.  WDLA,  Wal- ton, N.  Y. 
Wanted:  Experienced,  versatile  an- nouncer, strong  on  morning  records and  staff  news.  Good  starting  salary, 
graduated  pay  scale,  talent.  Send  audi- tion, photo,  letter  of  qualifications  in- cluding salary  expected  to  Station WFDF,  Flint,  Michigan. 
Aggressive  time  salesman.  Independ- ent station.  Good  proposition  for  ex- perienced salesman.  Also  salesman  who can  sell  his  own  western  DJ  show,  ag- gressive salesman  who  knows  how  to sell.  High  commission  against  draw. J.  Eric  Williams,  WGAT,  Utica,  N.  Y. 
Announcer-copywriter  wanted  for growing  independent.  Good  working 
conditions.  Gateway  to  Michigan's fishing,  hunting,  resort  area.  Write  or call  WMDN,  Midland,  Michigan.. 
Announcer  with  first  phone  license.  $60 per  week.  WMOG,  Brunswick,  Georgia. 
Dual  network  station,  TV  application, 
has  opening  for  staff  announcer.  Bet- ter than  average  opportunities.  Send audition  and  resume  to  J.  W.  Carson, WMOX,  Meridian,  Miss. 
Good,  steady  staff  announcer  is  wanted on  5  kw  NBC  affiliate  in  large  North 
Carolina  city.  No  sports  or  DJ  special- ists. Just  topflight  staff  man.  Prefer man  from  southeast.  Write  Robert  C. 
Estes,  Pgm.  Mgr.,  WSJS,  Winston- Salem.  N.  C.  
Announcer  -  engineer,  first  phone. WWGS,  Tifton,  Ga.,  Phone  921. 

Technical 
First  class  engineer.  No  experience  re- quired. Virginia  network  station.  Box 238K,  BROADCASTING, 
Engineer  or  combination  for  250  watter near  N.  Y.  Box  585K,  BROADCAST- ING. 
Transmitter  engineer  needed  at  once. 
AM-FM  with  TV  prospects.  Car  nec- essary. Experience  not  necessary.  Box 48L,  BROADCASTING. 

Help  Wanted  (Cont'd) Wanted,  chief  engineer  and  a  first  class 
operator  for  1000  watt  southern  inde- pendent.   Box  144L,  BROADCASTING. 
Modern  station  in  Phila.  area  has  open- ing for  experienced  licensed  man  for duplex  operation.  Man  leaving  our present  staff  is  going  on  to  bigger  but 
not  better  things.  Box  151L,  BROAD- CASTING. 
Want  combination  engineer-announcer for  permanent  position  with  solid  Mis- souri station  $300  month.  Send  disc  and full  information  in  first  letter.  KREI, 
Farmington,  Missouri. 
Wanted:  Transmitter  engineer  imme- diately. Must  have  car,  first  class ticket  and  minimum  of  two  years transmitter  experience,  preferably  with station  of  1  kw  or  more.  In  first  letter, 
please  give  full  particulars  of  back- ground including  photo  and  references. Reply  to  General  Manager,  KRMG, Tulsa,  Oklahoma. 
Transmitter  engineer.  1000  watt  full- time,  progressive,  network  outlet.  Good working  conditions,  good  wages.  Write 
Chief  Engineer,  KSUM,  Fairmont,  Min- nesota. 
Have  immediate  opening  for  engineer 
with  first  phone.  No  experience  neces- sary. Write  all  details  first  letter.  Radio Station  KVAL,  Brownsville,  Texas. 
Engineer,  some  announcing,  $65.00  for 45  hours.   KWAD,  Wadena,  Minn. 
Needed  immediately,  a  man  with  first class  phone  ticket  to  handle  combo  job. Excellent  earnings.  Permanent  posi- tion. Car  needed.  Write  or  wire  WCDL, Carbondale,  Penna. 
Wanted:  Engineer-announcer,  also  an- nouncer. Station  WKEU,  Griffin,  Ga. 
Transmitter  eneineer.  Car  necessary. Permanent  for  right  man.    1000  watt 
newspaper  affiliated  ABC  Network  sta- tion. Contact  Harold  White,  WKTY, LaCrosse,  Wisconsin. 
Transmitter  engineer.  40  hours  per week.  Needed  immediately  to  keep  on air.  College  town.  Call  or  wire  collect WLBK,  DeKalb,  Illinois.   Phone  2677. 
Immediately,  first  class  engineer,  ex- perience not  necessary,  starting  salary 
40  hours  week  $55.  ABC  affiliate.  Con- tact Chief  Engineer,  WNBZ,  Saranac Lake,  New  York. 
Two  first  class  operators,  experience not  necessary,  car  essential.  $50.00  per 
forty  hour  week.  Contact  Chief  Engi- neer, WOLS,  Florence,  S,  C/ 
Immediate  opening  in  5000  watt  station for  first  class  experienced  transmitter engineer.  Write  to  Chief  Engineer, WTOC,  Savannah,  Ga. 
Wanted:  First  class  licensed  operator, preferably  none  or  little  experience, need  automobile,  contact  Radio  Station WVMI,  Biloxi,  Mississippi. 
Production-Programming,  Others 
We  want  a  thoroughly  experienced  ra- dio girl.  One  who  knows  traffic,  copy and  air  work.  Excellent  salary  for capable  worker.  1000  watt  net  affiliate 
in  attractive  midwest  city.  Send  de- tails, picture,  when  available  to  Box 157L,  BROADCASTING. 
Wanted:  Experienced  news  man,  re- write. Excellent  opportunity  for  man 
with  writing  ability  and  news  judg- ment. Air  work  not  essential.  Send 
letter  of  qualifications,  including  ex- perience, background  and  salary  ex- pected to  Station  WFDF,  Flint,  Michi- 

gan. 

Situations  Wanted 
Managerial 

Capable  of  managing  small  operation. 
Announcer  -  engineer  -  salesman.  Ex- perienced. Family  man,  automobile, 
minimum  $350.00.  Box  63L,  BROAD- CASTING. 
Manager:  With  a  record  of  achievement 
in  highly  competitive  midwestern 
metropolitan  field.  Not  a  "Fancy  Dan," but  a  sound,  practical  operator  with  a 
background  of  12  years  newspaper  ex- perience and  10  years  in  management of  2  recognized  5  kw  network  outlets. Extremely  dollar  conscious  and  strictly sales-minded.  Now  in  newspaper  field, 
but  seek  return  to  AM  radio  with  estab- lished station  having  a  man-sized  job to  be  done  and  willing  to  pay  well  for  j accomplishment.  Not  interested  in  j 
station  skating  on  thin  ice  because  I'm' not  a  miracle  man  or  one-shot  wonder- 
worker.  Will  invest.  References  from": prominent  past  employer  and  industry  ! leaders  as  well  as  present  employer,  j 
Go  anywhere.  Available  30  days  notice and  available  for  immediate  interview 
in  vour  office.  Box  70L,  BROADCAST- ING. 
Station  or  commercial  manager,  with ideas  that  have  increased  sales  and 
built  audiences.  Thoroughly  experi- 

enced all  phases,  large  and  small  mar- kets. Available  now.  Box  113L, BROADCASTING. 
I  can  make  you  money!  4%  return 
last  year  under  past  manager.  We  have 
paid  25%  this  year.  Can  do  same  for you.  Looking  for  larger  market.  11 years  in  radio.  Sober.  Family  man. 29  years.  Available  30  days.  Box  119L, BROADCASTING, 
Proven  executive  ability.  14  years  sales experience  with  50  kw  top  Hooper  rated 
station.  Experience  with  leading  inde- pendent. Prior  agency  and  newspaper 
experience.  Leaving  present  station  for understandable  reason.  Will  consider account  executive  at  right  figure.  Box 810,  Richmond,  Virginia. 

Salesmen 

Employed  time  salesman  desires  new position  in  New  York  City.  Box  148L, BROADCASTING. 
Announcers 

Announcer-engineer,  27.  Radio  school, 
private.  First  phone.  8  years  Mer- chant Marine,  Airlines.  No  broadcast 
experience.  Disc.  Box  955K,  BROAD- CASTING. 
Announcer-program  director  desires 
position  in  northeast.  Ten  year  back- ground.   Box  55L,  BROADCASTING. 
Recent  graduate  School  of  Radio  Tech- nique, desires  general  staff,  sports 
play-by-play.  College,  married,  vet- eran.   Box  79L,  BROADCASTING. 
Sales  minded  young  announcer  trained all  phases  radio  and  TV.  Radio:  DJ work,  control  board,  news,  copywriting, 
sales.  TV:  Camera,  film  editing,  direc- tion, production.  Available  immedi- ately. Draft  exempt.  Box  84L,  BROAD- CASTING. 
Non-flubproof?  No!  Several  months experience  on  board,  newscasts,  DJ, daytime  station.  Veteran,  wife,  car.  In Penna.  now,  travel  immediately.  Box 112L,  BROADCASTING. 
Experienced    announcer    AM-TV,  all phases!  Strong  commercials,  MC,  news. 
Presently  employed  50  kw  NBC  AM- ,  TV.  Desire  change.  Excellent  refer- ences. Disc,  photo,  particulars  on  re- quest. Thank  you!  Box  114L,  BROAD- CASTING. 
Attention  station  managers.  Program 
directors!  Do  you  need  a  good  man  to 
help  your  station  grow?  Can  handle announcing,  DJ,  sports,  news,  selling, continuity.  Wish  to  become  part  of your  community.  Have  done  work  over New  York  stations.  Single,  veteran, resume,  photo,  disc  available.  Box 115L,  BROADCASTING. 
College  graduate  first  phone,  first  tele- 

graph, seeks  combination  announcer- engineer  job  with  small  California  or southwest  station.  Four-F  draft.  No experience,  no  contact  with  any  form of  radio  in  past  four  years.  Soon  to  be discharged  from  Navy.  Will  work  any shift.    Box  117L,  BROADCASTING. 



Situations  Wanted  (Cont'd) 
Announcer,  had  own  western  band  on radio,  clear  voice,  sober,  dependable, married,  prefer  western  show.  Box 121L,  BROADCASTING. 
Announcer-newsman,  3  years  all  phases college  radio.  Single,  veteran,  26.  Car. Desire  anything  in  field  with  program 
development  in  view.  Midwest  pre- ferred.    Box   124L,  BROADCASTING. 
Sportscaster,  announcer.  Married,  draft exempt.  SRT  graduate,  three  years college.  Can  write  copy.  Strong  on commercials,  disc  jockey,  all  phases  of sports.  Disc  and  photo  on  request.  Box 129L,  BROADCASTING. 
Lots  of  melody  plus  quiet,  convincing 
way  of  "talkin'  to  'em"  has  housewives ears  and  sponsor's  dollars  in  present market.  Will  do  same  for  you  at  $125.00 week,  talent.  Box  132L,  BROADCAST- ING. 
Combo  or  engineer,  first  phone,  14 months  experience,  prefer  midwest. Box  133L.  BROADCASTING. 
Hillbilly  DJ.  Know,  like  hillbillies. Seven  years  with  own  western  unit. ;Want  right  permanent  spot.  Please  no 
"stuffed  shirt"  station  replies.  Also news,  commercials,  details,  transcrip- tion request.  Available  one  week.  Box 134L,  BROADCASTING. 
Announcer-engineer-salesman.  Atten- tion Kansas,  Oklahoma,  Texas  and  all 
points  in  southwest !  If  looking  for  per- 

manent help  I'm  your  man.  Experi- enced all  phases.  Employed  metro- politan directional.  Box  141L,  BROAD- CASTING. 
Announcer,  SRT  graduate,  single,  draft exempt.     Strong    on    newscasts,  disc :jockey,  commercials.  Operate  board. Speak,   read  Polish.     Photo,   disc  on request.    Box  145L,  BROADCASTING. 
Morning  man  with  first  ticket.  Ex- perienced announcer.  Can  sell  time. Looking  for  opportunity  in  Florida  or southeast.  Box  146L,  BROADCAST- ING. 
Announcer  -  salesman  -  writer.  Eight years  chief  announcer,  salesman,  copy- writer for  CBS  affiliate.  Vet,  married, 
no  drifter,  excellent  appearance,  per- sonality. Experience  movies.  TV.  Box 147L,  BROADCASTING. 
Particular  announcer  for  particular  sta- tion. 8  years  experience.  Staff,  DJ .and  PD.  If  you  want  tape;  state  sal- ary, hours,  shift.  Dependable,  com- petent, draft  exempt.  Box  149L, BROADCASTING. 
Announcer,    draft    exempt.  Married, college  background.  SRT  graduate. I  Strong  on  newscasting,  DJ,  copywrit- ing.    Photo  and  disc  available.  Box 

I  155L,  BROADCASTING.  
}  Announcer — Five  years  sports,  news j.and  disc  show.  West  preferred.  Best 
l  references.    Sports  a  must.  "Gabby" Barrus,  Cody,  Wyoming. 
Recent  graduate  from  the  school  of  Ra- !  dio  Technique.  Strong  on  news,  DJ 
|  and  console  operating.     Single,  draft exempt.  Will  travel  immediately. I  Write:    Bob   Baxter,    708    S.  Western 
I  Avenue,  Chicago.  Illinois.  
|  Announcer:  4  years  experience,  age  23, married,  draft  exempt,  midwest  only. Call  Donald  Christensen,  828— 15th I  Street,    Oshkosh,   Wisconsin,    or  tele- 
i  phone  Blackhawk  7119.  
I  Announcer-engineer,  first  phone,  two I  years  experience,  no  accent,  married 
',. veteran,  college,  interested  in  sports, tapes,  discs,  will  travel.  Don  Hall,  4122 Buell    Drive,    Fort    Wayne,  Indiana. H-1463. 
Announcer,  thoroughly  trained.  No  ex- perience. Contact  through  Dan  Lotesto, 1649  N.  Sawyer,  Chicago  47,  Illinois. 
Experienced  announcer.  Specialty  zany disc  show.  26.  single,  veteran.  2  years 
college.  R.  Phillips,  107i'2  South  19th St.,  St.  Joseph.  Missouri. 
Announcer-engineer,  1st  phone.  Draft exempt.  Accent  on  announcing.  Strong lews.  Independent  and  network  ex- perience. Will  travel.  William  Rogel, L275  Grant  Avenue,  New  York  City, NT.  Y. 

Technical 
Permanent  position  with  larger  station, st  class  license,  IV2  years  radio  servic- ng,  IV2  years  250  watt  experience, tudying  advanced  engineering  course. Sincere,  congenial  and  dependable.  De- sirous midwest  or  south.  22,  married, me  child.   Box  49L,  BROADCASTING, 

Situations  Wanted  (Cont'd) 
Wanted:  Chief  engineer's  job,  AM, FM,  TV.  Presently  employed  in  radar. Have  had  experience  in  construction. Box  924K,  BROADCASTING. 
Engineer  with  first  class  ticket,  car and  some  experience,  available  upon notice.  Box  40L,  BROADCASTING. 
Engineer  with  degree  and  15  years  ex- perience in  radio,  give  all  details  in first  letter.  Box  43L,  BROADCASTING. 
First  phone  operator,  single.  Will  travel. Some  experience  in  broadcasting.  De- sires work  in  the  east.  Box  77L, BROADCASTING. 
Chief  engineer — Long  experience  all phases.  Available  for  position  in  south. Box  111L,  BROADCASTING. 
Present  chief  engineer  wishes  to  re- locate. Experience  in  all  phases  of maintenance,  construction  and  repair. Have  car,  married  and  very  reliable wish  permanent  location.  Very  good references.  Box  116L,  BROADCAST- ING. 
Chief  engineer,  5  years  experience  con- struction, maintenance  and  all  phases of  operation  250W  to  10  kw.  Desire position  with  a  larger  station  or  chief with  a  station  in  middlewest.  Mini- 

mum $80.00.  Box  126L,  BROADCAST- ING. 
Engineer,  chief  last  five  years  AM  and FM,  fifteen  years  experience.  34  y.ears 
old,  highest  ability,  good  habits.  Pre- fer west  coast,  but  will  consider  other. Box  161L,  BROADCASTING. 
Stable!  Married!  1st  phone!  2  years experience.  Smooth  news.  Easy  disc delivery.  Versatile  copy  interpretation. Desire  California  position.  Letter,  tape 
on  inquiry.  Box  127L,  BROADCAST- ING. 
West-southwest.  Engineer  or  combo. One  year  engineering  experience.  First phone.  Harold  Higgins,  1195-26th  Street, Marion,  Iowa. 
Production-Programming,  Others 
Program  director;  news,  farm,  sales, announcing,  programming  experience. 
$400  month.  Box  110L,  BROADCAST- ING^  
Program  director-announcer,  ten  years in  radio,  three  years  as  program  direc- tor-assistant manager.  Now  at  5000 watt  CBS  affiliate.  Desire  program  di- rector post  at  smaller  station.  Refer- ences from  past  and  present  employers. 
Box  118L,  BROADCASTING.  
Program  director;  13  years  all  phases of  radio.  Two  years  TV.  Experienced in  programming  for  profit.  Interested in  station  with  TV  plans.  Want  to settle  permanently.  Married,  one  child, 31.  Box  131L,  BROADCASTING. 
Attention  Chicago  stations:  Ambitious, non-avaricious  writer  with  5  years  pub- licity-editorial experience  available, salary  secondary.  College  educated, veteran.  Box  137L.  BROADCASTING. 
Young  woman,  university  graduate, journalism.  Excellent  background  in station  operations  including  continuity and  engineering.  Four  years  with  50 
kw  station.  Can  write  dramatic  pro- grams and  selling  commercials.  Avail- able after  October  15.  Prefer  west  or 
southwest.  Box  138L,  BROADCAST- ING;  
Attention,  Florida!  For  permanent  lo- cation, thoroughly  experienced  radio man  offers  background  of  announcing, copy,  production,  board,  news.  Present 
position  station  manager-program  di- rector 1  kw.  Details  please.  Tape, brochure.  Box  140L.  BROADCASTING. 
Copy-continuity  writer.  Heavy  pub- lication experience,  limited  radio-TV background.  Can  assist  at  announcing, producing.     Hard  worker.     Box  156L. BROADCASTING .  
Looking  up:  Experience  in  all  direc- tions 4 A  agency,  radio  packaging,  50,000 watt  N.  Y.  indie.  500  watt  suburban and  New  York  daily.  Strong  sales  plus 
programming,  production,  copy,  pro- motion. Currently  employed,  married, 
age  25.  own  car.    Box  159L,  BROAD- CASTING.  
10  years  radio,  TV.  Like  to  utilize 
program  supervision,  sales,  engineer- ing knowhow  on  progressive  medium station   as  PD   or   asst.  manager-PD. 32,  married,  draft  exempt.  Associate 
in  Arts  degree  plus  business  adminis- tration training.  College  faculty  mem- ber. Best  references.  Box  162L, BROADCASTING. 

Situations  Wanted  (Cont'd) 
Television 
Announcers 

Presently  employed  as  announcer-con- trol operator  and  enjoying  a  reputation for  superior  controls  work  and  radio program  production  over  a  ten  year period,  I  now  seek  entree  to  TV  as audio  control  operator  with  TV  pro- gram production  and  direction  my ultimate  aim.  Box  152L,  BROADCAST- ING •  TELECASTING. 
Technical 

1st  phone,  no  experience.  Desires  tele- cast station.  Married  and  willing  to learn,  also  seeking  permanent  residence in  New  York.  V.  A.  Ranieri,  1692  East 46th  Street,  Brooklyn  34,  New  York. 
Production-Programming ,  Others 
Experienced  ass't  director-floor  man- ager. Formerly  headed  own  TV  pack- age firm,  program-production  manager at  various  radio-TV  stations.  Op- portunity main  interest.  Presently  em- ployed.   Box  80L,  BROADCASTING  • TELECASTING.  
TV  producer  experienced  all  phases television.  Presently  employed  one  of 
nation's  top  TV  stations.  Can  furnish good  references.  Experienced  in  creat- ing local  shows.  Will  answer  all  re- plies. Box  150L.  BROADCASTING  • TELECASTING.  

For  Sale 

5000  watt  unlimited  southwest  station, 
now  FCC  authorized  silent,  unusual  op- portunity— $35,000.  Cash  required,  wire, write.    Box  130L,  BROADCASTING. 
Absentee  owner,  now  ill,  will  sell  year- old  daytime  independent  in  two-station 70,000  population  midwest  market. Operating  slightly  in  red.  Excellent new  equipment  and  studios.  Total price  for  fixed  assets,  $50,000;  $15,000 cash.  Qualified  principals  only.  Box 160L,  BROADCASTING. 

For  Sale  (Cont'd) 

Equipment 
For  Sale  Raytheon  console  RR-30  three channel  mixer  and  program  amplifier with  separate  power  supply  unit  for Nemo  and  auxiliary  control  use.  In perfect  condition.  Price  $265.  Box 128L,  BROADCASTING. 
2  Allied  16"  turntables  dual  speed  with overhead  mechanisms  inside  out  and 
outside  in  speed  screws  120  line  per inch  and  cabinet.  Calvary  Radio  Min- istry, Box  11,  Radio  City  Station,  New York  City. 
2  model  V  practically  new  Rek-O-Kut turntables  complete  with  pick-up arms,  cutting  heads  and  spare  motors. Mounted  onto  double  table  cabinet. 
$400.00.  Write  or  phone  Vann  Camp- bell, WAGC,  Chattanooga. 
Western  Electric,  503B-2,  1  kw,  FM transmitter.  Western  Electric.  126C 
limiting  amplifier,  with  rectifier  and meter  panel.  Doolittle  FM  freq  and mod  monitor,  model  FD-11.  Western Electric,  54-A,  8-section  cloverleaf  an- tenna 500  ft.  of  1%  inch,  51.5  ohm transmission  line.  Communications  Pro- ductions auto-dryaire  dehydrator,  mod- el 46.  Contact  Allen  Embury,  Radio Station  WOSH,  Oshkosh,  Wisconsin. 
For  sale — two  slightly  used  complete Western  Electric  9-A  pickup  arms,  with equalizers  and  three  spare  diamond stylus  heads,  all  available  immediately. Bob  McRaney,  WROB,  West  Point, Miss. 

Like  new,  Federal  10  kw  FM  broadcast transmitter  for  sale  cheap,  as  junk  if necessary.  Make  an  offer  quick,  as this  model  193-A  with  modulator  109-B must  go  immediately.  Also  one  C-100 FM  antenna,  consisting  of  eight  shunt- fed  radiating  loops,  with  heaters  for de-icing,  elbows,  expansion  joints,  air intake,  mounting  brackets  and  340  feet of  3V8  inch  co-ax  (Andrew  Company). A  lot  of  good  copper,  at  least.  All  this 
equipment  used  only  two  years.  Kan- kakee Daily  Journal  Company,  Kan- kakee, Illinois. 
Limited  quantity,  London  Library  Serv- ice of  340-10  inch  78  RPM  discs.  All instrumental  selections  FFRR  quality. Price  $175.  F.  O.  B.  New  York.  Write 
or  wire  for  immediate  delivery.  Record- ing Associates,  113  West  42  Street,  New York  18,  New  York. 

Wanted  to  Buy 
Stations 

Station  wanted — Will  pay  cash  for  250- 
1000  watt,  day  or  fulltime,  in  10,000- 25,000  single  station  market  in  Iowa, Missouri,  Illinois,  or  Kansas.  Cecil  W. Roberts,  Missouri  Broadcasting  System, Farmington,  Missouri. 

Equipment Wanted:  1  kw  amplitude  modulated transmitter.  State  pricp.  condition,  age. Box  92L,  BROADCASTING. 
Will  buy:  250  watt  transmitter.  Must be  in  good  shape  and  worth  the  money. No  junk  wanted.  Station  KHBG,  Ok- mulgee, Okla. 
Want  to  buy  only  AM  radio  station  in a  town  of  over  25,000,  or  one  of  two 
in  a  city  over  60,000.  Will  deal  directly with  owner.  F.  F.  McNaughton,  Pekin, Illinois. 

Help  Wanted 
Announcers 

COMBO  MAN 
wanted 

Must  be  strong  on  an- nouncing. Send  tape  or platter  and  state  salary expected.  Orth  Bell. General  Manager, 

KLMR,  Lamar,  Colo 
Produ ctio n-Progra m m ing,  Others 

HELP  WANTED 
Creative  man  for  large  mid- western  radio  station.  Must  have 
proven  record  as  one  who  can spark  new  ideas  to  liven  up 
shows  and  can  execute  his  ideas 
by  working  with  producers.  Ad- dress Box  122L,  BROADCAST- ING. 

HELP  WANTED 
Largest  Radio-TV  operation  in  the 
midwest  needs  a  skilled  continu- ity re-write  man  who  can  adapt 
plots  to  established  mystery  shows Tor  both  radio  and  TV.  Address 

Box  I23L,  BROADCASTING. 

FORMER  STATION  OWNER  AND  OPERATOR 
DESIRES  TO  RE-ENTER  BUSINESS. 

ALL  CASH  OR  TERMS  FAVORABLE 
TO  YOUR  TAX  POSITION 

For  local,  regional,  class  1  or  TV  network  or  non-network  station. Southeast  preferred  but  will  consider  other  locations.    Immediate  action  on 
realistic  proposals  if  full  information  furnished  first  contact.    All  replies treated  strictest  confidence. 
Not  a  broker  but  just  what  this  adv.  says — former  station  owner  and  operator. 

BOX  139L,  BROADCASTING 
BROKERS  NOTE:  If  you  have  listings  that  fit  the  above  requirements  please reply. 



For  Sale 
Stations Pietro  Frosini 

WE  WILL  SACRIFICE 
good  250  watt  fulltime  station  in growing  east  coast  city  of  15,000. Excellent  potential.  Fine  building, five  acres,  right  in  city.  Principal owners  have  other  interests  demanding immediate  attention.  Box  125L, BROADCASTING. 

Wanted  to  Buy 
Equipment,  Etc. 

WANTED 
One  kilowatt  transmitter  and  any  or 
all  equipment  for  new  AM  station,  for 
cash.    Box  97L,  BROADCASTING. 

Wanted 

250  w  AM  TRANSMITTER 

WDRC  • 
HARTFORD  4, 

CONN. 

Employment  Services 

EXECUTIVE  PLACEMENT  SERVICE 
Confidential    nation  -  wide  service placing  qualified,  experienced  man- agers, commercial  managers,  pro- gram directors,  chief  engineers  and disc  jockeys.  Inquiries  invited  from applicants  and  employers. 

Howard  S.  Frazieh 
TV  &  Radio  Management  Conaultanti 
726  Bond  Bldg.,  Washington  5,  D.  C. 

PIETRO  FROSINI,  accordionist  in 
the  Gamboleers  Musical  Ensemble 
on  John  B.  Gambling's  Musical Clock  morning  program  on  WOR 
New  York,  died  Sept.  29  at  his 
home  in  New  York.  Widely  known 
to  audiences  as  "Fros,"  he  had been  a  member  of  the  John  B. 
Gambling  group  for  21  years.  Mr. Frosini  was  also  noted  as  a  concert 
accordionist,  composer  and  teacher. 
He  made  the  first  accordion  record- 

ing for  victor  in  1908  and  in  1911 
gave  a  command  performance  for 
King  George  V  in  London. 

Schools 

mflimnflfi  ifli1* 
SRT-Radio 
AMERICA'S  OLDEST  BROADCASTING  SCHOOL 

Intensive  full  or  part  time 
COURSES 

ANNOUNCING  •  ACTING 
SCRIPT  WRITING  •  ADVERTISING 

Outstanding  faculty  of 
Network  Professionals 

Co-Educational  •  Day  or  Evening Small  Classes 
Approved  for  Veterans 
Write  for  Prospectus 

School  of  Radio  Technique 
RK0  Bldg.,  Radio  City,  New  York  20,  N.  Y. 
228  South  Wabash  Ave.,  Chicago  4,  Illinois 

NEED  AN  ANNOUNCER? 

1 

•  looking  for  a  job 

•  equipment  for  sale 

#  need  an  engineer 

#  want  to  buy  a  station 

The  best  way  to  get  results  from  any  of  the  above  classifications 
is  to  place  an  ad  in  Broadcasting  •  Telecasting  .  .  .  where  all 
the  men  who  make  the  decisions  meet  every  Monday  morning. 

Situations     wanted,     104     per    word  ($1.00 minimum) 
Help  wanted,  20t#  per  word  ($2.00  minimum) 
All  other  classifications  25^  per  word  ($4.00 minimum) 
Display  ads,  $12.00  per  inch 

Please  address  all  correspondence  to  Classified  Advertising  Dept., 
BROADCASTING,  870  National  Press  Bldg.,  Washington  4,  D.  C. 
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New  Business 
(Continued  from  page  12) 

Wed.  and  Fri.  of  The  Frances  Langford-Don  Ameche  Show,  beginning 
today  (Monday)  for  52  weeks  over  ABC-TV. 
SWIFT  &  CO.,  Chicago,  renewing  its  sponsorship  of  9:15-9:45  a.m., 
Mon.-Fri.  segment  of  Don  McNeill's  Breakfast  Club,  over  ABC,  effective Oct.  22  for  52  weeks.  Agency:  J.  Walker  Thompson,  Chicago. 
ADAMS  BRANDS  SALES  LTD.,  Canadian  Division,  AMERICAN 
CHICLE  Co.,  names  Dancer-Fitzgerald-Sample,  N.  Y.,  to  conduct  in- 

troductory spot  radio  campaign  for  new  chewing  gum  in  Ontario  and 
Quebec,  starting  Oct.  15. 

■Agency  -Oppointmtnti  •  •  • 
KELLY-WILLIAMS  MOTOR  Co.,  Kansas  City,  Mo.,  and  Kansas  City, 
Kan.,  appoints  Merritt  Owens  Adv.,  Kansas  City,  Kan.,  to  handle  adver- tising.   Radio  and  TV  will  be  used. 

WASHINGTON  STOVE  WORKS,  Everett,  Wash.,  appoints  Honig-Cooper 
Co.,  Seattle,  to  handle  advertising. 
C.  F.  MUELLER  Co.,  N.  Y.  (macaroni,  spaghetti  and  egg  noodle  product), 
formerly  with  Duane  Jones  Co.,  N.  Y.,  appoints  Scheideler,  Beck  & 
Werner,  N.  Y.,  to  handle  advertising. 
AMERICAN  BUSLINES,  Chicago,  names  Hanson  &  Hanson,  same  city,  to 
handle  advertising.    Radio  and  TV  will  be  used. 
SERVEL  INC.,  Evansville,  Ind.,  names  Ruthrauff  &  Ryan,  Chicago,  to 
handle  advertising  for  its  air  conditioners,  refrigerators  and  water 
heaters.    Radio  will  be  used. 
MARK  FARMER  MFG.  Co.,  El  Cerrito,  Calif,  (makers  of  Jennie  June 
China  dolls  and  ceramics),  appoints  Raymond  I.  Lang  Advertising,  S.  F., 
to  handle  advertising. 
SAN  FRANCISCO  REAL  ESTATE  Co.,  appoints  H.  Jack  Wyman  Adv., 
S.  F.,  to  handle  advertising. 
ASSEMBLE-EZE,  S.  F.,  (unfinished  furniture),  appoints  Richard  N 
Meltzer  Advertising,  S.  F.,  to  handle  advertising. 

GURLEY-LORD  TIRE  Co.,  S.  F.,  appoints  Theodore  H.  Segall  Adv.,  S.  Fj| to  handle  advertising. 
SAN  FRANCISCO  HOTEL  Assn.,  appoints  Richard  N.  Meltzer  Adv.! 
S.  F.,  to  handle  its  advertising. 

COMMONWEALTH  INVESTMENT  Co.,  S.  F.,  appoints  Albert  Frank- 
Guenther  Law  Inc.,  S.  F.,  to  handle  advertising. 
HORSETRADER  ED,  S.  F.,  (used  car  dealer),  appoints  Theodore  H. 
Segall  Adv.,  S.  F.,  to  handle  advertising.   Radio  and  TV  will  be  used. 

AL  GOODMAN,  sales  staff,  Benrus  Watch  Co., 
created  position  of  assistant  sales  manager. 

ippointed  to  the  newly 

CONTROLLING  INTEREST 

Midwest 
$50,000.00 

Only  station  in  a  substanial 
midwest  city  of  more  than  20,000 with  retail  sales  in  excess  of 
$25,000,000.00.  Minority  local 
owners  want  to  retain  invest- 

ment under  capable  new  man- 
agement. 

Southwest 

$75,000.00 
Located  in  one  of  the  out- 

standing growth  markets  of  the 
southwest  of  more  than  100,- 
000  population.  This  station  is 
operating  profitably,  business  is increasing  and  running  at  least 
25%  ahead  of  last  year. 

Appraisals  •  Negotiations  •  Financing 
BLACKBURN -HAMILTON  COMPANY 

RADIO  STATION  AND  NEWSPAPER  BROKERS 
WASHINGTON,  D.  C.  CHICAGO  SAN  FRANCISCO James  W.  Blackburn       Harold  It.  Murphy  Ray  V.  Hamilton Washington  Bids.  Tribune  Tower  235  Montgomery  St. Sterling  4341-2  Delaware  7-2TS5-6  Exbroek  2-5*72 
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NEPH  AWARD 
Cites  Radio,  TV  Efforts 

AN  AWARD  for  coordinating  four 
years  of  national  network  radio- 
TV  coverage  in  observance  of  the 
President's  Committee  on  National 
Employ  the  Physically  Handi- 

capped was  presented  to  Carl  R. 
Gray  Jr.,  Veterans  Administrator, 
last  Tuesday  in  the  VA's  Washing- ton office. 

Presentation  of  the  Distin- 
guished Service  Certificate,  made 

by  Vice  Admiral  Ross  T.  Mclntire 
(USN  retired),  chairman  of  NEPH 
►Week,  drew  recognition  that  radio 
and  television  station  managers 
had  given  nearly  $500,000  in  free 
time  and  talent  during  the  1950 
campaign.  It  also  cited  an  annual 
fact  sheet  and  spot  announcements 
prepared  by  the  VA  in  cooperation 
with  the  Advertising  Council  and 
NARTB. 

The  1951  drive  is  underway  this 
week,  Oct.  7-13.  The  award  to  Mr. 
Gray  was  "for  year  around  pro- 

gram of  public  education  and  in- 
formation to  provide  greater  em- 
ployment opportunities  and  eco- 

nomic security  for  qualified  phys- 
ically handicapped  men  and  women 

workers."  It  covered  four  years of  VA  efforts  in  this  field. 

NBC  Buys  Survey 
TRENDEX  Inc.  has  announced 
that  NBC  has  subscribed  to  its  new 
"TV  Report"  which  will  be  based 
on  telephone  coincidental  inter- 

viewing conducted  from  the  1st 
through  the  7th  of  each  month  and 
issued  on  the  15th.  Designed  to 
eliminate  network  size  from  pro- 

gram ratings,  it  covers  only  pri- 
mary markets  where  the  majority 

of  network  shows  can  be  seen  with 
equal  facility:  Atlanta,  Baltimore, 
Cincinnati,  Cleveland,  Columbus, 
Detroit,  New  York,  Los  Angeles, 
Philadelphia,  San  Francisco  and 
Washington. 

LOS  ANGELES  television  programs 
approved  by  Los  Angeles  10th  District Parent  Teachers  Assn.  executive  board 
include  KTTV  The  Living  Book;  KTLA 
Frosty  Frolic,  and  KLAC-TV  Young Musical  America. 

PRESENT  at  ceremony  are  (I  to  r) :  A.  W.  Woolford,  director  of  VA 
information  service;  Vice  Admiral  Mclntire;  Mr.  Gray,  and  Earl  H. 
Gammons,  CBS  Washington  vice  president  and  NEPH  vice  chairman. 
Present  but  not  shown  were  William  R.  McAndrew,  general  manager  of 
WRC-AM-FM  and  WNBW  (TV)  Washington  and  public  information 
chairman  of  President's  committee;  Bernard  Posner,  VA  radio-TV  direc- tor, and  Hernando  Silva,  former  VA  radio-TV  chief. 

J0n  the  Public  Untetetf 

WMT  Scholarships 
WILLIAM  B.  QUARTON,  general 
manager  of  WMT  Cedar  Rapids, 
has  given  his  personal  best  wishes 
for  school  success  to  two  winners 
of  "WMT  scholarships.  Ted  Hutch- croft,  Mediapolis,  Iowa,  won  the 
fifth  annual  WMT  farm  scholar- 

ship. For  him,  this  will  mean  Sl,- 
000,  plus  summer  employment  at 
the  station  and  additional  work 
during  his  senior  year  at  Iowa 
State  College,  Ames,  as  WMT's correspondent  there.  Marge  Lala, 
Marion,  Iowa,  won  the  title  of  Miss 
Eastern  Iowa  over  34  other  candi- 

dates and  was  awarded  one  of  the 
four  full-tuition  scholarships  in 
music  and  drama  which  WMT 
maintains  at  Coe  College  in  Cedar 
Rapids. 

Disaster  Service 
WOKZ  Alton,  111.,  performed  valu- able public  service  when  an  oil  plant 
explosion  Sept.  17  killed  13  workers 
and  seriously  injured  17  others. 
The  station  recruited  nurses,  blood 
donors,  baby  sitters  and  transporta- tion for  blood  donors.  WOKZ  re- 

corded on-the-spot  broadcasts  the 
night  of  the  disaster  and  enabled 
the  mayor  of  nearby  Wood  River, 
where  the  explosion  occurred,  to 
make  official  announcements.  Ironi- 

cally, the  Red  Cross  was  to  begin 
its  regular  appeal  the  next  day 
over  WOKZ.  Announcers,  sales- 

men and  the  entire  staff  gave  all 
their  time  to  aid  victims. 

Play  Helps  Chest 
SEATTLE  radiomen,  in  addition 
to  their  usual  support,  are  aiding 
the  local  Community  Chest  cam- 

paign through  acting  in  a  playlst 
entitled,  The  Lightest  Hand.  De- tails of  the  comedy  have  been 
sought  by  national  Chest  officials. 
Cast  includes  George  Dean,  KOMO 
public  relations  representative ; 
Sam  Pearce,  KOMO  newscaster; 
Paul   West,   director,  Housewives 

Protective  League,  KIRO;  Fred- 
erick Lloyd,  KOMO  announcer. 

Skit  was  the  idea  of  the  president 
of  the  Seattle  Gas  Co.  The  com- 

pany's ad  agency,  Honig-Cooper 
Co.,  liked  the  idea  and  Al  Amund- sen, account  executive  in  charge  of 
radio  and  TV,  wrote  and  produced the  play. 

Farm  Program  Lauded 
PUBLIC  service  tribute  was  paid 
Tri-State  Farm  &  Home  Hour  by 
Agriculture  Secretary  Charles  F. 
Brannan  on  its  15th  anniversary 
Sept.  28  over  WWVA  Wheeling, 
W.  Va.  Program  is  station's  farm service  feature  in  tri-state  area  of 
West  Virginia,  Ohio  and  Pennsyl- vania. WWVA  General  Manager 
William  E.  Rine  congratulated 
farm  services  for  their  support. 
Also  on  program:  J.  O.  Knapp, 
director,  Agricultural  Extension 
Service,  U.  of  W.  Va.;  George  B. 
Crane,  assistant  director,  of  AES, 
Ohio  State  U.;  County  Agent  W. 
C.  Gist;  and  Home  Demonstration 
Agent  Kathleen  Stephenson,  who 
started  with  program  15  years  ago. 

VIDEO'S  MORALS 
Topic  of  Walker  Address 

PEEK  into  the  contents  of  cor- 
respondence on  radio  and  TV  pro- 

grams received  by  the  FCC  was 
given  by  Comr.  Paul  A.  Walker, 
speaking  to  the  board  of  directors of  the  National  Council  of 
Churches  of  Christ  in  the  United 
States  of  America  in  New  York last  Tuesday. 

Excerpts  cited  by  Mr.  Walker, 
who  is  vice  chairman  of  the  FCC, 
mainly  were  concerned  with  "ad- vertising of  alcoholic  beverages, 
indecent  or  profane  programs,  false 
or  misleading  advertising,  crime 
and  horror  stories  and  other  types 
of  inferior  programs." One  example  was  the  following 
received  from  a  "distressed  wom- 

an," said  the  Oklahoma  Commis- sioner : 
My  little  five-year-old  granddaugh- ter sits  in  utter  absorption  oblivious 

to  everything  else  around  her,  listen- ing to  all  the  gruesome  murder  stories, 
people  shooting  and  being  shot,  beat- ing each  other  up,  screaming  and  dy- ing, etc.  These  things  cannot  help  but have  a  bad  effect  upon  the  kids. 
Although  some  citizens  advocate 

government  censorship  to  improve 
programs,  Mr.  Walker  disavowed 
that  school  of  thought.  "I  do  not believe  that  a  few  officials  in  Wash- 

ington should  have  the  power  to 
tell  150  million  people  what  they 
may  hear  and  see  on  radio  and 
television,"  he  said. 

Comr.  Walker  urged  the  Coun- 
cil to  plan  and  experiment  with 

TV  programs.  Referring  to  the 
opening  of  the  transcontinental  TV 
link,  he  said,  "It  is  difficult  to imagine  fully  the  impact  of  this 
development  upon  the  thinking  and 
the  behavior  of  our  people  and 
the  possibilities,  of  its  use  for 
religious  education  and  the  moral 
improvement  and  spiritual  awaken- 

ing of  our  nation." 

Ziv  Show 
WGAR  Cleveland  starts  Frederic 
Ziv  Co.'s  radio  show  package, 
Bright  Star,  featuring  Irene  Dunne 
and  Fred  MacMurray,  for  52-weeks 
under  sponsorship  of  Cleveland- 
Sandusky  Brewing  Co.,  bottlers  of 
Gold  Bond  Beer.  Show  is  placed 
on  5:30-6  p.m.  segment,  John  B. 
Garfield,  WGAR  sales  manager, 
has  announced.  Howard  L.  Grider Adv.  is  the  agency. 

carries  the  weight 

in  the  Oregon  Market 
DAYjor  NIGHT 

295.4TO SSSd  ::■:»•*» 

NIGHTTIME  Q K6V<  ■„  Iw.BIO 
RTL&fiS,  OREGON 
ie  efficient  62©  f  requeney 
IE.IA7ED  WITH  NBC 
REPRESENTED  NATIONALLY  BY  EDWARD  RETRY  &  CO. 
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PEARSON  SUIT 
Depositions  Taken 

ATTORNEYS,  taking  pre-trial 
depositions  last  week  in  Radio  Com- 

mentator Drew  Pearson's  $5,100,- 
000  omnibus  assault-libel-conspir- 

acy suit  against  Sen.  Joseph  R. 
McCarthy  (R-Wis.)  and  nearly  a 
score  of  other  defendants,  argued 
freedom  of  the  press  and  speech. 
Among  those  named  are  Columnist 

Westbrook  Pegler;  Radio  Commenta- 
tor Fulton  Lewis  jr.;  Edward  K. 

Nellor,  a  writer  for  Mr.  Lewis;  George 
Waters,  publicity  man;  Don  Surine, 
employed  in  Sen.  McCarthy's  office; Morris  A.  Bealle,  author;  J.  B.  Mat- thews, a  writer,  and  two  unidentified 
persons  listed  as  "John  Doe"  and "Richard  Roe." 

Another  defendant  is  the  Wash- 
ington Times-Herald,  whose  attor- 

neys were  unsuccessful  in  having 
depositions  "sealed,"  closing  them to  the  radio  and  to  the  press. 

In  entering  motions  for  dismis- 
sal, defendants  claimed  violation 

of  freedom  of  the  press  and  free- 
dom of  speech.  Mr.  Pearson's  attor- neys argued  that  the  contrary  was 

true,  that  Mr.  Pearson  allegedly 
was  being  attacked  for  what  he 
says  and  writes. 

Alleged  Argument 
Involved  among  other  things  in 

the  suit  is  the  argument  between 
Sen.  McCarthy  and  Mr.  Pearson 
in  the  fashionable  Sulgrave  Club 
in  Washington,  an  alleged  libel  by 
the  Senator  against  the  plaintiff  in 
a  speech  last  year;  alleged  con- 

spiracy by  all  defendants  to  attack 
and  ridicule  Mr.  Pearson,  includ- 

ing the  issuing  of  false  statements 
and  urging  a  boycott  of  his  radio 
sponsor's  products. 

Mr.  Pearson  said  derogatory  "at- 
tacks" by  Sen.  McCarthy  and  oth- ers cost  him  $150,000  a  year  via 

radio  alone.  He  said  incidents  in- 
cluding senate  speeches  and  un- 

favorable publicity  caused  loss  of 
sponsor,  Adam  Hats,  two  prospec- 

tive TV  sponsors  and  a  prospective 
radio  show.  He  said  his  news  show 
now  is  only  partly  sponsored  and  in- 

come is  $100,000  compared  with 
$250,000  received  before. 

TAKING  part  in  WCCC  Hartford's  shortwave  trans-Atlantic  broadcast  in connection  with  the  Cigar  Valley  Harvest  Festival  are:  Mrs.  Daniel  Francis 
Sullivan,  mother  of  "Festival  Queen"  Shirley  Ann  Sullivan,  who  was  on  the other  end  of  the  microphone  line  in  Paris;  Paul  Martin,  station  manager, 
who  moderated;  Mr.  Sullivan,  father  of  the  "Queen";  John  Rameika,  chief engineer;  Bob  Peas,  chief  announcer;  Basil  Barwell,  vice  president,  Con- 

necticut Cigar  Valley  Tobacco  Assoc.;  Bill  Savitt,  show's  sponsor;  William 
Alfred  Johnson,  father  of  Nancy  Johnson,  the  tobacco  "Queen's"  companion. 

Miss  Sullivan's  trip  to  Paris  was  the  festival  award. 

May  Battle  Bowles 
SENATE  Republicans  last  week 
formed  battle  lines  over  nomina- 

tion by  President  Truman  of 
Chester  Bowles  to  become  Am- 

bassador to  India.  Decision  to 
fight  confirmation  came  after  the 
full  Senate  Foreign  Relations  Com- 

mittee approved  the  nomination. 
Mr.  Bowles,  former  Governor  of 
Connecticut  and  co-founder  of 
Benton  &  Bowles,  advertising  agen- 

cy, squeezed  past  a  subcommittee 
in  a  close  vote  a  fortnight  ago 
[Broadcasting  •  Telecasting, 
Oct.  1].  In  announcing  GOP 
strategy,  Sen.  Robert  A.  Taft  (R- 
Ohio)  said  opposition  was 
on  Mr.  Bowles'  qualifications. 

HEAVY  SCHEDULE 
KDAL  Signs  Westinghouse 

KDAL  Duluth,  Minn.,  has  made 
what  it  describes  as  the  largest 
package  sale  in  Duluth-Superior, 
Wis.,  radio  history. 

Westinghouse  Electric  Supply  Co. 
and  six  local  Westinghouse  dealers 
are  co-sponsoring  a  saturation 
campaign  of  17  quarter  hours  and 
two  half-hours  per  week  for  17 weeks. 

CHARLES  COLE,  chairman  of  Pacific 
Council  AAAA,  announces  registra- 

tions for  this  month's  convention  at 
Coronado,  Calif.,  100%  ahead  of  at- 

tendance at  1950's  convention. 

RCA-4E27A.  m 

to  those  of  *e  manufacturer^^  dcast.type 

Checking  heavy  radio  schedule  are 
(I  to  r)  Rod  Quick,  KDAL  sales 
manager;  Fred  Johnston,  Westing- 

house Duluth  manager,  and  Odin 
Ramsland,  KDAL  commercial  man- 

RefertoyourAUIED*^^^^ 

^nT^yTUn,  Iri  A^W  to  be  pUt  on "Broadcast  Bulletin    mailing  list. 

ALLIED  RADIO Broadcast  Division 
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=    New  CAB  List 
NEW  list  of  advertising  agencies 
enfranchised  by  Canadian  Assn.  of 
Broadcasters,  Ottawa,  gives  70 
Canadian,  American  and  British 
agencies.  Included  were  13  Amer- 

ican agencies  with  branch  offices 
at  Toronto  or  Montreal. 

►  KDKA  Pittsburgh  marked  the 
30th  anniversary  of  football  broad- 

casting Sept.  29  when  it  aired  the 
Pitt-Duke  game  from  Pitt  Stadium. 
On  Oct.  8,  1921,  KDKA  broadcast 
the  Pitt-West  Virginia  game.  That 
was  reportedly  the  first  time  a 
play-by-play  gridiron  tilt  was broadcast.  The  announcer  was 
Harold  W.  Arin,  reportedly  the 
first  fulltime  announcer. 
►  WDRC  Hartford  is  observing 
three  anniversaries  this  month.  I. 
A.  Martino,  chief  engineer,  has 
been  with  the  station  28  years. 
With  WDRC  President  Franklin 
M.  Doolittle,  Mr.  Martino  took  part 
in  founding  the  station.  Carlton 
Brown,  transmitter  supervisor  at 
WDRC-FM,  has  now  been  at  the 
station  12  years.  Robert  Coe, 
transmitter  operator,  is  chalking 
up  his  sixth  year. 
►  Sereno  Smith,  member  of  the 
staff  of  WGAR  Cleveland  almost 
since  the  day  the  station  took  the 
air,  is  celebrating  his  20th  anniver- 

sary as  a  studio  engineer  this month. 

►  KTTV  (TV)  Los  Angeles'  Calo Pet  Exchange  starts  its  third  year. 
During  its  two  years  on  the  air 
the  program  has  found  over  100 
homes  for  pets.  Under  continuous 
sponsorship  of  Calo  Pet  Food  Co., 
show  is  station's  oldest  sponsored show.    Frank  Wright  is  the  m.c. 
►  WIBG  Philadelphia's  Newsreel 
of  the  Air,  nightly  hour-long  news- 

cast, celebrated  its  eighth  anniver- 
sary late  last  month.  Both  the  sta- 

tion and  the  newscast  sponsor,  The 
Margo  Wine  Co.,  made  the  anni- versary celebration  an  all-out  drive 
for  the  Crusade  for  Freedom.  Har- 

old Stassen,  U.  of  Pennsylvania 
president,  was  among  Crusade leaders  heard. 
►  Open  house  celebration  was  held 
last  Wednesday  by  WEXL  (AM)- 
WOMC  (FM)  Royal  Oak,  Mich., 
on  occasion  of  Royal  Oak  Broad- 

casting Co.'s  26th  anniversary  and dedication  of  its  new  studios  and 
enlarged  facilities.  Open  house 
was  held  2-10  p.m.  Invitation  was 
mailed  to  trade  by  Gordon  A. 
Sparks,  Royal  Oak  secretary-treas- urer and  WEXL  program  director. 

WBAL  Names  Wilkes 
APPOINTMENT  of  Arnold  Wilkes 
as  public  service  director  for 
WBAL-AM-TV  Baltimore  was  an- 

nounced last  week.  Mr.  Wilkes 
formerly  served  on  the  faculty  of 
Middlebury  College  in  Vermont  and 
is  now  with  Johns  Hopkins  U.  in 
Baltimore  teaching  television.  He 
has  been  previously  associated  with 
WGY-WRGB  Schenectady  and 
WSYR  Syracuse.  Until  his  new 
appointment,  Mr.  Wilkes  had  been 
acting  as  WBAL-TV  program  man- 

ager, a  post  now  taken  over  by 
Jerre  Wyatt,  a  Baltimore  TV  vet- 

eran. The  station  announced  that 
an  ambitious  progx-am  of  educa- tional broadcasting  is  planned. 
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FCC  Actions 
(Continued  from  page  97) 
APPLICATION  DISMISSED 

WSIC  Statesville,  N.  C— DISMISSED application  for  CP  to  change  frequency, I  increase  power,  etc. 
October  4  Decisions  .  .  . 

ad-  L 

for  CP,  as  mod.,  new  FM  station. KPFM  (FM)  Portland,  Ore.— License for  CP  authorizing  changes  in  FM  sta- tion. FM  Change 
WTSV-FM  Claremont,  N.  H.— CP  to make  changes  in  ERP,  antenna  height, etc. 

TV— Ch.  8 

Pape  Bcstg.  Co.,  Mobile,  Ala.— Re- quest frequency  change  from  Ch.  3  to 
Ch.  8;  ERP  from  17.4  kw  aur.,  8.7  kw 
vis.,  to  54  kw  aur.,  16.5  kw  vis.;  other changes. 

tit, BY  THE  COMMISSION  EN  BANC 
WKAT-FM  Miami  Beach,  Fla.  — Granted  CP  to  replace  expired  CP which  authorized  new  class  B  station 

,on  Ch.  226  (93.1  mc);  285  kw;  430  ft. ant. 
I  WLAB  Lebanon,  Pa.— Granted  CP  to replace  expired  CP  which  authorized new  class  B  station  on  Ch.  281  (104.1 mc);  4.7  kw;  590  ft.  ant. 
5  WGCH  Greenwich,  Conn. — Granted authority  to  remain  silent  to  Oct.  22 pending  financial  reorganization., v  WWJ  Detroit,  Mich.— Granted  CP  to make  changes  in  DA  pattern,  etc.,  cond. KWTO  Springfield,  Mo.— G  ranted mod.  CP  to  make  changes  in  DA  sys- tem; cond. is,     Eastland  County  Bcstg.  Co.,  Eastland, 

]j»irTex.,  and  Lyman  Brown  Enterprises, Brownwood,  Tex. — Designated  for  eon- 'tt  isolidated   hearing   in   Washington  on Tin  [Nov.  5  application  of  Eastland  for  new station  on  1250  kc  1  kw  D,  and  that  of 
at  'Brown  Enterprises  for  new  station  on lie  4240  kc   1   kw  unl.;    made   KFJZ  Ft. Worth   and   KXOX   Sweetwater,  Tex. 
™  'parties  to  proceeding. m     Frank  D.  Teftt,  Jr.  Big  Rapids,  Mich, and  WSAM  Saginaw  Bcstg.  Co.,  Sa- ginaw, Mich. — Upon  petition  of  WSAM, }iC  .designated  for  hearing  in  Washington on  Nov..  9  application  of  Teftt  for  new i;I  'station  on  1400  kc  100  w  unl.  time; he  made    WSAM    Saginaw    and  WGRD Grand  Rapids  parties  to  proceeding. BY  THE  SECRETARY 
"S     WSB-TV  (Formerly  WCON-TV)  At- lanta, Ga.— Granted  STA  to  operate  on ,  commercial    basis    with    current  CP, except  vis.  output  of  5  kw  and  aur.  of ir,  ,2.5  kw;  with  nominal  carrier  frequency 
.   of  vis.  and  aur.  trans.  100  kc's  below llr  j  the    normal    carrier    frequencies,  for (][)  period  beginning  Sept.  30  and  ending no  later  than  Feb.  15,  1952;  subject  to 
lJj !  'final  action  taken  by  commission  in  the television  proceedings. 
October  4  Applications  .  .  . 

ACCEPTED  FOR  FILING License  for  CP 
WOKE    Oak    Ridge,    Tenn.— License 

FCC  roundup 
New  Grants,  Transfers,  Changes,  Applications 

jSoX    SiCOtQ  SUMMARY  THROUGH  OCTOBER  4 
Summary  of  Authorizations,  Stations  on  the  Air,  Applications Cond'l     Appls.  In Grants   Pending  Hearing 

278  117 *1  9  2 
518  171 

Class  On  Air  Licensed  < 
AM  Stations    2,301  2,280 FM   Stations    653  563 TV    Stations    108  88 

*  On  the  air. 
CALL  ASSIGNMENTS:  KVNC  Winslow,  Ariz.  (Gila  Bcstg.  Co.,  1010  kc,  1  kw-local sunset,  500  w-night);  KCLV  Clovis,  N.  M.  (New-Tex  Bcstg.,  1240  kc,  100  w.  full- time);  KGAE  Salem,  Ore.  (W.  Gordon  Allen,  John  B.  Truhan,  Justine  H.  Clark, 1430  kc,  1  kw,  day);  WJAT-FM  Swainsboro,  Ga.  (Jack  A.  Thompson  and  Nancy M.  Thompson,  Ch.  269  (101.7  mc),  970  w,  antenna  110  feet);  WLTV  (TV)  Atlanta, Ga.  (Broadcasting  Inc.,  Changed  from  WSB-TV);  WSB-TV  Atlanta,  Ga.  (Atlanta Newspapers  Inc.,  Changed  from  WCON-TV);  WUST  Bethesda,  Md.(Broadcast  Man- agement Inc.,  Changed  from  WBCC);  WUST-FM  Bethesda,  Md.  (Changed  from WBCC-FM);  WESN  (FM)  Salisbury,  Md.  (The  Peninsula  Bcstg.  Co.,  Changed from  WBOC-FM);  WKFM  (FM)  Roanoke  Rapids,  N.  C.  (WCBT  Inc.,  Changed from  WCBT-FM);  KNXT  (TV)  Los  Angeles,  Calif.  (CBS  Inc.,  Changed  from KTSL  (TV)  effective  Oct.  28). 

Non-Docket  Actions  .  .  . 
FM  GRANTS 

WTOC-FM  Savannah,  Ga. — Granted increase  in  ERP  from  43  kw  to  5  kw and  antenna  from  510  to  260  feet. 
WEHS  (FM)  Chicago,  111.— Granted decrease  in  ERP  from  24.5  kw  to  21  kw 

and  antenna  from  240  to  200  feet;  con- ditions. 
WCBS-FM  New  York— Granted  de- crease in  ERP  from  2.8  kw  to  1.5  kw and  increase  antenna  from  870  to  1270 

feet;  conditions. 
New  Applications  ... 

AM  APPLICATIONS 
Crossville,  Tenn.— Arthur  Wilkerson tr/as  Arthur  Wilkerson  Lumber  Co., 

1884   llarl  Stefan  1951 

REP.  KARL  STEFAN,  67,  often 
called  the  "Radio  Congressman" because  of  his  background  as  a 
radio  news  commentator,  died  last 
Monday  at  George  Washington  U. 
Hospital  in  Washington,  D.  C, 
ending  17  years'  service  in  the House. 
Rep.  Stefan,  whose  early  hobby 

was  telegraphy,  read  news  on 
WJAG  Norfolk,  Neb.,  conducting 
the  noon  news  period  on  the  sta 
tion  for  some  12  years  before  be- 

ing elected  to  Congress  as  a 
Nebraska  Republican  in  1934. 
A  friend  to  radio,  a  medium 

with  which  he  was  closely  ac- 
quainted, one  of  Rep.  Stefan's  last lets  before  his  death  was  a  blast 

5red  at  the  New  York  Times  for 
»vhat  he  called  a  lack  of  objectivity 
n  its  reporting  of  WOW  Omaha's carm-study  tour  visit  to  New  York 
$ty. The  report  was  carried  in  the 
3ept.  22  issue  of  the  Times.  Call- 
ng  the  reporter's  impressions 
'doubtful  superior  sneers,"  Rep. 
Stefan  said  "it  is  necessary  to ooint  the  finger  of  shame  at  the 
"eporter  of  a  100-year-old  news- 
paper." The  New  York  visit  by  the  farm 

group  was  one  stop  among  many  m 
the  farmers'  study  of  agricultural 
methods,  conditions  and  operations 
in  southeastern  Canada,  New 
England,  Washington,  D.  C,  Dept. 
of  Agriculture's  experiment  station in  Beltsville,  Md.,  and  farms  and 
orchards  in  Pennsylvania,  Ohio  and Illinois. 

The  article  in  the  Times  related 
the  stop-over  by  the  group  in  New 
York  and  contained  interviews  and 
descriptions  of  members  of  the WOW  party. 

Rep.  Stefan  was  born  in  Bohemia 
and  brought  to  the  U.  S.  when  two 
years  old.  The  Congressman  was 
noted  for  his  traveling  and  had 
an  unusually  keen  interest  in 
European  affairs.  He  was  third- 
ranking  member  of  the  House  Ap- 

propriations Committee,  a  strong 
supporter  of  bi-partisan  foreign 
policy  and  the  oldest  member  of 
the  Nebraska  Congressional  dele- 

gation at  his  death. 
Mrs.  Ida  Stefan,  his  wife,  and 

Mrs.  Robert  Askren,  his  daughter, 
were  at  his  bedside  when  he  died. 
A  son,  Dr.  Karl  F.  Stefan,  of 
Washougal,  Wash.,  also  survives. 

1340  kc,  250  w,  fulltime;  estimated  cost 812,289;  first  year  operating  cost  §30,000; first  year  revenue  $36,000.  Applicant is  licensee  of  WLIL-AM-FM  Lenoir City,  Tenn.    Filed  Oct.  1. TV  APPLICATIONS 
Phoenix,  Ariz.— Maricopa  Bcstrs.  Inc., 

Ch.  10  (192-198  mc),  200  kw  visual,  100 kw  aural.  Estimated  cost  $359,207.86; 
operating  cost  $110,000;  first  year  rev- enue $150,000.  Applicant  is  licensee  of KOOL  Phoenix,  Ariz.    Filed  Oct.  3. Idaho  Falls,  Idaho— Eastern  Idaho Bcstg.  &  Television  Co.,  Ch.  3  (60-66 mc),  3.06  kw  visual,  1.574  kw  aural, antenna  238  feet;  estimated  cost  $82,- 461.75;  first  year  operating  cost  $90,000; revenue  $100,000.  Applicant  is  licensee of  KIFI  Idaho  Falls  and  has  application pending  for  TV  station  in  Pocatello, Idaho.    Filed  Oct.  4. 

TRANSFER  REQUESTS 
KEYY  Pocatello,  Idaho— Transfer  of control  Radio  &  Television  Bcstg.  Co. of  Idaho  Inc.,  licensee,  from  Clayton  S., Clara  Q.,  Arden  D.  and  Rachel  D.  Hale to  The  Scripps  Newspapers  Inc.  (24%), Burl  C.  Hagadone  (24%),  Robert  S. Howard  (24%)  and  Harry  Henke  Jr. (8%)  through  sale  of  80%  interest  for 

$1  plus  lease-option  agreement  involv- ing $7,500  advance  against  $300  monthly payments  for  five  years  with  option  to purchase  for  $8,770  at  end  of  five  years. Scripps  Newspapers  own  part  of  KVNI 
Couer  d'AIene,  Ida.  and  KNEW  Spo- kane, Wash.  Mr.  Hagadone  owns  40% 
of  KVNI  and  50%  of  KNEW.  Mr.  How- ard is  33.7%  owner  of  The  Dalles Chronicle,  The  Dalles,  Ore.  and  owns part  of  several  other  newspapers.  Mr. 
Henke  is  an  attorney  and  part-owner of  KVNI  and  KNEW.    Filed  Oct.  1. 
WLDS-AM-FM    Jacksonville,    HI.  — 

Assignment  of  license  from  Milton  Edge and  Edgar  J.  Korsmeyer  d/b  as  Edge and  Korsmeyer  to  Jacksonville  Radio &  Television  Bcstg.  Corp.,  for  $100,000. 
Transferee  is  owned  90%  by  Jackson- ville Journal-Courier  Co.  and  10%  by 
Vice  President  and  General  Manager R.  Karl  Baker,  executive  secretary  and 
manager  of  Jacksonville,  m.  Chamber of  Commerce.  W.  A.  Fay  is  president of  transferee  and  50.2%  owner  of  the Journal-Courier  Co.    Filed  Oct.  2. 
WWNY-AM-FM  Watertown,  N.  Y. 

and  WMSA-AM-FM  Massena,  N.  Y. — Involuntary  assignment  of  license  from Mrs.  Jessie  R.  Johnson  and  John  B. 
Johnson,  co-executors  of  estate  of Harold  B.  Johnson,  deceased,  to  John B.  Johnson,  executor  of  estates  of  Har- old B.  Johnson  and  Jessie  R.  Johnson, deceased.    Filed  Oct.  2. 
KALI  Pasadena,  Calif. — Assignment of  license  from  John  H.  Poole  to  Con- solidated Bcstg.  Co.  for  $37,700  plus 

85%  of  accounts  receivable  on  date  of transfer.  Principals  in  transferee  are President  Henry  Fritzen  (51%),  owner of  Fritzen  Advertising  Agency,  Los 
Angeles;  Vice  President  Jack  Reeder 
(20%),  employee  of  KXLA  Pasadena, 
Calif.;  Secretary-Treasurer  Charles  T.- Hughes (29%),  advertising  salesman  for Fritzen  agency.    Filed  Oct.  3. 
WNBZ  Saranac  Lake,  N.  Y.— Transfer of  control  Upstate  Bcstg.  Corp.  to 

Jacques  DeMattos,  Thomas  J.  Day  and Jeanne  M.  DeMattos  through  purchase 
of  100%  from  Thomas  Durkan  and Eugene  Fitzpatrick,  executors  of  estate of  John  F.  Grimes,  deceased,  for  $50,- 000.  Jacques  DeMattos  (45%)  is  sales manager  for  WNBZ.  Mr.  Day  (10%) 
is  owner  and  manager  of  Northwood Sanatorium.  Jeanne  DeMattos  (45%) 
is  wife  of  Jacques  DeMattos.  Filed 
Oct.  3. 
KVER  Albuquerque,  N.  M.— Assign- ment of  license  from  Westernair  Inc. 

to  KVER  Bcstg.  Co.  for  $80,000.  Prin- cipals in  transferee  are  President  and Treasurer  Helen  A.  Price  (90.9%), 
housewife  in  Atlantic  City;  Vice  Presi- dent and  Secretary  Bertis  A.  Arnold  Jr. 
(9.1%),  former  operator  of  placement bureau  for  radio  personnel  and  man- ager of  WFLA  Tampa,  Fla.;  Assistant Secretary  Harold  A.  Kertz,  special 
partner  in  law  firm  of  Roberts  &  Mc- Innis,  Washington.     Filed  Oct.  4. 
KDDD  Dumas,  Tex. — Acquisition  of control  North  Plains  Bcstg.  Corp.  by 

J.  M.  Crabb,  present  stockholder, 
through  transfer  of  35  shares  from  Elmo Duke  for  $3,500.  Mr.  Crabb  and  his 
wife  will  own  57.14%  after  transfer. Filed  Oct.  4. 
WIAM  Williamston,  N.  C— Assign- ment of  license  to  new  partnership 

without  Henry  A.  Johnson  who  sells his  25%  interest  to  remaining  partners James  H.  Gray  and  Charles  R.  Gray 
for  $7,500.    Filed  Oct.  4. 
WGWR-AM-FM  Asheboro,  N.  C— Relinquishment  of  negative  control Asheboro  Bcstg.  Co.,  licensee,  by  W.  C. 

Lucas  through  transfer  of  100  shares to  J.  R.  Marlowe,  station  manager.  The shares  are  pledged  at  First  National Bank,  Asheboro,  as  security  for  $10,000 
note  due  the  bank  by  Mr.  Marlowe. Filed  Oct.  4. 

WMiL  
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WICHITA  WAS  focal  point  for  NARTB  District  12  members.  In  above 
group  (seated,  I  to  r):  J.  I.  Myerson,  KOME  Tulsa;  John  Esau,  KTUL  Tulsa; 
Jack  Todd,  KAKE  Wichita,  district  director;  Dr.  Forrest  Whan,  U.  of 
Wichita;  Frank  V.  Webb,  KFH  Wichita.  Standing,  Richard  P.  Doherty, 
NARTB;  Robert  B.  Jones  Jr.,  KRMG  Tulsa;  Grover  C.  Cobb,  KVGB  Great 
Bend;  Fred  L.  Conger,  WREN  Topeka;  Robert  L.  Pratt,  KGGF  Coffeyyille. 

TEN-MAN  DELEGATION  at  NARTB  District  12  meeting  includes  (seated, 
I  to  r):  Richard  Holloway  and  Paul  Lago,  Lago  &  Whitehead,  Wichita  agency; 
Hale  Bondurant,  KFBI  Wichita;  William  Hoover,  KADA  Ada,  Okla.;  Francis 
McDonough,  Dow,  Lohnes  &  Albertson,  Washington.  Standing,  Ken 
Parker,  SESAC;  Frank  J.  Lynch,  KBYE  Oklahoma  City;  Joe  Bernard,  KOMAi 
Oklahoma  City;  Pat  Murphy,  KSMI  Seminole,  Okla.;  Walter  Turner,  KWBW 
Hutchinson,  Kan.  Dist.  met  Sept.  28-29  [Broadcasting  •  Telecasting,  Oct.  1]. 

Radio:  Prodigal  Son 
(Continued  from  page  95) 

ing  a  network  line — and  unless radio  undertakes  to  do  more,  it  will 
soon  have  a  new  generation  of 
"broadcast  idiots"  capable  of  noth- ing but  playing  records  and  giving 
station  breaks.  It's  an  alarming fact  that  radio  has  almost  ceased 
to  be  a  school  and  proving  ground 
for  producers  and  writers. 

Back,  boost,  and  build  your  com- 
munity. Don't  let  the  newspapers 

take  the  lead  in  every  civic  cam- 
paign. If  necessary,  institute  these 

community  projects  yourself. 
Put  some  new  zest  into  news.  Use 

the  telephone  "beep"  recording  de- vice, the  tape  recorder,  and  develop 
a  daily  news  beat.  Lead  off  with 
local  news,  build  it,  and  watch 
listeners'  interest  surge. 

Construct  simple,  honest,  inform- 
ative shows  around  "fundamentals" such  as  home  building,  gardening, 

health,  baby  care,  fishing,  business 
— and  farm  them  out  to  non-radio 
people  who  are  experts  in  each  of 
these  and  many  other  fields. 

TRANSMITTERS 
WANTED 

used,  in  good  operating condition  and  appearance 

•  TV  TRANSMITTERS 
Studio  equipment,  cameras 

•  AM  BROADCAST 
TRANSMITTERS 

and  studio  equipment 
•  SHORT  WAVE 

TRANSMITTERS 
For  immediate  or  future  delivery. 
Substantia!  cash  binder  available. 
Negotiations  strictly  confidential. 

Write  Box  170 
Cromwe'l  Advertising  Agency,  Inc. 175  Fifth  Ave.,  New  York  10 

STACKED  up  against  almost anything  else  available  in  pro- 
gramming, features  of  intensely 

local  or  regional  interest,  handled 
by  local  personalities  through  whom 
the  sponsor  can  promote  and  mer- 

chandise, are  your  most  quickly 
salable  and  longest-term  accounts 
— and  they're  exclusive. 

Base  your  programming  on  some 
research.  Written  requests  for 
musical  numbers  are  not  an  accur- 

ate guide  to  overall  listener  tastes. 
A  telephone  survey  or  question- 

naire may  reveal  valuable  new  in- 
sights to  your  community's  radio 

appetite. Fortify  your  salesmen  with  some- 
thing concrete.  Get  a  program  man 

who  can  wrap  up  his  ideas  on  paper, 
who'll  work  hand  in  glove  with your  account  executives.  There 
are  men  like  that  around  and 
they're  well  worth  the  extra  wages they  should  command.  Some  of 
these  men  aren't  even  in  radio  be- 

cause you  haven't  made  it  worth 
their  while — but  they're  working somewhere  in  your  area. 

Radio's  a  big  boy  now — better 
able  to  do  a  man-sized  job  than 
he  realizes.  He's  out  of  the  errand 
boy  stage,  and  if  he'll  just  stop the  frenzied  quest  for  the  fast  buck 
and  buckle  down  to  the  adult  busi- 

ness of  doing  a  grown-up  job,  he'll gain  a  new  stature  in  the  world. 
Lying  before  radio  are  dozens 

of  unexplored  hours  per  week  that 
no  other  medium  can  devour. 
Limited  only  by  the  thinking  of 
its  program  department  that  pro- 

duces the  commodity  AM-FM  sales- 
men sell,  radio  can  still  be  the 

strong  man. 
But  radio  must  stop  looking  for 

the  Prince  Charming  to  come  riding 
up  on  a  white  charger  and  solve 
all  its  fretful  problems. 
When  the  weekly  newspaper 

thought  it  had  found  the  perfect 
formula  in  "boiler  plate"  and  be- gan to  buy  its  inside  pages  already 
printed  up — letting  the  "national 
advertising"  get  by  free-of-cost — its   fiber   soon   weakened   and  it 

crumbled  fast. 
Men  who  claim  to  offer  the  pana- 

cea are  on  the  radio  scene  today, 
but  the  real  answer  for  most  will 
not  be  found  in  hooking  up  to  a 
cross-country  telephone  line  or  buy- 

ing a  big  inventory  of  transcrip- 
tions, because  unless  a  radio  sta- 

tion is  a  mirror  of  the  area  it 
serves,  a  chronicle  of  the  life  and 
times  of  its  own  people,  it  will  not 
be  greatly  missed  when  it  passes. 

There  is  a  very  simple  truth 
that  has  become  apparent  about 
radio:  The  station  that  dies  is  never 
missed — the  station  that  would  be missed  never  dies. 

Live  in  your  town — but  be  as 
different  from  your  competitor  as 
Life  is  from  the  Saturday  Evening 
Post,  and  both  of  you  will  get  along 
as  prosperously  in  a  competitive 
market  as  those  two  magazines  do. 

*    *  * 

THERE  is  no  set  formula.  No monthly  subscription  fee  will 
buy  it.  No  handbook  will  ever  pro- vide it.  No  network  can  give  it  to 
you.  A  good  program  department 
that  thinks  and  feels  and  lives  the 
way  your  territory  does  is  the  only 
answer. 

It's  not  simple.  The  industry's condition  is  serious — and  the  re- 
covery cannot  be  fast.  If  radio  is 

to  regain  its  stature,  it  will  be  a 
slow  process  of  again  schooling 
and  developing  personnel  in  cre- 

ative programming  and  production. 
We  can  be  thankful  that  within 

the  industry  there  seems  to  be  an 
awakening  to  the  urgent  need  for  a 
whole  new  concept  of  programming, 
on  a  localized  or  regionalized  basis, 
initiated  by  individual  stations. 

The  showdown  looms  near.  It 
takes  courage  to  start  the  tortuous 
road  to  creative,  colorful,  com- 

pletely fresh  home-town  program- 
ming— to  embark  on  the  steep  trail that  leads  to  the  loftiest  peak.  But, 

some  are  doing  it  now — and  others will. 
Americans  love  a  "come-back." There  is  no  nation  in  the  world  so 

ready  to  embrace  again  a  prodigal 
son — so  willing  to  support  the 
underdog  and  lionize  the  ex-champ returned.  They  make  only  cne 
stipulation:  Guts! 

WEATHER  HOBBY 
WFBR's  Wizard  Forecaster 

HOBBY  of  predicting  the  weather 
according  to  his  aches  and  pains 
practiced  by  Rufus  Banks,  WFBR 
Baltimore  janitor,  now  has  become 
a  regular  feature  of  Jim  and  Phil 
Christ's  Morning  in  Maryland show. 

Mr.  Banks  first  was  heard 
the  program  when  he  got  into  an 
open  mike  conversation  with  Jim 
Christ.  He  was  asked  what  the 
weather  looked  like  outside  since 
the  disc  jockey  was  concerned 
about  his  convertible  that  had  its 
top  down.  Mr.  Banks  said  the 
weather  looked  very  good.  He  was right. 

The  mail  the  following  day  de- 
manded that  Mr.  Banks  predict 

the  weather  every  morning  and 
invariably  he  has  been  correct.  As 
Bill  Roche,  station's  promotion  di- 

rector, emphasizes:  "He's  a  man 
you  can  bet  your  umbrella  on." 

Sometimes   when   the    aches  and 
pains  fail,  the  crystal  ball  helps 
Mr.   Banks    (r),    who    gazes  for 

Jim  Christ. 
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WJZ'S  30  EVENTFUL  YEARS Recounted  in  Station's  History 

"NEW  YORK'S  First  Station,"  the identification  phrase  used  by  WJZ, 
could  be  interpreted  literally  since 
the  station — which  quietly  noted  its 
30th  anniversary  Oct.  1 — has  been 
I  on  the  air  since  1921.  Only  WJZ mention  of  the  event  came  on  local 

].|  shows  during  the  day  and  in  sta- 
ll tion  break  announcements  through- ji  out  the  week. 

J|  Unruffled  deference  to  Oct.  1, 1,1921,  date  of  its  first  broadcast, 
J  was  one  indication  of  how  much 
J 'WJZ  has  changed  since  its  institu- 
T(tion — the  station's  start  was  a  hur- ried one.  The  operating  license  was 
ed^l  granted  June  1,  1921,  to  the  West- 
cy;!;iinghouse  Electric  &  Mfg.  Co.,  and 
itisii  just  four  months  later  the  first  pro- 
(en'figram  was  on  the  air,  using  a  small MAShack  built  on  the  Westinghouse 
TOfactory  roof  in  Newark  to  house 
1].  .[the  500  w  transmitter. 

WJZ  was  not  a  commercial  sta- 
jallition  in  the  current  meaning  of  the 

term.  With  only  29  other  stations 
mp  jlicensed  in  the  country,  it  operated 

only  to  fill  the  airwaves  and  thus 
create  a  use,  if  not  a  demand,  for 
the  radio  sets  which  Westinghouse 
was  beginning  to  produce. 

Staff  of  Five 
The  staff  consisted  of  four  people 

in  addition  to  the  late  Charles  B. 
Popenoe,  who  headed  the  group. 
Thomas  J.  Cowan,  senior  announcer 

BRflfor  New  York's  municipal  station 
SWNYC  today,  was  engineer  as  well 
''as  announcer,  m.c,  program  super- Visor,  general  utility  man  and  in 
charge  of  contacting  artists. 
One  contact,  a  singer  he  in- 

Veigled  to  go  to  Newark  to  appear 
'on  radio  free  since  the  station  paid no  fees,  was  Milton  Cross,  who  be- 

came the  outlet's  second  announcer. 
The  others  who  joined  the  payroll 
for  $45  per  week  was  a  man  with 
a  resonant  voice,  Norman  Broken- 
'shire,  and  an  erstwhile  dancer,  fur- niture salesman,  and  Florida  real 
estate  promoter  named  Ted  Husing. 
[  Listeners  in  those  days  were 
essentially  hobbyists  who,  with  ear 
ohones  clamped  tightly  over  their 
leads,  searched  the  airwaves  to 
aick  up  the  WJZ  signal.  "WJZ  has 
:ome  a  long  way  in  the  past  30 
/ears,"  General  Manager  Ted  Ober- 

■  I'elder  recalls,  "and  we  are  proud I  pf  its  record  of  service  to  the  com- ■  nunity.  I  would  like  to  predict  that 
1  jluring  the  next  30  years,  WJZ  will 
■  j'ontinue  to  be  'New  York's  First 

station'  in  terms  of  service  and 
■ntertainment  as  well  as  historical 
act." 
When  radio  caught  on,  Westing- 

louse  sold  its  outlet  to  RCA,  which 
noved  the  facilities  across  the  river 

GENERAL  MANAGER 
having  now  active  or  with  references 
previous  experience  as  general  manager 
in  smaller  community.  Ambitious  for 
unusual  opportunity  in  metropolitan market. 
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to  New  York  in  1923,  with  quar- ters on  the  sixth  floor  of  the  old 
Aeolian  Hall  on  42d  St.  The  sta- 

tion then  had  such  ambitious  pro- 
gramming features  as  a  live  broad- cast of  the  New  York  Philharmonic 

orchestra  and  a  stage  program  from 
the  Capitol  Theatre. 

In  1923,  WJZ  joined  one  of  the 
first  networks — four  stations  were 
affiliated — and  the  first  broadcast 
from  an  airplane  was  carried  the 
next  year  when  station  engineers 
picked  up,  by  means  of  special  port- able transmitting  equipment,  the 
voice  of  an  aviator  flying  over 
Central  Park.  In  1925,  a  concert 
broadcast  from  London  was  re- 

ceived and  rebroadcast  by  WJZ. 
That  was  also  the  time  of  the 
Coolidge  inauguration,  the  broad- cast of  which  was  capped,  after 
four  hours  of  ad-lib  description  by 
Mr.  Brokenshire,  by  Mr.  Coolidge's 
terse,  "I  do." In  1925  the  WJZ  transmitter 
moved  from  the  roof  of  the  Aeolian 
Hall  to  Bound  Brook,  N.  J.,  and 
the  radio  world  was  impressed  to 
learn  that  a  transmitter  could  be 
separated  from  a  station.  Simul- 

taneously, station  power  was  in- creased to  50  kw  to  make  WJZ 
the  first  regular  "super-power" station. 

The  station  became  a  member  of 
the  then  new  NBC  network  the 
following  year,  and  in  1927,  studios 
were  moved  to  711  Fifth  Ave. 
where  the  AT&T  station  WEAF 
shared  space. 
WJZ  headquarters  now  are  at 

30  Rockefeller  Plaza. 
When  the  Blue  Network  of  NBC 

became  a  separate  and  independent 
organization  in  January  1942,  WJZ 
became  its  lead  station,  a  position 
it  retained  when  the  Blue  Network 
became  the  American  Broadcast- 

ing Co.  after  Edward  J.  Noble 
purchased  it  in  1943. 

MULL  TAX  BILL 
Adjournment  Seen  Oct.  20 

SENATE  and  House  conferees 
huddled  on  the  revenue  bill  last 
week.  The  legislation,  as  passed  by 
the  Senate  10  days  ago,  contains 
provisions  affording  the  radio-TV 
industry  excess  profits  tax  relief 
[Broadcasting  •  Telecasting, Oct.  1]. 
The  bill  (HR  4473),  as  passed 

by  the  House,  did  not  provide  for 
excess  profits  tax  relief.  If  the 
House  accepts  the  Senate  version 
in  conference,  and  the  measure  is 
approved  by  both  chambers,  the 
relief  provisions  would  go  into 
effect  after  the  President  signs 
the  bill. 

Action  on  tax  legislation  came 
as  Senate  Majority  Leader  Ernest 
McFarland  (D-Ariz.)  predicted 
Congress  would  adjourn  not  later 
than  Oct.  20,  perhaps  earlier. 

e  c  a  s  t  i  n  g 

MALCOLM  McCORMACK  (I),  farm 
director  of  WBZ  Boston  and  WBZA 
Springfield,  Mass.,  welcomes  Mr.  and 
Mrs.  Jack  Reynolds  at  the  Westing- 

house Radio  Stations  Inc.  booth  at 
the  Eastern  States  Exposition  in 
Springfield.  Mr.  Reynolds,  manager 
of  the  Wisconsin  State  Fair,  takes 
over  as  manager  of  the  eastern  ex- 

position next  January.  The  Westing- 
house stations  broadcast  a  series  of 

programs  from  the  fair  grounds, 
where  WBZ  and  WBZA  started  their 

radio   history  30  years  ago. 

GORE  NAMED 
For  NSRB  Chairmanship 

JACK  GORRIE,  former  Washing- ton State  newspaperman  and  close 
associate  of  Mon  C.  Wallgren, 
Federal  Power  Commissioner  and 
stockholder  in  KIRO  Seattle, 
Wash.,  has  been  nominated  for 
the  chairmanship  of  the  National 
Security  Resources  Board. 
Mr.  Gorrie's  nomination  was 

sent  to  the  Senate  by  President 
Truman  last  Wednesday.  He  has 
been  serving  as  acting  chairman 
of  NSRB  since  last  April  when 
W.  Stuart  Symington  resigned  to 
head  the  Reconstruction  Finance Corp. 

The  appointment  of  Mr.  Gorrie 
is  unique  since  his  associate,  Mr. 
Wallgren,  was  rejected  for  the 
NSRB  chairmanship  in  1949  when 
the  Senate  Armed  Services  Com- 

mittee refused  to  approve  his 
nomination.  Mr.  Gorrie  served  as 
assistant  to  Mr.  Wallgren  when 
the  latter  was  governor  of  the 
State  of  Washington. 

STATION  SALES 
WLDS,  KEYY,  WNBZ  File 

SALE  of  WLDS-AM-FM  Jack- 
sonville, 111.,  to  Jacksonville  Jour- nal and  Courier  interests  for  $100,- 

000  was  revealed  in  an  applica- 
tion for  approval  filed  with  the  FCC 

last  week.  KEYY  Pocatello,  Ida., 
and  WNBZ  Saranac  Lake,  N.  Y., 
also  filed  transfer  applications. 
WLDS  asked  assignment  of 

license  from  Milton  Edge  and 
Edgar  J.  Korsmeyer  to  Jackson- 

ville Radio  &  Television  Broadcast- 
ing Corp.,  owned  90%  by  the  Jack- sonville Journal-Courier  Co.  W.  A. 

Fay  is  president  of  the  broadcast- 
ing company  and  owns  50.2%  of 

the  publishing  firm.  Other  10% 
of  the  broadcasting  company  is 
owned  by  R.  Karl  Baker,  vice  presi- dent and  general  manager  of  the 
transferee  and  executive  secretary 
of  the  Jacksonville  Chamber  of 
Commerce. 

The  same  interests  which  control 
KVNI  Couer  d'Alene,  Ida.,  and 
KNEW  Spokane,  Wash.,  were 
parties  in  an  application  to  buy 
control  of  KEYY  Pocatello. 
Scripps  Newspapers  Inc.,  Burl  C. Hagadone  and  Robert  S.  Howard 
want  to  buy  24%  each  and  Harry 
Henke  Jr.  wants  8%.  Total  pur- 

chase price  for  the  80%  to  be 
transferred  is  $1  plus  a  lease- 
option  agreement  involving  a 
$7,500  advance  against  $300 
monthly  payments  for  five  years, 
with  option  to  purchase  for  $8,770 
at  that  time. 

Scripps  Newspapers  publish  the Tacoma  Times,  Provo  Herald, 
Logan  (Utah)  Herald-Journal,  and 
Couer  d'Alene  Press.  Scripps  News- 

papers and  Mr.  Hagadone  control KVNI  and  KNEW.  Mr.  Howard 
owns  33.7%  of  The  Dalles  (Ore.) 
Chronicle  and  has  interests  in  sev- 

eral other  papers.  Mr.  Henke  is 
an  attorney  arjji  holds  an  interest in  KVNI  and  KNEW. 

Jacques  DeMattos,  sales  man- ager of  WNBZ  Saranac  Lake, 
N.  Y.,  his  wife,  and  Thomas  J. 
Day  have  filed  to  purchase  WNBZ 
for  $50,000  from  Thomas  Durkan 
and  Eugene  Fitzpatrick.  Mr.  Day 
is  owner-manager  of  the  North- wood  Sanatorium.  He  would  own 
10%  while  Mr.  and  Mrs.  DeMattos would  own  90%. 

AN   INVITATION  TO 
SUCCESSFUL  ADVERTISING 

See  Center  spread  This  Issue 

ON  THE  AIR  EVERYWHERE  24  HOURS  A  DAY 

50,000  WATTS 

OF 
SELLING  POWER 
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PEOPLE... 

PLUMMER,  COTTON E  TERM 
RICHARDS'  ANSWER  EVASIVE 
ANSWER  of  Mrs.  G.  A.  Richards  to  FCC's 
request  for  clarification  of  Goodwill  stations' 
program  policies  [Broadcasting  •  Telecast- 

ing, Sept.  24,  10]  was  termed  evasive  last 
week  by  FCC  Broadcast  Bureau  Chief  Curtis 
Plummer  and  General  Counsel  Benedict  Cot- tone. 

In  "Comments"  on  Mrs.  Richards'  answers, Messrs.  Plummer  and  Cottone  again  urged 
FCC  to  instruct  examiner  to  issue  regular 
decision  on  news-slanting  charges  against 
KMPC  Los  Angeles,  WJR  Detroit  and  WGAR 
Cleveland.  Examiner  had  recommended  dis- 

missal of  charges  after  death  of  G.  A.  Richards. 
Mrs.  Richards  told  the  Commission  that 

stations  were  and  would  in  future  abide  by 
statement  of  principles,  also  had  detailed 
specifics   regarding  bias,   news-slanting,  etc. 

RADIO  FREE  EUROPE  FUND 
PROPOSAL  that  broadcasters,  under 
NARTB  aegis,  contribute  their  highest 
half-hour  rate  for  Radio  Free  Europe 
to  yield  sufficient  funds  to  build  power- ful transmitter  was  made  to  NARTB 
District  14  meeting  at  Salt  Lake  City 
Friday  by  George  Cory,  KUBC  Mon- trose, Colo. 

Action  was  in  form  of  resolution  to 
be  submitted  at  District's  Saturday  work- shop session.  Mr.  Cory  said  this  gesture 
would  embody  very  personification  of 
what  free  radio  has  achieved  in  United 
States  in  three  decades.  He  declared  it 
would  provide  "very  sharp  sword  to  cut through  the  Benton  Bill  and  other  overt 
thrusts  at  all  radio's  freedom." 

FCC  had  asked  her  to  clarify  her  response 
to  a  question  regarding  program  plans  in  her 
application  for  involuntary  transfer.  She 
had  answered  that  there  would  be  no  change 
in  such  policies. 
CANADA  DRY  STARTS 
BIG  PROMOTION  DRIVE 
CONTEST  offering  255  pedigreed  puppies  as 
prizes — said  to  be  biggest  advertising  cam- 

paign company  has  ever  placed  behind  single 
promotion — will  be  launched  by  Canada  Dry 
Ginger  Ale,  New  York,  through  J.  M.  Mathes 
Inc.,  that  city,  to  run  through  October  and 
November  with  closing  date  Nov.  20. 

In  addition  to  live  "dog"  commercials  to  be seen  on  Super  Circus  (alternating  Sundays, 
ABC-TV,  5-6  p.m.)  starting  Oct.  7,  company 
will  launch  nationwide  dealer  co-op  campaign 
on  both  radio  and  TV  in  every  major  and 
minor  market,  according  to  agency  spokesman. 
FANCHON  &  MARCO  DENIED 
FANCHON  &  MARCO  request  for  permission 
to  intervene  in  ABC-United  Paramount  case 
[Broadcasting  •  Telecasting,  Aug.  13,  6] 
was  denied  Friday  by  FCC  Comr.  Sterling  on 
ground  theatre  chain  had  no  standing  as  party 
in  case.  However,  that  does  not  mean  that 
Fanchon  &  Marco  cannot  or  will  not  testify — 
it  can  do  so  upon  request  by  FCC  or  on  its  own. 

ASSERTING  broadcasters  have  forged  wea- 
pons "to  cut  each  other's  throats  through  sup- 

port of  measurement  and  rating  services,"  Rex 
Howell,  president-general  manager  of  KFXJ 
Grand  Junction,  Colo.,  served  notice  Friday  at 
the  NARTB  District  14  meeting  in  Salt  Lake 
City  he  would  offer  resolution  Saturday  de- 

signed to  place  radio  on  competitive  footing 
with  other  media,  notably  newspapers. 

His  resolution  read  as  follows: 
Whereas,  the  broadcasting  industry  has  long  felt 

the  need  of  an  adequate  technique  of  measure- 
ment that  would  properly  reflect  radio's  circula- tion in  comparison  with  the  printed  media,  and 

Whereas,  existing  methods  of  audience  measure- 
ment while  providing  useful  information  such  as 

program  ratings  and  share  of  audience  do  not 
give  radio  a  fair  basis  of  consideration  in  com- 

parison to  the  gross  circulation  information  gen- erally deemed  acceptable  by  advertisers  in  the 
evaluation  of  printed  media,  and 

Whereas,  the  use  of  the  highly  definitive  studies 
such  as  the  ratings   services   are   demanded  by 

TV  STUDIO  PROJECTS 
TURNED  DOWN  BY  NPA 
REQUESTS  of  Allen  B.  DuMont  Labs  and 
CBS  New  York  for  authority  to  start  work  on 
TV  studio  projects  rejected  by  National  Pro- duction Authority  for  fourth  quarter.  Sums 
were  $1,150,000  for  WABD  (TV)  and  $230,000 
for  CBS.  In  list  of  construction  denials  for 
period  ending  Sept.  29,  NPA  also  rejected 
project  bids  of  following: 
Neely  Broadcasting  Co.  (WJAM  Marion,  Ala.), 

which  received  FCC  CP  June  27,  "radio  broadcast- ing," $12,000;  Fort  Industry  Co.  (WJBK-TV  Detroit, Mich.),  "TV  studio,"  $169,200;  Sioux  Falls  Broadcast- ing Assoc.  (KSOO  Sioux  Falls,  S.  D.),  which  has  CP for  5  kw  n,  10  kw  d,  $19,500;  Radio  Station  KABR 
(KABR  Aberdeen,  S.  D.),  "radio  station,"  $4,564; Vine  Street  Realty  Corp.,  Los  Angeles,  "TV  studio," $5,330,000. 
WGN  MEDIATION  SESSION 
AFTER  three-month  delay,  first  arbitration 
between  AFRA  and  WGN  Chicago  scheduled 
Oct.  23  with  three  mediators  present.  AFRA 
wants  its  members  to  handle  video  sound  ef- 

fects, claiming  this  is  in  accordance  with  ex- isting contract.  AFRA  and  IBEW  expected  to 
meet  with  management  of  WCFL  Chicago 
again  this  week  for  continuing  talks  on  salary 
increases.  Station  has  offered  each  group  $5 
weekly  raise  and  another  $2.50  next  January, 
which  unions  reject. 

advertisers  in  the  absence  of  any  other  method  of 
measurement,  resulting  in  a  generally  confused 
evaluation  of  radio  against  other  media,  and 
Whereas,  broadcasters  have  unwittingly  con- 

tributed to  intramural  conflicts  by  reliance  sole- 
ly upon  a  system  which  merely  compares  one 

broadcaster's  service  against  another's  rather  than giving  useful  information  on  advertising  coverage 
as  a  whole,  therefore Be  It  Resolved  that  the  14th  District  members 
of  NARTB  in  convention  assembled  do  recommend 
the  establishment  of  a  new  nationwide  form  of 
audience  study  incorporating  the  useful  aspects 
of  the  comparable  circulation  surveys  made  in 
Louisville  by  Dr.  Raymond  A.  Kemper  as  reported 
on  page  25  of  the  Oct.  1  issue  of  Broadcasting  • 
Telecasting,  titled  "Impact,"  and Be  It  Further  Resolved  that  the  District  14 
broadcasters  hereby  go  on  record  as  opposing  the 
further  use  of  rating  services  except  on  such  basis 
as  ,will  properly  provide  comparisons  such  as 
cost-per-thousand  when  compared  to  costs 
achieved  by  the  application  of  readership  to  the 
printed  media. 

CARINO,  BARON 
LOUIS  J.  CARINO,  WMGM  New  York  pro- 

gram supervisor,  has  resigned  to  manage 
newly  formed  Cue  Personnel  Agency,  New 
York  specialists  in  clerical  help  for  radio  and 
TV  stations.  Mr.  Carino  has  more  than  decade 
service  with  WMGM.  Paul  Baron,  WMGM 
night  management  staff  and  formerly  with 
KFMB  San  Diego,  WHUC  Hudson,  N.  Y.,  and 
WOKO  Albany,  succeeds  Mr.  Carino  as  pro- 

gram supervisor.  Ray  Lapolla,  of  WMGM 
news  editing  staff  and  former  news  editor  of 
WGNR  New  Rochelle  and  WLNA  Peekskill, 
N.  Y.,  replaces  Mr.  Baron. 
JOHN  W.  PACEY 
JOHN  W.  PACEY  has  been  named  director  of 
Public  Affairs  Department  of  ABC,  Pres. 
Robert  E.  Kintner  revealed  Friday.  Mr.  Pacey 
was  appointed  acting  director  of  the  depart- 

ment in  mid-August  when  Robert  Saudek  re- 
signed to  join  Ford  Foundation  [Broadcasting 

•  Telecasting,  Aug.  20].  Prior  to  that,  Mr. 
Pacey  had  served  since  May,  1950,  as  assistant 
to  Mr.  Saudek,  vice  president  in  charge  of  pub- 

lic affairs.  The  new  director  joined  ABC  as 
trade  news  editor  in  1945. 

FRANK  B.  ROGERS  JR. 
APPOINTMENT  of  Frank  B.  Rogers  Jr.  as 
vice  president  in  charge  of  sales  for  Reeves 
Soundcraft  Corp.,  Long  Island  City,  N.  Y., 
was  announced  Friday.  Former  vice  presi- 

dent and  assistant  general  sales  manager 
for  Ampro  Corp.,  Chicago,  he  receives  his 
post  as  part  of  company's  current  expansion^ 

program. ROBERT  McKEE 
ROBERT  McKEE,  formerly  sales  manager  for 
Network  Radio  Sales  in  ABC's  central  division, has  joined  NBC  Radio  Network  Sales  in  Chi- 
cago  as  account  executive.  Mr.  McKee,  for 
the  first  15  years  of  his  advertising  career,  was 
vice  president,  treasurer  and  part  owner  of  the 
Homer  McKee  Co.  Inc.,  which  had  headquarters 
in  Indianapolis  and  offices  in  New  York  and 
Chicago.  He  joined  NBC's  blue  network  in 
1940  as  account  executive,  remaining  in  net- 

work sales  when  ABC  was  established  shortly thereafter. 

ROBERT  E.  WILLIAMS 
ROBERT  E.  WILLIAMS,  treasurer  and  direc- 

tor of  Doremus  &  Co.,  New  York,'  since  1920, elected  vice  president. 

WARREN  COX 
WARREN  COX  promoted  to  director  of  pub- 

lic relations  and  publicity  for  J.  M.  Mathes- 
Agency,  New  York,  to  succeed  Arthur  Fij 
Monroe,  who  becomes  executive  for  Capehart- 
Farnsworth  Corp.  account.  Mr.  Monroe,  who 
was  appointed  vice  president  last  year,  will: 
retain  overall  supervision  of  public  relations 
and  publicity. 

BRITISH  ELECTION  COVERAGE 
GENERAL  election  in  Great  Britain  will  re- 

ceive special  coverage  by  ABC  Radio  beginning 
with  British  elections  program  Tuesday,  Oct. 
23  (8-8:30  p.m.  EST)  and  continuing  through 
election  day,  Thursday,  Oct.  25.  On-the-spot 
reports  of  climactic  portions  will  be  included  in 
schedule  under  direct  supervision  of  Frederick 
B.  Opper,  manager  of  ABC's  London  news 
bureau. 

Howell  Urges  Comparative  Media  Data 
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Wholehearted 

On  The  Air  —  or  In  Person! 

Program  organization  and  the  wide 
coverage  of  The  KMBC-KFRM  Team 
provides  an  important  daily  link  be- 

tween the  trade  capital,  Kansas  City, 
and  thousands  of  rural  homes  in  Kan- 

sas, Missouri,  and  portions  of  the  sur- 
rounding states  which  comprise  Kan- 

sas City's  Primary  Trade  Area. 
Just  as  important,  however,  is  the 

wholehearted  personal  link  between 
the  Team  personalities  and  the  listen- 

ers. During  the  Missouri  State  Fair, 
the  Kansas  State  Fair,  and  the  Amer- 

ican Royal,  thousands  of  folks  met 
and  visited  with  Phil  Evans — with 
Hiram  Higsby  and  other  KMBC- 
KFRM  personalities.  Similarly,  every 
Saturday  night  hundreds  more  attend 
the  "Brush  Creek  Follies"  and  during 
the  course  of  the  year,  countless  con- 

tacts are  made  through  the  sports,  news 
and  special  events  departments. 

Evidence  of  the  success  of  this  "on- 
the-air  or  in-person"  technique  is  that 
it  is  in  part  responsible  for  the  fact 
that  in  urban,  rural  and  metropolitan 
areas  alike,  The  Team  is  on  top  by  a 
margin  of  3  to  2. 

This  advantage  of  more  loyal  listen- 
ers means  more  impacts  for  the  adver- 

tiser, less  cost  per  thousand  and  more 
product  or  service  sales.  Write,  wire 
or  phone  KMBC-KFRM  or  your  near- 

est Free  &  Peters  Colonel. 

To  put  it  simply,  to  sell 
the  Whole  Heart  of 
America,  Wholeheart- 

edly, use  .  .  . 

1  Tea m 

ABC 

OWNED    AND    OPERATED   BY   MIDLAND  BROADCA 

G  C< 



TEAM-MATES  for  25  years 
Since  the  formation  of  the  NBC  network  25  years  ago, 
WWJ  has  been  Detroit's  receiving  end  for  the  sales pitches  made  by  NBC  advertisers.  WWJ  has  done  a 
league-leading  job  of  batting-in  billions  of  dollars  worth 
of  business  for  these  advertisers,  in  an  era  which  has 
seen  Detroit's  radio  audience  soar  from  100,000  to  over 
two  million! 

FIRST  IN  DETROIT        Owned  and  Operated  by  THE  DETROIT  NEWS 
National  Representatives:  THE  GEORGE  P.  HOLLINGBERY  COMPANY 

Associate  MeWt/on  Station  WWJ-W 

AM  -  950  KILOCYCLES  -  5000  WATTS FM  — CHANNEL  246-37.1  MEGACYCLES 
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Page  25 

SPORTIEST 

STATION  IN  TOWN! 

Baltimore  sports  fans  by  the  thou- 
sands stick  to  WITH  the  year  round. 

Reason  why:  WITH  carries  more 
sports  programs  and  events  than  any 
other  station  in  town !  Orioles  baseball 
games  in  the  summer  .  .  .  University 
of  Maryland  football  games  and  Bullets 
basketball  games  in  the  winter  .  .  .  late 
results  of  all  contests  every  day  in  the 
year  .  .  .  just  this  season,  a  great  new 
feature  was  added:  the  high  school 
football  game  of  the  week,  broadcast 
play-by-play  from  Baltimore  Stadium. 
WITH  is  a  sports  fan's  dream! 

These  thousands  of  sports  fans  make 

up  part  of  WITH's  huge  loyal  audience. 
They  are  one  reason  why  WITH  regu- 

larly delivers  more  listeners-per-dollar 
than  any  other  radio  or  TV  station  in 
Baltimore  .  .  .  one  reason  why  WITH 
is  the  BIG  BARGAIN  BUY!  Get  all 
the  facts  from  your  Headley-Reed  man. 

The  Results  Station 

Baltimore,  Md. WITH 

Tom  Tinsley,  President — Represented  by  Headley-Reed 

EC  A  ST  1 1 

is  on  Page  69 

fee 
(diMdl 



WHASTV ...the  nation's  first 

50,000  waff  television  station 

The  popular  WHAS-TV  sports  team  of  Jimmy  Finegan  and  Phil  Sutterfield  has  made  "Sportraits" 
the  top-rated  strip  sports  show  in  Louisville.  With  Finegan  and  Sutterfield  alternating  before 
the  cameras,  Louisville  viewers  get  first  and  foremost  a  rundown  of  all  the  late  sports  news  .  .  . 
then,  such  plus  features  as  film  briefs  of  top  national  sports  attractions  .  .  .  films  of  local 
sports  events  taken  by  the  WHAS-TV  cameramen  .  .  .  and  interesting  interviews  with  a  steady 
parade  of  local  and  national  sports  personalities  such  as  Pee  Wee  Reese,  Princeton  Football  coach 
Charlie  Caldwell,  Happy  Chandler,  Strangler  Lewis,  Bill  Corum  and  others.  Tops  in  sports  .  .  . 
tops  in  audience,  that's  "Sportraits."  See  your  Petry  man  today. 

Serving  a  market  of  more  than  100,000  television  homes 

WHASTV 

VICTOR  A.  SHOLIS,  D/reefor        •        NEIL  D.  CLINE,  Safes  Direct 

REPRESENTED  NATIONALLY  BY  EDWARD  PETRY  AND  CO.     •     ASSOCIATED  WITH  THE  COURIER-JOURNAL  &  LOUISVILLE  TIMES 



RIDE  A 

COCK 

HORSE 

You  can't  get  very  far  in  this 

part  of  the  Northeast  without  WTRY — 

the  NUMBER  ONE  MEDIUM  in  the 

Albany-Troy-Schenectady  market,  morn- 

ing, afternoon  and  evening.* 

You  can  go  along  just  for  the 

ride  on  the  Number  Two  station. 

Failing  to  deliver  the  WTRY-size 

audience  in  the  market,  the  Number 

Two  station  boasts  outside  coverage — 

in  secondary  markets  where  21  other 

radio  stations  bid  for  and  win 

audiences. 

*Oct  '50  —  Jan  '51  Hooper 

When  you  put  your  money  on 

WTRY,  you're  not  on  a  cock  horse  to 

nowhere.  You're  on  the  best  station 

in  the  Nation's  27th  market — at  one-half 

the  cost  of  station  Number  Two! 

WTRY 

5000  w  day  and  night  at  980  kc 

The  CBS  Radio  Network 

REPRESENTED  BY  HEADLEY-REED 

Published  every  Monday,  53rd  and  54th  issues  (Year  Book  Numbers*  published  in  January  and  February  by  Broadcasting  Publications,  Inc..  870  National  Press  Building, Washington  4,  D.  C.    Entered  as  second  class  matter  March  14,  1933,  at  Post  Office  at  Washington.  D.  C,  under  act  of  March  3,  1879. 
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NORTH  TEXAS 

TELEVISION  and 

SERVICE  DEALERS 

rate  KRLD-TV 
(Channel  4,  DALLAS) 

The  First  Station 

IN  NORTH  T£XA$ 

i<
> 

OF  196  DEALERS  SAY 

KRLD-TV's  PICTURE 
AND  AUDIO  BEST.... 

FIRST: 

Here  are  the  RESULTS 

of  a  New  Dealer  Survey! 

A  direct  survey  addressed  to  750  Television  Sales  and  Service  Dealers 
in  the  North  Texas  Area  produced  a  33%  return;  analysis  of  which 
furnished  an  insight  to  TV  station  performance  and  coverage. 
Here's  the  breakdown  of  usable  returns: 

KRLD-TV     STATION  A  STATION  R 
133  or  67.9% 

Combined  FIRST  KRLD-TV 
and  SECOND:  191  or  49.6% 

62  or  31.6% 

135  or  35.1% 

1  or  0.5% 

59  or  15.3% 

108  DEALERS  REPORT  KRLD-TV  RECEPTION 

IMPROVED  WITH  NEW  INCREASED  POWER. . . 

Owners  and 
Operators  of 

KRLD 
50,000  Watts 

The  CBS  Station  for 
Dallas  and  Fort  Worth 

J 

1 

John  W.  Runyon 
President 

Clyde  W.  Rembert 
Managing  Director 

The  Branham  Company 
Exclusive  Representatives 

Channel  4 

VEDIO    27,300  WATTS  AUDIO     13,600  WATTS 

TEXAS'  MOST  POWERFUL  TELEVISION  STATION 

4    •     October  15,  1951 BROADCASTING    •  Tclecastin 



CLOSED  CIRCUIT 

•INDIANAPOLIS  broadcasters  are  one  of  sev- 
eral metropolitan  area  groups  planning  sur- 
veys on  effective  use  of  radio  similar  to  that 

conducted  by  Dr.  Raymond  Kemper  for  WAVE 
and  the 'Louisville  area  [B  •  T,  Oct.  1]. 

NUMBER  of  Mountain  States  stations,  notably 
in  Intermountain  Network,  keyed  by  KALL  Salt 
Lake  City,  have  advised  NARTB  that  they  will 
withhold  action  on  joining  trade  association 
until  forthcoming  December  NARTB  board 
meeting,  and  will  join  only  if  association  takes 
positive  action  on  radio  rate  cuts. 

FLORIDA  CITRUS  COMMISSION  will  start 
sponsorship  of  announcements  and-  participa- tion programs  in  radio  and  television  in 
practically  every  market  east  of  Mississippi 
on  Nov.  1  for  39  weeks  through  J.  Walter 
Thompson,  N.  Y.  This  is  result  of  adding 
$75,000  to  bring  to  $666,000  total  which  com- 

mission voted  to  spend  in  radio  and  TV  [B  •  T, 
Oct.  8]. 

ACTION  AT  NARTB  District  14  meeting  (Salt 
Lake  City)  in  copyright  sphere,  seeking  ap- 

praisal of  all  catalogs  to  enable  broadcasters 
better  to  gauge  licensing  needs,  was  pre- 

ceded by  informal  suggestions  that  BMI  ex- 
plore possibility  of  acquiring  SESAC,  or  of 

licensing  its  music.  Carl  Haverlin,  BMI  presi- 
dent was  button-holed  on  it. 

NEXT  move  in  industrywide  effort  to  block 
rate-baiting  and  economic  attacks  on  broadcast 
medium  may  be  proposal  to  set  up  permanent 
agency  to  carry  on  work  started  by  Affiliates Committee. 

EARLY  ISSUE  of  Saturday  Review  of  Litera- 
ture will  carry  letter  from  Raymond  Rubicam, 

retired  co-founder  of  Young  &  Rubicam, 
supporting  Sen.  Benton  in  his  fight  for  educa- 

tional television  and  creation  of  National  Citi- 
zens Advisory  board  for  TV.  In  the  same/ 

issue  a  letter  from  Maurice  Mitchell,  vice  pres- 
ident and  general  manager  of  Associated  Pro- 
gram Service  (which  Sen.  Benton  owns),  will 

"give  commercial  broadcasters  arguments against  Benton  plan. 

WHITEHALL  PHARMACAL  Co.,  N.  Y., 
through  John  F.  Murray  Adv.,  N.  Y.,  buying 
number  of  smaller  markets  for  radio  spot  an- 

nouncements for  Anacin  in  addition  to  its 
heavy  major  market  campaign  which  started in  September. 

DESPITE  PLEAS  by  NARTB  President  Harold Fellows  at  district  meetings  that  Associated lusic  Publishers  be  not  penalized  because  its ■wner,  Sen.  William  Benton  (D-Conn.),  is uuthor  of  legislation  which  would  hobble  ra- 
dio's freedom,  broadcasters  keep  talking  re- prisals. Plans  to  adopt  resolutions  specifically 

(Continued  on  page  6) 
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WHOO  ORLANDO,  FLA., 
BOUGHT  BY  EDWARD  LAMB 
WHOO  Orlando,  Fla.,  was  purchased  last  week 
by  Edward  Lamb,  Toledo  attorney  and  broad- 

caster, for  $200,000  subject  to  FCC  approval. 
Mr.  Lamb  acquires  property  from  Martin 
Andersen,  publisher  of  Orlando  Sentinel-Star. 
WHOO  operates  on  990  kc  with  10  kw  day 

and  5  kw  night.  Its  FM  transmitter  operates with  59  kw. 
Mr.  Lamb  is  owner  of  WTOD  Toledo  and 

two  TV  stations,  WICU  (TV)  Erie,  Pa.,  and 
WTVN  (TV)  Columbus,  Ohio.  He  said  he 
plans  to  carry  on  WHOO's  community  service policies.  No  particular  changes  in  personnel 
or  operating  schedules  are  planned,  he  added. 
WHOO  is  an  ABC  affiliate. 

With  purchase  Mr.  Lamb  takes  over  WHOO 
TV  application.  Negotiations  for  sale  were 
handled  by  J.  W.  Blackburn,  of  Blackburn- 
Hamilton  Co.,  Washington. 

SENATE  KILLS  DEFENSE  ADS 
IN  FIRST  PIECE  of  anti-broadcasting  legis- 

lation passed  by  82d  Congress,  Senate  Fri- 
day passed  and  sent  to  White  House  defense 

funds  bill  including  specific  prohibition  against 
use  of  military  money  for  recruiting  advertis- 

ing in  any  medium.  This  will  mean  broad- 
casting loses  $735,000  which  Dept.  of  Defense 

had  earmarked  for  recruiting  spot  campaign 
next  spring,  although  present  commitments 
for  advertising  not  affected.  Recruiting  ad- 

vertising appropriations  had  been  cut  from 
defense  funds  bill  by  House  fortnight  ago. 
(See  early  story  page  25.) 

SCHREIBER  PLEASED 
FRANK  SCHREIBER,  general  manager 
of  WGN  Chicago,  said  in  regard  to  the 
Don  Lee,  Yankee,  WOR  merger:  "I  think 
General  Tire's  purchase  will  certainly be  to  the  best  advantage  of  Mutual 
Broadcasting  System.  The  new  direc- 

tion of  the  WOR  properties  will  further 
strengthen  Mutual  and  facilitate  the 
operation  of  the  network."  (See  story 
page  23.) 

MAJORITY  on  FCC  are  not  in  favor  of  Sen. 
William  Benton's  (D-Conn.)  plan  to  create National  Citizens  Advisory  Board  for  Radio 
and  Television  because  of  censorship  dangers 
involved. 
Comments  filed  with  Senate  Interstate  & 

Foreign  Commerce  Committee,  which  has 
Benton  Plan  before  it  for  study.  Rendering 
separate  views  were  Chairman  Wayne  Coy 
and  Comr.  Paul  A.  Walker. 

Letter,  signed  on  behalf  of  Commission  by 
Chairman  Coy,  said  majority  of  FCC  believes 
rreation  of  board  of  type  contemplated  by 
Benton  Bill  (S  1579)  to  be_  "undesirable." 

BUSINESS  BRIEFLY 

PROPRIETARY  ACCOUNT  *  H-B  Cough 
Syrup,  Boston,  Nov.  1  placing  radio  spot  an- nouncement campaign  in  six  major  markets,  13 
weeks.  Agency,  Chambers  &  Wiswell,  Boston. 
GEM  TEST  #  American  Safety  Razor  Co., 
New  York  (Gem  blades),  planning  spot  radio 
tests  in  several  Missouri  markets.  Agency, 
Federal  Adv.„  N.  Y. 

CHICK  SERIES  Q  ABC  Chicks,  Columbia, 
Pa.,  starting  spot  radio  campaign  in  rural 
markets  in  December.  Campaign  usually  runs 
about  26  weeks.  Agency,  Cox  &  Tanz,  Phila- 
delphia. 
FALSTAFF  BASEBALL  PLANS  #  Falstaff 
Brewing  Co.,  St.  Louis  (Falstaff  beer),  signed 
Dizzy  Dean  to  broadcast  baseball  games  next 
season  in  its  series,  carried  this  year  on 
Liberty  with  Gordon  McLendon  announcing. 
It  is  understood  that  Mutual,  which  had  its 
own  daily  game  this  year  with  sponsorship 
partially  by  Gillette  and  partially  on  co-op basis,  is  negotiating  with  Falstaff  agency, 
Dancer-Fitzgerald-Sample,  N.  Y.,  for  brewing 
company  games  next  year. 

AMERICAN  VITAMIN 
DIFFICULTIES 

ADMITTING  "over-extending"  itself  and 
"financial  difficulties,"  American  Vitamin Assoc.  Inc.,  Hollywood,  reportedly  spending 
around  $300,000  a  month  to  promote  Thyavals, 
Orvita,  Formula  621  (see  earlier  story,  101), 
cancelled  all  advertising  late  last  Thursday. 
Last  May  company  announced  it  was  spending 
$5  million  for  TV  to  end  of  year. 
Firm  hopes  to  solve  financial  difficulties 

'  through  reorganization  and  retrenchment," 
officials  said.  Jack  Scott,  president,  Schwim- 
mer  &  Scott,  Chicago,  which  took  over  account 
Aug.  1,  flew  into  Hollywood  Friday  morn- ing, conferred  with  George  S.  Johnston,  AVA 
president.  Mr.  Johnston  is  striving  to  get 
additional  lines  of  credit  to  carry  on  opera- 

tions, does  not  intend  to  go  into  bankruptcy. 
All  bills  will  be  paid,  but  over  a  period  of 
time,  it  was  reported. 

Referring  to  majority  on  Commission,  Chair- 
man Coy  said:  "They  believe  that  the  func- tions of  the  board  as  contemplated  by  the  bill 

involve  dangers  of  censorship." Under  Benton  Plan,  both  radio  and  TV  pro- 
grams would  be  subject  to  review  by  citizens 

group.  As  described  by  Sen.  Benton,  hoard's 
duties  would  perform  "annual  Blue  Book." 

Referring  to  "investigative"  functions  bill proposes  to  assign  board,  majority  asserted those  functions  are  under  FCC  and  should 
(Continued  on  page  106) 

for  more  AT   DEADLINE   turn   page  ̂  

October  15,  1951     •    Page  5 

FCC  Majority  Blasts  Benton  Video  Bill 



LEGISLATIVE  RADIO-TV  BAN 
IN  CALIFORNIA  PROTESTED 
STRONG  condemnation  of  radio-TV  ban  im- 

posed by  California  State  Legislature  and 
Crime  Commission,  preventing  broadcasters 
and  telecasters  "from  enjoying  the  same  privi- leges as  other  press  or  information  services 
with  respect  to  news  coverage  of  public  meet- 

ings," was  voiced  Friday  by  NARTB  District 15  at  San  Francisco  meeting  (early  story 
page  32).  Seventy-five  delegates  were  regis- tered. 

The  resolution  contended  this  was  "open 
discrimination  against  radio  and  television" and  denied  public  full  and  complete  news 
coverage  guaranteed  by  the  U.  S.' Constitution. The  resolution  was  adopted  after  considerable 
floor  discussion  led  by  Paul  R.  Bartlett,  KFRE 
Fresno,  Resolutions  Committee  chairman. 

Also  adopted,  but  without  unanimous  vote, 
was  resolution  denouncing  the  legislative  pro- 

posals of  Sen.  William  Benton  (D-Conn.). 
President  Truman's  government  gag  rule  was protested  by  delegates. 

For  first  time  at  current  series  of  district 
meetings  no  resolutions  endorsing  BAB  and 
BMI  were  adopted.  However,  district  endorsed 
administration  of  NARTB  President  Harold 
E.  Fellows  and  stewardship  of  Glenn  Shaw, 
KLX  Oakland,  district  director. 

Richard  P.  Doherty,  NARTB  employe-em- 
ployer relations  director,  predicted  during 

question-answer  session  that  next  five  years 
will  present  radio  with  most  difficult  labor  and 
union  situation  in  its  history.  Unfreezing  of 
TV,  with  additional  hundreds  of  stations  going 
into  operation,  will  contribute  to  problem,  he 
said.  He  urged  broadcasters  to  avoid  labor 
pitfalls  that  have  created  havoc  in  motion 
picture  industry. 

UTILITY'S  BIG  SPOT  DRIVE 
ELECTRIC  ASSN.  of  Kansas  City,  in  cooper- ation with  15  TV  set  distributors  and  the 
Kansas  City  Power  &  Light  Co.,  has  embarked 
on  what  is  described  as  heaviest  concentration 
of  radio  spot  announcements  ever  undertaken 
by  single  advertiser  in  Kansas  City  area. 
Four-week  schedule  of  608  one-minute  an- 

nouncements on  five  Kansas  City  radio  stations 
began  Sept.  27.  Campaign  costs  $11,750  and  is 
designed  to  sell  TV  sets  by  publicizing  TV  pro- 

grams. Agency  for  campaign  is  R.  J.  Potts- Calkins  &  Holden  Inc. 

TV  SET  OUTPUT  TO  DROP 
OUTPUT  of  TV  sets  during  fourth  quarter 
to  run  between  1,000,000  and  1,250,000  units 
due  to  controls  and  shortages,  Glen  McDaniel, 
president  of  Radio-Television  Mfrs.  Assn.,  said 
Friday  in  talk  to  International  Assn.  of  Elec- 

trical Leagues  at  New  Orleans.  Shortages 
rapidly  becoming  more  acute  because  of  de- 

fense orders,  he  said,  adding  that  set  sales  are 
rising.  RTMA  estimated  2,744,831  TV  sets 
shipped  to  dealers  in  first  eight  months  of  1951. 

FTC  SETS  HEARING 
FEDERAL  Trade  Commission  Friday  set  Oct. 
16  for  final  phase  of  hearings  at  Buffalo  on 
complaint  charging  Rhodes  Pharmacal  Co. 
(Imdrin)  with  false  advertising.  U.  S.  Circuit 
Court  of  Appeals  (7th  District)  denied  firm's plea  for  injunction  stay.  Hearing  will  be 
devoted  to  government  rebuttal  of  Rhodes 
testimony. 
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In  this  Issue— 
Merger  of  General  Tire's  Don  Lee  and 
Yankee  stations  with  Macy's  General 
Teleradio  Inc.  ( WOR-AM-FM-TV  New 
York)  will  create  broadcasting  com- 

bine owning  seven  AM  and  three  TV 
stations  and  58%  of  MBS  stock.  Next 
question:  What  happens  to  Mutual? 
Page  23. 

The  new  NBC  economic  plan  is  liked  by 
some,  disliked  by  others.  Affiliates  will 
hold  rump  meeting  in  Chicago  this 
week  to  talk  about  what  it  means,  and 
there's  evidence  the  network  won't  have 
smooth  sailing  in  forcing  its  adoption 
by  affiliates.    Page  23. 

Sports  broadcasting  gets  new  lease  on 
life  as  American  and  National  Base- 

ball Leagues  revoke  territorial  limita- 
tions on  baseball  broadcasts  and  Dept. 

of  Justice  files  suit  against  National 
Football  League  charging  restraint  of 
trade  in  granting  rights  to  radio  and 
TV  broadcasts.    Page  25. 

For  the  past  11  years,  broadcasting  has 
anted  up  more  than  half  of  all  the 
measurable  advertising  in  the  five 
major  media  on  behalf  of  U.S.  Savings 
Bonds  drives.   Page  25. 

All-Industry  Affiliates  Committee  meets 
Thursday  in  Chicago  to  see  what  can 
be  done  about  equalizing  media  re- search.  Page  26. 

Tax  relief  for  radio-TV  broadcasters  is 
passed  by  Senate-House  conference. 
Page  27. 

Evita  Peron's  television  station,  first  in 
Argentina,  will  go  on  the  air  to  cele- 

brate the  counter-revolution  that 
sprang  her  husband  from  jail  and  into 
the  limelight.  A  special  report.  Page 
28. 

NARTB  television  members  meet  Fri- 
day in  Chicago  to  wrestle  with  their 

consciences.  The  tough  question:  Will 
they  adopt  the  stiff  code  an  NARTB 
committee  has  prepared?    Page  71. 

RCA  calls  in  the  public  and  Washington 
brass  for  a  look  at  its  color  TV  sys- 

tem.   Page  71. 
Employment  is  on  the  rise  in  Hollywood, 

the  movie  capital,  but  the  enterprise 
doing  the  hiring  is  television.  Page  73. 

The  Lawrence  tri-color  tube  is  "in  pro- 
cess of  production,"  the  Paramout  sub- sidiary, Chromatic  Television  Labs., 

reports.    Page  80. 

Upcoming 
Oct.  15-16:  NARTB  District  16  meeting, 

Beverly  Hills  Hotel,  Los  Angeles. 
Oct.  18:  All-Industry  Affiliates  Committee 

meeting.  Hotel  Stevens,  Chicago,  5  p.m. 
Oct.  18:  NBC  Affiliate  Group  meeting. 

Hotel  Stevens,  Chicago. 
Oct.  18-19:  North  Carolina  Assn.  of  Broad- 

casters, Battery  Park  Hotel,  Asheville, 
N.  C. 

Oct.  19:  NARTB  Television  membership 
meeting.  Hotel  Stevens,  Chicago. 

Oct.  19-20:  Ohio  State  U.  Advertising  Sales 
Promotion  Conference,  Fort  Hayes  Hotel, 
Columbus. 

Closed  Circuit 
(Continued  from  page  5) 

mentioning  AMP  so  far  thwarted  only  by  in- tercession of  NARTB  officials. 

AT  LEAST  one  TV  station  will  go  to  NARTB's video  code  meeting  next  Friday  prepared  to 
vote  "no"  or  pull  out  of  proceedings  if  effort 
is  made  to  adopt  weak  set  of  standards  or 
pull  teeth  out  of  enforcement  clause. 
LIGGETT  &  MYERS,  N.  Y.  (Chesterfield 
Cigarettes),  adding  spot  announcement  cam- paign in  34  top  markets  for  four  weeks  through 
Cunningham  &  Walsh,  N.  Y.,  starting  im- mediately. 

PROJECT  LAUNCHED  in  West  for  award  of 
plaques  to  radio  advertisers  who  have  used 
medium  for  five  years  or  longer  without 
hiatuses  [B  •  T,  Sept.  24],  may  be  picked  up 
as  national  project  under  auspices  of  Broad- 

cast Advertising  Bureau  and  Radio  Pioneers. 
Ed  Craney,  head  of  XL  stations  of  Pacific 
Northwest;  former  Sen.  C.  C.  Dill,  of  Wash- 

ington, co-author  of  Radio  Act;  William  B. 
Ryan,  BAB  president,  and  Carl  Haverlin,  BMI 
and  Radio  Pioneers  president,  last  week  dis- 

cussed national  expansion. 

CROSLEY  TV  SETS,  Division  of  Avco  Mfg. 
Corp.,  Cincinnati,  through  Benton  &  Bowles, 
N.  Y.,  planning  another  TV  spot  campaign 
Nov.  12  through  Dec.  7  on  stations  used  in 
October  drive. 

GATES  RADIO  CO.,  independent  transmitter 
manufacturer,  shortly  may  announce  intro-< duction  of  VHF  television  transmitter  line.  It 
has  been  testing  two  units,  but  has  made  no 
public  announcements. 
CHRYSLER  CORP.,  Dodge  cars,  Detroit, 
through  Ruthrauff  &  Ryan,  N.  Y.,  on  single 
dealer  basis  placing  three-week  spot  announce- 

ment radio  campaign  to  start  in  November 
in  the  8  a.m.  and  after  6  p.m.  time  periods. 

DENTISTRY  ON  COLOR  TV 
DENTAL  techniques  to  be  demonstrated  via 
CBS  color  TV  at  American  Dental  Assn.  meet- 

ings in  Washington,  Tuesday  through  Thurs- 
day, in  cooperation  with  E.  R.  Squibb  &  Sons 

(dental  products)  and  Remington  Rand,  whose 
Vericolor  equipment  will  be  used.  Pickups  at 
Mt.  Alto  Veterans  Administration  Hospital  will 
be  microwaved  to  convention  site  at  National 
Guard  Armory.  John  Martin,  CBS  Labs.  Divi 
sion,  in  charge  of  production. 

HALSEY  LAUDS  CRUSADE 
ADM.  WILLIAM  F.  (Bull)  Halsey,  retire 
hero  of  Pacific  war,  sanctioned  work  of  Crusade 
for  Freedom's  Radio  Free  Europe  in  Chicago1 
speech,  saying  effectiveness  of  broadcasts  has 
been  proved  by  specific  results.  He  pointed' out  that  RFE,  because  it  is  subsidized  privately 
and  not  by  government,  is  not  restricted  in 
its  air  messages  by  diplomacy  and  protocol. 
Adm.  Halsey  spoke  on  behalf  of  Crusade,  which 
hopes  to  raise  $3.5  million  nationally  for  con- 

struction of  two  more  radio  stations  in  Europe 
and  similar  psychological  warfare  by  radio 
in  Pacific. 

for  more  AT  DEADLINE  see  page  106  ̂  

BROADCASTING    •  Telecasting 



— ■ 

The  successful  WCFL  "Sports-Music-News"  Formula- now  brought 
to  fullest  realization!  Here  is  proved  and  constantly  improved  3-Power  Programming 

that  captures,  holds,  and  builds  potent  listenership.  It  makes  this  independent 
station  a  major  factor  in  your  Chicago  Market  strategy. 

SPORTS  that  command  the  DOMINANT  audience! 

Sensational  White  Sox  baseball  — the  complete  schedule  for  '52  .  .  .  Notre  Dame 
football  Classics  .  .  .  Chicago  Cardinal  football  (a  WCFL  exclusive)  .  .  .  outstand- 

ing hockey,  tennis,  and  basketball  events,  race  results  ...  a//  identify  WCFL  to 
masses  of  listeners! 

of  DOMINANT  interest— timely ,  most  complete! 
The  only  station  in  Chicago  that  presents  hourly  newscasts,  all  of  them  especially 
edited  and  written  by  the  newscasters  themselves:  crack  newsmen  John  Vander- 
cook,  John  T.  Flynn,  Vic  Barnes,  Bill  Hamilton  and  others  .  .  . 

J  MUSIC  —the  Common  Denominator  of  every  listening  mood! 
J?  Star  disc-jockeys  Bill  Evans,  Mai  Bellairs,  Marty  Hogan,  Howard  Miller  .  .  .  bal- 
.  anced  by  such  vastly-popular  symphonic  shows  as  the  Music  Lovers  Hour,  one 

of  radio's  oldest,  best-loved  classical  programs. 

WE  PLANNED  IT  THAT  WAY-to  achieve  ever-greater 

■  WCF
L 50,000  watts  •  1000  on  the  dial 

The  Voice  of  Labor 
666  Lake  Shore  Drive,  Chicago,  III. 

Represented  by  the  Boiling  Company,  Inc. 

-                ....  ■.: 

WCFL  LISTENER-PULL! 

PUT  the  pull  of  "Dominant-Three'* programming  effectiveness  to  work  for 
you  !  Call  George  Isaac  at  WCFL,  or  contact 
your  Boiling  Company  representative. 

- f-<'ci   -  v,:-  .  ■         .  -  :                         .:. . 
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WFBR  FAMILY  PROMOTION! 

25,000 

PACK  LOCAL  AMUSEMENT  PARK! 

Families  all  over  Baltimore  listened  to  WFBR's 
advance  promotion  for  WFBR  "Family  Day"  at 
Gwynn  Oak  Park.  They  believed  what  they  heard  — 
and  then  acted! 

Family  after  family  stormed  the  park! 

WFBR  is  proud  of  this  record-breaking  pro- 
motion—proud, too,  that  it  is  Baltimore's 

real  "family  station"—  the  station  whole 
families  listen  to,  enjoy  and  trust  implicitly. 

Yes,  we  have  the  Hoopers,  too — in  some 
cases  startlingly  high.  But  more  than 
that— we  have  the  confidence  and 
solid  loyalty  of  Baltimore  families! 

Ask  any  WFBR  representative 
or  John  Blair  man  to  tell  you 
about  it. 

fAMity 

RADIO 

STATION
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"Madam,  how  do  you  spend  your  time? 

In  the  WAVE  area,  people  spend  5,141,760  home  hours  per 

week  listening  to  radio  —  against  2,582,573  for 

television  and  1,751,925  for  newspapers. 

WAVE  radio  reaches  more  people,  for  more  hours, 

for  less  money.  Ask  Free  &  Peters! 

Facts  above  are  from  scientific,  authoritative  survey 
made  by  Dr.  Raymond  A.  Kemper  (bead  of  the 
Psychological  Services  Center,  University  of  Louisville) 
in  WAVE  area,  July,  1951.  Copy  on  request. 

5000  WATTS       •  NBC 

Free  &  Peters,  Inc.,  Exclusive  National  Representatives 

WAVE 

•  LOUISVILLE 
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" ^Reliable  estimates  indicate  that  above  90%  of  all  national  spot  radio 

business  is  "placed"  by  agencies  in  New  York,  Chicago,  Detroit, 
Atlanta,  Fort  Worth,  Hollywood  and  San  Francisco. 

This  heavy  concentration  would  obviously  make  it  pretty  easy  for  any 

representative  to  rely  almost  entirely  on  "sit-at-home  selling,"  if  he 
wished.  Thus  the  amount  of  traveling  done  by  F&P  becomes  a  rather  good 

index  of  our  willingness  to  work — to  spend  time  and  money  to  keep 
in  touch  with  the  realities  of  radio  advertising,  to  know  our  markets, 
and  thus  to  render  better  service  to  you  agencies  and  advertisers  who 

buy  our  products. 

Even  though  Free  &  Peters  maintains  offices  in  all  the  cities  men- 
tioned above,  there  is  hardly  a  business  day  in  the  year  when  we  are 

all  at  our  home  offices.  During  1950,  for  example,  our  Colonels  spent 

737  working  days  in  "outside"  cities  —  made  literally  thousands  of 
sales  and  service  calls  (on  jobbers  and  dealers  as  well  as  on  agencies, 
advertisers,  and  the  stations  we  represent).  .  .  . 

In  other  words,  F  &  P  is  interested  in  the  sale  of  your  goods  and 

ours,  and  proves  it  with  work  instead  of  words.  That's  one  of  the 
"secrets"  of  our  success,  here  in  this  pioneer  group  of  radio  and  tele- 

vision station  representatives. 

NEW  YORK 

TE 

Pioneer  Radio  and  Television  Station  Representatives Since  1932 

CHICAGO DETROIT ATLANTA FT.  WORTH 
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HOLLYWOOD SAN  FRANCISCO 

REPRESENTING 

RADIO 

STATIONS: 

EAST,  SOUTHEAST 
Boston-Springfield 
Buffalo 
New  York Philadelphia Pittsburgh 

Syracuse Charleston,  S.  C. 
Columbia,  S.  C. 
Norfolk 
Raleigh-Durham Roanoke 

WBZ-WBZA 
WGR 

WMCA 
KYW KDKA 
WFBL 
WCSC 

WIS WGH 

WPTF 

WDBJ 

MIDWEST,  SOUTHWEST 
Des  Moines 
Davenport 
Duluth-Supenor 
Fargo 

Fort  Wayne 
Kansas  City 

Louisville 
Minneapolis-St.  Paul 
Omaha 
Peoria 
St.  Louis 

WHO 
WOC 

WDSM 

WD  AY WOWO 
KMBC-KFRM 

WAVE WTCN 
KFAB 

WMBD 
KSD 

Beaumont 

Corpus  Christi Ft.  Worth-Dallas 
Houston 
San  Antonio 

KFDM KRIS 

WBAP 
KXYZ KTSA 

MOUNTAIN  AND  WEST 
Boise  KDSH 
Denver  KVOD 
Honolulu-Hilo  KGMB-KHBC 
Portland,  Ore.  KEX 
Seattle  KIRO 
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GENE  ARCHER 

WRC's  Gene  Archer,  to 
be  exact.  Gene's  delight- 

ful, hour-long  mid-day 
program  features  the 
Cliff  Quartette's  individ- 

ual music,  popular  rec- 
ords .  .  .  plus  Gene 

Archer's  own  brilliant 
baritone  style. 

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

5,000  Watts  •  980  KC 
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WBS'  John  L.  Sinn  (I),  president,  and  Robert  W.  Friedheim,  general 
manager,  examine  some  of  the  company's  promotional  effort. 

UNCOUNTED  thousands  of  times 
a  day  listeners  are  being  reminded 
that  radio  is  a  fundamental  part  of 
their  lives. 

While  many  groups  are  taking 
part  in  the  movement  to  make 
people  recognize  radio's  basic  na- ture instead  of  taking  it  for  granted 
[B  •  T,  Aug.  27  et  seq.],  one  of 
those  which  is  conducting  the  cam- 

paign on  many  fronts  is  the  World 
Broadcasting  System,  transcribed 
program  package  firm. 

Spokesmen  for  World,  an  affiliate 
of  the  Frederic  W.  Ziv  Co.,  estimate 
that  the  "Listen — Wherever  You 
Go,  There's  Radio!"  message  which World    is    distributing    is  being 

broadcast  close  to  20,000  times  a day. 

These  discs  are  transcriptions  of 
the  "Listen"  message  by  16  name 
personalities.  World  has  distributed them  to  the  more  than  800  World 
affiliates  and  also  is  making  them 
available  to  non-affiliates.  The  sta- 

tions insert  them  during  station 
breaks  and  at  other  appropriate 
times  throughout  the  broadcast 
day.  Reports  indicate  wide  usage, 
running  in  at  least  one  case  as  high 
as  55  times  in  one  day. 
In  addition  to  these  messages 

being  sent  out  by  World,  Mutual  is 
distributing  to  stations  a  20-page 

(Continued  on  page  101) 

jHf  strictly  busines
s 

PETER    FOLGER   learned  to sell  coffee  by  first  learning 
about  coffee  itself. 

In  the  learning  process,  he  did 
not  neglect  such  important  ques- 

tions as  who  buys  coffee,  when, 
how  and  why. 

By  the  time  he  was  ready  to  step 
into  an  executive  position  with  the 
western  coffee  firm  bearing  his 
family  name — organized  more  than 
100  years  ago  by  his  grandfather, 
James  A.  Folger — he  had  the 
answers  to  these  questions  firmly 
in  his  mind. 

Coffee  is  bought,  as  it  is  used, 
every  day  of  the  year.  It  is  bought 
mostly  (85%)  by  housewives  and 
it  is  bought  for  its  flavor. 
With  these  facts  dictating  his 

sales  promotion  and  merchandising 
approach,  Mr.  Folger  decided  radio 

(Continued  on  page  68) Mr.  FOLGER 

LOOK 

HERE! 

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

THE  POWER  OF 
THE  LARGEST  LIS- TENING AUDIENCE 
IN  WILKES-BARRE 
.  .  .  WYOMING VALLEY  AREA. 

•  •  • 

A  recent  Conlan  Audience 
Survey  showed  WBRE  pro- 

grams ranked  FIRST.  FIRST 
in  the  morning  .  .  .  FIRST 
in  the  afternoon  and  FIRST 
in  the  evening.  Aside  from 
the  fact  that  WBRE's  listen- 
ership  to  nearly  every  NBC 
program  stood  far  above 
the  national  average  for 
the  same  shows,  it  was 
proven  that  WBRE  had  the 
TOP  THIRTEEN  daytime  pro- 

grams in  listener  popular- 
ity and  THREE  of  the  top 

TEN  were  our  own  local 
shows.  You  just  can't  go 
wrong  on  WBRE. 

•  •  • 
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It's  impossible... 

as  impossible  as  covering  California's 

Bonanza  Beeline  with  outside  radio 

Call  your  shots  in  the  Beeline! 
That  one  market  .  .  .  inland 
California  plus  western  Nevada 
.  .  .  has  a  3-billion-dollar  "pool" 
of  buying  power  ...  a  2  1/3-bil- 
lion-dollar  stake  in  retail  sales.* 

But  you're  behind  the  eight ball  on  outside  stations  —  even 
far-reaching  Los  Angeles  and 
San  Francisco  stations.  Because 
Beeline  people  are  independent 
inlanders  who  prefer  to  listen 
to  their  own  strong  stations. 

So  take  this  cue;  Do  your 
Beeline  shooting  on  the  five  on- 
the-spot  BEELINE  stations. 

With  all  five,  you  rack-up  the 
whole  market.  With  each  one, 
you  pocket  a  major  Beeline 
trading  area.  For  example  .  .  . 

KERN  BAKERSFIELD 
It's  the  CBS  station  for  59,000 
radio  families  in  oil-rich  Kern 
County  —  with  a  BMB  home- 
city  total  weekly  audience  of 
84%  daytime,  92%  at  night. 
Hoopers  60%  more  audience 
than  next  best  station,  weekday 
mornings;  70%  more,  weekday 
afternoons;  31%  more,  weekday 
evenings ! 

*Sales  Management's  1951  Copyrighted  Survey 

I 

McClatchy  Broadcasting  Company SACRAMENTO.  CALIFORNIA •      PAUL  H.  RAYMER  CO. National  Representative 
KFBK KOH KE*N KWG 

KMJ 
Socromento  (ABC) Reno  (NBC) Bakersfield  (CBS) Stockton  (ABC) Fresno  (NBC) .  50.000  watts  1530  kc. 5000  watts,  day;  1000  watts,  night 630  kc. 1000  watts    1410  kc. 250  watts     1230  kc. 5000  watts  580  kc 
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Moves  Mountains  of  Cereal 

WWL  Sells  More  Southerners  than  Any  Other  Advertising  Medium 

.WWL,  the  South's  Greatest  Salesman,  can  help  send  your  food 

sales  Up — Up— Up!  No  tricks.  It's  simple  arithmetic:  With  WWL, 
you  get  more  reach,  more  audience,  more  advertising  extras  than 

any  other  medium  in  the  Deep  South  has  to  offer. 

Coverage  unsurpassed  in  the  Deep 
South — intensive  coverage  over  a  4- 
»tate  market,  rich  with  new  industry 
md  still  unquestionably  radio-domi- 
lated.  That's  WWL! 

Highest  Ratings — built  up  over  a  period 
of  25  years  through  excellent  program- 

ing, featuring  CBS  and  Southern  stars, 
the  finest  news  coverage,  outstanding 

special  events.  That's  WWL! 

All-out  advertising  support — with  liberal 
use  of  store  displays,  24-sheet  posters, 
streetcar  and  bus  dash  signs,  news- 

paper ads,  and  personal  calls  on 
jobbers  and  distributors.  Product  push 
no  other  station  South  gives  advertisers. 
That's  WWL! 

Let 

WWL 

THE   SOUTH'S   GREATEST  SALESMAN 

Sell  the  South  for  YOU! 

50,000  WATTS  CLEAR   CHANNEL  CBS  AFFILIATE 
A  Department  of  Loyola  University    •    Represented  Nationally  by  The  Katz  Agency 



in  West  Virginia . . . 

your  dollar  goes 

farther  with 

'personality" 

More  than  a  million 
West  Virginians,  (with 
a  half-billion  dollars  to 
spend  annually)  can  hear  your 
sales  story  when  you  put  this 

potent  pair  of  "Personality" Stations  to  work  for 
you.  And  WKNA  and 
WJLS  are  yours  at  a 
combination  rate  that  is 
about  the  same  as  you 
would  pay  for  any  single 
comparable  station  in 
either  locality.  Make  us 
prove  it! 

WKNA 
WKNA-FM 
CHARLESTON 

950  KC— ABC 
5000  W  DAY  •  1000  W  NIGHT 

'
I
 

Joe  L  Smith,  Jr.,  Incorporated 
Represented  nationally  by  weed  &  CO. 

new business 

Spot 
JULES  MONTENIER  Inc.,  Chicago,  testing  its  new  product,  Secure Stick  Deodorant,  in  Portland,  Ore.,  and  South  Bend.  Broadcast  media 

will  be  considered  seriously  when  testing  is  completed,  probably  in 
December.  Agency:  MacDonald-Cook,  Chicago. 

ROSEFIELD  PACKING  Co.,  Alameda,  Calif.,  begins  two-week  $15,000 
radio-TV  spot  campaign  in  Chicago  today  (Monday)  for  Skippy  Peanut 
Butter.  Bill  Thompson,  Mr.  Wimple  of  Fibber  McGee  and  Molly,  appears 
on  transcribed  spots  for  WGN  WENR  WMAQ  WBBM  WIND  and  WLS. 
TV  commercials  will  be  used  on  WGN-TV  WNBQ  WENR-TV  and  WBKB. 
Cut-ins  will  be  featured  on  Skippy's  You  Asked  For  It  telecast  by  Du- Mont  Friday  night.  Agency:  Guild,  Bascom  &  Bonfigli,  Hollywood. 

KIERULFF  &  Co.,  L.  A.,  (distributors,  Motorola  Television  sets),  Oct.; 
1  started  intensive  radio  spot  campaign  on  three  Los  Angeles  stations. 
Spots  will  run  48  weekly  for  indefinite  period  on  KLAC;  21  weekly  for 
five  weeks,  on  KHJ;  22  weekly,  13  weeks  on  KNX.  Agency:  Hixson  & 
Jorgenson  Inc.,  L.  A. 

ANHEUSER-BUSCH  Inc.,  St.  Louis  (Budweiser  beer),  Oct.  4  renewed 
for  13  weeks  transcribed  Hollywood  Theatre  of  Stars  on  six  Montana 
stations,  KBOW  Butte;  KMON  Great  Falls;  KFDW  Helena;  KRJF  Miles 
City;  KOOK  Billings;  KPRK  Livingston.  Program  produced  by  C.  P. 
MacGregor,  Hollywood. 

IDEAL  TOY  CORP.,  N.  Y.,  (-Toni  doll),  launching  TV  spot  campaign- 
including  some  participations  in  14  markets,  contracts  to  run  approxi- 

mately 12  weeks.  Agency:  Atlantic  Advertising  Co.,  N.  Y. 

MAPLE  LEAF  MILLING  Co.  Ltd.,  Toronto  (Monarch  flour),  starts  spot 
announcement  campaign  on  number  of  stations.  Agency:  Cockfield, 
Brown  &  Co.,  Toronto. 

AMERICAN  SAFETY  RAZOR  of  Canada  Ltd.,  Montreal  (razor  blades), 
starts  transcribed  five-minute  show  five  times  weekly  on  seven  eastern 
Canadian  stations.    Agency:  F.  H.  Hayhurst  Co.,  Toronto. 

ADREM  PHARMACEUTICAL  SALES  Ltd.,  Toronto  (Sarnak),  starts 
spot  announcements  and  newscasts  on  western  Canadian  stations  three 
to  five  times  weekly.    Agency:  Armand  S.  Weill  Co.,  Toronto. 

UNITED  NATIONS  WORLD  Magazine  starting  five-market  spot  radio 
test  for  first  newsstand  sale  of  magazine.  It  may  expand  to  14 
markets  if  test  succeeds.    Agency:  Colonial  Adv.  Assoc.,  N.  Y. 

MILES  LABS.,  Elkhart,  Ind.,  (Alka-Seltzer),  starting  largest  export 
spot  radio-TV  campaign  Jan.  1  in  over  65  countries.  Present  contracts 
only  in  Cuba,  with  possible  expansion  to  Mexico.  Contracts  run  52 
weeks.  Agency:  Robert  Otto  &  Co.,  N.  Y. 

A/etwotk  •  •  • 

RALSTON-PURINA  Co.,  St.  Louis,  which  sponsors  Space  Patrol  on  ABC- 
TV,  has  bought  an  AM  version  of  program  on  same  network  for  its 
wheat  cereal,  instant  Ralston  cereal,  Wheat  Chex,  Ry-Krisp  and  Rice 
Chex.  Show  aired  Sat.  9:30  to  10  a.m.  (CST).  Agency:  Gardner  Adv., 
St.  Louis. 
BILLY  GRAHAM  Evangelist  Assn.,  renews  Hour  of  Decision  on  ABC 
for  52  weeks  Sun.  2:30  to  3  p.m.  CT.  Show  is  telecast  on  same  network 
Sun.  from  9  to  9:30  p.m.  Agency:  Walter  F.  Bennett  &  Co.,  Chicago. 

CLUB  ALUMINUM  PRODUCTS,  Chicago,  renews  Club  Time  on  ABC 
for  52  weeks  Sat.  5:45  to  6  p.m.  CT.  Agency:  Leo  Burnett,  Chicago. 

CHESEBROUGH  MFG.  Co.,  N.  Y.,  (Vaseline  brand  products),  effective 
Oct.  17  renewed  its  sponsorship  of  Dr.  Christian,  Thurs.,  on  CBS  Radio 
for  15th  year.  Company  also  exercised  its  option  on  services  of  Jean 
Hersholt  in  his  role  as  Dr.  Christian  and  on  Rosemary  De  Camp,  as 

(Continued  on  page  18) 
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Leading  Independent 

Radio  Stations  are  Pushing 

Sales  Curves  UP! 

It  Will  Pay  You  to  do  some  INDEPENDENT  THINKING 

If  you  have  been  hearing  dire  predictions  about  the  fate  of  radio 

in  general,  just  cast  an  eye  at"  the  leading  independent  radio  stations! 

Competition  has  kept  them  toughened  up,  made  them  today's  best 
buy  when  you  really  want  profitable  results.  You  owe  it  to  yourself 

to  get  the  facts.  Just  write  to  any  AIMS  member  listed  below. 

/'just  read  what
\ 

THESE  INDEPE
NDENT  \ 

THINKERS  SAY:  J 

we  had  a  n.2% 

^creaseonoutsalesov
a 

last  year.  We  armb
ure  a 

major  pom-  o
f  A » 

.a  n  to  the  splen
did 

oration  of  W
CUE 

to  plug  our  great
  Value 

Event." 

stations  ̂ 

THESE  ARE  THE  LEADING  INDEPENDENT  RADIO  STATIONS 

WCUE 
WBMD 
WBNY 
WJMO 
KMYR 
KCBC 
WIKY 
WCCC 
WXLW 
WJXN 
KLMS 
WKYW 
WHHM 

—Akron,  Ohio 
—Baltimore,  Maryland 
-Buffalo,  New  York 
—Cleveland,  Ohio 
—Denver,  Colorado 
— Des  Moines,  Iowa 
— Evansville,  Indiana 
—Hartford,  Connecticut 
—  Indianapolis,  Indiana 
—Jackson,  Mississippi 
—Lincoln,  Nebraska 
—Louisville,  Kentucky 
—Memphis,  Tennessee 

WMIE 

WMIL  - WKDA 

WWSW- 
KXL 

WHIM  - 
WXGI  - 
KSTL  - 
WMIN  - KNAK  - KITE 

-Miami,  Florida 
-Milwaukee,  Wisconsin 
-Nashville,  Tennessee 
-Pittsburgh,  Pennsylvania -Portland,  Oregon 
-Providence,  Rhode  Island 
-Richmond,  Virginia 
-St.  Louis,  Missouri 
-Minneapolis-St.  Paul 
-Salt  Lake  City,  Utah 
-San  Antonio,  Texas 

KSON  —San  Diego,  California KYA    —San  Francisco,  California 
KING   -Seattle,  Washington 
KREM  —Spokane,  Washington 
WACE  —Springfield,  Massachusetts 
KSTN    —Stockton,  California 
WOLF  —Syracuse,  New  York 
KFMJ   -Tulsa,  Oklahoma 
WNEB  —Worcester.  Massachusetts 
WBBW-Younestown,  Ohio 

They  are  all  members  of  AIMS  —  Association  of  Independent  Metropolitan 
Stations— each  the  outstanding  independent  station  in  a  city. 

Aim  for  BULL'S-EYE  results. ..with  the  AIMS  GROUP 
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Needle! 

the  latest  news  of  sales  and 

program  developments  from  the 

ASSOCIATED  PROGRAM  SERVICE 

Questions  .  .  .  Questions  .  .  .  from  broadcasters  all  over  the 
nation.  All  of  them  about  those  remarkable  new  APS  Special- ized Libraries.    And  here  are  the  answers : 
Q.  These  new  Specialized  Libraries  sound  terrific.  But  none 

of  the  five  you  describe  exactly  fits  our  needs.  Can  you 
build  a  special  library  for  us? 

A.  Certainly.  Tell  us  what  you  want.  We  have  the  music — the 
best  in  the  business.  We've  just  finished  building  a  special concert  library  for  one  station  .  .  .  cost  $32.50  per  month. 

Q.  What's  in  these  Special  Libraries?  Different  music?  Are they  old  discs? 
A.  These  Specialized  APS  Libraries  are  built  from  the  full,  basic 

AP  Library.  The  selections  are  from  that  library.  The  music 
is  the  same.   And  every  disc  is  brand  new. 

Q.  I'm  ordering  two  of  your  APS  Specialized  Libraries,  and 
I'd  like  a  cabinet.  Yours  seems  to  be  perfect  for  our  Li- 

brary, but  since  we  don't  get  a  cabinet  with  these  small libraries,  how  can  I  arrange  for  one? 
A.  We'll  sell  you  a  brand,  new  APS  Custom-Built  Cabinet,  de- signed by  broadcasters  for  broadcasters,  for  $125,  FOB  New 

York.    Then  it's  yours  for  all  time,  to  use  as  you  wish. 
Q.  I'm  using  these  APS  Specials,  and  my  staff  is  wild  about them.  Now  I  wonder  whether  I  made  a  mistake  in  not 

ordering  the  full  Library.  Can  I  still  do  this  without 
penalty? 

A.  Certainly.  You  can  convert  to  the  full  APS  Library  any  time 
during  the  life  of  your  APS  Special  Library  contract,  simply 
by  signing  a  full  Library  agreement. 

Q.  Can  you  let  us  see  the  list  of  titles  and  artists  comprising 
these  Special  Libraries  before  we  decide? 

A.  On  request  we'll  send  you  condensed  catalogues  for  the  APS Commercial  Library  ($22.50  per  month)  ;  Production  Library 
($19.50)  ;  Show  Medley  Library  ($22.50)  ;  Popular  Library 
($39.50);  and  Badio  Music  Library  ($47.50).  We'll  have 
catalogues  on  the  newest  units,  a  Concert  Library  and  a  Nov- 

elty Library,  shortly.   Just  write  for  them. 
Q.  We're  subscribing  to  the  APS  Commercial  Library.  Do 

we  get  the  eight  half-hour  sales  meetings  and  instructions 
already  issued  or  do  we  just  get  one  new  meeting  a  month 
from  now  on? 

A.  Both.  We  ship  you  all  eight  meetings  already  released  right 
away  .  .  .  the  others  come  along  monthly  at  no  extra  cost. 

Q.  What  about  these  APS  Christmas  Shows  everybody's  talk- ing about?    Who  gets  those? 
A.  The  APS  Jumbo  Christmas  Program  Release— biggest  in  our 

history — goes  to  APS  Full  Library  subscribers  only. 

ASSOCIATED    PROGRAM  SERVICE 
151  W.  46th  Street,  New  York 

PLaza  7-7710 
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open  mike 

Coverage  Note 
EDITOR: 

...  I  would  no  more  like  to  start 
out  on  my  weekly  itinerary  without 
having  read  your  current  magazine than  I  would  to  start  out  without 
my  pants  on. William  G.  Broughton 

District  Sales  Mgr. 
Broadcast  Equipment 
General  Electric  Co. 
Syracuse 

Kudos  for  Kemper 
EDITOR: 

Dr.  Raymond  Kemper's  article on  impact  [B  •  T,  Oct.  1]  is  one  of 
the  most  convincing  pieces  of  re- search I  have  seen  in  a  long  time. 
Every  person  who  has  a  responsi- bility of  buying  advertising  should 
read  this  convincing  report.  .  .  . 

C.  H.  Topmiller Sales  Mgr.  &  Chief  Engr. 
WCKY  Cincinnati 

ices  or  get  off  the  FM  air  and  let 
other  broadcasters  in  who  will 
utilize  the  ether  in  the  public  serv- ice. 

George  K.  Thompson 
Staten  Island,  N.  Y. 

Two  Yearbooks 
EDITOR: 

Congratulations  on  your  excel- lent idea  of  publishing  two  separate 
Yearbooks.  Since  radio  and  tele- 

vision are  two  separate  mediums 
of  communication,  they  should  be 
treated  as  such.  Each  new  Year- 

book should  be  received  with  great 
enthusiasm  in  its  respective  field. 

Ed  Galbreath 
10U  S.  Green  St. Statesville,  N.  C. 

Duped  by  Duplication EDITOR: 
The  time  has  come  for  a  show- down with  AM  operators  who  gyp 

the  public  with  six  hours  of  FM 
duplication.  WMGM  [New  York] 
pulled  the  stunt  of  the  year  by  in- 

terrupting the  Dodgers'  games  at the  climax  of  the  baseball  season 
each  evening  at  nine  o'clock  to  tell listeners  to  re-tune  to  AM.  Owners 
of  FM-only  sets  (like  my  Zenith 
Major)  and  TV  sets  with  FM 
bands  are  thus  deprived  of  a  broad- cast service  which  had  been  started 
and  not  completed. 

In  areas  where  FM  channels  are 
at  a  premium,  the  FCC  should  tell 
these  AM-FM'ers  to  put  up  or  shut 
up;  either  broadcast  full  FM  serv- 

Gloomy  Sunday 
EDITOR: 
Your  publication  is  of  little  in- terest to  me.  I  understand  that  I 

am  one  of  four  who  takes  an  air- 
mail edition.  I  go  to  the  post  office 

at  6:30  a.m.  each  Sunday;  if  it  has 
not  arrived,  I  ignore  the  whole  mat- ter until  about  8:30  a.m.  I  check 
again  at  11:30  and  today  at  1:30, 
4:30,  5:30.  It  still  is  not  here. 
.  .  .  Usually  it  arrives  some  time  in 
the  early  afternoon  or  morning.  .  . . 

Never  before  in  my  business  ex- 
perience have  I  known  any  publica- 

tion to  compare  with  Broadcasting 
•  Telecasting.  Your  complete 
coverage  of  all  details  of  our  in- 

dustry and  your  editorial  opinions 
are  of  such  great  value  to  broad- 

casters that  it  is  difficult  to  com- 
pare with  any  other  trade  journal. William  T.  Kemp 
President 
KVER  Albuquerque 

New  Business 
(Continued  from  page  16) 

nurse,  and  Art  Gilmore  as  announcer.   All  three  have  been  with  program 
since  its  inception,  as  has  Dorothy  B.  MeCann,  program  producer  for 
agency,  McCann-Erickson,  N.  Y. 

EKCO  PRODUCTS  CO.,  Chicago  (Flint  cutlery,  kitchen  tools)  is  spon- 
soring first  quarter-hour  of  Frank  Sinatra  Show  on  CBS-TV  Tues.,  7 

to  8  p.m.,  CT.  Agency:  Earle  Ludgin  Agency,  same  city. 

PHILIP  MORRIS  &  CO.,  N.  Y.,  sponsoring  new  Eddie  Cantor  Show, 
starting  yesterday  (Sunday),  9:30-10  p.m.  over  NBC  Radio.  Agency: Biow  Co.,  N.  Y. 

LEWIS-HOWE  Co.,  St.  Louis  (Turns)  Sept.  18  starts  Hollywood  Theatre 
on  26  Trans-Canada  network  stations,  Tues.  8:30-9  p.m.  Contract  runs 
through  March  11.    Agency:  Dancer-Fitzgerald-Sample,  N.  Y. 
MINUTE  MAID  Corp.,  N.  Y.,  (frozen  orange  juice),  will  sponsor 
Gaylord  Hauser  in  15-minute  show  over  ABC-TV,  Wed.  1-1:15  p.m. 
(EST),  beginning  Oct.  31.    Agency:  Ted  Bates  &  Co.,  N.  Y. 
NORTH  AMERICAN  VAN  LINES  Inc.,  Fort  Wayne,  Ind.,  Oct.  14 

(Continued  on  page  67) 
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Judging  by  ratings,  film  programs  on  television  have  millions 
of  fans.  Some  of  the  most  enthusiastic  are  the  advertisers 
who  sponsor  them.  And  for  good  reason. 

Advertisers  and  agencies  know  that  film  programs  assure 
uniform  and  pleasing  picture  quality  which  is  too  often  lack- 

ing in  kinescope  recordings.  And  even  more  important,  film 
opens  the  door  to  a  better  way  to  TV  coverage — through  Spot 
program  advertising. 

Spot  program  advertising  gives  you  a  station  line-up  custom- 
fitted  to  your  specific  selling  plans.  You  use  as  few  or  as  many 

markets  as  you  need.  If  you're  "feeling  your  way"  in  tele- 
vision, Spot  program  advertising  relieves  you  of  any  "must" 

stations  or  minimum  group  requirements. 

If  you're  going  "all  out,"  Spot  program  advertising  allows 
you  to  cut  across  network  affiliations  (such  as  they  are  in 
television)  to  develop  the  broadest  coverage  for  your  program. 
In  the  greatest  number  of  markets  ...  on  the  best  stations  .  .  . 
with  the  best  adjacencies  .  . .  and  at  the  lowest  rates. 

All  this  extra  selling  power — at  no  extra  cost !  For  Spot  rates 
are  generally  lower  than  network  rates  for  the  same  time 
periods,  over  the  same  stations.  Enough  lower  to  cover  the 

film  prints  needed,  their  handling  and  distribution.  There's  a 
saving  which  Spot  program  advertisers  can  apply  to  promo- 

tion ...  or  to  merchandising  ...  or  to  the  addition  of  more 
time  ...  or  more  markets. 

Spot  program  television  makes  good  sense — to  more  and  more 
advertisers.  If  you'd  like  to  get  more  sell  out  of  your  television 
dollar,  you  should  get  the  full  story  on  Spot  program  adver- 

tising. You  can  get  it  from  any  Katz  representative.  It  shows, 
in  detailed  close-up,  that  in  television  .  .  . 

you  can  do  better  with  Spot.  Much  better. 

spot 

program
 

television 

put
s 

more 

sell 

in 

celluloid 

ATZ   AGENCY,  inc Station  Representatives 

NEW  YORK    •    CHICAGO    •    DETROIT    •    LOS  ANGELES    ♦    SAN  FRANCISCO    •    ATLANTA    •    DALLAS    •    KANSAS  CITY 

ROADCASTING    •  Telecasting 
October  15,  1951     •    Page  19" 



of  the 

"St.  Louis 

Ball
room

" 
sold  these 

advertisers 

The  "St.  Louis  Ballroom" ////J  is  promotion!  Bigger,  better  than 
ever!  24  sheets,  exterior  bus  and  streetcar  cards,  interior  bus  and 
streetcar  announcements  on  Transit  Radio,  newspaper  display- 
ads,  special  mail  promotions  and  personal  appearances,  pro- 

motion announcements  on  KXOK  are  scoring  a  wide  plus  for 
"St.  Louis  Ballroom"  advertisers.  Get  details  from  your 

John  Blair  man  or  from  KXOK  today. 

KXQ
* 

S&.aw«  
3700 63okc«5000  WATTS  •FULL  TIME 

Represented  by  John  Blair  &  Co. 

•    f  • agency 

WILLIAM  W.  WILSON  Jr.,  associate  radio-TV  director  Young  & Rubicam,  Chicago,  named  manager  of  radio-TV  department,  and 
PHIL  BOWMAN,  formerly  in  charge  of  department,  appointed director. 

ALEX  EVANS,  vice  president  and  manager  of  Brisacher,  Wheeler  & 
Staff,  L.  A.,  to  Botsford,  Constantine  &  Gardner,  S.  F.,  as  account executive. 

RICHARD  E.  WILLIAMS,  treasurer  and  director  Doremus  &  Co.,  N.  Y., 
elected  vice  president. 

JAMES  F.  FALLON,  account  executive  Erwin,  Wasey  &  Co.,  L.  A., 
to  Warwick  &  Legler,  L.  A.,  in  executive  capacity,  effective  Nov.  1. 

FREDERICK  N.  POLANGIN,  vice  president  in  charge  of  Los  Angeles 
offices  for  Buchanan  &  Co.,  to  Hutchins  Adv.  Co.,  Phila.,  to  work  on 
all  creative  and  merchandising  phases  of  Philco  account. 

L.  H.  MARTINEAU,  director  of  radio  and  TV  Standish  Adv.  Inc., 
Providence,  to  Cunningham  &  Walsh,  N.  Y. 

WALLACE  H.  GOLDSMITH,  Foote,  Cone  &  Belding  International,  to 
Robert  Otto  &  Co.,  N.  Y.,  in  executive  capacity. 

on  all  accounts 

JAMES  CAMPBELL  DOUG- LASS, vice  president  in  charge 
of  radio  and  television  for 

Erwin,  Wasey  &  Co.,  New  York, 
is  not  a  man  to  whom  to  apply 
traditional  standards.  He  is  the 
fellow  who  went  down  under  to 
reach  the  top;  just  as  he  is  the  per- son who  will  never  be  investigated 
for  having  joined  the  Russian  navy. 
The  latter  juncture  occurred 

during  the  closing  seven  months  of 
the  war  when,  as  a  lieutenant  com- mander with  the 
American  fleet,  he 
travelled  to  the 
Aleutians  to  serve 
as  liaison  with  the 
Soviet  sea  force 
there;  the  trip  down 
under  was  to  Aus- 

tralia and  New  Zea- land directly  after 
the  war  to  represent 
Colgate  -  Palmolive  - Peet  in  its  radio 
campaign  in  that area. 

It  was  as  a  result 
of  his  civilian  suc- cesses in  the  South 
Pacific  that  he  was 
recalled  to  the  states 
by  the  parent  com- 

pany to  function  as co-ordinator  of  its  radio  advertis- 
ing. In  that  capacity  he  helped 

launch  the  company  on  its  impres- 
sive sail  into  television.  Among  the 

TV  projects  he  helped  inaugurate 
were  the  Colgate  Comedy  Hour, 
the  early  sponsorship  of  the  Howdy 
Doody  show,  the  Miss  Susan  pro- 

gram and  Strike  It  Rich.  In  radio 

Mr.  DOUGLASS 

he  was  instrumental  in  buying  the 
Our  Miss  Brooks  and  Mr.  and  Mrs. North  for  the  company. 

On  Sept.  17  he  joined  the  Erwin, 
Wasey  company  as  vice  president 
in  charge  of  radio  and  television. 
Among  the  radio  and  TV  accounts 
he  now  handles  are  Admiral  Radio, 
Pertussin,  Barbasol,  Musterole,  and 
Kreml. Born  in  Washington,  Ind.,  Mr. 
Douglass  was  educated  at  Hastings 
College  of  Conservatory  Music  and 

the  U.  of  Nebraska. 
He  received  his  A.  B. 
degree  majoring  in 
fine  arts  and  busi- ness administration 
in  1933.  He  worked 
his  way  through 
school  as  a  conduc- tor of  orchestras  and 
a  leader  of  his  own 
dance  band. 
When  he  was 

graduated  from  the university  he  taught 
music  at  an  Omaha 
high  school  for  one 
year  and  then  re- turned to  the  enter- 

tainment field  con- ducting everything 
from  jazz  bands 
to  grand  opera 

throughout  the  country.  In  1936  he 
returned  to  Omaha  and  joined 
WAAW  there  as  assistant  manager. 
One  year  later  he  moved  to  Central 
State  Broadcasting  System  as 
director  of  programs  for  its  sta- 
tions. 

Two  years  later  he  went  to  St. (Continued  on  page  100) 
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GERRY  MARTIN,  vice  president  in  charge  of  television,  Duane  Jones 
Co.,  N.  Y.,  to  Geyer,  Newell  &  Ganger,  N.  Y.,  as  vice 
president  and  account  executive. 
THOMAS  CADDEN,  continuity  director  WIL  St.  Louis, 
Mo.,  to  Smith,  Taylor  &  Jenkins  Adv.,  Pittsburgh,  as 
radio-TV  writer. 
HOWARD  S.  FOLEY,  J.  Walter  Thompson,  N.  Y.,  to 
Doherty,  Clifford  &  Shenfield,  N.  Y.,  as  copy  supervisor. 
KENDALL  J.  MAU,  west  coast  publicity  director  Ross 
Roy  Inc.,  L.  A.,  to  Buchanan  &  Co.,  that  city,  as  ac- Mr.  Martin       count  executive. 

GORE-DIAMOND-EWING  Adv.,  S.  F.,  changes  name  to  The  Sam  Ewing 
Agency,  following  purchase  by  SAM  EWING  of  firm's  major  accounts. 
ALBERT  F.  VISKANT  named  director  of  mechanical  productions  for 
Chicago  office  Fuller  &  Smith  &  Ross.  He  was  with  Standard  Rate  & 
Data,  Chicago. 
MYRON  KIRK,  vice  president  Kudner  Agency,  N.  Y.,  appointed  chair- 

man of  radio  division  for  1951  Travelers  Aid  Society. 
RUTHRAUFF  &  RYAN,  St.  Louis,  appointed  by  KXOK  St.  Louis,  to 
handle  advertising. 
THOMAS  R.  COOPER  rejoins  J.  Walter  Thompson  Co.,  S.  F.,  as  account 
representative. 

BILL  COLDREN,  N.  W.  Ayer  &  Son,  Phila.,  transfers  to  agency's  San Francisco  office,  as  account  executive. 
PHILIP  M.  BOTTFELD,  assistant  director  of  publicity  Benton  &  Bowles, 
N.  Y.,  named  associate  director  of  publicity. 
CHARLES  P.  GRAVES,  Grant  Adv.,  Washington,  to  Federal  Adv.,  N.  Y., 
as  radio  and  TV  copywriter. 
JIM  EVANS,  program  director  WICC  Bridgeport,  Conn.,  appointed 
account  executive  Moore  &  Beckham  Adv.,  Greenwich,  Conn.  RALPH 
KLEIN,  program  director  WONS  Hartford,  succeeds  Mr.  Evans  at  WICC. 
LYLE  T.  SMITH,  advertising  manager  of  Borden's  Dairy  Delivery  Co., S.  F.,  to  Sidney  Garfield  &  Assoc.,  S.  F.,  as  account  executive. 
THOMAS  H.  CALHOUN  Jr.,  sales  staff  WEEI  Boston,  to  N.  W.  Ayer  & 
Sons,  N.  Y. 
JOHN  P.  (Pat)  COLIHAN,  western  states  promotion  manager  C.  D. 
Beck  Co.,  Sidney,  Ohio,  (inter-city  motor  coaches),  to  creative  depart- 

ment Brisacher,  Wheeler  &  Staff,  S.  F. 
TOM  MONAHAN,  copy  writer  Walter  McCreery  Inc.,  Beverly  Hills,  and 
FRED  H.  COMSTOCK,  newspaperman,  to  Yambert,  Prochnow,  McHugh 
&  Macaulay  Inc.,  that  city,  as  copy  chief  and  public  relations  director 
respectively. 
MAURY  BAKER,  assistant  radio-television  director  BBD&O,  S.  F., 
named  head  of  radio-TV  department.  He  succeeds  JAMES  A.  BARNES, 
who  retires  to  travel  and  free-lance. 
JOHN  MATHER  LUPTON,  president  John  Mather  Lupton  Co.,  N.  Y., 
spoke  on  "Tools  of  Advertising,"  Oct.  9,  at  Advertising  Club  of  Wash- ington. 
JEAN  SHEPHARD,  office  manager  and  media  buyer  Will  Grant  Adv., 
L.  A.,  to  Don  Jenner  Adv.,  that  city,  as  production  manager  and  media 
buyer. , 

JAMES  DEAN  and  ROBERT  CULBERTSON,  account  executives  Yam- 
bert, Prochnow,  McHugh  &  Macaulay  and  The  Irwin  Co.,  both  Beverly 

Hills,  join  Anderson-McConnell  Adv.,  L.  A.,  in  similar  capacity. 
ROBERT  OTTO  &  Co.,  N.  Y.,  opens  Toronto  office  Nov.  1,  with  ATHOL 
C.  STEWART,  radio  director  of  Walsh  Adv.  Co.  Toronto,  as  manager. 
ROBERT  W.  TANNEHILL,  Benton 
same  city,  as  account  executive. 

Bowles,  N.  Y.,  to  Compton  Adv., 

WASHINGTON  SCREEN 

One  of  Washington's 

Top  Local  TV  Shows  .  .  . 

Monday  thru  Saturday 

6  to  6:45  pm 

AUDIENCE 

COMPOSITION* 
MEN  21  % 

WOMEN       26  % 

CHILDREN     53  % 

Frontier  Theater  is  one  of  the most-viewed  local  tv  pro- 
grams in  the  Nation's  Capital. 

Featuring  a  top-flight  Western film  thriller,  it  is  the  only  early 
evening  film  show  available  six 
nights  a  week  in  the  rich 
Washington  market!  With  con- 

sistently high  ratings  in  a  choice 
time  period — Frontier  Theater 
not  only  offers  the  spot  adver- 

tiser MAXIMUM  results,  but  at 
LOWER  COST! 

WMAL 

*ARB  TV  Survey,  July  14-21,  1951 

Get  the  Facts  From  — 
THE  KATZ  AGENCY,  INC. 

WMAL-TV 

WMAL-FM 

The  Evening  Star  Stations 
WASHINGTON,  D.  C 
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••So  he  spends  the 

bulk  of  (is  radio 

advertising  dollar 

with  KTSA. 

AM/ 

NO.  2  OF  A  SERIES 

PIGGLY  WIGGLY San  Antonio  Company 
E.  A.  Basse,  Owner 

San  Antonio's  largest  chain  of  self-service  mar- 
kets with  29  outlets  uses  KTSA  exclusively  to 

SELL  their  merchandise.  100%  of  the  Piggly 
Wiggly  radio  budget  is  spent  on  two  daily  quar- 

ter hour  programs  with  outstanding  results. 

Ask  your  F  &  P  Colonel  for 
the  full  KTSA-les  story. 

5000   WATTS  AT  550 
OWNED  AND  OPERATED  BY  THE  EXPRESS  PUBLISHING  CO 
AVENUE    E   AT  THIRD  ST.     •     SAN   ANTONIO    &.  TEXAS 

FM 
Represented  Nationally  by 

FREE  and  PETERS 
•    October  15,  1951 BROADCASTING    •  Tel e  l  e  c  a  s  1 1 



E 

Vol.  41,  No.  16 WASHINGTON,  D.  C,  OCTOBER  15,  1951 $7.00  A  YEAR— 25c  A  COPY 

WHAT  HAPPENS  TO  MBS? 
 c°-  ̂   ̂   wo*  ̂  

By  RUFUS  CRATER 
A  MOVE  toward  unification  of 
the  ownership  of  Mutual  Broad- 

casting System,  raising  the  pros- 
pect of  potentially  far-reaching  ef- 

fects upon  the  network's  position in  both  radio  and  TV,  came  sud- 
denly last  week  with  announcement 

of  plans  for  merger  of  the  radio 
and  TV  properties  of  General  Tire 
&  Rubber  Co.  and  those  of  New 
York's  R.  H.  Macy  &  Co. The  new  company,  with  General 
Tire  owning  "a  substantial  major- 

ity" of  the  stock,  would  have  ap- 
proximately 587c  interest  in  Mu- tual. 

It  would  also  own  and  operate 
the  owned  stations  of  Don  Lee  and 
Yankee  networks,  currently  owned 
by  General  Tire,  as  well  as  WOR- 
AM-FM-TV  owned  by  the  Macy 
company  through  its  subsidiary. 
General  Teleradio  Inc.,  and  would 
operate  the  Don  Lee  and  Yankee 
regional  networks. 

Long-range  effects  and  possible 
changes  which  might  result  with 
Mutual  under  the  control  of  a  sin- 

gle entity  were  not  mentioned  ex- 
cept for  a  short  assertion  of  belief 

that  Mutual  "would  be  further strengthened  and  be  able  to  render 
great  public  service."  But  there was  immediate  speculation  that  in 
the  long  run  the  effects  might  be 
sweeping,  perhaps  extending  to 
conversion  of  the  network  to  "old 
line"  standard  type  of  network operation,  and  that  it  may  herald 
Mutual's  entry  into  TV  network- ing on  a  major  scale. 

O'Neil  Would  Head 
With  General  Tire  holding  sub- 

stantial controlling  interests  in  the 
new  company,  Thomas  F.  O'Neil, vice  president  of  General  Tire  and 
president  of  its  Thomas  S.  Lee  En- 

terprises Inc.  (Yankee  and  Don 
Lee),  would  head  the  new  organ- 

ization. He  already  is  board  chair- man of  Mutual. 
Details  of  the  merger  plan  were 

not  disclosed — have  not,  in  fact, 
been  finally  set,  pending  final  de- 

terminations of  values  and  inven- 
tories. But  it  is  implicit  in  the 

transaction  that  General  Tire  will 
hold  more  than  75%  of  the  stock 
of  the  merged  companies.  It  was 
thought  probable  that  in  addition 
to  a  minority  stock  interest  in  the 
new  company,  Macy's  would  also receive  cash  or  like  consideration. 
New  firm's  name  is  not  set. 
Spokesmen  for  the  negotiators 

said  they  hoped  to  have  final  de- tails worked  out  in  time  to  file  for 
the  necessary  FCC  approval  in  less 
than  60  days. 

Mr.  O'Neil  told  Broadcasting  • Telecasting  that  no  changes  in 
Mutual  operation  are  planned  at 
present.  Mutual's  TV  plans  also 
are  "status  quo,"  he  said.  The merger  itself,  he  made  clear,  does 
not  involve  Mutual  but  only  the 
respective  radio  and  television 
properties  of  the  two  companies. 

This  did  little,  however,  to  still 
industry  speculation  as  to  the 
ultimate  results.  Assuming  FCC 
approval  of  the  merger,  it  was 
pointed  out,  the  unified  Mutual 
ownership  will  control  three  TV 
stations — Don  Lee's  KHJ-TV  Los 
Angeles,  Yankee's  WNAC-TV  Bos- 

ton, and  Macy's  WOR-TV— and 
may  have  available  WGN-TV  Chi- 

cago via  the  19.3%  interest  in  Mu- tual held  by  the  Chicago  Tribune, 
owner  of  the  WGN  properties. 

With  four  TV  outlets,  Mutual 
would  be  only  one  short  of  the  FCC- set  maximum  held  by  NBC  and 

ABC,  and  even  with  only  three 
would  be  ahead  of  CBS-TV,  which 
currently  owns  two  outright  and 
has  a  45%  non-voting  interest  in 
a  third.  (CBS-TV  also  has  bought 
WBKB-TV  Chicago,  though  this 
acquisition  currently  awaits  FCC 
approval  as  a  corollary  to  the  pro- 

posed merger  of  ABC  and  United Paramount  Theatres.) 
General  Tire  Holds  38.6% 

The  new  General  Tire-Macy  com- 
pany's stock  control  of  Mutual 

would  derive  from  General  Tire's present  38.6%  interest  (19.3 %  via 
Yankee  and  19.3  r\  via  Don  Lee) 
and  the  Macy  19.3 %  holdings. 

A  provision  of  Mutual's  by-laws prohibits  any  single  entity  from 
voting  more  than  30%,  but  auth- 

orities appeared  confident  that  this 
prohibition  could  be  removed,  per- 

haps by  several  methods,  through 
votes  of  controlling  stockholders. 

Announcement  of  the  merger 
plan  was  issued  Thursday  by  Mr. 
O'Neil  and  Jack  I.  Straus,  presi- 

dent  of   Macy   and   chairman  of 

General  Teleradio  (WOR-AM-FM- TV). 
Due  to  FCC's  policy  limiting 

multiple  ownership  in  AM  to  seven 
stations,  addition  of  WOR  would 
require  General  Tire  to  dispose  of 
one  of  the  seven  AM  outlets  it  cur- 

rently owns.  The  one  designated 
for  sale  is  WICC  Bridgeport, 
Conn.,  in  the  Yankee  group. 

Thus,  Messrs.  O'Neil  and  Straus said  "the  ultimate  purpose  [of  the 
merger]  is  to  vest  in  one  operating 
company  the  following  radio  and 
television  properties : 

"Radio  stations  WOR  New  York, 
WNAC  Boston,  WEAN  Providence, 
WONS  Hartford,  KHJ  Los  An- 

geles, KFRC  San  Francisco,  and KGB  San  Diego. 
"Television  stations  WOR-TV 

New  York,  WNAC-TV  Boston,  and 
KHJ-TV  Los  Angeles,  and  the 
Yankee  and  Don  Lee  regional  radio 

networks." The  announcement  said  "no change  in  present  operations  or 
personnel  of  the  constituent  com- (Continued  on  page  38) 

NBC  PLAN  REACTION 

A  FEW  RUMBLINGS  were  audible 
in  the  background,  but  for  the  most 
part,  quiet  prevailed  last  wreek  as all  elements  of  the  radio  broadcast 
field  studied  the  far-reaching  NBC 
blueprint  which  may  affect  their 
operating  policies  and  their  fu- tures [B  •  T,  Oct.  8]. 
Some  early  reverberations  sug- 

gested it  may  have  been  the  calm 
that  precedes  a  storm. 
Industry  officials  almost  unani- 

mously pleaded  for  more  time  to 
study  the  NBC  plan  before  com- menting publicly  and  directly,  but 
the  week  saw  these  developments 
in  the  wake  of  itse  release: 
#  The  plan  was  slated  for  scru- tiny in  an  NBC  affiliates  meeting 

called  for  Thursday  in  Chicago — 
a  meeting  to  which  NBC  officials 
were  not  invited.  That  some  com- 

plaints would  be  aired  at  this  meet- ing was  considered  inevitable  in 
view  of  the  vehement  opposition 
already  expressed  by  some  affiliates 
(see  below). 
#  The  National  Assn.  of  Radio 

and  Television  Station  Represent- 
atives called  a  membership  session 

for  today  (Monday)  to  explore  the 

implications  of  the  plan. 
9  ABC,  without  referring  spe- 

cifically to  the  NBC  blueprint,  cir- culated a  letter  to  advertisers  and 
agencies  noting  that  ABC  has  had 
"flexibility"  for  some  time  and  in- 

viting suggestions  as  to  new  ways 
it  may  serve  advertisers. 

With  a  few  exceptions,  NBC  Ra- 
dio affiliates  were  reluctant  to  com- ment at  all.  They  have  not  been 

advised  what  their  individual  situ- 
ations are  with  respect  to  proposed 

adjustments  in  their  respective  net- 
work rates — one  of  the  most  provo- 
cative features  of  the  overall  plan. 

Double  Response 
Those  who  devised  the  plan — 

affiliate  representatives  and  net- 
work officials — conceded  that  sta- tions for  which  a  downward  rate 

adjustment  is  indicated  undoubt- 
edly will  set  up  a  protest,  "just  as those  which  get  boosts  will  ap- 

plaud." But  they  were  equally confident  that  in  the  long  run  the 
principles  employed  in  the  rate 
plan  will  be  accepted  as  realistic, 
and  that  the  overall  blueprint  will 
be  welcomed  as  a  realistic  approach 

ROADCASTING    •  Telecastin; 

May  Stir  Storm 

to  radio's  present-day  problems. 
NBC  officials  said  the  reaction 

they  have  received  thus  far  from 
affiliates  has  been  "very  good." Advertisers  and  agencies  also 
"showed  great  interest"  in  the  new 
policy  which  henceforth  will  per- 

mit them  to  designate  which  sta- 
tions they  use,  rather  than  force 

purchase  of  "must  buy"  stations. Agencies  and  advertisers  already 
have  been  notified  of  this  change 
and  it  is  now  in  effect,  though  no 
new  sales  have  been  made. 

This  new  policy  could  not  be 
expected  to  set  well,  it  was  felt, 
with  some  of  the  29  "must  buy" affiliates.  The  same  would  be  true 
of  those  who  lose  rank  in  another 
feature  of  the  blueprint — reclas- sification of  affiliates. 

For  instance,  three  of  the  29 
stations  formerly  classified  as 
"basic,"  which  were  also  must  buys, 
will  not  be  in  the  group — 40  to 
50 — which  will  be  designated  as 
"primary." 

But  NBC  Executive  Vice  Presi- 
dent Charles  R.  Denny,  in  announc- 
ing the  new  plan,  emphasized (Continued  on  page  84) 
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AM-TV  SPLITS Three  Stations  Complete 
SIGNIFYING  a  continuing  trend  in 
creating  autonomous  radio  and  tel- 

evision operations,  three  broadcast 
licensees  have  announced  separa- 

tion of  these  functions.  Operators 
are  Jefferson  Standard  Broadcast- 

ing Co.  (WBT-AM-FM  WBTV 
Charlotte,  N.  C),  Stromberg  Carl- 

son Co.  (WHAM-AM-FM-TV  Ro- 
chester, N.  Y.)  and  WAVE  Inc. 

(WAVE-AM-TV  Louisville,  Ky.). 
A  division  in  the  sales  depart- 

ment of  WBT-AM-TV  was  an- 
announced  by  Larry  Walker,  act- 

ing general  manager. 
Keith  S.  Byerly  continues  as  gen- 

eral sales  manager  for  all  opera- 
tions, coordinating  all  spot  sales 

and  establishing  policy.  He  also 
will  act  as  sales  manager  of  WBT- 
AM-FM,  concentrating  on  radio. 

Wallace  J.  Jorgenson  has  been 
named  sales  manager  of  WBTV, 
handling  regional,  national  and  lo- 

cal sales  for  television.  He  for- 
merly was  local  sales  manager  for 

AM  and  video  operations.  Bennett 
K.  McKinnon  will  serve  under  Mr. 
Byerly  as  radio  sales  representa- 

tive.   John  D.  Veller  has  been  as- 

Mr.  Jorgenson Mr.  Byerly 

signed  to  the  TV  sales  staff. 
WHAM-FM-TV  split  into  sep- 

arate radio-TV  divisions  after  27 
months  of  joint  programming,  ac- 

cording to  William  Fay,  vice  presi- 
dent in  charge  of  Stromberg  Carl- 

son Co.,  announced  last  Wednesday. 
Charles  W.  Siverson,  overall 

program  director  the  past  15  years, 
was  appointed  general  program  di- 

rector. Sylvester  Novelli  and  Eu- 
gene Zacher  will  report  to  him  as 

assistant  program  directors  for  ra- 
dio and  television  respectively.  Mr. 

Novelli  had  been  chief  WHAM  pro- 
ducer, Mr.  Zacher  WHAM  music 

director  and  Charles  Clerks,  TV 
program  sales  coordinator. 
WAVE  and  WAVE-TV  now  are 

Mr.  Sutton Mr.  Caldwell 

operated  autonomously,  with  Jim 
Caldwell,  former  WAVE  newsroom 
director,  becoming  radio  program 
chief.  Hugh  Sutton  succeeds  him 
at  the  hews  post.  George  Patterson 
was  named  TV  programming  di- rector. 

Drawn  for  Broadcasting  •  Telecasting  by  Sid  Hix 
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duPONT  AWARDS  PLAN 

Scholarships 

For '51 UNIVERSITY  scholarships  and  fellowships  will  be  granted  winners  of 
The  Alfred  I.  duPont  Awards  Foundation  radio-TV  public  service  awards 
in  the  future,  it  was  announced  today  (Monday). 

Mrs.  Alfred  I.  duPont,  widow  of  the  famous  scientist  and  philanthropist, 
and    founder    of    the  Memorial  
Awards,  designated  Washington  &  * Lee   U.,   Lexington,   Va.,   as  the 
advisory  educational  institution  to 
collaborate  in  the  new  scholarship 
program. 

Established  in  1942,  the  duPont 
awards  were  limited  to  radio  sta- tions and  commentators  until  1949 
when  the  scope  was  broadened  to 
include  television. 

Winners  to  Select 
Winners  of  previous  awards  re- 

ceived a  plaque  along  with  a  $1,000 
check.  Under  the  scholarship  plan, 
selection  of  the  persons  to  receive 
the  scholarship,  the  schools  and 
the  courses  of  study  or  training 
will  be  made  by  the  stations  and 
commentators  receiving  the  awards. 
Selection  will  be  subject  to  ap- 

proval of  the  Foundation.  Grad- uates or  undergraduates  specialized 
in  the  field  of  communication  will 
be  eligible. 

In  announcing  the  scholarship 
plan,  Mrs.  duPont  said:  "The  tre- mendous potential  developments  of 
the  sciences  and  arts  of  communi- 

cations have  made  increasingly 
evident  the  acute  need  for  proper 
training  of  the  youth  of  this  coun- 

try for  leadership  in  this  important 
field  of  endeavor  in  order  that  the 
full  potential  of  this  great  pursuit 
may  be  realized  for  the  increased 
welfare  of  mankind." 

Washington  &  Lee  was  selected 
as  the  advisory  school  because  of 
its  "traditionally  sound  and  uni- 

versally recognized  principles  of 
education,"  Mrs.  duPont  said.  How- 

ever,  the  winner  of  any  future 

Mrs.  duPONT 

award  may  select  any  college  or 
university  other  than  W  &  L,  it  was 
further  pointed  out  in  the  awards 
announcement. 

Procedures  governing  the  en- 
larged program  of  the  Foundation 

will  be  announced  soon,  it  was 
said.  Entries  and  records  of  per- 

formance by  stations  and  commen- 
tators will  be  submitted  to  the  Col- 

lege of  Journalism  of  W  &  L  for 
review  and  consideration  by  the 
Committee  of  Awards. 

First  awards  under  the  scholar- 
ship plan  will  be  for  1951,  and  an- nouncements made  early  in  1952. 

The  awards  have  a  perpetual 
existence  through  a  continuing trust. 

AGENCIES  MERGE 
Lazarus  Joins  B  &  J 

MERGER  of  two  advertising 
agencies — Bozell  &  Jacobs  and 
Harry  J.  Lazarus  &  Co. — effective Nov.  1  was  announced  in  Chicago 

Mr.  Jacobs Mr.  Lazarus 
last  week.  Nathan  E.  Jacobs  con- tinues to  head  the  Chicago  office  of 
B  &  J.  Harry  J.  Lazarus  will  be- 

come vice  president  under  the  con- solidation, with  responsibility  for 
financial  and  consumer  accounts. 

Mr.  Lazarus  founded  his  agency 
in  1946,  resigning  as  vice  president 
of  the  Central  National  Bank.  He 
compiled  annual  billings  well  over 
$1  million,  and  brings  with  him  13 
general  and  10  financial  accounts, 
along  with  production,  creative  and 
clerical  personnel.  He  also  was  vice 
president  of  Bauerle  Adv.  Co., Ch'cago. 

Bozell  &  Jacobs  h<is  been  in  ex- 
istence 33  years,  with  11  offices  in 

principal  cities  throughout  the country.  Total  annual  billings  are 
estimated  at  $10  million  annually. 

RESEARCH  SCOPE 
Each  City  Seen  to  Vary 

BROADCASTING  research  "often strives  for  absolutes  in  a  field 
where  no  absolutes  exist,"  Murray Grabhorn,  managing  director  of National  Assn.  of  Radio  and  TV 
Station  Representatives,  said  last 
week  in  an  address  to  the  Radio 
and  TV  Research  Council  in  New York. 

"The  important  complexities  of 
individual  market  problems,"  he 
said,  "are  washed  away  with  gen- eralities far  from  the  scene  of  the 

buyer's  purchase." Explaining  that  the  competitive 
aspects  of  spot  selling  call  for  more 
detailed  analysis  of  each  market 
rather  than  a  generalized  measure- ment of  audience,  Mr.  Grabhorn 
said,  "living  habits  and  people 
themselves  vary  so  widely  in  differ- 

ent cities,  time  zones,  and  sections 
that  strictly  quantitative  analysis 
is  of  secondary  importance  to  qual- 

itative information  of  a  non-com- 

petitive nature." 

Kellogg  Renews 
KELLOGG  Co.,  Battle  Creek, 
Mich.  (Kellogg's  Corn  Pops),  has renewed  sponsorship  of  Wild  Bill 
Hickok  for  52  weeks  over  MBS, 
starting  Dec.  30.  Weekly  drama 
will  be  switched  to  a  new  time  spot, 
4:30-5  p.m.  Sunday,  to  fill  a  full 
half-hour,  effective  same  date. 
Agency:  Leo  Burnett  Inc.  Chicago. 
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BASEBALL  FUTURE  BRIGHT 
Justice  Probes  Football 

By  J.  FRANK  BEATTY 
WIDE-OPEN  bidding  for  rights  to 
broadcast  and  telecast  baseball 
games  will  develop  this  winter  as 
networks  and  stations  once  again 
enjoy  the  right  to  bargain  without 
the  handicap  of  organized  restric- tions. 

It  was  apparent  at  the  weekend 
that  artificial  "territorial"  barriers 
imposed  by  baseball,  football  and 
other  organized  sports  were  on  the 
way  out,  if  the  Dept.  of  Justice 
can  obtain  court  support  of  its  the- 

ory that  the  public  is  entitled  to 
enjoy  contests  via  radio  and  TV. 

The  sports  world  was  turned  up- side down  last  week  as: 
0  Major  league  baseball  teams 

decided  Monday  to  drop  their  "ter- 
ritorial" rules  cramping  radio-TV rights. 

0  The  Dept.  of  Justice  went  to 
court  in  an  effort  to  break  down 
professional  football's  bans. These  two  developments  com- 

pletely changed  the  radio-TV  side 
of  the  sports  universe.  Of  greatest 
impact  was  the  baseball  ruling, 
voluntarily  adopted  by  major  league 
clubs  without  consulting  the  minor 
leagues. 

The  baseball  ruling  means  that 
the  matter  of  granting  radio  and 
TV  rights  has  reverted  to  the  indi- 

vidual major  league  clubs  instead 
of  the  leagues. 

League  officials  insisted  they  did 
not  act  last  Monday  because  they 
might  have  had  wind  of  the  com- 

plaint filed  Tuesday  by  the  Dept.  of 
Justice. 
Heading  the  baseball  negotiation 

parade  this  winter  will  be  Mutual 
and  Liberty  networks,  each  of 
which  has  featured  daily  network- 

ing of  major  league  games  to  the 
entire  nation  outside  major  league 
territory. 

MBS,  LBS  Proposals 
Because  of  last  week's  develop- 

ments, Mutual  and  Liberty  are  pro- 
posing to  carry  daily  major  league 

games  to  the  Midwest,  East  and 
Northeast.  Major  league  teams  are 
centered  in  these  areas  and  sta- 

tions within  their  borders  have  been 
generally  out-of-bounds  for  the  two 
networks  because  of  territorial 
rules.  Liberty  already  has  acquired 
rights  to  games  of  the  Chicago 
White  Sox. 
Gordon  B.  McLendon,  president 

of  Liberty,  predicted  that  the  net- 
work will  be  able  to  enter  major 

league  territory  and  said  he  did  not 
believe  minor  leagues  would  suffer 
from  the  baseball  ruling. 
MBS  officials  weren't  ready  to comment  but  one  high-placed  exec- 

utive said,  "We  would  like  to  have baseball  again  next  year.  We  want 
it  and  we  plan  to  have  it." 

Liberty  is  broadcasting  profes- 
sional football  games  every  Sunday, 

having  contracts  with  two  clubs. 
The  football  action  from  the 

Dept.  of  Justice  was  announced 
Tuesday  in  Philadelphia  by  Attor- 

ney General  J.  Howard  McGrath. 

A  civil  suit  charging  the  National 
Football  League  and  its  member 
clubs  with  entering  into  an  agree- 

ment to  restrain  trade  in  broad- 
casting and  telecasting  of  games 

was  filed  in  federal  court  in  an 
effort  to  clarify  radio-TV  rights  in 
relation  to  the  sports  world. 

One  of  the  strongest  monopolies 
in  all  sports,  the  National  Collegi- 

ate Athletic  Assn.  college  football 
telecasting  schedule,  apparently 
will  continue  despite  the  govern- 

ment suggestion  that  monopolies 
are  in  the  doghouse. 

Ralph  Furey,  Columbia  U.  ath- 
letic director  and  a  member  of 

NCAA's  Television  Committee,  told Broadcasting  •  Telecasting  he 
sees  no  reason  why  the  government 
suit  should  affect  NCAA's  TV 
schedule.  He  called  it  "perfectly 
reasonable"  and  said  he  contem- 

plates no  change  in  the  program  as 
a  result  of  the  football  suit  or 
statements  of  government  attor- 

neys who  filed  it. 
The  Dept.  of  Justice  action  grew 

out  of  an  inquiry  that  has  lasted 
several  years.  First  formal  action 
to  fight  the  sports  monopolies  was 
taken  in  1947  by  Frank  U.  Fletcher, 
radio  attorney,  at  that  time  part 
owner  of  WARL  Arlington,  Va., 
and  later  a  member  of  the  NARTB 
board. 

Prosecution  was  hinted  by  the 
Dept.  of  Justice  in  1949  and  the 
major  clubs  relaxed  their  Rule  1-D, 
enabling  MBS  to  start  its  game  of 

the  day  and  Liberty  to  start  a  sports 
network  that  later  developed  into 
the  present  nationwide  hookup. 

Major  leagues  are  interested  in 
several  bills  now  pending  in  Con- 

gress, designed  mainly  to  protect 
the  "reserve  clause"  governing 
player  contracts. 
Broadcasters  themselves  have 

been  anxious  to  obtain  freedom  of 
contract  negotiation  with  major 
league  baseball  clubs  and  at  the 
same  time  to  protect  minor  league 
clubs  in  what  to  them  is  a  declin- 

ing economy. 
Last  year  NARTB  cooperated 

with  the  minors  by  promoting  at- 
tendance at  games,  with  Robert  K. 

Richards,  public  affairs  director,  co- 
ordinating the  project.  Mr.  Rich- 

ards is  NARTB  liaison  in  a  new 
joint  radio-TV  committee  that  will work  with  the  clubs  next  season. 
NARTB  Position  Not  Definite 
As  of  Thursday  night  NARTB 

officials  had  not  formally  discussed 
the  association's  position  next  year 
but  it  appeared  the  wide-open  base- ball negotiations  would  stimulate 
industry  cooperation  with  both  ma- 

jor and  minor  league  clubs  in  an 
effort  to  promote  attendance  as 
well  as  good  relations  between  club 
owners  and  the  industry. 

The  original  Rule  1-D  of  the  ma- 
jor league  clubs  flatly  banned broadcast  or  telecast  of  any  big 

league  game  by  stations  without the  consent  of  major  and  minor 

league  clubs  in  that  city  and  within 
50  miles.  When  the  Dept.  of  Jus- 

tice threatened  suit  in  1949,  Rule 
1-D  was  softened  to  give  the  clubs 
veto  power  during  periods  when 
they  played  at  home  or,  in  the  case 
of  TV,  also  during  periods  when 
their  road  games  were  being  tele- 

cast at  home.  This  softened  rule 
was  repealed  last  week. 

Consequently  those  desiring  to 
broadcast  games  must  now  dicker 
with  the  home  team  in  each  case 
instead  of  with  the  respective  lea- 

gues. 

The  major  league  clubs  must  de- 
cide to  what  extent  they  wish  to 

protect  minor  leagues  from  impact 
of  their  game  broadcasts. 

"We'll  be  in  there  bidding  for 
rights,  just  as  we  have  other  years," Mr.  McLendon  told  Broadcasting 
•  Telecasting.  "At  this  point  the 
rule  is  so  new  that  we  don't  know how  we  will  approach  the  situation. 

"I  think  the  new  baseball  rules 
will  have  a  salutary  influence  on 
the  public  and  the  broadcasting  in- 

dustry. It  gives  many  stations  the first  chance  to  carry  major  league 
baseball  and  changes  the  whole 
structure  of  baseball  broadcasting. 

"For  the  first  time  Liberty  will 
be  able  to  bring  games  into  the  Mid- 

west, East  and  Northeast." Asked  what  effect  the  new  situa- 
tion might  have  on  minor  league 

teams,  Mr.  McLendon  said  they 
will  not  be  hurt.  He  recalled  that 
when  Liberty  started  broadcasting 

(Continued  on  page  105) 

BOND  DRIVES 
Radio  Aid  Tops  50%  of  All  Media 

WITH  Sen.  Styles  Bridges  (R- 
N.  H.)  leading  the  fight,  the  Sen- 

ate last  Monday  beat  down  an  at- 
tempt to  prohibit  radio,  TV  and 

other  advertising  funds  earmarked 
for  the  Treasury  Dept.'s  savings bond  program. 

It  was  revealed,  perhaps  official- 
ly for  the  first  time,  that  radio 

and  radio  advertisers  have  contrib- 
uted over  50%  of  all  free  meas- 

urable advertising  in  the  five  ma- 
jor media  over  many  of  the  last  11 

years.  Peak  year  was  1944  when radio  time  donations  reached  $65 
million. 

The  upper  chamber  rejected  by 
voice  vote  a  recommendation  by  its 
Appropriations  Committee  that 
"no  part"  of  any  funds  bill  be 
used  to  promote  savings  bonds  sales 
through  both  broadcast  and  print- ed media. 
The  action  was  regarded  as  a 

significant  victory  on  Capitol  Hill 
where  economy-minded  factions 
have  launched  concerted  drives  de- 

signed to  prohibit  the  government 
from  buying  commercial  radio-TV 
programs  or  spot  announcements during  the  new  fiscal  year  ending next  June  30. 

Senate  rejection  followed  similar 
action  by  a  joint  conference  com- 

mittee under  which  the  Defense 
Dept.  was  shorn  of  monies  to  buy 
programs  and  space  for  recruiting 
campaigns  [B  •  T,  Oct.  8].  The House  took  that  action  by  voice 
vote  Oct.  5  and  sent  the  proposal 
to  the  Senate,  which  scheduled  it 
for  debate  Friday.  Military  au- thorities were  uncertain  over  future 
radio  plans. 

Added  to  H.R.  5215 
The  bond  proviso  was  tacked 

on  a  supplemental  expenditures 
bill  (HR  5215)  reported  by  the 
Senate  Appropriations  Committee 
Oct.  6.  The  Senate  did  vote,  how- 

ever, to  cut  savings  bonds  monies 
from  $1  million  to  $500,000.  The 
measure  now  goes  to  conference. 

In  offering  the  amendment  on 
the  floor,  Sen.  Bridges  told  his  col- 

leagues that  "it  is  most  necessary that  we  shall  be  able  to  have  the 
bond  sales  conducted  effectively" and  that  the  Treasury  Dept.  should 
proceed  "within  reasonable  limita- 

tions." This  "freedom  of  action," 
he  added,  is  more  important  than the  actual  amount  ($1  million)  set 
forth  in  the  bill. 

Sen.  Bridges'  sentiments  also 
were  shared  by  Sen.  Harley  Kil- 
gore  (D-W.  Va.),  who  expressed 

BROADCASTING    •  Telecasting 

fear  that  the  proposed  amendment 
"might  be  killing  the  goose  that 
lays  the  golden  egg  of  advertis- 

ing." 

In  clearing  the  measure,  the 
Senate  went  along  with  the  com- 

mittee's proposal  placing  restric- 
tions on  compensation  paid  to  ra- 

dio, TV  and  other  experts  employed 
by  the  Dept.  of  Labor  and  the  Fed- 

eral Security  Agency.  This  pro- 
viso brings  them  in  line  with  pre- 

vious legislation  which  limits  the 
monies  to  be  paid  out  to  informa- 

tion specialists  hired  by  all  other 
government  departments.  In  a 
word,  it  cuts  funds  25%  as  pro- 

posed by  Sen.  Harry  Byrd  (D-Va.). 
Affected  would  be: 
(1)  Functions  performed  by  a  person designated  as  an  information  specialist 

.  .  .  publications  and  information  co- ordinator .  .  .  radio  expert,  television 
expert,  motion  picture  expert,  or  pub- licity expert  .  .  .  and  (2)  functions 
performed  by  persons  who  assist  per- sons ...  in  drafting,  preparing,  editing, 
typing,  duplicating,  or  disseminating public  information  publications  or  re- leases, radio  or  television  scripts,  maga- zine articles,  photographs,  motion pictures  and  similar  material. 

The  ban  on  military  monies  for 
recruiting  also  arose  during  Sen- ate  discussions.   Sen.   George  D. 
Aiken    (R-Vt.),   who   objected  to 

(Continued  on  page  104.) 
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OSU  CLINICS Include  Leading  Ad  Speakers 

TWO  broadcast  advertising  clinics 
— one  each  for  radio  and  television 
— are  programmed  for  the  Eighth 
Annual  Advertising  conference  to 
be  given  by  Ohio  State  U.  at  Co- 

lumbus, Oct.  19  and  20. 
Radio  clinic,  conducted  by  L.  A. 

Pixley,  president  of  WCOL  Colum- 
bus and  of  the  Ohio  Assn.  of  Broad- 

casters, will  start  at  10  a.m.,  Fri- 
day, Oct.  19  with  a  speech  on  "Ad- justing Radio  Advertising  to  To- 
day's Conditions"  delivered  by  John Karol,  Vice  President  in  charge 

of  sales  for  CBS  Radio,  New  York. 
Ten-minute  spot  analyses  will 

include:  "How  We  Intend  to  use 
Radio  Advertising,"  with  John  H. Hosch  Jr.,  vice  president  of  J. 
Walter  Thompson,  New  York,  and 
Ray  Wunderlich,  president  of  Cus- 
sins  and  Fearn  Co.,  Columbus; 
"Best  Buys  in  Radio  Advertising 
Time  Today,"  with  Fred  C.  Brokaw, vice  president  of  Paul  H.  Ray- 
mer  Co.,  Chicago;  "Importance of  Quantifying  Advertising  Audi- 

ences" by  Dr.  Kenneth  H.  Baker, president  of  Standard  Audit  and 
Measurement  Services  Inc.,  New 
York.  The  radio  clinic  will  close 
after  panel  and  open-forum  discus- sion. 

Television   clinic   will   start  at 

ETHICS  REVIEW 
Solons  New  Report  Bill 

PROPOSED  "Commission  on 
Ethics"  in  government  got  up  some steam  last  week  in  the  waning  days 
of  this  session  "of  Congress. Authored  by  Sen.  J.  William 
Fulbright  (D-Ark.),  the  measure 
(S.  J.  Res  107)  was  given  favor- 

able report  by  the  Senate  Labor 
and  Public  Welfare.  Hearings  were 
held  before  a  subcommittee  headed 
by  Sen.  Paul  H.  Douglas  (D-I1L). 

It  would  set  up  a  15-member  com- 
mission that  would  study  "the problem  of  morals  and  ethics  in 

government"  and  recommend  leg- islation to  maintain  high  moral 
standards. 
Among  those  who  testified  before 

the  committee  were  Sen.  Fulbright, 
Sen.  William  Benton  (D-Conn.),  au- 

thor of  the  so-called  Benton  Plan  to 
create  an  advisory  board  to  review 
radio  and  TV  programs,  and  Chair- man Wayne  Coy  of  FCC. 

Chairman  Coy  had  testified  on  the 
practice  of  leaving  the  employ  of  the 
government  for  a  job  in  private  in- dustry, when  the  firm  involved  may 
have  had  dealings  with  the  agency 
and  with  which  the  employe  was 
familiar. 

Meanwhile,  Sen.  Richard  M.  Nix- 
on (R-Calif.)  introduced  a  bill  (S 

2235)  to  make  it  a  federal  offense 
for  an  officer  or  employe  of  the 
government  to  accept  compensation 
or  gratuity  from  any  officer  Or 
member  of  a  national  committee 
of  a  political  party.  Companion 
measure  in  the  House  (HR  5668) 
was  dropped  in  the  hopper  by  Rep. 
Patrick  J.  Hillings  (R-Calif.). 

4  p.m.  the  same  day  with  Victor 
Sholis,  vice  president  and  director 
of  WHAS  Inc.,  Louisville,  as  chair- 

man. Keynote  speaker  will  be 
Robert  M.  Reuschle,  manager  of 
time  buying  for  McCann-Erickson 
Inc.,  New  York,  and  his  topic  will 
be  "How  to  buy  Television  Adver- 

tising Today." Panel  members,  who  will  give 
ten-minute  talks,  are  George  Bolas, 
director  of  radio-TV,  Tatham-Laird 
Inc.,  Chicago,  who  will  discuss 
"Television's  place  in  Advertising 
and  Selling";  Robert  W.  Dailey, 
radio-TV    director    for  McCann- 

Among  Speakers  at  OSU  Meet 

Erickson,  Cleveland,  with  "New Developments  in  TV  Commer- cials"; Leonard  Matthews,  time 
buying  supervisor  for  Leo  Burnett 
Co.  Inc.,  Chicago,  "Where  Are  We Going  in  TV  Rates  and  Production 
costs?";  and  Franklin  Snyder,  gen- 

eral manager  of  WXEL  Cleveland, 
who  will  answer  "Is  Television 
Overrated  Today?" Theme  of  the  conference  is  "Ad- 

justing Advertising  to  Today's Conditions."  Co-sponsors  of  the event  with  Ohio  State  are  the  Fifth 
District  of  Advertising  Federation 
of  America,  member  advertising 
clubs,  and  Ohio  trade  associations. 

Other  convention  meetings  in- 
clude retail  and  newspaper  adver- 
tising clinics  and  a  luncheon  speech 

by  Secretary  of  Commerce  Charles 
Sawyer,  who  will  discuss  "Govern- ment Economy — Its  Prospects  and 
Possibilities."  Conference  will  end 
after  a  reception,  banquet,  and  en- tertainment Friday  night  and  a 
breakfast  business  meeting  Satur- 

day morning. 

Mr.  Reuschle Mr.  Matthews 

Mr.  Dailey Mr.  Bolas 

L&M  Sales  Staff 
REORGANIZATION  in  sales  staff 
was  announced  last  week  by  Lig- 

gett &  Myers  Tobacco  Co.  E.  S. 
Peters,  a  member  of  the  board  of 
directors  and  Midwest  sales  man- 

ager headquartered  in  St.  Louis, 
has  been  named  general  sales  man- 

ager under  G.  W.  Thompson,  vice 
president  in  charge  of  sales,  New 
York.  Mr.  Peters  will  transfer 
from  St.  Louis  to  New  York.  E. 
C.  Harbur,  supervisor  of  sales  in 
St.  Louis,  succeeds  Mr.  Peters  as 
Midwest  sales  manager.  0.  A. 
Lohrengel,  department  manager, 
Chicago,  becomes  sales  supervisor 
under  Mr.  Harbur,  and  and  P.  T. 
O'Connor,  formerly  Chicago  divi- sion manager,  will  succeed  Mr. Lohrengel. 

RESEARCH  ̂nfo!r  C°mParison'  Tops  Chicago  Agenda SOLUTION  to  one  of  radio's  worst  headaches — unfair  research  posi- 
tion in  inter-media  competition — will  be  sought  next  Thursday  in  Chicago 

by  the  all-industry  Affiliates  Committee  headed  by  Paul  W.  Morency, 
WTIC  Hartford.  *  

The  committee  has  been  conduct- 
ing negotiations  with  Assn.  of  Na- tional Advertisers  in  an  effort  to 

halt  ANA'S  pressure  tactics  de- signed to  beat  down  radio  rates  on 
the  unsupported  theory  that  people 
in  TV  cities  don't  listen  to  radio in  the  evening. 

Meet  With  ANA  Group 
Committee  representatives  met  in 

New  York  last  Monday  with  an 
ANA  group.  Findings  will  be  re- ported to  the  full  affiliate  group  in Chicago. 
The  committee  was  organized 

last  April  during  the  NARTB  con- 
vention when  CBS  started  the  rate- 

cutting  trend  among  radio  net- 
works. It  is  an  all-industry  oper- 

ation entirely  outside  the  NARTB 
structure  and  under  Chairman  Mo- 

rency has  led  the  radio  effort  to 
protect  rates  from  ANA's  on- slaughts.  Its  future  place  in  the 

radio  picture  will  be  discussed  at 
the  Thursday  meeting. 

Main  strategy  of  the  committee 
has  been  to  find  out  the  basic  area 
of  agreement  on  radio's  actual  per- formance and  to  analyze  the  ele- ments involved  in  rate  attacks. 
Considerable  progress  has  ̂ been made,  committee  members  said. 

There  still  remains  a  basic  head- 
ache— the  fact  that  radio  supplies 

the  very  research  information  with 
which  advertisers,  agencies  and 
competing  media  use  in  crucifying 
broadcasters. 

Agencies  and  advertisers  insist 
on  having  all  the  specific  audience 
and  program  data  now  supplied,  yet 
they  do  not  require  comparable  in- 

formation about  other  media,  the 
committee  contends. 
ANA  members  have  been  told  by 

the  committee  that  it  has  only 
sketchy  information  on  readership 

of  printed  media,  since  publica- 
tions promote  circulation  times  the 

number  of  readers  per  copy.  This 
general  information,  unsupported 
by  actual  readership  data  in  most cases,  is  widely  accepted  by  buyers 
of  space  whereas  buyers  of  time 
use  Nielsen,  Hooper,  Pulse,  Amer- 

ican Research  Bureau  and  others. 
ANA  has  been  asked  by  the  Affil- 

iates Committee  why  it  doesn't leave  radio  studies  in  the  hands  of 
its  sponsored  Advertising  Research 
Foundation,  instead  of  leaving  the 
job  to  a  special  advertiser  group. 

Affiliate  committeemen  who  met 
last  Monday  with  ANA  represen- 

tatives included  Mr.  Morency;  Ed- 
gar Kobak,  consultant;  and  Clair 

R.  McCollough,  WGAL  Lancaster. 
The  rate-cutting  and  research  as- 

pects of  radio's  current  dilemma have  been  carefully  considered  at 
all  10  NARTB  district  meetings 
held  this  season.  Every  district  has 
adopted  a  resolution  condemning 
efforts  to  undermine  radio's  eco- nomic position. 
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RADIO,  TV  TAX  RELIEF 
A  SINGULAR  tax  victory  for  the 
radio-TV  industry  was  chalked  up 
on  Capitol  Hill  last  week. 

Conferees  meeting  on  the  1951 
revenue-tax  bill  in  Congress  have 
approved  a  formula  that  is  de- 

signed to  provide  excess  profits  tax 
relief  to  the  industry. 

Section  approved  by  the  con- 
ferees is  Senate  Amendment  237, 

section  519  of  the  bill  (HR  4473), 
which  specifically  relates  to  televi- 

sion broadcasting  companies. 
It  would  permit  radio-TV  broad- 

casters to  use  their  own  earnings 
or  the  industry  rate  of  return  for 
computing  their  tax.  The  longer 
established  broadcaster  would  bene- 

fit from  the  first  method,  that  is, 

EYE  '52  OUTPUT 
Congress  Previews  Needs 

IN  AN  almost  unprecedented 
move,  members  of  both  the  Senate 
and  House  Banking  &  Currency 
and  Small  Business  Committees 
last  Friday  called  in  top  mobiliza- 

tion officials  for  a  first-hand  pre- 
view of  1952  first  quarter  produc- tion needs. 

The  special  session  was  set  by 
Sen.  Burnet  Maybank  (D-S.  C), 
chairman  of  the  Senate  Banking 
Committee.  Key  witnesses  sched- uled were  Defense  Mobilizer 
Charles  E.  Wilson  and  Defense 
Production  Administrator  Manly 
Fleischmann. 

Mr.  Wilson  was  prepared  to  ap- 
prise members  of  the  four  groups 

of  production  and  allocation  plans 
in  "crucial"  months  ahead — the 
last  quarter  of  this  year  and  the 
first  of  1952.  Mr.  Fleischmann  was 
quoted  as  telling  Sen.  Maybank 
that  "the  real  impact  of  military 
production"  will  be  felt  early  next year. 

Sen.  Blair  Moody  (D-Mich.),  who heads  the  Senate  Small  Business 
Subcommittee,  said  he  had  received 
complaints  from  numerous  groups 
protesting  "drastic  cutbacks"  in civilian  production.  He  added  that 
his  group  would  look  into  cutbacks 
with  an  eye  to  minimizing  plant 
unemployment  in  the  shift  to  de- 

fense output. 

MBS  ADDS  FOUR 
New  Station  Affiliates 

FOUR  more  stations  have  signed 
affiliation  contracts  with  Mutual, 
Earl  Johnson,  MBS  vice  president 
in  charge  of  station  relations,  an- nounced last  week. 
They  are:  WCPM  Cumberland, 

Ky.,  250  w,  1490  kc,  owned  and 
operated  by  the  Blanfox  Radio  Co.; 
KOSY  Texarkana,  Tex.,  500  w  day 
and  1  kw  night,  790  kc,  owned 
by  Gateway  Broadcasting  Co.; 
WKMH  Jackson,  Mich.,  1  kw, 
970  kc,  owned  by  Jackson  Broad- 

casting and  Television  Corp.; 
WIRO  Ironton,  Ohio,  250  w,  1230 
kc,  owned  by  Glacus  G.  Merrill. 

using  his  firm's  earnings  as  the base. 
The  relief  section  is  patterned 

after  that  contained  in  the  bill 
(S  1861),  introduced  by  Sen.  J. 
Allen  Frear  (D-Del.).  It  was  the 
Senator's  measure  upon  which  the Senate  Finance  Committee  based 
the  new  relief  provision  [B  •  T, Oct.  1,  July  23]. 
Agreement  on  the  relief  provi- 

sion was  announced  last  Tuesday 
following  a  session  of  the  conferees. 
Work  on  all  sections  of  the  revenue 
bill  was  completed  last  Thursday. 
Following  the  release  of  a  confer- 

ence report,  both  branches  of  Con- 
gress must  concur.  Then,  the  bill 

will  be  sent  to  the  White  House  for 
President  Truman's  signature. The  new  revenue  bill  will  raise 
$5.7%  billion,  the  second-largest  in- 

crease in  history.  President  Tru- 
man had  asked  Congress  for  a  $10 

million  boost.  Increased  is  the  reg- 
ular corporation  income  tax,  some 

$2.3  billion,  retroactive  to  last 
April  1.  Excess  profits  tax  hikes 
are  effective  next  Jan.  1. 

Can  Gain  2% 
In  computing  the  excess  profits 

tax,  corporations  will  be  given 
credit  on  83%  of  earnings  in  the 
best  three  years  of  the  1946-49 
period,  thus  lopping  off  two  per- 

centage points  of  the  current  85% 
credit.  The  conferees  did  not  change 
the  capital  gains  tax  which  stays 
at  25%,  but  cooperatives  would  be 
required  to  pay  taxes  at  the  regu- 

lar corporate  rates  on  earnings  not 
paid  to  members. 

Last  week's  action  seemed  to broadcasters  like  the  ship  coming 
out  of  the  storm.  The  case  of  the 
TV     broadcaster,    who  suffered 

losses  while  attempting  to  get  es- 
tablished in  the  new  medium,  was 

repeated  both  in  the  House  Ways 
&  Means  Committee  and  the  Senate 
Finance  Committee  this  year  and 
also  last  year,  so  much  so  that  it 
began  to  resemble  an  old  wives' tale. 

The  relief  boat  could  not  get  out 
of  dock  in  the  House,  where  the 
Ways  &  Means  Committee  ignored 
the  pioneer  telecaster. 

But  in  the  Senate,  the  arguments 
hammered  home  by  NARTB  and 
RTMA,  among  many,  got  the  ship 
underway.  When  Sen.  Frear  in- 

troduced his  bill,  the  boat  entered 
port,  after  weathering  its  greatest 
storm  during  Senate  debate  [B  • T,  Oct.  1]. 

Highlighting  the  debate  was  the 
about-face  taken  by  Sen.  Hubert 
H.  Humphrey  (D-Minn.),  who  while 
supporting  the  Administration's battle  to  up  revenue,  aligned  him- 

self with  the  l-adio-TV  relief  forces. 
Also  aiding  were  Sens.  Walter 

F.  George  (D-Ga.),  chairman  of 
the  Senate  Finance  Committee,  and 
Eugene  D.  Millikin  (R-Col.).  It 
was  their  appeal  which  scattered 
Administration  forces  led  by  Sens. 
Joseph'  C.  O'Mahoney  (D-Wyo.), 
Paul  H.  Douglas  (D-Ill.)  and  Her- 

bert H.  Lehman  (D-N.  Y.). 

Judis-Herbert  Nuptials 
BERNICE  JUDIS,  vice  president 
and  general  manager  of  WNEW 
New  York,  and  Ira  M.  Herbert, 
WNEW  vice  president  and  sales 
manager,  were  married  in  Reno, 
Nev.,  a  month  ago,  a  station 
spokesman  confirmed  last  week. 

I 

in 

DAYTIME  scheduling  of  3V2  hours 
daily  by  Philip  Morris  over  ABC  gets 
sendoff  by  (I  to  r)  O.  Parker  Mc- Comas,  president  of  cigarette  firm; 
John  E.  McMillin,  Cecil  &  Presbrey 
account  executive  for  the  firm;  and 
Robert  E.  Kintner,  ABC  president. 
Messrs.  McComas  and  Kintner  were 
guests  at  special  premiere  Sept.  30 
of  PM  sponsored  Against  the  Storm, 

one  of  the  daytime  segments. 

NCAB  MEETING 
'Selling  Radio'  Is  Theme 

"SELLING  RADIO"  will  be  the 
theme  of  the  North  Carolina  Assn. 
of  Broadcasters'  fall  convention 
Oct.  18-19  at  the  Battery  Park 
Hotel,  Asheville. 

First  day's  agenda  includes  ad- dresses by  Ralph  Hardy,  director 
of  government  relations,  NARTB, 
on  "Selling  Radio  to  the  Listener"; Oliver  Gramling,  assistant  general 
manager  of  AP,  who  also  will  pre- 

sent a  film,  "Your  News";  and Ken  Sparnon,  BMI.  On  Friday, 
Maurice  Mitchell,  vice  president  of 
Associated  Program  Service,  will 
speak  on  "Selling  Radio  to  the 
Advertiser."  The  two-day  schedule is  rounded  out  with  several  panel 
discussions  of  current  industry 
topics  and  a  business  session  of the  NCAB. 

Wednesday  evening  8  p.m.,  as  a 
preliminary'  to  the  convention, North  Carolina  FM  broadcasters 
will  meet  at  the  Battery  Park. 

AFRA  DRIVE 
Continues  in  San  Diego 

WEST  COAST  chapter  of  AFRA 
last  week  started  its  drive  to  or- 

ganize the  two  remaining  non- 
AFRA  stations  in  San  Diego — 
KSON  and  KRDO— and  negotiated 
$5  weekly  increases  for  announcers 
at  the  city's  four  other  member stations. 

Claude  McCue,  executive  secre- 
tary of  AFRA,  this  week  expects 

to  start  talks  with  the  two  non- 
AFRA  independents. 

Other  four  stations,  network  af- filiates KFSD,  KGB,  KFMB  and 
KCBQ,  approached  by  AFRA  for 
cost-of-living  increase  on  the  con- 

tract expiring  May  1952,  agreed  on 
a  $5  weekly  increase  for  an- nouncers effective  Oct.  1  for  two 
years.  Increase  brings  present  sal- 

aries from  $65  to  $70  for  new  an- 
nouncers; $75  to  $80,  after  first 

year. 

CONTROL  OF  TSN 

Goes  to  Richardson, 

Cagle,  Dillards 
MAJORITY  control  of  Texas  State  Network  is  transferred  in  a  $900,000 
transaction  filed  for  approval  with  the  FCC  last  week.  The  network 
would  acquire  3,550  shares  of  stock,  71%  of  the  outstanding  shares, 
from  a  group  of  stockholders,  paying  $118,000  in  cash  plus  long-term 
notes.  * 

Remainder  of  the  stock  will  be 
held  by  Sid  Richardson,  Texas  oil 
man  and  TSN  director,  900  shares; 
Gene  L.  Cagle,  TSN  president  as 
well  as  president-general  manager 
of  the  TSN-owned  KFJZ  Fort 
Worth,  500  shares,  and  the  Dillard 
family,  of  Wichita  Falls,  50  shares. 
TSN  owns  KABC  San  Antonio, 

WACO  Waco  and  KRIO  McAllen, 
all  in  Texas,  as  well  as  the  Fort 
Worth  outlet. 

Rearrange  Capitalization 
Purpose  of  the  transaction,  it 

was  explained,  is  to  permit  redemp- tion of  a  portion  of  the  capital 
stock  on  a  fair  and  reasonable 
basis  and  to  rearrange  capitaliza- tion. The  network  is  paying  $250 
a  share  for  the  stock. 

Selling  their  stock  to  TSN,  ac- cording to  the  FCC  filing,  are 
Ruth  Roosevelt  Eidson,  former 
wife  of  Elliott  Roosevelt  who  was 

an  official  of  the  network,  800 
shares;  Emily  Roeser  Trust,  650 
shares  (the  late  Charles  Roeser 
was  in  partnership  with  Mr. 
Richardson)  ;  Ellen  Roeser  trust, 
650  shares;  Ellen  Roeser,  175 
shares;  Emily  Ruth  Parker  (Emily 
Roeser),  175  shares;  Vivienne 
Hanger  Laughlin,  250  shares; 
Charles  Roeser  estate,  50  shares. 

Interest  in  the  TSN  headquar- 
ters building  in  Fort  Worth  is 

transferred  to  those  selling  stock, 
with  the  network  to  rent  back  the 
building  from  them. 

TSN  was  founded  in  1938.  It  has 
17  affiliates  plus  the  four  owned 
stations  and  is  sold  to  advertisers 
as  a  unit.  Elliott  Roosevelt,  for- 

mer TSN  president,  left  the  net- 
work in  the  early  '40s. The  transfer  application  was 

filed  for  TSN  by  Eugene  L.  Burke, attorney. 
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A  SPECIAL  REPORT 

PERON-  STYLE  VIDEO  TO  BOW 

LIKE  RADIO.  TV  WILL  BE  PERONISTA  MOUTHPIECE 

By  HERBERT  M.  CLARK 
BUENOS  AIRES,  (Special)— Tel- 

evision is  going  to  come  to  Argen- 
tina Oct.  17,  just  in  time  to  high- 

light the  celebration  of  "Loyalty 
Day."  Occasion  is  the  anniversary 
of  the  day  in  1945  when  demon- 

strating "descamisados"  (shirtless 
ones)  forced  a  shortlived  counter- 
revoluntionary  coalition  to  release 
Juan  Peron  (then  a  colonel),  Vice 
President  and  Secretary  of  Labor, 
from  prison  and  restore  him  to 
rank  and  office. 

Peron  went  on  to  become  a  gen- 
eral and  Argentina's  president, 

and,  barring  a  more  serious  acci- 
dent than  the  abortive  revolution- 

ary bid  of  late  September,  is  likely 
to  win  a  second  term  in  elections 
scheduled  Nov.  11. 

Like  radio  broadcasting,  televi- 
sion will  be  a  "free  and  private  en- 

terprise." TV  was  brought  here  by Radio  Belgrano,  ostensibly  headed 
by  Jaime  Yankelevich  though  ac- 

tually forming  part  of  the  tremen- 
dous holdings  of  Madame  Evita 

Peron,  Argentina's  glamorous  and 
now-ailing  "first  lady." Partial  admission  of  the  actual 
ownership  was  contained  in  the 
announcement  from  the  Presiden- 

tial press  office  which,  confirming  a 
date  long  rumored  to  have  been 
picked  for  the  TV  premiere,  added 
that  Radio  Belgrano  was  in  this 
instance  "acting  as  the  agent  of 
the  Ministry  of  Telecommunica- 

tions." The  latter  is  headed  by  Os- 
car Nicolini,  some-time  escort  of 

Senora  Juana  Duarte,  Evita's 
mother,  and  Yankelevich 's  partner in  a  new  news  agency,  Agencia 
Periodistica  Argentina,  which  has 
become  the  exclusive  processor  of 
news  for  radio  in  the  six  weeks 
since  it  was  opened  on  Aug.  17. 

'Best  in  The  World' 
Argentina's  TV  will  be  "the  best in  the  world,  far  clearer  than  that 

in  the  United  States,  because  of 
the  competence  of  Argentine  tech- 

nicians," the  Presidential  Under Secretariat  of  Information  said  in 
its  announcement.  Both  transmit- 

ting and  receiving  equipment  are 
entirely  American,  of  course,  and 
while  Peron's  press  spokesmen  ig- 

nored the  fact,  four  Standard  Elec- 
tric Company  engineers  have  been 

responsible  for  the  installation  of 
the  transmitter,  a  5  kw  Standard 
Electric  job  expected  to  have  42 
kw  in  modulation  from  a  150-foot 
tower  built  on  top  of  the  Ministry 
of  Public  Works  building  in  mid- town  Buenos  Aires. 

At  its  outset  the  bulk  of  the  TV 

audience  will  be  furnished  by  those 
watching  the  1038  receivers  (Cape- 
hart  tabletops)  which  rounded  out 
the  initial  purchase  from  Standard 
Electric.  They  will  be  spotted  in 
schools  and  political  clubs  belong- ing to  the  Peronista  Party,  the 
president's  own  supporting  unit. 

Private  Sets  Few 
Purchases  of  sets  by  private  cit- 

izens have  been  few.  Only  impor- 
tant importer  today  is,  again,  Yan- 

kelevich, who  got  the  concession  in 
return  for  his  cooperation  in  the 
original  deal. 

He  has  brought  in  several  Cape- 
hart  models,  the  bulk  of  them  the 
tabletop  set  priced  in  the  $200-$300 
bracket  in  the  U.  S.  but  retailing 
here  at  13,500  pesos,  $945  at  the 
government's     nominal  "official" 

rate  of  peso-dollar  exchange  and 
$485  even  to  a  man  with  dollars 
able  to  sell  them  on  the  black  mar- ket. 

Further  bar  to  sale  is  that  terms 
are  cash:  Dealers  must  pay  in  full 
within  eight  days,  and  despite  a 
constantly  increasing  supply  of 
money  pouring  from  government 
presses,  Argentina  is  so  short  of 
credit  facilities  that  it  is  impossi- 

ble to  finance  time  payments. 
Argentina's  off-again,  on-again restrictions  on  broadcasting  by  non- 

Argentines  —  incoming  programs 
sponsored  by  foreign  governments, 
out-going  news  shows  by  foreign 
correspondents  —  seemed  definitely 
and  permanently  on  here  this  week, 
with  only  the  United  States  Infor- mation  Service  out  of  scores  of 

would-be  users  of  local  facilities 
permitted  to  operate. 

Sources  close  to  the  Casa  Rosada, 
Argentina's  pink  "white  house," believe  that  if  President-General 
Peron  nurses  the  country  through 
to  national  elections  on  Nov.  11  and 
wins  a  second  term  in  the  balloting, 
he  may  incline  to  more  liberal  treat- ment thereafter. 

Similar  hopes  have  been  ex- 
pressed in  the  past,  however,  and 

there  is  nothing  in  the  current  cam- 
paigning for  the  elections  to  indi- cate a  return  to  normal  democratic 

standards:  Opposition  forces  are 
rationed  as  to  public  electioneering 
meetings,  cannot  buy  so  much  as  a 
minute  of  radio  time,  are  able  to 
present  their  views  in  only  a  hand- 

ful of  papers  as  a  result  of  the 

closing  of  most  anti-Peron  organs 
by  government  forces,  and  are  even 
restricted  in  billboard  propaganda 
because  they  cannot  get  sufficient 
paper  stocks  for  posters  from  gov- ernment-controlled supplies. 

Present  restrictions  date  from 
early  February  and  March.  Earlier 
prohibitions  against  broadcasts  by 
foreign  correspondents  had  been 
lifted  in  February  in  order  to  per- 

mit newscasts  dealing  with  the  Pan- 
American  Olympic  games.  The 
sports  events  coincided,  however, 
with  the  trumped-up  strike  against 
the  once-great  morning  paper  La 
Prensa  and  the  gun  battle  in  which 
pro-Peron  labor  forces  shot  a  print- 

er to  death  when  the  paper's  staff tried  to  force  picket  lines.  Last 
broadcast  on  general  news  to  get 

out  of  Argentina,  so  far  as  is 
known,  was  one  (for  ABC)  for 
which  an  ordinary  French  tele- 

phone set  was  used  from  a  studio 
improvised  out  of  rugs  and  blankets 
on  a  living-room  floor. The  clamps  were  tightened  in 
March  after  BBC  had  short-waved 
a  program  for  retransmission  over 
long  wave  for  domestic  Argentine 
listeners  which  criticized  Peron 
sharply  for  his  handling  of  the  case 
of  La  Prensa.  Next  day  all  pro- 

grams under  similar  foreign  spon- 
sorship, including  two  United 

States  Information  Service  news- 
and-comment  shows  and  others  put 
on  by  such  South  American  neigh- bors as  Venezuela  and  Peru  were 
cut  off  the  air.  The  measure  was 
ostensibly  taken  by  individual  sta- tions, with  the  government  denying 
intervention. 

A  new  amendment  to  the  "Man- ual de  Instruccionies  para  las  Es- 
taciones  de  Radiodifusion"  (In- struction Manual  for  Radio  Broad- 

casting Stations)  issued  by  the 
Ministry  of  Communications  says, 
however,  that  before  Argentine 
stations  sell  time  for  programs 
sponsored  by  foreign  governments 
or  institutions,  "they  shall  require 
guarantees  of  reciprocity — amount of  time,  program  hours,  costs,  etc. 
— in  the  country  concerned." BBC  Ban  Remains 

After  the  American  Embassy,  to 
which  USIS  is  attached,  had  taken 
a  hand,  the  American  shows  were 
reinstated.  BBC  and  others  are 
still  off  the  air,  however. 

The  case  was  similar  to  that  over 
which  the  U.S.  Embassy  protested 
to  the  Argentine  Foreign  Office  two 
years  ago.  Argentina's  reply  in 
that  instance  asserted  that  "broad- 

casting is  a  private  industry,"  de- spite evidence  of  Banco  de  la  Na- 
cion  annual  reports  for  1947  and 
1948  which  shows  the  purchase  of 
every  station  in  the  country  by  the 
government  or  top-level  officials. 

Prohibitions  against  newscasts 
by  foreign  correspondents  for  re- transmission in  their  home  coun- 

tries was  reinforced  at  the  same 
time.  The  Ministry  of  Communica- tions insists  that  it  has  issued  no 
directive  to  stations  to  refuse  studio 
and  microphone  facilities  to  foreign 
reporters,  but  the  text  of  the  order 
posted  in  each  station  is  identical. 
The  Ministry  insists  that  it  would 
be  glad  to  have  anyone  broadcast 
from  Argentina,  but  has  refused  to 
authorize  use  of  one  recording  stu- 

dio which  has  the  proper  tie-lines to  international  voice  circuits  for 
newscasts. 

UNDER  FIRM  CONTROL  of  Evita  Peron,  television  goes  on 
the  air  in  Buenos  Aires  to  celebrate  the  anni- 

versary of  the  counter-revolution  that  swept 
her  husband  out  of  jail  and  on  his  way  toward 

iron-fisted  rule  of  Argentina.  The  new  TV  sta- 
tion, like  Argentinan  radio,  will  be  exclusively 

reserved  for  pro-Peron  campaigning  in  his Mr.  Clark 
rigged  bid  for  reelection  Nov.  1 1 .  This  re- 

port from  our  special  correspondent,  Herbert  M.  Clark, 
shows  how  broadcasting  can  be  corrupted  by  a  strong  man. 
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SECURITY  ORDER
  Opposition  Still  Mounts 

INDICATION  that  broadcasters 
and  telecasters  are  disturbed  over 
President  Truman's  mandate  ex- 

tending military  security  to  all  fed- 
eral agencies  continued  to  appear 

as  two  NARTB  districts  adopted 
strong  resolutions  protesting  the 
order. 

The  two  districts,  14  (Mountain) 
and  17  (Northwest),  also  were  con- 

cerned over  news  conference  state- 
ments by  the  President  which  called 

on  broadcasters  and  publishers  to 
exercise  voluntary  censorship  [B  • 
T,  Oct.  8]. 

District  17,  meeting  at  Spokane, 
Wash.,  endorsed  the  opposition  of 
the  newspaper  industry  to  the  new 
rules  (District  17  story  page  32). 

Destruction  of  basic  American 
freedoms  is  feared  in  view  of  the 
fact  that  no  official  safeguards  have 
been  set  up  to  prevent  bureau- 

crats from  becoming  individual  and 
all-powerful  censors. 

On  Capitol  Hill  Republican  leg- islators continued  to  condemn  the 
Presidential  mandate.  Forty-four 
of  the  46  Republican  Senators  de- 

nounced the  order  and  signed  a 
manifesto  calling  it  "a  new  and dangerous  departure  in  American 
history." 

The  manifesto  pledged  its 
signers  "to  rally  to  the  defense  of any  person  against  whom  reprisals 
are  directed  as  a  result  of  the 
exercise  of  his  Constitutional  right 
of  freedom  of  speech." Secretary  of  Commerce  Charles 
Sawyer  last  Tuesday  called  on  pub- 

lishers to  adopt  a  voluntary  secur- 
ity code  to  prevent  vital  defense 

information  from  reaching  poten- 
tial enemies.  Traditional  freedom 

of  the  press  "does  not  mean  free- dom to  print  everything  we  know 
or  can  find  out,"  he  told  the  Poor Richard  Club  in  Philadelphia. 

Advocates  Self-Censorship 
While  advocating  a  self-censor- 

ing system  for  the  newspaper  in- 
dustry, Mr.  Sawyer  declared  there 

have  been  "emotional  outbursts" 
about  the  President's  order  designed to  bring  about  uniform  security 
practices  in  government  agencies 
[B  •  T,  Oct.  8,  1]. 

Secretary  Sawyer  envisioned  "a 
changing  panel"  of  publishers  and top-ranking  government  officials 
to  consider  national  security  mat- 

ters. He  felt  this  "would  alleviate 
fear  on  the  part  of  the  press  that 
anything  unreasonable  is  being 
done.  I  would  like  to  see  responsi- 

bility assumed  by  the  press  on  what 
should  and  what  should  not  be  pub- 

lished. If  they  don't,  then  maybe the  government  should  go  ahead 
with  the  plan." 

He  did  not  support  a  plan  to  form 
a  separate  government  informa- 

tional agency,  contending  "there are  too  many  publicity  men  in  the 
government  now." 

Walter  J.  Mahoney,  New  York 
State    senator,    chairman    of  the 
BROADCASTING  • 

State  Senate  Finance  Committee, 
attacked  the  Truman  security  order. 
He  said,  "A  national  government, long  riddled  by  the  subtle  activities 
of  communists  and  their  allies, 
daily  sinking  more  and  more  to  the 
degrading  standards  of  British 
socialism,  is  to  be  suspect  when 
its  entrenched  leader  urges  a  sys- 

tem of  newspaper  censorship  of 
governmental  affairs." 

Charges  Data  Gone 
He  charged  the  President  "has discovered  that  the  anti-American 

termites  in  his  Administration  al- 
ready have  given  away  95%  of  the 

so-called  top  security  information." Arthur  Krock,  writing  in  the 
New  York  Times,  said  the  Presi- 

dent's Oct.  4  observations  "have 
created  a  mystery."  He  said  that 
while  repudiating  "the  wish  to  im- 

pose censorship  in  any  form,  in- 

cluding the  'voluntary'  kind,  the burden  of  his  remarks  was  that  the 
press  and  radio  should  act  as  vol- 

untary censors  of  his  own  Admin- 

istration." Ernest  B.  Vaccaro,  Associated 
Press  White  House  reporter,  said 
Washington  newsmen  are  now  con- 

fronted by  a  greatly  expanded  cen- 
sorship at  the  source  of  government 

news  along  with  a  lack  of  a  com- 
plete system  to  make  it  work,  and 

an  absence  of  specific  guides  for 
security  officers  to  follow  in  saying 
what  news  should  be  withheld. 

Mr.  Vaccaro  observed  that  the 
President,  while  saying  he  was  not 
asking  the  press  and  radio  to  im- 

pose voluntary  censorship,  at  the 
same  time  called  on  them  to  use 
good  judgment  for  the  safety  of 
the  United  States. 

EDWARD  R.  MURROW,  CBS  com- 
mentator (r),  gsts  some  opinions  from 

Aluminum  Co.  of  America  officials 
at  WNOX  Knoxville,  Tenn.,  where 
the  commentator  broadcast  reports 
from  the  Governors  Conference  in 
nearby  Gatlinburg.  WNOX  gave  a 
party  in  Mr.  Murrow's  honor,  attend- ed by  135  Tennessee  business  and 
industrial  leaders.  Officials  are  R. 
M.  Ferry,  Tennessee  manager,  ALCOA 
(I),  and  A.  D.  Huddleston,  regional 
manager  for  ALCOA  public  relations. 

for  emergency  purposes. 
He  will  work  with  personnel  of 

the  National  Security  Resources 
Board,  which  is  charged  with  long- 
range  mobilization  planning  and 
particularly  censorship  and  war- time activities. 

Mr.  Pratt  assumed  his  duties  this 
past  week  and  is  in  the  process  of 
gathering  a  professional  staff.  He 
will  headquarter  in  Room  4  of  the 
old  State  Dept.  Bldg.,  which  now 
houses  the  NSRB.  His  appoint- 

ment was  not  subject  to  Senate 
confirmation.  It  stems  from  a  set 
of  recommendations  laid  out  by  the 
now-defunct  President's  Temporary Communications  Policy  Board  under 
the  chairmanship  of  Dr.  Irvin 
Stewart,  former  FCC  Commis- 

sioner and  president  of  the  U.  of 
West  Virginia  [B  •  T,  March  12]. 

Will  Have  Small  Staff 
The  common  carrier  executive, 

who  has  an  outstanding  back- 
ground in  engineering  and  science, 

as  well  as  in  international  radio 
conferences,  expects  to  function 
with  a  small  professional  and  sec- retarial staff. 
Already  set  to  assist  Mr.  Pratt — though  not  officially  designated 

with  titles — are  Fred  C.  Alexander 
and  William  E.  Plummer,  both  of 
whom  collaborated  with  the  Stew- 

art committee  on  its  report. 
Mr.  Alexander  organized  and  di- 

rected the  technical  studies  lead- 
ing up  to  the  report,  especially  on 

frequency  utilization. 
Mr.  Plummer  had  been  with 

Glenn  D.  Gillett  &  Assoc.,  Wash- 
ington consulting  radio  engineer- 

ing firm,  until  early  this  year  when 
he  left  to  assist  the  communications 
board  as  a  senior  member.  He  had 
been  with  the  firm  from  1933  to 
1941,  served  with  the  U.  S.  Army 
and  returned  to  Gillett  where  he 
was  named  a  partner  in  April  1946. 
After  his  work  with  the  Stewart 
group,  he  was  assigned  to  classi- fied work  for  the  U.  S.  government. 
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PRATT  TAKES  POST  *SSlSt HARADEN  PRATT,  60  year-old  vice  president  of  American  Cable  & 
Radio  Corp.,  last  Friday  was  sworn  in  as  telecommunications  advisor  to 
the  President  24  hours  after  resigning  his  post  with  the  IT&T  subsidiary. 

Earlier,  President  Truman  had  issued  an  executive  order  formalizing 
the  appointment  of  the  communica-  *  tions  executive,  which  the  White 
House  announced  last  August  [B  • 
T,  Aug.  6]. 

Swearing-in  ceremonies  were  to 
be  presided  over  by  Matthew  J. 
Connelly,  Presidential  assistant. 
Mr.  Pratt  will  serve  with  an  annual 
compensation  of  $15,000  under  the 
jurisdiction  of  the  Executive  Office 
of  the  President. 

To  Aid  President 
According  to  the  executive  order, 

issued  by  Mr.  Truman  last  Tuesday, 
Mr.  Pratt  "shall  assist  and  advise 
the  President"  on  these  and  other telecommunications  functions  which 
the  Chief  Executive  may  designate : 
£  Coordinating  development  of 

telecommunications  "policies  and 
standards  applying  to  the  Executive 
Branch  of  the  government." 
#  Assuring  "high  standards  of 

telecommunications  management" within  that  branch. 
9  Coordinating  development  by 

several  agencies  of  executive  tele- 
communications plans  and  pro- 

grams "designed  to  assure  maxi- mum security  to  the  U.  S.  in  time 
of  national  emergency  with  a  mini- mum interference  to  continuing 
non-governmental  requirements." %  Assigning  radio  frequencies 
to  government  agencies  under  Sec. 
305  of  the  Federal  Communications 
Act  (as  amended),  and  "establish- 

ing policies  and  procedures  govern- 
ing such  assignments  and  their  con- 

tinued use." %  Developing  U.  S.  government 
frequency  requirements. 

Of  prime  importance  to  broad- 
casters, underlying  the  appoint- 

ment of  Mr.  Pratt,  is  the  potential- 
ity of  the  government  restoring 

valuable  spectrum  space  to  the  ra- 

dio-television industry  and  other 
non-government  users. 

There  have  been  complaints,  in 
recent  years,  that  the  allocation 
of  frequencies  as  between  govern- ment and  civilian  interests  has  not 
been  equitable.  One  of  the  storm 
centers  of  this  controversy  is  the 
government's  Interdepartment  Ra- dio Advisory  Committee  (IRAC). 

Of  its  role,  the  executive  order 
states : 
"[IRAC]  shall  report  to  and 

assist  the  telecommunications  ad- 
visor in  the  performance  of  his 

functions  as  he  may  request." 
With  respect  to  others,  Mr.  Pratt 

"shall,  to  the  maximum  extent 
feasible,  perform  his  functions  with 
the  aid,  or  through  the  facilities,  of 
appropriate  departments  and  agen- 

cies of  the  government."  He  is 
delegated  to  "establish  such  inter- agency committees  and  working 
groi'ps"  composed  of  their  repre- 

sentatives, and  "consult"  with  them. 
"Nothing  in  this  order  shall  be 

deemed  to  impair  any  existing 
authority  or  jurisdiction"  of  the 
FCC,  the  President  stated.  "The telecommunications  advisor  shall 
cooperate"  with  FCC  on  "problems 
of  mutual  concern." Relate  to  Sec.  305 

Specifically,  these  "problems" relate  to  Sec.  305  of  the  Communi- 
cations Act — authorizing  the  Presi- 

dent to  assign  radio  frequencies  to 
government  stations  without  regard 
to  FCC's  licensing  regulations — 
and  Sec.  606- — empowering  him  to 
commandeer  civilian  telecommuni- 

cations facilities  (radio  and  wire) 
Telecasting 



GAMBLING  DATA 

EXECUTIVES  chatting  at  the  Columbia  Affiliates  Advisory  Board  meeting  in 
New  York  fortnight  ago  at  which  I.  R.  Lounsberry,  president  and  general 
manager,  WGR  Buffalo,  was  re-elected  chairman,  and  Richard  Borel,  general 
manager,  WBNS  Columbus,  Ohio,  named  secretary,  are  (I  to  r):  Frank  Stan- 

ton, CBS  president;  Mr.  Lounsberry;  Howard  S.  Meighan,  president,  CBS 
Radio  Div.;  and  Mr.  Borel. 

COMR.  HENNOCK 
Action  Seen  Deferred 

1868     Albert  <g.  matt  1951 

Reports  on  Bills  Issued 
TIME  ELEMENT  in  the  Senate 
bill  which  would  prohibit  interstate 
radio  transmission  of  gambling  in- formation before  a  contest  is  held 
was  put  there  to  avoid  legal  or  Con- 

stitutional entanglements. 
That's  what  the  Senate  Interstate 

&  Foreign  Commerce  Committee 
said  last  week  in  releasing  its  re- 

port on  the  measure  (S  2116),  one 
of  four  anti-gambling  bills  it  has 
cleared  for  Senate  action  [B  •  T, 
Oct.  1]. 

However,  radio  or  TV  pickup  of 
an  event  after  it  gets  underway 
would  be  permitted  under  S  2116. 
In  its  report,  the  committee 

pointed  out  that  FCC  in  its  original 
proposal,  placed  before  Congress 
last  year,  asked  for  an  outright 
ban — which,  "absolutely  and  per- manently prohibited  the  interstate 
transmission  or  reception  of  wag- 

ers, bets  or  odds  on  horse  races  .  .  ." Purpose  of  S  2116,  the  only  one 
of  the  four  bills  authored  by  Sen. 
Ed  C.  Johnson  (D-Col.),  chairman 
of  the  Senate  Commerce  group, 
was  outlined  by  the  committee.  The 
other  bills  were  drawn  up  by  the 
Senate  Crime  Investigating  Com- mittee. 

The  bill,  the  committee  said,  is 
designed  to  "aid  the  respective 
states  in  coping  with  off-track 
horse  and  dog-race  betting  carried 
on  illegally  by  bookmakers  by  deny- 

ing or  hampering  the  use  of  inter- state communications  facilities  to 
furnish  information  and  news  es- 

sential to  such  operations." The  measure  would  achieve  this 
by  providing  a  year's  imprisonment or  a  $1,000  fine  or  both  for  viola- 

tors, the  committee  said. 
Explaining  further,  the  commit- tee said  the  bill  bars  transmission 

of  "bets,  wagers,  scratches,  jockey changes,  weights,  probable  winners, 
betting  odds,  and  changes  in  the 
betting  odds"  before  a  race  starts, but  may  be  sent  as  soon  as  the 
race  starts. 

The  other  bills  (S  1563,  S  1654 
and  S  1624)  respectively  concern 
the  licensing  of  wire  services,  send- 

ing information  obtained  without 
consent  of  person  conducting  the 
sporting  event,  and  the  broadcast  of 
gambling  information  "knowingly" by  a  licensee  or  a  person  over  a 
licensed  broadcast  station.  All 
three  bills  have  been  explained  by 
the  crime  committee  in  the  past 
[B  •  T,  Oct.  1,  Sept.  24,  June  18, 
11,  4]. 

Tigers  Name  Patrick 
VAN.  PATRICK,  sports  director  of 
WJR  Detroit,  will  broadcast  De- 

troit Tigers  baseball  games  on  both 
radio  and  TV  during  1952,  it  was 
announced  last  week  by  Charles  L. 
Gehringer,  vice  president  and  gen- 

eral manager  of  the  Detroit  Base- 
ball Co.  Under  the  club's  new 

management,  Mr.  Patrick  will  be 
employed  by  the  Tigers  rather  than 
by  the  sponsor. 

ALBERT  G.  WADE,  82,  founder 
of  Wade  Adv.  Agency  which  oper- 

ated under  that  name  in  Chicago 
42  years,  died  at  his  home  in  White 
Pigeon,  Mich.,  last  Wednesday. 
Services  were  to  take  place  there Saturday. 
Mr.  Wade  was  sole  owner  of 

Wade  Advertising  from  1909  until 
March  of  this  year,  when  the  com- 

pany was  reorganized  under  the 
name  of  Geoffrey  Wade  Advertis- ing and  his  grandson,  Albert  G.  II, 
assumed  control. 

The  elder  Mr.  Wade  was  born  in 
Leeds,  England,  Oct.  31,  1868  and 
came  to  this  country,  with  his 
parents  and  brother,  to  Mongo, 
Ind.,  when  he  was  12.  A  year  later 
they  moved  to  White  Pigeon. 

Entered  Advertising  in  1902 
Mr.  Wade  was  married  to  the 

former  Claudia  Weatherwax  in 
1889  and  a  year  later  moved  to 
Elkhart,  Ind.  where  he  was  sub- 

sequently employed  by  the  Elkhart 
Truth  newspaper  and  Miles  Labs., 
which  later  became  his  biggest  ac- 

count. He  entered  the  advertising 
business  in  1902  with  N.  W.  Ayer 
and  Son,  Philadelphia,  where  he 
prepared  copy  in  early  campaigns 
for  such  clients  as  National  Biscuit 
Co.,  American  Tobacco,  Diamond 
Crystal  salt,  Ferry  seeds,  Karo 
Corn  syrup,  Ponds  Extract,  Resi- 
nol  Soap,  Dixon  Pencils,  Diamond Matches. 

In  August  1909  he  organized  his 
awn  company,  Wade  Advertising 
Agency.  Among  his  clients  were 
Miles  Labs.,  Murphy  Products  Co. 
(livestock,  poultry  feeds),  Encyclo- 

paedia Britannica,  and  Brown 
Fence  and  Wire. 

Mr.  Wade  was  one  of  the  first 
agency  men  to  use  radio  on  a  na- tional advertising  scale,  and  for 
many  years  his  agency  was  among 
the  top  10  in  radio  business. 

He  and  his  wife  lived  25  years 
in  suburban  Oak  Park. 

In  1935  he  retired  from  daily 

activity  at  the  agency  and  re- turned with  his  wife  to  White 
Pigeon,  where  they  owned  two  near- 

by farms.  He  was  a  member  of 
the  Presbyterian  Church  there,  an 
elder  and  a  member  of  the  board. 
For  a  time  he  was  the  main  stock- 

holder and  board  chairman  of  the 
Illinois  Bottled  Gas  Co.,  dealing 
in  gas  and  portable  tanks  to  be 
used  beyond  the  limits  of  gas mains.  He  sold  it  later. 

Mr.  Wade  was  a  32nd  Degree 
Free  Mason,  a  Knight  Templar 
and  a  Shriner,  a  member  of  the 
Order  of  the  Eastern  Star,  The 
Grange  and  the  White  Pigeon 
businessmen's  club. 

He  is  survived  by  two  daughters, 
Mrs.  Lois  Nelson  and  Mrs.  Mary 
Niderman,  and  a  brother,  Arthur, 
along  with  his  wife.  His  son, 
Walter  Wade,  former  general  man- 

ager of  the  agency,  died  last  Janu- ary. 

GODFREY  GRANT 
Given  to  American  U. 

FINANCIAL  grant  by  Arthur 
Godfrey  of  CBS  Radio  and  Tele- 

vision will  be  used  to  augment 
academic  courses  in  aviation  with 
actual  flight  training  at  American 
U.,  Washington,  D.  C. 
The  Godfrey  Foundation  grant 

will  support  30  scholarships  for 
35  hours  flying  by  beginning  and 
advanced  students  enrolled  in  the 
university's  air  transportation  in- stitute. 

Announcement  of  the  grant  was 
made  Friday  at  a  luncheon  mark- 

ing the  60th  anniversary  of  the 
university's  first  public  subscrip- 

tion, which  resulted  in  the  college's founding  in  1893.  Mr.  Godfrey  and 
Richard  C.  Patterson  Jr.,  United 
States  minister  to  Switzerland, 
were  principal  speakers. 

HEARINGS  on  the  nomination  of 
FCC  Comr.  Frieda  B.  Hennock  to 
be  a  federal  judge  in  New  York's southern  district  were  slated  to 
draw  to  a  close  over  the  weekend, 
amid  these  developments: 
@  Senate  Judiciary  Committee 

Chairman  Pat  McCarran  (D-Nev.) 
announced  Thursday  that  this 
meeting  probably  would  be  the 
committee's  last. 
©  An  unidentified  member  of the  committee  said  action  by  the 

Judiciary  committee  might  be  de- ferred until  next  year  [B  •  T,  Oct. !]• 

@  Proponents  of  Miss  Hen- nock's  nomination,  all  of  them  from New  York,  testified  last  Thursday 
with  others  expected  to  appear  Oct. 
13  (last  Saturday). 

At  his  Thursday  news  conference 
President  Truman  was  asked  if  he 
planned  to  make  an  interim  ap- pointment in  view  of  the  delay  in 
consideration  of  Comr.  Hennock's confirmation.  The  President  replied 
that  he  would  take  the  matter  un- der consideration  when  the  time 
comes. 
Heard  Thursday  were  Judge 

Agnes  Craig  of  the  New  York 
Municipal  Court  in  the  Bronx; 
Jacob  L.  Holtzmann  of  the  New 
York  State  Board  of  Regents; 
Judge  Doris  I.  Byrns  of  the  New 
York  Court  of  Special  Sessions, 
and  David  Schenker,  New  York attorney. 

A  fortnight  ago,  hearings  were 
interrupted  because  of  an  illness 
suffered  by  Miss  Hennock.  How- 

ever, they  were  resumed  last Thursday. 
The  committee  refused  to  reveal 

last  week  whether  Miss  Hennock 
had  asked  to  take  the  stand  to 
testify  on  her  behalf.  Chairman 
McCarran  has  stated  that  she  may 
testify  if  she  so  wishes. 

Reports  circulated  in  the  press 
last  week  that  Judge  Robert  P. 
Patterson,  former  Secretary  of 
War,  had  withdrawn  his  approval 
of  Miss  Hennock's  judgeship  nom- ination. A  Capitol  source,  however, 
said  that  while  true,  the  with- 

drawal was  "nothing  new"  since the  action  dates  back  to  last 
August. The  emergence  of  such  reports 
was  hastened  by  the  clamp  of  se- 

crecy imposed  on  the  Hennock 
hearings  by  the  Judiciary  com- 

mittee, inciting  widespread  inter- est in  the  non-broadcast  field. 

Lou  Smith  Named 
LOU  SMITH,  sports  writer  for 
the  Cincinnati  Enquirer  and  com- 

mentator on  WCPO-AM-TV  Cin- 
cinnati, was  elected  president  of 

the  Baseball  Writers  Assn.  at  a 
meeting  held  in  New  York  during 
the  World  Series  last  week.  Mr. 
Smith  has  been  engaged,  in  radio- 
TV  and  sports  commentary  for  11 
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More  Samjzle&  foom  tke 

WHO 

Dear  Mr.  Shelley: 
I  received  a  copy  of  news  mention  of 

my  husband,  Marine  Lieutenant  Donald 
Houge's  survival  of  his  fourth  plane accident  as  reported  on  your  10:15  news 
broadcast  on  April  6th. 

I'm  sure  that  in  instituting  this  service from  your  station  you  fully  appreciate 
the  great  kindness  you  are  performing  to 
many  war-burdened  people. In  this  instance  I  had  three  days  of 
mental  anguish  trying  to  trace  a  report 
appearing  in  an  Omaha  paper  on  April 3rd.  And  to  this  date  I  have  never  had 
any  acknowledgment  of  a  wire  I  sent  to 
this  paper  requesting  information. 
There  are  times  when  civilian  re- 

serves, such  as  my  husband  was  up  to 
August  1,  1950,  have  occasion  to  feel 
embittered  by  the  turn  of  their  lives  and 
fortunes,  but  such  actions  as  this  from 
your  station  makes  things  much  easier 
to  face  knowing  that  there  are  persons concerned  with  the  welfare  of  affected 
families. 
Thank  you  for  your  kindness. Sincerely, 

Mrs.  Don  Houge 
Aberdeen,  S.  D. 

Editor's  Note:  Shortly  after  the  out- break of  the  Korean  War,  WHO  began 
making  copies  of  all  broadcast  news 
items  concerning  Iowa-Plus  personnel  in Korea.  We  mail  these  copies  to  the 
Postmaster  in  the  serviceman's  home 
toivn  with  the  request  that  they  be  de- livered to  his  nearest  relatives. 

Dear  Mr.  Loyet: 
Please  accept  the  thanks  of  the  Na- tional Safety  Council  for  the  cooperation 

of  your  station  and  Messrs.  Kenneth 
Gfeller,  Del  Donahoo,  and  Jack  Ker- 

rigan in  connection  with  a  "Green  Cross 
Song  Festival"  broadcast  from  your  city on  April  21. 
The  National  Safety  Council  has  long 

since  learned  that  it  can  depend  upon 
WHO  for  full-hearted  public  interest 
support  of  its  nation-wide  campaign  to prevent  accidents.  Your  cooperation  in connection  with  the  Festival  series  is 
just  another  example  of  this  continuing 
service  to  safety. 

Very  truly  yours, 
Ned  H.  Dearborn 

President 
National  Safety  Council Chicago 

Dear  Sir  : 
I  appreciate  your  8 :00  a.m.  Weather 

Report.  Believe  it  is  best  report  on  air. 
A  real  help  to  farmers.  Keep  it  on  the 

Gentlemen : 
On  behalf  of  the  local  American  Le- 

gion post  and  all  posts  in  Greene  County, we  wish  to  extend  to  all  concerned  our 
thanks  and  appreciation  for  the  an- nouncing of  our  meeting  postponed.  We 
realize  how  powerful  you  are  and  the value  of  time  allowed  for  us. 
We  received  great  results ;  only  two 

families  showed  up  out  of  a  possible  500. 
Very  truly  yours, 

Bill  Pearce 
County  Commander United  Food  Markets 

Jefferson,  Iowa 

Dear  Mr.  Shelley: 
The  Overseas  Affairs  Branch,  Depart- ment of  the  Army,  is  very  appreciative 

of  the  public  service  time  given  by  your 
station  in  aiding  our  recruitment  of civilians  for  overseas  service. 

Please  accept  my  personal  thanks  and 
that  of  the  Department  for  your  co- operation and  assistance. Sincerely  yours, 

John  H.  Plattenburg 
Representative Overseas  Affairs  Branch 

Department  of  the  Army Civilian  Personnel  Division Chicago 

To  the  News  Staff  of  Radio  WHO : 
Just  a  few  lines  of  "fan  mail"  in  ap- preciation of  the  way  the  news  men  at 

WHO  compile  and  present  the  news. 
We  are  a  farm  family,  and  having  little 
time  to  read  much  in  the  summer 
months,  especially,  we  really  enjoy  the 
concise  accounts  of  the  news,  and  try  to 
hear  the  7:30  a.m.  and  12:30  p.m. 
periods,  particularly. 
Somehow,  you  have  a  secret  for  in- jecting into  the  news  a  live  spark  that 

makes  the  news  so  meaningful  and 
easily  understood.  We  have  often 
agreed  that  the  same  news  heard  within 
the  hour  on  other  broadcasts  (other 
stations)  just  doesn't  sound  like  the same  news — and  often  sounds  as  if  the 
newsmen  were  bored,  or  tired  of  reading. 
On  one  of  Jack  Shelley's  noon  broad- casts, he  stopped  midway  to  say,  "Now, Clay  Rusk" — Our  3  year  old,  Glenn,  who was  sitting  at  the  dinner  table  and  who has  often  been  cautioned  about  playing 

too  hard  and  rough,  reached  over  and 
patted  his  mother's  shoulder  and  said, 
"Mom,  the  man  said  'Now,  play  rough  !'  " Our  thanks  again. 

Regular  listeners, 
Mr.  &  Mrs.  Ralph  Schultz 

Kiron,  Iowa 

Wayland, 

Yours  truly, 
John  C.  Cameron 

/ew  professional  advertising  men,  we  suppose,  have 
ever  written  a  personal  letter  to  a  radio  station.  There- 

fore it  may  be  difficult  for  you  to  realize  why  WHO 

gets  mailbags  of  personal  letters — to  understand  the 
feelings  of  friendship  and  inter-dependence  that  exist 
between  WHO  and  its  listeners.  .  .  . 

Read  these  few  typical  letters,  and  we  believe  you'll  get 
some  new  ideas  of  what  WHO  means  in  Iowa  Plus  — 
what  WHO  can  mean  to  advertisers,  too.  .  .  . 

WIHI© 

*for  Iowa  PLUS  + 
Des  Moines  .  .  .  50,000  Watts 

Col.  B.  J.  Palmer,  President 
P.  A.  Loyet,  Resident  Manager 
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NARTB  DIST.  15    
Wamed  °f  |nr°qds  °n  Rqdi° 

(Also  see  stories  District  17,  page 
46;  District  14,  page  90.) 

RADIO  must  stop  being  "a  sitting 
duck"  for  competitors  and  buyers who  want  to  break  its  rate  struc- 

ture, NARTB  District  15  broad- 
casters were  told  Thursday  as  their 

annual  meeting  opened  at  the  Clift 
Hotel,  San  Francisco. 

Glenn  Shaw,  KLX  Oakland,  pre- 
siding as  district  director,  called 

on  broadcasters  "to  keep  radio 
healthy"  and  to  go  after  their share  of  the  advertising  dollar.  Mr. 
Shaw  reviewed  problems  confront- 

ing the  industry,  including  rate 
reduction  and  inter-media  compe- tition. 
NARTB  President  Harold  E. 

Fellows  addressed  the  delegates  on 
NARTB  and  industry  problems. 
He  conducted  a  question-answer session. 

District  15  delegates  took  up  a 
number  of  problems,  including  free 
time  applications  by  pseudo  pub- 

lic service  groups.  Broadcasters 
showed  interest  in  the  spreading 
movement  to  form  cooperative 
radio  station  groups  for  local  pro- motion of  the  medium. 

Robert  K.  Richards,  NARTB 
public  affairs  director,  described 
the  new  administrative  procedure 
at  association  headquarters.  He 
discussed  the  sales  and  program 
potentialities  of  news  broadcast- 

ing, with  emphasis  on  improved 
coverage  of  local  and  regional 
events. 

Richard  P.  Doherty,  NARTB 
employe-employer  relations  direc- 

tor, conducted  a  clinic  on  sound 
management  practices  and  operat- 

ing costs.  Case  histories  of  effi- cient staffs  were  cited. 
Col.  James  Notestein,  chief  of 

the  information  section,  Sixth 
Army  Headquarters,  Presidio,  San 
Francisco,  discussed  the  role  of  the 
armed  forces  in  radio  and  televi- 

sion. He  thanked  broadcasters  for 
their  "fine  cooperation"  and  said 
the  Army  would  make  available  all 
information  not  impinging  on  na- 

tional security. 
Can't  Take  Sides 

If  the  NARTB  took  an  official 
position  on  such  matters  as  the 
clear  channel  issue,  involving  seg- 

ment against  segment  in  the  in- 
dustry, it  would  "be  out  of  business 

in  three  years,"  in  the  opinion  of Mr.  Fellows. 
Asked  by  Paul  Bartlett,  KFRE 

Fresno,  what  the  NARTB  position 
was  on  the  North  American  Region- 

al Broadcasting  Agreement,  Mr. 
Fellows  told  the  15th  District  meet- 

ing in  San  Francisco  last  Thursday 
that  the  NARTB  had  no  position 
on  this  matter.  He  pointed  out  that 
NARTB  has  had  observers  at 
NARBA  sessions,  but  that  the  as- 

sociation itself  took  no  side. 
Following  his  practice  of  forth- 

right  response   to   all  questions. 

Mr.  Fellows  reiterated  his  plan  to 
recommend  to  the  December  meet- 

ing of  the  board  that  a  basic  study 
be  undertaken  of  rate-making. 
Responding  to  John  C.  Cohan  of 
KSBW  Salinas,  he  said  NARTB 
could  do  nothing  directly  on  the 
question  of  network  rate  cuts, 
which  falls  in  the  £ategory  of  seg- 

ment against  segment.  These  are 
matters  for  individual  negotiation 
between  network  and  affiliates,  he 
said. 

Network  Encroachment 
Pressed  by  Mr.  Cohan  on  net- 

work rate  activities,  Mr.  Fellows 
said  it  was  his  personal  view  that 
networks  should  not  encroach  upon 
the  national  spot  field. 

Declaring  the  industry  needs  a 
"standard  measurement  yardstick," Mr.  Fellows  added,  however,  that  it 
could  not  endorse  any  methods, 
notably  at  this  time. 

In  one  of  the  most  spirited  ques- 
tion-answer sessions  of  the  "Flea 

Circus"  swing  thus  far,  Mr.  Fellows 
was  tossed  a  wide  range  of  ques- 

tions covering  almost  every  facet 
of  station  operation.  He  agreed 
that  the  networks  should  "get  back 
on  the  track"  in  support  of  AM and  alluded  to  studies  now  being 
made,  in  which  the  networks  are 
footing  the  bill. 

At  a  regional  business  session, 
Director  Shaw  raised  the  question 
of  free  time  applications  by  pseudo- 
public  service  organizations,.  A 
situation  raised  involved  the  Cali- 

fornia Institute  of  Social  Welfare, 
opposing  free  time  to  the  Cali- 

fornia State  Chamber  of  Commerce, 
local  chambers  and  other  private 
groups  "receiving  tax  monies." George  McLain,  chairman  of  the 
institute,  asked  that  if  they  are 
given  time,  then  his  organization 
should  be  accorded  the  same  privi- 

lege. No  action  was  taken.  Each 
licensee  must  make  his  own  de- 

termination, it  was  concluded. 
Spirited  discussion  animated  con- 

sideration of  the  state  legislature's action  in  precluding  radio  and  tele- 
vision from  picking  up  of  the  newly- 

created  California  Crime  Commis- 
sion hearings.  The  District  did 

not  vote  to  protest  at  this  time. 
While  opposition  had  been  regis- 

tered at  the  time  of  the  bill's  intro- duction, John  Hamlyn,  McClatchy 
Broadcasting  Co.,  pointed  out  that 
it  was  concluded  to  forego  action 
that  might  thwart  passage  of  the 
bill.  Steps  are  contemplated  later, 
it  was  indicated. 

Cooperative  Promotion 
On  the  matter  of  cooperative 

radio  promotion,  William  B.  Ryan, 
president  of  BAB,  said  his  organi- 

zation is  moving  in  three  directions 
in  that  sphere.  He  said  he  had 
been  notified  by  telegram  that  NBC 
Thesaurus  is  sending  copies  of  the 
transcription  "Where-Ever  You  Go There's  Radio"  to  all  stations. 

Resolutions  committee,  appointed 
by  Director  Shaw,  is  headed  by  Paul 
Bartlett,  KFRE  Fresno;  Philip  G. 
Lasky,  KSFO-KPIX  (TV)  San 
Francisco;  Art  Westlund,  KRE 
Berkeley,  and  Sheldon  Anderson, 
KCOK  Tulare. 

upcoming 

D.  J.  'PROBE' 

Requested  of  FCC 
In  Complaint 

AN  ALLEGED  feud  between  WMCA  New  York's  nighttime  disc  jockey, Barry  Gray,  and  a  Greenwich,  Conn.,  newspaper  editor,  reached  the 
sensitive  ear  of  a  Congressman  last  week. 

The  dispute  was  revealed  when  Rep.  Albert  P.  Morano  (R-Conn.)  sent 
a  stinging  letter  to  FCC  Chairman   , 
Wayne  Coy  last  Wednesday  asking 
for  a  disc  jockey  investigation. 

Outlining  the  situation,  brought 
to  a  head  by  a  letter  he  received 
from  Bernie  Yudain,  managing  edi- 

tor of  the  Greenwich  Time,  Rep. 
Morano  said  he  asked  the  inquiry 
"into  the  situation  wherein  Mr. 
Barry  Gray  and  other  record  com- 

mentators are  allowed  free  reign 
to  discuss  not  only  the  innocuous 
subject  of  music  but  delve  into  po- 

litical harangues  and  personal  at- 
tacks on  individuals." 

According  to  Rep.  Morano  the 
microphone  masters  of  ceremonies 
"speak  out  on  affairs  of  every  de- 

scription without  adequate  moni- 
toring or  recording,  with  apparently 

no  check  or  regulation,  as  is  im- 
posed upon  regular  and  legitimate commentators  on  the  air. 

"Certainly  freedom  of  speech does  not  include  freedom  to  malign 
individuals  over  the  public  airways 
without  any  record  or  transcript— 
with  no  containing  authority  exer- 

cised to  insure  good  taste  and  ab- 
sence of  malevolent  rancor." 

In  his  letter  to  the  Congressman, 
Mr.  Yudain  complained  that  after 
the  alleged  "vicious  attack  on  me 
personally"  by  Mr.  Gray,  he  phoned the  station  but  was  told  there  was 
no  script  available. 

His  questions,  Mr.  Yudain  said, 
are  "What  is  the  broadcaster's  re- 

sponsibility? What  is  the  station's 
responsibility?" Questioned  about  the  exchange, 
Sidney  Yudain,  who  is  an  aide  in 
Rep.  Morano's  office  and  also  the 
editor's  brother,  said  he  had  noth- 

ing to  do  with  his  brother's  com- 
plaint. He  also  explained  more  about  the 
incident  which  led  to  the  feud. 
According  to  Sidney  Yudain,  his 
brother  had  written  a  column  at- 

tacking government  sponsorship  of 
recruiting  programs  on  the  air  (see 
story,  page  25),  "arousing  com- 

ment including  that  of  Gray." 

NARTB  DISTRICT  MEETINGS 
Dates  Dist.   Hotel  City 
Oct. 15-16    16  Beverly 

Hills  Hot 
25-26     6   St.  Charles  New 29-30    13    Shamrock  Houston 
Nov. 1-2  5  Soreno  St.  Petersburg 8-9  7  Seelbach  Louisville 12-13  3  William  Penn  Pittsburgh 15-16  1  Somerset  Boston 

Oct.  15-19:  Society  of  Motion  Picture &  Television  Engineers  Convention, 
Hollywood  Roosevelt  Hotel,  Holly- wood. Oct.  18-19:  North  Carolina  Assn.  of Broadcasters,  Fall  Meeting,  Battery Park  Hotel,  Asheville,  N.  C. 

Oct.  18-20:  A  AAA  Pacific  Council  An- nual Meeting.  Hotel  del  Coronado, Coronado,  Calif. 
Oct.  19:  NARTB  TV  Members  Meet- ing, Stevens  Hotel,  Chicago. Oct.  19:  Eighth  Annual  Advertising  and Sales  Promotion  Conference,  Ohio 

State  U.,  Columbus. Oct.  19-20:  Fifth  District  Meeting,  Adv. Federation  of  America,  Fort  Hayes 
Hotel,  Columbus,  Ohio. Oct.  22-24:  National  Electronics  Confer- ference  and  Exhibition,  Edgewater Beach  Hotel,  Chicago. 

Oct.  22-26:  AIEE  Fall  General  Meeting, Hotel  Cleveland,  Cleveland. 

WKBZ  SALE 
Shawd  Buys  for  $150,000 

NAME  famous  in  broadcasting 
legal  annals  is  involved  in  a  sta- 

tion sale,  reported  last  week. 
Sale  of  WKBZ-AM-FM  Muske- 

gon, Mich.,  by  Grant  F.  Ashbacker to  Arch  Shawd  of  Detroit,  Mich., 
for  $150,000  has  been  filed  for  FCC 
approval.  Mr.  Shawd  over  the  past 
20  years  has  been  identified  with 
the  management  of  WTOL  Toledo 
and  WJR  Detroit,  among  other 
midwest  radio  stations. 

The  Ashbacker  case  is  widely 
quoted  in  radio  legal  circles.  It 
stems  from  a  1945  Supreme  Court 
decision  which  held  that  the  FCC 
could  not  deny  an  application  with- 

out a  hearing.  The  case  involved 
Mr.  Ashbacker's  application  in 1943  for  a  new  AM  station  in  Mus- 

kegon, which  was  denied  on  engi- 
neering grounds  while  a  competing 

application  for  the  same  facilities 
was  granted  without  hearing. 

WKYW  Lauds  WAVE 
ENDORSEMENT  of  the 
Kemper  survey  in  Louisville, 
showing  radio's  impact  in comparison  with  other  media 
[B  •  T,  Oct.  1],  was  given 
by  the  Kentucky  Assn.  of Broadcasters  at  its  recent 
meeting.  The  resolution  en- dorsing the  survey,  spon- 

sored by  WAVE  Louisville, 
was  introduced  by  S.  A.  Cis- 
ler,  vice  president  of  a WAVE  local  competitor, 
WKYW.  The  resolution  com- 

plimented WAVE  and  Dr. 
Raymond  Kemper  for  their contribution  to  the  effective 
use  of  radio. 
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Morning  and  Afternoon 

...Your  best  bet's  WJZ  ! 

6:00  Phil  Alampi 
6:30  Listen  to  Sheldon 
7:00  Don  Gardiner 
7:10   Weather  Report 
7:15  Listen  to  Sheldon 
7:45  Don  Gardiner 
8:00  Listen  to  Sheldon 
8:15  The  Fitzger aids 
8:55  Inside  News  from  Hollywood 
9:00  The  Breakfast  Club 
10:00  My  True  Story 
10:25  Edward  Arnold 
10:30  Betty  Crocker  Magazine 

of  the  Air 
10:45  Against  the  Storm 
11:00  Lone  Journey 
11:15  Wlien  a  Girl  Marries 
11:30  Break  the  Bank 
12:00  Jack  Berch 
12:15  Victor  H.  Lindlahr 
12.30  Herb  Sheldon 
1:00  Mary  Margaret  McBride 
2:00  J7fca  Chase 
2:30  Family  Circle 
3:30  Mary  Marlin 
3:45   T/ie  Strange  Romance 

of  Evelyn  Winters 
4:00  Valiant  Lady 
4:15  Marriage  for  Two 
4:30  Dean  Cameron 
5:00  Big  Jon  and  Sparkie 
5:30  Marfc  TraiZ 
5:55  Victor  Borge 

"It's  one  o'clock  . . .  and  here's 

Mary  Margaret! "  Famous  words  introducing 
radio's  most  famous  lady  —  Mary  Margaret 

McBride.  Millions  love  the  warmth  and  cordiality  of 
this  charming  and  gracious  lady  .  .  .  love  her  celebrated 

and  informative  program,  which  has  made  Mary  Margaret  the  greatest 
single  selling  force  in  the  history  of  advertising  and  marketing. 

WJZ  is  proud  of  Mary  Margaret .  .  .  proud  of  her  accomplishments  .  . . 
of  the  strength  and  loyalty  of  her  following  .  .  .  proud,  too,  of  the  credit  she 

brings  to  this  station  and  the  American  Broadcasting  Company.  WJZ,  too,  is 

celebrating  an  anniversary  —  its  30th  —  with  radio's  greatest  line-up  of  daytime 
entertainment.  Top  dramatic  programs,  audience  participation,  comedy, 

music  and  news  are  yours  on  New  York's  first  station.  Today  and  every  day 
tune  to  WJZ  first . .  .  and  stay  tuned  for  the  best  in  daytime  radio. 

Listen  to  Radio's  First  Lady  on  New  York's  First  Station       \/\/  f  I  O 
Every  Weekday  at  1  O'clock  ▼     T       I  M-^J   770  On  Your  Dial 

American  Broadcasting  Company 
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MONITORING  FUNDS Congress  Still  Withholds 

ADMINISTRATION'S  request  for additional  funds  to  bulwark  the 
FCC's  monitoring  activities  in  the 
interest  of  national  defense  plan- 

ning drew  a  blank  on  Capitol  Hill last  week. 
The  Senate  Appropriations  Com- 

mittee backed  House  action  by  re- 
fusing to  allow  any  part  of  the 

$1,340,000  asked  by  President  Tru- 
man for  this  project.  No  effort 

was  made  to  restore  the  monies  by 
the  Senate  in  passing  an  omnibus 
funds  bill  (HR  5215)  for  emer- 

gency agencies  last  Monday.  The 
measure  was  referred  to  a  joint 
Senate-House  conference  commit- tee. 
The  Senate  committee  did  not 

even  bother  to  cite  reasons  in  its 
report  for  turning  down  the  re- 

quest. It  merely  ignored  it  despite 
pleas  by  FCC  Chairman  Wayne 
Coy  and  Commission  staff  members 
during  hearings  last  month  [B  •  T, 
Sept.  24]. 

After  the  upper  chamber  had 
pursued  this  course,  the  White 
House  received  the  signal  control 
bill  (S  537)  designed  to  implement 
the  President's  authority  to  seize 
facilities  under  the  Communica- tions Act. 

Defense  Objective 
The  measure  ties  in  with  the 

object  of  the  Defense  Dept.  to 
control  all  electromagnetic  radia- 

tions through  the  FCC  in  the  event 
of  emergency,  including  non-broad- 

cast devices  and  illegal  radio  trans- missions for  which  the  FCC  sought 
additional  monitoring  monies.  Ra- 

dio-TV stations  already  are  covered 
under  the  Communications  Act. 
The  Senate  concurred  Thursday 

on  major  House  amendments  which 
prescribe  more  stringent  penalties 
under  Sec.  606  of  the  Communica- 

tions Act  for  violations  stemming 
from  actions  undertaken  "with  in- 

tent to  injure"  the  United  States 
[B  •  T,  Oct.  8]. 
Senate-House  failure  to  allot  ad- 

ditional monitoring  money  came 
as  a  surprise  in  some  quarters  and 
was  viewed  with  confusion  in 
others.  Industry  generally  had 
favored  expansion  of  monitoring 
activities  as  exemplified  by 
NARTB's  stand  during  Congres- sional hearings  on  the  radiations 
control  measure. 
NARTB  put  it  this  way:  Of  what 

avail  is  signal  control  and  FCC's broadcast  alert  plan  to  the  U.  S. 
if  spurious  transmitters  can  be  set 
up  without  detection  to  serve  as 
navigational  aids  to  enemy  craft? 

There  had  been  reports  that  some 
Senate  Appropriations  Committee 
members  had  favored  allocation  of 
at  least  part  of  those  funds  in  view 
of  the  security  aspect  of  the  Com- 

mission's work.  Instead,  the  group 
made  no  provision  for  extra  ex- 

penditures. Since  the  Senate  agreed 
with  the  House,  there  was  little 
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chance  for  restoration  of  the  funds. 
The  Commission's  request  was 

carefully  screened  by  the  Senate 
committee  during  hearings,  which 
were  released  last  Monday.  It  was 
revealed  that  the  FCC  had  asked 
$1,763,281,  a  sum  scaled  down  by 
President  Truman  to  $1,340,000  and 
revised  to  $1,081,402  for  field  en- 

gineering and  monitoring  by  the Commission  itself. 
The  Commission,  in  its  intro- 

ductory statement,  explained  the 
funds  were  necessary  because  of 
the  "effects  of  the  defense  effort 
upon  communications." The  statement  continued: 

Specifically,  in  numerous  cases  the Commission  has  not  been  able  to  take 
the  necessary  steps  to  prevent  the  use 
of  radio  transmissions  and  other  elec- 

tronic devices  where  the  use  is  inim- ical to  the  national  interest.  And  it 
cannot,  with  the  present  1952  budget 
($6,116,650),  perform  its  function  in 
connection  with  controlling  electro- magnetic radiation  to  prevent  enemy 
planes  from  "homing"  on  them  and to  assure  the  proper  use  of  radio  fre- 

quencies in  the  civilian-defense  effort. 
FCC  listed  these  present  monitor- 

ing deficiencies:  (1)  Gaps  in  the 
monitoring  network,  notably  in  the 
southwestern  U.  S.  and  in  Alaska 
and  Puerto  Rico;  (2)  inadequate 
staff  to  police  the  "relatively  higher 
frequency,  short  distance  communi- cations parts  of  the  spectrum,  in 
which  radio  has  expanded  tremend- 

ously in  the  past  few  years";  (3) 
impossibility  of  maintaining  24- 
hour,  7-day-a-week  watches  at  mon- 

itoring outlets;  (4)  lack  of  con- 
centrated coverage  by  the  investi- 

gative staff,  -and  (5)  need  for  new 

and  modernized  equipment. 
Part  of  the  supplemental  aid  was 

earmarked  for  the  electromagnetic 
radiation  control  project  in  conjunc- 

tion with  FCC's  alert  system  for 
broadcast  stations.  Nineteen  per- sons from  FCC  now  are  working 
on  the  plan  from  an  Air  Force 
working  fund,  it  was  explained. 
An  additional  staff  must  be  pro- 

vided to  "ferret  out  any  emissions" that  may  be  used  as  navigational aids. 
The  Commission  said  it  requested 

money  to  increase  its  manpower 
and  monitoring  stations,  improve 
coverage  with  respect  to  both  VHF 
and  UHF  ranges,  and  to  install 
equipment  for  remote  control  of direction  finders  at  all  monitoring outlets. 

Unlicensed  Stations 
With  respect  to  the  need  for  more 

investigation  personnel,  FCC  ex- 
plained that  "a  common  type"  of 

violation,  "though  not  large  in  num- 
ber, is  the  operation  of  unlicensed 

broadcasting  stations,  either  for 
the  purpose  of  selling  advertising 
at  a  profit  or  for  self-advertisement 
by  misguided  individuals." Another  is  the  "wired-wireless" type  which  operates  frequently  as 
a  radio  broadcasting  station.  Opera- 

tion of  unlicensed  stations  on  ama- 
teur bands  is  "very  common,"  it was  observed. 

"If  this  activity  is  permitted  to 
proceed  unchecked,  there  would 
grow  up  in  a  very  short  time  a 
chaotic  situation,"  the  Commis- sion's statement  warned.  It  con- tinued: 
With  the  public  and  industry  more radio  and  TV  conscious  than  ever,  a climb  in  [clandestine  station  operation] cases  is  inevitable.    To  take  care  of 

KOOL  Phoenix  gets  contract  signing 
Wolf  &  Burke,  distributor  of  Blatz 
Beer  for  central  Arizona,  for  an  hour 
broadcast  each  week  from  local  horse 
race  track.  Airings  each  Saturday 
from  one  of  three  tracks  near  Phoenix 
— Fairgrounds,  Sportsman's  Park  or Arizona  Downs — cover  29-week  pe- riod. L  to  r:  Standing,  Lew  Lowry, 
KOOL  special  events  director  who 
will  handle  program  called  Blatz  Pad- 

dock Party;  James  Herbeveaux,  Ari- zona Downs  general  manager;  George 
Agnew,  station's  commercial  man- ager; sitting,  Frank  Wolf,  of  W  &  B; 
Charles  Garland,  station's  general manager. 

each  item  more  offices  must  be  opened 
and  properly  manned.  A  total  of  1,167 major  investigative  cases  has  taxed present  mannower  and  offices,  and  it  is only  as  a  result  of  the  contribution  of more  than  10,000  hours  of  voluntary overtime,  that  we  have  been  able  to keep  reasonably  current  .  .  . 

Turning  to  the  enforcement  of 
its  broadcast  alert  plan,  the  Com- mission said  its  monitoring  system 
must  "be  alert  and  in  case  of  an  air raid  see  that  the  licensed  radio 
stations  comply  with  the  FCC  or- 

ders and  institute  a  forward-look- 
ing program  for  gaining  close  ac- quaintanceship with  stations  on  the air  and  the  control  of  all  incidental 
(Continued  on  page  36) 

J|0  COST'S         House  Group  Rejects  Capehar
t  Plan AMID  CHARGES  that  government 

plans  to  discount  advertising  costs 
in  formulation  of  new  price  ceil- 

ings, the  House  Banking  &  Cur- 
rency Comrriittee  last  Thursday 

sustained  the  Administration  by 
spurning  the  so-called  Capehart 
formula  in  the  present  economic 
control  law. 

The  committee  voted  15-7  to  up- 
hold the  Administration  position, 

after  receiving  a  sharply-worded 
protest  from  American  Newspaper 
Publishers  Assn.  The  group  held 
hearings  last  week  on  the  bill  (S 
2170)  already  passed  by  the  Senate. 
Early  action  by  the  lower  chamber 
was  indicated. 

The  advertising  issue  arose  on 
the  heels  of  a  letter  from  Cranston 
Williams,  ANPA  executive,  urging 
the  committee  to  set  "the  record clear  on  where  advertising  may  find 

itself." "I  am  concerned  about  the  drive 
in  Washington  to  eliminate  adver- 

tising as  a  specific  factor  in  costs," Mr.  Cranston  had  advised  Rep. 
Paul  Brown  (D-Ga.),  a  committee 
member.  "I  am  skeptical  about 
leaving  too  much  authority  with 
the  bureaucrats  because  we  know 
they  have  a  large  number  who  are 
making  plans  to  limit  or  cripple 
or  to  eliminate  advertising  in  every 

way  possible." DiSalle  Denies 
Price  Stabilizer  Michael  DiSalle, 

who  described  himself  as  anything 
but  a  "bureaucrat,"  categorically 
denied  any  such  plans  were  afoot. 
The  proposed  legislation,  he  stated 
during  hearings  last  Tuesday,  pro- 

vides for  "reasonable  allowances" for  advertising  in  computing  price 
ceilings. 

Inquiries  on  advertising's  phase in  the  economics  control  law  were 
pursued  by  Rep.  Brown  on  the 
basis  of  Mr.  Cranston's  letter. Similar  charges  had  been  raised 
by  newspaper  and  other  groups in    recent    weeks.      Some  groups 

charged  an  attempt  to  cripple  ad 
vertising  and  control  all  media. 

The  control  bill  was  slated  to  be 
reported  by  the  House  committee  in 
subtantially  the  same  form  as  it 
passed  the  Senate.  There  appeared 
to  be  some  doubt,  however,  whether 
the  House  Rules  Committee  would 
clear  it  for  floor  debate.  Group  is 
controlled  by  a  coalition  of  GOP 
and  Southern  Democratic  members. 

Actually,  Mr.  DiSalle's  testi- mony threw  very  little  light  on 
just  how  the  new  proposal  would 
work  out  in  actual  practice.  Of 
chief  concern  in  many  quarters 
are  the  allegedly  vague  and  loose 
definitions  contained  in  the  Admin- 

istration bill.  Latter  is  an  alter- 
native to  the  formula  sponsored 

by  Sen.  Homer  Capehart  (R-Ind.). 
Another  frontal  attack  was  de- 

livered by  the  National  Assn.  of 
Manufacturers,  which   claimed  it 
would   give   the    Office"  of  Price (Continued  on  page  10 U) 
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amazing  revelations 
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Tfldftc  Coast 

28  Stories  in  One!  If  you  need  ef- 
fective* penetration  in  Northern 

California  at  the  lowest  possible 
cost,  KNBC  will  deliver  all  28  of 
the  key  markets  as  compared  to  14 
for  the  largest  magazine,  8  for  the 
area's  leading  newspaper,  and  only 1  for  the  leading  television  station. 
Tender  Love  Story!  KNBC  has  the 
largest  weekly  BMB  audience  of 
any  S.F.  station  —  in  the  city,  the 
entire  Metropolitan  area  and  the 
whole  state  of  California.  In  fact 
KNBC  reaches  50%  more  people 
daily  than  the  next  best  station. 
Blazing  Passion!  Even  in  TV  peak 
viewing  time  (6-10  PM)  radio  has 
63%  of  the  S.F.  broadcast  audi- ence. There  are  9  times  more  radio 
homes  (1,885,000)  in  San  Francisco 
than  television  homes  (210,000). 

Treasure  Chest!  KNBC  literally 
poured  gold  into  the  coffers  of  a 
national  book-publisher,  delivered 
the  lowest  cost-per-order  of  any  of 
the  other  78  stations  he  used  across 
the  country,  20%  lower  than  the 
next  best  station.  One  year  later 
KNBC  delivered  sales  for  the  same 
advertiser  at  a  30%  lower  cost-per- 
order  than  he  had  expected. 

Thrilling  Characters!  KNBC's  own top  favorites,  backed  by  stars  of 
NBC's  big  network  shows,  help 
station's  Hooper  and  popularity 
outstrip  all  other  S.F.  stations  — 
such  as  Judy  Deane  (9-10  am), 
Jane  Lee's  Woman's  'Magazine  of 
the  Mr  (10-10:30  am  since  1932), 
Bob  lefts  (10:15-10:30pm  MWF), 
Jimmy  Lyons  Discapades  (midnight 
—  1  am,  Mon— Sat). 

You  can't  afford  to  miss  this  story 
These  are  some  of  the  reasons  on  the  books  why  KNBC  is  your  best 
media  buy  in  San  Francisco  and  Northern  California.  Just  so,  all  seven 
major  market  stations  represented  by  NBC  Spot  Sales  are  the  best  buys 
in  their  areas.  And  that's  only  one  reason  why  first  calls  just  naturally are  put  in  to  NBC  Spot  Sales.  Serving  only  seven  key  radio  stations, 
your  NBC  Spot  Salesman  has  the  time  to  devote  to  your  account . . . 
the  knowledge,  organization  and  research  service  to  show  what  Spot 
can  deliver  for  you  in  the  nation's  key  markets  .  .  . 

via  Radio,  America's  No.  1  mass  medium 

NBC  SPOT  SALES 
Were  are  the  Authors  of  the  7 
mC  SPOT  Bestsellers: 

WNBC  New  York 
WMAQ  Chicago 
WTAM  Cleveland  . 
WRC  Washington 
KOA  Denver 
KNBC  San  Francisco 
WGY  Schenectady-Albany-Troy 

Represented  by 

NBC  SPOT  SALES 
New  York      Chicago  Cleveland 

San  Francisco  Hollywood 
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Monitoring  Funds 
(Continued  from  page  34) 

or  clandestine  radiations." 
"We  have  established  [with  the Continental  Air  Command  of  the 

Air  Force]  in  recent  weeks,  a  plan- 
ning project  to  control  the  use  of 

radio  transmissions  in  a  way  so  as 
not  to  give  aid  to  the  enemy," Chairman  Coy  told  committee 
members,  adding  that  monitoring 
ties  in  with  this  project. 

Chairman  Kenneth  McKellar  (D- 
Tenn.)  and  Sen.  Carl  Hayden  (D- 
Ariz.)  wanted  to  know  how  radio 
station  licensees  are  apprised  of 
frequency  changes  envisioned  under 
the  alert  system  plan  and  addi- 

tional costs  for  monitoring. 
"It  costs  because  you  must  have a  staff  of  people  working  with  the 

Air  Force  to  tell  the  radio  stations 
what  kind  of  changes  to  make,  and 
give  them  notice  of  when  to  make 
them,  if  we  are  are  going  to  be  un- 

der attack;  and  it  will  have  to  be 
set  up  so  that  it  will  move  instantly, 
or  it  will  be  of  no  value,  and  the 
information  will  have  to  be  gotten 
to  the  public,"  Chairman  Coy  re- 
plied. 

The  FCC  Chairman  explained 
that  the  cost  of  changing  frequen- 

cies "we  expect  to  be  borne  by  the 
broadcasters  themselves."  The 
cost  is  "not  so  great"  in  many  cases and  involves  primarily  the  expense 
of  a  crystal  save  for  some  trans- 

mitter and  antenna  charges. 
Sen.  Homer  Ferguson  (R-Mich.) 

wondered  aloud,  "When  you  start changing  these  signals,  and  then 
you  get  espionage  agents  orperat- 
ing  in  these  various  stations,  and 
they  start  to  switch  on  you,  what 
are  you  going  to  do?" 

Suggests  Caution 
He  suggested  great  caution  by 

FCC  and  added: 
"Each  radio  station,  I  should think,  will  have  to  be  investigated 

to  determine  whether  or  not  they 
have  any  Communist  agents  in 
these  various  places,  and  getting 
this  information  that  might  mani- 

pulate this  change  without  notice, 
even  for  your  own  planes." 

Chairman  Coy  acknowledged  that 
problem  as  a  threat.  Then  he 
traced  the  procedure  to  be  followed : 

There  are  seven  districts,  estab- 
lished by  the  Air  Force  where  there 

would  be  Air  Force  officers  and  a  rep- resentative of  [FCC].  When  the  time 
came  in  any  particular  area  to  make 
change  in  frequency  or  anything  af- fecting the  control  of  radiation  of  a 
radio  station,  the  Air  Force  officer  at 
that  point  would  tell  the  FCC  man 
what  is  to  be  done  with  the  radio  sta- 

tions in  the  particular  area  where  the 
Air  Force  wants  to  take  the  precau- 

tion to  change  power,  change  fre- quency, etc.  There  will  already  have been  established  contact  between  the 
FCC  man  and  all  of  the  radio  stations 
in  that  area,  and  those  contacts  are 
now  going  on  as  a  matter  of  fact,  and 
we  have  had  at  least  two  meetings 
that  I  recall  with  all  of  the  broad- 

casters of  the  United  States  to  dis- 
cuss the  problem  [B  •  T,  April  23, 

March  26,  19]. 
Mr.  Coy  said  "there  is  no  need 

at  this  point"  for  President  Tru- 
man to  issue  the  anticipated  execu- 
tive order  which  would  serve  no- 
tice that  the  President  is  em- 

powered to  invoke  Sec.  606  (c)  of 
the  Communications  Act.  Mr.  Coy's statement  was  taken  as  an  indica- 

tion that  the  order,  which  now 
pends  before  the  Chief  Executive, 
may  be  withheld  pending  an  all- 
out  emergency.  The  order  has 
been  reported  as  forthcoming  mo- 

mentarily in  recent  weeks. 
Mr.  Coy  also  revealed,  for  the 

first  time,  that  the  Federal  Civil 
Defense  Administration  had  asked 
Mr.  Truman  to  sign  an  order  under 
which  stations  would  not  be  put  off 
the  air.  Its  officials  have  partici- 

pated in  meetings  "to  see  to  it  that 
we  keep  the  stations  in  operation," he  added. 

The  FCC  chairman  also  had  a 
word  for  military  control  when 
asked  why  the  Army  had  not  re- 

quested funds  for  navigational  con- 
trol. Mr.  Coy  explained  that  sta- 

tions are  subject  to  the  jurisdiction of  the  FCC. 
Tests  Effective 

He  added:  "I  just  doubt  that  it would  be  advisable  to  give  the  mili- 
tary control  over  radio  stations  in 

this  country  in  order  to  accomplish 
that  purpose  where  we  are  per- 

fectly willing  and  working  with 
them  ...  to  defend  and  adequately 
plan  so  that  radio  signals  won't 
help  the  enemy." The  FCC  Chairman  recounted 
that  the  Commission  has  conducted 
experiments  in  Washington,  D.  C, 
New  York  City,  Youngstown,  Ohio, 
and  "one  or  two  other  places"  test- ing methods  for  denying  naviga- 

tional aid  to  aircraft.  The  tests 
proved  effective,  he  indicated. 

Mr.  Coy  stressed  the  need  for 
implementing  FCC's  investigative force,  observing  that  the  Air  Force 
had  supported  expansion  of  moni- 

toring activities.  He  cited  track- 
ing of  illegal  radio  transmissions 

"right  here  in  Washington"  and said  the  Commission  is  cooperating 
with  all  government  agencies  on this  work. 

According  to  Mr.  Coy,  there  were 
165  illegal  outlets  last  year — "most 
of  them  were  in  the  broadcast  field." Cases  included  those  of  three  or 
four  TV  stations  and  "many"  radio 
broadcast  outlets,  he  said  "Those include  illegal  stations  that  are 
operated  by  American  citizens  as 
well,"  he  added. 

Mr.  Coy  cited,  but  did  not  iden- 
tify by  name,  one  in  which  "a  big manufacturing  company  established 

a  television  station  without  authori- 
zation of  the  Commission.  We 

asked  the  Dept.  of  Justice  to  prose- 
cute them  for  violating  the  Com- 

munications Act,  and  it  filed 
charges  against  them,  and  the 
company  pleaded  nolo  contendre, 
and  paid  a  fine  of  $2,500." The  FCC  Chairman  was  refer- 

ring to  Sylvania  Electric,  which 
last  month  was  granted  permission 
for  an  experimental  TV  station  in 
Emporium,  Pa.,  thus  closing  a 
year-old  case  [B.  •  T,  Sept.  24, 
1951;  Oct.  23,  1950]. 

'RADIO  FREE'  AMERICA?  Th. P.I.  Agents  Touting  Their  Christmas  Wares 

RADIO  advertising  can  be  obtained 
"free"  on  400  stations,  according 
to  an  advertisement  in  the  October 
issue  of  Popular  Mechanics. 
An  advertising  agency — Letts 

Advertisers,  Frankfort,  111. — boasts 
that  it  can  supply  a  list  of  per  in- 

quiry stations  for  the  modest  sum of  $5. 
This  novel  wrinkle  in  the  P.  I. 

market  gives  advertisers  access  to 
stations  that  "will  advertise  your 
product  for  just  a  small  percent  of 
each  sale,  instead  of  a  set  fee." 

While  stations  scan  the  usual  pre- 
Christmas  rush  of  mail  order  pro- 

positions, they  have  an  opportunity 
to  accept  more  business  from  Na- tional Radio  Advertising  Co., 
Seattle,  whose  advertising  tech- 

niques match  those  of  Hadacol  in 
their  time-buying  ingenuity  though 
operated  on  a  less  spectacular  scale. 

Hundreds  of  stations  are  bravely 
hoping  to  salvage  something  out  of 
the  Hadacol  "reorganization"  pro- ceeding [P>  •  T,  Oct.  8].  Large 
numbers  of  stations  are  reported 
by  such  business  rating  organiza- tions as  Dun  &  Bradstreet  to  have 
made  inquiry  about  the  Seattle  firm. 

National  Radio  Adv.  Co.  is  cur- 
rently placing  "two  very  active  ac- counts," Designs  for  Living  (home decorating  book)  and  a  tulip  offer 

for  Mt.  Baker  Bulb  Co.,  Seattle. 
Writing  to  stations,  Edwin  A. 
Kraft,  National  manager,  offers  to 
buy  12  five-minute  periods  a  week 
"at  the  published  one-hour  rate." 

This  letter  offers  "to  pay  cash 
in  advance  on  this  basis"  with  the 
accounts  to  run  "for  about  eight 

weeks." 
William  V.  Stewart,  general 

manager  of  WPBC  Minneapolis, 
offers  "fellow  broadcasters"  a Christmas  greeting  package  to  sell 
for  $2,  out  of  which  the  station  gets 
50  cents.  "Join  WPBC  in  a  very 
successful  Merry  Christmas  cam- 

paign!" Mr.  Stewart  writes. 

Paley  Reception 
RECEPTION  was  held  in  Wash- 

ington last  Wednesday  for  Mr.  and 
Mrs.  William  Paley,  with  W.  Stu- 

art Symington,  Reconstruction  Fi- nance Corp.  director,  as  host.  Mr. 
Paley,  board  chairman  of  CBS,  has 
been  dividing  his  time  between  New 
York  and  Washington,  where  he 
serves  as  chairman  of  the  Presi- 

dent's Materials  Policy  Commission. Mr.  and  Mrs.  Symington  presided 
over  a  dinner  attended  by  50  guests 
at  the  1925  F  St.  Club. 

The    advertisement    in  Popular 
Mechanics. 

BOWLES,  TAYLOR 
Approved  for  Posts 

TWO  MEN  well-known  in  broad- cast circles  were  on  their  way  to 
new  jobs  last  week. 

Chester  Bowles,  co-founder  of 
Benton  &  Bowles,  advertising  agen- 

cy, was  confirmed  by  the  Senate 
last  week  as  Ambassador  to  India, 
and  Telford  A.  Taylor,  a  former 
FCC  General  Counsel,  was  ap- 

proved by  a  Senate  committee  as 
Administrator  of  the  Small  De- 

fense Plants  Administration. 
Ex-Gov.  Bowles,  of  Connecticut, 

against  whose  confirmation  the 
GOP  had  aligned  itself  [B  •  T, 
Oct.  8],  was  given  given  a  tight 
43-33  vote  of  confidence.  The  ballot- 

ing followed  party-lines  except  for 
the  bolting  of  five  Republicans  to 
the  "aye"  side  of  the  aisle  while 
one  Democrat — Sen.  Pat  McCarran 
of  Nevada— voted  with  the  GOP. 

Brig.  Gen.  Taylor,  whose  nomina- tion still  is  subject  to  Senate  vote, 
is  an  attorney  who  has  been  active 
in  both  broadcast  and  government 
fields.  After  World  War  II,  he 
was  a  chief  prosecutor  for  the 
United  States  at  the  Nuremburg 
war  crime  trials.  He  also  was  as- sociated with  the  Joint  Committee 
on  Educational  Television,  where 
he  served  as  general  counsel.  His nomination  cleared  the  Senate 
Banking  &  Currency  Committee. 

Lauds  'Youth  Forum' 
REMINDING  his  colleagues,  "We hear  a  lot  about  the  wrong  type  of 

program  on  television,"  Sen.  Alex- ander Wiley  (R-Wis.)  hailed  the 
American  Youth  Forum  (NBC- 
TV)  conducted  by  Theodore 
Granik,  founder  and  moderator  of 
the  American  Forum  of  the  Air,  as 
"the  type  of  program  which  merits 
commercial  sponsorship  and  back- 

ing from  the  American  free  enter- 
prise system."  He  said,  "to  my way  of  thinking  the  program  is 

one  of  the  most  constructive  uses 
of  television  on  any  network." 

WNYC  New  York  was  scheduled  to 
start  its  second  annual  American  art 
festival  at  5  p.m.  yesterday  (Sunday) 
with  special  address  from  Brooklyn 
Museum  by  Seymour  N.  Siegel,  direc- tor of  radio  communications  for  City of  New  York.  More  than  50  hours  of 
airtime  on  WNYC  will  be  devoted  to 
all  phases  of  art  during  the  festival 
week,  which  ends  Oct.  20. 

INVITATION  TO  LEARNING,  Sun- 
day feature  of  CBS  Radio,  11:35  a.m.- 

12  noon,  EST,  introducing  new  series 
of  informal  discussions  on  still-living books  from  last  half  of  19th  century 
titled  Grandfather's  Bookshelf.  New series  will  run  through  remainder  of 

year. 
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HOOPER  RADIO  AUDIENCE  INDEX 

CITY -Scranton  MONTH  —  December  1950  through  April  1951 
SHARE  OF  RADIO  AUDIENCE -Individual  Evenings  6:00  P.M.  ■  10:30  P.M. 

Radio 
Sets  in  Use WGBI 

Station 
B Station C 

Station 
D Other FM  AM 

Sunday 40.3 66.4 26.7 1.3 1.1 4.1 
Monday 37.2 80.3 15.4 

0.4 
0.2 

3.4 
Tuesday 34.6 79.1 1110 L3 0.7 4.9 
Wednesday 37.5 71.8 20.2 1.8 

0.4 5.8 
Thursday 33.0 69.5 25.1 

0.5 
1.5 

3.4 Friday 34.4 58.0 35.0 0.8 
0.7 

5.4 

Saturday 33.2 78.5 10.6 
2.3 

1.1 
7.4 

Ratings  are  People... and  People  buy  Things 

That's  why  WGBFs  audience  figures  add  up  to  one  of  the 
nation's  best  buys— day  or  night! 

Hooper  gives  WGBI  61.1%  of  the  listeners  in  the  Scranton 
area  in  the  morning,  53.6%  in  the  afternoon  and  71.6%  in 
the  evening.  To  add  an  exclamation  point  to  this  story  of  in- 

tensive radio  listening,  WGBI  heads  all  CBS  stations  in  the 

morning,  afternoon,  evening  for  the  March-April  1951  period. 
When  you  consider  that  these  percentages  pile  up  in  Scran- 

ton, which  is  part  of  the  Scranton- Wilkes-Barre  Metropolitan 
Market  —  comprised  of  674,000  spending  people — it  makes 
sense  to  investigate  such  facts  as  extremely  reasonable  time 
costs.  Your  John  Blair  man  has  all  the  data— call  him  today! 

WGBI 

MRS.  M.  E.  MEGARGEE,  President  GEORGE  D.  COLEMAN,  General  Manager 
CBS  Affiliate    •    910  KC    •     1000  Watts  Day    .    500  Watts  Night 

JOHN     BLAIR     &     COMPANY,     NATIONAL  REPRESENTATIVES 
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Buy  the 

Whole  Pie 

for  the 

Price  of  a  Piece 

<C40°S750 
^J^T^y  #  MONTHLY 

based  on  advertising  rates 

FOR  THE  BIG,  COMPLETE 

SESAC 

Transcribed  Library 
INGREDIENTS: 

4000  SELECTIONS  COVERING 
ALL  PROGRAMMING  NEEDS 
500  SCRIPTS  TO  START  AND 
LARGE  MONTHLY  RELEASES 
1200  BRIDGES,  MOODS  AND 
THEMES 
PROGRAM  NOTES  FOR 
EVERY  NUMBER 

SESAC,  INC. 
475  Fifth  Avenue       New  York  City 
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What  Happens 
(Continued  from  -page  23) 

panies  is  contemplated  by  the  plan." 
In  Los  Angeles,  Mr.  O'Neil  ex- pressed the  hope  that  Theodore  C. 

Streibert,  president  of  General 
Teleradio,  will  remain  in  charge  of 
the  New  York  operations  under 
the  fusion.  One  of  the  nation's outstanding  broadcasters,  Mr. 
Streibert  is  a  charter  member  and 
former  chairman  of  the  board  of 
Mutual,  and  has  been  identified  in 
the  leadership  of  industry  affairs for  almost  two  decades. 

Affiliates  Told 
Text  of  the  O 'Neil-Straus  an- nouncement of  the  merger  plans 

was  read  to  Mutual  affiliates  Thurs- 
day morning  on  a  conference  call 

by  E.  M.  Johnson,  MBS  vice  presi- dent in  charge  of  station  relations 
and  engineering,  who  acted  on  be- half of  Mutual  President  Frank 
White,  who  was  out  of  the  city.  Mr. 
Johnson  told  the  affiliates  that  he 
and  Mr.  White  were  confident,  with 
Messrs.  O'Neil  and  Straus,  that 
the  plan  would  strengthen  the  net- work. 

Mr.  O'Neil  has  been  involved  in 
a  half-dozen  major  radio-TV  trans- actions in  recent  years. 

The  36-year-old  son  of  General 
Tire's  principal  owner  was  instru- 

mental in  the  acquisition  of  Yan- 
kee from  the  Shepard  family  some 

five  years  ago  for  $2,100,000. 
Last  December,  General  Tire  ac- 

quired the  Don  Lee  radio  and  TV 
properties  from  the  Thomas  S.  Lee 
estate  for  a  record  $12,300,000,  at 
the  same  time  selling  Don  Lee's KTSL  (TV)  Los  Angeles  (now 
KNX-TV)  to  CBS  for  $333,765  plus 
long-term  lease  arrangements  for 
studios,  transmitter  site,  and  other 
facilities  for  a  total  rental  of  $3,- 
115,000.  At  the  same  time,  to  meet 
FCC's  multiple-ownership  policy, 
Don  Lee's  KDB  Santa  Barbara  was 
sold  to  Lincoln  Dellar  (owner  of 
KXOA  -  AM  -  FM  Sacramento, 
KXOB  Stockton,  and  KXOC  Chico, 
Calif.,  for  $25,000. 

Just  a  few  months  ago  KFI-TV 
Los  Angeles  (now  KHJ-TV)  was 
added  to  the  General  Tire  owner- 

ship group  by  purchase  from  Earle C.  Anthony  Inc.  for  $2,500,000. 
Father  Heads  General  Tire 

Head  of  the  General  Tire  opera- 
tions is  Mr.  O'Neil's  father,  Wil- liam, but  the  son  as  vice  president 

of  the  tire  company  and  president 
of  Thomas  S.  Lee  Enterprises  (Yan- 

kee and  Don  Lee)  directs  the  ra- 
dio-TV operations  from  New  York 

headquarters.  William  M.  O'Neil, brother  of  Thomas,  is  owner  and 
operator  of  WJW  Cleveland  but  is 
not  connected  with  the  General  Tire 
radio-TV  enterprises  except 
through  participation  in  the  O'Neil family's  ownership  of  about  20%  of 
General  Tire's  stock.  Willet  Brown, 
president  of  Don  Lee  for  the  past 
several  years,  directs  the  West 
Coast  operations  while  Linus  Trav- 
ers,  executive  vice  president  of 
Yankee,  has  supervised  Yankee 
operations  since  the  retirement  of 

the  late  John  ̂ Shepard  3d  several 
years  ago. 

Messrs.  Brown  and  Travers  both 
held  comparable  positions  with  the 
original  ownerships,  underscoring 
the  O'Neil  policy  of  continuing 
competent  management  personnel. 

Stockholders  of  Mutual,  in  addi- 
tion to  General  Tire's  38.6%  and WOR's  19.3%,  are  WGN  Chicago 

(Chicago  Tribune)  19.3%;  United Broadcasting  Co.  (WHK  Cleveland, 
WHKK  Akron),  10.4%;  Pennsyl- 

vania Broadcasting  Co.  (WIP  Phil- 
adelphia), 6.1%  and  Western  On- tario Broadcasting  Co.  (CKLW 

Windsor-Detroit),  6.1%.  These  fig- 
ures are  carried  to  the  nearest 

tenth  and  do  not  total  exactly 100%. 

In  Los  Angeles  with  Mr.  O'Neil last  week  was  W.  Theodore  Pierson 
of  the  Washington  law  firm  of 
Pierson  &  Ball,  chief  counsel  for 
Don  Lee-Yankee,  who  had  partici- 

pated in  the  negotiations  almost 
from  their  inception  some  eight 
months  ago.  Blythe  &  Co.  acted  as consultant  to  both  parties  during 
negotiations. 
MBS  and  Metro-Goldwyn-Mayer have  worked  out  a  plan,  subject  to 

affiliate  endorsement,  calling  for 
MGM  Radio  Attractions  to  provide 
six  hours  of  star  entertainment  a 
week  for  the  Mutual  evening  sched- 

ule, starting  in  November  and  con- 
tinuing at  least  through  1952  [B  • 

T,  Sept.  24]. 

Conroy  Names  W&S 
THE  THOMAS  F.  CONROY  Ad- 

vertising Agency,  San  Antonio, 
Tex.,  has  appointed  Wyatt  & 
Schuebel,  N.  Y.,  as  its  New  York 
office  television  and  radio  depart- 

ment, Mr.  Conroy,  head  of  the  firm 
announced  in  New  York  last  week. 
The  prominent  Southwest  agency 
is  a  member  of  the  4  A's.  Mr. 
Conroy  has  been  active  in  the  as- sociation for  many  years. 

Folsom  Returns 
FRANK  M.  FOLSOM,  president 
of  RCA,  returned  to  New  York 
Wednesday  from  a  business  trip 
to  Europe  which  he  started  Sept. 
21  with  a  flight  to  Paris.  After 
three  days  in  the  French  capital, 
he  flew  to  Rome,  where  he  re- mained until  Oct.  2.  Mr.  Folsom 
spent  his  last  week  abroad  in 
Madrid. 

NEW  CORPORATION  formed  by 
Bing  Crosby  under  the  name  of  Bing's Things  for  merchandising  and  dis- 

tributing approximately  20  different 
articles  including  children's  and  adults' 
wearing  apparel,  toys  and  games.  Offi- cers of  new  organization  are  Bing 
Crosby,  president;  Everett  N.  and Larry  E.  Crosby,  vice  presidents;  Basil 
Grillo,  secretary-treasurer,  Bing  Cros- by Enterprises,  secretary;  Larry  Shea, 
general  manager;  Ray  Fahn,  produc- 

tion manager;  Jim  Fahn,  sales  man- 
ager. 
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akovJt  hadio 

,  *660 , 

FRESNO  MARKET 

AND  IN  THE  WHOLE  4-COUNTY  *   FRESNO  MARKET  - 

KMJ  is  again  the  top  station  —  with  a  BMB  penetration  of 

92%  daytime,  91%  at  night.   In  fact,  KMJ's  "day  after  day" 

audience  (72%  of  the  market's  143,030  radio  families)  is 
34ths  larger  than  that  of  second  best  station! 

*  Sales  Management's  1951  Survey  of  Buying   Power,  Net  EBI.     **  U.S.  Dept  of  Commerce  Wholesale  Trading  Area. 

NUMBER  1   STATION  IN  THE  $660  MILLION  FRESNO  MARKET 
580  KC       NBC      5,000  WATTS 

One  of  the  Bonanza  Beeline  Stations  .  .  .  McClatchy  Broadcasting  Company 
Paul  H.  Raymer,  National  Representative 

KMJ 
AFFILIATED  WITH  THE  FKESNO  BEE 
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CIVIL  DEFENSE 
Radio-TV  Funds 

Pass  Senate 
SUM  of  $3  million  was  approved  by  the  Senate  last  Monday  for  com- 

munications, "the  nerve  system  of  civil  defense,"  together  with  a 
$1,545,000  outlay  for  educating  the  "man  on  the  street"  to  civil  defense 
through  radio,  TV  and  other  media.  *  These  funds  were  recommended 
by  the  Senate  Appropriations  Com- 

mittee with  the  proviso  that  "no 
part"  of  the  $3  million  be  "used 
for  duplicating  existing  communi- 

cations facilities"  but  be  retained 
for  any  emergency. 

The  Senate  also  allotted  another 
$2.5  million  to  be  expended  as  fed- eral contributions  to  the  states  in 
their  communications  planning.  The 
government's  attack  warning  sys- tem of  air  raid  sirens  was  allocated 
$240,000  for  operations  and  an  ad- 

ditional $3  million  in  contributions 
to  be  matched  by  the  states. 

The  Federal  Civil  Defense  Ad- 
ministration was  assured  the  full 

amount  of  money  requested  in  the 

budget  for  preparation  of  materials 
for  radio  and  TV  stations,  previous- 

ly approved  by  the  House. 
The  House  Appropriations  Com- mittee had  recommended  greater 

emphasis  on  the  public  information 
drives  through  all  advertising 
media  as  an  alternative  to  lavish 
expenditures  for  construction  of 
certain  facilities. 

Thus,  while  President  Truman 
failed  to  obtain  $535  million  for 
overall  FCDA  operations,  communi- 

cations and  media  came  through 
the  Congressional  mill  relatively 
untouched.  FCDA  received  a  total 
of  $97,635,000  in  appropriations,  in- 

cluding provision  for  a  $5  million 
procurement   fund    for  matching 

contributions  among  the  various states. 
The  federal  agency's  public  in- formation campaign  is  handled 

through  the  Audio-Visual  Division, 
which  prepares  radio  scripts  and transcriptions,  television  films, 
kinescopes  and  other  material.  Al- lotment of  funds  also  will  make 
possible  continuation  of  FCDA's theatre  TV  project  to  train  volun- teer workers  [B  •  T,  Sept.  24,  17]. 

The  communications  outlay  com- 
prises fixed  radio  equipment,  en- 
abling control  centers  to  communi- cate with  district  command  posts, 

and  is  part  of  the  overall  plan 
involving  participation  of  broad- cast stations  in  the  event  of  enemy 
attack  (also  see  story  this  issue). 

Additionally,  various  sections  of 
FCDA  are  turning  out  technical 
manuals  for  use  by  state  and  city 
CD  groups.  Among  those  slated 
for  early  release  is  one  on  com- 

munications— common  carrier  and 
broadcast — spelling  out  plans  for 

HERE'S 
REAL 

WITCHCRAFT 

This  "witcher"  tells  Kansans  where  to 
dig  their  wells.  When  he  walks  across 
the  land,  this  forked  twig  mysteriously 
turns  downward — despite  all  efforts  to 
hold  it — and  points  to  a  supply  of  water 
underground. 

You  don't  risk  much  when  you  "witch" 
for  water,  but  you  can't  afford  such  un- 

scientific methods  when  you're  looking 
for  more  sales  in  Kansas. 

Study  Dr.  Whan's  independent,  house- 
to-house  survey,  Kansas  Radio  Audience, 

1951.   Notice  the  outstanding,  state- wide 

preference  for  WIBW.  Then,  make  the 
listener's  choice  your  choice  and  you'll 
see  some  modern  "sales  witchcraft"  with 
results  that  will  amaze  you. 

vv 

W  I  Ft  W  
f™^- T  W     m    m    m     mm      /  ■  kahs.  »mo. 

Serving  and  Selling  "V  y  £ 

THE  MAGIC  CIRCLE"  \lOKLA-  |ARK/  I 
Rep.:  Capper  P«Wi<«Hons,  Inc.  •  MEN  LUDY, Gen.  Mgr.*  WIBW*  KCKN      ̂ ^"j^/  llusti 

Pain*  That  Station! 
WTTM  Trenton,  N.  J.,  dem- onstrated radio's  ability  to effect  communication  when  it 
joined  the  two-year  crusade of  local  residents  to  have  the 
Pennsylvania  Railroad  re- 

paint its  Trenton  station and  install  escalators.  The 
WTTM  campaign — led  by News  Commentator  George 
Taylor — paid  off  last  week when  the  railroad  agreed  to 
the  plan.  City  Counsel  Louis 
Josephson  said,  "I  want  to thank  the  local  Chamber  of 
Commerce,  the  local  press, 
and  particularly  WTTM  for 
its  aid  and  support  which 
greatly  assisted  in  bringing 

about  the  result." 
national  civil  defense.  Role  of 
radio-TV  stations  will  be  explored 
as  a  followup  to  the  President's handbook  released  last  year  [B  • 
T,  Sept.  25,  1950]. FCDA  Administrator  Millard  F. 
Caldwell  Jr.  told  the  House  Ap- 

propriations Committee,  as  he  had told  the  counterpart  House  group, 
that  radio,  TV  and  other  media 
"have  contributed  more  to  civil 
defense,  space-wise  and  time-wise, measurable  in  dollars  and  cents, 
than  the  federal  and  all  other  gov- 

ernments combined."  He  described 
their  efforts  as  "magnificent." FCDA  is  making  the  fullest  use  of 
these  media,  he  noted. 

MURPHY  NAMED 
Head  AWRT  in  Mo.,  La.,  Neb. 
DORIS  MURPHY,  KMA  Shenan- 

doah, Iowa,  has  been  elected  presi- 
dent of  the  Missouri-Iowa-Nebras- 

ka chapter  of  Assn.  of  Women  in Radio  &  Television. 
The  "Heart  of  America"  chap- ter held  its  annual  meeting  in 

Omaha  Sept.  29-30.  Proceedings 
included  tour  of  Boy's  Town  and a  report  by  Miss  Murphy  on  the 
AWRT  New  York  meeting.  Dis- 

cussions were  held  on  work  atti- 
tude by  Betty  Wells,  KIOA  Des 

Moines;  handling  of  news,  by  Ann 
Hayes,  KCMO  Kansas  City;  show 
production  by  Betty  Brady,  WHO 
Des  Moines;  transcription  selling, 
by  Kay  Wilkens  Farris,  Perfex  Co  , Shenandoah,  Iowa.  Sam  Reynolds, 
Omaha  civilian  defense  director, 
spoke  on  radio's  role  in  this  sphere. General  convention  chairman  was 
Belle  West,  KOIL  Omaha.  She  was 
assisted  by  Martha  Bohlsen,  WOW 
Omaha;  Mayme  Allison,  KBON 
Omaha,  and  Nancy  Condon,  KFAB Omaha. 

LAB  Meets  Oct.  24 

THE  LOUISIANA  Assn.  of  Broad- 
casters will  hold  its  business  meet- 

ing and  election  of  officers  on  Oct. 
24,  the  day  preceding  NARTB  Dis- 

trict 6  meeting  in  New  Orleans' St.  Charles  Hotel,  President  Tom 
Gibbens,  who  is  WAFB  Baton 
Rouge  general  manager,  announced last  week. 
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TWO  MILLION  PEOPLE  have  paid  their  way  to  seeThe  Midday 

Merry-Go-Round  in  a  15-year  whirl  on  WNOX  Knoxville, 
and  uncounted  millions  more  have  heard  it  on  the  air. 

AND  THERE'S  A  WAITING  LINE  of  audience  and  sponsors  for 
a  radio  show  that  is  a  Tennessee  phenomenon. 

MORE 

POTENT 

THAN 

EVER! 

NEWS  STORY  from 

Sept.  3,  1951 
BROADCASTING  •  Telecasting 

WNOX- 
SCRIPPS-HOWARD  RADIO,  INC.  ̂ ^tf 

XV/ILLE,  TENKL  - 10,000  WATTS  -  990KC  -  CBS 

Representatives:  THE  BRANHAM  COMPANY 

U/NOX  IS  A  BETTER  BUY  TODAY  THAN  EVER 
AND  IS  GETTING  BETTER  ALL  THE  TIME  WITH 

•  MORE  LISTENERS  THAN  EVER  (no  rW.v»fon  competition)  •  BETTER  SERV- 
ICE AND  PROGRAMS  THAN  EVER  •  HIGHER  HOOPERS  THAN  EVER 

•  BIGGER  MARKET  THAN  EVER  •  MORE  ADVERTISERS  THAN  EVER 
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4-A  MEET 
New  York  Session 

Set  Oct.  30-31 

ONLY 

ONE  STATION  fa 

COVERS The  SEVENTEENTH  STATE* 

C  T  A  D  V  f 

{ 
l !  / 

HM.  1 

■  r 

ilPMAS5>  \ 

f 

// 

CONN. 
1  R.I. 

_    OO  ritifl «  *a  compact  market  of  54 •  v"1***  counties  in   Eastern  New York  and  Western  New 
•  428  tOWnS  England  whose  population exceeds  that  of  32  states. 
•  54  counties 

•  2,980,100  citizens 

•  840,040  radio  families 

•  only  NBC  station 

•  more  people  than  32  states 

•  more  goods  purchased  than  34  states 

•  more  spendable  income  than  36  states 

A  GENERAL  ElECTRIC  STATION  REPRESENTED  NATIONALLY  BY  NBC  SPOT  SAICS 
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PLANS  for  the  eastern  annual  conference  of  the  American  Assn.  of 
Advertising  Agencies,  to  be  held  Oct.  30-31  at  the  Hotel  Roosevelt, 
New  York,  on  the  theme  of  "Advertising  Under  the  Microscope,"  were announced  last  week  by  Fletcher  D.  Richards,  president  of  Fletcher  D. 
Richards  Inc.  and  conference  chair-  ★ man. 

A  radio  and  TV  production  group 
meeting  will  be  held  Tuesday  after- 

noon, Oct.  30,  under  the  chairman- 
ship of  Adrian  Samish,  vice  presi- dent of  Dancer-Fitzgerald-Sample, 

as  one  of  nine  group  sessions  to  be 
conducted  during  the  two-day  meet- 

ing. Total  attendance  at  the  con- ference is  expected  to  exceed  last 
year's  record  of  1,600-plus,  Mr. Richards  said. 

The  final  conference  session  on 
Wednesday  afternoon,  open  to  all 
4-A  agency  personnel,,  will  hear 
speeches  by  4-A  Board  Chairman Louis  Brockway  and  President 
Frederic  R.  Gamble,  along  with 
summaries  of  the  various  group 
meetings.  These  group  sessions, 
and  their  respective  chairmen,  are: 
Copy  and  Art — Elwood  Whitney, Foote,  Cone  &  Belding,  New  York. 
Marketing  and  Merchandising — R. 

W.  Welch,  McCann-Erickson,  New York. 
Media  —  Elizabeth  Black,  Joseph 

Katz  Co.,  New  York. 
Radio  and  TV  Production — Adrian 

Samish,  Dancer  -  Fitzgerald  -  Sample, New  York. 
Trade  and  Industrial  Advertising — John  Mather  Lupton,  John  Mather 

Lupton  Co.,  New  York. 
Agency  Library — Delphine  V.  Hum- 

phrey, McCann-Erickson,  New  York. 
Management  (three  sessions) — Al- vin  H.  Kaplan,  Kaplan  &  Bruck,  New 

York;  Wilbur  VanSant,  VanSant,  Dug- 
dale  &  Co.,  Baltimore,  and  D.  C.  Stew- 

art, Kenyon  &  Eckhardt,  New  York. 
Mechanical  Production — Michael  J. 

Madar,  Lennen  &  Mitchell,  New  York. 
Research — Fred  B.  Manchee,  BBDO, 

New  York. 
"This  year,"  Chairman  Richards 

CHARITY  DRIVE 
WTAM  Raises  $10,000 

THANKS  to  a  ten-day  promotion 
drive  by  WTAM  Cleveland,  a  fund 
for  the  Society  for  Crippled  Chil- 

dren was  swelled  $10,000  and  the 
station  broke  its  own  three-year 
promotion  record. 
The  NBC  owned-and-operated outlet  raised  that  sum  by  offering 

an  admission  to  the  special  Ice 
Capades  charity  matinee  Oct.  13 
for  each  dollar  donation.  The  air 
campaign  was  launched  Sept.  24 
under  the  leadership  of  WTAM 
General  Manager  John  McCormick. 
By  Oct.  5  all  tickets  had  been 

committed,  assuring  over  $40,000 
over  a  four-year  period  for  the 
campaign.  Cleveland  chapter  of  the 
society  receives  100%  of  the  contri- butions. 

All  station  personnel  and  out- 
side volunteers  drew  congratula- 
tions' from  Mr.  McCormick,  who 

singled  out  the  effectiveness  of 
regional  and  national  radio  broad- 

casting in  making  the  1951  drive 
an  unqualified  success. 

said,  "we  anticipate  that  more  peo- 
ple will  attend  several  meetings — on  their  own  and  other  fields.  More 

copywriters  and  artists,  for  in- stance, will  attend  the  radio  and 
television  meeting.  There's  great stress  today  in  agencies  for  better teamwork  and  many  specialists 
want  to  increase  their  overall  know- 

ledge of  the  agency  business.  In 
keeping  with  this,  the  conference 
theme  will  be  'Advertising  Under 
the  Microscope,'  and  specific  day- 
to-day  problems  of  agency  opera- tion will  be  discussed  at  these  group 

meetings." 
The  Copy  and  Art,  Marketing 

and  Merchandising,  and  Media 
group  sessions  will  run  concurrent- ly Tuesday  morning,  Oct.  30;  the 
Radio  and  TV  Production,  Trade 
and  Industrial  Advertising,  and 
Agency  Library  sessions,  concur- rently Tuesday  afternoon;  and  the 
three  management  sessions  (divided 
according  to  agency  billing  size) 
and  the  Mechanical  Production  and 
Research  group  meetings,  Wednes- 

day morning. 

AMA  AGENDA 
Weiss  Among  Speakers 

LEWIS  ALLEN  WEISS,  former 
president  of  Don  Lee  Broadcast- 

ing System  and  MBS  board  chair- man, now  assistant  administrator 
for  civilian  requirement  of  the  Na- tional Production  Authority,  will 
be  one  of  the  speakers  at  a  one- 
day  conference  sponsored  by  the 
New  York  Chapter  of  American 
Marketing  Assn.  Oct.  29  at  the 
Waldorf-Astoria,  New  York. 

Plans  call  for  a  morning  session 
at  which  business  and  government 
officials  will  participate  in  panel 
discussions  on  the  Fair  Trade  Act 
and  "Unfair  Sales  Act"  or  loss leader  laws.  During  the  afternoon 
panelists  will  discuss  the  Robin- son-Patman  Act  and  the  anti-trust 
laws.  Luncheon  session  will  be  ad- 

dressed by  George  Sokolsky,  author 
of  nationally  syndicated  newspaper 
column,  on  the  subject  "The  Ef- fect of  Government  Regulations  on 

Marketing  Practices." Other  officials  to  date  who  have 
agreed  to  participate  in  the  panel discussions  include  J.  W.  Hubbell, 
vice  president  in  charge  of  mer- 

chandising and  advertising,  Sim- mons Co.,  and  Joseph  Kolodny, 
managing  director,  National  Assn. of  Tobacco  Distributors. 

WGN  Chicago  has  completed  construc- tion of  a  250-foot  vertical  antenna  for 
emergency  operations.  Tower  is  900 
feet  from  station's  750-foot  primary antenna  on  transmitter  site  near 
Roselle,  111.  Test  transmissions  will 
begin  mid-October. 
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In  Northern  California 

MORE  PEOPLE  LISTEN  -  more  often  -  to  KNBC 

than  to  any  other  radio  station 

KNBC's  50,000  watt  Non-Directional  transmitter reaches  all  the  markets  of  Northern  California . . . 

KNBC  has  the  biggest  and  most  loyal  audience  in 
the  San  Francisco-Oakland  Metropolitan  Market  —  the 
seventh  largest,  fastest-growing  major  market  in  America. 

And  as  a  plus,  KNBC  penetrates  all  the  rich,  fast-growing  markets 
throughout  Northern  California,  plus  markets  like  Stockton- 
Modesto,  Ukiah-Mendocino,  Napa-Santa  Bosa,  Santa  Cruz-Monterey, 
Sacramento,  San  Jose-Santa  Clara,  and  Eureka-Humholdt  County. 

ONLY  KNBC  can  reach  all  these  markets  —  in  one,  big 
economical  package.  KNBC  sales  reps  will  show  you  how. .. 

KNBC  delivers  MORE  PEOPLE  (in  one  pack- 
age!)—at  LESS  COST  per  thousand  — than  any 

other  advertising  medium  in  Northern  California. 

L   . 

PLUS-Market  Case  History 
Santa  Cruz-Monterey 

Population:-195,831, 
from  1940-1950 
Effective  buying  income* :  —  $273,41 1 ,000, an  increase  of  151.5% 
Retail  Sales': -$205,01 7,000,  up  194% 
KNBC  Audience:— Week  after  week,  over 
4/5  of  the  radio  families  listen  regularly 
to  KNBC 

*Sa/es  Management's  f  951  Survey  af  Buying  Power 

Northern  California's  NO.  1  Advertising  Medium 
50,000  Watts -680  K.C. Represented  by  NBC  Spot  Sales 
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SET  MAKERS 
Third  Practice  Parley  Set 

SPADE  work  for  a  third  industry- 
government  conference  on  proposed 
trade  practice  rules  for  radio-TV 
set  manufacturers  will  get  under- 

way under  auspices  of  Radio-Tele- vision Mfrs.  Assn.  in  New  York 
next  week. 
RTMA's  Trade  Practices  Con- ference Committee  is  scheduled  to 

meet  at  association  headquarters 
under  the  chairmanship  of  Ben- 

jamin Abrams,  Emerson  Radio  & 
Phonograph  Corp.  Preliminary 
session  Monday  will  be  used  to 
brief  RTMA  members  who  were 
unable  to  attend  second  general 
conference  held  by  Federal  Trade 
Commission  Sept.  26-28. 
At  that  time,  following  conclu- 

sion of  a  three-day  meeting,  FTC 
authorities  suggested  formation  of 
a  broad  all-industry  committee  to 
discuss  its  proposed  rules.  Both 

the  Commission  and  RTMA  sug- 
gested a  third  meeting,  to  be  held 

later  this  year  [B  •  T,  Oct.  1]. 
Because  of  the  complexity  of 

problems  posed  by  the  new  trade 
rules,  it  appears  that  the  third  in- 

dustry-government session  may  be 
delayed  until  early  1952. 
The  RTMA  meeting  next  week 

will  be  the  forerunner  to  an  over- 
all industry  conference  of  RTMA 

members,  wholesalers,  retailers,  and 
better  business  bureau  groups.  A 
committee  is  to  be  set  up  under  the 
tentative  chairmanship  of  Louis  B. 
Calamaras,  representing  the  Na- tional Electronic  Distributors  Assn. 
FTC  authorities  have  offered  to 
confer  with  the  group  after  initial 
meetings  later  this  year. 
Immediate  objective  of  the 

RTMA  Fair  Trade  Practices  Com- 
mittee is  to  obtain  an  adequate 

consensus  of  association  member- 
ship on  various  facets  of  FTC's proposed  code.  Meeting  will  be 

held  in  the  engineering  room  of 
RTMA's  New  York  headquarters. 

Auction  Aids  Crusade 
THE  BONUS  baseball  fans 
enjoyed  with  the  Giants- Dodgers  playoff  in  New  York 
proved  to  be  a  bonus  for  the Crusade  for  Freedom  drive 
in  Florida.  WFTL  Fort  Lau- 

derdale auctioned  off  sponsor- 
ship of  the  series  to  local merchants  and  turned  over 

all  proceeds  to  the  Crusade. 
General  Manager  R.  L. 
Bowles  reported  that  the  pro- ceeds from  the  three  games 
helped  put  the  Crusade  over the  top  in  Broward  County 
and  "also  created  a  great 
amount  of  good  will  for  the 

station." The  committee  was  active  in  pre- 
paring suggested  revisions  in  the current  standards  which  cover  only 

radio  set  practices.  Subsequent 
discussions  probably  will  be  neces- 

sary before  RTMA  members  meet 
with  other  industry  segments. 

RINE  ELECTED 
At  W.  Va.  AP  Radio  Meet 

WILLIAM  E.  RINE,  vice  presi- dent and  general  manager  of 
WWVA  Wheeling,  was  elected 
president  of  the  West  Virginia  As- 

sociated Press  Radio  Assn.,  suc- ceeding John  T.  Gelder,  manager 
of  WCHS  Charleston.  Group 
named  its  new  slate  at  a  fall  meet- 

ing and  news  clinic  in  Huntington 
Oct.  6. 

Mr.  Gelder  was  named  to  one  of 
the  three  vice  presidencies,  along 
with  Pat  Beacom,  manager  of 
WMMN  Fairmont,  and  Ellis  Lan- 
dreth,  manager  of  WBRW  Welch. 
Flem  Evans,  manager  of  WLPH 

Huntington,  was  elected  treasurer, 
and  Richard  K.  Boyd,  Huntington  AP 
correspondent,  was  reelected  secre- 

tary. Mr.  Evans  also  remains  chair- 
man of  the  association's  news  study committee. 

An  illustrated  talk,  "Your  News 
— and  its  Revenue  Potential,"  was 
presented  by  Oliver  Gramling,  as- sistant general  manager  of  AP. 
Clinic  speakers  included  Paul  A. 
Myers  of  WWVA;  Ross  Edwards, 
WCHS;  Joe  Farris,  WGKV  Charles- 

ton; and  Ted  Eiland,  WSAZ  Hunt- 
ington. 
"Local  Newsroom  Operation" 

was  the  subject  of  a  talk  by  Wil- 
liam R.  Barrett,  news,  sports  and 

special  events  director  for  WJLS 
Beckley.  The  attendance  of  65  was 
the  largest  in  the  eight-year  his- tory of  the  organization. 

BOB  HAWK  PACT 
Camels  Pays  $1  Million 

DETAILS  of  Bob  Hawk-R.  J.  Rey- 
nolds Co.  (Camel  Cigarettes)  con- 
tract signed  last  month  and  just 

made  available  reveals  that  over  a 
million  dollars  are  involved  in  the 
three-year  contract.  The  pact  in- 

sures the  CBS  Bob  Hawk  Show  be- 
ing on  the  air  39  weeks  a  year  for 

each  of  the  three  years,  with  a 
definite  13-week  vacation  each  sum- 

mer. Overall  salary  goes  over  the 
$1  million  mark. 
According  to  the  terms,  Mr. 

Hawk  is  given  the  sole  right  for 
approval  of  material  used  on  his 
programs,  as  well  as  complete  non- exclusivity  for  both  radio  and  tele- 

vision. Sole  reservation  is  that 
he  not  broadcast  for  competitive 
products. 

Touchdown  Tips7  Gains INCREASE  for  1951  of  250%  in 
dollar  volume  over  1950  of  RCA's 
syndicated,  13-quarter-hour  foot- 

ball program  series,  Touchdown 
Tips  With  Sam  Hayes,  has  been 
reported  by  A.  B.  Sambrook,  man- 

ager, RCA  Recorded  Program 
Services  Sales.  "After  an  inten- 

sive six-weeks'  sales  effort  .  .  . 
enthusiastic  stations  and  sponsors 
are  already  picking  up  options  on 
Touchdown  Tips  for  1952,"  Mr. Sambrook  stated. 

Columbia  Network 

Who  talk* 

to  thi*  Gvy% 

Well  over  250,000  automobiles  in 

WGR's  Western  New  York  listening  range 
are  radio-equipped 

WGR's  top-rated  programming  catches 

this  extra  listenership ...  a  big  plus  to  WGR's 
established  coverage  of  the  360,000 

radio-equipped  homes 
in  this  rich  market. 

RAND    BUILDING,    BUFFALO  3, 
National  Representatives:  Free  &  Peters,  Inc. 

Leo  J.  ("Fitz")  Fitzpafrick 
I.  R.  ("Ike")  Lounsberry 
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DEPENDABLE EECH  INPUT  EQUIPMENT 

Whether  for  video  or  standard  broadcasting,  Engineers, 
with  an  eye  to  the  future,  wil!  appreciate  the  exceptional 
versatility  of  GATES  Speech  Input  Equipment.  Here  is 
equipment  with  unusual  adaptability  to  the  ever-changing 
demands  of  programming  techniques.  If  you  are  planning 
a  studio' installation  today  —  think  of  tomorrow,  and  con- 

sider the  flexibility,  the  expandability  of  GATES  Speech 
Input  Equipment. 

Space  prevents  fully  describing  the  circuit  handling  capa- bilities of  the  three  consoles  shown.  You  are  invited  to 
write  for  the  GATES  SPEECH  INPUT  CATALOG  where 
functional  block  diagrams  and  additional  data  will  better 
acquaint  you  with  these  versatile  GATES  Consoles  —  truly, 
Speech  Input  Equipment  With  A  Future. 

■■■BBS 

52-CS  STUDIOETTE 
Ideally  suited  lor  small  station  studio  applications  or  as  part  of 

larger  master  control  type  installation,  the  GATES  52-CS  Studioette has  all  ol  the  necessary  facilities  for  complete  studio  operation  and 
will  fulfill  the  most  rigid  requirements  of  fidelity,  low  noise  and  dis- tortion. Facilities  include  four  mixing  channels.  Two  preamplifiers,  one 
program  amplifier  and  one  monitoring  amplifier  plus  complete  power 
supply  are  self-contained. 

Send  for  GATES  SPEECH  INPUT  CATALOG  Today. 

GATES  SA-50  DUAL  SPEECH  CONSOLE 
Typical  of  a  comprehensive  GATES  Speech  Input  system  is 

the  SA-50  Dual  Speech  Console  illustrated  above. 
Consisting  of  the  main  console  and  power  supply  unit,  the 

SA-50  provides  almost  unlimited  facilities  for  smooth  uninter- 
rupted studio  operation  of  the  most  complex  nature.  Nine  mix- ing channels:  five  for  microphones,  two  for  turntables  and  one each  for  remote  and  network  service.  Separate  PBX  type  keys 

allow  selection  of  any  mixing  channel  into  one  of  two  program 
amplifiers. NINE  AMPLIFIERS 

Five  2  stage  preamplifiers  and  two  4-stage  high  gjin  pro- 
gram amplifiers  are  contained  within  the  console.  A  ten  watt 

low  distortion  monitoring  amplifier  and  a  two  watt  cueing  am- plifier are  part  of  the  separate  power  supply  unit.  Space  is 
provided  in  console  for  two  additional  preamplifiers  if  needed. 
Sub-chassis  units  are  individually  removable  for  servicing  with- 

out disrupting  operation  of  balance  of  console. 

turntables  and  one  for  net-remote 
five  2-stage  preamplifiers,  one  4-stage  progra 
one  3-stage  monitoring  amplifier.  Provision  is  m 
ing  external  cueing  amplifier.  Cabinet  construe 
of  the  SA-50  and  features  easy  accessibility  of 

Similar  in  siie  and 
symmetry  to  the  SA-50, 
the  SA-40  Cons  " characterized  by  its  ex- 

treme flexibility  of  oper- ation. Of  modern  design, 
it  is  generously  equip- 

ped for  a  most  compre- hensive installation, 
for  preamplifiers,  three  For Seven  amplifiers  include 

GATES  RADIO  COMPANY  •  MANUFACTURING  ENGINEERS  •  QUINCY.  ILLINOIS,  U.S.A. 

Canadian  Marconi  Company,  Montreal,  Quebec 
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.^t" .....  JHpv IN  BETWEEN  17th  NARTB  district  sessions  in  Spokane 
Oct.  8-9,  the  Oregon  State  Broadcasters  convened  for 
consideration  of  intrastate  problems.  Seated  (I  to  r): 
Frank  Coffin,  KGW  Portland;  Chet  Wheeler,  KWIL 
Albany;  Lee  Bishop,  KORE  Eugene;  Irwin  Adams,  KGON 
Oregon  City;  H  Quenton  Cox,  KGW  Portland;  Ted 
Cooke,  KOIN  Portland;  OSBA  President  Richard  M. 
Brown,  KPOJ  Portland;  John  Birrel,  KWIL  Albany.  Stand- 

ing (I  to  r):  Harry  Buckendahl,  KOIN;  John  Jones,  KLBM 
LaGrande;  Gordon  Capps,  KSRV  Ontario;  S.  W.  Me- 
Cready,  KUGN  Eugene;  Al  Bishop,  Multnomah  College, 
Portland;  Al  Barnard,  consulting  engineer,  Portland; 
Lee  Jacobs,  KBKR-KLBM  Baker  and  LaGrande;  L.  W. 
Trommlitz,  KERG  Eugene;  Gordon  Sabine,  U.  of  Oregon, 

Eugene;  Mike  Miksche,  KRCO  Prineville. 

NARTB  TO  STUDY  RATES 
Dist.  77  Told 

THE  WHOLE  question  of  radio 
rate  structures,  looking  toward  use 
of  standard  methods  in  fixing  sta- tion rates  for  all  classes  of  time, 
■will  be  placed  before  the  NARTB board  of  directors  at  its  Dec.  5-6 
meeting  with  the  recommendation 
that  the  association  institute  a 
basic  revaluation  study. 

This  was  disclosed  by  NARTB 
President  Harold  E.  Fellows  last 
Monday  at  the  opening  session  of 
the  17th  District  meeting.  Presid- 

ing at  the  sessions  was  H  Quenton 
Cox,  KGW  Portland,  district  direc- tor. 

After  Loren  Stone,  general  man- 
ager of  KIRO  Seattle,  had  com- 

mented that  there  was  "no  rhyme 

or  reason"  to  existing  rate  struc- tures, Mr.  Fellows  said  he  felt  the 
topic  was  within  the  board  purview, 
and  that  he  would  recommend  the 
study  whole-heartedly. 
Drawing  upon  his  two  decades 

as  a  station  operator  before  he 
assumed  the  NARTB  presidency 
four  months  ago,  Mr.  Fellows  said 
station  rates  originally  were  set 
arbitrarily  more  or  less  by  follow- 

ing the  network  pattern.  The  ques- 
tion to  be  probed,  he  said,  is  what factors  should  be  considered  in 

fixing  station  rates.  He  observed 
that  the  tradition  of  fixing  the  day- 

time rate  at  one-half  night  rates is  outmoded. 
While  it  has  been  standard  prac- 

tice to  fix  the  spot  announcement 
rate  at  10%  of  the  hour  rate,  Mr. 
Fellows  pointed  out  that  perhaps  60 
to  90%  of  station  revenue  is  de- rived from  announcements  and 
participations,  with  the  balance 
from  "program  time".  He  said  one station  group,  which  he  did  not 
identify,  fixed  its  1  minute  an- nouncement rate  at  18%  of  the 
hour  rate;  station  breaks  at  16% 
of  the  hour  rate.  This  group  also 
uses  the  rule-of-thumb  of  a  50% 
increase  in  overall  rates  from  every 
100%  increase  in  circulation. 

After  a  discussion  of  the  part 
NARTB  should  play  in  the  overall 
rate  controversy,  R.  M.  Brown,  gen- 

eral manager  of  KPOJ  Portland, 

h+  FOR  DETAILS:  THE  MUTUAL  BROADCASTING  SYSTEM  •  NEW  YORK  18,  N.Y.  +++  +  + 
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commented  that  the  question  of 
basic  rate  structure  was  in  the 
sphere  of  management  and  there- fore should  fall  within  the  purview 
of  NARTB  rather  than  BAB,  which 
is  sales  and  promotion.  On  a  show- 

ing of  hands,  the  district  voted 
practically  unanimously  in  favor  of the  undertaking.  It  was  pointed  out 
that  network  rates  for  affiliated 
stations  should  not  be  the  criterion, 
since  the  networks  themselves  have 
stated  there's  no  real  relationship. 

In  adopting  resolutions  the  dis- trict pointed  to  the  rate  pressures 
that  have  resulted  from  incom- 

plete research  data  and  lack  of 
equitable  comparison  with  other 
media.  The  delegates  recommened 
to  all  segments  of  the  industry 
the  development  of  research  "that brings  radio  into  focus  with  other 
media  on  a  scientific  and  compar- 

able basis." 
A  second  resolution  condemned 

rate  pressures  from  inside  or  out- 
side the  industry  as  well  as  net- 

work or  program  service  action 
"which  undermine  the  basic  econ- 

omy of  broadcast  stations  by  com- 
peting with  them  for  sources  of revenue  on  which  the  stations  rely 

for  economic  stability."  District  17 
urged  BAB,  NARTB  and  the  Affili- 

ates' Committee  to  do  all  they  can 
"to  stabilize  this  phase  of  the 
broadcasting  industry."  NARTB 
was  urged  to  develop  ideas  for  uni- form rate  formulas. 

The  recent  Presidential  order  ex- 
tending security  censorship  to  all 

federal  agencies  drew  a  stiff  re- 
proof from  District  17  on  the 

ground  that  no  machinery  was  set 
up  to  safeguard  basic  rights  (see 
censorship  story  this  issue). 

Benton  Plan  Assailed 
Other  resolutions  condemned  the 

Benton  legislation  to  set  up  a  ra- 
dio-television program  review 

board;  endorsed  administration  of 
President  Fellows  and  key  staff  of- 

ficials; commended  William  B. 
Ryan,  BAB  president,  for  efforts  to aid  broadcast  sales;  approved 
BMI's  clinics  and  general  opera- 

tions; praised  administration  of Director  Cox  and  thanked  local 
broadcasters  for  convention  ar- 
rangements. 

Members  of  the  Resolutions  Com- 
mittee were  Mr.  Brown;  Arch 

Morton,  KJR  Seattle;  John  Jones, 
KLBM  LaGrande,  Ore.,  and  Tom 
Olsen,  KGY  Olympia. 

In  discussion  of  the  basic  broad- 
cast research  problem,  with  the 

need  of  bringing  media  data  to  a 
comparable  basis,  Mr.  Jones  said the  action  was  inspired  by  an 
article  in  the  Oct.  1  issue  of  Broad- 

casting •  Telecasting,  titled  "Im- 

pact." 

Techniques  in  radio  selling  and 
steps  taken  by  BAB  were  reviewed 
by  Mr.  Ryan  in  a  half-day  clinic. Operations  of  the  new  NARTB 
headquarters  organization  under 
President  Fellows  were  described  by 
Robert  K.  Richards,  public  affairs 
director,  who  used  his  "black 
magic"  board  to  illustarte  the  set- 

up. Mr.  Richards  called  on  broad- 
casters to  develop  their  local  and 

regional  news  operations  as  a  pub- 
lic service  and  as  a  means  of  rais- ( Continued  on  page  50) 
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MR.  SPONSOR: 

LOOK  AT  THESE  HOOPERS! 

WJBK  is  1st  on  Sunday  afternoon  with  a  whopping  57.4 
Hooper!  ...  1st  on  Wednesday  and  Friday  evenings  .  .  . 
and  2nd  (only  to  a  50,000  watt  net)  in  Total  Rated  Time 
Periods  with  a  thumping  24.7!  These  Hoopers  show  that 
WJBK  has  the  audience  in  Detroit.  .  .  . 

 <£)  
HOOPER  /tAHfOMID  NDEX 

CITY  ZONE 

SHARE  OF    RADIO  AUDIENCE 

TIME 
RADIO 
SETS-IN- USE A NETW B WJBK 

AM-FM c D 
NETW 

E F NETW G 
NETW 

OTHER AM  &  FM 

MON.  THRU  FRI. 
8:00  A.M.-12:00  NOON 9.1 4.7 0.5 10.7 1.6 42.2 

3.8 
12.3 22.7 1.4 

MON.  THRU  FRI. 
1 2:00  NOON-6:00  P.M. 8.6 5.1 2.3 25.5 4.2 33.3 6.5 14.9 5.9 2.3 

SUNDAY 
1 2:00  NOON-6=00  P.M. 

17.8 5.9 0.5 57.4 3.2 7.8 7.2 
5.4 

6.4 6.2 

SATURDAY 
8:00  A.M.-6:00  P.M. NOT 

R  A "] 

'ED 

IN 
I ETRC IT 

SUN.  THRU  SAT.  EVE. 
6:00  P.M.- 10:30  P.M. 9.6 8.4 0.7 

21.9 2.5 24.9 
3.1 

21.5 13.6 3.4 

INDIVIDUAL  EVENINGS  6:00  p.m.-io  so  p.m. 
SUNDAY 9.5 15.9 0.8 13.6 3.8 15.2 1.5 21.2 22.7 5.3 
MONDAY 11.5 11.0 1.1 22 . 0 0.5 38.5 16.5 

9.3 
1.1 

TUESDAY 9.6 12.7 0.7 

|  4.9 

2.1 28.2 1.4 34.5 12.0 3.5 
WEDNESDAY 9.6 6.1 0.7 31.3 0.7 16.3 7.5 17.7 17.0 2.7 
THURSDAY 10.3 1.3 .19.4 4.5 

32.3 27.7 9.7 5.2 
FRIDAY 10.9 4.6 :  39 .  i 1.1 13.8 5.2 17.8 16.1 2.3 

SATURDAY 5.7 8.2 2.4 16.5 7.1 29.4 
9.4 

14.1 
7.1 

5.9 
TOTAL  RATED TIME  PERIODS 9.7 6.2 1.! 2.9 

29.5 4.9 15.3 12.5 
2.9 

©  No  listeners  found  in  sample. 

NATIONAL  SALES 

Yes,  Sir!  And  you  can  reach  more  of  the  5  billion  dollar  Detroit 
market,  more  effectively,  at  less  cost,  when  WJBK  delivers  your  sales 
message  with  the  punch  that  pays  off.  Call  your  KATZ  man  today. 

WJBK  =5  DETROIT The  Station  with  a  Million  Friends 
HEADQUARTERS:     488      MADISON      AVENUE,     NEW      YORK      22.     ELDORADO  5-2455 

Represented  Nationally  by  THE  KATZ  AGENCY,  INC. 
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NPA  STUDIES 
Radio-TV  Materials  Status 

PROSPECT  that  the  radio-TV  in- 
dustry may  be  granted  relief  from 

certain  building  limitations  by  al- 
lowing broadcasters  to  self-author- 

ize greater  quantities  of  scarce 
materials  was  under  consideration 
by  the  government  last  week. 

This  possibility  arose  following 
a  conference  between  NARTB  rep- 

resentatives and  officials  of  the  Na- 
tional Production  Authority.  A 

decision  was  expected  by  week's end. 
NARTB  had  sought  the  meeting 

on  the  basis  of  an  NPA  order  which 
shifted  newspapers  and  other  print- 

ing establishments  from  the  com- mercial to  the  industrial  category. 
The  new  order  would,  in  effect, 
enable  newspapers  to  claim  larger 
amounts  of  steel,  copper  and  alu- 

minum for  projects  than  are  now 
provided  under  the  commercial 
classification. 

According  to  the  government  or- 
der, issued  last  Monday,  publishing 

enterprises  would  be  permitted  to 
secure  25  tons  of  steel,  2,000  pounds 
of  copper  and  1,000  pounds  of 
aluminum  each  quarter  without 
NPA  authorization.  Broadcasters 
still  are  bound  by  the  two-tons-of- 
steel,  200  pounds-of -copper  ceiling 
in  going  ahead  with  construction, 
alteration  or  remodeling  projects. 
NARTB  branded  the  action 

"highly  discriminatory"  and  re- minded NPA  authorities  of  past 
assurance  that  neither  media  would 
be  given  "preferential  treatment." The  issue  originally  cropped  up 
earlier  this  year,  with  the  result 
that  the  agency  rescinded  an  iden- tical order. 

The  meeting  was  held  in  the 
office  of  Richardson  Bronson,  NPA 

+  +  +  + 

assistant  general  counsel.  Repre- 
senting NARTB  were  Ralph 

Hardy,  government  relations  direc- 
tor; Vincent  T.  Wasilewski,  attor- 
ney; Neal  McNaughten,  engineer- 

ing director;  Thad  H.  Brown  Jr., 
television  manager  and  counsel; 
and  Oscar  Elder,  assistant  director, 
NARTB  Public  Affairs  Dept. 
The  new  reclassification,  Mr. 

Bronson  said,  stems  from  a  re- 
consideration of  "basic  criteria." 

Radio-TV  broadcasting  is  not  con- 
strued to  come  under  the  "indus- 

trial plant,  factory  or  facility" category,  he  explained,  since  it  is 
not  an  industry  which  produces  an 
"end  product"  like  newspapers, 
books,  magazines,  etc. 
NARTB  countered  that  the  end 

products  of  radio-television  and 
newspapers  actually  are  compar- 

able in  terms  of  public  consumption 
of  news  and  other  vital  informa- 
tion. 

Peter  Black,  special  assistant  to 
Production  Administrator  Manly 
Fleischmann,  said  this  line  of  rea- 

soning had  been  under  study  by 
NPA  and  that  reclassification 
would  be  considered.  NPA  officials 
frankly  acknowledged  the  matter 
of  definition  has  been  a  thorny 
problem  in  recent  months. 

Other  NPA  officials  present  were 
Rufe  B.  Newman  Jr.,  director  of 
NPA's  Construction  Controls  Divi- 

sion, and  Henry  Badoux,  his  assist- ant. 
The  Government  last  Monday 

also  warned  radio-TV  set  and  other 
manufacturers  they  will  face  "seri- 

ous difficulties"  in  obtaining  steel, copper  and  aluminum  for  the  first 
quarter  of  1952  if  they  failed  to 

file  applications  prior  to  the  Oct.  1 deadline. 
The  warning  was  sounded  by 

Mr.  Fleischmann  in  a  statement 
pointing  up  the  evils  of  plant shutdowns  which  would  result  for 
lack  of  materials. 
By  inference,  Mr.  Fleischmann 

alluded  to  manufacturers  who  pro- 
duce civilian  radio-TV  receivers 

and  who  are  required  to  file  for 
materials  on  Application  Form 
CMP-4B.  Conceivably,  output  of 
station  equipment  (transmitters, 
etc.)  could  be  seriously  affected, 
too,  if  these  manufacturers  fail  to 
obtain  materials  for  these  commer- 

cial products.  Both  categories  are 
subject  to  the  government's  Con- trolled Materials  Plan. 

A  number  of  electronic  manufac- 
turers have  cited  growing  unem- 

ployment in  their  plants.  Aside from  the  usual  inventory  backlog, 
the  problem  is  chiefly  one  of  cut- backs on  the  one  hand,  and  lagging 
defense  orders  on  the  other. 

Broadcasters  Fare  Well 
On  the  construction  front,  NPA 

has  taken  an  increasingly  dim  view 
of  requests  for  authorization  to 
build  or  alter  present  commercial 
structures.  Broadcasters  have 
fared  surprisingly  well,  considering 
government  rejection  of  over  2,000 
bids,  though  the  pinch  on  scarce materials  continues. 

In  cases  involving  projects  al- 
ready launched,  shortage  of  steel, 

copper  and  aluminum  has  taken 
some  toll,  despite  small  costs  esti- 

mated in  applications  filed  with 
NPA. 
Two  most  recent  examples  are 

those  of  Pennwire  TV  Co.,  Lewis- 

Uftii  i w  WF'  w  won 

Ballooning  high,  our  Mister  PLUS 
Surveys  a  wide  terrain: 

Says  he:  "No  one  compares  with  us 

In  actual  audience  gain!" 

It's  ON  THE  RISE,  from  coast  to  coast, 
This  listener-ship  of  ours, 

Despite  TV,  our  sponsors  boast 
Millions  more  tune-in  hours! 

the  difference  is  MUTUAL! 
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town,  Pa.,  which  proposed  to  set  up a  community  TV  antenna  system; 
Neely  Broadcasting  Co.  (WJAM 
Marion,  Ala.),  and  KABR  Aber- deen, S.  D.  The  two  radio  stations 
have  received  construction  permits 
from  the  FCC  but  are  not  yet  on 
the  air. 

There  was  little  ground  for  fear, 
however,  that  both  radio  stations 
would  be  unable  eventually  to  take 
the  air  because  of  the  denials. 

Lester  M.  Neely,  licensee  for 
WJAM,  told  NPA  in  his  applica- 

tion that  he  had  started  construc- 
tion Aug.  15  and  had  set  a  target 

date  of  Oct.  1  for  completion.  Un- der FCC  Rules  &  Regulations,  CP 
holders  must  commence  construc- 

tion within  three  months  of  the 
grant.  Neely  Broadcasting  was  re- 

jected in  a  bid  for  materials  total- 
ing $12,000.  Percent  of  completion 

of  project  was  not  indicated. 
Because  building  already  has 

started  and  FCC  had  issued  a  CP, 
it  was  believed  that  Mr.  Neely 
could  establish  his  case  for  more 
materials  to  complete  construction 
and  enable  the  station  to  go  'on the  air.  NPA  stressed  again  that 
denials  are  not  tantamount  to  final 
rejection  and  pointed  out  the  ap- 

plicant may  refile  in  "subsequent 
quarters."  Authorities  conceded 
that  WJAM  may  prove  a  hardship 
case  in  this  instance. 

In  the  case  of  KABR,  construc- 
tion began  Aug.  15  and  is  65%  to- ward completion.  Target  date  was 

set  by  KABR  for  Sept.  15.  Project 
was  placed  at  $4,465. 

Pennwire  TV  Co.  started  work 
in  August  on  a  project  designed 
"to  supply  TV  signals  to  consumers 
in  an  area  where  individual  recep- 

tion is  impractical" — the  counties of  Lewistown,  Burnham  and  Derry 
in  Pennsylvania.  Its  deadline  was 
set  for  June  1952,  with  the  TV 
antenna  project  estimated  at  $85,- 
000.  Construction  would  consume 
over  10  tons  of  steel  and  some  1,800 
pounds  of  copper. 

Allen  B.  DuMont  Labs  was 
turned  down  on  TV  studio  project 
for  its  WABD  (TV)  New  York  at 
an  estimated  cost  of  $1,150,000,  as 
was  CBS  Television  for  similar 
work  at  $230,000  [B  •  T,  Oct.  8].  - 
CBS  was  fortunate  on  another 

front,  however,  receiving  author- 
ity to  proceed  with  construction  on 

its  Gilmore  Stadium  TV  studios 
valued  at  $5,330,000.  Applicant  was 
Vine  Street  Realty  Corp.,  Los  An- 

geles. NPA  originally  had  reject- 
ed this  bid,  as  reported  in  Broad- 

casting •  Telecasting,  but  re- scinded the  denial  last  week. 
The  firm  reported  its  project, 

begun  on  Dec.  29,  1950,  as  5% 
completed.  Its  target  date  was 
Sept.  30  this  year,  but  additional 
materials  will  be  needed  to  speed construction. 

In  such  cases  as  those  of  KABR 
and  WJAM,  authorities  pointed 
out,  FCC  grant  of  a  CP  is  not 
necessarily  a  primary  factor  in 
any  consideration  of  requests.  Prin- 

cipal yardstick  is  availability  of materials  during  any  one  quarter, 
with  provision  for  refiling. 

Tel 
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The  VOICE  that  SELLS  on 

TULSA'S  MAIN  STREET! 

KTUL  carries  twice  as  many  locally-sponsored  quarter-hours  as  its  nearest  competitor. 
Tulsa  merchants  know  where  to  spend  their  advertising  dollars  for  DAY  BY  DAY 
RESULTS! 

Not  only  do  local  merchants  prefer  to  spend  their  advertising  dollars  on  KTUL— they 
STAY  on  KTUL  year  after  year:  (Globe  Clothiers— 17  years;  Clarke's  Clothiers— 15  years; 
Brown-Dunkin— 16  years;  Vandever's— 15  years;  S.  G.  Holmes  &  Sons— 12  years;  Walk- 

over Shoe  Store— 12  years;  Talbot  Theatres— 12  years;  Gray's  Jewelers— 12  years;  Midwest 
Chevrolet  Co.— 12  years;  George  Fuller  Chevrolet  Co.— 9  years;  etc.) 

KTUL  produces  SALES  for  local  advertisers-IT  CAN  DO  THE  SAME  FOR  YOU! 

KTUL 

CBS 
n 

TULSA 

JOHN  ESAU,  Vice  Pres.-Gen.  Mgr.  •  AVERY-KNODEL,  Inc.,  Radio  Representative 
Affiliated  with  KFPW,  Fort  Smith,  Ark.,  and  KOMA,  Oklahoma  City 
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CORRIDOR  huddle  Monday  morning  (Oct.  8)  at  Spokane  NARTB  District  17 
meeting  to  discuss  Broadcasting  •  Telecasting's  comprehensive  story  on 
NBC's  new  affiliation  project.  (I  to  r)  Bob  Wesson  KHG  Spokane;  J.  Arch Morton,  KJR  Seattle;  H  Quenton  Cox,  KGW  Portland,  District  Director;  Otto 

Brandt,  KING-AM-TV  Seattle;  Paul  Moore  KJR. 

FRONT  ROW  at  meeting  of  Washington  State  Assn.  of  Broadcasters,  held 
during  NARTB  District  17  session  in  Spokane.  Left  to  right:  Comdr.  R.  E. 
Thomlinson,  USN,  formerly  KGW  Portland;  Saul  Haas,  KIRO  Seattle;  Burt 
Harrison,  Cal  Watson,  Allen  Miller,  KWSC  Pullman;  Lt.  Col.  James  C. 

Chesnutt,  Army  public  information  office,  Seattle. 

NARTB  to  Study 
(Continued  from  page  i6) 

ing  revenue  as  well  as  building 
community  prestige. 

Richard  P.  Doherty,  NARTB 
employe-employer  relations  direc- 

tor, discussed  sound  management 
practices  and  reviewed  trends  in 
the  labor  situation.  He  took  part 
in  discussions  dealing  with  operat- 

ing costs  and  television  problems. 
Attending  the  District  17  meet- 

ing: 
Edwin  Adams,  U.  of  Washington, Seattle;  Irwin  S.  Adams,  KGON  Oregon City.  Ore.;  Ray  Baker,  KOMO  Seattle; Al  Barnard,  Engineering  Consultant, Portland;  John  Birrel,  KWIL  Albany, Ore.;  Al  Bishop,  Multnomah  College, Portland;  Lee  Bishop,  KORE  Eugene, Ore.;  Otto  Brandt.  KING  Seattle;  R.  M. 

Brown.  KPOJ  Portland;  Harry  Buck- endahl,  KOIN  Portland;  Darrel  K. 
Burns,  KXLE  Ellensburg,  Wash;  Gor- don Capps,  KSRV  Ontario,  Ore.;  C.  O. Chatterton  KWLK  Longview,  Wash.; Lt.  Col.  James  C.  Chesnutt,  U.  S.  Army, 
Seattle;  Fred  F.  Chitty,  KVAN  Van- couver; Frank  H.  Coffin,  KGW  Port- land; Ted  Cooke,  KOIN;  H  Quenton Cox,  KGW;  Jim  Cox,  BMI,  Hollywood; Douglas  I.  Craig,  Graybar  Electric  Co., Seattle. 
Walter  B.  Davison,  Lang-Worth  Fea- ture Programs,  New  York;  Richard  P. Doherty,  NARTB,  Washington;  Carl Downing,  Washington  State  Radio  News Bureau,  Olympia,  Wash.;  Richard  O. Dunning,  KHQ  Spokane;  Dick  Eimers, Associated  Press,  Spokane;  Franklin Evans,  Standard  Radio,  Hollywood; Harold  E.  Fellows,  NARTB;  C.  H. Fisher,  KUGN  Eugene,  Ore.;  M.  O. Fritsch,  KHQ;  W.  C.  Gartland,  RCA Hollywood;  Dick  Godon,  KHQ;  Saul Haas,  KIRO  Seattle;  Ray  V.  Hamilton, Blackburn -Hamilton  Co.,  San  Fran- cisco; John  F.  Hardesty,  NARTB;  Burt Harrison,  KWSC  Pullman;  Miss  Lee Hart,  BAB,  New  York;  Carl  Haverlin, BMI  New  York;  Lee  W,  Jacobs,  KBKR Baker,  Ore.  and  KLBM  LaGrande,  Ore.; George  Johnston,  SESAC  New  York; 

John  G.  Jones,  KLBM;  Ted  Knight- linger,  KMO  Tacoma;  Harold  Krieger, KBKO  Portland,  Ore.;  Robert  W.  Kuhl, Gates  Radio  Co.,  San  Fernando;  Charles 
Lohnes,  KHQ;  Jessica  Longston,  KPUG Bellingham;  Lillian  Markkanen,  KGW; M.  Marquardt,  World  Broadcasting System,  Hollywood;  Robert  S.  McCaw, KYAK  Yakima;  S.  W.  McCready, 
KUGN  Eugene,  Ore.;  R.  T.  (Mac)  Mc- Kenzie,  KMO  Tacoma;  James  McLough- lin,    John    Keating    Studios,  Seattle; 

Allen' Miller,  KWSC  Pullman;  Lincoln W.  Miller,  KXA  Seattle;  Paul  Moore and  J.  Archie  Morton,  KJR  Seattle;  J. 
A.  Murphy,  KIT  Yakima;  R.  A.  Nacht- 

mann,  KALE  Richland,  Wash.;  Dean Nichols,  KOMW  Omak,  Wash.;  Pat 
O'Halloran,  KPQ  Wenatchee;  Dave O'Neil,  Pacific  Telephone  &  Telegraph 

Co.,  Seattle;  Burt  Porter,  Magnecord, Seattle;  Robert  K.  Richards,  NARTB; William  B.  Ryan,  BAB;  George  Shreve, KWAL  Wallace,  Ida.;  Lest  W.  Smith, Blackburn-Hamilton  Co.;  Mark  Sorley, 
KPQ;  Harry  R.  Spence,  KXRO  Aber- deen, Wash.;  Loren  B.  Stone,  KIRO; 
Wm.  T.  Stubblefield,  Associated  Pro- 

gram Service,  Atlanta,  Ga.;  Sol  Tais- hoff,  Broadcasting  •  Telecasting  , Washington;  Comdr.  R.  E.  Thomlinson, U.  S.  Navy,  Seattle;  Robert  K.  Tracy, U.  of  Idaho,  Moscow,  Ida.;  L.  W. 
Trommlitz,  KERG  Eugene;  Stan  Vain- rib,  KHQ;  Bill  Warren,  KOMO  Seattle; 
Cal  Watson,  KWSC  Pullman;  Bob  Wes- son, KHQ;  Chet  Wheeler,  KWLL;  Fred Wild,  CAA,  Seattle;  George  V.  Wiltse, FCC,  Seattle;  Mike  Winterman,  KHQ; Robert  Finley,  KAPA  Raymond,  Wash.; 
Joe  Chytil,  KELA  Centralia-Chehalis, Wash;  Hal  Clark,  KWIE  Kennewick, 
Wash.;  W.  W.  Boone,  KYAK;  Don  Ben- nett, KSEM  Moses  Lake,  Wash.,  and KBKW  Aberdeen;  Mike  Miksche, KRCO  Prineville,  Ore.;  Elroy  McCaw, KRSC  Seattle;  Bruce  Bartley,  KBRO Bremerton;  Archie  Taft,  KOL  Seattle; Carl  K.  Knierim,  KFDR  Grand  Coulee; James  W.  Wallace,  KPQ;  Vicki  Zaser, KPUG. 

BMI  REPORT 
Net  Profits  Rise 

STOCKHOLDERS  of  Broadcast 
Music  Inc.  were  informed  in  a 
letter  from  President  Carl  Haver- 

lin that  the  company's  net  profits for  the  fiscal  year  ending  July  31 
were  $135,257.69  with  some  $133,- 500  reserved  for  tax  payments. 

Increased  gross  receipts  of  the 
broadcasting  and  television  indus- 

tries during  the  year,  Mr.  Haver- 
lin reported,  resulted  in  increased 

income  for  BMI  which  was  coun- 
terbalanced in  part  by  higher  pay- 

ments for  performing  rights  and  a 
25%  reduction  in  broadcasters  fees 
during  the  last  three  months  of the  fiscal  year. 
BMI  has  a  total  of  2,880  broad- 

casting licensees  in  the  United 
States  and  Canada,  he  noted,  with 
3,488  licensees  in  fields  other  than 
radio. 

Performances  of  BMI  music  in- 
creased throughout  the  year,  with 

two  of  the  big  song  hits,  "Because of  You"  and  "Jezebel,"  originating 
in  the  company's  own  publishing 
department.  The  writer  plan,  the 
president  reported,  has  also  been 
successful  with  the  writer  of  "I 
Get  Ideas"  having  been  a  partici- 

pant in  the  arrangement. 
Field  Clinics  Draw 

Field  program  clinics  have  been 
held  for  2,400  people  in  27  states, 
Mr.  Haverlin  said,  and  have  re- 

ceived broad  praise  from  partici- 
pants. The  concert  music  project — 

designed  to  make  it  easier  for 
broadcasters  to  satisfy  the  increas- 

ing public  appetite  for  classical music — has  also  received  high 
commendation  from  broadcasters. 
BMI  has  planned  and  will  shortly 
launch,  he  revealed,  a  series  of 
radio  awards  for  young  composers 
of  concert  music  and  a  series  of 
book  review  scripts  which  will 
focus  the  attention  of  teen-agers 
on  good  literature. 

The  letter,  dated  Sept.  28,  also 
announced  the  annual  stockholders' meeting  for  tomorrow  (Tuesday) 
at  BMI  New  York  offices. 

+  +  +  +  +  +  +  +  - 

Mister  PLUS  needs  diving  gear, 

Complete  with  pump  and  hawser, 
To  make  our  low  costs  crystal  clear: 

Lowest  you  ever  saw,  sir! 

ROCKBOTTOM  COSTS,  our  rate  card  shows, 
Per  thousand  folks  who  listen, 

In  urban  markets  or  in  those 

Where  other  nets  are  missin'! 

-the  difference  is  MUTUAL! 

+ 
+ 
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The  case 

of 

the  missing 

warehouse! 

For  many  alert  businessmen,  the  big, 
overcrowded  warehouse  is  virtually  dis- 
appearing. 

The  reason?  It's  because  they've  found  a way  to  cut  their  inventory  to  a  minimum! 
No  huge  stock  ties  up  their  capital. 

No  sudden  price-drop  hits  them  hard. 
No  big  storage  bills  cut  their  profit. 

For  they  have  a  "warehouse"  in  the  sky! 
Whenever  they  need  parts  to  keep  pro- 

duction lines  moving,  or  merchandise  to 
keep  shelves  stocked,  they  get  them  over- 

night or  sooner  — with  Air  Express! 
Whatever  your  business,  you  can  profit 

by  inventory  control  via  the  world's  fastest 
shipping  service.  Here  are  its  unique  ad- vantages : 

IT'S  FASTEST  — Air  Express  gives  the 
fastest,  most  complete  door-to-door  pick- 

up and  delivery  service  in  all  cities  and 
principal  towns,  at  no  extra  cost. 

IT'S  MORE  CONVENIENT  — One  call  to 
Air  Express  Division  of  the  Railway 
Express  Agency  arranges  everything. 

IT'S  DEPENDABLE  —  Air  Express  pro- 

vides one-carrier  responsibility  all  the  way 
and  gets  a  receipt  upon  delivery. 

IT'S  PROFITABLE— Air  Express  expands 
profit-making  opportunities  in  distribu- tion and  merchandising. 

For  more  facts  call  Air  Express  Division 
of  Railway  Express  Agency. 

fXPfffSS 
GETS  THERE  FIRST 
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WSKB  PLIGHT 
Competitors  Charged 
In  FCC  Complaint 

Advertisement 

From  where  I  sit 

6y  Joe  Marsh 

Sign  of  a  Nice  Guy 

Got  so  around  these  parts  that  every- 
where a  hunter  went  this  fall,  he  came 

up  against  signs  saying  "private 
PROPERTY,  NO  HUNTING,  KEEP  OFF." 
But  not  out  at  Happy  Preston's  place! 

Happy's  signs  say  "private  prop- 
erty, GOOD  HUNTING,  BUT  BE  CARE- 

FUL." "Don't  hunt  myself,"  Happy  says, 
"but  there's  plenty  of  game  on  my 
property.  I  tell  the  hunters  where  the 
best  spots  are  likely  to  be — away  from 
where  Tm  working  and  where  nobody 
else  is  hunting.  It  works  out  pretty 
well  all-around." 

From  where  I  sit,  Happy  has  once 
again  shown  why  he  gets  along  with 
everyone  and  why  everyone  respects 

him.  Happy's  likes  and  dislikes  might 
not  be  the  same  as  his  neighbors',  but 
that  doesn't  stop  him  from  under- 

standing. When  it  comes  to  opinions 
on  hunting,  fishing,  politics,  ways  of 
farming,  or  whether  your  favorite 
beverage  is  beer  or  cider,  try  to  be 

like  Happy  and  the  chances  are  you'll 
be  really  happy! 

Copyright,  1951,  United  States  Brewers  Foundation 

CHARGES  that  a  conspiracy  among  Mississippi  interests  forced  WSKB 
McComb,  MisS.,  off  the  air  after  13  years  of  operation  have  been  filed 
with  the  FCC  by  Julia  D.  and  George  Blumenstock,  directors  and  officers 
of  McComb  Broadcasting  Corp. 
Named  in  the  complaint  are 

Louis  Alford,  president  and  man- 
ager of  WAPF  McComb,  and  de- 

scribed as  attorney  for  the  First 
National  Bank  and  Kramer  Serv- 

ice Inc.,  of  McComb;  Southwest 
Broadcasting  Co.,  operating  WAPF 
and  WGLC  Centerville,  Miss.,  and 
applicant  for  a  250-w  daytime  sta- tion on  1200  kc  at  Hazelhurst, 
Miss.;  the  First  National  Bank 
and  Kramer  Service  Inc.,  McComb. 
WSKB  charges  that  the  parties 

cited  planned  for  two  years  "to obtain  control  of  WSKB — or  de- 
stroy it  and  obtain  its  frequency 

1250  kc  on  5000  w  power." The  defunct  station  claims  the 
First  National  Bank  obtained  a 
one-fourth  interest  in  WAPF  by 
a  foreclosure  and  delivered  this  to 
Mr.  Alford  as  its  attorney.  WSKB 
was  banking  at  First  National,  it 
claims,  with  the  bank  carrying 
$10,000  in  short-term  notes. 

Mr.  Alford  also  was  attorney  for 
Kramer  Service  Inc.,  owning  the 
Hotel  McColgan  in  which  WSKB 
studios  have  been  located,  it  is 
charged. 

Recites  Rent  Troubles 

music  copyright  firm  "was  planning 
a  big  suit  against  WSKB."  The station  contends  Mr.  Alford  loaned 
recording  equipment  to  permit  a 
check  on  WSKB  music  but  "nothing was  found."  The  ministers  were 
driven  away  from  investing  in 
WSKB  stock,  it  is  claimed. 

Finally,  WSKB  charges,  WAPF 
"under  Mr.  Alford's  management 
directed  his  salesmen  to  undersell 
WSKB  accounts.  In  many  cases 
they  gave  time  free,  all  to  drive 
WSKB  off  the  air.  Today  WSKB 
is  off  the  air — in  bankruptcy.  On 
July  2  Louis  Alford  through  his 
associate  attorney  applied  for  the 

WSKB  frequency." 

First,  WSKB  says,  in  reciting  its 
story,  the  hotel  raised  its  rent  from 
$50  a  month  to  $75,  and  then  with- 

out 60  days'  notice  to  $100.  With two  months  rent  past  due,  WSKB 
charges,  the  hotel  through  Mr. 
Alford  padlocked  WSKB's  studios 
and  had  sheriff's  notices  posted  on the  doors  and  around  city  and 
county  offices,  "all  without  due  pro- cess or  notice  to  the  McComb  Broad- 

casting Corp."  This  destroyed 
WSKB's  business  and  credit,  ac- cording to  the  complaint. 

Next,  the  station  charges,  the 
bank  refused  to  renew  its  notes 
though  there  was  no  mortgage  on 
any  properties  or  equipment  and 
despite  the  fact  that  it  previously 
had  agreed  to  give  a  $25,000  mort- 

gage on  the  $150,000  property. 
However,  WSKB  continues,  the 
bank  reduced  the  mortgage  to  $20,- 
000  at  the  last  minute  and  included 
a  clause  that  it  could  take  over  the 
station  if  additional  security  was 
not  supplied  in  24  hours.  Besides, 
Mr.  Alford  was  named  as  trustee 
for  WSKB,  the  station  contends, 
adding  that  it  refused  to  sign  for such  a  loan. 
WSKB  claims  the  bank  and  Mr. 

Alford  blocked  its  efforts  to  obtain 
outside  financial  aid  so  it  went  off 
the  air  last  Feb.  17  because  its 
electric  bill  was  so  high.  FCC  three 
times  granted  30-day  periods  of 
silence,  the  station  says,  but  "every effort  was  made  to  frustrate  each 

plan." 

The  station  came  back  on  the  air 
last  June  3,  with  a  group  of  local 
churches  subscribing  $28,000  in 
stock,  it  is  stated.  At  that  point, 
the  complaint  continues,  ministers 
and  others  were  notified  that  a 

STERLING  DRUG 

Reports  on  Radio-TV STERLING  DRUG  Inc.,  N.  Y., 
again  is  issuing  "accountings"  of its  business  with  wholesalers — in- 

cluding a  booklet  Where  You  Can See  and  Hear  the  Advertising  of 
Sterling  Drug  Inc. — to  members 
of  the  National  Wholesale  Drug- 

gists Assn.  when  it  convenes  this week  in  Houston. 
This  advertising  booklet,  with 

coverage  broken  down  by  city,  state 
and  media,  identifies  Sterling  with 
"the  world's  largest  drug  adver- 

tising budget  .  .  .  advertising  that 
is  truly  effective  because  it's  local." Network  radio  programs  spon- 

sored by  Sterling  include  My  True 
Story  and  Mystery  Theatre  over 212  and  291  stations,  respectively, 
of  the  ABC  network;  Pursuit  on 
141  CBS  stations;  Stella  Dallas 
and  Young  Widder  Brown  both  on 
146  NBC  outlets;  and  Ladies  Fair 
on  535  Mutual  stations.  The  drug 
concern  also  has  radio  spots  on 
473  stations  throughout  the  coun- 
try. 

Television  programs  are  Songs 
for  Sale  on  12  stations  of  CBS-TV 
and  Mystery  Theatre  on  21  ABC- TV  outlets. 
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NEW  NEVADA  AM 
KORK  to  Take  Air  With  NBC 

KORK  Las  Vegas,  Nev.,  announced last  week  that  it  was  scheduled 
to  go  into  regular  operation  "with- in a  few  days."  KORK  is  the  new NBC  affiliate  in  Las  Vegas,  re- 

placing KRAM.  The  new  station 
will  operate  on  1340  kc  with  250  w fulltime. 
KORK  is  located  on  the  grounds 

of  the  Hotel  Thunderbird.  David 
McKay,  president  of  the  new  sta- tion, is  also  president  of  KOLO 
Reno  and  KGYW  Vallejo,  Calif. 
Manager  Jack  Kehoe  is  former 
sales  manager  of  KOLO.  Chief 
Engineer  is  Bill  Binford. 
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for  low-cost  covmc 

the  WW 

Want  economical  circulation  in  the  Midwest?  You'll  get  it  when 
you  put  your  program  on  WO  WO.  Not  only  does  WO  WO  deliver 
listeners  in  3  of  the  Midwest's  most  populous  states. .  but  WOWO 
produces  top  ratings  in  morning,  afternoon  and  evening  periods. 
No  matter  when  your  program  goes  on  the  air,  you  can  count  on 
an  active,  established  following! 

At  7:00  AM,  for  example,  WOWO's  rating*  is  4  times  as  high  as that  of  the  nearest  competitor.  At  7:30  AM,  4.6  times  as  high.  At 
00  AM,  5  times  as  high.  At  5:30  PM,  2.2  times  as  high.  At 

10:00  PM,  1.6  times  as  high. 

A  comprehensive  data  book  on  the  WOWO  area  gives 
full  information  on  population  (almost  2  million),  geographical 
extent,  effective  buying  power  (almost  %2Vi  billion),  retail  sales, 
and  listening  habits  in  cities  and  on  farms.  If  you  haven't  a  copy, et  it  from  Paul  Mills  at  WOWO  or  from  Free  &  Peters. 

Survey  by  Edward  G.  Doody  and  Company,  St.  L ,ouis 

m  mm 

®  WiftoeW^M^  toe  •  KYw  ■  kdka  »  M  >  Ml>wm  •  ww-wiw National  Representatives,  Free  &  Peters,  except  for  WBZ-TV;  for  WBZ-TV,  NBC  Spot  Sales 

Had/a  -Amrim  gmt  Advert&inq  MedtvtH 
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Typical  2-kw  TV  station  layout for  VHF  (ERP  range,  2  to  20  lew) 
A  low-cost  arrangement  for 
getting  up  to  20  kw  ERP 
with  an  RCA  high-gain antenna.  The  installation 
includes:  an  RCA  2-kw  trans- 

mitter, control  console,  trans- 
mitter monitoring  equip- 

ment, audio  equipment,  sync 
generator,  video  equipment, 
and  power  supplies. 

J- he  drawings  spread  across  these  pages  are  layouts 
of  typical  TV  transmitter  rooms  using  RCA  equip- 

ment. They  are  prepared  expressly  for  TV  station 
planners  in  accordance  with  the  best  engineering 
practice  known  today.  Each  plan  represents  the  basic 
or  minimum  TV  transmitter  room  equipment  needed 
to  get  "on  the  air"  for  a  specific  power.  Each  indicates 
the  approximate  space  needed  for  the  equipment- 
including  approximate  weights  of  individual  units. 
Each  provides  wide  flexibility  for  equipment  re- 

arrangements to  meet  the  special  or  future  require- 
ments of  individual  stations. 

"Ready-to-use"  plans  like  these  are  just  one  of 
RCA's  many  television  services  now  available  to  you 
—  through  your  RCA  Sales  Representative.  For  a 
complete  engineering  analysis  of  your  station  re- 

quirements, call  this  expert.  He  can  show  you  exactly 

what  you  will  need  to  get  "on  the  air"  for  a  minimum 



editorial  n% 

Where  Credit  Is  Due 
ANOTHER  SESSION  of  Congress  is  about 
to  end.  In  toting  up  the  radio  tallies,  the  rec- 

ords show  that  while  an  unprecedented  num- 
ber of  bills  and  resolutions  dealing  with  the 

broadcast  media  were  introduced,  not  a  single 
piece  of  legislation  adversely  affecting  their 
welfare  was  passed.  The  same  goes  for  bene- 

ficial legislation,  such  as  the  McFarland  Bill 
to  reform  FCC  procedures  which  appears  sty- mied in  the  House  for  the  fourth  time. 

The  legislative  record,  then,  must  be  re- 
garded as  favorable.  Beyond  that,  broadcast- 

ers are  more  respected  on  Capitol  Hill  than 
was  the  case  in  several  past  sessions.  There's greater  sympathy  for  their  problems. 

Credit  must  go  to  those  who  operated  on 
the  Washington  front  during  the  session.  The 
new  command  at  the  NARTB  was  of  immeas- 

urable help.  Ralph  Hardy,  who  now  works 
full  time  as  the  legislative  contact  for  NARTB, 
has  figured  importantly.  He  talked  as  a  prac- tical broadcaster  (having  been  associated  with 
KSL  Salt  Lake  City  before  joing  NARTB  two 
years  ago).  There  has  been  excellent  coordi- nation with  other  broadcasters  in  Washington, 
and  with  a  group  of  vigilantes  who,  at  their 
own  expense,  converged  on  Washington  when their  talents  were  needed. 
And  while  credit  is  being  handed  out,  the 

network  vice  presidents  on  the  scene  shouldn't be  overlooked.  In  order  of  seniority  in  Wash- 
ington radio  they  are:  F.  M.  (Scoop)  Russell, 

on  the  firing  line  for  NBC  since  1929;  Earl  H. 
Gammons,  the  ubiquitous  CBS  vice  president 
since  1942  and  Robert  H.  Hinckley,  ABC's stalwart  since  1946,  but  whose  distinguished 
Washington  background  began  in  the  thirties 
when  he  served  the  late  President  Roosevelt 
in  many  high  executive  capacities. 

None  knows  better  than  these  men,  however, 
that  the  legislative  task  (call  it  lobbying  if 
you  will)  is  a  continuing  one,  in  which  all 
broadcasters  should  participate.  There  can  be 
no  oar-resting  during  the  recess — particularly 
in  an  election  year.  The  locale  is  simply  trans- 

ferred from  Capitol  Hill  to  the  grass-roots 
habitats  of  the  legislators.  Every  Congress- 

man, every  Senator  must  be  inculcated  with 
the  truth  about  such  iniquitous  proposals  as 
the  Benton  censorship  bill,  the  O'Mahoney  on- slaughts against  government  use  of  radio 
commercially  while  paid  newspaper  space  is 
bought,  and  against  the  continuing  flood  of 
legislative  proposals  that  would  inundate 
radio's  free  charter. 

Back  in  Business 
THE  GOVERNMENT'S  suit  against  the  Na- 

tional Football  League  and  the  not  unrelated 
decision  of  the  major  baseball  leagues  to  elimi- 

nate restrictions  against  broadcasting  come  as 
welcome  news. 
They  may  encourage  the  abandonment  by 

all  major  sports  of  the  artificial  and  arbitrary 
rules  limiting  the  granting  of  broadcasting 
rights.  Like  most  broadcasters,  this  publica- 

tion has  always  argued  that  broadcasting  ar- 
rangements should  be  managed  no  differently 

from  any  other  business  transaction  in  which 
sports  enterprises  engage. 

Let  every  team  make  its  best  bargain  with 
radio  and  television  without  the  encumbrance 
of  phony  league  rules.  It's  the  sporting  as well  as  businesslike  thing  to  do. 

On  the  Firing  Line 
RADIO  has  been  tapped  so  often  for  dona- 

tions to  protective  movements  and  causes,  all 
based  on  the  rate  card,  that  such  propositions 
these  days — if  they  do  not  fall  on  deaf  ears — meet  with  understandable  resistance. 

There  is  one  such  proposal — for  one  time 
the  highest  half-hour  rate  from  every  broad- 

caster— made  at  the  14th  NARTB  district 
meeting  in  the  fastness  of  the  Rockies — that has  laudable  emotion  and,  to  us,  great  merit. 
The  funds  would  be  earmarked  for  Radio  Free 
Europe  and  for  the  purchase  of  a  transmitter. 
George  Cory,  KUBC  Montrose,  Col.,  who  saw 
his  resolution  passed  by  acclamation,  wants 
free  American  radio  to  play  its  part  in  free- 

ing "the  minds  of  the  people  behind  the  Iron 

Curtain." The  NARTB  board  will  have  to  authorize 
the  trade  association  to  become  the  repository 
for  such  a  fund.  We  hope  it  does. 

No  Easy  Job 
FROM  ALL  INDICATIONS  the  meeting  of 
television  members  of  the  NARTB  this  Friday 
in  Chicago  may  not  be  among  the  most  har- monious on  record,  since  their  purpose  is  to 
consider  the  adoption  of  standards  of  self- 
discipline  somewhat  more  rigorous  than  some 
have  been  practicing. 

Harmonious  or  not,  the  meeting  must  not 
end  without  positive  action — unless  telecasters wish  to  deliver  their  futures  to  the  likes  of 
Senator  Benton  and  his  proposed  government- 
sponsored  censorship  board. 

We  have  not  had  access  to  the  full  text  that 
will  be  submitted  to  the  membership,  but  we 
have  been  told  enough  about  it  to  cause  us  to 
believe  that  Robert  D.  Swezey's  committee 
has  done  a  uniquely  competent  job  in  assem- bling it. 

It  contains  measures  that  are  stiffer  than 
those  in  any  other  broadcasting  code.  Among 
other  innovations,  it  prescribes  penalties  for 
violations,  a  provision  that  alone  elevates  it 
measurably  above  the  NAB  radio  code  which 
was  adopted  in  1948  and,  theoretically  at 
least,  is  still  in  existence. 

It  also  requires  administration  by  a  board 
of  review,  and  here,  we  think,  is  its  strongest 
element.  We  suggest  that  the  NARTB  TV 
members  give  their  most  serious  considera- 

tion to  establishing  this  board  as  more  than 
a  mere  review  body. 

The  board  should  act  as  a  spokesman  agency 
for  television  when  questions  about  program 
standards  are  raised.  It  should  maintain  a 
complete  and  timely  reservoir  of  information 
about  what  is  on  the  air,  in  short  be  a  central 
authority  on  television  programming  and  com- 

mercial practices. 
The  only  question  we  reserve  as  to  the  pro- 

posed code  cannot  be  answered  until  its  details 
have  been  disclosed.  That  is  the  question  of 
whether  it  is  so  stringently  composed  as  to 
discourage  artistry. 

Codes  can  too  easily  be  written  with  such 
strictures  that  they  lead  to  mediocrity,  par- 

ticularly if  a  penalty  system  exists.  The  cre- 
ative mind  can  be  so  unfortunately  distracted 

by  worrying  over  trifling  prohibitions  in  an 
unsound  code  that  it  turns  hopelessly  to  rou- 

tine production,  a  consequence  of  which  is 
the  inevitable  deterioration  of  the  medium. 

Whatever  is  done  in  Chicago  must  be  done 
well,  for  there  the  moral  standards  of  tele- 

vision will  be  established.  The  code  that 
emerges  must  be  stiff  enough  to  banish  smut 
and  discourage  such  offensive  material  as 
over-commercialism  but  flexible  enough  to  let 
the  artist  thrive.  It  won't  be  an  easy  job. 

f  •  our  respects  to: 

EDWARD  ANDERSON  WHEELER 

DURING  the  summer  months,  Ed  Wheeler is  careful  to  remain  seated  behind  a  big 
desk  at  WEAW  (FM)  Evanston,  111., 

while  talking  to  VIPs  about  the  sales  and  pro- 
gram virtues  of  FM. 

Visitors  are  surprised  enough  at  his  age 
(he'll  be  29  Oct.  24)  and  bedrock  knowledge  of 
the  industry,  but  would  probably  be  thrown 
completely  off  stride  if  they  discovered  he 
frequently  wears  tennis  shorts  at  work.  Many 
a  balmy  day  he  skips  out  during  lunch  time  for 
a  fast  game  and  only  adds  a  white  shirt  and 
striped  tie  for  work. 

An  accomplished  FM  broadcaster  as  well  as 
athlete,  Ed  Wheeler  has  been  a  leading  pro- 

ponent of  FM  since  1945.  He  has  put  WEAW 
(FM)  Evanston  on  the  air  and  operates  WOKZ- AM-FM  Alton,  111. 
North  Shore  Broadcasting  Co.  of  which  he 

is  president,  three  years  ago  introduced  ex- 
perimental multiplex  facsimile  reportedly  for 

the  first  time  beyond  the  banks  of  the  Hudson. 
The  company  pioneered  also  in  store  broad- 

casts and  has  a  winning  daily-double  on 
WEAW  in  music  programming  to  154  Jewel 
stores  through  Consumer  Aid  Inc.  and  54  I.G.A. 
supermarkets  in  the  Chicago  metropolitan  area 
as  half-owner  of  Store  Broadcasting. 

Mr.  Wheeler  went  to  Washington  in  1945  to 
apply  for  an  AM  station  in  Evanston,  the  rich, 
North  Shore  Chicago  suburb  with  a  lot  of  busi- 

ness and  buying  power  but  then  with  no  radio station. 
He  switched  from  AM  to  FM  for  two  rea- 

sons: (1)  "The  first  people  I  met  there  were Leonard  Marks  and  Everett  Dillard,  which  is 
enough  said,"  and  (2)  "I  found  out  shortly there  was  no  AM  channel  available  in  Evanston 

at  that  time." His  initial  exposure  to  broadcasting  occurred 
when  he  was  an  engineering  student  at  the 
California  Institute  of  Technology  in  Pasadena, 
where  he  announced,  without  pay,  for  KPPC, 
a  100  w  spare-time  church  station.  Visits  to 
broadcast  operations  in  Washington  state 
owned  by  a  friend's  father  also  netted  him knowledge. 
A  native  of  Washington  state,  Edward 

Anderson  Wheeler  was  born  in  Tacoma  on  Oct. 
24,  1922.  He  moved  to  Pasadena  when  he  was 
10,  but  revisited  Tacoma  frequently  because  his 
parents  had  extensive  real  estate  interests 
there.  He  learned  the  pattern  of  the  business 
("I  was  a  lousy  rent  collector")  between  terms 
at  Shawnigan,  a  prep  school  in  British  Col- umbia and  Cal  Tech. 

He  transferred  to  Stanford  U.,  getting  a  B.A. 
(Continued  on  page  60) 
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.and  in  the 

HOW  BK 
Colossal? 

Under  the  shadow  of  the  big  tent  the 
barker  for  the  side  show  glibly  employs 
all  the  superlatives. 
But  the  big  show  is  under  the  big  top! 
Imagine  a  tremendous  tent  covering 
116,000  square  miles,  ringing  171 
counties  of  big,  rich  Texas,  Oklahoma 
and  Arkan 

That's  Radio  Southwest,  the  stupendous 
primary  coverage  area  of  WFAA!  And 

Hum  Covering  This  Great  Southwes 
in  B.  Campbell,  Genera/  Manager 
Radio  Service  of  The  Dallas  Morning  News 

,  your  product  anc your  story,  selling  in  1,143,500  high 

income,  radio  homes!  That's  colossal! 
What  about  television?  Drawing 
enthusiastic,  capacity  crowds  in  130,000 
homes,  WFAA-TV  is  a  great  show,  too! 
BUT  the  big  show  is  Radio  —  the  biggest 
show  on  earth  —  and  in  Radio  Southwest 

it's  WFAA,  showing  to  and  selling 
millions  with  billions  to  spend.  It's  the 
spot  for  your  spot  if  you  want  to  play 
BIG  TIME! 

St  WFAA 

DALLAS 
820       570  T 

50,000  Watts  5,000  Watts  Chan 
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front  office 

RICHARD  G.  CAHILL,  sales  staff  WNBQ  (TV)  Chicago,  named 
supervisor  of  Midwest  Div.  NBC  Syndicated  Films  for  TV,  newly 
created  position. 

WILLIAM  W.  FIRMAN  and  CHARLES  M.  ADELL  to  CBS  Network 
Radio  Sales  in  Chicago.  Mr.  Adell  was  with  MBS,  and  Mr.  Firman  at 
WOR's  Chicago  sales  office. 
JOHN  T.  ROGERS,  commercial  manager  WCVA  Culpeper,  Va.,  appointed 
general  manager.    He  will  also  continue  duties  as  commercial  manager. 
DONALD  N.  MANN,  sales  manager  WKNK  Muskegon,  Mich.,  and  CLEM 
LOWDEN,  WMTR  Norristown,  N.  J.,  appointed  to  sales  staff  WBBM 
Chicago. 

TOM  MASTERSON,  sales  staff  Dallas  Times-Herald,  appointed  account 
executive  KEYL(TV)  San  Antonio. 
J.  NUGENT  LOPES,  consultant  with  Carl  Byoir  &  Assoc.,  Inc.,  N.  Y.,  to 
sales  department  WOR-TV  New  York,  as  account  executive. 
E.  SAWYER  SMITH  transfers  from  work  as  sales  service  manager  CBS 
Radio  Chicago,  to  the  network's  central  division  sales  staff.  CARL GYLFE,  former  special  agent  with  Continental  Casualty  Co.,  named 
sales  service  manager. 
THOMAS  M.  PEDEN,  announcer  and  assistant  program  director  WIRE 
Indianapolis,  to  WAOV  Vincennes,  Ind.  as  general  manager.  He  succeeds 
HOWARD  ZINN,  resigned. 

CHARLES  E.  BURGE  appointed  assistant  sales  manager  KXOK  St. 
Louis. 
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WILLIAM  DALLMAN  appointed  head  of  Grocery  Div.,  merchandising 
operation,  Crosley  Broadcasting  Corp.  (WLW,  WLWA(FM),  WLWT 
(TV)  Cincinnati,  WINS  New  York,  WLWB(FM),  WLWD(TV)  Dayton 
WLWF(FM)  and  WLWC(TV)  Columbus).  Mr.  Dallman  has  been  TV 
salesman  for  company's  specialty  sales  force.  He  succeeds  JAMES SANDNER,  resigned. 

QUENTIN  W.  WELTY,  program  manager  WMVO(FM)  Mount  Vernon, 
Ohio,  appointed  general  manager. 

JOHN  F.  CONBOYE,  sales  staff  WDVA  Danville,  Va.,  appointed  to  sales 
staff  KTSM  El  Paso,  Texas. 
GILMA  MARTINSON  named  administrative  assistant 
to  FRANK  C.  McINTYRE,  vice  president  and  general 
manager  KLIX  Twin  Falls,  Ida.  Miss  Martinson  was 
with  the  Cowles  Publications  in  Des  Moines.  DAVID 
HILTY  appointed  to  Sales  staff  KLIX. 
WALTER  (Wally)  GREEN,  sales  manager  Treasure 
Master  Corp.,  Minneapolis-St.  Paul  (greeting  cards), 
appointed  to  sales  staff  WTCN-AM-TV  Minneapolis. 

Mr.  Conboye      ALAN  MILLER,  program  director  KBRC  Mt.  Vernon, 
Wash.,  appointed  manager  KSEM  Moses  Lake,  Wash. 

FREE  &  PETERS,  S.  F.,  moves  to  suite  1226  in  Russ  Bldg.,  S.  F.  New 
telephone  number  is  SUtter  1-3798. 

ALISTAIR  MacKENZIE,  commercial  manager  CFAC  Calgary,  named 
general  manager  CKY  Winnipeg. 

HOMER  GRIFFITH,  commercial  manager  KBIS  Bakersfield,  Calif., 
named  national  sales  manager  for  San  Joaquin  Valley  Group  of  stations 
comprising,  KYNO  Fresno,  KCOK  Tulare,  KAFY  Bakersfield. 

TOM  SLOAN,  assistant  Canadian  representative  of  British  Broadcasting 
Corp.,  Toronto,  appointed  Canadian  representative  succeeding  BASIL 
THORNTON  who  has  been  moved  to  New  York,  as  North  American 
representative  of  BBC.  MARY  PEMBERTON  appointed  assistant 
Canadian  BBC  representative  at  Toronto. 

PAUL  W.  COLLIN,  sales  staff  WROK  Rockford,  111.,  to  Humphrey 
Cadillac  and  Olds  Co.,  Rockford  General  Motors  midwest  distributor,  as 
radio  and  TV  director  on  business  in  Rockford  area. 

BRANHAM  Co.,  N.  Y.,  announces  opening  of  offices  in  San  Francisco 
and  Los  Angeles.  San  Francisco  offices  will  be  located  at  703  Market  St. 
Telephone  YUkon  2-1582.  WALTER  F.  PATZLAFF  directs  office.  Los 
Angeles  offices  are  located  at  6367  Wilshire  Blvd.  Telephone  WEbster 
1-1551.  NORMAN  E.  NOYES  and  ROY  BRISCOE  DAVIS  will  head  Los 
Angeles  office. 

HAROLD  F.  MATHEWS,  promotion  department  Duncan  Hines,  N.  Y., 
appointed  to  sales  department  WDSU  New  Orleans. 

ADAM  J.  YOUNG  Jr.,  appointed  national  representative  for  WKXL 
Concord,  N.  H.,  effective  immediately. 

Petion&U  •  •  • 

JOHN  WHITE,  sales  staff  KXOK  St.  Louis,  father  of  boy,  Sept.  27  
HENRY  A.  CURTH,  sales  department  WSB-AM-TV  Atlanta,  appointed 
chairman  of  radio-TV  group  for  local  1951  Community  Chest  Campaign. 
.  .  .  TOM  McCRAY,  director  NBC  Western  Div.  Radio  Network  Opera- 

tions, named  radio-TV  director  on  public  relations  committee  of  local 
1951  Community  Chest  campaign.  .  .  .MURRAY  B.  GRABHORN,  man- 

aging director  of  NARSTR,  will  speak  on  "The  Importance  of  Audience 
Research  to  National  Spot"  on  Oct.  24  at  the  Tenth  annual  luncheon 
given  by  Pulse  Inc.,  Audience  Research  organization,  at  the  Biltmore, 
New  York.  .  .  .  RALPH  E.  McKINNIE,  sales  manager  Paul  H.  Raymer 
Co.,  N.  Y.,  appointed  instructor  in  division  of  general  education  at  New York  U. 

WILLIAM  T.  KEMP,  president  and  owner  KVER  Albuquerque,  N.  M., 
father  of  boy,  William  Thomas  Jr.,  Sept.  25.  .  .  .  ALLEN  WANNA- 
MAKER,  general  manager  WGTM  Wilson,  N.  C,  father  of  daughter, 
Mildred  Morris,  Sept.  22.  .  .  .  ELZEY  M.  ROBERTS  Jr.,  vice  president 
KXOX  St.  Louis,  elected  to  board  of  governors  of  St.  Louis  Advertising 
Club. 
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THE  EXPANDING 

UNIVERSE 

OF  STEEL 

When  you  studied  geography,  did 

your  book  tell  about  the  "inexhaust- 
ible" store  of  high  grade  ore  in  the 

Mesabi  Range  of  Minnesota?  Millions 
of  tons  are  still  there,  but  we 
now  know  that  this  store  of  ore  is  not 

"inexhaustible".  The  enormous 
growth  of  the  steel  companies  of 
America  has  forced  them  to 
develop  new  iron  mines  thousands  of 
miles  from  home. 

NORTH'  W0RKMAN  WAITS  F0R  PLANE  t0  fly  t0  Ungava ■  "  "  !'  ■  ■  '  ■  iron  ore  fields  in  wilderness  of  northern  Quebec. Several  hundred  million  dollars  are  being  invested  in  Quebec 
and  Labrador  ore  fields  by  American  companies.  It  is  esti- 

mated that  hundreds  of  millions  of  tons  of  high  grade  ore  will 
be  made  available  by  this  new  development. 

EAST"   NATIVE  OF  f-'BERIA  casts  off  mooring  lines  as  first  ship- '  "   load  of  iron  ore  leaves  for  the  States.  An  American 
steel  company  built  a  railroad  into  the  back-country  of  Africa  to serve  its  new  mines. 

FINDING  ORE,  mining  it  in  the  wilderness,  transporting  it 
thousands  of  miles  is  an  adventure  story,  having  its  source 
in  the  growing  need  of  American  steel  companies  for 
more  ore.  Behind  the  struggle  of  men  against  geography 
is  the  planning  and  building  of  tremendous  new  produc- 

tion capacity.  These  stories  make  interesting  reading. 
Write  for  reprints  from  Steelways  Magazine,  "Iron  Boom 
In  Liberia"  and  "Case  History  Of  Expansion."  Excellent for  schools  and  study  groups.  American  Iron  and  Steel 
Institute,  350  Fifth  Avenue,  New  York  1,  New  York. 

SOUTH 
THE  WHOLE  FREE  WORLD  has  been  searched  by 
American  iron  ore  prospectors.  In  South  Amer- ica they  turned  up  a  mountain  made  of  high  grade  ore,  plus 

other  rich  deposits.  This  picture  shows  road-building  in  Vene- zuela, to  reach  new  ore  fields  being  opened  up  by  American 
steel  companies. 
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whose 

Broadcasting 

is  this? 

Of  course,  Broadcasting  belongs 
to  everybody  connected  directly 
or  indirectly  with  the  business 
of  broadcasting  and  telecasting. 
It's  the  marketplace  where  spon- 

sors, their  agencies,  stations,  net- 
works and  services  all  meet  to  do 

business. 

This  copy  came  to  you  as  a  sub- 
scriber. 

...  or  did  it? 

Are  you  at  the  leisure  of  a  route- 
slip  .  .  .  reading  an  out-dated 
issue  ...  or  taking  chances  on  a 
newsstand  copy? 

Whatever  the  reason,  there's  too 
much  doing  in  radio-tv  today 
that  directly  affects  your  job, 
your  future.  You  need  the  news 
while  it's  still  news — while  you 
can  turn  it  into  profitable  de- 

cisions. Here's  a  $7.00  invest- 
ment that  pays  real  dividends 

every  week  of  the  year.  Use 
this  coupon  to  make  it  .  .  . 

your . . .  Broadcasting 

Broadcasting  •  Telecasting 
870  NATIONAL  PRESS  BLDG. 
WASHINGTON  4,  D.  C. 

Yes,  I  want  my  own  copy  of  Broad- 
Castinc  every  week.  Please  start  with 
next  issue. 

□  $7   enclosed        □  please  bill 

NAME 

COMPANY 

STREET 

CITY  ZONE  STATE 

Respects 
(Continued  from  page  56) 

in  industrial  relations  in  1943  after 
an  active  life  as  member  of  Chi  Psi 
social  fraternity  and  a  multiple- 
sport  athlete. 

Still  interested  in  athletics,  he 
confines  himself  nowadays  to  flying 
(renting  a  Cessna  to  commute  to 
his  Alton  station),  speed-boating 
at  Lake  Geneva,  Wis.,  playing  ten- 

nis and  badminton  and  water- 
skiing.  He's  eliminated  rugby  from his  efforts,  nostalgically  describing 
the  Shawnigan  sport  as  "a  violent form  of  football  which  allows  no 
replacements  for  injured  players." This  summer  he  played  golf  for 
the  first  time  since  he  was  14, 
shooting  the  same  score  of  87  for 
18  holes. 

His  business  score  is  even  better. 
WEAW,  which  took  the  air  Feb- 

ruary 1947  with  225  w,  now  has 
36,000  w.  Daytime  hours  are  sold 
out  with  double  commercials  sent 
to  Jewel  and  I.G.A.  stores — and 
available  to  500,000  PM  homes— 
from  9  a.m.  until  6  p.m.  Monday 
through  Saturday.  He  has  peti- 

tioned the  FCC  for  a  daytime  di- 
rectional AM  in  Evanston,  which 

will  have  its  own  program  sched- 
ule apart  from  the  FM  outlet  and 

promote  the  latter's  evening  shows. 
"We've  nothing  left  to  sell  on  FM 

during  the  day,  so  want  to  con- 
centrate on  AM,"  Mr.  Wheeler  says. 

Plans  for  Facsimile 
He  still  plans  to  put  facsimile  to 

profitable  use  some  day. 
Mr.  Wheeler  says  a  million  per- 

sons shop  each  week  in  stores  which 
carry  WEAW  broadcasts.  He  says 
WEAW's  commercials  affect  14% 
of  every  food  dollar  spent  in 
Chicago. 
The  client's  advertising  money for  store  broadcasting,  he  reports, 

usually  comes  from  the  merchandis- 
ing rather  than  the  broadcast  budg- 

et because  the  medium  "is  a  point- 
of-sale  activity." 
The  Jewel  network  reportedly 

makes  800,000  impressions  weekly 
at  a  cost  of  69  cents  per  thousand, 
while  the  I.G.A.  network  makes 
120,000  impressions  weekly  for 
$1.76  per  thousand.  Combined, 
they  get  920,000  impressions  at  72 
cents  per  thousand,  or  1/14  cent each. 

Ed  Wheeler  has  translated  ef- 
ficiency methods  and  industrial  re- lations learned  with  American  Can 

Co.,  Clayton-Mark  and  Western 
Felt  Works,  all  Chicago,  to  his  ra- 

dio stations.  Convinced  that  FM 
"and  all  of  its  services"  are  legal 
as  long  as  they  operate  in  the  pub- 

lic interest,  Mr.  Wheeler  believes 
the  Communications  Act  should  be 
clarified  so  there  "is  no  question  of 
legality  within  reasonable  stand- 

ards" for  FM  services. 
"It's  too  late  now,  but  networks 

missed  their  biggest  bet  in  cutting 
rates.  They  would  more  than  have 
made  up  what  may  have  been  lost 
to  TV  by  measuring  FM  in  the 

larger  cities,"  he  charges. 
Another  conviction:  "Hardship 

cases  excluded,  AM  stations  with 
FM  affiliates  should  be  required  to 
broadcast  the  same  number  of 
hours  daily  as  does  the  AM  station, 
whether  duplicated  wholly,  par- 

tially or  not  at  all." Inventive  in  manual  arts  as  well 
as  broadcasting  concepts,  Mr. 
Wheeler  has  a  workshop  in  the 
basement  of  his  Wilmette  house, 
where  he  has  built  everything  from 
radios  to  outboard  racing  boats. 
His  wife  is  the  former  Barbara 
Wakeley  of  Kenilworth,  111.  Their 
children  are  Beth,  6,  and  Robert, 1%. 

The  head  of  the  house  is  home 
every  night,  despite  membership in  the  Indian  Hill  Country  Club, 
Evanston  Chamber  of  Commerce, 
Stanford  Alumni  Club,  Radio  Man- 

agement Club,  California  Insti- tute of  Technology  Alumni  Club, 
NARTB  and  BAB.  The  most 
distinctive  membership,  in  one  way, 
is  that  in  the  Evanston  Rotary 
Club.  He's  the  only  member  who 
had  to  register  for  the  last  draft. 

Women  in  Radio 
INDEPENDENT  Canadian  stations 
are  being  urged  by  the  Canadian Assn.  of  Broadcasters  to  employ 
more  women  commentators  for 
both  better  programming  and  for 
station  promotion  work  among 
women's  clubs.  Not  enough  Cana- dian stations  are  doing  this,  CBS 
believes. 

COMPONENTS 
Canadian  Shortage  Cited 

CRITICAL  SHORTAGES  are 
looming  in  components  for  radio and  television  receivers  in  Canada, 
according  to  R.  A.  Hackbusch,  pres- 

ident of  the  Radio-Television  Mfrs. 
Assn.  of  Canada.  The  association 
is  undertaking  a  program  to  con- serve critical  materials  and  stretch 
existing  supplies  in  order  to  make available  as  many  radio  and  TV 
receivers  as  possible  before  the  in- 

dustry is  converted  to  an  even 
greater  extent  for  the  production 
of  electronic  equipment  for  the 
armed  services. 

Dominion  Bureau  of  Statistics, 
Ottawa,  shows  that  in  the  first  six 
months  of  1951  a  total  of  390,000 
radio  receivers  and  28,300  TV  re- ceivers were  manufactured  in 
Canada,  while  22,300  radio  and  TV 
sets  were  imported  in  the  first  six 
months  of  1951,  mostly  from  the U.  S. 

Morris  Sales  Named 
EDGAR  MORRIS  SALES  Co., 
Washington,  has  been  named  dis- tributor for  Hallicrafters  TV  and 
radio  receivers.  The  Edgar  Morris 
firm  previously  handled  the  Zenith 
line  in  the  Nation's  Capital.  Wil- liam J.  Halligan,  Hallicrafters 
president,  and  R.  J.  Sherwood,  sales 
vice  president,  attended  Washing- 

ton showings  of  the  new  Halli- crafters line. 

•  IN  THESE  MARKETS 

•  its  A.  Af. 

•  MORNING  &  EVENING 
^  Yes,  and  for  A.M.  radio  in  these  markets  - 
A  'SPOT"  the  call-letters  as  listed  here! 

Owned  &  Operated  by  1 
SOUTHWESTERN  PUBLISHING  CO. 

Don  W.  Reynolds,  President 
Publishers  of:   Southwest  Times-Record,  Fort  Smith,  Arkansas;  Examiner-Enter 
prise,    Bartlesville,    Oklahoma;  and  The  Daily  Times,  Okmulgee,  Oklahoma. 
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The  pumps 

that  kept 

hopping... 

each  other 

ONCE  upon  a  time  (namely,  noiu) ,  a  lot  of  gaso- 
line pumps  were  trying  to  win  the  affection  of 

the  same  motorist. 
They  led  each  other  a  merry  chase  indeed. 
Every  time  a  pump  developed  something  New 

and  Improved,  other  pumps  would  come  along  with 
something  Newer  and  even  more  Improved. 

Let  one  pump  turn  up  with  a  Super  gasoline,  and 
the  others  would  get  busy  on  a  Super-Duper  gaso- 

line. Soon  every  pump  would  be  obliged  to  dash 
back  to  his  laboratories  to  be  the  first  out  with  a 
Super-Super-Duper  gasoline. 

And  so  it  went,  without  rest. 
Now,  while  it  cannot  be  denied  that  every  pump 

sometimes  secretly  wished  that  its  rivals  would  go 
jump  in  a  lake,  the  competition  was  a  fine  thing 
for  all  of  them. 

It  kept  them  from  becoming  fat  and  lazy. 
It  kept  them  constantly  improving  their  products. 
It  kept  them  offering  better  values  all  the  time. 
Of  course,  the  real  gainers  from  all  this  were 

Mr.  Public  and  the  country  he  lived  in. 
This  particular  Mr.  Public,  whose  front  initials 

are  U.  S.,  gets  more  fuel,  better  fuel,  and  cheaper 
fuel,  for  his  car,  home,  railroads,  ships,  airplanes 
and  industries,  than  any  other  Mr.  Public  in  the 
world . . .  simply  because  the  many  oil  companies  in 
his  country  keep  each  other  hopping  day  and  night. 

The  reason  why  we  are  telling  you  this  story  is 
that  we  want  you  to  think  well  of  us.  Competition 
for  your  approval  is  behind  all  the  progress  our 
industry  has  ever  made. 

To  keep  everything  hopping  is  the  American  way 
to  get  ahead.  We  are  proud  to  be  one  of  the  hoppers. 

(Sso) 

ESSO  STANDARD  OIL  COMPANY 

This  is  an  advertisement  appearing  during  Oil  Progress  Week,  Oct.  14-20,  in  newspapers 
in  the  18  states  and  the  District  of  Columbia  where  Esso  Products  are  marketed. 
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that's  super  salesman 

Tom  Dailey  of 

"RECALLIT 

AND  WIN" 
Like  the  pied  piper  of 

legend,  Tom  Dailey's 
music  gathers  listeners  — 

plenty  of  them  every  day 
at  11  a.  m.  — from  St.  Louis, 

out-state  Missouri  and 
Illinois. 
Those  housewives  love  to 

hear  Tom  play  the  songs 
of  yester-year.  .  .  the 

music  that  brings  back  a 
host  of  pleasant  and 

treasured  memories. 
Call  them  sentimental! 

But  rain  or  shine,  six  days 
a  week,  the  studio's 

packed.  And  the  air 
audience  is  packed,  too. 

It's  such  a  following  that 
adds  to  Tom's  sales  .  .  . 

with  more  sales! 

Globe- Democrat  Tower  Bldg. 
Saint  Louis 

<JU  KATZ  AGENCY 
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FOREIGN  MARKETS 
Mestre  Advises  Exporters 

AMERICAN  EXPORTERS  are 
faced  with  a  weakened  position  in 
the  international  marketing  scene, 
Goar  Mestre,  president  of  the  Pan- American  Broadcasters  Assn., 
warned  the  Export  Advertising 
Assn.  fortnight  ago  as  he  received 
the  association's  first  annual  award 
for  distinguished  services  in  inter- 

national advertising  [B  •  T,  Oct.  8] 
Mr.  Mestre,  central  figure  in 

Cuban  radio  and  television,  spoke 
from  London  via  facilities  of  NBC. 
He  said  an  increasing  number  of 
American  exporters  seem  to  be  de- 

viating from  aggressive  and  pro- 
gressive advertising  methods,  thus 

relinquishing  business  to  "that 
handful  of  local  firms"  abroad which  are  displaying  the  alertness 
"generally  associated  with  Ameri- 

cans." Fears  Trend 
"This  is  a  trend  that  worries  us," 

he  explained.  "We  would  not  like to  see  all  business  in  Cuba  concen- 
trated in  a  few  hands  the  same  way 

that  we  would  not  like  to  see  CMQ 
[Mr.  Mestre's  Havana  station] 
without  strong,  alert  competition." 
"We  do  not  think  that  a  small 

number  of  very  large  firms  is  con- 
ducive to  greater  general  indus- 

trialization," he  continued.  "We want  those  of  you  who  have  small 
businesses  in  Cuba  today  to  achieve 
a  large  volume  of  business  that 
would  make  it  worth  your  while  to 
manufacture  your  products  in 
Cuba  tomorrow." Arturo  Chabau,  sales  manager 
of  CMQ-TV  Havanna,  accepted  the 
plaque  award  for  Mr.  Mestre  at the  EAA  third  annual  convention 
held  in  New  York's  Plaza  Hotel. 

JUNGLE  DAZE 
Bird,  Beast  Invade  Fla. 

REPORTS  from  Florida  last  week 
indicate  that  at  least  two  stations 
in  the  state  are  competing  for 
zoological  honors. 
A  racing  pigeon  released  in 

Georgia  by  WDAK  Columbus  got 
its  signals  crossed  and  was  sighted 
circling  around  the  transmitter 
tower  of  WTAL  Tallahassee.  In- 

trepid engineers  captured  the  bird 
and  found  the  WDAK  identification 
band  on  its  leg.  The  pigeon  has 
been  shipped  back  to  Georgia  pre- 

paid by  WTAL. 
WALT  Tampa  Manager  Walter 

Tilson  looked  out  of  his  office  win- 
dow one  morning  and  sighted  a 

monkey.  A  spot  news  announce- 
ment was  made  on  the  jungle 

beast's  presence  and  a  telephone 
call  from  the  other  end  of  the  city 
soon  followed.  Yes,  a  female  voice 
answered,  it  was  her  monkey  all 
right,  but  before  she  hung  up  the 
only  thing  she  wanted  to  know  was 
how  far  it  had  ventured,  "It's 
been  gone  30  days!" 

Pass  the  Milk 
MEMBERS  of  the  new  Ad- 

vertising Club  of  Chicago  are 
boasting  they  are  the  only 
advertising  people  who  really 
face  the  facts  of  business  life 
realistically.  The  name  of 
their  new  club  publication  is 
The  Ulcer. 

CONSTRUCTION  RECORD 
Is  Claimed  by  WIRO 

RECORD  time  in  station  construc- 
tion from  ground-breaking  to  going 

on  the  air  is  claimed  by  WIRO 
Iron  City,  Ohio. 
On  July  28,  trees 
were  removed 
from  the  studio 
and  transmitter 
building  site  and 
57  days  later  the 
250  w  station  was broadcasting. 

Glacus  G.  Mer- rill, who  owns 
WHAR  Clarks- 

burg, W.  Va.,  is 
also  the  owner  of  WIRO.  He  super- vised station  construction.  WIRO 
is  affiliated  with  MBS. 

Mr.  Merrill 

NEW  SERIES,  entitled  Save  Your 
Sorrows  giving  stories  of  members  of the  Armed  Forces  who  have  received 
Medal  of  Honor  is  being  produced  for 
and  distributed  by  Armed  Forces  Ra- dio Service  to  AFRS  stations  overseas. 

VA  TRAINEES 

Appeal  Right  Desired 
A  VETERAN,  who  is  a  broadcast 
trainee,  should  have  recourse  or 
appeal  to  an  agency,  to  the  General 
Accounting  Office  or  to  the  courts 
if  there  is  disagreement  with  the 
Veterans  Administration's  classi- fication of  his  broadcast  school. 

That  is  a  recommendation  ex- 
pected to  be  presented  by  a  select 

House  committee  that  has  been  in- 
vestigating alleged  abuses  of  the' veterans'  educational  and  train- 

ing program  [Closed  Circuit,  Aug. 
13,  B  •  T,  Aug.  6]. 

The  committee  last  week  was  en- 
gaged in  drafting  a  report  for  re- lease before  Congress  adjourns. 

Points  to  be  made  in  the  report, 
it  was  learned,  are: 

1.  VA  decision — such  as  placing  ra- 
dio broadcasting  schooling  in  the 

same  category  as  dancing  and  bar- 
tending— was  taken  without  consult- 

ing people  in  the  field,  without  study- ing the  various  factors  involved  and 
without  asking  views  of  regional  of- 

fices which  must  carry  out  the  VA rulings. 

2.  Decisions  of  the  Administrator 
are  final.  No  school  nor  industry  can 
challenge  this  ruling.  Committee 
feels  that  this  authority  is  an  unusual 
grant  to  a  government  official. 

CtKOWS  C/ty  STATION  •  WJW  •  CLEVEUND'S/jfew^SSGHflL-  WJW  •  ClEVEUMD'S  (jUt^  ST4j> 

Chief  Says: 

"Chief  Station  puts  on  heap  big  show, 
Good  medicine  for  building  sales; 
Chief's  advertisers  sure  do  know 
It's  "network  plus"  the  listener  hails" 

TOWN'S  TOP  TALENT 

ABC  prestige,  PLUS  net-calibre  local  talent 
spells  listener  interest  and  sales  punch  for 

the  unique  WJW  programming  plan. 

CLEVELAND'S 
STATION 

5000  W.    QJ/       BASIC  ABC 
WJW  BUIIOINO  >N— ̂          CLEVELAND  15,  OHIO 

REPRESENTED    NATIONALLY    BY    H-R    REPRESENTATIVES,  INC. 
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wJ&Jk 

PRESTO  has  been  a  byword  of  discriminating  broadcast  and  recording 

engineers  for  almost  two  decades.  Recognized  as  the  designer  and 

builder  of  the  finest  tape  recorders  available  today,  presto  stands  behind 

this  reputation  with  a  complete  guarantee  of  satisfaction  on  every 

instrument  sold.  For  smooth  operation,  for  minimum  maintenance,  for 

best  results  . .  .tape  it  with  presto,  the  best  buy  in  tape  recorders  today. 



'PIRATING' Discussed  at  Ad  Meet 
"ACCOUNT  Pirating  and  What 
Agencies  Can  Do  About  It"  was the  subject  of  an  address  by  Milton 
J.  Simon,  Philadelphia  attorney,  at 
the  League  of  Advertising  Agencies 
meeting  Oct.  4  in  the  Ben  Franklin 
Room  of  the  Advertising  Club  of 
New  York. 

"The  time  for  agency  principals to  protect  themselves  against  pirat- 
ing is  yesterday,"  Mr.  Simon  as- serted. If  at  the  time  an  account 

man  is  hired  he  is  asked  to  sign 
an  agreement  satisfactory  to  both 
sides,  Mr.  Simon  added,  then  under 
law  the  principal  is  protected  not 
only  during  the  length  of  employ- 

ment but  for  two  or  three  years 
after  the  account  man  leaves  his 
agency.  When  no  agreement  has 
been  drawn,  the  employe  is  free  to 
take  his  accounts  with  him  at  the 
time  of  his  tei-mination,  provided no  soliciting  has  been  done  during 
his  employ."  Mr.  Simon  noted  that such  agreements  are  and  should  be 
tailor-made  to  fill  requirements  of 
individual  agencies.  The  attorney 
stated  that  although  he  was  not  cit- 

ing any  specific  example,  it  would 
be  wise  for  all  agency  principals 
to  protect  themselves  at  the  outset. 

The  group  plans  to  hold  regular 
meetings  the  first  Thursday  of 
every  month.  Tentatively  slated 
for  the  next  session  will  be  a  dis- 

cussion on  television  and  how  it 

affects  printed  media,  according  to 
an  LAA  spokesman. 
Chairmen  of  various  units  of 

the  league  were  also  announced 
at  the  Oct.  4  meeting  as  fol- 

lows: Credit  Bureau — Bertram  W. 
Frisch,  Will  Burgess  &  Co. ;  Ethics 
— Sam  Mitchell,  Samuel  Mitchell 
Agency ;  Government  Relations — Kenneth  Radar,  Kenneth  Rader 
Co.;  Membership — S.  Duane  Lyon, 
S.  Duane  Lyon  Inc.;  Program — 
Harry  Waterson,  Waterson  &  Fried 
Inc.;  Publicity — Ben  Smith,  Ben Smith  Adv.  Inc. 

WCTT  CEREMONIES 
New  Building  Dedicated 

CEREMONIES  held  jointly  by 
WCTT  Corbin,  Ky.,  and  its  parent 
company,  Corbin  Times-Tribune, marked  the  dedication  of  a  new 
two-story  brick  newspaper-radio 
building.  WCTT  at  the  same  time 
changed  facilities  from  250  w  on 
1400  kc  to  1  kw  on  680  kc,  direc- 

tional night.  More  than  1500  per- 
sons attended  the  ceremonies,  held 

Sept.  29. WCTT  went  on  the  air  in  1947. 
John  L.  Crawford  is  the  publisher 
of  the  newspaper  and  general  man- 

ager of  the  station.  Kenneth  Z. 
Turner  is  station  manager  and  S. 
G.  Hembree  is  commercial  man- 
ager. 
DEDICATION  ceremonies  of  new 
Mack  Trucks  Inc.  plant  at  Bridge- water,  N.  J.,  was  carried  by  WNJR 
Newark  in  a  special  broadcast  recently. 

Leaves  TalJing?  Trees  Getting  Bare? 

Nrfin&eater  Miami! 

New  shoots  are  busting 
out  all  over!... we  look 

better  than  ever  this  fall. 
We  had  a  good  Summer. 

More  tourists,  business 
and  building  than  in 

any  other  Summer  in 
our  history. 

We  had  a  good  Summer 
at  WIOD,  too.  Local 

accounts  were  'way  up. 
(And,  those  local  boys 

are  your  best  barometer. 
Their  cash  registers  total 
the  results  every  day!) 

Yep,  our"grass"  is  getting greener  every  day!  To 
find  out  how  we  do 

it... Call  our  Rep,  The 
Boiling  Company. 

JAMES  M.  leGATE,  Generol  Manager 
5,000  WATTS  .  610  KC  •  NBC 

KING  MIDAS  Feed  Mills,  Minneapolis,  buys  Harvest  Hands,  Mon.-Fri.,  12:45- 
1  p.m.,  52  weeks,  on  WDGY  there,  plus  personal  appearances  and  half-hour broadcast  at  different  Minn.-Wis.  store  each  Saturday.  Sale  approximates 
$30,000.  Seated  is  Frank  Heffelfinger,  sponsor  gen.  mgr.  Standing  {I  to  r): 
Bob  Mullen,  King  Midas,  adv.  mgr.;  Harry  D.  Peck,  WDGY  v.  p.-gen.  mgr; 
Bill  Sandberg,  station  acct  exec;  Jim  McTighe,  radio-TV  dir.,  Olmsred-Foley 

Adv.;  Carl  Hagen,  King  Midas  sis.  mgr. 

C.  F.  TURBIVILLE  (c),  owner  Turbi- 
ville  Motors,  Houston,  finalizes  con- 

tract with  local  KXYZ  for  sponsorship 
of  Frederic  W.  Ziv  Bold  Venture. 
Fred  Nahas  (r),  exec.  v.  p.-gen.  mgr. 
of  station,  and  Bill  Bryan,  radio  dir., 
Laughlin-Wilson-Baxter  &  Persons, 

agency,  look  on. 

_ 
HARTLEY'S,  Worcester  dept.  store, 
signs  for  year  of  news  and  spots  on 
WTAG  there  as  part  of  plan  to  put 
20-25%  advertising  into  local  radio. 
Seated  are  Harry  Bielfeld  (I),  Hart- 

ley's mgr.,  and  WTAG  sales  mgr. Richard  L.  Gravel.  Standing:  Mario 
Baratta  (I),  Baratta-Wardell  Agency, and  Bernard  S.  Morley,  WTAG. 

PEPSI-COLA  Bottling  Co.  of  Cleve- land vice  pres.  Urban  H.  Benderman 
affirms  renewal  of  Bill  Gordon  (I) 
morning  show  on  WHK  Cleveland 
Watching  is  WHK  acct.  exec.  Bill Brusman. 

ITALIAN  Swiss  Colony  Wines  buys 
weekly  Rogues  Gallery  on  KGO  San 
Francisco.  L  to  r:  Jack  Davis,  Honig- 
Cooper  media  dir.;  Paul  Jones,  KGO 
sis  rep.;  William  Honig,  agency  acct. 
exec;  Gayle  V.  Grubb,  KGO  gen.  mgr. 

TRU-FRUIT  Co.,  bottler  Virginia  Dare soft  drinks,  takes  daily  participation 
on  Bob  Lynn  Show  of  WWPB  Miami, 
Fla.  Concluding  pact  (I  to  r):  WWPB sis  mgr.  Bernard  Neary;  George 
Branch,   mgr.,  Tru-Fruit;  Mr.  Lynn. 
WiLDROOT  Co.,  Buffalo,  sponsorship 
of  The  Shadow  on  MBS  is  set  by  Alan 
D.  Lehman,  BBDO  act.  exec;  Jack 
Overall,  MBS  eastern  sis  mgr.;  J. 

Ward  Maurer,  Wildroot  adv.  dir. 
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FAITHFUL  SERVANTS 

of  AM  Broadcasting 

By  faithfully  serving  the  important  requirements 

of  AM  broadcasting,  RCA  tubes  have  won  an  unquali- 
fied reputation  for  engineering  excellence,  depend- 

ability, and  true  operating  economy. 

In  the  future,  as  in  the  past,  AM  broadcasters  can 

look  to  RCA  for  the  finest  in  power  tubes.  RCA  con- 
sistently follows  a  program  of  developing  new  AM  tube 

types  and  of  improving  earlier  AM  types.  For  example: 

RCA  892-  R—  The  forerunner  of  a  group  of  RCA- de- 
signed air-cooled  power  amplifier  tubes  that  simplified  trans- 
mitter construction  and  introduced  new  operating  and 

maintenance  economies.  Today,  hundreds  of  these  tubes  are 

demonstrating  their  long  life  and  dependability  in  the  nation's 
leading  5-  and  50-kw  AM  transmitters. 

RCA  833-A— Originally  designed  by  RCA  engineers,  this 
power  triode  features  a  giant  zirconium- coated  anode  for 
greater  dissipation,  shielding  that  eliminates  bulb  bombard- 

ment, and  a  husky  filament  that  has  tremendous  emission 
reserve  for  peak  loads.  These  features  have  contributed  to 
more  dependable  operation,  longer  service  life,  and  greater 
operating  economy. 

RCA  5671— A  recent  addition  to  the  RCA  line,  this  power 
triode  with  its  thoriated-tungsten  filament  draws  60  per  cent  less 
filament  power  than  the  previous  pure-tungsten-filament  type 
.  .  .  making  possible  a  saving  of  $1200  or  more  a  year  in  fila- 

ment power  in  standard  50-kw  AM  transmitters.  Performance- 
proved  in  the  field. 

1/a  REMINDER-RCA  tubes  for  all  types  of 
broadcast  service  are  available  from  your  local 
RCA  Tube  Distributor  or  direct  from  RCA. 

PRINCETON,  N.J. 

THE  FOUNTAINHEAD  OF  MODERN  TUBE  DEVELOPMENT  IS  RCA 

RA  DIO  CORPORA  TIOM  of  A  ME  RICA 
ELECTRON  TUBES  HARRISON,  N.  J. 



RICHARD  L.  STAHLBERGER,  as- sistant manager  of  advertising 
and  promotion  WNBC  and 

WNBT(TV)  New  York,  to  advertising 
and  promotion  department  ABC. 
DON  FOLEY,  supervisor  of  package 
program  sales  promotion,  NBC,  di- 

rector of  advertising  and  sales  pro- motion for  CBS-owned  WCBS  New 
York.  Mr.  Foley  replaces  BOB  PATT, 
who  has  been  appointed  director  of 
advertising  and  sales  promotion  for 
WCBS-TV. 
RAY  A.  LIUZZA  appointed  promotion 
and  merchandising  manager  WWL 
New  Orleans. 
DONALD  K.  ALLEN,  chief  announcer 
KLIX  Twin  Falls,  Ida.,  appointed  pro- 

gram director.  EDDIE  GISH,  an- 
nouncer-writer, appointed  production manager. 

RUTH  THOMPSON,  sales  promotion 
department  WOV  New  York,  appointed 
publicity  director.  She  succeeds 
ANNE  C.  BALDWIN,  resigned. 
MARK  GERSTLE,  staff  announcer 
KLX-AM-FM  Oakland,  Calif.,  ap- 

pointed production  manager. 
DANA  CLARK,  guest  relations  super- 

visor KECA-AM-TV  Los  Angeles, 
named  general  service  supervisor  for 
ABC  AM  and  TV  operations,  Holly- wood. 
ERNIE  SIMON,  promotion  manager 
WKRT  Cortland,  N.  Y.,  appointed 
promotion  manager  WAGE  Syracuse. 
BOB  LEE  appointed  program  director 
WPEO  Peoria,  111. 
J.  A.  HICKS,  program  manager  KEOP 
El  Paso,  appointed  film  director.  He 
succeeds  ROBERT  DALCHAU,  who 
enters  Army. 

air-casters 

MARILYN  ROHAN,  continuity  de- 
partment WIL  St.  Louis,  Mo.,  ap^ 

pointed  continuity  director.  She  suc- ceeds THOMAS  CADDEN  (see  Agency 
Beat).  SUE  ITTNER,  graduate  of 
Washington  U.,  St.  Louis,  appointed 
to  continuity  staff. 
JIM  PURVIS  named  promotion  man- ager CHAB  Moose  Jaw. 
EDDIE  GUEST,  public  relations  di- 

rector CKOY  Ottawa,  to  CKEY  Tor- onto, in  similar  position. 
NORMAN    LEE,    KGBC  Galveston, 
Texas,  appointed  to  announcing  staff 
KGB  San  Diego,  Calif. 
ALLIS    RICE    named    director  of 
South  Dakota  School  of  the  Air  for 
KUSD,  U.  of  S.  D.  station  in  Vermil- lion.    She    was    with    KUOM  Min- 
neapolis. 
JEAN  HERSHOLT,  CBS  Radio  Dr. 
Christian  Show,  named  first  honorary 
staff  member  of  Los  Angeles  Cancer 
Detection  Clinic. 
DAN  TOBIN,  actor  CBS  Television 
Network,  and  JEAN  HOLLOWAY, 
writer  CBS  Television,  married. 
JIM  McKIBBEN,  program  director 
KIDO  Boise,  Ida.,  father  of  boy,  Den- 

nis Sean.  MARILYN  PEARSON,  con- tinuity writer,  resigns. 
PAT  JENKINS,  traffic  manager  KJAY 
Topeka,  resigns.  RITA  RAE  OVER- BEY,  record  librarian,  succeeds  Miss Jenkins. 

Good  Morning ...  you  bet! 

Monday  thru  Friday 
7:30  to  8:00  A.M. 
8:00  to  8:15 
8:15  to  8:30 

March,  April,  May,  1951 
Hooper  in  Chattanooga 

WDEF Station 
B 

3.2 2.8 
2.1 

Station C 2.0 
2.8 
1.4 

8:00  A.M.— 12:00  Noon      9.3  1 

WDEF 
CHATTANOOGA 

T1.0 
13.0 
11.0 

SHARE  OF  RADIO  AUDIENCE 
b  c  WDEF 

33.5% 

Station D 2.3 

3.1 3.3 

21.1 

Station 
E 
1.0 2.8 

3.0 
22.3 

1370  KC 
5000  WATTS 

Carter  M.  Parham,  President 

REPRESENTED  BY  BRAN  HAM 
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MONTE  DeVON  and  GEORGE 
PENCE,  graduates  Northwest  Broad- casting School,  Portland,  Ore.,  to 
KODL  The  Dalles,  Ore.,  as  announcer- operators.  BILL  HANNING,  graduate, 
appointed  announcer-operator  KAPA Raymond,  Wash.  SIDNEY  ROACH, 
graduate,  to  KRCO  Prineville,  Ore., 
as  announcer-operator.  GORDON 
MASON,  graduate,  named  announcer- 
operator  KPDQ  Portland,  Ore.  DEN- MAN  DAYTON,  graduate,  to  KWRC 
Pendleton,  Ore.,  as  announcer-oper- 

ator. DICK  BRATTIN,  graduate,  ap- 
pointed staff  announcer  WRIC  Rich- lands,  Va. 

HERBERT  O.  PHILLIPS,  art  director 
KECA-TV  Los  Angeles,  elected  chair- man of  TV  Section  Society  of  Motion 
Picture  Art  Directors.  SEYMOUR 
KLATE,  art  director  KTTV(TV)  Los 
Angeles,  elected  vice-chairman;  CARL 
F.  MACAULEY,  art  department 
KECA-TV,  named  secretary. 
ART  COLLINS,  librarian  CKEY  To- 

ronto, to  CHUM  Toronto,  in  same capacity. 
LARRY  MANN,  announcer  CHUM 
Toronto,  to  WHAM-AM-TV  Rochester, as  announcer. 
DYER  S.  HUSTON,  writer-producer, 
KFI  Los  Angeles,  father  of  boy, Oct.  3. 
DICK  THOMAS,  former  staff  an- 

nouncer-disc jockey  WCBA  Corning, 
N.  Y.,  now  stationed  in  Korea. 
BOB  ANTHONY,  emcee  of  Tulsa  Ball- 

room on  KRMG  Tulsa,  father  of  boy, Christopher. 
ALAN  COURTNEY  and  CHARLES 
HAMILTON,  public  service  directors 
NBC  Western  Division  and  KPI  Los 
Angeles,  respectively,  represent 
Southern  California  Broadcasters 
Assn.  Education  Committee  on  dis- 

cussion panels  at  Gov.  Warren's  Con- ference on  Problems  of  the  Aging  at 
Sacramento,  Oct.  15-16. 
DAN  RUSSELL,  production  manager 
KFWB  Hollywood,  named  Southern 
California  Broadcasters  Assn.,  liaison 
on  Los  Angeles  Citizens  Committee 
for  United  National  Week,  Oct.  21-27. 
WILLIAM  M.  PETTY,  director  of 
Home  &  School  on  the  Air  on  CFCF 
Montreal,  appointed  supervisor  of 
public  service  broadcasts. 
CARLTON  FREDERICKS,  health  and 
nutrition  commentator  WMGM  New 
York,  author  of  new  book,  Eat,  Live and  Be  Merry. 
ANNE  C.  BALDWIN,  publicity  direc- 

tor WOV  New  York,  resigns  to  marry 
Philip  A.  Perkins,  Boston  banker. 
RUTH    M.    CRAWFORD,  librarian 
ABC,  named  chairman  of  1952  con- 

vention  of  Special  Libraries  Assn., 
to  be  held  in  New  York,  May  25-29. 
BOB  BOLLEN,  production  assistant 
WDTV    (TV)    Pittsburgh,  father  of 
daughter,  Patricia  Lynn. 
Pfc  J.  L.  DACEY,  formerly  on  an- 

nouncing staff  WCLI  Corning,  N.  Y., 
appointed  to  announcing  staff  Radio 
Tokyo,  which  is  operated  by  Armed Forces  Radio  Service. 

ROBERT  de  GRASSE,  cameraman 
RKO,  to  Amos  V  Andy  show,  CBS 
Television  Network,  as  director  of 
cinematography.  IRVING  SCHOEN- BERG  named  assistant  editor  of  TV 
series. JOHN  ARCHER,  announcer  and  news director  WWPA  Williamsport,  Pa., 
appointed  program  director  WCMB Lemoyne,  Pa. 
VIC  CAMPBELL,  assistant  business 
manager  WBAL-AM-TV  Baltimore, father  of  daughter,  Oct.  6. 
CAROLINE  BURKE,  producer-direc- 

tor NBC-TV,  named  chairman  of  the 
theatrical,  radio,  and  television  com- mittee for  National  Bible  Week,  Oct. 
15-21. 
EDWARD  A.  DALY,  George  B.  Hol- 
lingbery  Co.,  N.  Y.,  to  NBC  Television 
station  relations  department,  as  con- 

tact representative. 

//ew£  ... JESSE  MASS,  news  writer  ABC,  ap- 
pointed news  editor  of  radio  news 

department  ABC.  He  replaces  JOHN 
H.  DUNN,  who  transfers  to  newly created  television  news  department. 
GEORGE  BETCHER,  sportscaster 
WAND  Canton,  Ohio,  appointed  to 
announcing  staff  WMVO(FM)  Mount 
Vernon,  Ohio,  as  newscaster  and 
sports  man. HAL  HALVORSON,  KDAL  Duluth, 
Minn.,  appointed  to  news  staff  KCBQ 
San  Diego,  Calif.  Mr.  Halvorson  re- places BILL  BROWNING,  who  will 
handle  music  shows  and  production. 
JOHN  FORD,  newscaster  WTCN-TV Minneapolis,  appointed  secretary  of Associated  Press  News  Broadcasters 
in  area. 
HORACE  GREELEY,  reporter  and 
book  editor  Beaumont,  Tex.  Enter- 

prise, appointed  to  news  staff  WDGY Minneapolis.  Mr.  Greeley  replaces 
NORM  SYSE,  who  enters  the  Navy. 
RULON  BRADLEY,  news  editor  KIDO 
Boise,  Ida.,  resigns  to  return  to  col- lege. 
CHUCK  LAMBERT,  music  director 
WGFG  Kalamazoo,  Mich.,  appointed 
assistant  news  editor  and  special events  man  WKZO  Kalamazoo. 
JAMES  G.  HANLON,  publicity  and 
public  relations  director  WGN-AM- 
TV  Chicago,  elected  first  vice  presi- dent of  Publicity  Club. 
MERRILL  MUELLER,  NBC  commen- tator in  San  Francisco,  is  taking  five 
month  leave  of  absence  starting  Oct. 
19  to  enter  Mayo  Clinic  in  Rochester, 
Minn.,  for  surgery.  Mr.  Mueller  is 
heard  over  NBC  Pacific  Coast  Net- work for  Fisher  Flouring  Mills.  No 
replacement  has  been  named. 
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New  Business 

You  Can  Cover  the  Rich 

Central  New  York  Market 

(Continued  from  page  18) 

started  Fan  Mail  on  191  CBS  Radio  Network  stations  Sun.  1-1:05  p.m. 
(PST).  Program  to  feature  different  Hollywood  film  stars.  Contract  52 
weeks.   Agency:  Castor  &  Assoc.,  L.  A. 

■fluency  -Qppoint me nt5  •  •  • 

NATIONAL  ANILINE  Div.  of  ALLIED  CHEMICAL  &  DYE  Corp., 
Chicago  (Swerl),  appoints  Price,  Robinson  &  Frank  Inc.,  Chicago,  to 
handle  advertising. 
PEPSI-COLA  BOTTLING  Co.,  Chicago,  appoints  Chicago  office  of 
Buchanan  &  Co.,  to  handle  advertising.    Radio  and  TV  will  be  used. 

NARRAGANSETT  BREWING  Co.,  Providence,  appoints  Cunningham 
&  Walsh,  N.  Y.,  to  handle  advertising. 

HELENE  CURTIS  INDUSTRIES,  Chicago,  names  Russel  M.  Seeds 
Agency,  same  city,  to  handle  shampoo  advertising  of  company's  retail division.  Agency  will  supervise  several  new  products,  and  GORDON 
BEST  Co.,  same  city,  continues  with  portion  of  account. 

STOPPERS  Inc.,  N.  Y..  (Stoppers  chlorophyl  deodorant  tablets),  names 
Donahue  &  Coe  Inc.,  same  city,  to  handle  advertising. 

HOME  FEDERAL  SAVINGS  &  LOAN  Assn.,  Kansas  City,  Mo.,  appoints 
Merritt  Owens  Adv.,  Kansas  City,  Mo.,  to  handle  advertising. 

LUCIEN  LELONG  Inc.,  Chicago,  names  Weiss  and  Geller,  same  city, 
to  handle  its  advertising.    Howard  Sobel  is  account  executive. 

CHICAGO,  ROCK  ISLAND  and  PACIFIC  RAILROAD  names  Henri, 
Hurst  &  McDonald,  same  city,  to  handle  its  advertising  from  Jan.  1. 
Radio  and  TV  will  be  used.  Herb  Carlson,  agency  vice  president,  will 
supervise  account. 

URBANA  WINE  Co.,  Hammondsport,  N.  Y.,  appoints  Comstock  &  Co., 
Buffalo,  N.  Y.,  to  handle  advertising. 

POTOSI  BREWING  Co.,  Potosi,  Wis.,  appoints  W.  D.  Lyons  Co.,  Cedar 
Rapids,  Iowa,  to  handle  advertising.  Radio  will  be  used.  ROBERT  H. 
SCHUBERT  is  account  executive. 

C.  S.  HAMMOND  Co.,  N.  Y.,  (map  and  atlas  publishers),  names  Grant 
&  Wadsworth  Inc.,  N.  Y.,  to  handle  advertising. 

REDDI  DISTRIBUTORS  Inc.,  N.  Y.  (Reddi  sliced  bacon),  names  The 
Wexton  Co.,  same  city,  to  handle  advertising.  Spot  radio  campaign  is 
contemplated,  but  no  details  available  at  present. 

LADY  ESTHER  Ltd.,  N.  Y.  and  Chicago,  names  The  Biow  Co.,  N.  Y.,  to 
handle  advertising  on  all  its  products  effective  Nov.  1. 

LEO'S  STORES  Inc.,  Cincinnati  (auto  supply  and  appliance  chain),  ap- points Guenther,  Brown  &  Berne  Inc.,  same  city,  to  handle  advertising 
in  Ohio,  Indiana  and  Kentucky. 

■Qdjaeojala  •  •  • 
THOMAS  PAYTON,  test  flight  engineer  Douglas  Aircraft,  Park  Ridge, 
111.,  appointed  assistant  sales  manager  for  commercial  equipment  divi- 

sion Cory  Corp.,  Chicago  (household  appliances).  WALTER  W.  ROGERS, 
assistant  service  manager,  appointed  national  service  manager  of  newly 
consolidated  service  department. 

ROBERT  M.  STEVENS,  sales  manager,  Servel  New  York  Corp.,  dis- 
tributing subsidiary  for  Servel  Inc.,  Evansville,  Ind.,  appointed  adver- 

tising manager  for  Servel  Inc.  CLIFFORD  A.  STOCKHOFF,  district 
sales  manager  in  Columbus,  Ohio,  succeeds  Mr.  Stevens  in  New  York. 

NAT  KALECH,  general  Sales  manager  Tintair  Div.,  Bymart  Inc.,  N.  Y., 
named  second  vice  president  for  field  sales  management.  LOUIS  LER- 
NER,  research  director  for  Tintair,  appointed  second  vice  president  for 
product  department.  HENRY  PYT,  plant  manager  Tintair,  appointed 
second  vice  president,  for  manufacturing. 

BMB  Nighttime  Audience  Families 

WSYR  214,960 

station  A  164,720 

Station  B  148,340 

Station  C  76,920 

Station  D  68,970 

WSYR  —  AM-FM-TV  —  The  Only  Complete 
Broadcast  Institution  in  Central  New  York 
NBC  Affiliate  •  Headley-Reed,  National  Representatives 
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Strictly  Business 
(Continued  from  page  12) 

was  the  best  medium  through  which 
to  sell  his  product  and  he  backed 
this  decision  with  approximately 
6595  of  his  total  advertising  and 
promotion  budget. 

"With  radio — daytime  radio  ex- 
clusively— we  sell  coffee  to  the 

people  who  buy  it  on  the  same 
basis  that  they  buy  it — six  days  a 
week,  52  weeks  a  year.  And  our 
commercial  messages  stress  the 
quality  for  which  they  buy  it: 
Flavor,"  he  said. 

Expanding  this  approach,  he  ex- 
plained the  pattern  for  coffee  ad- 

vertising in  newspapers  is  a  weekly 
ad  over  a  13-week  period  in  the 
spring  and  in  the  fall. 

"This  adds  up  to  26  impressions a  year  on  your  prospective  coffee 
customer.  Through  radio  we  make 
312  impressions  a  year  with  each 
of  our  two  daily  programs,  plus 
many  more  with  our  spot  schedule. 
That  makes  sense  with  a  product 
that  is  being  used  everyday  and 
bought  every  day." This  makes  so  much  sense  to 
Pete  Folger  he  never  has  paid  much 
attention  to  radio  surveys  as  a 
check  on  the  effectiveness  of  his 
radio  use.  (His  company  does,  how- 

ever, conduct  occasional  telephone 
surveys  of  its  own  to  check  certain 
merchandising  approaches.)  The 
fact,  he  says,  that  his  company  in 
recent  years  has  shown  a  greater 

dollar  and  percentage  increase  in 
sales  than  any  of  its  competition 
is  proof  enough  of  the  soundness  of its  sales  techniques. 
The  assurance  with  which  Mr. 

Folger  approaches  his  job  as  vice 
president  in  charge  of  sales  and 
advertising  for  his  company  is 
partly  the  result  of  an  aggressive 
enthusiasm  innate  in  his  personal- 

ity and  partly  the  result  of  the 
thorough  background  he  developed 
before  entering  the  executive  levels 
of  his  family  firm. 

Born  in  San  Francisco  in  1905, 
Mr.  Folger  attended  private  schools 
in  Santa  Barbara,  Calif.,  and  then 
went  on  to  Yale  U.  He  was  grad- 

uated in  1929.  As  a  graduation 
present  his  family  gave  him  a 
round-the-world  trip,  which  he 
characteristically  made  mostly  on 
a  motorcycle. 

Learns  All  The  Rudiments 
Returning  to  San  Francisco  to 

enter  business,  he  first  went  to  the 
waterfront  and  got  a  job  as  a 
stevedore  on  the  docks.  This 
wasn't  a  lark  to  see  how  the  work- 
ingman  lives.  His  purpose  was  to 
learn  about  coffee,  how  it  is  shipped 
and  how  it  is  handled. 
When  he  entered  the  family  busi- 

ness in  1931,  he  started  at  the  bot- 
tom, as  a  clerk,  moving  in  this  ca- 

pacity through  all  departments  in the  firm.  He  also  worked  on  the 
production  line  in  the  factory,  pro- 

cessing, packing  and  shipping.  He 
later  put  in  a  tour  on  the  road  as 
an    outside    salesman.     Then  he 

SIGNING  affiliation  agreement  be- tween WNHG  New  Haven,  Conn., 
and  NBC  [B  •  T,  Oct.  1]  are  Aldo 
De  Dominicis  (I),  WNHC  secretary- 
treasurer,  and  Carleton  D.  Smith, 
NBC  vice  president  in  charge  of  sta- tion relations.  WNHC-TV  signed  for 
a  two-year  renewal  of  its  NBC 

contract. 

worked  as  an  assistant  department 
head  in  each  department.  Next  he 
moved  to  Los  Angeles  as  assistant 
sales  supervisor  for  Southern  Cali- fornia and  later  became  district 
sales  manager  there. 

In  1940  he  returned  to  the  San 
Francisco  headquarters  to  assume 
the  vice  presidency  for  which  he 
had  been  training  and  took  over 
direction  of  all  sales  and  advertis- 

ing for  the  firm. 
Though  Folger's  Coffee  is  sold as  far  east  as  Ohio,  the  midwestern 

operation  is  handled  by  a  separate 
corporation  in  Kansas  City.  The 
western  firm  covers  only  the  nine 
western  states. 

His  use  of  radio  as  the  company's primary  advertising  medium  never since  has  been  slackened.  The 
backbone  of  the  company's  radio 
advertising  is  Frank  Hemingway's 
twice  daily  newscasts  on  71  Mutual- 
Don  Lee  and  Inter-Mountain  Net- 

work stations  in  the  company's market  area. 
Sees  Value  of  News  Shows 

Mr.  Folger  believes  a  news  show 
captures  the  largest  audience  at 
the  least  cost  of  any  radio  offerings. 
These  regular  news  shows,  spon- 

sored by  the  company  for  the  past 
seven  years,  are  supplemented  by 
a  heavy  schedule  of  spots.  The 
spot  campaigns  are  full  of  promo- tional stunts,  special  offers  and 
merchandising  gimmicks,  the  ef- fectiveness of  which  Mr.  Folger 
never  doubts. 

One  such  campaign  this  year  is 
typical.  It  ran  for  13  weeks  on 
more  than  60  stations  in  various 
markets  of  the  western  area. 

In  addition  to  a  concentration  of 
spots  bought  on  numerous  stations 
in  each  area  with  such  regularity 
no  listener  could  have  remained 
unaware  of  the  campaign,  a  15- 
minute,  five-days-a-week  program 
was  used. 

This  campaign,  called  the  "Fol- ger's Coffee  Door  Bell  Ringing 
Promotion,"  was  built  around  a staff  of  door-to-door  workers  who 
visited  housewives  in  each  area  un- 

announced. If  the  housewife  had 
a  can  of  Folger's  Coffee  on  hand 

she  was  given  opportunity  to  an- swer a  simple  question  and  win  a| 

prize. 

It  is  through  such  promotions 
that  Mr.  Folger  has  made  the  com- 

pany's slogan — "When  I  say  coffee, 
I  mean  Folger's" — one  of  the  best 
known  in  the  West. 
When  war  came  in  1941,  Mr. 

Folger  abandoned  his  business activities  to  enter  the  service. 
Typically,  he  enlisted  in  the  Marine 
Corps  as  a  private.  He  was  selected 
for  officer  training,  commissioned 
a  second  lieutenant  and  in  the  fol- 

lowing years  of  war  rose  to  major. 
At  war's  end  he  returned  to  the 
firm  and  continued  to  pursue  the 
same  advertising  and  promotion 
policies  he  favored  before  the  war. 

Teams  Well  With  Brother 
Pete  Folger,  with  his  enthusiasm 

and  aggressive  promotion  and  sales 
techniques,  and  his  brother  Frank 
A.  Folger  III,  who  heads  the  firm, 
are  perfect  counter-balances  to  each 
other.  Frank,  according  to  asso- 

ciates, is  cautious  and  conserva- 
tive, the  director  of  finances  who maintains  the  balanced  budget  and 

profit  level  so  necessary  to  a  busi- ness. Each  brings  opposite,  but 
equally  necessary,  talents  to  the 
firm's  executive  structure. 

Aside  from  his  business  activi- 
ties, Pete  Folger  centers  most  of his  attention  on  his  home.  At  one 

time  he  was  a  prominent  polo 
player  in  the  West.  But  today  he 
lives  quietly  with  his  wife  and  two 
children  in  San  Francisco  and  en- 

gages in  few  outside  activities.  He belongs  to  few  organizations,  plays 
only  an  occasional  game  of  tennis. Coffee  remains  his  chief  interest 
— how  to  promote  it,  how  to  sell  it. 

MOVIE  OPERATORS 

Promote  Films  by  Radio-TV 

IN  REGARD  to  television,  some 
movie  exhibitors  apparently  believe 
in  the  adage:  "If  you  can't  lick 
'em,  join  'em." Harry  Hartman,  account  execu- tive for  WCPO-AM-FM-TV  Cin- 

cinnati, has  signed  a  contract  with 
35  independent  operators  to  pro- 

mote neighborhood  theatre  attend- ance through  radio  and  television. 
The  35  operators  represent  about 
70%  of  the  local  theatres. 

Core  of  the  exhibitors'  promotion 
campaign  is  a  mystery  identifica- tion contest  of  movie  personalities. 
There  are  to  be  12  such  weekly 
contests.  For  this  drive,  the  oper- 

ators have  bought  10 %  hours  on 
WCPO-AM-FM  and  5%  hours  on 
WCPO-TV.  Contract  was  signed 
through  the  Julian  Behr  Adv. 
Agency,  Cincinnati. 

fWEOK 
POUGHKEEPSIE 

V REPRESENTED  BY  DEVNEY 

OF  A 

MARKET 

in  GEORGIA 

•    •  • 

THE  NEW  NBC  AFFILIATE 
IN  MIDDLE  GEORGIA 

WBML 

GROWING  WITH  MACON 
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SPOT 

TELEVISION 

Shows  Colo 
o  Public 
Page  71 

Its  sight-and-sound  impact  means  both  eye 
and  ear  selling. 

Its  complete  flexibility  lets  you  pick  the  markets,  the  stations, 
the  time  periods  you  want. 

Its  home-town  programming  with  local  talent  gives  your 
...         .     .  ..  ...  .    r      ii  WSB-TV  Atlanta product  important  community  identity ...  at  costs  far  below 

WBAL-TV  Baltimore 
any  network  production. WFAA-TV   Dallas 

And  Spot  Television  Advertising  works  best  for  you  on  these       KPRC-TV  Houston 

twelve  leading  stations  . . .  KHJ-TV Los  Anaeles WHAS-TV   Louisville 

KSTP-TV  .  .  .M'pTs-St.  Paul 
WSM-TV  Nashville 
WTAR-TV  Norfolk 
KPHO-TV  Phoenix 
WOAI-TV  San  Antonio 
KOTV   ...Tulsa 

REPRESENTED  BY 

EDWARD  PETRY  &  CO.,  INC. 

NEW  YORK  •  CHICAGO  •  LOS  ANGELES 
DETROIT  •  ST.  LOUIS  •  SAN  FRANCISCO  •  DALLAS 



o  inspire  and  further 

inter-religious  understanding  .  .  .  \ 

"Sanctuary  Time' 
is  presented  on 

WGAL-TV 
every  Sunday  night  at  six  o'clock 

awareness  of  broad  responsibilities  to  the 
communities  it  serves  led  WGAL-TV  to  origi- 

nate a  series  of  inter-religious  telecasts,  "Sanct- 
uary Time."  The  photograph  shows  the 

Reverend  Robert  C.  Batchelder  with  his  organ- 
ist and  choir  conducting  a  devotional  service. 

A  permanent  committee  of  three,  consisting 
of  a  man  from  each  of  the  three  major  faiths, 
worked  out  the  details  of  the  series  on  a 
rotating  schedule:  Protestant,  Catholic,  Jewish. 

Each  Protestant  program  features  a  member 
of  the  Ministerial  Association  conducting  an 
abbreviated  service.  The  Catholic  and  Jewish 

Represented  by 
ROBERT  MEEKER  ASSOCIATES 

programs  are  of  a  nature  covering  the  various 
rituals  and  symbols  of  these  religions. 

Through  this  pioneering  in  inter-religious  tele- 
casts, WGAL-TV  seeks  to  further  and  inspire 

inter-religious  tolerance  and  understanding.  The 
complimentary  mail  response  indicates  this  ob- 

jective is  being  achieved. 

WGAL-TV 
LANCASTER,  PENNA. 

A  Steinman  Station 
Clair  R.  McCollough,  President NBC 

TV  Affiliate 

Chicago  •  San  Francisco  •  New  York  •  Los  Angeles 
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THE  SECRET  CODE None  to  See  'til  Oct.  19,  Then  Must  Act 

NARTB's  member  television  sta- 
tions face  a  critical  problem  in 

Chicago  next  Friday:  Whether  to 
sign  —  or  reject  —  a  stiff  self -dis- 

ciplinary code  of  advertising  and 
program  ethics. 

With  the  Congressional  spotlight 
pointed  at  them,  some  60-odd  TV station  delegates  will  try  to  reach 
a  decision  in  the  space  of  a  few 
hours. 

They  will  try  to  evaluate  a  docu- 
ment they  know  nothing  about — 

officially,  at  least — though  it  af- 
fects the  very  vitals  of  station  and 

network  operation  and  might  even 
mean  the  difference  between  suc- 

cess and  bankruptcy. 
Extensive  precautions  have  been 

taken  by  NARTB  to  prevent  any 
news  of  the  code  provisions  from 
leaking  out.  [Summary  of  the  code 
was  carried  in  the  Oct.  8  Broad- 

casting •  Telecasting.] 
First  official  information  to  be 

given  delegates  will  be  copies  of  the 
code  to  be  handed  out  as  they  enter 
the  Tower  auditorium  of  the 
Stevens  Hotel  Friday  morning. 

Individual  delegates,  NARTB  it- 
self and  the  entire  television  indus- 
try will  find  nationwide  attention 

focused  on  the  Stevens  Tower  as 
they  try  to  perform  a  one-day  mir- 

i  acle.  These  delegates  must  decide 
within  a  brief  interval  if  they  care 

PARAMOUNT  CASE 
FCC  Hearing  Jan.  15 

HEARING  on  Paramount  and  re- 
lated cases  was  set  to  begin  Jan. 

15,  the  FCC  announced  last  week. 
Involved  are  a  whole  series  of 

questions  regarding  the  qualifica- 
J  tions   of   Paramount   Pictures  to I  hold  TV  licenses,  its  relationship 
i  with  DuMont  and  the  United  Para- 

mount Theatres-ABC  merger  [B  • 
T,  Sept.  3,  Aug.  20,  13]. 

Still  due  to  be  named  is  the  hear- 
ing examiner. 

Counsel  for  FCC  is  expected  to 
be  Fred  Ford,  chief  of  the  Broad- 

cast Bureau's  Hearing  Division. Representing  Paramount  Pictures 
is  the  law  firm  of  Arnold,  Fortas 
and  Porter  (Paul  Porter  is  ex- 
Chairman  of  FCC  and  ex-OPA 
Administrator),  Representing  Du- Mont is  Roberts  &  Mclnnis. 
Counsel  for  United  Paramount 
Theatres  is  Hogan  &  Hartson.  To 
appear  for  ABC  is  Haley,  McKen- na  &  Wilkinson. 

to  commit  their  million-dollar  in- 
vestments to  a  set  of  regulations 

topped  by  a  review  board  with 
extensive  disciplinary  powers. 

Should  serious  opposition  to  the 
proposed  code  develop  at  the  Fri- 

day meeting,  which  will  be  held 
behind  locked  doors,  final  member- 

ship action  may  be  postponed. 
On  the  other  hand,  if  the  draft 

drawn  up  after  eight  weeks  of  hard 
work  by  NARTB's  Television  Pro- gram Standards  Committee  is  re- 

ceived favorably,  it  may  quickly 
become  a  living  set  of  TV  ethics. 

All  NARTB  TV  board  members 
will  attend  the  Chicago  meeting  or 
be  represented.  If  the  member- 

ship approves  the  committee  code, 
or  an  amended  version,  during  the 
day  it  would  be  possible  for  the 
board  to  call  a  quick  meeting  and 
promulgate  the  document  with  due formality. 
NARTB's  top-level  officials  will 

be  on  hand  Friday,  including  Presi- 
dent Harold  E.  Fellows,  Judge  Jus- 

tin Miller,  chairman  of  the  board, 
and  C.  E.  Arney  Jr.,  secretary- 
treasurer.  Judge  Miller  led  discus- sions of  the  radio  Standards  of 
Practice  when  they  were  discussed 
by  the  NAB  membership  at  At- 

lantic City  in  1947  and  at  Los  An- 
geles in  1948. Others  scheduled  to  attend  are 

Eugene  S.  Thomas,  WOR-TV  New 
York,  chairman  of  the  NARTB  TV 
board;  Thad  Brown  Jr.,  operating 
head  of  the  NARTB  TV  organiza- 

tion, and  Robert  K.  Richards, 
NARTB  public  affairs  director. 

49  Stations  Register 
As  of  last  Friday  55  delegates 

representing  49  stations  and  two 
networks  had  registered  in  advance 
for  the  Chicago  meeting.  Stations 
may  send  more  than  one  delegate 
but  each  member  will  have  only 
one  vote. 
NARTB's  membership  includes 69  stations  and  two  networks  (NBC 

and   DuMont).     A   new  member 

joined  the  ranks  last  week,  KOTV 

(TV)  Tulsa. The  big  job  of  writing  the  code 
in  committee  was  directed  by  Rob- 

ert D.  Swezey,  WDSU-TV  New 
Orleans,  chairman  of  the  drafting 
group  and  an  NARTB  TV  director. 
Aiding  him  in  the  preparation  were 
four  subcommittees  that  met  in 
August  and  September.  The  com- mittee completed  its  drafting  job  in 
Washington  Oct.  10. 

Special  meeting  of  the  code  com- mittee is  scheduled  at  8  a.m.  Friday, 
prior  to  the  membership  meeting. 
TV  station  affiliates  of  the  NBC 

Television  Network  will  meet 
Thursday  in  an  all-day  session  at 
the  Stevens.  While  the  affiliates  are 
understood  to  be  planning  dis- 

cussion of  such  network  problems 
as  rates  and  option  time,  it  was 
thought  the  NARTB  code  might 
come  up  for  discussion  before  the 
meeting  concludes. 

RCA  COLOR         D-  C,  N
.  Y.  Tests  Held  Success 

RCA  took  its  color  TV  system  to 
tne  public  last  week  in  three-a-day 
showings  in  New  York  and  Wash- 
ington. 

In  Washington,  top  government 
officials,  including  two  FCC  mem- 

bers, saw  the  improved  system. 
Consensus  of  those  viewing  the 

improved  compatible,  all-electronic 
color  was:  It's  excellent. One  newsman  who  has  seen  both 
CBS  and  RCA  color  demonstrations 
during  the  1949-50  hearings  and 
thereafter,  exclaimed:  "That's  the 
best  color  TV  I've  Seen  yet." 

But,  to  the  main  question  now — when  it  would  go  to  the  FCC,  ask 
for  commercial  authorization — RCA was  not  saying. 

"We  are  working  with  the  indus- 
try committee,  the  NTSC,"  Dr.  E. W.  Engstrom,  vice  president  in 

charge  of  the  RCA  Laboratories  at 
Princeton,  told  the  first  Washing- ton audience  of  newsmen  Oct.  9. 

"First  we  have  to  set  numerical 
values  for  the  system.  Then  we  have 
to  test  it  out  in  conjunction  with 
other  members  of  the  industry. 

"After  that  we  can  tell  when 
we'll  go  to  the  Commission." But,  he  added  in  response  to  a 
question: "The  RCA  system  is  ready  for 

commercial  authorization  now." 
The  Washington  and  New  York 

showings  started  Oct.  9  and  will 
continue  through  Oct.  19.  They  run 
at  10  a.m.,  off-the-air;  at  2:15  and 
4  p.m.,  closed  circuit. 

The  Washington  demonstrations 
take  place  in  the  NBC  studios  in 
the  Trans  Lux  Building  in  down- 

town Washington.  Shown  are  three 
color  sets — one  21-in.,  two  16-in. sets.  To  show  compatibility,  two 
14-in.  black-and-white  table  models 
are  also  on  view. 

New  York  tests  are  being  viewed 
in  the  lounge  of  the  Center  Theatre 
in  Radio  City  on  six  color  sets. 

At  the  first  day's  showing  in 
Washington,  the  half-hour  program 
was  carried  from  New  York  via  co- 

axial cable  and  microwave  relay. 
The  interconnection  was  switched 
continuously  throughout  the  pro- 

gram. Only  noticeable  difference  in 
the  color  pictures  was  a  lowering 
of  detail  when  they  were  being- brought  down  through  the  2.7  mc 
band  of  the  cable. 
But  that  was  also  true  of  the 

black-and-white  pictures. 
Only  critical  comments  referred 

to  pastel  shades  of  the  color  pic- 
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tures.  RCA  engineers  claimed,  how- 
ever, that  each  set  has  a  control 

permitting  the  viewer  to  set  his 
own  hue. 

Pictures  on  the  smaller  16-in. 
color  sets  seemed  to  be  less  sharp 
than  on  the  large  21-in.  picture. 
This  was  explained  as  due  to  the 
fact  that  there  are  20%  more  dots 
on  the  larger  picture  tube  than  on the  smaller  tubes. 

Tricky  reception  of  black-and- white  on  the  color  sets  proved  suc- cessful, observers  noted. 
Black-and-white  pictures  of  the 

color  transmissions,  as  they  have 
always  done,  continued  to  impress 
viewers  with  their  better  than  nor- mal quality. 

In  addition  to  Dr.  Engstrom,  also 
present  at  the  first  Washington 
showing  were:  Dr.  C.  B.  Jolliffe, 
RCA  technical  director;  Dr.  George 
Brown,  RCA  Labs;  Niles  Trammell, 
NBC  chairman;  Orrin  E.  Dunlap 
Jr.,  RCA  vice  president  in  charge 
of  advertising  and  publicity;  Eman- 

uel Sacks,  staff  vice  president,  RCA. 
On  Thursday,  FCC  Chairman 

Wayne  Coy  and  Sen.  Edwin  G. 
Johnson  (D-Col.)  were  guest  view- 

•     (Continued  on  page  85) 
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COMMUNITY  TV 
Legality  Issue Before  FCC 

EMPIRE  STATE  Bldg.'s  multiple  TV  array,  in  model  form,  is  admired  by 
Minneapolis  radio-TV  men.  Inspection  followed  last  week's  proposal  that 
Twin  Cities'  Foshay  Tower  be  used  for  multiple  antenna  purposes  by  suc- cessful applicants  for  two  remaining  TV  outlets  there.  L  to  r:  Lee  Whiting 
and  Harvey  Hayden,  KEYD  Minneapolis;  Leslie  U.  Park,  vice  president  Baker 
Properties,  owner  of  tower;  John  M.  Sherman,  technical  director  WTCN-AM- 
FM-TV;  Gordon  Johnson,  Twin  Cities  Television  Lab.;  G.  R.  Magney,  architect 
and  designer  of  the  Foshay  Tower;  Loren  Bridges  and  Rev.  Forrest  Boyd,  KTIS. 

ILLEGAL  SIGNALS 
Arrest  Made;  Other 
FCC  Cases  Pend 

ARREST  of  a  father  and  son  in  Shadyside,  Ohio,  last  week  for  alleged 
illegal  transmissions  of  TV  signals  points  up  a  condition  that  is  giving 
the  FCC  monitoring  staff  more  and  more  trouble. 

More  than  a  dozen  cases  of  unlicensed  TV  broadcasts  are  currently 
in  the  FCC  files.     They  involve  *  communities  as  far  apart  as  Hunt- 

ington, W.  Va.,  and  Raymond, 
Wash. 

Walter  S.  McGuire  and  his  son, 
Earl,  were  arrested  Oct.  9  by  a 
U.  S.  marshal  on  complaint  of  FCC 
engineers  that  they  were  illegally 
transmitting  TV  signals. 

Found  on  their  f  arm  was  a  tower 
and  receiving  and  transmitting 
equipment  which  was  used  to  pick 
up  Channel  3  signals  from  WDTV 
Pittsburgh,  a  little  over  40  miles 
away.  The  signals  were  relayed, 
also  on  Channel  3,  across  the  Ohio 
River  to  Glen  Dale,  W.  Va.  The 
station  was  unattended.  The  area 
is  south  of  Wheeling. 

According  to  the  McGuire's  testi- 
mony before  the  U.  S.  Commis- sioner in  Steubenville,  the  station 

was  being  used  to  help  increase  TV 
set  sales  in  the  area. 

Released  on  Bond 
After  being  bound  over  for  the 

Federal  Grand  Jury,  they  were  re- 
leased on  $1,000  bond. 

Warrants  also  were  issued  for 
the  arrest  of  three  other  men,  be- 

lieved to  be  implicated  in  the  opera- tion of  the  station. 
Last  June,  FCC  monitors  began 

an  investigation  into  the  Shadyside 
operation.  It  ceased  transmitting 
before  FCC  investigators  closed  in. 
When  it  resumed  several  weeks 

ago,  engineers  of  the  Field  Engi- neering and  Monitoring  Division, 
Office  of  the  Chief  Engineer,  moved 
fast.    The  arrests  followed. 

Penalty  for  illegal  radio  trans- mission is  a  fine  of  not  more  than 
$10,000,  two  years  in  jail  or  both. 
Among  other  illegal  TV  broad- 

cast investigations  current  in  the 
FCC  are  those  involving  Marmet, 
McMeachen  and  Huntington,  W. 
Va.;  Raymond  and  Centralia, 
Wash.;  Boulder  Creek,  Calif.,  and 
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Madisonville,  Tex. 
Most  prominent  of  illegal  TV 

transmission  cases  was  that  in  1950 
by  Sylvania  Electric  Products  Inc., 
major  radio-TV  tube  manufac- turer. 

Some  Sylvania  officials  erected  a 
receiving-transmitting  station  on 
top  of  a  mountain  outside  Em- porium, Pa.,  where  the  company 
operates  one  of  its  largest  tube 
plants.  The  unauthorized  station 
was  used  to  pick  up  Philadelphia 
signals,  transmit  them  down  into 
the  valley  to  the  city. 

Sylvania  pleaded"  nolo  contendre when  the  case  went  to  court  and 
received  a  $2,500  fine. 

Last  month  it  got  an  FCC  grant 
for  an  experimental  TV  station  in 
Emporium  [B  •  T,  Sept.  24]. 

Most  of  the  investigations  are 
began  through  tips  or  complaints, 
according  to  FCC  staffmen.  Radio 
servicemen  are  one  good  source. 
Another  is  the  irate  televiewer 
who  finds  that  something  is  inter- 

fering with  his  reception. 
In  his  testimony  before  the  Sen- 

ate Appropriations  Committee  last 
month,  FCC  Chairman  Coy  re- ferred to  165  cases  of  illegal  radio 
transmissions.  Most  of  them,  it 
has  been  learned,  involve  unli- censed taxicab  broadcasts. 

Murphy  Talks 

PEG  ON  WHICH  the  FCC  can  hang  its  long-pending  policy  decision 
regarding  community-TV  installations  seems  to  be  at  hand. 

Application  by  J.  E.  Belknap  &  Assoc.  of  Poplar  Bluff,  Mo.,  for  com ~mon  carrier  microwave  links  between  Memphis  and  the  Missouri  cities 
of  Kennett  and  Poplar  Bluff  for 
the  purpose  of  relaying  TV  signals has  been  filed  with  the  Commission. 

^.   FCC  for  a  long  time  has  been 

ADRIAN  MURPHY,  president  of 
CBS  Labs  Division,  is  to  discuss 
color  television  in  speeches  before 
the  board  of  directors  of  the  Na- 

tional Electronics  Conference  at  a 
luncheon  at  the  Edgewater  Beach 
Hotel,  Chicago,  Oct.  23;  a  Chicago 
Television  Council  luncheon  at  Ho- 

tel Sheraton  Oct.  24,  and  the  Radio 
Council  of  Greater  Cleveland  ses- 

sion at  Higbee  Auditorium  in 
Cleveland  Oct.  25. 

looking  into  the  community-type 
TV  installation — which  has  ex- 

tended TV  coverage  notwithstand- 
ing the  three-year-old  freeze  on new  TV  stations. 

Since  all  use  coaxial  cable  to  de- 
liver TV  signals  to  individual  sub- scribers, it  was  believed  that  they 

were  outside  the  scope  of  FCC 

regulation.  - However,  the  Belknap  applica- 
tion now  gives  FCC  a  definite  case. 

It  involves  the  tise  of  radio  fre- 
quencies and  a  tariff  of  charges.' 

Application  is  for  two  microwave- relay  stations,  using  5925-6425  mc. These  frequencies  are  assigned  for 
common  carrier  purposes. 
RCA  microwave  equipment  is  to 

be  used,  according  to  the  applica- tion.   Each  link  will  cost  $25,005. 
Firm  states  it  intends  to  put  a 

two-channel  pickup  outside  Mem- 
phis, feed  the  WMCT  (TV)  sig- nal from  there  75  miles  north 

west  to  Kennett,  Mo.  At  that  point 
another  relay  would  boost  the  sig- nal another  40  miles  to  Poplar 
Bluff,  Mo. 

Will  Expand  Service 
If  the  FCC  grants  permission, 

the  Missouri  group  intends  to  ex- 
tend the  Memphis-Kennett-Poplar Bluff  service  eastward  to  Dexter, 

Maiden,  Sikeston,  Jackson,  Cape 
Girardeau,  Mo.;  Cairo,  111.,  and Paducah,  Ky. 

After  that,  firm  intends  to  start 
out  from  St.  Louis,  feed  the  KSD- 
TV  signal  southeast  to  the  follow- ing Illinois  cities:  Mt.  Vernon, 
Benton,  DuQuoin,  West  Frankfort, 
Johnston  City,  Marion  and  Carbon- dale. 

The  Belknap  firm  intends  to  op- erate its  own  distribution  service 
in  its  hometown  of  Poplar  Bluff 
and  has  made  arrangements  with 
a  distributing  organization  in  Ken- nett. 

J.  E.  Belknap  &  Assoc.  com- 
prises in  addition  to  Mr.  Belknap 

who  is  a  druggist:  C.  B.  Bidewell, 
hardware  store  owner;  William  L. 
Cohen,  merchant;  Ernest  C.  Dunn, 
hotel  owner;  John  S.  Davis,  insur- 

ance agent.  Each  owns  20%  of  the 
partnership. Tariff  calls  for  the  following 
charges  to  customer  distributing 
companies:  Upon  installation  of 
100  TV  sets,  $5,000,  plus  $25  per 
set  up  to  500  sets;  $10  per  set  be- 

tween 500  and  1,000  sets;  no  fur- 
ther installation  charges  above 

1,000  sets.  Also  a  service  charge 
of  $1.75  per  month  per  set  for  the 
first  500  sets,  $1  for  500  to  1,000 
sets,  75tf  thereafter.  What  the  dis- 

tributing companies  charge  the 
consumer  would,  of  course,  be  up 
to  them  individually. 

Mr.  McAndrew 

McANDREW  NAMED 
To  New  NBC-TV  Post 

APPOINTMENT  of  William  R 
McAndrew,  general  manager  of 
WRC  and  WNBW  (TV),  NBC- owned  and  oper 

ated  stations  in 
Washington,  a  s 
director  of  public 
affairs  for  the 
full  television 
network  [Closed Circuit,  Oct.  8] 
was  announced 
by  Frederic  W Wile  Jr.,  NBC 
vice  president and  director  of 

television  production,  last  Monday 
Eugene  E.  Juster  will  become 

station  manager  and  Charles  M. 
De  Lozier,  assistant  general  man- 

ager for  the  Washington  stations, 
Mr.  McAndrew  first  joined  NBC 

in  1936,  leaving  the  Washington 
United  Press  staff  to  become  news 
editor.  He  was,  subsequently, 
executive  news  editor  of  Broad 
casting  •  Telecasting,  director 
for  the  Board  of  Economic  War 
fare,  and  producer  of  the  news 
program,  Watch  the  World  Go  By. He  returned  to  NBC  as  director  of 
news  and  special  events  in  Wash 
ington  in  1944  and  was  made  as 
sistant  to  the  vice  president  of 
NBC  Washington  in  1946.  He  be- came general  manager  of  WRC 
and  WNBW  two  years  later. 

McAndrew  Duties 
Reporting  in  his  new  capacity 

to  Davidson  Taylor,  general  pro- 
duction executive,  Mr.  McAndrew 

will  supervise  and  administer  all 
television  broadcasts  of  news,  spe- 

cial events,  sports,  politics,  educa- 
tion, religion,  special  causes,  dis- cussions and  talks,  both  live  on 

film.  His  directorship  is  a  new 

post. 

Francis  C.  McCall  remains  direc- 
tor of  news  and  special  events- 

reporting  to  Mr.  McAndrew. 
Mr.  Juster's  most  recent  posi- tion has  been  director  of  integrated 

services  and  director  of  public 
service  for  WRC  and  WNBW  (TV) 
as  well  as  the  NBC  radio  and  tele- 

vision networks.  He  joined  the 
network  in  1941  as  member  of  the 
continuity  acceptance  department 
and  was  transferred  to  Washing- ton in  1943.  He  has  since  served 
there  as  director  of  continuity  ac- 

ceptance, assistant  to  the  general 
manager,  assistant  program  man* 
ager,  program  manager  for  WRC and  director  of  programs  for  both WRC  and  WNBW. 

Mr.  De  Lozier  joined  the  sales 
staff  of  the  Washington  stations 
in  1945,  and  was  named  sales  man- 

ager of  WNBW  in  January,  1950 
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HOLLYWOOD  BOOM 
Video  Spurs  Employment 

By  DAVE  GLICKMAN 
TELEVISION     will  eventually 
prove  a  great  boon  to  artisans  of 
the  Hollywood  motion  picture  in- 

dustry, giving  jobs  to  thousands. 
With  some  80  TV  film  production 

units  now  in  action  and  others  be- 
ing added  to  the  list  almost  weekly, 

employment  continues  to  increase. 
Several  hundred  are  already  work- 

ing in  video  and  new  jobs  are  being 
found  almost  daily  for  members  of 
the  various  movie  industry  crafts 
and  unions.  Some  are  on  perma- 

nent basis,  while  others  are  on 
casual  or  picture-to-picture  assign- ment. 
Although  prediction  has  been 

made  that  the  move-in  of  TV  will 
make  Hollywood  another  ghost 
town  as  far  as  movie  production  is 
concerned  and  thus  create  unprece- 

dented unemployment  among  film 
industry  craftsmen,  there  is  no 
panic-stricken  dash  for  the  hills. 

With  video,  there  is  more  produc- 
tion than  ever  before  and. TV  pro- 

duction units  are  sharing  studio 
lots  with  motion  picture  production 
companies.  In  some  instances  they 
aid  and  cooperate  with  each  other. 
There  is  no  fear  that  Hollywood  as 
a  production  center  will  crumble into  the  dust. 

Hal  Roach  Studios,  for  example, 
humming  with  TV  film  production, 
is  giving  permanent  employment 
to  motion  picture  crews  and  has 
increased  personnel  35%  during 
the  past  year. 

Planned  Shows 
Some  84  half -hour  TV  shows  will 

be  filmed  at  that  studio  during  the 
next  90  days,  with  others  on  the 
planning  board,  according  to  Hal 
Roach  Jr.,  vice-president  in  charge 
of  production. 

He  pointed  out  that  an  important 
part  of  the  studio's  activities  in- cludes the  making  of  TV  commer- 

cial films.  Approximately  250  have 
been  produced  there  so  far  this  year 
— some  are  one-minute  spots  and 
others  full  length. 

The  studio  averages  30  film  edi- 
tors and  assistants,  with  20  men 

in  the  sound  department.  Approxi- 
mately 100  writers  scripted  shows 

filmed  on  that  lot  during  the  first 
nine  months  of  this  year,  he  said. 

A  checkup  with  unions  and  guilds 
found  many  reluctant  to  give  mem- 

bership figures  or  percentages  of 
those  now  in  TV.  Approximations 
were  given  by  some.  Others  by- 

passed the  question,  but  said  they 
have  "many  members  active  in  both 
live  and  film  television."  Still 
others  were  pleased  to  give  the 
statistical  information. 

Talent,  in  all  catagories,  from 
stars  to  extras,  and  numbering  in 
the  many  hundreds,  is  benefiting 
from  television.  As  the  video  in- 

dustry grows  and  expands,  talent 
use  will  be  heavier,  giving  steady 
jobs  to  additional  hundreds  from 
both  Screen  Actors  Guild  and 
Screen  Extras  Guild. 

Set  workers,  technicians,  camera- 
men, cartoonists,  electricians,  grip, 

prop  and  special  effects  men,  scenic 
designers,  builders  and  painters, 
makeup  artists  and  hairdressers, 
are  but  a  few  of  the  motion  picture 
industry  artisans  who  are  earning 
their  livelihood  through  the  new 
advertising-entertainment  medium. 

It  has  been  freely  predicted  that 
it  won't  be  long  before  television has  a  long  list  of  contract  writers, 
actors  and  directors  and  is  working 
along  the  same  big-studio  lines  that 
Hollywood  does. 

Directors  Employment  Rises 
Growing  activity  in  TV  film  pro- duction has  led  to  greater  steady 

employment  among  directors. 
Screen  Directors  Guild  records  re- 

veal that  more  than  55  directors  or 
over  18%  of  its  membership  are 
currently  working  fulltime  in  video. 

Several  of  them  are  on  long- 
term  contract,  handling  various 
TV  film  series.  Others  are  work- 

ing on  pilot  films  and  or  TV  com- mercials. Then  there  are  transient 
or  casual  assignments.  Television 
has  also  increased  employment 
among  assistant  directors  to  a 
'•fantastic  degree"  a  SDG  official said. 

Television  is  credited  with  cre- 
ating the  healthiest  amount  of 

work  over  a  long  period  of  time 
and  SDG  reported  the  number  of 
term  contracts  being  signed  by 
members  with  video  film  producers 
is  reaching  a  gratifying  proportion. 

About  300  cameramen,  all  mem- 
bers of  International  Photogra- 
phers Local  659  "have  been  work- 

ing" or  "are  working"  in  TV  film 
production,  on  a  picture-to-picture basis,  it  was  reported. 

Some  15  members  of  the  Society 
of  Motion  Picture  Art  Directors 
are  working  in  live  action  video. 
As  far  as  film-for-TV  is  concerned, 
the  figure  is  considerably  higher, 
with  more  than  25  art  directors 
employed  on  a  picture-to-picture 
basis,  an  SMPAD  official  said.' 

Screen  writers  are  also  deriving 
benefit  from  video.  Scripts  are  be- 

ing bought  on  a  free  lance  basis  in 
many  instances  with  average  price 
said  to  be  around  S500  for  a  half 
hour  story.  Some  writers  get  as 
much  as  S700  per  half  hour  story 
script  and  they  also  hold  re-run 
rights  in  many  cases. 

Checkup  with  video  film  pro- ducers show  that  at  least  60%  of 
the  writer  contributors  are  Screen 
Writers  Guild  members.  A  goodly 
percentage  of  the  scripts  are  also 
contributed  by  Radio  Writers  Guild 
members,  it  was  pointed  out. 

Increased  use  of  cartoons  and 
animation  for  TV  commercials  has 
created  a  field  day  for  top  anima- 

tors. Screen  Cartoonists  Guild  re- 
ported that  employment  of  its 

members  is  higher  than  a  year  ago 
when  many  started  switching  over 
to  video. 

Commercial  studios  turning  out 
animated  spots  have  been  compet- 

ing for  services  of  the  cartoonists. 
As  result,  many  are  getting  heavy 
increase  over  wages  received  in 
the  regular  cartoon  field. 

Motion  Picture  Film  Editors  Lo- cal 776  estimates  that  more  than 
150  editors,  or  between  20  and  25% 
of  its  active  membership  is  em- 

ployed in  Hollywood  TV  film  pro- 
duction. They  include  various  clas- 

sifications: Feature  editors,  assist- ant editors,  sound  effects  editors, 
music  film  editors  and  apprentice 

KEYL (TV) 
FCC  Approves  Purchase; 

Storer  Jr.  to  Manage 

GEORGE  B.  STORER  JR.  has  been  appointed  managing  director  of 
KEYL  (TV)  San  Antonio  following  FCC  approval  last  week  of  the 
sale  of  the  station  to  the  Fort  Industry  Co.  Appointment  was  announced 
by  Stanton  P.  Kettler,  southern  district  vice  president  of  Fort  Industry. 

Mr.  Storer  is  the  ★-  

Mr.  Storer  Jr. 

eldest  son  of  the 
president  of  Fort 
Industry  Co.  He 
has  been  assistant 
managing  direct- 

or of  WAGA-AM- PM-TV  Atlanta 
since  1948  and 
supervised  the construction  o  f 
the  TV  station.  A 
Navy  veteran, 

young  Storer  attended  the  U.  of Colorado. 
KEYL  was  sold  by  Texas  Oilmen 

H.  H.  Coffield,  W.  L.  Pickens,  and 
H.  L.  Wheelock  to  Fort  Industry 
Co.  for  Sl.050,000  [B  •  T,  Aug.  6]. 
Same  three  originally  had  an  in- 

terest in  what  is  now  KPHO-TV 
Phoenix,  and  are  still  pre-freeze 
applicants  for  TV  stations  in  New 
Orleans  and  Corpus  Christi.  Last 

month  they  filed  three  UHF  appli- 
cations for  San  Antonio,  Dallas 

and  Houston,  but  these  were  with- 
drawn the  following  week  [B  •  T, 

Sept.  17,  10].  Provision  in  the 
KEYL  sales  contract  prohibits  their 
re-entry  into  TV  in  San  Antonio 
for  10  years. 

Fort  Industry  also  owns  and 
operates  WJBK-AM-FM-TV  De- troit, WSPD-AM-FM-TV  Toledo, 
as  well  as  the  Atlanta  and  San 
Antonio  stations.  It  also  owns  and 
operates  WMMN  Fairmont,  W.  Va.; 
WWVA-AM-FM  Wheeling,  W.  Va.: 
WSAI-AM-FM  Cincinnati;  WGBS 
AM-FM  Miami  and  is  a  TV  appli- 

cant for  Miami,  Wheeling  and  Cin- 
cinnati. Mr.  Storer  Sr.  publishes 

the  Florida  Sun  in  Miami  Beach. 
Consummation  of  the  KEYL  saie 

is  scheduled  for  Oct.  21. 

PHILADELPHIA'S  official  thanks  are 
presented  to  Rolland  V.  Tooke  (r), 
assistant  general  manager  of  WPTZ 
(TV),  for  its  public  service  show,  You 
and  Your  Health,  upon  the  show's 100th  telecast.  Presenting  citation 
signed  by  Mayor  Bernard  Samuels  is Dr.  Rufus  S.  Reeves,  director  of  the 

city's  health  department. 
editors.  Some  are  on  steady  basis, 
with  others  handling  casual  as- 
signments. Recent  survey  made  by  American 
Cinema  Editors  shows  that  38  fea- ture film  editors  or  22  %  of  its 
membership  are  working  regular 
in  Hollywood  TV  films.  It  was 
further  pointed  out  that  most  of 
these  feature  film  editors  have  an 
assistant  or  two  on  each  assign- 

ment, thus  further  swelling  the 
employed  ranks.  More  than  90% of  the  feature  film  editors  are 
ACE  members. 

Struggling  with  an  unemploy- ment problem  for  years,  Musicians 
Mutual  Protective  Assn.  Local  47, 
AFM,  sees  a  bonanza  in  television 
as  the  industry  expands  and  grows. 

Other  Employment 
Added  employment  wiil  come 

from  three  separate  sources — live 
Hollywood  originating  network  TV 
shows;  rescoring  of  old  theatrical 
movies  for  video  showing  and  new 
TV  film  programs.  Then  of  course there  is  work  for  sidemen  on  the 
strictly  local  TV  live  shows. 
There  are  more  choir  singers 

working  than  ever  before  in  Hol- lywood and  because  of  television. 
That's  the  opinion  of  Norman  Lu- boff,  voice  coach,  singing  director 
and  arranger  at  Warner  Bros.  Stu- dios. He  also  is  choir  director  of 
NBC  Railroad  Hour. 

With  the  westward  trek  of  tele- 
vision's big  name  shows  he  pre- 

dicts there  will  be  a  serious  short- 
age in  the  future.  At  present,  ac- 

cording to  Mr.  Luboff,  the  number 
of  trained  choir  singers  in  South- ern California  is  extremely  low. 
One  studio,  he  pointed  out,  recent- 

ly issued  a  call  for  50  women  sing- ers and  was  barely  able  to  fill  the 

quota. Blair  Moves 
JOHN  BLAIR  &  Co.,  station  rep- resentative, and  its  subsidiary 
Blair-TV  Inc.,  will  move  their  of- fices into  the  new  Chrysler  Bldg. 
East,  159  East  42d  St.,  New  York, 
effective  Jan.  1.  Phone  numbers 
are  expected  to  remain  the  same. 
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DuMONT  OPERATION  -
^^j^ 

"PROBLEMS  of  television  have their  roots  in  inexorable  economic 
and  financial  factors,"  Chris  J. 
Witting,  director  and  general  man- 

ager of  the  DuMont  Network,  said 
Wednesday  at  the  Television  Soci- 

ety of  Philadelphia. 
Financing  public  service  pro- 

grams, he  suggested,  could  be  ac- 
complished if  television  were  per- 

mitted to  seek  sponsorship  of  spe- 
cial events — as  it  did,  though  un- 

successfully, for  the  San  Francisco 
Conference  coverage — and  if  the 
networks,  among  themselves, 
rotated  the  coverage  that  did  not 
lend  itself  to  sponsorship. 

Pointing  out  that  the  industry, 
with  major  time  segments  sold, 
has  been  operating  nevertheless  in 
the  red,  Mr.  Witting  conceded  that 
it  is  time  "to  settle  down  to  do 
some  intelligent  living."  He  ex- 

plained: "We  (at  DuMont)  have felt  that  while  set  distribution 
was  limited — that  is,  while  the 
freeze  was  on — we'd  be  wise  not 
to  go  overboard  financially.  The 
result  is  that  of  the  $10%  million 
loss  that  TV  suffered  in  1950,  our 
share  was  only  10%-"  Anticipating a  new  deal  for  TV  when  300  or  500 
stations  are  in  operation,  he  said, 
"we  think  spending  ourselves  into 

DuMONT  SALES  UP 
Banking  Group  Told 

ALLEN  B.  DuMont  Labs,  sales  this 
year  will  be  up  25%  over  any  pre- 

vious year  in  the  company's  his- 
tory, according  to  Dr.  Allen  B.  Du- 

Mont, who  attributed  the  increase 
to  heavy  defense  orders  for  elec- 

tronics equipment  in  adding  to 
regular  civilian  production. 

The  company  president  also  re- vealed that  TV  set  sales  are  on  the 
upswing  again.  Responsible  fac- 

tors, he  said,  were  the  linking  of 
east  and  west  coasts  by  microwave 
relay,  the  recent  power  increases 
granted  by  the  FCC  which  allow 
programs  to  be  transmitted  to  pre- 

viously non-television  areas,  and 
the  improvement  of  TV  receivers 
which  also  enables  people  at 
greater  distances  from  transmit- 

ters to  join  television  audiences. 
Production  of  TV  sets  will  drop 

from  the  7M;  million  of  last  year 
to  about  5  million  for  1951,  Dr. 
DuMont  said,  because  of  the  short- 

age of  necessary  materials  and  the 
need  for  greater  defense  produc- tion. 

Addressing  members  of  Robert 
Morris  Assoc.,  banking  and  credit 
association,  which  met.  in  New 
York  last  week,  Dr.  DuMont  re- 

iterated his  belief  that  television's 
biggest  problems  today  are  the  re- sult of  the  construction  freeze,  and 
explained  the  DuMont  alternative 
plan  for  allocating  new  channels. 
He  d'scussed  color  television  also, 
predicting  that  it  will  be  some  time 
before  wide-spread  public  use  of 
color  television  is  affected.  1 

a  merger  in  which  strangers  take 
control  isn't  good  business." 

Mr.  Witting  added,  "we  con- cluded that  if  it  [television]  was 
going  to  grow  and  prosper,  it 
needed  a  broad  base  of  hundreds 
of  advertisers — national,  regional, 
and  local.  Radio  may  have  got  by 
through  the  support  of  a  hundred 
blue  chip  advertisers,  nationally, 
but  television  can't;  it  needs  thou- 

sands of  sponsors." He  attributed  the  DuMont  Net- 
work's development  to  its  willing- ness to  experiment  with  Saturday 

night  audiences,  new  talent, 
multiple  sponsorship  contracts,  and 
low-cost  production  techniques. 
"We  believe,"  he  testified,  "that over  the  years  and  once  its  novelty 
has  worn  off,  television  will  pros- 

per only  so  long  as  it  remains  com- petitive. We  believe  that  at  heart 
sponsors  are  businessmen  —  not 
showmen — that  they  .  .  .  will  buy 
TV  only  so  long  as  it  will  sell 
their  merchandise  and  services  at 
a  cost  less  than  any  other  medium. 
And  so  we  have  specialized,  you 
might  say,  in  low-cost  production." DuMont  billing  is,  as  a  result, 
186%  ahead  of  last  fall's  busi- ness, he  revealed. 

Not  Enough  Markets 
Mr.  Witting  added  that  sponsors, 

willing  to  invest  vast  sums  in 
their  programs,  cannot  get  into 
enough  markets  to  make  the  invest- 

ment pay  out.  "During  the  last 
several  months,"  he  pointed  out, 
"stations  have  come  to  occupy  such 
a  strategic  position  that  every 
sort  of  pressure  has  been  brought 
to  bear  on  them  by  networks,  agen- 

cies, and  advertisers  themselves, 
in  an  attempt  to  get  a  program 
into  a  good  market.  At  this  stage 
of  television's  development,  the 
network  operator  can  sell  prac- 

tically all  the  time  he  can  clear, 
but  the  trouble  lies  in  the  fact 
that  he  cannot  clear  much.  There 
is  only  one  solution  to  the  problem, 
namely,  a  thawing  of  the  freeze." 

"Someone    in    New    York,"  he 

joked,  "has  put  the  nub  of  the situation  pretty  succinctly  and 
exactly  in  the  statement,  'there  is 
only  one  network  in  television — the  AT&T's— but  there  are  four 
ways  of  getting  to  it,  through  NBC, 

CBS,  ABC,  and  DuMont'." Attracting  local  advertisers  to  a 
network  station  in  Manhattan  is 
just  about  the  toughest  job  in  tele- 

vision, Mr.  Witting  observed,  be- 
cause of  competition  for  audience 

attention  with  top  network  shows 
and  the  existence  of  seven  chan- 

nels "with  consequent  division  of an  audience  already  under  the 
pressure  of  show  business,  sport- 

ing events,  and  the  greatest  con- centration of  radio  stations  any- 
where in  the  world."  Citing  Du- Mont's  lead  in  introducing  daytime 

programming  on  both  national  and 
local  levels,  Mr.  Witting  said,  "but 
in  New  York,  we've  found,  tele- 
casters  can't  stop  with  program- ming alone.  So,  effective  Nov.  1, 
we  are  reclassifying  our  time  for 
the  sake  of  making  attractive 
periods  available  at  more  attrac- 

tive prices." Valuable  to  News 
Turning  to  the  problem  of  im- 

proving TV  fare,  he  observed,  "dur- ing this  last  year,  electronic  jour- 
nalism has  become  a  reality.  Tele- vision has  added  a  new  dimension 

to  the  honored  Fourth  Estate,  and 
there  is  nothing  either  in  news- 
paperdom  or  video  more  significant 
than  candid  recognition  of  this 
fact  by  publishers  and  editors 
everywhere."  He  continued,  "if  we in  the  industry  required  proof  that 
the  country  wouldn't  settle  for  en- tertainment as  TV's  sole  fare,  we 
certainly  had  it  in  the  State  De- 

partment's request  for  coverage  of 
the  San  Francisco  Peace  Treaty." In  concluding,  Mr.  Witting 
pointed  up  that  "we — all  of  us — are  part  of  a  group  that  has  with- 

in four  short  years  set  up  and 
started  rolling  a  vast  and  promis- 

ing industry,  and  we  have  done 

this  within  a  perimeter  artificially 
created  by  factors  over  which  we 
have  no  control:  the  freeze;  o'ut- landishly  high  wages,  salary,  and 
talent  costs;  and  a  public  that  ex- 

pects from  us  what  it  has  been 
getting  from  Broadway  and  Holly- wood with  decades  of  experience 
and  organization  behind  them." 

SMPTE  SESSIONS 
Tatum,  Wald  to  Speak 

DONN  TATUM,  director  of  tele- vision, ABC  Western  Division,  and 
Jerry  Wald,  Wald-Krasna  Produc- tions, Hollywood,  will  be  principal 
speakers  at  the  opening  luncheon 
today  (Monday)  of  the  70th  semi- annual convention  of  the  Society  of 
Motion  Picture  and  Television  En- 

gineers. Sessions  will  run  Oct.  15- 
19  at  the  Hollywood-Roosevelt 
Hotel,  Hollywood. 

A  feature  of  the  luncheon,  ac- 
cording to  Peter  Mole,  SMPTE 

president,  will  be  the  first  presenta- tion of  the  David  Sarnoff  Gold 
Medal  Award,  established  earlier 
this  year  by  RCA  as  a  recognition 
for  exceptional  achievement  in  TV engineering. 

Other  awards  by  the  Society  will 
be  conferred  at  the  banquet  Wed- nesday night. 

Major  topics  of  the  technical sessions  include  theatre  television, 
use  of  films  in  video  programming, 
color  TV  and  related  subjects  in 
television  and  motion  picture  work. 

DOUBLE  BILLS 
United  Cites  Success 

NEW  TREND  in  regional  TV 
timebuying  was  reported  last  week 
by  Gerald  King,  president  of United  Television  Programs,  New 
York,  when  his  organization  sold Old  American  Barn  Dance  to 
WWJ-TV  Detroit  for  sponsorship 
by  the  E&B  Beer  Co. 

Significance  of  the  sale,  Mr. 
King  felt,  is  that  the  brewer  plans 
to  present  two  half-hours  weekly 
rather  than  following  the  usual, 
once-weekly  schedule.  This  is  but 
a  forerunner  of  many  similar  pur- chases which  Mr.  King  anticipated 
since  his  sales  representatives  re- 

ported that  local  sponsors  in  partic- 
ular seem  to  want  more  pin-point saturation  than  weekly  programs 

can  give  them. 
Another  indication  of  the  doubl- 

ing-up  trend,  United  TV  officials say,  is  Chicago  sponsorship  by 
the  De  Met  Pontiac  Co.  of  Royal 
Playhouse  film  series.  Two  of  the 
half-hour  dramas  have  been  shown 
in  succession  for  the  past  several 
weeks,  rather  than  separating  the 
shows  over  a  long  span. 

Royal  Playhouse  also  has  been 
sold  to  WOW-TV  Omaha  for  the 
Dexter  Washing  Machine  Co., 
through  Dancer-Fitzgerald- Sample, 
Mr.  King  announced.  Series  started 
in  Omaha  last  week. 

WES  FESLER  (r),  new  head  football  coach  at  U.  of  Minnesota,  makes  his 
debut  with  his  full  hour  Football  With  Fesler  show  over  WTCN-TV  Min- 
neapolis-St.  Paul.  Among  guests  on  first  show  Sept.  17  are  John  S.  Pills- 
bury,  retired  Pillsbury  Mills  chairman  of  the  board,  and  Charles  Johnson, 
executive  sports  editor,  Minneapolis  Star  &  Tribune.  Show  is  sponsored  by 

the  Dayton  Co.,  department  store. 
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Bless 

our  busy 

little 

channel/ 

After  all,  it's  the  only  one  in  town. So  we  dispense  about  everything 
everybody  wants  to  see  and  hear. 
That  "everybody"  is  a  vast  500,000 viewers.  They  just  sit  at  Channel  13 
and  capture  the  best  from  all  four 
television  networks : 

NBC  •  CBS  •  ABC  •  DTN 

and  bless  our 

faithful... 

TOLEDO  TV  TUNERS 

.  .  .  but  we  don't  stop  there.  We  toss in  as  bonus  coverage  viewers  in 
Northwestern  Ohio  and  Southern 
Michigan. 
Our  advertisers  are  as  faithful  as  our 
viewers.  We've  got  'em  by  the  scads, 
but  there's  always  room  for  "just 
one  more.''  Room  for  you,  for  in- stance. 

Just  say  the  word  .  .  . 

telestatus 

NT  Board  Screens 

Programs'  Content 
(Report  185) 

TV  SHOWS  Howdy  Doody  and 
Captain  Video  have  been  ranked  as 
"objectionable"  program  fare  for 
children,  with  Bride  and  Groom 
and  Juvenile  Jury  the  same  for 
adults  by  the  National  Television 
Review  Board,  which  meets  in  Chi- 

cago in  cooperation  with  Television 
Forecast,  fan  magazine. 

The  board  in  its  third  report 
listed  objectionable  programs  for 
the  first  time.  Heretofore,  it  listed 
only  those  TV  shows  which  it  ap- 

proved in  two  classes,  children  and 
adult. 
"Variable"  programs,  which 

fluctuate  between  "approved"  and 
"objectionable,"  were  cited  as,  for 
youngsters,  Cisco  Kid;  Cliff  Nor- 

ton; comedy  circus  film,  Foodini 
the  Great;  Space  Cadet  Tom 
Corbett.  Those  for  adults  were 
Charlie  Wild,  Comedy  Hour,  Crime 
Photographer,  Danger,  E 11  ery 
Queen,  Eloise  Salutes  the  Stars, 
Front  Page  Detective,  Ken  Murray, 
Lights  Out,  Man  Against  Crime, 
Martin  Kane,  Milton  Berle,  Show 
Goes  On,  Stork  Club,  Suspense, 
Talent  Scouts,  This  Is  Show  Busi- 

ness, Two  Girls  Named  Smith, 
Web,  What's  My  Line,  Wrestling From  Marigold,  Wrestling  From 
Rainbo  and  Your  Show  of  Shows. 

Martin   O.    Shaughnessy,  man- 

aging editor  of  Forecast  and  a 
member  of  the  board,  said  the  State 
Parent-Teacher  Assn.  is  sending 
copies  of  the  show  ratings  to  2,400 
"key  people."  The  reviewing  group 
has  had  "many  requests"  for  the 
report  from  educators,  he  said. 

The  board,  organized  a  year  ago, 
is  comprised  of  business  and  clergy- 

men, sports  leaders,  club  workers 
and  family  heads,  he  said.  Its 
function  is  "to  view  current  shows, 
rate  them,  and  make  recommenda- 

tions to  families  owning  sets  and  to 
issue  reports  of  their  findings  to 
program  managers,  sponsors  and 
agencies  nationally." 

Sinatra  Show  Chips 
Berle's  Block 
FRANK  SINATRA  knocked  nine 
points  off  Milton  Berle's  rating Tuesday  night  and  cost  him  a  16% 
loss  of  audience  when  the  singer 
resumed  his  CBS-TV  show  for  the 
1951-52  season,  CBS-TV  reported 
last  week  on  the  basis  of  a  Trendex survey. 
Trendex  made  a  special  survey 

of  the  10  largest  TV  markets,  all 
multi-station  cities  with  Chicago 
as  the  western-most  area,  and  re- 

ported that  their  rating  for  the 

NBC-TV  comedian  had  dropped 
from  54.4  with  87.2%  of  the  audi- ence for  Oct.  2  to  45.4  and  71.2% 
for  Oct.  9.  The  Frank  Sinatra  Show 
received  a  13.4  rating  with  21%  of 
the  TV-owners  dialed  to  the  latter 
show. 

Hooperating  for  New  York  City 
indicated  that  the  Sinatra  show 
cost  Mr.  Berle  22.1  points  when  the 
singer  got  an  18.2  rating  with  a 
31.7%  share  of  the  audience  as 
compared  with  the  comedian's  35.0 rating  and  60.9%  of  the  audience. 
The  Berle  Hooperating  in  New 
York  for  the  previous  week  was 
57.1  with  90.2%  for  his  share  of 
audience. 

Texas  Cable  Will 
Be  Ready  In  1952 
NEW  CABLE  of  eight  coaxial 
tubes  was  opened  last  week  be- 

tween Dallas  and  Houston,  accord- 
ing to  an  announcement  from  the 

Long  Lines  department  of  AT&T. 
Four  of  the  tubes  will  be  used 

for  intercity  television  channels, 
scheduled  for  service  late  in  1952. 
The  cable's  construction  cost  was 
$6,800,000,  including  one  main  and 
33  auxiliary  repeater  stations  along 
the  251-mile  route. 

Weekly  Television  Summary — October  15, 1951— telecasting  survey 
City 

Albuquerque Ames Atlanta Baltimore 
Binghamton Birmingham Bloomington Boston Buffalo 
Charlotte Chicago 
Cincinnati Cleveland Columbus Dallas, 

Ft.  Worth Davenport Quad  Citie 
Dayton Detroit Erie 
Ft.  Worth- Dallas 
Grand  Rapids- Kalamazoo Greensboro Houston 
Huntington- Charleston Indianapolis Jacksonville Johnstown Kalamazoo 
Grand  Rapid Kansas  City Lancaster Lansing 

Los  Angeles 

Outlets  On  Air 
KOB-TV 
WOI-TV WAGA-TV,  WSB-TV.  WLTV 
WAAM,  WBAL-TV,  W MAR-TV WNBF-TV WAFM-TV,  WBRC-TV WTTV WBZ-TV.  WNAC-TV 
W  BEN -TV WBTV 
WBKB,   WENR-TV,   WGN-TV,  WNBQ WCPO-TV.  WKRC-TV.  WLWT WEWS,  WNBK,  WXEL WBNS-TV,  WLWC,  WTVN 
KRLD-TV,  WFAA-TV,  WBAP-TV WOC-TV ,  Include  Davenport,  Moline,  Rock  Ise., WHIO-TV,  WLWD 
WJBK-TV,  WWJ-TV,  WXYZ-TV WICU 
WBAP-TV,  KRLD-TV,  WFAA-TV 
WLAV-TV 
WFMY-TV KPRC-TV 
WSAZ-TV WFBM-TV WMBR-TV WJAC-TV 
WKZO-TV 
WDAF-TV WGAl-TV W  JIM-TV KECA-TV,  KFI-TV,  KLAC-TV,  KNBH KTLA,  KTSL,  KTTV 

in  Area 

9,450 68,025 115,000 313,889 
43,115 
62,500 18,400 766,492 221,972 89,134 969,423 305,000 510,922 

229,000 

210,000 642,567 
74,375 

146,181 
78,463 
84,129 55,350 171,250 
40,000 106,796 

146,181 143,558 
113,243 
65,000 

,033,899 

City  Outlets  On  Air 
Louisville  WAVE-TV,  WHAS-TV Matamoros  (Mexico), 

ille,  Tex.  XELD-TV Memphis Miami 
Milwaukee Minn.-St.  Paul Nashville 
New  Haven New  Orleans New  York 
Newark Norfolk 
Oklahoma  City 
Philadelphia 
Phoenix Pittsburgh 
Providence 
Richmond Rochester Rock  Island 

Quad  Cities Salt  Lake  City 
San  Antonio San  Diego 
San  Francisco Schenectady 

Albany-Troy 

Seattle St.  Louis 
Syracuse Toledo 
Tulsb 
Utica-Rome Washington Wilmington 

WMCT WTVJ 
WTMJ-TV 
KSTP-TV,  WTCN-TV WSM-TV 
WNHC-TV WDSU-TV 
WABD,  WCBS-TV,  WJZ-TV,  WNBT WOR-TV,  WPIX WATV 
WTAR-TV WKY-TV 
KMTV,  WOW-TV WCAU-TV,  WFIL-TV,  WPTZ KPHO-TV WDTV 
WJAR-TV WTVR 
WHAM-TV 
WHBF-TV nclude  Davenport,  Moline,  Rock  Ise.,  E. KDYL-TV,  KSL-TV 
KEYL,  WOAI-TV KFMB-TV KGO-TV,  KPIX,  KRON-TV WRGB 
KING-TV KSD-TV WHEN,  WSYR-TV WSPD-TV KOTV WKTV 

WMAL-TV,  WNBW,  WTOP-TV,  WTTG WDEL-TV 

103,799 
10,500 
98,769 
86,300 

257,607 
275,600 40,070 188,000 
62,150 

2,500,000 
81,556 
99,955 91,786 883,000 
40,100 300,000 165,000 
95,071 91,010 62,263 Moline 
55,300 
52,826 111,985 

233,025 

129,276 127,000 

84,275 53,000 288,650 
80,877 

Nat.  Sales  Hq.  488  Madison  Avenue, 
New  York  22,  ELdorado  5-2455 

Total  Markets  on  Air  64*  Total   Stations   on   Air   109*  Estimated  Sets  in  Use  13,729,000 *  Includes  XELD-TV  Matamoros,  Mexico. 
Editor's  Note:  Totals  for  each  market  represent  estimated  sets  within  television  area.  Where  coverage  areas  overlap  set  counts  may  be partially  duplicated.  Sources  of  set  estimates  are  based  on  data  from  dealers,  distributors,  TV  circulation  committees,  electric  companies and  manufacturers.  Since  many  are  compiled  monthly,  some  may  remain  unchanged  in  successive  summaries.  Total  sets  in  all  areas  are necessarily  approximate. 
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DO  YOU  WANT  90,581 

(OR  58,560)  TV  HOMES 

IN  WESTERN  MICHIGAN 

AND  NORTHERN  INDIANA? 

There  are  two  television  stations  serving  the  24- 
county  area  of  Western  Michigan  and  Northern 
Indiana;  WKZO-TV,  Channel  3  and  Station  "B". 
The  respective  transmitters  are  located  25  miles 
apart.  There  is  an  approximate  coverage  duplica- 

tion of  40%  in  the  high  intensity  area. 
When  two  stations  serve  substantially  the  same 
area,  it  becomes  important  to  determine  who 
covers  what,  and  how  much.  Under  these  circum- 

stances, the  .1  MV  contour  method  is  an  outmoded 
device.  Most  people  in  the  business  agree  that 
BMB  developed  the  only  satisfactory  yardstick 
to  determine  circulation  in  radio.  That  method, 
we  believe,  is  the  only  solution  to  audience  measure- ment in  TV. 

During  May  and  June,  Jay  &  Graham  Research, 
Inc.  conducted  a  Videodex  diary  study  using  the 
BMB  method  covering  television  homes  in  18 
Western  Michigan  and  6  Northern  Indiana  coun- 

ties. Fifty  or  more  diaries  were  tabulated  in  every 
county  except  one;  one  hundred  and  twenty-five 
were  distributed  in  Kent  County  (Grand  Rapids). 
The  result  was  smashing  proof  of  the  WKZO-TV 
audience  area  showing  all  counties  wherein  15% 
or  more  television  families  view  WKZO-TV  at  least 
6  nighttime  hours  a  week! 
The  chart  at  the  right  shows  the  results:  90,581 
TV  families  in  the  24-county  area  view  WKZO-TV; 
58,560  families  view  Station  "B".  Thus  WKZO- 
TV  delivers  32,021,  or  54.7%,  more  Western  Mich- 

igan and  Northern  Indiana  television  homes  than 
Station  "B"/ 
This  Videodex  Survey,  using  the  time-tested  BMB 
technique,  is  a  must  for  anyone  interested  in  tele- 

vision. Write  direct  or  ask  Avery-Knodel  for  your 
free  copy,  today! 

videodex  report 
Percent  of  Viewing  in  TV  Homes 

Western  Michigan  and  Northern  Indiana County 

TV  Families* 
WKZO-TV 

Nighttime  Audience 

Station  "B" 

Nighttime  Audience 
MICHIGAN 

Allegan 
Families % 

Families 
% 

6,594 5,071 
76.9 4,055 

61.5 Barry 

3,512 2,564 
73.0 2,353 

67.0 

Berrien 
8,231 3.770 

45.8 
Branch 

2,064 
1.406 68.1 

** 

Calhoun 15,504 12,775 82.4 

915 
5.9 

Cass 
3,261 

2,462 
75.5 398 12.2 

Eaton 
5,290 3.333 

63.0 1,058 20.0 Hillsdale 
1,984 1,436 

72.4 ** 
Ionia 

5,813 2,133 36.7 2,534 

43.6 

Jackson 
8,690 1.529 

17.6 

** 

Kalamazoo 16,473 12,733 

77.3 972 
5.9 

Kent 36,355 13,560 37.3 27,121 74.6 

Montcalm 
3,917 1,606 

41.0 
2,648 

67.6 

Muskegon 12.360 6,007 
48.6 

7,008 56.7 
Newaygo 

2,845 
964 33.9 

1.798 
63.2 

Ottawa 
7,940 4,963 

62.5 
5.360 

67;5 
St.  Joseph 

3,367 2,391 

71.0 

** 

Van  Buren 4,916 2.773 56.4 2.143 
43.6 

INDIANA 
DeKalb 1,969 1.266 

64.3 ** 
Elkhart 

9,162 2,978 
32.5 ** 

Kosciusko 
2,149 1,117 

52.0 

** 

LaGrange 
1,434 

981 
68.4 

76 

5.3 
Noble 1,945 1,437 

73.9 ** 
Steuben 1,809 1,326 73.3 121 6.7 

TOTAL 167,584 90,581 58,560 

*TV  set  figures  supplied  by  dealers  and  distributors  as  compiled  by Fetzer  Broadcasting  Company  and  confirmed  by  Jay  &  Graham  Re- 
search, Inc.,  who  maintains  access  to  the  warranty  cards  showing  delivery 

of  television  sets  by  major  manufacturers. 

** Measures  less  than  5%.  In  three  counties,  Michigan  television  Sta- 
tion "C"  showed  viewing  greater  than  5%;  however,  since  its  degree of  penetration  was  of  little  value  to  the  pertinence  of  this  study,  de- 

tailed figures  were  not  included. 

WKZO 

frit  IN  KALAMAZOO and  GREATER 
WESTERN  MICHIGAN 

(CBS) 

ALL    THREE    OWNED    AND    OPERATED  BY 

FETZER   BROADCASTING  COMPANY 

AVERY-KNODEL,   INC.,   EXCLUSIVE   NATIONAL  REPRESENTATIVES 



film  report . . . 

RADIO'S  Lonesome  Gal,  Jean  King, 
will  be  the  subject  of  a  full-length 
feature  film  to  be  produced  by 
MGM.  The  film  will  be  based  on  the 
story  of  Miss  King's  success  with her  transcribed  series,  introduced 
to  radio  audiences  four  years  ago 
via  WING  Dayton,  Ohio,  and  now 
heard  on  approximately  50  stations 
throughout  the  country  on  a  local 
sponsorship  basis.  Sam  Zimbalist 
is  producing  the  film. 

Rights  to  a  syndicated  science- 
fiction  comic  strip,  Rick  Kane, 
Space  Marshal,  were  bought  by 
George  Foley  and  Richard  Gordon 
Inc.,  New  York  TV  production  firm. 
Films  will  run  five  times  weekly 
for  15  minutes. 

Science  fiction  also  enters  into 
Kid  Magic,  a  new  TV  film  series 
being  produced  by  Aladdin  Tele- vision Productions,  Hollywood. 
Other  major  elements  in  the  series 
of  13  films  are  "magic  and  adven- 

ture." David  Kasday  stars  in  the title  role.  Scripts  were  written  by 
Arthur  Brown  and  Betty  Helven- ston. 
The  adventurous  life  of  Dick 

Tracy  goes  into  its  second  series 
of  seven  episodes  at  P.  K.  Palmer 
Productions  under  supervision  of 
Snader  Telescriptions  Corp.  Snader 
recently  completed  re-filming  the 
first  six  episodes,  originally  pro- 

duced by  Palmer.  Bob  Snader  and 
Herb  Mou'ton  will  directly  super- 

vise the  second  group.  Art  director 
is  Rudi  Field. 

Illustrate  Inc.  is  the  new  name 
of  Telecomics  Inc.  Hollywood  offices 
are  at  1532  Cahuenga  Blvd.  and 
New  York  offices  were  recently 
opened  at  270  Park  Ave.  Tele- 
Comics  series  is  now  showing  in 
five  markets— on  WKY-TV  Okla- 

homa City,  KOTV  (TV)  Tulsa, 
KTSL  (TV)  Los  Angeles,  KRLD 
(TV)  Dallas,  and  KPIX  (TV)  San 
Francisco. 
New  headquarters  for  Gene 

Autry's  various  enterprises  at  6920 Sunset  Blvd.,  Los  Angeles,  will 
house  Flying  A  Productions  from 
now  on.  Firm  was  formerly  located 
at  6900  Sunset  Blvd.  Mr.  Autry's motion  picture  outfit,  Gene  Autry 
Productions,  will  remain  at  Colum- 

bia Studios,  1438  N.  Gower  St. 

TV 

MOTION 
PICTURES 

for 
•  SHORTS 
•  2  REELERS 

write  for     .  FEATURE  PICTURES fully 
•  descriptive    *  EDUCATIONAL •  .  -  ui icir  a i  c 

Sales  &  Production  .  .  . 
ALEXANDER  FILM  Co.,  Colorado 
Springs,  has  completed  TV  films for  American  Central  Div.  of  Avco 
Mfg.  Corp.;  Apex  Electrical  Mfg. 
Co.;  Continental  Airlines;  Uncle 
Sam  Breakfast  Food  Co.;  Fisher 
Brewing  Co.;  Drexel  Furniture  Co.; 
Genessee  Brewing  Co.  Inc.;  Ameri- can Stove  Co.;  Colorado  Milling  & 
Elevator  Co.;  Ralston-Purina  Co.; 
Rival  Mfg.  Co.;  Timken-Detroit 
Axle  Co.,  and  Union  Pacific  R.  R. 
BING  CROSBY  Enterprises,  Los 
Angeles,  completed  second  group 
of  six  TV  films  in  Rebound  dra- 

matic series.  Next  group  goes  into 
production  Oct  23. 
SNADER  Telescriptions  Corp.,  Bev- 

erly Hills,  completed  series  of  tele- scriptions featuring  the  Bobcats, 
local  instrumentalists. *    *  * 
JERRY  FAIRBANKS  Productions, 
Hollywood,  purchased  Alibi,  orig- 

inal TV  play  by  Monroe  Manning 
and  John  Kohn,  for  Hollywood Theatre. 

DUDLEY  TV  Corp.,  Hollywood, 
signed  Lloyd  Bridges  for  lead  in International  Detective  series. 

0  catalog MUSICALS 

:  International  16  MM  Corp. 
•    165  West  46th  Street,  New  York  19,  N.  Y. 

FIRST-RUN  FILMS 
WLWT  Reports  Response 

AUDIENCE  and  station  reaction 
to  WLWT  (TV)  Cincinnati's newly  launched  Family  Theatre 
of  first-run  television  films  has 
proved  highly  gratifying,  Crosley 
Broadcasting  Corp.  executives  re- vealed last  week. 

Films  aired  on  WLWT  and  other 
Crosley  outlets  —  WL  WD  ( T  V ) 
Dayton  and  WLWC  (TV)  Colum- 

bus— have  drawn  inquiries  from 
TV  outlets  in  New  Orleans,  Louis- 

ville, Minneapolis,  Omaha,  Phila- delphia and  Syracuse.  Inquiries 
sought  out  format  used  by  Crosley. 

According  to  a  survey  by  the 
Crosley  research  department,  82% 
of  the  Cincinnati  audience  watch 
late-hour  movies.  Hollywood-style 
premiere  of  "The  Story  of  GI  Joe" on  Family.  Theatre  compiled  a  35.6 
rating,  compared  with  a  28.9%  for 
Your  Show  of  Shows  on  NBC-TV. 
Total  of  88%  of  the  audience  re- 

ported they  were  aware  that 
WLWT  was  showing  first-run  films. 
Station  held  a  party  after  premiere 
the  first  in  series  of  66  films  to  be 
shown,  with  Actor  Burgess  Mere- 

dith as  guest  of  honor. 

•  GASOLINE? 

WILBUR  SIR  EEC H  PRODUCTIONS 

TV  FILM  COMMERCIALS  • 

1697  BROADWAY,  N.  Y.  •  JUDSON  2-3816 
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PLEASE  NOTE 

TV  FILMS  AND  FEATURES 

 ■INjN^Rr 
NEW   ADVERTISING  SERVICE 

OF  TELECASTING. 

TV  FILMS  AND  FEATURES WILL 

SERVE  AS  A  RUNNING  DIREC- 

TORY OF  THE  CURRENT 

FEATURE  FILMS  &  PROGRAMS 

AVAILABLE   FOR  SHOWINGS. 

Every  month  you  will  find  the 

newest  and  best  TV  films  in 

TELECASTING,  the  weekly 

market  place  of  all  the  televi- 

sion executives  who  make  all 

the  decisions  all  of  the  time. 

BROADCASTING  •TELECASTING 
870  NATIONAL  PRESS  BUILDING 

WASHINGTON  4,  D.  C. 
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TV     FILMS     AND  FEATURES 

Explorers  Pictures 
45  WEST  45TH  STREET NEW  YORK  CITY LU  2-4717— J  U  6-4674 JULES  B.  WEILL,  PRES. 

THE  BIG  GAME  HUNT.  A  pack- 
age of  twenty-six  half  hour  sub- 

jects featuring  Osa  Johnson. 
Packed  with  thrills  and  adven- 

ture aimed  at  every  member 
of  the  family.  Also  available 
in  four  full  length  features  .  .  . 
Congorilla,  Baboona,  I  Married 
Adventure,  Borneo. 

Sterling  Television  Co.,  Inc. 
PRODUCED  BY:  SAUL  J.  TURELL, 316  WEST  57TH  STREET 
NEW  YORK  19,  N.  Y.— JU  6-3750 

KING'S  CROSSROADS— 26  half 
hour  programs  on  film  .  .  .  Fea- tures Carl  King,  popular  TV 
host,  with  his  selection  of  un- usual film  subjects  .  .  .  More 
than  $2,000,000  in  film  produc- tion programmed  properly  for 
TV  for  the  first  time.  Tailor- 
made  for  commercial  inser- tion— never  a  break  in  program 
continuity.  Special  programs available  for  screening. 

Post  Pictures  Corp. 
115  W.  45TH  STREET NEW  YORK  19,  N.  Y. LUdlow  2-4870 

DREAMING  OUT  LOUD,  starring 
LUM  'N'  ABNER,  FRANCES LANGFORD,  FRANK  CRAVEN, 
and  PHIL  HARRIS,  is  just  one 
of  6  BIG  features  in  our  suc- 

cess-tested LUM  'N'  ABNER series.  On  radio  for  17  years, 
LUM  'N'  ABNER  have  a  ready- 
made  audience  just  waiting  to 
see  'em.  Clients,  Agencies,  and 
Stations  will  think  they're  all DREAMING  OUT  LOUD  when 
they  see  this  "natural"  on  film! 

Specialty  Television  Films,  Inc. 45  WEST  45TH  STREET NEW  YORK  CITY 
LU  2-4717— JU  6-4674 

NEW  TV  FIRST  .  .  .  these  10 
Hollywood  Features  with  well known  stars  are  now  available 
for  showing.  Caged  Fury  .  .  . Fear  in  The  Night  .  .  .  Shaggy 
.  .  .  Take  It  Big  .  .  .  Swamp 
Fire  .  .  .  Tornado  .  .  .  Wrecking 
Crew  .  .  .  Wildcat  .  .  .  Follow 
That  Woman.  Also  ready  and 
recently  produced  are  Man  In Black,  Room  To  Let,  What  The Butler  Saw. 

Telecast  Films,  Inc. 
112  WEST  48TH  STREET NEW  YORK  19,  N.  Y. JUdson  6-5480 

A  SERIES  OF  HISTORICAL 
ACTION  DRAMAS,  starring  Tom 
Keene,  Rita  Hayworth  and 
others.  This  is  a  group  of  cos- 

tume plays  that  will  please  all audiences.  Each  story  has  a 
background  of  historical  fact and  is  dramatized  in  a  most 
entertaining  manner.  Stirring 
passages  from  the  pages  of  the colorful  past. 

Unity  Television  Corp. 1501  BROADWAY, N-W  YORK  36,  N.  Y. 
LOngacre  4-8234 

MARLENE  DIETRICH 

and ROBERT  DONAT 'KNIGHT 

WITHOUT 

ARMOR' 

An  Alexander  Korda Production 

For  more  information  please  write  direct  to  the  distributors. 
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WSAZ-TV 

OF  THE/ 

ngpP 

"pun 
H MARKET 

ABC— CBS — N  BC— DTN 
Represented  by 

THE  KATZ  AGENCY 

WSAZ 
HUNTINGTON,  WEST  VIRGINIA 

One  of  the  Nation's  Oldest  Stations 

MORE  LISTENERS 

Than  All  Stations 
Combined 

IN  THE 
W.  Va.,Ky.,and  Ohio 

Tri-Stare  Area* 
•by  C.  E.  HOOPER  1951 

5000  WATTS— 930  KC 
ABC  PROGRAMS 

Represented  by 
THE  BRANHAM  COMPANY 

LAWRENCE  TUBE 
In  Process  of  Production 

LAWRENCE  tri-color  TV  tubes 
are  "in  process  of  production"  and new  sets  utilizing  them  for  black- 
and-white  as  well  as  color  recep- 

tion should  be  on  the  market  by  the 
first  of  the  year. 
The  announcement  came  Tues- 

day from  Richard  Hodgson,  presi- 
dent of  Paramount  Pictures'  subsi- diary, Chromatic  Television  Labs., 

whose  recently  acquired  plant  at 
Stamford,  Conn.,  is  being  converted to  manufacture  the  new  color  tubes 
[B  •  T,  Sept.  24].  Complaining 
that  his  offices  have  been  "deluged 
with  requests"  for  fuller  informa- tion about  the  Lawrence  tube  ever 
since  word  of  it  was  issued,  Mr. 
Hodgson  issued  a  summary  of  what 
he  considered  its  salient  points. 

The  Lawrence  tube,  he  explained, 
can  receive  any  presently  proposed 
color  system  and  automatically  can 
receive  either  black  and  white  or 
color  telecasts.  Any  "good  quality" TV  receiver  now  on  the  market  can 
be  made  to  receive  both  black-and- 
white  and  CBS  color  by  insertion 
of  the  tube,  the  addition  of  an 
adapter,  and  by  making  minor  cir- 

cuit adjustments.  The  tube  eli- minates need  for  the  mechanical 
drum  or  disc  currently  used  in 
receivers  for  the  CBS  system. 

Costs  Compared 
Cost  of  producing  the  tube,  which 

has  been  described  as  uniquely 
simple,  will  not  be  substantially 
higher  than  production  costs  for 
standard  black  and  white  tubes  of 
comparable  size.  Mr.  Hodgson  said 
it  was  "impossible,"  at  this  date, to  estimate  accurately  the  ultimate 
price  list  of  one  tube,  however. 
New  sets  incorporating  the  tube 

will  cost,  Mr.  Hodgson  estimates, 
about  15%  more  to  produce  than 
the  same  size  black-and-white  re- 

ceivers. Each  color  system  added 
to  commercial  standards  will  re- 

quire additional  circuit  changes  in 
future  sets,  however,  and  costs  will 
increase  proportionately. 

The  Stamford  plant  of  Chrom- 
atic Labs,  has  been  producing  the 

black-and-white  tubes  and  is  now 
only  in  the  process  of  conversion 
to  color-tube  manufacture.  Al- 

though mass  production  will  in- 
volve a  normal  number  of  operat- 

ing problems,  Mr.  Hodgson  believes 
the  simplicity  of  the  Lawrence 
tube  will  minimize  delays  and  re- 

sult in  quantity  production  by 
January.  He  estimates  that  new 
color  sets  using  the  Lawrence  tube 
should,  as  a  result,  be  available  to 
the  public  in  early  1952. 

The  Lawrence  model  is  a  single 
gun  tube,  which  allows  for  com- paratively inexpensive  addition  of 
other  guns  because  of  the  accelera- 

tion lens  structure,  it  was  ex- 
plained. Unlike  other  color  tubes, 

it  has  no  masking,  thus  allowing 
for  full  utilization  of  all  electrons 
rather  than  the  loss — which 
mounts  to  80  percent  in  some 
tubes — of  electrons  and  resulting 

problems  with  brightness.  There 
is  no  problem  of  mechanical  regis- tration of  colors  within  the  tube, 
he  explained,  since  it  has  a  unique 
manufacturing  tolerance  of  10  to  1, 
which  permits  simplicity  of  manu- facture and  use  of  conventional 
production  tooling  techniques. 

Another  economy  inherent  in  the 
design  —  besides  low  production 
costs — is  its  use  of  post  deflection 
acceleration  and  focusing  prin- 

ciples which,  in  turn,  make  possible 
design  simplifications  and  econom- ies in  the  standard  television  de- flection circuits. 

The  tube  applies,  for  the  first 
time,  a  new  concept  of  electron 
optics  and  permits  precise  control and  direction  over  the  electrons  in 
the  tube,  operating  on  a  post  de- flection acceleration  principle,  he 
said.  The  post  deflection  accelera- tion voltages  are  applied  to  a  grid 
located  behind  the  viewing  face 
of  the  tube  which  accelerate  and 
direct  the  electrons  to  intercept 
the  appropriate  color  phosphors  de- 

posited on  the  viewing  face. 
In  the  present  tube,  the  color 

phosphors  are  laid  down  on  the 

COLOR  SPONSOR 
G-F  Takes  CBS  Show 

GENERAL  FOODS,  through 
Young  &  Rubicam,  New  York,  be- 

comes the  first  to  sponsor  color 
television — outside  of  the  premiere 
— when  it  backs  a  one-time  quarter- 
hour  over  CBS  from  4:45-5  p.m. EST  tomorrow  (Tuesday). 

As  the  one-time  stand  would  in- 
dicate, General  Foods'  move  is  in- tended more  for  publicity  than  ac- 

tual delivery  of  a  commercial.  The 
organization  is  using  the  show,  to 
be  called  Pie  in  the  Sky,  to  launch 
a  new  pie-filling  product,  colorful 
enough  to  appear  to  full  advantage 
on  the  medium.  Program  will  star 
Jackie  Kelk  and  feature  Murray Moonbeam. 

Network  doesn't  expect  active sponsorship  of  its  colorcasts  until 
enough  sets  are  on  the  market  to 
establish  an  audience  for  the  me- 

dium, which  cannot  be  received  in 
black-and-white  without  adapters. 
CBS-TV  expands  its  color  tele- vision schedule  to  12  %  hours  a 

week  starting  today  (Monday)  and 
spokesmen  said  additional  color 
plans  will  be  announced  shortly  and 
that  the  schedule  will  reach  20 
hours  a  week  "by  the  end  of  fall." 

Color  programs  to  be  added  to- 
day are  a  half-hour  film  feature 

to  be  presented  Monday  through 
Friday  at  5-5:30  p.m.,  and  The 
Whistling  Wizard,  featuring  the 
Baird  puppets,  in  the  5:30-5:45 
p.m.  period  Monday  through  Fri- day. The  puppet  program  will  be 
boosted  to  a  half-hour  starting  Nov. 
19.  Color  shows  already  being  aired 
include  the  Mel  Torme  Show,  Mon.- 

viewing  face  in  narrow  parallel 
strips — red,  green,  and  blue.  The 
strips  and  associated  wire  grid  can 
run  together  horizontally  or  verti- 

cally; they  do  not  necessarily  have 
to  be  laid  down  in  strips. 
The  only  tube  in  existence  at 

this  time  is  in  the  television  labor- atories at  the  Paramount  building, 
New  York.  This  tube  is  a  hand- 
built,  open  pump  tube  constructed 
in  Dr.  Lawrence's  garage-workshop 
by  the  inventor. 

In  size,  it  is  equivalent  to  a  19- inch  black-and-white  tube.  The  color 
structure  is  at  present  housed  in 
a  demountable  laboratory-type  test 
set-up.  Because  it  is  not,  at  present, 
in  a  sealed-off  vacuum  type  shell, 
functional  inefficiencies  are  intro- 

duced in  the  phosphors  and  electron 
guns.  Obviously,  Mr.  Hodgson  said, 
the  sealed-off  tube  will  result  in 
much  brighter  pictures  and  im- 

prove the  color  saturation.  It  is 
expected  that  sealed-off  tubes  will be  available  in  November. 

No  purpose  is  served,  Mr.  Hodg- son said,  in  comparing  a  laboratory 
open-pump  tube  with  the  sealed vacuum  tubes  which  have  been 
demonstrated  by  others  at  their 
advanced  stage  of  development.  The 
color  fidelity  and  registration  of 
the  Lawrence  tube  is  "substan- tially superior  to  other  tubes  in  a 
similar  stage  of  laboratory  devel- 

opment," he  added. 

CROSLBY  BID 
FCC  Refuses  Test 

FOR  THE  THIRD  time  the  FCC 
has  turned  down  a  TV  station  which 
wanted  to  broadcast  non-authorized 
color  signals  during  its  broadcast 
day. 

In  denying  permission  to  do  just that  to  Crosley  Broadcasting  Corp. 
for  its  WLWT  (TV)  Cincinnati 
[B  •  T,  Sept.  24],  the  Commission called  attention  to  the  fact  that  it 
has  consistently  turned  down  such 
requests. 

It  referred  to  its  refusal  to  per- 
mit NBC  to  telecast  the  dot  sequen- 
tial system  of  compatible  color  TV 

over  WNBW  (TV)  Washington  in 
October  1950  and  also  its  refusal 
to  permit  Philco  Corp.'s  WPTZ (TV)  Philadelphia  to  do  the  same in  August  1951. 

Crosley  had  obtained  permission 
to  telecast  what  the  Commission 
calls  "non-standard  color"  outside 
broadcast  hours,  but  wanted  per- 

mission to  transmit  the  NTSC  com- 
posite System  during  its  7:30-1:30 a.m.  broadcast  day  in  order  to  get 

public  reaction. 

Fri.,  4:30-5  p.m.;  New  Horizons, 
a  natural  history  program  featur- 

ing Ivan  Sanderson,  which  started 
Oct.  6  and  is  seen  Saturday  10- 
10:30  a.m.;  Saturday  afternoon football  games ;  and  Mike  and  Buff, 
carried  Monday  through  Friday, 10:30-11  p.m. 
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TRUSCON  . . .  &  tuuft*  ojmi  wi  IWd 
(Hi 

The  maximum  of  everything 

in  radio 
important 
towers 

Complete  TV  and  FM  service  through 
the  air  waves  to  Louisville  and  surrounding 

territory— Kentucky's  biggest  and  most 
prosperous  metropolitan  market— is  achieved  by  the  outstanding  combination  of  WAVE-TV  and  WRXW-FM. 

The  most  popular  network  and  local  audio  and  video  shows  are  broadcast  from  these  stations  by  means 
of  a  Truscon  Self-Supporting  Tower  569  feet  high,  of  which  69  feet  is  an  RCA  FM-TV  antenna. 

The  maximum  of  everything  important  in  tower  construction  is  embodied  in  this 
Truscon  job.  Lessons  learned  through  experience,  observation,  and  co-ordination  with  leading 

tower  erectors  during  construction  of  hundreds  of  towers  since  1934,  are  reflected  in  the 
design,  detail,  and  safe,  simple  field  assembly  and  erection  of  all  Truscon  Steel  Radio  Towers. 

Your  phone  call  or  letter  to  any  convenient  Truscon  district  office,  or  to  our 
home  office  in  Youngstown,  will  bring  you  immediate,  capable  engineering 

assistance  on  your  tower  problems.  Call  or  write  today. 

TRUSCON®  STEEL   COMPANY  Youngstown  1,  Ohio 
Subsidiary  of  Republic  Steel  Corporation 

THUS  CON 

ROADCASTING    •  Telecasting October  15,  1951     •    Page  81 



RECIPE  FOR 

SUCCESS 

Take  Mary  Lou  Humph- 
reys and  Jean  Siade.  Mix 

in  a  half  hour  of  women's 
news,  fashion  trends, 
menu  planning  and  best 
buys  for  housewives,  and 

you'll  come  up  with  a  best 
buy  for  the  advertiser  who 
wants  to  reach  the  great 
homemakers  audience. 

It's  "WHAT'S  NEW" 
daily  from  1 1 :00  to  1 1 :30 
on  WHEN. 

Say]* 

TO  YOUR  NEAREST 

KATZ  AGENCY  MAN 

AND  PUT  "WHAT'S 
NEW"  TO  WORK  FOR 
YOU! 

WHEN 

TELEVISION 

SYRACUSE 

CBS-ABODUMONT 
OWNED  BY  THE 

MEREDITH  PUBLISHING  CO. 
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TELEMETER  TV Paramount's  Test Gets  FCC  Grant 

ON-THE-AIR  tests  of  Paramount  Pictures'  Telemeter  system  of  sub- 
scription-TV were  approved  by  the  FCC  last  week  [P>  •  T,  Sept.  24,  3]. 

Non-public  tests  will  be  made  from  producer-owned  KTLA  (TV)  Los 
Angeles  during  midnight  to  9  a.m.  for  a  period  of  90  days.  Only  six  TV 
receivers  will  be  used  to  test  out   
the  technicalities  of  the  coin-oper- 

ated system. 
This  will  make  the  third  sub- 

scription-TV system  that  has  been 
tested  since  the  beginning  of  this 
year — Zenith's  Phonevision  in  Chi- 

cago and  Skiatron's  Subscriber- Vision  in  New  York  are  the  other 
two. 

Phonevision  uses  telephone  lines 
to  send  the  impulse  that  clears  up 
the  "scrambled"  picture  transmit- ted from  the  station.  Subscriber- 
Vision  uses  coded  cards,  similar  to 
IBM  cards,  but  no  telephone  signal, 
for  the  same  purposes.  The  cards 
would  be  purchased  through  local 
retail  establishments  or  by  mail. 
Telemeter  system  consists  of  a  coin 
box  on  the  set;  when  the  correct 
amount  of  money  is  deposited,  the 
scrambled  transmitted  picture  is cleared  up. 

Zenith  has  been  reported  ready 
to  petition  the  FCC  for  commercial 
authorization  of  its  system  [B  •  T, 
Sept.  24]. 

Only  other  subscription-TV  sys- 
tem reported  is  one  by  RCA.  De- tails were  never  announced. 

As  it  has  for  the  other  tests,  the 
FCC  qualified  its  approval  of  the 
Telemeter  tests  to  insure  that  Para- 

mount did  not:  (1)  Publicize  the 
tests  to  give  the  public  the  idea 
that  the  Telemeter  system  had  been 
accepted  as  official;  (2)  consider 
the  test  authorization  as  meaning 
that  the  FCC  accepted  the  prin- 

ciple of  subscription-TV  in  the 
broadcast  bands  or  on  the  frequen- cies involved. 

Go,  Go  Ekco 
COMMERCIAL  organization 
for  a  TV  show  can  be  com- 

pleted in  a  fast  week,  officials 
of  Ekco  Products  Co.,  Chi- 

cago, learned  recently  when 
they  purchased  the  first 
quarter-hour  of  the  CBS-TV Frank  Sinatra  Show.  Their 
agency,  Earl  Ludgin  Co.,  Chi- 

cago, presented  the  purchase 
idea  to  Ekco  on  a  Wednesday. 
Two  days  later,  Ekco  ordered 
the  purhcase  and  the  agency 
started  preparing  the  com- mercials Saturday.  Monday, 
CBS-TV  started  clearing  sta- 

tions. Last  Tuesday  CBS-TV 
completed  clearances  by  add- 

ing Los  Angeles  and  San 
Francisco  on  the  West  Coast 
to  the  lineup  three  hours  be- 

fore the  show  went  on  the 
air. 

WHUM  REPLY 
FCC  Sets  Deadline 

FCC  gave  WHUM  Reading,  Pa., 
until  Oct.  22  to  reply  to  the  protest 
by  WEEU  of  the  same  city  against 
granting  WHUM  an  experimental 
TV  station  in  Reading. 
WHUM  had  applied  for  an  ex- 

perimental TV  authorization  on  the 
UHF  band  in  September  and  pro- 

posed to  spend  $500,000  on  the  sta- 
tion [B  •  T,  Aug.  20].  WEEU 

protested  that  a  grant  would  give 
WHUM  a  "foot  in  the  door"  for 
commercial  operation,  thus  cir- 

cumventing the  three  -  year  -  old 
TV  freeze  [B  •  T,  Sept.  24]. 

CBS  TV  CENTER 
Construction  Continues 

REPORTS  that  the  proposed  CBS 
Television  Center  in  Los  Angeles 
has  been  stymied  by  a  National 
Production  Authority  turndown  for 
materials  were  branded  as  errone- 

ous last  week  by  Austin  Joscelyn/ 
the  network's  West  Coast  director 
of  operations.   (Story  pag-e  48.) 
Mr.  Joscelyn  declared  that  in- 

clusion of  CBS  on  this  turndown 
list  was  purely  an  NPA  clerical 
error.  Materials  requested  for  the 
last  quarter  of  1951  had  been  ap- 

proved by  NPA  several  weeks  ago 
and  work  on  the  project  is  con- 

tinuing without  interruption,  he 
said.  When  completed,  the  TV 
center  will  represent  an  investment 
exceeding  $35  million.  One  set  of 
TV  studios  are  expected  to  be  ready 
for  use  by  fall  of  next  year. 

Garden  Bouts 

WTVN  Doubles  Space 
DOUBLING  its  floor  space,  WTVN 
(TV)  Columbus,  Ohio,  has  leased 
the  entire  43d  floor  of  the  LeVeque 
Lincoln  Tower  in  Columbus  for  offi- 

ces. The  programming,  sales,  pub- 
licity and  promotion,  art  and  traffic 

departments  will  be  located  there. 
The  main  office,  studios  and  execu- tive office  will  remain  on  the  37th 
floor  of  the  same  building. 

WPIX  (TV)  New  York  will  start 
its  winter  coverage  of  Madison 
Square  Garden  events  today  (Mon- 

day) with  the  world's  championship rodeo.  The  independent  outlet  will 
provide  television  with  more  than 
115  Garden  events  on  a  five-nights 
weekly  schedule.  Sponsor  for  half 
the  sports  coverage,  from  Oct.  15 
to  March  30,  is  P.  Lorillard  (Old 
Gold  cigarettes)  through  Lennen 
&  Mitchell,  New  York.  WPIX  has 
assigned  six  announcers  and  19 
technicians  to  the  project,  to  be 
headed  by  Jack  Murphy,  director  of 
sports. 

FILM  EDITORS 
Jobs  Loom  in  TV 

(Also  see  story  page  72) 
APPROXIMATELY  400  hours  of 
filmed  television  programs  weekly 
or  20,800  annually  will  be  produced 
by  the  TV  film  industry  "in  the not-too-distant  future,"  Sid  Rogell, 
vice  president,  Jerry  Fairbanks 
Productions,  Hollywood,  told  Amer- 

ican Cinema  Editors  last  Wednes- 
day. 

He  compared  these  figures  with 
775  hours  total  turned  out  last 
year  by  Hollywood  studios  for  thea- trical release.  The  figures,  he 
pointed  out,  are  based  on  the  pre- diction of  Brig.  Gen.  David  Sarnoff, 
RCA  board  chairman,  who  saw 
ultimate  possibility  of  70-80%  of 
TV  programming  on  film. 

Turning  to  another  phase  of  the 
television  film  industry,  Mr.  Rogell 
emphasized  the  "major  role"  film editors  will  play  in  the  industry 
because  of  their  knowledge  of  speed 
and  quality  in  production.  This 
knowledge  of  "tailoring  and  doctor- ing entertainment  and  skill  and 
creativeness  in  ensuring  fluidity  of 
visual  progression"  makes  the  film editor,  in  fact,  the  natural  choice 
for  the  director's  post. 
Although  established  directors 

would  be  recruited  from  film  stu- 
dios, he  pointed  out,  the  tremen- dous potentialities  in  the  field 

would  provide  room  for  creation  of 
many  new  directors  from  editors' ranks,  as  well. 

Mr.  Rogell  spoke  at  the  first  in 
a  series  of  bi-monthly  screenings 
of  informative  films  at  California 
Studios,  Hollywood.  Meetings  are 
designed  to  acquaint  ACE  with 
new  film  and  TV  developments. 

PRODUCER  TALKS 
Underway  on  Coast 

FOLLOWING  the  lead  of  the  Na- 
tional Society  of  Television  Pro- 

ducers, whose  existence  it  other- 
wise is  ignoring,  the  newly-formed 

Alliance  of  Television  Film  Pro- 
ducers last  Friday  met  with  IATSE 

representatives  in  the  first  of  a 
projected  series  of  fact-finding meetings  with  labor  unions  and 
guilds  (see  early  story,  page  87). 

Results  of  the  meetings,  planned 
preliminary  to  later  contract  nego- tiations between  producers  and 
unions,  are  to  be  presented  to  an 
ATFP  membership  meeting  ex- 

pected to  be  held  this  week. 
Open  to  all  television  film  pro- ducers, ATFP  organized  because  of 

the  need  felt  for  "truly  represent- ative" TV  film  producers  group. The  other  producers  group, 
NSTP,  in  the  meantime  was  re- 

ported preparing  to  start  negotia- tions with  labor  unions  and  guilds 
following  fact  -  finding  sessions 
during  the  past  several  weeks. 
Suggestions  made  at  an  earlier 
meeting  with  representatives  of  the 
AFL  Film  Council  are  to  be  pre- 

sented to  membership  at  the  next 
meeting,  probably  next  week 
[B  •  T,  Oct.  8]. 
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ALLOCATIONS 
KROW  Asks  Oral  Hearing 

ANOTHER  request  for  oral  hear- 
ing was  filed  with  the  FCC  last 

Week,  when  KROW  Oakland,  Calif., 
put  in  its  affirmative  case  regarding 
'the  proposed  San  Francisco  alloca- tions. 
'  Only  others  asking  for  oral  hear- 

ing thus  far  are  WHCU  Ithaca 
and  the  State  of  New  Jersey  [B  • 
T,  Sept.  24]. 
KROW  also  questioned  the  legal- 

ity of  FCC's  proposal  for  San Francisco  channels  on  the  ground 
^that  it  and  other  Bay  area  appli- cants have  a  prior  right  in  VHF 
Channels  9  and  11. 
!  The  Oakland  station,  together 
with  Paramount  Pictures,  CBS 
and  Television  California  (Edwin 
^Pauley,  et  al.),  went  through  a  TV 
hearing  in  1948  for  the  then  two 
remaining  channels  in  the  San 
Fi'ancisco  market. 
.  Under  the  FCC  proposal,  Channel 
9  has  been  reserved  for  educational 
TV  and  Channel  11  has  been  re- 

moved from  the  area.  The  remain- 
ing Channel  2  has  been  reserved 

■for  Don  Lee  Broadcasting  System 
since  before  the  hearing.  That 
reservation  is  under  dispute  by  the 

Good  Timing 
WAY  BACK  in  mid-August 
when  the  New  York  Giants 
were  trailing  the  Brooklyn 
Dodgers  by  13  y2  games, 
Oscar  M.  Lazrus,  president 
of  Benrus  Watch  Co.,  decided 
that  despite  the  record  the 
Giants  might  win  the  Na- 

tional League  pennant.  He 
signified  his  faith  by  sug- 

gesting the  signing  of  La- 
raine  Day,  wife  of  Giant's Manager  Leo  Durocher  and 
a  movie  star  in  her  own 
right,  for  a  Benrus  TV  com- mercial. Benrus  and  J.  D. 
Tarcher  produced  the  film 
and  with  the  World  Series  at 
fever  pitch  last  week,  Miss 
Day,  pride  of  the  Giants,  was 
pitching  on  commercials  seen 
all  over  the  country  for  the 
Benrus  Embraceable  Watch. 

Bay  area  applicants. 
In  making  its  legal  argument 

against  the  reservation  of  Channel 
9  for  noncommercial,  educational 
TV,  KROW  pointed  out  that  the 
TV  freeze  was  imposed  for  en- 

gineering reasons — to  modify  exist- 
ing separation  standards  to  over- 

come interference — but  that  there 
is  no  engineering  reason  requiring 
the  reservation  of  Channel  9  for 
educators. 

The  public  would  be  better  served 
by  making  Channel  9  a  commercial 
facility,  KROW  said. 
Reasoning  in  KROW's  brief pointed  up  the  virtue  of  having  a 

"multi-purpose"  station  in  the  area 
as  distinguished  from  a  "single 
purpose"  educational  station. KROW  concluded  educators 
should  be  given  a  UHF  reserva- 
tion. The  KROW  brief  was  one  of  200 
filed  during  the  past  week  in  the 
"paper"  allocations  hearing.  Total number  filed  as  of  Oct.  12  was  933. 

Affirmative  filings  involved  west- 
ern cities  like  Reno,  Las  Vegas, 

Fresno,  Stockton,  Sacramento,  San 
Francisco.  Rebuttals  were  filed  for 
such  cities  as  Indianapolis,  Flint, 
Lansing,  Detroit,  Toledo,  Chicago. 

Backing  for  Sen.  Edwin  C.  John- 
CBS  BREAK  HIT 

In  Sanabria  Complaint 
FCC  last  week  rejected  the  claim 
that  "This  is  the  CBS  Television 
Network"  repeated  at  every  pro- 

gram change  on  the  network,  is 
nothing  but  an  advertisement  for 
CBS-Columbia  TV  sets.  U.  A.  Sa- 

nabria, electronics  pioneer  and 
president  of  American  Television 
Inc.,  Chicago  had  contended  it  is  an 
unfair  trade  practice. 

So  serious  is  Mr.  Sanabria,  that 
he  asked  the  FCC  two  weeks  ago 
to  suspend  all  CBS  radio  and  TV 
licenses  and  take  "regulatory  ac- 

tion to  prevent  such  unfair  pro- 
cedure in  the  future." 

FCC,  however,  said  the  allega- tions did  not  warrant  FCC  action. 
The  Commission  suggested  he  com- 

plain to  the  FTC  or  try  "private 
litigation." 

son's  (D-Col.)  idea  that  educational needs  could  be  served  by  requiring 
commercial  stations  to  devote  a 
percentage  of  their  time  for  such 
programs  [B  •  T,  Oct.  8]  has  come 
from  broadcasters-telecaster  Ed- 

ward Lamb,  who  owns  WTOD 
Toledo,  WTVN  (TV)  Columbus, 
Ohio,  and  WICU  (TV)  Erie,  Pa. 

Mr.  Lamb,  writing  in  the  Oct.  13 
Nation  magazine,  recommends  that 
stations  allocate  time  for  educa- 

tional use,  but  educator  permittees 
be  required  to  build  within  a  speci- fied time. 

UHF  PROMOTION 
WAVZ  Plan  to  FCC 

A  PLAN  for  community-wide  pro- 
motion of  UHF  telecasting  was 

submitted  to  the  FCC  last  week  by 
WAVZ-AM-FM  New  Haven,  Conn., 
which  has  announced  its  intention 
of  applying  for  a  UHF  station  in that  city. 

The  report,  which  was  requested 
by  FCC  Vice  Chairman  Paul  A. 
Walker,  stemmed  from  a  confer- 

ence held  fortnight  ago  among 
regional  TV  distributors  and  repre- sentatives of  the  local  Chamber  of 
Commerce.  Glen  McDaniel.  presi- 

dent of  Radio-Television  Mfrs. 
Assn.,  also  attended. 

Inherent  in  the  plan  is  a  10-point 
course  of  action  outlined  for  pros- 

pective licensees  and  a  summary 
of  joint  activity  which  may  be  un- dertaken by  area  distributors. 

Its  objective  is  to  point  the  way 
for  building  up  the  VHF  audience, 
with  a  view  to  a  large  potential 
for  both  VHF  and  UHF,  according 
to  Daniel  W.  Kops,  WAVZ  vice 
president  and  general  manager. 

Highlights  of  the  plan  are  these recommendations : 
(1)  Use  AM  facilities  for  aggres- sive promotion  of  the  TV  audience; 

(2)  inform  the  public  that  present 
TV  receivers  can  be  fitted  inexpen- 

sively to  receive  upper  range  chan- nels and,  when  UHF  stations  take  the 
air,  urge  public  to  convert  sets  or 
exchange  them  for  UHF- VHF  re- 

ceivers; (3)  use  station's  merchandis- ing department  to  speed  up  conver- sion of  UHF  through  institutional 
and  personal  contacts;  (4)  use  news- 

paper, billboard  and  car  card  adver- 
tising; (5)  organize  a  contest  to dramatize  conversion  to  UHF  based 

on  an  offer  to  refund  to  every  50th 
buyer  of  a  converter  the  full  cost 
of  the  changeover;  (6)  supply  dealers 
and  servicemen  and  also  grocers  with 
posters  plugging  UHF;  (7)  print  and 
display  logs  for  display  in  stores; 
and  (8)  evolve  "special  trick  promo- tion" based  on  No.  59— UHF  channel 
expected  to  be  allocated  to  New 
Haven. 

Distributors  are  asked  jointly 
to  take  part  in  public  demonstra- 

tions of  UHF  reception  through  use 
of  converters,  exchange  of  infor- 

mation on  UHF  developments,  full- 
page  newspaper  advertisements when  the  new  station  goes  on  the 
air  and  in  a  reporting  system  on 
converter  sales. 
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NBC  Plan  Reaction 
(Continued  from  page  23) 

NBC's  belief  that  values  offered by  NBC  affiliates  are  such  that  they 
need  no  "must  buy"  requirement for  protection,  and  that  reclassifi- 

cation— into  groups  of  "primary," 
"supplementary"  and  "premium" 
(or  bonus)  stations — provides  "log- 

ical, functional"  groupings  "which reflect  their  relative  values  to  the 
network  advertiser." He  also  noted  that  stations  were 
put  into  their  various  new  classi- 

fications on  the  basis  of  their  rank- 
ing on  some  18  different  factors — 

not  including  the  penetration  of 
television.  Further,  he  pointed  out, 
the  29  stations  which  formerly 
comprised  the  "basic"  group  did not  constitute  a  truly  national  net- 

work, whereas  the  new  "primary" group  will  consist  of  top  audience 
— outlets  which  will  give  reasonably 
good  national  coverage. 

At  least  two  of  NBC's  innova- tions are  deemed  certain  to  win 
affiliates'  approval — the  network's 
"Minute  Man"  plan  of  offering  sus- tainers  which  the  stations  may 
record  and  sell  locally  either  on  a 
sponsorship  or  spot  announcement 
basis,  paying  NBC  a  set  fee  only 
when  sales  are  made;  and  the 
lengthening  of  the  chainbreak  on 
a  number  of  evening  sustainers  to 
60  seconds,  also  for  local  selling. 

Mr.  Denny  frankly  conceded  that 
the  Minute  Man  plan  puts  NBC 
into  competition  with  transcribed 
program  companies.  Announcing  it, 
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NBC  pointed  out  that  stations  may 
use  the  Minute  Man  programs  as 
sustainers  if  they  aren't  sold  and will  be  assessed,  upon  sale,  fixed 
charges  which  "will  be  at  levels  de- signed to  provide  a  much  more 
economical  service  than  that  avail- 

able from  any  other  source." John  L.  Sinn,  executive  vice 
president  of  Frederic  W.  Ziv  Co., 
said  "it  was  no  surprise  that  NBC has  taken  this  step  because  the 
whole  trend  in  radio  during  the 
past  four  or  five  years  has  been  to- ward sales  at  the  local  level. 

"ZIV  is  delighted  that  NBC  has 
taken  this  step,"  he  continued,  "be- cause better  programming  is  good 
for  the  entire  industry.  As  for 
Ziv's  plans  for  the  future,  it  is of  course  to  continue  producing 
the  finest  possible  transcribed  open- 
end  programs,  and  to  sell  them." Nor  did  NARTSR  have  formal 
comment,  other  than  the  statement 
that  a  membership  meeting  would 
be  held  in  New  York  today.  Mr. 
Denny,  however,  said  NARTSR 
should  welcome  the  Minute  Man 
project  because  it  opens  new  pos- sibilities for  station  revenues. 

Thus  far,  it  was  reported  late 
last  week,  only  the  half -hour  after- noon Kate  Smith  Show  and  an 
hour-long  Saturday  morning  radio 
version  of  Howdy  Doody  have  been 
definitely  set  as  Minute  Man  pro- 

grams. Several  others  will  be 
added — a  total  of  40  quarter-hours 
a  week  is  contemplated. 

NBC's  plan  to  add  new  affiliates —estimated  at  100  to  200— did 
not  appear  to  be  causing  great  con- 

cern to  the  largest  of  them  all,  Mu- 
tual (545  affiliates).  MBS  officials 

would  not  comment  formally  but 
left  the  impression  they  felt  the 
financial  value  of  their  cooperative 
programs,  as  well  as  other  MBS 
attractions,  plus  difficulties  they 
forsee  in  NBC's  implementing  its expansion  program,  would  operate 
against  any  wholesale  raiding  of 
the  Mutual  affiliate  list. 

No  CBS  Comment 
Nor  did  CBS  have  any  comment. 
On  the  subject  of  "flexibility," however,  it  was  pointed  out  that 

CBS  Radio,  though  it  does  have  a 
"group  buy"  plan,  does  not  have a  provision  corresponding  to  the 
new  policy  NBC  set  up  in  eliminat- 

ing its  "must  buys."  This  new  NBC 
provision,  while  giving  the  adver- tiser free  rein  in  designating  which 
partcular  stations  he  wants  to  use, 
requires  that  the  minimum  pur- chase in  network  option  time  must 
be  a  combination  of  stations  rep- 

resenting 75%  of  the  gross  cost  of 
the  total  continental  NBC  network 
for  the  time  period  ordered. 
NBC  has  estimated  that  an  ad- 

vertiser buying  only  the  40  to  50 
"nrimary"  stations  would  be  spend- 

ing only  80%  of  this  minimum. 
In  one  of  its  new  features,  NBC 

is  putting  into  effect  a  plan  adopted 
by  CBS  Radio  a  few  weeks  ago — 
offering  specific  programs  to  spon- sors on  a  one-time-or-more  basis. 

ABC's  position  was  set  forth  in a  letter  sent  by  Charles  T.  Ayers, 
vice  president  in  charge  of  radio 
sales,  to  advertisers  and  agencies. 
It  said:  "It  has  been  our  prime  ob- 

FIRST  TV  show  for  Dinah  Shore  will 
be  carried  by  NBC-TV  twice  weekly 
(Tuesday  and  Thursday),  7:30-45 
p.m.,  starting  Nov.  27,  under  spon- 

sorship of  Chevrolet  dealers.  Prin- 
cipals of  contract  signing  are  (I  to  r) 

W.  H.  Case,  vice  president,  Camp- 
bell-Ewald,  Chevrolet's  agency;  Miss Shore,  whose  new  show  originates  in 
Hollywood;  and  W.  G.  Power,  adver- 

tising manager  of  Chevrolet. 
jective  here  at  ABC  to  make  this 
network  just  as  flexible  as  we 
know  how  to  make  it." 

"As  long  ago  as  Jan.  1,  1947," 
Mr.  Ayers  wrote,  "we  issued  a  rate card  [to  provide]  specific  discounts 
for  specific  hand-tailored  net- 

works." For  example,  an  advertiser 
can  earn  a  25%  discount  by  pur- 

chasing, on  a  half -hour  evening  an- nual basis,  the  basic,  mountain, 
and  coast  network  which  com- 

prises some  50  metropolitan  mar- 
kets in  network  option  time.  Ad- ditional discounts  are  earned  as 

additional  stations  are  used,  to  the 
extent  that  a  half-hour  evening  on 
full  network  qualifies  for  a  37%% 
discount  on  an  annual  basis. 

"There  have  been  no  rigid  group- 
ing requirements  on  the  ABC  ra- dio network  during  the  last  several 

years,"  Mr.  Ayres  said,  "and  such advertisers  as,  to  name  a  couple, 
General  Foods  Corp.  and  the  Kel- 

logg Co.  have  taken  good  advan- 
tage of  this  flexibility." In  announcing  their  pyramid 

operation  last  March,  he  explained 
that  ABC  pointed  out  an  advertiser 
could  buy  one  participation  one 
time  in  one  program,  or  he  could 
buy  all  four  participations  in  all 
four  programs  for  52  weeks,  or  any 
combination  thereof.  An  advertiser 
could,  in  addition,  select  whatever 
markets  he  wanted  for  coordination 
with  his  sales  and  promotion  plans. 

"A  specific  example  of  this  flex- 
ibility," Mr.  Ayres  offered,  "is  the American  Chicle  Co.  for  Clorets 

which  started  on  some  100  eastern 
stations  the  first  of  last  July.  Clo- 

rets is  now  using  some  250  ABC 
stations  coast  to  coast." "On  Sept.  15,"  Mr.  Ayres  con- 

tinued, "we  announced  a  radical  de- parture in  network  broadcasting 
involving  co-sponsorship  of  daytime 
serials — thus  permitting  one  ad- 

vertiser to  purchase  one-half  spon- 
sorship at  exactly  one-half  the  cost 

of  an  established  'going  concern' and  on  a  network  of  his  own  choos- 

ing." 

Noting  that  many  advertisers 
have,  for  some  specific  purpose  in 
the  past,  used  one-time  shots,  he 

emphasized  that  ABC  had,  never- 
theless, issued  a  special  rate  card 

on  Sept.  1,  1949  covering  the  cost 
of  a  specific  time  period  for  one 
time,  for  two  times,  for  26  times  on 
an  alternating  week,  and  for  13 
times  on  an  every  fourth  week 
basis. 

"Obviously,"  he  wrote,  "such  a 
plan  is  designed  to  meet  the  needs 
of  an  advertiser  who  may  have  spe- 

cial seasonal  promotions  and  for 
the  company  that  wants  to  make 
full  use  of  network  radio,  but  who 
may  not  have  sufficient  appropria- 

tion to  contract  for  13  weeks.  .  ." "In  other  words,"  he  explained, 
"you  can  buy  any  number  of  weeks , of  an  established  program  in  just 
the  same  manner  as  you  would 
schedule  a  certain  number  of  pages 

in  a  magazine." Mr.  Ayres  asserted  the  continued 
flexibility  of  ABC  Radio  by  sug- 

gesting, "If  you  have  a  particular problem  not  covered  in  any  of  the 
foregoing  plans,  I'd  like  to  hear 

from  you." 
Nature  Not  Disclosed 

The  nature  of  the  meeting  of 
NBC  affiliates  called  for  Chicago — coincident  with  the  NARTB  TV 
code  sessions  there  (story,  page 
71) — was  not  fully  disclosed.  The 
meeting  had  been  called  prior  to 
the  announcement  of  NBC's  radio 
blueprint,  but  there  appeared  little 
doubt  that  the  network's  radio 
moves  would  be  brought  into  ex- 

amination. Reports  that  Walter 
Damm,  WTMJ  Milwaukee,  was  one 
of  those  who  set  up  the  affiliates 
meeting  could  not  be  immediately confirmed. 

The  TV  phase  of  the  NBC  affil- iates meeting  is  expected  to  deal 
with  "contractual  matters"  which 
some  of  the  stations  want  to  con- 

sider in  advance  of  the  NBC  con- 
vention at  Boca  Raton  in  late November. 

NBC  officials  said  they  had  not 
been  invited  to  the  meeting,  but  it 
was  assumed  some  NBC  repre- sentatives would  be  available  for 
discussions  was  Chicago  affiliates. 

The  way  in  which  NBC's  newly evolved  rate  formula  will  affect  the 
network  rates  of  specific  affiliates 
has  not  been  disclosed  to  the  sta- 

tions as  yet.  This  will  be  done  on 
a  station-by-station  basis  through 
personal  visits  by  members  of  the 
network's  station  relations  depart- 

ment, under  Station  Relations  Vice 
President  Carleton  D.  Smith.  New 
rates  must  be  negotiated  by  the 
network  with  the  stations  individu- ( Continued  on  page  86) 
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RCA  Color 
(Continued  from  page  71) 

ers.  Also  present  was  Brig.  Gen- 
eral David  Sarnoff,  RCA  chairman. 

Senator  Johnson  is  chairman  of  the 
Senate  Committee  on  Interstate  & 
Foreign  Commerce,  has  taken  a 
leading  role  in  the  color  fight. 
FCC  Comr.  Paul  A.  Walker 

viewed  the  test  Friday. 
Congressmen  saw  the  demonstra- 

tions Oct.  10.  Diplomatic  repre- 
sentatives and  other  high  govern- ment officials  were  in  Oct.  11. 

Armed  Forces  representatives  saw 
the  tests  Oct.  12  and  13. 

This  week's  schedule  calls  for: 
■Additional  government  officials, Oct.  15;  Washington  radio  attor- 

neys and  consulting  engineers,  Oct. 
16  and  17.  RCA  dealers,  distrib- 

utors, local  clients,  etc.,  Oct.  17. 
Other  government  officials  and  lead- 

ing citizens,  Oct.  18  and  19. 
NT?C  Group  to  View 

On  Oct.  17,  NTSC  Panel  17  (net- 
working) will  view  the  Washington 

showings.  Frank  Marx.  ABC  chief 
engineer,  is  chairman  of  that  ranel. 
FCC  Commissioners  and  staffmen 

have  been  invited  to  attend. 
Host  at  the  first  Washington 

showing  was  Dr.  Engstrom.  In 
answer  to  newsmen's  questions  he reported: 

(1)  No  one  at  RCA  has  seen  the 
Paramount-Chromatic  tri-color  tube 
[B  •  T,  Sept.  24].  However,  RCA 
experimented  with  the  method  used 
— that  of  changi'isr  voltages  on  a 
grid  up  to  4,000,000  times  a  second 

to  change  the  colors  on  the  face  of 
the  tube — but  turned  it  down  in 
favor  of  the  present  three-gun  tri- color tube. 

(2)  All  color  TV  receiver  plans 
are  based  on  the  three-gun  tri- 

color tube.  In  two  or  three  years, 
RCA  may  get  into  color  tube  pro- 

duction, but  at  the  moment  it  is 
awaiting  the  outcome  of  its  fight 
to  have  its  color  system  approved 
by  FCC. (3)  Coaxial  cable  holds  no  fears 
for  RCA  "dot  sequential"  color 
system.  A  single  rack  of  equip- 

ment with  which  RCA  is  able  to 
compress  its  3.6  mc  color  video 
frequency  carrier  down  to  2.4  mc 
to  g-et  the  color  through  the  co- axial cable  was  exhibited. 

(4)  Charge  of  $280  for  each  tri- 
color tube,  quoted  by  CBS-Columbia 

Sales  Manager  R.  D.  Payne  last 
month  [B  •  T,  Oct.  1],  is  the  price 
for  a  sample  tube.  It  is  not  the 
regular  commercial  price,  which 
will  not  be  set  until  the  tubes  are 
mass  produced. 
NBC  in  Washington  received  up 

to  250  responses  from  the  public 
during  first  three  days  of  tests. 

All  were  highly  complimentary, 
NBC  reported. 

It  was  also  obvious,  NBC  said, 
that  some  respondents  did  not  un- 

derstand the  nature  of  the  tests. 
For  example,  some  wanted  to  know 
why  they  weren't  receiving  color pictures  on  their  home  black-and- white  sets. 

Substantial  number  of  respond- 
ents mentioned  the  improved  black- 
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Color  Theatre-TV 
COLOR  theatre-TV  will  be  demon- 

strated by  RCA  Oct.  16  in  the  Co- 
lonial Theatre,  New  York.  Show- 

ing will  be  the  first  New  York  pub- 
lic demonstration  of  the  large- 

screen  theatre-TV  potentialities  of 
RCA's  compatible,  all-electronic color  TV  system.  Tests  will  be 
held  at  9:45  a.m.,  and  at  2  and 
3:45  p.m.  [B  •  T,  Aug.  20]. 

and-white  pictures  resulting  from the  colorcasts. 
Full-page  advertisements  in  New York  and  Washington  newspapers 

asked  the  public  to  tune  in,  let  RCA 
know  how  it  likea  tne  compat- 

ibility factor. 
Ad  was  headed  "Now  You  Can 

Help  Test  RCA  Color  Television," asked  for  postcard  with  name 
dress,  age  of  set,  size  of  screen, 
type  of  antenna,  day  program  seen, 
how  pictures  compared  with  normal 
reception. 

New   York  Tests 
In  New  York,  RCA  officials  con- 

firmed reports  that  enough  tickets 
have  been  requested  to  "more  than 
fill"  available  seats  during  the  test 
period  [Closed  Circuit,  Oct.  8]. Public  reaction  to  the  tests  was 
obtained  through  printed  question- naires issued  to  the  audience  after 
the  show  by  Opinion  Research 
Corp.,  Princeton,  N.  J. 
Atmosphere  of  the  first  New 

York  demonstration  was  somewhat 
reserved,  a  fact  that  may  be  at- 

tributed to  the  morning  hour,  sep- 
aration of  audience  into  six  groups, 

heavy  carpeting  and  low  lighting 
of  the  Center  Theatre  lounge. 

Most  viewers  watched  interest- 
edly, but  without  animation. 

An  art  student,  who  expressed  a 
particular  interest  in  color  in  his 
own  field,  said  after  the  demon- 

stration : 
"It  was  almost  true  to  nature, but  at  times  the  blue  hue  seemed 

a  bit  too  strong  so  that  the  reds 
and  yellows,  in  particular,  lost 
fidelity  .  .  .  Closeups  were  very 
good,  but  in  the  overall  picture, 
some  color  was  lost  ...  It  was 
superior  to  technicolor  films,  a  bit 
clearer  and  truer  to  nature  .  .  . 
far  superior  to  CBS  color." Program  had  songstress  Nanette 
Fabray  as  mistress  of  ceremonies, 
included  novelty  dancers  Dorothy 
Keller  and  Earl  Barton,  vocalists 
Gail  Manners  and  Arthur  Maxwell, 
George  Burton's  lovebirds,  fashion models,  etc.  Ben  Grauer  acted  as 
commentator. 

Transmissions  were  from  WNBT 
New  York  studios.  A  remote  pick- 

up from  Palisades  Amusement  Park 
across  the  Hudson  River  in  New 
Jersey  featured  a  Scots  bagpipe 
band  in  bright  red  uniforms,  tar- 

tans, kilts,  etc. 
This  was  the  third  series  of  color 

demonstrations  conducted  by  RCA 
in  the  New  York  area.  First  show- 

ing was  held  July  9  for  the  press 
and  representatives  of  the  radio 
and  TV  industry.  The  second  group 
of  tests  in  September  was  open 
only  to  broadcasters,  adv<n-tisers, distributors  and  dealers. 

Wn:e  lor  catalog  ol  Features. 
Westerns,  Serials,  Cartoons. 
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NBC  Plan  Reaction 
(Continued  from  page  84) 

ally — a  process  expected  to  take several  months. 
Reaction  to  the  NBC  plan  among 

affiliates  ranged  from  warmest 
praise  to  outright  hostility. 
Among  those  friendly  to  the  plan 

was  Martin  B.  Campbell,  general 
manager  of  WFAA  Dallas,  who 
said  the  "new  concept  in  radio operation,  sales  practice,  price 
structure  and  relations  with  affili- 

ated stations  as  presented  at 
NBC's  SPAC  meeting  in  New  York 
last  week  has  my  endorsement." Sees  Renaissance 

In  fact,  he  thought,  the  new 
plan  "should  mean  the  renaissance 
of  network  radio." 
Mr.  Campbell  conceded  there 

were  some  features  (which  he  did 
not  identify)  that  "I  might  not 
like  if  taken  separately,"  but  he 
believed  that  "on  the  whole  the 
plan  makes  sense." 

All  other  networks,  Mr.  Camp- 
bell thought,  "would  do  well  to make  the  same  basic  study  and  re- 

evaluation  of  their  own  opera- 
tions." G.  Richard  Shafto,  vice  president 
and  general  manager  of  WIS  Co- 

lumbia, S.  C,  thought  the  plan 
showed  "prospects  of  a  practical approach  to  the  continuation  of 
network  radio  as  an  economical 
and  effective  medium  for  national 
products." Mr.  Shafto  said,  however,  that 
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he  "hoped  that  the  formula  does not  overlook  the  enormous  influ- 
ence of  station  personalities  upon 

a  local  congregation  of  listeners." 
"Listener  response,  and  not  the 

slide  rule,  determine  station  value 
to  non-network  advertisers,"  said 
Mr.  Shafto.  "It  is  these  local  and 
national  spot  advertisers  who  pro- 

vide the  basic — even  the  essential 
— support  for  affiliate  operation, 
and  this  fact  must  be  recognized  in 
any  adjustment  of  station  rates  or 
option  hours." George  M.  Burbach,  general  man- 

ager of  KSD  St.  Louis,  said: 
"Frankly  we  are  favorably  im- 

pressed with  NBC's  proposed  oper- ating policies.  Several  innovations, 
such  as  the  'Minute  Man  Plan,' one-minute  spots  and  other  services, 
should  make  radio  advertising  even 
more  attractive  to  advertisers  and 

affiliates." The  most  fervent  opposition  to 
the  plan  came  from  Wilbur  M. 
Havens,  president  and  general  man- 

ager of  WMBG  Richmond,  who 
said  that  if  NBC  makes  its  new 
policies  stick,  it  "appears  that  the simplest  solution  for  all  stations 
would  be  to  say,  'We  want  no  NBC 
contracts.'  " Sees  No  Free  Hours 

"That  way,"  said  Mr.  Havens, 
"stations  could  then  pay  NBC  for 
what  programs  they  took  from  the 
network  and  NBC  would  be  required 
to  pay  the  affiliates  spot  rates  at 
a  reasonable  discount  or  not  more 
than  40%  off  for  all  programs  it 
required  for  its  advertisers,  with 
no  free  hours." Hr.  Havens  said  he  believed  that 
if  100  premium  stations  were  added 
to  NBC,  "present  affiliates  should 
insist  upon  the  removal  of  all  op- 

tion hours  from  NBC  contracts." 
"If  NBC  network  future  rates 

will  be  determined  upon  a  juggled, 
manipulated  or  so-called  weighted basis  of  economics  and  market 
data,"  he  continued,  "stations should  insist  that  FM  circulation 
be  included,  based  upon  the  affili- 

ates' weighted,  manipulated  or  jug- 
gled formulas." In  Mr.  Havens'  opinion,  "NBC 

doesn't  give  a  hoot  how  badly  it hurts  the  revenue  of  existing  af- 
filiates or  how  much  it  dilutes  the 

spot  revenue  of  present  affiliates  by 
adding  100  or  200  bonus  stations 
which,  after  becoming  network 
affiliates  and  by  virtue  of  their 
network  program  service,  will  be- 

come serious  competitors  to  the 
present  affiliates." If  all  affiliates  cancelled  their 
NBC  contracts  and  took  NBC  pro- 

gram service  on  the  basis  he  sug- 
gested, Mr.  Havens  said,  it  would 

mean  that  "affiliates  would  not  be 
paying  for  bonus  stations  pro- 

grams and  getting  competition  from 
those  stations  in  return." 

The  majority  of  NBC  affiliates 
reached  by  Broadcasting  •  Tele- 

casting preferred  to  withhold  com- 
ment on  the  network's  economic 

plan  until  they  knew  more  about  it 
— more  specifically  until  they  could 
find  out  what  it  would  mean  in  dol- 

HITS  NETWORKS 
Rep.  Sheppard  Cites Dill  on  TV 

ARCH-FOE  in  Congress  of  radio  networks'  rebroadcasting  rights — 
Rep.  Harry  R.  Sheppard  (D-Calif.) — came  up  with  more  ammunition 
last  week  in  his  anti-network  crusade. 

Rep.  Sheppard  told  FCC  he  now 
to  show  that  the  networks  are  en- 

gaging in  "restraint  of  rebroadcast- 
ing of  sponsor's  programs." The  Congressman  is  author  of 

legislation  (HR  10  and  HR  73) 
which  would  require  the  licensing 
of  networks  by  FCC  and  which 
would  take  the  rebroadcasting 
rights  away  from  the  networks 
and  place  them  in  the  hands  of  the 
originating  station  or  sponsor, 
whoever  assumes  the  greater  cost 
of  the  program  in  question  [B  • T,  Jan.  8]. 

The  new  evidence,  according  to 
the  Congressman,  is  a  letter  sent 
him  last  August  by  ex-Sen.  Clar- ence C.  Dill  of  Washington  State, 
often  called  the  father  of  the  Com- munications Act  of  1934. 

Sen.  Dill  re-entered  the  Wash- 
ington broadcast  scene  last  summer 

when  he  soundly  called  down  the 
Commission  because  it  had  failed 
to  give  equal  treatment  to  all  parts 
of  the  country  in  the  use  of  fre- 

quencies for  TV.  He  called  for  a 
partial  thaw  of  the  freeze  to  permit 
at  least  part  of  the  nation  to  have 
some  service  without  undue  delay 
[B  •  T,  July  2]. 
The  Dill  letter  was  in  answer 

to  Rep.  Sheppard's  communication 
that  asked  the  Senator's  interpre- tation of  the  re-broadcast  rule  in 
the  Act  (Sec.  325  (a)  ).  With  the 
request,  Rep.  Sheppard  included 
copies  of  his  bills  and  his  analyses. 

In  his  answer,  Sen.  Dill  noted 
that  when  he  worked  on  the  Radio 
Act  of  1927,  predecessor  to  the  1934 
re-write  of  the  act,  he  did  not — 
"in  fact  could  not" — foresee  the  de- 

velopment of  radio  networks  to  the 
point  now  reached. He  said  he  never  intended  that 
the  networks  "should  be  able  to 
enforce  such  arbitrary  rules  on 
sponsors  of  programs  and  all  sta- 
lars  and  cents  to  them. 

One  multi-station  operator  said 
he  had  not  been  advised  of  the 
details  of  the  plan  as  it  would 
pertain  to  his  stations,  but,  he 
added :  "You  can  bet  we  won't  take 
any  rate  cuts." Another  manager  said  he  was 
deferring  judgment  "until  I  find out  what  our  rates  will  be  and  what 
stations  the  network  proposes  to 
add  in  my  area." Plainly  the  chief  causes  of  con- 

cern to  most  affiliates  were  (1)  how 
much  would  they  gain  or  lose  in  the 
rate  adjustment,  and  (2)  whether 
any  of  the  stations  that  NBC  is 
thinking  of  adding  to  its  list  would 
be  within  their  coverage  areas. 
Whatever  other  advantages  the 

plan  would  bring  to  the  affiliates, 
the  network  may  find  it  tough  to 
sell  its  new  practices  to  affiliates 
who  must  take  rate  reductions 
and/or  find  themselves  with  new 
NBC  affiliates  operating  within 
earshot  of  their  own  stations. 

'new  and  conclusive  evidence' 
tions  not  connected  with  the  net- 

works, as  they  are  now  doing." 
Sen.  Dill  continued,  "The  re- broadcasting which  I  and  the  other 

members  of  Congress  who  prepared 
the  legislation  had  in  mind,  were 
the  re-broadcasts  of  programs 
originated  by  stations  or  controlled 
by  stations  through  the  voluntary 
agreements  with  sponsors.  I  hope 
you  will  press  your  bill  for  licensing 
the  networks  so  they  can  be  effec- 

tively regulated." While  commenting  on  Rep.  Shep- 
pard's proposal,  Sen.  Dill  again referred  to  the  television  freeze. 

Sen  Dill  said:  "I  still  think  there 
is  no  justification  for  the  Commis- sion to  refuse  to  act  on  any  appli- 

cations for  television  stations, 
simply  because  they  haven't  decided how  many  wave  lengths  can  be  al- 

located to  different  towns.  Tele- vision stations  can  never  cause 
interference  with  one  another  like 
radio  stations  do. 

"For  that  reason  I  am  rather 
amazed  that  the  Commissioners 
should  allow  themselves  to  be  en- 

tangled in  their  own  rulings  to  the 
extent  they  can't  take  any  action 
for  a  period  of  more  than  three 
years,  with  the  indications  it  will be  several  months  more  before  they 
do  anything  definite  or  dependable." The  Dill  letter  was  dated  Aug.  8. 

The  material  sent  to  the  Commis- 
sion by  the  Congressman  was  in- cluded as  exhibits  in  a  case  before 

the  FCC  on  the  interpretation  of 
network  rebroadcasting  as  addi- tional comments  to  those  filed  by 
WSAY  Rochester,  owned  by  Gordon 
P.  Brown. 

Chesnes  Named 
PARAMOUNT  Pictures  Corp.,  New 
York,  last  week  announced  the  ap- 

pointment of  Albert  A.  Chesnes  as 
manager  of  Paramount's  theatre television  department.  Mr.  Chesnes 
— f  or  three  years  in  charge  of  vari- 

ous aspects  of  company's  theatre television  operations  —  assumes 
administrative  and  operational  au- 

thority over  video  recording  serv- 
ice and  installations  of  Para- 

mount's inter  -  film  theatre  TV 
system. 
WRIA  Status 
IN  an  initial  decision,  FCC  Comr. 
Paul  A.  Walker  last  week  proposed 
to  set  aside  revocation  of  WRIA 
Caguas,  P.  R.,  and  give  it  a  clean bill  of  health.  Station  had  been 
cited  for  engineering  and  other 
irregularities  since  it  began 
operation  in  1946,  and  had  its  li- cense revoked  in  November  1950. 
Hearing  before  Comr.  Walker  was 
held  in  March  1951  in  Puerto  Rico. 
WRIA  operates  on  1450  kc  with 
250  w,  unlimited  time. 
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UNITED  EXPANDS 
King  Reports  on  Status 

UNITED  Television  Programs  is 
expanding  operations  and  is  "in business  to  stay,  with  the  future 
looking  especially  bright,"  the 
firm's  president,  Gerald  King,  has told  Broadcasting  •  Telecasting. 

Mr.  King  said  Dick  Dorson,  vice 
president  of  the  TV  film  distribu- 

tion company,  who  has  sold  his 
stock  interest  in  UTP  to  take  on 
other  outside  business  activities, 
will  continue  to  work  with  the  firm 
on  some  properties. 

The  company,  now  solely  owned 
>by  Standard  Radio  Transcription 
Services  and  Edward  Petry  &  Co., 
currently  handles  distribution  and 
sales  for  eight  TV  film  production 
companies. 

TV  IN  THE  CLASSROOM 
Fall  Semester  Sees  Increased  Use 

ROYAL  VISIT 
NBC,  ABC  to  Cover  Events 

FIRST  international  network  tele- 
casts are  being  scheduled  by  NBC 

and  ABC  when  Princess  Elizabeth 
and  the  Duke  of  Edinburgh  speak 
at  Windsor,  Ont.,  today  (Monday). 
NBC  network  will  carry  the 

event  from  10:45-11:15  a.m.  (EST) 
with  mobile  pickup  to  be  made 
through  its  Detroit  affiliate,  WWJ- TV. 
ABC  planned  last  week  to  carry 

the  ceremonies  10:45-11:15  a.m. 
Telecast  will  be  transmitted  from 
Canada  by  microwave  relay  to 
ABC's  WXYZ-TV  Detroit,  which will  then  relay  it  to  the  network. 

Events  planned  for  the  Windsor 
reception  of  the  royal  couple  in- 

clude presentation  to  them  of  Gov. 
G.  Mennen  Williams  of  Michigan 
and  Detroit's  Mayor  Alfred  E. Cobo. 

After  the  ceremonies,  the  heiress 
presumptive  to  the  British  throne 
and  her  consort  will  be  televised  as 
they  inspect  a  section  of  the  un- 

fortified international  boundary  on 
a  visit  arranged  at  the  request  of 
Princess  Elizabeth. 

WOR-TV  Extends  Time 
EXPANSION  of  WOR-TV  New- 
York  daytime  schedule  to  start  at 
10:30  a.m.,  Monday  through  Fri- 

day, was  announced  by  the  station 
last  week.  On  the  new  schedule, 
only  one  program — Letter  To  Lee 
Graham  (Tues.  and  Thurs.,  2:30-45 
p.m.) — was  listed  as  a  new  entry. 
Others  are  shows  returning  from 
summer  hiatus,  or  re-scheduled  into 
new  time  slots.  During  the  sum- 

mer WOR-TV  commenced  pro- 
gramming at  12:45  p.m.,  but  last 

winter  started  at  9:30  a.m. 

TELEFILM,  INC. 
COMPLETE  FILM  PRODUCTION FOR 

TV  SPOTS-PROGRAMS 
All  Production  Steps 
In  One  Organization 

6039  Hollywood  Blvd.,  Hollywood  28,  Calif. HOLLYWOOD  9.7205 

MANY  commercial  TV  stations 
are  increasing  their  educational 
programming  for  the  fall  school term. 
Among  reports  reaching  Broad- casting •  Telecasting  last  week 

were  the  following: 
WFIL-TV  Philadelphia  will  ex- 

pand its  schedule  of  in-school  tele- casts from  30  minutes  to  one  hour 
and  15  minutes  weekly.  Three  25- 
minute  programs  will  be  directed 
at  the  elementary  and  junior  high 
pupils — on  Tuesday,  Wednesday 
and  Thursday  at  9:20  a.m.  begin- 

ning Oct.  16.' Man  and  His  World  will  be  a 
separate  weekly  quarter-hour  edu- cational show  on  WFIL-TV.  The 
program  begins  Oct.  15,  featuring 
Dr.  Wilton  M.  Krogman. 
WFIL-TV's  adult  educational 

programs  will  be  built  around 
WFIL-TV  Univesrity  of  the  Air, 
which  resumed  Oct.  8,  11:10  a.m.-12 
noon,  Monday  through  Friday.  A 
full  roster  of  programs  is  planned 
by  Dr.  Roy  K.  Marshall,  educa- tional director  of  the  Philadelphia 
Inquirer  station.  Each  show  will 
be  conducted  by  faculty  members 
from  colleges  and  universities  in the  area.  A  schedule  of  the  first 
semester's  University  of  the  Air follows : 
Monday,  11:10  a.m.,  "Play  Produc- 

tion for  Community  Teacher";  11:30 
a.m.,  "Face  the  Music." 

Tuesday,  11:10  a.m.,  "Your  Govern- 
ments— Federal,  State  and  Local"; 

11:30  a.m.,  "Fine  Arts." 
Wednesday,  11:10  a.m.,  "It's  Your 

Language";  11:30  a.m.,  "Imprint  of  a 
Million  Years  of  Human  Affairs." 
Thursday,  11:10  a.m.,  "Chemistry 

of  Living";  11:30  a.m.,  "Conservation 
of  Natural  Resources." 

Friday,  11:10  a.m.,  "Botany";  11:30 
a.m.,  (1)  "How  We  Got  the  English 
Bible,"  and  (2)  "Ancient  Books  and 
Libraries." 

U.  of  Michigan  Series 
The  U,  of  Michigan  will  present 

a  new  series  of  "telecourses"  on 
WWJ-TV  Detroit  starting  Sun- 

day, Oct.  21,  at  1  p.m.  Courses  for 
the  first  15  weeks  include  "Man 
in  His  World:  Human  Behavior;" 
"Democracy  in  Action:  Parliamen- 

tary Procedure,"  and  "Understand- ing the  Child :  Growth  and  Develop- 
ment at  Home  and  School." 

An  assistant  professor  of  psy- 
chology, Wilbert  J.  MeKeachie, 

will  teach  the  human  behavior 
course,  covering  basic  principles  of 
psychology.  Winton  H.  Beaven, 
assistant  professor  of  speech,  will 
teach  "Parliamentary  Procedure." 
He  pointed  out  that  such  knowl- 

edge is  the  cornerstone  of  demo- 
cratic group  action  and  can  often 

prevent  subversive  elements  from 
gaining  control  of  an  organization. 
The  child  development  course 

will  be  taught  by  Dr.  Willard 
Olson,  national  authority  on  the 
subject.  His  course  begins  Dec. 
16.  Understanding  children  and 
their  mental,  physical  and  social 

development  will  be  stressed. 
Registration  for  telecourses 

started  Oct.  8  at  Michigan  U.'s Extension  Center  in  Detroit  and 
the  Extension  Service  at  Ann 
Arbor.  Last  year's  series  of  28 TV  hours,  on  which  six  courses 
were  offered,  won  WWJ-TV  two 
national  wards  for  public  service. 

In  New  York,  The  Living  Black- board will  be  presented  three  times 
weekly  on  WPIX  (TV)— Monday, 
Wednesday  and  Friday,  10:45-11 
a.m.  New  York's  Board  of  Educa- tion is  conducting  the  series  of 
programs  on  liberal  arts,  science and  vocational  guidance. 

The  WPIX  telecasts  will  be  seen 
by  80%  of  the  city's  "homebound pupils"  known  to  have  TV  sets, as  well  as  hospitalized  children  and 
war  veterans  who  are  completing 
high  school  educations,  according 
to  Superintendent  of  Schools  Wil- liam Jansen. 

WATV's  Programs 
In  cooperation  with  the  Newark, 

N.  J.,  Board  of  Education,  WATV 
(TV)  Newark  started  two  series 
of  educational  TV  programs  Oct.  8. 
Titled  Science  Lesson  (Monday, 
1-1:30  p.m.)  and  Report  to  Parents 
(Wednesday,  12:30-1  p.m.),  the 
programs  are  prepared  by  the 
Newark  Museum,  Dept.  of  Librar- 

ies, and  Visual  Aids  and  Radio 
Division  of  the  Board  of  Education 
for  viewing  during  the  present 
school  term. 

According  to  figures  issued  by 
the  Newark  board,  71.29c  of  local 
school  children  have  TV  receivers 
in  their  homes. 

With  emphasis  on  entertainment first  and  education  second,  two 
Boston  U.  professors  are  conduct- 

ing popular  weekly  shows  over WBZ-TV  Boston. 
Informality  is  the  keynote,  as 

the  shows  make  liberal  use  of 
stylized  backgrounds,  freehand 
sketches,  moveable  objects  and 
other  props  having  little  to  do  with 
traditional  classroom  techniques. 

The  professors  are  Dr.  James 
A.  Wylie,  associate  professor  of 
education,  and  Prof.  Donald  Born, 
college  of  general  education,  Bos- 

ton U. 
Dr.  Wylie  in  his  show,  Away 

From  It  All,  explains  and  demon- strates with  equipment  constructed 
before  the  camera  ways  in  which 
families  can  have  fun  together. 
His  program  guests  are  experts  in 
recreation  who  help  explain  how 
to  have  fun  with  little  or  no  expense 
at  home,  in  the  backyard  or  out- of-doors. 

Prof.  Born,  for  his  program, 
From  Adam  to  Atom,  draws  on  the 
art  of  the  world  from  the  ancient 
to  the  ultra-modern.  He  sketches 
a  backdrop  of  the  time  and  culture 
of  each  art  object  disrtla-'-ed  and weaves  about  it  the  story  it  repre- 

sents or  the  story  of  its  creation. 
Other  TV  educational  programs 

have  been  reported  earlier  [B  •  T, Oct.  8]. 

TV  PRODUCERS 
Another  Group  Formed 

FORMAL  ORGANIZATION  of  a 
second  television  film  producers  as- sociation, the  Alliance  of  Television 
Film  Producers,  has  been  an- nounced in  Hollywood,  following  a 
few  weeks  of  laying  the  ground- work [B  •  T,  Sept.  10]. 

Made  up  of  eight  leading  TV 
film  producers,  the  group  seeks  to 
"better  the  unity  and  progress  of 
television  films  generally  and  to 
create  cooperation  and  mutual  un- 

biased benefit  among  TV  pro- 

ducers." 

Making  up  the  board  of  directors of  the  new  group  are: 
Unger,    Ziv   TV  Programs, president;  William  F.  Broidy,  Broidj Productions,  vice  president;  Richard 

Morley,  Primrose  Productions,  secre- tary; Basil  Grillo,  Bing  Crosby  Enter- prises, treasurer;  Armand  Schaefer, Flying  A  Productions,  Jack  Lacey,  Roy Rogers  Productions;  Jerry  Fairbanks, 
Jerry  Fairbanks  Productions;  Gil  Rals- ton, Screen  Televideo  Productions. Albert  Pearlson  was  named  general counsel. 

The  Alliance  has  announced  its 
membership  is  open  to  all  television 
producers. There  is  at  present  in  Hollywood 
another  television  producers  group, 
the  National  Society  of  Television 
Producers,  headed  by  Louis  Snader, 
president  of  Snader  Telescriptions 
Corp.,  Beverly  Hills.  Mr.  Snader was  invited  to  join  the  new  group, 
replying  with  an  invitation  to  join 
the  NSTP.  Previously  he  had  is- sued a  similar  invitation  to  the 
Alliance. 

PROMOTI
ON 

Your  product  gets  merchan- dising PLUS  when  you 
advertise  on  KDYL-TV! 

by  KDYL-TV's  3- 
team  to  brokers strategic  placing 

play  pie< attached 
chandisin. 

KDYLTV CHANNEL  4  •  NBC  NETWORK 

Salt  Lake  City,  Utah 
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TV  STABILIZING  AMPLIFIER  — Does  a 
Better  Job  than  any  other  stabilizing  am- 

plifier on  the  market.  Some  of  its  notable 
advantages  are:  automatic  correction  of 
syne  and  blanking,  adjustable  sync  per- 

centage, improved  LF  characteristics,  auto- 
matic clipping  of  white  spikes. 

UTILITY  VIDEO  AMPLIFIER  ASSEMBLY- 
Improved  Band  Width  and  Adjustable  High 
Cain.  Provides  accurate  output  monitoring 
even  when  feeding  telephone  lines.  Main- tenance is  low  becausenegative  feedback 
eliminates  peaking  coils  and  permits  wider 
tolerance  in  tubes  and  components. 

VIDEO  PATCHING  EQUIPMENT— Qui'cfc  and  Convenient  Ad- justment  of  video  distribution  circuits  are  provided  by  these 
complete  G-E  units.  Common  grounds  are  avoided  by  isola- 

tion between  jacks  and  shields.  Dual  control  plugs  are  self- 
aligning.  Easily  installed.  Exceptionally  high  reliability* 
Oxidation  is  avoided  through  the  use  of  gold-plated  contacts. 

These 

General  Electric 

studio 

rack  units 

are  interchangeable 
with  any 

TV  system! 

VIDEO  SWITCHING  RELAY  CHASSIS-Saves  Space  yet 
permits  easy  expansion  of  system  inputs  or  outputs.  Each 
chassis  is  adaptable  to  preset  control  and  you  get  fast 
trc/»WF»r  through  a  single  transfer  relay. 

TV  ELECTRONIC  MIXER — tap,  Fade,  and  Dissolve 
at  constant,  preset  rates  at  the  touch  of  a  finger 
at  control  panel.  Unique  bypass  feature  permits 
you  to  release  three  channels  for  rehearsal  use 
while  carrying  program.  It's  all-electronic — oper- ation is  practically  automatic. 



J^TOGEIHER 

Here's  a  way  to  replace  obsolete  studio  rack 
equipment  with  new  G-E  units  that  meet  all 
existing  RMA  performance  standards. 

Study  the  items  shown  on  these  pages.  With 
them  you  can  modernize  your  sync  distribution 
system  .  .  .  get  better  performance,  better  han- 

dling of  poor  input  signals  . . .  more  flexibility 
in  video  patching  . . .  smoother  studio  control 
all  around. 

All  General  Electric  studio  units  are  designed 
specifically  for  easy  maintenance— dead  front 
construction,  no  exposed  voltages.  Standard 
video  controls  are  used  throughout.  Kits  are 
available  to  accommodate  any  position  of  rack 
mounting  angles. 

In  addition  to  the  equipment  shown  here, 
General  Electric  makes  a  complete  line  of  studio 
gear,  including  camera  channels,  sync  gener- 

ators, and  projectors.  The  broadcast  represen- 
tative at  the  G-E  office  near  you  will  tell  you 

more.  Call  him  or  write:  General  Electric  Com- 
pany, Electronics  Park,  Syracuse,  New  York. 

SYNC  GENERATOR  SWITCHING  UNIT-tocaJ  or 
Remote  Switching  Control  of  any  sync  generator 
with  RTMA  output  is  easy  with  this  unit.  Handles 
four  sync  signals  and  one  "sync  lock"  signal.  Auto- matically switches  spare  sync  generator  into  sys- 

tem should  operating  sync  generator  power  sup- 
ply fail.  Video  relays  minimize  cross-talk. 

REGULATED  POWER  SUPPLIES— High  Current 
Capabilities  with  low  ripple  make  these  power 
supplies  ideal  for  TV  station  application.  Sin- 

gle phase  input,  built-in  voltage  and  current instrument.  Time-delay  start  protects  tubes. 

0<-<//  com       yotfit  cC7^(tie?zce  tin 

GENERAL 

HANDY  LEATHERETTE  ENVE 
LOPE  .  .  .  will  be  sent  on  re- 

quest to  station  managers 
and  engineers.  Inside  com- 

partment packed  with  illus- trated specification  sheets  on G-E  television  equipment. Write:  Genera/  Electric  Co., 
Section  2101-15  Electronics 
Park,  Syracuse.  New  York. 

ELECTRI 



DISTRICT  14 
Endorses  Regular  Rates 

For  Politicos 

SIX  SHOOTERS  at  the  14th  District  meeting  (seated,  I  to  rh  Walt  Wagstaff, 
KIDO  Boise;  Easton  C.  Wooley,  KDYL-AM-TV  Salt  Lake  City;  Don  Hathaway, 
KSPR  Casper,  Wyo.  Back  row:  Joe  Wilkins,  KFBB  Great  Falls;  Bill  Grove,  KFBC 

Cheyenne;  Robert  K.  Richards,  NARTB  public  affairs  director. 

Dist.  12  in  'Record' 
RESOLUTION  by  NARTB  Dis- 

trict 12  attacking  Sen.  William 
Benton's  (D-Conn.)  proposal  to  set up  a  National  Citizens  Advisory 
Board  on  Radio  and  Television, 
adopted  at  its  Wichita  session  last 
month  [B  •  T,  Oct.  1],  was  intro- 
troduced  in  last  Monday's  Con- gressional Record.  It  was  inserted 
in  the  Record  by  Rep.  Edward  H. 
Rees  (R-Kan.). 

Miss  Kay  Shanahan 
Morey,  Humm,  and  Johnstone 
New  York  City 
Dear  Kay: 

Hit's  a  plumb  sight  whut  these  here WCHS  fellers  ull  do  ter  futher  a  good 
cause!  Take  th' big  West  Vir- ginny  Defense Bond  Drive, 
fer  instance. 
WCHS  is  a'- sponsorin'  a statewide  con- 

test among  th' school  teachers 
fer  tuh  push the'  sale  uv 
bonds,  an'  th' station  is  of- ferin'  three  big 
prises  ter  th' teachers  whut 
kin  git  thur pupils  ter  sell th'  mostest  in 
bonds!  B'lieve hit  or  not,  Kay, 
th'  top  teach- er'll  git  a  free 
trip  ter  Eu- rope ter  see 
wnut's  bein' done  with  ar 
defense  bonds, an'  th'  next 
two'll  win  big 
prizes  fer  thur schools !  O  I  e WCHS  reely 
b'lieves  in  gain' all  out  fer  pub- ervice!  Thet's  one  reason,  Kay,  why got  more  Iisseners  then  all  th'  other stations  in  town  put  together! Yrs. 

WCHS 

Charleston,  W.  Va. 

NEW  RFE  VOICE 
Beams  to  Hungary 

NEW  Radio  Free  Europe  trans- 
mitter in  Germany  started  to 

broadcast  exclusively  to  Hungary 
Oct.  6. 

Located  in  the  Frankfurt  area, 
the  shortwave  transmitter  is  on  the 
air  12  hours  weekdays  and  10 
hours  Sunday  to  send  programs 
from  Munich  studios  directly  to  the 
Iron  Curtain  country. 
Programs  include  news  broad- 

casts, music,  religious  services, 
coded  "messages"  to  Hungarian people  from  friends  and  relatives 
in  Western  Europe,  drama,  en- 

tertainment, identification  of  Com- 
munist informers,  commentary  on 

internal  affairs  and  the  free  world, 
and  special  programs  addressed  to 
labor,  farmers,  women,  youth,  the 
military  and  Communist  Party 
members  themselves. 
The  10  kw  transmitter  is  a 

temporary  arrangement,  to  be  used 
until  funds  from  the  1951  Crusade 
for  Freedom  drive  can  be  utilized 
to  increase  facilities. 

Another  transmitter  in  the  same 
area  broadcasts  an  hour  and  a 
half  daily  to  Poland,  Rumania,  Al- 

bania, Bulgaria,  and  Czechoslo- vakia as  well  as  Hungary. 

Will  K.  Kellogg 
WILL  KEITH  KELLOGG,  91, 
founder  of  the  Kellogg  Co.,  died  in 
Battle  Creek,  Mich.,  Oct.  6  after  a 
long  illness.  Mr.  Kellogg,  who 
massed  a  fortune  estimated  at  $50 
million  with  his  cereal  business, 
was  almost  blind  since  1937.  He 
spent  much  of  his  time  working 
on  his  multi-million-dollar  Kellogg 
Foundation,  giving  most  of  his 
fortune  to  it  and  keeping  only  $2 
million  for  his  own  use.  The 
foundation,  established  in  1930,  is 
dedicated  to  the  fostering  of  health, 
happiness  and  welfare  for  all  peo- 

ple, especially  children  and  young- 
sters. 

WITH  A  CAMPAIGN  year  upcoming,  broadcasters  at  the  14th  district 
meeting  of  NARTB  at  Salt  Lake  City  Oct.  6  unanimously  adopted 
resolution  endorsing  the  stand  of  the  NARTB  national  board  against 
discriminatory  rates  for  political  candidates  for  public  office.   While  sug- 

gestions were  made  from  the  floor 
that  the  highest  one-time  rate  be 
used   as   a   "yardstick,"   the  100 broadcasters    present    decided  to 
leave   to   individual   stations  the 
question  as  to  what  is  or  is  not discriminatory. 
At  the  all-Saturday  workshop 

session,  following  the  regular  two- 
day  meeting,  the  Rocky  Mountain broadcasters  also: 
•  Asked  NARTB  and  BMI  to 

explore  music  copyright  services 
with  a  view  toward  eliminating 
unnecessary  licenses.  This  fol- lowed a  full  discussion  of  SESAC 
and  informal  suggestions  that  it 
pehaps  be  acquired  by,  or  licensed 
through,  BMI. 
©  Approved  the  Rex  Howell resolution  on  program  rating  and 

measurement  services  [B  •  T,  Oct. 8]. 
6  Approved  the  George  Cory 

Resolution  urging  NARTB  to  col- 
lect from  all  stations  one-half  the 

highest  hour  rate  for  a  transmitter 
for  Radio  Free  Europe  to  blast 
Red  Iron  Curtain  countries  [B  •  T, Oct.  8]. 

9  Discussed  metamorphosis  in 
radio  rates  and  urged  that  cogniz- ance be  taken  of  the  intermountain 
area  which  is  more  reliant  upon 
radio  than  ever  before,  with  great- 

est circulation  in  history. 
Scores  Rate  Situation 

At  the  no-holds-barred  session, 
with  Al  Meyer,  KMYR  Denver, 
presiding,  the  westerners  deplored the  failure  of  radio  to  increase 
rates  while  newspapers  and  maga- 

zines with  no  provocation  other 
than  increased  costs,  have  gone  into 
round  after  round  of  rate  increases. 
Bill  Kemp,  KVER  Albuquerque, 
argued  there  was  no  justification 
for  any  network  cuts,  notably  in 
the  western  area. 
Walter  E.  Wagstaff,  KIDO 

Boise,  urged  realism,  pointing  out 
that  in  TV  markets,  network  shows 
have  suffered  giddy  losses  in  rat- ings, which  would  justify  sharp 
cuts  in  rates,  if  recognized  stand- ards were  applied.  Instead,  he 
said,  the  cuts  have  been  spread 
nationally,  whether  or  not  TV  has 
cut  in,  on  the  theory  that  "every- thing west  of  Pittsburgh  is  wild- 

erness." 
He  felt  NARTB  couldn't  do  a thing  about  it,  but  thought  that 

BAB  could  be  the  salvation, 
through  a  "constructive  selling  job the  like  of  which  never  has  been 
undertaken  before."  He  made  his 
pitch  after  huddling  with  William 
B.  Ryan,  BAB  director,  who  had 
addressed  the  meeting  the  preced- 

ing day. 
"We  have  been  the  sacrificial 

lambs  of  the  big  stations  in  the  big 
markets,"  he  said.  "We  will  con- 

tinue to  be  unless  we  sell  ourselves 
as  we've  never  sold  before." 

Registered  at  the  District  14 
sessions: 
Charles  C.  Bevis  Jr.,  KOA  Denver; 

Al  Biorge,  KSL  Salt  Lake  City;  Char- lotte H.  Brader,  KOJM  Havre,  Mont.; Jim  Carroll,  KWYO  Sheridan,  Wyo.; S.  Gam  Carter,  KNEU  Provo.  Utah; Vincent  Clayton,  KSL  Salt  Lake  City; H.  E.  Ty  Colvin,  KGVO  Missoula, Mont.;  George  and  Wanda  Cory,  KUBC Montrose,  Colo.;  Charles  Crabtree, KWIK  Pocatello,  Ida.;  Charles  Crehan, KFDW  Helena,  Mont.;  C.  L.  Crist, KOOK  Billings,  Montana;  Dee  B. Crouch,  KDZA  Pueblo,  Colo.;  L.  H. Curtis,  KOVO,  Provo;  Bob  Davies, KMUR  Murray,  Utah;  R.  P.  Doherty, NARTB,  Washington. J.  Richard  Eimers,  AP,  Spokane;  T. C.  Ekrem,  KVOD  Denver;  I.  A.  Elliot, KRJF  Miles  City,  Mont.;  Mr.  and  Mrs. J.  P.  Ernst,  KWRL  Riverton,  Wyo.; Frank  Evans,  Standard  Transcription, Hollywood;  Harold  Fellows,  NARTB, 
Washington;  Bob  Fleming,  KFDW Helena,  Mont.;  Henry  and  Ruthe  A. Fletcher,  KSEI  Pocatello,  Ida.;  E.  S. 
Frost,  RCA,  Hollywood;  Florence  M. Gardner,  KTFI  Twin  Falls,  Ida.;  Jean 
Gitz,  KRDO  Colorado  Springs;  Earl Glade,  Jr.,  KDSH  Boise,  Ida.;  William C.  Grove,  KFBC  Cheyenne,  Wyo.; 
Eugene  M.  Holliday,  KSL-TV  Salt  Lake City;  Jack  Hardesty,  NARTB;  Wm.  M. Hardiman,  KSL;  Lee  Hart,  BAB,  New York;  Donald  L.  Hathaway,  KSPR 
Casper,  Wyo.;  Carl  Haverlin,  BMI,  New York;  Con  Hecker,  KVOD  Denver; Arthur  L.  Higbee,  KSUB  Cedar  City, Utah;  Henry  Hilton,  KSL  Salt  Lake City,  Utah;  Rex  Howell,  KFXJ  Grand Junction,  Colorado;  Frederick  Huf- smith,  KSPR  Casper,  Wyo. 
Clo  B.  and  Vir  N.  James,  KVRH Salida,  Colo.;  J.  Carter  Johnson,  KOOK Billings,  Mont.:  George  W.  Johnston, SESAC  Inc.,  New  York;  Doug  Kahle, KPSJ  Pueblo,  Colo.;  Wayne  Kearl, KSL;  Edw.  B.  Kimball,  KSL;  Joseph Kiar,  KSL,  F.  G.  Lieser,  KGVO;  Frank McLatchy,  KSL;  Paul  McAdam,  KPRK Livingston,  Mont.;  Bert  McAllister, KRPL  Moscow,  Ida.:  Duncan  A.  McCall, KOA;  Isabelle  McClung,  KVOR;  J.  H. McGill.  KGHF  Pueblo,  Frank  Mclntvre, KLIX  Twin  Falls.  Ida.;  Al  Marlin,  BMI; 

Marq  Marquardt,  World,  Hollywood;  Al G.  Meyer,  KMYR  Denver;  Elwood Meyer,  KYOU  Greeley,  Colo.;  A.  J. Mosby,  KGVO  Missoula,  Mont.; 
Lee  and  Pat  O'Brien,  KIUP  Durango, Colo.;  R.  Russel  Porter,  U.  of  Denver, Denver,  Colo.;  W.  D.  Pyle,  KVOD;  A. George  Raymond,  KVNU  Logan,  Utah; Robert  K.  Richards,  NARTB;  Wayne Richards,  KSL;  Mr.  and  Mrs.  Joe Rohrer,  KRDO;  James  D.  Russell, KVOR  Colorado  Spring,  Colo.;  Helen M.  Ryan,  KGVO;  Wm.  B.  Ryan,  BAB, New  York;  Russ  Shaffer.  KBOL Boulder,  Colo.;  Ivor  Sharp,  KSL;  Hugh C.  Shelley,  KIDO  Boise,  Ida.;  S.  John 
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and   THEN  you'll  need  our UNIQUE  INSURANCE covering  this  hazard.  It  covers  also Invasion  of  Privacy,  Plagiarism, 
Piracy  and  Copyright.  It  is 
ADEQUATE,  SURPRISINGLY INEXPENSIVE. 

In  use  Nation-wide. GET  IT  IN  TIME! 

EMPLOYERS  REINSURANCE 
CORPORATION 
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NOT  EVEN  the  radio  srare  of  the  nation  could  interfere  with  World  Series 
during  the  14th  NARTB  district  meeting  at  Salt  Lake  City  Oct.  4-6.  Through 
arrangements  with  KDYL-TV  (NBC),  Easton  C.  Woolley,  executive  vice  presi- 

dent, had  a  half-dozen  TV  receivers  in  the  dining  room  each  day.  (The  con- 
vention was  regaled  with  TV  operations  in  the  raw  at  KSL-TV's  sumptuous new  studios  at  open  house  during  the  convention.)  Viewing  the  baseball 

telecast  are  (I  to  r):  Al.  G.  Meyer,  KMYR  Denver;  William  C.  Grove,  KFBC 
Cheyenne,  director  14th  District;  Florence  M.  Gardner,  KTFI  Twin  Falls,  Ida.; 
S.  John  Schile,  vice  president  Rocky  Mountain  Bcstg.  System,  Salt  Lake  City; 

Hugh  Terry,  KLZ  Denver,  NARTB  director-at-large,  medium  stations. 

Schile,  Rocky  Mt.  Broadcasting,  Salt 
1  Lake  City;  Lester  M.  Smith,  Blackburn- Hamilton  Co.,  San  Francisco;  O.  P. 
Soule,  KTFI;  Bill  Stubblefield,  Asso- ciated Program  Serv.,  New  York;  Sol Taishoff.  BROADCASTING  •  TELE- CASTING; Miss  Beth  Talbot,  KSUR Cedar    City;    Don    Tannehill,  KWYO .  Sheridan,  Wyo. Hugh  B.  Terry,  KLZ  Denver;  Abbott ■  Tessman,  KEXO  Grand  Junction;  E. Anson  Thomas,  KFXJ  Grand  Junction; Arthur  Tucker,  KSVC  Richfield,  Utah; Jerry  Tyd,  KPRK  Livingston,  Mont.; W.  B.  Varnum,  RCA  Victor,  Kansas City,  Mo.;  Walter  E.  Wagstaff,  KIDO Boise;    Bill    Warner,    KSVC;  Harry 

;  Waterstone,  KGEM  Boise,  Ida.;  Ralph Wentworth,  BMI,  New  York;  Joe  P. Wilkins,  KFBB  Great  Falls;  O.  J. Wilkinson.  KMUR  Murray,  Utah; 
Easton  C.  Woolley,  KDYL-AM-TV  Salt Lake  City;  LeGrande  Young,  KOVO Provo,  Utah. Walter    B.    Davison    and    John  D. 
>Langlois,  Lang-Worth,  New  York; George  R.  Turpin,  KUTA  Salt  Lake City;  Leonard  Wasden,  KID  Idaho Falls,  Ida.;  Benton  Paschall,  KLIF Dallas,  Tex.;  Frank  Peacock,  KSVC; Ken  Palmer,  General  Manager,  KVER Albuquerque;  Wm.  T.  Kemp,  President, KVER  Albuquerque;  Ray  Hamilton, Blackburn-Hamilton,  San  Francisco; Mrs.  William  C.  Grove,  KFBC;  Clayton S.  Hale,  KEYY  Pocatello,  Ida. 

BRITISH  ELECTION 
CBS  Radio,  MBS  Set  Plans 

TWO-WEEK  series,  You  and  the 
World:  British  Elections — to  be 
carried  by  CBS  Radio  from  Lon- 

don, Oct.  15-19  and  Oct.  22-26,  6:15- 
30  p.m.  EST — will  be  presented  by 
a  team  of  CBS  Radio  correspond- 

ents headed  by  Edward  R.  Murrow. 
Two-week  feature  will  be  pro- 

duced by  CBS  Radio  News  Editor- 
in-Chief  Wells  Church,  who  will 
leave  New  York  for  London  today 
(Monday).  Other  network  corre- 

spondents in  London  for  the  elec- 
tions include  Howard  K.  Smith, 

CBS  Radio  European  news  chief; 
Paul  Niven,  CBS  Radio  London; 
David  Schoenbrun,  Paris  bureau, 
and  Richard  C.  Hottelet  of  CBS 
Radio  Germany. 
MBS  also  announced  on-the-spot 

coverage  of  the  elections  Oct.  25, 
together  with  reports  by  the  net- 

work's London  correspondent,  Nor- man Michie.  Events  preceding  and 
following  the  elections  also  will  be 
incorporated  into  Mutual  Newsreel 
(weekdays,  7:45-55  p.m.)  and  War 
Front — Home  Front  (Oct.  22  and 
29,  9:30-10  p.m.) 
KVOE  Santa  Ana,  Calif.,  Oct.  1  started 
granting  all  national  accounts  a  2% 
cash  discount  on  payments  postmarked 
not  later  than  10th  of  month  following 
billing,  according  to  Deane  S.  Long, 
station  manager. 

S-H  DENIED 
SCOTUS  Upholds  FCC 

SUPREME  COURT  last  week 
denied  Scripps-Howard  Radio  Inc. 
appeal  for  a  writ  of  certiorari  on 
the  question  of  the  FCC's  policy toward  newspaper  applicants. 

As  is  customary,  it  offered  no 
reasons  for  turning  down  the  case. 

Denial  by  the  Supreme  Court  of 
the  Scripps-Howard  appeal  [B  •  T, 
Sept.  10,  Aug.  13],  sustains  the 
lower  court's  ruling  that  the  FCC's 
policy  regarding  newspaper  appli- 

cants is  legal.  Long-standing  pol- 
icy by  the  FCC  is  that  given  a 

choice  between  two  equal  appli- 
cants, one  of  which  is  owned  by  a 

newspaper,  it  will  pick  the  non- 
newspaper  applicant.  This  is  on 
the  theory  that  it  is  necessary  to 
widen  the  ownership  of  news  dis- semination. 

Appeal  of  Transit  Radio  Inc. 
and  others  for  the  high  court  to 
decide  the  question  of  transitcast- 
ing  was  not  referred  to  in  the 
first  order  of  the  Supreme  Court 
in  its  new  session  which  began 
Oct.  1.  Next  "order"  day  is  today 
(Oct.  15). 
STUDIO  and  Recording  Services  Div., 
Capitol  Records  Inc.  retained  by  Rus- 
sel  M.  Seeds  Agency,  Chicago,  to  han- dle recording,  editing  and  pressing  of 
CBS  Radio  Red  Skelton  Show. 

MOGUL  MOVE 
Fast  18-Floor  Jump 

A  FAST  five-hour  move  trans- 
ferred the  Emil  Mogul  Co.,  adver- 

tising agency,  from  the  fourth  floor 
to  the  22d  floor  of  the  Fisk  Bldg. 
in  New  York  Oct.  1.  The  agency 
has  headquartered  in  the  same 
building  since  1941. 

More  space  was  needed  to  ac- commodate additional  personnel 
working  on  new  fall  season  TV 
shows  including  Kate  Smith's 4:30-4:45  p.m.  segment  for  Esquire Boot  Polish  on  WNBT  (TV), 
Actor's  Hotel  on  WJZ-TV  for  Ron- 
zoni  Macaroni  Co.,  Junior  Frolics 
on  WATV  (TV)  and  Time  for  Ad- 

venture on  WNBT  (TV)  for  Na- tional Shoes. 
Since  Mogul  was  sharing  the 

fourth  floor  with  Voice  of  America, 
another  rapidly  expanding  organ- 

ization, there  was  little  hope  of 
getting  additional  space  there. 

When  the  22d  floor  suddenly  be- came available,  the  agency  jumped 
at  the  chance  and  notified  staffers 
on  Friday  that  Monday  morning 
would  be  moving  day  for  the  whole 
office.  On  Monday,  intra-building communications  between  the  two 
floors  helped  the  moving  job  go 
smoothly.  Secretaries  rode  back 
and  forth  on  the  elevators  every 
15  minutes  and  275  packing  cases 
were  switched  from  one  level  to 
the  other. 

Interior  decorators  now  are  look- 
ing forward  to  a  more  leisurely 

job  in  fixing  up  the  place. 

MBS  Sunday  Brochure 
"MISTER  PLUS  shows  what  to 
do.  .  ."  is  title  of  new  two-page 
brochure  issued  last  week  by  MBS. 
With  a  memo  from  Vice  President 
Robert  A.  Schmid  attached,  the 
brochure  offers  facts  and  figures  of 
Sunday  afternoon  program  time 
available  on  the  network. 

KTLA  (TV)  Hollywood  half-hour Dixie  Showboat  expands  to  full  hour. 

LAIRD  RE-NAMED 
At  Wis.  Broadcasters  Meet 

BEN  LAIRD  of  WDUZ  Green  Bay 
was  re-elected  president  of  the Wisconsin  Broadcasters  Assn.  for 
the  second  consecutive  term  at  an 
all-day  meeting  in  Milwaukee  Tues- 

day. Other  officers  who  will  serve 
one  year  terms  are  vice  president, 
Bruce  Wallace,  WTMJ  Milwaukee; 
treasurer,  Verl  Bratton,  WKTY 
LaCrosse;  and  secretary,  Jean  Heal, 
WTCH  Shawano. 

They  are  directors  on  the  board with  these  three  members:  G.  P. 
Richards,  WHBL  Sheboygan;  Jerry 
Sill,  WMIL  Milwaukee  and  Sid 
Bliss,  WCLO  Janesville.  Mr.  Laird 
reported  the  largest  turnout  in  as- sociation history,  with  71  persons 
representing  26  of  34  member  sta- tions. 

Maurice  Mitchell,  vice  president 
and  general  manager  of  Associated 
Program  Service,  was  the  luncheon 
speaker.  The  committee,  which  will 
investigate  with  the  Wisconsin  In- 
terscholastic  Athletic  Assn.  possi- 

bility of  lower  sports  fees  for  re- 
gional, sectional  and  state  high 

school  athletic  tourneys,  includes 
Joe  Mackin,  WNAM  Marinette; 
George  Frechette,  WFHR  Wiscon- sin Rapids;  and  Hugh  Boice, 
WEMP  Milwaukee. 

FREDERIC  W.  ZIV  CO.,  N.  Y.,  radio 
transcription  distributors,  has  an- 

nounced 55  new  sales  for  It's  Football Time,  13-week  series  of  quarter-hour 
sports  programs,  bringing  total  to  259. 

There's  More 

SELL 
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carries  the  weight 

in  the  Oregon  Market 

DAYjor  NIGHT 
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HAM  C-D  TEST 
Prepare  for  'Disasters' RADIO  amateurs  demonstrated 

civil  defense  and  disaster  commu- 
nications plans  in  nationwide  tests 

Oct.  13-14.  The  amateurs  con- 
ducted the  annual  simulated-emer- 
gency exercise  under  sponsorship 

of  the  American  Radio  Relay 
League,  national  amateur  associa- tion. 

Individual  amateurs  stood  by, 
ready  to  man  their  fixed,  portable 
or  mobile  stations  when  alerted  by 
their  local  ARRL  emergency  co- 

ordinators. They  set  up  emergency 
networks  on  the  shortwave  bands 
and  relayed  messages  from  the 
"disaster"  area  to  the  American 
National  Red  Cross  in  Washington. 

WGAR  Sales  Up 
NEW  ACCOUNT  a  day  for  30 
days  is  record  of  WGAR  Cleveland 
sales  department  for  September, 
according  to  John  B.  Garfield,  sales 
manager.  The  accounts  signed  by 
WGAR  last  month  made  it  the  best 
business  month  since  January. 
Anacin,  Pilsner  Brewing,  Brach 
Candy,  General  Electric,  Gulf  Oil, 
Italian  Swiss  Colony  Wine  and 
Trend  were  among  new  accounts. 

The  S.S.  United  States,  equipped 
with  two  permanent  built-in  theatres, 
will  install  complete  RCA  motion  pic- 

ture projection  and  sound  reproduc- 
tion equipment. 

Your  greatest 

sales  asset  is 

advertiser  R 

Your  advertising 

in  Printers'  Ink 

^jjj^your 
acceptance  among 

the  leading ^]]tJ^Tj| 

and  so  helps 

you  sell  more 

advertising  to  them. 

PILES  of  stationery  for  soldiers  rand  sailors  in  Korea  are  displayed  by  WAGE 
Syracuse  personalities  (I  to  r)  Joe  Cummiskey,  Joan  Lorry  and  Dean  Harris. 
Listeners    sent    in    writing    paper    after    WAGE    promotion    requested  by 

Chaplain's  Corps. 

TRAFFIC  SAFETY 
Stations  Help  Reduce  Accidents 
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FIVE  more  stations  have  reported 
their  activities  to  promote  traffic safety. 

City  traffic  policemen  have  been 
delivering  their  own  safety  mes- 

sages since  Oct.  1  over  WKY-TV Oklahoma  City.  Working  with 
Oklahoma  City  Safety  Council,  the 
station  has  filmed  a  series  of  30- 
second  sound-on-film  safety  talks 
by  city  policemen.  These  safety shorts  are  used  at  the  close  of 
WKY-TV's  News  Room  Monday through  Friday. 
WGAR  Cleveland's  morning  disc jockey,  Bill  Mayer,  went  aloft  in 

a  U.  S.  Naval  Reserve  blimp  to  as- 
semble grist  for  his  drive  for  traffic 

safety  and  city  planning  to  relieve 
traffic  congestion.  The  lighter- 
than-air  craft  flew  over  bottleneck 
areas  for  four  hours  while  Mr. 
Mayer  made  visual  and  tape- 
recorded  observations  for  his  morn- 

ing show. 
WBUD  Morrisville,  Pa.,  has 

completed  a  traffic  courtesy  cam- 
paign aimed  at  making  this  past 

summer  Trenton,  N.  J.'s  safest summer. 
Despite  a  10-12%  increase  in 

automobile  registration  in  the 
country,  there  were  during  the  nine 
weeks  of  the  campaign  12  fewer 
persons  injured  and  97  fewer  ac- cidents on  Trenton  streets  than 
during  the  same  period  in  1950,  the 
report  stated. 

Participating  in  the  campaign,  in 
addition  to  WBUD,  was  a  news- 

paper, The  Trentonian,  and  the 
AAA  Automobile  Club  of  Central 
New  Jersey.  The  campaign  ran 
July  5-Sept.  3. A  courteous  driver  was  selected 
weekly  and  awarded  prizes. 
WBUD  aired  16-20  spot  an- 

nouncements daily  and  used  several 
30-minute  special  public  service 
broadcasts__Jp^^'6niote  the 

paign^-"" 

-WCOP  Boston  reported  tremen- 

dous response  to  a  traffic  program, 
No  Holiday  For  Death,  which  was 
aired  Labor  Day  weekend  to  pro- 

mote careful  driving.  With  Gene 
King,  WCOP  program  manager,  as 
narrator,  actual  stories  from  files 
of  Massachusetts  State  Police  con- 

cerning Labor  Day  traffic  tragedies 
of  previous  years  were  dramatized. 
KING  Seattle  presented  a  heavy 

schedule  of  public  service  spots 
urging  safe  driving  over  Labor 
Day  weekend.  Spots  began  a  week 
preceding  the  holiday.  One  set, 
featuring  six  prominent  public 
figures,  was  used  for  station  breaks. 
A  second  set  of  KING  spots 

carried  voices  of  four  traffic  victims 
as  recorded  at  hospital  bedside. 

LABOR'S  participation  in  the  Crusade for  Freedom  was  acknowledged  Wed- 
nesday when  Brig.  Gen.  David  Sar- 

noff,  RCA  board  chairman,  accepted 
fund  pledges  from  George  Barasch, 
president  of  the  Allied  Trades  Coun- 

cil, AFL.  Pledges  represented  entire 
membership  of  the  council's  conven- tion, held  in  New  York. 

NATIONAL   NIELSEN  RATING 

(Total  U.  S.  Area,  Including  Small-Town, 
Farm  and  Urban  Homes — and  including 
Telephone  and  Non-Telephone  Homes) 
REGULAR  WEEK  SEPTEMBER  2-8,  1951 

NIELSEN-RATING* 
Current  Homes 
Rank  Programs  % 

EVENING,  ONCE-A-WEEK  (Average  for All  Programs)  (4.7) 
1  Lux  Radio  Theatre  (CBS)  10.9 
2  Mr.  and  Mrs.  North  (CBS)  8.9 
3  Big   Story   (NBC)  8.7 
4  Mr.  District  Attorney  (ABC)  8.21 5  Bob  Hawk  (CBS)  7.9 
6  Arthur  Godfrey's  Scouts  (CBS)  7.9 7  Life  with  Luigi  (CBS)  7.6 
8  Mr.  Keen  (NBC)  7.0 
9  It  Pays  to  be  Ignorant  (NBC)  6.9 
10  F.B.I,  in  Peace  and  War  (CBS)  6.8 

EVENING,  MULTI-WEEKLY  (Average  for All  Programs)  (2.9) 
1  Beulah  (CBS)  5.3 
2  Lone  Ranger  (ABC)  5.0 
3  One  Man's  Family  (NBC)  4.6 

WEEKDAY  (Average  For  All  Programs)  (3.9) 
1  Ma  Perkins  (CBS)  7.5 
2  Romance  of  Helen  Trent  (CBS)  7.3 
3  Our  Gal,  Sunday  (CBS)  7.2 
4  Big  Sister  (CBS)  6.9 
5  Guiding  Light  (CBS)  6.1 
6  Pepper  Young's  Family  (NBC)  5.9 7  Perry  Mason  (CBS)  5.8 
8  Road  of  Life  (NBC)  5.8 
9  Aunt  Jenny  (CBS)  5.5 
10  Wendy  Warren  and  the  News 
(CBS)  5.2 

DAY,  SUNDAY  (Average  For  All  Pro- grams) (1.8) 
1  True  Detective  Mysteries  (MBS)  5.7 
2  Martin  Kane,  Private  Eye  (NBC)  2.6 
3  Van  Deventer  &  the  News  (MBS)  2.3 

DAY,  SATURDAY  (Average  For  All  Pro- grams) (3.7) 
1  Armstrong    Theatre    of  Today 
(CBS)  6.6 2  Stars  Over  Hollywood  (CBS)  6.1 

3  Alias  Jane  Doe  (CBS)  5.0 
NOTE:  Number  of  homes  is  obtained  by  ap- 

plying the  "NIELSEN-RATING"  (%)  to  41,- 903,000 — the  1951  estimate  of  Total  United States  Radio  Homes. 
(*)  Homes  reached  during  all  or  any  part  of the  program,  except  for  homes  listening  only 
1  to  5  minutes.  For  5-minute  programs. 
Average  Audience  basis  is  used. 

Copyright  1951  by  A.  C.  Nielsen  Co. 

1.: 

RCA  has  announced  xenon-filled,  half wave  rectifier  tube,  designed  to  meet 
military  requirements  for  rectifier 
capable  of  performing  efficiently  un- der extreme  ambient  temperatures. 
The  tube  is  RCA-3B28. 

immediate  revenue  produced 
with  regional  promotion 

campaigns 

23  years  of 
service  to  the 
broadcasting  industry 

experienced  sales 
personnel  will  sell  community 

programs  throughout 
your  coverage  area 

HOWARD  J.  McCOLLISTER  Company 

66  ACACIA  DRIVE 
ATHERTON,  CALIFORNIA DAVENPORT  3-3061 
PAUL  W.  McCOLLISTER,  General  Manaqer 
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SAFETY  POEM 
WSYR  Syracuse  reports  it  has 
been  swamped  with  requests  for 
poem  aired  on  station.  The  poem 
came  in  the  mail  to  WSYR's  Jim 
Deline.  Writer  omitted  name  but  ex- 

pressed hope  her  verse  would  be 
aired.  Station  hopes  that  it  will 
serve  as  guide  for  safety  campaign 
for  drivers  today.  Poem  relates 
mother's  prayers  for  child's  safety on  her  first  day  of  school. 

t!    AIR  SHOW 
WLWD(TV)  Dayton,  For  Spacious 
'Skies,  Sun.,  started  Sept.  30,  in  co- 

operation with  Wright-Patterson 
Air  Field,  Dayton.  Format  of  show 
is  to  acquaint  viewers  with  Air 
Force  and  its  mission.  Premier 
show  featured  Cap.t.  Lynden  E. 
Thompson,  just  returned  from 
Korea,  where  he  set  a  world  rec- ord. He  rescued  224  men  during 
his  114  combat  helicopter  rescue 
missions.  Program  also  featured 
landing  of  helicopter  station's parking  lot.  Future  programs  will 
feature  actual  planes  and  other  in- 

teresting demonstrations  and  ex- hibits in  WLWD  studios. 

PARENT-CHILD  SHOW 
WLCR  Torrington,  Conn.,  You  and 
Your  Child,  three  times  weekly, 
presenting  psychological  problem 
confronting  children.  John  Scher- 
eschewsky  directs  new  series.  Pete 
Stoner  does  the  announcing  on 
show.  Station  reports  that  pro- 

gram, ".  .  .  has  met  with  parent's 
approval  in  Litchfield  County." 

EDITORIAL  AIDS 
WGL  Fort  Wayne,  Ind.,  using  edi- 

torial column  written  by  General 
Manager  Pierre  Boucheron  for  ad- 

vertising in  Fort  Wayne  News- 
Sentinel.  Mr.  Boucheron's  column 
titled  "Now  Hear  This,"  runs every  Saturday  on  radio  page  of 
both  morning  and  evening  editions. 
Piece  deals  with  station  programs 
and  sponsors.  Copies  of  column  are 
sent  to  sponsors  and  agencies  as 
they  appear  in  print. 

INVOICE  TO  TRADE 
WTAG  Worcester,  started  adver-. 
tising  and  promoting  "Worcester 
Shopping  Habit,"  last  month.  Sta- tion has  sent  local  retailers  large 
"WTAG  Invoice"  marked  paid showing  the  part  station  plays  in 
promoting  local  buying.  Letter 
from  Local  Sales  Manager  Rich- 

ard L.  Gravel,  gives  full  details  on 
promotion  plan. 

RCA  INSTITUTES,  INC. 
One  of  the  leading  and oldest  schools  of  Radio Technology  In  America,  offers  its trained  Radio  and  Television  tech- nicians to  the  Broadcasting  In- dustry. Address  inquiries  to Placement  Director RCA  INSTITUTES,  INC. 

programs  m\m 

premiums 

COOKING  SHOW 
COOKING  program  of  Osborne 
Putnam  Stearns,  aired  daily  on 
WMAQ  Chicago,  is  originating  for 
12  days  at  the  station's  temporary radio  center  in  Electric  Cooking  In- 

stitute operated  by  Commonwealth Edison  Co. 

WRITERS  vs.  TALKERS 
BROADCASTERS  and  sportswrit- 
ers  on  Topeka  staged  a  "Radio 
Appreciation  Night"  in  honor  of owner  of  local  baseball  team.  The 
two  inning  contest  was  witnessed 
by  3,000  fans.  The  Writers  edged 
the  Talkers  4  to  2  in  a  tight  ball 
game.  Highlight  of  game  was 
when  WIBW  Announcer,  Dick  Car- 

der stepped  to  plate  as  pinch  hit- ter. Mr.  Carder,  dressed  in  tuxedo, 
was  followed  by  attendants  who 
sprayed  the  catcher  and  umpire 
with  DDT  and  perfume. 

DISPLAYING  the  one  that  didn't  get 
away,  Marget  McGavren,  continuity 
director  at  KBOL  Boulder,  Col.,  holds 
aloft  the  only  catch  of  her  recent  va- 

cation fishing  trip.  Miss  McGavern 
reported  to  Broadcasting  •  Telecast- 

ing that  she  is  prepared  to  swear, 
under  oath,  that  the  trout  is  legal 

size — six  inches. 

KOREA  FILMS 
WTOP-TV  Washington,  The  Crisis 
in  Korea,  Sun.,  1:30  p.m.,  started 
Oct.  7,  showing  combat  films  from 
Korea  in  cooperation  with  Mili- 

tary District  of  Washington.  Pro- 
gram features  first  40  days  of 

fighting.  Special  guest  was  Maj. 
Joseph  K.  Donahue,  who  was  on 
hand  when  fighting  began.  MDW 
personnel  handle  all  production 
and  narration.  Lt.  Carl  Bruton, 
formerly  with  WTVJ(TV)  Miami, 
now  radio-TV  officer  for  MDW,  is 
director.  All  of  films  were  shot  in 
combat  by  photographers  of  all 
branches  of  Armed  Forces. 

DISTANT  INTERVIEW 
WCKY  Cincinnati  received  tape  in- 

terview with  serviceman  serving  in 
Korea.  Newscaster  Bob  Flaherty, 
invited  serviceman's  parents  and relatives  to  attend  his  broadcast 
when  tape  was  used.  Following 
newscast  Mr.  Flaherty  presented 
parents  with  recording  of  tape.  Mr. 
Flaherty  then  made  tape  recordings 
of  boy's  parents  and  relatives  and forwarded  it  to  soldier.  Interview 

featuring  the  local  serviceman  was 
sent  to  station  from  the  Far  East 
Air  Force  Public  Information  Office, Tokyo. 

FOUR  PAPER  ADS 
WSAZ-TV  Huntington,  W.  Va.,  re- 

cently ran  full  page  ads  in  four 
papers  in  Huntington  and  Charles- 

ton— principal  cities  in  its  cover- 
age area.  Each  ad  headed  "See the  top  sport  events!  See  your  TV 

dealer  now!  Buy  your  TV  set  to- 
day!" Piece  has  drawings  of  sport- ing events  and  lists  football  games 

that  will  be  seen  on  the  station 
this  fall.  It  goes  on  to  say,  "Enjoy 
these  great  sports  events  .  .  .  plus 
20  out  of  the  nation's  25  top  TV shows  every  week  .  .  .  and  dozens 
of  other  fine  attractions  over 

WSAZ-TV." 

SHARP  PROMOTION 
KGO  San  Francisco  promotes 
John  Harvey's  Home  Digest  and Home  Institute  programs  with 
unique  folder  to  trade.  Folder,  in 
simulated  novel  form,  is  enclosed 
in  bright  red  book  cover  bearing 
title:  "Renewals  by  John  Harvey" 
and  subtitle:  "Another  Harvey 'best  seller'  from  ABC's  station  for 
Northern  California."  Note  on 
cover  explains:  "Here's  your  per- sonal copy  of  Renewals,  by  John 
Harvey.  If  you  are  interested  in 
sales  success  stories,  I  think  you'll find  good  reading  in  the  following 
positive  proof  of  Harvey's  selling power.  Gordon  Grannis,  promotion 
manager,  KGO."  Content  contains 
pages  of  reproduced  letters  of  re- newal from  sponsors  and  text  out- 

lining Mr.  Harvey's  background and  sales  results. 

P.  O.  TRIBUTE 
A  SPECIAL  half-hour  Annual 
Postal  Service  Award  Program 
honoring  community  services  per- 

formed by  the  Los  Angeles  Post 
Office  will  be  presented  by  Union 
Bank  &  Trust  Co.  of  Los  Angeles 
Wednesday,  Oct.  24.  Singled  out 
for  special  tribute  will  be  two  post 
office  employes  who  have  completed 
40  years  of  'continuous  service, Harold  E.  Benton  and  William  V. 
Spencer.  Jay  Stewart  will  be  mas- ter of  ceremonies;  comedians,  sing- 

ers and  Wilbur  Hatch  orchestra 
will  round  out  the  program.  Wil- 

liam Froug  will  supervise  pro- 
gram; Gordon  T.  Hughes  will  di- rect. Agency  for  Union  Bank  & 

Trust  is  Milton  Weinberg  Adv.,  L.A. 

HELPING  THE  MAILS 
KXYZ  Houston,  Post  Office  Tips, 
15-minutes  ran  weekly  for  three 
weeks,  offering  unique  public  serv- 

ice information  to  listeners.  Pro- 
gram was  conducted  by  Ken  Milli- 

can,  station's  newsman,  who  wrote 
and  narrated  the  shows  in  coopera- 

tion with  Houston's  Postmaster Granville  W.  Elder.  Theme  was 
how  the  patron  of  the  postoffice 
could  help  the  mails  and  himself, 
too.  Station  and  Mr.  Elder  received 
letters  of  congratulation  from  post- masters nationwide. 

Further  ideas  or  samples  of  the 
promotion  items  mentioned  on  this 
page  are  available  by  writing  to 
the  individual  companies. 

I'liH'Ll 

WELLES 

IS  BACK! 

52  thrill-packed  half-hour  stories  of  the  fabulous  rogue  made 
famous  by  Orson  Welles  in  "The  Third  Man."  Send  for  audition. 
LAKG-WORTH  DISTRIBUTING  CORP.  113  West  57th  Street,  New  York 
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CHURCH  RADIO-TV 
Discussed  by  Presbyterians 

RELIGIOUS  broadcasting  will  be 
the  subject  of  speeches  to  be  given 
when  the  Radio  and  Television  De- 

partment of  the  Presbyterian 
Church  in  the  U.  S.  holds  its  third 
annual  dinner  in  New  York 
Wednesday. 

Speakers  and  their  topics  are 
Joseph  H.  McConnell,  NBC  presi- 

dent, "Frontiers  of  Faith — Pro- 
gram on  TV";  Chris  J.  Witting, general  manager  of  the  DuMont 

Network,  "Morning  Chapel — TV 
Program";  Howard  S.  Meighan, CBS  Radio  Division  president, 
"The  Continuing  Importance  of 
Radio";  S.  Franklin  Mack,  execu- tive secretary  of  the  Radio,  Visual 
Education,  and  Mass  Communica- 

tion Committee  of  National  Coun- 
cil of  Churches,  "Christian  Broad- 

casting in  Asia";  and  Ronald Bridges,  executive  director  of 
Broadcasting  and  Film  Commission 
of  the  National  Council.  John 
Sutherland  Bonnell,  speaker  on 
ABC's  National  Vespers  and  pas- 

tor of  the  Fifth  Avenue  Presby- 
terian Church,  will  offer  the  clos- 

ing prayer. 
Guests  at  the  60-place  dinner  will 

include  department  members,  radio 
and  television  representatives,  and 
officers  and  staff  of  the  Broadcast- 

ing and  Film  Commission. 

Time  Buyers,  NOTE! 

NO  TV 
Stations  within 
60  miles  of 

YOUNGSTOWN,  0. 

Ohio's  3rd 
Largest  Trade  Area Buy 

WFMJ 
The  Only  ABC 
Station  Serving 
This  Market 

5000 
WATTS 

All  programs  duplicated  on 
WFMJ-FM 

50,000  Watts  on  105.1  Meg. 
CALL 

Headley-Reed  Co., 
National  Representatives 

fCC  actions 

OCTOBER  5  THROUGH  OCTOBER  11 
CP-construction  permit  ant.-antenna  cond.-conditional 
DA-directional  antenna  D-day  LS-local  sunset 
ERP-effective  radiated  power  N-night  mod. -modification STL-stndio-transmitter  link  aur.-aural  trans.-transmitter 
synch,  amp.-synehronous  amplifier     vis.-visual  unl. -unlimited  hours 

STA -special  temporary  authorization        CG-conditional  grant 
Grants  authorizing  new  stations,  changes  in  facilities,  and  transfers 

appear  at  the  end  of  this  department,  accompanied  by  a  roundup  of  new 
station  and  transfer  applications. 

October  5  Decisions  .  .  . 
BY  THE  COMMISSION  EN  BANC 

Silence  Denied 
WKMA  Quitman,  Ga. — In  response  to request  for  authority  to  remain  silent for  an  indefinite  period  not  to  exceed 

90  days,  FCC  advised  applicant:  "As you  are  aware,  as  a  result  of  your  fail- ure to  file  suitable  application  for  re- newal of  license  for  WKMA,  the  license for  that  station  expired  on  July  31, 1951.  In  view  of  the  expiration  of  your license,  you  have  no  legal  authorization under  which  operation  of  WKMA  could be  resumed.  Therefore,  the  Commis- sion can  give  no  consideration  to  au- 
thorizing the  station  to  remain  silent." Renewals  Granted 

Following  stations  were  granted  re- newal of  licenses  for  regular  period: KOLS  Pryor,  Okla.;  KXRX  San  Jose, Calif.;  WDWD  Dawson,  Ga.;  WEEB Southern  Pines,  N.  C;  WMOC  Coving- ton, Ga.;  WPLH  Huntington,  W.  Va.; WGOV-FM  Valdosta,  Ga. 

October  8  Applications  .  .  . 
ACCEPTED  FOR  FILING 

Modification  of  CP 
WJFR  Caguas,  P.  R.— Mod.  CP  new AM  station  for  extension  of  completion date. 
WABA  Aguadilla,  P.  R.— Mod.  CP new  AM  station  for  extension  of  com- pletion date. WRGA-FM  Rome,  Ga. — Mod.  CP  new FM  station  for  extension  of  completion date. 
KRMD-FM  Shreveport,  La.— Mod.  CP new  FM  station  for  extension  date. 
KITE-FM  San  Antonio,  Tex.— Mod, CP  new  FM  station  for  extension date. 
KISS  (FM)  San  Antonio,  Tex.— Mod. CP  new  FM  station  for  extension  of completion  date. 

License  for  CP 
WMBI-FM  Chicago,  111.— License  for CP  authorizing  changes  in  FM  station. 
KONO-FM  San  Antonio,  Tex.— Li- cense for  CP,  as  mod.,  new  FM  station. KLON    (FM)    Long    Beach,  Calif  License  for  CP  authorizing  changes  in non-commercial  FM  station. 

License  Renewal  « 
Following  stations  request  license renewal:  WTRC-FM  Elkhart,  Ind.; KAYL-FM  Storm  Lake,  Iowa;  WRAL- FM  Raleigh,  N.  C;  WFIN-FM  Findlay, Ohio;  WKST-FM  New  Castle  Pa.; WPPA-FM  Pottsville,  Pa.;  WBAP-FM Fort  Worth,  Tex.;  KFMB-TV  San Diego,  Calif. 

October  9  Decisions  .  .  . 
BY  THE  SECRETARY 

Following  were  granted  mod.  CP'; for  extension  of  completion  dates  as 

Costello  Returns 
AFTER  a  six-month  leave  of  ab- 

sence, Bill  Costello,  former  CBS 
Radio  correspondent  stationed  in 
the  Tokyo-Korea  area,  has  returned to  the  network  from  a  lecture  tour 
of  the  United  States.  He  will  be  at- 

tached to  the  radio  news  staff  of 
WTOP  Washington. 

shown:  WRGA-FM  Rome,  Ga.  to  1-15- 52;  KITE-FM  San  Antonio,  Tex.  to  2-1- 52;  WATV  Newark,  N.  J.  to  4-9-52; KWHK  Hutchinson,  Kans.  to  5-28-52; cond.;  WIBL  Medford,  Mass.  to  4-7-52; KUGN-FM  Eugene,  Ore.,  to  4-18-52; KSDS  San  Diego,  Calif,  to  12-1-51; KLIX  Twin  Falls,  Idaho  to  11-15-51; cond.;  WFNC  Fayetteville,  N.  C.  to 1-6-52;  cond.;  KCOR  San  Antonio,  Tex. to  11-1-51;  cond.;  WBOW-FM  Terre 
Haute,  Ind.  to  4-9-52. WSKY  Asheville,  N.  C— Granted  mod. CP  to  change  ant,  system;  cond. 
KPAM  Portland,  Oreg. — Granted  li- cense for  AM  station;  1410  kc  1  kw. 
WCAR  Pontiac,  Mich.— Granted  CP to  replace  expired  CP  for  new  vert.  ant. and  to  mount  FM  ant.  on  top  of  AM tower. 
WOKO  Albany,  N.  Y.— Granted  CP  to install  old  WOKO  trans,  at  present  loca- tion on  main  trans,  to  be  operated  on 1460  kc  with  1  kw  for  aux.  purposes only;  cond. 
KBIG  Santa  Catalina  Island,  Calif. — Granted  mod.  CP  to  change  name  to John  H.  Poole  tr/as  John  Poole  Bcstg. 

Co.;  cond. WNBK  Cleveland,  Ohio— Granted  li- cense for  TV  station. 
KSL-TV  Salt  Lake  City,  Utah- Granted  license  for  TV  station;  ERP  vis. 18.6  kw,  aur.  9.32  kw  in  lieu  of  vis. 18.4  kw,  aur.  9.2  kw;  ant.  height  minus 416  ft.  in  lieu  of  minus  436  ft.;  overall height  above  ground:  218  ft.  6  in.  in  lieu of  240  ft. 
WRVC  Norfolk,  Va.— Granted  li- cense for  FM  station;  Ch.  273  (102.5 

mc)  8.7  kw,  ant.  95  ft. 
WFHG  Bristol,  Va.— Granted  license covering  change  in  facilities,  trans, location  and  installation  of  new  trans, 

and  DA-N;  980  kc  1  kw  unl.  DA-N; cond. 
WRIC  Richlands,  Va.  —  Granted  li- cense for  AM  station;  1050  kc  1  kw  D. 
KWCB  Searcy,  Ark.— Granted  li- cense for  AM  station;  1300  kc  1  kw  D. 
KLIF  Oak  Cliff,  Tex.— Granted  li- cense to  use  old  main  trans,  at  present location  of  main  trans,  on  1190  kc  1  kw, for  aux.  purposes  only. 
WLCK  Campbellsville,  Ky.— Granted CP  to  change  ant.  system. 
KSWB  Yuma,  Ariz. — Granted  mod. CP  for  approval  of  ant.,  trans,  and  main studio  location. 

October  9  Applications  .  .  . 
ACCEPTED  FOR  FILING 

Modification  of  CP 
KSOO  Sioux  Falls,  S.  D.— Mod.  CP, as  mod.,  for  extension  of  completion date. 
KUTE  (FM)  Glendale,  Calif.— Mod. CP  new  FM  station  for  extension  of completion  date. 
WNBC-FM  New  York,  N.  Y.— Mod. CP  to  change  trans,  power  and  ant. 

type. License  for  CP 
WPAZ  Pottsdown    Pa. — License  for CP,  as  mod.,  new  AM  station. 

TV  Name  Change 
Southwestern  Publishing  Co.,  Little Rock,  Ark. — Amend  application  new TV  station  to  change  name  from Southwestern  Publishing  Co.  to  Donald W.  Reynolds. TV— Ch;  13 
Ashtabula,  Ohio — Application  for  new TV  station  by  WICA  Inc.  amended  to change  from  ch.  8  to  ch.  13,  change ERP  from  2.16  kw  vis.  to  6.88  kw  vis., 1.08  kw  aur.  to  3.44  kw  aur.,  etc. 

October  10  Decisions  .  .  . 
BY  THE  COMMISSION 

Extension  Granted 
WLPM-FM  Suffolk,  Va.— Granted  ex- tension of  completion  date  new  FM station  to  Dec.  28;  requested  station  on or  before  that  date  to  file  application for  mod.  CP  or  advise  that  construction 

according  to  permit  has  been  com- 

pleted. Request  Denied KQV-FM  Pittsburgh,  Pa. — Denied  re- quest for  waiver  of  rules  regarding minimum  hours  of  operation  for  FM stations  to  permit  KQV-FM  to  operate from  5  p.m.  to  12:30  a.m.  daily.  (Rules require  FM  stations  to  operate  six hours  daily — three  before  and  three after  6  p.m.) 
FM  Plan  Amended 

Commission  proposed  to  amend  Re- vised Tentative  Allocation  Plan  for 
Class  B  FM  broadcast  stations  to  trans- fer Ch.  225  from  Tuscola  and  Harris- burg,  111.,  to  Olney,  111.;  transfer  Ch. 234  from  Indianapolis,  Ind.  to  Tuscola, 111.;  and  transfer  Ch.  236  from  St.  Louis, Mo.  to  Harrisburg,  111. 

Antenna  Changes 
WKJG  Fort  Wayne,  Ind.— Granted mod.  CP  to  make  changes  in  daytime DA  pattern  and  employ  present  FM supporting  tower  as  part  of  DA  system for  D  operation;  cond. WHK  Cleveland,  Ohio— Granted  CP to  change  DA  system  and  utilize  new 

FM  ant.  supporting  tower  for  D,  non- DA  operation;  cond. Petition  Denied 
Radio  Sumter,  Sumter,  S.  C.  and 

WSOC  Charlotte,  N.  C— Denied  peti- tion requesting  reconsideration  and grant  without  hearing  of  applications (Radio  Sumter  for  new  station  1240  kc 250  w  unl.,  and  WSOC  to  install  new vertical  ant.),  and  ordered  hearing  held in  Washington  Nov.  26. Renewals  Granted 
Following  stations  were  granted  re- newal of  licenses: 
KCRA  Sacramento,  Calif.;  KDYL Salt  Lake  City;  KELO  Sioux  Falls, S.  D.;  KFKA  Greeley,  Col.;  KFSB Joplin,  Mo.;  KPOJ  Portland,  Ore.; KPOW  Powell,  Wyo.;  KRIS  Corpus Christi;  KTYL  Mesa,  Ariz.;  KUOA, 

Siloam  Springs,  Ark.;  KWSH  Seminole, Okla.;  KWWL  Waterloo,  Iowa;  KXYZ Touston,  Tex,  WANS  Anderson,  S.  C; WAS  A  Havre  de  Grace.  Md.;  WATR Waterbury,  Conn.;  WBAY  Green  Bay, Wis.;  WBBC  Flint,  Mich.;  WCRB Waltham,  Mass.;  WDKD  Kingstree, S.  C;  WDOD  Chattanooga;  WDRC Hartford,  Conn.;  WFYC  Alma,  Mich.; WGSV  Guntersville,  Ala.;  WGVM Greenville,  Miss.;  WHKY  Hickory,  N. C;  WHOK  Lancaster,  Ohio;  WHVR Hanover,  Pa.;  WIBA  Madison.  Wis.; WIBB  Macon,  Ga.;  WIRK  West  Palm 
Beach,  Fla.;  WIRL  Peoria,  111.;  WJAY Mullins,  S.  C;  WJDA  Quincy,  Mass.; 
WJDX  Jackson,  Miss.;  WJPS  Evans- ville/Ind.;  WKNE  Keene,  N.  H.;  WKOP 
Binghamton,  N.  Y.;  WLBK  Dekalb,  111.; WLBR  Lebanon,  Pa.;  WNAE  Warren, Pa.;  WNAM  Neenah,  Wis.;  WNGO Mayfield,  Ky.;  WTND  Orangeburg, S.  C;  WTOC  Savannah,  Ga.;  WTRF Bellaire,  Ohio;  WVET  Rochester,  N.  Y.; WVMC  Mt.  Carmel,  111.;  KVRS  Rock Springs,  Wyo.;  WEBC  Duluth,  Minn.; WERC  Erie,  Pa.;  WFBC  Greenville, S.  C;  KFTM  Fort  Morgan,  Col.;  KGBX Springfield,  Mo.;  KGHF  Pueblo,  Colo.; KID  Idaho  Falls;  KMOD  Modesto, (Continued  on  page  97) 

NEWS 

from  Binghamton,  N.  Y. 

CALL  RADIO  REPRESENTATIVES,  INC. 
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KVOO 

"RAISES  ITS  VOICE" 

WITH  THREE 

BLAW-KNOX  TYPE 

SGN  TOWERS 

By  replacing  old  antenna  systems  with 
these  450  ft.  guyed  structures,  KVOO, 
Tulsa,  has  increased  its  audience  tre- 

mendously. The  selection  of  Blaw-Knox 
towers  by  KVOO  engineers  was  prompted 
by  soundness  of  design— both  electrical 
and  structural  —  and  their  all-weather 
protection  of  hot-dipped  galvanizing 
throughout.  If  you,  too,  want  this  long- 
term  efficiency  at  no  added  cost,  just  get 
in  touch  with 

BLAW-KNOX  DIVISION 
OF   BLAW-KNOX  COMPANY 
2038  Farmers  Bank  Building 

Pittsburgh,  Penna. 

BLAW-KNOX^TOWERS 
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/   k 
Cassell  Commission  Co.  congratulations  are  extended  by  Mr.  Hurley  to 
WBAL  for  its  selling  job  with  Kitchen  Karnival.    Left  to  right:  Mr. 

Mason,  Mr.  Redding,  Mr.  Hurley  and  Mr.  Gunts 
'*    *  * 

KUDOS  TO  KITCHEN  KARNIVAL 
WBAL  Show  Marks  Up  Sales  Record  for  Gorton's  Cakes 

BEHIND  the  current  Gorton-Pew 
Fisheries  Co.  13-week  contract  on 
WBAL  Baltimore's  Kitchen  Kar- 

nival, outstanding  midday  broad- 
cast, lies  a  solid  success  story. 

Cassell  Commission  Co.,  Balti- 
more brokers  for  the  Gorton-Pew 

Fisheries,  reports  its  organization 
led  all  food  brokers  in  the  country 
with  the  "largest  percentage  of increase  over  a  similar  period  1949- 
1950  in  the  sale  of  Gorton's  Ready- to-Fry    Cod    Fish    Cakes  from 

FIRST  CHOICE/ 
OF  ENGINEERS! 

Only  Magnecorder  offers  all  the  flex- ibility, high  fidelity  and  features  you 
require— at  a  price  you  want  to  pay! 

FITS  EVERY  PURPOSE  -  EVERY  PURSE! 
PORTABLE  —  LIGHTWEIGHT 

November  until  April  of  this  year." 
Gorton's  first  advertised  on 

Kitchen  Karnival  on  a  13-week 
basis  starting  Jan.  18  of  this  year. 

Results  were  so  successful  that 
another  contract  was  signed  for 
Sept.  20  through  Dec.  13. 

Kitchen  Karnival  is  an  audience 
participation  program,  geared  to 
merchandise  and  sell  grocery  prod- 

ucts. Program  is  carried  five  days 
a  week  from  12:30  to  1  p.m.,  Mon- 

day through  Friday.  Format  for 
the  show  is  relatively  simple. 

The  cast  includes  Brent  Gunts, 
m.c. ;  Joe  Croghan,  announcer;  and 
Earl  Reaves,  who  plays  the  part 
of  KayKay,  the  clown.  Audience 
questions,  generally  dealing  with 
food,  are  the  basis  for  the  script. 

The  program  is  staged  live  on 
Mondays  with  a  luncheon  at  the 
Park  Plaza  Hotel.  Following  the 
live  broadcast,  another  broadcast, 
to  be  presented  Friday  of  the  same 
week,  is  transcribed  on  tape.  Pro- 

grams for  the  other  days  of  the 
week  are  transcribed  on  tape  at 
various  churches,  women's  clubs and  civic  organizations. 

Donations  to  Charity 
The  women's  clubs  attending  the Park  Plaza  luncheon  broadcast  are 

charged  $1  per  person  of  which 
half  is  returned  to  the  clubs  to 
donate  to  whatever  charity  they 
select.  The  other  half  of  each  dol- 

lar is  turned  over  to  the  hotel  for 
the  luncheon  service.  At  the  church 
and  club  transcribed  broadcasts 
tickets  are  furnished  by  WBAL 
and  sold  by  women's  organizations for  whatever  amount  they  choose. 
Those  proceeds  also  are  turned  over 
to  charity. 

In  the  10  months  WBAL's  Kitch- 
en Karnival  has  been  on  the  air, 

it  has  raised  nearly  $10,000  for 
Baltimore  charities. 
High-powered  merchandising  is  a 

major  part  of  Kitchen  Karnival 
sponsor  success.  Bill  Mason, 
WBAL  merchandising  manager, 
who  has  wide  experience  in  the 

grocery  field,  follows  this  proce- dure : 
On  an  account  such  as  Gorton's he — (1)  Arranges  a  display  of  the 

sponsor's  product  at  the  luncheon and  club  broadcasts;  (2)  calls  on 
chain  stores,  super  markets  and 
independent  retail  outlets  in  the 
vicinity  whetfs  the  broadcast  is  to 
be  transcribed;  (3)  gets  store  dis- 

plays; (4)  improves  counter  and 
shelf  positions;  (5)  arranges  tie- in  advertising;  (6)  keeps  busy  on 
the  job  of  selling  more  goods  and 
gaining  distribution  for  the  prod- uct. 

For  further  promotion,  WBAL 
carries  not  only  full-page  news- 

paper advertisements  promoting 
the  program,  but  in  addition,  indi- vidual product  ads  are  run  in  local 
trade  newspaper  and  magazine 
publications. To  further  promote  Kitchen 
Karnival,  sponsors  are  invited  to 
talk  about,  show  and  demonstrate 
their  product  on  Shopper's  Note- book, a  15-minute  morning  tele- vision show. 
This  ambitious  advertising — 

merchandising  combination,  with 
well-tested  ingredients  that  prove 
themselves  in  adding  sales — results 
in  success  stories  such  as  this — 
embraced  in  the  following  letters 
to  WBAL  from  the  Cassell  Com- 

mission Co.: 

RADIO  STATION  WBAL: 
You  have  recently  completed  a 

contract  with  Gorton-Pew  Fisheries 
Co.  of  Gloucester,  Mass.,  in  which 
two  of  their  products  were  featured on  Kitchen  Karnival. 
We  wish  to  take  this  opportunity 

to  thank  you  for  a  wonderful  job 
well  done  by  your  radio  station. 

It  has  just  come  to  our  attention 
that  our  organization  came  out  on 
top  of  all  the  food  brokers  in  the 
country,  with  the  largest  percentage 
of  increase  over  a  similar  period  in 
1949-50  in  the  sale  of  Gorton's  Ready- to-Fry  Codfish  Cakes  from  November until  April  of  this  year. 

In  our  opinion,  a  good  deal  of  credit 
for  this  increase  in  business  goes 
to  Brent  Gunts,  Joe  Croghan,  Don 
Redding,  and  John  Coppers  for  their 
splendid  cooperation  in  acquainting 
your  listening  and  participating 
audience  with  Gorton's  quality  pro- ducts. 

Incidentally,  this  same  program 
was  instrumental  in  establishing  a 
new  item  Gorton's  Salt  Codfish,  Al- ready Cooked.  Our  retail  staff  ad- 

vises, that  grocers  are  having  re- 
quests for  this  new  item  due  to Kitchen  Karnival. 
CASSELL  COMMISSION  CO. Arthur  G.  Hurley 

RADIO  STATION  WBAL: 
.  .  .  We  sincerely  believe  Kitchen 

Karnival  is  the  biggest  $  $  $  $  worth 
of  advertising  anyone  can  buy  today, 
and  you  may  refer  to  us  at  any  time 
as  one  of  your  satisfied  customers. 

Gorton's  of  Gloucester  agree  with us  .  .  . 
CASSELL  COMMISSION  CO. Arthur  G.  Hurly 

COPYRIGHT  LAW 
ABA  Course  Begins 

COPYRIGHT  INSTITUTE,  course 
of  seven  lectures  on  copyright  law, 
will  begin  tonight  (Monday)  at  the 
U.  S.  Federal  Court  House  in  New 
York,  Theodore  R.  Kupferman, 
member  of  the  NBC  legal  depart- 

ment and  chairman  of  the  Copy- 
right Committee  of  the  Federal 

Bar  Assn.  of  New  York,  New  Jer- 
sey and  Connecticut,  announced 

last  week. 
Course  agenda  includes: 
Oct.  15 — Samuel  W.  Tannenbaum, Johnson  &  Tannenbaum,  counsel  and 

consultant  in  copyright  and  unfair  com- petition to  broadcasters,  motion  picture companies  and  advertising  agencies, 
speaking  on  "Practical  Problems  in Copyright."  Oct.  22— John  Schulman, Hays,  St.  John,  Abramson  &  Schulman, chairman  of  the  copyright  committee of  the  American  Bar  Assn.,  speaking 
on  "The  Rights  of  Authors."  Oct.  29— Joseph  F.  McDonald,  ABC  vice  presi- dent and  general  counsel,  chairman  of the  Copyright  Committee  of  the  Bar Assn.  of  the  City  of  New  York,  speak- 

ing on  "The  Law  of  Broadcasting." Nov.  19 — Herman  Finkelstein,  general 
attorney  of  ASCAP,  speaking  on  "Pub- lic Performance  Rights  in  Music  and 
Performance  Rights  Societies."  Nov. 26 — Robert  J.  Burton,  vice  president 
and  counsel  to  BMI,  speaking  on  "Busi- ness Practices  in  the  Copyright  Field." Dec.  3— Arthur  E.  Farmer,  Stern  & Reubens,  chairman  of  UNESCO  copy- 

right committee  of  the  ABA  and  at- torney for  American  Book  Publishers 
Council,  speaking  on  "The  Perils  of (Publisher)  Pauline  or  the  Peculiar Problems  of  Book  Publishers,  Featur- 

ing Copyright,  Obscenity,  Defamation 
and  Right  of  Privacy."  Dec.  10— Joseph  D.  Karp,  member  of  legal  de- partment of  Warner  Bros.  Pictures, 
speaking   on   "Copyright  Litigation." Sydney  M.  Kaye,  Rosenman, 
Goldmark,  Colin  &  Kaye,  BMI  vice 
president,  general  counsel  and  vice chairman  of  the  board,  will  lead  a 
forum  discussion  following  each 
lecture. 

OIIT-OF-HOME  LISTENING 
Surveyed  by  WHDH 

WHDH  Boston  survey  on  out-of- 
home  listening  comes  up  with  per- tinent data  on  Boston  area  radio 
family  habits.  Survey  finds  95.7% 
of  6,263  families  answering  ques- tionnaires listen  to  radio  while 
away  from  their  homes.  Station 
claims  that  computation  shows  57% 
of  these  families  "listening  most" to  WHDH. 

Of  those  questioned,  WHDH  says 
21.7%  reported  ownership  of  a 
portable  radio;  57.5%  have  automo- bile radios,  53.7%  have  TV  sets. 

SERVICE  DIRECTORY 

Custom-Built  Equipment 
U.  S.  RECORDING  CO. 

1121   Vermont  Ave.,  Wash.  5,  D.  C 
STerling  3626 

COMMERCIAL  RADIO 
MONITORING  COMPANY 
PRECISION   FREQUENCY  MEASUREMENTS 
"A  reliable  service  for  over  It  yean" For  immediate  eerviee  phone JACKSON  5302 

P.  O.  Box  7037        Kansas  City,  Me. 
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CONSULTING  RADIO  &  TELEVISION  ENGINEERS 

JANSKY  &  BAILEY 
Executive  Offices 

National  Press  Building 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  ADams  2414 

Member  AFCCE* 

Commercial  Radio  Equip.  Co. 
v    Everett  L.  Dillard,  Gen.  Mgr. 
I  INTERNATIONAL  BLDG.         Dl.  1319 

WASHINGTON,  D.  C. 
j  P.  O.  BOX  7037         JACKSON  5302 

KANSAS  CITY,  MO. 

Craven,  Lohnes  &  Culver 
MUNSEY  BUILDING  DISTRICT  8215 

WASHINGTON  4,  D.  C. 
Member  AFCCE* 

E.  C.  PAGE 
CONSULTING  RADIO 

ENGINEERS 
BOND  BLDG.  EXECUTIVE  5670 

WASHINGTON  5,  D.  C. 
Member  AFCCE* 

WILLIAM  L.  FOSS,  Inc. 
Formerly  Colton  &  Foss,  Inc. 

927  15th  St.,  N.  W.    REpublic  3883 
WASHINGTON,  D.  C. 

LYNNE  C.  SMEBY 
"Registered  Professional  Engineer" 

1311  G  St.,  N.  W  EX.  8073 
Washington  5,  D.  C. 

Member  AFCCE* 

FCC  ACTIONS 
(Continued  from  page  9U) 

-alif.;  KRGV  Weslaco,  Texas;  KTKR Taft,  Calif.;  KVSF  Santa  Fe;  KWHI Brenham,  Tex.;  WFIN  Findlay.  Ohio; 
WGAD  Gadsden,  Ala.;  WGBF  Evans- ville.  Ind.;  WGFG  Kalamazoo;  WLIZ Bridgeport;  WOOD  Grand  Rapids; WORC  Worcester,  Mass.;  WORK  York, 
Pa.;  WOSC  Fulton,  N.  Y.;  WSAI  Cin- cinnati; WSAT  Salisbury,  N.  C;  WWCA Sary.  Ind.;  WYVE  Wytheville,  Va.; WILE  Cambridge,  Ohio. 

STA  for  'Telemeter' Paramount  Television  Productions, 
Inc.— Granted  special  temporary  au- :hority  to  test  subscriber  television 
;ystem  called  "Telemeter"  over  facili- :ies  of  TV  station  KTLA  Los  Angeles aetween  midnight  and  9  a.m.,  for  90 
Jays.     There  will  be  no  public  par- 

JAMES  C.  McNARY 
Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 
Telephone  District  1205 

Member  AFCCE* 

A.  D.  RING  &  CO. 
26  Years'  Experience  in  Radio Engineering 

MUNSEY  BLDG.  REPUBLIC  2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE  * 

Mcintosh  &  Inglis 
710  14th  St.,  N.W.— Metropolitan  4477 

WASHINGTON,  D.  C. 

Member  AFCCE* 

MILLARD  M.  GARRISON 
1519  Connecticut  Avenue 
WASHINGTON   6,   D.  C. 

MICHIGAN  2261 
Member  AFCCE* 

JOHN  CREUTZ 
319  BOND  BLDG.      REPUBLIC  2151 

WASHINGTON,  D.  C. 

Member  AFCCE* 

GEORGE  P.  ADAIR 
Consulting  Radio  Engineers Quarter  Century  Professional  Experience Radio-Television- Electron  ics-Communicaf  ions 1833  M  St.,  N.  W.,  Wash.  6,  D.  C. Executive  1230— Executive  6851 (Nights-holidays,  Lockwood  5-1819) 

Member  AFCCE* 

ticipation.  Only  six  receivers  will  be used. 
STA  Granted 

WABD    (TV)    New    York,    N.    Y. — Granted  special  temporary  authority for  period  ending  March  31,  1952,  to operate  TV  station  with  vis.  and  aur. trans,  output  powers  of  5  kw  and  2.5 kw,  respectively,  subject  to  final  action by  Commission  in  TV  proceedings  in Docket  8736  et  al.;  and  on  condition that  WABD  (TV)  and  WTTG  (TV) 
(DuMont's  Washington,  D.  C.  station) continue  with  their  off-set  carrier  oper- ations so  as  to  reduce  interference between  the  two  stations. 
WNHC-TV  New  Haven,  Conn.— By 

order,  granted  special  temporary  au- thority for  period  ending  Feb.  1,  1952, to  operate  TV  station  with  vis.  and aur.  trans,  output  powers  of  5  kw  and 2.5  kw,  respectively,  subject  to  final 
action  by  Commission  in  TV  proceed- ings. 

ACTIONS  ON  MOTIONS 
By  Comr.  George  E.  Sterling 

WGBA  Columbus,  Ga.— Granted  peti- tion to  dismiss  without  prejudice  ap- lication. 
Partmar  Corp.;  Paramount  Holly- 

wood Theatre  Corp.,  Los  Angeles;  Ca- bart  Theatres  Corp.,  Long  Beach, 
Calif.;   St.  Louis  Amusement  Co.,  St. 

A  43-year  background — Established  1926 — 
PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
MOntclair  3-3000 

Laboratories  Great  Notch,  N.  J. 

There  is  no  substitute  for  experience 
GLENN  D.  GILLETT 

AND  ASSOCIATES 
982  NATL.  PRESS  BLDG.      NA.  3373 

WASHINGTON,  D.  C. 
Member  AFCCE* 

RUSSELL P.  MAY 
1422  F  St.,  N.  W. Kellogg  Bldg. 
Washington,  D.  C. REpublic  3984 Member 

AFCCE * 
KEAR  &  KENNEDY 

1302  18TH  ST.,  N.  W.     HUDSON  9000 
WASHINGTON   6,   D.  C. 

Member  AFCCE* 

GUY  C.  HUTCHESON 
P.  O.  Box  32  AR  4-8721 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 
AM-TV   BROADCAST  ALLOCATION, 

FCC   &   FIELD  ENGINEERING 
1   Riverside  Road  —  Riverside  7-2153 Riverside,  III. 

(A  Chicago  suburb) 

Louis,  Mo.,  and  Eden  Theatre  Co.,  St. 
Louis,  Mo. — Denied  petition  to  inter- 

vene in  proceeding  re  applications  of Paramount  Pictures  Inc.,  et  al  and 
American  Bcstg.  Co.  et  al. 
Paramount  Pictures,  Inc.;  Paramount 

Pictures  Corp.;  Paramount  Television 
Productions  Inc.;  and  Paramount  Com- 

munications, Inc. — Granted  petition  to 
accept  late  appearance  in  proceeding. 
Covington  Bcstg.  Co.  Inc.  and  The 

Opp    Bcstg.    Co.    Inc.,    Opp,    Ala. — Granted  petition  by  Covington  for  dis- missal of  application  and  on  own  mo- tion, FCC  removed  from  hearing  docket 
application  of  Opp  Bcstg.  Co.  Inc. 
Eastern  Radio  Corp.,  Reading,  Pa.— Granted  petition  for  extension  of  time to  Oct.  22  in  which  to  file  reply  to 

petition  of  Hawley  Bcstg,  Co.  in  op- 
position to  Eastern's  application  for experimental  TV  operation. 

WFEC  Miami,  Fla.— Granted  petition to  amend  application  to  include  revised 
program  schedules  and  program  per- centages. Also  granted  petition  of  Sept. 
27  for  authority  to  take  depositions  in re  said  application. 

GEORGE  C.  DAVIS 

501-514  Munsey  Bldg.— STerling  0111 
Washington  4,  D.  C. 

Member  AFCCE* 

GAUTNEY  &  RAY 
CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg. 
Washington  4,  D.  C. 

National  7757 

WELDON  &  CARR 
WASHINGTON,  D.  C. 
1605  Connecticut  Ave. 

Dallas,  Texas  Seattle,  Wash. 4212  S.  Buckner  Blvd.    4742  W.  Ruffner 

Member  AFCCE* 

A.  EARL  CULLUM,  JR. 
CONSULTING   RADIO  ENGINEERS 

HIGHLAND  PARK  VILLAGE 
DALLAS  5,  TEXAS 

JUSTIN  6103 

ROBERT  M.  SILLIMAN 
1011  New  Hampshire  Ave.,  N.  W. 

Republic  6646 Washington  7,  D.  C. 

ADLER 
COMMUNICATIONS 

LABORATORIES 
Broadcast,  Communication and  Television  Systems One  LeFevre  Lane,  New  Rochelle,  N.  Y, 

New  Rochelle  6-1620 

By  Hearing  Eaxminer  Fanney  N.  Litvin 
Lakewood  Bcstg.  Co.,  Dallas,  Tex.— 

Granted   petition   for   continuance  of 
hearing  from   Oct.   8  to   Oct.   14,  in 
Washington. 
By  Hearing  Examiner  Elizabeth  C. Smith 

WJKO  Springfield,  Mass.— Granted petition  to  amend  application  in  order 
to  show  change  in  MEOV  values  to- ward WWRL  Woodside,  L.  I.,  thus  de- 

creasing possibility  of  interference  to 
WWRL. 
By  Hearing  Examiner  Leo  Resnick Western  Bcstg.  Assoc.,  Modesto,  Calif. 

—Granted  petition  for  continuance  of 
further  hearing  from  Oct.  9  to  Dec.  11 
in  Washington,  re  its  application  and that  of  West  Side  Radio,  Tracy,  Calif. 
October  10  Applications  .  .  . AM— 1380  kc 
WBEL  Beloit,  Wis.— CP  to  increase power  from   1  kw   to   5  kw,  change 

trans,  location,  install  DA-D  etc. (Continued  on  page  103) 
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CLASSIFIED  ADVERTISEMENTS 
Payable  in  advance.    Checks  and  money  orders  only. 

Situations  Wanted,  10<J  per  word — $1.00  minimum  •  Help  Wanted,  204  per  word — $2.00  minimum 
All  other  classifications  25^  per  word — $4.00  minimum  •  Display  ads.  $12.00  per  inch 

No  charge  for  blind  box  number.    Send  box  replies  to 
Broadcasting,  870  National  Press  Bldg.,  Washington  4,  D.  C. 

All  transcriptions,  photos,  etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates any  liability  or  responsibility  for  their  custody  or  return. 

Help  Wanted 
Help  wanted,  complete  staffs  for  two 
stations,  business  managers,  top  an- nouncers, girl  Friday  traffic.  Send  pic- tures, disc,  complete  history,  pay  de- sired, KGAE,  Marion  Hotel,  Salem, Oregon. 

Managerial 
Wanted:  Commercial  manager  for Louisiana  station.  Hard  and  sincere 
worker  can  get  part  of  station  profits. This  station  has  always  operated  in black.    Box  154L,  BROADCASTING. 
Wanted:  Successful  commercial  man- 

ager-salesman for  daytime  station,  must be  experienced,  honest  and  own  car. High  salary  and  commission.  Box 186L,  BROADCASTING. 
Salesman 

Salesmen,  if  you  are  interested  in  liv- ing in  a  small  college  town  and  earn- ing from  $4,000.00  to  $7,000.00  a  year, 
depending  on  how  hard  you  work,  con- tact Box  224L,  BROADCASTING. 
Experienced  salesman  in  stable  market with  fulltime  ABC  station.  Salary  and commission.  Contact  WCLI,  Corning, N.  Y. 

There's  nothing  wrong  with  radio  that good  salesmanship  can't  cure.  If  you're not  an  order -taker,  if  you  don't  wait for  agencies  to  phone,  if  you  have 
ideas  and  can  sell,  there's  a  rosy  future for  you  at  the  Washington  Area's  most powerful  independent.  Write  fully  to Howard  Stanley,  WEAM,  Arlington, 
Virginia.. 
Wanted:  Salesman  who  can  sell  and service  accounts.  Future  unlimited. 
Should  be  able  to  earn  $100.00  weekly. Contact  Norman  Glenn,  Commercial 
Manager,  WJWL,  Georgetown,  Del- aware. 
Another  salesman  needed  immediately in  the  greatly  expanding  market  of 
Tide  Water,  Virginia..  Fulltime  net- work station,  excellent  working  condi- tions. Right  man  will  be  ambitious, energetic,  between  the  ages  of  24  and 
35  and  will  receive  a  guarantee  com- mission. A  native  southerner  preferred seeking  a  bright  future.  Write,  wire, call  Harrol  Brauer,  WVEC,  Hampton, Virginia. 
Attractive  sales  position.  If  you  have a  musical,  technical,  or  sales  back- ground, you  may  qualify  to  sell  our nationally  known  musical  instruments to  churches,  colleges  and  universities. We  teach  you  the  business,  supply leads  and  sales  helps.  Exclusive  ter- ritory. Fulltime  necessary.  Drawing account  if  you  qualify.  Please  give complete  details,  age,  make  and  year of  car,  previous  experience,  and  earn- ings. It  will  pay  you  to  investigate. Address  Schulmerich  Electronics.  Inc., Sellersville,  Pennsylvania. 

Announcers 

Announcer-engineer.  Opportunity  for advancement  in  profitable  network  sta- tion located  near  Birmingham.  $55.00  to start,  small  congenial  staff,  owner  is manager,  selling  not  required  but  will pay  20%  commission  on  all  sales.  Box 136L,  BROADCASTING. 
Announcer  with  real  personality  for morning  show  and  staff.  5000  watt  Mu- tual station.  Unlimited  opportunity  in 
one  of  midwest's  most  progressive  sta- tions. Send  audition,  photo  and  com- plete background  with  first  letter.  Box 223L,  BROADCASTING. 

Help  Wanted  (Cont'd) 
Wanted  immediately,  combination  pro- gram director,  and  morning  man  for 1000  watt  daytime  independent  located 
in  western  N.  C.  Excellent  oppor- tunity, good  working  and  living  condi- tions. State  all  qualifications,  refer- ences, etc.,  in  first  letter.  All  replies 
confidential.  Box  143L,  BROADCAST- ING. 
Announcer  with  first  phone  licenses, emphasis  on  sport  and  news.  Excellent proposition  for  sober,  reliable  man  not afraid  of  work,  located  in  southwest Virginia.    Box  153L,  BROADCASTING. 
Wanted,  announcer,  clean,  sober  and experienced.  Send  disc  and  photo first  letter.  Start  $55.00.  Box  185L, BROADCASTING. 
Announcer-engineer,  network  station making  good  profits,  congenial  small staff,  owner-manager,  excellent  living conditions.  $65  to  start.  Selling  not required,  but  will  pay  20%  commissions on  all  sales.  Located  in  southeast.  Box 135L,  BROADCASTING. 
Wanted  immediately,  announcer-sales- man for  ABC  affiliate  in  Casper, Wyoming,  oil  capital  of  the  Rockies, good  future,  send  all  details  in  first letter  all  along  with  disc  or  tape  and photo.  Eugene  Larrieux,  Program  Dir., KVOC. 
Wanted:  Combination  man,  good  an- nouncer Wisconsin  resort  area  network affiliate.  Good  pay.  All  details  first letter.    Box  193L,  BROADCASTING. 
We're  looking  for  a  personality  for  a hillbilly  DJ  show.  About  ten  hours per  week,  plus  equal  number  hours  as straight  announcer.  Opportunity  if good.  Aggressive  indie  in  city  over 100,000.  South.  Box  202L,  BROAD- CASTING. 
Immediate  opening  experienced  gen- eral staff  and  play-by-play  announcer, $75  week.  Net  affiliate  upper  midwest, good  small  friendly  family  city.  Per- manent. No  replies  to  beginners  or shoppers,  so  send  disc  or  tape  with first  letter  please.  They  will  be  re- turned CASTIr 
Wanted,  announcer.  Not  the  world's best  but  a  good  small  station  man  who 
knows  and  can  read  English  plays,  mu- sic and  handle  a  console.  We  are  look- ing for  a  man  who  knows  he  is  a  small station  announcer  and  can  talk  to  peo- ple rather  than  at  them.  Who  wants to  live  in  a  small  town  at  a  fair  salary and  enjoy  life  without  working  too hard.  Lots  of  commercials  and  some 
continuity  writing.  Write  KDLR,  De- vils Lake,  N.  D. 
Immediate  opening  experienced  an- nouncer and  announcer-copywriter. $55.00  week  start.  KDMS,  El  Dorado, Ark.  

Wanted:  Immediate  opening  for  an- nouncer-engineer at  one  of  west  Texas' newest  250  watt  indies.  Forty  hour week  with  salary  and  advancement  ac- 
cording to  ability.  Don't  have  time  for prima  donnas,  if  you  can  talk  and  have a  1st  class  ticket,  contact  Pat  Jeter, Chief  Engineer,  KFLD,  Floydada, Texas. 

Wanted — A  staff  announcer  and  a  news director  for  1000  watt  station.  Single, draft  deferred  men  preferred.  Con- tact Tom  Belcher,  KGWA,  Enid,  Okla. 
Wanted:  Announcer-engineer.  Empha- sis on  announcing.  Old,  established, 1000  watt  going  network  November  1st. Permanent  position.  Send  disc  or  tape, qualifications,  salary  requirements. KITJP,  Durango,  Colorado. 
By  November  10— Two  combo  men  first phone.  Permanent.  Start  sixty  dollars forty  hours.  Send  disc  and  qualifica- tions to  Phillip  H.  Barnhart,  KODI, Cody,  Wyoming. 

Help  Wanted  (Cont'd) 
Announcer — send  disc,  photo  and  sal- ary requirements.  Larry  Filkins,  KSCB, Liberal,  Kansas. 
Two  combination  jobs  open,  engineer, 
some  announcing;  also  announcer- local  newsman;  $58  start,  guaranteed advancement.  Phone  or  write  Jackson or  Crenshaw,  KVLH,  Pauls  Valley, 
Okla. 
Combination  announcer-engineer.  Em- phasis on  announcing.  Salary  com- mensurate with  ability.  Call  Manager, 
at  telephone  780  collect.  WBSC,  Ben- nettsville,  S.  C. 
Wanted:  Experienced,  versatile  an- nouncer, strong  on  morning  records and  staff  news.  Good  starting  salary, 
graduated  pay  scale,  talent.  Send  audi- tion, photo,  letter  of  qualifications  in- cluding salary  expected  to  Station WFDF,  Flint,  Michigan. 
Wanted  immediately.  Two  announcers with  first  phone  licenses.  New  1000 watt  station.  Call  or  wire  William  R. 
Murray,  WFMC,  Goldsboro,  North Carolina. 
Announcer,  combination  man  for  re- gional ABC.    WKTY,  La  Crosse,  Wis- 

Announcer-copywriter  wanted  for growing  independent.  Good  working 
conditions.  Gateway  to  Michigan's fishing,  hunting,  resort  area.  Write  or call  WMDN,  Midland,  Michigan, 
Announcer  with  first  phone  license.  $60 per  week.  WMOG,  Brunswick,  Georgia. 
Dual  network  station,  TV  application, 
has  opening  for  staff  announcer.  Bet- ter than  average  opportunities.  Send audition  and  resume  to  J.  W.  Carson, 
WMOX,  Meridian,  Miss. 
Good  steady  staff  announcer  is  wanted on  5  kw  NBC  affiliate  in  large  North 
Carolina  city.  No  sports  or  DJ  special- ists. Just  topflight  staff  man.  Prefer man  from  southeast.  Write  Robert  C. 
Estes,  Pgm.  Mgr.,  WSJS,  Winston- Salem,  N.  C. 
Announcer  -  engineer,  first WWGS,  Tifton,  Ga.,  Phone  92 phone. 

Technical 
Engineer  or  combination  for  250  watter 
near  N.  Y.  Box  585K,  BROADCAST- ING. 
Wanted,  chief  engineer  and  a  first  class 
operator  for  1000  watt  southern  inde- pendent.   Box  144L,  BROADCASTING. 
Wanted.  Radio  operators  holding  1st 
class  radio  telephone  licenses.  Experi- ence unnecessary.  Car  required.  Up- state New  York.  Box  180L,  BROAD- CASTING, 
Needed  immediately,  a  man  with  first class  phone  ticket  to  handle  combo  job. 
Excellent  earnings.  Permanent  posi- tion. Car  needed.  Write  or  wire  WCDL, Carbondale,  Penna. 
First  class  engineer,  no  experience  re- quired, WCDT,  Winchester,  Tennessee. 
Engineer,  first  class  license.  Immediate opening.    WEAV,  Plattsburg,  N.  Y. 
Engineer-announcer  $60  or  more  week- ly. Permanent  position  and  excellent 
working  conditions.  Write  or  wire  col- lect giving  your  phone  number.  John Garrison,  WFUN,  Huntsville,  Alabama. 
Immediate  opening  for  engineer  with first  class  license.  Contact  Allen  B. 
Jones,  Radio  Station  WGNI,  Wilming- ton, N.  C, 

Help  Wanted  (Cont'd) Engineer-announcer.  Need  two,  one with  sufficient  experience  for  chief. Salary  and  percentage  of  profit  bonus system.  WJAM  1000  watt,  daytime. Marion,  Alabama. 
Engineer  wanted,  some  announcing  for evening  schedule.  Send  full  details first  letter,  Lester  L.  Gould,  WJNC, Jacksonville,  N.  C. 
Wanted:  Engineer-announcer,  also  an- nouncer. Station  WKEU,  Griffin,  Ga. 
Wanted,  engineer,  AM  and  FM  NBC affiliate  WKPT,  Kingsport,  Tennessee. 
Two  first  class  operators,  experience not  necessary,  car  essential.  $50.00  per 
forty  hour  week.  Contact  Chief  Engi- neer, WOLS,  Florence,  S,  C. 
Production-Programming,  Others 
Copy  girl:  For  small  station  in  eastern Pennsylvania.  Experience  not  essen- tial, but  potentialities  for  development are.  Typing  and  dictation  necessary. Opportunity  for  air  work  with  talent. Box  201L,  BROADCASTING. 
Where  'n  Sam  Hill  are  all  the  copy- writers! Good  job,  good  pay,  good station.  Good  deal  for  good  man. Come  on,  fellas:  Samples,  background, data  to  Box  218L,  BROADCASTING. You  want  to  get  ahead  in  the  world, don't  you? 
New  Englander  with  good  voice  and ideas  wanted  as  program  director  and announcer.  State  qualifications,  ex- perience and  salary  expected.  Box 221L,  BROADCASTING. 
Wanted:  Experienced  news  man,  re- write. Excellent  opportunity  for  man 
with  writing  ability  and  news  judg- ment. Air  work  not  essential.  Send 
letter  of  qualifications,  including  ex- perience, background  and  salary  ex- pected to  Station  WFDF,  Flint,  Michi- 

gan. 

Television 
Technical 

TV  cameraman  for  midwest  station. State  experience,  availability  salary required.  Non-engineer  only.  Reply "     ~  ~    '  LE- 

Situations  Wanted 
Managerial 

Manager:  With  a  record  of  achievement 
in  highly  competitive  midwestern 
metropolitan  field.  Not  a  "Fancy  Dan," but  a  sound,  practical  operator  with  a background  of  12  years  newspaper  ex- perience and  10  years  in  management of  2  recognized  5  kw  network  outlets. Extremely  dollar  conscious  and  strictly sales-minded.  Now  in  newspaper  field, 
but  seek  return  to  AM  radio  with  estab- lished station  having  a  man-sized  job to  be  done  and  willing  to  pay  well  for accomplishment.  Not  interested  in 
station  skating  on  thin  ice  because  I'm not  a  miracle  man  or  one-shot  wonder- worker. Will  invest.  References  from 
prominent  past  employer  and  industry leaders  as  well  as  present  employer. 
Go  anywhere.  Available  30  days  notice and  available  for  immediate  interview 
in  your  office.  Box  70L,  BROADCAST- ING. 
I  can  make  you  money!  4%  return last  year  under  past  manager.  We  have 
paid  25%  this  year.  Can  do  same  for you.  Looking  for  larger  market.  11 years  in  radio.  Sober.  Family  man. 29  years.  Available  30  days.  Box  119L, BROADCASTING, 
Commercial  -  program  -  promotion  man- 

ager resigning  present  position  imme- diately, desires  management  of  local indie  or  net.  Best  references  present employer.  Civic  minded  college  man. 
Replies  answered.  Box  181L,  BROAD- CASTING. 
Manager — commercial  manager.  Thor- oughly capable,  long  experience  all phases  radio.  Efficient  management, strong  sales,  good  programming  and public  relations.  Mature,  enthusiastic, fine  personality,  good  showmanship, 
everything  that  makes  a  successful  sta- tion. Small  or  medium  market.  Rea- sonable salary  and  percentage.  Box 195L,  BROADCASTING. 
Experienced  combination  announcer- engineer-salesman  looking  for  a  net- work operation  in  a  single  station 
market  to  manage  a  salary  and  com- mission basis  minimum  $400.  Box  198L, 
BROADCASTING. 



Situations  Wanted  (Con't) 
What  station  needs  a  hustling  high  type 
manager  with  sales  programming  and production  ability.  Sober,  reliable, trustworthy.  Middle-aged.  Box  199L, BROADCASTING. 
Station  manager,  over  20  years  experi- ence desires  change.  Experienced  sales 
promotion,  over-all  station  operation. Excellent  commercial  air  voice.  Over 
ten  years  on  present  job.  Sober  family man.  Modest  salary  to  start.  Box 200L,  BROADCASTING . 
After  over  20  years  as  manager-com- mercial manager  of  highly  successful operation  in  competitive  metropolitan market  I  find  it  necessary  for  good personal  reasons  to  make  a  change. 
If  you  need  a  hard  working  combina- tion manager  and  want  a  man  that  is 
trained  to  perform  well  in  heavy  com- petition; if  you  want  a  manager-sales- man that  is  program  and  policy  con- scious, make  me  an  offer.  Would  prefer part  ownership  to  be  paid  out  of earnings  to  assure  long  range  security. All  information  treated  confidentially. Box  206L,  BROADCASTING. 

Salesmen 
A  good  salesman  is  scarcer  than  hens teeth!  No  kidden.  Prefer  Mississippi 
Valley.  Presently  employed.  Vast  ex- perience.   Box  176L,  BROADCASTING. 
Sales  and  air  work  combination.  Ex- perienced, desires  relocate  with  finan- cially stable  organization  in  small  mid- west or  southwest  market.  Box  203L, BROADCASTING. 
Tough  job  at  top  dollar.  Experienced time  salesman.  Commercial  manager, account  executive  leading  producer  of transcribed  shows.  Send  full  details. Box  222L,  BROADCASTING. 
Salesman,  good  personality,  makes friends  easily.  Excellent  references. Available  because  of  merger.  $75  per week  guarantee,  15%  commission. James  Waterfield,  600  G  St.,  S.  E. Washington,  D.  C. 

Announcers 
Announcer-program  director  desires position  in  northeast.  Ten  year  back- ground.   Box  55L,  BROADCASTING. 
Experienced  announcer  AM-TV,  all phases!  Strong  commercials,  MC,  news. 
Presently  employed  50  kw  NBC  AM- TV.  Desire  change.  Excellent  refer- ences. Disc,  photo,  particulars  on  re- quest. Thank  you!  Box  114L,  BROAD- CASTING. 
College  graduate  first  phone,  first  tele- graph, seeks  combination  announcer- engineer  job  with  small  California  or southwest  station.  Four-F  draft.  No experience,  no  contact  with  any  form of  radio  in  past  four  years.  Soon  to  be discharged  from  Navy.  Will  work  any shift.    Box  117L,  BROADCASTING. 
Announcer-engineer-salesman.  Atten- tion Kansas,  Oklahoma,  Texas  and  all 
points  in  southwest !  If  looking  for  per- 

manent help  I'm  your  man.  Experi- enced all  phases.  Employed  metro- politan directional.  Box  141L,  BROAD- CASTING. 
Competent  announcer  desires  staff  posi- tion. Strong  on  news  and  commercials. Married  veteran,  draft  exempt.  Disc, photo  upon  request.  Box  173L,  BROAD- CASTING. 
Announcer — 3  years  experience,  tops  in news,  commercials.  Desirous  of  getting with  progressive  kw  or  more  network affiliate.  $65.00  minimum.  31,  married. Box  178L,  BROADCASTING. 
Call  Dayton  8-5707  in  NYC  for  experi- enced announcer-board  operator  if within  150  miles  of  there.  Otherwise Box  184L,  BROADCASTING. 
Capable  announcer,  8  years  radio,  5 years  college.  Clear  unaffected  speech, authoritative  news  delivery,  convincing commercials,  adequate  special  events. No  sports.  Acting  experience,  some directing.  Musical  conducting  ability, especially  chorus.  Age  33,  married. Want  staff  job  with  regional  major  net- work affiliate.  Would  like  opportunity for  some  work  in  drama,  music,  or production.  Disc  on  request.  Inter- view later,  if  practical.  Box  196L, BROADCASTING. 
Network  caliber  play-by-play  staff man.  Ex  college  football  and  pro  base- ball player  desires  metropolitan  loca- tion, college  sports  and  pro  baseball. $85.00  per  week.  Box  204L,  BROAD- CASTING. 

Situations  Wanted  (Cont'd) 
Combination  announcer-engineer.  First phone  license  accent  on  announcing, five  years  experience,  deep  pleasant voice.  Run  good  morning  show.  Will 
sell  on  commission.  Family  man.  Pre- fer    southern     station.      Box  208L, BROADCASTING.  
Young  announcer  trained  in  radio,  TV and  film  looking  for  permanent  position with  chance  to  develop  abilities.  Single and  draft  exempt.  Will  go  anywhere at  once.  Box  209L,  BROADCASTING. 
Announcer  25  desires  position  New York  area.  Experienced.  excellent 
training,  competent,  energetic,  imagina- tive, congenial.   References.    Box  211L, BROADCASTING.  
Combo  man.  College  degree.  Don  Mar- tin Radio  School  grad.  First  phone. No  professional  experience,  desire right  start.  Learn  quickly,  consider- able amateur  MC  experience,  can  write. Age  27,  single,  veteran,  draft  exempt. Good  habits,  conscientious,  accustomed to  responsibility.  Present  job  iYz  years. Disc,  photo,  references  on  request. Prefer  west  of  the  Mississippi.  Box 213L.  BROADCASTING. 
Topnotch  New  England  sportscaster desires  a  heavy  sports  schedule  in eastern  city.  Basketball,  hockey,  foot- ball, baseball  play-by-play.  Also  strong on  DJ  and  news.  Married  and  draft exempt.  Box  220L,  BROADCASTING. 
Experienced  announcer,  heavy  on  news, being  relieved  from  active  duty  Oct.  23. Desires  position  in  Texas  or  midwest. 
Accept  announcer-copywriter  position. Grad  of  Inst,  of  Radio  Broadcasting, Dallas,  Texas.  Age  23,  owns  car.  Con- tact S/Sgt.  Bob  Billingsley,  Hqs.  Sqdn., 20th  A.  B.  G.,  Shaw  A.  F.  B.,  S.  C. before  18  Oct.    Phone  Shaw  A.  F.  B., Ext.  4130.  
Experienced  announcer,  6  years  com- mercial radio.  News,  discs,  interviews- specialty.  Jack  Boris.  142  East  33rd Street,  New  York  City,  Lexington 2-3970. 
Announcer-engineer,  first  phone,  two years  experience,  no  accent,  married veteran,  college,  interested  in  sports, tapes,  discs,  will  travel.  Don  Hall,  4122 Buell  Drive,  Fort  Wayne,  Indiana. H-1463. 
Announcer-salesman-newscaster.  Good education,  good  newscaster.  Age  45. single,  go  anywhere.  Available  now. Tape  on  request.  John  Lewis.  3310  E. 25th  Street,  Kansas  City.  Missouri, phone  Benton  2435. 
Announcer-engineer,  1st  phone.  Draft exempt.  Accent  on  announcing.  Strong news.  Independent  and  network  ex- perience. Will  travel.  William  Rogel, 1275  Grant  Avenue,  New  York  City, N.  Y. 

Technical 
Engineer  with  first  class  ticket,  car and  some  experience,  available  upon notice.  Box  40L,  BROADCASTING. 
Engineer  with  degree  and  15  years  ex- perience in  radio,  give  all  details  in first  letter.  Box  43L,  BROADCASTING. 
Present  chief  engineer  wishes  to  re- locate. Experience  in  all  phases  of maintenance,  construction  and  repair. Have  car,  married  and  very  reliable wish  permanent  location.  Very  good 
references.  Box  116L,  BROADCAST- ING. 
Engineer.  Age  31,  12  years  experience 
in  all  phases  of  radio.  Presently  em- ployed at  50  kw  station,  desire  chief position  in  small  station,  or  operator 
in  50  kw  station.  Prefer  upper  mid- west.     Box  171L,  BROADCASTING. 
Vet,  first  phone  license.  Colored,  5 years  technical  training.  Please  state salary  and  transportation  requirements. Box  175L,  BROADCASTING.  
Engineer — vet,  24,  1st  class  phone.  Ex- perience on  1  kw  WE  443-A1  AM,  and 1  kw  RCA  BTF-1C  FM  xmitters,  in- cluding directional  array.  New  York area  preferred.  Available  Nov.  15th. Box  215L.  BROADCASTING. 
Experienced  radio  engineer,  1st  phone license  employed  at  250  watt  station. 
3  years  of  radio,  television,  commu- nications schooling.  Preference  in  or around  New  York  City.  Box  187L, BROADCASTING.  
Excellent  voice  quality.  First  phone. Emphasis  on  announcing.  Minimum S65.00.     Box  197L,  BROADCASTING. 
Transmitter  operator  available  imme- diately. Licensed,  experienced,  de- pendable. State  requirements.  Lewis Sherlock,  General  Delivery,  Denver, Colorado. 

Situations  Wanted  (Cont'd) 
Production-Programming,  Others 
Program  director-announcer,  ten  years in  radio,  three  years  as  program  direc- tor-assistant manager.  Now  at  5000 
watt  CBS  affiliate.  Desire  program  di- rector post  at  smaller  station.  Refer- ences from  past  and  present  employers. Box  118L,  BROADCASTING.  
Attention,  Florida!  For  permanent  lo- cation, thoroughly  experienced  radio man  offers  background  of  announcing, 
copy,  production,  board,  news.  Present position  station  manager-program  di- rector 1  kw.  Details  please.  Tape, brochure.  Box  140L,  BROADCASTING. 
Copy-continuity  writer.  Heavy  pub- lication experience,  limited  radio-TV background.  Can  assist  at  announcing, producing.     Hard  worker.     Box  156L, BROADCASTING.  
Experienced  traffic,  girl  Friday  (Sat- urday-Thursday, too)  wants  traffic  di- rector position  in  southern  Indiana  or Louisville  area.  Excellent  stenographer 
and  typist.  Write  Box  170L,  BROAD- CASTING^  
Local  news  coverage  builds  audiences. Experienced  news  director  available. Write  Box  174L,  BROADCASTING. 
Program  manager-announcer-newsman relocating  immediately.  Best  refer- ences. Top  radio  man  seeking  per- manency. Replies  answered.  Box  182L, BROADCASTING.  
Copywriter-announcer.  Young  woman — good  appearance.  3  years  experi- 

ence. News,  commercials,  women's  and children's  features,  DJ  and  board work.  Knowledge  sales.  College  grad (B.   A.).     Disc   available.     Box  188L, BROADCASTING.  
Limited  staff  stations!  Commercial 
minded  PD-announcer-hillbilly  DJ- salesman-trafnc  manager-newscaster- control  board  operator-typist.  4  years radio  knowhow  with  a  small  staff  indie. 
Single.  Draft  exempt.  Prefer  inde- pendent, non-glamorous,  but  promotion wise  station.  Family  affairs  and  rapid- 

ly changing  staff  stations,  don't  reply. Box  190L,  BROADCASTING.  
CBS  affiliate  PD  in  secondary  market seeks  position  midwest  metropolitan staff.  Family,  veteran,  college,  31. Prefer  newsroom  or  production.  Will accept  anything  in  operation  managed by    radiomen    who    believe    in  radio. Box  191L.  BROADCASTING.  
Western  states:  Capable,  attractive 
woman  now  employed  desires  progres- sive opportunity  with  reliable  manage- ment. Experienced  program,  traffic, 
broadcasting,  women's  features,  public relations,  sales,  continuity.    Box  194L, BROADCASTING.  
Writer-producer  television  and  radio staff  background.  Wide  experience dramatic.  news  and  documentary 
shows.  Desires  new  opportunity  sta- tion or  agency.  Box  210L,  BROAD- CASTING.  
Newsman,  ten  years  news  experience. Directed  two  newsrooms.  Emphasizes full  use  of  all  presentation  techniques. 
Wants  good-paying  job  with  future,  in radio  or  television.  Box  216L,  BROAD- CASTING.  
Attention!  Livewire!  Experienced  gal 
charged  with  talent  for  some  lucky 
PD.  Strong  on  women's  programs,  DJ shows,  copy,  some  board  work.  Grad- uate leading  radio  school-Radio  City. Will  travel.  Box  219L,  BROADCAST- ING^  

Television 
Announcert 

Announcer — AM  or  TV:  3  years  experi- ence. 2  years  TV  experience  at  large 
network  station  in  midwest  on  non- staff  basis.  Special  events,  newsreel and  on-camera  experience.  Married, 24,  veteran  and  active  member  AFRA. 
Desire  staff  position.  Location  second- ary to  opportunity.  Box  179L,  BROAD- CASTING  •  TELECASTING.  
Production-Programming,  Others 
Producer-director  with  network,  com- mercial TV  experience  looking  for opening  with  agency  TV  department. 
Box  183L,  BROADCASTING  e  TELE- CASTING.  

Successful  AM  station  manager  wants 
to  get  into  TV.  Experienced  in  writ- ing, producing  and  selling.  Has  thea- trical, public  relations  and  newspaper background.  Will  consider  anything  in TV.  Can  furnish  layouts,  clippings, scripts  and  best  of  references.  Box 
205L,  BROADCASTING  •  TELECAST- 
ING.  

TV  film  man.  Two  years  building  pro- 
grams, commercials  with  major  net- work. Opportunity  primary.  Box  212L, BROADCASTING  »  TELECASTING. 

Situations  Wanted  (Cont'd) 
Seeking  position  with  TV,  AM/TV,  or 
agency  operation.  Five  years  radio : Director  -  producer  -  announcer.  Some writing.  Four  years  summer  stock: 
ass't  director,  stage  manager  and  di- rector. Graduate  SRT-TV.  Top  refer- ences. Family  man.  27.  Write  Box 
217,  BROADCASTING  •  TELECAST- ING. 

For  Sale 

Equipment,  etc. 
Channel  two  or  three  RCA  TF3A  three 
bay  Bat  Wing  antenna  immediate  de- livery.   Box  869K.  BROADCASTING. 
Two  RCA  Universal  pickup  kits  MI- 4875-G  and  one  spare  pickup  head. 
Kits  complete  in  all  respects,  mount- ing plates  fit  Gates  CB-11  turntables. Spare  head  completely  reconditioned by  RCA,  other  two  heads  reconditioned 9  months  ago.  Kits  have  been  in  use 
2\'2  years  and  are  in  perfect  condition. Best  offer.    KGYN,  Guymon,  Okla. 
For  sale — Truscon  self-supporting  tow- er; 172  feet  high;  insulated:  Cross-Heinz navigation  lights.  Price  SI, 750  stand- ing; S3, 500  dismantled.  Jim  Healey. WOKO,  Albany,  N.  Y. 
For  sale — two  slightly  used  complete Western  Electric  9-A  pickup  arms,  with equalizers  and  three  spare  diamond stylus  heads,  all  available  immediately. Bob  McRaney,  WROB,  West  Point, Miss. 
Like  new,  Federal  10  kw  FM  broadcast transmitter  for  sale  cheap,  as  junk  if necessary.  Make  an  offer  quick,  as 
this  model  193-A  with  modulator  109-B must  go  immediately.  Also  one  C-100 FM  antenna,  consisting  of  eight  shunt- fed  radiating  loops,  with  heaters  for de-icing,  elbows,  expansion  joints,  air intake,  mounting  brackets  and  340  feet 
of  2\'b  inch  co-ax  (Andrew  Company). A  lot  of  good  copper,  at  least.  All  this 
equipment  used  only  two  years.  Kan- kakee Daily  Journal  Company,  Kan- kakee, Illinois. 

Wanted  to  Buy 

Stations 
Want  to  buy  only  AM  radio  station  in a  town  of  over  25,000,  or  one  of  two in  a  city  over  60,000.  Will  deal  directly with  owner.  F.  F.  McNaughton,  Pekin, Illinois. 

Equipment,  etc. 
Crystal  for  1240  kc.  Will  take  oven  if available.  Box  189L,  BROADCAST- ING. 
Will  buy:  250  watt  transmitter.  Must be  in  good  shape  and  worth  the  money. No  junk  wanted.  Station  KHBG,  Ok- mulgee, Okla. 
Wanted,  latest  type  equipment.  RCA BTA-250M  or  Collins  300-J-250  watt transmitter.  Also  GR  type  1931-A modulation  monitor  or  equivalent.  Jack Hall.  The  WCPO  Stations,  Cincinnati. 
Ohio. Will  pay  cash  for  used  RCA  76B2  or equivalent  consolette.  Must  be  in  good 
shape.  Kay  Bank  Studios,  111  North Eleventh  Street,  Minneapolis  3,  Min- nesota. 
Wanted:  Console  for  campus  station  at Abilene  Christian  College.  Contact Lowell  Perry,  Station  A,  Abilene.  Texas. 

Miscellaneous 
Antenna  resistance  measurements  made 
at  reasonable  cost.  All  work  guar- anteed. Edward  Goodberlet  Company, 
6378  Smiley  Avenue.  St.  Louis  9,  Mis- souri. 

Employment  Services 

J   EXECUTIVE  PLACEMENT  SERVICE 4    Confidential    nation   -   wide  service 
1    placing   qualified,    experienced  man- 
J    agers,     commercial     managers.  pro- '1    gram    directors,    chief    engineers  and 1    disc  jockeys.    Inquiries  invited  from 
j    applicants  and  employers. A                 Howard  S.  Frazier 
j    TV  &  Radio  Management  Consultants 72fi  Bond  Bldg..  Washington  5.  D.  C. 

(Continued  on  next  page) 



Help  Wanted 
Announcers 

COMBO  MAN 
wanted 

Must  be  strong  on  an- nouncing. Send  tape  or 
platter  and  state  salary- expected.  Orth  Bell, General  Manager. 

KLMR,  Lamar,  Colo. 

Production-Programming,  Others 
HELP  WANTED 

Creative  man  for  large  mid- western  radio  station.  Must  have 
proven  record  as  one  who  can 
spark  new  ideas  to  liven  up shows  and  can  execute  his  ideas 
by  working  with  producers.  Ad- 

dress Box  122L,  BROADCAST- ING. 

HELP  WANTED 
Largest  Radio-TV  operation  in  the midwest  needs  a  skilled  continu- 

ity re-write  man  who  can  adapt plots  to  established  mystery  shows for  both  radio  and  TV.  Address 
Box  I23L,  BROADCASTING. 

Situations  Wanted 
Production-Programming,  Others 

Program  manager — Radio  Station Small  town  preferred.  Here  is  a  big  city program  man  who  has  had  a  taste  of  small town  life  and  work  and  likes  it!  Has  both agency  and  station  experience, — with  a  nat- ural feel  for  what  the  public  wants.  Will  work well  with  the  commercial  department,  par- ticularly in  developing  new  business  through program  ideas.  Has  operated  on  both  large and  small  budgets.  More  interested  in  a happy  set-up  than  a  large  dollar  income.  A good  bet  for  some  smart,  down-to-earth  sta- tion manager.     Box  172L,  BROADCASTING. 

Situations  Wanted  (Cont'd) 
Managerial 

Young  Radio  Executive 
WANTS 

promotion  from  present  secure 
position  as ASSISTANT  MANAGER 
of  successful  east  coast  indie  to 

MANAGER 
of  your  station  in  tough  com- 

petitive market 

Offers 11  years  of  success  as  talent  and 
management.  Innate  sense  of 
showmanship.  Documented  his- tory of  sales  success.  Write  or 
wire.  Box  177L,  BROADCAST- ING. 

For  Sale 

Stations 

WE  WILL  SACRIFICE 
good    250    watt    fulltime    station    in  ! growing    east   coast   city   of   15,000.  ■ Excellent    potential.      Fine    building,  ■ five    acres,    right   in    city.     Principal  ; owners  have  other  interests  demanding  ; immediate      attention.      Box      125L,  ■ BROADCASTING.  = 

CALVARY  Baptist  Church  Hour, 
heard  Sundays  over  WMGM  New 
York,  11:30  a.m.-12:30  p.m.,  also  will 
be  broadcast,  via  transcription  of  ear- 

lier programs,  over  HCJB,  100,000- 
watt  station  in  Quito,  Ecuador. 

On  All  Account 
(Continued  from  page  20) 

Louis  as  program-production  man- 
ager for  KMOX,  the  CBS  outlet 

there.  He  remained  with  the  sta- 
tion until  1941  when  he  joined  the 

Navy  as  a  lieutenant  junior  grade. 
There,  besides  his  tour  of  duty  with 
the  Russian  Navy,  he  served  in  the 
Southwest  Pacific  on  the  staff  of 
the  Seventh  Fleet  and  as  a  liaison 
officer  with  the  Royal  Navy. 

The  Douglass' —  she  is  the  for- mer Muriel  Campbell — now  live  in 
a  New  York  apartment.  Mrs. 
Douglass  owns  the  radio  and  tele- 

vision program  package  firm  known 
as  Muriel  Campbell  Productions. 

KING  TO  ECA 
Leaves  WCOP  Post 

EUGENE  H.  KING,  program  di- rector at  WCOP  Boston,  Mass.,  is 
scheduled  to  leave  this  Thursday 
for  Paris  where  he  will  assume  the 
post  of  European  radio  director 
for  the  Economic  Cooperation  Ad- ministration. His  successor  at 
WCOP  was  not  announced. 

A  radio  veteran  of  15  years,  Mr. 
King  has  been  with  WCOP  since 
1947.  He  recently  was  named  ra- dio coordinator  for  the  United 
Nations  in  Boston,  and  also  is  a 
member  of  the  North  American 
Advisory  Committee  of  the  French 
Broadcasting  Co.  He  has  been  ac- 

tive in  the  work  of  the  Iron  Cur- 
tain Refugee  Committee  and  num- 

erous public  service  associations. 

FM  Handie-Talkies 
PRODUCTION  of  Army  Signal 
Corps  handi-talkie  radio  sets  has 
been  started  by  four  manufactur- 

ing firms — Raytheon  Mfg.  Co., 
Emerson  Radio  &  Phonograph 
Corp.,  Sentinel  Radio  Corp.  and 
Utility  Electronic  Corp.  New 
handi-talkie  set  is  the  first  FM  radio 
of  its  type  yet  produced  and  will 
be  used  to  equip  Korean  units 
soon,  the  Army  Dept.  has  an- nounced. Several  hundred  sets 
were  produced  in  September  and 
output  is  scheduled  to  increase 
steadily  in  the  next  two  months. 

Low  Pressure  Sports 

VATICAN  STATION 
Italy  Makes  Land  Gran 

A  NEW  $6  million  radio  station 
was  earmarked  for  the  Vatican  last' week  on  the  basis  of  a  land  grant, 
by  the  Italian  government.  The 
new  station,  to  be  erected  on  the  I 
outskirts  of  Rome,  will  be  used  to 
air  programs  in  over  20  languages 
to  all  points  on  the  globe. 

The  Vatican  plans  to  maintain contact  with  some  64  million  Roman 
Catholics  behind  the  Iron  Curtain 
and  another  three  million  in  Com- 

munist-controlled China.  The  grant 
was  for  extra-territorial  rights  to 
over  1,335  acres  of  land.  The  Vati- can radio  has  called  for  a  moral 
crusade  against  the  threat  to  reli- 

gion which  Communists  have  fre- 
quently labeled  "the  opiate  of  the 

people." 

WILLIAM  SAVITT,  president  of 
Savitt  Jewelers  and  WCCC  Hartford, 
awarded  first  prize  in  the  Saturday 
Evening  Post  nationwide  sales  promo- tion contest  for  their  Remington  Rand 
Razor  entry.  Savitt  Jewelers  entry 
won  on  the  basis  of  his  letter  contest 
on  "Why  I  Want  a  Remington  Electric 
Razor  for  Graduation  or  Father's 

Day." 

Announcement  

November  ly  1951 

the  following  classified 
rates  will  be  in  force: 

SITUATIONS  WANTED 
•  20£  per  word  ($2.00  minimum) 

HELP  WANTED 
•  25£  per  word  ($2.00  minimum) 

ALL  OTHER  CLASSIFICATIONS 
•  30£  per  word  ($4.00  minimum) 

DISPLAY  ADVERTISEMENTS 
•  $15.00  per  inch  (one  column  x  V); 
•  $30.00— (one  column  x  2"); 
•  $45.00— (one  column  x  3"),  etc. 

All  classified  advertising  includes 
the  blind  box  number  at  no  cost.  Replies  will 
be  mailed  daily,  first  class,  postage  free.  If  tran- 

scriptions or  bulk  packages  submitted,  $1.00 
extra  charge  for  mailing. 

Payable  in  advance. 
Checks  and  money  orders  only. 

Radio  Station  and  Newspaper 

Appraisals Tax,  estate  and  many  other  personal  problems  create 
the  need  for  an  independent  appraisal.  Extensive  ex- 

perience and  a  national  organization  enable  Blackburn- 
Hamilton  Company  to  make  accurate,  authoritative  ap- 

praisals in  minimum  time. 
Appraisal*  •  Negotiations  •  Financing 
BLACKBURN -HAMILTON  COMPANY 

RADIO  STATION  AND  NEWSPAPER  BROKERS 
WASHINGTON,  D.  C.  CHICAGO  SAN  FRANCISCO 

Ray  V.  Hamilton James  W.  Blackburn       Harold  R.  Murphy  Lester  M.  Smith Washington  Bldg.  Tribune  Tower  235  Montgomery  St. 
Sterling  4341-2  Delaware  7-2755-6  Exbrook  2-5672 

EXPERIMENTING  with 
play-by-play  description  of sports  events,  WFDR  (FM) 
New  York,  outlet  for  the  In- 

ternational Ladies'  Garment Workers  Union,  broadcast 
the  NYU-Rutgers  football 
game  from  Triboro  Stadium, 
New  York,  Saturday  after- 

noon. Priding  itself  on  pro- 
gramming for  the  mature 

listener,  the  station  an- nounced the  game  would  be 
described  by  Joe  Michaels, 
director  of  talks  and  news,  in 
a  "relaxed,  low-  pressure 
method  so  that  the  listener 
will  know  what  is  happening 
without  being  snowed  under 
by  a  multitude  of  details  and 
a  magnitude  of  names  and 
numbers."  More  sports  cov- erage will  be  tested  by 
WFDR  if  audience  reaction 
warrants  it,  station  said. 
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VITAMIN  FIRM 
Halves  Broadcast  Schedule 

AMERICAN  Vitamin  Assoc.,  Hol- 
lywood, which  has  flooded  radio  and 

TV  markets  nationally  with  adver- 
tising for  Thysvals  and  Orvita,  last 

week  cancelled  between  50  and  60 
percent  of  its  broadcast  schedule 
"to  get  into  a  better  financial  and 
liquid  position."  This  was  explained 
by  Jack  Scott,  president  of  Schwim- 
mer  &  Scott,  Chicago  agency  which 
handles  the  $1  million-plus  account, 
in  refuting  reports  that  the  com- 

pany is  verging  on  bankruptcy.  He 
talso  denied  that  the  agency  had 
dropped  the  account. 
"We're  merely  cutting  out  non- essential programs  and  spots  on  our 

heavy  broadcast  advertising  sched- 
ule, and  are  eliminating  business 

only  in  those  markets  where  sales 
have  not  warranted  the  expendi- 

tures," Mr.  Scott  said.  He  said Frosty  Frolics  will  continue  to  be 
telecast  on  the  ABC  network. 

FAIRBANKS  RE-NAMED 
President  of  WIBC 

RICHARD  M.  FAIRBANKS  has 
been  re-elected  president  of  WIBC 
Indianapolis  at  an  annual  meeting 
of  station  share  holders.  Three  new 
directors  elected  were  W.  Daniel 
Kibler  Jr.,  president  of  Kibler 
Trucking  Co.;  Harry  T.  Ice,  Ross, 
McCord,  Ice  &  Miller,  and  Mrs. 
Daniel  Ericourt  of  Chicago. 
Mary  C.  Fairbanks  was  named 

vice  president  and  M.  H.  Geiger 
was  elected  secretary-treasurer. 
Kenneth  W.  Church  is  general 
manager  and  William  L.  Dean  is 
program  director  of  the  station. 

Directors  re-elected  were  Mrs. 
Adelaide  Causey;  Mr.  Geiger; 
Richard,  Mary  C.  and  Charles  W. 
Fairbanks;  and  Robert  M.  Vailan- 
court,  Pasadena,  Calif. 

Reasons  Whv 
The  foremost  national  and  local  ad- 

vertisers use  WEVD  year  after 
year  to  reach  the  vast 

Jewish  Market 
of  Metropolitan  New  York 

1.  Top  adult  programming 
I        2.  Strong  audience  impact 
1  3.  Inherent  listener  loyalty 
*  4.  Potential  buying  power 
—  Send  for  a  copy  of 
»        "WHO'S  WHO  ON  WEVD" 
2  Henry  Greenfield,  Managing  Director 
m       WEVD  117-119  West  46th  St., 
S  New  York  19 

allied  arts  \\ 

STU  REYNOLDS  appointed  exclu- sive sales  representative  for 
Screen  Televideo  Assoc.,  new  tele- 

vision film  production  firm  recently 
formed  by  GIL  RALSTON,  formerly 
executive  producer  Procter  &  Gam- 

ble Productions  [B  •  T,  Sept.  17]. 
FRANK  MAYER,  RKO-Pathe,  ap- 

pointed production  manager  Prince- ton Film  Center,  Princeton,  N.  J. 
HORACE  SCHOPPE,  Yale  &  Towne 
Mfg.  Co.,  appointed  special  sales 
representative  for  Princeton  Film 
Center. 
EDWARD  MANN,  film  editor,  signed 
as  director  Edward  Lewis  Television 
Productions,  Hollywood. 
MAURICE  LYNCH,  financial  secretary 
Chicago  Federation  of  Labor  (WCFL), 
resigns.  Union  has  combined  his 
duties  with  those  of  recording  secre- 

tary, WILLIAM  F.  CLEARY. 
HAL  BRATSBERG,  KING-TV  Seattle, 
to  sales  staff  Rarig  Motion  Picture 
Co.,  Seattle. 
ALBERT  A.  CHESNES  appointed 
manager  Theatre  Television  Dept., 
Paramount  Television  Productions, 
N.  Y.  JACK  HAMMER  appointed 
supervisor  of  theatre  film  processing. 
BELL  VOCATIONAL  SERVICE  Inc., 
Cleveland,  announces  expansion  of 
advertising-public  relations-radio-TV department.  MARILYN  D.  EGGERS 
will  head  department. 
RICHARD  F.  FRENCH,  assistant  pro- 

fessor of  music  and  director  of  grad- uate studies  in  music  department 
Harvard  U.,  named  director  of  pub- lications of  Associated  Music  Pub- 

lishers Inc.,  N.  Y.,  wholly  owned  sub- sidiary of  Broadcast  Music  Inc. 
WILL  VOELLER,  president  Universal 
Recorders,  Hollywood,  father  of  boy, 
Kim,  born  Oct.  7. 
ARTHUR  D.  DUNCAN,  creative  di- rector The  Mayers  Co.,  L.  A.,  rejoins 
Capitol  Records  Inc.,  as  accessories 
merchandising  manager  in  New  York. 
PAMELA  DUNCAN  and  GEORGE 
PEMBROKE  signed  by  Jerry  Fair- banks Productions,  Hollywood,  for 
leading  roles  in  The  Little  Black  Book 
newest  in  Front  Page  Detective  TV 
film  series.  EPHIL  ROSEN,  film  di- 

rector, signed  by  company,  to  direct 
~The  Lonely  One,  newest  in  firm's  Front Page  Detective  TV  film  series. 
NORMAN  NOYES,  Los  Angeles  man- ager Branham  Co.,  father  of  girl, 
Sept.  29. 
FRED  SHEPARD,  regional  sales  man- 

ager National  Retail  Radio  Spots 
Inc.,  Hollywood,  named  national  sales manager. 
MARGARET  MAU  appointed  promo- 

tion director  Arthur-Sampson  Enter- 
prises Inc.,  Cincinnati.  She  was  with 

WBNS  (TV)  Columbus. 

£&ulpment 
PAUL  H.  LESLIE,  district  manager 
for  receiver  department  in  Detroit 
area  General  Electric,  appointed  TV 
sales  manager  for  department.  He 
succeeds  DAVID  DAVIS,  named  New 
York  district  manager  for  department. 
JOSEPH  A.  KERR  appointed  district 
manager  for  New  Jersey,  with  head- quarters at  Newark. 

Mr.  Johnston 

JOHNSTON  appointed 
manager  of  newly 
created  product  en- gineering division A  m  p  e  x  Electric 
Corp.,  Redwood 
City,  Calif.  He  was 
with  General  Elec- tric. 

FRANK  B.  ROG- 
ERS Jr.,  vice  pres- 

ident and  assist- 
ant general  sales 

manager  A  m  p  r  o 
Corp.,  Chicago,  ap- 

pointed vice  presi- dent in  charge  of  sales  Reeves  Sound- craft  Corp.,  Long  Island  City,  N.  Y. 
SAM  LITTLEJOHN,  manager  of  At- 

lantic district,  Apparatus  Div.,  Gen- 
eral Electric  Co.,  elected  commercial 

vice  president  of  company. 
JAMES  C.  P.  LONG,  head  of  material 
coordination  section  of  Bureau  of 
Aeronautics,  U.  S.  Navy  Dept.,  ap- 

pointed to  Washington,  D.  C.  engi- neering staff,  Sprague  Electric  Co. 
MATTHEW  C.  CARBERRY,  admin- istrative assistant  to  RUSSEL  L. 
WOLDEN,  S.  F.  City  Assessor,  named 
comptroller  Leo  J.  Myerberg  Co., 
Northern  California  distributors  for RCA. 
JACK  F.  McKINNEY  SALES  Co., 
Dallas,  Texas,  named  sales  repre- sentative of  cathode-ray  tube  division for  Allen  B.  Du  Mont  Labs.,  Clifton, 
N.  J.  McKinney  Sales  will  cover 
Texas,  Oklahoma,  Arkansas,  Louis- iana, and  Mississippi  for  Du  Mont divison. 
JOHN  W.  BELANGER,  general  man- 

ager of  newly-created  Defense  Prod- 
ucts Div.,  and  NICHOLAS  M.  Du- CHEMIN,  director  of  Manufacturing 

Services  Div.,  General  Electric, 
elected  vice  presidents. 
GENERAL  RADIO  Co.,  Cambridge, 
Mass.,  announces  addition  of  Type 
71-A  transformer  to  its  line.  Trans- 

former furnishes  convenient  adjust- 
able source  of  60-cycle  power.  The secondary  winding  is  completely 

isolated  and  the  insulation  between 
coils  and  to  the  core  will  withstand 
a  1250-volt  breakdown  test. 
CREST  TRANSFORMER  Corp.,  Chi- 

cago, appoints  Perlmuth  -  Colman 
Assoc.,  Los  Angeles,  as  its  represent- atives for  electronic  radio  and  tele- vision line  of  transformers. 
"Technical 

STAN  COOPER,  graduate  Northwest 
Broadcasting  School,  Portland,  Ore., 
appointed  chief  engineer  KRUL  Cor- vallis,  Ore.  BOB  McQUEEN,  graduate, 
named  chief  engineer  KVAS,  Astoria, Ore. 
ED  MacDUFF,  supervising  operator 
CBW  Winnipeg,  named  acting  chief 
operator  CBK  Watrous,  Sask. 
TOM  DICKSON,  cableman  WDTV 
(TV)  Pittsburgh,  appointed  camera man.  HUGH  WOOLSEY  and  HARRY 
SCHWARTZ  named  to  engineering 
staff. 

Feature  of  Week 
(Continued  from  page  12) 

booklet  of  suggested  announce- 
ments pointing  up  the  various  roles radio  plays  in  daily  life.  These,  too, 

are  used  at  the  individual  station's convenience,  and  may  be  used  by 
both  affiliates  and  non-affiliates  of 
Mutual. 

The  World  campaign,  aside  from 
the  "Listen"  discs,  includes  trade 
paper  advertisements  stressing  the 
same  theme  and  advising  stations 
to  use  the  "Listen"  slogan  not  only 
on  the  air  but  in  their  other  pro- 

motion projects.  "Sell  radio  and 
you'll  sell  your  station,"  World 
proclaims. It  has  also  issued  four-page,  two- color  brochures  to  affiliates  and 
non-affiliates  to  enlist  their  support 
in  the  "sell  radio"  drive,  and  is 
employing  the  "Listen"  message  as a  tag-line  on  all  continuity  sent  out 
by  World.  The  message  is  also  car- ried on  stickers  attached  to  all  its 
correspondence,  mailing  pieces,  en- 

velopes and  the  like,  and  is  further 
displayed  on  World  "flash  sheet" and  promotional  material.  Adver- tisements also  emphasize  that 
"World  is  building  for  radio  today 
and  a  radio  future  bright  and 

sound." 
KYA  San  Farncisco  has  launched  new 
school  talent  program  in  cooperation 
with  San  Francisco  public  and  Catholic 
schools.  Program  designed  to  supple- 

ment regular  school  activities  and  mu- sic courses. 

IN  MONTREAL 

it's 

CFCF 
Ask  the  man  who  knows  best — the 
local   advertiser  on   CFCF.  ' 
Best  proof  that  he  gets  prompt  action 
at  the  cash  register  is  the  fact  that 
Oyer  a  3-year  period 
local  advertising  on  CFCF 
has  increased  260%- 

National  advertisers,  too,  can  bank  on 
CFCF.  For  Canada's  FIRST  station  has 
the  coverage,  the  listener  ship,  to  do  a 
real  selling  job  in  the  rich  Montreal 
market  area. 
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LOCAL  RATE  CARD 
KHIT  Issues  Revision 

NEW  RATE  card  designed  for 
local  station  operation  has  been 
adopted  by  KHIT  Lampasas,  Tex. 
National  and  local  cards  have  been 
revised  upward  with  a  new  set  of 
frequency  discounts,  according  to 
Harry  Van  Slycke,  KHIT  general 
manager. 

Discounts  have  been  reassigned 
into  three  frequency  groups  com- 

pared to  the  former  seven-group 
basis,  Mr.  Van  Slycke  said,  in  order 
•to  protect  the  station  against whims  of  small  local  merchants 
who  don't  care  to  use  standard  con- tract forms. 

Highest  discount  is  now  102  or 
more  times  for  local  and  national 
cards.  Mr.  Van  Slycke  explained  it 
wasn't  practical  in  a  small  com- munity to  sue  merchants  who  can- 

cel a  312-time  contract.  Meantime 
the  station  actually  was  cutting  its 
rates  by  collecting  at  the  312-time 
rate  only  to  have  the  contract  can- 

celled before  completion. 

THREE  DECADES  FOR  WJAS 

BLACKLIST  TACTICS 
Subject  of  ACLU  Report 

BLACKLISTING  in  radio  and  tele- 
vision, and  loyalty  and  security 

problems  in  these  fields,  will  be  the 
subject  of  an  American  Civil  Li- 

berties Union  report  to  be  pub- 
lished early  in  1952  by  Doubleday 

&  Co. 
Book  is  the  result  of  over  a  year's study  of  the  problem  by  ACLQ 

Board-Member  Merle  Miller,  as- 
sisted by  a  team  of  ACLU  investi- 

gators and  volunteer  workers.  The 
report  studies  methods  used  by 
Red  Channels  and  Counterattack 
in  publicizing  alleged  communists 
and  communist  sympathizers,  as 
well  as  with  the  efforts  made  to 
keen  anti-communists  off  the  air. 
Major  theme  is  the  impact  of  these 
activities  upon  civil  liberties. 

EMERGENCY  TRANSMITTER  li- 
cense to  CKPI  Fort  Frances,  Ont., 

has  been  recommended  by  board  of 
governors  of  Canadian  Broadcasting 
Corp.  to  Department  of  Transport, 
Ottawa,  at  its  Sept.  28th  meeting  at Montreal.  CKFI  will  be  authorized  to 
operate  250  watt  emergency  transmit- ter on  its  present  frequency. 

Pioneer  Keeps  Pace  With  Progress 

WJAS  Pittsburgh,  one  of  the 
"pioneer  stations"  in  the  Steel 
City's  vicinity,  watches  its  30th year  of  broadcasting  arrive  next 
Friday  (Oct.  19). 
WJAS  appeared  on  the  radio 

scene  in  1921  as  a  100  w  outlet, 
chiefly  as  a  result  of  the.  efforts  of 
two  men,  Kenneth  Thomas  and 
William  Menges.  They  built  a 
transmitter  at  963  Liberty  Ave.  in 
the  downtown  section,  using  a  store 
window  for  a  studio.  A  year  later, 
it  went  to  500  w. 

Seven  years  later  WJAS  went 
to  a  1  kw  operation  and  the  sta- 

tion's transmitter — following  the trend  of  the  time — was  moved  from 
downtown  to  a  suburb  in  the  city. 
The  studios  were  located  in  the 
Law  &  Finance  Bldg.  with  day- 

light power  later  increased  from 1  kw  to  2.5  kw. 
As  the  medium  grew  in  prestige 

and  service  in  the  nation,  WJAS 
again  was  abreast  with  the  times, 
building  in  1933  the  "most  beauti- 

ful studios  east  of  the  Mississippi," as  they  were  then  described,  in 
the  present  city  location  in  the 
Chamber  of  Commerce  Bldg. 
WJAS's  home  covers  10,000  sq. 

ft.  of  office  space,  six  large  studios, 
two  standby  studios  and  a  large 
reception  room,  in  addition  to  a 
music  library  room.  Operation  now 
is  5  kw  fulltime,  directional  night, 
on  1320  kc. 

Joined  CBS  in  1927 
The  station  has  been  affiliated 

with  CBS  since  1927,  giving  it 
the  claim  of  being  one  of  CBS' original  16.  It  has  been  locally 
owned  since  its  creation.  The  late 
H.  J.  Brennen  was  one  of  the 
founders.  It  is  still  owned  by  the 
Pittsburgh  Radio  Supply  House, 
the  original  operator.  Some  50 
employes  are  on  the  staff. 
To  keep  pace  with  progress, 

WJAS  remodeled  in  anticipation 
of  the  eventual  addition  of  tele- 

vision. H.  K.  Brennen  is  general 
manager.  Commercial  manager  is 
John  H.  Buchheit. 

THE  GEORGIA  PURCHASE 
only 

combination 

of 

stations 
can 

cover 
georgias ma  jor 
markets 

ATLANTA 
WAGA 
ATLANTA 
SOOOw  590kc 

CBS 

WMAZ 
MACON )0,0O0w  940tcc 

CBS 

THE  GEORGIA  TRIO 

represented 
individually  and  |  THE  KATZ  AGENCY,  INC. as  a  group  by 

WT0C 
SAVANNAH 
SOOOw  I290tt« CBS 

THESE  two  pictures  are  of  the 
same  station,  WJAS,  but  the  time 
differential  is  a  span  of  30  years. 
Above  is  photo  of  the  station  as 
a  100  watter  in  1921,  below  is  the 
current  home  of  WJAS-AM-FM. 

SAG  NEGOTIATING 
May  Resume  This  Week 

SCREEN  Actors  Guild  negotia- 
tions with  major  motion  picture 

producers  for  a  new  basic  contract 
may  resume  this  week  following 
temporary  halt  to  allow  IATSE  to 
complete  its  negotiations  with  the 
producers. Guild  began  talks  with  the  pro- 

ducers Sept.  17  through  negotiat- 
ing committees.  Subcommittees 

representing  legal  counsel  and  staff 
executives  were  to  continue  nego- tiations and  report  to  negotiating 
committees  at  later  date  [B  •  T, 
Oct.  1].  Guild  later  stood  aside  to 
permit  IATSE  to  complete  its 
started  negotiations  with  the  pro- 

ducers feeling  that  SAG  negotia- 
tions might  take  longer  in  the  light 

of  the  many  important  issues  in- volved. IATSE  talks  were  expected 
to  be  concluded  last  week.  As  far 
as  could  be  learned  there  were  no 
television  issues  involved  in  the 
IATSE  contract. 
Two  important  television  issues 

will  be  taken  up  by  SAG,  on  the 
other  hand.  They  include  banning 
from  television  use  of  all  motion 
picture  films  produced  after  Aug. 
1,  1948;  and  additional  payment  to 
actors  for  re-use  of  theatrical  films 
on  television  in  each  area. 

NEWSPRINT 
Congress  Studies  Output 

CONGRESS  is  studying  further 
plans  for  increasing  newsprint  pro- duction in  the  United  States  and 
outside  of  North  America  but  there 
is  no  assurance  that  users  will  soon 
get  all  they  desire. This  was  the  conclusion  drawn 
by  a  House  Interstate  &  Foreign 
Commerce  subcommittee  in  a  re- 

port released  Oct.  3.  The  interim 
report  was  based  on  the  subcom- mittee investigation  of  present 
Canadian  supplies. 
The  subcommittee,  headed  by 

Rep.  Lindley  Beckworth  (D- 
Texas),  ranking  Commerce  Com- mittee member,  added  that  it  would 
continue  examination  and  report 
to  the  House. 

At  the  same  time  Rep.  Kenneth 
A.  Roberts  (D-Ala.)  introduced  a 
bill  (HR  5575)  which  would  au- thorize the  Reconstruction  Finance 
Corp.  to  make  loans  for  construc- tion of  newsprint  plants. 

Plan  for  conservation  of  news- 
print in  at  least  11  American  cities 

has  been  disclosed  by  a  govern- ment official. 
Arthur  N.  Treanor,  Printing  & 

Publishing  Division,  National  Pro- duction Authority,  said  the  plan 
provides  for  an  agreement  by  news- 

paper publishers  to  cut  the  differ- ence between  their  net  paid  circu- 
lation and  net  press  runs.  Such  an 

arrangement  would  result  in  the 
saving  of  184,000  tons  of  news- 

print a  year,  he  added. 
The  Dept.  of  Justice  has  given 

its  sanction  to  the  agreement  and 
the  plan  would  be  put  into  effect 
shortly  in  one  city.  The  11  cities 
are  New  York,  Detroit,  Chicago, 
Boston,  Los  Angeles,  St.  Louis, 
Cleveland,  Pittsburgh,  Philadel- 

phia, Baltimore  and  Washington. 

7-MINIT  TO  JONES 
Candy  Account  to  Weintraub 
FIRST  new  account  for  the  Duane 
Jones  Co.,  New  York  since  Mr. 
Jones  resigned  all  his  accounts  fol- lowing the  establishment  of  another 
agency  by  his  former  employees, 
was  announced  this  week.  It  is  the 
National  Selected  Products  Inc., 
New  York,  account  for  its  7-Minit Pie  Crust,  Pies  and  Cake  Frosting. 
The  appointment  is  effective  Nov. 15. 
Meanwhile,  another  former 

Duane  Jones  account,  Gold  Medal 
Candy  Corp.,  Brooklyn,  makers  of 
Bonomo's  Turkish  Taffy  and  other 
confections,  has  appointed  William 
H.  Weintraub  &  Co.,  New  York,  as 
agency.  Gold  Medal  will  continue 
its  sponsorship  of  Magic  Clown 
Sunday  mornings  on  NBC-TV. 

Why  buy  2  or  more... 
do  1  big  sales  job 

on  "RADIO  BALTIMORE" 

WBAL 

Contact 
EDWARD PETRY  CO 
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Docket  Actions  .  .  . 
FINAL  DECISIONS 

Washington    Court    House,    Ohio  — J  Court   House   Bcstg.   Co.   FCC  issued final  decision  granting  application  for 0-  new  AM  station  on  1250  kc,  500  w,  day- r,j  jtime;  conditions.    Decision  Oct.  9. 1  Lemoyne,  Pa.— Rossmoyne  Corp.  FCC 'e  issued  final  decision  granting  switch 
J  in  facilities  of  WCMB  from  960  kc, Tl  kw,  daytime,  to  1460  kc,  5  kw,  full- time,  DA  day  and  night,  conditions. ,n  FCC  denied  switch  in  facilities  for Harrisburg  Bcstg.  Co.,  licensee  WHGB 
!H  Harrisburg,  from  1400  kc,  250  w,  full- °j  time,  to  1460  kc,  5  kw,  fulltime,  DA day  and  night.  Decision  Oct.  9. 
N'l  Nashville,  Tenn.— Nashville  Bcstg. Co.  FCC  issued  final  decision  granting application  for  new  AM  station  on 1470  kc,  1  kw,  daytime;  conditions. FCC  denied  application  of  Southern Bcstg.  Inc.,  Nashville,  seeking  same facilities.    Decision  Oct.  10. 

INITIAL  DECISION 
WRIA  Caguas,  P.  R.— Commissioner Paul  A.  Walker  issued  initial  decision 

setting  aside  FCC  order  revoking  li- cense.   Decision  Oct.  11. 
OPINIONS  AND  ORDERS 

Fort  Myers,  Fla.— Robert  Hecksher. FCC  issued  order  vacating  and  setting 
aside  its  initial  decision  re  Mr.  Heck- sher's  application  new  AM  station  on 1400  kc,  250  w,  fulltime;  granted  Mr. Hecksher's  petition  amending  applica- tion to  1320  kc,  1  kw,  daytime;  removed amended  application  from  docket. Houma,  La.— Charles  Wilbur  Lamar Jr.    FCC  issued  order  granting  petition for    declaratory    order    filed    by  Mr. Lamar  to  extent  that  he  may  amend his   application,    within   40    days,  for switch  in  facilities  KCIL  Houma,  La., from  1490  kc,  250  w,  fulltime,  to  630  kc, 
1  kw,  fulltime,  DA-2,  so  as  to  protect Class  1-D  station  on  630  kc,  25  kw, 

1    fulltime,  Havana,  Cuba,  under  provi- sions new  NARBA  (not  yet  ratified  by 
1   U.S.  Senate).    It  appears  Mr.  Lamar's -    proposed  operation  would  not  provide !  required  protection  to  Cuba,  but  ap- 
"  j  plicant  asserts  it  is  technically  feasible 1    to  design  directional  antenna  at  Houma 
j    on  630  kc,  1  kw,  unlimited,  conform- ing with  terms  of  new  NARBA  and FCC    standards.     FCC    ordered  that 

amendment,  if  in  proper  form,  be  ac- cepted.   Decision  Oct.  11. 
I    Non-Docket  Actions  .  .  . 

AM  GRANTS 
!  Sanford,  N.  C— Waldo  W.  Primm. Granted  1290  kc,  1  kw,  day;  engineer- '    ing  conditions.    Estimated  cost  $14,790. ,  Until  Dec.  1950,  Mr.  Primm,  individual 

applicant,  was  25%  stockholder,  presi- dent and  general  manager  WWGB  San- ford.   Granted  Oct.  5. 
Silver  City,  N.  C— Chatham  Bcstg. Co.  Granted  1570  kc,  1  kw,  day.  Granted Oct.  10. 
Flint,  Mich.— Adelaide  Lillian  Carrell. Granted  1470  kc,  1  kw,  fulltime,  DA-1, i     conditions.   Former   owner   of  WBBZ Ponca    City,    Okla.     Estimated  cost $29,800.    Granted  Oct.  10. 

FM  GRANTS 
Des  Moines,  Iowa  —  Independent School  District  of  Des  Moines.  Granted 

Ch.  201  (88.1  mc),  1.5  kw  for  non- commercial educational  station.  Esti- mated construction  cost  $5,150.  Plans to  cooperate  with  WOI-AM-FM  Ames, Iowa,    in    exchange    of  broadcasting 
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SUMMARY  THROUGH  OCTOBER  11 

Class  On  Air 
AM  Stations    2,301 FM  Stations    654 TV  Stations    108 

*  On  the  air. 

service.  Station  will  be  used  as  radio training  unit  and  educational  service for  Des  Moines  school  system.  Granted 
Oct.  9. WELD  (FM)  Columbus,  Ohio  — G  ranted  increase  in  ERP  from  53  kw to  100  kw  and  antenna  from  430  to  330 feet;  conditions. 
WSGN-FM  Birmingham,  Ala.— Grant- ed decrease  in  ERP  from  510  kw  to 

55  kw;  conditions. 
WSTP-FM  Salisbury,  N.  C— Granted increase  in  ERP  from  20  kw  to  21.5  kw; conditions. 
KISS  (FM)  San  Antonio,  Tex.— Granted  decrease  in  ERP  from  250  kw to  12.9  kw  and  antenna  from  540  to 

570  feet;  conditions. 
KOZY  (FM)  Rapid  City,  S.  D.— Granted  increase  in  ERP  from  16  kw 

to  25  kw;  conditions. K  F  B  K  -  F  M  Sacramento,  Calif.  — Granted  change  to  3.2  kw  and  antenna 260  feet;  conditions. 
TRANSFER  GRANTS 

WIAC  San  Juan,  P.  R.— Granted  ac- quisition of  control  WIAC  Inc.,  li- censee, by  El  Mundo  Bcstg.  Corp.,  li- censee WKAQ  San  Juan,  for  $480,000 (price  includes  $250,000  for  building). Conditioned  that  assignment  not  be consummated  until  assignee  disposes of  interests  in  WKAQ  (see  story  B  •  T, Aug.  13).    Granted  Oct.  5. 
KELP  El  Paso,  Tex. — Granted  ac- quisition of  control  Paso  Bcstg.  Co., Inc.,  licensee,  by  Trinity  Bcstg.  Co., licensee  KLIF  Oak  Cliff,  Tex.,  for  as- sumption of  liabilities  not  exceeding $6,000  and  lease  agreement  of  $497  per month  with  option  to  purchase  for $3,000  at  end  of  five  years.  Granted Oct.  5. 
KWKW-AM-FM  Pasadena,  Calif.  — Granted  acquisition  of  control  South- ern Calif.  Bcstg.  Co.,  licensee,  by  Mar- shall S.  Neal,  Paul  and  M.  B.  Buhlig 

and  Edwin  Earl,  new,  partnership  con- sisting of  samt  partners  as  before, except  for  William  J.  Beaton,  whose 10%  is  purchased  for  $6,330.96  and  who 
is  retained  as  general  manager.  Grant- ed Oct.  5. 
WINK  Fort  Myers,  Fla.— Granted  ac- quisition of  negative  control  Fort  Myers Bcstg.  Co.,  licensee,  by  Daniel  Sherby, for  $150,000  for  additional  25%  interest. Granted  Oct.  5. 
WBEL  Beloit,  Wis.— Granted  acquisi- tion of  positive  control  Beloit  Bcstrs. Inc.,  licensee,  by  L.  O.  Fitzgibbons, present  station  manager,  through  trans- fer of  one-half  of  Lloyd  Burlingham's interest  for  $13,333.33.    Granted  Oct.  5. 
KWIN  Ashland,  Ore.— Granted  ac- quisition of  control  Rogue  Valley  Bcstg. Co.  Inc.,  licensee,  by  Leslie  V.  Bahr and  James  A.  Strickland  through  sale 

of  51.4%  interest  for  $25,000.  Mr.  Barr is  office  manager  Coos  Curry  Electric 
Cooperative,  Coquille,  Ore.  Mr.  Strick- land owns  Communications  Mainte- nance Co.,  Coos  Bay,  Ore.  Granted Oct.  5. 
KSIJ  Gladewater,  Tex.— Granted  as- signment of  license  from  T.  W.  Lee, d/b  as  Gladewater  Bcstg.  Co.,  to  C.  A. 

Lee,  brother  and  attorney-in-fact.  No monetary  consideration.  Granted  Oct.  5. 
FIFTH  ANNUAL  Directory  of  Radio 
and  TV  Personalities  was  released  last 
week  by  Radio  Reports  Inc.,  New  York, 
listing  more  than  800  topical  radio and  television  shows,  their  working 
addresses,  type  of  audience,  whether each  is  a  station  or  network  program, 
days  on  the  air,  and  description  of 
show.  Directory  is  available  at  $15 
per  year,  including  periodic  supple- ments. 

Licensed  CPs Cond'l     Appls.  In Grants    Pending  Hearing 

KCRV  Caruthersville,  Mo.— Granted assignment  of  license  from  Pemiscot Bcstrs.  Inc.  to  partnership  owned  by same  stockholders,  Pemiscot  Bcstrs., consisting  of  J.  E.  Taylor,  Harry  Levin and  Robert  L.  Harrison.  Granted  Oct.  9. 
KMCO  Conroe,  Tex.— Granted  as- signment of  license  from  partnership d/b  as  Montgomery  County  Bcstg.  Co. to  new  corporation  owned  by  same  in- dividuals. No  monetary  consideration involved.    Granted  Oct.  10. 
KGAL  Lebanon,  Ore. — Granted  as- signment of  license  from  W.  Gordon Allen  to  Linn  County  Bcstg.  Co.,  new corporation  owned  59.1%  by  Mr.  Allen, president.  Other  owners  are  Vice President  Donald  F.  Whitman  (20%), 

production  director  WJBK-TV  Detroit and  KOIN  Portland,  Ore.;  Secretary- Treasurer  Harold  C.  Singleton  (9.9%), 
52%  owner  KWWB  Walla  Walla,  Wash,, and  chief  engineer  KGW  Portland, 
Ore.;  Kathryn  B.  Hayden  (10%),  part- owner  "Lebanon  Express";  Madeline R.  Allen  (1%),  housewife.  Total  of $8,000  is  paid  to  Mr.  Allen  for  interests obtained.    Granted  Oct.  10. 
WSMB-AM-FM  New  Orleans,  La.— Granted  acquisition  of  control  WSMB Inc.,  licensee,  by  City  Stores  Die.  (50%) 

and  AB-PTI  (50%).  City  Stores  takes over  interest  held  by  dissolved  subsi- diary corporation,  Maison  Blanche  Die, and  AB-PTI  takes  over  interest  now held  by  United  Paramount  Theatres. Stock  transaction.    Granted  Oct.  10. 
WCHI  Chicago  Heights,  Dl.— Granted acquisition  of  control  Chicago  Heights 

Bcstg.  Co.,  licensee,  by  Anthony  San- tucci,  president  of  firm,  who  purchases 
Secretary  F.  J.  Armbruster's  22.6%  for $2,394.  Mr.  Santucci  now  holds  60% interest.    Granted  Oct.  10. 
WJBO,  WBRL  (FM)  Baton  Rouge, La. — Granted  transfer  of  control  Baton 

Rouge  Bcstg.  Co.  Inc.,  licensee,  to Charles  P.  Manship  Jr.,  Richard  F. Manship,  Douglas  L.  Manship,  Douglas L.  Manship  Jr.,  and  David  C.  Manship, 
legatees  under  will  of  Leora  D.  Man- ship,  deceased.  No  monetary  consider- ation.    Granted  Oct.  10. 
KDAC  Fort  Bragg,  Calif  .—Granted application  for  involuntary  assignment of  CP  Mendocino  Coast  Bcstg.  Co.,  li- censee, to  Charles  R.  Weller,  receiver. Application  to  be  amended,  removed from  hearing  and  granted  license  ap- plication as  amended.    Granted  Oct.  10. 
KEYL  (TV)  San  Antonio,  Tex.— Granted  transfer  of  control  from  H.  H. Coffield  and  20  other  stockholders  to 

The  Fort  Industry  Co.,  owner  WSPD- ?■  M-FM-TV  Toledo,  WWVA-AM-FM Wheeling,  W.  Va.,  WMMN  Fairmont, W.  Va.,  WAGA-AM-FM-TV  Atlanta, 
WGBS-AM-FM  Miami,  WJBK-AM-FM- TV  Detroit  and  WSAI-AM-FM  Cincin- nati, through  sale  of  5000  shares  (100%) 
for  $1,151,000.    Granted  Oct.  10. 

New  Applications 
AM  APPLICATIONS 

Putnam,  Conn. — Isreal  Putnam  Bcstg. Co.,  1340  kc,  250  w,  fulltime;  estimated construction  cost  $6,630;  first  year  oper- ating cost  $45,000;  first  year  revenue $48,000.  Principal  stockholders  are: President  Roland  A.  Gayette,  owner Liberty  Foundry  and  Mfg.  Co.,  Central 
Falls,  R.  I.  (26%);  Vice  President- Treasurer  Rene  Cote,  owner  Black  Dia- mond Fuel  Co.,  Pawtucket,  R.  I.  (26%); Daniel  J.  Hyland,  employe  handling public  relations  and  sales  for  Paquin Moving  and  Storage  Co.,  Providence, R.  I.  (10%);  G.  Stanley  Shaw,  banker, 
Putnam,  Conn.  (3%);  William  P.  Bar- ber, attorney,  Putnam,  Conn.  (3%),  and 22  other  stockholders.     Filed  Oct.  8. 
Emporium,  Pa.— Elk-Cameron  Bcstg. Co.,  1340  kc,  100  w,  fulltime;  estimated construction  cost  $7,477.51;   first  year 

BROADCASTING    •  Telecasting 

operating  cost  $16,000;  first  year  rev- enue $24,000.  Applicant  is  licensee WKBI  St.  Marys,  Pa.    Filed  Oct.  10. 
Big  Rapids,  Mich.— Paul  A.  Brandt, 1550  kc,  1  kw,  day;  estimated  construc- tion cost  $14,000;  first  year  operating cost  $45,000;  first  year  revenue  $50,000. Applicant  is  licensee  of  WCEN  Mt. Pleasant,  Mich.     Filed  Oct.  11. 
Greenwood,  S.  C. — Radio  Greenwood Inc.,  1350  kc,  1  kw,  day;  estimated construction  cost  $14,115;  first  year 

operating  cost  $36,000;  first  year  rev- enue $48,000.  Applicant  is  licensee  of WFPM  Fort  Valley,  Ga.,  and  applicant for  new  AM  stations  in  Tuskegee,  Ala., and  Winder,  Ga.  Filed  Oct.  11. 
FM  APPLICATION 

Highland  Township,  Douglas  County, Wis. — State  Radio  Council,  89.9  mc  (ch. 
210),  10  kw,  fulltime.  To  be  non-com- mercial station.  Estimated  construction 
cost  $65,000.  Programming  would  be largely  furnished  by  WHA-AM-FM Madison,  Wis.  Applicant  is  licensee WHA-AM-FM  Madison,  WLBL  Auburn- dale,  WHKW  (FM)  Chilton,  WHWC (FM)  Colfax,  WHAD  (FM)  Delafield, WHRM  (FM)  Rib  Mountain,  WHLA (FM)  La  Crosse  and  CP  for  WHHI  (FM) Highlands  (all  are  non-commercial, educational  stations). 

TV  APPLICATIONS 
Scranton,  Pa.— Scranton  Bcstrs.  Inc., 

Ch.  22  (518-524  or  548-554  mc),  200  kw visual,  92.2  kw  aural,  antenna  1163  feet; estimated  cost  $326,099;  first  year  oper- ating cost  $100,000;  first  year  revenue 
$75,000.  Applicant  is  licensee  of  WGBI- AM-FM  Scranton  and  will  request  call letters  WGBI-TV.    Filed  Oct.  9. 
Henderson,  Ky.  —  Tel-A-Ray  Enter- prises Inc.,  Ch.  50  (770-776  or  800-806 mc),  21.5  kw  visual,  10.7  kw  aural, antenna  315  feet;  estimated  cost  $150,- 000;  operating  cost  $50,000;  revenue $125,000.  Principals  are  President  Jack Grimes  (274  shares  out  of  1540),  presi- 

dent and  V3  owner  Henderson  Gas  Ap- pliance Co.;  Vice  President  Neff  Cox Jr.  (200  shares);  Victor  E.  Chamberlain (274  shares);  R.  A.  Hughes  (148),  half- owner  Tabbasco  warehouse  in  Hender- son; M.  H.  Kirby  (148  shares),  presi- dent First  National  Bank,  Henderson; 
George  L.  Moss  (148),  vice  president 
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FCC  Roundup  ~  7      ~T       ™ Ad  Costs 
(Continued  from  page  103)                          J*12fe/Wfr*t    SoX    ScOt*  (Continued  from  page  U) 

b  nk  Sam                             *  Stabilization   "the   most  extraor- 
S^SrftSSTStiS        STATUS  of  broadcast authorisations  a„a  applied  at  S^SXSUrW 
TurinS;  aiaFii|nr,,ct.tt.r  m.n.r.W         FCC  as  of  September  30  follows:                 ^          ̂           ̂   fm.  nimwr0£  nn^mi  and  „y_ 

St^k^  will.:    Idaho  —  Eastern  Idaho          Total  
authorized                                                     2401            653            108  trary  dictates  by  officials  of  tfibt 

»    *     ,„h  Television  CO    Ch.  3  (60-66           Total  on  the  

air                                                        2300             644         '    108  ae-encv  " BcS^™p  7nfi  kw  visual    5  kw  aural,          Licensed  (All  on  air)                                             2271            551             86  *&™y:           ...  n    ,     ,  .            .  , 

mc;)*       »s  f  eet™  estimated  cost  $82,-           Construction  permits                                                130            101             22  The  issue  initially  had  been  raised 
461  75   first  year  operating  cost  $90,000;          Conditional  grants                                                                    1*  by  James  D.  Shouse,  chairman  of 4bi.o,  "rs fc            r  -100  000     Applicant          Total  applications  pending                                     1087            225            520  '                                '          ,  . 
firsV  yeacr„  reKTFi ̂   Idaho .Falls,   Idaho.         Total  applications  in  hearing                                251             8           183  the  board  of  Crosley  Broadcasting 
Filed0  Oct    9                                                     Requests  for  new  stations                                        280                8             444  Corp.  and  vice  president  of  Avco Filed  oci.  ».  Requests  for  new  stations  in  hearing    Ill  2  171  „  .a     t->  *  tj„„ 

TRANSFER  REQUESTS                       Requests  to  change  existing  facilitiei                        219              28              39  Mfg.  Corp.,  after  the  Defense  Pro- „  ™»  t?  ,Ha,    Pa  —involun-          Deletion  of  licensed  stations  in  September                0               4               0  duction  Act  first  became  law.  He 
tary^anlf^r^coS'from  Davi°d  H.  Del. *ion  of  construction  permits                                 1               0               0  noted  that  nQ  provision  had  been Rosenblum,  deceased,  to  Sara  H.  Rosen-                On  the  air.  made  fQr  advertising.    seHing  an(j 
"SmEEX  GrlLZX  s.  c.  -  other  costs  prior  to  adoption  of  the 
Voluntary  transfer  of  control  Green-              BnnH  Prnmnrinn              tional  field  staff  members.  Capehart  formula, vilie  Bcstg.  Co.  from  Christie  K.  Rus-              DOI.U  rrOmOTIOn  jjere  is  what  the  new  bill  sue- sell  as  administratrix  to   Christie  K.                                                                         Sen.   Kllgore  requested  a  table  "f1*  1S  wndx          new  oin,  bug 
RusseTi  as  individual  (^6%)  and  toMes-           (Continued  from  page  25)           q{  ̂   advertising\eceived  by  the  gested  as  an  amendment  to  that 
Aies?er  FGrmFurman  6^o.,  agents  and     Defense  Dept.  sponsorship  of  The     Treasury   Dept.   in   the   past   10  a°iWAnow  the  President  to  deter 
&?elZAwX  ̂ r^Furnaan' w^  pay     Shadow,  noted  that  it  has  "gone     years  The  table  showed  that  radio  m  •  ̂   ^ 
^ofWto  interest.   Filed  Oct.  8.     back  into  private  industry  selling     advertisers  had  contributed  huge  ™™rtisin*  and  other  costs7n  an Waat-AM-FM  and  WATV  Newark,     some  kind  of  hair  tonic."                  chunks  of  promotion,  ranging  from  ?a™™*™f.  ,* wiT 
&'^S£T?5»«^Sgg        "I  am  also  informed  that  at  that     ff  ̂   ™*  f  0f  ̂flf  estT  •               President  to  find 
SSLSSSS1  &  M$f6  500W  WVSSa     time  Sammy .  Kaye  was  contribut-     £  ̂   iTmHUon  that  added  costs  are  "properly  al- wiii  retain  96%  shares.   Filed  Oct.  9.     ing  his  services  to  the  Treasury     m*Lea  dL.*^  mimuu.  locable"    to    the    production  and 
winz  Hollywood-Miami  (Dade  Coun-     Dept."    The    Senator    originally        Television  mdustry  donated  from  saleg    of    manufactured  products 

Jy)i  ̂ on™™™&  ™o"ltee™*,     charged  that  the  Treasury  Dept.     |1  million  in  1950  to  $2.5  million  and  charges  for  industrial  services. from  Jonas  Weiland,  deceased  to  Le-     was  sponsoring  the  band  leader.        ter  this  year.  ^   Permit  the  OPS  to  include 
ta^^^9^^^111^        Sentiment  for  keeping  the  gov-              Radi0's  Munificence  only  what  the  President  deems  as Oct  io.                                             eminent  out  of  the  paid  commer-                    .  a  "reasonable  allowance"  for  "nec- 
wkbz-am-fm  Muskegon   Mich   -     eial  program  field  cropped  up  dur-     ̂   01  striking  significance  was  the  eg           and     unavoidabie»  cost 

L°c^arRaa?oancorp  °f  licensee0    flom     ing   hearings   before   the   Senate     f?ct  *hKa*  r adl°*im?  f       ̂   *°J  boosts- Grant r  f  Ashbacke? 'to Arch  shawd,  Appropriations  Committee,  re-  about  50%  of  the  total  of  all  ad-  *  Allow  individual  manufactur- 
president  shawd  industries  inc.,  leased  j  wegk_  The  Trea  vertismg  dollars  for  each  year,  in  ers  and  procesSors  to  petition  OPS 
^orOU|iiedaleoc0t.  M*  mterC  ?  Dept.  had  sought  $2  million  to  contrast  to  newspapers,  periodicals  for  priceP  adjustments  "to  the  ex- wtpr  Paris,  Tenn.— voluntary  trans-  wage  its  savings  bonds  drive.  and  outdoor  billboards.  tent  necessary  to  relieve  financial 
co  0^cen0^0fr?rMr?yBlwe8c^ws  "Why  do  you  ask  for  $2  million?  Estimated  value  of  measurable  hardships."  The  current  law  makes to  Aaron  b.'  Robinson  and  five  other  If  the  television  companies  make  advertising  contributed  by  adver-  such  provision  but  OPS  has  not 
LT°ofS  llo%  Fnterertfor  $%w'°Mr.  it  [advertising]  free,  and  those  tisers  f"d  the  five  chief  media  in  passed  on  any  applications,  con- Robinsor i  is ;  vice  president  and  general  who  prepare  it  make  it  free,  why  support  of  the  Treasury  savings  tending  the  practice  would  over- 
manage. ■  wcma  and [^D%yC^M«.  should  we  th  $2  million?»  bond  program  by  fiscal  years,  was  burden  the  agency  with  requests. 
t^°nT^T4i'^V%E^v&  Chairman  Kenneth  McKellar  (D-  reported  as  follows:  "Financial  hardship"  is  defined  as 
agfr*  WDXE;LirrenceSurI,eTenn.  Filed  Tenn.)  wanted  to  know.  [In  minions  of  dollars]  "losing  money." Oct.  10.  A  department  spokesman  replied  Components  Capehart  Proposal 
KR^BMcA\tten^ndiWACOC\Vaco^TDex!  the  sum  was  earmarked  for  addi-  ,  Unchanged  in  the  current  con- 
—Transfer  of  control  Texas  State  Net-  -  ~  "  ~~  ~  _  Q  '  c  ■?  2  'g  M  o  trol  controversy  is  the  period  from work  inc.,  parent  company  of  all  four  shares),  Vivienne  Harper  Laughlm  (250  %  -2  |||«|^  g  T  ?4  iq«5n  Tnlv  9fi  1Q^1 stations,  to  Sid  W.  Richardson  through  shares)  and  Charles  F.  Roeser  estate  -g  ̂   * '3  « »  £  g  s  June  24,  1950,  to  July  2b,  1951. redemption  of  71%  of  its  5000  shares      (50    shares);    total    shares    redeemed:          Fiscal  year      H    5S      >  *  a  fc      O  Costs    accrued    during    this  time outstanding,    leaving    Mr.    Richardson      3550.     Consideration:    (A)    $118,333.33%      1942   58    32           17     4      5  would    up    addp^    to    the  VnVhpst with   900   of   1450   shares   outstanding.      in  cash,  (B)  71/90th  interest  in  KFJZ      1943                      90    49           26     8      7  W0U1Q    De.   aaaea    to    tne  nignest Stockholders  redeemed  include:   Ruth      studio  location,  and  (C)  $696,983.33%  in      1944                     122    65           34    13      9  price   during   a   base   period — Jan. G.  Eidson  (800  shares),  Ruth  G.  Eidson      promissory  notes  of  corporation  secured      1945   89    48     ..    22    11      8  1   tn  Tnne  94  IQ^O 
and  Continental  National  Bank  of  Ft.      by  lien  of  all  physical  assets  of  cor-     1946   55   29          14     7      5  1        J  u,le  ̂ '  1-i}ov- Worth,  trustees  (800  shares),  Marshall      poration  and  guaranteed  for  four  sta-      1947                        28    13            5     8      2  Sen.  Capehart,  who  later  offered R.  Young,  George  Thompson  Jr.  and      tions  bearing  4%  interest  and  matur-      1948   35    16            8     9      2  enmnrnmi^    Ldnn            •  T Ed  H.  Winton,  trustees  for  Ellen  Roeser      ing  m  nine  equal  annual  installments.      1949   41    19            9    10      3  a    compromise    version    IB  1, under  trust  indenture  dated  Aug.  30,      Filed  Oct.  11.                                              1950                        42    20      1     9    10      2  Oct.  8],  Suggested  that  labor  costs 1938,    and    amendments    thereof    (650                                                                         1951   45    21      2     9    10      3  rpp-istpr-erl  =inee   Tnlv  9fi    10^1  ho 
shares),   Marshall   R.   Young,    George      Deletions  .  .   .                                    1952  (estimated)  50    22    2.5    11    11    3.5  ̂  eg is> Lerea _  since  duly  ̂ D,  lyoi,  De Thompson  Jr.  and  Ed  H.  Winton,  trus-  allowable  m  setting  ceiling  prices; 
tees  for  Emily  Roeser  under  trust  in-     TOTAL  deletions  to  date  since  Jan.  1:         With  respect  to  free  advertising,  urged  that  the  Chief  Executive  be denture  dated  Aug.  30,  1938,  and  amend-      AM  26,  FM  57,  TV  1.    New  deletion:      „,                       ,                 ..    ,    „     J"  -      ,    .      •                 .     ,  .,: ments  thereof  (650  shares),  Ellen  Roeser        KVNJ  Fargo,  N.  D.— Radio  Dacotah     Treasury   spokesmen  cited  t  oote,  required  to  issue  revised  ceilings 
(175  shares),  Emily  Ruth  Parker  (175     Inc.,  license,  Oct.  10.   No  reason  given.     Cone  &  Belding  (newspapers  and  within  60  days;  and  held  out  for 

magazines),      Dancer  -  Fitzgerald-  right  of  individual  manufacturers 
Sample     (network    radio)     and  to  apply  for  price  increases  with- 
Schwimmer  &  Scott  (other  radio)  out  regard  to  hardship  cases. 

.   y             RM1  4/a  fowiA                   'ill      as  examples  of  Treasury  "persua-  In   his   testimony,   Mr.  DiSalle 70 H4K  i(4m  Oil**  /£*  tpWW*                     Hm      sion"  in  obtaining  top  talent  free,  said  that  the  pending  measure  "re- 
,               Preparation  of  radio  transcrip-  moves  the  worst  features"  of  the 

Another  BMI  "Pin  Up"  Hit— Published  by  Hill  &  Range                tions— "free"    to    Treasury    Dept.  Capehart  formula. t      "except  for  the  production  and  me-  The  administration  bill,  he  con- 
1m«7- ^  f^"rT  TO  BE               WIl.     lii       chanical  charges"— are  sent  to  sta-  tinned,  allows  for  hardship  cases WW  irmlw  m     m  ̂w                                               tions  at  tneir  recluest  and  played  covering  cost  increases  and  permits 

/laH    Vdl¥T                      \    A^S      without  charge.    TV  stations  get  OPS  to  issue  and  maintain  uni- .a^  1^  i » A  WrU                        \     J  HH      films  and  slides,  donating  time  and  form  dollars-and-cents  ceilings. 
^     o        j      .  u       n«m„nrf-MGM  11027;        \  /  B      using  them  "many  times  over,"  it  The  principle  of  the  Capehart On  Records:  ̂ J^^^^Zyl    20.         V  ■      WaS  exPlained"  amendment-te  permit  individual 
Percy  Faith— Col.                nay  i           Williams           \  K         With   rePect  to  recruiting,  the  sellers  to  "arbitrarily  pass  on  to  the 4248;  Nellie  Lutcher — Cap.  1789;     ex                          %  ||||      kan  apparently  caught  publishing  purchaser  all  cost  increases  in  the 
-Cap.  1799.                                                       ^^^\hH      and  magazine  trade  groups  by  sur-  13  months  since  Korea — serves  to 

l»^fcAHjl      prise.     Conferees    originally    had  block  government  efforts  for  fair 
•            i      agreed  to  outlaw  only  radio-TV  and  equitable  price  ceilings,  he  ex- 

funds  but  reversed  themselves  at  plained,    adding    that  individual 

^!WKfiBGBS3  juJEhCBBMkJB      the  llth  h0U1  ,:,e:f01'e  sending  the  price  adjustments  also  would  throw ' J ^^^■■■■■■■■HlHflBSS&H      hill  to  the  House  floor.  "an  enormous  burden"  on  OPS. 
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Baseball  Future 
(Continued  from  page  25) 

major  league  games  in  1948-49, 
minor  league  attendance  was  at 
record  high  levels  and  was  not  hurt 
by  the  broadcasts.  In  1950  and  1951, 
minor  attendance  dropped  at  ex- 

actly the  same  rate  as  movie  at- 
1  tendance,  he  said,  and  the  leagues 
picked  out  major  league  broadcasts 
as  the  main  cause. 

The  McLendon  theatre  chain  has 
been  hit  the  last  two  years,  Mr. 
McLendon  said,  with  inflation  and 
installment  buying  as  the  principal 
factors.    He  said  the  factors  also 

i  ""were  responsible  for  the  minor league  decline. 
Liberty  constantly  urged  listen- 

ers to  attend  minor  league  games 
during  the  season,  he  said,  with 
some  minor  clubs  crediting  the  net- 

work with  helping  their  attendance. 
Liberty  has  just  started  two  across- 
the-board  programs  from  Holly- 

wood to  help  stimulate  movie  at- 
tendance, he  said.  The  programs, 

titled  Movietime  USA,  were  start- 
ed at  the  request  of  the  Council  of 

Motion  Picture  Organizations. 
Asked  if  he  had  been  a  factor 

in  the  broadcasting  effort  to  obtain 
relaxation  of  the  major  league's 
Rule  1-D,  Mr.  McLendon  said,  "No 
comment." 
Already  Liberty  has  a  three-year 

contract  with  the  Chicago  White 
Sox  baseball  team.  In  the  past  sea- 

son Liberty  had  baseball  on  325  of 
its  440  affiliates  but  in  1952  the 
list  will  be  greatly  expanded  be- 

cause of  the  addition  of  stations 
in  major  league  territory. 

LBS'  Programming 
Mr.  McLendon  emphasized  that 

sports  constitute  only  a  part  of 
Liberty's  programming. During  the  football  season  it  is 
carrying  Miami  U.  college  games 
Friday  night;  two  games  Saturday 
afternoon — Army  followed  by  a 
West  Coast  contest;  Louisiana 
State  Saturday  night;  Yanks  games 
followed  by  the  Rams  Sunday  after- 

noon in  the  pro  league.  Profes- 
sional games  haven't  been  carried 

within  75  miles  of  a  pro  football 
city,  aside  from  individual  con- 

tracts between  club  owners  and stations. 
Aside  from  the  Dept.  of  Justice 

suit,  a  separate  inquiry  into  the 
srorts  world  is  being  conducted  by 
a  Federal  grand  jury  in  New  York. 
This  jury  is  looking  particularly 
at  boxing-,  with  possibility  that  ra- 

dio-TV figures  will  be  asked  to testify. 
The  National  and  American 

League  baseball  decision  removed 
Rule  1-D  from  the  major  league books.  The  rule  provided  that  every major  and  minor  league  club  had 
the  right  of  protection  within  a 
50-mile  radius  of  its  ball  park.  The practical  effect  was  prevention  of major  league  broadcasts  in  a  minor 
league  city  a  half -hour  before  game time  and  during  games. 

Ford  Frick,  new  baseball  com- 
missioner, presided  at  the  Monday meeting. 

The  joint  announcement  said: 
BROADCASTING    •  Tele 

"At  a  joint  meeting  today  (Oct. 
8)  the  major  leagues  repealed 
major  league  Rule  1-D  which  had 
provided  that  a  major  league  club 
should  not  authorize  the  broadcast 
or  telecast  of  its  home  games  from 
a  station  located  within  the  home 
territory  of  another  major  or  minor 
league  club  during  the  time  that 
such  club  is  playing  a  home  game, 
except  with  the  consent  of  such other  club. 
"Each  major  league  club,  as owner  of  all  rights  in  its  home 

games  and  the  news  of  its  home 
games,  has  the  exclusive  right  to 
control  the  use  and  sale  of  rights 
to  broadcast  and  telecast  its  home 
games.  With  the  repeal  of  Rule 
1-D,  each  major  league  club  will 
act  independently  of  all  other  clubs 
and  free  from  any  major  league 
rule,  regulation  or  agreement,  in 
the  use,  control  and  sale  of  all 
rights  to  broadcast  and  telecast  its 
home  games,  subject  only  to  rights 
granted  to  each  visiting  club." 

Effect  on  Minors 
George  M.  Trautman,  president 

of  the  National  Assn.  of  Profes- 
sional Baseball  Leagues,  said  the 

minors  now  can  find  how  much 
major  league  broadcasts  can  hurt them. 

"This  means  that  each  major league  team  can  come  into  our  ter- 
ritory and  there's  nothing  we  can 

do  about  it,"  he  said.  "My  job  will be  to  try  to  influence  the  major 
league  clubs  to  refrain  from  hurt- 

ing us  too  much." At  the  time  the  football  suit  was 
filed,  Mr.  Morrison  was  asked  if 
the  government  would  take  similar 
action  against  the  NCAA.  He  re- 

plied, "If  we  are  successful  here, and  the  shoe  fits  anywhere  else, 
they  will  have  to  wear  it. 

"We  must  meet  that  when  we  get 
to  it.  We  are  filing  now  what  we 
consider  our  best  case.  If  this  is 
successful,  it  is  likely  that  action 
will  be  taken  in  the  cases  of  all 
other  sporting  events,  including 
college  football,  professional  base- 

ball and  boxing,  in  which  telecasts 
and  broadcasts  are  restricted. 

"If  any  sport  sells  a  ticket,  it  is 
offering  a  commodity  on  the  mar- 

ket. The  public  should  be  able  to 
buy  what  it  wants  free  of  any  mo- 

nopoly and  free  of  any  restraint. 
This  is  not  so  now. 

"We  feel  that  the  American  peo- 
ple are  entitled  to  have  free  of  mo- 

nopoly the  right  to  see  or  hear  what 
they  want." Mr.  Morrison  said  just  prior  to 
filing  the  pro-football  suit  that  it 
developed  from  protests  from  the 
public,  leading  to  a  Dept.  of  Justice 
probe  into  professional  and  non- 

professional sports.  The  action  is 
designed  to  clarify  the  position  of 
broadcasting  and  telecasting  in  the 
sports  world,  he  said. 

"It  involves  some  of  the  most 
often  complained  of  and  aggravated 
restrictions  on  the  dissemination  of 
athletic  events  to  the  public,"  Mr. Morrison  observed. 

"It  is  hoped  that  this  action  will make  broadcasts  and  telecasts  of 
a  s  ti  n  g 

John  Lord  Butler 
JOHN  LORD  BUTLER,  58,  re- 

tired executive  of  Aitken-Kynett 
Agency,  died  Oct.  8  at  his  Phila- 

delphia home.  Prior  to  his  assoc- 
iation with  Aitken-Kynett,  Mr. 

Butler  headed  an  advertising  agen- 
cy bearing  his  own  name  for  10 

years.  His  wife,  Marian  Butler; 
a  son,  and  two  daughters  survive. 

professional  football  games  more 
readily  available  to  the  public  by 
removing  restrictions  on  the  right 
of  each  football  club  to  determine 
for  itself  whether  and  on  what 
terms  it  will  sell  its  broadcast  and 
telecast  rights." In  its  petition  the  government 
argued  the  professional  football 
clubs  entered  into  an  agreement 
"by  which  they  have  restricted  the persons  to  whom  and  the  areas  in 
which  each  football  club  may  sell 
rights  to  broadcast  and  telecast." 

The  court  was  asked  "to  adjudge and  decree  the  teams  as  engaged 
in  a  combination  and  conspiracy  in 
restraint  of  trade  and  commerce 
among  several  states  and  the  Dis- 

trict of  Columbia,  in  violation  of 
the  Sherman  Act,  and  to  issue  an 
injunction  against  the  alleged  con- 

spiracy." 
Named  as  defendants  in  the  foot- 

ball suit  were  the  New  York  Giants 
and  Yankees,  Philadelphia  Eagles, 
Chicago  Cardinals  and  Bears,  Los 
Angeles  Rams,  Green  Bay  Packers, 
Cleveland  Browns,  San  Francisco 
Forty-Niners,  Washington  Red- 

skins, Detroit  Lions  and  Pittsburgh 
Steelers. 

20-Day  Answer  Period 
The  defendants  have  20  days  to 

file  an  answer. 
National  Football  League  rules 

require  that  all  broadcasting  and 
telecasting  contracts  require  writ- 

ten approval  of  the  commissioner, 
according  to  the  suit.  The  league 
restricts  telecasting  of  other  games 
into  the  territory  of  each  of  the  12 
member  clubs,  the  suit  charges. 

Bert  Bell,  league  commissioner, 
has  absolute  control  over  broad- 

casts and  telecasts  of  league  games, 
Mr.  Morrison  asserted. 

Mr.  Bell  said  the  league  has  co- 
operated fully  with  the  govern- 

ment's sports  investigation. 
"We  have  nothing  to  hide,"  he 

said.  "I  believe  the  National  Foot- 
ball League  is  the  most  liberal  of 

anybody  as  far  as  television  is  con- cerned. We  conferred  with  the 
Anti-Trust  Division  of  the  Dept. 
of  Justice  last  November  before 
drawing  up  our  plans  and  we  have 
their  recommendations  in  writing." He  claimed  that  the  clubs  made 
their  own  TV  arrangements  this 
year,  at  the  government's  sugges- tion, whereas  in  1950  he  made  them 
for  the  league  as  a  whole. 
"We  think  this  is  a  matter  for 

the  courts  to  decide,"  Mr.  Bell  con- 
tinued, and  not  for  the  Anti-Trust 

Division  to  make  the  laws  and  en- 
foi-ce  them,  too.  I  can  tell  you  one 
thing — we  will  not  sign  any  consent 

decree  as  far  as  the  present  action 
is  concerned.  All  we  do  is  protect 
our  home  territories  on  the  day  of 
the  game.  I  feel  that  our  policies 
are  more  liberal  than  any  other 
radio  and  television  policy  in  sports. 

"After  a  conference  we  accepted 
all  their  suggestions  but  two.  They 
suggested  that  we  permit  any  other 
club's  telecast  be  allowed  even  if  a 
team  is  home  provided  it  would be  over  an  hour  or  so  before  or 
start  an  hour  or  so  after  the  same. 
They  also  suggested  we  permit 
any  other  club's  telecast  be  allowed to  come  into  a  city  when  the  home 
team  is  away.   We  disagreed. 

"The  joke  to  me  is  that  we  can't sell  enough  television.  Believe  me, 
our  clubs  want  to  sell  it.  Right  now 
the  Chicago  Bears  and  Cardinals 
are  giving  away  their  television 
rights  on  sustaining  programs. 
They  couldn't  find  sponsors  to  pay." 

George  P.  Marshall,  president  of 
the  Washington  Redskins,  said  the 
whole  thing  left  him  "confused" but  he  felt  the  courts  should  decide 
the  law,  not  the  Dept.  of  Justice. 

Max  Farrington,  athletic  director 
of  George  Washington  U.  and  a 
member  of  the  NCAA  Television 
Committee,  defended  NCAA's  ex- perimental video  project  for  college 
football.  "As  far  as  I'm  concerned 
it's  in  the  realm  of  reasonable 
restraint,"  he  said.  "In  a  sense  it's a  restraint  to  sell  tickets  for  $4.40 
each  isn't  it?  After  all,  there's 
no  God-given  right  to  use  television 

free." 
WI  DON'T  HAVE  TO 

TELL  ANYONE 

the  Green  Bay  country  follows 
:he  Green  Bay  Packers. 
The  Packer  game  broadcasts  are 
just  another  of  the  exclusives  on 

WJPG The  Radio  Service  of  the 
Green  Bay  Press-Gazette 

Our  programs,  without  exception, 
are  geared  to  listener  wants  and interests. 
WE  GIVE  MORE  PEOPLE  MORE 
REASONS  TO  LISTEN  OFTENER 
And  we'd  especially  enjoy  pro- 

ducing for  you  proof  that  they  do! 
Green  Bay  is  famous  as  a  test- market. 

Once  you  choose  Green  Bay.  be 
sure  you're  right  on  radio!  It's a  great  story ! 
McGILLVRA,  CHI.  OR  N.Y.  WILL  TELL  YOU 

or  write  or  phone  us 

WJPG Full  time  schedule   at   1440  k. 
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PEOPLE... 

SUBSCRIBER-VISION  TESTS 
REPORTED  BY  SKIATRON 
PLANS  for  second  technical,  non-public  test 
of  its  "Subscriber-Vision"  system  of  home 
box-office  TV,  to  be  followed  by  tests  utilizing 
some  300  decoder-equipped  sets  in  New  York 
homes,  reported  by  Skiatron  Corp.,  New  York. 

President  Arthur  Levy  said  it  was  hoped 
second  test — similar  to  demonstrations  earlier 
this  year  but  now  using  simpler  decoding 
system — may  get  underway  this  week,  assum- 

KENTUCKY  TV  PETITION 
ONLY  TV  application  filed  last  week 
was  for  Henderson,  Ky.  by  Tele-A-Ray 
Enterprises  Inc.  Firm,  composed  of  local 
businessmen,  applied  for  UHF  Channel 
50,  with  21.5  kw  radiated  power.  It 
plans  to  spend  $150,000  on  construction, 
$50,000  yearly  for  operations. 

ing  FCC  approval  is  forthcoming  in  time. 
Tests  are  slated  to  continue  45  days.  Later 
would  come  tests  with  sets  installed  in  homes 
selected  to  represent  cross-section  of  public 
and  with  motion  picture  programs  offered  at 
about  $1  per  show,  a  la  Zenith's  Phonevision tests  in  Chicago  several  months  ago. 

Mr.  Levy  said  retired  Rear  Admiral  Timothy 
J.  O'Brien,  of  Skiatron  board,  has  secured  co- operation of  Society  of  Independent  Motion 
Picture  Producers  in  lining  up  quality  movies 
for  public,  and  that  efforts  will  be  made  to 
get  Metropolitan  Opera  performance  and 
Broadway  shows  as  part  of  programming. 
Tests  are  experimental  and  proceeds  would  go 
to  USO,  Red  Cross  and  Cancer  fund,  Mr. 
Levy  said.  WOR-TV  New  York  cooperating 
in  tests  of  subscriber-vision,  which,  unlike 
Phonevision,  does  not  use  wire  lines.  Similar 
experiments  may  be  held  later  in  Los  Angeles. 

Mr.  Levy  also  reported  Skiatron  plans  to 
demonstrate  its  theatre  TV  system  in  New 
York  in  about  six  weeks.  Instead  of  selling 
theatre  TV  equipment,  Skiatron  plans  to  install 
and  service  it  under  one-year  leases  at  10  cents 
per  seat  per  program,  and  will  concentrate  on 
theatres  accommodating  about  1,000  persons, 
he  said. 

BORDER  TV  PETITION 
WIRE  line  between  Brownsville  and  Mata- 
moros  to  send  sync  pulse  required  for  proper 
operation  of  XELD-TV  in  Mexican  city  across 
border  from  Brownsville  was  recommended  by 
the  FCC  last  week  in  letter  to  Ben  F.  Foster, 
San  Antonio  attorney  who  had  made  request 
for  radio  frequency  last  month  [B  •  T,  Oct.  1]. 
Commission  suggested  that  arrangements  could 
probably  be  made  with  Southwestern  Bell,  also 
called  attention  to  fact  FCC  is  prohibited  from 
granting  radio  facilities  to  alien  interests. 

WSNY  CONTROL  APPROVED 

FINAL  decision,  affirming  "effective  control" of  WSNY  Schenectady  by  Winslow  P.  Leigh- 
ton,  was  issued  by  FCC  Friday.  Decision, 
which  affirmed  hearing  examiner's  recom- 

mendation last  March  [B  •  T,  March  12], 
granted  transfer  authority  and  renewed 
license  of  station.  Station  owner  had  been 
embroiled  with  former  partner  George  R.  Nel- 

son for  control  of  station,  but  that  was  com- 
promised out  of  court  in  1950. 

UN  SESSIONS  ON  TV 
UN  Security  Council  meeting  today  (Monday), 
with  Iran  presenting  its  side  of  oil  dispute, 
to  be  telecast  through  pooled  facilities  by 
Du  Mont  and  ABC  television  networks  from  3 
p.m.  (EST)  to  close.  CBS-TV  was  arranging 
meeting  coverage  from  3:15-4:45  p.m.,  and 
NBC-TV  planned  to  carry  films  of  discussion 
late  Monday  night. 

FCC  MAJORITY  BLASTS 
(Continued  from  page  5) 

continue  to  be  performed  by  it. 
"The  Commission,  unlike  the  proposed  board, 

is  expressly  confined  to  the  review  of  pro- 
gram operations  of  broadcast  licensees  and  to 

recognize  factors  coming  within  the  standard 
of  'public  interest,  convenience  and  necessity,' and  is  expressly  precluded  from  exercising 
any  powers  of  censorship,"  majority  said. 

Although  bill  provides  functions  of  board 
be  advisory  only,  majority  of  Commissioners 
held  that  there  is,  nevertheless,  possibility  of 
conflict  with  Commission's  functions. 

Chairman  Coy  and  Comr.  Walker  said  such 
"continuing  group"  as  proposed  by  bill  would 
be  desirable  as  method  whereby  Congress  "may conduct  legislative  studies  into  the  subject 
matters  covered  by  the  bill.  They  believe  (Coy, 
Walker)  that  worthwhile  results  may  flow 
from  the  type  of  study  proposed  in  the  bill." 
They  further  questioned  that  prescribed 

functions  for  board  involve  censorship,  but 
believed  it  should  be  made  clear  that  board 
would  advise  Congress  and  not  conflict  with 
FCC  functions,  thereby  being  completely  in- 
dependent. 

While  FCC  currently  is  legally  authorized 
to  conduct  studies,  they  said,  it  may  be  more 
desirable  that  such  studies  be  conducted  by 
an  independent  group  with  specialized  func- 

tions, completely  separate  from  Commission. 
Chairman  Coy  and  Comr.  Walker  also  said 

if  board  has  no  authority  with  respect  to 
licensees,  it  would  perform  more  effectively 
without  "arousing  fears  among  broadcast 
licensees."  They  warned  board  should  not 
have  compulsory  power  over  licensees. 

RECORD  TV  AUDIENCE 
HALF  MILLION  Chicagoans  expected 
to  watch  second  press  interview  with 
Sheriff  Babb  and  State's  Attorney  Boyle 
this  morning  (Monday),  largest  local  vi- deo audience  since  Gen.  MacArthur 
visited  city.  Meeting  follows  one  in  July 
which  attracted  public  interest  almost  as 
great  as  Kefauver  hearings.  WNBQ 
(NBC)  and  WENR-TV  (ABC)  sched- 

uled live  telecasts  from  stage  of  Stude- 
baker  Theatre,  while  WGN-TV  (Du- 
Mont)  and  WBKB  (CBS)  plan  re-tele- 

casts or  films.  Major  issues  on  which 
law  enforcement  officials  are  expected  to 
be  queried  include  gambling,  vice,  slay- 

ing of  two  youths  by  policeman  and  beat- 
ing of  police  witness.  Austin  L.  Wyman, 

chairman  of  Chicago  Crime  Commission, 
will  moderate. 

HENRY  F.  ARGENTO  elected  assistant  vice 
president  of  Raytheon  Mfg.  Co.,  Waltham, 
Mass.,  and  named  assistant  manager  of  Power 
Tube  Division.  Associated  with  Raytheon  since 
1932,  Mr.  Argento  started  in  test  work  for 
Receiving  Tube  Division  at  Newton,  Mass.  He 
was  transferred  to  Chicago  in  1934  and  re- 

turned to  Newton  plant  in  1939.  He  has  been 
sales  manager  of  Power  Tube  Division  since 
1941. 
ARTHUR  F.  HARRE  joins  WCFL  Chicago 
today  (Monday)  as  general  manager  after  re- 

signing from  a  similar  post  at  WJJD  Chicago.' Mr.  Harre  had  been  with  WJJD  10  years, 
serving  as  its  manager  since  1944  when 
Marshall  Field  bought  outlet  from  Ralph 
Atlass,  now  general  manager  of  WIND.  Mr.; 
Harre  succeeds  Frank  McGivern,  who  resigned 
two  months  ago  to  join  Yankee  Network. 
FREDERICK  HARM,  sales  manager  of  WJJD, 
replaces  Mr.  Harre  as  manager. 
JOHN  D.  BATTEY,  Biow  Co.,  N.  Y.,  timebuyer, 
joins  Dancer-Fitzgerald-Sample,  same  city,  as 
radio  and  television  timebuyer. 
STEPHEN  M.  KENYON,  vice  president  of 
Cecil  &  Presbrey,  N.  Y.,  joins  Lennen  & 
Mitchell,  New  York,  as  vice  president  and  ac- count executive. 
VICTOR  NORTH,  sales  promotion  director  of 
Stern  Bros.,  N.  Y.  department  store,  named 
vice  president  in  charge  of  fashion  and  soft 
goods  accounts,  Dowd,  Redfield  &  Johnstone, 
N.  Y.,  and  its  parent  company,  John  C.  Dowd 
Inc.,  Boston. 
EDWIN  KASPAR  from  local  sales  at  NBC 
Chicago  to  Chicago  sales  staff  of  WOR-TV New  York  Oct.  29. 
ELLEN  VIOLETT,  television  writer,  will 
teach  new  practical  course  in  TV  scriptwriting 
at  the  School  of  Radio  Technique,  N.  Y.,  start- 

ing Nov.  7.  Miss  Violett  recently  won  prom- 
inence with  her  adaptation  for  television  of 

Shirley  Jackson's  short  story,  "The  Lottery." 
NEWSMEN  TO  DEBATE  GAG 
OPEN  FORUM  called  at  8  p.m.  Tuesday  in 
auditorium  of  National  Press  Club,  Washing- 

ton, by  Sigma  Delta  Chi  chapter  to  debate 
President  Truman's  executive  order  imposing 
security  gag  on  executive  departments.  Speak- 

ers will  include  Sen.  Blair  Moody  (D-Mich.), 
former  newsman;  Yates  McDaniel,  Associated 
Press;  Warren  B.  Francis,  Los  Angeles  Times, 
and  Wallace  R.  Duell,  St.  Louis  Post-Dispatch. 
Moderator  will  be  Northcutt  Ely,  attorney, 
formerly  in  Interior  Dept.  during  Hoover 
administration. 

LABOR  CHARGES  DENIED 
CHARGES  of  unfair  labor  practices,  filed  by 
Assn.  of  Documentary  &  TV  Film  Camera- 
men  (CIO)  against  cameraman's  Local  644 and  Studio  Mechanics  Local  52  of  IATSE, 
were  denied  on  grounds  of  insufficient  evidence 
by  Charles  T.  Douds,  NLRB  regional  director, 
in  New  York.  It  was  charged  that  four  ADTFC 
members,  working  on  picture  being  shot  in 
Beacon,  N.  Y.,  by  Liberty  Bell  Productions 
Inc.,  were  discharged  for  non-membership  in  [ 
IATSE  and  suffered  loss  of  pay  as  result. 
Ruling  was  that  men  were  not  discharged  for 
discriminatory  practices  in  violation  of  law, 
but  for  normal  business  reasons. 

Page  106    •    October  15,  1951 BROADCASTING    •  Telecasting 



Successful  advertisers  must  reach  people  - 

a  lot  of  people  -  a  lot  of  people  OFTEN!!! 

AND  AT  LOW  COST!!! 

WLW 
DOES  JUST  THAT! 

"Television,"  says  the  national  advertiser,  "is  af- 
fecting AM  radio."— Yes,  we  agree— but,  HOW 

MUCH?— WHERE?— TO  WHAT  EXTENT? 
In  the  WLW  Merchandiseable  Area,  WLW,  with 
television  going  full  blast,  delivers  advertising  im- 

pressions at  a  LOWER  cost  per  thousand  than 
any  other  radio  station— combination  of  radio  sta- 

tions—newspapers—national magazines— any  TV 
station  or  combination  of  TV  stations  .  .  .  your 
lowest  cost  per  advertising  impression  in  "1/10TH 

OF  AMERICA"— virtually  the  same  cost  per 
thousand  in  1946  (before  television). 
The  whole  study  is  completely  and  graphically 
explained  in  WLW's  latest  analysis  of  "1/10TH 
OF  AMERICA"  (WLW's  Merchandiseable  Area), 
entitled  "WHAT  PRICE  PEOPLE?" 
Our  national  offices  are  currently  presenting  this 
outstanding  fact-packed  film.  If  you  have  not  had 
a  showing,  call  or  write  one  of  our  offices,  and  a 
date  will  be  arranged. 

cn 
THE   NATION'S  STATION 
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$7.00  Annually 
25  cents  weekly 

television 

ADVERTISERS !  AGENCYMEN ! 

want  to  make  money  at  the  lowest  cost  in  New  York  on  one  of  the  greatest 
advertising  mediums  available  today? 

read  these  true  and  startling  facts  about  WOR-tv,  channel 

1.  WOR-tv's  boost  in  power  brings  1,000,000  more  prospect 
customers  for  your  product* 

The  present  effective  radiated  power  of  W0R-tv  is  the 
greatest  of  any  television  station  in  New  York. 

2.  Yet  WOR-tv's  rates  are  low.  On  WOR-tv  sponsors 
get  the  hard-hitting  impact  that  only  television 
delivers  at  rates  that  compare  favorably  with  any 

other  advertising  medium  today . . .  like  — 

a  sports  package  that  brings  its  buyer 
1,000  homes  per  minute  commercial  for  only  $1.31. 

That's  just  one  example. 

For  more  information  on  what  your  television 
dollar  buys  on  CHANNEL  9 

call,  write  or  wire 
WOR-tv  a channel  M in  New  York 

*That  is  more  than  the  entire  population  of  such  important  markets  as  Cincinnati,  Miami  and  Des  Moines combined! 



How  do  you  get  them  to  look  and  listen 
in  Virginia's  greatest  market? 

They  look  via  WTVR,  Richmond's  only  television  station. 
They  look  so  enthusiastically  that 
although  WTVR  must  work  alone  in  stimulating  set  sales, 
already  there  are  over  88,000  television 
sets  in  the  WTVR  area. 

They  listen  via  WMBG  (AM)  and  WCOD  (FM). 
And  they've  been  listening  to  WMBG  first  since  1926. 
These  constitute  Havens  &  Martin  Stations, 
the  only  complete  broadcasting  institution  in  Richmond, 
the  NBC  outlets  (both  sight  and  sound)  for  this  huge  market. 

These  First  Stations  of  Virginia  stop  sales  problems 
in  the  Old  Dominion.  Try  them  and  see. 

WMBG  AM 

WTVRtv 

WCOD™ 
Havens  and  Martin  Stations,  Richmond  20,  Va. 
John  Blair  &  Company,  Notional  Representatives 
Affiliates  of  National  Broadcasting  Company 



COMMUNITY  RELATIONS 

In  a  "selling"  job  that's  never  finished, 
radio  proves  an  effective,  low-cost  tool 

To  progressive  management,  the  importance  of 
community  relations  becomes  constantly  more 
obvious.  Even  in  a  sellers'  market,  industry  must 
continue  to  "sell"  itself  to  its  neighbors,  because  a 
good  local  reputation  helps  so  much  in  so  many 
ways.  Labor  supply,  for  example.  Relations  with  local 
government.  Co-operation  with  local  suppliers. 

On  a  nation-wide  basis,  network  radio  has  long 
proved  its  ability  to  foster  good  public  relations. 
Consider  the  continuing  programs  of  Bell  Tele- 

phone, DuPont,  United  States  Steel. 
Also,  as  many  more  companies  are  discovering, 

spot  radio  can  achieve  equally  good  results  in  spe- 
cific areas. 

Spot  radio  is  flexible,  versatile,  efficient.  And 
economical.  Its  consistent  use. .  with  newscasts,  for 

example.  .  assures  multitudes  of  listeners  at  excep- 
tionally low  cost-per-thousand. 

In  six  of  the  nation's  leading  industrial  areas.. 
Boston,  Springfield,  Philadelphia,  Pittsburgh,  Fort 
Wayne,  and  Portland,  Oregon .  .  Westinghouse  sta- 

tions are  helping  local  industries  gain  and  preserve 
their  neighbors'  good  will.  The  experience  of  these 
stations  in  "community  relations"  programs  is  avail- 

able to  company  management  as  well  as  to  adver- 
tising agencies  and  public  relations  counsellors. 

WESTINGHOUSE  RADIO  STATIONS  Inc 
WBZ  •  WBZA  •  KYW  •  KDKA  •  WOWO  •  KEX  •  WBZ-TV 
National  Representatives,  Free  &  Peters,  except  for 
WBZ-TV;  for  WBZ-TV,  NBC  Spot  Sales 

Published  every  Monday,  53rd  and  54th  issues  (Year  Book  Numbers)  published  in  January  and  February  by  Broadcasting  Publications,  Inc.,  870  National  Press  Building, Washington  4,  D.  C.    Entered  as  second  class  matter  March  14,  1933,  at  Post  Office  at  Washington,  D.  C.  under  act  of  March  3,  1879. 
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CLOSED  CIRCUIT 

AMERICAN  CHICLE  CO.  (Dentyne  and 
Chiclets),  N.  Y.,  through  Sullivan,  Stauffer, 
Colwell  &  Bayles,  N.  Y.,  planning  radio  cam- 

paign using  Mutual's  multiple  program  spon- 
sorship plan — to  be  known  as  "Mutual's  multi- 

message  plan" — comparable  to  NBC's  "tan- 
dem" and  ABC's  "pyramid."  American  Chicle 

is  starting  with  Bobby  Benson  Show  (Sun- 
days, 4:55-5  p.m.)  on  Oct.  28  for  nine  weeks, 

and  additional  programs  are  expected  to  be 
announced  this  week.  Among  shows  Mutual 
offering  advertisers  on  "multi-message  plan" are  three  of  six  hours  of  Star  Entertainment 
to  be  provided  by  MGM. 
ANOTHER  month  may  elapse  before  transfer 
papers  covering  merging  of  General  Tire  and 
Macy  (WOR)  radio-TV  facilities  are  filed 
with  FCC  (B  •  T,  Oct.  15).  T.  C.  Streibert, 
president  of  General  Teleradio  Inc.,  Macy 

!  subsidiary,  flew  to  Hollywood  last  week-end 
I  for  session  with  Tom  F.  O'Neil,  General  Tire radio-TV  head.  Fusion  brings  together  not 
|  only  Don  Lee  Yankee  and  WOR  facilities,  but 
j  also  gives  merged  company  nearly  60%  of 
Mutual  ownership. 
SHORTLY  to  be  announced:  Sale  of  KREM 
Spokane  (970  kc  1  kw  independent)  by 
Cole  E.  and  Helen  Wylie  to  Louis  Wasmer, 
veteran  West  Coast  broadcaster  and  owner  of 

I  KSPO  Spokane,  for  $255,000  subject  to  FCC 
approval  and  contingent  upon  sale  of  KSPO 

:  (1230  kc  250  w  independent).  Transactions 
handled  by  West  Coast  office  of  Blackburn- 

(Continueal  on  page  6) 

COLOR  TELEVISION  Friday  was  stopped 
in  its  tracks,  victim  of -U.S.  rearmament  pro- 

gram. In  swift  series  of  developments  CBS 
acceded  to  request  of  Defense  Mobilization 
Chief  Charles  E.  Wilson  and  announced  it 
would  suspend  color  TV  manufacturing  and 
i  broadcasting  "for  the  duration  of  the  emer- 
|  gency,"  and  other  TV  manufacturers  were summoned  to  Washington  meeting  at  which 
similar  action  on  industry-wide  scale  can  be 
expected. 
How  long  color  TV  will  stay  on  shelf  can- 

not be  estimated ;  resumption  of  color  produc- 
tion— which  had  barely  gotten  underway  at 

i  time  of  Mr.  Wilson's  action — depends  upon success  of  U.S.  effort  to  expand  sources  of 
raw  materials  to  point  that  military  and 
civilian  needs  can  both  be  ,  met.  In  view  of 
experts,  that  achievement  is  not  around  corner. 
Frank  Stanton,  CBS  president,  announced 

suspension  of  color  manufacturing  and  broad- 
casting after  receiving  letter  from  Mr.  Wilson, 

i  'We  must  .  .  .  request  industry  to  suspend j  plans  for  mass  production  of  new  products 
which  are  not  absolutely  essential  and  which 
would  require  the  use  of  critical  materials," 
wrote  Mr.  Wilson.  "After  careful  study,  I 
Have  reluctantly  concluded  that  the  mass  pro- 

duction of  color  television  sets  presents  such 
a.  case." 

In  letter  to  Mr.  Stanton,  Defense  Mobiliza- 
"  BROADCASTING    •  Telecasting 

ROGERS  WINS  VERDICT 
AGAINST  REPUBLIC  PICTURES 
IN  PRECEDENT-SETTING  verdict  that  could 
profoundly  affect  future  release  of  movies  to 
TV,  U.  S.  District  Court  in  Los  Angeles 
granted  permanent  injunction  restraining  Re- 

public Pictures  Corp.  from  exhibiting  on  TV 
81  Roy  Rogers  movies  [B  •  T,  Sept.  24]. 
Judge  Peirson  M.  Hall  ruled  that  cowboy  star's 
13-year  contract  with  Republic,  which  expired 
last  May,  gave  him  right  to  control  associa- 

tion of  his  name  with  any  commercial  product 
or  advertising  except  for  motion  picture  as 
such. 

Mr.  Rogers'  plea  for  $100,000  damages  re- jected by  Judge  Hall  on  ground  that  evidence 
failed  to  show  how  much  he  had  been  damaged. 

UP  STARTS  MOVIE 
SERVICE  FOR  TELEVISION 
UNITED  PRESS  Movietone  News  for  TV 
starts  operations  today  (Monday),  serving 
client  stations  with  daily,  running  supply  of 
news  films  and  accompanying  news  bulletins. 
Charter  clients  include  WJZ-TV  and  WPIX- 
(TV)  New  York;  WN AC-TV  and  WBZ-TV 
Boston;  WHAM-TV  Rochester;  WXYZ-TV 
Detroit;  WSM-TV  Nashville;  WEWS(TV) 
Cleveland;  WCPO-TV  Cincinnati  and  KECA- 
TV  Los  Angeles. 

Service  collaborative  undertaking  of  UP  and 
20th  Century-Fox  Movietone  News.  UP  has 
established  special  TV  news  bureaus  in  New 
York  and  Washington,  plans  to  add  others  re- 

quired. Phil  Newsom,  managing  editor  of 
United  Press  Movietone  News,  is  in  charge  in 
association  with  Jack  Haney,  Movietone  News 
editor. 

tion  Chief  Wilson  asked  only  that  CBS  quit 
making  color  receivers  to  save  critical  ma- 

terials, and  Mr.  Stanton,  in  his  subsequent  an- nouncement, said  that  although  agreeing  to 
that  request,  CBS  would  continue  "experi- 

mental and  developmental  work." But  in  news  release  Mr.  Wilson  announced 
he  and  Manly  Fleischmann,  Defense  Produc- 

tion Administrator,  would  meet  with  TV  manu- 
facturers this  week  to  discuss  "desirability  of 

suspending  all  further  development  of  color 
television  in  order  to  free  highly  skilled  elec- 

tronics engineers  for  important  military 
projects."  This  was  interpreted  to  mean  gov- ernment hoped  to  stop  color  research  as  well 
as  manufacturing,  since  it  is  research  and 
development  that  top  engineering  brains  cur- rently are  engaged  in. 

Some  industry  sources  that  asked  anonymity 
said  they  doubted  government  could  success- 

fully call  complete  halt  to  research.  Competi- tive condition  in  color  field  is  so  intense,  they 
pointed  out,  that  no  company  would  likely  be 
willing  to  shut  up  its  laboratories  for  fear 
some  rival  wouldn't. 

Question  which' industry  leaders  immediately 
asked,  but  did  not  get  answered,  was:  If  ma- terials and  engineers  are  so  badly  needed  for 
military  purposes  as  to  justify  suspension  of 
color,  will  same  shortages  affect  lifting  of 
FCC  freeze  on  TV  stations  or,  if  freeze  is  lifted, 

BUSINESS  BRIEFLY 

FIVE  SHOWS  FOR  G.  M.  *  General  Motors' Pontiac  Division,  Detroit,  buying  five  shows 
on  four  radio  networks  on  one-  or  two-time 
basis  to  promote  new  models,  through  Mac 
Manus,  John  &  Adams,  Detroit:  Stop  The 
Music  on  ABC;  Bob  and  Ray  on  NBC;  Hearth- 

stone of  the  Death  Squad  and  People  Are  Funny 
on  CBS,  and  Under  Arrest  on  MBS.  Pontiac 
also  sponsoring  John  Daly  newscasts  five  times 
weekly  (7-7:15  p.m.)  on  WJZ-TV  New  York starting  today  and  plans  to  expand  to  network 
when  facilities  clear  for  long-term  contract. 

INTERWOVEN  BUYS  $  Interwoven  Stock- 
ing Co.,  New  Brunswick,  N.  J.,  launching  10- week  radio  schedule  in  eight  markets,  using 

Housewives  Protective  League  shows — in  most 
cases  six  times  weekly — on  six  CBS-owned  sta- 

tions and  WTOP  Washington  and  WCAU  Phil- 
adelphia. Dealer  records  available  to  radio 

stations  and  Interwoven  dealers  who  want  to 
coordinate  local  with  national  advertising,  and 
stations  also  may  secure,  from  Interwoven, 
lists  of  company's  dealers  in  coverage  areas. 

N.  L.  &  B.  IN  NEW  YORK 
NEEDHAM,  LOUIS  AND  BRORBY,  Chicago 
agency,  has  opened  a  New  York  office  in  the 
RKO  Bldg.,  1270  Avenue  of  the  Americas,  with 
Richard  L.  Eastland  as  manager.  He  formerly 
worked  at  J.  Walter  Thompson  and  Erwin 
Wasey.  This  is  second  expansion  for  the 
agency  this  fall,  as  it  opened  Toronto  branch 
Sept.  1.  New  York  office  will  provide  service 
mainly  on  radio,  TV  shows  originating  there. 

Gets  'Greetings' will  Office  of  Defense  Mobilization  permit 
new  stations  to  be  built? 

One  highly-placed  authority  in  leading  manu- facturing company  said  he  thought  policy  of 
conserving  engineering  brains  for  military 
projects  could  well  "trigger  off  a  chain  re- action" which  he  described  as:  (A)  permitting 
FCC  to  continue  freeze;  (B)  stopping  UHF 
development;  (C)  standardizing  TV  sets,  tubes, 
circuits,  etc.;  (D)  freezing  present  markets — 
already  at  saturation  point — for  TV  set  sales 
(which  would  mean  headache  to  manufacturers 
whose  military  orders  are  not  enough  to  take 
up  production  slack  that  would  be  left  by  cut- 

backs in  TV  set  volume." 
FCC  withheld  all  comment  on  Mr.  Wilson's 

action,  an  official  spokesman  explaining  Com- 
mission was  awaiting  fuller  explanation. 

(Actually,  when  color  suspension  announced, 
four  Commissioners  were  out  of  town,  fifth 
was  visiting  his  tailor  and  sixth  was  said  to 
be  in  conference  out  of  his  office.  Seventh, 
Frieda  B.  Hennock  has  been  preoccupied  with 
hearings  on  confirmation  of  her  nomination as  federal  judge.) 

Government  request  for  suspension  of  color 
came  few  days  after  CBS  Television  announced 
it  had  sold  first  color  TV  network  schedule  to (Continued  on  page  6)  
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Closed  Circuit 
(Continued  from  page  5) 

Hamilton,  with  negotiations  current  on  sale 
of  KSPO  to  other  Washington  state  interesl 

Color  TV 
(Continued  from  page  5) 

James  Lee  &  Sons  Co.,  carpet  manufacturers 
of  Bridgeport,  Pa.,  which  next  Monday  was  to 
have  begun  sponsorship  of  Monday-Wednesday- 
Friday  presentations  of  Mike  and  Buff,  10:30- 11  a.m.  Request  came  in  advance  of  Tuesday 
hearing  before  appeals  board  of  National  Pro- duction Authority  set  for  tomorrow  (Tuesday) 
at  which  CBS  was  to  plead  for  greater  alloca- tion of  materials  for  manufacturing. 

At  time  of  government  crack-down  on  color, 
CBS  Television  was  planning  ambitious  ex- 

pansion of  color  programming  schedule,  RCA 
was  demonstrating  its  rival  color  system  (see 
story  page  70).  Paramount's  Chromatic  Tele- vision Labs  was  getting  into  production  of  its 
new  tri-color  tube  [B  •  T,  Oct.  15],  and  Na- 

tional Television  Standards  Committee,  rep- 
resentative group  experimenting  with  com- 

patible system,  was  some  three  months  away 
from  end  of  field  tests  of  its  system. 

Mr.  Stanton's  statement  read: 
•In  the  national  interest,  CBS  and  its  manufac- 

turing units  will  comply  immediately  with  ODM's request  to  suspend  manufacture  of  color  television equipment  for  the  duration  of  the  emergency.  CBS Television  will  also  suspend  its  regular  schedule  of color  broadcasts  in  view  of  the  fact  that  there  will not  be  a  sufficient  number  of  color  receivers  in  the hands  of  the  public  to  warrant  such  a  broadcast service. 
"We  look  forward  to  the  day  when  we  may  re- sume our  color  production  and  make  this  electronic achievement  available  to  the  American  people. Within  the  limitations  which  may  be  imposed  by 

the  defense  mobilization  effort,  we  intend  to  con- tinue experimental  and  developmental  work  during 
the  period  of  manufacturing  suspension,  with  par- ticular attention  to  the  development  of  a  tri-color tube  in  connection  with  the  CBS  color  television 
system,  which  received  full  commercial  authoriza- tion by  the  Federal  Communications  Commission. 
"Development  of  a  tri-color  tube  of  CBS  design is  proceeding  rapidly  and  we  expect  that  such  a tube  can  be  demonstrated  shortly  and  will  allow simplicity  and  economy  in  manufacture. 
"The  CBS  laboratories  will  also  concentrate  on the  development  of  a  simple  adapter  which  may  be attached  to  ordinary  black  and  white  television  sets and  which  will  enable  those  sets  to  receive  color television  signals  in  black  and  white.  Such  an adapter  made  generally  available  to  the  public  at a  reasonable  price  should  remove  any  significant objection  to  the  CBS  color  television  system  on  the grounds  of  incompatability  with  present  black  and white  standards. 
"CBS-Columbia  Inc.,  our  manufacturing  subsid- iary will  continue  to  manufacture  black  and  white television  sets  and  electronic  equipment  for  the 

defense  program." Late  Friday  CBS  Television  announced  last 
scheduled  color  TV  program  would  be  U.  of 
Maryland  vs.  U.  of  North  Carolina  football 
game  Oct.  20. 

Many  manufacturers  queried  by  Broadcast- 
ing •  Telecasting  refused  to  let  their  names 

be  used  with  their  comments,  and  some  (in- 
cluding RCA),  withheld  all  comment  pending 

clarification  of  ODM's  intentions.  Among  those permitting  quotes  were: 
S.  W.  Gross,  president,  Tele-Tone  Radio 

Corp.,  New  York,  which  has  attained  produc- 
tion rate  of  25-35  color  TV  sets  per  week:  "We will  complete  production  of  color  sets  we  now 

have  on  the  production  line,  and  then  we  will 
suspend  our  color  production." 

John  S.  Meek,  board  chairman  and  president, 
John  Meek  Industries,  Plymouth,  Ind.,  and 
Scott  Radio  Labs,  Chicago  (neither  of  which 
has  been  in  color  production) :  "An  extremely intelligent  action  in  view  of  the  severe  and  in- 

creasingly pinched  shipments  of  materials." 
Ray  W.  Durst,  executive  vice  president,  Halli- 

crafters,  Chicago,  (which  was  not  in  color  pro- 
duction): "It  (the  ODM  action)  will  ease  the 

public's  mind  as  to  whether  they  should  wait for  color  or  buy  black  and  white,  but  it  will 
halt  development  of  color  television,  which  is 
to  be  regretted." 
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In  this  Issue- 
NARTB  TV  members  endorse  in  princi- 

ple toughest  code  ever  presented  to broadcasting  industry.    Page  23. 
Did  82nd  Congress  help  or  hurt  broad- 

casting? A  survey  by  B  •  T  shows 
legislative  record  generally  favorable. 
Page  23. 

NBC's  new  economic  plan  looks  good  to 
several  sponsors  that  are  nibbling  at 
the  bait,  but  most  affiliates  and  station 
representatives  stick  to  a  wait-and-see attitude.    Page  25. 

All-industry  Affiliates  Committee  will 
hire  an  expert  to  figure  means  of  get- 

ting comparable  research  to  measure 
radio  against  other  media.   Page  25. 

Ohio  State  U.  ad  conference  puts  the 
microscope  on  radio  and  TV.  Page  26. 

New  Radox  system  would  substitute  cir- culation measurements  for  ratings. 
Page  26. American  Vitamin  Assoc.  may  be  bailed 
out  of  its  financial  straights  by  selling 
out  to  other  pharmaceutical  company. 
Page  27. 

Helpful  hints  for  selling  local  business, 
as  presented  to  NARTB  District  16. 
Page  29. 

KNX  adds  up  some  Pulse  figures  to  show 
how  much  radio  listening  there  is  in 
Los  Angeles  TV  homes.  The  answer: 
more  than  lots  of  people  think.  Page  2k. 

NBC-TV  affiliates  want  more  money, 
better  program  standards  from  net- work.   Page  63. 

King-sized  color  looks  good.  RCA  dem- 
onstrates new  big-screen  color  system. 

Page  70. 
Cornell's  broadcasting  chief  says  facts  of 

life  rule  out  widespread  use  of  non- 
commercial, educational  TV  channels. 

Page  70. Supreme  Court  hears  arguments  in 
Lorain  Journal  case,  will  decide  wheth- 

er newspaper  can  put  the  blocks  to 
advertisers  using  radio — and  stay 
within  the  law.    Page  33. 

NLRB  divides  television  production  be- 
tween Screen  Actors  Guild  and  Tele- 
vision Authority.    Page  81. 

Diary  of  a  Dairy  that  fell  in  love  with 
TV.    Page  65. 

President  Truman's  security  order  con- tinues to  draw  fire  from  newsmen. 
Page  31. 

FCC  Comr.  Hennock's  confirmation  to 
federal  bench  is  bigger  question  mark 
than  ever.    Page  29. 

Defense  Dept.  surrenders  radio  recruit- 
ing shows  in  action  forced  by  Congres- 

sional killing  of  budget.    Page  28. 

Upcoming 
Oct.  22-23:  Seventeenth  New  York  BMI 

Program  Clinic,  Peacock  Lounge,  Wal- 
dorf-Astoria  Hotel,   New  York. 

Oct.  25-26:  NARTB  District  Six  Meeting, 
St.  Charles  Hotel,  New  Orleans. 

Oct.  25-26:  Ohio  Assn.  of  Broadcasters, Cleveland. 
Oct.  28-Nov.  3:  National  Radio  and  Tele- vision Week. 

RA-TEL  REPRESENTATIVES  INC.,  N 
York,  process  of  negotiating  merger  with  an- 

other station  representative  firm.  Details  ex- 
pected shortly.  Ra-tel  has  offices  in  New  York, Dallas,  Oklahoma  City,  Atlanta,  Chicago, 

Los  Angeles,  and  San  Francisco. 
BEST  FOODS  (Nucoa)  through  Benton  & 
Bowles,  N.  Y.,  placing  33-week  spot  announce- ment daytime  campaign  in  number  of  mar 
kets  starting  Nov.  1. 
NEWEST  FINANCIAL  worry  of  TV  broad 
casters  is  ruling  of  Internal  Revenue  Bureau 
to  require  eight  to  ten  year  life  on  transmit- 

ting facilities,  as  against  four  year  write- off allowed  since  1948.  Because  of  high 
obsolescence  of  TV  equipment,  it's  expected  TV stations  will  band  together  to  oppose  new  in- 

structions already  given  field  agents. 
EX-LAX  CO.,  Brooklyn,  reported  mulling 
change  in  agencies  and  may  name  Warwick 
&  Legler,  N.  Y.  Joseph  Katz  Co.  now  has account. 
PITFALLS  IN  virgin  field  of  TV  film  syndica 
tion.  Network  offered  film  series  to  non- 
interconnected  station,  available  for  local  spon 
sorship.  Station  sold  program  to  regional 
account  which  spent  $2,500  for  commercials, 
only  to  find  that  film  could  not  be  cleared.  Ad 
vertiser,  through  agency,  salvaged  some  o 
commercials  but  was  in  hole  $1,400.  Networ 
finally  had  to  absorb  loss. 
NEW  MANAGER  of  WFLA  Tampa  will  b(| 
George  Harvey,  sales  manager  of  WGN-T"V Chicago,  who  will  assume  office  Nov.  1.  His 
successor  at  WGN  as  western  sales  managej 
will  be  Ted  Weber  of  sales  staff. 
ANAHIST  CO.,  Yonkers,  N.  Y.,  through 
BBDO,  N.  Y.,  using  fifty  radio  markets  fo| 
a  spot  announcement  campaign  in  early  morn- 

ing time  periods.   Contract  for  26  weeks. 
SENATE  Internal  Security  Subcommittee  re 
portedly  reviving  its  interest  in  alleged  Com- munist infiltration  into  radio-TV.  Subcom 
mittee  started  looking  under  the  bed  last  Jure 
[B  •  T,  June  25].  Whether  newly  reawakenec 
study  will  lead  to  full-scale  hearings  is  un known. 

4-A  SPEAKERS  FRIDAY 
BEN  DUFFY,  president,  BBDO,  and  WaltA 
Craig,  vice  president,  Benton  and  Bowie; will  describe  what  the  Central  Council  of  tli 
American  Assn.  of  Advertising  Agencies  cal 
"advertising's  hottest  subject"— television — a' 
group's  all-day  meeting  in  Chicago's  Black stone  Hotel  Friday.  Central  council,  larges 
of  six  in  the  4-A  and  covering  19  midwei 
states,  will  hear:  Fairfax  Cone,  board  char- 
man,  Foote,  Cone  and  Belding,  Chicago,  "Can- 
paigns  I  Wish  We  Had  Done";  Bruce  BrewA 
partner,  Bruce  B.  Brewer  and  Co.,  Kans  | 
City,  "A  Sales  Effect  Rating  for  AdvertiiS; 
ments";  Anne  Gaspard,  J.  Walter  Thompsdn 
Chicago,  a  film,  "Do  You  Belong  in  Advert 
ing";  Bob  Lang,  director,  Radio  Free  Europj: Louis  N.  Brockway,  executive  vice  preside!) 
Young  &  Rubicam,  New  York,  "Advertisi 
and  America's  Progress";  Lowe  Runkle,  preji dent,  Lowe  Runkle  and  Co.,  Oklahoma  Ci 
"The  One  Man  Band  in  Advertising  Agerji; 
Operation."  John  M.  Willem  of  Leo  Burn is  chairman  of  council. 

for  more  AT  DEADLINE  see  page  98 
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WING,  BETTER  THAN... 
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Of  the  nation's  144  independent  sta- tions rated  in  this  survey  by  Hooper, 
KOWH  ranks  as  number  one  . , .  first  in 
afternoon  audience  and  first  in  share  of 
audience  for  any  individual  time  period, 
either  morning,  afternoon  or  evening! 
KOWH  has  one  of  the  lowest  rate  cards, 
delivers  the  highest  daytime  audience  of- 

fered by  any  Omaha  station!  Advertisers 
now  recognize  that  independent  stations 
often  represent  the  best  buy  in  an  individual 
market.  KOWH  is  "tops"  among  the  "top" independent  stations  in  America! 
Sell  the  Omaha  market  the  wise  way  . . .  with 
low-cost,  high-return  KOWH  —  always  first with  the  finest! 

Now  Represented  Nationally  By 

lust 
orz Manage 

mST  PLACt! 

\  \ 
Jf  Based  on  the  latest  available 

Hooper  share  of  audience  for unaffiliated  stations  including 
the  Omaha  and  Council  Bluffs 
market  (Mar.-Apr.,  1951).  12 noon  through  6  P.M. 

Just    Call    Boiling.  ..He'll    Call  Us! J Gaylord  Avery 
Program  Manager 

OMAHA 

■Ameiiccfd,  Mait  Jli4.tened.-ta  9  ttdepende-ttt  Station" 

v.  * 
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5000  WATTS 

580  K.C. 

HI Pennsylvania's  top  quality  market 
And  no  wonder!  For  WHP  entertains, 

informs  and  influences  more  people  in  its 

area  than  anyone  else. 

WHP's  consistently  high  Hoopers  are  the 
envy  of  broadcasters  everywhere,  and  your 

best  guarantee  of  the  greatest  return  per 
radio  dollar  invested. 

Represented  by  The  Boiling  Company,  WHP 
is  the  CBS  station  serving  the  greater  South 

Central  Pennsylvania  area  day  and  night, 

including  such  markets  as  Harrisburg, 
Lancaster,  York,  Lebanon,  etc. 

the  Key  station  of  the  keystone  state...  Harrisburg,  Pa. 

THE  NEWSWEEKLY  OF  RADIO  AND  TELEVISION 
Published  Weekly  by  Broadcasting  Publications,  Inc. 
Executive,  Editorial,  Advertising  and  Circulation  Offices: 

870  National  Press  Bldg. 
Washington  4,   D.  C.  Telephone  ME  1022 
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Upcoming    36 
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WASHINGTON  HEADQI 
SOL  TAISHOFF,  Editor  and  Publisher 
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e  facts  about  radio 

in  California's 

$660  Million 

FRESNO  MARKET 

BMB  FOR  SPRING  1949 

COUNTIES PERIOD 
KMJ 

TOTAL  WEEKLY 
AUDIENCE 
Families 

2ND  STATION 
TOTAL  WEEKLY 

AUDIENCE 
Families 

PLUS  FOR 
KMJ  % 

FRESNO D 
N 71,950 

74,060 
60,490 
61,870 

18.9 
19.7 

KINGS D 
N 

13,080 
13,270 

iu,500 
10,440 

24.6 
27.1 

MADERA D 
N 7,740 7,930 

4,740 
4,550 

63.3 
74.3 

TULARE D 
N 38,380 

35,470 
31,130 27,700 

23.2 
28.1 

TOTAL 
4-COUNTY 
MARKET 

D 
N 

131,150 
1 30,730 

106,860 
104,560 22.7 25.0 

Note  that  in  each  of  the  4  counties  —  and  in  the  market  as  a  whole  —  KMJ  leads 
in  total  weekly  audience,  both  daytime  and  nighttime.  In  6  or  7  days  or  nights 
audience,  KMJ  also  leads  —  anywhere  from  57%  to  201%  over  the  next  station! 

AND  IN  THE  CITY  OF  FRESNO,  KMJ  is  the  top  station,  too  — 
Latest  Hooper  (Oct.  1950  through  Feb.  1951)  shows  KMJ  has  highest 

rating  during  all  4  segments.  KMJ  also  leads  in  5  out  of  the  7  individual 
evenings  rated.  And  of  the  115  quarter  and  half  hours  rated 

(morning,  afternoon  and  evening,  throughout  whole  week)  KMJ  rates 

highest  in  69.  That's  a  76%  lead  over  next  closest  station! 

*  Sales  Management's  1951  Survey  of  Buying  Power,  Net  EBI.  **  U.S.  Dept  of  Commerce  Wholesale  Trading  Area. 

hLUMRFP  1   s T AT  1 0 ki  IKI  THF  $A<Sn  MILLION  _F^ESbU3  JAARKEJ 
580  KC.       NBC       5,000  WATTS 

One  of  the  Bonanza  Beeline  Stations ..  .'McClatchy  Broadcasting  Company Paul  H.  Raymer,  National  Representative 
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1,000  WATTS 

*TWO 

CBS  ST 

TWO  BIG 

SOUTHWEST  MARKET: 

ONE  LOW 

COMBINATION  RATE 

You  can't  afford  to  overlook  this  sales-winning 
pair  of  CBS  stations  when  you  make  out  that 
schedule  for  the  Great  Southwest.  For  availa- 

bilities and  rates,  write,  wire  or  phone  our 
representatives. 

National  Representatives 

JOHN  BLAIR  &  CO. 
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agency 

P.  BOOTH,  Biow  Co.,  New  York,  to  Sullivan,  Stauffer,  Colwell 
&  Bayles,  N.  Y.,  in  executive  capacity. 

PHIL  D.  McHUGH,  vice  president  Yambert,  Prochnow,  McHugh  & 
Macaulay  Inc.,  Beverly  Hills,  to  Atherton  Adv.,  L.  A. 

GORDON  MINTER,  radio-TV  theatrical  producer  and  director,  to  Los 
Angeles  office  Leo  Burnett  Inc.,  as  supervisor  of  film  production. 

FREDERICK  M.  HARRIS  appointed  copy  chief  Kal,  Ehrlich  &  Merrick, 
Washington.  EDNA  S.  SNYDER  named  copywriter  handling  radio  and 
TV.  She  was  with  Lennen  &  Mitchell,  N.  Y.  WILLIAM  L.  ROBERTSON, 
graduate  U.  of  Florida,  to  production  department  Kal,  Ehrlich  &  Merrick. 

HARLEY  LEETE,  account  executive  Hoefer,  Dieterich  &  Brown  Inc., 
S.  F.,  opens  advertising  agency  under  name  of  H.  M.  LEETE  &  Co.,  S.  F. 

ROBERT  B.  PERO,  assistant  to  director  of  public  relations,  Scandinavian 
Airlines,  to  Benton  &  Bowles,  N.  Y.,  in  publicity  department. 

ft®  on  all  accounts EXPERIENCED  in  Philadel- phia radio  and  television  at 
the  age  of  24,  Franklin 

Roberts,  newly  appointed  radio  and television  director  of  Wil  Roberts 
Adv.,  Philadelphia,  is  now  starting 
to  build  a  strong  AM  and  TV  bill- ing for  the  agency  of  his  brother, 
Wil  Roberts. 

Franklin  Roberts  makes  a  nat- 
ural partner  for  his  brother.  In 

the  agency  business  for  12  years, 
Wil  has  specialized  in  printed  me- 

dia. Franklin  for- 
merly was  radio  and 

television  director  at 
the  Harry  Feigen- 
baum  Agency,  Phila- 

delphia, where  he directed  copy  for 
both  media,  created 
and  produced  radio 
and  film  commer- 

cials and  produced 
several  television 

programs. Mr.  Roberts  began 
his  advertising  ca- reer in  1944  at  the 
age  of  16.  Fresh out  of  high  school, 
he  took  a  job  in  the 
production  depart- ment of  the  Geare- Marston  Agency, 
Philadelphia.  Later  he  decided  to 
enroll  as  a  journalism  major  at  the 
U.  of  Pennsylvania.  He  resumed 
a  parttime  sports  writing  job  that 
began  at  age  14  with  the  Evening 
Bulletin  and  a  Philadelphia  weekly. 

Graduated  with  honors  in  1948, 
and  with  a  summer's  experience doing  field  work  for  the  Maxon 

Mr.  ROBERTS 

Agency,  Detroit,  Mr.  Roberts  be- 
gan writing  radio  and  television copy  for  the  Feigenbaum  agency. 

He  also  developed  a  talent  for 
composing  music.  But  far  from 
being  classic  in  nature,  the  new 
compositions  were  hard-selling 
singing  commercials. 

His  college  background  came  in- to good  use.  The  agency  suggested 
he  plan  a  college  campaign  for  a formal  wear  client.  The  result  was 
a  national  campus  promotion  that 

reportedly  increased white  jacket  sales  by 
as  much  as  500%  in 
college  areas.  The 
promotion  has  be- come a  yearly  fix- 

ture of  the  firm's advertising  plans. 
Although  he  has 

consistently  showed 
an  interest  in  pro- 

motion, Mr.  Roberts 
centered  his  energies 
in  radio  and  televi- sion. In  1949  was 
appointed  director  of the  department  at 

Feigenbaum's. Mr.  Roberts  is 
turning  his  imme- diate energies  to 
helping  set  up  dis- tribution plans  for  Fidelity  Pro- 

ductions, transcribed  radio  pro- 
ducer, now  promoting  its  Court  Is in  Session  radio  series. 

Looking  ahead,  Mr.  Roberts  be- lieves that  ideas  and  imagination, 
and  an  appreciation  of  where  the ( Continued  on  page  b2) 
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ALEXANDER  ADLER  to  copy  staff  Lewis  &  Gilman  Inc.,  Phila.  He  was 
with  E.  R.  Squibb  &  Son,  as  medical  writer.  D.  BARKER  LOCKETT, 
Van  Sant,  Dugdale  &  Co  Inc.,  Baltimore  to  Lewis  &  Gilman,  as  account executive. 

GERARD  (Jerry)  JOHNSTON,  J.  M.  Mathes  Inc.,  N.  Y.,  to  service  staff 
Kudner  Agency,  N.  Y.,  servicing  Texas  Co.  account. 

Change  of  Address:  OPPENHEIM-VAN  SLYCK  ADV.,  S.  F.,  moves  to 
de  Young  Bldg.,  Market  and  Kearney  streets,  S.  F.  Telephone  number remains  YUkon  6-6688.  JOHN  W.  SHAW  Agency,  Chicago,  moves  from 
211  N.  LaSalle  St.  to  entire  716  N.  Rush  St.  Bldg. 

JACK  FLYNN,  Federal  Adv.,  N.  Y.,  to  Picard  Adv.  Co.,  N.  Y.,  as 
account  executive  on  Acousticon  Div.  of  Dictograph  Products  Inc. 

ARTHUR  V.  MOUNTREY,  division  manager  American  Home  Foods, 
N.  Y.,  to  Compton  Adv.,  same  city,  as  member  of  merchandising  de- 
partment. 

ARTHUR  FINGEROFF  appointed  art  director  The  Wexton  Co., 
N.  Y.  HARRIETTE  WATERMAN  named  copy  chief  on  all  apparel 
accounts. 

JACK  McCORKLE,  Western  Beet  Sugar  Producers  Inc.,  S.  F.,  to  The 
Biow  Co.,  S.  F.,  as  head  of  merchandising  and  research  department. 

KAY  MULHERN,  Fielder,  Sorensen  &  Davis,  S.  F.,  to  Guild,  Bascom  & 
Bonfigli,  S.  F. 

SYLVAN  TAPLINGER,  radio  and  TV  executive,  Kenyon  &  Eckhardt, 
N.  Y.,  father  of  girl,  Diana  Lee,  born  Oct.  14,  in  New  York  City. 

DALE  O'DONNELL,  scriptwriter  WTAG  Worcester,  Mass.,  to  radio  con- 
tinuity department  M.  Evans  Richmond  Adv.,  Phila. 

HENRY  RICH  named  creative  assistant  on  electronics  accounts  Symonds, 
MacKenzie  &  Co.,  Chicago.  He  was  with  Dancer-Fitzgerald-Sample. 
WILLIAM  DiMOO  appointed  art  director  The  Edwards  Agency,  L.  A. 

LILLIAN  KRAMER,  publicity  department  Young  &  Rubicam,  Hollywood, 
convalescing  following  major  operation.  PAT  HOGAN,  radio-TV  editor, 
Los  Angeles  Examiner,  temporarily  replacing  her. 

AMONG  those  attending  the  first  fall  meeting  of  the  Television  Assn.  of 
Philadelphia  are  (I  to  r)  Ted  Cott,  general  manager  of  WNBC-AM-FM  WNBT 
(TV)  New  York;  Charles  Vanda,  association  president  and  vice  president  in 
charge  of  television,  WCAU-TV  Philadelphia;  Arthur  Borowsky,  program 
chairman,  and  Russ  Johnston,  vice  president  and  radio-TV  director,  Ward 
Wheelock  Co.,  Phila.  Meeting  was  held  in  Poor  Richard  Club.  Mr.  Cott  spoke 
on  problems  of  local  advertisers  in  the  high-priced  radio-TV  market.  Mr. 
Johnston  discussed  "What  We  Don't  Know  About  Radio  and  Television." 
BROADCASTING    •  Telecasting 

W  B  E  N    thanks  the 

Rochester  Democrat  &  Chronicle 

for  permission  to  reprint  .  .  . 

Lively  Co
rpse 

RC,dl°     '    '     A  asting  Company  executive M A  National  ̂ f^o 

declared  that  ramO      eWsfor  Out  <-a        ̂   Dr. 
This  will  be  happy  sister,  Ma  r  n> 

Jry,  Helen  Stella  Dallas,^ ̂  
Malone,  Nora ̂ Drake  agfi  ̂      ̂   Be 
Pepper  Young  an*        u  of  uS  that  l         &  tet. 

what,      ̂ ftA  other;  **  '^°er  *e  pwf* 

wailing  frTave  foVen^lS?rsaid  instead,  news- hats       -  they 

could  point  d  and  ̂ nLblind  or  nearlv 

that  when  the  TV  set  g  There  ̂   no^  ̂  

onlt-  s«toush  com^^g*  of  doom 

better  P«f*^is  piece  except  that  pi :  ¥ >  r. 
Uttlepo^o*!^  tQget  outtheny 

always  maKe  u 
Editorial Rochester  Democrat  &  Chronicle,  Sept.  22,  1951 

Represented  Nationally  by  Petry 
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«  ̂ -  Maybe 

But  what  a  lot  of 

they've  got; 

MARKET  POPULATION  RANK  ̂ ^1^™" 
SOUTH  BEND  88  £  8,375,000 
BRIDGEPORT  72   8,786,000 
AMARILLO  162  10,272,000 

SAN  DIEGO   29.   .    10,443,000 
AKRON    40  11,955,000 

"Figures  From  Printers'  Ink,  May  25,  J  95  J 

Where  there's  money,  there's  a  market! . . .  And 
KGNC  is  the  only  medium  that  reaches  and  delivers 
the  green-backed  Amarillo  market! 

P.  S.  The  AMARILLO  WHOLESALE  MARKET  is 
the  largest  non-TV  market  in  Texas,  New  Mexico 
and  Oklahoma. 

Represented  Nationally  by  the  O.  L.  Taylor  Company 

new 
business 

J-
 

ot  •  •  • 

i  AU-SEA  FOODS  Inc.,  Yonkers, 
|  campaign  on  eastern  seaboard. 

'  N.  Y. 
N.  Y.,  planning  extensive  radio-TV Agency:  William  von  Zehle  &  Co., 

CHATTANOOGA  MEDICINE  Co.  (Soltice  medicine)  planning  test  cam- 
paign on  26  stations  in  southeastern  states.  If  test  successful  campaign 

will  be  expanded.    Agency:  Noble-Dury  &  Assoc.,  Nashville,  Tenn. 

A/ at  orotic  •  •  • 

NATIONAL  CARBON  Co.,  division  of  UNION  CARBIDE  &  CARBON, 
N.  Y.  (Prestone  anti-freeze),  to  sponsor  first  half -hour  of  Take  An- 

other Look  series  of  films  of  college  football  games  on  CBS-TV,  Sun., 
12:30-1:30  p.m.  for  rest  of  football  season.    Agency:  William  Esty  Co., N.  Y.  N 

G.  F.  HEUBLIN  &  BROS.,  (makers  of  A-l  Sauce  and  A-l  Mustard), 
sponsoring  the  12:15-30  p.m.  portion  of  Ruth  Lyons'  50  Club  on  NBC-TV, on  alternate  Wednesdays.   Agency:  Scheidler,  Beck  &  Werner,  N.  Y. 

WARING  PRODUCTS  Corp.,  N.  Y.,  (Waring  Blendors),  signs  for  Friday 
participations  in  CBS-TV's  Homemakers'  Exchange,  Mon.  through  Fri., 
4-4:30  p.m.,  (EST),  for  13  weeks.    Agency:  Hicks  &  Greist,  N.  Y. 

RONSON  ART  METAL  WORKS  (Canada)  Ltd.,  Toronto  (Ronson 
lighters),  started  Oct.  17  for  26  weeks  Hollywood  Stars  on  Stage  on  34 
Dominion  Network  stations,  Wed.  9-9:30  p.m.  Agency:  Grey  Adv. 
Agency,  N.  Y. 
ORANGE  CRUSH  Co.,  Chicago,  will  sponsor  The  Green  Hornet  Mon., 
through  Fri.,  5  to  5:30  p.m.,  on  MBS  starting  Wed.,  Nov.  7.  Agency: Fitzmorris  &  Miller,  Chicago. 

JOSEPH  SCHLITZ  BREWING  Co.,  Milwaukee,  renews  Halls  of  Ivy  on 
full  NBC  Network  Wed.,  7  to  7:30  p.m.  CT,  for  39  weeks  from  Oct.  3. 
Agency:  Young  &  Rubicam,  N.  Y. 

■@ gene  if  -tfjajaointmentj 
MICHIGAN  WINERIES  Inc.,  Paw  Paw,  Mich.,  appoint  W.  B.  Doner  & 
Co.,  Detroit,  to  handle  advertising.    Radio  and  TV  will  be  used. 
D.  E.  SANFORD  Co.,  S.  F.  (importers  of  Descoware),  appoints  The 
Biow  Co.,  S.  F.,  to  handle  advertising.  Radio  and  television  are  being 
considered. 

HOSPITAL  SERVICE  Corp.  and  NEW  YORK  MEDICAL  PLAN  Inc., 
both  Buffalo,  appointed  Comstock  &  Co.,  same  city  to  handle  advertising. 

KING  KONE  Corp.,  N.  Y.,  (foods),  appoints  Courtland  D.  Ferguson  Inc., 
Washington,  to  handle  advertising.    TV  will  be  used. 

B.  V.  D.  Co.,  N.  Y.,  appoints  Hirshon-Garfield  Inc.,  same  city  to  handle 
advertising  for  sports  shirts,  beach  wear,  pajamas  and  underwear. 

ERWIN,  WASEY  &  Co.,  N.  Y.,  severing  connections  with  R.  B.  Semler 
Co.,  New  Canaan,  Conn.  (Kreml  Hair  Dressings),  for  advertising  within 
this  country,  effective  Jan.  1.  Agency  will  continue  to  handle  company's export  advertising  in  England,  South  Africa  and  Australia  with  increased 
appropriations. 

■QdjaeojaU 
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GORDON  J.  MALONE  named  eastern  regional-  manager  for  Servel 
refrigerators,  water  heaters  and  air  conditioners.  He  succeeds  GEORGE 
R.  COPELAND,  resigned. 
JOHN  F.  CARROLL  appointed  manager  of  product  planning  Hotpoint 
Inc.,  Chicago. 

BROADCASTING    •  Telecasting 



Vie  profit  Viehm  Says: 

l4o 
 tvil

  iw 

♦  .  .  how  could  I?  Here's  a  station 
with  19-years  o£  proven  "know- 
how".  .  ,  with  70%  of  the  listen- ing audience  (figures  ala  Conlan). 
A  full-time  250  Watts,  in  a  $45, 
000,000  retail  sales  area.  (Sales 
Management  Figures)  NBC  af- filiate. 

HAZLETON,  PENNA 

Hq^v
it  

of 

It's  located  in  the  3rd  largest  market area  of  Pennsylvania.  The  great 
Allentown  -  Bethlehem  Industrial 
and  Farming  Area  with  Annual  Re- tail Sales  of  $204,000,000.  Want 
some  of  this  rich  market?  Then  you 
want  WHOL.  .  .  250  Watts  full- 
time  C  B  S  Affiliate. 

ALLENTOWN;  PENNA 

©3
* 

Hotvilof 
... 

Here's  a  station  that  is  making  great 
progress.  It's  1,000  Watts,  day- time and  is  known  as  the  Sports 
Station  of  the  Susquehanna  Valley. 
Affiliate  of  Liberty  Network.  Car- 

ries professional  football  and  base- 
ball, also  regional  football  games. 

A  good  buy,  believe  me. FORMERLY  WLTR) 

BLOOAASBURG,  PENNA 
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f*f  feature  of  the  week 

> 

WOOPS ! ! 

Just  to  catch  your  eye,  Mr.  Time- 
buyer — Here  at  WRC,  we  feel 
that  our  sales  story  is  something 
more  thah  marks  on  paper.  The 
statistics  live,  breathe  and  tell 

the  wonderful  success  of  WRC's 
dominant  position  in  this  rich, 
always-growing  market. 

WRC  listening  is  up — way  up. 
Some  very  choice  availabilities 
in  spots  and  programs  are  keyed 
to  the  listening  tastes  of  the  capi- 

tal city.  You  see,  we  know  this 
market,  and  we  know  what  we 
can  accomplish  for  a  product. 

We've  been  here  a  long  time, 
growing  with  our  audiences. 

The  latest  American  Research 

Bureau  report  tells  the  story. 
We'll  stand  oh  that! 

IN  THE  NATION'S  CAPITAL 
YOUR  BEST  BUY  IS 

FIRST  in  WASHINGTON 

5,000  Watts  •  980  KC 

Represented  fey  NBC  SPOT  SALES 
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SECOND  annual  International Square  Dance  Festival,  spon- 
sored by  WLS  Chicago  and  the 

Prairie  Farmer,  is  expected  to  en- 
roll more  than  2,000  square  dancers 

and  callers  from  25  states  and  at- 
tract some  16,000  paid  admissions 

this  year.  Because  of  the  success 
of  the  initial  square  dance  exhibi- 

tion at  the  Chicago  Stadium  last 
year,  WLS  has  expanded  the 
festival  content  and  scheduled  a 
two-day  event  instead  of  one  day. Callers  and  dancers  from  all  over 
the  country  will  meet  in  Chicago 
Oct.  26-27  at  the  International 
Amphitheatre  to  participate  in 
dance  seminars,  calling  sessions, 
recreation  discussions  and  the  festi- 

val proper.  This  year,  for  the  first 
time,  the  audience  will  have  a 
chance  to  dance  also.  Two  huge 
halls  adjoining  the  exhibition  area 
will  be  open  for  public  dancing 
throughout  both  evenings.  Admis- sion is  included  in  the  exhibition 
ticket. 

The  entire  promotion  is  operated 
on  a  non-profit  basis.    WLS  and 

Prairie  Farmer  will  take  any  losses, 
while  profits  will  be  deposited  in  a 
fund  to  continue  promotion  of 
square  dancing.  Special  attrac- tions have  been  added  this  year,  ac- 

cording to  John  C.  Drake,  WLS 
promotion  director,  who  has  han- dled festival  details  both  years. 

Seminars  and  clinics  will  take 
place  from  noon  Friday  through 
midnight  Saturday,  with  nationally- 
known  square  dance  experts  lead- 

ing discussions.  Three  square  dance 
orchestras  will  play  both  afternoons 
and  evenings,  operating  with  three 
public  address  systems. 

Station  promotion,  said  to  be  the 
most  comprehensive  of  any  single 
station  in  the  country,  is  conducted 
in  cooperation  with  the  Chicago 
Park  District.  Working  with  ap- 

proval of  Glen  Q.  Snyder,  WLS 
manager,  the  operating  committee 
includes  Walter  Roy,  Chicago 
Park  District  recreation  director; 
George  C.  Biggar,  director  of  the 
WLS  National  Barn  Dance;  Terry 
Rose  and  Mel  Ackerman  of  the 
Park  District,  and  Mr.  Drake. 

strictly  business 

KAY  FISHER 

ONE  OF  the  first  girl  peddlers in  Chicago  radio  is  Kay 
Fisher,  who  has  been  repre- 

senting John  E.  Pearson  Co.  sta- 
tions since  1943.  A  smiling-beguil- 

ing  blond,  Miss  Fisher  knows  the 
talent,  production  and  business 
angles  of  the  industry  because  of 
her  early  theatrical  training. 

A    native    of    Springfield,  111., 
Miss  Fisher  has  lived  most  of  her 
life  in  Chicago.    Her  first  profes- 

sional interest  was  in  acting. 
At  Chicago's  Senn  High  School 

she  studied  drama  and  worked  with 
the  then-famous  Evanston  Players 
Guild  opposite  such  leads  as 
James  Cominos,  of  Needham,  Louis 
&  Brorby's  executive  staff  in  Chi- cago, and  Actors  Hugh  Marlowe and  Don  Briggs. 

Miss  Fisher  acquired  considerable 
little-theatre  experience  before  en- 

rolling for  drama  courses  at  Ste- 
vens College,  Columbia,  Mo.  She 

worked  her  way  through  Stevens 
by  waiting  tables  and  working  in 
the  drama  department. 

From  Stevens,  she  started  on  the 
business  path,  which  was  to  rel- egate drama  to  the  sidelines,  by 
going  to  work  for  the  Illinois  Bell 
Telephone  Co.  (a  family  custom) 
as  a  Chicago  suburban  service  rep- 

resentative. In  the  evening  she 
worked  with  Sherman  Marks  and 
The  Mummers  group. 

Shifting  into  direct  sales — cos- 
metics for  Dermetics — she  sold  the 

women's  line  for  six  months,  then 
went  to  New  York  as  secretary  to 
the  company's  president.  Later, after  a  business  trip  to  Los  An- 

geles, she  remained  on  the  Coast as  manager. 
Business  won  over  again  and 

Miss  Fisher  next  went  to  the  Wal- 
ker Co.,  Chicago,  doubling  on  WLS National  Barn  Dance  commercials 

and  conventions  at  nights,  with 
rehearsals  on  her  lunch  hour.  Three 

(Continued  on  page  56) 
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A  METHOD  OF 
EVALUATING 
BMB  FIGURES 

THAT  IS 
UNIFORMLY 

FAIR  TO 

ALL  STATIONS There  is  a  growing  realization 
throughout  the  industry 

that  current  methods  of 
interpreting  BMB  figures 

are  unfair  to 
many  radio  stations. 

Time  buyers  who  use  BMB 
figures  for  their  primary 

purpose— evaluation  of 
physical  coverage- can  only  get  a  true 

picture,  if  their  method  of 
evaluation  eliminates 

the  popularity  factor. 
Popularity  can  and  should 

be  measured  by  other 
means  (Hooper,  Nielson, Pulse,  etc.) 

This  organization  now 
makes  available  a  method 

of  using  BMB  maps  and 
figures  which  provides 

a  uniform,  accurate 
and  clean-cut  measurement 

of  station  coverage— not  popularity ! 

May  we  explain  and demonstrate  its 
soundness  and 

value  to  you 
Mr.  Time  Buyer? 

RADIO  STATION  REPRESENTATIVE 
22  EAST  40th  STREET  *  NEW  YORK  16,  N.  Y. 

NEW  YORK  •  ST.  LOUIS 
CHICAGO  •  IOS  ANGELES  •  SAN  FRANCISCO 
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The  Hoopers  ROSE  on 

all  CBS  Shows 

WHEN  THEY  MOVED  TO- 

/fflr
 DES  MOINES 

...  and  the  Great  LOCAL  Shows  Continue  to  Lead ! 

•  Here's  dramatic  proof  of  the  BIGGER  audiences  delivered  by  Des  Moines' 
KRNT!  Even  before  the  big  CBS  shows  joined  the  big  local  shows  and  big 
audiences  on  KRNT  June  15th,  KRNT  led  in  Des  Moines  listeners  MORN- 

ING, AFTERNOON,  AND  EVENING  — and  continues  that  amazing 
record.  Of  the  19  CBS  shows  that  moved  to  KRNT  without  a  change  or 
summer  replacement,  ALL  NINETEEN  gained  a  greater  Hooper  share  of 
audience  on  KRNT  the  very  first  month! 

HERE'S  THE  PROOF! 

Grand  Slam 
Wendy  Warren 
Aunt  Jenny 
Helen  Trent 
Our  Gal  Sunday 
Nora  Drake 
Hilltop  House 
Kings  Row 
House  Party 
Strike  It  Rich 

BEFORE 
18.2% 

17.8 
28.6 
26.1 
2?.4 
14.0 
10.9 
19.0 
17.6 
22.8 

AFTER 

32.7% 

37.9 
35.7 
46.4 
56.7 41.2 

37.5 
43.7 
33.3 
32.7 

BEFORE  AFTER 
Arthur  Godfrey  (morning)  33.4%  .47.9% 

(Average  of  last  60  minutes) 
Hollywood  Star  Playhouse  25.0  29.0 
Mr.  and  Mrs.  North  38.3  .59.1 
Dr.  Christian  25.5  28.0 
FBI  In  Peace  and  War     .  36.1  41.2 
Mr.  Keen  28.8  33.3 
Rex  Allen  3.9  19.5 
Camel  Caravan  19.2  30.8 
Gangbusters  33.8  51.4 

NOW,  More  Than  Ever,  You're  Right  When  You 

STATION  WITH  THE 
FABULOUS  PERSONALITIES  AND 

ASTRONOMICAL  HOOPERS 
SOURCE- Winter-Spring,  1950-51,  C.  E.  Hooper  Audience  Index 
July,  1951,  C.  E.  Hooper  Audience  Index REPRESENTED  BY  THE  KATZ  AGENCY 

ROADCASTING    •  Telecasting October  22,  1951    •    Page  15 



pl
ai
 

Capitol's  Custom  Library  offers  wonderful  music 
—for  day-to-day  programming,  or  dressed 
up  for  feature  presentation.  A  wealth  of 
library  repertoire  —  over  5000  brilliantly 
recorded  musical  selections  and  produc- 

tion aids:  top  artists,  superb  musical  and 
technical  quality.  By  talent,  by  title,  or 
by  musical  category,  Capitol  Library 
Transcriptions  will  make  a  hit  with  your 
station  and  audience. 

As  many  as  12  (one  dozen)  ready-to-sell 
musical  shows  in  your  basic  custom  library 
( Vi  hr.  to  across  the  board  !4  hrs.), . .  for 

a  per  show  per  week  cost  as  low  as  $1.04. 
Including  all  music,  production  aids 
(themes,  voice  tracks,  theme  fills,  etc.), 

scripts... for  simplified  top  notch  produc- 
tion; sponsor  program  presentation  sheets, 

audition  disks,  promotion  material... for 
your  commercial  success. 

Af">  SHOW  MUSIC 
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or  fancy  wrapped... 

Inspect  the  catalog  of  Capitol's  complete 
transcription  library  and  program  order 
kit.  •  Select  the  220  Capitol  Transcrip- 

tions which  will  fill  the  bill  in  your  station 

library.  •  Include  program  features  if 
desired  in  combination  with  your  choice 

of  library  repertoire.  •  Send  in  order  for 
initial  discs,  bonus  extras  and  custom 

library  service  agreements.  •  Order  30 
additional  and  30  replacement  exchanges 

yearly.  •  Enjoy  a  concentrated  library 
service . . .  custom  tailored  to  your  require- 

ments for  just  $50  per  month  after  the 
first  year. 

Custom 

Library  Service 

MAIL  THIS  COUPON  FOR  COMPLETE  DETAILS 

Capitol  Records  -  Broadcast  Division 
Sunset  at  Vine,  Hollywood  28,  California 

Send  full  information  on  Capitol's  Custom  Library Service,  Program  Features,  and  Bonus  Extras  today! 
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To  a  time  buyer 

who  never  heard 

of  Smulekoff's 

AN  Icelandic  couple  vacationing  hereabouts  heard 
a  WMT  commercial  on  the  10  p.m.  news  and 

bought  two  complete  living  room  suites  from  the 
sponsor  next  day.    Shipping  tags  on  the  crates  set 
a  new  high  in  tongue-twisters:   from  Smulekoff 's  to 
Reykjavik. 
A  GI  in  the  Pacific  caught  a  vagrant  airwave  and 
ordered  a  cedar  chest  shipped  to  his  girl  in  Louisiana. 
His  letter  was  addressed  to  the  Lane  cedar  chest 
store  that  advertises  on  WMT  in  Cedar  Rapids. 
The  order  was  duly  executed. 
Smulekoff s  is  a  furniture  store  in  Cedar  Rapids 
whose  management  first  saw  the  light  in  1940,  after 
a  schedule  of  spots  on  our  favorite  station  brought 
customers  traipsing  in  from  the  hinterland. 
Two  years  later  Smulekoff's  moved  into  a  six-story skyscraper  (Iowa  skies  scrape  easy)  and  twisted 
our  arm  for  regular  sponsorship  of  the  10  o'clock news,  with  20  supplementary  spots  a  week. 
The  results  were,  to  use  the  locution  of  an  advertiser 
concerned  about  the  effect  of  too  much  enthusiasm 
upon  rates,  only  gratifying.    Annual  volume  is  now 
almost  eight  times  that  of  1940.    (Reserved  note: 
Good  management  had  a  lot  to  do  with  it.  Increased 
purchasing  power  figured.    Higher  price-levels 
contribute.    We  don't  claim  all  the  kudos.) 
But  Smulekoff's  "frankly  gives  WMT  full  credit  for the  extended  trade  territory  which  results  in  a  high 
percentage  of  our  total  volume  and  for  the 
dominating  influence  on  our  immediate  trade  area." 
This  recital  is  not  offered  to  promote,  necessarily, 
the  Reykjavik  market  or  the  possibilities  of  skip 
signals.  Iowa  needs  no  embellishment,  and  we 
suggest  that  you  consider  (1)  its  $4  billion  annual 
cash  income  and  (2)  the  effective  manner  in  which 
WMT  taps  it. 

5000  WATTS,  600  KC 

REPRESENTED  NATIONALLY  BY  THE  KATZ  AGENCY 

BASIC  CBS  RADIO  NETWORK 

open  mike 

Shall  We  Dance? 
EDITOR: 

A  few  days  ago  we  encountered 
a  rather  unique  situation  which 
may  give  you  a  chuckle. 

With  the  Oct.  1  time  change,  the 
schedule  at  WTCN-TV  [Minneap- 
olis-St.  Paul]  was  naturally  quite 
confusing.  One  of  our  clients,  the 
Arthur  Murray  Dance  Studios,  had 
been  scheduled  for  a  10:30  to  11 
p.m.  slot  for  one  week,  after  which 
time  we  would  move  into  a  perma- nent slot  of  11  to  11:30.  On  the 
day  of  the  show,  we  discovered  that 
another  show,  a  five-minute 
weather  report,  had  been  scheduled 
from  10:40  to  10:45,  right  in  the 
middle  of  the  Arthur  Murray  show. 

Naturally,  neither  sponsor 
wanted  to  give  up  his  time.  So  our 
solution  was,  we  think,  quite  logical 
and  certainly  novel.  We  started 
the  Arthur  Murray  show  at  10:30, 
it  ran  for  10  minutes,  and  then  ex- 

plained to  our  viewers  what  the 
scheduling  situation  had  been  and 
what  our  solution  was  going  to  be. 
We  ran  the  weather  show  for  its 
full  five  minutes  in  the  middle  of 
our  show.  At  the  end  of  the 
weather  show,  the  camera  turned 
to  our  end  of  the  studio,  we  kidded 
briefly  on  the  weather,  and  went 
on  with  our  production.  Result: 
the  station  was  happy,  both  spon- 

sors were  happy,  and  the  public 
was  "treated"  with  that  old  Shakes- 

pearean gimmick,  the  "show  within 

the  show." Warren  J.  Michael 
Nelson-Willis  Adv. 
Minneapolis 

Solid  South 
EDITOR: 
...  At  WKYW  we  have  used 

with  great  effect,  for  our  own  good, 
excerpts  from  the  Broadcasting  • 
Telecasting  story  on  this  very  ex- 

cellent survey  [comparative  study 
of  radio -TV -newspaper -magazine 
circulation  by  Dr.  Raymond  A. 
Kemper  for  WAVE  Louisville, 
B  •  T,  Oct.  1].  We  think  WAVE 
deserves  an  NARTB,  a  BAB  and 
by  all  means  an  ANA  resolution 
of  thanks  for  dispelling  some  ideas 
that  have  solidified  east  of  the 
Hudson  River. 

S.  A.  Cisler 
Vice  President 
WKYW  Louisville 

No  Laughing  Matter 
EDITOR: 

.  .  .  The  Gagwriters  Institute 
Comedy  Development  Center  has 

— « — ^ been  in  existence  six  years.  In 
that  time  NBC  and  CBS  have 
not  sent  one  executive  to  scout  the 
possibilities  of  utilizing  this  as 
an  affiliation  where  talent  might 
be  developed  properly  .  .  .  Come- 

dians need  time,  and  they  need 
sustenance.  And  they  need  en- 

couragement. And  they  need  coach- 
ing and  help  .  .  . 

The  networks  should  put  their 
shoulders  to  these  wheels  .  .  . 

George  Lewis 
National  Laugh  Enterprises 
New  York 

Nosegays 

EDITOR: 

...  In  behalf  of  our  committee, 
I  wish  to  compliment  your  maga- 

zine on  its  fair  presentation  of  the 
case  against  theatre  television. 

Jerome  W.  Marks 
Chairman 
Fair  Television  Practices 

Comm. 
New  York 

EDITOR: 

The  new  arrangement  of  high- 
lighting material  in  the  first  few 

pages  of  each  issue  of  Broadcast- 
ing •  Telecasting  is  certainly  a 

fine  one.  It  is  just  one  of  the  many 
continuing  steps  of  self  improve- 

ment undertaken  by  your  magazine 
to  be  of  even  greater  benefit  to  the entire  industry.  .  .  . 

Frank  E.  Shaffer 
General  Manager 
WEIR  Steubenville,  Ohio 

EDITOR: 

.  .  .  [The  Broadcasting  •  Tele- 
casting Marketbook]  is  a  monu- 

mental job.  .  .  . 
Julia  B.  Brown 
Director  of  Media  Research 
Compton  Adv. New  York 

EDITOR: 

...  I  am  sure  the  data  contained 
in  the  [Marketbook]  will  prove  to 
be  of  utmost  value  to  us  in  the. 
time  buying  field.  .  .  . 

Philip  Branch 
Radio  &  TV  Dept. 
Al  Paul  Lefton  Co. 
New  York 
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Cedric  Adams 

takes  to  tape 

New  sound  recording  tricks  lighten 
broadcasting  load  for  busy  CBS 

( WCCO  -  Minneapolis)  luminary 

How  can  a  radio  star  be  in  two  places  at 
once?  Ask  Cedric  Adams  how  tape  recording 
makes  it  possible.  In  order  to  maintain  a 
weekly  schedule  of  24  broadcasts,  7  news- 

paper columns  and  innumerable  personal 
appearances,  Adams  has  tape  doing  tricks of  all  kinds. 

His  weekly  program  "Life  with  the  Wife" features  interviews  with  the  wives  of  Holly- 
wood stars.  The  interviews  are  conducted 

by  phone  and  taped  at  each  end  simul- 
taneously. When  the  two  recordings  are 

put  together  and  edited,  Adams  has  a  smooth, 
well-paced  program  with  no  awkward  breaks or  pauses. 

Another  novel  use  for  tape  enables  Adams 
to  use  the  same  studio  audience  for  two 
separate  broadcasts.  The  first  program  goes 
out  live;  the  second  one  is  staged  imme- 

diately following  and  taped  for  later  broad- cast. 
Tape  simplifies  programming  and  produc- 

tion problems  for  stations  all  over  the 
country.  It  is  easy  to  edit,  splice  and  dub 
into;  there  is  no  needle  scratch,  crosstalk  or 
backlashing.  Tape  recordings  can  be  made 
anywhere,  anytime,  eliminating  complicated 
scheduling  and  expensive  line  charges. 

Want  more  details  about  the  shortcuts  and 
savings  you  can  make  with  tape?  Write  Dept. 
BT-101,  Minnesota  Mining  &  Mfg.  Co., 
St.  Paul  6,  Minn.,  and  we'll  have  a  Sound Engineer  give  you  the  whole  story. 

CEDRIC  ADAMS  consistently  tops  all  national  network  shows  in  listenership  ratings  for  the 
Upper  Midwest  area.  His  nightly  10  p.m.  news  broadcast  has  such  a  phenomenal  following 
that  Adams  is  known  as  "The  Man  Who  Puts  Minnesota  to  Bed." 

"DINNER  AT  THE  ADAMS"  captures  the  spontaneous  table  talk  of  well- known  Upper  Midwest  personalities.  The  program  is  recorded  at  an  actual 
dinner  in  the  Adams  home,  then  edited  for  later  airing.  Tight,  noisefree 
tape  splices  are  easily  made  with  scissors  and  "Scotch"  Splicing  Tape. 

IMPORTANT:  There's  more  than  one  brand  of  sound  recording  tape  on  the 
market.  Insist  on  the  "SCOTCH"  brand,  the  lubricated  tape  that  means matchless  fidelity,  clarity  of  reproduction,  freedom  from  physical  or 
mechanical  distortion.  Used  by  all  major  networks  and  recording  companies. 

The  term  "SCOTCH"  and  the  plaid  design  are  registered  trademarks  for  Sound  Recording  Tape  made  in  U.S.A.  by  MINNESOTA  MINING  &  MFG.  CO.,  St.  Paul  6, Minn. — also  makers  of  "Scotch"  Brand  Pressure-sensitive  Tapes,  "Underseal"  Rubberized  Coating,  "Scotchlite"  Reflective  Sheeting,  "Safety-Walk"  Non-Slip  Surfacing] 
"3M"  Abrasives,  "3M"  Adhesives.  General  Export:  Minn.  Mining  &  Mfg.  Co.,  International  Division,  270  Park  Avenue,  New  York  17,  N.  Y.  In  Canada:  Minn.  Mining &  Mfg.  of  Canada,  Ltd.,  London,  Canada. 
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RCA  high-gain  antenna... 

at  the  lowest  cost  per  kilowatt 

•  This  remarkable  new  10-kw  TV 
transmitter,  and  an  RCA  high-gain 
antenna  (type  TF-12AM),  will  pro- 

vide up  to  100  kilowatts  of  effective 
radiated  power.  More  than  twice  the 

power  of  any  commercial  TV  trans- 
mitter operating  today— and  AT  SUB- 

STANTIALLY LOWER  COST  PER  RA- 
DIATED KILOWATT  than  other  trans- 

mitter-antenna combinations! 
Using  an  improved  type  of  air- 

cooled  tetrode  in  the  final  power  am- 
plifier stages,  this  transmitter  removes 

all  former  restrictions  on  interior 
cooling  and  floor-space  requirements. 
No  water  supplies  to  bother  about. 
No  problem  setting  up  the  transmit- 

ter in  tight  quarters  (it  takes  approxi- 
mately half  the  floor  area  of  previous 

5-kilowatt  models  and  weighs  sub- 
stantially less). 

The  new  RCA  10-kw  transmitter  is 
available  in  two  types.  Type  TT-10AL 
covers  channels  2  to  6.  Type  TT-10AH 
covers  channels  7  to  13. 

For  complete  information  on  this 
new  10-kw . . .  call  in  your  RCA  Broad- 

cast Specialist.  He  can  show  you  what 
you'll  need  to  get  "on  the  air"— with 
the  power  you  want  — at  lowest  pos- 

sible cost.  Phone  him.  Or  write  Dept. 
S-E18,  RCA  Engineering  Products, 
Camden,  New  Jersey. 

FOR  ANY  TV  POWER  UP  TO  200  KW-  GO  RCA! 

 I  j  1 

MteW  V  I  to      V  '  WtafflF  *       ■iStoWF        '  5K> 

iliiji 

I     2*.  Wff 

The  Key  to  High  Power  and  Low  Cost 

Improved  RCA  Air-Cooled  tetrode — used 
in  the  aural  and  visual  finals.  Proved  for 
long  life,  easy  to  handle. 

RADIO  CORPORATION  of  AMERICA 
ENGINEERING  PRODUCTS  DEPARTMENT CAMDEN  N.J. 



NORTH  CAROLINA 

THE  SOUTH'S  No. STATE 

WPTF- 

NORTH  CAROLINA'S  No. 
SALESMAN 

North  Carolina  Rates  More  Firsts 

In  Sales  Management  Survey 

Than  Any  Other  Southern  State. 

More  North  Carolinians  Listen  to 

WPTF  Than  Any  Other  Station. 

NBC 

50,000WATTS 

680kc. 

NATIONAL  REPRESENTATIVE  FREE  &  PETERS,  INC. 

AFFILIATE  for  RALEIGH,  DURHAM 
and  Eastern  North  Carolina 
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STRINGENT  TV  CODE  
   62  °f  70  nartb  stations  Endone 

By  J.  FRANK  BEATTY 
THE  NATION'S  TELECASTERS, with  the  eyes  of  Congress  upon 
them,  approved  in  principle  Friday 

)  a  stringent  code  designed  to  allay a  mounting  tide  of  criticism. 
Some  70  delegates  representing 

62  of  the  70  NARTB  member  tele- 
vision stations  and  two  networks 

(NBC  and  DuMont),  accepted  not 
only  in  principle  but  in  great  detail 
a  set  of  code  provisions  that  throw 
controversial  barriers  around  pro- 

gramming and  advertising  tech- 
niques. They  met  at  the  Stevens 

Hotel,  Chicago. 
The  NARTB  TV  board,  at  a 

hastily  summoned  meeting  late  Fri- 
day, ratified  this  action  and  will 

finally  promulgate  the  document, 
with  minor  changes,  at  a  meeting 
to  be  held  in  Washington  the  week 
of  December  3  (see  draft  of  code 
on  this  page). 

Final  Action  to  Come 
These  actions  do  not  put  the  code 

in  business,  however.  Final  action 
will  come  when  stations  "sub- 

scribe" to  the  document  and  start 
showing  an  official  Seal  of  Ap- 
proval. 

In  a  nutshell  the  code: 
•  Sets  up  a  Review  Board  to  en- 

force the  advertising  and  program 
rules. 

•  Empowers  the  use  of  the  offi- 
cial seal,  which  can  be  withdrawn 

by  the  full  NARTB  TV  board. 
•  Permits  non-NARTB  mem- 

bers to  carry  the  seal. 
•  Suggests  "should"  and  "not 

recommended"  advertising  and  pro- gram practices. 
•  Proposes  time  limits  on  adver- 

tising similar  to  those  in  the 
NARTB  radio  standards. 

•  Opposes  sale  of  television  time 
I   to  churches  and  religious  parties. 

•  Contains  unwritten  but  in- 
herent power  for  Review  Board  to 

check  unfair  and  unscrupulous  com- 
petition within  the  industry. 

•  Can  be  revised  as  experience indicates. 
The  action  Friday  culminated 

several  months  of  work  by  a  code- 
writing  committee  headed  by 
Robert  D.  Swezey,  WDSU-TV  New 
Orleans,  who  also  was  active  in 
writing  the  radio  Standards  of 
Practice  in  the  1946-48  period. 
Judge  Justin  Miller,  NARTB  chair- 

man of  the  board,  presided  at  the 
Friday  meeting. 
•  Membership  of  the  Review  Board 

will  be  announced  within  a  month. 
This  board  will  consist  of  five  in- 

dustry members,  none  of  them 
NARTB  TV  board  members,  with 

THE   TELEVISION  CODE 
PREAMBLE 

Television  is  seen  and  heard  in  every type  of  American  home.  These  homes include  children  and  adults  of  all  ages, embrace  all  races  and  all  varieties  of religious  faith,  and  reach  those  of every  educational  background.  It  is the  responsibility  of  television  to  bear constantly  in  mind  that  the  audience is  primarily  a  home  audience,  and 
consequently  that  television's  relation- ship to  the  viewers  is  that  between guest  and  host. 
The  revenues  from  advertising  support the  free,  competitive  American  system of  telecasting,  and  make  available  to the  eyes  and  ears  of  the  American 
people  the  finest  programs  of  informa- tion, education,  culture  and  entertain- ment. By  law  the  television  broad- caster is  responsible  for  the  program- ming of  his  station.  He,  however,  is 
obligated  to  bring  his  positive  re- sponsibility for  excellence  and  good taste  in  programming  to  bear  upon  all who  have  a  hand  in  the  production  of programs,  including  networks,  sponsors, producers  of  film  and  of  live  programs, 
advertising  agencies,  and  talent  agen- cies. 
The  American  businesses  which  utilize 
television  for  conveying  their  adver- tising messages  to  the  home  by  pic- tures with  sound,  seen  free-of-charge on  the  home  screen,  are  reminded  that their  responsibilities  are  not  limited to  the  sale  of  goods  and  the  creation  of a  favorable  attitude  toward  the  spon- 

sor by  the  presentation  of  entertain- ment. They  include,  as  well,  respon- 

By  DAVE  BERLYN 
FIRST  session  of  the  82d  Congress, 
on  the  eve  of  adjournment,  found 
legislators  more  conscious  of  radio and  television  than  perhaps  any 
of  their  predecessors  in  the  U.  S. 
Capitol. 

While  Congress  did  little  legis- 
latively to  change  the  pattern  of 

the  broadcast  industry,  its  influence 
was  felt  along  many  radio-TV fronts. 

Some  threats  where  posed  in 
Congress  against  the  welfare  of  the 
broadcast  media.  But  with  the  ex- 

ception of  one — that  of  a  ban 
against  allocation  of  government 
funds  for  armed  forces  recruitment 
[B  •  T,  Oct.  15] — the  wind  was 
gentle,  the  sailing  good.  Broad- casters could  score  this  session  a 
favorable  one. 

The  82d  Congress,  which  begins 

Judge  Miller  as  ex-officio  member. 
This  board  will  have  power  to 

delegate  some  of  its  duties  to NARTB  staff  members. 

sibility  for  utilizing  television  to  bring the  best  programs,  regardless  of  kind, into  American  homes. 
Television,  and  all  who  participate  in 
it  are  jointly  accountable  to  the  Amer- ican public  for  respect  for  the  special needs  of  children,  for  community  re- sponsibility, for  the  advancement  of education  and  culture,  for  the  accepta- bility of  the  program  materials  chosen, for  decency  and  decorum  in  production, and  for  propriety  in  advertising.  This responsibility  cannot  be  discharged  by 
any  given  group  of  programs,  but  can be  discharged  only  through  the  highest standards  of  respect  for  the  American home,  applied  to  every  moment  of every  program  presented  by  television. In  order  that  television  programming may  best  serve  the  public  interest, viewers  should  be  encouraged  to  make their  criticisms  and  positive  suggestions known  to  the  television  broadcasters. 
Parents  in  particular  should  be  encour- aged to  see  to  it  that  out  of  the  rich- ness of  television  fare,  the  best  pro- grams are  brought  to  the  attention  of their  children. ADVANCEMENT  OF  EDUCATION AND  CULTURE 

1.  Commercial  television  provides  a valuable  means  of  augmenting  the  edu- cational and  cultural  influences  of schools,  institutions  of  higher  learning, 
the  home,  the  church,  museums,  foun- dations, and  other  institutions  devoted to  education  and  culture. 

2.  It  is  the  responsibility  of  a  tele- vision broadcaster  to  call  upon  such institutions  for  counsel  and  cooDeration and  to  work  with  them  on  the  best (Continued  on  page  SU) 

its  second  session  next  January, 
will  pick  up  where  it  left  off  this fall.  It  will  also  be  a  campaign 
year.  National  elections — Presi- 

dential and  Congressional — will  be held  next  November.  Actions  taken 
by  Congress  next  year  may  affect 
voting  sentiment. 
Major  communications  legisla- 

tion pending — as  it  has  been  for  a 
number  of  years — is  the  McFarland 
Bill  (S  658),  passed  twice  by  the 
Senate.  This  bill,  by  amending  the 
Communications  Act,  would  stream- 

line FCC  procedures. 
As  Congress  adjourned  for  a  two- 

month  vacation,  the  industry-fav- ored bill  remained  in  the  House 
Interstate  &  Foreign  Commerce 
Committee.  That  committee,  fol- 

lowing Senate  pressure,  held  hear- ings on  the  bill  and  began  studying 
its  sections. 

The  code  is  regarded  as  an  effec- tive answer  to  William  Benton 
(D-Conn.)  and  others  who  advocate 
extreme  measures  in  dealing  with 
programming. 

Efforts  to  adopt  a  brief  set  of 
general  principles  subject  to  local conditions  were  defeated. 
An  all-industry  meeting  of  TV 

members,  held  June  22  in  Wash- 
ington, called  for  preparation  of 

a  code.  Four  subcommittees  worked 
on  its  provisions  during  the  sum- mer and  early  autumn  weeks.  A 
tentative  draft  was  approved  by 
the  full  NARTB  board  at  its  Sep- tember meeting. 

Final  rewriting  was  done  at  a 
Washington  session  held  by  the 
committee  a  fortnight  ago,  with 
the  document  reviewed  at  a  break- 

fast meeting  Friday  just  ahead  of 
the  'membership  discussion. 

Only  NARTB  TV  member  sta- tions participated  in  the  Friday meeting. 

While  there  had  been  hope  the 
code  could  be  finally  enacted  Fri- 

day, many  delegates  felt  an  action of  such  historic  and  financial  im- 
pact deserved  more  than  one-day consideration. 

Meeting  at  the  Stevens  Hotel 
Tower  Room,  the  NARTB  TV  mem- 

( Continued  on  page  32) 

On  the  non-legislative  side  of 
Congressional  business,  a  national issue  arose  over  the  use  of  the 
television  medium  at  hearings.  The 
controversy  reached  its  height 
when  the  Senate  Crime  Investigat- 

ing Committee  permitted  all  media, 
including  radio  and  TV,  to  cover 
its  probings  of  big-time  gambling 
and  racketeering.  When  witnesses 
began  to  balk  at  being  televised, 
the  Great  Debate  began,  in  the 
press,  in  both  branches  of  Congress and  in  law  offices. 

Attempts  to  establish  full  radio 
and  television  coverage  of  Congres- 

sional proceedings  with  microphone 
and  camera  on  the  floor  of  the 
House  and  Senate  chambers  met 
with  uncompromising  resistance 
among  key  members  of  both (Continued  on  page  95) 

Text  of  Code  Okayed  in  Chicago 

RECORD  OF  CONGRES
S     °" RgdioTV 
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AM  IN  TV  HOMES 
 KNX  Cites  Rqdi0  Strength 

RADIO  listening  in  Los  Angeles 
television  homes  during  the  eve- 

ning runs  a  little  better  than  two- 
thirds  the  listening  in  all  homes. 

This  finding  was  disclosed  last 
week  by  KNX  Los  Angeles  in 
analyzing  radio  listening  on  the 
basis  of  data  supplied  by  the  Pulse 
from  its  regular  March-April  1951 
television  surveys.  These  data 
were  in  turn  compared  to  the  Los 
Angeles  Pulse  radio  findings  for 
the  same  period. 

Pulse  figures  show  that  radio 
listening  in  TV  homes  had  a  15.1 
rating  compared  to  22.0  for  all 
homes,  or  68.6%  as  much  radio 
listening  in  homes  with  TV  as  in 
all  homes  (average  quarter-hour 
sets-in-use,  6-10  p.m.  -  midnight, 
Sun.,  Sat.). 

It  was  found  in  the  Los  Angeles 
study  that  radio  listening  in  TV 
homes  is  strong  during  all  the 
various  evening  hours. 

"Early-evening,  mid-evening  and 
late-evening  hours — all  have  at 
least  six  TV  homes  listening  to  ra- 

dio for  every  10  radio  homes  that 
have  their  sets  on,"  according  to 
the  KNX  analysis.  "In  two  of  the periods  this  ratio  is  seven  TV  homes 
listening  to  radio  for  every  10  ra- 

dio homes  with  sets  on." 
The  survey  adds  that  the  two 

7-  10  radio  periods  or  early  and 
mid-evening  hours  are  periods 
generally  considered  to  be  TV 
listening  hours. 

Table  showing  average  quarter- 
hour  radio  sets-in-use,  Sunday- Sat- 

urday, follows: Percent  TV Homes  Of TV  Homes  All  Homes  All  Homes 
6-8  p.m.         18.2  25.9  70.3% 8-  10  p.m.  18.3  25.6  71.5% 10-12  mid.       8.9  14.4  61.8% 

Going  deeper  into  its  comparison, 
KNX  found,  "During  the  hours 
when  Los  Angeles  television  sta- 

SUITS  NAME  JONES 
Ex-Employes  File  Claims 

NINE  former  executives  of  the 
Duane  Jones  Agency,  New  York, 
have  started  proceedings  for  two 
suits  against  Mr.  Jones,  presi- 

dent, seeking  to  reinstate  the 
value  of  their  Class  B  stock  and 
to  get  some  of  the  pension  money 
which  they  claim  is  owed  to  them. 

Mr.  Jones  was  served  with  a 
summons  by  attorneys  represent- 

ing the  former  employes  last  week. 
He  has  20  days  to  answer  the 
summons  before  actual  suit  is  filed. 

The  nine  employes  instituting 
the  stock  suit  are:  Don  Gill, 
Robert  Hayes,  Joseph  Scheideler, 
Robert  Hughes,  Paul  Werner, 
Eugene  Hulshizer,  Lawrence  Hub- 

bard, Richard  A.  Stevens  and  Wil- liam McKenna. 
In  addition  to  the  first  six  men 

listed  above,  two  others — Joseph 
Beck  and  Phillip  Brooks— are  all complainants  in  the  suit  against 
the  trustees  of  the  Duane  Jones 
employe  pension  trust. 

tions  are  putting  on  their  best 
programs,  radio  listening  in  TV 
homes  as  it  relates  to  listening  in 
all  homes,  is  slightly  higher  than 
the  percentage  found  for  all  quar- ter-hours studied  throughout  the 

week." 
KNX  shows  that  71.4%  radio 

sets  were  in  use  during  the  61 
quarter-hours  in  which  top  10  TV 
programming  was  aired  compared 
to  68.97c  sets-in-use  6  p.m.-12  mid- 

night (seven-day  average). 
KNX  included  a  series  of  find- 

ings showing  the  relation  of  radio 
and  TV  listening  to  its  programs. 

Going  into  program  popularity, 
KNX  found  that  personality-type 
programs  have  been  displaced  by 
dramas  as  most  popular  radio  fare 

DIRECT  MAIL 
Radio-TV  Awards  Given 

FOUR  radio-television  a  w  a  r  ds 
were  presented  at  the  annual  con- 

vention of  the  Direct  Mail  Adver- 
tising Assn.,  which  met  in  Mil- 

waukee's Schroeder  Hotel  last 
Wednesday,  Thursday  and  Friday. 
Mutual  won  the  radio  award  for 
general  excellence  in  direct  mail 
campaigns,  with  the  presentation 
going  to  Advertising  Manager 
James  S.  Tyler.  NBC  earned  the 
overall  television  citation,  with  the 
award  going  to  James  Nelson,  man- 

ager of  advertising  and  promotion. 
A  special  award  for  a  low-cost 

campaign  was  earned  by  WBT 
Charlotte  and  its  promotion  mana- 

ger, J.  R.  Covington.  NBC  won  a 
second  mention  for  its  "special  out- 

standing campaign,"  which  went  to Jacob  A.  Evans,  manager  of  ad- 
vertising and  promotion. 

Radio  and  television  operations 
won  four  out  of  68  awards  at  the 
meeting,  attended  by  more  than 
1,500  persons.  Presentations  were 
made  Wednesday. 

of  TV  homes  as  compared  to  all 
homes.  The  following  table  com- 

pares leading  radio  programs  in radio  and  TV  homes: 
R 
atings 

Radio 

Ratings 
Percent  TV In  TV of  Radio Program  Homes Homes Homes Lux  Theatre 

10.5 
7.1 

67.6 

My  Friend  Irma 9.2 6.6 71.7 Bing  Crosby 
9.2 

6.2 67.4 Gildersleeve 
9.2 

5.6 60.9 Bob  Hope 

8.7 
60.9 Our  Miss  Brooks 

8.4 

5.2 
63.1 You  Bet  Your  Life 

8.3 
5.7 68.7 

FBI 
8.0 5.2 

65.0 
Charlie  McCarthy 7.9 5.0 63.3 Bob  Hawk 7.9 

5.7 
72.2 Fibber  McGee 7.9 

5.8 
73.4 Mr.  District Attorney 

7.9 5.4 68.4 
Gangbusters 

7.8 

4.8 
61.5 The  Whistler 7.8 5.5 
70.5 

Aldrich  Family 7.7 5.4 70.1 Hallmark  Playhouse  7.4 6.3 85.1 Screen  Directors P'ayhouse 7.7 
6.3 81.8 Life  Wiih  Luigi 7.6 
5.8 

76.3 Suspense 7.4 
5.7 77.0 

FOOTE  APPOINTED 
Is  McCann-Erickson  V.  P. 

EMERSON     FOOTE,  previously 
president  of  Foote,  Cone  &  Beld- 

ing,  New  York,  is 
joining  McCann- Erickson,  also  in 
New  York,  as  a 
vice  president  and 
general  executive, 
it  was  announced Thursday. 

Mr.  Foote  had 
officially  taken  a 
leave  -  of -absence 
from  FC&B  in 

Mr.  Foote        April,  1950.  He 
had  been  presi- 

dent of  the  agency  since  its  incep- tion. Prior  to  that  he  was  with  Lord 
&  Thomas,  which  later  became 
FC&B. 
When  Mr.  Foote  was  president 

of  his  own  agency,  he  resigned  one 
of  the  biggest  accounts — the  $12 million  American  Tobacco  Co.  bud- 

get— in  March  1948. 

Editor  Hope 
BOB  HOPE  has  been  named 
editor-in-chief  of  the  NBC 
newsroom — for  four  Sunday 
nights  only — to  direct  the  net- work's worldwide  staff  of 
newsmen  on  The  Jubilee 
Show,  a  survey  of  news  and 
special  events  for  the  past 
25  years.  Series  of  half-hour 
programs  was  to  start  yester- 

day (Sunday)  at  10:30  p.m. EST  and  will  continue  Oct. 
28,  Nov.  4  and  Nov.  11.  As- 

sisted by  veteran  reporter  W. 
W.  Chaplin,  Mr.  Hope  will 
flashback  —  by  record  —  to 
events  ranging  from  the 
Washington  reception  o  f 
Charles  Lindbergh  to  the 
Munich  Conference  of  1938 
and  events  of  World  War  II. 

MORE  AD  OATA 

Asked  by  Macy's  Ratner POOLING  the  results  they  have 
realized  from  various  media  for 
analysis  by  an  impartial  university 
or  foundation  was  suggested  for  all 
advertisers  by  Victor  M.  Ratner, 
vice  president  of  Macy's,  New  York, 
when  he  addressed  the  Boston  Con- 

ference on  Distribution  last  week. 
Purpose  would  be  to  increase  the 

efficiency  of  advertising  as  well  as 
to  improve  the  communication 
which  modern  society  has,  but  does 
not  understand,  he  explained. 

While  Macy's  has  put  almost  its 
entire  advertising  budget  into  news- 

papers for  93  years,  fact's  just  are not  available  for  finer  adjustments 
in  the  use  of  various  newspapers, 
Mr.  Ratner  said.  "The  only  thing 
we  know  precisely  about  news- 

papers are  their  circulation  figures 
and  rates,"  he  explained.  "We  don't know,  except  in  hazy  terms,  who 
reads  what  papers,  how  many 
women,  how  many  men,  what  kind 
of  people  they  are,  when  they  read 
the  paper,  and  where." Design  of  Media 

Advertising  media  employed  to 
move  entertainment  or  merchandise 
with  relative  success  are  much  less 
successful  in  selling  serious  ideas 
to  the  public,  he  said.  "Our  media have  not  been  designed  to  reach 
'everybody'  with  the  complete  in- formation of  modern  times,  but 
only  to  reach  enough  people  to 
make  a  profit  for  the  owners  and 
their  advertisers,"  Mr.  Ratner  de- 

clared. "Consider  the  circulations 
of  any  individual  newspaper,  maga- 

zine, radio,  or  television  program," 
he  suggested.  "You  will  see  that profits  can  be  made  by  reaching  a 
surprisingly  small  fraction  of  the 
public — who  are  gathered  together 
mostly  by  entertainment  in  these 

media." 

Mr.  Ratner  said  it  may  be  im- 
possible to  avoid  an  all-out  war 

unless  some  way  is  found  to  ex- 
change information  and  ideas  more 

successfully.  "It  will  take  a  reap- praisal of  our  techniques,  plus  the 
invention  of  many  new  techniques, 

to  do  so." 

Drawn  for  Broadcasting  •  Telecasting  by  Sid  Hix 
"I  fed  it  Hooper  and  Nielsen  figures  together  by  mistake." 
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NBC'S  NEW  BAIT 

Has  Several  Sponsors  Nibbling 

SIGNS  that  NBC's  two-week-old 
economic  blueprint  for  radio  [B  • 
T  Oct.  8]  may  soon  begin  to  pay 
off,  at  least  in  part,  were  evidenced 
in  campaign  plans  reportedly  being 
studied  by  at  least  four  advertisers 
last  week. 

While  the  National  Assn.  of  Ra- 
dio and  Television  Station  Repre- 

sentatives met  and  canvassed  the 
overall  NBC  plan,  reliable  authori- 

ties reported  that  Elgin  National 
Watch  Co.  (Elgin- American  com- 

pacts) and  Procter  &  Gamble  both 
are  plotting  saturation  drives  using 
NBC's  one-time-or-more  plan  of 
sponsorship. 

Elgin,  which  is  planning  its  cam- 
paign for  the  pre-Christmas  sea- son, for  several  years  has  sponsored 

special  two-hour  shows  at  that  time 
of  year,  using  network  radio  and 
TV  variously. 

Two  in  Discussion 
In  addition,  Royal  Typewriter  Co. 

and  International  Silver  Co. — neith- 
er of  which  is  currently  using  ra- 
dio— were  understood  to  be  consid- 

ering features  of  the  NBC  plan  in 
discussions  which  thus  far  have  not 
gone  beyond  the  agency-advertiser level. 
Young  &  Rubicam,  New  York,  is 

agency  for  all  four  advertisers  thus 
far  reported  considering  the  NBC 
project. 
At  Dancer-Fitzgerald-Sample, 

meanwhile,  an  executive  said  the 
one-time-or-more  plan — which  CBS 
Radio  inaugurated  with  the  Red 
Skelton  Show  [B  •  T,  Sept.  10] — 
appeared  sufficiently  attractive  to 
recommend  to  clients  which,  be- 

cause of  relatively  limited  budgets 
or  for  other  reasons,  have  not  here- 

tofore been  using  radio. 
CBS  Radio  officials  reported  that 

they  have  received  orders  thus  far 
for  eight  of  the  Red  Skelton  Shows 
— with  two  orders  having  come 
from  advertisers  new  to  network 
radio. 
CBS  Radio  officials  did  not  iden- 

tify the  sponsors  of  the  eight 
shows,  but  did  report  that  one 
previously  unannounced  order  came 
from  Pepperell  Mfg.  Co.,  Boston 
(sheets),  for  sponsorship  of  the 
Skelton  program  on  Jan.  2.  Agency 
is  Benton  &  Bowles,  New  York.  It 
also  is  known  that  General  Motors' Pontiac  Division  has  bought  the 
show  for  Dec.  5,  12,  and  19  through 
MacManus,  John  &  Adams,  De- 

troit [B  •  T,  Sept.  10]. 
NBC  has  designated  the  Barrie 

Crane  mystery  (10-10:30  p.m.  Wed- 
nesday) and  the  7-7:30  p.m.  seg- 

ment of  the  Big  Show  (6:30-8  p.m. 
Sunday)  for  sale  on  a  one-time-or- 
more  basis,  but  American  Chicle 
Co.'s  subsequent  sponsorship  of 
another  Big  Show  half-hour  as 
part  of  NBC's  Tandem  Plan  left 
the  7-7:30  p.m.  segment's  status  as a  commercial  offer  uncertain.  The 
reason  was  this : 

The  American  Chicle  sale  also 
brought  the  Tandem  Plan  shows — 
Mr.  Keen,  Tracer  of  Lost  Persons 
(Thurs.,  8:30-9  p.m.),  Dean  Mar- 

tin-Jerry Lewis  Show  (Fri.,  8:30- 
9  p.m.),  and  Big  Show  (7:30-8 
p.m.  segment)  to  a  sold-out  status. 
Already  participating  in  sponsor- 

ship of  the  three  Tandem  shows  are 
Whitehall  Pharmacal  Co.  (Anacin) 
and  Liggett  &  Myers  Tobacco  Co. 
(Chesterfield  cigarettes). 
Thus,  with  present  Tandem 

shows  sold  out,  NBC  officials 
thought  it  likely  that  the  Tandem 
Plan  would  be  expanded — which 
might  mean  that  the  7-7:30  Big 
Show  segment,  heretofore  desig- 

nated for  sale  on  a  one-time-or- 
more  basis,  might  be  added. 
In  the  meantime,  NARTSR's views  of  the  overall  NBC  economic 

blueprint  were  outlined  in  a  state- 
ment issued  Thursday  asserting 

that  lack  of  complete  details  makes 
it  "almost  impossible  to  predict 
with  accuracy  or  finality  its  ulti- 

mate effect  on  national  spot  broad- 
casting, which  represents  such  a 

substantial  portion  of  the  network 
affiliate's  total  revenue." 

Issued  through  the  office  of 
NARTSR  Managing  Director  Mur- 

ray Grabhorn,  the  statement  ex- 
pressed the  view  that  NBC's  rea- lignment of  network  operations 

and  policies  is  an  "endeavor"  to 
"(A)  make  network  radio  more  sal- able under  changing  conditions,  and 
(B)  to  adjust  some  of  the  inequities 
resulting  from  the  recent  rate  cut 
applied  uniformly  and  arbitrarily 

to  all  O&O  stations  and  affiliates." The  statement  pointed  out  that 
the  NBC  plan  also  "gives  recogni- 

tion to  the  stations'  need  for  spot 
revenue"  by  lengthening  the  chain- 
break  to  60  seconds  preceding  cer- 

tain evening  sustainers,  and  by  set- 
ting up  a  "Minute  Man"  plan  of providing  affiliates  with  some  40 

quarter-hours  of  programs  a  week 
which  may  be  carried  as  sustainers 
or  sold  locally,  with  NBC  to  be  re- imbursed when  a  show  is  sold. 
NARTSR  voiced  hope  that  the 

60-second  chainbreak  would  be  ex- 
tended to  day  and  night  network 

commercials  as  well  as  selected 
sustainers.  "The  recent  horizontal 
network  rate  reduction  to  the  ad- 

vertiser more  than  compensates  him 
for  the  seconds  sacrificed  to  make 
this  possible,"  NARTSR  said. With  respect  to  the  Minute  Man 
plan,  the  association  had  some  res- 

ervations "until  the  following  miss- ing factors  are  brought  into  focus: 
"(A)  program  cost  under  spon- sorship to  stations;  (B)  the  per- 

centage of  revenue  demanded  by 
the  networks;  (C)  the  stability  of 
such  programs  insofar  as  the  right 
of  network  recapture  or  change  is 
concerned,  and  (D)  the  assurance 
that  the  'high  attraction'  of  such 
programs  will  be  maintained." The  statement  suggested  that 
NARTSR  feels  NBC's  main  objec- 

tive may  have  been  to  secure  ad- ditional morning  option  time,  and 

that  the  proposed  realignment  of 
affiliates'  network  rates  might  be 
of  such  scope  as  to  involve  ques- tions of  control  of  station  rates  by 
the  network.    NARTSR  said: 
Whether  or  not  the  suggested  ad- vantages to  spot,  if  adopted,  would 

offset  the  proposed  surrender  of 
valuable  morning  station  time  (pres- ently in  increasingly  growing  demand 
under  existing  competitive  conditions) 
as  proposed  in  the  NBC  plan,  plus 
the  contemplated  rate  revisions  in 
accordance  with  the  "objective  for- mula" devised  by  the  network,  is  a 
matter  of  highly  questionable  specu- lation at  present,  and  can  only  be 
intelligently  resolved  when  the  fate 
of  each  station  concerned  is  finally 
determined  through  the  contemplated 
individual  negotiations.  The  scope  of 
the  contemplated  rate  revisions  is  so 
broad  that  it  might  be  considered  to 
carry  implications  of  control  of  sta- tion rates  by  the  network.  Of  course, 
if  the  prime  objective  of  the  NBC 
plan  is  to  secure  the  extra  morning 
time,  then  the  values  offered  in  re- turn must  be  scrutinized  with  an 
extremely  critical  eye. 

Insofar  as  the  premium  station 
plan  is  concerned,  no  doubt  some  sta- tions will  benefit  because  of  the  re- 

sultant improved  programming  — others  will  probably  take  the  view 
that  their  coverage  area  will  be  di- luted at  the  fringes  by  the  addition 
of  other  NBC  facilities.  Still  others 
may  feel  that  they  will  be  carrying 
commercial  programs  on  a  free  net- 

work basis  which  they  might  other- wise have  received  at  full  rate  on  a 
spot  basis. 

RADIO'S  VALUE       Unifor
m  Measure  Study  Voted UNIFORM  methods  of  showing 

radio's  value  to  the  advertiser  will 
be  set  up  by  the  Affiliates  Commit- 

tee, the  all-industry  group  decided 
at  a  Thursday  night  meeting  in 
Chicago. 
The  committee  plans  to  retain 

a  recognized  research  consultant  to 
do  a  detailed  analysis  of  various 
types  of  statistics  and  formulas 
which  will  properly  present  radio's 
competitive  position  in  the  media's world. 

Interest  in  NBC's  plan  of  judg- ing the  value  of  its  radio  affiliates 
was  shown  by  committee  members. 
The  committee  plans  to  look  into 
details  of  the  NBC  formula  which 
is  understood  to  include  about  a 
score  of  elements  affecting  a  sta- 

tion's value  to  its  timebuyers. 
After  nearly  seven  months  of 

work,  including  a  series  of  com- mittee and  subcommittee  meetings 
as  well  as  conferences  with  Assn. 
of  National  Advertisers'  commit- tees, the  affiliates  body  is  preparing 
a  report  on  its  activities  on  behalf of  stations. 
The  committee  was  organized 

during  the  NARTB  convention  last 
April  when  CBS  launched  the  first 
in  a  series  of  radio  rate  reductions. 
Chairman  of  the  all  industry  unit  is 
Paul  W.  Morency,  WTIC  Hartford, 
Conn. 

In  the  seven  months  considerable 

progress  has  been  made  in  showing 
radio's  side  of  the  media  story  to 
advertisers,  agencies  and  others. Much  of  the  work  has  been  over  the 
conference  table,  the  committee 
feeling  that  this  technique  is  most 
effective  on  a  long-range  basis. 

Mr.  Morency  said  the  committee 
members  felt  the  group  should  con- tinue its  aggressive  campaign  to 
maintain  and  stabilize  radio's  value as  a  medium  and  as  a  force  in  the 
life  of  communities. 
Committeemen  took  the  position 

that  the  agency  can  operate  in 
broad  fields  and  provide  an  import- ant and  necessary  service  to  the 
industry  during  a  critical  period. 
There  appeared  little  support  for 
any  proposal  to  set  up  a  permanent 
office  to  perform  the  radio  job  in 
view  of  the  apparent  success  of 
the  present  method. Meets  With  ANA 

The  full  committee  heard  a  re- 
port by  a  special  subcommittee  that held  an  Oct.  8  meeting  with  ANA 

radio  and  television  officials.  On 
this  subcommittee  are  Mr.  Mor- 

ency; Edgar  Kobak,  WTWA  Thom- son, Ga.,  and  Clair  R.  McCollough, 
WGAL  Lancaster,  Pa. 

At  the  Oct.  8  meeting  the  sub- 
committee conferred  with  Paul 

West,  ANA  president;  Lowell  Mc- Elroy,  ANA  vice  president;  Walter 
Lantz,  Bristol-Myers,  and  William 
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Smith,  Lipton  Tea  Co. 
The  committee  has  $15,600  re- 

maining in  its  treasury.  This  sum 
is  considered  adequate  for  immedi- 

ate projects  now  under  way.  Since 
its  formation  last  spring,  371  sta- 

tions have  contributed  to  the  fund. 
The  committee  is  preparing  a 

lengthy  report  for  all  affiliate  sub- scribers. This  will  be  submitted  in 
10  or  15  days,  Mr.  Morency  said. 
It  will  review  principal  activities 
since  last  April. 

One  committee  member  observed 
that  a  number  of  stations  have 
raised  their  spot  rates  because  of 
the  committee's  activities. Attending  the  Thursday  meeting 
besides  those  already  mentioned 
were  Ben  Strouse,  WWDC  Wash- 

ington; G.  Richard  Shafto,  WIS  Co- lumbia, S.  C;  Robert  D.  Swezey, 
WDSU  New  Orleans;  Walter  J. 
Damm,  WTMJ  Milwaukee;  Richard 
M.  Fairbanks,  WIBC  Indianapolis; 
Leonard  Kapner,  WCAE  Pitts- 

burgh and  Edgar  Barton,  of  White 
&  Case,  law  firm. 

J.  Leonard  Reinsch,  of  the  Cox 
radio-TV  stations,  and  Howard 
Lane,  Marshall  Field  Enterprises, 
attended  as  guests  to  the  commit- tee. Absent  were  John  Patt,  G.  A. 
Richards  stations;  George  B.  Storer, 
Fort  Industry  Co.;  Hugh  Terry, 
KLZ  Denver;  and  Kenyon  Brown, 
KWFT  Wichita  Falls,  Tex. 
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RADIO/  TV  DISSECTED
       u"der  Qhi0  stqte  Mi

crosc°pe 

RADIO'S  position  in  the  changing media  world  was  diagnosed  by 
specialists  in  all  phases  of  adver- 

tising at  the  Eighth  Annual  Adver- 
tising Conference  held  Friday- 

Saturday  at  Ohio  State  U., 
Columbus. 

The  broadcasting  adjustment  to 
current  conditions  is  well  under 
way  but  this  30-year-old  means  of 
disseminating  information  and  sell- 

ing goods  is  going  through  a  diffi- 
cult period,  it  was  agreed. 

While  radio  was  given  a  going 
over,  other  media  were  exposed  to 
similar  treatment.  Youngest  of  all 
advertising  weapons — television — ■ went  under  the  critical  observation 
of  video,  agency  and  station  ex- ecutives. 

Advertisers  and  agencies,  too, 
were  subjected  to  the  same  type  of 
inspection  at  the  two-day  confer- 

ence, which  included  a  meeting  of 
the  Advertising  Federation  of 
America's  Fifth  District. Named  chairman  of  the  radio 
advertising  clinic  was  L.  A.  Pixley, 
president  of  WCOL  Columbus  and 
president  of  the  Ohio  Assn.  of 
Broadcasters.  Keynote  speaker  was 
John  Karol,  CBS  Radio  vice  presi- 

dent in  charge  of  sales. 
On  the  agenda  were  John  H. 

Hosch  Jr.,  vice  president,  J.  Walter 
Thompson  Co.;  Ray  Wunderlich, 
president,  Cussins  &  Fearn  Co., 
Columbus,  and  Fred  C.  Brokaw, 
vice  president,  Paul  H.  Raymer 
Co.,  Chicago. 

As  keynoter,  Mr.  KaroPs  topic 
was  "Adjusting  Radio  Advertising 
to  Today's  Conditions." Charles  Sawyer,  Secretary  of 
Commerce,  addressed  a  Friday 
luncheon  session  on  government 
economy. 

Victor  Sholis,  vice  president  and 
director  of  WHAS  Louisville,  was 
chairman  of  the  TV  clinic.  Robert 
M.  Reuschle,  manager  of  the  time- 
buying  department  of  McCann- 
Erickson,  New  York,  keynoted  a 
discussion  on  "How  to  Buy  Adver- 

tising Today." Taking  part  in  a  spot  analysis 

NBC  PRESIDENT  and  Mrs.  Joseph  H. 
McConnell  shown  aboard  the  Queen 
Mary  after  arriving  in  New  York  Oct. 
12  following  a  stay  of  several  weeks 
in  Europe.  Mr.  McConnell  attended 
the  London  and  Paris  broadcast  of 
NBC's  The  Big  Show  and  conferred with  European  broadcasting  officials. 

were  George  Bolas,  director  of  ra- 
dio-TV at  Tatham-Laird,  Chicago; 

Robert  W.  Dailey,  McCann-Erick- 
son,  Cleveland;  Leonard  Matthews, 
Leo  Burnett  Co.,  Chicago;  Franklin 
Snyder,  general  manager,  WXEL 
(TV)  Cleveland. 
Leading  up  to  his  portrayal  of 

TV's  place  in  today's  advertising 
picture,  Mr.  Matthews  recalled  that 
advertising  expenditures  in  na- tional media  had  increased  193% 
in  the  last  decade. 
Now  TV  comes  along  with  the 

ability  to  do  a  job  the  printed  or 
spoken  word  couldn't  handle — clinch  the  final  sale  of  products 
which  require  demonstration — and in  addition  it  is  economical  personal 
selling,  he  declared. 

Must  Soon  Compete 
Soon  TV,  with  rising  costs,  must 

seek  its  place  on  a  competitive  eco- nomic basis  alongside  other  media, 
Mr.  Matthews  said.  This  develop- 

ment will  be  influenced  by  the  rate 
structure  and  the  realization  that 
"the  program  is  really  the  thing." "Let's  take  a  long-run  view  of 
the  television  rate  picture  today," 
he  said.  It  "costs  the  national  ad- 

vertiser about  $1  million  to  finance 
a  half  hour  Class  A  once  a  week 
campaign  in  network  television. Nielsen  tells  us  that  31.2%  of  the 
country's  total  families  now  own 
television  sets." He  continued : 

"There  are  only  87  national  ad- vertisers who  spent  $2  million  or 
more  in  1950,  only  126  companies 
with  national  advertising  budgets 
over  $1  million.  When  the  freeze 
is  lifted  and  an  advertiser  can 
clear  all  of  the  current  television 
markets,  even  at  present  rates 
there  are  only  126  potential  cus- tomers for  network  television.  If 
the  rates  raise  on  the  $1  and  $2 
million,  customers  are  going  to  drop 
by  the  wayside  like  used  car dealers. 

"Suppose  that  during  the  next five  years  we  reach  a  total  of  27 

CREATION  of  a  new  broadcaster- 
controlled  audience  research  enter- 

prise that  would  abandon  the  pres- 
ent "rating  concept"  and  substi- 
tute "cumulative  circulation"  in 

television  was  proposed  last  week 
by  Albert  E.  Sindlinger,  president 
of  Sindlinger  &  Co.,  Ridley  Park, 
Pa. 
Mr.  Sindlinger  would  use  the 

Radox  instantaneous  technique  to 
provide  daily  reports  on  TV  view- 

ing plus  "visual  indicators."  The operation  would  be  called  National 
Radox  Corp. 

On  the  theory  that  aural  broad- 
casting is  "rating  itself  into  bank- 

ruptcy," Mr.  Sindlinger  says  the medium  must  be  evaluated  on  a 

million  television  homes,  twice  the 
number  we  have  today  but  still 
only  62  %>  of  the  country's  radio families.  Some  of  the  stations  have 
used  a  formula  provided  them  by 
the  networks  as  a  guide  to  rate 
setting.  Basically,  the  formula 
calls  for  a  50%  rate  increase  every 
time  sets  go  up  100%. 

"Let's  apply  this  to  the  increase 
in  sets  to  27  million  by  1956  and 
see  what  happens  to  the  number  of network  television  customers.  On 
this  basis  a  network  television  ad- 

vertiser, to  be  represented  in  just 
the  current  63  markets,  would  have 
to  spend — $1.5  million  for  one-half 
hour  .  Class  A  show  once  a  week — $1  million  for  a  15  minute  Class  A 
show  once  a  week,  and  $2.5  million 
for  a  five-a-week  15  minute  day- time show. 
"Now  there  are  only  65  major 

companies  left,  who  if  they  put 
62%  of  their  budget  against  62% 
of  the  families  with  TV  could  af- 

ford to  maintain  a  one-half  hour 
evening  show  in  the  medium. 

"It  follows,  too,  that  television 
production  costs  will  have  to  come 

down." 
Mr.  Bolas  quickly  reminded  the 

TV  clinic  that  "the  basic  job  is  to 
help  clients  make  money." 
He  suggested  a  five-point  pro- 

gram as  follows:  "Study  of  client's organization  and  products;  study 
of  industry  and  competition;  mar- 

keting strategy  (where,  when,  how 
to  advertise  and  sell);  copy  strat- 

egy (selling  argument  that  offers 
most  promise);  media  strategy 
(media  and  vehicles  that  best  fit 

plan). The  payoff  lies  in  the  commercial 
presentation,  with  the  program  as 
a  show  case,  Mr.  Bolas  said.  In 
his  opinion  the  best  TV  program 
for  an  advertiser  will: 

0  Attract  largest  possible  audi- ence of  logical  prospects. 
0  Appeal  to  that  segment  of  the 

audience  which  is  the  advertiser's major  sales  target. 
£  Condition  the  audience  for  the sales  story. 

basis  comparable  with  other  media. 
Present  ratings  pit  one  broadcaster 
against  another  while  hiding  the 
medium's  selling  power  as  com- 

pared with  other  media. 
He  referred  to  radio  rate-cut- 

ting at  a  time  when  other  media, 
which  also  feel  TV's  penetration, are  increasing  their  rates  and  plan 
to  do  so  again. 
Radio  has  been  trapped  in  its 

rate  structure,  Mr.  Sindlinger  as- 
serted, adding  that  TV  set  sales  in 

key  markets  are  "approaching  sat- uration." In  Philadelphia,  where 
TV  had  an  early  per  capita  lead, 
TV  ownership  is  now  70%,  he  said. 
"The  next  10%  and  the  next  10% 
might  come  a  lot  harder  and  more 

@  Permit  the  most  effective  pres- entation of  the  selling  strategy. 
@  Offer  exciting  merchandising 

possibilities. 0  Accomplish  these  objectives  at a  reasonable  cost  per  family  reached. 
Mr.  Bolas  described  the  impor- 

tance of  selecting  suitable  time  pe- 
riods from  a  standpoint  of  competi- 
tion, adjacencies  and  availability 

of  people  to  their  sets.  . 
Outlining  his  views  on  "Adjust- 

ing Radio  Advertising  to  Today's Conditions,"  John  J.  Karol,  vice 
president  in  charge  of  network 
sales  for  CBS  Radio,  told  the  radio 
clinic  that  "one  of  the  most  im- 

portant factors  is  broadening  the 
(economic)  base."  This,  he  said, 
means  keeping  current  advertisers 
and  winning  new  ones. 

Retention  of  present  business, 
Mr.  Karol  said,  "is  basically  a  ques- 

tion of  keeping  advertisers  ap- 
prised of  the  continuing  advant- 

ages of  their  network  investments." This,  he  continued,  includes  clear- 
ing away  the  "emotional  hysteria" brought  on  by  TV  and  making 

radio's  advantages  plain;  publiciz- 
ing media  comparisons  to  show  the superiority  of  radio  in  size,  power, 

and  economy;  expanding  radio  pro- motion merchandising  activities, 
and  continuing  "the  very  valuable 
work"  being  done  by  BAB,  station 
representatives,  and  stations  them- 

selves in  "proving  our  case  to  pres- 
ent advertisers  and  to  potential  ad- 

vertisers as  well." 
Seek's  'True  Picture' In  the  field  of  radio  research,  Mr. 

Karol  said,  the  "great"  need  is  for "a  rating  system  which  will  give 
a  true  picture  of  radio  listening." In  addition  to  having  the  lowest 
cost-per-thousand,  he  continued, 
network  radio  has  reduced  its  rates 
while  "publication  page  rates  and 
line  rates  are  still  going  up." 
Among  new  sales  devices  to  at- tract new  advertisers,  Mr.  Karol 

listed  the  "one-time  sponsorship" 
plan — inaugurated  by  CBS  Radio 

( Continued  on  page  97) 

slowly  than  the  last  20%,"  he  said. When  Radox  started  operating 
in  1948,  Mr.  Sindlinger  explained, 
it  produced  ratings  because  broad- 

casters, agencies  and  advertisers 
insisted  on  them.  Ratings  are  still 
flourishing,  "to  the  everlasting 
damage  of  the  broadcasting  indus- 

try," he  said. Theme  of  the  new  Radox  plan  is 
that  "he  who  sells  should  provide 
and  pay  for  the  information  on what  he  sells  and  he  who  buys 
should  pay  for  the  information  he uses  to  make  the  best  of  what  he 

buys." 

National  Radox  Corp.,  licensed 
to  use  Radox  on  a  royalty  basis, 

(Continued  on  page  86) 

SINDLINGER 
Plans  Ratings  With  Different  Concept 
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BACK  BILLINGS  *
- » ava  s-°  '  d FOUR  West  Coast  pharmaceutical 

companies  were  understood  to  be 
negotiating  with  American  Vitamin 
Assoc.  late  Thursday  with  the  in- 

tention of  taking  over  the  business 
and  getting  it  back  on  its  feet. 
AVA  cancelled  all  advertising  last 
week  because  of  "over-extension" and  serious  financial  difficulties. 

The  West  Coast  concerns  report- 
edly have  already  advanced  some 

cash  to  American  Vitamin,  which 
"  makes  Thyavals,  Orvita  and  Form- 

ula 621,  to  maintain  current  operat- 
ing expenses.  The  deal  presum- 
ably would  result  in  sale  of  con- 

trolling interest  in  the  company, 
with  President  George  S.  Johnston 
retaining  some  holdings. 

Re-financing  by  the  outside  group would  take  Schwimmer  and  Scott 
agency,  Chicago,  off  the  hook — a 
8290,000  one  as  a  result  of  AVA's 
delinquent  radio  and  television  pay- 

ments for  September  and  October. 
Indebtedness  to  ABC,  as  well  as  to 
individual  radio  and  television  sta- 

tions, caused  the  company  Oct.  11  to 
cancel  all  advertising,  most  of  which 
was  in  the  broadcast  media.  Many 
stations  are  understood  to  have  put 
business  with  AVA  on  a  cash-in- 
advance  or  month  to  month  paying basis. 

Outstanding  Billings 
Schwimmer  and  Scott  will  make 

good  the  $290,000  in  accrued  bill- 
ings, even  if  the  company  is  not  re- 

financed, Jack  Scott,  agency  owner, 
said  in  Chicago  last  week.  He  ne- 

gotiated early  in  the  week  with 
stations  carrying  a  lot  of  Vitamin 
business  to  pay  them  off  on  a  pro- 

rata basis  in  30  monthly  install- 
ments starting  Nov.  25.  Most  of 

the  stations  agreed  to  the  plan,  he 
said,  citing  WGN-AM-TV  Chicago, WLW  Cincinnati  and  KLAC-TV 
and  KTLA  Los  Angeles,  as  well 
as  ABC,  which  carried  a  nine-sta- 

tion network  show,  Frosty  Frolics, 
for  a  short  time.  It  was  the  com- 

pany's only  network  venture. American  Vitamin  business  has 
been  placed  nationally  by  the  Chi- 

cago agency  since  Aug.  1,  before 
which  it  had  handled  only  the  Chi- 

cago business  for  four  months. 
Counsellors  Inc.,  Hollywood, 
handled  the  account  previously,  and, 
although  it  has  since  been  dissolved, 
is  understood  to  have  several  finan- 

cial obligations  outstanding  on  the 
same  account.  AVA  reportedly 
spent  §3.5  million  on  advertising  so 
far  this  year,  most  of  it  in  radio and  TV. 
Schwimmer  and  Scott  is  under- 

stood  to  have  tried  to  get  insurance 
coverage  against  possible  loss  when 
it  first  took  the  account.  Even  if 
a  company  had  agreed  to  issuing  a 
policy,  annual  premiums  would  have 
been  exorbitant,  at  the  rate  of 
$4,000  per  $125,000  coverage. 
Mr.  Scott  says  the  account  is 

merely  inactive  and  he  has  not 
dropped  it.  He  will  continue  to 
handle  it  if  new  financing  is  ef- 

fected, he  said.  Three  persons  work- 

ing on  AVA  in  the  radio  and  tele- 
vision department  were  laid  off 

last  week,  and  another  three  are 
expected  to  be  given  notice.  Frank 
Miller,  formerly  of  Counsellors  who 
was  hired  as  a  vice  president  of 
S  &  S,  resigned.  Mr.  Scott  closed 
the  Hollywood  service  office. 

Stations  owed  less  than  $3,000 
are  being  paid  in  cash  immediately, 
Mr.  Scott  explained.  It  is  esti- 

mated the  company's  overall  in- debtedness is  about  $500,000,  with 
$290,000  to  Schwimmer  and  Scott. 
American  Vitamin  is  understood  to 
have  spent  $500,000  this  year  in 
Chicago  television  alone,  and  at  one 
time  had  more  than  90  quarter-hour 
radio  shows  per  week  there.  It 
also  sponsored  several  radio  and 
television  packages  syndicated  by 
Walter  Schwimmer  Productions, 
Chicago. 

Mr.  Schwimmer,  whose  name  is 
in  that  of  the  agency  even  though 
he  takes  no  active  part  in  it,  an- 

nounced officially  last  Tuesday  that 
the  equal  partnership  with  Jack 
Scott  was  dissolved  four  years  ago, 
although  no  public  announcement 
of  that  fact  was  made  at  the  time. 
He  has  since  devoted  all  his  time  to 
his  own  company. 

One  of  the  major  reasons  Ameri- 
can Vitamin  got  into  deeper  finan- 

AD  OUTLOOK 

cial  difficulties  was  unexpectedly 
enthusiastic  response  to  a  special 
offer  made  a  fortnight  ago  on 
KLAC-TV  and  KTLA  Los  Angeles. 
The  company  offered  viewers  a 
coupon  for  a  $3.49  bottle  of  Thya- 

vals free  for  application  toward 
purchase  of  a  $5.95  bottle.  AVA 
received  700,000  requests  for  cou- 

pons from  KTLA  and  more  than 
320,000  from  KLAC-TV,  the  sta- tions reported. 

The  plan  called  for  the  druggist 
to  buy  a  quantity  of  the  $3.49  size 
Thyavals  for  $1.75  each,  with  the 
promise  that  AVA  would  redeem 
coupons  from  the  druggist  at  $2.25 
each.  At  the  same  time  the  drug- 

gist bought  the  $3.49  size,  he  bought 
half  of  that  quantity  in  the  $5.95 size. 

Estimate  in  Error 

Sample  tests  before  the  offer  con- vinced AVA  that  half  the  customers 
would  apply  the  coupon  on  pur- chase of  the  larger  size,  paying 
the  price  difference.  The  company 
believed  it  would  "break  even"  if only  half  of  the  coupons  were  used 
to  apply  on  the  larger  bottle,  ap- 

parently figuring  the  additional 
cash  would  pay  for  the  cost  of  the 
merchandise  of  the  larger  bottle 
and  the  share  of  the  smaller  bottles 

Volume  to  Increase, 
Gamble  Predicts 

an  interval  when 
s  tax  relief  for 

the  radio-TV  broadcaster  (see 
Congressional  roundup,  also 
B  •  T,  Oct.  15,  1)  was  an  in- cidental victim  as  the  House 
last  Tuesday  turned  thumbs 
down  on  the  1951  revenue  con- 

ference report.  But  by  Thurs- 
day, a  new  report  was  ac- cepted by  the  Senate  and  by 

Friday  the  House  voted  its 

approval. 
redeemed  free. 
The  estimate  apparently  was 

wrong,  as  nowhere  near  the  ex- 
pected 50  r\  applied  the  coupon  on 

purchase  of  the  larger  bottle. 

DRUG  BILL 
Ready  for  Truman  OK 

A  THREAT  to  millions  of  dollars 
in  drug  advertising  revenue  was 
removed  at  the  Congressional  level 
last  week  as  the  Senate  cleared  a 
drug  prescription  bill  for  Presi- dential signature. 

Thus,  early  fears  that  across- the-counter  drug  sales  would  be 
hampered  and  that  certain  products 
might  be  forced  off  the  market 
evaporated  in  the  face  of  organized 
resistance  from  manufacturers. 

The  Senate  approved  a  measure 
(HR  3298)  which,  as  originally 
drafted,  would  have  empowered  the 
Food  &  Drug  Administration  to  list 
drugs  salable  only  on  prescription. 
As  passed  by  the  lower  chamber 
this  summer,  the  legislation  pre- 

served for  manufacturers  the  right 
to  define  so-called  Rx  drugs. [B  •  T, Aug.  6]. 

The  initial  proposal  portended  an 
adverse  effect  on  current  advertis- 

ing practices  inasmuch  as  drug manufacturers  have  been  among 
the  top  network  advertisers  in  re- 

cent years.  It  would  have  vested 
in  the  Federal  Security  Administra- tion the  duty  of  citing  prescription 
drugs  without  first  calling  a  hear- ing and  involved  possible  lengthy 
recourse  to  the  courts  in  the  long run. 

The  bill  was  offered  as  a  "public health"  measure  with  the  objective 
of  relieving  druggists  of  certain 
responsibilities  and  defining  others. 
Legislation  amends  Sec.  503  (b)  of 
the  1938  Food,  Drag  and  Cosmetic 
Law.  It  was  co-sponsored  by  Sen. 
Hubert  Humphrey  (D-Minn.)  and 
Rep.  Carl  Durham  (D-X.  C.)  in each  chamber. 

Graham  Elevated 
D.  GORDON  GRAHAM,  assistant 
program  director  of  WCBS,  CBS- owned  New  York  station,  has  been 
named  to  new  post  of  director  of 
program  production  and  public  af- fairs, effective  immediately.  Mr. 
Graham  has  been  with  WCBS  since 
1943,  having  formerly  served  on 
the  CBS  network  staff  as  an  assist- 

ant director  beginning  in  1941. 
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VOLUME  of  advertising  will  continue  to  rise,  Frederic  R.  Gamble, 
president  of  the  American  Assn.  of  Advertising  Agencies,  told  Pacific 
Coast  members  Thursday  at  the  annual  Pacific  Coast  Council  meeting 
at  Coronado,  Calif.  He  based  his  prediction  on  the  large  volume  of  con- 

sumer goods  still  available,  indus-  ^  
try's  tooling  up  for  expansion,  and 
companies'  need  to  sell  more  goods 
in  order  to  meet  higher  break-even 
points. Observing  that 
supplies  of  con- sumer goods  are 
greater  than  an- ticipated, Mr. 
Gamble  reported 
that  mid-year  in- ventories stood  at 
a  figure  repre- senting nearly  a 
fourth  of  the  na- tional income. 
"The  best  predic- 

tions we  can  get,' to  indicate  no  foreseeable  shortage 
of  soft  goods  and  a  continuing  need 
to  advertise  them."  A  lower  de- mand has  been  noticed,  however, 
in  some  textile,  shoe,  carpet,  and 
apparel  consumption. 

Pointing  out  that  the  picture  may 
be  different  for  hard  goods,  he 
said,  "it  seems  to  depend  on  when 
cuts  in  supplies  of  materials  will 
balance  the  inventories  that  have 
been  built  up.  The  best  guesses 
that  I  have  been  able  to  obtain 
indicate  that  this  will  not  take 
place  before  some  time  next  year, 

if  then." "Washington  leaders,"  M  r. 

Mr.  Gamble 

he  said,  "seem 

Gamble  reported,  "tell  us  that  de- fense is  to  take  a  considerably 
larger  bite — at  the  rate  of  $50  bil- 

lion, compared  with  $14  billion  last 
year.  Our  total  production,  how- 

ever, is  now  well  over  $300  billion." Business  break-even  points  are 
still  rising  and  increased  taxes  will 
levy  an  additional  load,  he  said. 
"When  a  business  is  faced  with  a 
higher  break-even  point,  it  must either  reduce  costs  or  increase 
sales,  and  advertising  can  often 
help  to  attain  both  these  objec- tives." A  current  ANA  survey,  he 
reminded  his  audience,  shows  that 
a  gradually  increasing  percentage 
of  company  sales  expenditures  is 
being  devoted  to  advertising  effort. 

"In  view  of  the  continued  need 
for  advertising,"  Mr.  Gamble  ad- 

vised, "government  should  be  care- ful to  see  that  there  is  adequate 
and  reasonable  allowance  for  ad- 

vertising in  defense  contracts  and 
in  computing  ceiling  prices.  We 
have  no  reason  to  feel  as  yet  that 
the  government  will  be  unfair  or 
arbitrary  in  this  respect,  but  we 
need  to  be  sure  that  government 
understands  advertising  is  the 
counterpart  in  distribution  to  the 
machine  in  production."  (See  story 
page  ???.) 
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FROM  TUCSON  to  TV  was  covered  by  this  quintet  at  the  16th  District  meet- 
ing at  Los  Angeles.     (I  to  r)  Lee  Little,  KTUC  Tucson;  Albert  D.  Johnson, 

KOY  Phoenix;  Howard  L.  Chernoff,  KFMB-AM-TV  San  Diego;  Mrs.  John  A. 
Kennedy  and  Capt.  Kennedy,  owners  of  KFMB-AM-TV. 

GARLANDS  for  Mrs.  Garland  in  Los  Angeles  attending  the  District  16  sessions. 
(I  to  r)  Tom  Sharp,  KFSD  San  Diego;  Charles  H.  Garland  KOOL  Phoenix; 
Mrs.  Garland;  Cal  Smith,  KFAC  Los  Angeles,  district  director;  and  William 

J.  Beaton,  KWKW  Pasadena. 

MEXICAN  TV  CHANNEL
S  Dist  16  Asks  Go/f- fo  De/qy  Action 

RESOLUTION  petitioning  the 
U.  S.  government  to  withhold  final 
action  on  any  interchanges  of 
television  channels  with  Mexico 
until  there  has  been  "full  and  free 
hearing"  following  appropriate 
public  notice,  was  adopted  unani- 

mously by  the  16th  District 
NARTB  meeting  at  Los  Angeles 
last  Tuesday. 
Taking  cognizance  of  official 

reports  [B  •  T,  Sept.  3]  that  an 
understanding  had  been  reached  on 
border  TV  station  assignments, 
the  resolution  was  offered  by 
Charles  Salik,  KCBQ  San  Diego, 
after  a  discussion  of  possible  in- 

equities that  might  result  in  alloca- tions to  U.  S.  cities  close  to  the 
Mexican  border. 
FCC  had  proposed  Channels  3, 

8  and  10  in  the  VHF  bands  and 
21,  27  and  33  in  the  UHF  bands 
for  San  Diego.  In  Mexicali,  across 
the  Southern  California  border, 
FCC  had  agreed  to  the  assignment 
of  Channels  7  and  9.  Last  Septem- 

ber, the  FCC  revealed  that  it  had 
agreed  to  assign  Channel  3  to  Mex- icali instead  of  Channels  7  and  9. 
Channel  3  was  deleted  from  the 
San  Diego  assignments,  leaving 
that  city  with  only  two  available 
VHF  channels. 

Delay  of  Action 
The  resolution  petitioned  the 

NARTB  headquarters  to  request 
FCC  and  the  State  Dept.  to  with- 

hold final  action  on  frequency 
changes  until  appropriate  notice 
and  hearing.  It  contended  the 
rights  of  U.  S.  citizens  "might  be jeopardized  by  such  agreements 
when  the  requirements  of  the  U.  S. 
public  are  not  taken  into  considera- 
tion." 

Other  resolutions  adopted  in- cluded: 
0  Opposition  to  President  Tru- 

man's executive  order  on  security 
regulations  covering  civilian  agen- cies. 

%  Enactment  of  the  identical 
protest  adopted  by  the  17th  District 
meeting  in  San  Francisco  the  pre- 

ceding week  against  the  California 
State  Crime  Commission's  prohibi- 

tion of  radio  and  television  pickups 
of  its  public  meetings. 
©  Opposition  to  the  Benton  Bill 

to  create  a  National  Citizens  Ad- 
visory Board. 

#  Pledge  of  unqualified  sup- 
port to  Civil  Defense  agencies  dur- 

ing the  national  emergency. 
Q  Resolutions  of  appreciation, 

commendation  or  thanks  to 
NARTB,  BMI,  BAB  and  the  mili- 

tary for  their  participation  in  the 
sessions,  as  well  as  commendation 
of  the  services  of  District  Direc- 

tor Cal  Smith,  KFAC  Los  Angeles. 
The  resolutions  committee  com- 

prised Lee  Little,  KTUC  Tucson, 
chairman;  Albert  D.  Johnson,  KOY 
Phoenix;  Gene  De  Young,  KERO 
Bakersfield;  L.  C.  McDowell, 
KFOX  Long  Beach. 

More  than  60  stations  through- 
out the  world  are  being  supplied 

63  hours  per  week  of  program 
service  by  Armed  Forces  Radio 
Service,  headquartered  in  Holly- 

wood, the  district  was  told  by  Col. 
Mason  Wright,  head  of  the  opera- 

tions, and  veteran  Army  public 
relations  officer  who  served  with 

MILITARY  sponsorship  of  two  na- 
tional network  programs  —  the F rankie  Laine  Show  on  CBS  and 

Game  of  the  Week  on  ABC — will 
be  dropped  next  week  as  a  result 
of  Congressional  criticism  aimed  at 
paid  recruiting  radio  shows. 

This  was  revealed  last  week  fol- 
lowing Senate  approval  of  legisla- 

tion designed  to  prohibit  use  of  any 
Defense  Dept.  monies  for  recruit- 

ing advertising  in  all  media  [B  • 
T,  Oct.  15].  The  proposal  was 
signed  by  the  President  Thursday. 

The  Defense  Dept.  directed  Grant 
Advertising  Inc.,  which  handles  the 
Air  Force  and  Army  account,  to 
terminate  all  advertising  at  dates 
entailing  "the  least  cost  to  the  gov- 

ernment pending  further  review" of  all  recruiting  advertising. 
At  the  same  time  top-level  de- 

Gen.  Joseph  Stillwell  in  China. 
Fifty  general  hospitals  plus  800 
naval  vessels  on  the  high  seas  are 
supplied  with  service,  consuming 
about  50%  of  the  operating  time 
of  the  stations.  Airlifted  to  these 
outlets  are  about  50,000  double- 
faced  recordings  a  month. 

In  addition  to  the  network  shows 
recorded  off-the-line,  about  16% 
hours  per  week  of  tailored  pro- 

grams are  produced  for  the  G.  I., 
he  said. 

AFRS  Contribution 
Supplementing,  the  transcribed service  is  the  AFRS  service  over 

11  transmitters  of  the  State  Dept. 
Voice  of  America,  providing  news 
every  hour  on  the  hour  after  5 
p.m.  Sports  are  provided  33  hours 
per  week.  Besides  the  Army  mili- 

tary audience,  Col.  Wright  said, 
there  is  "an  enormous  eavesdrop- 

ping audience"  estimated  at  from 50  to  90  million. 
Col.  Wright  said  he  wanted  to 

pass  an  accolade  to  the  industry. 
If  it  were  not  for  these  program 
contributions,  the  service  provided 

partment  authorities  reportedly  re- 
quested an  interpretation  from 

Capitol  Hill  on  how  the  Congres- 
sional rider  would  affect  public 

service  radio-TV  and  other  cam- 
paigns planned  for  next  spring. 

Still  smarting  from  the  sting  of 
criticism,  defense  officials  also  set 
in  motion  a  study  on  recruiting 
methods  of  the  various  services  de- 

signed to  lay  the  groundwork  for 
a  re-evaluation  of  the  1951-52  ad- 

vertising program. 
Notice  of  cancellations  on  the  two 

network  programs,  already  under- 
way, was  placed  before  the  respec- 
tive networks  by  Grant  Advertis- 
ing, according  to  the  agency's  ac- count executives  for  the  Army  and 

Air  Force  accounts.  They  said  that 
the  contracts  for  the  programs  con- 

tain two-week  cancellation  clauses, 

overseas  would  not  be  possible,  he said. 
In  a  panel  discussion  on  special- 

ized station  services  Monday  after- 
noon, it  was  developed  that  in- dependent stations  are  doing  well, 

generally,  in  the  Los  Angeles  mar- 
ket by  providing  programs  tailored 

for  specialized  audiences — despite 
the  penetration  of  television  in  a seven-station  TV  market. 

Presided  over  by  Bill  Beaton, 
KWKW  Pasadena,  the  panel 
covered  all  modes  of  specialized 
programming. 

Loyal  King,  KXLA  Pasadena, 
said  he  learned  the  hard  way,  and 
wound  up  with  a  "cowboy  music" station.  He  said  KXLA,  with  its 
50  kw,  had  "too  big  a  whistle" for  the  Pasadena  market,  and  as 
a  consequence  got  into  the  mood 
style  of  programming.  He  said 
most  surveys  show  that  people 
vote  for  classical  music,  because  it 
connotes  culture,  when  they  might 
actually  prefer  hillbilly.  He  critic- 

ized the  "Hoopers"  which  show (Continued  on  page  97) 

to  be  invoked  from  Oct.  13. 
CBS  Radio  greeted  the  move  with 

the  following  statement: 
".  .  .  We  recognize  that  the 

armed  services  may  choose  to  con- 
duct their  recruiting  activities 

without  the  use  of  paid  advertis- 
ing. We  believe,  however,  that 

should  a  return  to  the  use  of  paid 
advertising  later  be  deemed  advis- 

able, radio  will  again  prove,  as  has 
been  so  consistently  demonstrated 
in  its  uses  by  industry,  that  it  is 
the  most  inexpensive  and  effective 
medium  for  reaching  and  impress- 

ing the  entire  American  people." The  Laine  show  started  on  CBS 
Oct.  7  and  was  booked  to  run  39 
weeks  at  a  cost  of  $434,602.  ABC's football  Game  of  the  Week  was (Continued  on  page  59) 

RECRUITING  FUNDS    Shows 
to  Be 
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LOCAL  SELLING  TIPS  Exchanged  at  District  16  Meeting 
TIPS  on  how  to  get  and  hold  busi- 

ness in  highly  competitive  mar- 
kets were  revealed  by  station  opera- 
tors during  an  Oct.  16  panel  dis- cussion at  NARTB  District  16. 

Reminding  that  "local  sales  are 
our  livelihood,"  Gene  De  Young, general  manager  of  KERO  Bakers- 
field  and  panel  moderator,  advised 
broadcasters  to  sell  radio  "big"  in the  communities. 

Pointing  out  that  Bakersfield  is 
a  five  station  community,  he  said 
his  approach  to  successful  opera- 

v  tion  was  to  sell  radio  first  and then  his  station. 
"We  sell  big,"  he  said.  "As  a result  99%  of  our  advertisers  are 

happy  advertisers." Mr.  De  Young  advised  broad- 
casters not  to  by-pass  use  of  tailor- 

made  transcribed  shows.  If  cost  is 
beyond  budget  of  a  single  adver- 

tiser, he  suggested  that  sponsors 
with  a  common  interest  be  ob- 

tained. He  illustrated  this  by  relat- 
ing how  package  expenses  for  a 

transcribed  show  was  split  up 
between  three  local  competitive 
Plymouth  dealers  with  successful 
results. 

Secondary  Reaction 
He  told  broadcasters  to  give 

thought  to  secondary  reaction  a 
sponsor  might  have  as  a  result  of 
using  a  program  wisely.  To  illus- 

trate this,  Mr.  De  Young  related 
how  a  building  and  loan  company, 
sponsoring  a  daily  program  on 
KERO  as  a  public  service,  gives 
the  middle  commercial  to  the  local 
medical  association.  As  a  result, 
doctors  in  the  vicinity  are  financing 
their  home  buying  and  building 
through  that  firm  rather  than  via 
local  banks,  he  pointed  out. 

The  announcer  is  the  real  sales- 
man in  putting  over  the  sponsor's product,  in  opinion  of  Albert  D. 

Johnson,  manager  of  KOY  Phoenix. 
He  said  there  were  two  factors 
in  selling  and  keeping  the  account sold. 

"We  go  into  the  advertiser's  prob- lems, look  and  study  the  product 
to  be  sold,"  Mr.  Johnson  said.  "And 
we  take  the  announcer  along  too 
as  part  of  the  team  so  that  he 
learns  about  the  merchandise  that 
is  to  be  offered  the  public." Mr.  Johnson  related  the  experi- 

ence of  a  local  Phoenix  store  that 
needed  assistance  to  build  up  a 
men's  suit  department  that  was losing  money. 
"We  took  along  a  team  which learned  all  about  the  suits  to  be 

sold,"  he  said.  "And  our  an- nouncer told  about  them  on  a  rec- 
ord program.  Sales  started  to 

boom.  They  doubled  within  a  year. 
Last  December  it  tripled.  We  are 
now  starting  to  sell  that  store's 
women's  department." It  took  the  persuasive  voice  of 
of  an  announcer  to  sell  automatic 
dish  washers  after  local  newspaper 
advertising  failed  to  do  the  job, 
Mr.  Johnson  declared. 

"The  store  never  felt  that  radio 
had  done  a  job,"  he  said.  "Two 
spot  announcements  per  day,  after 
two  weeks,  sold  20  of  those  wash- 

ers and  sales  continued  to  mount. 
The  advertiser  is  now  convinced 
on  the  sales  ability  of  radio." 
Lee  Little,  general  manager 

KTUC  Tucson,  in  relating  experi- 
ences told  broadcasters  that  they 

should  "personalize  the  show"  and have  the  station  salesmen  and  an- 
nouncer study  client's  needs  and 

problems  if  they  intended  to  keep 
that  advertiser  happy  and  on  the 
air.  Know  your  local  people,  get 
acquainted  with  the  buyer  and 
the  sales  staff,  he  advised.  Sears- 
Roebuck  &  Co.,  he  said,  has  been 
sponsoring  a  45-minute  daily  pro- 

gram on  KTUC  for  the  past  two 
years,  using  World  library  service. 

Success  story  of  Franco  Superior 
Bakery  Co.  (Donald  Duck  bread) 
was  related  by  Charles  S.  Salik, 

president  and  general  manager  of 
KCBQ  San  Diego. 

Utilizing  two  morning  tran- 
scribed soap  operas — Linda's  First Love  and  Mary  Foster — on  that 

station  as  virtually  its  only  adver- 
tising and  over  a  seven  months 

period,  the  firm  had  a  net  increase 
in  business  of  roughly  18.5%  per 
month.  He  quoted  from  a  report  by 
Aaron,  Abbott,  Anderson  &  Beck, 
local  agency  handling  that  ac- count. And  the  effectiveness  of 
the  two  daily  programs  was  attrib- uted for  that  increase  in  sales. 

Mr.  Salik  told  how  the  station 
promoted  those  programs  with  a 
well-integrated  contest  Listen  and 
Win  which  increased  close  atten- 

tion to  the  commercial  messages. 
Oscar's  drive-in  restaurants,  by 

utilizing  a  nightly  1V2  hour  "per- sonalized" recording  program  on 
KCBQ,  increased  its  business  45% 
over  a  six  months  period,  he  said. 
In  one  week  alone,  more  than  55,- 
000  hamburgers  were  sold  be- 

cause the  announcer  "got  into  the home,  making  people  hungry  for 

hamburgers." When  a  local  credit  clothing  firm, 
which  had  used  some  newspaper 
space  in  the  past,  was  crowded  out 
of  that  medium  because  of  rising 
rates,  it  turned  to  radio,  according 
to  John  Merino,  manager  of  KFSD 
San  Diego.  The  firm  started  using 
an  evening  newscast  on  that  sta- 

tion just  a  year  ago,  he  said.  Busi- ness has  increased  48%  and  the 
firm  attributes  this  to  radio. 

'WOIKING  GOILS'  of  the  West,  attending  the  14th District  meeting  at  Salt  Lake  City  [B  •  T,  Oct.  151: 
(seated,  I  to  r)  Florence  M.  Gardner,  KTFI  Twin  Falls, 
Ida.;  Mitzi  Patterson,  KMUR  Murray,  Utah;  Lee  Poe 
Hart,  BAB;  Donna  Gasar,  KOVO  Provo;  Beth  Talbot, 
KSUB  Cedar  City,  Utah.   Standing:  Clo  B.  James,  KVRH 

Salida,  Col.;  Helen  Ryan,  KANA  Anaconda,  Mont.; 
Ruthe  A.  Fletcher,  KSEI  Pocatello,  Ida.;  Lee  O'Brien, KIUP  Durango,  Colo.;  Isabelle  McClung,  KVOR  Colorado 
Springs,  Colo.;  Mildred  U.  Ernst,  KWOR  Worland,  Wyo., 
KWRR  Riverton,  Wyo.,  KGOS  Torrington,  Wyo.;  Jean 

Gitz,   KRDO   Colorado  Springs. 

HENNOCK  FATE 
Rests  With  Committee 

AS  CONGRESS  heads  toward  ad- 
journment, the  fate  of  FCC  Comr. 

Frieda  B.  Hennock's  nomination  to 
the  federal  bench  in  New  York's southern  district  involves  four  al- 

ternatives to  outright  confirmation. 
Two  of  them  involved  the  White 

House.  The  four  paths  which 
the  Senate  Judiciary  Committee 
could  open  by  failing  to  recommend Senate  confirmation  are: 

1.  President  Truman  could  with- 
draw the  nomination  before  Con- 
gress ended  business  for  the  year. 

2.  The  Chief  Executive  could 
nominate  Miss  Hennock  for  a  re- 

cess appointment  after  Congres- sional adjournment. 
However,  the  President  took  the 

steam  out  of  one  possibility  at  his 
news  conference  last  Thursday, 
when  he  said  he  would  not  with- 

draw her  nomination. 
3.  The  committee  could  do  noth- 

ing, thus  casting  doubt  whether the  nominee  would  be  approved  in 
the   second   session   of  Congress. 

4.  The  committee  could  vote  un- 
favorably thus  killing  all  subse- 

quent chances  for  Miss  Hennock  to 

don  judicial  robes. 
There  was  no  indication  that 

Miss  Hennock  would  ask  to  be 
heard  by  the  committee. 

Although  the  Washington  air  was 
rife  with  rumor  that  Mr.  Truman 
might  consider  a  recess  appoint- 

ment, it  was  reported  that  Miss 
Hennock  had  written  a  letter  to 
the  committee  saying  she  would 
not  accept  such  an  appointment. 

A  recess  appointment,  it  has  been 
pointed  out,  would  entail  a  risk 
for  Miss  Hennock,  for  if  denied 
confirmation  when  Congress  recon- 

venes, she  would  lose  the  bench 
and  also  her  FCC  post. 

Hearings  came  to  an  unofficial 
close  last  Monday.  Last  witness 
to  appear  was  Attorney  General  J. 
Howard  McGrath,  who  testified  in 
support  at  his  own  request. 

Following  his  appearance  before 
the  committee,  the  Attorney  Gen- eral deferred  comment. 

Last  full  day  for  witnesses  to 
appear  on  behalf  of  the  nomination was  Saturday,  Oct.  13.  Testifying 
were:  Emil  K.  Ellis,  chairman, 
board    of   trustees,    Federal  Bar 

Assn.  of  New  York,  New  Jersey  and 
Connecticut;  Mrs.  Pauline  Malter 
James,  secretary,  New  York  City 
Planning  Commission;  Louis  Pos- 
ner,  former  chairman,  New  York 
Mortgage  Commission,  and  Frank 
K.  Karelsen  Jr.,  Robert  Darum, 
Claude  Hope,  Sidney  Krause  and Morris  Butcher,  attorneys. 

It  was  reported  that  witnesses 
after  leaving  the  hearing  room 
Saturday  complained  of  a  "whisper- 

ing campaign"  being  conducted against  Miss  Hennock.  They  said 
investigation  by  opposing  bar 
groups  was  not  thorough. 

There  also  was  a  report  that 
witnesses  were  called  upon  to  com- ment on  a  letter  from  Chief  Judge 
John  C.  Knox  of  the  United  States 
District  Court,  Southern  Division 
(court  to  which  she  has  been  nomi- 

nated) which  questioned  her  quali- fications. 
Column  by  Drew  Pearson,  syn- dicated news  columnist,  purporting 

to  contain  data  given  in  closed 
testimony  before  the  Judiciary  com- mittee, was  published  Oct.  4  by some  subscribing  papers. 
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TO  JUDGE  by  his  Oct.  16  CBS 
Television  performance,  Frank 
Sinatra  has  decided  the  best  way 
to  compete  with  Milton  Berle,  who 
is  opposite  him  on  NBC-TV,  is  to 
fight  fire  with  fire. 

The  decision  might  have  been 
wise  were  it  not  fpr  the  handicap 
that  Mr.  Sinatra  himself  is  no 
more  than  a  wisp  of  smoke  and 
the  comedian  he  imported  to  as- 

sist him,  Jackie  Gleason,  would 
find  it  hard  to  touch  off  a  spark 
with  a  dynamite  cap  and  a  sledge hammer. 
Mr.  Sinatra's  second  round 

against  Mr.  Berle  de-emphasized 

Program:  Frank  Sinatra  Show, CBS-TV,  Tuesday,  8-9  p.m. Approx.  cost:  $41,500. Sponsor:  Ekco  Products  Corp. (first  15  minutes). 
Agency:  Earle  Ludgin  &  Co., Chicago. 
Cast:  Frank  Sinatra,  Jackie  Glea- son, Anne  Jeffreys,  Jack  Stan- ton and  Betty  Luster. Producer:  Max  Gordon. Director:  Jack  Donohue. Musical  director:  Axel  Stordahl. Writers:  Al  Schwartz,  Howard Snyder,  Hugh  Wedlock  and Arnold  Auerbach. 

his  singing  and  featured  him  and 
Mr.  Gleason  as  comics  in  a  series 
of  bits  not  unlike  the  sort  of  thing 
that  has  been  happening  every 
Tuesday  evening  over  on  NBC- 
TV  for  years. 
One  scene  aboard  a  Pullman 

car  had  Messrs.  Sinatra  and  Glea- 
son dressed  in  night  caps  and 

pajamas.  Sample  gag : 
Mr.  Gleason:  How  do  you  like 

my  sleeping  bag?  I  bought  it  at Brooks  Brothers. 
Mr.  Sinatra:  It  looks  like  the 

brothers  were  still  in  it. 
This  type  of  joke  is  endemic  to 

the  Berle  show.  It  should  not  be 
borrowed  by  Mr.  Sinatra  unless 
he  wishes  to  become  a  pallid  ver- 

sion of  his  competition. 
Possibly  half  the  gags  delivered 

by  Mr.  Gleason  on  the  show  dealt 
with  Mr.  Sinatra's  physical  con- dition which  is,  to  be  optimistic, 
alarming.  It  is  plain  that  he  has 
been  strained  by  his  recent  life 
off-screen. 

It  seemed  to  this  reviewer  that 
Mr.   Sinatra  is  thinner  than  he 

used  to  be,  a  condition  that  should 
be  of  interest  to  the  American 
Medical  Assn.  He  is  also  more  list- 

less, which  is  to  say  he  is  approach- 
ing an  almost  inanimate  state.  His 

voice,  which  was  never  a  robust 
instrument,  has  suffered. 

The  therapy  this  reviewer  ad- vocates for  Mr.  Sinatra — if  he 
hopes  to  last  out  the  season  and 
establish  his  show — is  a  steak,  a 
night's  sleep  and  a  production  that does  not  try  to  overcome  the  op- 

position by  imitation. *    *  * 
MILTON  BERLE,  apparently  con- vinced that  his  television  formula 
will  withstand  the  ravages  of  time 
and  Frank  Sinatra,  gave  a  per- 

formance last  Tuesday  on  NBC-TV 
that  was  indistinguishable  from 
all  the  others  he  has  put  on  in  the 
past  three  years. 

Mr.  Berle  was  master  of  cere- 

Program:  Texaco  Star  Theatre. 
NBC-TV,  Tuesday,  8-9  p.m. Approx.  cost:  $45,000. Sponsor:  Texas  Co. Agency:  Kudner  Inc. Cast:  Milton  Berle,  Rosemary Clooney,  the  Mills  Brothers, Edward  Arnold,  Jimmy  Mc- Hugh,  Tony  Bennett,  Condos  & Brandow,  Mary  Beth  Hughes, Arnold  Stang,  Sid  Stone. Musical  Director:  Allen  Roth. 

monies,  comedian,  dancer,  singer, 
actor  and  curtain  puller.  Others, 
including  Rosemary  Clooney,  Ed- 

ward Arnold,  Tony  Bennett,  the 
Mills  Brothers  and  Arnold  Stang 
appeared — but  seldom  outside  the 
presence  of  Mr.  Berle. 

The  first  bit  on  the  Oct.  16  show 
was  a  Buck  Rogers  affair  featur- 

ing Mr.  Berle  as  the  first  man  to 
land  on  Mars,  an  arrival  that  so 
unsettled  the  Martian  king  (Mr. 
Arnold)  that  he  forgot  his  lines. 

Mr.  Berle's  second  number  was 
a  take-off  on  the  "Four  Musket- 

eers." (Mr.  Berle,  who  hates  to leave  well  enough  alone,  added  the 
fourth  to  accommodate  himself 
since  the  traditional  number  of 
roles  was  already  filled  by  three child  dancers.) 

The  program  did  not  pass  with- 
out another  Berle  standby,  a  nostal- 
gic medley  of  music  by  a  composer 

appearing  on  the  show,  in  this  case 
Jimmy  McHugh. 

The  thing  that  sets  Mr.  Berle's show  apart  from  others  of  the  same 
variety  type  is,  of  course,  Mr. 
Berle.  He  has  spent  a  lifetime  in 
perpetual  fear  of  being  ignored, 
and  there  is  no  sign  this  trauma is  abating. 

Barring  physical  collapse,  which 
seems  unlikely,  Mr.  Berle  probably 
can  go  on  overwhelming  audiences 
for  years  by  the  sheer  exuberance 
of  his  performances. 

Sid  Stone,  the  pitchman,  is  not 
as  imperishable  a  character  as  Mr. 
Berle.  One  cannot  avoid  the  im- 

pression that  Mr.  Stone's  act  is wearing  thin.    Over  the  years  Mr. 

Stone  has  acquired  more  and  more 
the  nature  of  a  comedian  and  less 
and  less  the  function  of  a  pitchman 
for  Texaco. 

Perhaps  it  would  be  well  if  he 
cut  out  the  comedy,  which  is  be- 

coming strained,  and  confined  him- 
self to  a  straight  pitchman's  pitch. *    *  * 

DANNY  THOMAS  returned  to television  and  the  NBC-TV  All- 
Star  Revue  Oct.  13  to  star  in  a  pro- 

gram featuring  regulars  Kay  Starr 
and  Bunny  Lewbell  and  guests  stars 
Milton  Berle  and  Barry  Gray.  But 
for  all  the  guests  and  featured  per- formers, this  was,  as  always,  Danny 
Thomas'  show,  which  is  really  not 
quite  so  good  as  that  sounds. 

Danny  Thomas  is  a  man  of  sub- 
stantial comic  talent  with  two  sup- 

plementary characteristics  which 
do  much  to  obscure  that  fact.  First, 
and  most  conspicuous,  he  possesses 
a  magnetic  instinct  for  the  taste- less. Second,  he  treats  himself  as 
though  he  were  dead.  He  speaks 
affectionately  of  himself  as  if  he 
were  already  a  legend. 

But  as  to  taste.  On  last  week's show — and  the  example  is  more 
typical  than  you'd  care  to  believe — Mr.  Thomas  spent  the  climax  of  his 
program  playing  for  comedy  the 
role  of  a  Middle  Eastern  revolu- 

tionary balladeer,  singing  a  minor 
love  dirge  while  ostensibly  swing- 

ing by  his  neck  from  the  gallows. 
What  is  depressing  is  that  Mr. 

Thomas  seems  to  be  proud  of  such 
moments  on  his  show.  Somehow, 

Program:  All-Star  Revue.  NBC- TV,  Saturday. Sponsors  &  Agencies:  Pet  Milk Co. — Gardner  Adv.  Co.;  Snow- crop  Marketers  —  Maxon  Inc.; 
Kellogg  Co.,  Kenyon  &  Eck- hardt. 

Cast:  Danny  Thomas;  Kay  Starr; 
Bunny  Lewbell;  "The  Hurri- canes," adagio  team,  and  "Lola &  Lita,"  jugglers. Producer:  Leo  Morgan. Director:  Ezra  Stone. 

Camera  Director:  Sid  Smith. Writers:  Bob  Schiller,  Phil  Sharp and  Aaron  Ruben. Musical  Director:  Lou  Bring. Supervisor  of  Production:  Pete Barnum. 

one  suspects,  he  discerns  them  as 
a  new  departure,  while  oblivious  to 
the  fact  that  what  he  is  departing 
from  is  good  taste. 

The  same  quality  in  less  sanguin- 
ary but  equally  embarrassing  de- 

gree is  manifest  in  the  living- legend  idea.  Mr.  Thomas  appears 
convinced  he  has  fathered  an  ex- 

traordinary past  and  nothing  about 
that  past  is  too  trivial  to  impose 
upon  his  audience.  In  a  curious 
way  there  is  even  an  element  of 
self-pity  in  these  recitals,  some- times mistaken  for  modesty. 

If  these  criticisms  seem  too 
harsh,  it  should  be  noted  they  are 
directed  not  at  his  talent  but  at  the 
cluttering  nonsense  that  threatens 
the  growth  of  that  talent. 
When  Mr.  Thomas  does  a  bur- 

lesque of  Milton  Berle,  as  he  did  on 
this  show,  he  is  excellent.  In  his 
portrayal  of  the  immigrant  Italian 
father  of  a  hyper-Americanized  9- 
year-old  daughter,  he  is  fine  (al- 

though we'd  like  to  get  the  reaction of  other  Italian  immigrant  fathers 
before  firmly  clearing  this  one  for 
taste).  When  he  sings,  he  sings 
well. 

He  is  a  performer  who  gets  more 
out  of  a  line  than  a  writer  puts  into 
it,  which  is  about  the  nicest  thing 
you  can  say  about  a  comic.  In  short, 
he's  a  better  man  than  he  knows. 

As  for  the  rest  of  the  Oct.  13 
show,  the  integrated  Pet  Milk  com- mercial was,  as  always,  quite  good; 
Kay  Starr  was  in  fine  shape,  phys- 

ically and  vocally;  and  Bunny  Lew- 
bell was  again  that  rarity,  a  child actress  who  underplays. 

The  program  also  featured  a  sur- 
prisingly subdued  Milton  Berle 

who  stripped  to  his  underwear 
only  once,  and  that  only  the  top 

portion. 
The  other  name  guest,  Barry 

Gray,  a  man  who  talks  in  restau- rants for  a  living  and  now  also 
moderates  on  NBC — well,  what  one 
saw  of  him  was  nice,  but  what  one 
saw  of  him  was  the  back  of  his 
suit;  which  is  to  say  that  most  of 
his  scenes  were  played  with  Mr. 
Berle,  a  man  who  knows  where 
upstage  is. 
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SECURITY  ORDER 

WASHINGTON  newsmen  sense 
danger  of  misguided  censorship  in 
President  Truman's  recent  execu- 

tive order  imposing  military  secur- 
ity on  all  government  agencies 

[B  •  T,  Oct.  15,  8,  1,],  judging  by 
consensus  of  observations  during 
an  open  forum  conducted  Tuesday 
by  the  Washington  Professional 
Chapter  of  Sigma  Delta  Chi,  jour- 

nalistic fraternity. 
Correspondents  familiar  with  the 

Washington  beat  took  part  in  the 
forum,  with  Howard  L.  Kany,  As- 

sociated Press  radio  representative 
in  Washington,  presiding  as  presi- dent of  the  chapter.  James  E. 
Warner,  New  York  Herald  Trib- 

une, co-arranged  the  forum  with 
Mr.  Kany. 
Within  24  hours,  the  Chief 

Executive  advised  the  AP  Man- 
aging Editors  Assn.  that  he  would 

not  hesitate  to  change  the  directive 
in  the  face  of  constructive  sugges- 

tions so  long  as  basic  security  safe- 
guards are  preserved. 

A  group  of  newspaper  execu- tives called  on  Mr.  Truman  with 
a  copy  of  a  resolution,  adopted  at 
its  San  Francisco  convention, 
branding  the  directive  "a  dangerous 
instrument  of  news  suppression." Truman  Defends  Order 

Mr.  Truman  told  the  delegation, 
headed  by  Herbert  F.  Corn,  man- 

aging editor  of  Washington  Eve- 
ning Star  (WMAL-AM-FM-TV) , 

he  felt  the  order  is  basically  a 
good  one  but  that  he  is  open  to 
suggestions.  The  editors  felt  the 
order  should  be  rescinded  and 
urged  AP  members  to  exercise 
vigilance  at  the  local  level  "in 
resisting  efforts  at  intimidation." At  the  Sigma  Delta  Chi  session 
panel  members  presented  then- views  and  the  subject  was  thrown 
open  for  floor  discussion.  Journal- 

ism students  from  Maryland  U., 
American  U.,  and  George  Washing- 

ton U.  were  guests  of  the  frater- 
nity. The  forum  was  held  in  the 

National  Press  Club  auditorium. 
Northcutt  Ely,  attorney  who 

served  in  the  Interior  Dept.  during 
the  Hoover  administration,  moder- ated the  discussion. 

Wallace  R.  Duell,  of  the  St. 
Louis  Post-Dispatch,  experienced 
foreign  correspondent  and  wartime 
officer  in  Office  of  Strategic  Serv- 

ices, feared  the  executive  order 
might  cut  down  the  flow  of  news 

Modification  Seen  as  Criticism  Mounts 

CAP3TAI  newsmen  took  port  in  forum  on  President's security  order.  Pane!  members  (I  to  r):  Yates  McDanie!, 
AP;  Wallace  R.  Duell,  St.  Louis  Post-Dispatch;  Sen.  Blair 
Moody  (D-Mich.);  Howard  L.  Kany,  AP  radio  reprssenta- 

tive  in  Washington  and  president  of  Sig  :  a  Delta  Chi 
professional  chapter;  Tony   Leviero,  New   York  Times; 
Warren  B.  Francis,  Los  Angsles  Times;  Northcutt  Ely, 

attorney,   panel  moderator. 

Berle-Sinatra  Boxscore 
FOLLOWUP  Trendex  rating 
of  the  Frank  Sinatra-Milton 
Berle  contest  for  Tuesday 
night  audiences  showed  the 
singer  gaining  another  three 
points  with  his  second  show 
of  the  season,  CBS-TV  re- 

ported last  week.  Results, 
based  on  ten  cities  with  three 
or  more  stations,  increased 
The  Frank  Sinatra  Show 
from  13.4  to  16.1  while  the 
comedian's  rating  dropped from  45.4  to  42.2. 

due  to  qualms  on  the  part  of  secur- 
ity officers.  A  natural  develop- 

ment, he  predicted,  would  be  growth 
in  the  technique  of  obtaining  news leaks. 

Mr.  Duell  was  one  of  a  number 
of  correspondents  who  felt  the  na- 

tural reaction  of  security  officers 
would  be  to  play  safe  by  over- classification. 

Sen.  Blair  Moody  (D-Mich.),  a 
former  correspondent,  said  the 
President's  order  is  "too  vague." He  previously  had  suggested  to 
Presidential  Secretary  Joseph 
Short  that  the  problem  be  referred 
to  a  committee  of  top-flight  Wash- 

ington correspondents.  Sen.  Moody 
regretted  the  hysteria  that  has 
grown  out  of  the  order  since  all 
parties  involved  are  anxious  to 
protect  vital  military  secrets. 

News  Vacuum  Feared 
Yates  McDaniel,  AP  Pentagon 

correspondent,  feared  a  vacuum  of 
honest,  unbiased  news  which  might 
be  filled  in  by  propaganda.  He 
pointed  out  there  are  no  security standards  under  the  order  and  no 
channel  for  appeals.  Violations 
aren't  likely  if  the  rules  are  known, 
he  suggested,  but  said  security  of- ficers will  be  tempted  to  withhold 
news  that  might  embarrass  them 
or  their  bosses. 
Warren  B.  Francis,  Los  Angeles 

Times  correspondent,  said  many 
newsmen  object  to  the  theory  that 
the  government  knows  best  what 
the  people  ought  to  know.  The 
President's  order  might  deprive 
the  public  of  data  on  availability 
of  oil  during  the  winter,  he  sug- 

gested, when  such  facts  are  needed 
so  people  will  know  what  to  do 
about  heating  homes  and  operating autos. 

Tony  Leviero,  New  York  Times, 
spoke  in  favor  of  the  President's security  order  but  said  radio  and 
the  press  must  see  that  it  is  not 
abused.  He  regretted  the  hysteria 
it  had  aroused  because  of  political 
reaction.  Government  officers  must 
be  ready  to  justify  classification, 
he  said,  possibly  before  a  Congres- sional committee.   He  urged  regu- 

lar reviewing  of  classified  material 
and  asked  media  to  attack  those 
who  abuse  the  security  order  rather 
than  the  order  itself.  He  was  con- 

fident Washington  correspondents 
will  still  get  the  news. 
Around  Washington  and  the 

country  a  new  deluge  of  criticism 
broke  out  last  week  as  possible 
impact  of  the  security  order  con- tinued to  draw  wide  attention. 

President  Robert  McLean  of  the 
Associated  Press,  also  publisher  of 
the  Philadelphia  Bulletin,  called 
the  order  "a  creeping  censorship of  a  kind  never  before  established 
in  this  country  in  time  of  peace  or 
even  in  time  of  war."  Mr.  McLean 
addressed  Pennsylvania  Week  fes- tivities sponsored  Monday  by  the 
Philadelphia  Chamber  of  Com- merce. He  was  honored  by  the 
chamber  as  the  Pennsylvanian 
"who  did  most  for  his  industry" in  1950. 
Ralph  McGill,  editor  of  the 

Atlanta  Constitution  (WSB-AM- 
FM-TV),  told  Boston  newspaper 
executives  that  the  order  delegates 
to  "literally  thousands  of  public officials  .  .  .  the  power  to  act  as 
if  they  actually  were  guarding 
security  secrets,  and  to  withhold 
from  the  public  anything  the  agen- 

cy chooses  to  hide." Wiley  Statement 
Sen.  Alexander  Wiley  (R-Wis.) 

argued  in  a  statement  placed  in  the 
Congressional  Record  that  the 
President  "erred  in  his  action"  and 
that  it  violates  freedom  of  infor- 

mation, laying  "the  basis  for  a tremendous  cover-up  of  official 
blunders,  errors  of  commission  and 
omission  by  defense  and  non-de- 

fense agencies."  He  recalled  how newspapers  abided  by  Office  of 
Censorship  directives  during  the 
war  but  said  no  case  has  been  made 
currently  "for  a  closing  down  of 
America's  basic  freedoms"  because of  the  Korean  conflict. 

Inland  Daily  Press  Assn.  at  its 
Chicago  meeting  last  Monday,  like 
NARTB  western  district  meetings, 
adopted  a  stiff  stand  against  the 
Truman  order,  calling  it  "a  serious 

and  unwarranted  interference  with 
the  free  flow  of  information  to  the 
people.  The  association,  speaking 
for  448  daily  newspapers,  ap- 

proved a  resolution  offered  by 
Edward  E.  Lindsay,  editor  of  the 
Decatur  (111.)  Herald  &  Review, 
pledging  "continued  efforts  toward 
reopening  all  sources  of  informa- tion about  government,  except  those 
directly  related  to  national  de- 

fense." The  resolution  stated  the 
association  believes  "all  the  liber- ties of  a  free,  democratic  people  rest 
upon  the  people's  right  to  know about  the  activities  of  those  by 
whom  they  are  governed." 

Hsaverlin,  Others  Re-Named 
OFFICERS  and  the  board  of  direc- 

tors for  Broadcast  Music  Inc., 
headed  by  Carl  Haverlin  as  presi- 

dent, were  re-elected  at  a  stock- 
holders' meeting  held  in  New  York Tuesday. 

Only  change  in  office  was  Alex- 
ander D.  Nicol's  being  named  comp- troller of  Associated  Music  Pub- 

lishers Inc.,  wholly  owned  BMI 
subsidiary.  Mr.  Nicol  also  retains 
his  position  as  BMI  comptroller. 

Officers  re-elected  are  Mr.  Haver- 
lin; Sydney  M.  Kaye,  vice  presi- dent and  general  counsel;  Robert 

J.  Burton,  vice  president  in  charge 
of  publisher  relations  and  assist- ant secretary;  Jean  Geiringer,  vice 
president  in  charge  of  foreign  rela- 

tions; Ralph  L.  Harlow,  vice  presi- dent in  charge  of  station  services; 
Harry  P.  Somerville,  vice  president 
in  charge  of  non-radio  licensing; 
Charles  A.  Wall,  vice  president  in 
charge  of  finance  and  treasurer; 
Merritt  E.  Tompkins,  secretary; 
Mr.  Nicol,  comptroller;  and 
Charles  E.  Lawrence,  assistant 
treasurer. 
Board  of  directors  is  headed  by 

Justin  Miller,  chairman,  and  Mr. 
Kaye,  vice  chairman. More  than  60,000  of  a  possible 
70,000  votes  were  represented  in the  balloting. 
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Stringent  TV  Code 
(Continued  from  page  23) 

bers  took  up  discussions  that  had 
started  the  night  before  in  hotel 
rooms  and  corridors.  Some  voiced 
resentment  that  NARTB's  code 
writers  had  refused  to  let  them  get 
even  a  peek  at  the  document  before 
they  entered  the  room. 

Others  said  they  didn't  want  to make  quick  decisions  affecting  the 
entire  future  of  their  heavy  station 
and  network  investments  and  pos- 

sibly hamstring  their  properties 
with  a  set  of  milk -toast  restrictions 
that  would  stifle  the  creative  urge 
on  which  TV's  future  depends. 
An  intensive  promotion  drive  is 

planned  on  behalf  of  the  Seal  of 
Approval  with  the  thought  that  no 
TV  station  will  care  to  operate 

without  displaying  this  industry 
label. 

The  28-page  document  goes  into 
great  detail  to  explain  the  TV 
broadcaster's  duty  to  offer  clean, 
wholesome  and  entertaining  pro- 

gram material.  It  is  based  on  the 
premise  that  the  TV  broadcaster  is 
responsible  for  the  programming 
of  his  station. 

One  page  of  the  overall  docu- ment is  devoted  to  a  list  of  words 
that  are  not  approved,  ranging 
from  "bat"  to  "whore."  The  touchy 
subject  of  cleavage  is  covered, 
along  with  sex,  dope  addiction  and 
similar  material  that  would  be  of- 

fensive to  family  viewers.  There 
is  a  tut-tut  reference  to  "traveling 
salesmen  and  farmer's  daughter 

jokes." 
These  provisions  are  built  around 

the  good-taste  and  decency  theme. 

ATTACKS  LAMB 
REP.  LEONARD  W.  HALL  (R-N. sional  committee  to  ask  FCC  to 
WHOO-AM-FM  Orlando,  Fla.,  by 
broadcaster  [B  •  T,  Oct.  15]. He  also  asked  that  the  House 
Interstate  &  Foreign  Commerce 
Committee  consider  "an  inquiry 
into  Mr.  Lanib's  activities  both 
past  and  present." WHOO-AM-FM  was  purchased 
by  Mr.  Lamb  for  $200,000  subject 
to  FCC  approval  (as  of  last  Thurs- 

day application  for  approval  had 
not  been  filed  with  the  Commis- 

sion). Mr.  Lamb  acquires  the  prop- 
erty from  Martin  Anderson,  pub- 

lisher of  the  Orlando  Sentinel-Star. 
Mr.  Lamb  is  owner  of  WTOD 

Toledo  and  WTRT  (FM)  Toledo 
and  two  TV  stations,  WICU  (TV) 
Erie,  Pa.,  and  WTVN  (TV)  Co- 

lumbus, Ohio.  With  the  purchase 
of  the  Orlando  outlet,  Mr.  Lamb 
also  takes  over  WHOO's  TV  ap- plication. 

Rep.  Hall's  requests  were  made in  a  letter  to  Committee  Chairman 
Robert  Crosser  (D-Ohio).  The  New Yorker  is  a  member  of  Commerce 
committee  and  also  served  on  the 
celebrated  Special  House  Commit- 

tee to  Investigate  the  FCC  (Har- 
ness Committee)  in  the  80th  Con- 

gress. 
Rep.  Hall  said  the  Harness  Com- 

mittee "devoted  5%  pages  of  its final  report  to  the  House  to  pub- 
lication of  Mr.  Lamb's  record  .  .  ." 

Noting  that  he  signed  this  re- 
port, Rep.  Hall  said: 

"Congress  interested  itself  in 
Mr.  Lamb's  record  because  Mr. Lamb,  within  the  space  of  two 
weeks  in  1948  received  five  operat- 

ing licenses  from  the  FCC.  Con- 
gress considered  it  a  proper  mat- 

ter to  inquire  into  the  communist 
associations  of  a  man  who  would 
control  the  airwaves  of  five  outlets 
under  government  license." 

Rep.  Hall  suggested  the  commit- 
tee consider  the  "advisability"  of asking  FCC  to  withhold  approval 

of  the  purchase  "until  this  com- mittee has  had  time  to  conduct  its 
inquiry."  Rep.  Hall  told  Broad- 

casting •  Telecasting  he  planned 
to  ask  Rep  Crosser  to  call  FCC 
informally  before  the  committee  to 
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Rep.  Hall  Complaint 
Requests  Hearing 

Y.)  laSt  Thursday  urged  a  Congres- 
hold  back  approval  for  purchase  of 
Edward  Lamb,  Toledo  attorney  and 

talk  over  the  Lamb  purchase. 
Portion  of  Rep.  Hall's  letter 

which  cites  an  alleged  "record  in 
part"  purported  to  be  Mr.  Lamb's, follows  from  text: 

Mr.  Lamb  was  executive  vice  presi- dent of  International  Labor  Defense; he  was  vice  chairman  of  American 
Committee  for  Protection  of  the  For- eign Born;  he  was  a  member  of  the executive  committee  of  the  National Federation  for  Constitutional  Liberties. All  three  of  these  organizations  have 
been  cited  in  the  Attorney  General's list,  and  have  been  cited  by  the  House Committe  on  Un-American  Activities. 
Mr.  Lamb  was  an  executive  vice 

president  of  the  National  Lawyers Guild  which  has  tried  to  undermine 
the  FBI;  he  was  a  member  of  the 
National  Committee  of  the  Interna- 

tional Juridicial  Assn.;  he  was  a  spon- sor of  the  Civil  Rights  Congress.  All 
three  of  these  organizations  have  been 
cited  by  the  House  Committee  on  Un- American  Activities. 

Mr.  Lamb  was  signer  of  a  telegram addressed  to  the  President  in  1940  and 
sent  by  the  Emergency  Peace  Mobiliza- tion condemning  military  conscription as  un-American;  he  was  signer  of  the call  for  the  International  Action  Con- ference for  Civil  Rights;  he  was  a signer  to  a  statement  addressed  to  the President  of  the  United  States  on 
March  5,  1941,  defending  the  Communist Party;  he  was  a  signer  of  the  open letter  for  closer  cooperation  with  the Soviet  Union  in  September  1939.  Mr. Lamb  was  twice  the  author  of  articles 
appearing  in  the  magazine  of  the 
Friends  of  the  Soviet  Union;  he  wa~s the  signer  of  a  letter  to  President Roosevelt  protesting  attacks  cn  the veterans  of  the  Abraham  Lincoln  Bri- 

gade and  condemning  the  "war  hysteria being  whipped  up  by  the  Roosevelt 
Administration." Mr.  Lamb  acted  as  counsel  for  Mrs. 
Sarah  V.  Montgomery  when  she  was 
a  witness  before  the  Special  Committee 
on  Un-American  Activities,  and  he  stat- ed at  that  time  that  he  was  an  attorney for  the  American  Peace  Mobilization; he  was  an  attorney  for  Alex  Balint,  a witness  called  before  the  Committee 
on  Un-American  Activities,  who  was  a communist  later  ordered  deported.  Mr. Lamb  is  also  the  author  of  a  book 
called  "The  Planned  Economy  in  Soviet 
Russia." The  record  cited  above  dates  from 1934  into  1948. 

Mr.  Lamb  has  been  mentioned  favor- 
ably on  numerous  occasions  by  the 

"Daily  Worker"  and  by  "New  Masses." The  records  of  the  Special  Committee 
on  Un-American  Activities  list  21  cita- 

tions involving  Mr.  Lamb's  name. 

They  were  originally  written  into 
the  code  itself  but  later  given  a 
supplemental  status. 

Just  as  a  reminder,  the  code's preamble  lets  businessmen  know 
that  they,  too,  have  a  responsibility 
to  bring  the  best  programs  into 
American  homes  as  they  try  to 
create  a  favorable  attitude  on  the 
part  of  the  viewing  audience. 
And  finally,  the  code  reminds 

parents  they  should  "see  to  it  that out  of  the  richness  of  television 
fare,  the  best  programs  are  brought 
to  the  attention  of  their  children." Telecasters  themselves  are  re- 

minded they  must  be  choosy  in  ad- 
mitting advertisers  to  their  facili- ties as  well  as  careful  to  require 

truth  and  consideration  in  commer- 
cial messages  and  production claims. 

Advertising  provisions  of  the 
code  are  stated  for  the  most  part 
in  affirmative  language.  The  term 
"not  acceptable"  is  used  in  the 
case  of  material  and  practices  not 
coming  within  the  code's  approved 
principles. The  time  provisions  follow  close- 

ly those  of  the  radio  Standards  of 
Practice,  ranging  from  2%  minutes 
of  advertising  copy  in  a  Class  A 
quarter-hour,  to  three  minutes  for 
other  times.  The  advertising  al- lowance is  somewhat  less  in  the 
case  of  news  telecasts  but  relaxed 
considerably  for  shoppers  and  wom- men's  programs. 
Many  stations  will  be  forced  to 

undergo  some  swift  and  radical  re- 
scheduling of  commercial  accounts, 

it  appeared,  if  they  are  to  come 
within  the  code.  Only  three  one- minute  announcements  should  be 
allowed  in  participation  and  similar 
programs,  according  to  the  code. 

Spotting  Explained 
Specific  language  is  not  used  in 

respect  to  double,  triple  and  even 
quadruple  spotting  but  the  code 
carefully  points  out  that  a  propor- tion of  one  minute  of  commercial 
to  each  five-minute  period  should 
apply  generally. The  Seal  of  Approval  and  code 
review  board  introduced  a  new  con- 

cept into  NARTB  practices,  the 
radio  standards  having  no  such 
penal  and  enforcement  provisions. 

Code  writers,  it  was  apparent, 
felt  the  radio  standards  are  weak 
in  this  respect  and  therefore 
ignored  by  some  broadcasters. 

The  review  board  is  not  a  final 
tribunal,  but  rather  a  monitoring 
agency  reporting  directly  to  the 
NARTB  TV  board,  which  makes 
any  major  decision. 

Jobs  of  the  review  board  include 
promotion  of  the  code;  constant 
contact  with  Congress,  FCC  and 
other  federal  agencies;  policing  of 
stations  and  programs;  handling 
of  complaints,  including  preferring 
of  charges  and  participation  in 
hearings  before  the  full  TV  board; 
general  review  of  TV  program- 
ming. 

On  a  two-thirds  vote  of  the  TV 
board,  the  Seal  of  Approval  may 
be  revoked.  This  decision  is  final, 
with  no  provision  for  appeal. 

"The  code  is  a  business-like  ef- 

FM  CONTRACT  for  MBS  football 
Game  of  The  Week  signed  with  WASH 
(FM)  Washington  by  Edgar  Morris 
Sales  Co.,  newly  appointed  Halli- 
crafters  distributor  in  nation's  cap- ital. Signing  pact  is  Edgar  Morris, 
president  of  sponsor.  Others  in photo  (I  to  r):  J.  R.  Keppler,  Edgar 
Morris  Sales  Co.  sales  manager;  Hud- 

son Eldridge,  WASH  sales  manager; 
Everett  L.  Dillard,  WASH  manager. 

fort  to  improve  TV  programming 
in  all  its  aspects,"  Mr.  Swezey  said. "This  is  one  of  the  most  influential 
media  ever  developed.  In  time  it 
will  be  seen  and  heard  in  every 
American  home.  We  intend  that 
its  influence  shall  be  for  the  good 
of  the  people  who  comprise  its 

audience." 
The  code  contains  sections  cover- 

ing advancement  of  education  and 
culture;  acceptability  of  program 
material ;  responsibility  toward 
children;  decency  and  decorum  in 
production ;  community  responsi- 

bility; treatment  of  news  and  pub- 
lic events;  public  events;  contro- versial public  issues;  political 

telecasts;  religious  programs;  pres- 
entation of  advertising;  acceptabil- 

ity of  advertisers  and  products; 
medical  products,  premiums  and 
offers;  time  standards  for  adver- 

tising copy;  dramatized  appeals 
and  advertising;  sponsor  identifica- tion; regulations  and  procedures; code  review  board. 

Committee  Members 
On  the  code-writing  committee besides  Mr.  Swezey,  were  Harry 

Bannister,  WWJ-TV  Detroit; 
James  L.  Caddigan,  DuMont;  Wal- 

ter J.  Damm,  WTMJ-TV  Milwau- 
kee; Clair  R.  McCollough,  WGAL- TV  Lancaster;  James  C.  Hanrahan, 

WEWS  (TV)  Cleveland;  Harold 
Hough,  WBAP-TV  Fort  Worth; 
Paul  Raibourn,  KTLA  (TV)  Los 
Angeles;  J.  Leonard  Reinsch,  WSB- TV  Atlanta;  Henry  W.  Slavick, 
WMCT  (TV)  Memphis;  Davidson 
Taylor,  NBC;  Donald  W.  Thorn- 
burgh,  WCAU-TV  Philadelphia. 

Attending  the  Friday  discussions 
for  NARTB  headquarters  were 
Harold  E.  Fellows,  president;  Jus- 

tin Miller,  chairman  of  the  board; 
Thad  Brown,  director  of  NARTB 
television  organization;  Robert  K. 
Richards,  public  affairs  director; 
C.  E.  Arney  Jr.,  secretary-treas- 

urer; Ella  Nelson,  Mr.  Arney's secretary;  Bette  Doolittle,  assist- ant to  Mr.  Brown. 
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'LORAIN  JOURNAL  CASE  ™= 
THE  CASE  of  the  Lorain  Journal 

I  probably  will  be  decided  on  narrow 
legal   grounds — but  the  Supreme 

I  Court  decision  will  have  real  mean- 
ing for  every  radio  station  that 

ever  ran  afoul  of  a  competing  local 
j  newspaper. The  Supreme  Court  heard  the 
case  last  Wednesday.  A  decision 

j  may  be  rendered  in  30-60  days. 
'  Technically,  the  question  before 
?  the  Supreme  Court  is  the  constitu- 

tionality of  the  U.  S.  District  Court 
finding  that  the  Lorain  Journal 

I I  was  guilty  of  monopoly  in  refusing i  to  accept  advertising  from  Lorain 
merchants  who  advertised  on 
Elyria  station  WEOL. 

'  The  Lorain  Journal  and  its  pub- lishers, Samuel  A.  and  Isadore 
Horvitz,  were  found  guilty  of  that 

:  charge  by  the  U.  S.  District  Court 
in  Cleveland  last  January  [B  •  T, 

|   Jan.  8]. The  case  made  by  the  Lorain 
j   Journal's     counsel,     William  E. I  Leahy,  before  the  Supreme  Court 
was  that  neither  the  newspaper 
nor  the  radio  station  is  in  inter- 

state commerce  [B  •  T,  Oct.  1]. 
Has  Protection  Right 

He  also  argued  that  the  news- 
paper has  a  perfect  right  to  protect 

itself  by  the  means  for  which  it 
was  found  guilty  in  the  "economic 
struggle"  with  a  competitor. The  radio   station   sought  and 
received  an  FCC  license  for  a  pure- 

i    ly  local  operation,  Mr.  Leahy  said. 
Even  though  its  signals  can  be 
heard  in  other  states,  its  service  is 

SELL  LOCAL  RADIO 
Richards  Tells  NCAB 

A  PLAN  for  "selling  radio  to  lis- 
teners" at  the  small  station  com- 

munity level  was  suggested  to  the 
North  Carolina  Assn.  of  Broad- 

casters, meeting  in  Asheville,  N.  C, 
j    last  week. The  technique  was  outlined  to 

delegates  by  Robert  K.  Richards, 
NARTB  public  affairs  director,  in 
an  address  on  the  value  of  local 
news  coverage  in  whetting  com- 

munity interest  in  local  station 
operation.  Mr.  Richards  has  been 
stressing  such  coverage  in  talks  the 
past  year. 
Under  the  plan,  all  staff  mem- bers of  small  stations  are  urged  to 

contact  at  least  10  listeners  a  day 
on  their  program  preferences,  re- 

actions to  station  operation  and 
other  facets  bearing  on  the  rela- 

I]  tionship  of  radio  to  the  community. 
Members  report  their  findings  to 

,  station  managers,  who  in  turn  send 
out  letters  to  listeners  contacted 
touching  on  their  views. 
Two-day  sessions  were  held  at 

i  Asheville's  Battery  Park  Hotel. About  80  association  members  at- 
i    tended  the  meeting,  with  Mr.  Rich- 
[  ards  addressing  a  luncheon  session 

Thursday.  His  subject  was  "Sell- 
ing Radio  to  Listeners." 

rendered  only  to  northern  Ohio,  he 
emphasized. 
Most  Washington  radio  attor- 

neys are  skeptical  of  this  approach. 
They  say  that  the  Supreme  Court 
innumerable  times  in  the  past  dec- 

ade has  found  that  radio  stations 
are  engaged  in  interstate  com- merce. 
Both  the  Lorain  Journal  and 

WEOL  are  engaged  in  interstate 
commerce  and  therefore  come  under 
the  Sherman  Act,  U.  S.  Solicitor 
General  Philip  B.  Perlman  argued. 

The  newspaper  buys  its  news- 
print from  outside  the  state,  gets 

news  from  such  wire  services  as 
AP,  UP  and  INS,  all  outside  the 
state,  takes  national  advertising, 
etc.,  Mr.  Perlman  claimed. 

The  station  is  heard  over  state 
borders,  he  continued,  buys  its 
transcriptions  and  records  from 
Hollywood  and  reports  news  of 
sporting  events  from  outside  the 
state. 

Present  at  the  Oct.  17  oral  argu- 
ment were  all  Justices  except  As- 

sociate Justice  Sherman  Minton. 
Justice  Tom  C.  Clark  was  pres- 

ent at  the  opening  of  the  session, 
but  absented  himself  during  this 
case.  He  was  Attorney  General 
when  the  Dept.  of  Justice  under- 

took the  prosecution. 
All  the  Justices  evinced  a  great 

Ziv  Names  Carpenter 
FREDERIC  W.  ZIV  Co.,  producers 
of  transcribed-syndicated  radio 
shows,  has  appointed  Kenneth 
Carpenter  as  sales  representative 
for  Chicago,  it  was  announced 
Thursday.  Associated  for  the  past 
year  with  the  Vogue-Wright  Co., 
TV  film  producers  in  Chicago,  Mr. 
Carpenter  previously  was  man- ager of  the  Boiling  Co.,  station 
representatives.  His  business  back- 

ground includes  11  years  with 
NBC,  the  last  eight  of  which  were 
as  sales  manager  of  the  midwest- ern  division. 

WHILE  there  was  every  indication 
that  the  FCC  "majority"  comment on  the  proposal  to  create  a  National 
Citizens  Advisory  Board  had  dented 
acceptance  prospects  for  Sen.  Wil- 

liam Benton's  (D-Conn.)  plan, 
there  was  no  sign  last  week  that 
the  Senator  has  thrown  in  the 
towel. 

Questioned  about  the  FCC  letter, 
received  a  fortnight  ago  by  the 
Senate  Interstate  &  Foreign  Com- 

merce Committee  [B  •  T,  Oct.  15], 
John  Howe,  Sen.  Benton's  aide,  as- serted the  Senator  did  not  see  his 
plan  in  the  same  light  as  the  ma- 

jority of  the  Commissioners.  The 
Commission  majority  had  warned 
of  censorship  dangers  involved 
(see  editorial,  page  52). 
Mr.  Howe  told  Broadcasting  • Telecasting  that  most  likely  Sen. 

interest  in  the  case.  Their  reac- 
tions ranged  from  Justice  Hugo  L. 

Black's  angry,  "Can  you  think  of any  better  way  that  the  newspaper 
could  take  to  suppress  the  radio 
station?"  to  Justice  Stanley  F. 
Reed's  analytical  probing  to  deter- mine whether  a  news  monopoly 
existed  in  Lorain  before  the  station 
went  on  the  air. 
WEOL  was  established  in  1948 

in  Elyria,  eight  miles  south  of 
Lorain,  which  is  on  Lake  Erie.  It 
operates  on  930  kc  with  1  kw  and 
is  owned  by  Roy  Ammel,  also 
owner  of  the  local,  independent 
telephone  company. 

Back  in  1946  the  Lorain  Journal 
applied  for  AM-FM  stations  in Lorain  and  also  in  neighboring 
Mansfield,  where  the  same  publish- 

ers own  the  Mansfield  Journal. 
FCC  turned  down  all  four  applica- 

tions on  the  grounds  the  publishers 
were  unqualified  to  be  a  licensee 
due  to  their  boycott  practices  in 
both  cities.  The  Journal  appealed 
the  case,  but  FCC  was  upheld  by 
the  U.  S.  Court  of  Appeals  in  1950. 

The  Dept.  of  Justice  has  a  suit 
pending  against  the  Mansfield 
Journal  charging  anti-trust  viola- 

tions for  the  same  practices  found 
in  Lorain. 

Other  highlights  at  the  oral  argu- ments were: 
#  WEOL  had  an  income  of 

$175,000  in  1949— its  first  full  year 
of  operation.  (It  has  filed  a  civil 
suit  against  the  Lorain  Journal  for 
$300,000  damages  due  to  the  news- 

paper's boycott,  it  was  learned.  If the  Supreme  Court  upholds  the 
Journal's  conviction,  the  station 
stands  to  collect  treble  damages — more  than  $900,000.) 
0  Lorain  Journal  grosses  about 

$1  million  a  year. 
$  About  30-40  advertisers  were 

affected  by  the  Journal's  policy  of refusing  to  accept  advertisements 
from  merchants  who  used  WEOL. 

Benton  would  answer  the  FCC 
letter  in  "subsequent  testimony" at  which  time  the  Senator  would 
go  into  the  issue  at  "greater 

length." 
However,  there  did  not  appear 

to  be  any  inclination  on  the  part 
of  the  Senate  Commerce  Committee 
to  proceed  in  the  forseeable  future 
with  its  study  of  the  Benton  legis- 

lation (S  1579  and  S  J  Res  76)  to 
set  up  the  advisory  board. Since  bills  introduced  in  the  first 
session  of  Congress  do  not  die  in 
the  second  session,  the  Benton  Plan 
will  still  be  very  much  alive  next 
January,  it  was  pointed  out.  How- ever, the  FCC  comment,  including 
the  dissent  voiced  by  Chairman 
Coy  and  Comr.  Paul  A.  Walker,  will 
be  included  as  part  of  the  committee 
hearing  record. 

HERE's  one  station  executive  who  is 
not  out  of  place  when  he  steps  out 
on  a  college  football  field  in  an 
official's  uniform.  Lloyd  Yoder, 
general  manager  of  KNBC  San  Fran- cisco, who  has  been  signed  for  six 
Pacific  Coast  Conference  games  this 
season,  officiated  at  the  Santa  Clara- 
Loyola  U.  game  in  San  Francisco  Oct. 
14.  A  former  Ail-American  guard 
with  Carnegie  Tech,  Mr.  Yoder  was 
an  official  for  the  Rocky  Mountain 
Conference  for  several  years  while 
station  manager  at  KOA  Denver. 

Dan  Russell  Named 
DAN  RUSSELL,  KFWB  Holly- 

wood production  director,  has  been 
named  to  head  the  radio-TV  branch 
of  Young  &  Rubicam  in  Mexico 
City  effective  Nov.  1.  During  20 
years  in  radio  Mr.  Russell  was 
head  of  the  Latin  American  Dept. 
at  NBC,  later  with  CBS  as  pro- duction head  of  its  International 
Div.  and  later  KFMV  (FM)  Holly- 

wood production  director.  He 
joined  KFWB  last  January. 

L.  M.  Milbourne 
LEWIS  MORRIS  MILBOURNE, 
82,  retired  radio  executive  and 
father  of  L.  Waters  Milbourne, 
president  of  WCAO-AM-FM  Balti- 

more, died  last  Tuesday  in  Balti- more. The  late  Mr.  Milbourne  was 
president  of  WCAO  from  1932  and 
continued  in  that  capacity  until  his 
retirement  last  February.  In  addi- 

tion, he  was  a  former  state  senator from  Somerset  County,  Md.,  and 
state  auditor  for  seven  years. 

On  Board  Plan 

Meanwhile,  Sen.  Alexander  Wiley 
(R-Wis.),  who  has  been  watching 
developments  in  the  broadcast  field 
with  increasing  interest  during  the 
first  session  of  the  82d  Congress, 
inserted  a  lengthy  statement  in 
the  Congressional  Record  last  week 
on  TV's  part  in  visual  education. Points  made  were  that  the  1952 
election  could  hinge  on  the  use 
candidates  make  of  television  and 
motion  pictures,  that  under  an 
enemy  attack  Congress  could  con- 

duct its  proceedings  via  a  TV 
hookup,  and  that  the  Joint  Re- 

cording Facility,  under  Robert 
Coar's  supervision,  has  produced 
between  30-35  TV  films  showing 
legislators  describing  current 
events  (length  from  2-to-9  min- 

utes). . 

BENION  UNDtlERKD 
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Text  of  Code  Okayed  in  Chicago 
(Continued  from  page  23) 

methods  of  presenting  educational  and cultural  materials  by  television.  It  is further  the  responsibility  of  stations, networks,  advertising  agencies  and 
sponsors  consciously  to  seek  opportuni- ties for  introducing  into  telecasts factual  materials  which  will  aid  in  the 
enlightenment  of  the  American  public. 3.  Education  via  television  may  be taken  to  mean  that  process  by  which 
the  individual  is  brought  toward  in- formed adjustment  to  his  society.  Tele- vision is  also  responsible  for  the  pres- entation of  overtly  instructional  and cultural  programs,  scheduled  so  as  to reach  the  viewers  who  are  naturally drawn  to  such  programs,  and  produced so  as  to  attract  the  largest  possible audience. 4.  In  furthering  this  realization,  the television  broadcaster: 

a)  Should  be  thoroughly  conversant with  the  educational  and  cultural  needs and  desires  of  the  community  served. 
b)  Should  affirmatively  seek  out  re- sponsible and  accountable  educational and  cultural  institutions  of  the  com- munity with  a  view  toward  providing opportunities  for  the  instruction  and enlightenment   of   the  viewers. 
c)  Should  provide  for  reasonable  ex- perimentation in  the  development  of programs  specifically  directed  to  the 

advancement  of  the  community's  cul- ture and  education. 
ACCEPTABILITY  OF 
PROGRAM  MATERIAL 

Program  materials  should  enlarge  the horizons  of  the  viewer,  provide  him with  wholesome  entertainment,  afford 
helpful  stimulation,  and  remind  him of  the  responsibilities  which  the  citi- zen has  towards  his  society.  Further- more: 

a)  (i)  Profanity,  obscenity,  smut  and vulgarity  are  forbidden,  even  when likely  to  be  understood  only  by  part of  the  audience.  From  time  to  time, 
words  which  have  been  acceptable,  ac- quire undesirable  meanings,  and  tele- casters  should  be  alert  to  eliminate  such words.  .„  , [This  entire  section  following  will  be amended  to  become  a  part  of  an  ad- denda to  the  main  code  rather  than part  of  the  code  itself.] (ii)  No  approval  shall  be  given  to the  use  of  words  and  phrases  including, but  not  limited  to,  the  following :  Alley cat  (applied  to  a  woman);  bat  or  broad (applied  to  a  woman);  Bronx  cheer (the  sound);  chippie;  cocotte;  God, 
Lord,  Jesus,  Christ  (unless  used  rever- ently); cripes;  fanny;  fairy  (in  a  vulgar sense);  finger  (the);  fire,  cries  of; 
Gawd;  goose  (in  a  vulgar  sense);  "hold your  hat"  or  "hats";  hot  (applied  to  a woman);  "in  your  hat";  Madam  (relat- ing to  prostitution);  nance;  nerts;  nuts (except  when  meaning  crazy);  pansy; razzberry  (the  sound);  slut  (applied  to a  woman);  S.O.B.;  son-of-a;  tart;  toilet gage;  torn  cat  (applied  to  a  man); 
traveling  salesman  and  farmer's  daugh- ter jokes;  whore;  damn;  hell  (except- ing when  the  use  of  said  last  two  words shall  be  essential  and  required  for portrayal,  in  proper  historical  context, of  any  scene  or  dialogue  based  upon historical  fact  or  folklore,  or  for  the presentation  in  proper  literary  context of  a  Biblical,  or  other  religious  quota- tion, or  a  quotation  from  a  literary work  provided  that  no  such  use  shall be  permitted  which  is  intrinsically objectionable  or  offends  good  taste.) 
b)  (i)  Attacks  on  religion  and  reli- gious faiths  are  not  allowed. (ii)  Reverence  is  to  mark  any  men- tion of  the  name  of  God,  His  attributes and  powers. 
(iii)  When  religious  rites  are  in- cluded in  other  than  religious  programs, the  rites  are  accurately  presented,  and 

the  ministers,  priests  and  rabbis  por- trayed in  their  callings  are  vested  with the  dignity  of  their  office  and  under  no circumstances  are  to  be  held  up  to ridicule. c)  (i)  Contests  may  not  constitute  a lottery. (ii)  Any  telecasting  designed  to 
"buy"  the  television  audience  contrary to  any  provision  of  the  law  by  re- quiring it  to  listen  and/or  view  in  hope of  reward,  rather  than  for  the  quality of  the  program,  should  be  avoided. (Reference,    Contests,   page  18). 

d)  Respect  is  maintained  for  the  sanc- tity of  marriage  and  the  value  of  the home.  Divorce  is  not  treated  casually nor  justified  as  a  solution  for  marital problems. e)  Illicit  sex  relations  are  not  treated as  commendable. 
f)  Sex  crimes  and  abnormalities  are 

generally  unacceptable  as  program  ma- terial. 
g)  [deleted.] h)  Drunkenness  and  narcotic  addic- 

tion are  never  presented  as  desirable or  prevalent. i)  The  illegal  administration  of  illegal drugs  will  not  be  displayed. 
j)  The  use  of  liquor  in  American life  when  not  required  by  the  plot  or for  proper  characterization  will  not  be shown  [subject  to  revision]. k)  The  use  of  gambling  devices  or scenes  necessary  to  the  development  of plot  or  as  appropriate  background  is acceptable  only  when  presented  with discretion  and  in  moderation,  and  in  a manner  which  would  not  excite  inter- est in,  or  foster,  betting  nor  would  be instructional  in  nature.  Telecasts  of 

actual  sport  programs  at  which  on-the- scene  betting  is  permitted  by  law should  be  presented  in  a  manner  in keeping  with  federal,  state  and  local laws,  and  should  concentrate  on  the subject  as  a  public  sporting  event. 1)  In  reference  to  physical  or  mental afflictions  and  deformities,  special  pre- cautions must  be  taken  to  avoid  ridicul- ing sufferers  from  similar  ailments  and offending  them  or  members  of  their families. 
m)  Exhibitions  of  fortune-telling, astrology,  phrenology,  palm-reading, and  numerology  are  not  acceptable; when  required  by  a  plot  or  the  theme of  a  program,  the  presentation  should be  developed  in  a  manner  designed  not to  foster  superstition  or  excite  interest or  belief  in  these  subjects. n)  Televised  drama  shall  not  simulate news  or  special  events  in  such  a  way as  to  mislead  or  alarm.  Reference  is made  to  the  section  of  the  Code  on News. 
o)  Legal,  medical  and  other  profes- sional advice,  diagnosis  and  treatment will  be  permitted  only  in  conformity with  law  and  recognized  ethical  and professonal  standards. p)  The  presentation  of  cruelty,  greed and  selfishness  as  worthy  motivations is  to  be  avoided. 
q)  Unfair  exploitation  of  others  for personal  gain  shall  not  be  presented as  praiseworthy. 
r)  Criminality  shall  be  presented  as undesirable  and  unsympathetic.  The condoning  of  crime  and  the  treatment of  the  commission  of  crime  in  a  frivol- 

ous, cynical  or  callous  manner  is  un- acceptable. s)  The  presentation  of  techniques  of crime  in  such  detail  as  to  invite  imita- tion shall  be  avoided. t)  The  use  of  horror  for  its  own sake  will  be  eliminated;  the  use  of visual  or  aural  effects  which  would shock  or  alarm  the  viewer,  and  the detailed  presentation  of  brutality  or physical  agony  by  sight  or  by  sound are  not  permissable. u)  Law  enforcement  shall  be  upheld, and  the  officers  of  the  law  are  to  be portrayed  with  respect  and  dignity. v)  The  presentation  of  murder  or  re- venge as  a  motive  for  murder  shall  not be  presented  as  justifiable. w)  Suicide  as  an  acceptable  solution for  human  problems  is  prohibited. x)  The  exposition  of  sex  crimes  will be  avoided. 
y)  The  appearances  or  dramatization of  persons  featured  in  actual  crime news  will  be  permitted  only  in  such light  as  to  aid  law  enforcement  or  to report  the  news  event. RESPONSIBILITY TOWARD  CHILDREN 
1.  The  education  of  children  involves giving  them  a  sense  of  the  world  at large.  Crime,  violence  and  sex  are  a part  of  the  world  they  will  be  called upon  to  meet,  and  a  certain  amount  of proper  presentation  of  such  is  helpful in  orienting  the  child  to  his  social  sur- roundings. However,  violence  and  il- licit sex  shall  not  be  presented  in  an attractive  manner,  nor  to  an  extent such  as  will  lead  a  child  to  believe  that 

they  play  a  greater  part  in  life  than they  do.  They  should  not  be  presented without  indications  of  the  resultant  re- tribution and  punishment. 2.  It  is  not  enough  that  only  those programs  which  are  intended  for  view- ing by  children  shall  be  suitable  to  the young  and  immature.  (Attention  is called  to  the  general  items  listed  under 
"Acceptability  of  Program  Materials.") Television  is  responsible  for  insuring that  programs  of  all  sorts  which  occur during  the  times  of  day  when  children may  normally  be  expected  to  have  the opportunity  of  viewing  television  shall exercise  care  in  the  following  regards: a)  In  affording  opportunities  for  cul- tural growth  as  well  as  for  wholesome entertainment. 

b)  In  developing  programs  to  foster and  promote  the  commonly  accepted moral,  social  and  ethical  ideals  charac- teristic of  American  life. 
c)  In  reflecting  respect  for  parents, for  honorable  behavior,   and  for  the 

constituted  authorities  of  the  American community. 
d)  In  eliminating  reference  to  kid- 

napping of  children  or  threats  of  kid- napping. 
e)  In  avoiding  material  which  is  ex- cessively violent  or  would  create  mor- bid suspense,  or  other  undesirable  re- actions in  children. 
f)  In  exercising  particular  restraint and  care  in  crime  or  mystery  episodes involving  children  or  minors. DECENCY  AND  DECORUM IN  PRODUCTION 
1.  The  costuming  of  all  performers shall  be  within  the  bounds  of  propriety and  shall  avoid  such  exposure  or  such emphasis  on  anatomical  detail  as  would embarrass  or  offend  home  viewers. 2.  The  movements  of  dancers,  actors, 

or  other  performers  shall  be  kept  with- in the  bounds  of  decency,  and  lewdness and  impropriety  shall  not  be  suggested 
in  the  positions  assumed  by  perform- ers. 3.  [deleted]. 

4.  Camera  angles  shall  avoid  such views  of  performers  as  to  emphasize anatomical  details  indecently. 5.  Racial  or  nationality  types  shall not  be  shown  on  television  in  such  a 
manner  as  to  ridicule  the  race  or  na- tionality. 

6.  The  use  of  locations  closely  asso- ciated with  sexual  life  or  with  sexual sin  must  be  governed  by  good  taste  and delicacy. 
COMMUNITY  RESPONSIBILITY A  television  broadcaster  and  his  staff 

occupy  a  position  of  responsibility  in the  community  and  should  conscien- tiously endeavor  to  be  acquainted  fully with  its  needs  and  characteristics  in order  better  to  serve  the  welfare  of  its citizens. 
TREATMENT  OF  NEWS AND  PUBLIC  EVENTS NEWS 

1.  A  television  station's  news  sched- ule should  be  adequate  and  well-bal- anced. 
2.  News  reporting  should  be  factual, fair  and  without  bias. 
3.  Commentary  and  analysis  should  be clearly  identified  as  such. 
4.  Good  taste  should  prevail  in  the selection  and  handling  of  news: 
Morbid,  sensational  or  alarming  de- tails not  essential  to  the  factual  report, especially  in  connection  with  stories  of crime  or  sex,  should  be  avoided.  News should  be  telecast  in  such  a  manner  as 

to  avoid  panic  and  unnecessary  alarm. 5.  At  all  times,  pictorial  and  verbal material  for  both  news  and  comment should  conform  to  other  sections  of these  standards  wherever  such  sections are  reasonably  applicable. 6.  Pictorial  material  should  be  chosen 
with  care  and  not  presented  in  a  mis- leading manner. 7.  A  television  broadcaster  should exercise  due  care  in  his  supervision  of content,  format,  and  presentation  of newscasts  originated  by  his  station; and  in  his  selection  of  newscasters, commentators,  and  analysts. 

8.  A  television  broadcaster  should  ex- ercise particular  discrimination  in  the acceptance  placement  and  presentation of  advertising  in  news  programs  so  that such  advertising  shall  be  clearly  dis- tinguishable from  the  news  content. Such  advertising  should  be  appropriate to  the  program,  both  as  to  content  and presentation,  and  should  be  distinctly set  apart  from  the  news  content. 9.  A  television  broadcaster  should  not 
present  fictional  events  or  other  non- news  material  as  authentic  news  tele- casts or  announcements  nor  should  he permit  dramatizations  in  any  program which  would  give  the  false  impression that  the  dramatized  material  consti- tutes news.  Expletives,  (presented 
aurally  or  pictorially)  such  as  "flash" or  "bulletin"  and  statements  such  as 
"we  interrupt  this  program  to  bring 
you  .  .  ."  should  be  reserved  specifi- cally for  news  room  use.  However,  a television  broadcaster  may  properly  ex- ercise discretion  in  the  use  in  non-news programs  of  words  or  phrases  which  do not  necessarily  imply  that  the  material following  is  a  news  release. PUBLIC  EVENTS 1.  A  television  broadcaster  has  an affirmative  responsibility  at  all  times to  be  informed  of  public  events,  and to  provide  coverage  consonant  with  the ends  of  an  informed  and  enlightened citizenery. 

2.  Because  of  the  nature  of  events 
open  to  the  public,  the  treatment  of such  events  by  a  television  broadcaster 
should  be  effected  in  a  manner  to  pro- vide for  adequate  and  informed  cover- age as  well  as  good  taste  in  presenta- tion. 
CONTROVERSIAL  PUBLIC  ISSUES 
1.  Television  provides  a  valuable  for- um for  the  expression  of  responsible views  on  public  issues  of  a  controver- sial nature.  In  keeping  therewith  the television  broadcaster  should  seek  out 

and  develop  with  accountable  individ- uals, groups  and  organizations,  pro- grams relating  to  controversial  public issues  of  import  to  its  fellow  citizens; 
and  to  give  fair  representation  to  op- posing sides  of  issues  which  materially 
affect  the  life  or  welfare  of  a  substan- tial segment  of  the  public. 

2.  The  provision  of  time  for  this  pur- pose should  be  guided  by  the  following 
principles : a.  Requests  of  individuals,  groups  or organizations  for  time  to  discuss  their views  on  controversial  public  issues, should  be  considered  on  the  basis  of their  individual  merits,  and  in  the light  of  the  contribution  which  the  use 
requested  would  make  to  the  public  in- terest, and  to  a  well-balanced  program structure. 

b.  Programs  devoted  to  the  discus- sion of  controversial  public  issues should  be  identified  as  such,  and  should not  be  presented  in  a  manner  which would  mislead  listeners  or  viewers  to believe  that  the  program  is  purely  of 
an  entertainment,  news,  or  other  char- 
acter. POLITICAL  TELECASTS 

Political  telecasts  should  be  clearly identified  as  such,  and  should  not  be presented  by  a  television  broadcaster in  a  manner  which  would  mislead  lis- teners or  viewers  to  believe  that  the 
program  is  of  any  other  character. RELIGIOUS  PROGRAMS 

1.  It  is  the  responsibility  of  a  tele- vision broadcaster  to  make  available  to 
the  community  as  part  of  a  well-bal- anced program  schedule  adequate  op- portunity  for   religious  presentations. 2.  The  following  principles  should  be followed  in  the  treatment  of  such  pro- 

grams : 
a.  Telecasting  which  reaches  men  of all  creeds  simultaneously  should  avoid attacks  upon  religion. 
b.  Religious  programs  should  be  pre- sented respectfully  and  accurately  and without  prejudice  or  ridicule. 
c.  Religious  programs  should  be  pre- sented by  responsible  individuals, groups,  and  organizations. d.  Religious  programs  should  place emphasis  on  broad  religious  truths,  ex- cluding the  presentation  of  controver- sial or  partisan  views  not  directly  or 

necessarily  related  to  religion  or  mo- rality. 
3.  In  the  allocation  of  time  for  tele- casts of  religious  programs  it  is  rec- ommended that  the  television  station use  its  best  efforts  to  apportion  such time  fairly  among  the  representative faith  groups  of  its  community. 
PRESENTATION  OF  ADVERTISING 
1.  Ever  mindful  of  the  role  of  tele- vision as  a  guest  in  the  home,  a  tele- vision broadcaster  should  exercise  un- ceasing care  to  supervise  the  form  in which  advertising  material  is  presented over  his  facilities.  He  should  govern himself  by  the  following  precepts: 
(a)  Advertising  messages  should  be presented  with  courtesy  and  good taste;  disturbing  or  annoying  material should  be  avoided;  every  effort  should 

be  made  to  keep  the  advertising  mes- sage in  harmony  with  the  content  and general  tone  of  the  program  in  which it  appears. 
(b)  A  sponsor's  advertising  messages should  be  confined  within  the  frame- 

work of  the  sponsor's  program  struc- ture. A  television  broadcaster  should seek  to  avoid  the  use  of  commercial announcements  which  are  divorced from  the  program  either  by  preceding the  introduction  of  the  program  (as  in 
the  case  of  so-called  "cow-catcher"  an- nouncements) or  by  following  the  ap- parent sign-off  of  the  program  (as  in 
the  case  of  so-called  "trailer"  an- nouncements). To  this  end,  the  pro- gram itself  should  be  announced  and 
clearly  identified  before  the  sponsor's advertising  material  is  first  used,  and 
should  be  signed  off  after  the  sponsor's advertising  material  is  last  used. 

(c)  Advertising  copy  should  contain no  claims  intended  to  disparage  com- petitors, competing  products,  or  other industries,  professions  or  institutions. (d)  Since  advertising  by  television  is a  dynamic  technique,  a  television broadcaster  should  keep  under  surveil- lance new  advertising  devices  so  that 
the  spirit  and  purpose  of  these  stand- ards are  fulfilled. 

(e)  Television  broadcasters  should exercise  the  utmost  care  and  discrim- ination with  regard  to  advertising  ma- terial, including  content,  placement  and 
presentation,  near  or  adjacent  to  pro- 

grams designed  for  children.  No  con- siderations of  expediency  should  be 
permitted  to  impinge  upon  the  vital responsibility  towards  children  and  ad- olescents, which  is  inherent  in  televi- sion, and  which  must  be  recognized 
and  accepted  by  all  advertisers  em- ploying television. (f)  Television  advertisers  should  be encouraged  to  devote  portions  of  their 
allotted  advertising  messages  and  pro- (Continued  from  page  36) 
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sales  increase  from  WLEE  advertising! 

Twelve  weeks  ago  a  Richmond  home  appliance 

dealer  started  advertising  exclusively  on  WLEE 

with  3  quarter-hour  shows  a  week.  This  store  has 

no  outside  salesmen.  Everything  depended  on  the 

WLEE  advertising. 

In  3  weeks  this  schedule  was  doubled ...  in  7  weeks 

it  was  tripled.  Sales  had  increased  200%! 

Richmond  merchants  get  this  kind  of  fast  profit- 

able action  from  WLEE  all  the  time.  More  and 

more  national  advertisers  are  following  their  lead. 

If  WLEE  in  Richmond  isn't  on  your  list,  it's  time 
you  got  the  whole  story  from  your  Forjoe  man. 

MUTUAL  IN  RICHMOND 

WLEE 

TomTinsley,  President  •  Irvin  G=  Aheioff,  General  Mgr. 
Forjoe  &  Co.,  Representatives 
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Text  of  Code  Okayed  in  Chicago 
(Continued  from  page  3U) 

gram  time  to  the  support  of  worthy causes  in  the  public  interest  in  keeping 
with  the  highest  ideals  of  the  free  com- petitive system. (g)  A  charge  for  television  time  to churches  and  religious  bodies  is  not recommended. ACCEPTABILITY    OF  ADVERTISERS 

AND    PRODUCTS— GENERAL 1.  A  commercial  television  broad- caster makes  his  facilities  available  for 
the  advertising  of  products  and  serv- ices and  accepts  commercial  presenta- tions for  such  advertising.  However, a  television  broadcaster  should,  in  rec- ognition of  his  responsibility  to  the 
public,  refuse  the  facilities  of  his  sta- tion to  an  advertiser  where  he  has good  reason  to  doubt  the  integrity  of the  advertiser,  the  truth  of  the  adver- tising representations,  or  the  compli- ance of  the  advertiser  with  the  spirit 
and  purpose  of  all  applicable  legal  re- quirements. Moreover,  in  consideration of  the  laws  and  customs  of  the  com- munities served,  each  television  broad- caster should  refuse  his  facilities  to  the advertisement  of  products  and  services, or  the  use  of  advertising  scripts,  which the  station  has  good  reason  to  believe 
would  be  objectionable  to  a  substan- tial and  responsible  segment  of  the community.  The  foregoing  principles should  be  applied  with  judgment  and flexibility,  taking  into  consideration the  characteristics  of  the  medium  and the  form  and  content  of  the  particular 
presentation.  In  general,  because  tele- vision broadcast  is  designed  for  the home  and  the  family,  including  chil- dren, the  following  principles  should govern  the  business  classifications listed  below: 

(a)  The  advertising  of  hard  liquor should  not  be  accepted. (b)  The  advertising  of  beer  and  wines is  acceptable  only  when  presented  in the  best  of  good  taste  and  discretion, and  is  acceptable  subject  to  federal and  local  laws. 
(c)  Advertising  by  institution  or enterprises  which  purport  to  offer  in- struction and  which  imply  promises  of employment  or  make  exaggerated claims  for  the  opportunities  awaiting those  who  enroll  for  courses  is  not  ac- ceptable, except  that  if  thorough  and complete  investigation  of  the  enterprise and  its  claims  is  possible  and  practical it  may  be  accepted  [to  be  revised]. (d)  The  advertising  of  firearms  and fireworks  is  acceptable  only  subject  to federal  and  local  laws. 
(e)  The  advertising  of  fortune-tell- ing, occultism,  spiritualism,  astrology, 

phrenology,  palm-reading,  numerology, mind-reading  or  character  reading  is not  acceptable. (f)  [deleted.] 
(g)  Because  all  products  of  a  per- sonal nature  create  special  problems, such  products,  when  accepted,  should be  treated  with  especial  emphasis  on ethics  and  the  canons  of  good  taste; however,  the  advertising  of  intimately personal  products  which  are  generally regarded  as  unsuitable  conversational topics  in  mixed  social  groups  is  not acceptable. (h)  The  advertising  of  tip  sheets, race  track  publications,  or  organizations seeking  to  advertise  for  the  purpose  of giving  odds  or  promoting  betting  or lotteries  is  unacceptable. 2.  Diligence  should  be  exercised  to that  end  that  advertising  copy  accepted for  telecasting  complies  with  pertinent federal,  state  and  local  laws. 3.  An  advertiser  who  markets  more 

than  one  product  should  not  be  per- mitted to  use  advertising  copy  devoted to  an  acceptable  product  for  purposes of  publicizing  the  brand  name  or  other identification  of  a  product  which  is not  acceptable. ADVERTISING  OF MEDICAL  PRODUCTS 
1.  The  advertising  of  medical  products presents  considerations  of  intimate  and 

far-reaching  importance  to  the  con- sumer, and  the  following  principles  and procedures  should  apply  in  the  adver- tising thereof. (a)  A  television  broadcaster  should not  accept  advertising  material  which in  his  opinion  offensively  describes  or dramatizes  distress  or  morbid  situa- tion involving  ailments,  by  spoken word,  sound  or  visual  effects. (b)  Because  of  the  personal  nature of  the  advertising  of  medical  products, claims  that  a  product  will  effect  a  cure and  the  indiscriminate  use  of  such 
words  as  "safe,"  "without  risk,"  "harm- less," or  terms  of  similar  meaning should  not  be  accepted  in  the  adver- tising of  medical  products  on  television stations. CONTESTS 

1.  Contests  should  offer  the  oppor- tunity to  all  contestants  to  win  on  the basis  of  ability  and  skill,  rather  than chance. 
2.  All  contest  details,  including  rules. 
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eligibility  requirements,  opening  and termination  dates  should  be  clearly and  completely  announced  and/or 
shown  or  easily  accessible  to  the  view- 

ing public,  and  the  winner's  names should  be  released  and  prizes  awarded as  soon  as  possible  after  the  close  of the  contest. 
3.  When  advertising  is  accepted  which requests  contestants  to  submit  items 

of  product  identification  or  other  evi- dence of  purchase  of  product,  reason- able facsimiles  thereof  should  be  made acceptable. 4.  All  copy  pertaining  to  any  contest (except  that  which  is  required  by law)  associated  with  the  exploitation 
or  sale  of  the  sponsor's  product  or service,  and  all  references  to  prizes  or gifts  offered  in  such  connection  should be  considered  a  part  of  and  included in  the  total  time  allowances  as  herein 
provided,  (see  Time  Standards  for Advertising  Copy.) 

PREMIUMS  AND  OFFERS 
1.  Full  details  of  proposed  offers should  be  required  by  the  television broadcaster  for  investigation  and  ap- proval before  the  first  announcement of  the  offer  is  made  to  the  public. 2.  A  final  date  for  the  terminiation of  an  offer  should  be  announced  as far  in  advance  as  possible. 3.  Before  accepting  for  telecast  offers involving  a  monetary  consideration,  a television  broadcaster  should  satisfy 

himself  as  to  the  integrity  of  the  ad- vertiser and  his  willingness  to  honor complaints  indicating  dissatisfaction with  the  premium  by  returning  such monetary  consideration. 4.  There  should  be  no  misleading descriptions  or  visual  representations  of 
any  premiums  or  gifts  which  would  dis- tort or  enlarge  their  value  in  the  minds of  the  listeners. 5.  Assurances  should  be  obtained 
from  the"  advertiser  that  premiums  of- fered are  not  harmful  to  person  or 
property. 6.  Premiums  should  not  be  approved which  appeal  to  superstition  on  the 
basis  of  "luck-bearing"  powers  or othe 

TIME  STANDARDS FOR  ADVERTISING  COPY 
Since  television  is  a  developing  me- dium, involving  methods  and  techni- ques distinct  from  those  of  radio,  it may  be  desirable  from  time  to  time  to review  and  revise  the  presently  sug- gested time  standards  for  television advertising  as  formulated  below: 1.  As  a  guide  to  the  determination of  good  telecast  advertising  practice, the  time  standards  for  advertising  copy, presently  suggested,  are  as  follows: 
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2.  The  time  standards  allowable  to  a 

single  advertiser  do  not  affect  the  es- tablished practice  of  allowance  for  sta- tion breaks  between  programs. 
3.  Announcement  programs  are  de- signed to  accommodate  a  designated number  of  individual  live  or  recorded announcements,  generally  one  minute in  length,  which  are  carried  within  the body  of  the  program  and  are  available for  sale  to  individual  advertisers.  Nor- mally not  more  than  3  one-minute  an- nouncements (which  should  not  exceed approximately  125  words  if  presented live)  should  be  scheduled  within  a  15- minute  period  and  not  more  than  six such  announcements  should  be  sched- uled within  a  30-minute  period  in  local announcement  programs;  however,  few- er announcements  of  greater  individ- ual length  may  be  scheduled  provided, that  the  aggregate  length  of  the  an- nouncements approximates  three  min- utes in  a  15-minute  program  or  six minutes  in  a  30-minute  program.  In announcement  programs  other  than  15 minutes  or  30  minutes  in  length,  the proportion  of  one  minute  of  announce- ment within  every  five  minutes  of  pro- gramming is  normally  applied.  The announcements  must  be  presented within  the  framework  of  the  program period  designated  for  their  use  and 

kept  in  harmony  with  the  content  of 
the  program  in  which  they  are  placed.' 4.  Programs  presenting  women's services,  features,  shopping  guides, 
market  information,  and  similar  ma- terial, provide  a  special  service  to  the listening  and  viewing  public  in  which advertising  material  is  an  informative 
and  integral  part  of  the  program  con- tent. Because  of  these  special  charac- teristics the  time  standards  set  forth 
above  may  be  waived  to  a  reasonable extent.  In  the  present  state  of  experi- mentation in  programming  and  adver- tising techniques  in  television  pro- grams of  this  type  no  definite  limita- tions to  these  exceptions  are  set  forth at  this  time. 

5.  Any  casual  reference  in  a  program 
to  another's  product  or  service  under any  trade  name  or  language  sufficient- ly descriptive  to  identify  it  should,  ex- cept for  normal  guest  identifications, be  prohibited. 6.  Stationary  backdrops  or  properties in  television  presentations  showing  the 
sponsor's  name  or  product,  the  name of  his  product,  his  trade  mark  or  slo- gan may  be  used  only  incidentally. They  should  not  obtrude  on  program 
interest  or  entertainment.  "On  Cam- era" shots  of  such  materials  should  be fleeting,  not  too  frequent,  and  mindful of  the  need  of  maintaining  a  proper 
program  balance. DRAMATIZED  APPEALS AND  ADVERTISING 
Appeals  to  help  fictitious  characters in  television  programs  by  purchasing 

the  advertiser's  product  or  service  or sending  for  a  premium  should  not  be 
permitted,  and  such  fictitious  char- acters should  not  be  introduced  into 
the  advertising  message  for  such  pur- poses. When  dramatized  advertising material  involves  statements  by  doctors, dentists,  nurses  or  other  professional 
people,  the  material  should  be  pre- sented by  members  of  such  profession reciting  actual  experience  or  it  should 
be  made  apparent  from  the  presenta- tion itself  that  the  portrayal  is  drama- tized. 

SPONSOR  IDENTIFICATION 
Identification  of  sponsorship  must  be 

made  in  all  sponsored  programs  in  ac- cordance with  the  requirements  of  the Communications  Act  of  1934  and  the Rules  and  Regulations  of  the  Federal Communications  Commission. 
REGULATIONS   AND  PROCEDURES 
The  following  REGULATIONS  AND PROCEDURES  shall  obtain  as  an  in- tegral part  of  the  Television  Code  of the  National  Association  of  Radio  and Television  Broadcasters : 

I NAME 
The  Name  of  this  Code  shall  be  the Television  Code  of  the  National  As- sociation of  Radio  and  Television 

Broadcasters.* 
II PURPOSE  OF  CODE 

The  purpose  of  this  Code  is  co- operatively to  maintain  a  level  of  tele- vision programming  which  gives  full consideration  to  the  educational,  in- formational, cultural,  economic,  moral and  entertainment  needs  of  the  Ameri- can public  to  the  end  that  more  and more  people  will  be  better  served. Ill 

SUBSCRIBERS 
Section   1.  ELIGIBILITY. 
Any  individual,  firm  or  corporation which  is  engaged  in  the  operation  of  a television  broadcast  station  or  network, or  which  holds  a  construction  permit for  a  television  broadcast  station  with- 

lri  ̂   Umte<i  States  or  its  dependencies, shall,  subject  to  the  approval  of  the Television  Board  of  Directors  as  here- inafter provided,  be  eligible  to  sub- 
t^S^0  the  Television  Code  of  the NARTB  to  the  extent  of  one  subscrip- tion for  each  such  station  and/or  net- work which  it  operates  or  for  which  it holds  a  construction  permit;  provided, 
H1  ft,™3  non  television  -  member  of NARTB  shall  not  become  eligible  via code  subscription  to  receive  any  of the  member  services  or  to  exercise  any of  the  voting  privileges  of  a  member. 

Upon  subscribing  to  the  Code,  sub- 
*  "Television  Board.  The  Television Board  is  hereby  authorized:  —(4)  to enact,  amend  and  promulgate  standards of  practice  or  codes  for  its  Television members,  and  to  establish  such  methods to  secure  observance  thereof  as  it  may deem  advisable;  — ".  By-Laws  of  The National  Association  of  Radio  and  Tele- vision Broadcasters,  Article  VII  Sec- tion 2,  B.  (4). 

upcoming 

NARTB  DISTRICT  MEETINGS 
Dates  Dist.   Hotel  City 
Oct. 25-26     6   St.  Charles  New  Orleans 29-30    13   Shamrock  Houston 

*      *  * Nov. 
1-2      5   Soreno  St.  Petersburg 8-9      7   Seelbach  Louisville 12-13     3   William  Penn  Pittsburgh 15-16     1   Somerset  Boston 

*    •  * 
Oct,  22-23:  Seventeenth  New  York  BMI Program  Clinic,  Peacock  Lounge, Waldorf-Astoria  Hotel,  New  York. 
Oct.  22-24:  National  Electronics  Confer- ference  and  Exhibition,  Edgewater Beach  Hotel,  Chicago. 
Oct.  22-24:  Talent  Committee  of  Salary 

Stabilization  Board  meets,  641  Wash- ington St.,  New  York. Oct.  22-26:  AIEE  Fall  General  Meeting, Hotel  Cleveland,  Cleveland. Oct.  25-26:  Ohio  Assn.  of  Broadcasters, Cleveland. 
Oct.  25-26:  A  AAA  Central  Council  An- nual Meeting.  Blackstone  Hotel.  Chi- cago. 
Oct.  27-28:  Inter-City  conference, Women's  Advertising  Clubs,  Toledo, 

Ohio. Oct.  28:  BMI  Program  Clinic,  Shamrock 
Hotel,  Houston,  Tex. 

Oct.  28-Nov.  3:  National  Radio  &  Tele- vision Week. 
Oct.  28-31:  Life  Insurance  Adv.  Assn., Annual  Meeting,  Williamsburg,  Va. 
Oct.  29-31:  IRE-RTMA  Annual  Meeting. Papers  on  noise  in  TV  receivers,  sup- pression of  local  oscillator  radiation and  color  TV.  King  Edward  Hotel, Toronto. 
Oct.  30:  BMI  Program  Clinic,  Skirvin Hotel,  Oklahoma  City. 
Oct.  30-31:  AAAA  Eastern  Council  An- nual Conference,  Roosevelt  Hotel, New  York. 
Oct.  31:  BMI  Program  Clinic,  Broad- view Hotel,  Wichita,  Kan. 
Nov.  2:  BMI  Program  Clinic,  Utah Hotel,  Salt  Lake  City. 
Nov.  2-3:  Florida  Assn.  of  Broadcast- ers, mid-year  meeting,  Soreno  Hotel, St.  Petersburg. 
Nov.  2-3:  Michigan  Assn.  of  Broad- casters, Fort  Shelby  Hotel,  Detroit. 
Nov.  5:  BMI  Program  Clinic,  Hotel Northern,  Billings,  Mont. 
Nov,  7:  BMI  Program  Clinic,  Alonzo Ward  Hotel,  Aberdeen,  S.  D. 
Nov.  9:  Hearing  for  objections  to  peti- tion for  reorganization  of  LeBlanc 

Corp.  (Hadacol),  U.  S.  Court  (South- ern New  York  District),  Foley 
Square,  New  York  City. 

Nov.  9:  BMI  Program  Clinic,  Radisson Hotel,  Minneapolis,  Minn. 
Nov.  12-13:  First  District  Meeting,  Adv. Federation  of  America,  Boston. 
Nov.  12-14:  National  Assn.  of  Radio News  Directors  Convention,  Sherman Hotel,  Chicago. 
Nov.  13:  AAAA  Michigan  Council  An- nual Meeting,  Statler  Hotel,  Detroit. 
Nov.  14-15:  American  Public  Relations Assn.,  Seventh  Annual  Meeting, Philadelphia. 
Nov.  26-29:  Financial  Public  Relations 
Assn.,  Annual  Convention,  Holly- wood Beach  Hotel,  Hollywood,  Fla. 

Nov.  28-Dec.  1:  Fifth  Annual  NBC  Ra- dio and  Television  Affiliates  Conven- tion, Boca  Raton  (Fla.)  Club  and Hotel. 
Dec.  7-9:  Television  Authority  Conven- tion, Park  Sheraton  Hotel,  New  York. 

1952 Jan.  24-25:  Advertising  Assn.  of  the 

Jan,  25-26:  Assn.  of  Railroad  Adv. Managers,  St.  Louis. 
,iect  to  the  approval  of  the  Television Board  of  Directors,  there  shall  be granted  forthwith  to  each  such  sub- scribing station  authority  to  use  the 
"NARTB  Television  Seal  'of  Approval," a  copyrighted  and  registered  seal  to  be provided  in  the  form  of  a  certificate, a  slide  and/or  a  film,  signifying  that the  recipient  thereof  is  a  subscriber  in (Continued  on  page  38) 
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is  First  in  Coverage  in 

I  The  Largest  Market  Area  in  the  South 
with  a  two  billion  dollar  buying  potential.  The  Memphis  market 

Radio  Results  are  UP!... Radio  Costs  are  down! 

and  WREC  Keeps  Step  with  the  forward  march  of 

Radio  Advertising  Values... 

WREC  RATE  IN  COST  PER  THOUSAND  LIST- 
ENERS, HAS  GONE  DOWN  10.1%  COM- 
PARED WITH  1946.  THE  ADVERTISERS  GET 

MORE  IN  COVERAGE,  MORE  IN  PRESTIGE. 

WREC  HOOPER  RATINGS 
AVERAGE  HIGHER  THAN  ANY 
OTHER  MEMPHIS  STATION 

Affiliated  with  CBS,  600  Kc.  5,000  Watts 

WREC 

WREC 

Memphis  N9.  1  Station 
Represented  by  The  Kah  Agency,  Inc. 
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Text  of  Code  Okayed  in  Chicago 
(Continued  from  page  36) 

good  standing  to  the  Television  Code of  the  NARTB.  The  seal  and  its 
significance  shall  be  appropriately  pub- licized by  the  NARTB. 
Section  3.  DURATION  OF  SUB- SCRIPTION 
Subscription  shall  continue  in  full force  and  effect  until  thirty  days  after the  first  of  the  month  following  receipt 

of  notice  of  written  resignation.  Sub- scription to  the  Code  shall  be  effective from  the  date  of  application  subject to  the  approval  of  the  Television  Board of  Directors;  provided,  that  the  sub- scription of  a  television  station  going on  the  air  for  the  first  time  shall,  for 
the  first  six  months  of  such  subscrip- tion, be  probationary,  during  which time  its  subscription  can  be  summarily 
revoked  by  an  affirmative  two-thirds vote  of  the  Television  Board  of  Direc- tors without  the  usual  processes  spe- cified below. 

Section  4.  SUSPENSION  OF  SUB- SCRIPTION 
Any  subscription,  and/or  the  author- ity to  utilize  and  show  the  above-noted seal,  may  be  voided,  revoked  or  tem- porarily suspended  for  television  pro- gramming which,  by  theme,  treat- ment or  incident,  in  the  judgment  of the  Television  Board  constitutes  a  con- tinuing, willful  or  gross  violation  of  any of  the  provisions  of  the  Television Code,  by  an  affirmative  two-thirds  vote of  the  Television  Board  of  Directors  at a  regular  or  special  meeting;  provided, however,  that  the  following  conditions 

precedent  shall  apply:  (1)  The  sub- scriber shall  be  advised  in  writing  by 
Registered  Mail  of  the  charges  pre- ferred; (2)  Such  subscriber  shall  have a  right  to  a  hearing  and  may  exercise same  by  filing  an  answer  within  10 days  of  the  date  of  such  notification; (3)  Failure  to  request  a  hearing  shall 
be  deemed  a  waiver  of  the  subscriber's right  thereto;  (4)  If  hearing  is  re- quested by  the  subscriber,  it  shall  be designated  as  promptly  as  possible  and at  such  time  and  place  as  the  Tele- vision Board  may  specify.  Oral  and written  evidence  may  be  introduced  by the  subscriber  and  by  the  Television 

Code  Review  Board  (hereinafter  pro- vided for).  Oral  argument  shall  be had  at  the  hearing  and  written 
memoranda  or  briefs  may  be  sub- mitted by  the  subscriber  and  by  the Television  Code  Review  Board.  The Television  Board  of  Directors  may admit  such  evidence  as  it  deems relevant,  material,  and  competent  and may  determine  the  nature  and  length of  the  oral  argument  and  the  written argument  or  briefs  to  be  submitted. The  Television  Board  of  Directors  shall decide  the  case  as  expeditiously  as possible  and  shall  notify  the  subscriber and  the  Television  Code  Review  Board 
in  writing  of  the  decision.  Such  de- cision shall  be  final. 
Section  5.  ADDITIONAL  PROCE- DURES 
The  Television  Board  of  Directors shall,  from  time  to  time,  establish  such additional  rules  of  procedure  as,  in  its opinion,  may  be  necessary  for  the 

proper  administration  of  the  Code;  pro- vided, that  it  is  specifically  charged with  defining  those  conditions  and responsibilities  applicable  to  the  receipt and  processing  of  a  complaint  made  by another  television  broadcaster;  and further  provided,  that  it  shall  take  the 
steps  necessary  to  insure  the  confiden- tial status  of  any  proceedings  before it  pending  decision  thereon. 

Section  6.    TERMINATION  OF  CON- 
All  subscribers  on  the  air  at  the time  of  subscription  to  the  Code  shall be  permitted  a  maximum  of  52  weeks 

within  which  to  terminate  any  con- tracts, then  outstanding,  calling  for program  presentations  which  would  not be  in  conformity  with  the  Television Code. 
IV RATES 

Each  subscriber  shall  pay  'adminis- trative' rates  in  accordance  with  such schedule  at  such  time,  and  under  such conditions  as  may  be  determined  from time  to  time  by  the  Television  Board 

(see  Article  VII  Section  2.B.  (3)  and 
(4),  By-Laws  of  the  NARTB);  pro- vided, that  appropriate  credit  shall  be afforded  to  a  television  member  of  the 
NARTB  against  the  regular  dues  which 
he  or  it  pays  to  NARTB-TV. 

THE  TELEVISION  CODE REVIEW  BOARD 
Section    1.  COMPOSITION 
The  Television  Board  of  Directors shall  establish  a  continuing  committee entitled  The  Television  Code  Review Board  upon  the  promulgation  of  the Television  Code  and  its  ratification  by the  television  membership  of  NARTB. The  Review  Board  shall  be  composed of  six  members,  five  of  whom  shall  be from  the  television  membership  of 

NARTB,  with  the  Chairman  of  the Board  of  Directors  of  NARTB  serving as  an  ex-officio  member.  Members  of the  Television  Board  of  Directors  shall 
not  be  eligible  to  serve  on  the  above- specified  Review  Board.  Those  mem- bers of  the  Review  Board  appointed  by 
the  Television  Board  of  Directors  fol- lowing promulgation  of  the  Code  shall serve  until  immediately  following  the annual  NARTB  convention  of  1952. Thereafter,  a  term  shall  be  for  one 

year. A.  LIMITATION   OF  SERVICE 
A  person  shall  not  serve  consecu- tively as  a  member  of  the  Review Board  for  more  than  two  years. 
Section  2.  QUORUM 
A  majority  of  the  membership  of  the Television  Code  Review  Board  shall 

constitute  a  quorum  for  all  purposes unless  herein  otherwise  provided. 
Section  3.  AUTHORITY  and  RE- SPONSIBILITIES The  Television  Code  Review  Board is  authorized  and  directed: (1)  To  maintain  a  continuing  review of  all  television  programming,  espe- cially that  of  subscribers  to  the  tele- vision code  of  the  NARTB;  (2)  to  re- ceive, screen  and  clear  complaints  con- cerning television  programming;  (3)  to define  and  interpret  words  and  phrases in  the  Television  Code;  (4)  to  keep  the members  of  the  Legislative,  Executive and  Judicial  branches  of  the  United 

States  Government  informed  as  to  the working  of  the  Code,  its  relation  to 
television  programming  and  its  suc- cess in  maintaining  high  levels  of  edu- cational and  cultural  programs  and  of 
the  moral  tone  of  programs  in  gen- 

eral; (5)  to  develop  and  maintain  ap- propriate liaison  with  the  Federal  Com- munications Commission  for  the  pur- pose of  keeping  it  informed  as  to  the relation  between  the  Code  and  pro- 
gramming; (6)  to  develop  and  main- tain appropriate  liaison  with  respon- sible and  accountable  organizations  and institutions  for  the  affirmative  purpose 

of  consulting,  recommending  and  in- forming with  regard  to  television  pro- gramming and  the  effect  of  the  Code thereon;  (7)  to  inform,  expeditiously 
and  properly,  a  subscriber  to  the  Tele- vision Code  of  complaints  or  com- mendations, as  well  as  to  advise  all subscribers  concerning  the  attitude  and 
desires  program-wise  of  accountable organizations  and  institutions,  and  of the  American  public  in  general;  (8)  to review  and  monitor,  if  necessary,  any 
certain  series  of  programs,  daily  pro- 

gramming, or  any  other  program  pres- entations of  a  subscriber,  as  well  as 
to  request  recordings,  aural  or  kine- scope, or  script  and  copy,  with  regard to  any  certain  program  presented  by a  subscriber;  (9)  to  rea.ch  conclusions, 
and  to  make  recommendations  or  pre- fer charges  to  the  Television  Board  of Directors  concerning  violations  and breaches  of  the  Television  Code  by  a subscriber;  (10)  to  recommend  to  the Television  Board  of  Directors,  amend- ments to  the  Television  Code. 

The  Television  Code  Review  Board 
may  delegate,  from  time  to  time,  such of  its  above-specified  responsibilities, as  it  may  deem  necessary  and  desirable, 
to  a  Staff  Group  of  the  NARTB-TV. 

B.  MEETINGS 
The  Television  Code  Review  Board shall  meet  regularly  at  least  four  times a  year  at  a  date  to  be  determined  by it  in  the  months  of  January,  March, 

June  and  September.  The  chairman  of the  Review  Board  may  at  any  time  on 
at  least  five  days'  written  notice  call a  special  meeting  of  the  Board. 

Nuts  and  Bolts,  Nails  and  Pails 

Add  Up  to  $102  Million  in  Central  Ohio 

The  sound  of  hammers,  saws,  lawn  mowers  and  thou- 
sands of  hardware  items  rings  loudly  in  Central  Ohio  to 

the  tune  of  over  $102  million.  And  you  can  sell  your 
share  of  this  big  hardware  market  at  low  cost  with 
WBNS.  Latest  Hooper  Report  shows  WBNS  with  all  20 
of  the  top-rated  shows,  day  and  night!  Profit  from  these 
ratings  with  your  own  spots  and  programs.  For  time 
availabilities,  write  us  or  call  your  John  Blair  repre- 
sentative. 

CENTRAL  OHIO'S  ONLY  CBS  OUTLET 

fTTTTl 

Source:  '51 -'52  SRDS  Cons.  Mkts. 
POWER  WBNS  5000  -  WELD  53,000  -  COLUMBUS,  OHIO 
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No  matter  how  you  slice  it... 

Alibis  won't  feed  the  kitty,  or  fill  the  cash  register. 
And  if  you  have  to  give  your  customers  alibis  instead 
of  the  particular  brands  of  merchandise  they  want, 
it's  bad  business  all  around. 

Impartial  surveys  show  that  among  your  own 

customers,  the  preference  for  makers'  brands  is  8  to  1 ! 
They  won't  buy  alibis,  substitutes,  "just  as  goods," 
or  whatever  you  call  them. 

As  brands  mean  satisfaction  to  your  customers,  they 

mean  money  to  you.  Well-known,  advertised  brands 
pre-sell  your  customers  before  they  set  foot  in  your  store. 

Give  your  customers  what  they  ask  for— 

it's  bad  business  to  substituti 

The  prestige  and  reputation  of  these  makers'  brands 
guarantee  high  standards  of  quality— assure  fewer 
adjustments,  markdowns,  or  complaints.  And,  of  course, 
products  so  well  known  and  trusted  move  faster,  turn 
over  and  over  to  increase  your  profits. 

That's  why  you  make  your  business  stronger  when 
you  keep  the  force  of  famous  brand  names  behind  your 
selling.  Let  your  customers  know  they  can  get  from 
you  the  brands  they  know  and  want.  Why  be  content— 
or  expect  them  to  be  content— with  anything  less? 

I NCORPORATED 

A  non-profit  educational  foundation 
37  WEST  57  STREET,  NEW  YORK  19,  N.  Y. 
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66%  REVENUE  JUMP.. .96.66 

-  BOTH  WITH  AP  NEWS 

'AP  Service  is  A  Great  Partner  for  Stations" J.  Archie  Morton, 
General  Manager, 

KJR,  Seattle,  Wash. 

"Associated  Press  news  is  a  major  factor 
in  KJR's  66%  gain  in  net  revenue  from 
newscasts  for  1951  over  1950,"  says  Gen- eral Manager  Morton. 

"If  a  station  is  not  working  its  news 
angle  hard  in  programming  and  in  sales,  it 
is  missing  a  bet. 

"If  full  sponsorship  for  a  program  does 
not  continue,  we  add  to  revenue  by  insert 
ing  participating  announcements.  Thus  KJF 
develops  maximum  returns. 

"Our  Associated  Press  news  is  sold  out, 
As  we  know  and  as  our  clients  tell  us,  AP 
service  is  a  great  partner  for  stations  thai 
are  on  their  toes  these  days." 

"Ratings  Jump  20%  for  AP  Newscasts"  H.  Rod  Hurd, Sales  Manager, 

KWNO,  Winona.  Minn. 

"KWNO  advertisers,"  says  Sales  Manager 
Hurd,  "are  pleased  with  AP  sponsorship. Check  this  record:  Kalmes  Tire  Service,  13 
years  without  interruption.  Breitlow  Funeral 
Home,  13  years.  Marigold  Dairy,  12  years. 
Merchant's  National  Bank,  4  years.  Winona Motors,  10  years. 

"Associated  Press  newscasts  have  the 
highest  ratings  of  all  KWNO  programs.  At 
7:30  a.m.,  before  our  AP  news,  KWNO  listen- 

ership  jumps  20%.  The  same  at  noon. 
"Exactly  96.66%  of  all  AP  newscasts 

are  sponsored.  The  remaining  3.33%  is  early morning  time. 

"When  it  comes  to  AP  newscasts,  KWNO 
salesmen  put  their  feet  on  the  desk.  Selling 
AP  news  requires  little  effort.  We  have  a 

waiting  list." From  KWNO  sponsor  Bernard  T.  Kalmes 

Hundreds  of  the  country's  finest  stations  announce  with  pride  "THIS  ST  A  TI0N   IS   A    MEMBER  0 



If 

ISOLD  OUT-  I 

Says  KJR  sponsor  C.  B.  Williams,  Presi- 
dent of  Rhodes  Department  Store:  "AP  news- casts are  concise,  factual,  yet  warm  and 

appealing.  Shoppers  listen  for  our  9  a.m. 
newscast  six  days  a  week.  It  features  the 
items  that  will  go  on  sale  when  the  store 
opens  an  hour  later.  AP  news  over  KJR  is  a 
potent  factor  in  our  promotion." 

Associated  Press . . .  constantly  on  the  job  with 

•  i  news  report  of  1,000,000  words  every  24 hours! 

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

•  exclusive  state-by-state  news  circuits! 

•  100  news  bureaus  in  the  U.S.! 

•  offices  throughout  the  world! 

•  staff  of  7,200  augmented  by  member  stations 
and  newspapers .  .  .  more  than  100,000  men 
and  women  contributing  daily! 

AP  news  delivers  for  broadcasters  and 

sponsors,  because  AP  news  captures  the 

audience.  Accuracy,  speed,  dependability  of 

coverage  keep  listeners  keyed  to  AP  news. 

Again  and  again,  this  is  evidenced  by 

consistent  listener  loyalty  . . .  loyalty  that 

is  translated  into  sales  for  sponsors  and 

member  stations. 

For  further  information  on  building  your 

sales . . .  write 

of  Kalmes  Tire  Service-.  "In  January  we  enter our  fourteenth  consecutive  year  of  news 
sponsorship  at  KWNO.  Why?  Because  we 
gain  good  will,  prestige  and  keep  the 
names  Kalmes  and  General  Tire  first  in 
listeners'  minds.  Announcers  serve  as  our 
salesmen,  selling  to  thousands-fold  more 
people  since  news  commands  a  high  listen- 
ership.  We're  ahead  of  the  competition.  AP 
news  is  mainly  responsible." 

THE  ASSOCIATED  PRESS." 

RADIO  DIVISION 

THE  ASSOCIATED  PRESS 

50  Rockefeller  Plaza,  New  York  20,  N.Y. 



On  All  Accounts 
(Continued  from  jmge  10) 

local  advertiser  must  program  for 
the  long  haul,  are  prime  considera- 

tions in  increasing  radio  and  tele- 
vision billings. 

He  believes  marginal  advertisers 
in  television  would  be  wise  to  step 
into  time  periods  they  can  afford 
to  live  with  through  future  rate 
increases,  rather  than  program 
from  rate  increase  to  rate  increase 
and  be  left  holding  the  bag  when 
the  budget  refuses  to  stretch.  He 
also  feels  that  spot  advertisers, 
whose  brand  names  tell  the  story, 
can  get  more  value  out  of  their 
television  dollar  using  shared  iden- tifications. 

Mr.  Roberts  has  been  an  active 
member  of  the  Television  Assn.  of 
Philadelphia  since  its  inception  and 
is  now  vice  president. 

His  hobbies  include  golf  and  foot- ball. 

SPONSORS 
Agency  Problems  Aired 

By  Louis  Brockway 
RELATIONSHIP  between  the  sponsor  and  his  advertising  agency  was 
discussed  by  Louis  N.  Brockway,  executive  vice  president  of  Young  & 
Rubicam,  New  York,  at  a  special  luncheon  meeting  last  Monday  in  Holly- 

wood's Roosevelt  Hotel.  ★  
In    Hollywood,    Mr.  Brockway 

said,  the  advertising  agent  some- 
times has  had  difficulty  in  being  an 

effective  spokes- m  a  n    for  his 
client. 

"Hollywood  has 
been  for  years 
one  of  the  major 
sources  of  talent 
for  radio  and 
presumably  may 
assume  the  same 
kind  of  impor- 

tance in  televi- 

sion." 

He  declared  that  talent  do  not 
all  understand  the  importance  of 

Mr.  Brockway 

the  client.  Many  think  his  sole 
function  is  to  "pick  up  the  tab" at  the  party,  even  though  the 
client  wasn't  invited. 

"The  client  is  entitled  to  be  in 
the  party,"  Mr.  Brockway  re- minded. "He  makes  it  possible. 
Unless  there  is  some  understand- 

ing of  the  client's  problems  and point  of  view,  radio  and  television 
cannot  prosper." "Some  clients  in  their  avid  but 
natural  desire  to  sell  their  products 
want  too  much  commercial  or  com- 

mercials that  do  not  fit  the  pro- 
gram," he  said.  "And  some  talent seem  to  resent  any  attempt  to  sell 

the  product.  The  agency  must  bring 

THIS  RICH  MARKET 

No  other  signal  covers  the  South  Bend  market  %^ 
like  WSBT.  Radio  sets  in  use  are  up  to  an  all- 

time  high  of  32.8!  WSBT's  share  of  audience 
at  66.6  is  way  above  the  national  average.  And 
here  television  is  insignificant  because  no  con- 

sistently satisfactory  TV  signal  reaches  South 

Bend.  Don't  sell  this  rich  market  short.  Wrap 
it  up  with  WSBT  radio.  J 

4; 

50  0  0  WATTS 

RAYMER  COMPANY 

960    KC    •  CBS 

NATIONAL  REPRE 

about  understanding  on  both  sides." Jack  Benny  was  one  of  the  first 
to  recognize  the  importance  of 
putting  over  a  selling  message  as 
an  entertaining  part  of  his  pro- 

gram, Mr.  Brockway  stated.  "The job  he  did  for  Jell-0  and  is  doing 
for  Lucky  Strike  is  a  perfect 
example  of  understanding  what  a 
client  is  spending  his  money  for." Mr.  Brockway  stressed  that  the 
advent  of  TV  increases  the  im- 

portance of  good  taste  in  offerings 
to  the  public.  He  deplored  the 
lack  of  imagination  which  prompts 
many  comedians  to  restort  to  dis- tasteful material  and  antics  to  get a  laugh. 

"If  only  after  a  few  years,  tele- vision is  already  so  bankrupt  of 
humorous  ideas,  the  viewer  may  be 
forced  to  take  the  drastic  step  of 
going  out  to  the  movies  and  seeing 
some  good  entertainment,"  he  cau- tioned. 

"All  of  us  in  advertising  must 
take  the  codes  of  ethics  and  prin- 

ciples of  advertising  off  the  walls 
of  our  offices,  take  them  out  of 
their  frames  and  put  them  to 
work,"  he  said. 

He  reminded  that  because  adver- 
tising is  such  a  public  business, 

"the  opportunity  for  advertising 
people  to  affect  the  standards  of 
the  public  at  large  is  a  great  one." He  urged  that  those  in  the  adver- 

tising business  "live  up  to  it." 

NARBA  EFFECTS 
Two  Cases  Changed 

THE  NEW,  yet  to  be  ratified, 
North  American  Regional  Broad- 

casting Agreement,  has  caused 
FCC  to  take  unusual  action  in  two 
pending  cases. 

In  one  case,  FCC  vacated  an  ini- 
tial decision  and  permitted  appli- 
cant Robert  Hecksher  to  amend  his 

application  for  a  new  AM  station 
at  Fort  Myers,  Fla.,  from  1400  kc and  250  w  unlimited,  to  specify 
1320  kc  with  1  kw  daytime  only. 
In  so  doing,  it  took  the  applicant 
out  of  hearing  status  but  permitted 
him  to  retain  his  priority. 

In  another  case,  the  Commission 
permitted  KCIL  Houma,  La.,  to 
amend  its  application  for  change 
of  facilities  from  1490  kc  with  250 
w  unlimited,  to  630  kc  with  1  kw 
unlimited,  directional,  so  that  the 
directional  antenna  protects  a  Ha- vana station  on  the  same  frequency 
which  has  priority  under  the  new 
NARBA.  The  authority  to  amend 
came  after  hearing  had  been started. 

SENTATIVE 
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KTFS,  KDAS  Join  LBS 
KTFS  Texarkana,  Tex.,  will  join 
the  Liberty  Broadcasting  System 
Oct.  31,  David  M.  Segal,  general 
manager,  announced  last  week.  For 
the  past  five  years  KTFS  has  been 
affiliated  with  Mutual.  Also  an- 

nounced was  the  Liberty  affiliation 
of  Mr.  Segal's  KDAS  Malvern-Hot 
Springs,  Ark. 

ROADCASTING    •  Telecasting 



lit  W\ ! 

The  Transcription  Industry's 

Greatest  Development  Is 

THE  NEW  COLUMBIA 

MICROGROOVE  DISC 

The  last  word  in  quality — in  economy!  Amazing  Micro- 
groove  is  setting  new  standards  for  the  transcription  busi- 

ness .  .  .  Winning  more  and  more  enthusiastic  customers 
— such  as  the  one  whose  case  history  is  shown  at  right! 

QUICK,  CONVINCING  FACTS  .  .  . 
1 0"  Record  .  .  .  full  15  minutes  per  side. 
12"  Record  . . .  full  25  minutes  per  side. 
•  Cuts  costs  ...  as  much  as  half! 
•  Smaller  disc  .  . .  more  program  time! 
•  Big  savings  on  packing  and  shipping  costs! 
•  Famous  Columbia  Quality  throughout! 

CALL,  PHONE  OR  WRITE: 

COLUMBIA 

TRANSCRIPTIONS 
Los  Angeles— 8723  Alden  Drive,  BRadshaw  2-5411 
New  York— 799  Seventh  Avenue,  Circle  5-7300 

Chicago— 410  North  Michigan  Avenue,  WHitehall  4-6000 
Trade  Marks  '  'Columbia, ' '  '  'Maslerworks, ' '  ®J), ®  Reg.  U.  S.  Pat.  Off.  Marcos  Regislrodos 

CASE  HISTORY 
 #5 

Transcript  i^L-TT 

"^Tsaoo  *io°°° 
Processing                         390.00  210.00 Pressings   30.00 
Packing                              55.00  =J1^ 

SWPP',n9 =5^2100  $339.00 

$625.00 339.00 
^£q0   Saving  -46%       #FuH  details  „„  request 
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McFARLAND  BILL 
Shelved  Until  '52 THERE  is  no  chance  for  passage 

of  the  McFarland  Bill  (S  658)  to 
realign  FCC  procedures — at  least until  after  the  second  session  of  the 
82d  Congress  begins  next  year. 
That  was  the  formal  footnote 

last  week  to  predictions  prevalent 
on  Capitol  Hill  the  past  few 
months.  The  House  Interstate  & 
Foreign  Commerce  Committee, 
which  has  been  studying  the  bill, 
said  Monday  it  was  shelving  fur- ther consideration  of  the  measure 
"in  view  of  impending  adjourn- 
ment." The  committee  also  announced 
the  bill  "will  be  scheduled  as  the 
first  order  of  business"  after  the 
opening  of  the  second  session. 

At  last  report,  the  committee  had 
leached  mid-point  in  its  marking 
up  of  the  bill.  However,  the  Con- 

gressmen  found  themselves  hung 

up  on  such  issues  as  procedure  in 
license  renewals  [B  •  T,  Oct.  8] 
and  on  the  Commission-staff  rela- 

tionship [B  •  T,  Sept.  24]. 
The  bill,  passed  twice  by  the 

Senate  in  the  past  year,  is  identified 
with  its  sponsor  in  the  upper  branch 
— Senate  Majority  Leader  Ernest 
W.  McFarland  (D-Ariz.).  It  pro- vides the  framework  for  appellate, 
procedural  and  organizational  re- vision of  the  FCC,  by  amending  the 
Communications  Act  of  1934. 

The  committee's  decision  did  not 
surprise  Washington  observers 
versed  in  communications.  The 
House  committee,  which  has  been 
faced  with  a  decision  on  the  Mc- 

Farland bill  at  least  four  times  in 
the  last  two  years,  has  been  beset 
with  the  problem  of  acquainting  the 
committee  members  with  the  bill's 
provisions. If  the  committee  should  report 
out  a  bill  in  the  early  weeks  of  the 
new  sitting,  chances  of  the  McFar- 

land Bill  passing  would  be  good. 

BATTERY  SALES 
Portables  Help  Boost 

RADIO  battery  dealers  have  been 
urgsd  to  capitalize  on  the  popular- 

ity and  stepped-up  distribution  of portable  radios  by  putting  more 
merchandising  and  sales  promotion 
effort  behind  their  battery  products. 

Pointing  out  that  portables  cur- rently account  for  about  20%  of 
radio  unit  sales,  L.  S.  Thees,  gen- 

eral sales  manager  of  the  RCA 
Tube  Dept.,  stated  the  portable 
market  represents  for  battery  deal- ers a  major  source  of  sales  and 
profits.  More  than  nine  million 
battery-operated  portables  have been  sold  in  this  country  since  the 
end  of  the  war,  he  said,  and  port- able sales  are  still  rising. 

To  aid  dealers  in  their  merchan- 
dising efforts,  the  RCA  Tube  Dept. 

designs  its  radio  battery  advertis- 
ing and  sales  promotion  material  to focus  attention  on  the  radio  dealer 

as  the  best  source  of  batteries. 

SET  OUTPUT 
Commerce  Reports  Aug.  Rise 
RADIO-TV  sales  of  large  retail 
chain  stores  jumped  32%  in  August 
over  the  preceding  month  but 
dropped  about  28%  off  the  level 
for  August  1950,  according  to  a 
Commerce  Dept.  retail  trade  report 
released  the  past  fortnight. 
A  sales  decrease  of  32%  was 

reported  by  household  appliance 
dealers  in  the  yearly-monthly  com- 

parisons, with  an  18%  drop  re- 
corded for  a  furniture-household- 

radio  group  as  a  whole.  Both  cate- gories showed  jumps  for  August, 
however,  compared  to  July  in  1951. 

The  data  was  based  on  reports 
received  from  large  stores  of  retail 
organizations  which  operate  from 
one  to  ten  stores.  The  percentages 
were  supplied  by  the  Federal  Re- 

serve Board  and  apply  to  depart- 
ment store  organizations.  The 

actual  survey  was  prepared  by  the 
Census  Bureau,  Business  Division, 
of  the  Dept.  of  Commerce. 

Another  report,  prepared  by  the 
department's  Office  of  Business Economics,  showed  an  upswing  in 
personal  income  for  August  to  an 
annual  rate  of  $254.4  billion — or  $2 
billion  above  the  July  total. 

In  the  manufacturing  industries, 
some  increase  in  durable  goods 
factory  payro^s  was  offset  by  lower 
payrolls  in  the  non-durable  goods industries  where  employment 
showed  less  than  the  usual  seasonal 
rise.  Durable  goods  payroll  jump 
was  attributed  to  a  longer  work- week. 

Private  industry  wages  and  sal- 
aries showed  a  continuation  of  tha 

stability  of  recent  months,  remain- 
ing virtually  unchanged  in  August. 

MERRIAM  NAMED 
Assumes  RTMA  Post 

E.  W.  MERRIAM,  former  chair- man of  the  Service  Committee  of 
Radio-Television  Mfrs.  Assn.,  has 
been  named  service  manager  of 
the  association.  Until  recently  he 
had  been  service  manager  of  Allen 
B.  DuMont  Labs.  He  has  accepted 
the  position  on  a  temporary  basis 
to  implement  some  of  the  Service 
Committee's  activities,  planning  to 
return  to  private  industry  after 
getting  several  projects  under  way. 

Committee  plans  include  promo- 
tion of  training  courses  for  service 

technicians  in  trade  and  vocational 
schools.  Recommended  agenda  has 
been  prepared  and  distributed 
among  schools.  A  complete  course 
is  now  in  preparation.  Creation  of 
the  job  of  service  manager  on  the 
staff  of  RTMA  President  Glen  Mc- Daniel  was  authorized  Sept.  20  by 
the  association's  board. 

KTLA  (TV)  Hollywood  Frosty  Frolics 
has  changed  point  of  origination  to 
Pasadena  (Calif.)  Winter  Gardens. 
Change  was  made  from  a  Los  Angeles 
commercial  skating  rink  so  that  studio 
audiences  could  be  admitted  free  of charge. 

Telecasting 
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Worcester  is  now  the  nation's  29th 
Food  Market  —  moving  up  from 

32nd  position  the  year  before.  Food 
Store  Sales  in  this,  the  major  Central 

New  England  Market,  total  $146,132,000. 

By  any  measurement  WTAG 
commands  this  prosperous,  well-fed 

Central  New  England  Market,  with 
more  audience  than  all  other  Worcester 

stations  combined,  higher  average 
ratings  than  all  other  Worcester 

stations  combined,  and  more  than 
twice  the  radio  home  coverage  in 

Central  New  England  of  any 
other  Worcester  station. 

WfAC 
WORCESTER- 

g^lJ  BASIC  CBS  *  580  KC 
BASIC  CBS  •  580  KC 

Sources:  Copyright  1951,  Sales  Management  Survey of  Buying  Power;  further  reproduction  not licensed. 
Hooper  Oct.  1950  ■  Feb.  1951 Pulse  Mar.- Apr.  1951 
BMB  Report  No.  2 
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CLOSE  TUBE-ELEMENT  SPACINGS 
WARD  OFF  ARC-BACKS  in  popular 
G-E  rectifier  types  GL-8008  and  GL- 
673,  giving  improved  protection 
from  high  voltages.  The  narrow 
straight-side  bulb  lies  close  to  the 
anode.  Spacings  between  anode, 
cathode,  and  cathode-shield  are  re- 

duced. Volume  of  ionization  thus  is 
less — deionizing  time  shortened. 
"SLIM"  TUBE  CONTOUR  HELPS  THE 
DESIGNER.  Space  is  at  a  premium  in 
compact  modern  equipment,  and 
GL-8008's  and  GL-673's  will  mount 
side-by-side  to  take  up  minimum 
panel  area.  Maintenance  men  find 
these  straight,  slender  tubes  ideal  to 
handle;  quick  to  install. 
YOU  CAN  COUNT  ON  UNIFORM 
QUALITY,  UNIFORM  PERFORMANCE. 
G-E  know-how  in  precision-build- 

ing rectifier  tubes  goes  back  more 
than  20  years  to  basic  development 
work  done  by  General  Electric.  Four 
out  of  the  five  tubes  rated  below  were 
pioneered  by  G.E. — these  types  cov- 

ering most  broadcast  requirements 
for  high-vacuum  rectifier  tubes! 
G.E.  OFFERS  YOU  A  TOP-TO-  BOTTOM 
RANGE  OF  SIZES.  Types  shown  and 
listed  here  are  examples.  Whatever 
your  rectifier-socket  need  may  be, 
there's  a  G-E  tube  to  meet  that  need! 
If  your  problem  is  one  of  circuit 
application,  your  nearby  G-E  elec- 

tronics office  is  ready  to  offer  expert 
counsel.  If  you  are  a  broadcaster 
wishing  replacements,  phone  your 
nearby  G-E  tube  distributor  for  fast, 
competent  service!  Electronics  De- 

partment, General  Electric  Company, 
Schenectady  5,  New  York. 

Type Cathode voltage Cathode 
current 

Anode  peak voltage 
Anode  peak current 

Anode  avg 
current 

GL-866-A 2.5  v 
5  amp 

1  0,000  v 

1  amp 0.25  amp 

GL-8008 
5  v 

7.5  amp 
10,000  v 

5  amp 
1.25  amp 

GL-673 
5  v 

10  amp 
1 5,000  v 

6  amp 1.5  amp 

GL-869-B 
5  v 

19  amp 
20,000  v 

10  amp 2.5  amp 

GL-857-B 5  v 
30  amp 

22,000  v 

40  amp 10  amp 

GL-8008 
(also  supplied 
with  50-watt base  as 
GL-872-A) 

GENERALM  ELECTRIC 
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NOW 

1  out  of  4  gals 

is  strictly  Canadian! 

That's  news ! 
Yes,  1  out  of  every  4 
gals,  of  petroleum 
consumed  in  Canada  now 
comes  from  Canada's  own  oilfields. 
Why  so  important? 

Because  Canada's  oil  production — 
up  30%  this  year — 
is  creating  new  wealth  for  new  markets. 
Yes  sir,  there  are  oil  wells 
in  the  wheat  belt — 
an  estimated  1,000,000,000  bbl.  proven  oil  reserves 
— and  a  $90  million  pipe  line  from  Alberta  to  the  Great  Lakes! 

What's  that  to  you? 
If  you're  in  business  to  sell more  goods  to  more  consumers, 
it's  further  proof  that  Canada 
is  the  world's  fastest  growing  market. 
The  better  you  know  this  bustling  new  market 
the  more  you'll  sell and  one  of  your  best  authorities 
is  Canadian  radio. 
Best  because  Canadian  radio 
has  been  selling  in  Canada  for  years — 
selling  Canadians  more  and  more  goods — 
establishing  new  markets — 
reaching  new  frontiers  first. 

Radio  knows  the  way  to  Canada's  fast-growing  markets. 
Radio  has  a  pipe-line  into  every  Canadian  community. 
Radio  sells  every  day,  every  hour,  everywhere  in 
Canada ! 

"In  Canada,  you  sell  'em  when  you  tell  'em!" 

A  message  from  the  103  member  stations  of  the 
Canadian  Association  of  Broadcasters 

whose  voices  are  invited  into  over  3  million  homes  every  day. 

Canadian    Association  of  Broadcasters 
108  Sparks  St.,  37  Bloor  St.  West, 
Ottawa.  Toronto. 

1! 

'vo/cr  FUNDS 
Now  Before  Truman 

PRESIDENT  Truman  is  slated 
to  sign  legislation  assuring  the 
State  Dept.  of  $63  million  for  over- seas information  activities,  with 
over  $25  million  of  that  sum  ear- marked for  radio  broadcasting. 
Funds  are  for  the  new  fiscal  year 
ending  next  June  30. 
The  Chief  Executive  approved 

the  bill  (HR  4740)  after  the  Senate 
had  adopted  a  conference  report, 
agreeing  to  House  amendments. 
The  upper  chamber  originally 
cleared  the  bill  Aug.  24  after  dis- 

cussing an  appeal  by  Brig.  Gen. 
David  Sarnoff,  RCA  board  chair- man, for  greater  financial  support 
of  the  Voice  of  America  [B  •  T, 
Sept.  3,  Aug.  20]. 
The  $63  million  outlay  repre- 

sented a  compromise  between  the 
$85  million  recommended  by  the 
House  and  $56  million  urged  by 
the  Senate  Appropriations  Com- 

mittee. Conference  report  was 
adopted  by  a  31-27  vote.  Mr.  Tru- man had  sought  $115  million. 

The  funds  will  be  used  for  addi- 
tion of  new  language  broadcasts 

and  none  will  be  allocated  for  a  pro- 
posed transmitter  ring  to  blanket 

Iron  Curtain  countries.  Of  $97.5 
million  requested  in  an  earlier  sup- 

plemental, only  $9.7  million  (or 
10%)  was  authorized  by  Congress 
for  the  project.  Work  has  begun, 
however,  on  curtain  antenna  con- 

struction designed  to  beam  stronger 
signals  to  Soviet  satellites.  Funds 
were  obligated  out  of  the  1949 budget. 

In  clearing  the  measure  for  Presi- 
dential signature,  the  Senate  ex- 
plained that  the  25%  money  cut 

ordered  for  the  public  informa- 
tion branches  of  the  State,  Com- 

merce and  Justice  Depts.  would 
not  affect  VOA  personnel  "so  that it  could  function  without  hin- 

drance." These  departments  were 
limited  to  75%-  of  their  budget 
estimates  for  information  opera- tion. 

NEW  VOA  ATTACK 
Launched  by  Rep.  Ayres 

VOICE  of  America  is  being  man- 
aged by  "amateurish  fumblers" who  should  resign  "before  it  is  too 

late,"  Rep.  William  H.  Ayres  (R- Ohio)  told  House  colleagues  on 
Capitol  Hill. 

The  Ohio  Congressman  expressed 
hope  that  Edward  W.  Barrett,  As- 

sistant Secretary  of  State  for  Pub- 
lic Affairs,  and  his  "entire  crew" will  resign.  He  charged  that  the 

Voice  has  carried  "some  ridiculous 
things"  in  its  overseas  broadcasts. 
Rep.  Ayres  added  that  he  has 
favored  a  "strong"  Voice  of  Amer- ica in  the  past. 

Basis  for  the  attack  on  Secretary 
Barrett  and  VOA,  inserted  in  the 
Congressional  Record  Oct.  5,  was 
an  article  by  Radio  Columnist  John 
Crosby,  who  had  questioned  the 
effectiveness  of  U.  S.  propaganda 
activities. 

THE  SIGN  tells  the  story  on  the  NBC 
Chicago  newsroom  door  as  Bill  Ray 
(I),  news  and  special  events  chief, 
and  Howard  B.  (Howdee)  Meyers, 
WMAQ  Chicago  sales  manager,  clasp 
hands.  All  AM  news  shows,  Mon.- 
Fri.,  were  sold  with  signing  of  Jim 
Hurlbut's  Reporter  at  Large  to  Emer- 

gency  Radio  &  Appliance  Co. 

DOUBLE  FETE 
NBC,  WIS  Plan  Celebration 

WIS  Columbia,  S".  C,  today  will celebrate  21  years  of  broadcast 
service  and  the  20th  anniversary  of 
NBC  affiliation. 
Norman  E.  Cash,  NBC  director 

of  station  relations,  and  Leon 
Pearson,  NBC  United  Nations 
newsman,  are  slated  to  visit  the 
NBC  pioneer  affiliate  in  South Carolina. 
A  special  broadcast  over  WIS will  feature  Messrs.  Pearson  and 

Cash.  During  the  broadcast,  NBC 
will  award  a  20-year  bronze  plaque to  the  station. 

Historical  broadcasts  were  sched- 
uled for  the  past  weekend  high- 

lighting "the  good  old  days."  These broadcasts  were  supervised  by 
Frank  Harden,  program  director. 

Staffmen  Mackie  Quave,  Specs 
Munzell,  John  Evans,  Hub  Terry 
and  Add  Penfield  were  in  charge 
of  individual  entertainment  and 
broadcasts  which  were  to  culminate 
today  with  the  presentation  of  the 

plaque. 

NIGHT  OPERATION 
Recommended  for  WQXI 

INITIAL  decision  proposing  to 
grant  WQXI  Atlanta  nighttime 
operation  on  790  kc  with  1  kw  di- rectional was  issued  by  FCC  Hear- 

ing Examiner  J.  D.  Bond  last  week. 
Station,  which  now  operates  on 

same  frequency  with  5  kw  daytime 
only,  would  serve  360,846  people  in 
108.2  square  miles  within  its  inter- ference-free 15.3  mv/m  contour. This  outweighs  the  83,564  people 
within  its  normally  protected  4 
mv/m  contour  which  would  not  get 
the  new  service,  according  to  the 
hearing  examiner.  No  interference 
to  other  stations  is  involved  and 
the  station  must  remedy  any  cross- modulation  or  reradiation  that 
might  impair  its  operation  or  that 
of  site-neighbor  WGST,  according 
to  the  initial  decision. 
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Picture  Quiz 

Check  one: 
1*  To  meet  the  growing  needs  of  our  civilian  and  mili- 

tary economy,  the  U.  S.  oil  industry  has  spent  over  $12 
billion  in  new  facilities  since  World  War  II.  This  has  ex- 

panded the  capacity  of  the  industry  from  30%  to  50% 
in  all  categories.  Where  did  most  of  the  $12  billion 
come  from? 

□ 

□ 

□ 

BANK 
LOANS 
U.  S.  GOVT. 
SUBSIDIES 
REINVESTED 
PROFITS 

Check  one: 

|     |  $292 

3*  Last  year  Union  Oil  made  a  total  net  profit  of 
$16,257,000.  $5,724,000  of  this  was  plowed  back  into  the 
business  to  meet  the  expanding  needs  of  our  customers.  .  . 
$10,533,000  was  paid  out  in  dividends  to  our  common  $5,276 
stockholders.  What  did  these  dividend  payments  aver-   
age  per  stockholder?  $10,420 

Answers: 

I 

2*  How  much  investment  does  it  require  to  provide 
job  at  Union  Oil  Company? 

Check  one: 

|     |  $720 

□ 

□ $3,000 
$67,000 

Check  one: 
4.  In  1910,  Union  Oil  Company  did  an  annual  volume 
of  $12  million.  This  represented  23%  of  the  total  oil  busi- 

ness in  the  West.  Today  we  do  an  annual  volume  of  well 
over  $200  million.  What  percentage  of  the  total  oil  busi- 

ness in  the  West  do  we  have  today? 

□ 

□ 

□ 

23% 

12% 

1*  88%  of  this  expansion  was  fi- 
nanced from  reinvested  profits. 

This  percentage  is  traditional  in 
the  oil  business  and  many  others. 
That's  why  excessive  taxes  on  cor- poration profits  will  seriously  cur- 

tail the  nation's  economic  growth and  seriously  affect  your  standard 
of  living.  For  without  adequate 
profits,  expansion  is  impossible. 

2*  $67,000.  High-cost  tools  are  typ- 
ical of  the  oil  business.  So  is  the 

large  amount  of  capital  required 
for  raw-material  supplies,  trans- 

portation systems,  etc.  That's  why it  takes  an  investment  of  $67,000 
in  refineries,  ships,  tools,  rigs,  oil 
lands,  etc.,  for  each  of  Union  Oil's 7974  employees. 

3.  $292.  $10,533,000  is  a  lot  of 
money,  but  it  was  divided  among 
a  lot  of  people.  For  we  have  over 
36,000  individual  stockholders  in 
the  Union  Oil  Company.  And  our 
largest  single  stockholder  owns 
only  VA%  of  the  total  stock. 

4.  12%.  We  do  18  to  20  times  our 
1910  volume.  But  we  have  a  smaller 
percentage  of  the  total  business  — mainly  because  the  industry  is  far 
more  competitive.  There  are  many 
more  oil  companies  competing  for 
the  business  today  than  there  were in  1910. 

UNIOI  Oil  COMPMY 

OF  CALIFORNIA. 
INCORPORATED    IN    CALIFORNIA,   OCTOBER    17,  1890 

This  series,  sponsored  by  the  people  of  Union  Oil  Company,  is  dedicated  to  a 
discussion  of  how  and  why  American  business  functions.  We  hope  you'll  feel free  to  send  in  any  suggestions  or  criticisms  you  have  to  offer.  Write:  The 
President,  Union  Oil  Company,  Union  Oil  Building,  Los  Angeles  17,  California. 

Manufacturers  of  Royal  Triton,  the  amazing  purple  motor  oil 
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TRANSITCASTS    
  "*  » 

FINAL  WORD  on  transitcasting 
■wall  be  spoken  by  the  Supreme Court. 

High  court  last  week  granted  a 
writ  of  certiorari  on  the  appeal 
from  last  June's  Court  of  Appeals 
ruling  that  TR  "commercials  and 
announcements"  are  unconstitu- 

tional [B  •  T,  June  18,  11], 
Writ  was  requested  by  Wash- 

ington Transit  Radio  Inc.  (WWDC- 
FM),  Capital  Transit  Co.  and  the 
District  of  Columbia  Public  Util- 

ities Commission. 
Supreme  Court  also  granted  re- 

quest of  Washington  attorneys 
Franklin  S.  Pollak  and  Guy  Martin 
to  widen  the  issues  to  include  the 
question  of  the  legality  of  music 
and  non  -  commercial  announce- 

ments— such    as   weather  reports 

and  other  public  service  features 
[B  •  T,  Sept.  3]. 

Messrs.  Pollak  and  Martin  were 
among  the  initiators  of  the  fight 
last  year  against  what  they  have 
termed  "forced  listening." 

Supreme  Court  decision  on  trans- itcasting,  which  probably  will  not 
be  out  until  Spring,  may  also  have 
implications  for  other  forms  of 
specialized  FM  services — Storecast- ing,  Functional  Music,  etc. 

Such  methods  to  increase  the 
revenue  of  FM  stations  have  been 
questioned  by  the  FCC,  but  a  final 
report  by  the  Commission  has  not 
yet  been  issued  [B  •  T,  May  21, 
7;  April  16]. 

Briefs  in  support  of  Transitcast- ing  are  due  to  be  filed  with  the 
Supreme    Court    at    least  three 

weeks  before  the  oral  argument 
date.  Oppositions  are  due  one week  before  that  date. 

Oral  argument  is  usually  sched- uled two  months  after  the  high 
court  accepts  a  case.  Unless  there 
is  some  delay,  the  case  of  what  its 
opponents  call  "captive  radio  audi- ences" will  be  heard  in  December 
or  early  January.  Decision  would 
normally  come  in  the  spring. 

Use  of  TR  on  busses  and  street- cars of  the  Washington  Capital 
Transit  Co.  was  approved  by  the 
District  of  Columbia  Public  Util- 

ities Commission  in  1949.  After 
a  second  hearing  before  PUC, 
which  affirmed  its  original  action, 
Attorneys  Pollak  and  Martin  and 
other  civic  groups  appealed  to  the 
U.  S.  District  Court  in  Washing- ton.  That  court  upheld  the  action 

of  the  PUC  in  1950  [B  •  T,  June 
5,  1950].  U.  S.  Court  of  Appeals 
reversed  the  lower  court's  decision last  June  [B  •  T,  June  18,  11], 
holding  that  commercials  and  an- nouncements "deprive  objecting 
passengers  of  liberty  without  due 
process  of  law"  (Fifth  Amend- 

ment) . 

In  findings  leading  up  to  the 
decision,  the  Court  of  Appeals  de- 

clared that  the  Washington  transit 
company  was  a  governmental  agen- cy. This  was  necessary  to  invoke the  Fifth  Amendment,  which  refers 
only  to  governmental  action  re- 

pressing individual  liberties. 
TR  proponents  hold  that  the lower  court  erred  in  finding  that 

objecting  listeners  are  deprived  of their  constitutional  prerogatives. 
What  about  the  rights  of  the 
majority  of  the  listeners,  they  ask. 
They  also  take  issue  with  the 

finding  that  the  transit  company 
is  a  governmental  agency. 

Scope  of  Transit  Radio 
Transit  Radio  operates  in  14 

cities.  In  addition  to  Washington, 
the  following  stations  have  con- tracts with  local  transit  companies : 
WBUZ  (FM)  Bradbury  Heights, 
Md.  (suburb  of  Washington); 
WKRC-FM  Cincinnati;  KCBC-FM Des  Moines;  WAJL  (FM)  Flint, 
Mich.;  WPLH'-FM  Huntington, W.  Va,;  WJHP-FM  Jacksonville, 
Fla.;  KCMO-FM  Kansas  City; KBON-FM  Omaha;  WKJF  (FM) 
Pittsburgh;  KXOK-FM  St.  Louis; 
KTNT  (FM)  Tacoma;  WTOA 
(FM)  Trenton;  WGTR  (FM)  Wor- cester. 
Joint  petition  by  Cincinnati, 

Kansas  City  and  St.  Louis  stations 
asking  the  Supreme  Court  to  hear 
the  transitcasting  case  was  denied 
in  last  week's  order,  but  it  is  as- 

sumed they  will  participate  in  some 
form  or  other  with  the  Washington 

appelants. TR  is  a  $1  million  business,  ac- 
cording to  Transit  Radio  Inc.  offi- 

cials. Transit  Radio  Inc.,  head- 
quartered in  New  York  is  national 

sales  representative  for  the  14 
stations  engaged  in  transitcasting. 
There  are  understood  to  be  other 
stations  engaged  in  transit  broad- casting not  members  of  TRI. 

If  Washington  transit  vehicles 
were  completely  TR-equipped,  in- come would  be  $1  million  a  year, 
it  was  estimated  during  the  court 
proceedings.  At  present,  it  was 
reported,  the  transit  company  has 
been  making  about  $36,000  a  year 
on  its  contract  with  Washington 
Transit  Radio  Inc. 

Shares  in  Income 
The  transit  company  shares  in 

the  income  of  the  station  from  na- 
tional and  local  advertising  sales. 

Attorneys  in  the  case  are:  Wash- ington Transit  Radio  Inc.,  Pierson 
&  Ball;  Capital  Transit  Co.,  Await, 
Clark  &  Sparks;  Public  Utilities Commission,  Vernon  E.  West,  D.  C. 
corporation  counsel  and  Lloyd  B. 
Harrison.  Messrs  Pollak  and  Mar- tin are  represented  by  Segal,  Smith 
&  Hennessey.  Unsuccessful  inter- veners were  represented  by  Judge 
Robert  P.  Patterson,  ex-Secretary of  War. and  KOIN  F«M... Portland,  Oregon 
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for  busy  media  buyers 

Publishers  and  station  operators  show  increasing  awareness 

of  media  buyers'  problems 

You  who  use  Standard  Rate  and  CONSUMER 
MARKETS  as  tools  of  your  trade  are  thoroughly 
familiar  with  the  standard  listings  of  media  sta- 

tistics and  market  data. 
But  do  you  realize  the  extent  to  which  pub- 

lishers and  station  operators  supplement  the 
standardized  data  with  additional  media  infor- 

mation—in the  form  of  Service-Ads? 
They  are  realistically  aware  of  your  need  for 

information  about  things  that  make  each  station 
or  publication  different  from  its  contemporaries 
—information  that  you  cannot  expect  to  find  in 
the  standard  listings. 

They  know,  too,  that  you  don't  always  have 
the  time  you  need  to  call  in  all  of  the  media  un- 

der consideration  to  get  answers  to  all  the  ques- 
tions that  arise  in  the  course  of  selection. 

So,  last  year,  1,041  publications,  radio  and 
TV  stations  used  space  in  SRDS  publications. 
They  supplemented  the  information  in  their  reg- 

ular listings  in  Standard  Rate  (or  their  markets' 
listings  in  CONSUMER  MARKETS)  with  Service-Ads 
designed  to  remind  buyers  of  the  important  dif- 

ferences about  their  media  values  that  they've 
been  registering  through  their  promotion  and 

their  representatives'  contacts.  Thus  they  keep 
wanted  information  instantly  available— on  the 
spot— to  help  the  busy  media  buyer  buy. 

In  the  course  of  your 
daily  use  of  SRDS 
monthly  publications and  CONSUMER  MARKETS 
don't  forget 
-in  Service-Ads  like 

s 

STANDARD  RATE  &  DATA  SERVICE,  INC. Walter  E.  Botthof,  Publisher 
the  national  authority  serving  the  media-buying  function 1740-48  RIDGE  AVENUE  •  EVANSTON,  ILLINOIS 

SALES    OFFICES:    CHICAGO    •    NEW    YORK    •     LOS    ANGELES     •  LONDON 
publishers  of  consumer  magazine  advertising  rates  and  data  •  business  publication  advertising  rates  and  data  •  national/ 
regional  network  radio  and  television  service  •  radio  advertising  rates  and  data  •  television  advertising  rates  and  data  •  news- ;  and  data  •  transportation  advertising  rates  and  data  •  A.B.C.  weekly  newspaper  advertising  rates 

consumer  markets,  serving  the  market-media  selection  function   •   CM  analyst,  the  monthly  market  data  interpreter Spotr 

NOTE:  To  Station  Operators 

Service-Ads  have  become  such  a  valuable  part  of 
SRDS  publications  that  we  want  all  advertising  execu- 

tives to  know  more  about  them.  That's  the  story  be- 
hind the  advertisement  reproduced  here;  appearing 

currently  in  Advertising  Agency  and  Printers'  Ink. The  information  found  in  the  SRDS  monthly  books 
and  consumer  markets  Is  often  the  last  word 
about  your  station  and  your  market . . .  the  last  word 
seen  by  agency  men  when  they're  under  pressure; 
building  a  list  or  defending  a  list. 

To  help  you  make  it  the  last  word  in  effectiveness, 

SRDS  has  interviewed  research  and  media  men,  ac- 
count executives,  time  buyers,  advertising  managers. 

An  analysis  of  their  viewpoints,  practices  and  needs 
is  available  in  the  "Spot  Radio  Promotion  Handbook" 
(at  cost:  $1.00).  And,  if  you  wish,  continuing  reports 
from  the  field  will  come  to  you  in  the  form  of  bulletins, 
issued  monthly.  Ask  for  "how  spot  radio  time  IS bought"  (no  charge). 

Walter  E.  Bdkfthof Publisher 
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prolonged  cheers  by  the  Press.  Newspapers  know  that 
readers  rate  Orson  Welles  as  their  No.  1  radio  attraction 
rushed  to  spread  the  news  that  Or  ton  Welle*  i*  Back! 

I 

le  name  Or$on  Welle*  is  MAGIC.  It  is  a  guarantee  of 
SRO  in  the  Theatre  and  top  ratings  in  Radio.  Critics  are 
of  the  opinion  that  this  new  Orson  Welles  series  is  his 
best  —  best  in  program  content  and  best  in  publicity  impact. 

I 

□ 

This  new  series  of  52  half-hour  transcribed  programs  is 
tied  The  Live*  of  Harry  Lime.  Supported  by  superb 
tatic  cast,  Orson  Welles  is  starred  in  the  role  of  Harry 

the  fabulous  rogue  made  famous  by  him  in  The  Third 
Every  show  is  a  complete  episode  — -  every  show  stars 
Welles.  Suspense,  Intrigue,  Danger  and  Romance  run 

throughout  the  series.  It  is  Orson  Welles  at  his  very  best. 
Zither  music  by  ANTON  K  AH  AS,  composer  of 
I  h,  Third  Man  theme,  together  with  fall  con- 

cert orchestra  under  the  direction  of  SIDNEY 
TORCH  provide  background  music  for  the  series. 

Prosfueesl  by 

HARRY  ALAN  TOWERS 

West  5 
'*  stern  Solas  Repres 
Walter  B.  Davison 

MS79  Benefit  St.,  Sh.rmon  Oakl,  Cal 

tentative  Cai 

DISTRIBUTING  CORP, 
York  19,  N.  Y 

Canadian  Sales  Representative 
S.  W.  Caldwell  Ltd. 1  SO  Slmcoe  Street  West,  Toronto 



editorial  4 

NBC  and  Economics 
'  LIKE  MOST  NBC  affiliates,  we  find  it  difficult 

to  comment  on  the  new  NBC  economic  plan,  be- 
cause so  far  all  we  have  been  privileged  to 

see  is  an  economic  plan  with  the  economics 
taken  out. 

Such  elements  of  the  plan  as  have  been 
disclosed  seem,  however,  to  have  merit.  The 
very  fact  that  a  detailed  study  of  radio  net- work economics  was  undertaken  recommends 

I     the  work  done  by  NBC. 
There  is  no  doubt  that  the  atmosphere  in 

which  the  radio  business  exists  has  changed 
in  recent  years.  It  would  be  hopeless  for 
radio  to  try  to  protect  its  own  status  quo  while 
its  environment  was  changing.  The  more  in- 

telligent method  is  to  investigate  the  nature 
of  the  evolutionary  process  and  attempt 
adaptation. 

Now  adaptation  is  not  usually  painless,  and 
in  this  case  it  seems  assured  of  producing  in- 

jury, real  or  fancied,  on  several  sides. 
For  one  thing,  the  affiliates  whose  network 

rates  are  to  be  cut  cannot  be  expected  to  wel- 
come whatever  missionary  is  sent  from  New 

York  to  reduce  their  standard  of  living. 
For  another,  transcription  companies  doubt- 

less will  see  in  the  "Minute  Man"  part  of  the 
plan  a  cruel  encroachment  on  their  territory. 
NBC  candidly  admits  that  the  Minute  Man 
programs  will  be  fed  to  affiliates  at  lower  cost 
than  programs  of  similar  quality  can  be  ob- tained elsewhere. 

I        The  question  that  must  be  decided  (presum- I    ably  has  been  decided  but  not  announced)  is 
whether  the  over-all  effect  of  the  plan  will 

H    be  to  further  depress  the  general  level  of radio  rates. 
In  our  view,  radio  is  being  sold  too  cheaply 

as  it  is.  A  further  reduction  in  rate  levels 
would  serve  only  to  reduce  the  income  of  all 
elements  of  broadcasting,  networks,  stations, 
transcription  companies  and  every  other  enter- 

prise that  serves  radio. 
Until  we  know  the  economic  details  of  the 

NBC  economic  plan  and  what  influence  they 
I     will  exert  on  the  welfare  of  the  entire  busi- 

jf    ness  of  broadcasting,  we  must  content  our- selves with  a  qualified  approval. 

NLRB  Take  Note 
THE  AVERAGE  employe  in  broadcasting 
earned  nearly  $5,000  last  year,  an  average 
income  higher  than  that  of  any  other  industry. 

The  fact  that  broadcasting  workers  earn 
more  than  any  others  (and  have  for  20  of  the 
22  years  the  Dept.  of  Commerce  has  been 
keeping  records  on  this  subject)  should  be  of 
great  interest  to  the  National  Labor  Relations 
Board  in  considering  TV  union  jurisdiction. 

The  movie  unions  are  seeking  representa- 
tion of  some  television  employes  on  the  ground 

that  TV  is  an  off-shoot  of  the  movies.  Only 
last  week  the  Screen  Actors  Guild  was  sup- 

ported in  this  stand  by  an  NLRB  decision. 
To  us  there  seems  to  be  no  doubt  that  tele- 

vision is  not  movies  but  broadcasting.  Movies 
provide  seasonal  employment,  and  their  wage 
scales  are  fixed  with  that  in  view.  When  they 
work,  movie  cameramen  may  make  $400  a 
week,  but  they  don't  work  steadily  enough  to take  home  in  a  year  as  much  as  do  TV  camera- 

men who  work  in  a  year-around  business. These  differences  should  be  borne  in  mind 
bv  the  NLRB  in  settling  future  jurisdictional 
disnutes  between  movie  and  broadcasting 
unions.  Movie  scales  may  make  sense  in 
movies,  but  they  would  be  absurd  in  television. 

Why  Waste  Channels? 
ALTHOUGH  it  is  almost  certain  that  the  FCC 
will  adhere  to  its  announced  intentions  of 
reserving  209  TV  channels  for  non-commercial, 
education  telecasting,  it  may  be  hoped  that  the 
Commission  will  place  a  definite  limit  on  the 
time  these  channels  will  be  kept  on  ice. 

As  it  now  stands,  the  reservation  will  be made  for  an  indefinite  period,  and,  practically 
speaking,  it  looks  to  us  as  though  that  period 
could  drag  on  forever,  with  unused  channels lying  dormant  awaiting  tenants  that  may never  come. 
We  have  made  this  prediction  before,  and 

we  are  gratified  to  find  our  belief  confirmed 
by  no  less  an  authority  on  educational  broad- casting than  Cornell.  Michael  R.  Hanna, 
who  manages  the  commercial  radio  stations 
operated  by  that  university,  has  advised  Cor- nell that  the  idea  of  non-commercial  television 
is  "unrealistic."  Mr.  Hanna  says  that  tele- 

vision costs  too  much  for  education  to  operate 
non-commercially  with  any  degree  of  success. 
We  feel  a  lot  of  other  institutions  which, 

upon  badgering  by  the  organized  pressure  of the  Joint  Committee  on  Educational  Television, 
exuberantly  announced  they  would  go  into 
station  operation  will  side  with  Mr.  Hanna 
when  they  start  looking  into  the  dollars  and 
cents  of  such  projects. 

It  takes  more  than  exuberance  to  erect  and 
run  a  television  station.  It  takes  exuberance, 
experience,  a  minimum  initial  cost  of  $300,000 
and  an  operating  budget  of  somewhere  near 
$350,000  a  year. 
Those  reserved  channels  should  not  be 

allowed  to  lie  around  waiting  for  209  institu- 
tions to  come  up  with  that  combination  of 

resources.  The'  number  will  be  nearer  two than  209. 

Along  Political  Lines 
WE,  ALONG  with  others  concerned  with  the 
well-being  and  freedom  of  the  broadcast  arts, 
take  some  measure  of  comfort  in  the  judg- 

ment of  the  majority  of  the  FCC  that  the 
Benton  Bill  to  create  a  Citizens  Advisory  Board 
is  a  dangerous  proposal  which  could  lead  to 
censorship.  One  has  but  to  take  a  look  at  the 
Washington  regulatory  and  political  front  to 
ascertain  that  censorship  is  going  to  be  a  big 
issue  in  the  political  campaigning  next  year. 

It  should  come  as  no  real  surprise,  then, 
that  the  FCC  vote  on  the  Benton  crusade  was 
strictly  along  party  lines.  Only  Chairman  Coy 
and  Vice  Chairman  Walker,  both  Democratic 
stalwarts,  dissented.  It  must  be  kept  in  mind 
that  Sen.  Benton,  a  Democrat,  is  running  for 
re-election.  This  marks  one  of  the  few  times 
in  recent  years  that  politics  has  reared  in  Com- 

mission actions.  Three  Republican  members 
(Jones,  Hyde,  Sterling)  and  one  independent 
(Webster)  voted  against  endorsement  of  the 
Benton  proposal.  Comr.  Hennock,  a  liberal 
Democrat,  did  not  participate,  presumably  be- 

cause of  her  pending  appointment  of  a  Federal district  judgeship. 
It  was  only  a  few  weeks  ago  that  Mr.  Coy 

opposed  the  Benton  proposal.  But  Sen.  Benton 
is  a  man  of  great  tenacity  and  persuasion.  He 
changed  a  phrase  here,  and  a  sentence  there. 
Then  he  announced  Mr.  Coy's  approval.  Vice 
Chairman  Walker,  it  happens,  is  the  only  pres- 

ent member  of  the  FCC,  who  voted  for  the  in- famous Blue  Book  of  1946. 
The  FCC  majority's  action,  however,  should not  be  viewed  as  giving  the  Benton  Bill  the 

coupe  dc  grace.  Remember,  Chairman  Coy  was 
against  it  once. 

In  the  realm  of  public  information,  the  price 
of  liberty  is  and  always  has  been  eternal 
vigilance. 

our  respects  to: 

EDWARD  OLIVER  LAMB 

HE  LAST  MAN  in  the  world  who  will 
deny  he  loves  a  good  fight  is  Edward 
(Ted)  Lamb. This  Toledo  lawyer,  turned  broadcaster- 

publisher,  has  been  steeped  in  controversy 
almost  all  of  his  professional  life. 

But,  to  his  credit,  he  seems  to  have  come 
out  on  top  all  along  the  line. 

Although  some  of  his  crusades  may  have 
been  unpopular  among  some  of  his  contem- 

poraries in  management  (he  has  fought  in  be- half of  many  civil  liberty  and  labor  cases), 
success  appears  to  have  rewarded  his  courage 
and  vindicated  his  principles.  Like  old  sol- diers, his  past  accusers  may  not  be  dead,  but 
they  certainly  have  faded  away. 

Ed  Lamb  believes  in  the  rights  of  all  the 
people,  not  just  some  of  them.  The  practice 
of  his  beliefs  has  stirred  up  the  controversy. 

This  spirit  of  public  interest  is  demonstrated 
in  the  operation  of  his  radio  and  television 
stations  and  his  newspaper.  These  are  WTOD 
(AM)  and  WTRT  (FM)  Toledo;  WTVN 
(TV)  Columbus,  Ohio;  WICU  (TV)  Erie,  Pa., 
and  the  Erie  Dispatch. 
He  has  newly  purchased  WHOO-AM-FM Orlando,  Fla.,  subject  to  FCC  approval,  for 

$200,000  from  Martin  Anderson,  publisher  of 
the  Orlando  Sentinel-Star  [B  •  T,  Oct.  15]. 

Earlier,  he  was  unsuccessful  bidder  for  ac- 
quisition of  WOW-AM-TV  Omaha,  sold  by Ambassador  to  Ireland  Francis  P.  Matthews 

and  associates  for  $2,525,000  to  Meredith  Pub. 
Co.  [B  •  T,  Aug.  13;  July  16,  9,  2]. 

The  Lamb  stations  strive  to  be  an  intergal 
part  of  community  life,  taking  part  in  and 
supporting  local  drives,  public  campaigns  and causes. 
Edward  Lamb  is  trying  to  make  each  out- let show  why  he  feels  the  FCC  Blue  Book  had 

some  good  stuff  in  it  in  spite  of  its  unwel- comed  appearance  on  the  broadcasting  scene. 
For  example,  WTVN  since  its  inauguration 

in  1949  has  aired  "countless  public  service  fea- tures that  have  met  with  overwhelming  public 
approval."  The  station  claims  to  have  "led the  fight  for  a  $57,000,000  bond  issue  for  better 
schools,  highways,  and  airport  .  .  .  [which] 
passed  overwhelmingly  .  .  ."  WTVN  in  addi- tion regularly  schedules  programs  for  state 
and  local  government  agencies,  police  and  fire 
departments,  boy  and  girl  scouts,  local  and 
national  charities  and  religious  groups  of  all creeds. 
"A  franchise  granted  by  the  government 

implies  a  recognition  that  the  telecaster  will 
carry  out  his  job  in  the  public  interest,"  a (Continued  on  page  55) 
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front  office  fiflf 

ROGER  LaREAU  appointed  commercial  manager  WTVN(TV)  Co- lumbus. HUGH  WILSON  and  RICHARD  PERKINS  named  to  local 
sales  staff.  JACK  DALE  named  to  head  sales  service. 

RODNEY  A.  QUICK,  sales  manager  KDAL  Duluth,  Minn.,  appointed 
general  manager  WDSM  Superior,  Wis. 

PAUL  H.  MARTIN,  vice-president  and  general  manager  WSKI  Mont- 
pelier,  Vt.,  to  KFXM  San  Bernardino,  Calif.,  as  account  executive. 
ARTHUR  POPPENBERG,  King  Features  Syndicate  of  International 
News  Service,  named  account  executive  on  sales  staff  WBNS(TV) 
Columbus. 

TOM  YOUNG  appointed  to  sales  staff  WEEI  Boston.  He  succeeds 
THOMAS  CALHOUN,  resigned  to  join  N.  W.  Ayer  &  Sons,  N.  Y. 
G.  E.  (Steve)  STANFORD,  local  general  advertising  manager  Omaha 
World  Herald,  appointed  sales  staff  KFAB  Omaha,  handling  local  ac- 

counts. Mr.  Stanford  succeeds  CARROL  LUCE,  who  is  now  commercial 
manager  KOMA  Oklahoma  City. 
JACK  WARDLE,  KSEI  Pocatello,  Iowa,  and  HENRY  HILTON,  manager 
United  Broadcasters,  Salt  Lake  City,  appointed  account  executives  KSL 
Salt  Lake  City.   TOM  BOISE,  sales  staff  KSL,  resigns. 
CHARLIE  GRAVETT,  account  executive  WBRD  Fort  Lauderdale,  Fla., 
appointed  commercial  manager. 
ROBERT  W.  ROBBINS,  Headley-Reed  Co.,  N.  Y.,  to  WOV  New  York,  on sales  staff. 

SEYMORE  WHITELAW,  sales  department  KFRC  San  Francisco,  ap- 
pointed account  executive  on  local  sales  staff  KCBS  San  Francisco. 

CHESTER  CHEEK,  sales  staff  Recording  Division,  WOR  New  York, 
named  sales  manager  of  division. 

KATZ  AGENCY,  Inc.,  N.  Y.,  appointed  national  advertising  represent- 
ative for  WOOD-TV  (formerly  WLAV-TV)  Grand  Rapids,  Mich  . 

JOHN  N.  HUNT  &  Assoc.,  Vancouver,  station  representative  firm,  moves 
to  198  West  Hastings  St.,  Vancouver,  effective  Nov.  15. 

ERWIN  ROSNER,  to  sales  staff  WPEN  Philadelphia.  He  was  sales  pro- 
motion manager  for  Penn  Fruit  Stores. 

WILLIAM  L.  CLARK,  sales  account  executive  WPIX(TV)  New  York, 
to  network  television  sales  staff  ABC,  effective  Nov.  15. 

Petdona/l  •  •  • 

RICHARD  H.  MASON,  vice  president  and  general  manager  WPTF 
Raleigh,  N.  C,  elected  president  of  Raleigh  Chamber  of  Commerce. 
.  .  .  LINCOLIN  W.  MILLER,  executive  vice  president  KXA  Seattle, 
elected  president  of  Washington  State  Press  Club.  .  .  .  JOHN  LAUX, 
managing  director  of  Friendly  Group  Stations  (WSTV  Steubenville, 
Ohio,  WFPG  Atlantic  City,  WPIT  Pittsburgh,  and  WBMS  Boston,  Mass.) 
and  general  manager  WSTV,  named  chairman  local  Crusade  for  Free- 

dom. .  .  .  HARRY  S.  SYLK,  vice  president  WPEN  Philadelphia,  will 
head  Trade  Council  for  1952  campagin  of  the  Allied  Jewish  Appeal. 
.  .  .  DALE  TAYLOR,  general  manager  WENY  Elmira,  N.  Y.,  ap- 

pointed radio  director  of  American  Cancer  Society,  New  York  State  Div. 
PATRICIA  KLOSKA,  Boiling  Co.,  Chicago,  and  Henry  Gross,  married 
Oct.  6.  .  .  .  LEE  FONDREN,  national  sales  manager  KLZ  Denver, 
elected  second  vice  president  of  Denver  Ad  Club.  .  .  .  E.  K.  HARTEN- 
BOWER,  general  manager  KCMO  Kansas  City,  Mo.,  appointed  chair- 

man of  special  events  committee  for  Greater  Kansas  City  United 
Funds  Drive.  .  .  .  JOHN  ROSSETER,  general  manager  WTVN(TV) 
Columbus,  Ohio,  appointed  honorary  chairman  of  National  Amputation Foundation  Drive  in  Columbus. 

Mr.  Hull 

P.  R.  NETWORK 
Links  Nine  Stations 

PUERTO  RICO'S  first  radio  net- 
work, linking  nine  important  cities, 

began  operations  Oct.  15. Stations  in  the  cities  now  linked 
are  WAPA  San  Juan,  WORA 
Mayaguez,  WPRP  Ponce,  WABA 
Aguadilla,  WXRF  G  u  a  y  a  m  a  , 
WMDD  Fajardo,  WVJP  Caguas, 
WCMN  Arecibo  and  WENA  Bay- amon. 

A  newly-formed 
corporation,  The Puerto  Rican 
Network  Inc.,  has 
been  established 
to  finance  and 
program  the operation,  with 
central  headquar- ters at  WAPA. 
President  of  the 

corporation  i  s 
Jose  Ramon  Qui- nones.  Directors  are  Francisco  Su- 

soni  Jr.,  Alfredo  Ramirez  de  Arel- lano Jr.  and  Segismundo  Quinones. 
Harwood  Hull  Jr.,  has  been  ap- 

pointed general  manager  for  the 
corporation  and  network  opera- tions. 

The  network  is  patterned  after 
Stateside  operations  of  a  similar 
nature,  with  the  corporation  own- 

ing option  hours  on  the  nine  affili- ates, thus  permitting  advertisers 
to  purchase  simultaneous  broad- 

casts on  the  entire  network.  Out- 
lets at  San  Juan,  Mayaguez  and 

Ponce  will  be  linked  by  FM  chan- nels. 
On  Oct.  15  operations  were  initi- ated with  a  six-hour  schedule  of 

live  talent  programs.  It  is  expected 
that  this  schedule  will  be  increased 
to  nine  hours  in  the  near  future. 
Outstanding  island  entertainers have  been  signed. 
Heading  the  program  depart- ment is  Emilio  H.  Medrano,  Latin 

American  producer-director,  as- 
sisted by  Jose  Hernandez  Zamora, 

Jose  H.  Benitez  and  Carmen  Rosa Diaz. 
At  present,  dramatic  shows  are featured  during  the  afternoon,  with 

evenings  devoted  mostly  to  variety 
shows,  quiz  programs  and  comedy. 

ANDERSON  REELECTED 
So.  Calif  RTNC  Names  Slate 

DAVID  ANDERSON,  NBC  Holly- 
wood news  analyst,  has  been  re- 

elected president  of  the  Radio  and 
Television  News  Club  of  Southern 
California.  Other  officers  named 
include  Larry  Thor,  free  lance 
newsman,  vice  president;  Betty 
Penny,  KNX  Hollywood,  secretary- treasurer. 
Elected  to  the  board  of  directors 

were  Al  Gordon,  KFWB;  Roger  Spra- gue,  NBC;  Bob  Garred,  ABC;  Eddie Lyon,  KLAC-TV.  Carroll  Sugar,  local publicist  was  appointed  public  relations director  of  the  group. 
The  news  club,  formerly  named 

the  Radio  News  Club,  is  now 
formulating  plans  for  the  presenta- tion of  a  television  program  similar 
to  their  News  Is  Our  Business  pro- 

gram on  KFWB  Hollywood. 
BROADCASTING    •  Telecasting 
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WTVN  brochure  states. 
Being  an  integral  part  of  local 

affairs  makes  good  business,  too, 
Edward  Lamb  insists.  That  is  a 
part  of  the  Lamb  philosophy  many 
other  broadcasters  also  are  proving 
daily. 

Mr.  Lamb  established  WTOD  in 
Toledo  in  1946.  It  is  a  1  kw  day- time outlet  on  1560  kc.  Its  FM 
affiliate,  WTRT,  is  programmed 
independently  and  is  claimed  to  be 
operating  at  a  profit. 

It  was  FM  and  the  bright 
promises  made  for  the  new  medium 
that  brought  Mr.  Lamb  into  radio. 
He  subsequently  filed  for  FM  out- 

lets in  Springfield  and  Mansfield, 
Ohio,  both  of  which  were  granted 
in  early  1948.  The  permits  were 
dropped  later  that  year  because 
of  changed  industry  conditions. 
His  Unity  Corp.  also  had  requested 
FM  stations  in  Columbus  and  Lima, 
Ohio,  but  these  had  been  dropped 
earlier. 

His  appearance  in  the  Mansfield 
case  evoked  sharp  opposition  from 
a  competing  applicant,  the  Mans- 

field Journal,  as  well  as  eruptions 
from  Capitol  Hill  respecting  his 
past  "associations"  and  writings. But  FCC  Chairman  Wayne  Coy 
at  the  time  stated  an  investigation 
found  no  information  to  suppoi-t 
certain  of  the  charges. 
WTVN,  granted  in  early  1948, 

began  serving  the  Columbus  area 
Sept.  29,  1949.  It  is  assigned 
Channel  6   (82-88  mc). 
WICU,  on  Channel  12  (204-210 

mc),  was  approved  concurrently 
with  WTVN  and  started  serving 
Erie  March  9,  1949.  Mr.  Lamb 
acquired  the  Erie  Dispatch  in  1945. 

Born  in  Toledo 
Edward  Lamb  was  born  April  23, 

1902,  at  Toledo,  the  son  of  Clarence 
M.  and  Mary  Gross  Lamb.  He  in- 

herited the  independence  of  his 
father,  a  commercial  fisherman, 
to  such  an  extent  he  decided  he 
would  even  seek  his  career  in  an- 

other field. 
Young  Lamb  worked  his  way 

through  Toledo  high  school  and 
during  the  early  20s  Dartmouth, 
Harvard,  Yale  and  Western  Re- 

serve U.  He  received  his  LLB 
from  the  latter  in  1927. 

For  a  time  he  taught  economics 
at  Columbia  U.,  but  quit  to  "bum 
around  the  world"  until  offered  a 
"swell  job"  in  the  law  department of  the  City  of  Toledo. 

By  the  early  30s  Mr.  Lamb  had 
opened  his  own  law  office  and  soon 
claimed  to  have  the  largest  non- 
paying  practice  in  the  country.  He 
refused  to  accept  retainers  from 
any  source,  not  wishing  to  be  "tied 
down.*'  Because  he  enjoyed  them, he  took  a  lot  of  civil  liberty  cases 
for  racial  groups,  trade  unions  and others. 

His  fight  for  employes  of  the 
Mt.  Clemens  Pottery  Co.,  sup- 

ported by  the  Supreme  Court  in 
1946,  established  the  precedent  for 
labor's  claims  to  retroactive  portal- to-portal  pay  and  reportedly  insti- gated   some    $4   billion   in  union 

FIFTH  anniversary  celebrants  marking  CBS  Radio's  Grand  Slam  tenure  are (I  to  r)  John  J.  Karol,  CBS  vice  president  in  charge  of  Radio  Network  sales; 
Lee  Mack  Marshall,  advertising  manager.  Continental  Baking  Co.,  continual 
sponsor  of  program;  Irene  Beasley,  show's  star,  and  Raymond  K.  Stritzinger, chairman  of  board  and  president.  Continental. 

lawsuits  against  U.S.  industry. 
"It  was  a  lot  of  fun,"  Mr.  Lamb 

says,  "but  when  anyone  says  that 
it  was  secretly  financed  by  'sub- 

versives' that's  a  lot  of  hooey.  I paid  more  than  $10,000  of  hard 
earned  American  bucks  out  of  my 
own  pocket  for  that  case.  But  if 
it  did  some  good  for  the  American 
people,  the  time  and  effort  was 
well  worth  the  candle." 

His  law  practice  hasn't  been 
wholly  on  labor's  side  of  the  fence. 
He  has  represented  many  top  in- dustrial and  business  concerns  in 
other  cases. 

He  married  Prudence  Hutchin- 
son in  1931.  They  have  two  children, 

Priscilla  Prudence,  age  13,  and 
Edward  Hutchinson,  18.  The 
Lambs  keep  apartments  in  the 
cities  where  they  have  properties. 
Mr.  Lamb  insists  that  "if  they're 
well  run,  they're  closely  super- 

vised." Mr.  Lamb  owns  amusement  parks 
and  other  properties,  writes  news- 

paper columns  and  makes  a  lot 
of  speeches.  His  hobby,  above  all 
others,  is  skiing  and  he  will  talk 
for  hours  about  the  slopes  here 
and  abroad. 

Mr.  Lamb  is  a  member  of  "all the  legal,  newspaper  and  radio 
fraternities  and  organizations  in 
the  book,"  and  belongs  to  social and  civic  clubs  in  several  cities. 
He  is  a  founder  of  the  National 
Lawyers  Guild  and  was  executive 
vice  president  from  1939  to  1944. 

Frequently  making  news  broad- casts on  his  stations,  Mr.  Lamb 
sees  television  as  "electronic  jour- 

nalism," which  hasn't  even  scratch- ed the  surface  of  its  future  use- fulness. 

Taylor  Confirmed 
SENATE  last  week  confirmed  Tel- 

ford A.  Taylor,  a  former  FCC  Gen- 
eral Counsel,  as  Administrator  of 

the  Small  Defense  Plants  Adminis- 
tration [B  •  T,  Oct.  15].  Mr. 

Taylor  has  been  associated  with  the 
Joint  Committee  on  Educational 
Television,  where  he  served  as  gen- eral counsel. 

NARND  SETS  DATE 
To  Honor  Old  Timers 

'OLD  TIME'  radio-TV  newsmen 
will  be  honored  at  the  sixth  annual 
convention  of  the  National  Assn.  of 
Radio  News  Directors  Nov.  12-14 
at  Hotel  Sherman,  Chicago. 
NARND  President  Ben  Chatfield, 

WMAZ  Macon,  Ga.,  has  asked  sta- tions to  send  him  brief  biographies 
of  newsmen  who  have  been  in  the 
field  for  a  decade  or  longer.  The 
association  plans  to  present  certifi- cates of  service  to  those  newsmen 
who  have  been  in  news  work  the 
greatest  number  of  years. 

Winners  of  awards  will  be  an- 
nounced at  the  convention  and 

will  be  presented  trophies  and 
certificates.  Basket  Mosse,  radio 
division  chairman,  Medill  School 
of  Journalism,  Northwestern  U., 
Evanston,  111.,  said  he  was  pleased 
at  the  number  of  entries  this  year. 
Newsmen  and  station  managers 

planning  to  attend  the  convention 
are  urged  to  make  reservations 
immediately  through  Mrs.  Cathe- 

rine Lowery,  Hotel  Sherman. 

CHICAGO  RADIO  COUNCIL 
Adds  Seven  to  Staff 

SEVEN  staff  members  have  been 
added  to  the  Radio  Council  of  the 
Chicago  Board  of  Education  be- 

cause of  expanding  activities,  Di- 
rector George  Jennings  said  last 

week.  The  council  plans  more  work 
in  film  and  television. 
New  personnel  includes  Reginald 

King,  formerly  of  KFIO  Spokane, 
who  is  program  director.  Irwin 
Knehans  will  direct  film  and  tele- 

vision work.  Supervising  the  en- 
larged production  division  is  Wil- 

liam Bromfield,  who  has  worked  at 
CBS-TV  New  York.  Helen  Swan- 
son  has  been  added  to  the  music 
department.  Eleonor  Podrivacky 
has  charge  of  all  foreign-language 
programs  on  the  Council  station, WBEZ  (FM). 

New  writers  are  Jack  Piller  and 
Milton  Cohen.  Latter  has  written 
freelance  radio  and  TV  scripts. 
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COPYRIGHT  BILL 
Would  Broaden  Law's  Scope A  HOUSE  committee  is  in  favor  of 

broadening  the  copyright  law  to 
protect  recording  rights  of  authors 
of  non-dramatic  literary  works  [B 
•  T,  May  21,  14]. 

A  bill  (HR  3589)  which  would  do 
just  that  was  approved  last  week 
by  the  House  Judiciary  Committee 
and  sent  to  the  House  where  it  was 
placed  on  the  consent  calendar. 
This  means  the  bill  could  come  up 
at  any  time  and  be  passed  without 
vote  if  there  is  no  objection. 

The  law  already  affords  rights  to 
authors  of  dramatic  works.  How- 

ever, it  does  not  give  the  same 
number  of  rights  for  all  classes  of 
copyright  material  although  it  lists 
various  kinds  of  material  which 
can  be  copyrighted  and  assigns 
certain  rights  to  each. 

Effect  of  Revision 
Change  in  language  favored  by 

the  House  committee  would  give 
rights  to  non-dramatic  material 
corresponding  to  those  given  to 
music — that  is,  for  performance 
"for  profit."  In  addition,  recording rights  are  extended. 

Originally,  the  committee  had 
difficulty  in  deciding  whether  to 
accord  the  same  recording  rights 
for  sermons  or  lectures  that  liter- 

ary works  have.  It  solved  this  by 
extending  public  performance 
rights  with  a  "for  profit"  limita- 

SMILES  are  reflected  all  around  as  the  Sales  Promotion  Committee  of  the 
California  Broadcasters  Assn.  pose  with  Randy  Allen,  Hollywood  model,  at 
an  SCBA  salesmen's  rally  at  Hollywood  Roosevelt  Hotel.  They  are  (I  to  r): Calvin  J.  Smith,  president,  KFAC;  Tom  Frandsen,  sales  manager,  KMPC; 
Miss  Alkin;  Stanley  Spero,  account  executive,  KFAC;  Sydney  Gaynor,  commer- 

cial manager,  KFWB,  all  Los  Angeles.  RIAGAM  on  badges  worn  by  com- 
mitteemen stands  for  Radio  Is  America's  Greatest  Advertising  Medium. 

tion.  No  recording  rights  were  ex- tended. 
It  also  voted  to  extend  recording 

rights  to  dramatic  works,  to  clear 
up  that  section  of  the  law,  which 
gave  public  performance  rights 
without  a  "for  profit"  limitation. When  hearings  were  held  on  the 
bill  last  May,  NARTB,  which  ap- 

peared in  opposition,  expressed 
fear  the  suggested  change  in  the 
law  might  create  a  new-type  "li- 

censing society"  made  up  of  au- 

//  You  Want  Me  To  Hear  Your  Sales 

Story— Put  It  On 

WREN 
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thors  and  publishers,  which  could 
attempt  to  negotiate  with  each 
station  in  the  country  for  poetic 
"license"  in  setting  a  fee. 

A  committee  staff  member,  who 
aided  in  writing  the  committee's report,  said  the  objection  was  aca- demic as  there  is  no  evidence  such 
a  society  would  be  created. 
Another  objection  voiced  by 

broadcasters  was  the  $250  mini- 
mum penalty  involved.  Spokesmen 

requested  that  the  penalty  be  re- duced to  a  nominal  fee.  However, 
the  committee  upheld  the  penalty  in 
the  bill,  saying :  "It  is  believed  that the  subject  of  damages  which  af- 

fects many  of  the  other  provisions 
of  the  copyright  law  requires  spe- 

cial study  as  a  separate  problem  or 
in  relation  to  a  complete  revision 
of  that  law." In  its  report,  the  committee 
pointed  to  testimony  by  Vince  Wa- 
silewski,  NARTB  attorney,  in 
which  he  said:  ".  .  .  in  principle  it is  difficult  to  disagree  with  the 
proposition  that  an  author  should 
be  compensated  for  the  planned 
commercial  use  that  a  broadcasting 
station  makes  of  his  work." 

SCBA  'Whingding' ADVERTISING  agency  executives, 
for  the  first  time,  will  participate 
in  the  annual  stage  "Whingding" of  the  Southern  California  Broad- 

casters Assn.  when  held  at  Oak- 
mont  Country  Club  in  Glendale 
next  Monday  (Oct.  29).  Golf 
tournament  and  banquet  in  past 
years  have  been  "closed  shop"  for network  and  station  men,  station 
representatives  and  trade  press. 
J.  Frank  Burke  Jr.,  president  and 
general  manager  of  KFVD  Los 
Angeles,  is  general  chairman. 

NEW  MONTHLY  publication,  The 
Capitol-izer  is  being  sent  by  Capitol 
Records  Inc.  to  its  library  subscribers. 
Four-page  booklet  includes  sales  stor- ies of  subscriber  stations,  news  of 
artists,  new  releases  and  production aids. 

Strictly  Business 
(Continued  from  page  1U) 

years  later,  after  six  weeks  of  su- 
pervising business  in  Walker's  New York  office,  she  joined  the  John  E. 

Pearson  Co. 
Miss  Fisher  has  the  blue  ribbon 

for  being  Pearson's  oldest  employee in  time  of  service.  Her  territory 
includes  Detroit,  Cleveland  and  all 
of  Indiana. 

A  member  of  the  Chicago  Televi- 
sion Council  and  former  secre- 
tary of  the  Radio  Management 

Club,  Miss  Fisher  lives  on  the  near 
north  side  with  her  son  by  an 
earlier  marriage,  Roger  Douglas, 
13.  Rog,  an  eighth  grader,  dis- 

plays a  glimmering  of  enthu- siasm for  drama  but  is  more  pas- 
sionate about  model  railroading. 

A  veteran  sailor  ("all  I  really 
do  is  sit"),  Miss  Fisher  has  been on  summer  sailing  trips  with 
friends  for  the  past  three  years. 
This  year,  minus  the  necessary 
wind,  she  spent  most  of  her  two 
weeks  sitting  aboard  the  Cara  Mia 
yawl  outside  Green  Bay,  Wis.  The 
boat  won  the  Mackinac  regatta 
four  times,  three  times  consecu- 

tively— "but  the  wind  cooperated 

a  lot  more." 
W.  W.  CARRUTHERS 

Don  Lee  Executive  Dies 
FUNERAL  services  for  Walter  W. 
Carruthers  Jr.,  38,  vice  president 
in  charge  of  engineering,  Don  Lee Broadcas  ting 

System,  Holly- wood, were  held Oct.  17  from  the 
Church  of  the Recessional, 
Forest  Lawn Memorial  Park, 
Glendale  Calif. 
Mr.  Carruthers 
died  Oct.  15  at 
Good  Samaritan 
Hospital,  Los 

Angeles,  after  a  short  illness. 
Mr.  Carruthers  joined  Don  Lee 

in  1938  as  a  program  technician. In  1942  he  left  to  become  project 
supervisor  for  the  U.  of  Cali- fornia Division  of  War  Research, 
returning  to  Don  Lee  three  years 
later  as  Director  of  Research.  In 
1949  he  was  appointed  chief  en- 

gineer in  charge  of  all  radio activities  for  the  network. 
He  leaves  his  widow  Dorothy, 

and  one  son,  Walter,  III.  A  broth- 
er, John,  is  building  maintenance 

superintendent  for  Don  Lee. 

Mr.  Carruthers 

Currie  W.  Haines 
FUNERAL  services  for  Currie  W. 
Haines,  47,  art  director,  McCarty 
Co.,  Los  Angeles  advertising  agen- 

cy and  commercial  artist  who  died at  his  home  in  Pasadena  Oct.  12, 
were  held  Oct.  15  in  Pasadena.  Mr. 
Haines  had  been  with  the  agency 
since  1926.  Besides  his  widow, 
Marian,  he  leaves  two  sons,  Currie 
W.  Jr.  and  William  P. 
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WSPD  SHIFTS 
Four  Promotions  Announced 

FOUR  promotions  were  announced 
last  week  by  Allen  Haid,  newly- 
named  operating  vice  president  of 
WSPD-AM-TV  Toledo,  Ohio  [B  • 
T,  Oct.  8]. 

Bob  Evans,  former  sports  direc- 
tor  and   production   manager  of 

WSPD,  has  been  named  program 
director   for  the 
combined  opera- /  tions. 

I  M  Evans,  a 
"»  graduate  of  Ohio State  U.,  brings 

to  his  new  posi- tion more  than  15 
years  of  broad- 

casting experi- ence. 
Other  new  pro- motions include 

those  of  Laura  Jeffries,  traffic 
manager  who  assumes  additional 
duties  of  office  personnel  manager; 

,  Lester  Dana,  who  becomes  assis- 
tant program  director  and  produc- 
tion manager,  and  Richard  H. 

Gourley,  who  will  head  the  re- 
organized promotion  department 

as  promotion  manager. 
Wes  Shannon  will  continue  as 

sales  manager  of  WSPD-AM-TV 
and  William  Stringfellow  will  con- 

tinue as  chief  engineer  of  the  com- 
bined operations. 

Mr.  Evans 

CANCELLATION  SUIT 
Ex-Operator  of  KBLF  Wins 

SUIT  for  $938.72,  filed  by  Press 
Assn.  Inc.  against  Dr.  R.  G.  Frey, 
formerly  licensed  to  operate  KBLF 
Red  Bluff,  Calif.,  ended  in  the 
doctor's  favor  last  week  when  a 
California  judge  ruled  that  the 
physician  had  a  right  to  cancel  the 
agreement  with  the  association  to 
furnish  news  to  the  station. 

The  association's  suit  was  based 
on  an  agreement  of  July  1947.  Dr. 
Frey  contended  he  terminated  the 
agreement  in  January  1949  by 
notifying  the  association  to  that 
effect.  The  case  hinged  on  inter- 

pretation of  certain  letters. 

Surrick  Elected 

JOHN  E.  SURRICK,  vice  presi- 
dent and  general  manager  of 

WFBR  Baltimore,  has  been  elected 
president  of  the 
Chesapeake  Bay 
Fishing  Fair 
Assn.  Mr.  Sur- 

rick has  been 
serving  as  second 
vice  president  of 
the  association. 
The  Fishing 
Fair,  attended  by 
anglers  from 
throughout  the 
United  States, 

will  be  held  next  year  at  Tilgh- 
mans  Island,  Md.  WFBR  covers 
the  event  with  studio  and  remote 
broadcasts. 

Mr.  Surrick 

air-casters 

HARRY  J.  MUNRO  appointed  public 
relations  manager  CKY  Winnipeg. 
CHARLES  H.  UNDERWOOD,  program 
director  WMBS  Uniontown,  Pa., father  of  boy. 

HANK  STOHL,  producer-announc- er   WLWD    (TV)    Dayton,  to 
WSAZ-TV  Huntington,  W.  Va., 

in  same  capacity. 
FRANK   GALEN,  writer-producer-di- rector   CBS    Radio    and  Television, 
named  head  writer  of  CBS  Television 
Alan  Young1  Show.  He  replaces  PAUL 
HENNING,   resigned   to   devote  full- time  to  CBS  Television  George  Burns 
and  Grade  Allen  Show. 
LESLIE  A.  HARRIS,  recording  divi- 

sion   and   sales    service  department, 
NBC  Radio,  to  ABC,  as  presentation 
writer  in  radio  sales  development. 
W.    W.    DIEHL,    manager  Hamilton 
Wright   Publicity    Office,    San  Juan, 
P.  R.,  to  MBS,  as  feature  editor  of 
press  information  staff. 
ELLIOTT     McCAULEY,     chief  an- nouncer WBRD  Fort  Lauderdale,  Fla., 
appointed  program  director. 
SIDNEY  NADLER,  film  editor  WOR- TV   New   York,   appointed  assistant film  director  WXEL  Cleveland. 
RENEE  MICKLIN  named  assistant  in 
program   department   KFAB  Omaha. 
CAROL  JEAN  FROST  to  continuity 
department.  She  suceeds  OLIVE  PER- 
CIVAL,  resigned  to  be  married. 
ROBERT  A.  HIBBERT  Jr.  appointed 
program    director    WVCH,  Chester, Pa. 
DAVE  YELLIN,  producer  of  The 
Cliche  Club,  to  NBC-TV,  as  studio 
supervisor. 
BOB  BARBER,  program  director  and 
announcer  WCUM  Cumberland,  Md., 
appointed  staff  announcer  WMAR-TV Baltimore. 
LARRY  BERNS,  producer-director 
CBS  Radio,  Hollywood,  takes  on  addi- 

tional duties  as  network's  West  Coast talent  scout  for  both  radio  and  TV. 
CHUCK  PHILLIPS,  WONW  Defiance, 
Ohio,  and  REX  RUCKER,  WIBA 
Madison,  Wis.,  appointed  to  announc- ing staff  WMAW  Milwaukee. 
MARY  AGNES  HATAGAN  to  WKBN 
Youngstown,  Ohio,  as  women's  com- mentator. She  will  handle  Just  For 
You  program  under  the  name  of  Elaine Carroll. 
BOB  KING,  disc  jockey  WSID  Balti- more, to  WCAV  Norfolk,  in  same 
capacity. 
ROBERT  MURMUR,  WESX  Salem, 
Mass.,  appointed  to  announcing  staff WCCM  Lawrence,  Mass. 
MARY  J.  THOMPKINS  named  assist- 

ant to  KATHLEEN  CROUCH,  tran- 
scription librarian  WHAM  Rochester, N.  Y. 

ISABEL  SHAFFER,  musical  director 
WSJS  Winston  Salem,  N.  C,  enter- 

tained as  organist  at  luncheon  for President  Truman  on  his  recent  visit to  city. 
JIM  HAWTHORNE,  comedian-disc 
jockey,  starts  five  weekly  15  minute 
Hawthorne's  Mailbag  on  KNX  Holly- wood. 
MILTON  CHARLES,  organist  on  CBS 
Radio  Dr.  Christian  Show,  signed  for 
similar  duties  on  NBC  Roy  Rogers 
Show. 

NORMA  SHEALY,  receptionist  WIS Columbia,     S.  C, 
._,  „„  ,   selected  "Miss 

Southern  Belle" for  South  Carolina. 
She  will  compete I  with  15  other 
southern  beauties in  Atlanta  for  the "Miss  Southern 
Belle"  title.  Win- ner will  receive 
Hollywood  con- tract and  tour  of 

Miss  Shealy  United  States  and Europe. 

LEONARD  CARL  appointed  to  an- nouncing staff  KMA  Shenandoah, 
Iowa.  He  has  just  been  discharged 
from  Army  after  serving  as  chief  of Information  and  Education  section 
for  Japan-based  Army  groups. 
JIM  SIMPSON  appointed  to  announc- 

ing staff  WESC  Greenville,  S.  C,  re- placing HUB  TERRY,  resigned. 
IRENE  BEASLEY,  hostess  of  Grand 
Slam  on  CBS  Radio,  named  honorary 
chairman  for  radio  for  National  Bible 
Week,  Oct.  15-21. MARTY  PINSKER  to  program  and 
production  department  WFIL  Phila- delphia. 
BILL  BRABSON  and  ED  WOLPERT 
named  to  announcing  staff  WFPG Atlantic  City,  N.  J. 

NICK  BASSO,  staff  announcer  WSAZ 
Huntington,  W.  Va.,  appointed  news 
director  WSAZ-AM-TV. 
FRANCIS  (Pete)  TULLY  Jr.  broad- casting 15-minute  news  commentary 
over  Maine  Broadcasting  System.  Mr. 
Tully  was  Washington  correspondent 
for  Yankee  network. 
BOB  BARAGER  appointed  news  edi- tor WRNY  Rochester,  N.  Y. 
BAYLISS  (Jim)  CORBETT,  news  edi- tor WFDF  Flint,  Mich.,  appointed 
news  editor  WFIN-AM-FM  Findlay, 
Ohio. 
GUY  DOBY  to  news  staff  KMA  Shen- 

andoah, Iowa.  He  was  with  WOC Davenport. 
HARRY  L.  COHOON  Jr.,  announcing 
staff  WHIM  Providence,  appointed 
news  editor  WORC  Worcester,  Mass. 
RAYMOND  LAWS,  announcing  staff 
WHAM  Rochester,  N.  Y.,  transfers  to 
news  department. 
KEN  KANTOR,  NBC  war  correspond- 

ent in  Korea  and  Japan,  and  MAURIE 
SAVAGE,  San  Diego  newsman,  to  NBC 
Hollywood,  as  press  representatives. 
NANCY  MILLER,  news  bureau  CBS 
Radio,  Hollywood,  and  Don  Sherman, married  Oct.  20. 

"till  forbid.. 
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Seventy  percent  of  WLAV  advertisers  remain  on  WLAV — so 
long  that  we'll  wager  they've  forgotten  the  date  of  signing. 
We're  listing  a  few  here  because  they  deserve  our  national 
thanks.  And,  too,  they're  the  truest  testimonial  to  the  power of  radio  and  of  WLAV  to  deliver  more  listeners  and  more  sales 
for  each  dollar  invested.  More  than  incidentally,  it's  a  list on  which  you  belong.    And  soon. 

11  YEARS 

Boston  Store  '■■ Mich.  Gas  Co.  • Holsum  Bread 10  YEARS 
Bennett  Fuel 
Burkholder  Chevrolet 
Fox  Jewelers Herrud  Packing Wurzburg 

9  YEARS 
Economy  Shoes 
Fox  Brewing  Co. 
Sears  Roebuck Texas  Company 

8  YEARS 
Central  Reformed  Church 
Children's  Bible  Hour 
General  Mills Goebel  Brewing Hickok  Oil  Company 

6  YEARS Baxter  Laundry 
Chase  &  Sanborn 
Cody  Cafeteria Elston  Storage 
Frost  Pack Jergens Philco 
Swift  &  Co. 

A  C  Spark  Plugs 

Atlas  Brewing  ' Galewood  Outfitting 
Griffin  Shoe  Polish 
Lever  Brothers 
P.  Lorillard 
Republic  Distributing 

but  never  forbid 

WLAV 

Grand  Rapids,  Mich. 
AM-FM  e  ABC  for 

Michigan's  Second  Market 
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CELEBRATING  affiliation  of  NBC  and  WDSU  New  Orleans  was  network 
show.  Way  Down  Yonder.  On  hand  are  (I  to  r)  Robert  D.  Swezey,  WDSU 
gen.  mgr.;  Ben  Grauer,  guest  m.c.  for  show;  H.  W.  Slavick,  gen.  mgr.,  WMC 
Memphis;  Paul  Hancock,  NBC  sta.  rel.  dir.,  and  Louis  Read,  WDSU  coml.  mgr. 

WHEN  General  Electric  assumed  spon- 
sorship of  CBS  Radio's  Football Roundup  series.  Sports  Director  Red 

Barber  (I),  host  on  program,  had  as 
special  guest  William  Sahloff,  gen. 

mgr.   of  G-E   Receiver  Dept. 

TALKING  over  the  return  of  NBC's 
Halls  of  Ivy  and  debut  of  CBS-TV's Playhouse  of  Stars;  both  sponsored  by 
Schlitz  Brewing,  are  (I  to  r)  Sigurd  S. 
Larmon,  Y&R  president;  Mrs.  Lar- 
mon;  Ronald  Coleman,  star  of  pro- 

gram. Behind  Mrs.  Larmon  is  Ted 
Rosenak,  Schlitz  adv.  &  merchandis- 

ing mgr. 

JON  ARTHUR  (I),  star  of  No  School 
Today,  ABC  co-op  show,  shakes  hand of  Henry  Sloman,  v.  p.  of  Blossom 
Dairy,  Charleston,  W.  Va.,  show  spon- sor on  WKNA  Charleston.  John  Wad- 
dell,  head  of  radio-TV  for  G.  P. Gundlach  Co.,  counselor  to  dairy, looks  on. 

REVIEWING  his  orders  with  Capt. 
B.  A.  Flaft,  Military  Air  Transport 
Service,  Long  Beach,  Calif.,  is  Ralph 
Story  of  Columbia  Pacific's  Top  of the  Morning  radio  series,  just  prior  to 
four-week  tour  of  Europe,  Near  East 
and  African  Army  bases.  Mr.  Story 
will  tape-record  interviews  with  Cali- fornians  overseas. 

TELLING  Dr.  Ross  Dog  &  Cat  Food  dealers  via  closed  circuit  about  ad  cam- 
paign on  the  sponsor's  new  Columbia  Pacific  Theater  of  Famous  Radio  Players are  (I  to  r)  Edwin  W.  Buckalew,  gen.  sis.  mgr.,  Columbia  Pacific;  D.  B. 

Lewis,  president,  Lewis  Food  Co.,  maker  of  Dr.  Ross  Foods,  and  Mike  May, 
sis.  mgr.,  Lewis  Food  Co. 

:  -  '  ■■  ■• i 

PROMOTION  SONG 
Issued  by  RCA  Thesaurus 

RCA  THESAURUS  library  serv- 
ice has  joined  the  nationwide 

radio  promotion  drive  by  issuing 
to  station  subscribers  two  special 
recordings  of  the  transcribed  song, 
"Wherever  You  Go,  There's  Ra- 

dio"—having  borrowed  its  title 
from  a  slogan  coined  by  the  United 
Detroit  Radio  Committee — ac- 

cording to  A.  B.  Sambrook,  man- ager of  RCA  Recorded  Program 
Services  sales. 

Claiming  to  be  the  first  trans- 
cription library  to  record  and  dis- tribute the  tune  to  radio  stations, 

the  Thesaurus  is  "helping  to  put its  subscriber  stations  actively  into 
the  industry-wide  promotion  ef- fort, Mr.  Sambrook  stated,  adding 
that  "both  versions  are  set  up  in 
different  time-lengths  so  as  to  af- 

ford stations  versatility  of  use." As  an  added  boost,  Thesaurus  is 
sending  an  accompanying  letter  to 
subscribers  suggesting  they  use 
the  promotion  jingles  for  station 
breaks,  disc  jockey  programs,  ra- 

dio exploitation  program  signa- tures, opening  and  closing  program 
themes,  and  to  begin  and  end  the broadcast  day. 

WPAZ  STARTS 
Pottstown  Daytimer  on  Air 

WPAZ  Pottstown,  Pa.,  1370  kc 
with  1  kw  daytime,  went  on  the 
air  Oct.  1,  it  was  announced  last 
week  by  Pottstown  Broadcasting 
Co.,  licensee.  Herbert  Scott  is  gen- 

eral manager  of  the  station,  located 
at  247  High  St.,  Pottstown.  Na- tional representative  is  William  G. 
Rambeau,  New  York. 

Other  officers  include  Ralph  Mel- 
lon, chief  engineer;  Clifford  M. 

Chafey,  sales  manager;  Bud  Bentz 
and  Lou  Douglas,  disc  jockeys; 
Charles  King,  sports  director;  Sid- 

ney Omarr,  news  editor;  Jean 
Coleen,  news  reporter;  Faye  Scott, 
bookkeeper;  Martha  King,  copy 
writer;  Fred  Mills  and  William 
Smith,  engineers. 

Seattle  Civic  Group 
SIX  Seattle  radio  executives  have 
been  appointed  to  the  civic  com- mittee which  will  plan  and  direct 
the  Puget  Sound  city's  year-long centennial  observance.  Those  ap- 

pointed include  Mrs.  Scott  Bullitt, 
owner  of  King  Broadcasting  Co.; 
0.  W.  Fisher,  president-general manager  of  KOMO;  Saul  Haas, 
KIRO  president;  J.  Archie  Morton, 
KJR  general  manager;  Henry  B. 
Owen,  executive  vice  president  of 
KING,  and  Loren  B.  Stone,  KIRO 
general  manager.  Also  named  to 
the  committee  were  William  H. 
Horsley,  Pacific  National  Adver- tising Agency;  Harry  Pearson,  of 
Pearson,  Morgan  and  Pascoe,  and 
Howard  J.  Ryan,  of  How  Ryan  & 
Son.  Seattle's  centennial  celebra- tion will  open  Nov.  13  with  a  visit 
to  the  city  by  General  Douglas MacArthur. 

CREDIT  CONTROLS 
Rep.  Tackett  Hits  FRB 

IN  A  blistering  attack  on  the  Fed- eral Reserve  Board,  Rep.  Boyd 
Tackett  (D-Ark.)  last  week 
branded  Regulation  W  as  "one  of the  most  vicious,  useless,  repulsive 
and  immoral  laws  ever  passed  in 
the  annals  of  a-  constitutional  de- 

mocracy." 
The  Arkansas  Democrat  charged 

that  the  FRB  is  "faking  statistics" to  establish  the  need  for  federal 
control  over  installment  purchases 
of  radio-TV  receivers  and  other 
household  appliances.  His  state- ment was  inserted  in  the  Oct.  16 
Congressional  Record. 

Specifically,  he  questioned  figures 
published  by  the  Board  claiming 
that  consumers  owe  $3  billion  on 
household  appliances  (including  ra- 

dio-TV sets)  and  an  overall  total 
of  $19  billion  for  all  goods.  Ac- 

tually, he  argued,  the  total  public 
debt  is  closer  to  $7  billion.  The 
board's  economists,  he  asserted, 
"want  you  to  get  the  impression 
that  every  Tom,  Dick  and  Harry 
in  the  country  is  buying  three  tele- 

visions, four  radios  and  more  furni- 
ture than  he  can  possibly  use." He  labeled  the  $19  billion  figure  as 

"phony"  and  a  "sly  attempt"  to  lay 
the  groundwork  for  permanent  con- sumer controls. 

"The  Federal  Reserve  Board  has 
built  up  such  a  great  name  for 
honesty  that  Washington  corre- 

spondents and  radio  commentators 
run  off  with  the  board's  press  re- 

leases without  even  checking  them," 
he  declared.  Meanwhile,  "the  Key- stone cops  of  the  board  are  falling 
all  over-  each  other  in  their  silly 
efforts  to  browbeat  the  little  fel- 

low." 

Moreover,  he  continued,  Congress 
passed  a  law  to  regulate  retailers 
and  buyers  "when  they  were  al- 

ready doing  more  than  the  regula- 
tion required  anyway." 

Credit  restrictions  on  radio-TV 
set  appliances  were  eased  earlier 
this  year  by  amendment  to  Regula- 

tion W.  New  terms  provide  for  a 
15%  down  payment  with  the  bal- ance payable  within  18  months, 
compared  to  former  provisions  call- 

ing for  25%  down  and  15  months 
maturity.  The  board  later  an- nounced it  will  crack  down  on 
dealers  who  offer  "fictitious"  trade- in  allowances  on  appliances  [B  • 
T,  Sept.  17,  10]. 

Name  Brands  Promotion 
BRAND  Names  Foundation  Inc., 
New  York,  has  published  a  bro- chure of  35  spot  announcements 
and  several  vignettes  all  aimed  at 
telling  why  it  is  to  the  consumer's advantage  to  buy  brand  name  mer- chandise. This  latest  publication 
is  the  seventh  in  a  continuing  series 
on  spot  announcements  "designed to  help  radio  stations  remind  their listeners  how  the  brand  names 
system  contributes  to  -America's 
better  living." 
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Recruiting  Funds 
(Continued  from  page  28) 

slated  to  commence  Oct.  13  for  the 
duration  of  the  season  on  285  net- 

work stations  at  an  estimated 
$117,000.  A  third  program — not 
yet  on  the  air  but  earmarked  for 
December — was  to  have  featured 
Sportscaster  Bill  Stern  on  NBC  for 
$254,000. 

These  three  programs  actually 
were  committed  out  of  funds  for 
fiscal  1950-51.    Defense  spokesmen 

,   said  they  had  studied  the  Senate 
!   rider  and  concluded  that  cancella- 

tion of  the  programs  conforms  with 
>the  spirit  if  not  the  literal  content 
of  the  amendment  on  paid  shows. 

The  dilemma  of  the  military  on 
this  and  other  media  advertising 
was  summed  up  by  Lt.  Col.  William 
Berkeley,  chief  of  the  Publicity 
Branch,  Military  Personnel  Pro- 

curement Service,  Adjutant  Gen- 
j   eral's  Office. I    "We  are  uncertain  about  our  fu- 
I  ture  advertising  plans  and  even public  service  shows.  The  Defense 

Dept.  has  launched  a  study  to  deter- 
mine the  different  methods  of  re- 

cruiting used  by  the  Army,  Air 
Force,  Navy  and  Marines,"  he  ex- plained. 
"As  you  know,  the  Navy,  for 

instance,  doesn't  buy  time  or  space for  recruiting.  These  techniques 
are  different  from  those  used  by 

I  the  Army  and  Air  Force.  When 
I  the  study  is  completed,  we  will 
have  a  basis  for  unified  action  for 
evaluating  our  future  plans." 

Col.  Berkeley  noted  that  Sen. 
Joseph  O'Mahoney  (D  -  Wyo.), 

]  prime  mover  behind  the  funds  cut, 
had  attacked  paid  advertising  in 
particular  and  had  questioned  the 
wisdom  of  the  Air  Force  and  Army 
buying  time  when  the  Navy  got 
hundreds  of  thousands  of  dollars 
on  the  air  free. 

Radio-TV  Cited 
"Naturally,  we  are  sorry  to  lose 

the  benefit  of  these  funds  for  pro- 
grams and  spot  announcements," Col.  Berkeley  told  Broadcasting  • 

Telecasting.  "We  have  figured that  the  radio-TV  industry  has 
contributed  as  much  as  $14  million 
in  free  time  in  any  one  year.  We've 
been  very  appreciative  of  their  ef- 
forts." 

The  publicity  chief  also  disclosed 
that  Mrs.  Anna  Rosenberg,  assist- 

ant Secretary  of  Defense  (on  man- 
power), had  conferred  with  Sen. 

O'Mahoney  on  the  issue  of  public !  service   shows,   viz.,   whether  the 
i  amendment  constitutes  a  flat  pro- 
j  hibition  against  these  campaigns. 
J  In  the  light  of  the  Senator's  com- 
Iments,  Col.  Berkeley  felt,  they probably  would  not  be  affected. 

Col.  Berkeley  also  noted  that  the 
funds  committed  to  these  network 
radio  programs,  and  others  (The 
Big  Inning  on  MBS,  estimated  at 
50,000,  which  ended  this  week; 
Roller  Derby,  on  ABC  last  year, 
and  Madison  Square  Garden  sports 
events),  brought  total  radio  out- 

lays to  approximately  $901,000. 
The  public  service  aspect  is  of 

more  significance  to  broadcasters 
than  was  at  first  presumed.  Col. 
Berkeley  said  the  Defense  Dept. 
had  revised  its  earlier  budget  esti- 

mates this  summer,  scrapping  plans 
for  a  paid  $735,000  spot  campaign 
scheduled  for  next  spring.  This 
was  done,  he  added,  because  of  the 
$900,000-plus  expenditure  for  radio 
programs  out  of  1950-51  funds. 

If  public  service  drives  are  per- mitted to  continue  unmolested 
without  touching  on  paid  monies, 
broadcasters  presumably  will  be 
asked  to  donate  time  for  this  cam- 

paign at  least  equivalent  to  the 
$735,000  sum. 

The  latest  breakdown,  furnished 
by  Col.  Berkeley,  allots  $45,000  for 
TV  production  and  no  funds  for 
radio  itself.  The  breakdown  adds 
up  to  $2.1  million  for  advertising, 
the  figure  originally  requested  in 
the  budget,  plus  another  $1  million 
to  be  expended  at  the  local  Air 
Force  and  Army  office  levels. 

Newspaper  Allotments 
While  the  breakdown  is  now  in- 

operative because  of  the  action  of 
the  conferees'  committee  on  S  5054 
the  allotments  are  revealed  as  fol- 
lows: 
Newspaper  supplements,  $257,- 

000;  TV  production,  $45,000;  maga- 
zines, $1,110,190;  preparation  of 

materials,  $174,618;  recruiting  pub- 
licity, $15,000;  films  and  training 

aids,  $75,000;  research,  $10,000; 
reserve  for  "unanticipated  costs," 
$277,982. The  maneuver  to  cut  advertising 
funds  for  recruiting  was  viewed 
with  concern  by  NARTB,  Grant 
Advertising,  the  U.  S.  Chamber  of 
Commerce  and  newspaper  and 
magazine  associations  [B  •  T,  Oct. 
15,  8].  By  an  ironic  twist,  printed 
media  probably  will  view  the  ban 
with  greater  alarm  than  broad- casters because  of  its  traditional 
prohibition  against  free  advertising 
space.  Radio-TV,  on  the  other 
hand,  had  always  justified  its  share 
because  of  the  industry's  muni- ficence in  doling  out  free  time. 

In  appreciation  of  this  gesture, 
the  Defense  Dept.  in  its  original 
budget  extended  a  40  %  share  to 
broadcast  media,  compared  to  25 c7 
for  newspapers  and  20^  for  maga- zines. In  the  revised  estimates, 
authorities  noted,  the  $901,000 
compared  favorably  with  the  $1 
million-plus  allotted  newspapers. 
A  similar  proviso  against  sav- 

ings bond  advertising  in  all  media 
had  been  written  into  an  omnibus 
military  expenditures  bill  (HR 
5215)  by  the  Senate  Appropria- tions Committee. 
The  Senate  rejected  the  rider 

in  principle  on  the  floor  after  stern 
opposition  from  Sen.  Styles  Bridges 
(R-N.  H.),  but  agreed  to  recon- sider it  in  conference  committee. 
Technically,  the  upper  chamber 
adopted  only  that  portion  of  the 
Bridges  amendment  calling  for  a 
fund  reduction  from  SI  million  to 
$500,000,  and  rejected  the  ban 
against  radio,  TV  and  other  ad- 

vertising by  refusing  to  accept  the 
committee  proposal  in  toto. 

Floor  proceedings   on  the  now 

celebrated  case  of  the  "modified 
amendment  to  an  amendment"  were so  involved  that  neither  Sen. 
Bridges  nor  the  Appropriations 
Committee  were  certain  whether 
the  Senate  had,  in  fact,  approved 
the  entire  Bridges  proposal. 

It  was  revealed  that  radio  and 
its  advertisers  had  contributed  over 
50%  of  all  free  measurable  adver- 

tising to  savings  bond  drives  over 
many  of  the  past  11  years. 

Conferees  met  last  Wednesday  to 
study  differences  between  the  lower 
and  upper  house  versions,  but 
reached  no  decision  on  that  phase of  the  bill. 

Comprising  the  conference  com- mittee are  Sens.  Kenneth  McKellar 
(D-Tenn.),  Carl  Hayden  (D- 
Ariz.),  Richard  B.  Russell  (D-Ga.), 
Pat  McCarran  (D-Nev.),  Joseph 
O'Mahoney  (D-Wyo.),  Styles 
Bridges  (R-N.  H.) ,  Homer  Fer- 

guson (R-Mich.),  Kenneth  Wherry 
(R-Neb.)  and  Guy  Cordon  (It- 
Ore.).  Selected  from  the  House 
were  Reps.  Clarence  Cannon  (D- 
Mo.),  Albert  Thomas  (D-Texas), 
Jamie  Whitten  (D-Miss.),  John 
Taber  (R-N.  Y.)  and  Glenn  Davis (R-Wis.). 

WGAF  to  Join  ABC 
WGAF  Valdosta,  Ga.,  will  join  the 
ABC  radio  network,  effective  Nov. 
1,  to  bring  total  affiliates  to  297 
stations.  A  5  kw,  fulltime  station, 
WGAF  operates  on  910  kc  and  is 
owned  by  the  Valdosta  Broadcast- 

ing Co.  George  B.  Cook  is  man- 

ager. 

LIFE  INSURANCE 
AAAA  Offers  Members  Plan 

GROUP  Life  Insurance  Plan,  open 
to  employes  of  its  225  member 
companies,  has  been  put  into  effect 
by  the  American  Assn.  of  Adver- tising Agencies. 

Reportedly  the  first  nation-wide 
plan  of  its  kind  in  the  agency  busi- 

ness and  one  of  the  few  in  the  ad- 
vertising industry,  the  plan  pro- 

vides life  insurance  for  all  full-time 
employes  in  amounts  prorated  to 
the  individual's  earnings  up  to  a 
S10,000  maximum.  Accidental  death 
and  dismemberment  coverage  is 
included.  At  least  23  member  agen- 

cies had  subscribed  to  the  plan 
before  it  was  put  in  operation  on 
Sept.  23,  although  subscription  is 
not  open  to  those  with  main  offices 
in  Texas  or  Ohio,  where  state  in- surance laws  prohibit  joining. 

Plan  allows  for  membership  by 
agencies  with  too  few  employes  to 
have  their  own  group  insurance,  it 
was  pointed  out,  and  provides  for 
favorable  subscription  rates  due  to 
group  participation.  Trustees  are J.  Lewis  Ames  of  Ruthrauff 
&  Ryan,  and  John  L.  Anderson  of McCann-Erickson.  Insurance  will 
be  carried  by  the  Prudential  Co. 
KTTV  (TV)  Los  Angeles  commended 
by  Television  Committee  of  Los  An- 

geles 10th  District  California  Con- gress of  Parents  and  Teachers  for  its successful  efforts  in  trying  to  have 
televised  the  hearings  of  the  House Un-American  Activities  in  city. 

f/nnij  SELLS  MORE 
IlDUIl  MERCHANDISE 

to  determine  the  relative  effectiveness  of  equally  budgeted  ra 
paper  advertising.    After  interviewing  those  people  who  had 

the  Advertising  Research  Bureau,  Inc., 
recently  posed  questions  to  shoppers  in 
a  department  of  Nebraska  Clothing 
Company,  exclusive  ready-to-wear store  for  men,  women,  and  children 

and  news- chased,  or 
inquired  for  the  test  mercha 

ndise,  ARBI's 
computed  figures  shov ved: 

Radio 

News- 
KBON 

paper 

Both  Other Total 

%  Traffic  43.2% 24.3% 10.8%  21.7% 100.0% %  Purchasing 
Merchandise  81.3% 55.6% 

75.0%  100.0°= 78.4% %  Dollar  Value 
of  Purchases  23.5% 1 3.7% 4.5%  58.3% 100.0% 

Buy  KBON  .  .  .  the  Station  That  Gets  Results! 
KBON  CARRIED  ADVERTISING  FOR  248  LOCAL  MER- 

CHANTS IN  THE  FIRST  SEVEN  MONTHS  OF  1951 

INLAND  BROADCASTING  CO. 
WORLD  INSURANCE  BLDG.,  OMAHA 
Paul  R.  Fry,  Pres.  and  Gen'l  Sales  Mgr. 

John  E.  Pearson,  National  Repr. 
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MAGNECORD 
New  Corporations  Formed 

MAGNECORD  Inc.,  Chicago,  last 
week  announced  formation  of  two 
new  corporations,  the  Magnecord 

Western  Hemis- 
jhhmhmH|     phere   Corp.  and 
JP^HBH     Magnecord  Inter- national Ltd. 
™^_J|M        President  of 
'TTvtjT«     both  new  firms  is 
J|x»     M     C.  G.  Barker.  Ad. 

j^H  A  u  e  m  a  will 
H^wi^l  serve  as  manager 
^BpWB^B  of  both  corpora- ^™       "^^^     tions     and  will 
„    „    ,  have     offices  in Mr.  Barker       New  York 
Magnecord  Western  will  conduct 

business  in  North,  Central,  South 
America  and  Canada,  with  the  aim 
of  creating  new  markets  for  U.  S. 
goods. 

Other  Officers 
Other  officers  of  this  corporation 

were  listed  as  John  Boyers  and 
Arthur  Towell,  vice  presidents; 
Robert  Landon,  secretary,  and 
Armin  Buetow,  treasurer.  Mem- bers of  the  board  of  directors  are 
Mark  Goldberg  and  Messrs.  Barker, 
Towell,  Landon  and  Boyers. 
Magnecord  International  will 

handle  all  Magnecord  business  out- 
side of  the  Western  Hemisphere. 

Its  aim  will  be  the  creation  of  new 
markets  for  U.  S.  goods  and  the 
goal  of  distributing  manufacturing 
"know-how"  to  countries  unable  to 

do  the  manufacturing  themselves. 
This  corporation  also  will  license 
firms  for  manufacturing  in  foreign 
countries. 

Members  of  the  board  of  Magne- cord International  unit  are  Glen 
D.  Roberts,  Louis  Paley  and 
Messrs.  Barker,  Boyers  and  Lan- 

don. Mr.  Buetow  serves  as  treas- 
urer of  the  international  firm  also. 

BRAND  SURVEYS 
KMA  Studies  Foods,  Drugs 

KMA  Shenandoah,  Iowa,  has  just 
published  its  1951  Brand  Distribu- tion Surveys  for  drug  products 
and  for  food  and  grocery  store 
products. 

Harold  B.  Arkoff,  KMA  promo- 
tion manager,  said  extensive  re- search over  several  months  took 

station  representatives  more  than 
2,500  miles  into  Iowa,  Nebraska, 
Missouri  and  Kansas  to  obtain  the 
data. 

In  each  survey,  the  sample  re- mained the  same  as  in  previous 
years,  so  comparisons  could  be made. 

The  food  and  grocery  products 
survey  was  made  by  the  KMA  mer- 

chandising staff  which  checked  75 
grocery  stores  in  34  towns  of  the 
four  states.  This  same  staff 
checked  50  drug  stores  in  40  towns 
of  the  four  states  for  the  drug 
products  survey. 

Mr.  Arkoff  said  KMA  will  send 
copies  of  either  or  both  surveys 
on  request. 

DYNAMIC 

HEADPHON
E* QrLtra  Conduct

 

Permoflux  High  Fidelity 
Dynamic  Headphone  — Model  DHS-17  with  Model No.  1505  Ear  Cushion. 

"...The  Permoflux  High  Fidelity  Dynamic 
Headphones  exceed  in  every  way  any  other 
phones  1  have  ever  used.''' 
UNSURPASSED  FOR  BROADCASTING, 
TELEVISION  AND  RECORDING  USES! 
New  developments  in  design  make  possible  the 
use  of  these  units  in  applications  heretofore  not  covered  in  the  electronic 

field.  Permoflux  offers  the  finest  headphones  made  for 
broadcast,  television  and  recording  uses  as  well  as 
monitoring,  audio  metric  work  and  auditory  training. 
Send  today  for  the  new.  Permoflux  catalog  #J203  for  the 
latest  information  on  the  new  Permoflux  Dynamic  Headphones 
and  "Champion"  line  of  Speakers. 

PERMOFLUX  CORPORATION 
4901-J  W.  GRAND  AVE.,  CHICAGO  39,  Itt.  •  236  S.  VERDUGO  RD„  GLEN  DALE  5,  CALIF 

allied  arts 

Canadian  Lit npbell  Mfg.  Company ito,  Canada 

RICHARD  H.  GEDNEY,  midwest- em  representative  United  Ar- 
tists' Corp.,  named  sales  repre- 

sentative for  United  Television  Pro- 
grams, distributors  of  national  and 

syndicated  film  programs.  He  will work  from  UTP  Chicago  office,  360 
North  Michigan  Ave.,  and  will  serve 
several  midwestern  and  southwestern 
TV  markets  as  well  as  Chicago  agen- cies. 
J.  W.  MILLER  Co.,  Guilford,  Conn., 
announces  addition  of  ten  more  sta- 

tions using  its  new  quiz  show  Hold The  Phone.  Number  of  stations  now 
carrying  program  is  60. 
LESLIE  F.  BIEBL,  program  director 
Associated  Program  Service,  N.  Y.,  to 
Air  Music  Inc.,  same  city,  as  director 
of  programming  for  the  firm's  FM background  music  service. 
CALVIN  BELL,  vice  president  Tele 
King  Corp.,  N.  Y.,  appointed  to  elec- 

tronics products-end  equipment  in- 
dustry advisory  committee  of  National Production  Authority. 

WILLIAM  E.  (Bill)  LANE,  radio  sales 
department  WWJ-AM-TV  Detroit,  ap- 

pointed director  of  sales  and  adver- tising Video  Films,  Detroit. 
WALT  HEEBNER,  west  coast  artist- 
repertoire  representative  RCA-Victor, to  Capitol  Records,  Hollywood,  as 
independent  producer  in  album  reper- 

toire department.  He  assists  FRAN- 
CIS M.  SCOTT,  director  of  album recording. 

BEN  PEARSON,  radio-television  di- 
rector Stempel-Olenick,  L.  A.,  to  new- 

ly-organized Federal  Television  Corp., 
L.  A.,  radio-TV  packager  and  talent 
agency,  as  vice  president.  WILLIAM 
COLLIER  Jr.  is  president;  LEO  LEF- COURT  is  also  associated  with  the 
new  firm.  Offices  are  at  211  S.  Beverly 
Drive.  Telephone  is  Crestview  4-5488. 

H.  U.  MANN  Co.,  Chicago,  appointed 
distributor  for  Bendix  Radio  &  Tele- 

vision Div.,  Bendix  Aviation  Corp., Baltimore. 
GENERAL  RADIO  Co.,  Cambridge, 
Mass.,  announces  publication  of  cata- 

log M,  listing  all  types  of  equipment 
produced  by  company.  The  249-page 
catalog  features  pictures  and  dia- grams of  equipment. 
JACK  F.  McKINNEY  SALES  Co.,  Dal- 

las, Texas,  named  sales  representa- 
tive for  cathode-ray  tube  division, 

Allen  B.  DuMont  Labs.,  Passaic,  N.  J. 
Company  will  cover  jobbers  in  Texas, 
Oklahoma,  Arkansas,  Louisiana  and Mississippi. 
PAUL  ECKSTEIN,  sales  manager  Hal- 
licrafters,  Chicago,  resigns  to  form 
his  own  electronic  manufacturers 
sales  representative  organization.  Of- 

fices are  located  in  Pure  Oil  Bldg., 
35  E.  Wacker  Drive,  Chicago. 
RCA  Engineering  Products  Dept., 
Camden,  announces  new  and  compact 
studio  consolette  providing  flexible 
speech  input  system  for  AM,  FM  and 
TV  stations.  New  consolette,  BC-2B, 
is  successor  to  company's  76  series. 

NORAN  E.  KERSTA  Co.,  Garden  City, 
N.  Y.,  has  released  brochure  describ- 

ing company's  consultanting  service to  TV  broadcasters.  Piece  covers  all 
aspects  of  its  service. 
W.  H.  ALLEN,  renewal  sales  section 
of  tube  department  RCA  Victor,  ap- 

pointed eastern  district  renewal  sales 
manager.  VICTOR  WILLIAMS,  re- 

newal sales  section  of  tube  depart- 
ment, appointed  southeastern  district 

renewal  sales  manager.  W.  H.  GAR- 
RETT appointed  central  district  re- newal sales  manager.  CHARLES 

BROKAW,  appointed  renewal  sales 
manager  of  western  division. 
EDWIN  R.  LIBERG  appointed  super- 

visor of  custom  engineering  for  Audio 
&  Video  Products  Corp.,  N.  Y. 
BENDIX  RADIO  &  TELEVISION  Div., 
of  Bendix  Aviation  Corp.,  Baltimore, 
announces  publication  of  new  humor- 

ous booklet  for  TV  servicemen  en- 
titled Blue  Book  of  TV  Servicing. 

Forty-page  booklet  gives  "do's  and don't's"  and  tips  to  TV  servicemen 
about  getting  along  with  customers. 
LINDBURG  INSTRUMENT  Co.,  Ber- keley, Calif,  (phonograph  equipment), 
moves  to  larger  headquarters  at  1808 Harmon  St. 
K.  J.  FARTHING,  sales  manager  of 
Canadian  Westinghouse  Co.  Ltd., 
Hamilton,  Ont.,  appointed  manager 
advertising  department. 
PHILIP  S.  BEACH,  assistant  to  pres- 

ident Pacific  Outdoor  Advertising, 
L.  A.,  appointed  to  newly  created 
position  of  advertising  director  Hoff- man Radio  Corp.,  that  city. 
BRUSH  DEVELOPMENT  Co.,  Cleve- 

land, Ohio,  announces  new  headphone receiver  featuring  high  fidelity  and 
smooth  frequency  response.  Head- 

phone receiver  is  available  in  three 
styles,  Double  Headset  BA-206,  Single 
Headset  BA-207  and  Lornette  Style BA-208. 

D.  S.  BELDON,  radio  sales  manager for  Receiver  Dept.,  General  Electric 
Co.,  Syracuse,  appointed  national  ac- count sales  manager  for  department. 
D.  E.  WESTON  Jr.,  television  sales 
manager  of  department,  succeeds  Mr. 
Beldon,  as  radio  sales  manager.  R. 
V.  BUIVIDE,  district  manager  in  Min- 

neapolis for  department,  appointed 
assistant  radio  sales  manager. 

"Technical  •  • 

ERNEST  T.  ROBARGE,  WKNE  Keene, 
N.  H.,  to  WKNY  Kingston,  N.  Y.,  as chief  engineer. 

WEOK 
POUGHKEEPSIE 

REPRESENTED  BY  DEVNEY 
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TELECASTING 

By  Markets 

LOS  AHGELES 

CHANNEL  5 

~Q>anuuml  7* 

THE  WHOLE  FAMILY-ALL  THE  TIME! 

ncTjciST/i/terV-- 8  of  the  "Top  10  Men's  Shows'  are  on  KTLA  « 

7  of  the  "Top  10  Women's  Shows' are  on  KTLA  ̂  

i  NoTOmst  TeEnAgers-- 8  of  the  "Top  10  Teenagers' Shows' a  re  on  KTLA  ̂  

;  not  Oust  ChiLdPZK- 
7  of  the  "Top  10  Children's  Shows'  are  on  KTLA  ̂ * 

|  Not  OwSt  DAi/^Me--
 9  of  the  "Top  10  Daytime  Shows"  are  on  KTLA  ̂  

Nestor  Evenings-- 8  of  the  "Top  10  Evening  Shows"  are  on 

"^C  Tele-Que,  September  1951 

KTLA  Studios    5451  Marathon  St.,  Los  Angeles  38    HOIIywood  9-6363 
Eastern  Sales  Office     1501  Broadway,  New  York  18  •  BRyant  9-8700 

PAOl  H.  RAYMER  COMPANY  •  NATIONAL  REPRESENTATIVE 

KEY  STATION  OF  THE  PARAMOUNT  TELEVISION  NETWORK 

KTLA  —  THE  BEST  ADVERTISING  BUY  IN  LOS  ANGELES 
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INDIANAPOLIS 
WFBM-TV 
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The  home  of  WFBM-TV  at  1330 
North  Meridian  Street  in  Indian- 

apolis is  a  beautiful  new  building, 
designed  exclusively  for  radio 
and  television.  Complete  facilities 
for  both  studio  productions  and 
film  presentations  are  available. 

Says  RUSSELL  E.  ARCHER,  Manager 
ARCHER  &  EVINGER 

Television  and  Radio  Parts  Wholesalers 
T348  Wabash  Ave.,  Terre  Haute,  Indiana 

'The  channel  six  antenna  is  the  only  one  worth-while  in  Terre 

Haute  (seventy -four  miles  from  Indianapolis) . . .  there  are 

now  about  2000  sets  in  Terre  Haute  and  Vigo  County." 

•  WFBM-TV  is  a  big  plus  value  for  anybody's  advertising 

dollar!  Ask  the  men  living  outside  this  station's  60 -mile  area 

(where  171,2  50*  TV  sets  are  currently  installed)  .  .  .  they'll 

tell  you  you're  beamed  to  the  HEART  PLUS  of  the  lush 

Hoosier  market  when  you  are  on  Indiana's  FIRST  station. 

Thousands  of  "bonus"  sets,  in  a  wide  fringe  area,  are  bringing 

in  WFBM-TV  exclusively!  Plan  now  to  include  Indiana's  pio- 

neer station  in  your  recommendations  .  .  .  it's  today's  biggest 

TV  buy!  *Source:  Broadcasting-Telecasting,  Oct.  22,  1951 

REPRES  ENTED NATIONALLY BY  THE K   A   T  Z 
A   G   E  N 
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NBC  TV  AFFILIATES 
Air  Their  Demands  at  Rump  Meeting 

NBC's  television  affiliates  called  on the  network  last  week  to  pay  them 
more  money  and  to  stop  a  number 
of  practices  the  stations  don't  like. They  laid  down  demands  at  a 
rump  meeting  held  Thursday  at  the 
Stevens  Hotel,  Chicago. 
Unlike  many  rump  meetings, 

however,  the  NBC  affiliates'  all-day session  was  a  calm  and  orderly 
proceeding. 
Contrary  to  prediction  of  many 

affiliates,  the  meeting  did  not  turn 
into  a  general  gripe  session  about 
the  upcoming,  but  yet  undisclosed, 
AM  network  contracts. 
Among  the  half-hundred  station 

men  who  met  Thursday  were  many 
who  came  with  AM  blood  in  their 
eyes.  They  had  to  be  satisfied  with 
a  TV-only  discussion,  however,  be- 

cause the  organizing  committee  led 
by  Walter  J.  Damm,  WTMJ  Mil- 

waukee, insisted  on  following  the 
original  TV  agenda  despite  the  de- 

sire of  delegates  to  loose  their 
aural  network  complaints. 

Shortly  after  the  meeting  con- 
vened, with  Mr.  Damm  elected  to 

the  chairmanship,  the  delegates 
adopted  a  TV-only  policy  that  ef- 

fectively squelched  those  who  were 
more  concerned  about  their  aural 
contracts.  Copies  of  the  following 
statement  were  handed  through  the 
door  to  the  policeman  on  guard  and 
made  available  to  business  paper 
reporters : 

Improvement  Meeting 
"On  motion  duly  made  and  sec- onded, the  chair  was  instructed  that 

it  was  the  consensus  of  the  meeting 
that  the  meeting  was  called  primar- 

ily to  improve  and  strengthen  the 
NBC  TV  network  and  to  improve 
the  relationship  between  NBC  and 
its  TV  affiliates,  and  that  therefore 
no  rmblic  announcement  should  be 
made  of  the  business  transacted." Before  the  meeting  was  under 
way  Mr.  Damm  sent  a  telegram 
to  Broadcasting  •  Telecasting 
explaining:  that  the  TV  meeting 
was  called  long  before  NBC's  t)lan to  revise  radio  contracts  had  been 
announced.  He  was  "embarrassed" 
by  suggestions  that  AM  network- 
affiliate  relations  would  be  dis- 

cussed, he  wired. 
The  meeting  was  slow  getting 

started  but  by  noon  Thursday 
about  50  delegates  were  in  the 
meeting  room. 
Among  those  not  invited  were 

representatives  of  the  network, 
though  a  number  were  in  town  in 
case  they  could  be  of  service.  NBC 

Stevens  had held  open  house  at  the 
after  the  meeting. 

Discussion  proceeded  along  the 
format  of  the  prepared  agenda  and 
in  quiet,  sincere  manner  despite  the 
controversial  nature  of  the  topics. 

Sports  telecasts,  an  important 
part  of  the  average  TV  station's programming,  drew  close  attention 
including  the  relative  value  of  the 
Wednesday  vs.  Friday  night  box- 

ing bouts. 
Some  stations  argued  NBC  is  too 

slow  in  making  its  monthly  settle- 
ments. They  want  their  money 

sooner  and  suggested  the  network 
speed  up  its  accounting. 

And  so  the  complaints  ran,  hour 
after  hour,  as  TV  operators 
swapped  experiences  and  took  apart 
the  whole  network  operation. 

By  the  end  of  the  day  many  af- 
filiates felt  the  meeting  had  pro- 

duced constructive  suggestions  and 
had  prevented  hard  feelings.  They 
appeared  in  agreement  that  basis 

been  laid  for  mutual  under- 
standing during  the  NBC  affiliates 

convention  to  be  held  in  late  No- 
vember at  Boca  Raton,  Fla. 
Get  'Gripe'  Session 

As  NBC  officials  pointed  out, 
however,  the  affiliates  are  allowed 
a  whole  day  for  organized  griping 
during  the  annual  network  conven- tions and  presumably  there  will  be 
such  a  day  at  Boca  Raton. 

With  the  NBC  video  affiliates  in 
session  just  one  day  before  the 
NARTB  Television  Code  meeting 
(see  code  story  page  23),  the  sta- 

tion spokesmen  discussed  NBC's own  video  code  and  the  way  it  is 
operated.  Some  affiliates  argued  the 
NBC  code  isn't  properly  super- vised, a  situation  that  was  declared 
to  bring  violations  from  time  to time. 

As  might  have  been  expected, 
the  network's  video  affiliates  had  a 
number  of  complaints  about  rates. 
They  were  concerned   about  free 

FILM  SHOWS 
May  Mean  Success 
For  Locals — Moore 

FILMED  shows,  produced  especially  for  television,  will  play  a  major  role 
in  successful  local  video  station  operation,  Richard  A.  Moore,  general 
manager  of  KTTV  (TV)  Hollywood,  told  NARTB  District  16  members 
last  Monday  at  the  Beverly  Hills  Hotel.  (District  16  story,  page  28.) 

Declaring  that  independent  TV  *  stations  can  and  do  compete  with 
network  stations  for  the  adver- 

tiser's dollar,  he  said  outlets  in smaller  cities  need  programming 
of  greater  stature  to  bolster  their local  shows. 

"It  would  prove  more  profitable to  devote  a  sizable  number  of  hours 
to  film  programming,"  Mr.  Moore said.  "It  will  help  pay  the  freight. Films  will  be  bought  and  paid  for 
by  advertisers  who  demand  that 
type  of  programming  on  televi- 

sion." 
Mr.  Moore  believes  film  can  be 

most  effective,  an  incentive  for  an 
advertiser  to  by-pass  live  network 
and  use  independents  in  selected 
markets.  The  time  differential  is 
an  important  factor,  he  stressed. 

Local  programming  in  the  Los 
Angeles  area  already  has  won  the 
audience.  Despite  microwave  relay 
independents  continue  to  hold  that 
nighttime  audience,  he  said,  point- 

ing to  recent  surveys. 
Despite  microwave  relay  shows 

beaming  into  the  area,  he  pre- dicted local  stations  will  continue 
to  hold  their  own  because  of  (1) 
the  time  differential  which  leaves 

prime  nighttime  hours  free  of 
microwave  relay  competition  and 
(2)  because  of  appeal  of  local  spe- cial events  and  local  personalities. 

Station  managers  at  the  district 
meeting  were  told  that  the  kine- 
scoped  programs  did  not  have viewer  acceptance  in  the  Los 
Angeles  area. 

Because  of  its  "island"  situa- tion, Los  Angeles,  with  seven  TV 
stations,  has  made  a  great  con- tribution on  the  entertainment 
level,  Mr.  Moore  declared.  With 
a  lack  of  big  budgets  for  enter- tainment shows,  he  said  stations 
have  concentrated  on  personalities 
rather  than  production. 
"The  personality  of  the  per- 

former comes  through  not  sub- 
merged with  elaborate  sets  or 

costumes,"  he  said. Public  service  coverage  of  local 
events  establishes  the  station's 
personality  and  character  too,  ac- 

cording to'  Mr.  Moore.  He  believes that  despite  the  TV  networks,  an 
independent  video  station  can 
achieve  a  place  in  the  community 
with  the  advertiser. 

hours  contributed  to  the  network 
and  about  guaranteed  rates  for 
stations.  They  complained  about 
optional  time  provisions  of  net- work contracts  and  they  thought 
something  ought  to  be  done  about 
the  pay  they  get  from  NBC  during summer  vacation  periods. 

In  the  programming  discussion 
it  was  suggested  that  the  network 

(Continued  on  page  78) 

Advance  Registration  at  The 
Chicago  Sessions: 
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Paul  Adanti.  W  HEN-TV  Syracuse; Helen  Alvarez,  KOTV  Tulsa;  Campbell Arnoux,  WTAR-TV  Norfolk;  Harry 
Bannister,  WWJ-TV  Detroit;  Charles 
E.  Bell,  WBTV  Charlotte,  N.  C;  Wal- ter   Bowry.    WTVR    Richmond;  Otto A.  Brandt,   KING-TV  Seattle;  Frank B.  Bremmer.  WATV  Newark:  Edward 
H.  Bronson,  WBNS-TV  Columbus;  Mrs. A.  Scott  Bullitt.  KING-TV;  George  M. Burbach,  KSD-TV  St.  Louis;  Kenneth L.   Carter,  WAAM   Baltimore;  Robert 
B.  Cochrane,  WMAR  Baltimore;  Wal- ter J.  Damm,  WTMJ-TV  Milwaukee; Lyle  Demoss,  WOW-TV  Omaha:  Ralph Evans,  WOC-TV  Davenport,  Iowa. Harold  Fair,  WHAS-TV  Louisville; William  A.  Fay,  WHAM-TV  Rochester; John  E.  Fetzer,  WKZO-TV  Kalamazoo, Mich.;  James  M.  Gaines,  WNBT  New 
York;  R.  B.  Hanna,  WRGB  Schenec- tady; James  C.  Hanrahan,  WEWS Cleveland;  Ralph  Hansen,  WHAS-TV; Jack  W.  Harris,  KPRC-TV  Houston; Wilbur  M.  Havens,  WTVR;  Sherman 
K.  Headley,  WTCN-TV  Minneapolis-St. Paul;  John  B.  Hill,  KOTV;  Harold Hough.  WBAP-TV  Fort  Worth;  Leslie C.  Johnson,  WNBF-TV  Rock  Island, 
111.: 

Norman  C.  Kal,  WAAM;  Gaines 
Kelley,  WFMY-TV  Greensboro,  N.  C; John  A.  Kennedy,  KFMB-TV  San 
Diego;  William  F.  Kiley,  WFBM-TV Indianapolis;  Harry  Kopf,  WNBQ  Chi- cago; Phillip  G.  Lasky,  KPLX  San Francisco;  U.  A.  Latham,  WKRC-TV Cincinnati;  Harry  LeBrun,  WCPO-TV Cincinnati;  Nathan  Lord,  WAVE-TV Louisville;  Clair  R.  McCollough, WDEL-TV  Wilmington,  Del.  and 
WGAL-TV  Lancaster,  Pa.;  John  Mc- Cormick  WNBK  Cleveland;  D wight  W. 
Martin.  WLWC  Columbus,  WLWD  Day- ton and  WLWT  Cincinnati;  Ralph  Nim- mons,  WFAA-TV  Dallas;  George  Pat- terson, WAVE-TV. Paul  Raibourn,  KTLA  Los  Angeles; 
Leonard  Reinsch,  WSB-TV  Atlanta; Clyde  Rembert,  KRLD-TV  Dallas;  L. H.  Rogers.  WSAZ-TV  Huntington,  W. 
Va.;  W.  D.  Rogers,  KEYL-TV  San Antonio;  Irving  R.  Rosenhaus,  WATV; B.  J.  Rowan,  WRGB  Schenectady; Frank  M.  Russell.  WNBW  Washington and  NBC. 
Ernest  C.  Saunders,  WOC-TV;  Alvin D.  Schrott,  WJAC-TV  Johnstown,  Pa.; 

Henry  W.  Slavick,  WMCT  Memphis; M.  D.  Smith,  WBRC-TV  Birmingham; 
Robert  D.  Swezey.  WDSU-TV  New 
Orleans:  Donald  W.  Thornburs,  WCAU- TV  Philadelphia:  E.  R.  Vadeboncoeur, WSYR-TV  Syracuse. 
William  D.  Wagner,  WOC-TV:  Lee 

B  Wailes.  WAGA-TV  Atlanta,  WJBK- TV  Detroit  and  WSPD-TV  Toledo;  M. C  Watters.  WCPO-TV;  Irving  C. 
Waugh  WSM-TV  Nashville;  Russel  G. Winnie',  WTMJ-TV:  Chris  J.  Witting, WABD  New  York,  WDTV  Pittsburgh, 
WTTG  Washington  and  DuMont. 
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SMPTE  SESSIONS 
500  Attend  Convention 

A  PLAN  for  a  "large-scale  independent  research  program"  in  which  the 
television  and  motion  picture  industries  would  "pool  our  resources  and 
knowhow"  was  supported  vigorously  by  Donn  B.  Tatum,  director  of 
television  for  the  ABC  Western  Division  and  general  manager,  KECA-TV 
Los  Angeles  in  a  luncheon  talk     *  ■ 
Oct.  15,  opening  day  of  the  con- 

vention of  the  Society  of  Motion 
Picture  and  Television  Engineers. 

Nearly  500  engineers  attended  the 
five  day  technical  meetings  of  the 
group's  70th  semi-annual  conven- tion held  at  the  Hollywood  (Calif.) 
Roosevelt  Hotel. 

Seeing  the  relationship  between 
television  and  motion  pictures  as 
a  "friendship"  rather  than  as  a 
"marriage"  Mr.  Tatum  emphasized 
that,  although  the  two  were  sepa- 

rate media,  their  many  similar- ities make  it  inevitable  for  them 
to  accept  each  other  and  work  to- 
gether. 

"Both  television  broadcasting  and the  motion  picture  industry  will 
flourish  and  continue  to  be  suc- 

cessful as  the  years  go  by",  he 
predicted.  "They  are  not  mutually exclusive  media  of  communication 
and  entertainment."  Compliment- ing each  other,  he  felt  each  will 
occupy  its  own  "particular  and important  niche  in  the  lives  of 
American  people." 
A  very  substantial  part  of  all 

the  television  programming,  he 
pointed  out,  will  be  produced  on 
motion  picture  film.  Thus,  the 
"great  pool  of  administrative,  crea- tive, artistic  and  technological 
talent  as  well  as  the  production 
facilities  of  the  motion  picture  in- 

dustry will  constantly  be  more 
and  more  devoted  to  the  making 
of  filmed  television  programs." 

Cause  of  Changes 
He  stated  that  television  would 

bring  about  changes  in  the  busi- 
ness and  methods  of  producing 

motion  pictures  for  theatre  exhibi- 
tion purposes  when  the  "current 

TV  allocation  problems"  have  been resolved  and  more  and  more  tele- 
vision stations  come  on  the  air. 

These  changes  would  include  the 
elimination  of  many  motion  pic- 

ture houses,  lessening  of  film  costs 
and  lower  production  of  motion 
pictures  made  for  theatre  exhibi- 

tion, thus  allowing  more  major 
motion  picture  studio  capacity  for 
the  making  of  television  films  and 
at  lower  costs  than  is  now  pos- 
sible. 

In  conclusion  Mr.  Tatum  urged 
those  members  of  both  industries 
who  eye  each  other  with  distrust 
to  "forget  your  differences  and 
accept  each  other,  because  that  is 
what  you  are  inevitably  going  to 
have  to  do." 

Peter  Mole,  of  Mole-Richardson, 
Los  Angeles  (electronic  equipment 
manufacturers),  and  president  of 
SMPTE,  presided  over  the  meet. 

Tossing  a  cooperative  eye  to- 
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wards  theatre  television  in  an  open- 
ing talk  at  the  luncheon,  Mr.  Mole 

stated  that  "I  believe  movies  and 
television  are  now  finding  a  com- 

mon ground  for  their  mutual  bene- 
fit and  will  complement  each  other." Another  highlight  of  the  lunch- 

eon was  the  presentation  by  Mr. 
Mole  to  Otto  H.  Schade,  RCA  en- 

gineer, of  the  first  David  Sarnoff 
Gold  Medal  for  achievements  in 
television  and  motion  pictures.  The 
engineer,  with  the  RCA  Tube  De- 

partment in  Harrison,  N.  J.  for  the 
past  20  years,  was  cited  specifically 
for  his  recent  development  of  a  sys- 

tem of  universal  ratings  with  which 
the  quality  of  35  mm  motion  pic- ture film  can  be  measured  for 
the  first  time  in  objective  mathe- matical terms. 
The  award,  sponsored  by  RCA 

in  cooperation  with  SMPTE,  was 
established  earlier  this  year. 

Mr.  Schade  presented  a  technical 
paper  on  the  system  at  the  after- noon session  on  theatre  television, 
first  of  the  convention's  technical meetings. 

The  universal  ratings  made  avail- 
able by  his  system,  he  pointed  out, 

can  be  applied  to  measure  with 
scientific  objectivity  the  picture 
quality  of  all  picture-producing  in- 

struments, including  television  cam- 
era tubes  and  kinescopes.  Utiliza- 

tion of  the  system  and  its  allied 
test  equipment,  he  stated,  now 
enables  producers  of  motion  pic- tures to  select  film  and  lenses  on 
the  basis  of  the  scientific  ratings 
scored  for  each  component. 
Where  before  the  quality  of  the 

picture  that  any  given  lens  would 
produce  had  to  be  determined  by 
exposing  test  film  and  judging  the 
results  visually,  his  system  would 
allow  television  tube  manufactur- 

RECEIVING  the  first  David  Sarnoff 
Gold  Medal  Award  for  outstanding 
technical  achievement  in  television 
and  motion  pictures  is  Otto  H.  Schade 
(I),  RCA  engineer.  Presentation  was 
made  by  Peter  Mole,  president.  So- 

ciety of  Motion  Picture  &  Television 
Engineers 

ers,  film  processors  and  others  to 
quickly  and  accurately  determine 
response  characteristics  with  elec- 

tronic instruments  and  apply  ■  the numerical  ratings  produced  against 
mathematical  optimums. 

Speaking  at  the  same  session 
Phillip  J.  Herbst,  RCA  technical 
administrator  for  Standard  Pro- 

ducts Engineering,  Camden,  dis- closed that  RCA  is  undertaking  a 
broad  research  program  leading 
toward  further  improvement  in  the 
quality  of  kinescope  recordings  in 
television. 

The  best  means  of  assuring  ac- 
ceptable quality  in  kinescope  re- cordings at  the  present  time,  Mr. 

Herbst  stated,  is  through  careful 
control  over  lighting,  staging  and 
camera  operations. 

Eight  factors  causing  degrada- 
tion of  picture  quality  in  kine-re- eording  have  been  identified  by 

RCA  technicians,  he  said.  These  are 
faulty  scene  lighting;  poor  handling 
of  the  studio  camera;  improper  ad- 

justment and  maintenance  of  levels 
in  amplifying  circuity  associated 
with  the  recording  monitor;  optical 
and  mechanical  losses  introduced 
in  the  system  by  equipment  and 
components;  film  size  and  film  pro- 

cessing methods. 
RCA,  he  said,  has  embarked  on 

a  program  aimed  at  developing 
methods  to  minimize  these  losses 
and  distortions  encountered. 

Two  other  RCA  engineers,  L.  T. 
Sachtleben  and  G.  L.  Allee  of  the 
firm's  RCA  Victor  Division,  Cam- 

den, described  at  the  same  session 
the  development  of  special  optical 
systems  for  powerful  projectors 
that  throw  television  pictures  onto 
big  movie  screens. 

RCA  Pioneering 
Discussing  the  pioneering  work 

RCA  has  done  on  the  Schmidt- 
type  projection  optical  systems  for theatre  television,  they  pointed  out 
that  one  problem  in  this  field  has 
always  been  that  the  brightness  of 
the  image  on  the  seven-inch  picture 
tube  is  low  compared  to  tungsten 
and  arc  lamps  used  in  motion  pic- ture film  projectors.  This,  they 
said,  called  for  better  lenses  and 
more  effective  use  of  the  available 
light. 

Papers  also  were  delivered  at 
the  Monday  afternoon  session  by 
F.  N.  Gillette,  Blair  Foulds  and 
E.  A.  Hungerford,  Jr.  of  General 
Precision  Laboratory,  Pleasantville, 
N.  Y.  Speaking  on  "A  Direct-Pro- jection System  for  Theatre  Tele- 

vision," Mr.  Gillette  discussed 
new  commercial  equipment  for  di- 

rect-projection, followed  up  by  a 
description  of  installation  features 
and  performance  data. 

Mr.  Foulds  and  Mr.  Hungerford, 
taking  up  the  subject  "A  Television Camera  Adaptable  to  Theatre  Net- 

work Use,"  described  a  TV  camera chain  which  incorporates  many 
new  mechanical  and  electrical  con- 

trol features  making  it  suitable  for 
the  rigorous  aristic  demands  of 
the  motion  picture  industry.  The 
camera,  they  pointed  out,  4s  also 
readily  convertible  to  proposed 
higher  standards  for  better  quality 
television  images  which  will  be 
needed  for  theatre  television  on 
a  private  circuit  basis. 

Further  television  sessions  were 
held  Monday  night.  Technical 
papers  were  delivered  at  that  time 
by  A.  G.  Jensen,  R.  E.  Graham 
and  C.  F.  Mattke,  of  Bell  Telephone 
Labs.,  Murray  Hill,  N.  J.,  on  "A Continuous  Motion  Picture  Pro- 

jector for  Use  in  Television  Film 
Scanning";  A.  S.  Quiroga  and  Cam- eron G.  Pierce,  ABC  Hollywood, 
on  "Motion  Picture-Type  Lighting 
in  Television";  A.  D.  Fowler,  Bell 
Telephone  Labs.,  N.  Y.,  "Observer Reaction  to  Video  Crosstalk  in  Tele- 

vision Pictures";  G.  C.  Higgins  and L.  A.  Jones,  Eastman  Kodak  Co., 
Rochester,  "A  Method  of  Making 
Objective  Measurements  Which 
Correlate  With  Subjective  Picture 

Sharpness." 
Lubcke  Talk 

At  the  color  television  session 
Tuesday  night,  Harry  R.  Lubcke, 
consulting  television  engineer,  Hol- 

lywood, told  the  engineers  that 
color  TV  offered  theatres  a  tre- 

mendous opportunity  for  increas- ing their  box  office.  Theatre  men, 
he  said  were  the  logical  ones  to 
develop  and  exploit  color  TV.  Not 
having  the  adaption  problems  be- setting home  set  owners,  they  could 
easily  adapt  large-screen  equip- ment to  color. 

Highlight  of  the  talk  was  the 
disclosure  of  his  development  of 
two  new  devices  to  reproduce  color 
images.  One  device,  he  explained, 
simplifies  the  tri-color  tube  by 
eliminating  the  mask  and  using  a 
converging  magnetic  field  in  its place.  The  other,  he  said,  departs 
from  all  prior  devices  by  producing 
a  multi-color  image  within  the 
fluorescent  screen  itself. 

At  the  same  session  William  E. 
Evans,  Stanford  Research  Institute, 
Stanford,  Calif,  discussed  advances 
leading  to  more  efficient  utilization 
of  the  transmission  band  for  color 
video  signals. 

Other  highly  technical  papers 
were  delivered  by  Richard  S. 
O'Brien,  CBS-TV  New  York  on 
"Conversion  of  Monochrome  Studio 
Equipment  for  Color  Standards," and  D.  F.  Foster,  Hazeltine  Re- 

search of  Calif.,  "Some  Funda- mental Considerations  in  Color 

Television." 
Alliance  Spot  Drive 
ALLIANCE  Mfg.  Co.,  Alliance, 
Ohio,  maker  of  Alliance  Tenna- 
Rotor  and  the  Alliance  Tenna- 
Scope,  a  TV  booster,  announced 
last  week  that  its  TV  spot  cam- 

paign, now  in  its  30th  month,  is 
currently  running  on  70  stations. 
The  company  is  represented  by 
Foster  &  Davies,  Cleveland. 

BROADCASTING    •  Telecasting 



A  DAIRY'S  DIARY 

RECORDS  ANOTHER  VIDEO  SUCCESS 

WITHOUT    QUESTION,  the 
greatest  impact  is  created 

by  television." That  is  the  firm  belief  of  Clark 
Pettit,  advertising  and  sales  pro- 

motion manager  of  Golden  State 
Co.,  California's  largest  processor and  distributor  of  dairy  products. 

"Last  year  we  did  not  use  tele- 
vision as  an  advertising  medium," 

Mr.  Pettit  continued.  "This  year, 
in  spite  of  'unusual'  weather  which made  summer  seem  like  winter 
throughout  most  of  the  state,  our 
ice  cream  sales  were  much  greater 
for  the  first  half  of  the  year." 

"That  is  particularly  impressive when  it  is  compared  with  the  aver- 
age increase  of  2%  for  the  entire 

ice  cream  industry  in  the  state." 
Golden  State  sponsors  two  weekly 

TV  shows,  both  feature-length movies.  One  is  on  KLAC-TV  in 
Los  Angeles  and  the  other  is  on 
KRON-TV  San  Francisco. 
Although  Mr.  Pettit  has  faith  in 

TV  as  a  sales  tool  for  dairy  prod- 
ducts  the  firm  uses  a  great  deal 
of  radio  too.  Singing  commercials 
are  used  in  A,  B  and  C  markets 
in  the  state  supported  by  outdoor 
and  newspaper  advertising.  Spot 
announcements,  sponsored  by  the 
firm's  48  branches,  are  heard throughout  the  state. 
The  advertising  department  is 

now  considering  the  use  of  a  radio 
show  on  16  stations  in  California 
this  fall. 
A  Firm  Belief 
In  Video's  Power 

But  Mr.  Pettit  is  convinced  that 
television  "is  more  than  a  medium." 

"Our  shows  both  in  Los  Angeles and  San  Francisco  are  among  the 
leaders  in  ratings  of  this  type 
of  program,"  he  continued.  "The response  to  these  shows  indicates 
that  we  are  televising  what  the 
public  likes.  It  is  not  unusual  for 
stores  carrying  our  products  to 
be  sold  out  completely  of  the  ad- 

vertised item  the  day  following our  television  show. 
Reaction  to  television,  which 

Golden  State  has  found  so  satis- 
factory from  an  advertising  stand- 

point, is  quite  different  from  that 
to  any  other  media.  Viewers  of 
TV  shows  are  unusually  critical  of 
the  show  itself  and  often  this  in- 

terest carries  over  into  reaction 
for  or  against  the  sponsor's  prod- uct, Mr.  Pettit  finds. 
"We  have  to  continue  to  think of  television  as  a  medium  to  ad- 
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THIS  YEAR,  for  the  first  time,  Golden  State  Co.,  largest  pro- 
ducer of  dairy  products  in  California,  used  television  as  well 

as  radio.  The  results  have  been  so  impressive  that  Clark  Pettit, 
advertising  and  sales  promotion  manager  of  the  firm,  says  TV 

furnishes  the  "greatest  impact  of  any  media"  with  which  he 
has  had  experience. 

But  care  must  be  taken  in  selecting  television  entertain- 
ment, Mr.  Pettit  finds.  Viewers  are  apt  to  regard  the  TV  pro- 

gram as  "another  product"  of  the  company  sponsoring  the  show. 
The  accompanying  article  describes  some  of  the  experiences 

of  the  Golden  State  Co. 

vertise  our  products,  but  we  also 
have  to  regard  the  show,  which 
includes  the  commercials,  as  an- 

other product,"  he  says. 
Television  shows,  he  explained, 

are  apparently  regarded  by  view- 
ers as  a  product  they  have  pur- 

chased and  the  responsibility  for 
their  quality  rests  with  the  spon- 

sor. If  the  show  is  good,  the  com- 
pany's products  are  good  and  the viewer  has  the  means  to  demon- 

strate his  evaluation  of  the  show 
by  approving  or  disapproving  the 
company's  products. 

Speaking  of  the  movies  spon- 
sored by  Golden  State,  Mr.  Pettit 

pointed  out  that  many  people  like 
mystery  or  detective  films.  When 
one  is  shown,  they  write  in  and 
urge  the  company  to  show  more  of 
them.  If  a  love  story  or  comedy 
is  screened,  they  complain  about 
the  picture.  It  is  almost  a  demand. 

"Unless  you  show  more  detective 
pictures,"  one  viewer  wrote,  "we will  stop  being  customers  of  Golden 

State." "We  invited  our  neighbors  over 
last  night  to  see  your  show,"  an- 

other said.  "It  was  loaded  with 
sex  and  crime  and  alcohol.  It  cer- 

tainly doesn't  bring  credit  to  your 

milk." 
And  a  representative  of  the  anti- 

detective  story  faction  wrote :  "We all  agreed  not  to  even  watch  next 
week's  attraction,  as  there  is 
enough  crime  in  everyday  life 
without  indulging  in  criminal 
movies,  too." While  there  are  letters  of  critic- 

ism Golden  State  finds  the  over- 
whelming majority  of  letters  and 

phone  calls  are  in  favor  of  the 
shows.   Typical  are: 
"We  buy  Golden  State  products  on the  delivery  route  in  an  effort  to  do 

our  part  in  keeping  this  good  enter- 
tainment on  television." 

"Thank  you  for  the  perfection  in Golden  State  products  and  in  Movie 
Time  entertainment." "My  wife  and  I  enjoy  your  pro- 

grams very  much.  It  cannot  be  too 
much  to  pay  for  such  pleasant  enter- tainment to  change  from  ...  to 
Golden  State.  We  now  buy  your 
products  exclusively." There  are  hundreds  of  others. 

"We've  learned  that  we  can't 
please  everyone,"  Mr.  Pettit  says. 

"But  the  startling  thing  to  me  is 
that  the  reactions  should  be  so 
violent,  either  for  or  against  the 
show.  What  other  type  of  adver- 

tising is  there  that  will  make  a 
consumer  buy  your  products  in 
preference  to  a  competitors  just 
to  show  his  appreciation  for  the 

advertising?" The  dairy  company  advertising 
in  all  media  features  is  a  Little 
Wizard,  who  lives  in  the  fanciful 
land  of  Ohs  and  Ahs,  where  ice 
cream  cones  grow  six  feet  high 
and  ice  cream  sundaes  reach  the 
sky   (see  illustration  above). The  Wizard  with  his  attendant 
characters  from  the  mythical  land 
are  ideal  for  a  visual  medium. 

Suited  Well 
For  TV  Use 

The  characters  were  worked  out 
by  Dan  Bonfigli,  art  director  of  the 
Guild,  Basconl  &  Bonfigli  agency 
which  handles  the  Golden  State 
advertising.  They  were  used  in 
newspaper  advertisements,  car 
cards  and  billboards  as  well  as  on 
television.  The  voice  of  the  Wizard 
is  heard  on  radio. 

The  firm  expends  a  major  por- 
tion of  its  advertising  budget  on 

television  and  plans  further  ex- 
pansion as  new  stations  are  estab- lished in  secondary  markets. 

Mr.  Pettit  (left)  and  W.  H.  Renter,  Golden  State's  Southern  California 
advertising  manager,  watch  rehearsal  of  commercials  for  the  Golden 

State  Movie  Time  show. 

... 



AMA  CLINIC 
TV's  Health  Education  Role  Cited 

TELEVISION  can  play  a  prominent  role  in  helping  today's  doctor  prac- 
tice preventive  medicine,  Dr.  Louis  H.  Bauer,  president-elect  of  the 

American  Medical  Assn.,  told  participants  in  an  AMA  Clinic  on  "Tele- vision in  Health  Education"  last  week. 
"The  whole  problem,"  he  said  at the  New  York  meeting  Tuesday, 

"involves  the  responsibility  and teamwork  of  the  medical  and  allied 
professions,  the  public  health  de- 

partments, voluntary  agencies  and 
welfare  departments.  When  we 
come  to  that  part  of  the  program 
which  requires  radio  and  television, 
the  networks  have  a  responsibility, 
too,  and  their  representatives  must 
form  part  of  the  team." Citing  television  as  an  excellent 
medium  for  health  education,  the 
doctor,  in  his  keynote  address,  said 
that  AMA  activities  in  TV  date 
from  1946.  He  described  televi- 

sion as  forming  "an  important  and 
well  attended  part"  at  both  annual and  interim  AMA  meetings,  with 
exhibits,  general  programs,  and 
sessions  of  the  House  of  Delegates 
all  telecast  and  with 'doctors  learn- 

ing new  surgical  techniques  via 
telecast  operations. 

Ted  Cott,  general  manager  of 
WNBC  and  WNBT  (TV)  New 
York,  urged  health  educators  to  use 
an  integrated  approach  to  the  han- 

dling of  their  television  programs. 
"To  my  mind,  there  are  five  possi- 

ble approaches,"  he  told  represent- atives of  medical  societies,  volun- 
tary agencies,  drug  companies,  uni- 

versities, advertising  agencies  and 

SAG  WARNS 
Dual  Release  Ban  Cited 

TELEVISION  film  producers  in 
Hollywood  and  New  York  were 
notified  last  week  by  Screen  Actors 
Guild  that  contracts  with  them 
would  be  cancelled  if  their  TV  films 
were  released  for  showing  in  mo- 

tion picture  theatres  without  their 
negotiating  for  additional  payment 
for  actors. 

Effect  of  such  cancellation  would 
be  that  no  Guild  member  would 
work  for  that  producer. 

The  SAG  action  was  a  result  of 
the  Guild  learning  that  "certain 
producers"  of  film  originally  made for  television  exhibition  were  con- 

templating releasing  such  film  to 
motion  picture  theatres. 

In  the  notice  the  Guild  reminded 
the  44  Hollywood  and  approxi- 

mately 25  New  York  producers  that 
Producer-SAG  revised  basic  con- 

tract of  1948  provided  that,  in  the 
event  any  film  produced  after 
Aug.  1,  1948  is  exhibited  over 
television,  excepting  only  film  made 
exclusively  for  television  exhibition, 
the  Guild  may  terminate  the  con- 

tract on  60  days  notice.  Unless 
satisfactory  financial  arrange- 

ments, approved  by  the  Guild,  are 
made  with  the  actors  involved,  it 
further  stated,  this  dual  exhibition 
would  bring  about  cancellation  of 
the  producer's  basic  contract  with the  SAG. 

broadcasters. 
He  listed  these:  "The  emotional 

approach — as  typified  by  Milton 
Berle's  marathon  for  the  cancer 
fund.  The  money  was  raised,  but 
the  audience  may  not  have  learned 
anything  about  health  education. 
The  disembodied  approach — per- 

haps the  more  common  of  these  is 
the  script  beginning  with  'the  little man.'  The  sacred  approach,  in 
which  this  or  that  'cannot  be  done.' The  incestuous  approach,  in  which 
only  those  already  interested  and 
informed  on  the  subject  are  at- 

tracted. And  the  integrated  ap- 

proach." 
"In  approaching  the  TV  station," 

Mr.  Cott  observed,  "most  public 
service  agencies  ask  for  time.  It's not  actually  time  they  want,  but 
audience.  And  they  should  be  as 
factual  as  a  commercial  broadcaster 
in  setting  themselves  to  sell  that 
audience  health  education  just  as 
the  commercial  advertiser  sets  him- 

self to  sell  a  product." "Listeners'  reactions"  were  dis- 
cussed by  Roy  K.  Marshall,  pro- 

ducer-moderator of  The  Nature  of 
Things  and  educational  director  of 
WFIL  Philadelphia,  who  said  that 
the  public  wants  to  be  informed. 
"This  is  amply  demonstrated  by 
every  discussion  program  which 
has  ever  been  on  the  air,"  he  said. 

"While  much  attention  in  the  in- 
dustry may  be  paid  to  ratings," 

Mr.  Marshall  explained,  "it's  peo- ple to  whom  we  are  speaking,  and 
the  direct  human  reactions  of  the 
audience  should  not  be  underesti- 

mated. Even  though  a  health  edu- 
cation program  may  hold  a  small 

rating,  its  value  cannot  be  entirely 
estimated  by  such  measurement." 

Three  kinescopes  of  health  edu- 
cation programs  were  presented  in 

the  afternoon,  followed  by  an  open 

discussion  led  by  Seymour  N.  Sie- 
gel,  director  of  WNYC  New  York. The  clinic  was  under  the  general 
supervision  of  Dr.  W.  W.  Bauer, 
director  of  AMA's  Bureau  of Health  Education. 
Commenting  on  "What's  on  the Air?",  Dr.  Ralph  Creer,  director  of the  AMA  motion  picture  bureau, 

said,  "Some  of  the  people  who  are 
responsible  for  health  programs  are not  familiar  with  the  use  of  the 
visual  medium.  Too  much  of  the 
program  is  taken  up  with  verbal comment.  A  greater  effort  should 
be  made  to  utilize  models,  charts, 
graphs,  sections  of  motion  pictures or  at  least  a  blackboard  chalk  talk 
.  .  .  The  narration  should  support 
the  visuals  rather  than  carry  the 
entire  weight  of  the  program  .  .  ." 
JACOBSON  NAMED 

Takes  CBS-TV  Post 
APPOINTMENT  of  David  J. 
Jacobson  to  the  newly  created 
directorship  of  public  relations  for 
CBS  Television  was  announced  by 
J.  L.  Van  Volkenburg,  president 
of  the  television  division  Oct.  16. 

Mr.  Jacobson's  responsibility  will include  press  information,  color 
television  and  CBS  television 
city,  now  under  construction  in 
Hollywood.  The  need  for  a  full- 
scale  department  of  public  rela- tions had  been  dictated  by  the 
greatly  expanded  scope  of  CBS 
television  operations,  Mr.  Van 
Volkenburg  explained. 

To  assume  his  new  duties  Nov. 
12,  Mr.  Jacobson  leaves  his  present 
position  as  public  relations  super- visor of  Young  &  Rubicam,  which 
he  has  held  for  the  past  six  years. 

Jensen  to  Speak 
A.  G.  JENSEN,  head  of  Bell  Tele- 

phone Labs.,  is  to  discuss  color 
television  tonight  (Monday)  at  the 
monthly  meeting  of  the  Academy 
of  Television-  Arts  &  Sciences,  Los 
Angeles. 

PRATT  CONFERS 
Sees  President 
On  Policies 

ORGANIZATION  pattern  to  be  followed  by  government  agencies  in  the 
formulation  of  national  and  international  frequency  policy  was  discussed 
briefly  in  a  conference  last  week  between  President  Truman  and  Haraden 
Pratt,  his  new  telecommunications  advisor. 

The   Chief   Executive   and  Mr. 
Pratt,  who  resigned  as  vice  presi- dent of  American  Cable  &  Radio 
Corp.  to  assume  the  government 
post,  were  reported  to  have  agreed 
on  a  general  course  of  action  for 
resolving  spectrum  problems. 
The  role  of  the  FCC  and  the 

Intel-department  Radio  Advisory 
Committee,  representing  the  De- 

fense, State  and  other  departments, 
were  explored  in  the  preliminary 
meeting.  Size  of  the  staff  which 
will  assist  Mr.  Pratt  in  adminster- 
ing  his  functions  also  was  discussed. 

The  60-year-old  former  IT&T  ex- 
ecutive, who  was  sworn  in  10  days 

ago,    declined    to    comment  spe- 

cifically on  details  brought  up  dur- 
ing his  conversation  with  Mr. Truman. 

His  initial  move,  Mr.  Pratt  said, 
would  be  to  confer  with  representa- 

tives of  the  various  government 
agencies  with  whom  he  will  deal. 

Asked  what  evaluation  he  would 
place  on  the  possibility  of  additional 
spectrum  space  for  radio-TV  broad- 

casters, Mr.  Pratt  said  his  objective 
will  be  to  attempt  to  resolve  prob- 

lems which  affect  "the  national  in- 
terest." The  facts  touching  on  the 

allocation  of  frequencies  as  be- 
tween government  and  non-govern- 
ment users  are  "well  known,"  he added. 

CBS  TV  Breaks 
NEW  symbol  for  CBS  Tele- vision use  in  station  identifi- cation breaks  was  scheduled 
to  be  introduced  during  all 
network  cues  Saturday. 
Shaped  like  an  eye,  the  in- 

signia is  set  against  a  back- 
ground of  clouds.  In  the  cen- ter of  the  eye  is  the  phrase, 

"CBS  Television  Network." 
Symbol  was  designed  by  Wil- liam Golden,  creative  director 
of  CBS-TV's  advertising  and sales  promotion  department, 
and  ties  in  with  the  eye  theme 
currently  being  used  in  net- 

work advertising  and  promo- 
tion. 

SET  PRICING 
OPS,  Industry  Meets 

SPOKESMEN  for  TV  and  radio 
set  manufacturers  huddled  with 
Office  of  Price  Stabilization  officials 
in  Washington  last  Wednesday  to 
see  what  can  be  done  to  get  a  ceil- 

ing price  regulation  tailored  .  to needs  of  their  industry. 
Problem  they  presented  the  gov- 

ernment was  the  difficulty  within 
the  industry  to  scale  down  large 
inventories  in  view  of  the  first- 
quarter  1951  market  drop.  They 
pointed  out  that  the  manufactur- 

ers are  operating  at  a  narrow  profit margin. 
Discussed  was  a  way  to  price  TV 

sets  that  would  be  agreeable  to  all of  the  industry. 
An  OPS  spokesman  said  the  gov- ernment could  do  one  of  four  things 

to  set  a  price  regulation  for  the 
industry.  It  could  (1)  bring  the 
industry  under  Ceiling  Price  Regu- 

lation 22;  (2)  set  the  price  at  the 
prevailing  level  existing  between Jan.  25  and  Feb.  24  of  this  year; 
(3)  bring  the  industry  under  the Capehart  formula,  that  is,  highest 
price  between  Jan.  1,  1950  to  June 
24,  1950  with  consideration  of 
changes  in  costs  incurred  after  the latter  date  to  July  26,  1951;  or  (4) 
freeze  the  price  at  the  general  level 
existing  before  cut-off  date. 
However,  advisory  committee 

members  chucked  out  CPR  22  as 
not  being  suitable  to  the  industry's needs  since  TV  has  been  developing rapidly. 

Upshot  of  the  meeting  was  a 
recommendation  that  a  committee 
of  five  be  appointed  to  figure  out 
ways  and  means. 

At  the  meeting  were  C.  P.  Bax- ter, RCA  Radio  and  TV  Div.;  A.  B. 
Chambers,  Allen  B.  DuMont  Labs; 
Arthur  L.  Chapman,  Sylvania  Ra- 

dio and  TV  Div.;  Richard  A.  Gar- ver,  Admiral  Corp.;  W.  J.  Halligan, 
The  Hallicrafters  Co.;  Larry  F. 
Hardy,  Philco  Corp.;  Gerald  Light, 
Emerson  Radio  &  Phonograph 
Corp.;  G.  W.  Thompson,  Arvin  In- dustries Inc.;  and  I.  W.  Wyckoff, 
Pilot  Radio  Corp.  Bruce  A.  Coffin, 
CBS-Columbia,  a  member  of  the 
advisory  group,  was  not  present. 
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NGeorge  Scoff/ 
**Man  About  Town 
**£/even  O'C/ocfc  News 
*Come(  Caravan 
**Let's  Take  a  Holiday 
**Curtain  Call 
*Cgefu$  Jim 

oflO
 TOPS' 

That's  a  remarkable  record  for  any  TV 
station  in  any  market.  In  Detroit, 

WWJ-TV  has  it! 
According  to  Pulse,  Inc.  July-August 

ratings — seven  out  of  the  top  ten 
multi-weekly  shows  are  on  WWJ-TV 
Five**  of  these  seven  originate  with 

WWJ-TV  and  its  staff. 
Two*  are  NBC  shows. 

This  teaming  of  talents  and  reliability  of 

production  have  consistently  enabled 

WWJ-TV  to  provide  its  advertisers 
with  the  largest  and  most  responsive 
audience  in  the  great  and  prosperous 

Detroit  Market — where  family  income  is 
the  highest  of  all  major  cities  in  the  U.  S.  A. 

FIRST  IN  MICHIGAN        Owned  and  Operated  by  THE  DETROIT  NEWS 

National  Representatives:  THE  GEORGE  P.  HOLLINGBERY  COMPANY 
ASSOCIATE  AM-FM  STATION  WWJ 
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Is  your  advertising  agency 

prepared  to  put  you  on 

TELE  VISION...  at  a  profit? 

Television  has  "arrived" 

in  many  agencies.. .  but 

not  every  agency  has 

"arrived"  in  Television! 

Advertisers  are  learning 

that  experience  is  the 

only  teacher  in  making 

Television  pay  a  profit 

Now  that  the  press-agentry  is  giving  way  to  audience  statistics ...  now  that 
rosy  predictions  are  being  replaced  by  solid  case  histories . . .  now  that  adver- 

tisers are  after  sales  instead  of  mere  prestige ...  the  whole  picture  is  beginning 
to  get  clearer. 

Today,  there  are  a  number  of  facts  about  TV  that  you  can  paste  in  your  hat 
and  base  decisions  on. 

One  is  the  fact  that  Television,  as  a  major  medium  for  selling  goods,  is  here  to 
stay.  No  other  medium  in  history  has  ever  hit  with  the  terrific  impact  of  TV! 

Business  men  in  major  industries  who,  for  years,  "accepted" 
advertising  as  a  necessary  part  of  business  operation,  have  been 
literally  amazed  on  comparing  sales  figures  from  TV  homes  and 
non-TV  homes,  TV  territories  and  non-TV  territories. 

Another  fact  is  that  despite  its  terrific  impact  on  sales,  Television  affords  oppor- 
tunities to  lose  money  as  well  as  make  it. 

In  the  past  year,  more  than  150  network  shows  failed  to  click. 

A  third  basic  fact  to  remember  is  this:  no  agency  without  a  long  and  successful 
record  of  selling  goods  before  the  advent  of  TV  can  be  expected  to  better  its 
performance  simply  because  it  has  a  new  outlet  for  its  efforts. 

A  fourth  fact  becoming  apparent  to  advertisers  is  that  no  agency  can  learn 
television  overnight.  Tooling  up  for  television  in  an  agency  calls  for  complete 
"reconversion". . .  thorough  indoctrination  of  all  executive  and  creative  people 
. . .  creation  of  large  and  separate  departments,  and  slow,  painstaking  integra- 

tion of  many  new,  specialized  talents  into  existing  operations. 

Shown  here  are  some  of  the  38  programs  telecast  each  week  for  clients  of  the  William  Esty  Company 

FOR  CAMELS.  JOHN  CAMERON  SWAYZE  brings  the 
news  to  millions  five  nights  a  week  on  the  Camel 
News  Caravan.  These  millions  also  hear  the  news 
that  more  people  smoke  Camels  than  any  other 
cigarette. 
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FOR  COLGATE'S  FAB.  5 -TIME- A- WEEK,  DAYTIME  TV 
...the  dramatic  show  "Miss  Susan"... is  making sales— and  is  reaching  viewers  at  a  lower  cost  per 
thousand  than  any  other  five-time-a-week,  day- time dramatic  show. 

FOR  M&M'S  CANDIES.  "SUPER  CIRCUS",  highest  rat- 
ing TV  network  children's  program,  has  given M&M's  Candies  such  a  sales  boost  in  18  months 

that  M&M's  is  now  the  number  one  seller  of  all bag-packaged  candy. 
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FOR   CAMELS.   SID   CAESAR   AND   IMOGENE  COCA 
■»  continue  in  the  most  sensationally  successful  TV 

show  of  1950,  "Your  Show  of  Shows".  Live  film and  animated  commercials  on  this  show  sell 
Camel's  sensible  30-Day  Mildness  Test. 

FOR  COCA-COLA.  "ROOTIE  KAZOOTIE",  another 
five-time-a-week  show  for  The  Coca-Cola  Bot- 

tling Co.  of  N.  Y.,  Inc.,  features  a  steady  parade  of 
such  youngsters'  heroes  as  Phil  Rizzuto,  selling the  "Coke's  A  Natural"  idea. 

That  is  why  you  can  count  on  your  fingers  the  number  of 
agencies  with  really  intensive  TV  experience.  Currently,  the 
William  Esty  Company  has  more  network  television  programs 
on  the  air  than  any  agency  in  the  business . . .  more  than  a  third 
of  its  total  billings,  in  fact. 

This  agency  pioneered  in  TV  from  its  beginnings . . .  currently  has  38  separate 
programs  on  TV  every  week ...  is  selling  one  or  more  brands  of  packaged  goods 
to  every  TV  family  in  that  area  of  the  country  where  66%  of  all  retail  sales  are 
made ...  is  investing  for  its  clients  sums  ranging  from  $  100,000  to  several  millions 
a  year . . .  and,  in  return,  is  obtaining  for  clients  interested  prospects  at  costs  as 
low  as  76  cents  per  thousand! 

The  complete  story  of  this  agency's  TV  experience  —  with  facts  and  figures 
on  results  —  has  been  put  into  compact,  easily  digested  presentation  form.  Adver- 

tisers, wondering  whether  or  not  they  can  use  TV  profitably,  will  find  this  mate- 
rial interesting. 
A  call  to  Mr.  Wood,  MU  5-1900  — or  a  note— will  bring  it  to  you.  Without 

any  obligation  on  your  part. 

William  Esty  Company,  Inc. 

Advertising 

100  EAST  42nd  STREET  •  NEW  YORK  17,  NEW  YORK 
MVrray  Hill  5-1900 

FOR  CAMELS.  "THE  CAMEL  MOVIE  HOUR"  is  pre-  FOR  CAVALIER  CIGARETTES.  THE  "GARRY  MOORE 
sented  three  times  a  week,  from  eleven  to  mid-  SHOW"  is  doing  a  real  selling  job.  This  show  was night,  in  six  major  markets  —  features  top-flight  the  first  successful  daytime  variety  program  on 
films  for  the  late-viewing  fans  —  reaches  Camel  Television  and  constitutes  another  interesting 
prospects  at  costs  as  low  as  $1.10  per  thousand.  example  of  Esty  pioneering  in  TV. 

FOR  COLGATE'S  VEL  AND  SUPER  SUDS.  "STRIKE  IT 
RICH"— the  dramatic,  human  interest  quiz  show- 
is  proving  that  even  in  the  morning  TV  can  do  a 
great  job.  Today  "Strike  It  Rich",  at  1 1 : 30  A.M., has  a  higher  rating  than  most  aiternoon  TV  shows. 

FOR  CAMELS.  "MAN  AGAINST  CRIME",  starring 
Ralph  Bellamy —  consistently  one  of  the  top  two 
ranking  mystery  shows  —  continues  for  the  third straight  year  .  .  .  and  Camel  continues  to  be 
America's  largest-selling  cigarette. 

FOR  COCA-COLA.  SHERIFF  BOB  DIXON  entertains 
the  youngsters  every  afternoon,  five  days  a  week. 
One  of  several  programs  a  week  for  The  Coca- Cola  Bottling  Company  of  New  York,  Inc. 

TV  SPOTS  FOR  "EVEREADY"  BATTERIES,  as  well  as 
for  Prince  Albert  Smoking  Tobacco  and  The  Coca- Cola  Bottling  Co.  of  N.  Y.,  Inc.,  are  currently 
proving  that  interesting,  memorable  Television 
spots  can  be  a  very  effective  use  of  the  medium. 
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NON-COMMERCIAL  TV  532? MICHAEL  R.  HANNA,  general  manager  of  Cornell  U.'s  WHCU-AM- 
FM  Ithaca,  last  week  advised  Cornell's  administration  that  the  concept 
of  non-commercial,  educational  telecasting  was  "unrealistic." 

In  a  report  to  officials  of  Cornell,  operator  of  the  commercially  suc- cessful AM  and  FM  stations  and   
applicant  for  a  commercial  tele- 

vision station,  Mr.  Hanna  said  it 
was  "unrealistic,  in  the  face  of 
costs  alone,  to  assume  that  edu- 

cation can  afford  to  operate  non- commercial television  stations 
which  would  have  to  compete  for 
audience  with  commercial  tele- 
casters." Mr.  Hanna  said  surveys  indicated 
it  would  cost  at  least  $300,000  to 
equip  a  single  TV  station,  not 
counting  housing  or  studio  facili- 

ties, and  at  least  $350,000  a  year 
to  operate  it  at  satisfactory  levels 
of  program  quality. 

"That  is  not  to  say,  however," 
Mr.  Hanna  said  in  his  report,  "that educational  institutions  should  ig- nore the  medium.  It  is  rather  a 
word  of  warning  that  telecasting 
costs  money  —  huge  sums  of 
money — and  education  had  better 
be  prepared  to  meet  the  enormous 
costs  of  producing  quality  pro- 

grams in  competition  for  audience, 
whether  the  source  be  tax  dollars 
from  the  public  treasury,  as  in  the 
case  of  state  institutions,  or  rich 
foundations,  in  the  case  of  privately 
endowed  institutions." 

Mr.  Hanna  said  education  "would be  better  advised  to  abandon  plans 
for  going  it  alone  and  concentrate 
instead  on  building  programs  for 
telecasting  over  commercial  facili- 
ties." As  a  result  of  its  long  experi- 

ence in  operating  WHCU,  Cornell 
is  convinced  that  advertising  rev- 

enue is  imperative,  Mr.  Hanna  said. 
Because  of  WHCU's  financial 

stability,  the  station  has  been  able 
to  maintain  program  standards  of 
much  higher  quality  than  would 
have  been  possible  if  the  station 
had  depended  only  on  what  funds 
the  university  could  spare. 

"By  the  same  token,"  Mr.  Hanna 
said,  "the  station  has  provided  an outlet  from  several  sources  in  the 
university  which  has  led  to  a  fine 
harmony  between  education  and 
the  station's  self-supporting  opera- 

tion." 
Offers  Suggestions 

Mr.  Hanna  said  it  seemed  "ob- 
vious that  all  things  considered, 

education  would  do  well  to  examine 
its  resources,  equip  itself  with 
facilities  for  producing  programs, 
even  train  personnel  in  the  skillful 
use  of  television  facilities,  and  then 
continue  to  work  closely  with  the 
existing  and  soon-to-be  constructed 
television  stations  built  and  sup- 

ported   by    American  business." 
He  said  he  did  not  see  "how educational  television  or  education- 
al radio  can  go  it  alone  and  provide 

programs  to  supply  a  station's  all- day  coverage  with  a  result  that 
will  hold  the  station's  audience." 
"We  see  the  future  as  one  of 

achieving  a  practical  cooperation 
between  the  university  commu- 

nity and  the  radio  and  television 
COLOR  TEST 

RCA  Ends  Capital  Phase 
ALL  FCC  Commissioners  except 
Comr.  Frieda  B.  Hennock  saw 
RCA's  compatible  color  TV  during the  nine-day  demonstrations  in 
Washington  which  ended  Oct.  19 
[B  •  T,  Oct.  15]. 

Not  only  the  Commissioners,  but 
about  200  other  FCC  staff  per- 

sonnel also  viewed  the.  FCC- 
rejected  system.  They  included  top 
attorneys  and  engineers  as  well 
as  secretaries  and  clerks. 

Comrs.  Rosel  H.  Hyde,  Robert 
F.  Jones  and  E.  M.  Webster  saw 
the  color  demonstrations  Oct.  15; 
Comr.  George  E.  Sterling  Oct.  16. 
Chairman  Coy  and  Comr.  Paul  A. 
Walker  saw  the  demonstrations 
the  week  before. 

None  would  comment  on  what 
they  saw  or  how  they  liked  what 
they  saw. 

On  Oct.  18,  National  Television 
System  Committee  Panel  17  (on 
color  networking)  viewed  the  show- 

ings in  Washington  and  held  a 
closed-door  meeting  for  an  hour 
thereafter.  Chairman  of  the  panel 
is  Frank  Marx,  ABC  chief  en- 
gineer. 
Almost  500  responses  by  the 

public  to  the  RCA  color  system 
were  received  at  NBC  headquar- 

ters in  the  Trans  Lux  Bldg.  in 
Washington. 

broadcasting  industry,"  he  said. 

Gilbert  on  62 
A.  C.  GILBERT  Co.,  New  York 
(Erector  Sets  and  other  scientific 
toys)  will  sponsor  a  quarter-hour 
film  series  of  Boys  Railroad  Clubs 
on  62  television  stations  through- 

out the  country.  Charles  W.  Hoyt 
Co.,  New  York,  is  agency. 

RCA  SYSTEM  of  color  television 
for  theatre  reception  as  well  as  for 
home  use  was  demonstrated  last 
week  at  New  York's  Colonial  Thea- 

tre, where  experimental  NBC-TV 
colorcasts  were  reproduced  as  nine- 
by-twelve-foot  pictures  projected 
on  the  theatre's  motion  picture screen. 

Increased  size  of  the  video  im- 
ages had  no  apparent  effect  on  the 

quality  of  the  pictures,  which 
seemed  as  clear,  colorful  and  as 
free  from  breakup  as  previous  tele- 

casts utilizing  the  RCA  system 
which  had  been  viewed  on  the 
screens  of  home-type  receivers.  En- 

gineers explained  that  the  projec- 
tion equipment,  utilizing  three 

kinescope  tubes — one  for  each  color 
— might  well  provide  better  color 

ATTENDING  "first  lameheon-meetiiig of  the  Detroit  Television  Council 
were  (i  to  r)  Kenneth  L.  (Tug)  Wilson, 
secretary  -  treasurer.  National  Col- 

legiate Athletic  Assn.  and  Commis- sioner of  the  Big  Ten  Conference; 
Clarence  Hatch  Jr.,  council  president 
and  executive  vice  president  of  D.  P. 
Brother  &  Co.  ad  agency,  and  H.  O. 
"Fritz"  Crisler,  athletic  director  at 

U.  of  Michigan. 

NCAA  BLACKOUT 
Backfires  in  Syracuse 

CLAIM  of  National  Collegiate 
Athletic  Assn.  that  TV  is  to  blame 
for  the  decline  in  football  atten- 

dance was  thrown  for  a  loss  Oct. 
13  at  Syracuse,  N.  Y.  On  that  day 
Syracuse  U.  played  U.  of  Illinois 
at  the  former's  stadium,  one  of  the few  times  Syracuse  has  ever  played 
a  Big  Ten  team.  TV  was  blacked 
out  locally  that  afternon  by  NCAA 
so  fans  could  not  stay  home  to  look 
at  the  Notre  Dame-Southern 
Methodist  game  on  their  television. 

Despite  this  compelling  situation, 
the  Syracuse-Illinois  game  drew 
only  23,000  people  into  the  39,000- capacity  stadium,  according  to  E. 
R.  Vadeboncoeur,  WSYR  Syracuse 
vice  president.  About  9,000  were 
members  of  the  Syracuse  student body. 

Nobody  is  able  to  explain  why 
such  a  big  attraction  drew  so  small 
a  crowd  on  a  perfect  football  day, 
Mr.  Vadeboncoeur  said,  adding  that 
NCAA  would  have  a  tough  time 
pinning  the  blame  on  innocent  TV. 

reproduction  than  the  single  tri- 
color tube  of  the  home  receivers. 

Dr.  David  W.  Epstein,  under 
whose  direction  the  receiver-projec- 

tor was  developed,  said  that  al- 
though the  apparatus  used  at  the 

Colonial  Theatre  was  installed  in 
the  audience  section  of  the  audi- 

torium, subsequent  models  will  be 
designed  with  longer  projection 
range,  permitting  installation  on theatre  balconies,  which  would  be 
essential  for  their  commercial  use. 
There  is  no  reason,  he  said,  why 
these  RCA  theatre  units  cannot  be 
built  to  project  pictures  of  full 
theatre-screen  size,  up  to  18  by 24  feet. 

The  RCA  color  projection  equip- 
ment uses  the  same  type  of  optical 

NO  CENSORSHIP 
Coy  Tells  K  of  C  Officer 

NO  CENSORSHIP  of  TV  pro- grams is  authorized  by  FCC  or  any 
other  government  agency,  FCC 
Chairman  Wayne  Coy  wrote  Oct. 
17  to  Joseph  F.  Lamb,  supreme 
secretary,  Knights  of  Columbus. 
The  letter,  written  on  the  eve  of 

the  Oct.  19  Chicago  meeting  on  a 
TV  code  by  NARTB  member  sta- tions, was  in  answer  to  a  resolution 
by  the  Supreme  Council  of  the 
Knights  of  Columbus  adopted  Aug. 
21-23  in  Pittsburgh.  It  was  for- warded to  the  FCC  Oct.  15.  It 
reads : 
RESOLVED,  That  the  Supreme 

Council  protest  vigorously  to  the  pro- per authorities  and  to  demand  that 
they  take  the  necessary  action  to  see 
that  all  television  shows  are  pre- sented in  such  a  way  that  they  will 
not  offend  any  person. 

Mr.  Coy,  in  his  response,  said: 
The  law  places  the  responsibility 

upon  the  station  licensees  themselves 
for  determining  the  content  of  pro- grams broadcast  by  them.  They  are 
limited  in  the  exercise  of  their  judg- 

ment by  requirements  of  law  which 
prohibit  the  broadcast  of  obscene,  in- 

decent or  profane  language  and  in- formation relating  to  lotteries. 
Since  the  station  operators  them- selves must  make  the  decision  as  to 

what  goes  on  the  air  over  their  sta- 
tions, it  appears  to  me  that  the  sub- stance of  the  resolution  of  the 

Supreme  Council  is  a  matter  upon 
which  you  should  consult  with  the 
station  operators. 

Carter  Buys  Drama 
CARTER  PRODUCTS  Inc.,  New 
York  (Carter  Pills  and  Nair,  Arrid 
and  Rise)  will  sponsor  City  Hos- 

pital, new  half-hour  dramatic  TV 
show,  effective  Nov.  3,  on  alternate 
Saturdays,  12:30-1  p.m.  on  ABC- TV.  Carter  pills  and  Nair  are 
handled  by  Ted  Bates  and  Co.,  New 
York,  while  Arrid  and  Rise  are 
served  by  Sullivan,  Stauffer,  Col- 
well  &  Bayles  Inp.,  same  city. 

Shown  in  New  York 

system  as  the  company's  black-and- white  large-screen  video  projection 
units  currently  installed  in  theatres 
in  New  York,  Philadelphia,  Wash- 

ington, Chicago,  Los  Angeles  and 
elsewhere,  Dr.  Epstein  said,  recall- 

ing that  RCA  first  demonstrated  its 
large-screen  monochrome  TV  re- 

ceiver 10  years  ago  at  the  New 
Yorker  Theatre.  The  color  model, 
he  said,  is  a  "painstakingly 
achieved  refinement  of  one  demon- 

strated by  RCA  in  1947  at  the 
Franklin  Institute  in  Philadelphia." Dr.  Epstein  explained  that  the 
improved  color  projector-receiver shown  last  week  utilizes  three  five- 
inch  projection  kinescopes — "each coated  with  a  phosphor  which  glows 
in  one  of  the  three  primary  colors (Continued  on  page  8U) 

RCA  THEATRE  COLOR 
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Audience 

Research 

has  changed 

TOO! 

Broadcast  audience  research  never  stands  still.  And  television, 
with  its  high  costs  and  new  selling  technique,  speeded  the  next 
logical  step  ...  a  measurement  of  ivho  is  doing  the  viewing 
within  a  home. 

Alert  advertisers  were  quick  to  recognize  that  changes  in  audi- 
ence composition  and  viewers  per  set  might  easily  mean  differ- 
ences of  millions  of  viewers  between  identically  rated  programs. 

Today,  ARB  reports  give  ample  proof  that  this  is  true.  Quite 
often  they  show  a  lower  rated  program  actually  reaching  many 
more  of  the  family  members  desired  by  the  advertiser. 

ARB  TV-Nationals  and  ARB  City  Reports  now  supply  this 
information  to  broadcasters  and  advertisers  as  part  of  an  accurate, 
complete  and  well-balanced  service  covering  both  network  and 
local  programs.  With  the  ARB  interviewing  technique  assuring 
valid  diary  records  in  thousands  of  U.S.  television  homes  each 
month,  many  of  the  following  features  are  available  from  no 
other  sources. 

1.  Two  national  network  reports  each  month  from  a  large 
probability  sample,  covering  every  county  within  150  miles 
of  any  TV  signal.   Sample  size  permits  detailed  breakdowns. 

2.  Ratings,  homes  reached,  and  audience  composition  on  all 
network  programs  .  .  .  commercial  and  sustaining  .  .  .  de- 

livered within  two  weeks. 

3.  Comparable  city  data  on  the  same  base  and  covering  the 
same  period  in  up  to  15  individual  markets.  Complete  re- 

ports available  in  10  cities. 

Why  take  less  than  the  whole  story  .  .  .  accurately  told?  If 

you're  not  already  using  ARB  reports,  let  us  tell  you  more  about 
them.  Whether  your  problem  is  network  or  local,  ARB  can  help 
you  save  money  and  sell  more.  Ask  any  television  research  di- 

rector, then  write  or  telephone  us, 

AMERICAN  RESEARCH  BUREAU,  INC. 
NATIONAL  PRESS  BUILDING 
WASHINGTON  4,  D.  C. 

REpublic  6002—7838—6193 
James  W.  Seiler,  Director 

THE 

STATES 

TELEVlSlON 
AUDIENCE 

COMPLETE  CITY  REPORTS 
Complete  ARB  TV  Reports  with  all  the  features  of  the  net- 

work study  are  now  available  monthly  in  the  following  metro- 
politan areas.    Others  will  be  added. 

New  York 

Los  Angeles* 
Chicago 
Philadelphia 
Cleveland 

Baltimore 
Washington 
Boston 

Detroit* 
San  Francisco* 

To  the  station,  these  current,  on-the-spot  diary  reports  fur- 
nish an  accurate,  honest  appraisal  of  audience  levels  through- 
out the  week  ...  a  valuable  aid  in  both  selling  and  pro- 

gramming for  the  future. 
To  the  timebuyer,  ARB  reports  bring  factual  information  on 

how  to  reach  the  right  TV  audiences  at  the  lowest  cost  per 
thousand.  Based  on  competent  research,  they  point  out  favor- 

able factors  and  guard  against  "blue  sky"  ratings  and  claims. In  addition  to  numerous  agency  and  advertiser  subscribers, 
here  are  some  of  the  television  stations  now  using  ARB  reports 
on  a  regular  basis: 

WFIL-TV,  WCAU-TV,  WNBT,  WCBS-TV,  WMAL-TV, 
WNBW,  WMAR-TV,  WBAL-TV,  WXEL,  WNBK,  WEWS, 
WENR-TV,  WNBQ,  WN AC-TV,  WBZ-TV. 
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United  Press  Movietone  News  starts  today.  And  it's  hitting  TV  screens  from coast  to  coast. 

Charter  clients  are  these  pace-setters  among  the  nation's  stations: 
New  York-WJZ-TV  and  WPIX  Cleveland-WEWS 
Boston-WNAC-TV  and  WBZ-TV  Cincinnati-WCPO-TV 
Rochester-WHAM-TV  Los  Angeles— KECA-TV 
Detroit-WXYZ-TV  Nashville-WSM-TV 

United  Press  Movietone  News  is  bringing  to  television  two  things  TV  had  to 
have  to  make  news  programs  pay— world-wide,  top-speed  news  coverage 
and  nation-wide,  top-speed  delivery  of  news  film. 

Only  the  biggest  kind  of  enterprise— the  global  collaboration  of  the  world's 
leading  news  service  and  the  world's  leading  newsreel  company— could  fill 
that  big  an  order.  But  filled  it  is— and  then  some.  The  start  of  U.P.  Movietone 

News  proves  it.  It's  scoring  from  the  kick-off. 

United  Press 

THE  WORLD'S  BEST  COVERAGE  OF  THE  WORLD'S  BIGGEST  NEWS 
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telesfatus 

Berle  Takes  Back  Lead 

In  Trend  ex,  Nielsen 

(Report  186) 

H  m  DALLAS 

THE  LARGEST 

TELEVISION 

MARKET . . 

DALLAS 

FT  WORTH 

Combined  Population 
DALLAS  and  TARRANT 

COUNTIES  .  ,  , 

920,500 

NOW  there  are 

I  135,656  I 

TOP  TEN  evening  programs — 
based  on  one  live  telecast  during 
the  week  of  Oct.  1-7 — have  been 
rated  by  Trendex  Inc.  Data  is  for 
10  multi-station  cities  and  is 
"based  on  the  new  comparative 
program  popularity  method,  de- 

signed to  eliminate  the  variable 
network  sizes  which  have  pre- 

viously prevented  true  rating  com- 
parisons."   Programs  are: 

1  Star  Theatre-Berle  (NBC)  54.4 
2  Godfrey's  Talent  Scouts  (CBS)  41.2 3  Your  Show  of  Shows  (NBC)  37.4 4  Red  SkeSton  (NBC)  36.5 5  Man  Against  Crime  (CBS)  36.1 6  Fireside  Threatre  (NBC)  35.3 7  Playhouse  of  Stars  (CBS)  34.8 8  Toast  of  the  Town  (CBS)  31.4 9  Racket  Squad  (Monday)  (CBS)  30.8 

10  Godfrey's  Friends  (CBS)  29.2 

Berle  Leads 
Nielsen  Sept.  Report 
MILTON  BERLE  and  his  Texaco 
Star  Theatre  led  the  national  Niel- 

sen ratings  for  the  top  10  TV 
shows  presenting  during  the  two 
weeks  ending  Sept.  22.  Mr.  Berle's show  led  the  nearest  competitor 
by  nearly  nine  percentage  points 
but  Your  Show  of  Shows  captured 
the  second,  third,  fourth  and  fifth 
places.    Nielsen's  list  follows: 

3  Your  Show  of  Shows  (NBC)  45.9 (Reynolds,  R.  J.,  Tobacco) 
4  Your  Show  of  Shows  (NBC)  42.1 (Eversharp,  Inc.) 
5  Your  Show  of  Shows  (NBC)  4T.1 (Lehn  &  Fink  Prod.  Corp.) 6  Fireside  Theatre  (NBC)  38.1 7  Mama  (CBS)  37.7 8  Phiko  TV  Playhouse  (NBC)  36.4 9  Robt.  Montgomery  Theatre  (NBC)  36.4 

10  Arthur  Godfrey's  Scouts  (CBS)  35.5 
Copyright  1951  by  A.  C.  Nielsen  Co. 

'Show  of  Shows'  Tops 
Early  Sept.  Videodex 
GREATER  percentage  of  television 
homes  watched  Your  Show  of 
Shows  than  any  other  video  pro- 

gram from  Sept.  4-10,  but  the 
largest  number  of  TV  homes  tuned 
in  to  President  Truman's  speech from  the  Japanese  peace  treaty 
conference  in  San  Francisco.  This 
was  reported  last  week  by  the  Jay 
and  Graham  Organization  in  its 
Videodex  report  from  63  markets 
for  that  period. 

The  complete  list  of  top  10  shows 
follows : 

Rank  Program 
1  Texaco  Star  Theatre  (NBC) 2  Your  Show  of  Shows  (NBC) (Participating) 

(%) 56.2 
47.5 

Your  Show  of  Shows  (42  cities) President  Truman  (52) Talent  Scouts  (23) 
Lux  TV  Theatre  (30) Robert  Montgomery  (32) Mama  (24) 
Godfrey's  Friends  (51) Philco  Playhouse  (58) 
Lights  Out  (42) 
Your  Hit  Parade  (34) 

40.5 

37.5 

35.4 
35.1 32.6 32.3 
30.3 30.1 29.4 
29.2 

Advertest  Views 
News,  Educational  Shows 
ADVERTEST  RESEARCH  last 
week  released  results  of  a  study  of 
"TV  News  and  Educational  Pro- 

grams." Total  of  750  personal  in- 
terviews were  conducted  Sept.  6-15. 

The  study  shows  that  today  tele- 
vision ranks  third  behind  news- 
papers and  radio  as  a  major  source 

of  news  in  TV  homes.  In  1949, 
video  ranked  second  behind  news- 

papers. In  the  September  study, 
it  was  learned  percentage-wise, 
newspapers  and  radio  have  re- 

mained about  the  same  but  tele- vision has  dropped. 

New  York  Series 
Audience  Highest 

According  to  WOR-TV  New 
York's  third  annual  survey  based 
on  Pulse  Inc.  report,  1,333,000  per- 

sons in  753,350  homes  throughout 
metropolitan  New  York  watched 
the  telecast  opening  of  the  World 
Series  Oct.  4.  Station  spokesmen 
asserted  this  was  the  largest  audi- 

ence ever  to  witness  a  World 
Series  game  on  television.  Of  this 
number,  50.3%  were  women,  31.1% 
men,  and  18.6%  viewers  under  18 
years  old. 

Weekly  Television  Summary— 22,  1951— Telecasting  Survey 

Ft.  Worth Davenport 
Quad  Citie 

Dayton 
Erie 
Ft.  Worth- Dallas 
Grand  Rapids- Kalamazoo Greensboro 
Houston 
Huntington- Charleston 

polis 
Jacksonville Johnstown Kalamazoo 

Grand  Rapids  WKZO-TV 
City  WDAF-TV 

Outlets  On  Air 
KOB-TV WOI-TV WAGA-TV,  WSB-TV,  WLTV 
WAAM,  WBAL-TV,  WMAR-TV WNBF-TV WAFM-TV,  WBRC-TV WTTV 
WBZ-TV,  WNAC-TV WBEN-TV WBTV 
WBKB,  WENR-TV,  WGN-TV,  WNBQ WCPO-TV,  WKRC-TV,  WLWT WEWS,  WNBK,  WXEL WBNS-TV,  WLWC,  WTVN 
KRLD-TV,  WFAA-TV,  WBAP-TV WOC-TV Include  Davenport,  Moline,  Rock  Ise., WHIO-TV,  WLWD 
WJBK-TV,  WWJ-TV,  WXYZ-TV WICU 
WBAP-TV,  KRLD-TV,  WFAA-TV 
WLAV-TV WFMY-TV 
K  PRC-TV 
WSAZ-TV 
WFBM-TV WMBR-TV WJAC-TV 

Lancaster Lansing 
Los  Angeles 

iets  in  Area 

9,450 68,025 115,000 
324,993 
43,115 
62,500 18,400 786,790 

221,972 
93,334 969,423 305,000 

510,922 299,000 
135,656 62,263 Moline 215,000 
642,567 
74,375 135,636 

146,181 
78,463 92,882 
55,350 175,000 
40,000 112,300 

146,181 
143,558 
113,243 
65,000 

City  Outlets  On  Air 
Louisville  WAVE-TV,  WHAS-TV Matamoros  (Mexico) 

Brownsville,  Tex.  XELD-TV Memphis  WMCT Miami  WTVJ 
Milwaukee  WTMJ-TV Minn.-St.  Paul  KSTP-TV,  WTCN-TV 
Nashville  WSM-TV New  Haven  WNHC-TV New  Orleans  WDSU-TV New  York  WABD,  WCBS-TV,  WJZ-TV,  WNBT WOR-TV,  WPIX Newark  WATV 
Norfolk  WTAR-TV 
Oklahoma   City  WKY-TV Omaha  KMTV,  WOW-TV Philadelphia  WCAU-TV,  WFIL-TV,  WPTZ Phoenix  KPHO-TV 
Pittsburgh  WDTV Providence  WJAR-TV Richmond  WTVR 
Rochester  WHAM-TV Rock  Island  WHBF-TV Quad  Cities  Include  Davenport,  Moline,  Rock  Ise.,  E. 

Sets  in  Area 109,835 

Salt  Lake  City 
San  Antonio San  Diego 
San  Francisco Schenectady Albany-Troy 
Seattle St.  Louis 
Syracuse 
Toledo 
Tulsa 
Utica-Rome Washington 

1,033,899 Total  Stations  on  Air  109* 

KDYL-TV,  KSl-TV 
KEYL,  WOAI-TV KFMB-TV KGO-TV,  KPIX,  KRON-TV WRGB 
KING-TV 
KSD-TV WHEN,  WSYR-TV WSPD-TV KOTV 
WKTV 
WMAL-TV,  WNBW,  WTOP-TV,  WTTG WDEL-TV 

266,965 275,600 
40,700 
188,000 
62,150 2,550,000 

81,556 99,955 93,640 903,000 40,100 
342,300 165,000 
95,071 91,010 
62,263 loline 
55,300 

172,800 
92,600 317,000 

135,630 127,000 

89,263 53,000 288,650 
80,877 

WGAL-TV 
WJIM-TV KECA-TV,  KFI-TV,  KLAC-TV,  KNBH KTLA,  KTSL,  KTTV 

Total  Markets  on  Air  64* *  Includes  XELD-TV  Matamoros,  Mexico. 
Editor's  Note:  Totals  for  each  market  represent  estimated  sets  within  television  area.  Where  coverage  areas  overlap  set  counts  may  be partially  duplicated.  Sources  of  set  estimates  are  based  on  data  from  dealers,  distributors,  TV  circulation  committees,  electric  companies and  manufacturers.  Since  many  are  compiled  monthly,  some  may  remain  unchanged  in  successive  summaries.  Total  sets  in  all  areas  are  ily  approximate. 

Estimated  Sets  in  Use  13,908,000 

in  KRLD-TV's 

Effective 

Coverage  Area 

DL  CBS  Station 
for       DALLAS  and 

FORT  WORTH 

tllii  16  wily 

KRLD 
AM-FM-TV 

a 

is  your  beit  buu 
I  be     TIMES  HERALD  Station 

National  Representatives 
THE  BRANHAM  COMPANY 
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Eyes  and  8>  Ears  of  a 

GOOD 

CITIZEN 

Kids  .  .  .  kids  .  .  .  kids!  Dating  as  an  institution  back  to  1945,  "Invitation  to  Youth"  has  now  been  a  television  "must"  to the  kids  of  Dayton  for  over  a  year.  Over  500  participants  have  been  auditioned  in  this  period,  with  5  participating  each 
week  in  the  competition  for  prizes.  Look  at  the  enthusiasm  that  this  educational  and  entertainment  program  generates! 

Isn't  it  time  we  dug  a  little  deeper  into  the  matter 
of  "public  service"  programs? 

Take  "Invitation  to  Youth."  Here's  a  program 
designed  solely  to  give  direction  and  occupation  to 
the  kids  of  Dayton.  Presented  for  90  minutes  every 
Saturday  morning  in  the  auditorium  of  its  sponsor, 
The  National  Cash  Register  Company,  up  to  2500  kids  a 
week  pack  the  show.  Thousands  more  follow  avidly  the 
half-hour  telecast  or  simulcast 
(first  in  Dayton).  There's  no 
commercial — no  commercial 
angle — no  purpose  but  that 
of  The  National  Cash  Register 

E 

•     C  HA  ft  N  EL  1.3 

)o-tv^ 

DAYTON,  OHIO 

Company  and  WHIO-TV  to  unite  their  efforts  for  the 
good  of  their  community. 

There  is,  of  course,  one  great  benefit  that  accrues 
to  sponsor  and  telecaster  alike.  The  National  Cash 
Register  Company's  progressive  civic-mindedness 
has  won  it  a  unique  place  in  the  heart  of  its  own 
community.  Our  many  public  services — the  majority 
of  them  unsponsored — have  done  the  same 

for  us.  Dayton's  answer  can 
be  measured  in  Dayton's 
listening  and  viewing  re- 

sponse heavily  favoring 

WHIO-TV.* 

*EXAMPLE— Pulse  for  September 
shows  8  out  of  top  10  weekly 
shows  were  aired  via  WHIO-TV. 
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Admiral  Patten 

DuMONT  POST 
Patten  Elected  V.  P. 

REAR-ADMIRAL  Stanley  F.  Pat- 
ten, USN  (ret.),  assistant  to  the 

president  of  Allen  B.  DuMont  Labs 
since   July  1947, 
has  been  elected 
vice  president  of 
the  corporation 
by  the  board  of 
directors,  Dr. 
Allen  B.  DuMont, 
president,  an- nounced   at  the 
weekend. 

A  line  officer  in 
the  Navy  from 
1917  to  1947,  spe- 

cializing in  electronics  and  com- 
munications, Admiral  Patten  served 

in  North  American  and  European 
waters  during  World  War  I.  At  the 
beginning  of  World  War  II  he  was 
assistant  head  of  the  Radio  Divi- 

sion, Bureau  of  Ships,  and  in  May 
1943  he  was  ordered  to  command 
the  USS  Rocky  Mount,  which  served 
as  flagship  for  the  amphibious 
forces  during  the  Marshall  and 
Mariannas  Islands  invasions.  His 
last  assignment  before  retirement 
was  that  of  communications  officer 
of  the  13th  Naval  District,  Seattle. 

Admiral  Patten  has  recently  di- 
rected the  mobilization  planning  for 

the  DuMont  government  branch, 
with  responsibility  for  the  mainte- 

nance of  master  production  control 
and  plant  loading  of  all  DuMont 
plants,  as  well  as  security  matters 
and  federal  controls. 

FIGHT  SPONSORS 
Gillette,  Set-Makers  Join 

HEAVYWEIGHT  boxing  bout  be- 
tween Joe  Louis  and  Rocky  Mar- 

ciano  will  be  telecast  coast-to-coast 
on  NBC-TV  on  Friday  at  10  p.m. 
EST  under  sponsorship  of  the  Gil- 

lette Safety  Razor  Co.  and  seven 
TV  set  manufacturers. 

Participating  companies  are  Ad- miral, Crosley,  General  Electric, 
Motorola,  Philco,  RCA,  and  Syl- vania.  It  was  understood  that 
multiple  sponsorship  resulted  when 
theatre  TV  and  commercial  TV  in- 

terests competed  in  bidding  for 
rights,  with  the  former  stepping 
out  when  the  match  was  moved 
from  the  Polo  Grounds  to  Madison 
Square  Garden.  Although  price 
tag  for  TV  rights  was  kept  a  secret 
by  the  IBC,  agency,  and  network, 
estimates  put  it  in  the  neighbor- 

hood of  $200,000. 
Telecast  of  the  10-round  bout  will 

be  carried  as  a  regular  feature  of 
the  Cavalcade  of  Sports  Friday 
night  fights — usually  sponsored  by 
Gillette  alone — with  Jimmy  Powers 
calling  the  punches. 

This  is  the  second  time  TV  re- 
ceiver manufacturers  have  banded 

together  to  provide  boxing  pro- 
grams for  home  viewers.  First 

instance  was  last  July  [B  •  T,  July 
23]  when  eight  manufacturers 
sponsored  the  Ezzard  Charles-Joe 
Walcott  bout  over  DuMont  Tele- 

vision Network. 

KEYNOTERS  at  NARTB  15th  District 
meeting  are  (I  to  r)  Glenn  Shaw,  KLX 
Oakland,  district  director;  Harold 
Fellows,  NARTB  president;  Col.  James 
Notestein,  chief.  Information  Section, 
Sixth  Army,  San  Francisco.  Meeting 
was  held  in  San  Francisco  [B  •  T, Oct.  15]. 

SHUPERT  RESIGNS 
Joins  New  Production  Firm 

GEORGE  SHUPERT,  vice  presi- 
dent of  Paramount  Television  Pro- 

ductions, resigned  late  last  week  to 
join  in  the  formation  and  operation 
of  a  new  company  to  produce  films 
for  television. 

Details  of  the  new  company's ownership  and  full  plans  are  ex- 
pected to  be  announced  shortly.  It 

was  understood,  however,  that  the 
firm  will  release  a  number  of 
theatrical  motion  pictures  for  tele- vision use  in  addition  to  producing 
new  TV  series. 

TV'S  POSITION 
Lewis  Speaks  at  REC 

"RADIO  is  here  to  stay,"  William 
Lewis,  president  of  Kenyon  & 
Eckhardt,  New  York,  told  members of  the  Radio  Executive  Club,  last 
Thursday  at  its  regular  bi-monthly meeting. 

Radio  and  motion  pictures  are 
better  than  ever,  he  said,  because 
of  improvements  sparked  by  the 
competition  of  television  for  the 
advertising  dollar  and  the  leisure 
time  of  the  American  audience.  He 
pointed  out  that  Americans  are  a "restless"  nation  and  that  recent 
auto  figures  are  one  indication  of 
the  nation  in  motion. 

Competition  from  "restlessness," movies,  radio,  25-cent  good  books, 
and  better  magazines  may  all  add 
up  to  the  possible  diminishment  of the  TV  listening,  he  said. 
He  suggested  three  points  for 

television:  (1)  Networks  and  sta- tions should  find  new  talent  and 
new  programs;  (2)  networks  should 
quit  cutting  each  other's  throats by  scheduling  programs  opposite 
each  other  (such  as  drama  against 
drama,  comedy  against  comedy, 
etc);  (3)  program  builders  should clamp  a  reasonable  lid  on  talent 

KECA-TV  Los  Angeles  and  KGO-TV San  Francisco  have  contracted  for 
INS'  All  Nations  television  symphonies 
on  unrestricted  basis  and  have  taken 
options  on  second  series  to  be  released 
before  the  end  of  the  year. 

Class  of  Servics 

ferred  character  is  in- dicated by  a  suitable 
symbol  above  or  pre- ceding the  address. 

WESTERN, 

SH30 

OCT  5 
NL=Night  Letter 

W.  P.  MARSHALL,  presi 
[VLT  =Int'l  Victory  Ltr. 

Tbe  fi""g  time  shown  in  the  date  line  oa  telegrama  and  day  lettera  ia  STANDARD  TIME  at  point  of  origin  Time  of  receipt  ia  BTAMJAKD  TIME  at  point  of  deadlier, 
S.MGA382  DL  fD=MEMPH I S  TENN  5  534P= 
GEORGE  BURBACH.MANAGER= 

TELEVISION  STATION  KSD-TV  STL= 

THIS  TO  COMMEND  YOU  AND  YOUR  STAFF  FOR  THE  VERY  EXCELLENT 
TELECAST  OF  THE   IMPRESSIVE  VEILED   PROPHET  BALL  CEREMONIES. MEMPHIS  AND  MIDS0UTH  AUDIENCES  ARE   INDEBTED  TO  YOU,  YOUR 
PRODUCTION  AND  TECHNICAL  STAFF  FOR  A  SUPERIOR  PRESENTATION  AND 
THE  MANY  FAVORABLE  COMMENTS  ATTEST  WHOLEHEARTED  PUBLIC 
ACCEPTANCE.  THIS    «S  TRULY  ONE  OF  TELEVISIONS  BIGGEST  MOMFMT, WHEN  LOCAL   EVENTS  OF  WIDESPREAD   INTEREST  ARE  PRESE^ A  SUPERB  MANNER.  CONGRATULATIONS  AND.  BEST  WISHES* 

HENRY  W  SLAVICK  GENERAL     MANAGER  WMCT- 
COMPANY  WILL  APPRECIATE  SUGGESTIONS  FROM  ITS  PATRONS  CONCERNING 

ITS  SERVICE 

z 
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LOS  ANGELES  TV  HEADLINER! 

GENE  NORMAN  SHOW  on  KN6H 

Ace  TV  disc  jockey,  Gene  Norman,  teams  up  with 

Snader  Telescriptions . . .  it's  the  brightest 
nighttime  participation  show  in  Los  Angeles! 

Here's  a  neatly  tailored,  hard-selling  TV  show 
with  a  ready-built  audience  to  help  you  sell 
your  product  or  service  in  Los  Angeles. 

Gene  Norman  has  been  the  tops  in  radio 
disc  jockeys  in  this  town  for  years.  Now  he 
swings  his  loyal  audience  to  TV  on  KNBH. 
With  rare  technique  he  introduces  the  glamor- 

ous Snader  Telescriptions:  top-quality  motion 
pictures  of  well-known  singing,  dancing  and 
musical  novelty  acts  . . .  filmed  in  Hollywood 

expressly  for  television.  Peggy  Lee,  The  King 
Gole  Trio,  Patricia  Morison,  Tex  Ritter,  Red 
Nichols  and  His  5  Pennies,  Cab  Calloway,  Mel 
Torme  and  a  host  of  other  stars  appear  every 
week  on  The  Gene  Norman  Show. 

You  can  buy  participations  on  The  Gene 
Norman  Show  for  an  amazingly  low  figure. 
The  show  is  viewed  from  10:30  to  11 :00  p.m., 
Monday  through  Friday.  Contact  KNBH, 
Hollywood,  or  nearest  NBC  Spot  Sales  Office, 

NBC  HOLLYWOOD TO  SELL  THE  BUYING 

MILLIONS  IN  AMERICA'S 

2ND  LARGEST  TV  MARKET! 
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ALLOCATIONS 
Philadelphia  Is  Big  Issue 

CENTRAL 

OHIO'S OL'  DOC  LEMON  SHOW 
HAS  HIT  TV 

WTVN  CHANNEL  6 

COLUMBUS,  OHIO 
Has  The  Scoop ! 

Yeah  Man! 

and  ye  ol'  Doc  had  24  na- 
tional and  local  sponsors 

on  tap  before  the  show 
was  a  week  old ! 

WATCH  THE  RATINGS 

Monday  thru  Friday 
3:30  to  5:00 

AND  GET  ABOARD! 

WTVN-tv 
COLUMBUS,  OHIO 

Edward  Lamb 
President 

HEADLEY-REED,  NATL.  REP. 
Closely   Affiliated  With 

W  I  C  U 
Erie,  Penna. 

LEGALISMS  are  beginning  to  be- 
set FCC  in  this  eighth  week  of  the 

TV  "paper"  allocation  hearings. Latest  was  the  filing  last  week 
by  Daily  News  Television  Co. 
(WIBG  and  Philadelphia  Daily 
News)  stressing  it  had  gone 
through  a  hearing  for  Philadel- 

phia's Channel  12  and  it  has  a 
legal  right  to  have  a  decision 
handed  down  by  the  FCC. 

It  asked  for  an  oral  hearing  on 
its  case. 

FCC  proposes  to  delete  Channel 
12  from  Philadelphia. 

This  makes  the  third  petition  for 

NBC  TV  Affiliates 
(Continued  from  page  63) 

should  be  more  careful  about  crime 
and  mystery  shows,  one  of  the 
favorite  targets  of  organized 
groups  that  criticize  TV  program- ming. The  NBC  standards  are  not 
being  properly  enforced,  some  dele- gates felt,  and  this  included  the 
oft-mentioned  "cleavage"  displays as  well  as  conduct  of  some  stars 
with  night-club  or  Broadway  back- 
grounds. Here,  too,  developed  another 
complaint  stemming  from  theatri- 

cal and  night-club  precedents — use 
of  spotlight  techniques  by  the  net- work in  order  to  emphasize  the 
studio  audience.  Many  affiliates  ob- 

ject to  over-emphasis  of  this  studio audience  and  the  tendency  on  the 
part  of  some  performers  to  play  to 
those  out  front  instead  of  the  view- 

ers at  home. 
The  affiliates  took  advantage  of 

the  chance  to  complain  about  the 
network's  purported  lack  of  devel- opment of  morning  hours.  With 
evening  time  sold  out  at  a  large 
number  of  stations  and  with  after- 

noon business  booming,  many  af- filiates are  anxious  to  build  their 
morning  audiences  and  to  get  audi- 

ence-capturing programs  during these  hours. 
They  were  just  as  eager  to  have 

NBC  do  something  about  the  cali- 
bre of  programs  it  turns  out  when 

the  big-name  and  high-rated  pro- 
grams are  off  the  air  for  the  sum- mer. Talking  privately,  some  of  the 

affiliates  thought  the  network 
should  start  serious  efforts  to  use 
the  summer  for  experimental  pro- 

gramming. There  appeared  to  be 
considerable  feeling  that  the  net- work had  loaded  its  summer  air 
with  a  percentage  of  time-filling 
productions  that  didn't  do  station prestige  any  good. 

The  Thursday  meeting  included 
a  business  session  during  the  lunch 
period,  with  discussion  continuing into  the  late  afternoon. 

A  group  of  informal  committees 
held  sessions  far  into  the  night. 

Members  of  the  organizing  com- mittee that  called  the  NBC  affiliates 
meeting-  were  Mr.  Damm;  Camp- 

bell Arnoux,  WTAR-TV  Norfolk; 
Dean  Fitzer,  WDAF-TV  Kansas 
City;  Harry  Bannister,  WWJ-TV 
Detroit  and  George  Burbach,  KSD- 
TV  St.  Louis. 

oral  hearing  in  briefs  that  have 
been  filed  with  the  FCC  during  re- 

cent weeks.  Cornell  U.'s  WHCU Ithaca  and  the  State  of  New  Jersey 
requested  oral  hearings  last  month 
[B  •  T,  Sept.  24].  KROW  Oakland, 
Calif.,  asked  for  oral  hearings  fort- 

night ago  [B  •  T,  Oct.  15]. 
Daily  News  Television  Co.  went 

into  a  comparative  hearing  with 
WIP  Philadelphia  for  Channel  12 
in  1948.  Six  months  after  the  hear- 

ing was  completed,  FCC  "froze" all  pending  applications.  Subse- quently, Hearing  Examiner  J. Fred  Johnson  died  before  he  had 
written  an  initial  decision. 

Daily  News  Television  Co.'s  plan to  keep  Channel  12  in  Philadelphia 
involves  the  assignment  of  Chan- 

nel 8  to  WDEL-TV  Wilmington 
and  a  UHF  channel  to  WGAL-TV Lancaster.  The  FCC  plan  proposes 
to  change  WDEL-TV  from  Chan- 

nel 7  to  Channel  12,  and  WGAL-TV from  Channel  4  to  Channel  8. 
"A  serious  legal  problem  is 

raised  by  the  Commission's  pro- posal to  delete  from  the  assign- ments to  Philadelphia  the  channel 
which  the  Daily  News  Co.  speci- 

fied in  its  application  and  for 
which,  at  great  expense,  it  com- 

pleted lengthy  testimony  upon  its 
application,  more  than  three  years 
ago,"  the  brief  reads.  "The  elimina- tion of  Channel  12  from  the  Phila- 

delphia channel  assignments  is 
tantamount  to  the  denial  of  the 
Daily  News  application." 

Philadelphia  Situation 
The  Philadelphia  situation  evoked 

a  similar  strong  plea  on  the  part 
of  WIP  President  Benedict  Gim- 
bel  Jr.  last  month  [B  •  T,  Sept. 10]. 

Another  aspect  of  the  problem 
which  FCC  can  expect  was  con- tained in  the  filing  by  WPRO 
Providence. 

Its  argument  in  behalf  of  the 
Commission's  plan  to  assign  Chan- 

nels 10,  12,  16  and  22  to  Provi- dence (with  Channel  22  reserved 
for  educational  TV)  and  counter 
to  the  proposals  of  CBS,  WHYN 
Holyoke,  WHDH  Boston,  WTIC 
Hartford,  WTAG  Worcester  to 
take  away  one  of  Providence's VHF  channels,  brings  up  the  Com- 

munications Act  requirement  that 
FCC  provide  a  "fair,  efficient  and 
equitable  distribution  of  channels" to  each  of  the  states. 

Here's  what  WPRO  has  to  say: 
"It  is  crystal  clear  that  any  pro- 

posal that  would  limit  the  entire 
State  of  Rhode  Island  to  only  one 
VHF  channel  and  which  deprives 
that  state  of  an  additional  VHF 
channel,  in  order  to  give  it  to  an- 

other state,  would  fly  in  the  face 
of  the  mandate  of  Section  307  (b) 
of  the  Communications  Act.  .  .  . 

"There  is  a  need  for  a  minimum 
of  four  television  channels  in  Rhode 
Island  [and]  at  least  two  VHF 
channels  ...  in  the  State  of  Rhode 

Island." 
All  of  the  briefs  don't  give  the 

FCC  headaches.  Some  of  them  ac- 
tually propose  changes  that  do  not adversely  affect  other  cities,  and 

comply  with  all  the  Commission's rules  on  mileage  separation  and 
priorities. An  example  of  this  type  of  rec- ommendation was  presented  by 
KVOO  Tulsa  last  week.  It  pro- 

poses that  Channel  11  be  added  to 
Tulsa  simply  by  changing  Channel 
11  in  Lawton  to  Channel  12,  Chan- nel 12  in  Elk  City  to  Channel  11. 

Only  fly  in  KVOO's  ointment  is that  KTOK  Oklahoma  City  also 
wants  Channel  11 — to  be  moved 
there  from  Lawton. 

Another  example  of  this  type  of 
recommendation  is  that  of  WFBG 
Altoona,  Pa.  It  proposes  to  assign 
Channel  3  to  that  city. 

Would  Hurt  None 
In  its  rebuttal  filed  last  week, 

WFBG  pointed  out  that  Channel  3 
is  not  being  taken  from  any  other 
city  and  that  no  oppositions  to  its 
proposal  have  been  filed. There  is  no  reason,  it  reasoned, 
why  its  proposal  cannot  be  granted. 

FCC  began  to  get  tough  with  late 
comers  last  week  when  it  turned 
down  two  educational  petitions  ask- 

ing for  permission  to  file  late  ap- 
pearances. In  two  letters  to  the  Joint  Com- 

mittee on  Educational  Television, 
the  Commission  brusquely  denied 
requests  for  late  filings  in  behalf 
of  the  reservation  of  Channel  57 
in  Wheeling,  W.  Va.,  and  Channel 34  in  Fargo,  N.  D. 

The  Commission  heretofore  has 
been  lenient  in  allowing  late  filings 
in  the  allocations  proceedings — par- ticularly to  educational  groups. 

Affirmative  filings  last  week  cov- 
ered the  states  of  Texas,  Kansas 

and  Oklahoma.  Rebuttals  were  for 
Wisconsin,  Iowa,  Missouri,  North 
and  South  Dakota  and  Nebraska 
and  included  such  major  markets 
as  Milwaukee,  Des  Moines,  Kansas 
City.  Pleadings  were  for  such  cities 
as  Pittsburgh,  Wheeling,  Cincin- nati and  Louisville. 

There  were  120  filings  last  week, 
which  brings  the  total  since  the 
proceedings  began  to  1,054. 

Television  Film  Distributors 
and 

Sales  Agents 
ervirins   the   South-Eastern  Market Would  like  to  represent  producers 
of  Package  Shows,  Open  End 
Films,  Shorts,  Soundies,  and  etc. 
Send  complete  information  of  your 
product  and  your  catalog  to: 
the  most  progressive  sales  agency 
in  this  area  calling  on  Agencies, Advertisers,   and  Stations. 

Contact: 

ENTERPRISE  CORPORATION 
1612  S.  W.  13th  Street 

MIAMI,  FLORIDA 
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CBS-COLUMBIA  APPEAL 
NPA  to  Hear  Materials  Request 

CBS-COLUMBIA  Inc.  will  go  be- 
fore a  government  appeals  board 

tomorrow  (Tuesday)  to  request  a 
larger  quota  of  scarce  materials  for 
its  manufacturing  properties,  par- 

ticularly for  television. 
Hearing  has  been  scheduled  by 

the  National  Production  Authority, 
which  earlier  had  turned  down  a 
request  for  an  adjusted  base  per- 

mitting additional  allotments  of 
steel,  copper  and  aluminum  under 
the  government's  Controlled  Ma- 

terials Plan. 
Specifically,  CBS-Columbia 

hinges  its  appeal  on  the  fact  that 
the  former  Air  King  Products  Co., 
which  CBS  absorbed  in  last  sum- 

mer's merger,  receives  only  a  rela- 
tively small  quota  of  materials. 

CBS-Columbia  wants  an  adjust- 
ment which  would  pave  the  way 

for  sufficient  materials  to  manu- 
facture a  larger  quantity  of  mono- chrome and  color  TV  receivers, 

radio  sets,  adapters  and  converters, 
phonographs  and  other  products. 

Air  King  formerly  was  a  sub- 
sidiary of  Hytron  Radio  &  Elec- 

tronics Corp.,  which  was  purchased 
by  the  network  last  June  in  a  $20 
million  exchange-of-stock  deal. 

Allotments  to  Air  King  under 
CMP  are  made  for  each  quarter  on 
the  basis  of  materials  used  the  first 
six  months  of  1950,  with  the  com- 

pany allowed  to  draw  from  50% 
to  70%  (depending  on  the  material) 
of  that  base  period.  Further  per- 

centage cuts  are  in  prospect. 
Aim  of  Firm 

It  is  the  hope  of  CBS-Columbia 
that  an  expanded  base  would  en- 

able the  manufacturing  firm  to  turn 
out  more  products,  with  special 
emphasis  on  color  television  re- 

ceivers. The  company  now  is  pro- 
ducing the  so-called  "Colorvision" 

TV  receiver,  which  permits  switch- 
ing from  standard  black-and-white 

to  CBS  color  reception  by  turning 
:  a  knob  [B  •  T,  June  11]. 

Prior  to  its  purchase  by  CBS,  it 
1  was  explained  that  Air  King  had 
bought  its  materials  from  a  number 
of  sources,  with  the  exception  of 

1  tubes  which  were  obtained  from 
Hytron. 

It  was  presumed  that  attorneys 
for  CBS-Columbia  would  inject  the 
base  period  for  Hytron  in  its  bid 
for  an  overall  adjusted  base  period. 
The  firm  manufactures  receiving 
tubes  and  has  ranked  fourth  in 
volume  among  the  eight  companies 
in  that  field. 

The  appeal  for  an  adjusted  base 
fundamentally  is  occasioned  by  the 
fact  that  the  merger  last  summer 
placed  CBS  in  a  position  to  manu- 

facture its  own  brand  of  color  TV 
receivers.  It  is  taking  advantage 
of  the  Hytron-Air  King  production 
units,  described  as  one  of  the  best 
integrated  in  the  country. 
Approximately  45.1%  of  the  1950 

dollar  sales  reflected  in  the  con- 
solidated Hytron-Air  King  balance 
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sheet  stemmed  from  the  TV  set 
market. 

The  hearing  will  be  held  before 
T.  Munford  Boyd,  chairman  of 
NPA's  Appeal  Board.  CBS-Col- umbia is  expected  to  file  a  brief 
explaining  in  detail  the  reasons  for 
its  request.  The  identity  of  officials 
who  would  appear  was  not  im- 

mediately known. 
The  machinery  for  appeals  from 

denials  of  CMP  adjustments  was 
set  up  by  NPA  last  August,  with 
the  forewarning  that  any  relief 
granted  will  be  only  "to  the  extent permitted  by  the  availability  of 
materials."  This  would  suggest, 
therefore,  that  CBS-Columbia  may 
stand  in  good  stead  to  receive  at 
least  those  quantities  allotted  until 
now  to  both  Hytron  and  Air  King. 
The  board  is  expected  to  issue  its 
decision  within  four  weeks. 

The  hearing  is  described  as  an 

informal  procedure,  with  the  ap- 
pellant permitted  to  be  represented 

by  counsel.  The  board  also  may 
call  in  representatives  of  the  NPA 
industry  division  involved  (in  this 
case,  Electronics  Products)  "and 
other  persons  claiming  interest." Hearings  are  open,  with  Chairman 
Boyd  and  two  other  members  com- 

prising the  board. 
Other  NPA  Developments 

With  respect  to  availability  of 
materials,  the  government  holds  out 
little  prospect  for  relief  during  the 
first  quarter  of  1952  "because  the defense  program  is  beginning  to 
hit  its  stride,"  according  to  Manly Fleischmann,  Defense  Production 
Administrator.  As  a  result,  civilian 
production  "will  be  moderately 
lower."  Mr.  Fleischmann  con- tinued: 
To  the  extent  possible,  steel  has 

been  provided  for  the  manufacture  of consumer  durable  goods  in  the  first 
quarter  of  1952  to  compensate,  in 
part,  for  the  reduced  amounts  of  cop- per and  aluminum  that  are  available to  these  manufacturers.  The  outlook 
is  that  production  of  such  civilian items  as  refrigerators,  stoves,  radios, 
television  sets  and  home  appliances 
of  all  kinds  will  be  reduced,  but  be- cause generally  ample  supplies  of 
these  products  are  now  on  dealers' shelves,  the  supply  should  be  suffi- cient to  meet  normal  consumer  needs. 

This  cutback  was  reflected  in 
1952  first-quarter  allotments  an- nounced Oct.  12  by  the  Defense 
Production  Administration.  Elec- tronics will  receive  75,385  tons  of 
steel  (compared  to  79,804  tons  dur- ing the  fourth  quarter  of  1951); 
33,760,000  pounds  of  copper  and 
copper  base  alloys  (as  against 
33,385,000) ;  and  18  million  pounds (Continued  on  page  88) 

$40,000 

in  sales  from  two  weeks' 

participation  on  a  WGN-TV 

morning  program  1 

This  is  exclusively  a  WGN-TV  story. . . 

NO  OTHER  ADVERTISING  WAS  USED! 

Call  your  WGN-TV  representative  for  top  availabilities 

®he  Chicago  tribune  {Eeletrisrton  station 
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film  report . . . 

TELENEWS  POSTS 
Changes  Announced 

TELENEWS  PRODUCTIONS, 
producer  of  TV  newsreels,  has  made 
new  appointments  in  line  with  its 
expansion  program  in  personnel, 
facilities  and  products  which  has 
been  in  progress  for  several 
months,  Herbert  Scheftel,  presi- 

dent, announced  Oct.  12. 
Under  the  new  set  up,  Charles 

N.  Burris,  former  director  of  sales 
and  advertising,  will  be  general 
manager  of  all  production.  William 
C.  Driscoll,  director  of  news  and 
film  production  for  WFIL-TV 
Philadelphia,  has  been  appointed 
to  the  new  post  of  editor-in-chief. 
He  will  direct  Telenews  Daily, 
Telenews  Digest,  Telenews  Weekly 
and  This  Week  in  Sports. 

Fritz  Kahlenberg  will  direct  the 
foreign  department  and  Gerald 
Weiler,  domestic  news.  Sidney 
Stiber  will  be  sports  director  and 
Casey  Davidson  becomes  produc- tion chief. 
New  commercial  film  division 

established  under  Robert  W.  Scho- 
field,  former  production  manager 
of  The  March  of  Time.  He  will 
direct  all  film  production  of  short 
subjects,  industrial  and  documen- 

tary films  and  TV  commercial 
spots. 

Ben  E.  Dyer,  former  production 
manager  of  Willard  Pictures  and 
more  recently  operator  of  his  own 
film  consultant  business,  has  been 
appointed  business  manager  for 
Telenews. 

FOR 

SALE 

For  television  micro-wave 
relay  use — one  200  foot 
"Skyline"  double  guyed 
tower  complete  with  re- 

quired obstruction  light- 
ing. 

Also,  four  reflecting 
screens  which  permit  the 
mounting  of  micro-wave 
dishes  on  ground. 

FOR  DETAILS, 
WRITE  - 

j.  m.  Mcdonald, 
Assistant  Director  of 

Engineering 
Crosley  Broadcasting 

Corporation 
Crosley  Square, 

Cincinnati  2,  Ohio 

Monogram  Pictures  Corp.  will  go 
into  production  of  television  films, 
it  was  announced  by  Steve  Broidy, 
president,  in  the  corporation's  an- nual report  to  stockholders.  Giving 
no  indication  as  to  when  actual 
production  was  expected  to  start, 
Mr.  Broidy  stated  the  firm  was  "in 
the  process  of  organizing  a  unit 
for  the  purpose  of  producing  mo- 

tion pictures  expressly  for  tele- 
vision. He  added,  "We  believe  that 

our  long  experience  in  low  budget 
pictures  well  qualifies  us  for  this 
new  undertaking." 

Erie  Stanley  Gardner,  veteran 
mystery  writer,  plans  organiza- 

tion of  a  firm  in  Hollywood  to  film 
for  television  stories  based  on  his 
Perry  Mason  detective  character. 
Cornwell  Jackson,  vice  president 
and  manager  of  the  Hollywood  of- 

fice of  J.  Walter  Thompson  Co.  will 
join,  him  as  partner  in  the  new 
firm.  Irving  Vendig,  writer  of  the 
Perry  Mason  radio  series  sponsored 
by  Procter  &  Gamble  for  the  past 
eight  years,  has  been  approached 
to  write  the  TV  scripts. 

Pianist-bandleader  Elliot  Law- 
rence was  signed  last  week  for  ra- 

dio, television,  and  film  work  by 
Ray  Bloch  Assoc.,  New  York.  Radio 
and  TV  package  shows  are  being 
prepared  for  the  musician,  and 
contract  for  scoring  a  forthcoming 
film  is  also  pending.  Commitments 
outside  radio,  TV  and  films  will 
continue  to  be  handled  for  Mr. 
Lawrence  by  Associated  Bookings. 

Max  Alexander,  head  of  M.  &  A. 
Alexander  Productions,  Inc.,  Holly- 

wood, is  in  London  conferring  with 
officials  of  British  National  Films 
about  purchase  of  additional  movies 
for  TV  release  in  the  United  States. 

A  series  of  13  selected  half-hour 
television  film  programs,  Hollywood 
Half-Hour,  is  being  prepared  by 
Jerry  Fairbanks  Productions, 
Hollywood,  for  fall  release.  Mak- 

ing up  the  programs  will  be  what 
Fairbanks  considers  most  outstand- 

ing films  among  its  Silver  Theater 
and  Bigelow  Theater  series.  Pro- 

grams will  be  retitled,  re-edited 
and  made  available  to  local  and  re- 

gional sponsors  for  first  run  rights 
in  30  markets,  and  reissue  play- 
dates  in  the  others. 
Programs  included  in  the  series 

are:  Minor  Incident;  Wedding  An- 
niversary; Kerry  Fallon's  Birth- day; Make  Your  Bed;  Wedding 

Morning;  Papa  Romani;  His  Broth- 
er's Keeper;  Walt  and  Lavinia; Coals  of  Fire;  Bad  Guy;  Double 

Feature;  Closeups,  and  Lady  With 
Ideas.  Stars  appearing  in  the  films 
include  Diana  Lynn,  Virginia  Bruce, 
Ann  Dvorak,  Chico  Mark;  Don  De- 
Fore;  Lee  Bowman;  Gig  Young; 
Pamela  Britton;  Nancy  Kelly; 
Ward  Bond,  and  Beverly  Tyler. 
Sales  and  Production  .  .  . 
PRIMROSE  PRODUCTIONS,  Los 
Angeles,  has  completed  the  first  in 

a  planned  series  of  13  half-hour dramatic  television  film  programs 
entitled  Ring.  Featured  in  the 
first  program  are  Akim  Tamiroff 
and  Elena  Verduga,  in  their  first  TV 
appearances,  Rochelle  Hudson  and 
Lyle  Talbot.  Richard  Morley  is 
producer.  Filming  of  the  next  pro- gram in  the  series  is  scheduled 
to  get  underway  the  last  week  in 
October. *  *  * 
S  N  A  D  E  R  TELESCRIPTIONS 
Corp.,  Beverly  Hills,  has  completed 
six  new  telescriptions  featuring 
Jan  Clayton,  singer.  Dick  Mason 
has  been  signed  by  firm  as  assistant director. *  *  * 
SUPERMAN  Inc.,  Los  Angeles, 
has  completed  its  series  of  26  half- hour  Superman  television  films. 
Motion  Pictures  for  Television  will 
distribute  the  series  starting  about 
Feb.  1. *    *  * 
FIVE  STAR  Productions,  Holly- 

wood, has  completed  series  of  four 
one-minute  live-action  television 
film  spots  for  Zenith  Radio  Corp. 
(Zenith  Hearing  Aids).  Films  aim- ed for  November  telecasting 
feature  Rupert  Hughes,  author. 
Agency  for  Zenith,  MacFarland, 
Aveyard  &  Co.,  Chicago. 

KLAC-TV  FILM  BUY 
Acquires  British  Shows 

KLAC-TV  Hollywood  has  paid 
$103,000  for  a  package  of  18 
British  feature  films  in  arrange- 

ments made  with  Snader  Tele- 
scription  Sales,  Hollywood,  distrib- utor of  the  films.  Included  in  the 
group  are  14  Alexander  Korda 
movies. 

Deal  calls  for  the  station  to 
have  unlimited  run  of  the'  films 
for  a  two-year  period  starting  after 
Jan.  1.  The  date  was  named  be- 

cause several  of  the  films  have 
not  been  exhibited  theatrically  in 
Los  Angeles  as  yet. 

FATE  OF  MOVIES 
Viewed  by  Prof.  Levin 

MERGER  of  United  Paramount 
Theatres  Inc.  and  ABC  [B  •  T, 
Oct.  15,  Sept.  3]  might  result  in 
better  motion  pictures — or  worse, 
according  to  Harvey  Levin,  assist- 

ant professor  of  economics,  Penn- 
sylvania State  College. 

Writing  in  the  Oct.  13  issue  of 
The  Nation  magazine,  Prof.  Levin 
makes  these  points  in  his  article 
entitled,  "How  Much  Merger  in 

Television?" 
The  very  hugeness  of  radio-TV and  its  need  for  a  mass  audience 

might  force  the  theatres  owned  byi 
the  firm  to  cater  to  the  movies' 
large  untapped  audience — "the  ma- ture in  culture  and  age."  This 
would  improve  the  quality  of  mo- 

tion pictures,  he  believes,  because 
then  movies  could  be  made  "to  win at  least  a  measure  of  freedom  from 
the  necessity  of  pleasing  a  mass 
audience  made  up  largely  of  adoles- 

cents." 

On  the  other  hand,  huge  income 
and  operating  costs  of  radio-TV might  persuade  the  new  company 
to  devote  most  of  its  creative  en- 

ergies in  that  direction,  to  the 
detriment  of  its  film-showing  oper- 

ations, Prof.  Levin  thinks.  This 
would  be  more  a  possibility,  Prof. 
Levin  observes,  if  the  new  company 
goes  in  heavily  for  theatre  TV. 

EDITING  TIME 
Cut  by  New  Machine 

THROUGH  use  of  the  George 
Fox  multiple  monitor  film  editing 
machine,  a  25%  saving  in  editing 
time  is  claimed  on  Desiltu  Produc- 

tion's TV  film  J  Love  Lucy,  star- ring Lucille  Ball  and  Desi  Arnaz. 
Philip  Morris  sponsors  the  pro- 

gram on  CBS-TV  starting  Oct.  15. 
The  editing  machine,  manufac- 

tured to  Mr.  Fox's  specifications by  Movieola  Co.,  includes  a  sound 
head  and  three  interlocking  picture 
heads.  On  each  head  is  a  small  pro- 

jection screen  so  that  the  show  can 
be  edited  in  the  same  manner  as 
a  live  TV  show  on  three  monitors, 
it  was  explained. 
The  three  machines  are  con- 

trolled by  foot  pedals  and  can  be 
run  in  any  combination. 
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TV  TALENT 
i  ̂ SEPARATE  bargaining  units  for 
,  motion  picture  actors  employed  by 
CBS  on  its  Amos  'n'  Andy  film  TV •  series  and  for  certain  persons  who 
appear  on  all  live  network  TV  pro- 

fferaims  originating  in  New  York, 
i1  Los  Angeles  and  Chicago  were  des- 
5  ignated  by  the  National  Labor  Re- i  i.ations    Board    last  Wednesday. 
NLRB  ordered  elections  involving 

1  Television  Authority  and  Screen 
e  A.ctors  Guild. 
>•  In  taking  this  action,  NLRB  held 
;  iiat  talent  appearing  on  the  CBS 
-  urogram,  produced  at  the  Hal  Roach s  Studios  in  Hollywood,  may  choose 
•  oetween  TVA  and  SAG.  Election 
6  wiB  be  held  before  the  end  of  No- 
»  /ember. 
3  The  decision  was  held  to  repre- 
3  ;ent  a  victory  for  the  actors  guild 
'■  pn  the  West  Coast,  stronghold  of ;he  motion  picture  industry,  if  not 
e  elsewhere.  It  also  served  to  com- 
' !  olicate  an  earlier  agreement 
y  eached  by  the  two  unions  in  New 
'•  If oik  [B  •  T,  Aug.  13]. 
e!    At  that  time  SAG  agreed  that  if he  board  ruled  for  TVA  in  the  net- 
's  Volk  TV  case  and  set  aside  only 
!,l  me  union  (TVA),  it  would  not  con- 
y!  est  the  ballot.  The  board's  ruling endered  this  concession  inopera- 
■  KivjL 
I  In  return,  TVA  notified  Associat- 

ed Actors  and  Artistes  of  America 
\'t  had  withdrawn  a  bid  to  repre- sent performers  employed  by  10 

^  .'Jew  York  motion  picture  firms Jjvhjch  make  films  for  TV,  theatres, 
c.  Ltd  The  actors  guild  last  week  won 
r.  he  single-union  election,  TVA  not 
iZ  ppearing  on  the  ballot  (see  sepa- 

ate  story,  this  page). 
.5.  .  Last  week's  NLRB  finding  in- ,c-  died  a  TVA  petition  for  certifi- 
r,s,  ation  as  bargaining  agent  for  all 
nd  I  lalent  on   "live"   and  kinescoped re  programs,  including  motion  picture 
o-l  -tors  appearing  on  Amos  V  Andy. 
an  i  While  CBS  is  the  only  network 
as  Employer  now,  making  motion  pic- 

rre  films  for  TV,  the  decision  also 
lay  be  expected  to  set  precedent 
>r  ABC-TV,   DuMont  Television 
'etwork,    NBC-TV    and  General eleradio    Inc.     (WOR-TV  New 
ork),  should  they  move  into  mo- 

NLRB  Orders  Elections 

tion  picture  production  for  TV.  Of 
these,  ABC-TV  has  expressed  such an  interest. 

These  are  the  units  set  aside  by 
the  board: 
Unit  1 — "All  persons  employed  as talent  on  all  live  network  television 

programs  originating  in  New  York,  Chi- cago and  Los  Angeles,  and  broadcast over  the  network  facilities  of  the  em- 
ployers (mentioned  in  petition),  in- cluding actors,  masters  of  ceremony, quizmasters,  disc  jockeys,  singers, dancers,  announcers,  sportscasters 

(play-by-play,  assistant  play-by-play and  color  men),  specialty  acts,  walk- ons,  television  extras  and  all  other television  performers,  but  excluding services  rendered  by  such  performers in  the  capacity  of  musician,  and  talent employed  by  [CBS]  in  its  West  Coast motion  picture  productions. Unit  2 — "All  actors  employed  by [CBS]  on  the  West  Coast,  who  are  en- gaged in  the  production  of  motion  pic- tures designed  for  initial  exhibition  on television,  including  singers  and  stunt men,  but  excluding  extras  and  talent employed  in  the  production  of  live television  programs. 
Performers  catalogued  in  Unit  1 

will  determine  whether  or  not  they 
will  be  represented  by  TVA;  those 
in  Unit  2  will  choose  between  TVA 
and  SAG,  or  select  neither  union. 

Throughout  the  prolonged  contro- 
versy SAG  argued  that  the  motion 

picture  talent  should  be  in  a  sepa- rate unit.  The  networks  remained 
generally  neutral  but  agreed  with 
SAG  that  the  television  portion  of 
the  proposed  unit  was  appropriate. 
Issue  as  posed  by  NLRB  was 
whether  separate  groups  should  be 
established. 

TVA  Contention 
TVA  held  that  as  bargaining 

agent  for  talent  on  all  live  network 
television  broadcasts  originating  in 
the  three  cities  there  should  be  an 
integrated  unit  of  all  TV  perform- 

ers, including  those  making  motion 
pictures,  because  they  have  com- 

mon skills.  SAG  contends,  con- 
versely, that  the  TV  motion  picture 

employes  are  bound  by  working  con- ditions under  which  others  in  that 
industry  operate  and  whom  it  has 
traditionally  represented. 

Taking  note  of  this,  the  board 
stated: 
Production  techniques  used  by  CBS 

in  making  its  films  are  practically  in- distinguishable from  those  used  by  all other  motion  picture  producers.  .  .  . By  way  of  contrast,  most  live  television shows  are  produced  before  television 

XI  fHM  (OSI* 

M  STUDIOS 

Thirty-three  years  of film  messages  have 
the  know-how  to  put  selling- 
punch  into  TV  film  spots  and 
yet  keep  costs  down. 

1331     S.WABASH  AVE.  CHICAGO 

cameras  through  which  the  audiences 
see  the  performance  as  the  same  in- stant it  is  rendered.  Such  shows  are 
completely  rehearsed  before  perform- ance, the  plot  dictates  the  scene  se- quence, and  corrections  cannot  be 
made.  .  .  ." 
NLRB  took  issue  with  SAG's  con- tention, however,  that  different  act- 

ing techniques  and  skills  are  re- quired for  the  two  media.  This 
claim,  it  said,  is  "not  entirely  sup- 

ported by  the  record." Explaining  "there  is  considerable difference  between  the  pay  and 
working  conditions  for  television 
talent  and  those  which  exist  for 
CBS'  motion  picture  employes,"  the decision  continued: 

.  .  .  Motion  picture  employment  is 
for  consecutive  days,  from  first  costum- ing to  final  shooting,  with  full  pay  even for  intervening  non-working  days.  On 
the  other  hand,  pay  of  television  per- formers varies  according  to  conditions which  do  not  even  exist  for  motion 
picture  talent,  and  which  are  not  con- sidered by  CBS  in  its  motion  picture work. 
For  example,  a  television  actor  re- ceives less  for  a  sustaining  non-com- mercial program  than  for  a  sponsored broadcast;  players  on  local  programs 

are  paid  less  than  those  on  network 
programs;  and  a  player  on  an  audition 

SAG  WINS  IN  N.Y. 
Mail  Vote  202  to  3 

SCREEN  Actors  Guild  continues 
to  represent  New  York  motion 
picture  actors  in  all  kinds  of  films 
made  by  New  York  producers — in- 

cluding television  as  well  as  theat- rical releases- — as  the  result  of  a 
202-to-3  National  Labor  Relations 
Board  election  completed  Oct.  10. 

Decision  of  the  mail  vote  was 
announced  last  week  by  Mrs.  Flor- 

ence Marston,  Guild  representative 
in  New  York. 

Previously,  Television  Authority, 
new  group  formed  by  live  talent 
unions  headquartered  in  New 
York,  had  challenged  SAG's  posi- tion in  the  film-acting  field.  Fol- 

lowing defeat  of  TVA  in  a  Holly- 
wood NLRB  election  last  summer — when  the  vote  was  439  to  48  in 

favor  of  the  Guild — TVA  with- 
drew from  the  New  York  elec- 

tion, which  was  held  to  establish national  as  well  as  West  Coast 
decision.  The  subsequent  vote  was 
therefore  between  the  Guild  and 
"no  union"  [B  •  T,  Aug.  13]. 

Employers  involved  in  the  New 
York  election  included  Audio  Pro- 

ductions, Caravel  Films,  John 
Bransby  Productions,  Leslie  Roush 
Productions,  Pathescope  Co.  of 
America,  Sound  Masters,  March  of 
Time  Division  of  Time  Inc.,  Trans- 
films  Inc.,  West  Coast  Sound 
Studios  and  Willard  Pictures.  The 
Guild  has  had  contracts  with  these 
companies,  the  major  New  York 
producers,  since  1937. 

/If.'  COFFEE? WILBUR-  STREECH  PRODUCTIONS 

TV  FILM.  COMMERCIALS  •  •  
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TV  Hurts  Busses 
NOW  IT'S  the  bus  business 
that  is  suffering  because  of 
television.  D.  W.  Barratt, 
manager  of  Salt  Lake  City 
Lines,  told  the  Utah  Public 
Service  Commission  that  tele- 

vision is  one  potent  factor 
in  cutting  the  number  of 
passenger  fares.  He  cited  a 
32.2%  drop  in  passengers with  24.95%  loss  in  gross 
revenues  on  Sunday,  Sept.  30 
compared  with  correspond- 

ing Sunday  in  1950.  That's the  date  both  TV  stations  in 
Salt  Lake,  KDYL-TV  and KSL-TV  were  on  the  air  with 
interconnected  network  tele- 

vision. Firm  wants  a  fare  in- 
crease. 

show  gets  still  another  rate  of  pay.  In every  other  particular  in  which  motion picture  and  television  conditions  differ, such  as  overtime  pay  arrangements, 
CBS  follows  Hollywood  standards,  de- parting from  standards  prevalent  both in  television  and  radio. 
[TVA]  urges  the  Board  to  ignore these  differences,  asserting  that  CBS follows  motion  picture  standards  just to  avoid  strife  between  [TVA]  and [SAG].  In  our  view,  it  may  with  equal justice  be  inferred  that  CBS,  drawing as  it  does  from  the  motion  picture 

talent  pool,  has  merely  met  the  condi- tions which  it  found  applicable  to  its new  venture. 
No  matter  what  caused  CBS  to  fol- low motion  picture  standards  when  it entered  motion  picture  work  in  the Los  Angeles  area,  the  record  shows and  we  find,  that  CBS  motion  picture actors  have  conditions  of  employment like  those  of  all  other  motion  picture 

(Continued  on  page  81) 

FREE 
If  the  rating  on  our  completed  13  Craig; 
Kennedy  mystery  shows  starring-  Donald Woods,  filmed  especially  for  television, does  not  beat  the  rating  of  any  mystery- detective  TV  show  at  end  of  13  week* (comparable  time)  in  any  city,  we  offer your  sponsor  2nd  run  at  no  charge  for show. 
Immediate  Delivery 
first  13  '4-hour  TV  films 

completed Adrian  Weiss  Productions 

present CRAIG 
KENNEDY 
CRIMINOLOGIST 

Starring 

DONALD 
WOODS 

Sydney  Mason  and  Lewis  G.  Wilson 
Available 

For  National-Regional 
or  Local  Sponsorship 

LOUIS  WEISS  &  COMPANY 
655  N.  Fairfax 

Los  Angeles  36,  California Phone:  WEbster  5287 
Write-Wire-Phone  •  Screening  Prints  Available 

October  22,  1951     •    Page  81 



TV  WRITERS 
ALA,  RWG  Rift  Flares 

AUTHOR'S  LEAGUE  of  America, parent  body  of  Radio  Writers  Guild, 
has  taken  a  bold  step  toward 
settling  the  dispute  for  jurisdiction 
over  television  writers  by  issuing  a 
formal  directive  to  the  guild  that 
it  withdraw  its  NLRB  petition  for 
a  vote  among  the  writers  them- selves. 

RWG,  as  a  member  of  ALA,  must 
follow  directives  or  drop  out.  Al-_ 
though  individual  members  could 
withdraw,  any  new  unit  they  might 
form  would  be  faced  with  complex 
legal  hassles  involving  their  right 
to  RWG  title,  authority,  and  com- 

pleted contracts.  Such  a  step  would 
weaken  union  strength  consider- 

ably, for  both  sides. 
The  battle  has  been  simmering 

for  several  weeks,  with  the  ALA 
council  letting  its  intentions  be 
known  and  RWG  officials  admitting 
there  has  been  some  talk  about 
petition  withdrawal.  Peaceful  at- 

tempts at  solution  appeared  two 
weeks  ago  when  it  was  suggested 
that  a  complete  revision  of  the 
ALA  council  be  effected  first  and 
jurisdiction  be  settled  second. 

With  reorganization  side-stepped, 
the  ALA  council  suggested  two 
weeks  ago  that  the  guild  withdraw 
its  petition  and  asked,  at  last 
week's  session,  why  action  had  not been  taken.  RWG  representatives 
countered  that  there  was  misunder- 

standing about  the  council's  exact intentions,  which  resulted  in  ALA 
formalization  of  the  request  by 
issuing  an  official  directive.  It  was 
a  6-4  decision. 

Meanwhile.  ALA  is  recognized — 
by  NLRB  and  employers — as  proper 
representative  of  all  authors,  with 
the  government  board  considering 
any  representation  dispute  an  in- 

ternal one,  beyond  the  domain  of 
the  Taft-Hartley  Act.  ALA,  also 
considering  the  question  as  one 
within  its  own  structure,  maintains 
its  right  to  determine  which  of  its 
"administrative  units"  should  han- dle certain  affairs. 

The  majority  of  writers'  for  TV are  ALA  members,  split  among  the 
various  units:  the  Dramatists  Guild, 

the  Radio  Writers  Guild,  the  Au- thors Guild  and  the  Affiliated  Screen 
Writers  Guild.  Because  of  "the 
different  economic  requirements"  of the  TV  medium,  ALA  has  not  yet 
determined  whether  administration 
of  TV  writers  would  ultimately  be 
contained  under  separate  or  cen- tralized direction. 

Negotiations  with  the  networks 
— broken  off  in  July  because  of  the 
jurisdictional  question — would  be resumed  after  withdrawal  of  the 
RWG  petition,  it  was  felt,  as  soon 
as  the  networks  were  assured  there 
would  be  no  further  filing  later. 
ALA's  national  TV  committee, which  deals  with  the  networks, 
would  continue  under  its  present 
set-up  with  all  four  guilds  and  the 
television  writers  group  repre- sented. 

By  week's  end,  RWG  withdrawal from  the  League  seemed  unlikely, 
but  the  Guild  was  faced  with  the 
decision — due  within  a  week — of 
complying  with  or  fighting  the  di- 

rective. Meanwhile,  NLRB  is  hold- 
ing the  petition  until  further  papers 

are  filed.  It  was  understood,  how- 
ever, that  in  case  of  a  showdown, 

the  labor  board  would  dismiss  the case. 

SCHOOL  PROGRAM 
KPRC-TV  Offer  Accepted 

LOCAL  school  board  has  accepted 
the  offer  of  KPRC-TV  Houston, 
Tex.,  to  telecast  school  activities 
on  a  15-minute,  five-a-week  basis, 
the  station  has  reported.  Earlier, 
acceptance  of  the  offer  had  been 
postponed  pending  presentation  of 
the  school  board's  bid  for  a  re- 

served channel  to  FCC  [B  •  T] Oct.  8]. 
The  offer  is  contingent  upon  FCC 

acknowledgment  of  a  brochure  on 
the  board's  application  for  a  tele- vision channel  mailed  out  last  week. 
The  board  had  deferred  acceptance, 
contending  the  offer  might  jeopard- 

ize its  chances  of  getting  a  channel 
if  the  FCC  were  apprised  of  the 
school  program. 
KPRC-TV  plans  to  set  aside  the 

5-5:15  p.m.  period,  Monday  through 
Friday,  for  the  educational  pro- 

gram, according  to  Marsh  Calla- 
way, promotion  manager. 

Immediate 
Delivery 

IN  STOCK  AT ALLIED! 

RCA-5820  OMHKON 
the  RCA-5820  ins 

and  r- 

tock  for  immediate 
iditions  of  sale  are identical  to  those  of  the man  HRCABroad- ALLIED  for  prompt  de  very  time  and 

cast-type  tubes.  Let  us  savR<fA.5gMf  $1200 
Refer  to  your  ALLIED  2  l^J^f^ 

SltnTXToe:-nf  it!  Ask  to  be  put  on 
our  "Broadcast  Bulletin"  ma.lmg  list. 

ALLIED  RADIO Broadcast  Division 
833  West  Jackson  Blvd.,  Chicago  7 Call:  HAymarket  1-701 » 

On  the  dotted  line 
CELEBRATING  start  of  Coca-Cola-sponsored  Adventures  of  Kit  Carson  a 
Interstate  Bakeries'  Cisco  Kid  on  ABC-TV  are  (seated,  I  to  r).  Hilly  Sande v.  p.,  Dan  B.  Miner  Co.,  L.  A.,  ad  agency  for  Interstate,  E.  B.  Hueter,  baker 
ad  mgr.;  H.  G.  Rogers,  v.  p.  Coca-Cola  Bottling  Co.  of  L.  A.,  and  Jar 
K.  Payne,  acct.  exec,  D'Arcy  ad  agency,  L.  A.,  representing  Coca-Co (standing,  I  to  r)  Bob  Hill,  sis.  rep.  for  KECA-TV  Los  Angeles;  Bob  La TV  sis.  mgr.,  ABC  Western  Div.,  Donn  B.  Tatum,  TV  dir.,  ABC  Western  Di 
and  Cecil  Barker,  dir.  of  TV  programming  production  for  ABC  Western  D 

AFTER  signing  for  52-week  Swift's Movie  Time  are  (I  to  r)  Harold  E. 
Wilson,  Swift's  New  York  dist.  mgr.; John  F.  Noone,  WPIX  (TV)  New 
York  sis.  dir.,  and  Vernon  D.  Beatty, 
Swift's  ad  mgr.  Show  began  Oct.  15 on  Mon.-Fri.  basis. 

SIGNING  for  Fri.  7  p.m.  screeni 
of  Kit  Carson  series  on  WBAP-1 
Fort  Worth  are  (I  to  r)  Jack  Holm. MacBride  &  Holmes  ad  agency,  a 
Glen  Woodson,  Fort  Worth  Coca-Cc bottler. 

QUALITY  IMPORTERS  for  its  Welch's Wine  takes  Crusade  in  the  Pacific 
on  WJZ-TV  New  York  and  KECA-TV 
Los  Angeles.  Seated  (I  to  r)  are 
Robert  J.  Hsrty,  v.  p.  in  chargs 
of  N.  Y.  office  of  Al  Paul  Lefton 
Co.,  ad  agency  for  Quality;  Edward 
Bishop,  pres.,  Quality  and  Trevor 
Adams,  gen.  mgr.,  WJZ-TV;  stand- ing are  (I  to  r)  Don  L.  Kearney, 
mgr.,  ABC-TV  spot  sales,  and  P.  A. Williams,  pub.  rel.  dir.,  March  of Time  Inc. 

MATTY  BELL,  Southern  Methodist  U.  grid  coach,  is  starring  in  series  ov 
WFAA-TV  Dallas,  sponsored  by  First  National  Bank  in  Dallas.  Settling  d 
tails  are  (I  to  r)  Randall  Brooks,  exec.  v.  p.  &  mgr.  of  Dallas  office  of  Roge 
&  Smith,  agency  for  sponsor;  Edward  E.  Kash,  agency  radio-TV  dir.;  Ma 
Ann  Baecus,  agency  asst.  radio-TV  dir.;  Ralph  Nimmons,  WFAA-TV  mg; 
Mr.  Bell;  Paul  Franke,  agency  acct.  exec;  Alex  Keese,  WFAA-AM-T 
regional  sis.  mgr.,  and  Clifton  Blackmon,  bank  asst.  v.  p.  &  dir.  of  ad 

LAYING     groundwork    for    Clint.  . 
Clothing  Mfg.  Co.,  L.  A.,  sponsorsh  U\ 
of  Cfse*  Huntley  Views  the  World 
KECA-TV  Los  Angeles  are  (seat 
I  to  r)  Mr.  Huntley,  newscaster,  ai 
Milton  Fisher,  Clinton  exec;  (stan 
ing,  I  to  r)  Fred  Hailparn,  Clint exec;  Robert  F.  Laws,  TV  sis.  mg 
ABC  Western  Div.,  and  Berna 
Weinberg,  pres.,  Milton  Weinbe 
Adv.  Co.,  L.  A.,  agency  for  Clinto 



INDUCTION 
East  or  West  Coast? 

A  tTTLE  LINES,  according  to  cur- 
j  it  reports,  are  indicated  to  be 
41  :ming  on  the  question  of  whether 

i    West    Coast — Hollywood — or 
;  East  Coast — New  York — will 
chief  center  for  television  pro- 

]  ction  now  that  the  coast-to-coast 
j  ay  has  opened. 

•  (Prompted  by  published  reports 
j  Ted  Rosenak,  advertising  man- 
tier  of  Jos.  Schlitz  Brewing  Co., 

idiild  others  that  Hollywood  lacks 
nlities  to  adequately  handle  a 

■j  e"  dramatic  television  show,  Hal Tach,  president  of  Hal  Roach 
p'jadios,  has  declared,  "There  isn't 
ti]  live  dramatic  show  that  can't gi  telecast  from  one  of  our  stages 
i'j  d  done  better." i  j  Mr.  Rosenak  was  in  Hollywood 
J||  attend  the  takeoff  of  the  NBC 
Jit  Us  of  Ivy  show  and  attend  his 
j  m's  party  following  the  telecast I  the  CBS-TV  Playhouse  of  Stars, 
IliDnsored  by  Schlitz. 
™:'We'd  like  to  do  the  show  from 
'■|  re  but  Hollywood  can't  handle |  '  he  was  quoted  as  saying.  "You 
'  ven't  the  facilities  so  we've 

/en  it  up." 
Not  Ready  Yet 

jMr.  Rosenak's  comments  were ,T:luded  among  similar  ones 
looted  by  New  York  agency  and 
(iptwork  executives  who  have  looked 
tf.;o  Hollywood  facilities  for  put- ig  on  live  television  dramatic 
i  ows.  The  consensus  appeared 
ji  be  that  Hollywood  was  not  yet 
ady  for  the  coast-to-coast  relay. 

A'Mr.  Roach  said,  "all  we  need  do 
Bp  telecast  a  live  dramatic  show] 
It  wheel   in   television  cameras." 
it,  he  added,  "we  do  not  believe iging  dramatic  shows  live  is  the 
iy  to  do  it." Stating  that  he  thought  the  aver- 
e  one-hour  live  dramatic  show 
•ces  two  weeks  of  rehearsals,  he 
clared,  "We  will  do  the  same ow  on  film  in  five  days  and  it 
11  be  better.    And  the  picture, 

,M  '.lowing  its   cabled  use,  will  be Mailable  for  later  use  by  stations 
M  t  yet  having  access  to  the  cable." 

WIDE  BLANKET  COVERAGE, 
CONCENTRATED  AUDIENCE, 
BEST  PROGRAM  FACILITIES, 

AND  NOW— 
5000  WATT  OUTPUT  ! 

JOS.  WEED  &  CO. 
350  Madison  Ave.,  New  York, 

Can  Tell  You  More  About 

G  H  N  S 

UFAX  NOVA  SCOTIA 

LIGHT  talk  brightens  party  after  Hollywood-style  premiere  held  by  WLWT 
(TV)  Cincinnati  in  kicking  off  its  66  first-run  television  films,  Sun.-Fri.,  over 
WLWT,  WLWD  (TV)  Dayton  and  WLWC  (TV)  Columbus  [B  •  T,  Oct.  1]. 
L  to  r:  Bill  Robinson,  vice  president  in  charge  of  programming,  Crosley  Broad- 

casting Corp.;  Cincinnati's  Mayor  Albert  Cash;  Burgess  Meredith,  guest  of 
honor  who  had  title  role  of  Ernie  Pyle  in  premiere  film,  "The  Story  of  G.  I. 
Joe,"  and  Dwight  Martin,  vice  president  and  assistant  general  manager, Crosley. 

"Parenthetically,"  he  added,  "I question  whether  the  public  will  be 
content  forever  to  have  its  video 
drama  take  place  within  three 

walls." New  York  will  remain  the  head- 
quarters of  TV  commercial  films, 

despite  opening  of  transcontinental 
television,  William  Van  Praag, 
executive  producer  of  Van  Praag 
Production,  New  York,  said  in  a 
speech  before  students  at  the  Dra- matic Workshop,  New  York. 

Special  Technique  Needed 
"The  making  of  film  commercials is  a  special  technique  as  unlike 

theatrical  motion  pictures  as  they 
are  unlike  television."  he  said.  "The technical  equipment  of  the  motion 
picture  must  be  combined  with  the 
special  qualities  of  television  as  a 
sales  medium." Remarking  that  New  York  pro- ducers and  technicians  have  worked 
hard  and  long  to  master  the  tech- 

nique, he  added  that  New  York  will 
retain  its  hold  on  TV  production 
since  it  is  the  headquarters  of 
agencies  and  talent  as  well. 

GILLETTE  BUYS 
Army-Navy  Game  on  NBC-TV 
ARMY-NAVY  football  classic  will 
be  telecast  for  the  sixth  consecutive 
year  by  NBC  at  12:15  p.m.  EST 
Saturday,  Dec.  1  with  Gillette  Safe- 

ty Razor  Co.  as  sponsors.  Maxon Inc.  is  agency. 
Game  will  be  seen  on  entire  NBC- 

TV  network,  coast-to-coast,  and 
will  lead  off  TV's  first  double- header  football  coverage.  After  the 
Army-Navy  clash  in  Philadelphia, 
NBC  will  switch  to  the  Los  Angeles 
Coliseum  for  the  complete  Notre 
Dame-U.  of  Southern  California 
game  starting  at  4:15  p.m.  EST. 
Westinghouse  Electric  Corp.  will 
sponsor  the  latter  event  through 
Ketchum,  MacLeod  and  Grove. 

DR.  DuMONT  HONORED 
Passaic  Dinner  Nov.  14 

TWO-DAY  program  in  Passaic, 
N.  J.,  to  identify  the  city  as  "The 
Birthplace  of  Television"  will  start with  a  dinner  Nov.  14  at  which 
Gov.  Alfred  E.  Driscoll  will  present 
a  citation  to  Dr.  Allen  B.  DuMont 
in  recognition  of  the  scientist's TV  achievements. 

First  regularly  scheduled  TV 
programming  is  claimed  to  have 
been  inaugurated  in  1930  by 
W2XCD  Passaic.  First  commer- 

cial TV  receivers  were  produced  by 
the  DuMont  laboratories  there  in 
1938,  it  was  said.  In  recognition 
of  this  and  other  early  TV  experi- mentation conducted  there,  the 
Passaic  City  Council  adopted  the 
"birthplace"  slogan.  WABD  (TV) New  York  will  telecast  the  opening dinner. 

Acheson  Speaks 
IN  ONE  of  his  rare  personal  ap- 

pearances on  television,  Secretary 
of  State  Dean  Acheson  was  sched- 

uled to  be  seen  on  NBC-TV's  Battle Report,  Washington  yesterday 
(Sunday),  3-3:30  p.m.  EST.  He 
was  to  report  briefly  on  interna- tional developments  and  answer 
questions  on  current  issues. 

SANABRIA  CHARGE 
Cites  CBS  Before  FTC 

PERSONAL  petition  to  each  of  the 
Federal  Trade  Commissioners 
charging  unfair  trade  practice  by 
CBS  in  using  the  name  "CBS- Columbia"  for  its  subsidiary's  TV sets  has  been  filed  by  U.  A. 
Sanabria,  president  of  American Television  Inc.,  Chicago. 
Mr.  Sanabria,  one  of  radio's pioneers,  alleges  that  every  time 

CBS  announces  its  name  at  a  sta- 
tion break,  an  advertisement  for 

CBS-Columbia  sets  is  made. 
The  same  complaint  to  FCC  two 

weeks  ago,  asking  that  CBS's radio  and  TV  licenses  be  suspended 
and  an  investigation  made,  was 
turned  down  on  the  ground  that 
the  Commission  had  no  jurisdiction 
[B  •  T,  Oct.  15]. 
"We  believe  that  this  is  unfair 

use  of  free,  government-granted facilities  to  identify  a  brand  name 
with  call  letters  of  a  chain  or  sta- 

tion because  this  constitutes  a  free 
advertising  plug,"  he  said. American  Television  manufac- 

tures TV  sets,  cathode  ray  picture 
tubes  and  also  runs  a  technical 
school  and  a  retail  store  to  sell  its 
TV  sets. 

Mr.  Sanabria  asserted  that  CBS 
should  not  be  permitted  to  "capital- ize" on  its  licenses  to  broadcast 
"on  wavelengths  which  are  the 
property  of  the  people"  brand name  or  product  identification. 

CBS-Columbia  sets  have  "bound- 
ed in  sales"  since  put  on  the  mar- ket under  the  Columbia  name,  he 

said.  The  sets  were  previously 
manufactured  by  Air  King  Prod- ucts Co.  and  marketed  under  the 
Air  King  name.  Air  King  was  a 
subsidiary  of  Hytron  Radio  & 
Electronics  Corp.,  which  CBS 
bought  last  June  [B  •  T,  June  18]. 

George's  Radio  Signs 
SPONSORSHIP  of  Your  Junior 
Revue,  WNBW  (TV)  Washington 
Sunday  noon  series  [B  •  T,  Oct. 
8],  assumed  by  George's  Radio  & Television  Co.,  Washington  appli- ance chain.  The  series  had  been 
sponsored  since  1949  by  Home  Ap- 

pliance Co.,  affiliated  neighborhood store. 

In  Greater  Grand  Rapids 

. . .  the  most  ears 

are  WOODpecked! 

1    '  £  't 

5000  WATTS 
NBC 

AFFILIATE 
GRAND   RAPIDS,  MICHIGAN 

AtSO  WFDF,  FLINT;  WEOA,  EVANSV|LLE;  WFBM,  INDIANAPOLIS  •  KATZ  AGENCY 
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RCA  Shows 
(Continued  from  page  70) 

— red,  green  and  blue."  The  images from  these  tubes  are  projected 
through  lenses  which  blend  the  in- 

dividual single-color  pictures  into 
the  full-color  picture  seen  on  the screen. 

Programs  utilized  in  last  week's theatre  demonstrations  were  the  ex- 
perimental color  field  telecasts 

started  by  RCA  Oct.  9  [B  •  T, 
Oct.  8]  for  public  viewing  on  spe- cial RCA  colorsets  in  the  lounge  of 
New  York's  Center  Theatre  and  in 
NBC's  Washington  studios,  which received  the  telecasts  via  coaxial 
cable  and  radio  relay  circuits  from 
New  York.  The  program  at  10 
each  morning  was  actually  broad- 

cast by  WNBT  (TV)  New  York 
and  WNBW  (TV)  Washington; 
those  at  2:15  and  4  p.m.  were 
transmitted  by  closed  circuit  con- nections. 

The  morning  programs  were  re- ceivable in  monochrome  on  stand- 
ard black-and-white  video  sets  in 

the  New  York  and  Washington 
areas,  fulfilling  what  RCA's  board 
chairman,  Brig.  Gen.  David  Sarn- 
off,  described  as  one  of  the  three 
purposes  of  the  demonstrations: 
To  show  a  new  dimension  of  the 
compatibility  of  the  RCA  color,  sys- 

tem with  black-and-white  TV 
standards. 

The  two  other  aims  of  the  dem- 
onstrations, Gen.  Sarnoff  said,  were 

to  show  how  movie  houses  in  the 
future  may  receive  and  project 
colored  TV  programs  on  theatre- size  screens  and  to  prove  that  such 
colorcasts  can  be  satisfactorily 
transmitted  to  the  theatres  by  ra- 

dio relay,  coaxial  cable  or  actual 
broadcasts. 

Content  and  personnel  of  the 
programs  employed  in  the  large- 
screen  demonstrations  were  iden- 

tical with  those  used  during  the 
previous  week's  experimental  color- 

casts [B  •  T,  Oct.  15].  Nanette 
Fabray  emceed  studio  variety  pro- 

gram of  fast-moving  entertainers 
which  demonstrated  the  RCA  sys- 

tem's ability  to  reproduce  color  in 
motion  without  fringing  or  blur- 

ring. The  studio  program  was  fol- 
lowed by  an  outdoor  pickup  to 

demonstrate  the  action  of  the  RCA 

color  camera  in  sunlight  as  well  as 
under  controlled  studio  lighting. 

In  developing  the  equipment  used 
in  the  demonstration,  Dr.  Epstein 
and  his  associates  in  the  cathode- 
ray  and  optics  section  of  the  David 
Sarnoff  Research  Center  had  the 
cooperation  of  other  groups,  includ- ing the  TV  section  of  the  Center, 
headed  by  R.  D.  Kell.  Special  credit 
also  was  given  to  Saul  Lasof  of 
Dr.  Epstein's  staff  and  to  Roy Wilcox,  RCA  Victor  engineer. 

WORLD  SERIES  DELIGHTS  ALL 

MORGAN  ELECTED 
Named  to  Pa.  AFA  Post 

ROY  E.  MORGAN,  general  man- 
ager of  WILK  Wilkes-Barre,  Pa., 

and  a  director  of  the  Advertising 
Club  of  Wilkes- 
  Barre,   has  been elected  lieutenant 
governor  of  the 
Pennsylvania  Dis- 

trict of  the  Ad- 
vertising Federa- tion of  America. 

Mr.  Morgan,  first 
Wyoming  Valley 
resident  to  be 
honored  with  of- fice in  the  AFA, Mr.  Morgan  succeeds  Norman 

Klages,  of  Pitts- burgh, Pennsylvania. 
Re-elected  as  officers  of  the  Penn- 

sylvania District,  AFA,  were  James 
J.  B.  Stillan,  Philadelphia,  district 
governor;  Morton  J.  Simon,  Phila- delphia, ad  counselor,  secretary, 
and  Frances  Reardon,  Scranton, 
treasurer. 

WJR  Sales  Figures 
WJR  Detroit  announced  last  week 
that  sales  for  the  nine  month  period 
ending  Sept.  30,  1951,  amounted  to 
$2,425,311.81.  This  compares  with 
$2,526,653.75  for  the  same  period 
in  1950.  Net  profit  before  taxes 
during  the  1951  period  amounted 
to  $709,586  as  against  $618,364.02 
for  1950,  it  was  added.  After  com- 

puting taxes  in  accordance  with  the 
proposed  new  tax  rates,  the  net 
profit  to  surplus  amounts  to  $356,- 
927.73  as  against  $363,401.13  last 

year. 

Even  High  School  Students  Recess  for  TV  Vie 
RADIO  and  television  industry 
last  Wednesday  was  just  as  willing 
to  join  the  baseball  magnates  and 
fans  in  voting  the  1951  World 
Series  the  most  successful  in  his- 

tory of  autumn  classics. 
And  aside  from  the  record  cov- 

erage provided  by  the  broadcast 
media,  there  were  several  other 
highlights.  Among  those  reported 
to  Broadcasting  •  Telecasting: 

Television  sent  the  series  games 
for  the  first  time  into  the  hills  of 
Eastern  Kentucky  for  coal  miners 
at  the  Wheelright  operations  of  In- land Steel  Co.  A  cable  relayed  the 
telecasts  from  WSAZ  Huntington, 
W.  Va.,  77  miles  to  the  north  into 
the  company's  Community  Hall.  E. 
R.  Price,  manager  of  the  coal 
operations,  also  said  that  towns- people later  will  be  permitted  to 
tap  the  cable  to  pipe  programs  into homes. 

Seattle-Tacoma  and  the  Puget 
Sound  area  had  the  game  telecasts 
each  night  at  11:30  p.m.  when 
KING-TV  Seattle,  in  cooperation 
with  Gillette  and  NBC,  arranged 
to  have  special  fast  kinescopes 
flown  from  San  Francisco  for  local telecasting. 

Television  set  sales  in  Northern 
California  jumped  300%  above  a 
normal  week,  dealers  reported  last 
week.  Stocks  in  many  stores  were 
said  to  be  exhausted  by  the  de- 
mand. 

In  Rock  Island,  most  of  the  1200 
high  school  students  were  given 
time  off  to  view  the  series  on  20- 
inch  sets  in  the  school  auditorium. 

Shortly  after  word  came  Oct.  2 
that  WPIX  (TV)  New  York— which  carried  Yankee  and  Giants 
games  all  season — had  been  granted 
permission  to  carry  the  Series,  the 

CANADIAN  LISTENING 
'Radio  Theatre'  Tops  Rating 
ONE  Canadian  program  made  the 
first  ten  evening  programs  for 
September  in  the  national  Canadian 
rating  summary  released  by  El- 
liott-Haynes  Ltd.,  Toronto.  The 
shows,  heard  in  Canada  in  Septem- 

ber, were  Lux  Radio  Theatre,  rat- 
ing 20.5,  Mario  Lanza  17.8,  Great 

Gildersleeve  12.9,  Life  with  Luigi 
12.7,  Suspense  12.7,  Cisco  Kid  12.2, 
Father  Knows  Best  11.8,  Treasure 
Trail  (Canadian  program)  11.8, 
Contended  Hour  11.7,  and  Club  15, 
11. 
Daytime  first  five  shows  were  Ma 

Perkins  16.4,  Big  Sister  15.8,  Pepper 
Young's  Family  14.8,  Right  to  Hap- piness 13.1,  Road  to  Life  and  Laura 
Limited,  tied  with  12.8. 

First  five  French  evening  programs 
were  Un  Homme  et  Son  Peche  27.5, 
Metropole  20.1,  La  Pause  Qui  Ra- 
fraichit  20,  Jouez  Double  19.3,  and  Le 
Chansons  de  I'Escadrille  17.  Daytime first  five  French  shows  were  Rue  Prin- 

cipal 21.1,  Jeunesse  Doree  19.6,  Grande 
Soeur  19,  Tante  Lucie  18.8,  and  Quart 
d'Heure  de  Detente  18.1. 

station's  10-man  sales  staff  starte 
to  market  pre-game  and  post-gan 
adjacencies  including  four  li\ 
shows,  20-second  announcement 
and  eight  -  second  identificatic 
spots.  By  game  time  Oct.  4,  tl 
entire  pre-game  schedule  had  bee 
signed,  John  F.  Noone,  sales  dire^ tor,  announced  last  week,  and  tl 
majority  of  the  post-game  schedu had  been  contracted.  First  choic* 
were  given  to  regular  advertisei 
with  Winston  Stores,  Adam  Hat 
Colgate-Palmolive-Peet,  Bufferii 
Vitalis,  Vim  Stores,  Trico  Producl 
and  Reid's  Ice  Cream  among  th. 
signers. 
BMI  Boost 

CANADIAN  broadcasting-  station during  National  Radio  Week,  Oc 
27-Nov.  3,  will  use  as  much  BM 
music  as  possible.  Announcement 
from  the  stations  will  tell  the  au 
dience  that  BMI  and  its  Canadia 
affiliate,  BMI  Canada,  has  produce 
the  music  and  has  for  the  past  1 
years  made  a  substantial  contribu] 
tion  towards  the  development 
Canadian  talent.  The  plan  wa 
suggested  by  one  of  Canada's  sta  ■. tions  and  is  being  used  by  mos 
independent  Canadian  stations. 

Coast  Guard  Tests 
DEADLINE  of  Jan.  1,  1952,  hai 
been  set  on  applications  for  mei 
who  wish  to  take  examinations  fo: 
the  U.  S.  Coast  Guard  Academy 
New  London,  Conn.,  the  Coas 
Guard  announced  last  week.  En 
trance  to  the  academy  is  based  oi 
competitive  exams  Feb.  18-19,  1952 from  which  200  men  will  be 
lected.  Upon  completion  of  a  four 
year  engineering  course,  a  cadet  if 
eligible  for  an  ensign's  commissior and  a  bachelor  of  science  degree  ir  * 
engineering.  Full  details  may  hi 
obtained  from  the  Commandant 
U.  S.  Coast  Guard  (PTP),  Wash- it ington  25,  D.  C. 

WIBW^fe 

Page  84     •     October  22,  1951 BROADCASTING    •  Telecasting 



'NEW  EPOCH' 
Will  Transistor  Replace  Tubes?  WNJR  in  Rcd— Blood 
™~~^ ^ — ^^^^^^^^^         WNJR  Newark  is  helping  to 

FUTURE  of  the  germanium- 
transistor  is  stirring  the  electronics 
world. 

Some  radio  old-timers  have  been 
murmuring  about  "back  to  the  cat's 
whiskers  days." 

That  is  how  strong  the  feeling  is 
that  the  transistor  and  other  semi- 

conductors are  on  the  verge  of  re- 
placing the  vacuum  tube. 

The  plain  facts  are  that  for  the 
hnmediate  future  the  transistor 
is  not  going  to  replace  the  vacuum 
tube. 

The  transistor  is  going  to  be  put 
to  work  where  the  vacuum  tube 
cannot  go,  where  it  is  more  econom- 

ical, where  its  special  assets — 
smallness,  ruggedness,  stability, 
lack  of  heat,  minimum  power  re- 

quirements, instantaneous  readi- 
ness for  operation — are  required. 

Five  to  10  years  away  is  the 
new  "epoch"  in  electronics — the tube-less  radio  and  TV  set,  the 
tube-less  hearing  aid,  and  possibly 
tube-less  computers,  navigational 
instruments,  guided  missiles,  etc. 

The  transistor  was  announced  by 
'Bell  Telephone  Laboratories  in 
1948.  The  first  was  the  point  con- 

tact transistor,  which  has  been  re- 
fined to  the  point  where  the  Bell 

system  will  begin  using  the  "shoe 
lace  tip"  size  apparatus  in  its  long- distance toll  system  next  year. 

It  will  be  used  as  a  translator, 
to  automatically  route  a  telephone 
all  through  an  open  circuit  be- 
ween  points  in  the  U.  S.  Many 
imes,  only  one  involved  circuit  is 
available  for  a  call.  This  choosing 
sf  circuits  is  done  personally  by 
;elephone  operators  at  the  present 
:ime. 
Heart   of   the   transistor   is  a 

;peck  of  germanium.  Germanium 
s  a  semi-conductor  of  electricity, 
as  compared  with  copper  which  is 
i    full    conductor    and  porcelain 
vhich  is  a  non-conductor. 
In  the  point  contact  transistor, 

i  :  .he  germanium  is  housed  in  a  tiny 
Ji  netal  cylinder  about  the  size  of 

.22  calibre  shell.    Two  hair-thin 
_  -  vires  are  connected  to  the  german- um. 

Newly  developed  this  past  sum- 
mer is  the  junction  type  transistor, 

vhich  is  reported  to  be  more  ef- 
icient  than  the  previous  type.  It 
onsists  of  a  tiny  rod-shaped  piece 

|l>f  germanium  treated  so  that  it 
II  onsists  of  a  thin  positive-charged Bayer  sandwiched  between  two  neg- 

A  CHAS.  MICHEISON  HIT! 

with 
Edwin  C.  Hill 

for  particulars 
CHARLES  MICHELSON,  Inc. 15  WEST  47th  ST.,  NEW  YORK  19 

ative-charged  ends.  It  is  encased 
in  a  plastic  bead,  about  3/16-in.  in diameter.  It  has  three  electrical 
connections. 

Transistors  can  be  used  to  am- 
plify, detect,  oscillate,  rectify. 

The  early  type  can  amplify  up 
to  20  db— 100  times.  The  new 
junction  type  can  amplify  up  to 
40  or  50  db.  The  latest  type  uses 
0.6  microwatts  of  power  (compared 
with  a  million  microwatts  used  to 
heat  the  cathode  of  the  ordinary 
receiving  tube).  The  early  transis- tor handles  up  to  a  megacycle  in 
frequency;  the  newest  up  to  10  mc. 

Will  the  transistor  actually  take 
the  place  of  vacuum  tubes  ? 

This  is  what  E.  Finley  Carter, 
engineering  vice  president  of  big 
tube  manufacturer  Sylvania  Elec- 

tric Products  told  Broadcasting  • 
Telecasting  last  week: 

"In  many  applications  transistors will  replace  vacuum  tubes.  But  for 
the  next  three  or  four  years,  trans- 

istors will  supplement  the  present 
use  of  tubes." 

They  will,  he  said,  "expand  the 
use  of  electronic  processes — parti- 

cularly in  industrial  usage." Mr.  Carter  pointed  out  that  Syl- 
vania has  been  making  crystal 

diodes  for  use  as  TV  receiver  de- 
tectors and  rectifiers,  as  computer 

rectifiers,  as  radar  mixers  and  de- 
tectors, in  addition  to  use  in  other 

military  gear. 
Dr.  E.  W.  Engstrom,  vice  presi- dent of  the  RCA  Laboratories  in 

Princeton,  said  much  the  same.  He, 
however,  went  a  step  further. 

"The  use  of  semi-solids  as  con- 
ductors will  mark  the  next  epoch 

in  electronics.  At  the  present  time, 
and  for  the  next  few  years,  trans- 

istors, etc.,  will  be  developed  for 
many  functions  not  now  performed 
by  tubes.  They  will  be  comple- 

mentary to  tubes;  they  won't  re- 
place them. "However,  when  we  know  enough 

about  them,  when  they  are  de- 
veloped to  the  point  where  they  can 

perform  the  many  functions  that  a vacuum  tube  does,  and  as  cheaply, 
then  we  shall  see  a  new  vista  in 

electronics." 
Has  Gen.  Sarnoff's  Backing 

Brig.  General  David  Sarnoff ,  RCA 
chairman,  gave  a  hard  push  to 
such  developments  during  his  re- 

marks fortnight  ago  at  the  dedi- 
cation of  the  David  Sarnoff  Re- 
search Center  in  Princeton  [B  •  T, 

Oct.  1].    He  said: 
"Electrons  in  solids  offer  tre- 

mendous possibilities  and  I  bid 
you  to  harness  them  to  work  in 
'solid  comfort'  instead  of  subjecting 
them  to  red  hot  heat.  Indeed,  cold 
electrons  are  a  great  challenge, 
the  promise  of  which  is  already 
manifested  in  tiny  transistors,  now 
being  developed  for  use  as  detectors 
and  amplifiers  in  radio,  wire  and 
cable  communications." All  seem  to  agree  that  there  is 
a  long  period  ahead  when  tubes  will 

obtain  urgently  needed  re- serves for  the  local  blood 
bank  by  converting  its  large 
auditorium-studio  into  a  tem- 

porary collection  center 
Thursday,  with  the  Newark 
Red  Cross  to  provide  a  blood- mobile  and  trained  medical 
personnel  to  handle  blood 
donors.  A  WNJR  broadcast, 
originating  from  the  studio, 
will  feature  celebrities  from 
the  sports  and  entertainment 
worlds  and  disc  jockey  Carl 
Ide,  who  will  interview  do- 

nors and  play  their  favorite 
records.  Advance  promotion 
for  the  day  is  being  broad- cast around  the  clock  by 
recorded  pleas  and  live  inter- views of  local  civic,  medical, 
Red  Cross  and  blood  bank 
officials. 

remain  the  primary  method  of  mak- 
ing electrons  do  their  masters'  bid- ding. But,  all  also  seem  to  agree 

that  transistors  will  be  developed 
to  the  point  where  they  will  be- 

come as  significant  as  tubes  to  the 
electronics  industry. 

WCHS  BOND  DRIVE  CONTEST 
Will  Send  Teacher  Overseas 

WCHS  Charleston,  W.  Va.,  is  offer- 
ing an  all-expense  trip  to  Europe 

in  a  state-wide  contest  to  spur 
sales  of  Defense  Bonds. 

The  station-sponsored  contest  is 
being  conducted  among  West  Vir- 

ginia schoolteachers,  whose  pupils 
will  canvass  the  community  with 
pledge  cards  and  sell  in  the  teach- 

er's name.  Contest  began  Oct.  10 and  runs  through  Oct.  31. 
Lewis  C.  Tierney,  state  Defense 

Bond  chairman  and  president  of 
the  Tierney  Co.  which  operates 
WCHS,  said  the  purpose  of  the  trip 
to  Europe  is  to  offer  the  winning- 
teacher  an  opportunity  to  see  first- 

hand what  American  defense  dol- 
lars are  doing  to  bolster  the  west- 
ern world  against  Communism. 

Runner-up  in  the  contest  will  re- ceive for  her  school  a  sound  motion 
picture  projector  with  a  film  li- 

brary. Third-place  teacher  will 
receive  for  her  school  a  radio- 
phonograph  and  record  library. 

All  three  grand  prizes  will  be 
furnished  by  WCHS  and  will  be 
awarded  on  the  basis  of  the  ma- 

turity value  of  the  bonds  sold  for 
each  teacher. 

Decisions  on  all  matters  pertain- 
ing to  the  contest  will  be  made  by 

officials  of  the  State  Defense  Bond 
Drive  and  WCHS  and  are  to  be 
accepted  as  final. 

The  trip  to  Europe  will  be  by  air 
and  has  been  arranged  for  some- 

time during  November.  It  is  ex- 
pected that  the  teacher  will  be 

away  from  her  classroom  for  two 
to  three  weeks  and  the  salary  of 
a  substitute  teacher  will  be  paid 
by  WCHS. 

Frank  H.  Merrill 
FUNERAL  services  for  Frank  H. 
Merrill,  80,  president  of  Los  An- 

geles Soap  Co.,  Los  Angeles,  were 
held  at  Church  of  the  Recessional, 
Forest  Lawn  Memorial  Park,  Glen- 
dale,  last  Monday  (Oct.  15).  In- 

terment was  private.  He  died  Oct. 
12  at  Good  Samaritan  Hospital,  Los 
Angeles,  following  a  cerebral 
hemorrhage.  Regarded  as  one  of 
the  outstanding  soap  chemists  in 
the  world,  he  was  associated  with 
Los  Angeles  Soap  Co.  for  54  years 
and  became  its  president  in  1928. 
Surviving  are  two  sons,  Paul  C. 
Merrill  of  San  Marino,  Calif.,  and 
Willis  H.  Merrill,  Long  Beach,  and 
a  daughter,  Ruth  E.  Merrill. 

KGW 

carries  the  weight 

in  the  Oregon  Market 
DAY  or  NIGHT 
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Sindlinger 
(Continued  from  page  26) 

will  be  started  as  soon  as  two  TV 
markets  agree  to  the  plan,  or  a 
reasonable  modification,  according 
to  Mr.  Sindlinger.  Each  city  Radox 
Corp.  will  be  jointly  owned,  con- 

trolled and  operated  by  NRC  and 
each  television  station,  with  the 
station  owning  part  of  the  local 
corporation.  Board  will  consist  of 
NRC  members,  representative  from 
each  TV  station  and  two  paid  and 
revolving  directors,  one  each  from 
a  local  agency  and  local  adver- tiser. 
NRC  believes  that  if  each  TV 

station  in  each  city  contributes  its 
one-hour  card  rate  each  month  for 
12  months  to  capital  stock,  Radox 
will  be  operating  in  a  few  months 
and  capital  invested  as  well  as 
operating  charges  will  be  paid  off 
in  a  year. 
Two  basic  services  can  be  pro- 

vided without  a  tabulating  depart- 
ment. First  is  basic  Radox  service, 

a  daily  report  showing  one  simple 
figure  for  each  station,  by  15-min- 
ute  periods  of  the  previous  day — 
a  new  "simplified  and  understand- 

able cumulative  circulation  figure." The  year  will  be  divided  into  four 
13-week  quarters.  The  sixth  week's report  would  show  cumulative  cir- culation for  six  weeks,  etc. 

Second  basic  service  will  provide 
ratings  "presented  in  a  form  and 
at  a  time  when  they  have  immedi- 

ate value — not  as  requiems.  Located 

in  each  broadcasting  studio  will  be 
a  Radox  visual  indicator,  similar  to 
the  old  type  Western  Union  stock 
ticker.  To  operate,  the  station 
simply  supplies  the  machine  with 
paper  tape,  turns  it  on  and  lets  it 
run  each  day.  It  is  suggested  that 
the  Radox  visual  indicator  be  lo- 

cated for  observation  near  a  TV 
monitor  of  your  own  station  and 
monitors  of  competitive  stations. 
The  indicator  will  print  on  tape 
continuously  and  instantaneously 
(at  few  minute  intervals)  the  time 
of  day,  total  number  of  TV  homes 
tuned  in  to  all  stations  at  that 
time,  the  call  letter  code  for  each 
station  and  the  instantaneous  rat- 

ing concurrent  with  the  program  of 
each  station  at  the  time." 

Agencies  and  advertisers  can  ob- 
tain tabulated  information  by  pay- 

ing a  service  fee,  yielding  a  profit 
on  every  job.  Local  data  could  be 
compiled  nationally.  Eventually 
stations  might  make  money,  Mr. 
Sindlinger  suggests. 

NEW  BUYER  FIRM 

iill  Tormey,  sales  di- rector for  the  White 
King  Soap  Company 
and  his  agency,  the 

Sal  's  mZln  Raymond  R.  Morgan White  King  Company,  have  this  to Soap  Company  say  about  KROD. 
"We  have  repeatedly  bought KROD  because  year  after  year 
this  influential  station  through 
its  superior  coverage,  outstanding 
product  merchandising  and  pro- motional efforts  have  kept  White 
King's  leadership  in  this  important Southwest  market.  Yes,  KROD 
sure  sells  soap!"  Let  KROD  sell YOUR  product,  too,  in  this  vital 
market  with  its  441,310  population 
and  its  $396,840,000  total  sales. 

5,000  watts  600  K.  C. 
RODERICK  BROADCASTING  CORP. 
Dorrance  D.  Roderick  President 

Val  Lawrence    Vice-Pres.  &  Gen.  Mgr. 
NATIONALLY  REPRESENTED  BY 

THE  O.  L.  TAYLOR  COMPANY 

Offers  Radio-TV  Services 
FORMATION  of  Radio  and  TV 
Consultants,  a  new  station  man- 

agement consulting  organization, 
was  announced  last  week  by  R.  San- 
ford  Guyer,  a  veteran  of  27  years 
in  the  broadcast  industry.  Mr. 
Guyer  will  headquarter  in  the 
Munsey  Bldg.,  Washington,  D.  C. 
He  had  been  vice  president  and 
general  manager  of  WBTM-AM-FM Danville,  Va. 

Mr.  Guyer 
started   in  radio 
at    WDEL  Wil- 

mington, Del.  in 
1924,  serving  as 
announcer,  sales- man and  station 
manager.  In  1930 
he  joined  the  an- nouncing staff  of 
WCAU  Philadel- 

phia, and  in  the next   nine  years 
was  associated 

with  WIP  and  WPEN  Philadelphia 
and  also  handled  free  lance  work 
in  announcing  sports,  program  and 
production,  and  in  selling,  both  for 
radio  and  TV. 

In  1939  he  moved  to  WBTM  Dan- 
ville and  three  years  later  was  ap- 

pointed station  manager.  Mr.  Guyer 
was  elected  vice  president  and 
general  manager  of  the  station  in 1945. 

KSIB  School  Studio 
BROADCAST  studio  has  been  set 
by  KSIB  Creston,  Iowa,  in  the 
town's  high  school  as  origination 
point  for  Junior  Town.  Program 
is  aired  Mon.-Wed.-Fri.  3:15  p.m. 
to  give  students  radio  experience 
and  the  public  a  view  of  school  pro- 

ceedings. Opening  broadcast  paid 
tribute  to  Dutch  Horning,  KSIB 
sports  director,  and  to  the  station. 
Other  schools  are  asked  to  partici- 

pate in  the  series. 

ANTI-RED  OATH 

ILLUSTRATING  cooperation  be- tween WFDF  and  Flint  Public 
Library  in  bringing  ABC  Town 
Meeting  of  the  Air  to  that  city, 
Lester  W.  Lindow  (I),  WFDF  gen- 

eral manager,  presents  Mr.  Webb 
with  transcription  of  Sept.  18 

broadcast. 
★    *  ★ 

TOWN  MEETING1 WFDF  Promotes  Show 

DOUBLE-BARRELED  advance 
promotion  by  WFDF  Flint,  Mich., 
was  credited  with  assuring  the 
successful  appearance  of  America's Town  Meeting  of  the  Air  there 
under  the  auspices  of  the  Flint 
Public  Library  Centennial  Cele- bration last  month. 
Mapping  plans  at  the  outset, William  Webb,  head  librarian, 

chose  Town  Meeting  as  the  ideal 
opening  event  for  the  year-long 
program.  WFDF  promised  an  all- out  radio  buildup  for  the  occasion. 
Station  aired  announcements  pro- 

moting the  program  and  the  cen- 
tennial, including  cut-in  spots 

pushing  ticket  requests  on  previous 
Town  Meeting  shows. 
WFDF  reported  a  sellout  on 

tickets  two  weeks  before  the  ABC 
program  came  to  town,  with  a 
flurry  of  requests  right  up  to  the 
broadcast.  Many  people  were  re- 

ported turned  away. 

FTC  HEARINGS 
On  Imdrin,  Dolcin  Cases 

HEARINGS  were  held  in  Buffalo, 
N.  Y.  last  week  on  government 
complaints  charging  Rhodes  Phar- macal  Co.  (Imdrin),  Cleveland, 
and  Dolcin  Corp.  (Dolcin),  New 
York,  with  misrepresentations  in 
the  advertising  of  those  medical 
preparations.  Abner  Lipscomb, 
trial  examiner  of  the  Federal 
Trade  Commission,  presided  over 
the  sessions. 

Hearing  was  held  by  FTC  on 
the  Rhodes  case  last  Tuesday  and 
on  Dolcin  last  Wednesday  and 
Friday,  with  Joseph  Callaway  as 
government  attorney  supporting 
the  complaints.  The  Rhodes  case 
is  in  the  final  phase  of  hearing, 
with  last  week's  testimony  devoted 
to  government  rebuttal  of  Rhodes' claims.  The  U.  S.  Circuit  Court 
of  Appeals  (7th  District)  earlier 
had  denied  the  firm's  plea  for  stay 
of  injunction  requested  and  ob- 

tained by  the  commission  [B  •  T, Oct.  15]. 

Taken  by  AFRA  Officers 
TO  ERASE  any  doubt  in  anyone's 
mind  regarding  the  anti-Commu- nist stand  of  the  governing  body 
of  the  Los  Angeles  local  American 
Federal  of  Radio  Artists,  officers 
and  board  members  of  the  union 
last  week  involuntarily  took  the 
non-Communist  oath  before  a  Fed- 

eral judge  in  Los  Angeles. 
Previously,  in  accordance  with 

the  Taft-Hartley  bill,  AFRA  offi- cers had  filed  affidavits  stating  they 
were  not  Communists.  A  further 
precaution  against  Communist  in- fluence was  taken  a  few  months 
ago  when  a  referendum  was 
adopted  authorizing  the  National 
Board  of  AFRA  to  oust  any  mem- 

ber proved  to  be  a  member  of  the 
Communist  party  since  1945. 

Those  who  took  the  most  recent 
oath  include  Knox  Manning,  na- 

tional president,  AFRA;  Frank 
Nelson,  local  president;  Claude  Mc- 
Cue,  executive  secretary  and  a  long 
list  of  local  Board  members. 

WTWN  Branch  Studio 
E.  DEAN  FINNEY,  general  man- 

ager of  WTWN  St.  Johnsbury,  Vt., 
last  week  announced  establishment 
of  a  branch  office  and  studio  broad- 

casting facilities  in  the  new  Jax 
Theatre  Bldg.,  Littleton,  N.  H.  The 
Littleton  operation  will  be  linked 
with  St.  Johnsbury  studios  on  a  24 
hour-a-day  basis.  Regular  pro- 

gram origination  from  Littleton  is 
planned,  Mr.  Finney  said. 

Ollie  Was  UnTrammelled 
NBC  Chicago  is  thinking  of 
building  a  doghouse  for  a dragon.  Oliver  Dragon,  poet 
laureate  of  the  Kuklapolitan 
Players  on  Kukla,  Fran  & 
Ollie,  put  both  feet  into his  over-size  mouth  when 
attempting  to  mark  the 
network's  25th  anniversary 
with  flowery  tribute.  First 
suggesting  that  he  and  Fran Allison  sing  something  pa- 

triotic, "Like  'Columbia,  the 
Gem  of  the  Ocean',"  he  added "if  that  isn't  OK,  we'll  get 
something  that  will  be  Mu- 

tually satisfactory."  In  his opinion,  the  whole  production 
should  be  as  simple  as  "ABC." Fran  tried  to  save  his  name 
(and  bread  and  butter)  by 
valiantly  singing  a  series  of 
NBC  plug  tunes  during  the 
rest  of  the  show.  Ollie,  un- daunted, is  probably  puzzling 
out  how  to  incorporate  Du- 
Mont,  Keystone,  Intermoun- tain  and  Yankee  into  his  net- 

work copy  this  week. 

Why  buy  2  or  more.., 
do  1  big  sales  job 

.  on  "RADIO  BALTIMORE'' 

Bko  IVBAL 
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WOKE  ON  AIR 
Weaver  Heads  Tenn.  Outlet 

WOKE  Oak  Ridge,  Tenn.,  1430  kc 
with  1  kw  daytime,  began  broad- 

casting Sept.  29,  with  formal  open- 
ing taking  place  the  following  day. 

Studios  are  located  on  Oak  Terrace, 
Grove  Center,  Oak  Ridge. 
Members  of  the  Air  Mart  Corp., 

which  owns  and  operates  WOKE, 
are  Harry  C.  Weaver,  president- 
general  manager,  who  is  half-owner 
of  WGAP  Maryville,  Tenn.;  Owen 
J.  McReynolds,  vice  president, 
Washington,  D.  C;  Harry  J.  Daly, 
director,  Washington,  D.  C,  and 
Frank  H.  Corbett,  secretary-treas- 

urer, who  is  general  manager  and 
also  half -owner  of  WGAP. 
General  Manager  Weaver  an- 

nounced appointment  of  Gene  Cal- 
lahan as  sales  manager  and  Edward 

Craigmiles,  as  program  director. 
Mr.  Callahan,  now  sales  manager 
of  KOEL  Oelwein,  Iowa,  will  as- 

:  sume  his  WOKE  duties  Nov.  1.  Mr. 
Craigmiles,  known  professionally 
on  the  air  as  Ed  Craig,  has  spent 
the  past  decade  at  WBLJ  Dalton, 
Ga.,  and  WDXB  and  WVUN  (FM) 
Chattanooga,  Tenn. 

WBUZ  (FM)  ANTENNA 
Owner  Charges  Sabotage 

M  $10,000,  255-foot  antenna  for 
WBUZ  (FM)  Bradbury  Heights, 
Md.,  a  suburb  of  Washington,  D. 
C,  toppled  between  9:10  p.m.  Oct. 
13  and  9  a.m.  Oct.  14.  Sabotage 
is  suspected  by  Leslie  L.  Altmann, 
station  owner  as  well  as  owner  of  a 
bus  line  which  has  been  on  strike 
since  Sept.  16. 

"It  couldn't  have  been  an  acci- 
dent", said  Mr.  Altmann,  referring to  the  condition  of  the  guy  wires 

and  moorings.  WBUZ  does  com- 
mercial broadcasting  and  also 

broadcasts  programs  for  transit 
receivers  on  the  buses.  Operating 
on  the  now-fallen  antenna,  WBUZ 
(FM)  had  an  ERP  of  420  w.  The 
station  is  now  operating  with  an 
auxiliary  antenna,  using  50  w 
ERP  under  special  temporary 
authorization  from  FCC. 

LARGEST  sale  in  history  of  NBC's 
O-and-0  video  station  in  Chicago, WNBQ,  was  recorded  recently  as  Alan 
Industries  of  Chicago  bought  about 
seven  hours  of  time  weekly. 

Celebrating  the  opening  of  WOKE  a; 
•<      Weaver,  the  Rev.  Robert  Sala,  i 

•e  (I  to  r)  Messrs.  McReynolds  and 
nd  Messrs.  Daly  and  Corbett. 

CIVIL  DEFENSE  FILMS 
FCDA  Circulating  New  Series 

TWO  official  10-minute  civil  de- 
fense films  currently  are  being  used 

by  many  of  the  nation's  108  televi- sion stations  and  another  series, 
designed  as  TV  spot  announce- 

ments, are  in  process  of  completion. 
The  two  one-reel  films — What 

You  Should  Know  About  Biological 
Warfare  and  Fire-Fighting  for 
Householders  —  were  distributed 
last  month  by  the  Audio-Visual 
Division  of  the  Federal  Civil  De- 

fense Administration. 
Video  outlets  are  permitted  a 

single  showing  without  cost.  Fees 
are  charged  for  subsequent  tele- casts on  the  basis  of  location  and 
audience  coverage  of  each  individ- ual station. 

Films  are  produced  on  16mm 
sound  and  silent,  8mm  (complete), 
16mm  and  8mm  (headline)  and 
silent  film  strips.  They  are  being 
distributed  to  dealers,  film  libraries 
and  local  civil  defense  groups  by 
Castle  Films  Division  of  United 
World  Films  Inc.,  445  Park  Ave., 
New  York. 

Arrangements  for  TV  showing- are  handled  through  FCDA,  United 
World  and  the  television  industry. 
Fee  for  succeeding  showings  is  nec- 

essary to  help  defray  the  producer's 

CONGRATULATIONS 

TO  NBC  ON 
ITS 

SILVER  JUBILEE 
FROM  ITS 

MADISON  AFFILIATE 
FOR 

MORE  THAN  20  YEARS 

cost  of  production. 
FCDA  also  purchased  two  mo- 

tion pictures — Self -Preservation  in 
an  Atomic  Attack  and  An  Intro- 

duction to  Radiation  Detection  In- 
struments and  distributed  them  for 

showing  to  civil  defense  workers. 
Originally  produced  for  military 
personnel,  they  now  are  approved 
for  television  and  public  screening. 
Four  TV  spot  announcement 

films  are  prepared  for  three  and 
one  minute  time  segments.  A  fifth, 
based  on  FCDA's  alert  card,  will run  five  minutes.  Produced  in 
35mm,  the  black-and-white  sound 
films  will  be  distributed  by  the 
agency  to  all  TV  stations  and  state 
civil  defense  directors  for  use  with- out charge. 

A  series  of  kinescope  film  record- 
ings of  seven  television  shows  have 

been  offered  to  TV  stations  through 
state  directors  in  recent  months. 

Kinescopes  of  a  CD  training  se- 
ries, It's  Up  to  You,  was  inaugu- rated by  the  American  Red  Cross 

last  May  over  a  13-week  spread, 
with  half -hour  programs  scheduled 
on  CBS-TV.  Kinescopes  were  cir- 

culated to  62  CBS  outlets  and  sta- 
tions not  covered  by  the  "live" presentation.  Film  and  TV  stars 

appeared  on  each  show  with  Red Cross  and  civil  defense  authorities. 
Additionally,  film  recordings  of 

Survival,  which  first  appeared  on 
NBC-TV,  are  still  available.  All 
aspects  of  civil  defense  are  covered 
throughout  the  film  series. 

Avery  -Knodel,  Inc.,  Representatives 

Badger  Broadcasting  Company 
5000  WATTS  ON  1310 . .  .  ESTABLISHED  1925 

NEW  air  hours  went  into  effect  with 
change  to  standard  time  Oct.  1  for 
WLS  and  WENR  Chicago,  ABC  af- 

filiate and  the  network's  O  and  O  out- 
let, which  share  time  on  a  clear  chan- nel. WLS,  owned  by  Prairie  Farmer, 

will  broadcast  five  days  weekly  from 
5  a.m.  until  3  p.m.,  6  to  6:30  and  7  to 
8  p.m.  It  will  have  Saturday  clear, 
taking  the  air  from  5  a.m.  until  mid- night. On  Sundays  it  will  broadcast from  8  a.m.  until  noon.  WLS  has 
the  option  of  moving  back  to  3  a.m. 
daily.  WENR  will  operate  the  remain- ing hours  until  1  a.m.  nightly  and  on 
Sundays  from  12  noon. 

CHICAGO  POOL 
TV  Show  Aids  Drive 

THREE  of  Chicago's  four  video 
stations— WNBQ  (NBC)  WENR- 
TV  (ABC)  and  WBKB  (CBS)  — 
pooled  their  talent  and  facilities 
for  a  two-hour  program  of  en- tertainment Oct.  19  on  behalf  of 
the  Community  Fund  and  the  USO. 
The  program  was  designed  as  en- tertainment only,  and  had  no 
appeals  for  funds,  according  to 
Andy  Christain,  McCann-Erickson 
producer  of  the  Wayne  King  Shoio 
and  chairman  of  the  planning 

group. 
The  unions,  for  what  was  be- lieved to  be  the  first  time,  agreed 

to  cooperate  in  contributing  mem- 
ber services.  They  were  Television 

Authority,  the  American  Federa- 
tion of  Musicians,  the  International 

Brotherhood  of  Electrical  Work- 
ers, National  Assn.  of  Broadcast 

Engineers  and  Technicians  and  In- ternational Alliance  of  Theatrical 
Stage  Employees.  Included  on  the 
planning  group  were  Ray  Jones, 
executive  secretary  and  AFRA  and 
midwest  region  director  of  TVA; 
Charlie  Andrews,  Studs'  Place writer;  Doug  Johnson,  who  writes 
Hawkins  Falls,  and  Ruth  Moore  of 
the  Fund.  The  show  will  be  aired 
from  10  until  midnight. 

KCMO  reaches  33.4%  of  all  Mid- 
America  radio  homes  tuned  to 

Kansas  City  stations— a  share  of  au- 
dience larger  than  any  station  heard 

in  the  area.  Get  proof-get  the  facts 
on  Mid-America  radio  coverage  from 
the  Conlan  "Study  of  Listening 
Habits"  in  Mid-America.  Parts  1 
and  2  of  the  3 -part  continuing  study 
are  ready  now.  Write  on  your 
letterhead  to 

KCMO 

50,000  WATTS 
125  E.  31st  St.,  Kansas  City  Mo. 

or  THE  KATZ  AGENCY 
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CBS-Columbia 
(Continued  from  page  79) 

of  aluminum  (compared  to  16,700,- 
000  pounds). 

Thus,  percentage  drops  are  re- 
corded for  both  steel  and  copper, 

with  a  slight  increase  for  alu- 
minum. Percentagewise,  industry 

now  is  receiving  during  this  quar- 
ter for  steel,  copper  and  aluminum 

about  65%,  54%  and  48%,  respec- 
tively, of  materials  used  during  the 

base  period.  Allotment  of  greater 
quantities  of  aluminum  to  elec- 

tronics (bringing  the  percentage 
close  to  50%)  was  regarded  as  a 
significant  victory  in  view  of  the 
scarcity  of  that  material.  No  relief 
in  supply  is  expected  before  Oct. 
1,  1952. 

Mr.  Fleischmann  said  Oct.  12  it 
is  "preferable"  to  permit  manufac- turers of  non-essential  civilian 
goods  to  "operate  at  low  levels" 
rather  than  prohibit  use  of  mate- 

rials outright.  In  a  speech  at  At- 
lantic City  last  Wednesday,  he  ac- 

knowledged, however,  that  pro- 
ducers of  less-essential  goods  (not 

radio-TV)  may  be  forced  out  of business  in  the  months  ahead. 
At  the  same  time  the  DPA  chief 

was  not  optimistic  about  building 
materials  because  of  the  aluminum 
shortage.  "Very  low  levels"  of construction  will  be  reached  during 
the  next  quarter,  he  predicted. 
Scarcity  of  steel  remains  a  primary 
factor,  too,  he  added. 

This  prediction  came  as  the  NPA 

Sorry- 
No  time  open  on 

CHRISTY  ERICS 

"Survey  of  The  News" 

Christy's  news  is  sold  out and  has  heen  ever  since  it 
went  on  the  air  16  years 
ago. 

We  have  time  to  sell  on  other 
WBRY  local  programs,  though, 
and  Pulse  says  they  rate  tops 
with  Waterbury  listeners,  too. 

Ask  the  Avery-Knodel  Man 

WBRY 
5,000  Watts 

CBS  in  Waterbury,  Conn. 
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continued  to  study  possible  reclas- 
sification of  the  radio-TV  industry 

on  materials  for  construction,  al- 
teration and  remodeling  projects. 

NARTB  had  consulted  with  agency 
authorities  and  pressed  for  relief 
which  would  allow  radio-TV  broad- 

casters to  self-authorize  larger 
quotas  of  raw  materials  for  smaller 
projects. 

Industry  has  protested  the  shift- 
ing of  newspapers  and  other  print- 
ing establishments  from  commer- cial to  industrial  categories  on 

grounds  that  reflects  "preferential 
treatment"  among  media.  If  ap- proved, broadcasters  would  be  able 
to  write  orders  ;for  up  to  25  tons 
of  steel,  2,000  pounds  of  copper  and 
1,000  pounds  of  aluminum,  com- pared to  the  present  ceiling  of  two 
tons  of  steel  and  200  pounds  of 
copper  [B  •  T,  Oct.  15].  A  deci- sion is  expected  early  this  week. 

Cause  of  Concern 
Shortage  of  materials  for  com- 

ponent parts  also  is  a  source  of concern  to  manufacturers.  NPA 
has  slated  a  meeting  with  the  Elec- 

tronic Parts  and  Components  Dis- 
tributors Industry  Advisory  Com- 

mittee for  today  (Monday).  Nelson 
Miller,  NPA  Civilian  Requirements 
Division,  will  preside. 

In  other  developments: 
•  NPA  announced  it  would  con- 

tinue its  restrictions  against  the  use 
of  copper  or  aluminum  for  decorating 
or  ornamenting  radio-TV  receivers 
and  phonograph  players.  Prohibition 
has  been  in  effect  since  last  July  1. 

•  The  Defense  Materials  Procure- 
ment Agency  revealed  an  agreement 

which  would  result  in  a  "substantial 
increase"  in  the  domestic  output  of cobalt,  nickel  and  copper  for  defense 
purposes.  Military  drain  on  civilian 
consumption  of  these  materials  has 
cut  back  and  altered  production  of 
radio-TV  magnet  loudspeakers,  power transformers,  and  other  items. 

WADE  AGENCY 
Personnel  Assignments  Set 

NEW  PERSONNEL  assignments 
for  Geoffrey  Wade  Adv.,  Chicago, 
were  announced  last  week  by  Albert 
G.  (Jeff)  Wade  II,  executive  di- 

rector. Paul  McCluer  continues  as 
general  manager  of  the  agency 
with  Louis  J.  Nelson  as  media  di- 

rector, David  S.  Williams  as  space 
and  timebuyer  and  Lawrence  W. 
Davidson  as  chairman  of  the  copy 
and  planning  committee. 

Jack  Farnell  is  radio  director  and 
Booth  Luck,  television  chief.  Other 
posts:  Charles  W.  Tennant,  copy 
chief;  Gordon  Norberg,  research 
director;  William  R.  Collier,  art 
director;  Edward  A.  Beane,  pro- 

duction manager,  and  John  Mills, 
business  manager.  Robert  E.  Dwyer 
is  general  manager  of  the  Holly- 

wood office,  assisted  by  Forrest 
Owen,  radio-television  director. 

Wade  handles  Miles  Labs.  (Alka- 
Seltzer,  One-A-Day  vitamins,  Ner- 

vine, Tabcin  and  Bactine),  Miles 
California  Co.,  Murphy  Products 
Co.,  Encyclopaedia  Britannica,  De- 
Met's  Inc.  and  Green  Mt.  cough 
syrup. 

Music — No  Football 
IN  THE  INTEREST  of  pub- lic service  to  the  football 
fans— as  well  as  the  music 
devotees — WFEC  Miami  is 
airing  special  announcement each  half  -  hour  Saturday 
afternoons  about  football 
games  being  broadcast  by 
other  Miami  stations.  An- nouncement concludes, 
"That's  the  football  radio 
line-up  .  .  .  but  if  you  like 
good  music  best,  keep  tuned 
right  where  you  are  —  to WFEC!  News  and  music  all 
day  long!"  Station  reports that  very  favorable  audience 
reaction,  as  well  as  compli- mentary comments  from  the 
sportscasting  stations,  has resulted. 

T-H  AMENDMENT 
Passes  in  House 

PROPOSED  amendment  to  the  Na- tional Labor  Relations  Act,  which 
would  validate  over  4,700  union 
shop  elections  held  prior  to  im- 

position of  the  non-Communist  oath requirement,  has  been  passed  by the  House. 
The  measure  (S  1959)  would 

dispense  with  existing  provisions 
calling  for  election  before  a  union 
and  an  employer  may  enter  into  a 
union-shop  agreement.  Only  a  small 
minority  of  these  cases  actually 
involve  radio-TV  broadcasters,  and 
in  those  instances  the  requirement 
is  only  academic  [Closed  Circuit, 
Oct.  8].  It  was  adopted  on  the 
floor  after  a  favorable  report  by 
the  House  Labor  Committee  and 
approval  by  the  Senate. 

Only  question  posed  to  broad- casters is  whether  these  union-shop 
cases  may  serve  as  a  bar  to  future 
collective  bargaining  negotiations 
at  present. 

The  ruling,  in  effect,  circumvents 
the  recent  Supreme  Court  decision 
which  invalidated  union  shop  cases. 

The  court  had  held  that  officers 
of  the  AFL  and  CIO  were  required 
to  file  non-Communist  affidavits 
and  that  authorizations  issued  by 
NLRB  without  regard  to  this  were 
invalid. 

TV  Talent 
(Continued  from  page  81) 

actors:  conditions  completely  differe 
from  those  of  the  talent  in  [TVA' contract  unit. The  Board  has  recently  held  th actors  engaged  in  making  motion  pi tures  for  initial  presentation  on  tele\ sion  have  the  same  interests  as,  ar belong  in  the  same  unit  with,  oth actors  employed  by  their  respectr. employers  in  making  films  for  initi showing  in  motion  picture  theatre Traditionally,  also,  talent  employed making  motion  pictures  and  talei working  in  radio  shows  have  been  re) resented  in  separate  units. We  believe  that,  because  workir conditions  for  employees  making  mi 
tion  pictures  for  presentation  on  teL vision  are  identical  with  those  for  mat 
ing  any  other  kind  of  motion  pictur, and  because  of  the  history  of  bargair ing  for  motion  picture  actors  in  sej; arate  units,  motion  picture  and  telev sion  talent  should  be  established  i 
separate  units. 

The  board's  decision  was  handc 
down  by  John  M.  Houston  ar 
James  J.  Reynolds  Jr.  Abe  Mu 
dock  issued  a  partial  dissent  wit 
respect  to  the  appropriateness  < the  network  television  unit.  Agre 
ing  that  CBS  "has  the  sole  autho ity"  to  hire  and  discharge  employ* 
in  Unit  2,  he  argued  the  recor 
contains  no  similar  showing  f( Unit  1. 

He  declared: 
It  embraces  the  entire  pool  of  fre< lance  talent,  the  members  of  whic are  from  time  to  time  employed network  television  shows  by  the  broad casting  networks,  advertising  agencie sponsors  and  independent  producers. The  record  shows  conclusively  th 

approximately  80%  of  the  total  pei sonnel  included  in  Unit  1  is  employe 
directly  by  employers  not  specified  i the  unit  description.  As  to  those  em ployes,  the  television  networks  are  nc employers.  In  fact,  their  only  relatio: ship  with  this  talent  is  that  it  perform in  studios,  and  by  means  of  technic; facilities  leased  by  the  networks  to  th unnamed  employers  who  produce  th 
programs. Mr.  Murdock  held  that  this  uni 
is  "fundamentally  defective,"  ther is  no  area  for  collective  bargaininj 
between  "lessor  and  employes  o 
the  lessee"  and  suggested  the  peti tion  for  Unit  1  be  dismissed  aS  in 

appropriate. In  the  Unit  1  election,  all  em 
ployes  who  appeared  on  at  leas two  network  television  program 
from  Dec.  10,  1950  to  Oct.  17,  1951 
would  be  eligible  to  vote.  TVA  ha 
sought  a  period  from  Dec.  1,  195' 
to  Feb.  10,  1951.  Talent  in  Unit 
would  be  eligible  to  vote  if  the; 
had  two  or  more  days  of  employ 
ment  during  that  nine-month  pe riod. 

GATES 
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ILLINOIS 

THESE  OFFICES 
TO  SERVE  YOU 

QUINCY,  ILL  
HOUSTON,  TEXAS  . 
WASHINGTON,  D,  C. 
MONTREAL,  QUE.  .  , 
NEW  YORK  CITY   .  . 

 TEL.  8202 ....  TEL.  ATWOOD  8536 
.  TEL.  METROPOLITAN  0522 
.  .  .  TEL.  ATLANTIC  9441 
.  TEL.  MURRAY  HILL  9-0200 

ROADCASTING    •    Telecasting  H 



programs  m\m 

premiums 

ITY  SERVICE  SHOW 
/'CCM  Lawrence,  Mass.,  Greater axcrence  at  Work,  Mon.  through 

;:  at.,  program  seeking  ways  to  ex- 
-land    city's    industries.  Leading anufacturers    and  businessmen 
Appear  on  show,  telling  what  they 
sJ  link  of  city  now  and  what  must  be 
z&me    for    its    future  industrial 
xl  rowth.  Show  also  features  "spot 
;  .;ws"    reporting    latest  develop- 
k]  ents  in  labor  and  management 
:s  Nations  in  Lawrence.  Program  is 
kcj  resented  as  public  service  feature.  •  — •  •  
C  ollects  instruments 
;  TAX   Burlington,  Vt.,  recently 
sd  lswered  appeal  from  local  branch 

Salvation  Army  to  collect  mu- 
cal  instruments.  Army  wants  in- 
ruments  to  help  launch  band 

at  imposed   of  youngsters.  Station 
ports  at  end  of  first  week  re- ionse  was  good. 

 •    • — •  
rei  ARM  FACTS 

RFD  Worthington,  Ohio,  Inside 
Agriculture,  Sun.,  8  a.m.,  started 

;t.  15,  sponsored  by  United  Im- 
■  ement  Co.  Program  features  Bob iller,  WRFD  farm  service  and 

ogram  director,  presenting  com- 
•  ete  picture  of  farm  situation, q:  r.  Miller  presents  world,  national 

d  local  farm  news,  along  with 
:7  irket  trends  and  news  commen- 
^l-y.  Show  designed  to  give  city lk  understanding  of  present  day 
• :  oblems  on  farm. 

)P  SELLING  JOB 
3TP  Minneapolis,  sending  trade 

j[£d  advertisers  brochure  based  on 
ttion's  selling  powers.  Copy  at- 

ad  :hed  to  piece  relates  "KSTP  now 
::ers:ers  the  biggest  chainbreak  bar- 
•.  in   in   big-time    radio."  Inside :•  d  jchure  is  cut-out  of  man  with 

proving   hand   holding  continuity 
^et.  Piece  goes  on  to  report  that 
.tion  breaks  produce  extra  val- 
i  to  sponsors. 

 o— •  •  
ECIAL  EDITION 

'OSU  New  Orleans,  honored  by 
'-; :  (strated  Press,  Oct.  4,  on  sta- 
7*|  n's  recent  affiliation  with  NBC. 
-  '  acial  edition  presented  pictures 
■  station  officials,  network  officials 
"  i    performers    now    heard  on K'DSU. 

ANTI-COMMUNIST  SERIES 
WOL  Washington,  Prologue,  Sun. 
9:30  to  10  p.m.,  started  Oct.  28, 
planned  and  presented  by  George- 

town U.,  Washington,  D.  C.  Series 
designed  to  fight  Communism  by 
examining  and  exposing  communist 
menace  through  drama.  Programs 
will  deal  with  American  history 
showing  that  answers  to  many  of 
today's  problems  in  combatting Communism  can  be  found  in  this 
country's  past.  Program  is  pro- 

duced at  school's  studios  at  campus. 

MONKEY  SHOW 
WTMJ  Milwaukee,  presented 
Top  0'  the  Morning  show, 5:30  a.m.  to  9  a.m.,  Oct.  5, 
from  Monkey  Island  in  Mil- 

waukee's Washington  Zoo. 
Gordon  Thomas,  program  em- 

cee, presented  program  after 
losing  feud  to  Hugo  Murray, 
traffic  supervisor  at  local 
stockyard  and  WTMJ  broad- caster. Mr.  Thomas  used 
lantern  to  read  commer- 

cials, introduce  records  and 
to  comment  on  activities  of 
his  hairy  friends.  Station  en- 

gineers handled  records  and 
remote  equipment  from  out- 

side fence  that  borders  is- 
land. Station  reports  that 

nearly  2,000  people  stopped 
on  their  way  to  work  to 
watch  Mr.  Thomas  perform 
with  monkeys. 

EDUCATIONAL  SERIES 
WOW-TV  Omaha,  Doors  of  Knowl- 

edge, Mon.  9 :45  p.m.,  educational 
series  allowing  time  on  alternate 
weeks  to  city's  two  universities. 
Creighton  U.  presented  first  show 
on  station.  Creighton  U.  has  worked 
with  WOW  for  past  two  years  in 
presenting  educational  TV  shows. 

ITALIAN  COVERAGE 
WOV  New  York,  Oct.  3  presented 
on-the-spot  coverage  of  New  York 
Mayor  Vincent  R.  Impellitteri's arrival  and  reception  at  his  native 
village  of  Isnello,  Sicily.  Accom- 

panying Mayor  on  flight  from  Rome to  Isnello  was  Lucio  Basco,  WOV 
Rome  correspondent.  Mayor  Impel- 
litteri  addressed  the  villagers,  re- 

assuring them  of  continuance  of 
good  relations  between  the  U.  S- and  Italy. 

 •— •  
NEW  BABY 
A  CIGAR  and  letter  were  sent  to 
850  advertising  prospects  by  Duane 
Janes  Co.  last  week  announcing  a 
"Blessed  Event" — acquisition  of  a 
new  account,  National  Selected 
Products  [B  •  T,  Oct.  15].  The 
letter  suggested  that  as  "proud  fa- thers" the  agency  was  distributing 
cigars  and  that  "while  you  are weaving  dreams,  you  will  think about  what  new  customers  for  as 
little  as  9c  each  could  do  for  that 
1952  sales  curve  of  yours."  The letter  was  signed  by  Duane  Jones, 
president  of  the  agency. 

FILM  BIRTH 
BALL  Productions  and  Television 
Films  Inc.  of  Florida  sent  out  note- 
sized  cards  to  "Proudly  announce a  new  and  most  unique  film  baby 
.  .  .  Born  in  the  Everglades  for 
television."  Sex  is  "Male  .  .  .  'Robin 
Hood  of  the  Everglades' "  and  the 
name  is  given  as  "Jeff  Cypress  in 
'Call  of  the  Everglades'."  Weigh- ing in  at  192  pounds  and  measuring 
6  feet  3  inches,  Jeff  is  described 
in  a  note  as  "A  very  handsome, 
rugged  boy  ...  A  new  kind  of hero  to  thrill  the  kids  .  .  .  and 
grownups  too."  Presentation  of  the 
half-hour  pilot  film  for  newsmen 
and  agencies  was  held  Wednesday 
at  the  Waldorf  by  proud  parent 
Fred  F.  Frink,  president  of  Ball 
Productions  Inc.,  N.  Y. 

FREE  TICKETS 
HUGO  WAGENSEIL  &  Assoc., 
Dayton,  agency  for  Bonded  Oil  Co., 
sending  out  "ticket"  promotion  to families  in  Dayton  and  Columbus 
area.  Memo  with  tickets  reminds 
viewers  of  Family  Theatre  shown 
over  WLWD(TV)  Dayton  and 
WLWC(TV)  Columbus.  Program 
features  "first  time"  runs  of  popu- lar motion  pictures.  Tickets  report 
"Any  television  set  will  admit  you 
to  Bonded  Oil  Co.'s  Family  The- 

atre." 

Further  ideas  or  samples  of  the 
promotion  items  mentioned  on  this 
page  are  available  by  writing  to 
the  individual  companies. 

UHF  DATA 
WELI  New  Haven,  Conn.,  distrib- 

uting 100,000  booklets  giving  com- 
prehensive explanation  of  UHF television.  Station  using  mails,  TV 

dealers  and  servicemen  in  releasing 
booklet  in  New  Haven,  Troy,  N.  Y., 
Albany,  N.  Y.,  and  Schenectady, 
N.  Y.  Piece  relates  information 
about  different  company's  UHF tuners.  It  answers  the  question, 
"What  is  UHF  television?"  It  also 
gives  vast  information  on  antennas 
and  TV  manufacturers'  plans  to improve  television  through  UHF. 

FIRST  BIRTHDAY 
WORL  Boston,  Oct.  8,  celebrated its  first  birthday  by  giving  away 
23  big  prizes  in  its  "Why  I  Listen to  WORL"  contest.  Top  prize  for winner  was  mink  scarf.  Station 
reports  that  entries  poured  in  from 
all  over  New  England.  WORL  also 
ran  five-column  ad  in  Boston  Post 
"thanking  both  the  listeners  and 
all  the  sponsors  who  had  advertised 
on  WORL  the  past  year  for  mak- 

ing the  station  so  successful." 

GRANDMOTHER'S  DAY 
KTRI  Sioux  City,  Iowa,  in  honor 
of  Grandmother's  Day,  Oct.  14, 
picked  an  outstanding  grandmother 
as  winner  of  four  state  contest. 
Vern  Nelson  and  John  Rickwa,  em- 

cees on  Over  the  Coffee  Chatter 
program,  conducted  contest.  Win- 

ner selected  was  90-year-old  Sara (Continued  on  page  90) 

Successful  marketing 

is  an |^^J2 operation. 
Printers'  Ink  stands 

alone  as  the  one 

publication  thatffl 

every  phase  of 

BUS  completely, 
that  integrates  all 

the  complexities  of 

-  marketing  for  the 

advertising,  management, 

sales  and  agency  executives 

who  are  the  leading 
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immediate  revenue  produced  I 
with  regional  promotion  I 

campaigns  y   

23  years  of 
service  to  the 
broadcasting  industry 

experienced  sales 
\   personnel  will  sell  community 
1         programs  throughout 
1      your  coverage  area 

f  HOWARD  J.  McCOLLISTER  Company  A 
-j  EMBER  N.  A.  B- 

66  ACACIA  DRIVE 
ATHERTON,  CALIFORNIA DAVENPORT  3-3061 

[iPAUL  W.  McCOLLISTER,  General  Manager 
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Programs,  Promotions 
(Continued  from  page  89) 

E.  Uhl  of  Mapleton,  Iowa,  who  has 
121  children,  grand  children,  great 
grand   children   and   great  great 
grandchildren. 
TOP  FLIGHT  CAST 
WPIX  (TV)  New  York  telecast  a 
Salute  to  the  United  Nations  re- 

cently with  entertainment,  sports, 
and  political  figures  acknowledging 
the  international  body.  Appear- 

ances were  made  by  such  page  one 
people  as  the  Yankee  and  Giants 
baseball  teams,  officials  from  the 
U.N.,  Milton  Berle,  Rudolph  Hal- 
ley,  Grover  Whalen,  and  Broderick 
Crawford.  Three-hour  show  was 
presented  by  Winston  Stores  in 
connection  with  their  opening  a 
new  Bronx  outlet. 

HELPING  DRIVE 
WEST  Easton,  Pa.,  will  feature 
local  professional  talent — from  con- 

cert pianists  to  song-and-dance 
man — in  series  to  be  called  "They Give  Their  Best  to  the  Community 
Chest."  With  16  performers  each 
giving  a  15-minute  show  for  16 
agencies  participating  in  Chest, 
the  message  is  that  if  professionals 
can  afford  to  donate  time  and  tal- 

ent, listeners  should  be  able  to  do- 
nate money  to  drive.  Plan  was 

devised  by  Program  Director  Gene 
Bethman  and  Special  Events  Direc- 

tor Don  Charles  in  cooperation 
with  local  Chest  officials. 

FIRST  CHOICE 
OF  ENGINEERS! 

Only  Magnecorder  offers  all  the  flex- 
ibility, high  fidelity  and  features  you 

require — at  a  price  you  want  to  pay!  • 
FITS  EVERY  PURPOSE -EVERY  PURSE! 

LIGHTWEIGHT 
ie  other.  Easy 

DETROIT  PULPIT 
WJBK-TV,  Detroit  Pulpit,  Sun- 

day morning  religious  program- 
ming, with  speakers  from  Cath- olic, Protestant  and  Jewish  faiths 

appearing  during  series,  and  de- nominations rotating  according  to 
population  division.  At  same  time, 
program  will  be  simulcast  on 
WJBK-AM-FM,  where  it  has  been 
heard  for  past  year.  Immediately 
following  local  program,  WJBK- 
TV  will  present  CBS  religious  fea- ture Lamp  Unto  My  Feet,  giving 
viewers  a  45  minute  block  of  reli- 

gious programming. 

TV  COMES  THROUGH 
KPIX  (TV)  San  Francisco,  origi- 

nating station  for  recent  inaugural 
transcontinental  telecast  and  sub- 

sequent coverage  of  the  Japanese 
Peace  Conference,  promotes  its  role 
in  historic  proceedings  with  multi- 
page  folder  to  trade  announcing 
".  .  .  here  is  a  big  story,  briefly 
told."  Text  details  planning,  prep- 

aration and  final  production  of  con- 
ference coverage — "without  ques- tion the  gravest  responsibility  ever 

placed  in  the  hands  of  one  tele- 
vision station."  Text  also  carries 

references  of  praise  for  the  job 
done  by  KPIX  from  viewers  and 
pickup  stations  cross-country. 

BILLBOARD  PROMOTION 
WDGY  Minneapolis  using  large 
billboard  promotion  in  center  of 
city.  Display  is  24  feet  high  and 
52  feet  wide  and  is  situated  at 
Hennepin  Ave.  and  Harmon  Place, 
a  corner  which  city  statistics  show 
175,000  persons  pass  every  day. 
Station  placed  clock  and  thermom- 

eter at  separate  ends  of  advertising 
space.  Large  station  call  letters  are 
atop  billboard.  Station  also  using 
many  other  billboards  in  Minneap- olis and  St.  Paul. 

'GOOD  MUSIC  SHOW 
WEW  St.  Louis,  the  independent 
"good  music"  station,  launched  its first  personality  series  Oct.  7  with 
Vladimir  Golschmann,  conductor  of 
St.  Louis  Symphony  Orchestra. 
Series  of  13  shows  is  sponsored  by 
the  Mercantile  Trust  Co.  each  Sun- 

day afternoon  for  45  minutes,  and 
features  Mr.  Golschmann  in  com- 

mentary of  musical  notes  and 
reminiscences  followed  by  music 
tying-in  to  the  continuity.  Most  of 
the  selections  are  recordings  by  the 
St.  Louis  orchestra.  Similar  shows 
featuring  a  personality  are  being 
planned  now. 

FOOTBALL  COACHES 
KDKA  Pittsburgh,  Hi  Coach, 
Thurs.  7:15  p.m.,  started  Oct.  11, 
series  featuring  top  local  high 
school  coaches  from  Pittsburgh 
area.  Sports  Announcer  Johnny 
Boyer,  and  Walter  H.  Burns,  noted 
business  executive  and  assistant 
coach  at  Carnegie  Tech,  will  chat 
with  guest  coaches.  Roundtable 
talk  gives  inside  happenings  of  out- 

standing high  school  elevens. 

fCC  actions 

OCTOBER  11  THROUGH  OCTOBER  18 
CP-construction  permit  ant.-antenna  cond.-conditional DA-directional  antenna  D-day  LS-local  sunset 
ERP-effective  radiated  power  N-night  mod.-modification 
STL-studio-transmitter  link  aur.-aural  trans.-transmitter 
synch,  amp.-synchronous  amplifier     vis.-visual  unl.-unlimited  hou 

STA-special  temporary  authorization        CG-conditional  grant 

Grants  authorizing  new  stations,  changes  in  facilities,  and  transfer 
appear  at  the  end  of  this  department,  accompanied  by  a  roundup  of  ne 
station  and  transfer  applications. 

October  1 1  Applications  .  .  . 
ACCEPTED  FOR  FILING 

Modification  of  CP 
WJBY-FM  Gadsden,  Ala.— Mod.  CP 

new  FM  station  for  extension  of  com- pletion date. License  for  CP 
KVLC  Leadville,  Col.— License  for CP,  as  mod.,  new  AM  station. KORK  Las  Vegas,  Nev. — License  for CP,  as  mod.,  new  AM  station. 
WSYD  Mt.  Airy,  N.  C— License  for CP,  as  mod.,  new  AM  station. 
WFMZ  (FM)  Allentown,  Pa.— License for  CP,  as  mod.  and  reinstated,  new FM  station. 

License  Renewal 

October  12  Applications  .  .  . 
ACCEPTED  FOR  FILING 

Modification  of  CP 
WNBT    (TV)    New  York— Mod.  CP 

NEW  RECORDING  FIRM 
Fulton  Co.  Opens  Studios 

NEW  and  complete  recording  stu- 
dios have  been  opened  by  the  Ful- 

ton Recording  Co.  and  will  be  head- 
ed by  Rene  Oulman,  previously  di- 

rector of  motion  picture  production 
at  MGM-International,  as  general 
manager. 

Other  members  of  the  new  com- 
pany include  Newton  Avrutis  as 

supervising  engineer.  Formerly  in 
charge  of  recording  foreign  sound 
tracks  for  MGM-International  fea- 

tures, Mr.  Avrutis  served  with  the 
Army  Signal  Corps  during  the  war 
and  was  in  charge  of  recording  of 
training  films  for  the  allied  forces. 
Richard  E.  Mack,  formerly  with 
Audio  &  Video  Products  Corp.  and 
the  Carnegie  Hall  Recording  Co., 
will  be  chief  sound  engineer. 

authorizing  change  in  ERP,  etc., 
change  vis.  and  aur.  power. License  for  CP 
WBSC   Bennettsville,   S.  C— Licen for  CP,  as  mod.,  authorizing  change 

frequency,  power,  DA,  etc. 
License  Renewal 

Following    stations    request  licen renewal:     WELL-FM     Battle  Cree 
Mich.;  WPIT-FM  Pittsburgh. 
October  15  Applications  .  . 

ACCEPTED  FOR  FILING 
Modification  of  CP 

WCEN  Mt.  Pleasant,  Mich.— Mod.  C authorizing  power  increase,  new  an etc.,  for  extension  of  completion  dat 
WAWZ  Zarephath,  N.  J.— Mod.  C authorizing  N  power  increase,  new  D, etc.,  for  extension  of  completion  dat 

TENDERED   FOR  FILING 
Modification  of  CP 

KSOX  Harlingen,  Tex.— Mod.  CP change  D  operation  from  DA  to  n( DA. 

October  16  Decisions  .  .  . 
BY  THE  SECRETARY 

WJWL-FM  Georgetown,  Del.— Gran ed  license  FM  station;  101.5  mc  (C 268)  8.2  kc,  ant.  355  ft. 
WMBI-FM  Chicago,  111.— Granted cense  covering  changes  in  FM  statio KRMD-FM  Shreveport,  La.— Grante mod.  CP  for  extension  of  completic 

date  to  2-1-52. WCEN  Mt.  Pleasant,  Mich.— Grante mod.  CP  for  extension  of  completic date  to  12-15-51;  cond. American  Bcstg.  Co.  Inc.,  New  Yor — Granted   extension   of  authority transmit   recorded   programs  from Rockefeller  Plaza,  New  York,  and  oth 
points  throughout  U.  S.  where  license maintains  studios  to  all  broadcast  st; tions  under  control  of  Canadian thorities  that  may  be  heard  consistent! in  U.  S.  for  period  beginning  3  a 
EST,  Nov.  9  and  ending  no  later  tha 3  a.m.,   EST,   November  9,  1952,  pr vided  program  has  been,  is  being, will  be  broadcast  in  TJ.  S.  by  licensee. 
KGEM  Boise,  Idaho— Granted  licen 

covering  installation  of  DA-DN  etc cond. 
WMMB  Melbourne,  Fla.— Granted cense  covering  change  of  facilities. Following   were   granted   mod.  CP, for  extension  of  completion  dates shown:  KUTE  Glendale,  Calif.,  to  5 

52;  KISS  San  Antonio,  Tex.,  to  5-1-5: WDMJ   Marquette,   Mich.,    to  12-1-5] cond.;  KMPC  Los  Angeles,  Calif., 4-1-52;  cond.;  WJFR  Caguas,  P.  R., 

Custom-Built  Equipment 
U.  S.  RECORDING  CO. 

1121   Vermont  Ave.,  Wash.  5,  D.  C. 
Sterling  3626 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY  MEASUREMENTS 
Engineer  on  duty  all  night  every  night 

JACKSON  5302 
P.  O.  Box  7037  Kansas  City,  Mo. 
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CONSULTING  RADIO  &  TELEVISION  ENGINEERS 

JANSKY  &  BAILEY 
xecutive  Offices 

National  Press  Building 
Iffices  and  laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  ADams  2414 

Member  AFCCE  * 

^Jyommercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

NTERNATIONAL  BLDG.  Dl.  1319 
WASHINGTON,  D.  C. 

.  O.  BOX  7037         JACKSON  5302 
KANSAS  CITY,  MO. 

Craven,  Lohnes  &  Culver 
ef  MUNSEY  BUILDING  DISTRICT  8215 C«  I! WASHINGTON  4,  D.  C. 

Member  AFCCE* 

E .  C.  PAGE 
CONSULTING  RADIO 

ENGINEERS 
BOND  BLDG.  EXECUTIVE  5670 

WASHINGTON  5,  D.  C. 
Member  AFCCE* 

WILLIAM  L.  FOSS,  Inc. 
Formerly  Cotton  &  Foss,  Inc. 

927  15th  St.,  N.  W.    REpublic  3883 
WASHINGTON,  D.  C. 

LYNNE  C.  SMEBY 
"Registered  Professional  Engineer" 
31 1  G  St.,  N.  W  EX.  8073 

Washington  5,  D.  C. 

Member  AFCCE* 

18-52;  cond. 
KPFM   Portland,    Ore.— Granted  li- nse  covering  changes  in  FM  station. 
WBIB   New   Haven,   Conn.— Granted :ense  FM  station;   100.7  mc  (Chan. 4),  7.6  kw,  ant.  80.  ft. 
KDLM  Detroit  Lakes,  Minn.— Granted :ense  AM  station;  1360  kc,  1  kw,  D. 
KDAS    Malvern,    Ark.— Granted  li- 

„  j  nse  AM  station;  1420  kc,  1  kw,  D. WAVA  Ava,  111.— Granted  license  for >w  AM  station;  1580  kc,  250  w,  D. 
Following  were  granted  mod.  CP's r  extension  of  completion  dates  as town: 
WALK  Patchogue,  N.  Y.,  to  3-23-52; 
>nd.;  WABA  Aquadilla,  P.  R.,  to  11-1- ;  cond.;  KAKC-FM  Tulsa,  Okla.,  to 1-52. 
KWAR  Waverly,  la. — Granted  license 

JAMES  C.  McNARY 
Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 
Telephone  District  1205 

Member  AFCCE* 

A.  D.  RING  &  CO. 
26  Years'  Experience  in  Radio Engineering 

MUNSEY  BLDG.  REPUBLIC  2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 

Mcintosh  &  Inglis 
710  14th  St.,  N.W.— Metropolitan  4477 

WASHINGTON,  D.  C. 
Member  AFCCE* 

MILLARD  M.  GARRISON 
1519  Connecticut  Avenue 
WASHINGTON   6,   D.  C. 

MICHIGAN  2261 
Member  AFCCE* 

JOHN  CREUTZ 
319  BOND  BLDG.      REPUBLIC  2151 

WASHINGTON,  D.  C. 

Member  AFCCE' 

GEORGE  P.  ADAIR 
Consulting   Radio  Engineers 

Quarter   Century   f'rofetsional  Erperien Radio-Television- E  lectronics-Communications IS33  M  St..  X.  W.,  Wash.  6,  D.  C. Kreruth  e  1220- F.iecntive  5M1 
(N'iehts-holidavs,  I..«'kwc«,d  5-1819) 

Memher  AFCCE' 
noncommercial  educational  FM  station; 89.1  mc  (Chan.  206)  10  w. 
WLBJ-FM  Bowling  Green,  Ky.— Granted  license  covering  changes  in FM  station. 
KXEL-FM  Waterloo,  Iowa — Dismissed pending  application  for  CP  to  make changes  in  FM  station. 
WOOF  Dothan,  Ala. — Granted  mod. CP  for  extension  of  commencement 

date  to  3-18-52. 
ACTION   ON  MOTIONS 

By  Comr.  George  E.  Sterling 
WSIX  Nashville— Granted  petition  for extension  of  time  from  Oct.  8  to  Oct. 29  to  file  exceptions  to  initial  decision in  application  of  Vermilion  Bcstg. Corp.,  Danville,  111. 
WQAN  Scranton,  Pa. — Granted  peti- tion for  extension  of  time  to  November 

15  to  file  exceptions  to  the  initial  de- cision re  its  application. 
Lawrence  County  Bcstg.  Co.,  Law- renceburg,  Tenn.— Granted  petition  for continuance  of  hearing  from  Oct.  31 

to  Dec.  31  re  its  application. 
Southwestern  Publishing  Co.,  Okla- homa City  and  Tulsa— Granted  petition for  leave  to  amend  applications  to 

change  name  of  applicant  to  Donald W.  Reynold. 

A  US-year  background —Established  1926 — 
PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J. 
MOntclair  3-3000 

Laboratories  Great  Notch,  N.  J. 

There  is  no  substitute  for  experience 
GLENN  D.  GILLETT 

AND  ASSOCIATES 
982  NATL.  PRESS  BLDG.      NA.  3373 

WASHINGTON,  D.  C. 
Member  AFCCE* 

RUSSELL P.  MAY 
1422  F  St.,  N.  W. Kellogg  Bldg. 
Washington,  D.  C. REpublic  3984 

Member 

AFCCE* 
KEAR  &  KENNEDY 

1302  18TH  ST.,  N.  W.     HUDSON  9000 
WASHINGTON   6,   D.  C. 

Member  AFCCE* 

GUY  C.  HUTCHESON 

P.  O.  Box  32  AR  4-8721 
ARLINGTON,  TEXAS 

WALTER  F.  KEAN 
AM-TV   BROADCAST  ALLOCATION, 

FCC   &   FIELD  ENGINEERING 
1    Riverside   Road  —  Riverside   7-21  S3 

Riverside,  III. 
(A  Chicago  suburb) 

KOPR  Butte,  Mont.— Granted  petition for  dismissal  of  application. 
By  Comr.  Paul  A.  Walker 

Granted  petition  for  continuance  of hearing  from  Oct.  30  to  Nov.  6  in  Big 
Spring,  Tex.,  re  applications  of  KTXC Big  Spring,  Tex.  and  for  revocation  of CP  of  KFST  Fort  Stockton,  Tex. 
By  Hearing  Examiner  H.  B.  Hutchison 
WOKY  Greenfield  Township,  Wis.— Granted  petition  for  continuance  of hearing  from  Oct.  15  to  Dec.  10  re  its 

application. By  Hearing  Examiner  Basil  P.  Cooper 
WLIZ  Bridgeport,  Conn. — Granted petition  for  continuance  of  hearing 

from  Oct.  15  to  Nov.  27  re  its  applica- tion. 

WVOP  Vidalia,  Ga.— Upon  petition  of WVOP  ordered  that  place  of  further 
hearing  re  application  for  purpose  of 
taking  testimony  on  non-engineering 
phases  thereof,  be  changed  from  Wash- ington to  Vidalia,  Ga.,  and  that  such further  hearing  shall  be  held  at  a  time 
to  be  fixed  by  subsequent  order. 

GEORGE  C.  DAVIS 

501-514  Munsey  Bldg.— STerling  0111 
Washington  4,  D.  C. 

Member  AFCCE* 

GAUTNEY  &  RAY 
CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg. 
Washington  4,  D.  C. 

National  7757 

WELDON  &  CARR 
WASHINGTON,  D.  C. 
1605  Connecticut  Ave. 

Dallas,  Texas  Seattle,  Wash. 4212  S.  Buckner  Blvd.    4742  W.  Ruffner 

Member  AFCCE* 

A.  EARL  CULLUM,  JR. 
CONSULTING   RADIO  ENGINEERS 

HIGHLAND  PARK  VILLAGE 
DALLAS  5,  TEXAS 

JUSTIN  6103 

ROBERT  M.  SILLIMAN 
1011  New  Hampshire  Ave.,  N.  W. 

Republic  6646 Washington  7,  D.  C. 

ADLER 
COMMUNICATIONS 

LABORATORIES 
Broadcast.  Communication and  Television  Systems One  LeFevre  Lone,  New  Rochelle,  N.  Y. New  Rochelle  6  1620 

Capitol  Radio  Enterprises,  Sacra- mento, Calif.— Granted  petition  re- 
questing that  transcript  re  its  applica- tion be  changed  in  various 

October  16  Applications  .  .  . 
ACCEPTED  FOR  FILING 

Modification  of  CP 
KSOX  Harlingen,  Tex.— Mod.  CP,  as 

mod.  and  reinstated,  authorizing  new 
AM  station,  to  change  from  DA-DN to  DA-N,  etc. 

License  for  CP 
KWRE  Warrenton,  Mo.— License  for 

CP  authorizing  power  increase,  etc. 
KTFY  Brownfield,  Tex.— License  for CP  authorizing  change  in  frequency, 

power  increase,  etc, 
October  17  Applications  .  .  . 

ACCEPTED  FOR  FILING 
Modification  of  CP 

WSUN  St.  Petersburg,  Fla.— Mod.  CP authorizing  changes  in  DA,  etc.,  for 
(Continued  on  page  96) 
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CLASSIFIED  ADVERTISEMENTS 
Payable  in  advance.    Checks  and  money  orders  only. 

Situations  Wanted,  lOtf  per  word — $1.00  minimum  •  Help  Wanted,  20£  per  word — $2.00  minimum 
All  other  classifications  25tf  per  word — $4.00  minimum  •  Display  ads.  $12.00  per  inch 

No  charge  for  blind  box  number.    Send  box  replies  to 
Broadcasting,  870  National  Press  Bldg.,  Washington  4,  D.  C. 

All  transcriptions,  photos,  etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates any  liability  or  responsibility  for  their  custody  or  return. 

Help  Wanted 
North  midwestern  station  needs  follow- 

ing personnel:  Three  experienced  an- nouncer -  engineers  ($300-$400)  per month.  Program  director  ($350).  Sales- man (15%).  State  all  particulars  in first  letter  with  disc  or  tape  and  pic- tures. All  replies  answered.  Box  240L, BROADCASTING. 
Help  wanted,  complete  staffs  for  two 
stations,  business  managers,  top  an- nouncers, girl  Friday  traffic.  Send  pic- tures, disc,  complete  history,  pay  de- sired, KGAE,  Marion  Hotel,  Salem, Oregon. 

Salesman 
Seasoned,  diplomatic,  ready  with  an- swers. Market?  Seventh  richest  county in  nation.  Only  station  in  western Pennsylvania  town.  250  watt  daytime independent.  Good  staff  backing.  Must have  car.  Salary  and  commission.  Box 243L.  BROADCASTING. 
Wanted.  Salesman  for  Virginia  network station;  must  be  able  to  cope  with tough  sales  problems.  Good  character and  experience  required.  Minimum 
salary  guaranteed.  Box  257L,  BROAD- CASTING. 
Midwest  network  affiliate  needs  aggres- sive salesman.  Send  all  details  imme- diately.    Box  284L.  BROADCASTING. 
Good  salesman  for  good  market.  Two of  our  men  currently  earning  nine  to eleven  thousand  per  year.  Applicants selected  must  be  able  sell  radio  and sell  it  clean.  This  is  an  outstanding 
job  for  an  outstanding  producer.  Com- plete details,  references  first  letter. Drawing  account  against  twenty  per cent  commission.  Contact  Socs  Vratis, KOLE,  Port  Arthur,  Texas. 
Salesman.  Prefer  man  experienced  in radio  selling  small  market.  Contact WCBT,  Roanoke  Rapids,  N.  C,  by letter. 
There's  nothing  wrong  with  radio  that good  salesmanship  can't  cure.  If  you're not  an  order-taker,  if  you  don't  wait for  agencies  to  phone,  if  you  have 
ideas  and  can  sell,  there's  a  rosy  future for  you  at  the  Washington  Area's  most powerful  independent.  Write  fully  to Howard  Stanley,  WEAM,  Arlington, Virginia. 
Another  salesman  needed  immediately in  the  greatly  expanding  market  of 
Tide  Water,  Virginia.  Fulltime  net- work station,  excellent  working  condi- tions. Right  man  will  be  ambitious, energetic,  between  the  ages  of  24  and 
35  and  will  receive  a  guarantee  com- mission. A  native  southerner  preferred seeking  a  bright  future.  Write,  wire, call  Harrol  Brauer,  WVEC,  Hampton, Virginia. 
Salesmen,  single,  to  travel  west  of  the Mississippi  by  car  selling  in  person 
and  by  long  distance  phone,  our  suc- cessful continuity  service  and  our  7 new  continuous  script  shows.  Prefer salesmen  whose  base  is  Texas.  Salary 
and  expense  arrangement  with  oppor- tunity to  grow.  Write  Merchandising Division,  National  Research  Bureau, Inc.,  NRB  Building.  Chicago  10,  Illinois. 

Announcers 
Combination  announcer-engineer wanted  middle  Atlantic  station.  Fine 
opportunity.  Salary  starting  $75.00. Box  105L,  BROADCASTING. 
Immediate  opening  experienced  gen- eral staff  and  play-by-play  announcer, $75  week.  Net  affiliate  upper  midwest, 
good  small  friendly  family  city.  Per- manent. No  replies  to  beginners  or shoppers,  so  send  disc  or  tape  with 
first  letter  please.  They  will  be  re- turned promptly.  Box  207L,  BROAD- CASTING. 

Help  Wanted  (Cont'd) 
Rocky  Mountain  250  watt  NBC  station 
wants  combination  operator-announcer who  can  write  copy.  College  town. Box  241L,  BROADCASTING. 
Announcer-engineer  for  station  in  Min- nesota, Iowa,  South  Dakota  area.  Sal- ary open.  Write  Box  249L,  BROAD- CASTING^  
Wanted — Experienced  broadcaster  with capital  to  consider  buying  interest  in established  plant  in  promising  field,  in which  choice  of  three  affiliations  has 
become  available.  Box  258L,  BROAD- CASTING.  
Wanted,  announcer,  experience  not  es- sential but  must  have  good  voice.  Vir- ginia network.  Box  278L,  BROAD- CASTING^  
Hardwork,  reasonable  salary  offered capable  man  in  daytime  independent. 
Full  particulars,  salary  desired,  disc- tape.  Box  281L,  BROADCASTING. 
Morning  man  with  selling  voice,  live 
but  not  zany,  permanent  position,  mid- west.   State  full  particulars.    Box  290L, BROADCASTING.   
5000  watt  NBC  affiliate  in  Boise,  Idaho seeks  two  all-round  announcers  for  its staff.  Ability  to  read  news  and  read 
commercial  copy  so  that  it  sells,  essen- tial. $285.00  a  month.  Base  forty  hour 
week.  Some  overtime.  Send  disc,  de- tails and  phone  number  immediately to  KIDO,  Boise,  Idaho. 
Hawaiian  station  looking  for  the  right combination  men  for  two  announcing jobs.  Experience  secondary  to  ability. 
Send  full  details,  audition  and  refer- ences in  first  letter.  First  phone  li- cense essential.   KMVI,  Wailuku,  Maui, T,  H.  
Announcer — send  disc,  photo  and  sal- ary requirements.  Larry  Filkins,  KSCB, Liberal,  Kansas. 
Southwestern  Mutual  affiliate  has  im- mediate opening  for  combo  man.  Ideal 
all-year  climate.  Offer  variety  announc- ing with  young,  congenial  staff.  Prefer 
young,  married  man  who  will  be  per- manent. Address  disc,  photo  and  de- tails to  Radio  Station  KSET,  706  N. Mesa,  El  Paso,  Texas. 
Permanent  opening  operator-announcer accent  operator  experienced  or  inex- perienced, solid  22  year  old  1000  watt 
network  station.  Rush  complete  in- formation including  picture,  audition, 
salary  desired.  KSPR,  Casper,  Wyo- ming. 

Wanted  immediately,  announcer-sales- man for  ABC  affiliate  in  Casper, Wyoming,  oil  capital  of  the  Rockies, good  future,  send  all  details  in  first letter  all  along  with  disc  or  tape  and photo.  Eugene  Larrieux,  Program  Dir., KVOC.  
Good  announcer  wanted  immediately. Excellent  working  conditions.  Good pay.  Dewey  Long,  WABB,  Mobile, Alabama. 
Announcer,  must  be  experienced  news- caster and  able  to  deliver  commercials that  sell.  Preference  given  to  man with  local  news  gathering  experience. 
Advise  previous  experience,  salary  ex- pected and  include  snapshot  and  audi- tion tape  or  disc,  good  starting  salary with  regular  increases,  confidential. WAKR,  Akron,  Ohio.  
Combination  announcer-engineer.  Em- phasis on  announcing.  Salary  com- mensurate with  ability.  Call  Manager, 
at  telephone  780  collect.  WBSC,  Ben- nettsville,  S.  C. 
Opening  for  announcer  or  announcer- engineer.  Emphasis  on  announcer.  De- sire settled  man.  WBUY,  Lexington, N.  C.  
Announcer,  experienced,  versatile, strong  on  commercials  and  news.  Con- tinuity experience  helpful.  Good  start- ing salary.  Graduated  pay  scale,  tal- ent. Send  auditions,  photo,  letter  of qualifications  including  salary  expected to  Station  WJWL,  Georgetown,  Dela- 

Help  Wanted  (Cont'd) 
Announcer,  combination  man  for  re- gional ABC.  WKTY,  La  Crosse,  Wis- consin. 
Combo  man,  no  experience  necessary, for  a  one  kilowatt  daytimer.  Call Charlie  Stratton,  WRAG,  Carrolton, Alabama  today.     Good  proposition. 
Combination  man  for  morning  shift. Accent  on  announcing.  $65.00  to  start. WVOP.   Telephone  327.  Vidalia,  Ga. 

Technical 
First  class  engineer.  No  experience  re- quired. Virginia  network  station.  Box 238K,  BROADCASTING. 
Engineer  or  combination  for  250  watter 
near  N.  Y.  Box  585K,  BROADCAST- ING. 

Wanted.  Radio  operators  holding  1st 
class  radio  telephone  licenses.  Experi- ence unnecessary.  Car  required.  Up- state New  York.  Box  180L,  BROAD- CASTING. 
Dependable  man  who  can  maintain  and operate  small  250  watt  transmitter. Permanent  position.  Living  quarters furnished  for  right  man.  Box  260L, BROADCASTING. 
Chief  engineer  with  1st  class  license. Experience  in  maintenance  and  ability. 
Good  pay.  Good  working  conditions. 250  watt  North  Carolina  station.  Box 261L,  BROADCASTING. 
Conscientious  engineer  for  daytime  in- dependent. Experience  not  essential, 
ambition  and  ability  is.  State  back- ground, salary  desired.  Box  282L, BROADCASTING. 
Wanted — Transmitter  operator  with  car for  AM  and  FM  station.  Experience unnecessary.  $50.00  for  forty  hours 
plus  time  and  one-half  for  overtime. Box  291L,  BROADCASTING. 
Tired  of  freezing  in  the  wintertime? KGBS  in  the  Magic  Valley  of  the  Rio Grande  will  pay  $1.35  per  hour  starting 
wages  for  transmitter  operator.  Con- tact Chief  Engineer,  KGBS,  Harlingen, Texas. 
Working  chief  engineer.  Good  job with  a  good  station  currently  preparing TV  application.  Give  complete  details, experience,  salary  expected  to  begin, in  first  letter.  Socs  Vratis,  KOLE,  Port Arthur,  Texas. 
We  have  immediate  opening  for  en- gineer-announcer. Opportunity  to  de- velop announcing  technique.  South- western network  affiliate  in  city  300,000. Must  be  young,  married  man  for permanent  job.  Reply  to  Radio  Station KSET,  706  N.  Mesa,  El  Paso,  Texas. 
Needed — Transmitter  operator.  56 
hours.  $70.00.  Living  quarters  avail- able for  single  man.  Good  possibility 
that  chief's  job  will  be  open  soon  at higher  salary.  Ken  Palmer,  Radio  Sta- tion KVER,  Box  1388,  Albuquerque, New  Mexico. 
Wanted.  First  class  engineer  or  com- bination engineer-announcer.  Radio Station  WCFV,  Clifton  Forge,  Virginia. 
We  need  two  men  who  are  looking  for permanent  positions.  First  class  tickets and  announcing  ability  for  kilowatt fulltime  directional  operation.  Send audition  disc  and  details  to  WCTT, Corbin,  Ky. 
Engineer,  first  class  license.  Immediate opening.    WEAV,  Plattsburg,  N.  Y. 
Engineers  having  desire  and  voice  to announce,  this  is  your  chance.  Pay $55  or  more  while  you  learn.  Wire John  Garrison,  WFUN,  Huntsville, Alabama. 

Help  Wanted  (Cont'd) tonmediate  opening  for  engineer  wi first  class  license.     Contact  Allen Jones,  Radio  Station  WGNI,  Wilmin ton,  N.  C. 
Engineer  wanted,  some  announcing  f evening  schedule.  Send  full  dets first  letter,  Lester  L.  Gould,  WJN Jacksonville,  N.  C. 
Immediate  opening,  engineer  for  a  2 watt  western  Pennsylvania  statio 
Salary  depending  on  ability.  Possib chief  at  one  of  two  stations  to  be  bu: 
in  early  spring.  Contact  Chief  Eng neer,  WKBI,  St.  Marys,  Pa. 
Wanted,  engineer,  AM  and  FM  NE affiliate  WKPT,  Kingsport,  Tennesse 
We  seek  permanent  transmitter  eng neer.  Experience  secondary  to  cha acter  and  ambition.  Car  necessar Contact  Harold  White,  WKTY,  L 
Crosse,  Wisconsin. 
Engineer-announcer,  who  can  take  ov as  chief  in  short  time.  Also,  a nouncer-salesman  who  desires  a  go 
opportunity.  Good  pay,  good  surroun ings,  no  drifters.  Write  or  call  Pa Reid,  2-2771   WRLD,  West  Point,  Ga 
First  Class  engineer.    Immediate  ope 
ing.    Contact  James  Trewin,  Rural dio  Network,   WVCV,   Cherry  Valle New  York. 
Wanted    immediately— Two  enginee announcers  with  experience.    Two  e> 
perienced     staff     announcers;  wou prefer  men  from  the  east.    One  g hillbilly  announcer.    If  you  have 
experience,  don't  waste  my  time yours.     New   station.     Call   or  wri Nathan  Frank,  Henderson,  North  Car 
lina,   telephone   736.     These  positior must  be  filled  on  or  before  Octob 28th. 
Production-Programming,  Other, 
Copy  girl:  For  small  station  in  easter, Pennsylvania.    Experience  not  « tial,  but  potentialities  for  developmer. are.    Typing  and  dictation  necessarj  ,/ 
Opportunity  for  air  work  with  talen   ■  I- Box  201L,  BROADCASTING. 
Where  'n  Sam  Hill  are  all  the  copy  Uec writers!     Good   job,   good   pay,   goo<  : station.     Good    deal   for    good  ma Come  on,  fellas:  Samples,  background 
data   to   Box  218L,  BROADCASTING^ You  want  to  get  ahead  in  the  worlc don't  you? 

Experienced  writer  for  midwest  radio 
TV  station's  large  continuity  depart ment.  AFRA  minimum:  $3700  first  year $4300  second  year;  three  weeks  vaca tion.    Box  250L,  BROADCASTING 
Experienced  newsman  with  farm  back ground  to  take  charge  local  news  farn service  departments.  Top  salary  fo man  who  can  cover,  write  and  delive local  news.  Send  details  on  experience tape,  photo  to  Manager,  KSIB,  Creston Iowa. 
Continuity  writer.  Woman  preferred 
Local  station  net  affiliation.  Complete details  first  letter.  Ken  Marsh.  KWNO Winona,  Minnesota. 
Progressive   southern  station  needs 
good  copywriter  immediately.  Work ing  conditions  excellent.    Good  salarj and  chance  for  advancement.  Dewe\ 
Long,  WABB,  Mobile,  Alabama. 
Can  use  dependable  and  aggressive young  fellow  intelligent  enough  1 come  PD.  Involves  some  board  work 
Send  complete  data  and  tape  or  cal WBEX,  Chillicothe,  Ohio. 
Wanted:  Experienced  news  man, 
write.  Excellent  opportunity  for  mar 
with  writing  ability  and  news  judg- ment. Air  work  not  essentiaL  Sendi 
letter  of  qualifications,  including  ex- perience, background  and  salary  ex- pected to  Station  WFDF,  Flint,  Michi- 

gan. 

Television 
Technical 

TV  cameraman  for  midwest  station. 
State  experience,  availability  salary 
required.  Non-engineer  only.  Rer'"" Box  214L,  BROADCASTING  •  TEL CASTING. 



Situations  Wanted 
Managerial 

h  lanager:  With  a  record  of  achievement Jail  1    highly     competitive  midwestern 
!  letropolitan  field.  Not  a  "Fancy  Dan," — Lut  a  sound,  practical  operator  with  a 

mj  I  ackground  of  12  years  newspaper  ex- Sfjefience  and  10  years  in  management fnfcf  2  recognized  5  kw  network  outlets. 
,'  xtremely  dollar  conscious  and  strictly |  iles-minded.    Now  in  newspaper  field, 
fut  seek  return  to  AM  radio  with  estab- ! ;  f  shed  station  having  a  man-sized  job 3  be  done  and  willing  to  pay  well  for 

;ii't!  ccomplishment.      Not    interested  in tation  skating  on  thin  ice  because  I'm -E '  ot  a  miracle  man  or  one-shot  wonder- i  'orker.    Will  invest.    References  from 
— j  rominent  past  employer  and  industry !  NBTjaders  as  well  as  present  employer. Mm  rO  anywhere.    Available  30  days  notice  ,  qd  available  for  immediate  interview 
JL  i  your  office.  Box  70L,  BROADCAST- 
ING. 

~AA  ration  manager  now  heading  success- ul  station  is  seeking  position  as  gen- j  ral  manager  in  town  of  about  fifty nousand  population.     In  radio  since 
-o'l  933  in  every  capacity  from  engineer - ;      ig  to  programming  with  emphasis  on ;  m  ales     and    management.     Box  270L, 4  IROADCASTING. 
5a  j  :xperienced  combination  announcer- —  ngineer-salesman  looking  for  a  net- ope  work    operation    in    a    single  station -.arkel  to  manage  a  salary  and  com- 
'  vLnission  basis  minimum  $400.  Box  198L, 1ROADCASTING. 

~TVhat  station  needs  a  hustling  high  type lanager  with  sales  programming  and roduction    ability.     Sober,  reliable, 
.''"Trustworthy.  Middle-aged.  Box  199L, f  iROADCASTING. 
■eJx  lanager.  Management,  sales  and  pro- .   ran;  experience,  qualified  to  manage irritation  in  small  midwest  market.  Ac- 

five  and  energetic.  Salary  plus  per- centage.   Box  230L,  BROADCASTING. 
— r  thoroughly  experienced  young  broad- er t-ast  executive,  32,  seeks  challenging iew  assignment  as  general  manager  of fmall  or  medium  market  station.  Five 
-stern  -ears  wjth  present  employer,  one  of essap  ountry's  top  broadcasting  organiza- 5ES:Rons.  Minimum  salary  $525  per  month. ssar$i  Excellent  references.  Box  238L, ™  l  iROADCASTING. 
— p  ales  executive,  20  years  in  radio  in- cop!|(  erested  in  radio  and  TV  sales  and go*  'romotion,  prefer  progressive,  in- k'rtlependent     group  Washington-New 
T-juntb.  'ork  areas,  or  elsewhere,  write,  wire. TKCCSox  244L,  BROADCASTING. 
ffOlf I  ■  ■  resently   employed   general  manager 

 |- 'ho  has  held  same  position  for  twelve faue&rs  desires  to  return  to  native  mid- 
c"rt;'est  if  responsible  position  paying '  Minimum  of  ten-thousand  per  year  can '  j.e  found.   All  letters  answered  in  con- 
;GSU  dence.     Box  269L,  BROADCASTING. 

T  ompetent     community     and  sales bafflf  linded   manager   now   employed  de- ifwiries  opportunity  to  relocate.    All  mid- 
W  'est   experience.     Will   consider  any Jelmlssqale.    Box  245L,  BROADCASTING. 

tsbu  ave  money— save  money— Combination lanager-commercial  manager.  16  years — ,  xperience,  all  phases.  Will  curb  oper- :«  'ing  expenses  and  increase  sales,  so- .jietJier,  dependable,  family  man,  excellent ;r  Bferences.    Box    259L,  BROADCAST- '  MG. 
J  tation  manager,  with  twenty  years 

='V;  xperience  in  radio.  Good  reputation, ™*I  -ith  top  references.  Employed  now ;a";!iJ  l  one  of  nation's  largest  cities.  Wants >b  in  south  or  southwest.    All  offers ;  msidered.     Box  263L,  BROADCAST- 
you  are  looking  for  a  conservative lanager  for  your  station,  I  would  ap- reciate  hearing  from  you.  Now  em- toyed  as  manager  of  station  at  $8500 n  year.  Want  position  paying  more lan  present  trading  area  affords, table  record.  Available  on  reason- 3le  notice.  Box  271L,  BROADCAST- -IG. 

Salesman 
Uesman-announcer.     28  yr.   old  vet ith  previous  experience  desires  per- anent  location  with  future.  Family an.  Min.  $75.-15%  comm.  Religious, ■nscientious.  Inquiries  answered.  Box 3L,  BROADCASTING. 

Announcers 
nnouncer-program  director  desires >sition  in  northeast.  Ten  year  back- ound.    Box  55L,  BROADCASTING. 

Situations  Wanted  (Cont'd) 
Announcer — 3  years  experience,  tops  in news,  commercials.  Desirous  of  getting with  progressive  kw  or  more  network affiliate.    $65.00  minimum.    31,  married. 
Box  178L,  BROADCASTING.  
Network  caliber  play-by-play  staff man.  Ex  college  football  and  pro  base- ball player  desires  metropolitan  loca- tion, college  sports  and  pro  baseball. 
$85.00  per  week.  Box  204L,  BROAD- CASTING^  
Announcer-sportscaster,  year's  experi- ence, married,  one  child,  veteran,  ex- empt. Strong  on  all  sports.  Will  travel 
immediately.  Box  232L,  BROADCAST- ING^  
Announcer,  single,  draft  exempt.  Two 
years  experience,  good  DJ,  news,  will- ing to  travel.  Box  233L,  BROADCAST- ING.  
News-sports  specialist,  now  employed. Family  man,  draft  free,  accept  staff  in east.  Available  two  weeks  notice.  Box 
235L,  BROADCASTING.  
Announcer:  Packed  up-ready  to  go, 10  months  experience.  Go  anywhere. Wire  now.  Staff  experience  all  phases, news,  DJ,  dance  band,  remotes.  Desire 
night-turn.     Salary    $230.     Box  239L, BROADCASTING.  
Sportscaster,  experience,  currently  em- ployed, seeks  year-round  sports  opera- tion. Available  basketball  season, baseball  1952.  Minimum  $75  plus  talent. 
Air  check  tapes.    Box  247L,  BROAD- CASTING.   - 
Want  program  job  small  station,  or announcing  metropolitan  area.  2Y2 years  announcing,  9  months  PD.  Draft exempt,   young,  ambitious,  employed. Box  255L,  BROADCASTING.  
Announcer-newsman,  6  years  experi- ence. If  you  have  opening,  I  can  fill it.     Prefer  midwest.     No  draft.  Box 
262L,  BROADCASTING.  
Five  years  experience.  BA  Degree. Family  man.  Want  news  or  sports  or both.  Now  at  CBS  affiliate.  Midwest 
or  Rockies.  Box  274L,  BROADCAST- ING^  
Announcer  7  years,  sales  1  year,'  ideas, family,      college      grad.      Box  276L, BROADCASTING.  
Experienced  newscaster  and  news  edi- tor wishes  to  relocate  in  city  of  over 
75.000,  station  5000  watts  or  over.  Con- sistent record  of  increasing  ratings. 
Basic  salary  $100  plus  talent.  Hard- working, active  in  community  affairs. Position  must  be  permanent  with financially  stable  organization.  Past experience  all  in  midwest  and  prefer this  area.  Box  280L,  BROADCAST- ING^  
Announcer-program  director  prefers New  England-New  York  area.  4  years experience  all  phases,  accent  news, 
special  events,  network  traffic.  Col- lege graduate,  32,  veteran,  family.  Box 286L,  BROADCASTING.  
Looking  for  a  good,  experienced  all- round  play-by-play  staff  and  salesman? Have     proof     available.     Box  288L, BROADCASTING.  
Announcer:  Desires  staff  position. Strong  on  DJ,  commercials,  continuity plus  radio,  news  background.  College grad.  Single,  veteran,  draft  exempt. Disc   and    photo    upon    request.  Box 289L,  BROADCASTING.  
Versatile  announcer  wants  position 
where  board  work  not  required.  Con- scientious, draft  exempt,  excellent 
references.  Box  292L,  BROADCAST- ING^  
Colored  disc  jockey-staff  announcer. College  education,  excellent  character, best  references.  Box  294L,  BROAD- CASTING.  
Sportscaster — in  New  York  TV  and 
advertising  past  year — seeking  per- manent return  to  sportscasting.  Top 
sports  promotion  record.  College grad.  Any  combination  with  sports 
acceptable.  Box  295L,  BROADCAST- ING^  
Announcer-PD,  desires  staff  position. 5  year  background  news,  MC,  disc 
shows,  programming.  Vet,  draft  ex- empt.   Disc,  photo  upon  request.  Box 298L,  BROADCASTING.  
Negro  combo  man,  26,  married  vet.  2>2 years  experience.  1st  phone,  all  sports play-by-play.  Will  go  anywhere.  I  can work,   2616  Halldale  Avenue,  Los  An- geles  18,  California.  
Staff  announcer  -  sportscaster,  deep voice.  Married,  no  children,  south  or southeast.  Not  a  drinker  or  floater. 
Cummings,  1222-A  Oak,  Kansas  City, Mo.  

Announcer  -  salesman  -  writer.  College 
grad,  vet,  23,  single.  Trained  radio plus  experience.  Versatile  announcer interested  in  all  phases  of  radio.  Con- tact Stan  Fialkoff,  271  Hawthorne  St., Brooklyn,  N.  Y. 

Situations  Wanted  (Cont'd) Announcer.  Single.  Draft  exempt. Graduate  of  SRT.  Strong  on  news, disc  jockey,  commercials.  Photo  and disc  available.    Vic  Stevens,  4943  South La  Crosse.  Chicago,  Plirois.  
Announcer,  trained  leading  school.  25, 
married,  child.  Disc  or  personal  in- John  Wells,  361  Euclid  Ave- Brooklyn,  N.  Y. 

Engineer  with  degree  and  15  years  ex- perience in  radio,  give  all  details  in first  letter.  Box  43L,  BROADCASTING. 
First  phone.  Seven  years  Marine  radio 
experience,  married,  auto,  desire  posi- tion midwest,  Minnesota  or  Wisconsin preferred.  Box  231L,  BROADCASTING. 
Transmitter  engineer  with  3  years  ex- perience, married,  age  27,  have  car. All     offers     considered.      Box  237L, BROADCASTING.  
Chief  engineer,  experienced  announcer. Three  complete  constructions.  Desire midwest.  Family.  Car.  Minimum  S100. Box  242L.  BROADCASTING.  
Engineer,  twenty  years  experience, construction,  installation,  maintenance, directional  antenna  and  FM.  Excellent experience  in  supervisory  capacity. Midwest  or  south.  Box  246L.  BROAD- CASTING.  

Combination  chief  engineer-announcer, accomplished  in  both  lines.  Now  em- ployed as  same.  Family,  settled,  re- liable, southerner.  Alabama  or  Missis- 
sippi stations  only.  Will  arrange  per- sonal interview  and  audition.  5400.00 monthly.  Box  248L,  BROADCASTING. 

Engineer,  15  years  experience  including construction  and  directional  operation. 
Desires  responsible  position  with  pro- gressive company  in  midwest  or  west coast.    Box  253L.  BROADCASTING. 
Florida,  southeast,  fifteen  months  ex- perience engineering,  announcing  de- sires combo  work  in  progressive  sta- tion. Full  particulars  from  Box  273L, BROADCASTING.  
Engineer,  first  phone,  3V2  years  50  kw. Control  some  trans.  Desire  trans  5 
kw  or  over.  Single,  car.  East,  mid- west.   Box  277L,  BROADCASTING. 
Engineer  of  Chinese  origin  available immediately.  Studio  and  transmitter experienced  and  draft  exempt,  but  no car.  New  England  area  preferred.  Box 285L.  BROADCASTING. 
Could  you  use  two  years  experience combination  engineer,  announcing  (all phases).  Available  November  1st. Box  299L.  BROADCASTING. 
1st  class  license,  six  months  experi- ence, draft  free,  single.  Ran  remotes besides  regular  duties  at  studio  and transmitter.  Roger  Bonetti,  25  Bay 
23rd  Street,  Brooklyn,  New  York,  ES-2- 6113. 
Ambitious  RCA  Institutes  grad  with 
first  phone  ticket,  TV  training,  four- teen months  varied  AM  experience  de- sires position.  Draft  exempt.  Theo- dore Bonn,  108  Grand  Ave.,  Ridgefield Park,  New  Jersey. 
Attention:  Stations  north  of  Washing- ton, D.  C.  Presently  employed  with WCVA.     Telephone:  8338,  Bob  Peters. 
Production-Programming,  Others 
Program  director.  One  of  radio's  top men.  Creative.  Knows  radio,  all 
phases.  Success  story.  Excellent  ref- erences. Will  do  air  work.  Desires metropolitan  area.  Available  one 
months  notice.  Box  234L,  BROAD- CASTING. 
Experienced  copywriter  and  traffic man,  desires  station  where  he  can settle  permanently  with  advancement possibilities.  Good  plausible  copy. 
References.  Box  254L,  BROADCAST- ING. 
Recently  returned  from  Europe — a news  editor  -  writer  -  announcer  who 
knows  what  he  writes  and  speaks  be- 

cause he's  been  there.  Six  history- packed  years  on-the-scene  and  behind the  mike  in  England,  France,  Germany 
and  Italy.  Box  256L.  BROADCAST- ING. 
Girl  Friday,  3  years  experience. Thoroughly  trained,  college  grad. 
Women's  and  children's  features.  News, DJ.  commercials,  copy,  sales.  Disc available.  Box  265L,  BROADCAST- ING. 

(Continued  on  next  page) 

EXPERIENCED 

BROADCASTERS 

NOW  AVAILABLE 

STEVE  BONDY: 
Announcer  -  Pitch- man-Salesman. S.B. 
is  a  P.D.'s  answer to  hard-selling  copy 
and  more  sales. STRONG  on  P.I. and  D.J.  broadcasts and  interviews. Likes  sales  on  and off  the  air.  TAPE, DISC  AVAILABLE. 

FRANK  ROBERTS: 
Announcer  -  News  - caster-Actor.  Crea- tor of :  "Memories 
on  Wax;"  "Round the  World  in  Mu- sic." Formerly  with 
AFRS  and  KRKL and  KOL  Seattle. Member  of  Pacific NW  Arts  &  Artists Guild.  STRONG  on 
Morning  D.J.  stan- zas and  Ad  Lib. 
TAPE  OR  DISC AVAILABLE. 

ROY  GLERUM: 
Announcer  -  News  - caster-  Continuity 
Writer.  Will  locate 
anywhere  in  USA. 
Roy  turns  in  an  ad- mirable Man  -  in  - the  -  Street  broad- cast and  likes 
sports.  STRONG  on Newscasting,  news- editing,  copy,  and board  work.  TAPE, 
DISC  AVAILABLE. 

BOB  KELLY:  An- nouncer -  Newscast  - 
er-Sportscaster-Im- personator.  When you  get  Bob  Kelly —  you  get  four other  fellows  too: Grandaddy,  Archie, Pierre  and  Toughie 
the  fighter  for  the whooping  Triple  K 
DJ  show  "Kaffe Klatsch  Kelly."  Tops on  characterizations, 
sports  and  Ad  Lib. TAPE  OR  DISC AVAILABLE. 

#1 

SID  SASLAWSKY: All-around  staff  an- nouncer personable, 
young  and  talented. Creator  of  religious and  classical  music 
programs  as  well  as a  variety  of  popular 
music  shows.  ESPE- CIALLY STRONG 
on  newscasts  high- lighted by  dignified 
authoritative  deliv- ery. Excellent  board work.  TAPE  OR 
DISC  AVAILABLE. JIM  WHELEN:  An- nouncer -  Newscast  - er  -  Special  Events Man.  Creator  of musical  program: "Up  and  Down 

Broadway,"  and  re- ligious half-hour "Crossroads  USA." A  fast  moving  pro- gram man,  he  has a  rare  faculty  of 
bringing  people  to- gether where  they 
will  do  your  station the  most  good. STRONG  on  personality  shows.  TAPE OR  DISC  AVAILABLE. 

Write  or  Wire 

SRT SCHOOL  OF  RADIO  TECHNIQUE 

SRT  men  and  women  are  employed  in  broad- casting stations  all  over  the  United  States. 



Situations  Wanted  (Cont'd) Situations  Wanted  (Cont'd) 
For  Sale  (Cont'd) Help  Wanted  (Cont'd) Program  production-AM/TV  or  agency. 24,  college,  agency  background.  Will relocate.  Box  267L.  BROADCASTING. 

Chief  announcer  now  at  top  CBS  re- 
gional wants  program  manager's  posi- tion.   Midwest  or  Colorado.    Box  275L, 

BROADCASTING.  
Writer,  radio  background,  recent  col- lege graduate,  draft  exempt,  wishes staff   position   in   local   station.  Box 
279L,  BROADCASTING.  News  director — Now  at  thousand  watt rural-urban  station  seeks  advancement, wider  opportunity.  Thoroughly  experi- enced newscaster,  local  reporting,  wire editing.  Newspaper  background.  Sports description.  Active  NARND.  Box  297L, BROADCASTING.  Combo  man.  Program  director  an- nouncer, 2nd  class  phone.  Four  years experience,  PD.  Thorough  knowledge all  phases  radio.  Write  continuity, commercials.  Stage  background.  Pre- fer Connecticut  area.  Married  vet,  26. Car.  Want  permanent  position  station with  future.  State  offer.  Peter  Edman. 
40-A    Elizabeth    Road,    Hampton,  Va. Phone  8860.  214  years  experience,  presently  CBS, consider  all  offers,  wire  brief  details to  Rick  Rice,  Western  Union  Office, Springfield.  Illinois. 
New  director,  in  charge  local,  area coverage  for  5  kw  station  since  1946, 
wants  responsible  position  south,  south- west. Journalism  BA,  veteran,  family. 
Recommendation  from  present  em- ployer. Paul  Ziemer,  WKBH,  La  Crosse, Wisconsin. 

Salesmen 
Young  TV  a.e.,  employed,  wants  change to  other  TV,  agency,  film  or  network. 
Family,  college,  car.  Best  offer?  Avail- able two  weeks.  Box  252L,  BROAD- CASTING  •  TELECASTING. 
Production-Programming,  Others 
Experienced.  All  phases  television. 
Producer,  director,  floor  manager,  cam- eraman, operations.  Opportunity  main interest.  Presently  employed.  Box  266L, BROADCASTING   •  TELECASTING. 

For  Sale 
For  sale:  Established  broadcasting 
school  of  fine  reputation  with  valuable equipment  and  real  estate.  Expansion to  television  possible.  Box  287L, BROADCASTING. 

Stations 
1000  watts.  Ideal  southwestern  city. Well  staffed.  Good  proposition  for right  party.  Need  $15,000.  Box  268L, BROADCASTING. 

Equipment  etc. 

Television 
Managerial 

Manager  AM  station  with  complete  ra- dio background  desires  to  get  into television.  Cannot  afford  to  start  at same  level  he  began  in  radio  18  years 
ago.  Would  like  to  hear  from  televi- sion station  needing  man  with  execu- tive experience  who  can  assume  re- sponsible position  in  organization  at good  salary.  Capable  of  assimilating specialized  knowledge  for  application 
with  already  acquired  management  ex- perience. Box  272L,  BROADCASTING •  TELECASTING. 

Channel  two  or  three  RCA  TF3A  three 
bay  Bat  Wing  antenna  immediate  de- livery.    Box   869K,  BROADCASTING. 
AM  Collins  20V  transmitter,  brand  new, never  used.  Two  sets  of  tubes.  Ideal for  modern  station.  500/1000  watts. Uses  only  16  tubes.  FCC  denied  CP. Box  296L,  BROADCASTING. 

Two  RCA  Universal  pickup  kits  MI- 4875-G  and  one  spare  pickup  head. 
Kits  complete  in  all  respects,  mount- ing plates  fit  Gates  CB-11  turntables. Spare  head  completely  reconditioned by  RCA,  other  two  heads  reconditioned 9  months  ago.  Kits  have  been  in  use 2V2  years  and  are  in  perfect  condition. Best  offer.    KGYN,  Guymon,  Okla. 

A, nnouncement 

November  1,  1951 

the  following  classified 
rates  will  be  in  force: 

SITUATIONS  WANTED 
•  200  per  word  ($2.00  minimum) 

HELP  WANTED 
•  250  per  word  ($2.00  minimum) 

ALL  OTHER  CLASSIFICATIONS 
•  300  per  word  ($4.00  minimum) 

DISPLAY  ADVERTISEMENTS 
•  $15.00  per  inch  (one  column  x  1"); 
•  $30.00— (one  column  x  2"); 
•  $45.00— (one  column  x  3"),  etc. 

All  classified  advertising  includes 
the  blind  box  number  at  no  cost.  Replies  will 
be  mailed  daily,  first  class,  postage  free.  If  tran- 

scriptions or  bulk  packages  submitted,  $1.00 
extra  charge  for  mailing. 

Payable  in  advance. 
Checks  and  money  orders  only. 

For  sale— Model  300-F  Collins  250  watt AM  transmitter,  complete  with  one  set of  tubes,  General  Radio  frequency 
monitor  type  475-A  with  tubes,  General Radio  deviation  meter,  type  681-A  with tubes,  General  Radio  type  40-D  oscil- lator complete  with  tubes,  two  crystal ovens  and  two  1240  kc.  crystals.  Thir- teen spare  transmitter  tubes  included. Satisfactory  for  broadcast  or  amateur. All  available  approximately  November 
15th.  Equipment  may  be  seen  in  oper- ation. Contact  Leroy  Hackmann,  Chief 
Engineer,  KWOS,  Jefferson  City,  Mis- souri. 
Tape  recorder,  Magnecord  portable 
PT-6,  with  fast  forward— $450.00,  ex- cellent condition.  Radio  Station  WKLO, Louisville,  Kentucky. 

Wanted  to  Buy 

Stations 
Wanted  to  buy  AM  radio  station  in community  of  50,000  population  or more.     Box  251L,  BROADCASTING. 

HELP  WANTED 
Largest  Radio-TV  operation  in  the  J 
midwest  needs  a  skilled  continu-  I ity  re-wrWe  man  who  can  adapt  | 
plots  to  established  mystery  shows  | for  both  radio  and  TV.    Address  \ 

Box  I23L,  BROADCASTING.  $ 

TWO    GOOD  OPPORTUNITIES AKiirosive  southeastern  station,  net  affiliate seeks  two  capable  people.  Musical  director, capable  of  playing  solo  and  accompaniment en  HanmioiHi  organ  and  piano  and  maintain- ing librarj  Cnntimiity  director,  capable  of writing  large  amount  of  commercial  copy  and 
supervising  and  operating  efficient  depart- ment with  assistant.  Both  good  jobs,  paying well  for  experience  and  ability.  Available at  once  to  right  parties.  Write,  wire  or phone  Walter  M.  Windsor,  General  Manager, WG  BA,    Columbus,  Georgia. 

Employment  Services 

Equipment,  etc. 
1  kw  AM  transmitter.  5  kw  AM  trans- 

mitter. 300  foot  guyed  or  self  support- ing tower.  1  console,  quote  low  dollar. Box  236L,  BROADCASTING. 
Wanted:  A3  lighting,  flashers,  chokes. Good  condition.  WINZ,  Miami  Beach, Florida. 
Wanted:  1  kw  amplitude  modulated transmitter.  State  price,  condition,  age. 
Also  need  CAA-A3  beacon  and  flasher. Box  264L,  BROADCASTING. 

EXECUTIVE  PLACEMENT  SERVICE 
Confidential  nation  -  wide  service 
placing  qualified,  experienced  man- agers, commercial  managers,  pro- gram directors,  chief  engineers  and disc  jockeys.  Inquiries  invited  from applicants  and  employers. 

Howard  S.  Fraziek 
TV  &  Radio  Management  Consultants 726  Bond  Bldg.,  Washington  5,  D.  C. 

Situations  Wanted 

Managerial 

Help  Wanted 
Announcers 

COMBO  MAN wanted 
Must 

rongr  on  an- platter  and  state  salarv expected.  Orth  Bell. General  Manager. 
KLMR,  Lamar,  Colo. 

Production-Programming,  Others 

Young   Radio  Executive WANTS 
promotion  from  present  secure 
position  as ASSISTANT  MANAGER 
of  successful  east  coast  indie  to MANAGER 
of  your  station  in  tough  com- 

petitive market 

Offers 

11  years  of  success  as  talent  and 
management.  Innate  sense  of 
showmanship.  Documented  his- tory of  sales  success.  Write  or 
wire.  Box  177L,  BROADCAST- ING. 

HELP  WANTED 
Creative  man  for  large  mid- western  radio  station.  Must  have 
proven  record  as  one  who  can 
spark  new  ideas  to  liven  up shows  and  can  execute  his  ideas 
by  working  with  producers.  Ad- dress Box  122L,  BROADCAST- ING. 

Technical 

ENGINEER 
Registered  professional  engineer.  Ex- 

tensive experience  consulting,  di- 
rectional design  and  adjustment,  FCC hearings. 

BOX  283L, 
BROADCASTING 

SOUTHEAST 
Smaller  Market 

$85,000.00 
This  is  one  of  the  most  sub- 

stantial properties  in  the  Caro- 
linas.  It  has  always  shown  a 
good  gross  and  high  return. Extensive  real  estate  and  several 
thousands  of  dollars  in  cash 
and  accounts  receivable  in- 

cluded. We  can  finance  the 
major  part  of  this  purchase 

price. 

Major  Market 
$125,000.00 

A  very  profitable  fulltime  in- dependent located  in  one  of  the 
outstanding  eastern  major  mar- kets. 

This  station  has  shown  a  con- 
sistent growth  in  both  gross  and 

profits  and  business  is  continu- 
ing to  increase.  Financing  ar- ranged. 

Appraisals  •  Negotiations  •  Financing 
BLACKBURN-HAMILTON  COMPANY 

RADIO  STATION  AND  NEWSPAPER  BROKERS 
WASHINGTON,  D.   C.  CHICAGO  SAN  FRANCISCO 

Ray  V.  Hamilton Murphy  Lester  M.  Smith James  W.  Blackburn Washington  Bldg. 
Sterling  4341-2 

Harold  R. 
Tribune  Tower 

Delaware  7-2755-6 



•'•V,T 
For  Sale 
Stations 

WE  WILL  SACRIFICE 
good  250  wort  fulltime  station  in growing  east  coast  city  of  15,000. Excellent  potential.  Fine  building, five  acres,  right  in  city.  Principal owners  have  other  interests  demanding immediate  attention.  Box  125L, BROADCASTING. 

Miscellaneous 

Hollywood  Quality- Lowest  Cost! 
ic  Custom  Radio  Spots — from  $25. 
*  Custom  TV-Film  Spots— from  $50. 
Write   Box   331,   Hollywood,  Calif. 
RICHARD  STROUT  PRODUCTIONS 

Record  of  Congress 
(Continued  from  page  23) 

branches.  Resolutions,  which  would 
permit  radio-TV,  still  linger  in  the 
Senate  and  House  Rules  Commit- 
tees. 
A  burning  issue  that  threatened 

to  fan  smoldering  embers  left  by 
FCC's  so-called  "Blue  Book"  pro- posed for  the  broadcast  medium 
spilled  into  the  Senate  as  an  after- 

math of  hearings  on  educational 
television  before  the  FCC. 

Leader  of  a  movement  to  estab- 
lish a  National  Citizens  Advisory 

Board  on  Radio  and  Television  to 
review  radio  and  TV  programs  was 
Sen.  William  Benton  (D-Conn.), 
former  Assistant  Secretary  of  State 
for  Public  Affairs  (Voice  of  Amer- 

ica) and  former  advertising  execu- 
tive (Benton  &  Bowles). 

Sen.  Benton  carried  his  standard 
in  repeated  frontal  assaults,  mak- 

ing major  speeches  on  the  issue  in 
the  Senate  chamber.  He  appeared 
twice  before  a  Senate  Interstate  & 
Foreign  Commerce  Subcommittee 
where  its  chairman,  Senate  Ma- 

jority Leader  Ernest  W.  McFar- 
land  (D-Ariz.),  and  Ed  C.  Johnson 
(D-Col.),  also  chairman  of  the  full 
Commerce  committee,  indicated 
they  were  unconvinced. 

Wants  More  Channels 
The  original  Benton  plan  was 

to  make  the  FCC — by  Congressional 
mandate — reconsider  its  allocation 
of  TV  channels  to  educational  insti- 

tutions. The  Senator  felt  there 
should  be  more  channels  assigned 
to  educators. 

But  from  this  left-jab  grew  the 
Benton  haymaker — a  proposal  (S 
1579)  to  create  an  "annual  Blue 
Book"  for  the  industry,  as  the Senator,  himself,  phrased  it  in 
committee. 

Some  of  the  sheen  on  Sen.  Ben- 
ton's shining  armor  was  rubbed  off, however,  when  a  majority  on  the 

FCC  warned  that  the  proposal  in- 
volved dangers  of  censorship  [B  • 

T,  Oct.  15]. 
Meanwhile,  broadcasters  watched 

revenue  actions  by  the  Congress, 
when  lawmakers  eyed  the  radio-TV 
industry  for  profits  which  could  be 
siphoned  off  into  the  U.  S.  Treas- ury. 
An  Administration  request  that 

BROADCASTING    •  Telecast! 

the  House  Ways  &  Means  Commit- 
tee, where  money  bills  originate, 

increase  the  federal  excise  tax  on 
radio  and  television  sets  on  the 
manufacturing  level  from  the  cur- 

rent 10%  to  25%  was  rejected  by that  committee. 
When  the  tax  bill  traveled  to  the 

Senate,  the  Administration  asked 
for  the  excise  tax  increase  again, 
but  got  no  further  than  it  did  in 
the  House. 

Broadcasters  harassed  by  excess 
profits  taxes,  enacted  by  the  81st 
Congress,  put  their  faith  in  a  bill 
(S  1861)  introduced  by  Sen.  J.  Al- 

len Frear  (D-Del.)  to  afford  some 
relief  to  the  industry.  The  TV  sta- 

tion was  handicapped  because  as  a 
new  and  growing  industry  it  suf- 

fered losses  during  1946  and  did 
not  turn  into  the  profit  column 
until  well  into  1950.  The  years 
1946-50  were  used  as  the  base  pe- 

riod for  figuring  profits,  thus  giv- 
ing the  broadcaster  an  unbalanced 

profit  ledger  when  1951  figures 
were  compared  with  the  low  base 
period. The  Frear  formula  was  picked  up 
by  the  Senate  Finance  Committee 
and  incorporated  in  its  report,  thus 
paving  the  way  for  industry  relief. 
Victory  was  scored  when  Congress 
accepted  a  relief  provision  in  its 
revenue  bill  for  1951  [B  •  T, Oct.  8]. 

Ad  Tax  Shocking 
A  staff  recommendation  included 

in  the  Joint  Congressional  Commit- 
tee on  the  Economic  Report  released 

last  spring  rocked  the  sensitive  ad- 
vertising industry  to  its  heels 

[B  •  T,  April  9].  Proposal  was 
that  the  government  place  an  ex- 

cise tax  as  high  as  20-25  %  on  ad- vertising. 
A  semblance  of  quiet  in  industry 

circles  ensued  as  Senate  and  House 
members  of  the  committee  quickly 
divorced  themselves  from  the  staff- 

ers' suggestion  [B  •  T,  April  23]. But  the  incident  served  to  keep 
admen  alert  to  gyrations  of  Capitol 
Hill's  pulse. 

Xumerous  other  issues  touching 
upon  the  broadcast  media  appeared 
on  the  Congressional  scene.  Some 
were  perennial  favorites,  still  oth- ers stuck  while  creating  issues, 
others  faded  quickly. 

Among  these  were  a  bevy  of  pro- 
posals, actions  and  just  verbal 

thoughts  of  various  lawmakers. 
Here  is  a  brief  outline: 
%  Received  proposals  (S  1379) 

and  (HR  5470,  HR  4240)  to  redefine 
political  broadcast  section  of  Com- munications Act  so  as  to  protect 
broadcaster  when  authorized  per- 

son speaks  on  behalf  of  candidate. 
But  no  hearings  were  held. 

O  House  passed  bill  (HR  2948) 
to  include  radio  broadcasting  of 
fraudulent  advertising  along  lines 
of  postal  law  now  part  of  the  U.  S. 
Code.  Senate  still  must  act. 
0  House  Judiciary  Committee 

cleared  a  proposal  (HR  3589)  to 
revise  the  copyright  law  so  as  to 
give  performance  for  profit  and 
l-ecording  rights  to  non-dramatic 
works  (see  story,  page  56). 
#  Senate  Interstate  &  Foreign 

Commerce  Committee  cleared  anti- 

gambling  bills,  one  of  which  (S 
1624)  would  prohibit  interstate transmission  or  radio  broadcast  of 
gambling  information  of  a  sports 
event  before  it  starts  [B  •  T,  Oct. 
15].   Senate  must  act. 
#  Change  in  the  position  of 

communications  specialist  on  Sen- 
ate Interstate  &  Foreign  Commerce 

Committee  staff  with  Nicholas 
Zapple  succeeding  Edward  Cooper, 
who  became  aide  to  Senate  Ma- 

jority Leader  Ernest  W.  McFarland (D-Ariz.). 
O  House  Rules  Committee 

shelved  Senate-passed  revision  of 
Capehart  Amendment  which  would 
have  permitted  manufacturers  to 
revise  costs,  including  advertising 
budgets  in  the  price  of  their  prod- 

uct. Issue  is  still  in  the  air,  cer- 
tainly until  Congress  reconvenes next  January. 

9  Congress  passed  a  bill  (S 
537)  providing  for  control  of  non- broadcast  devices  and  prescribing 
heavier  penalties  for  violations  al- 

ready provided  for  under  the  Com- munications Act. 
9  Also  passed  $63  million  for 

State  Dept.,  including  $25  million 
for  Voice  of  America.  Gave  the 
Voice  $9.7  million  of  a  $97  million 
request  for  a  transmitter  ring. 
#  Congress  banned  outright  all 

Defense  Dept.  funds  to  be  chan- neled to  all  media,  including  radio 
and  television,  for  recruiting. 
0  Heard  request  in  House  of 

Rep.  Thomas  Lane  (D-Mass.)  for 
TV  censorship  board  but  did  not 
act  on  it.  Also  demands  from  Reps. 
Eugene  Cox  (D-Ga.)  and  John  E. 
Rankin  (D-Miss.)  that  Congress withhold  funds  for  FCC  and  aided 
in  obtaining  a  temporary  cut  in 
appropriations,  later  changed  by 
Senate  and  then  again  in  joint conference. 
#  Resolution  by  Rep.  Bernard 

W.  (Pat)  Kearney  that  a  special 
House  committee  be  created  to 
probe  FCC  created  a  little  stir  but 
got  nowhere. 
£  Neither  did  perennial  anti- network  crusader  Harry  R.  Shep- 

pard  (D-Calif.).  Congressman's HR  10  and  HR  73  to  license  net- 
works and  to  disengage  networks' rebroadcasting  rights  still  pend  in 

House  Interstate  &  Foreign  Com- merce Committee. 
#  Congress  knocked  out  FCC 

request  for  additional  money — 
$1,340,000— for  additional  monitor- ing of  illegal  transmissions,  and  to 
help  implement  FCC's  station  alert 

plan. 

#  Rep.  L.  Gary  Clemente  (D- N.  Y.)  asked  for  widespread  probe 
of  sports  activities,  including  radio- TV  restrictive  covenants  by  boxing 
promoters  and  other  big-time  sports 
organizations.  Resolution  partly 
academic  because  of  Justice  Dept. 
action  against  pro  football  and  new 
baseball  rule  [B  •  T,  Oct.  15]. 
#  Strong  protest  delivered  be- fore both  Senate  and  House  Bank- 

ing &  Currency  Committees  by  ra- 
dio and  television  set  manufactur- 
ers against  25%  down  payment 

and  15  months  to  pay  credit  restric- 
tion (Regulation  W).  Regulation 

has  been  revised  to  15%  down  pay- ment and  18  months  to  pay. 
#  No  action  on  NARBA  — 

North  American  Regional  Broad- 
casting Agreement — by  Senate  For- eign Relations  Committee,  which 

bogged  down  with  MacArthur  hear- ings and  foreign  aid  programs, 
only  got  as  far  as  naming  a  sub- committee to  study  the  agreement. 

#  Received  but  did  not  act  on Hoover  Commission  plan  (S  1218) 
to  reorganize  FCC  as  to  invest 
sweeping  Administrative  powers  in 
the  Chairman. 

#  Proposal  by  Sen.  Ed  C.  John- son (D-Col.)  that  FCC  get  author- 
ity to  assign  frequencies  for  the 

use  of  government-owned  radio stations.  No  action  on  bill  (S  1378). 

Doty  Heads  Bories 
CLARENCE  L.  DOTY,  former 
manager  of  WJZ-AM-TV  New 
York,  has  joined  the  Bories  Organ- ization Inc.  as  general  manager, 
Robert  A.  Bories,  head  of  the 
radio-TV  packaging  and  grocery 
and  drug  merchandising  firm,  an- nounced Wednesday.  Mr.  Doty, 
who  was  with  the  national  adver- 

tising department  of  the  Scripps- 
Howard  newspaper  chain  for  six 
years,  will  supervise  overall  opera- tion of  Bories,  including  programs, 
sales  and  merchandising  services. 
Current  Bories-package  shows  in 
New  York  include  Kitchen  Kapers, 
Listen  to  Sheldon  and  The  Dean 
Cameron  Shoiv. 

Another  BMI  "Pin  Up"  Hit-Published  by  Acufi-Ros
e 

HEY,  GOOD  LOORI
N' 

On  Records:  Frankie  Laine-Jo  Staffor
d- 

Col  39570;  Tennessee  Ernie-Helen  O'Co
nnell 

-Cap  1809;  The  Melodeons-MGM  1106
3: 

Hank  Williams-MGM  11000;  Guy  Mitchel
l- 

Col.  39595. 

October  22,  1951    •    Page  95 



FCC  Actions 
(Continued  from  page  91) 

Applications  Cont.: 
extension  of  completion  date. 

CP  to  Replace  CP 
Formerly  WFSI  (FM)  Lakeland,  Fla. 

—CP    to    replace    CP    for   new  non- commercial educational  FM  station. 
License  for  CP 

WGBS-FM  Miami,  Fla.— License  for CP.  as  mod.,  new  FM  station. 
WCUM-FM     Cumberland,     Md. — Li- cense for  CP,  as  mod.,  new  FM  station. 

FM— 99.5  mc 
WMIN-FM    St.    Paul,    Minn. — CP  to make  changes  in  ERP,  ant.,  etc. 

October  18  Decisions  .  .  . 
BY  THE  COMMISSION  EN  BANC Memorandum  Order 
Daylight  Bcstg.  Co.  Inc.,  Sheffield, Ala  and  WJOI  Florence,  Ala.  and 

WLAY  Muscle  Shoals,  Ala.— By  mem- orandum opinion  and  order  dismissed 
petition  of  WJOI  to  intervene  in  hear- ing on  application  of  Daylight  Bcstg^ 
Co  Inc.,  denied  petition  filed  by  WLAY 
requesting  application  be  designated for  hearing,  and  ordered  application of  Daylight  for  new  station  on  1380  kc, 1  kw,  D,  be  granted. Granted  CP 
KDSX  Denison,  Tex.— Granted  CP  to change  from  1220  kc,  1  kw,  day,  to  950 

kc  500  w  DA-2,  change  transmitter  lo- cation and  install  DA.  Cond. 
Corrected  Order 

Desert  Radio  and  Telecasting  Co., 
Palm  Springs,  Calif  .—Corrected  order 
of  Sept.  12,  1951,  designating  applica- tion for  hearing,  revising  sub-para- graph (a)  of  the  first  issue. 
WJVA  South  Bend,  Ind.— On  its  mo- tion, Commission  amended  Issue  No  2 of  order  of  Sept.  26,  designating  for 

hearing  in  consolidated  proceeding  ap- plications for  renewal  of  license  and transfer  of  control  of  station  to  include legal,  technical,  financial  and  other qualifications  of  applicant  corp. Denied  Petition 
KFFA  Helena,  Ark.— Denied  petition for  reconsideration  and  grant  without 

hearing  of  application,  and  scheduled hearing  to  commence  in  Washington Nov.  27. 
Designated  for  Hearing 

KTOE  Mankato,  Minn.— Designated for  hearing  in  Washington  on  Nov.  29 application  to  increase  power  from  1 kw  to  5  kw,  1420  kc,  unl.,  and  make changes  in  DA  pattern,  etc. KNOX  Grand  Forks,  N.  Dak.— Des- ignated for  hearing  in  Washington  on Nov  30  application  to  change  from  1400 kc,  250  w  unl.,  to  1310  kc,  5  kw  unl., install  DA-N,  etc. 
Granted  Applications 

KWOC  Poplar  Bluff,  Mo.— Upon  peti- tion, severed  from  consolidated  pro- ceeding and  granted  application  of KWOC  to  change  from  1340  to  930  kc increase  power  from  250  w  unl.  to  500 
w-N,  1  kw-LS,  DA,  and  change  trans- mitter location,  and  install  DA. WTCH  Shawano,  Wis.— Upon  petition, removed  from  hearing  docket  and 
granted  application,  to  increase  hours 
of  operation  from  day  to  -unl.  on  pres- ent frequency  960  kc,  1  kw,  DA-N; cond. 

Granted  CP  for  CP 
KNCM  Moberly,  Mo.— Granted  CP  to replace  expired  CP  to  change  from  1220 kc  to  1230  kc  and  change  hours  of 

operation  from  day  to  unl.,  250  w,  on condition  permittee  will  not  be  granted license  on  1230  kc  until  KRES  St. Joseph,  Mo.,  is  licensed  on  1550  kc. FM  Plan  Amended 
The  Commission  proposed  to  amend its  Revised  Tentative  Allocation  Plan for  Class  B  FM  broadcast  stations  by deleting  Ch.  290  from  Madison,  Wis., and  adding  Ch.  281;  and  transferring Ch.  266  from  Albany,  Ga.,  to  Dawson. Ga. License  Renewal 
Following  stations  granted  renewal of  license  for  regular  period: KFAC  Los  Angeles;  KFFA  Helena, 

Ark.;  KHSL  Chico,  Calif.;  KLTI  Long- view,  Tex.;  KMAN  Manhattan,  Kans.; KREI  Farmington,  Mo.;  KSCJ  Sioux City,  Iowa;  KTRN  Wichita  Falls,  Tex.; KXRO  Aberdeen,  Wash.;  WAGF  Do- than.  Ala.;  WBTM  Danville,  Va.; WEVD  New  York  City;  WFMH  East Cullman,  Ala.;  WHYU  Newport  News, 
Va.;  WILS  Lansing,  Mich.,  WIOU  Ko- komo,  Ind.;  WKAN  Kankakee,  111.; 
WKST  New  Castle,  Pa.;  WMAK  Nash- 
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HoX    ̂ COtQ  SUMMARY  THROUGH  OCTOBER  18 
Summary  of  Authorizations,  Stations  on  the  Air,  Applications 

Cond'l     Appls.  In Class  On  Air     Licensed     CPs        Grants   Pending  Hearing 
AM   Stations    2,302  2,285  122  279  113 FM   Stations    653  565  96  *1  9  2 TV    Stations    108  90  18  521  171 

*  On  the  air. 

Docket  Actions  .  .  . 
INITIAL  DECISION 

WQXI  Atlanta,  Ga.— Hearing  Exam- iner J.  D.  Bond  issued  initial  decision 
looking  toward  grant  of  WQXI  appli- cation to  change  from  790  kc,  5  kw, daytime,  to  790  kc,  5  kw,  daytime,  and 1  kw  nighttime,  DA;  conditions. 
Non-Docket  Actions  ... 

TRANSFER  GRANTS 
WPMP  Pascagoula,  Miss.  —  Granted acquisition  of  control  Crest  Bcstg.  Co. Inc.,  licensee,  by  Hugh  O.  Jones through  purchase  of  568  shares  from William  R.  Guest  Jr.  for  $568.  Granted Oct.  16. 
WFVG  Fuquay  Springs,  N.  C— Grant- ed assignment  of  license  from  J.  M. Stephenson  and  B.  H.  Ingle  Sr.  to 

Stephenson  for  $13,600  for  50%  inter- est.   Granted  Oct.  18. 
WKID-AM-FM  Urbana,  111.— Granted assignment  of  license  Kemper-Fabert Inc.,  licensee,  to  Sterling  Bcstg.  Co. 

for  $62,500.  Equal  partners  in  trans- feree are  Robert  E.  J.  Snyder,  42% owner  KXIC  Iowa  City,  la.,  and  Gene W.  Phillippee,  former  chief  announcer KXIC.   Granted  Oct.  18. 
KSMO  San  Mateo,  Calif.  —  Granted assignment  of  licensee  Amplett  Print- ing Co.,  licensee,  to  Bay  Radio  Inc., for  $80,000.  Principals  in  transferee  are President  S.  A.  Cisler  (55%),  part- owner  WKYW  Louisville,  WXLW  In- dianapolis, WXGI  Richmond;  Rachel  W. Cisler  (45%),  wife  of  S.  A.  Cisler. Granted  Oct.  18. 
KOKO  La  Junta,  Col. — Granted  as- signment of  license  Southwest  Bcstg. Co.,  licensee,  to  Otero  Bcstg.  Co.  for $18,000.  Principals  in  transferee  are President  William  W.  Shepherd  (48%), 

ville;  WMPM  Smithfield,  N.  C;  WMUU Greenville,  S.  C;  WNBF  Binghamton, N.  Y.;  WONW  Defiance,  Ohio;  WPBB Jackson,  Ala.;  WPPA  Pottsville,  Pa.; 
WRJW  Picayune,  Miss.;  WSAP  Ports- mouth, Va.;  WWHG  Hornell,  N.  Y.; KNBY  Newport,  Ark.;  KWHN  Fort Smith,  Ark.;  WHAZ  Troy,  N,  Y.; 
WHBF  Rock  Island,  111.;  WHBL  She- boygan, Wis.;  WHIP  Mooresville,  N.  C; 
WTAL  Tallahassee,  Fla.;  WTAQ  La- Grange,  111.;  WTCN  Minneapolis;  WTIK Durham,  N.  C. 
October  18  Applications  .  .  . ACCEPTED  FOR  FILING Modification  of  CP 
KTBI  Tacoma,  Wash.— Mod.  CP,  as mod.  authorizing  changes  in  frequency, 

power,  DA-N,   etc.,   for  extension  of completion  date. KRNT-FM  Des  Moines,  la.— Mod.  CP, as  mod.  new  FM  station,  to  change ERP,  ant.  height,  studio  location,  etc. License  for  CP 
WJET  Erie,  Pa.— License  for  CP,  as mod.,  new  AM  station. License  Renewal 

APPLICATIONS  RETURNED 
WISR  -  AM  -  FM  Butler,  Pa.  —  RE- TURNED application  for  voluntary transfer  of  control  Butler  Bcstg.  Co. Inc.,  licensee,  to  Sara  E.  Rosenblum, Joel  W.  Rosenblum  and  Union  Trust Co.  of  Butler,  guardian  of  Ray  Harris Rosenblum. 
WJMW  Athens,  Ala.— RETURNED  ap- plication for  voluntary  acquisition  of control  Athens  Bcstg.  Co.,  Inc.,  li- censee, by  Lawson  E.  Dunnavant,  Rob- ert V.  Dunnavant  and  Homer  F.  Dunna- vant. 
WDSG  Dyersburg,  Tenn.— RETURN- ED application  for  voluntary  relin- quishment of  negative  control  of  State Gazette  Bcstg.  Co.,  licensee,  by  A. LeRoy  Ward. 

(2%),  professor  Georgia  State  Dept.  of Education;  Vice  President  Dr.  Charles 
E.  Zimmerman  (50%),  physician.  Grant- ed Oct.  18. 
WKSR  Pulaski,  Tenn.— Granted  as- signment of  license  Pulaski  Bcstg.  Co., 

licensee,  to  W.  K.  Jones  and  Fred  Flem- ing, d/b  as  Richland  Bcstg.  Co.,  for $50,000.  Messrs.  Jones  and  Fleming  own the  Cedar  Grove  Lime  Co.  Inc.  (lime- stone quarry  and  rock  crushing). Granted  Oct.  18. 
WAIR-AM-FM  Winston-Salem,  N.  C. — Granted  assignment  of  license  Wair Bcstg.  Co.,  licensee,  from  George  D. Walker  and  O.  G.  Hill  to  new  corpora- tion including  the  former  partner, George  Walker,  and  his  wife,  Susan  Hill Parker,  each  owning  50%.  Mrs.  Walker 

bought  Mr.  Hill's  interest  for  $30,000. Granted  Oct.  18. 
KWSL  Lake  Charles,  La.  —  Granted assignment  of  license  from  Alonzo Stanford  Dudley  to  KWSL  Inc.  for $35,000.  Principals  include  President Jules  J.  Paglin  (46%),  president  and  V2 owner  WBOK  New  Orleans;  Stanley  W. 

Ray  Jr.  (46%),  vice  president  and  gen- eral manager  WBOK;  Vice  President Edward  J.  Pendergast  (8%),  assistant manager  KWSL.  Holding  options  to purchase  stock  are  Vice  Presidents  Roy Rhodes,  program  director  KWSL  and Tom  Gresham,  commercial  manager KWSL.    Granted  Oct.  18. 
KXIT  Dalhart,  Tex. — Granted  assign- ment of  license  from  Baird  and  Ed 

Bishop  to  Baird  and  Kenneth  B.  Bishop 
(son),  for  $30,000  for  50  interest.  K.  B. Bishop  is  general  manager  of  station. Granted  Oct.  18. 
KDEC  Decorah,  Iowa  —  Granted  as- signment of  license  from  Telegraph Herald,  licensee,  to  Scenic  Bcstg.  Co. for  $15,000.  Principals  in  transferee  are President  Verne  Koenig  (45.83%),  now 

KDEC  program  director;  Vice  President Kenneth  Bjerke  (45.83%),  KDEC  news 
and  sports  director,  and  Frank  R.  Mil- ler (8.33%),  attorney.  Granted  Oct.  18. WSBB  New  Smyrna  Beach,  Fla.  — Granted  assignment  of  license  Beach 
Bcstg.  Co.,  licensee,  from  J.  "G.  Cobble, James  D.  King  and  Walter  T.  Slattery to  new  equal  partnership  consisting  of 
Messrs.  King,  Slattery  and  Roland  Jor- dan Jr.  (newcomer).  Mr.  Jordan,  who 
will  be  chief  engineer  and  co-manager, pays  $5,000  for  his  interest.  Granted 
Oct.  18. KVIM  New  Iberia,  La.  —  Granted transfer  of  control  Queen  City  Bcstg. 
Co.  Inc.,  permittee,  from  George  H. DeClouet  and  A.  P.  McLachlan  to  Paul M.  Cochran  and  W.  H.  Bland  Jr.  for 
$75,000.  Mr.  Cochran  owns  25%  at  pres- ent, but  will  own  85%  after  transfer. Mr.  Bland  is  chief  engineer  KVIM  and KLFY  Lafayette,  La.   Granted  Oct.  18. 
KTER  Terrell,  Tex.— Granted  trans- fer of  control  Terrell  Bcstg.  Co.,  licen- see, from  Frederick  I.  Massengill  Jr. and  D.  W.  Massengill  to  Paul  A.  Wno- rowski  through  sale  of  51%  interest for  $16,500.  Mr.  Wnorowski  owned  40% interest  in  WIBV  Belleville,-  111.,  until June  14  this  year.   Granted  Oct.  18. 
KOOK  Billings,  Mont.  —  Granted transfer  of  control  The  Montana  Net- work from  C.  L.  Crist  to  J.  C.  Johnson 

and  Mr.  Crist  through  stock  transac- tion. Mr.  Crist  owns  50.68%  now  and after  this  transfer  will  own  34.84%,  and Mr.  Johnson  will  own  33.61%.  Total  of 516  shares  are  being  sold  for  $51,600. Granted  Oct.  18. 
WKAI  Macomb,  111. — Granted  trans- fer of  control  Macomb  Bcstg.  Co.,  li- censee, from  James  C.  Bailey,  Dorothy C.  Bailey  and  Lyle  B.  Landis  through sale  of  100%  interest  to  William  E. Schons  (25%),  Dr.  E.  Schons  (25%), T.  L.  Cook  (25%)  and  B.  W.  Harris 

(25%),  for  $35,000.    Granted  Oct.  18. 
KHAS  Hastings,  Neb.— Granted  trans- fer of  control  Nebraska  Bcstg.  Co.  from Fred  A.  Seaton  to  Fred  A.  Seaton,  Fay 

N.  Seaton  and  Richard  M.  Seaton  (same family).  Fred  Seaton  now  owns  69$,, but  will  own  23%  with  his  father  and brother,  who  will  own  23%  each. Granted  Oct.  18. 
WLAD  Danbury,  Conn.  —  Granted transfer  of  control  Berkshire  Bcstg.  Co. from  Robert  J.  Doran,  John  C.  Doran and  John  P.  Previdi  to  James  B.  Lee through  sale  of  75%  interest  for  $30,000. Mr.  Lee,  president  Frank  H.  Lee  Co., 

hat  manufacturers,  is  part-owner  Nut- meg State  Bcstg.  Co.  which  has  ap- plied for  TV  station  in  Waterbury, Conn.   Granted  Oct.  18. 
WCAZ  Carthage,  III.— Granted  trans- fer of  control  Superior  Bcstg.  Service Inc.,  licensee,  from  Chicago  Title  & Trust  Co.,  executor  and  trustee  for estate  of  Robert  E.  Compton,  deceased, to  Zola  N.  Compton  for  $25,450.  Mrs. Compton  is  widow  of  R.  E.  Compton. Granted  Oct.  18. 

New  Applications  .  .  . AM  APPLICATIONS 
Milford,  Del.  —  Kent-Sussex  Bcstg. Co.,  1320  kc,  500  w,  day;  estimated construction  cost  $21,550;  first  year 

operating  cost  $43,000;  first  year  reve- nue $48,000.  Partners  are  H.  M.  Griffith 
(50%),  account  executive  WTOP  Wash- ington, and  C.  V.  Lundstedt  (50%), electronic  physicist,  Picatinny  Arsenal, Dover,  N.  J.    Filed  Oct.  12. 
San  Antonio,  Tex.— Southwest  Bcstg. Co.  of  San  Antonio,  990  kc,  1  kw,  day; estimated  construction  cost  $50,000;  first year  operating  cost  $72,000i  first  year revenue  $84,000.  Partners  are  Leslie  C. 

Smith  (30%),  stockholder  KUNO  Cor- pus Christi;  Edw.  C.  James  (30%),  pres- ident KCNY  San  Marcos,  Tex.,  and KTXN  Austin,  Tex.;  Frank  Stewart 
(20%),  owner  Frank  Stewart  Advertis- ing, Houston,  and  stockholder  and manager  KTXN,  and  John  H.  Moyberry 
(20%),  stockholder,  manager  and  chief engineer   KUNO.    Filed  Oct.  12  
Andalusia,  Ala.— Montezuma  Bcstg. 

Co.,  1190  kc,  1  kw,  day;  estimated  con- struction cost  $18,700;  first  year  oper- ating cost  $30,000;  first  year  revenue $36,000.  Partners  are  Charles  J.  Ward 
(50%),  owner  Ward  Radio  &  Electric Co.,  Andalusia,  and  Marion  Shelley Davis  (50%),  former  partner  Dixie Wholesale  Co.,  Andalusia,  interest  in which  he  recently  sold  (since  July  of this  year  Mr.  Davis  has  not  been  en- gaged in  any  business).  Filed  Oct.  17. 
oC?eru'JInd— Peru  BcstS-  Co-.  860  kc, 

«A  iy;  estimated  construction  cost »10,550;  first  year  operating  cost  $30,000; first  year  revenue  $50,000.  Partners  are Robert  B.  McGregor  (33 1/3%)  and  Wal- Hertz°g  (33i/3%),  engineers  at WHAS  Louisville,  and  Lawrence  L. 
Hansen  (33«3%),  director  of  training United  Television  Labs  (TV  school), Louisville.    Filed  Oct.  17. 

TRANSFER  REQUESTS 
KAFP  Petaluma,  Calif.— Transfer  of control  Petaluma  Bcstrs.,  licensee,  to V.  A.  L.  Linder,  M.  E.  Linder  and  Wm. fcxlme,  through  sale  of  198  shares  of stock  for  $30,000.  V.  A.  L.  Linder  is  a tarm  landlord,  Blackhawk  County, lowa,  and  former  production  and  con- 

™nuJ,ty  supervisor  KEX  Portland,  Ore.; 
"l-, Linder  is  employe  of  U.  S.  Dept. 
v  «  nbo£'  ,and  Mr-  Exline  is  employe  of 
KSLM  Salem,  Ore.    Filed  Oct.  12 
WSIX-AM-FM  Nashville,  Tenn.— In- voluntary assignment  of  license  from 

Jack  M.  Draughon  and  Louis  R.  Draug- hon,  d/b  as  WSIX  Bcstg.  Station,  to Louis  R.  Draughon  individuaUy,  and  as executor  of  estate  of  Jack  M.  Draughon, deceased.    Filed  Oct.  12. 
KSIL  Silver  City,  N.  M.— Assignment of  license  from  A.  Carl  Dunbar  to Southwest  New  Mexico  Bcstg.  Co. through  assignment  of  235  shares  of 

stock  in  new  corporation  to  Mr.  Dun- bar for  transfer  of  his  interests  in 
KSIL  to  new  corporation,  and  to  Lo- rene  B.  Dunbar,  and  through  sale  of 47  shares  of  stock  in  new  corporation to  James  H.  Duncan  for  $4,700.  Mr. Duncan  is  manager  of  KSIL  and  Mrs. Dunbar  is  a  housewife.   Filed  Oct.  17. 
WATA  Boone,  N.  C,  and  WKBC 

North  Wilkesboro,  N.  C. — Acquisition of  control  Wilkes  Bcstg.  Co.,  licensee both  stations,  by  Doris  B.  Brown  and Roland  B.  Potter  through  sale  of  70 shares  of  stock,  now  held  by  John  T. Cashian,  for  $12,000.  After  transfer, Mrs.  Brown  and  Mr.  Potter,  who  now own  70  shares  each,  will  own  105  shares each.    Filed  Oct.  17. 
KSJB  Jamestown,  N.  D. — Assignment of  license  from  Jamestown  Bcstg.  Co., licensee,  to  North  Dakota  Bcstg.  Co. 

Inc.  for  $502,000  to  be  paid  for  with 502,000  shares  of  stock  of  North  Dakota Bcstg.  Co.  (John  W.  Boler  and/or  his wife  own  950  out  of  1000  shares  of Jamestown  Bcstg.  Co.,  which  in  turn owns  51,200  shares  common  stock  of North  Dakota  Bcstg.  Co.  Inc.,  which constitutes  majority  of  stock  in  this 
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*l    Radio,  TV  Dissected 
iii  i       (Continued  from  page  26) 

with  its  Red  Skelton  Show  and  now 
W  t  offered  by  NBC  Radio  (see  story 

page   25). — as   "one   of  the  most 
!*  i  exciting." 

"When    one    can    reach  large audiences   at  a  lower  rate  than 
they  can  in  any  other  media,  it 
look  as  though  radio  continues  to 

;   offer  an  exceptionally  good  buy," t    John  Hosch  Jr.,  vice  president  of 
J.  Walter  Thompson,  said  in  ex- 
its,  plaining,  "How  We  Intend  to  Use 

3    Radio  Advertising." 
>         Spends  Most  in  Radio 

Confining  his  remarks  to  actual 
as.   use  of  radio  with  a  client — whose 
ted  1  business  activity  covers  a  third  of re.  ,  the  U.  S.  area  and  includes  half 
St&  i  the   population — Mr.   Hosch  said, 

"for  a  number  of  years,  we  have tried  to  find  out  exactly  how  our 
advertising  dollars  are  most  effec- 

tively spent,  and  we  continue  to 
ii'si    spend  more  dollars  in  radio  than 
^I'iS  any  other  medium." "By  localizing  our  radio  opera- Vj  tions  and  treating  each  market 
ait  separately,  there  is  comparatative- 
:  ly  little  wastage  in  circulation,"  he •rr  added. 
1  Admitting  that  they  have it;,  changed  advertising  expenditures 
»■  during  the  past  year,  Mr.  Hosch 
s„j  added,  "yet  we  intend  to  use  radio ;rd  in  1952  more  than  any  other 
!™  media." 
™  There  are  an  estimated  96  mil- 
'f,    lion  radio  sets  in  use  as  against  13 million  TV  receivers  in  the  U.  S., 
;;  he  reported,  with  the  last  census 
"  ■    showing  that  96%  of  the  44,400,000 American  homes  have  radios  where- 
ral-  as  only  85%  have  kitchen  sinks. 

To  confirm  his  point,  Mr.  Hosch 
referred  to  Broadcasting  •  Tele- 

*.    casting's  report  (Oct.  1)   on  the study  of  Louisville,  Ky.,  made  by 
,l   Dr.  Raymond  A.  Kemper,  in  which 

corporation.  North  Dakota  Best?.  Co. 
I^c.  apolied  for  and  received  permis- rion  from  Dept.  of  State.  North  Dako- ta, to  increase  capitalization  from  $100,- 000  to  51,000,000.  After  transfer,  James- town Bcstg.  Co.  will  own  502,000  shares common  stock  of  North  Dakota  Bcstg. Co.  Inc..  and  Mr.  Boler  and  his  wife will  jointly  own  558.650  shares,  or  55.8%, 
'of  voting  stock  of  North  Dakota  Bcstg. Co.  Inc.    Filed  Oct.  17. 
WSIP  Paintsville,  Ky.  —  Assignment of  license  from  W.  Howes  Meade,  tr/as Big  Sandy  Bcstg.  Co.,  to  Ted  Arnold Silvert  (50%)  and  Escomb  Chandler (50%)  for  $75,000.  Mr.  Silvert  has  8.75% interest  in  WSFC  Somerset,  Ky.,  and Mr.  Chandler  owns  25%  interest  in Paintsville  Dry  Cleaners  &  Laundry, Paintsville,  Ky.,  which  he  operates. Mr.  Meade,  transferor,  has  70%  inter- est in  WSFC  Somerset,  Ky.  Filed Oct.  18. 
WSFC  Somerset,  Ky.  —  Transfer  of 

control  Southeastern  Bcstg.  Co.L  licen- see, to  Meyer  Layman,  through  sale  of 
700  shares  (70%)  of  stock  for  $54,000. Mr.  Layman  is  manager  WSFC,  and 
previously  has  managed  WLSI  Pike- ville,  Ky.,  WHTN  Huntington,  W.  Va., md  WSAZ  Huntington,  W.  Va.  The ,  WSFC  stock  being  sold  is  now  held  by W.  Howes  Meade,  who  owns  WSIP 
Paintsville,  Ky.    Filed  Oct.  18. 

deletions  .  .  . 
TOTAL  deletions  to  date  since  Jan.  1: 
VM  26,  FM  58,  TV  1.  New  deletion: 
WOSH-FM  Oshkosh,  Wis.— Oshkosh 3cstg.  Co.,  license,  Oct.  16.  Licensee elt  operation  of  station  economically insound  because  of  very  few  FM  Iis- eners. 

THEY  WATCHED  the  birdie  at  Los  Angeles  session.  (I  to  r)  Standing:  Hub 
Keavy,  AP  bureau  chief,  Los  Angeles;  John  C.  Marino,  KFSD  San  Diego; 
Loyal  King,  KXLA  Pasadena.  Seated:  Walter  Buziuk,  KERN  Bakersfield; 
Jack  Gale,  Paul  H.  Raymer  Co.;  Dr.  Victor  J.  Andrew,  Andrew  Corp.  Chicago, 

now  establishing  Los  Angeles  headquarters. 

the  researcher  said,  "radio  will continue  to  hold  its  important  place 
among  the  media  available  in  this 
market,  and  an  increasing  number 
of  radio  sets  were  found  in  kitchens 
and  other  utility  rooms  where  the 
housewife  is  able  to  continue  her 
radio  listening  as  she  performs  her 
everyday  household  chores." Fred  C.  Brokaw,  vice  president 
of  Paul  H.  Raymer  Co.,  Chicago, 
offered  the  radio  clinic  a  general 
list  of  what  he  considered  "the  best 
buys  in  radio  today." He  cited  daytime  chainbreaks  as 
being  in  great  demand,  as  con- trasted to  the  situation  a  few  years 
ago  when  nighttime  chainbreaks 
were  at  premium  value,  but  he 
pointed  out  that  in  non-TV  markets 
nighttime  spots  are  better  than ever  before. 

Marginal  time  periods  —  early 
morning  and  late  evening  local 
programs  —  constitute  "excellent buys  ...  in  television  markets  or 
not,"  he  asserted.  For  another  "best 
buy"  he  cited  musical  clock  pro- 

grams, and  he  also  noted  that 
women's  home  economics  programs 
are  holding  audience  firmly  in  both 
TV  and  non-TV  areas. 
News  programs  and  news  and 

sports  commentaries  are  "hardy 
radio  perennials,"  with  new  shows "still  among  the  tops  in  every 
market,  television  or  otherwise,"  he declared. 

Music  Fares  Well 
In  TV  cities  particularly,  Mr. 

Brokaw  said,  the  program  that  is 
fundamentally  music  is  "coming into  its  own"  and  the  disc  jockey 
show  remains  in  high  favor.  And  in 
TV  areas  generally,  he  said,  the 
yardstick  to  use  in  selecting  radio 
shows  is  this :  "Watch  for  the  pro- 

gram in  radio  that  can  be  done  as well  as  or  better  than  TV  can  do 
the  same  program."  In  this  cate- gory he  listed  news  broadcasts  and most  musical  shows. 

"If  I  seem  to  have  enumerated 
a  great  many  so-called  best  buys  in 
radio,"  Mr.  Brokaw  said,  "the  rea- 

son is  very  simple.  Radio  is  that 
kind  of  medium.  In  the  non-tele- 

vision areas  virtually  all  of  the  best 
buys  of  five  years  ago  are  best  buys 
today.  In  television  markets  there 
are  a  great  many  best  buys  in  ra- 

dio, programs  which  radio  can  do 
as  well  as  or  better  than  television, 
and  time  when  the  average  citizen 
and  his  wife  are  too  busy  to  sit 
down  and  watch  television." In  the  television  clinic  Robert  M. 
Reuschle,  manager  of  timebuying 
for  McCann-Erickson,  New  York, 
reviewed  the  mechanics  and  choices 
of  buying  TV  time,  and  then  enu- merated three  major  problems  of 
the  field: 

(1)  Clearing  time  on  stations — He said  he  recently  encountered  a  station 
manager  who  had  89  program  orders 
more  than  he  could  handle,  and  he 
predicted  the  situation  will  get  worse 
instead  of  better  and  that  there  will 
be  no  real  "buyers'  market"  for  sev- eral years  after  the  TV  licensing 
freeze  is  lifted. 

(2)  Ascending  costs  of  time  and talent,  which  he  feared  would  reach 
the  point  in  the  post-fre'eze  era — if current  trends  are  not  reversed — 
where  "only  the  very  largest  of  na- 

tional advertisers"  may  be  able  "to afford  true  national  TV  coverage  .  .  . 
unless  ways  and  means  can  be  found 
for   time   and   talent  economies." 

(6)  "Lack  of  uniform  station  poli- cies"— failure  of  some  stations  to 
respect  network  option  time,  or  to 
clear  for  live  shows  in  network  time; 
"double,  triple  or  quadruple"  spotting, 
which  he  said  is  practiced  by  "many" stations;  long  delays  in  scheduled 
starting  time  of  a  given  telecast,  due 
to  bunch-spotting,  etc. 

Despite  the  growth  and  power  of 
television,  Mr.  Reuschle  made  clear 
that  "I  don't  believe  the  prophets 
of  doom  who  say  TV  will  kill  ra- 

dio." McCann-Erickson,  he  said, 
has  just  completed  a  radio  spot 
campaign  in  three  important  TV 
markets,  with  "excellent"  sales  re- sults. 

Speaking  on  "Government  Econ- omy— Its  Prospects  and  Possibili- 
ties," Secretary  Sawyer  cited  a  list of  recommendations  looking  toward 
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Mexican  TV  Channels 
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"110%  for  classical." 
Mr.  King  said  he  takes  P.  I. 

business  to  ascertain  "whether  our 
station  is  priced  right."  If  a  P.  I, doesn't  make  a  return  to  rates,  the account  is  dropped. 

Moderator  Beaton  said  his  sta- 
tion specializes  in  foreign  lan- 

guage. He  pointed  out  that  Los 
Angeles  has  a  Spanish-speaking 
population  second  only  to  Mexico 
City.  He  estimated  550,000  Spanish 
speaking  people  reside  in  the  Los Angeles  area.  He  said  the  station 
also  programs  to  the  Negro  people 
and  uses  Negro  disc  jockeys. 

Discussing  the  classical  music 
programming  of  KFAC,  District Director  Smith  said  his  station  is 
virtually  sold  out,  even  though  it 
operates  24  hours  per  day.  He  said 
advertising  agencies  have  not  yet 
learned  how  to  buy  such  times. 
The  station  turned  to  so-called 
"long  hair"  music  a  dozen  years 
ago  to  remove  itself  from  the  com- 

petition of  the  so-called  popular 
music  independent  stations. 

Mr.  Smith  said  KFAC  is  not 
making  "phenomenal  profits"  but it  is  consistent.  He  said  the  sta- tion turns  away  about  50%  of 
the  business  offered  because  of 
programming  requirements.  Each 
sale  presents  a  "unique  problem" 
because  of  the  station's  mood  pro- gramming. 

Cal  Cannon,  KIEV  Glendale,  said 
his  250-w  daytimer  is  doing  well 
through  specializing  in  the  "sweet 
type  of  popular  music."  The  adver- 

tiser, in  his  view,  has  "discovered" the  specialized  station.  KIEV 
caters  to  the  housewife  and  there- fore selects  its  music  on  the  basis 
of  whether  it  can  be  hummed,  sung 
or  whistled.  KIEV's  revenue  dur- 

ing the  last  four  years  is  the  high- est in  the  station's  19-year  history, 
he  said. 
Among  others  who  spoke  were 

Robert  K.  Richards,  NARTB  pub- 
lic affairs  director;  Carl  Haverlin, 

president,  BMI;  Harold  E.  Fellows, 
NARTB  president,  and  Richard  A. 
Moore,  KTTV  (TV)  Los  Angeles 
(see  story,  page  63). 

great  savings  of  the  taxpayers' 
money. 

One  method  of  resolving  the 
dilemma  of  eliminating  certain 
government  functions,  he  sug- 

gested, is  "not  to  add  new  agencies where  it  can  be  avoided  .  .  .  new 
agencies  which  must  later  pain- 

fully be  endured  or  liquidated." 
Mr.  Sawyer  declared  that  "for great  savings  we  need — not  more 

studies — but  action." He  also  urged: 
(1)  Replacement  of  the  present fiscal  year  basis  for  appropriations  in 

favor  of  the  calendar  year;  (2)  provi- sion of  incentives  among  agency 
heads  to  save  the  taxpayers'  dollars; 
(3)  Congress  allot  funds  to  depart- ment heads  rather  than  individual 
agencies  within  departments ;  (4) 
Congress  permit  these  heads  to  dis- tribute budget  cuts,  if  any,  as  they 
see  fit;  (5)  department  heads  have 
greater  responsibility  in  choosing  dis- 

charging or  demoting  "incompetent" employes. 
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FELLOWS  SEES  BETTER 
TV  BECAUSE  OF  CODE 
HAROLD  E.  FELLOWS,  NARTB  president, 
declared  Friday  after  endorsement  of  the 
NARTB  television  code  (see  story  page  23), 
that  it  will  bring  better  television  to  more 
and  more  American  viewers. 

Mr.  Fellows  said: 
"Significant  in  the  deliberations  of  the  tele- vision broadcasters  who  today  have  approved 

rules  of  conduct  by  which  they  will  cover  their 
operations  in  the  future  is  one  point — they 
have  approached  the  task  in  the  knowledge 
that  they  are  guests  in  the  homes  of  America. 
In  everything  they  have  done  in  establishing 
tenets  for  good  behavior,  they  have  displayed 
their  determination  to  visit  America's  families 
as  they  would  visit  their  neighbors'  hearth- sides.  The  production  of  television  as  it 
emerges  from  this  historic  meeting  will  prove 
everlasting  the  good  faith  of  America's  broad- casters. 

"Robert  D.  Swezey  and  his  12-man  code  com- mittee, which  drafted  the  original  document, 
deserve  highest  commendation." 
Judge  Justin  Miller,  NARTB  board  chair- man, said: 
"I'm  proud  of  the  boys.  They  have  per- formed an  outstanding  service  for  the  benefit 

of  all  citizens  as  well  as  the  industry  itself." 
KFYO  GETS  GRANT 
IN  LONG-FOUGHT  CASE 
FINAL  decision  on  seven-year-old  Lubbock, 
Tex.,  case  was  handed  down  by  FCC  Friday — 
favoring  grant  to  KFYO  to  change  from  1340 
kc  and  250  w  to  790  kc  and  5  kw  day,  1  kw 
night  with  directional  antenna. 

In  reversing  hearing  examiner's  1950  deci- sion, Commission  denied  Lubbock  County 
Broadcasting  Co. 

Original  applications  were  filed  in  1945. 
After  1946  hearings,  FCC  in  1947  granted 
Lubbock  County  application.  KFYO  took  case 
to  U.S.  Court  of  Appeals  and  in  1949  Court 
reversed  Commission,  remanded  it  back  for 
new  hearings. 

Case  was  heard  again  and  examiner  found 
for  Lubbock  County.  Friday's  decision  was result  of  oral  argument  before  Commission 
last  August. 

Commission  found  for  KFYO  on  grounds, 
among  others,  that  station,  established  in  1936, 
"proposes  to  extend  its  service  and  to  continue an  operation  in  the  public  interest  [and] 
should  be  given  the  opportunity  to  improve 
its  facilities,  as  against  the  competing  applica- 

tion of  a  newcomer." 
Overlap  between  service  areas  of  KFYO 

and  KGNC  Amarillo,  both  owned  by  Gene  A. 
Howe  and  T.  E.  Snowden,  was  acknowledged 
by  the  Commission,  but  disregarded  on  grounds 
Lubbock  does  not  receive  primary  service 
from  KGNC  and  vice  versa.  Also  that  KFYO 
is  an  ABC  affiliate,  KGNC  an  NBC  affiliate. 

Decision  was  made  by  Comrs.  Hyde,  Webster, 
Jones  and  Sterling. 

UNITED  NATIONS  DAY 
UNITED  NATIONS  DAY  will  be  celebrated 
Wednesday  with  broadcasts  to  all  member 
nations  through  UN  radio  plus1  special  pro- grams in  many  countries.  In  U.  S.,  projects 
produced  by  UN  radio  in  cooperation  with 
local  outlets  were  set  for  airing  in  four  areas. 
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BUSINESS  BOOMING 
BOOMING  RADIO  time  sales  reported 
Friday  by  WHIM  Providence,  R.  I.,  with 
announcement  it  has  been  "turning  down 
business  for  the  past  month."  Bob Engles,  general  manager  of  independent 
station,  reported  first  nine  months'  busi- ness this  year  was  23  percent  ahead  of 
same  period  last  year. 

PROPOSED  GRANT  MADE 
FOR  SACRAMENTO  DAYTIMER 
INITIAL  decision  proposing  to  grant  Capitol 
Radio  Enterprises  a  daytime  AM  station  in 
Sacramento,  Calif.,  on  1380  kc  with  1  kw  power 
and  a  directional  antenna  was  recommended 
Friday  by  FCC  Hearing  Examiner  Elizabeth C.  Smith. 
New  station  will  give  the  only  locally-oper- 

ated, non-network  radio  service  to  538,803  per- 
sons in  the  Sacramento  market,  the  examiner 

noted.  This  outweighs  adjacent  channel  inter- 
ference it  will  receive  from  KTUR  Turlock, 

Calif.,  affecting  3,486  people  in  the  new  sta- 
tion's normally  protected  contour.  It  also  out- weighs the  adjacent  channel  interference  KTUR 

will  receive  from  the  new  station,  affecting 
4,462  persons. 

Proposed  grant  requires  that  the  "applicant shall  accept  full  responsibility  and  expense 
incident  thereto,  for  all  changes  and  adjust- 

ments which  may  be  necessary  in  the  installa- 
tions of  Station  KXOA  to  prevent  objectional 

interaction  and  to  effectuate  the  continued 
simultaneous  operation  of  the  station  in  ac- 

cordance with  its  authorizations."  The  three 
towers  of  KXOA  are  located  about  eight  wave- 

lengths from  the  site  of  proposed  new  station. 
New  station  will  be  run  by  equal  partners 

Irving  James  Schwartz  as  general  manager, 
William  Stephen  George  as  commercial  man- 

ager, John  Matranga  as  program  and  produc- 
tion manager,  Samual  A.  Melnicoe  as  construc- 
tion supervisor.  Messrs.  Schwartz  and  George 

run  a  booking  agency  in  Sacramento.  Mr. 
George  is  at  present  also  sports  director  of 
KCRA  Sacramento.  Mr.  Matranga  is  news 
and  continuity  editor  of  KCRA.  Mr.  Melnicoe 
is  an  NBC  engineer  in  San  Francisco,  does  not 
intend  to  participate  in  the  operation  of  the 
proposed  station. 
4-A  COMMITTEE  ENLARGED 
AMERICAN  ASSN.  OF  ADVERTISING 
AGENCIES  announced  membership  of  newly 
enlarged  special  Committee  on  Advertiser 
Relations  Friday.  Headed  by  Chairman  James 
M.  Cecil  of  Cecil  &  Presbrey  Inc.,  N.  Y.,  group 
includes  James  T.  Chirurg  of  James  Thomas 
Chirurg  Co.,  Boston;  Arthur  C.  Fatt,  Grey 
Adv.,  N.  Y.;  Clinton  E.  Frank,  Price,  Robin- 

son &  Frank,  Chicago;  Marion  Harper  Jr., 
McCann-Erickson,  N.  Y.;  John  M.  Lupton, 
John  Mather  Lupton  Co.,  N.  Y.;  Dwight  Mills, 
Kenyon  &  Eckhardt,  N.  Y.,  and  Arthur  G. 
Rippey  of  Arthur  G.  Rippey  &  Co.,  Denver. 
FIVE  RCA  COLOR  TUBES 
FIVE  DIFFERENT  types  of  tri-color  TV 
picture  tubes  developed  by  RCA  will  be  an- 

nounced and  displayed  Tuesday  at  news  con- 
ference called  by  Dr.  E.  W  Engstrom,  vice 

president  in  charge  of  RCA  Labs,  for  11  a.m. 
at  RCA  exhibition  hall  in  New  York. 

ROBERT  DRESSLER  appointed  director  of 
research  and  development,  Chromatic  Tele- 

vision Labs,  Friday.  Associated  for  last  five 
years  with  TV  research  at  Paramount  Pictures 
Corp.,  half-owner  of  Chromatic  Labs,  Mr. Dressier  now  assumes  complete  technical  and 
administrative  responsibility  from  chromatic 
development  activities,  including  color  TV  sys- 

tem and  tubes,  theatre  TV,  and  projects  for  the 
armed  forces. 
FRANK  STANTON,  CBS  president,  will  be 
honored  at  dinner  in  New  York  Nov.  1,  for 
"distinguished  public  service  efforts  in  con- 

stantly providing  a  forum  on  the  great  CBS 
network  for  the  expression  of  the  American 
idea."  Joint  defense  appeal,  sponsor  of  event, 
is  fund-raising  arm  of  American  Jewish  Com- 

mittee and  Anti-Defamation  League  of  B'nai 
B'rith,  two  of  oldest  civic  and  protective 
agencies  in  U.  S.  Senator  Irving  M.  Ives  will 
also  be  honored. 
JOHN  MONSARRAT,  account  executive,  has 
been  elected  vice  president  of  Geyer,  Newell  & 
Ganger,  N.  Y. 
JERRY  GLYNN,  vice  president  and  Chicago 
manager  of  the  Walker  Co.,  has  resigned  to 
join  AM  Radio  Sales,  Chicago,  as  of  Nov.  5 
as  the  new  company's  Chicago  representative. The  group  represents  KIOA  Des  Moines,  WIND 
Chicago,  WLOL  Minneapolis  and  WMCA  New 
York. 
LEONARD  F.  CRAMER  has  joined  Crosley 
Division,  Avco  Mfg.  Corp.,  as  assistant  general 
manager,  John  W.  Craig,  Avco  vice  president 
and  general  manager  of  Crosley,  announced 
Friday.  Mr.  Cramer  had  been  with  the  Allen 
B.  DuMont  Labs  for  past  16  years,  most  re- 

cently as  executive  vice  president  and  director, 
resigned  his  position  late  in  the  summer  [B  • 
T,  Sept.  3].  He  will  assume  new  responsibili- ties with  Crosley  Nov.  15. 
EDWARD  P.  SHURICK,  market  research  coun- 

sel for  CBS  radio  division,  named  account  ex- 
ecutive in  CBS-TV  network  sales.  Successor 

as  CBS  radio's  market  research  counsel  not  yet designated. 
NEWTON  C.  CUNNINGHAM,  advertising, 
sales  promotion  manager  of  Owl  Drug  Co., 
subsidiary  of  Rexall  Drug  Co.,  to  N.  W.  Ayer 
&  Son  Philadelphia,  as  member  of  plans,  mer- chandising department. 
RICHARD  H.  HEHMAN  to  Pabst  Sales  Co., 
Chicago,  sales  division  of  Pabst  Brewing  Co., 
as  advertising  manager.  He  is  former  director 
of  creative  production  for  Kroger  Co.  He  also 
worked  as  merchandising  director  for  Camp- bell-Mithun  Agency,  Chicago. 

STEWART-WARNER  REPORT 
STEWART-WARNER  CORP.,  Chicago,  re- 

ported Saturday  net  earnings  of  $3,056,754  or 
$2.37  per  share  for  the  first  nine  months  of 
1951  on  sales  of  $73,781,084.  This  compares 
with  $54,739,447  for  the  same  period  in  1950. 
Net  profit  in  the  third  quarter  was  66  cents 
per  share,  contrasted  with  99  cents  for  the 
same  period  last  year,  because  of  higher  taxes 
and  a  production  stoppage  in  a  subsidiary 
plant,  Pres.  James  S.  Knowlson  said. 
MARFREE  BOARD  MEMBERS 
THREE  OFFICERS  of  Marfree  Adv.  Corp., 
N.  Y.,  elected  to  board  of  directors.  They  are 
Sheppard  Chartoc,  vice  president  in  charge 
of  Chicago  office;  Edward  A.  Story,  vice  presi- 

dent and  comptroller  and  Joseph  R.  Warner, 
vice  president  and  head  of  plans  board. 
BROADCASTING    •  Telecasting 



This  is  WLW-TELECITY 

BIGGEST  TV  Market  between  Chicago  and  Philadelphia 
...  over  a  million  families 

.  .  .  buying  income  over  $4  billion 

BEST  TV  Operation  in  the  area  by  any  standard  — 
.  .  .  studios .  talent  staff 

.  .  .  program  production  .  .  .  technical  equipment 

.  .  .  audience  ratings 

WLW 
-TELEVISION 

WLW-T    WLW-D  WLW-C 
Channel  4 

CINCINNATI 
Channel  5 
DAYTON 

Channel  3 
COLUMBUS 



FRAN  PETTAY,  disc  jockey, 

conducts  his  very  popular  "MUSIC 
HALL"  every  morning,  Monday 
through  Saturday. 

early  birds  listen  .  .  . 

early  birds  buy! 

THE  GREAT  VOICE 

of  the 
GREAT  LAKES 

WJ'Dew  ll^r 

.  .  .  and  reaches  users 
of  MENNEN  COMPANY 
products  at  a  most 

appropriate  time. 

Morning  radio  is  doing  a  tremendous  selling  job.  Two  WJR  clients 
found  this  to  be  especially  true  of  Fran  Pettay's  morning 
"Music  Hall."  From  only  6  spot  announcements,  the  Chap-Ans 
Company  received  over  6,000  requests  for  free  samples.  From  3 
announcements,  the  Kiplinger  Magazine,  "Changing  Times," 
received  2,903  requests  for  their  introductory  offer. 

These  results  leave  no  question  of  the  influence  of  morning  radio 
and  WJR's  ability  to  market  it  to  a  tremendous  audience. 
Get  the  most  for  your  money  in  the  Michigan-Great  Lakes  area. 
Use  WJR,  the  Great  Voice  of  the  Great  Lakes 
to  attract  new  customers  and  increase  your  sales. 

Remember  .  .  .  first  they  listen  .  .  .  then  they  buy! 
Represented  Nationally  by  Edward  Petry  &  Company 

FREE 
SPEECH MIKE Radio — America's  Greatest 

Advertising  Mediant 

WJR  Now  Celebrating  25  Years  of  Service  to  Home  and  Hatioi 
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WHO  SAID  NIGHTTIME 

RADIO  IS  DYING? 

IN^S^JT 

The  1951  Iowa  Radio  Audience  Survey*  proves 
conclusively  that  total  radio  listening  in  Iowa  is 

greatly  on  the  increase.  An  exact  comparison  with 
1949  (when  the  Survey  gathered  the  same  listening 
data  at  approximately  the  same  week  of  the  year) 
shows  that  Iowa  nighttime  listening,  for  example,  is  up 28.8%! 

Between  5  p.m.  and  8  p.m.,  the  Survey  found 
increased  listening  for  every  quarter  hour,  1951 
over  1949,  with  an  average  increase  of  28.8%  for 
each  of  these  twelve  important  quarter  hours! 
(The  hours  8  to  10  p.m.  were  covered  only  by 
the  1951  Survey.  It  found  a  remarkably  high 
average  of  62.9%  of  all  adults  listening  at  each 
quarter  hour!) 

For  the  average  quarter-hour  period  5  a.m.  to  8  p.m., 
the  Survey  found  a  14.4%  increase  in  listening,  1951 over  1949! 

When  you  project  these  increases  against  the  fact  that 
Iowa  also  has  more  families,  more  multiple-set  homes, 
and  more  car  radios  than  in  1949,  you  find  the  in- 

creased amount  of  radio  listening  is  even  greater  than 
the  average  percentages  shown  above. 
Clear-Channel,  50,000-watt  WHO  continues,  of  course, 
to  get  the  greater  share  of  Iowa's  increased  radio 
listening.  This  and  many  other  authentic,  up-to-date 
facts  about  radio  in  Iowa  are  thoroughly  documented 
in  the  1951  Iowa  Radio  Audience  Survey.  Write  for 
your  free  copy,  today! 

1949 

1951 

WIKI© 

+/©r  Iowa  PLUS  + 
Des  Moines  .  .  .  50,000  Watts 

P.  A.  Loyet,  Resident  Manager 

FREE  &  PETERS,  INC. 
National  Representatives 

*The  1951  Iowa  Radio  Audience  Sur- 
vey is  the  fourteenth  annual  study  of radio  listening  habits  in  Iowa.  It was  conducted  by  Dr.  F.  L.  Whan  of Wichita  University  and  his  staff.  It 

is  based  on  personal  interviews  during March  and  April,  1951,  with 9,180Iowa families— all  scientifically  selected  from Iowa's  cities,  towns,  villages  and farms,  to  present  a  true  and  accurate picture  of  the  radio  audience  in  Iowa. 



"Small  Talk"  is  a  sparkling-but-informal  interview  program  built 
around  tbe  engaging  personality  of  Mary  Snow  Ethridge. 
Nationally  famous  guests  and  interesting  personalities  from 
the  local  scene  give  the  show  a  smooth  combination  of  local  color  and 
sophistication.  Author  Merle  Miller  .  .  a  polio  patient  in  an  iron  lung  . 
actor  Todd  Andrews  .  .  the  Mayor  of  Louisville  and  his  five 
children  .  .  humorist  Ogden  Nash  .  .  a  circus  clown  .  . 
Governor  Lawrence  Wetherby  of  Kentucky  —  just  a  few  of  the 
fascinating  guests  seen  on  this  favorite  local  show. 

Serving  a  market  of  more  than  105,000  television  homes 

6:15-6:30  P.M. 

WHASTV 

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

REPRESENTED  NATIONALLY  BY  EDWARD  PETRY  AND  CO. ASSOCIATED  WITH  THE  COURIER-JOURNAL  &  LOUISVILLE  TIMES 



THAN  EVER  BEFORE 

•  1310  on  the  Detroit  dial  is  g-o-o-o-i-n-g  UP. 

Higher  than  ever  before,  WKMH  is  UP  58  more 

quarter  hours —  according  to  latest  Detroit  Pulse*. 

Yes  .  .  .  WKMH  shows  the  greatest  jump 

UP  of  any  Detroit  Market  Station. 

♦Detroit  Pulse:  July-August,  1951 

DETROIT  IS  LISTENING  TO 

WKMH 

5000  WATTS 

DAYTIME-IOOO  WATTS  NIGHTS 

IN     JACKSON,    MICHIGAN,    IT'S  WKHM 
1000  WATTS,  FULL  TIME  ...  970  ON   THE   DIA  L 

CONTACT    YOUR    HEADLEY-REED  REPRESENTATIVE 
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ablished  every  Monday,  53rd  and  54th  issues  (Yearbook  Numbers)  published  in  January  and  February  by  Broadcasting  Publications,  Inc.,  870  National  Press  Building Washington  4,  D.  C.    Entered  as  second  class  matter  March  14,  1933,  at  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 



Program: 

TELEVISION  FARMER 

Station: 

WGAL-TV LANCASTER,  PENNSYLVANIA 

Feature: 

TOBACCO  1952 

Tobacco  is  a  staple  crop  for  the  thousands  of 
farmers  in  the  Pennsylvania  counties  of  Lan- 

caster, Lebanon  and  York.  So,  WGAL-TV's 
cameramen  and  farm  specialists  get  an  expert, 

on-the-spot,  sound -recorded  interview  for  "Tele- 
vision Farmer."  Telecast  weekly,  this  farm  pro- 
gram belongs  to  its  viewers.  They  decided  its 

time.  They  select  the  program  content.  County 
Agricultural  Extension  Offices  and  the  Future 
Farmers  and  Future  Homemakers  of  America 

aid  in  program  planning.  Specialists  from  Penn- 

sylvania State  College  are  frequent  guests.  "Tele- 
vision Farmer"  is  but  one  of  WGAL-TV's 

continuing  public  service  programs. 

WGAL 

A  STEINMAN  STATION,  Clair  R.  McCollough,  President NBC 

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

STANLEY  PULVEE,  manager  of  TV  and 
chief  timebuyer,  Dancer-Fitzgerald-Sample, 
N.  Y.,  will  be  named  director  of  radio  and  tele- 

vision media  for  Lever  Brothers.  Anton  Bondi, 
assistant  media  director,  appointed  Lever's director  of  printed  media. 
HOW  FAR  SHOULD  FCC  go  on  matter  of 
patents  in  communications  field?  Under  active 
consideration  is  proposed  rule-making  proce- 

dure whereby  FCC  would  require  licensees 
to  supply  it  with  patent  data  in  connection 
with  approval  of  equipment  authorized  for 
installation.  Since  receivers,  in  fact,  are 
miniature  transmitters,  FCC's  authority  pre- 

sumably could  apply  both  directions  if  proce- 
dure is  ultimately  adopted. 

FOUR  A's  eastern  annual  conference  in  New York  this  week  will  be  asked  to  accept  number 
of  resolutions.  Among  those  expected:  That 
networks,  FCC  and  manufacturers  get  together 
on  one  single  electronic  compatible  color  TV 
system;  that  when  TV  networks  get  in  better 
financial  condition  they  be  asked  to  provide 
rehearsal  facilities,  etc.,  without  charge,  as 
in  radio. 

FINANCIAL  FOG  hovering  over  American 
Vitamin  Assoc.  lifted  slightly  last  week  as  firm 
got  outside  capital  to  subsidize  current  ex- 

penses. Source  not  revealed  but  not  believed 
to  be  drug  concerns  interested  in  buying  AVA. 
Company  will  limit  activities  to  taking  and 
filling  drug  store  orders  and  plans  no  advertis- 

ing. If  firm  makes  profit,  chances  are  Schwim- 
mer  &  Scott  will  regain  some  of  $290,000  lost 
on  billing  commitments. 
McCARRAN  Un-American  Activities  Com- 

mittee is  pondering  list  of  several  hundred 
names  gathered  from  various  sources.  Prob- 

lem is  what  to  do  with  them  since  apparently 
at  this  time  it  has  been  unable  to  determine 
which  might  be  regarded  as  "loyalty"  category. Names  include  those  of  radio  writers,  per- 

formers and  others  in  show  business  and  pub- lic life. 

FEW  DISSENTS  on  proposed  television  regu- 
lation code  have  been  heard  since  release  of 

document  Oct.  19  [B«T,  Oct.  22].  One  signifi- 
cant change  slated  to  be  considered  by  NARTB 

TV  Board  which  has  power  to  revise,  amend 
and  promulgate,  is  to  include  "cease  and  de- 

sist" provision  which,  if  not  compiled  with  by recalcitrant  station,  would  be  followed  by  ex- 
pulsion proceedings. 

FIRST  PRODUCTION  of  Ford  Foundation's 
Television-Radio  Workshop  reportedly  to  start 
Nov.  10  on  NBC-TV,  consisting  of  series  of 
dozen  or  more  half-hour  weekly  resumes  of 
activities  of  United  Nations  General  Assembly 
in  Paris.  Understood  to  be  scheduled  Satur- 

days, 7-7:30  p.m.  Workshop's  first  radio  pro- duction, half -hour  adult  education  series  called 
The  People  Act  and  originally  scheduled  to 
start  in  November  on  CBS  Radio  [B*T,  Aug. 

I    »  (Continued  on  page  6) 
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RADIO  SET  OUTPUT 
SHOWS  SHARP  INCREASE 
OUTPUT  of  home  radio  receivers  more  than 
doubled  from  August  to  September,  according 
to  Radio-Television  Mfrs.  Assn.  September 
report  for  entire  industry  shows  603,055  home 
radios  turned  out  in  the  five-week  month  com- 

pared to  295,587  sets  in  August  (four  weeks). 
TV  set  output  rose  from  146,705  in  August 

to  337,341  in  September.  Production  of  port- 
able radios  was  103,355  in  September  compared 

to  77,568  in  August.  Factories  turned  out 
393,836  auto  sets  in  September  compared  to 
190,252  in  August. 

Nine-month  production  of  home  radios  was 
5,133,033  sets,  according  to  RTMA,  with  3,- 
970,857  TV  sets,  1,096,770  portables  and  3,847,- 
675  auto  sets.  Radio  output  was  5%  below 
nine  months  of  1950  and  TV  output  was  down 
21%,  with  total  radio  receiver  production  for 
nine  months  of  10,077,478  sets.  Total  Septem- 

ber radio  output  was  1,100,246  sets. 
Radios  with  FM  facilities  were  estimated  at 

84,842  in  September,  with  another  15,803  TV 
sets  containing  FM  audio  circuits.  September 
and  nine-month  production  follow: 

TV Home  Radios Portables Auto  Sets 

Jan. 645,716 750,289 75,294 346,799 Feb. 679,319 764,679 79,859 437,779 .March 874,634 988,078 147,037 545,297 
April 469,157 619,651 150,494 542,021 

May 

339,132 581,557 164,171 603,534 June 326,547 346,135 228,454 
494,202 

July 

152,306 184,002 70,538 293,955 
146,705 295,587 77,568 190,252 

Sept". 

337,341 603,055 103,355 393,836 
Totals 3,970,857 5,133,033 1,096,770 3,847,675 
TV  A  INACTIVE  ON  MERGER 
TVA  Board  has  taken  no  action  in  regard  to 
proposed  merger  with  AFRA,  according  to 
Alex  McK.ee,  assistant  to  executive  secretary, 
and  every  delegate  to  national  convention — 
called  for  Dec.  7-9  in  New  York — will  act  as 
free  agent  when  question  is  raised  there.  Mem- 

bership meeting  of  TVA  in  New  York  Thurs- day discussed  convention,  procedures  to  be 
followed  there,  and  nominations  of  delegates, 
who  will  be  elected  by  mail  during  first  two 
weeks  of  November. 

TELEVISION  advertising  appropriations  are, 
on  the  whole,  additional  expenditures  and  not 
money  taken  from  other  media,  Magazine  Ad- 

vertising Bureau  said  following  analysis  of 
expenditures  of  TV  advertisers  in  other  media 
during  first  half  of  1950  and  1951. 
MAB  found  that  advertisers  spending  825,- 

000  or  more  in  network  television  during  first 
six  months  of  this  year  increased  their  pur- 

chase of  TV  time  294.0fv,  also  increased  use  of 
magazine  space  4.1  %  and  use  of  network  radio 
time  0.6%,  but  decreased  use  of  Sunday  sup- 

plements 5.3%- 
Of  163  network  TV  advertisers  in  Jan.-June 

1951,  136  used  magazines  (up  from  132  in  like 
period  of  1950);  83  used  Sunday  supplements 
(dowTi  from  90  year  before);  69  used  network 
radio  (down  from  71  in  1950). 
MAB  offered  following  table  comparing  e::- 

BUSINESS  BRIEFLY 
TEXCEL  SHOW  #  Industrial  Tape  Corp. 
(Texcel),  about  to  co-sponsor  Rocky  King  on 
DuMont  Network.  Show  partly  underwritten 
by  American  Chicle.  Tape  firm  handled  through 
Kenyon  &  Eckhardt,  N.  Y. 
SCHOOL'S  AGENCY  #  American  School, 
Chicago,  for  its  high  school  correspondence 
course,  names  Olian  Advertising,  same  city,  to 
handle  radio  and  television  network  advertis- 

ing.   Account  executive  is  M.  H.  Bronner. 
SHOE  ACCOUNT  MOVES  •  General  Retail 
Corp.,  Nashville,  division  of  General  Shoe 
Corp.,  names  Campbell-Ewald,  Chicago,  to  han- 

dle advertising  for  its  Men's  Division  and 
Flagg  Shoes.  Agency  vice  president  and  gen- 

eral manager,  E.  W.  Clements,  is  account  ex- ecutive.   Broadcast  media  are  used. 
JELSERT  APPOINTS  #  JelSert  Co.,  Chi- 

cago, appoints  Ruthrauff  &  Ryan,  same  city, 
to  handle  product  advertising  for  JelSert  Fla- 

vor-aid and  Makasyrup.  Account  executive  is Robert  Archer. 

RCA  SALES  SET  RECORD 
RECORD  VOLUME  in  sales  of  products  and 
services  of  RCA  and  subsidiaries  was  regis- 

tered during  first  nine  months  of  1951,  reach- 
ing total  of  §421,281,782  as  compared  to  $395,- 

741,391  for  same  period  last  year,  Brig.  Gen. 
David  Sarnoff,  RCA  board"  chairman,  an- nounced in  statement  released  today  (Mon- 

day). Increases  in  operations  costs  (8383,- 
429,941  compared  to  $336,408,754  in  first  nine 
months  of  1950)  brought  earnings  before  fed- 

eral income  taxes  to  837,851,841  as  against 
859,332,637  for  similar  1950  period.  Net  profit 
for  nine  months  totaled  S18, 356,841,  compared 
to  833,384,637  for  first  nine  last  year,  and 
earnings  per  share  on  common  stock  amounted 
to  81-15  compared  to  82.24.  For  quarter  ended 
September  30,  products  and  services  sold  totaled 
8118,948,849  as  against  8146,957,033  in  same 
1950  period  and  net  profit  was  82,653,480  as 
compared  to  812,422,994  in  same  quarter  of 
previous  year. 

penditures  first  half  1951  with  those  for  first 
half  1950  (included  are  all  advertisers  spend- 

ing 825,000  or  more  in  network  TV  during  first half  this  year): 

1st  6  mo       1st  6  mo  Percent 
1951  1950  Change 

Network  TV  8  51,409,273  8  13,049,741  +294.0 
Other  Media 
Magazines  81,984,454  78,774,646  +  4.1 Network 

Radio         76,064,156  75,647,932  -f  0.6 
Sunday  Sup- 

plements      18,275,486  19,305,162  —  5.3 
Total,  other 

media         8176,324,096  8173,727,740  +  1.5 
for  more  AT   DEADLINE   turn   page  ̂  
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Closed  Circuit 

ABC  NAMES  FRIENDLY 
TO  SUCCEED  THROWER 
FRED  M.  THROWER,  ABC  vice  president  in 
charge  of  television  sales,  announced  Friday 
he  had  resigned  and  Edwin  S.  Friendly  Jr., 
ABC  eastern  sales  manager  for  network  TV, 
was  designated  to  succeed  him  as  director of  television  sales. 

Mr.  Thrower  said  he  will  announce  plans 
when  he  returns  from  vacation  in  Florida. 
His  resignation  was  effective  immediately. 
Elevation  of  Mr.  Friendly  to  national  director 
of  TV  sales  announced  by  Alexander  Stronach, 
ABC  vice  president  for  television.  Mr. 
Friendly's  successor  as  network  TV  eastern sales  manager  will  be  named  later. 

President  Robert  E.  Kintner,  asserting  that 
"it  was  with  great  reluctance  that  I  accepted 
Mr.  Thrower's  resignation,"  noted  that  ABC's TV  volume  had  grown  from  $1.2  million  to 
over  $12  million  during  Mr.  Thrower's  tenure as  TV  sales  vice  president,  and  said  this  ex- 

pansion was  due  largely  to  his  efforts.  Mr. 
Friendly  joined  ABC-TV  sales  department 
in  April  1950  as  account  executive  after  serv- 

ing as  radio  and  television  director  for  Al 
Paul  Lefton  Agency  since  mid-1948.  He  also 
is  former  timebuyer  and  radio  account  execu- tive of  BBDO. 
TV  COSTLY  FOR  LOCAL 
ADVERTISERS,  SAYS  RYAN 
RADIO  has  nothing  to  fear  in  foreseeable 
future  from  television's  impact  on  local  busi- ness, William  B.  Ryan,  Broadcast  Advertising 
Bureau  president,  told  sales  clinic  Friday 
afternoon  at  NARTB  District  6  meeting  in 
New  Orleans  (early  story  page  58-D). 

Mr.  Ryan  said  TV's  rate  structure  is  pric- ing itself  out  of  local  field. 
Series  of  resolutions  adopted  by  District  6 

condemned  attempts  to  depreciate  radio 
medium  and  undermine  its  economic  stability; 
opposed  Benton  legislation;  commended  Presi- 

dent Harold  E.  Fellows,  Chairman  of  Board 
Justin  Miller,  Board  of  Directors  and  staff; 
endorsed  work  of  BAB  along  with  President 
Ryan  and  Lee  Hart;  approved  BMI  clinics; 
commended  regime  of  District  6  director, 
Harold  Wheelahan,  WSMB  New  Orleans. 

Richard  P.  Doherty,  employe-employer  re- 
lations director,  was  main  speaker  at  morning 

session.    BAB  program  occupied  afternoon. 
FCC  ISSUES  NEW  RULES 
COVERING  NARBA  CONFLICTS 
RULES  governing  treatment  of  applications 
for  AM  stations  in  conflict  with  terms  of  North 
American  Regional  Broadcasting  Agreement 
were  announced  by  FCC  Friday. 

Where  application  conflicts  with  NARBA 
assignments  of  other  signatory  countries,  FCC 
will  not  make  grant. 
Where  application  conflicts  with  existing 

stations  on  assignments  to  non-signatory 
countries  (Mexico  and  Haiti),  FCC  will  not 
make  grant. 
NARBA  agreement,  reached  November  1950, 

has  not  yet  been  ratified  by  U.  S.  Senate. 
New  policy  is  effective  immediately. 
Comrs.  Coy,  Hyde,  Jones  and  Hennock  took 

action;  Comr.  Sterling  dissented  on  grounds 
it  is  unfair  to  hold  up  applications  that  com- 

ply with  old  treaty  "for  the  indefinite  period of  time  which  may  be  involved." 
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In  this  Issue- Radio  and  television  brought  to  grips 
with  hard  facts  of  defense  economy  as 
Washington  actions  and  announce- ments evoke  recollections  of  World 
War  II.    Page  23. 

It's  jingle  bells  on  radio  cash  registers  as Christmas  business  booms.    Page  23. 
Three  stations  will  leave  Edward  Petry 

Co.  to  be  represented  by  Henry 
Christal,  and  there  are  other  shuffles 
in  affiliations  with  national  representa- 

tives.   Page  25. 
Young  &  Rubicam's  executive  vice  presi- dent says  lack  of  comparable  research 
among  media  is  headache  to  agencies 
and  advertisers.    Page  26. 

A  Miami  lumber  company  gets  20  times 
the  pull  from  radio  as  from  printed advertising.    Page  46. 

Local  IBEW  submits  contract  demands 
that  St.  Louis  stations  call  fantastic. 
Page  27. 

How  to  buy  spots  intelligently  and  fast — 
a  system  explained  by  the  Foley  agen- 

cy, Philadelphia.    Page  58-A. Sen.  Benton  reminds  Senate  he  will  re- 
new his  campaign  for  high-power  ra- 

dio-TV advisory  board  when  Congress 
reconvenes  next  January.    Page  63. 

Republic  Pictures  probably  will  appeal 
injunction  granted  Roy  Rogers  against 
Republic's  release  of  his  pictures  to TV.    Page  63. 

Gross  radio  network  billings  this  year 
slip  below  those  of  1950,  but  TV  net- work business  is  four  times  what  it 
was  last  year.    Page  38. 

Some  telecasters  are  worrying  about 
commercial  restrictions  in  new  TV 
code,  and  other  questions  of  interpre- tation arise.    Page  6U. 

National  Radio  and  Television  Week  is 
on.    Page  32. 

Fairfax  Cone  says  radio  and  television 
commercials  have  gone  stale.   Page  29. 

President  signs  bill  giving  him  power  to 
seize  radio  communications  in  emer- 

gency.   Page  30. 
Technical  TV  advances  reported  in  Chi- 

cago electronics  conference.   Page  70. 
Adrian  Murphy,  president  of  CBS  Labs, 

says  that  although  commercial  color 
TV  is  "temporarily  in  limbo,"  he  hopes other  color  uses  for  military  and  in- 

dustrial purposes  will  go  on.   Page  68. 

Upcoming 
Oct.  28-Nov.  3:  National  Radio  and  Tele- vision Week. 
Oct.  30:  BMI  Program  Clinic,  Skirvin  Hotel, Oklahoma  City. 
Oct.  31:  BMI  Program  Clinic,  Broadview 

Hotel,  Wichita,  Kan. 
Nov.  1 :  RTMA  Transmitter  Division  Panel 

Meeting,  Wardman  Park  Hotel,  Wash- 
ington. 

Nov.  2:  BMI  Program  Clinic,  Utah  Hotel, Salt  Lake  City. 
Nov.  2-3:  Florida  Assn.  of  Broadcasters, 

mid-year    meeting,    Soreno    Hotel,  St. Petersburg. 
Nov.  2-3:  Michigan  Assn.  of  Broadcasters, 

Fort  Shelby  Hotel,  Detroit. 
(Other  Upcomings,  page  32) 

(Continued  from  page  5) 

13],  now  postponed  to  January,  still  on  CBS 
Radio  (Sundays,  10:30-11  p.m.) 
CHROMATIC  TELEVISION  LABS  may  hold 
further  demonstrations  of  its  new  tri-coloj Lawrence-Paramount  TV  tube  within  anothe 
three  weeks.  Company  reportedly  has  founJ 
several  "new"  uses  for  it. 
CBS  quite  excited  over  Lawrence  tri-color  tuba 
It's  understood  that  Dr.  Peter  Goldmark,  CBS 
vice  president  in  charge  of  research,  has  begun 
intensive  laboratory  experiments,  with  CBS 
field  sequential  system,  with  encouraging  re 
suits. 
NOW  THAT  CONGRESS  has  afforded  excesJ 
profits  tax  relief  for  television  broadcasters 
[B»T,  Oct.  22]  and  President  has  signed  new 
tax  measure,  one  job  remains  to  be  done  ann 
will  be  handled  this  week.  That  is  writing 
of  precise  regulations  to  implement  legislation 
Conference  is  scheduled  with  the  Treasury  De 
partment  and  Internal  Revenue  Bureau  this 
week.  Relief  granted  nation's  telecasters  ma amount  to  about  12  million  to  15  million  pei 

year. 
LEVER  BROTHERS,  N.  Y.,  through  Ruth 
rauff  &  Ryan,  N.  Y.,  expected  to  sponsor  its 
radio  portion  of  Arthur  Godfrey,  10-10:15  a.m 
on  simulcast  starting  Jan.  7.  Meanwhile  CBS 
TV  understood  offering  remainder  of  Godfre 
morning  show  (heard  10-11:30  a.m.)  to  othei clients  for  simulcast  sponsorship. 

ONE  OF  "casualties"  of  Mobilization  Chiei 
Wilson's  stoppage  of  TV  color  was  FCC  Com missioner  George  E.  Sterling.  He  was  in 
throes  of  writing  speech  for  delivery  late  this 
month  on  color  development  when  order  came through. 

SOME  NBC-TV  affiliates  enjoyed  privat< 
chuckle  last  week.  It  had  been  agreed  thai 
Oct.  19  Chicago  session  of  affiliates,  at  which 
demands  for  revision  and  improvement  of 
affiliation  arrangements  were  worked  up,  would 
be  super-secret.  When  story  [B*T,  Oct.  22, 
Page  63]  appeared  in  full  splendor,  affiliates 
group  quickly  teletyped  report  to  NBC. 
SIGNS  that  National  Radio  &  Television  Weej 
(Oct.  28-Nov.  3)  may  be  discarded  in  favor  o Voice  of  Democracy  Contest,  originally  on 
minor  phase  of  industry's  week  but  now  anioni nation's  major  promotional  events. 
PRICE  CEILINGS  IN  WORKS 
FOR  RADIO,  TV  RECEIVERS 
DOLLAR-AND-CENTS  price  ceilings  for  radi 
and  TV  sets  are  in  works.    Last  week  sulf| 
committee  of  OPS  Radio-TV  Set  Manufacture! 
Industry  Advisory  Committee  met  with  pricin 
officials  to  work  out  method  of  tailored  regu 
lations   [B*T,  Oct.  22].     Major  concern 
manufacturers  was  automatic  adjustment  fa 
tor.    If  that  can  be  worked  out,  subcommitt 
agreed,  "modified  freeze"  technique  could used  to  set  ceiling  prices. 

Under  this  method,  recent  base  period,  usin 
highest  price  at  which  radio  and  TV  sets  we 
sold,  would  be  adopted.  At  present  radio-T manufacturers  work  out  ceiling  prices 
formula  basis.  Members  of  subcommittee  a 
Ernest  Bareuther,  Philco;  George  Bryan 
RCA  Victor;  A.  E.  Chapman,  Sylvania;  Joh 
R.  Grayson,  Magnavox;  Arnold .  Nelson,  Aa miral;  A.  Vogel,  Emerson. 

for  more  AT  DEADLINE  see  page  98 
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E"! New  Orleans'  Favorite  Noontime  Show 

Is  Setting  New  "Highs"  For  Sponsors! 

•  Ninety  minutes  of  music  (live  and  recorded), 
mirth  and  merriment  by  New  Orleans'  top 
radio  personalities.  It's  the  "Perfect  Com- 

bination" ...  for  Spot  Participation! 

•  Write,  Wire 
or  Phone  Your 
JOHN  BLAIR  Man! 
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JUST  READ  WHAT 
THESE  INDEPENDENT 
THINKERS  SAY: 

INDEPENDENT  RADIO  GIVES 

WHAT  THE  HOME 

as 

loiV  past  «
o  years..- 

and  still  ate. 

St.  Louis,  MO.. 

■ 

ToaadioS^JMO
. 

v;,e  &  Mfg-  Co.. 

FOLKS  LIKE 

ANOTHER  REASON  WHY 

INDEPENDENT  RADIO  PAYS  OFF  FOR  ADVERTISERS 

In  one  city,  folks  prefer  hill-billy  ...  in  another,  the  choice  is  long-hair.  Inde- 

pendent Radio  programming  caters  to  "home  town"  tastes  .  .  .  gives  the  folks 
just  what  they  like  .  .  .  not  whatever  the  network  happens  to  supply.  Result: 
Independent  Radio  builds  listener  loyalty  .  .  .  which,  in  turn,  becomes  product 
loyalty  for  Independent  advertisers.  It  will  pay  you  to  schedule  the  leading 
Independent  Radio  Stations.  Write  to  any  AIMS  station  for  all  the  facts. 

THESE  ARE  THE  LEADING  INDEPENDENT  RADIO  STATIONS: 
WCUE 
WBMD 
WBNY 
WJMO 
KMYR 
KCBC 
WIKY 
WCCC 
WXLW 
WJXN 
KLMS 
WKYW 
WHHM 

—Akron,  Ohio 
—Baltimore,  Maryland 
-Buffalo,  New  York 
—Cleveland,  Ohio 
—Denver,  Colorado 
— Des  Moines,  Iowa 
— Evansville,  Indiana 
—Hartford,  Connecticut 
—Indianapolis,  Indiana 
—Jackson,  Mississippi 
—Lincoln,  Nebraska 
—Louisville,  Kentucky 
—Memphis,  Tennessee 

WMIE  ■ WMIL WKDA 
WWSW 
KXL WHIM 
WXGI 
KSTL 
WMIN 
KNAK 
KITE 

-Miami,  Florida 
-Milwaukee,  Wisconsin 
-Nashville,  Tennessee 
-Pittsburgh,  Pennsylvania -Portland,  Oregon 
-Providence,  Rhode  Island 
-Richmond,  Virginia 
-St.  Louis,  Missouri 
-Minneapolis — St.  Paul -Salt  Lake  City,  Utah 
-San  Antonio,  Texas 

KSON  —San  Diego,  California 
KYA    —San  Francisco,  California 
KING  —Seattle,  Washington 
KREM  —Spokane,  Washington 
WACE  —Springfield,  Massachusetts 
KSTN   —Stockton,  California 
WOLF  -Syracuse,  New  York 
KFMJ  -Tulsa,  Oklahoma 
WNEB  —Worcester,  Massachusetts 
WBBW-Youngstown,  Ohio 

They  are  all  members  of  AIMS— Association  of  Independent  Metropolitan  Stations— each 
the  outstanding  independent  station  in  a  city. 

Aim  for  BULL'S-EYE  results. ..with  the  AIMS  GROUP 

ROADCASTING    •  Telecasting October  29,  1951    •    Page  9 



v
m
 

living 

REPRESENTED  B  Y  772/ 

Page  10     •     October  29,  1951 

INC. 

WILLIAM  E.  HABERMAN,  partner  L.  C.  Cole  Co.,  S.  F.,  becomd^ sole  owner  of  firm  effective  Nov.  1.    Mr.  Haberman  succeeds  L.  C 
COLE,  who  founded  agency  in  1931.    Mr.  Cole  resigned  to  becom 

director  of  sales  for  National  Motor  Bearing  Co.,  Redwood  City,  CaliJ 
Agency's  name,  key  personnel,  and  accounts  served  will  remain  the  sami 

GERALD  W.  TASKER,  head  of  research  department,  Cunningham  J 
Walsh,  N.  Y.  elected  vice  president. 

TED  SMITH  rejoins  J.  Walter  Thompson  Co.,  N.  Y.,  as  production  supeJ 
visor  under  GEORGE  GLADDEN.  Mr.  Smith  left  post  as  head  of  motio1 picture  department  in  Hollywood  office  of  agency  five  years  ago  because of  ill  health. 

HAMILTON  STEVENSON,  partner  McCarthy-Stevenson,  Oakland,  ad" vertising  art  service,  to  Hoefer,  Dieterich  &  Brown  Inc.,  S.  F.,  as  produc, tion  manager. 

on  all  accounts 

MEDIA  director  at  MacFar- land,  Aveyard  &  Co.,  Chicago, 
Betsy  Tyroler  has  the  dis- 

tinction of  being  "sold"  on  adver- tising while  horseback-riding.  An 
enthusiastic  equestrienne  when  she 
had  considerably  more  leisure 
time,  Miss  Tyroler  was  chatting  be- tween canters  with  a  vice  president 
of  Swift  &  Co.  who  advised  a 
future  career  for  her  in  advertis- 

ing rather  than  banking. 
She  left  Chicago's  City  National Bank     and  joined 

McCann-Erickson  in 
1940    as    a  junior 
stenographer.  Be- fore she  left  three 
years  later  she  had taken  charge  of  the 
Minneapolis  desk 
(Pillsbury  Mills) 
and  worked  as  an 
account  assistant  on Pillsbury,  Maytag, 
Ford  Motor,  Stand- ard  Oil  of  Indiana 
and  National  Dairy 
Council.    At  Comp- ton   Advertising  in 
1943,  she  worked  as 
assistant    to  the 
manager  and 
learned  how  to  buy 
time    by  studying 
with   an   accomplished  timebuyer 
at  nights  in  order  to  gain  a  speci- 

alty.   Since  then,  she  has  tried  to maintain  an  even  balance  between 
specialization  and  handling  over- 

all operations. 
Now,  as  media  director  at  Mac- 

Farland,  Aveyard  &  Co.  she  offi- 
cially  heads   the   media   and  re- 

Miss  TYROLER 

search  departments,  both  of-  whic she  has  reorganized  since  joinin 
the  agency  in  April.  Also,  becaus 
of  her  previous  experience,  she 
able  to  double  when  necessary  ii 
account  work,  writing,  creativ 
presentations,  space  and  time  buy 
ing  and  client  contact.  Her  majo 
radio-TV  accounts  now  are  Zenitl 
Radio  Corp.  and  Drewry's  ale  am beer. 

During  her  12  years  in  advertis 
ing,  Miss  Tyroler  has  been  medi: 

director  and  accoun 
executive  at  Jin 
Duffy  Co.;  accoun executive  at  Burtoit  ., 
Browne;  assistant 
to  the  president  anc account  executive  a 
John  W.  Shaw,  an< 
as  a  member  of  th 
plans  board  (re 
search,  merchandis 
ing,  plans)  at  Le Vally  Inc. 

The  only  membei 
of  her  family  in  ad vertis  ing,  M 

Tyroler  is  a  native 
Chicagoan.   She  at' tended   Hyde  Park 
High    School    a  n Northwestern  U 
where    she  concen- trated on  advertising  and  busines 

courses.    She  has  her  own  apart 
ment  near  north  on  Lake  Shorp 
Drive,  "hides  out"  at  the  Actor 
Club  when  she  wants  to  solve  ajf-F 
client's  problem  after  office  hours 
and    plays    golf  occasionally 

(Continued  on  page  18) 
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a| .  R.  LASH,  agricultural  technician  on  Swift  &  Co.  account  Needham, 
ouis  &  Brorby,  Chicago,  transfers  to  research  department,  planning 
irm  market  advertising  for  all  products. 

-^DWARD  C.  ROHRS  appointed  to  creative  staff  Price,  Robinson  & 
rank  Inc.,  Chicago.  Mr.  Rohrs  was  with  Leo  Burnett  Co.  and  Grant 
dvertising  Inc.,  both  Chicago. 

UCHANNAN  &  Co.,  Chicago,  moves  to  new  and  larger  quarters  at  333 
orth  Michigan  Ave.  New  telephone  number  is  ANdover  3-6611. 
OBERT  E.  POTTER,  vice  president  of  company,  is  in  charge  of  Chicago 
ffice. 

OBERT  SIMPSON,  executive  TV  producer  Geyer,  Newell  &  Ganger, 
N.  Y.,  to  Erwin,  Wasey  &  Co.,  N.  Y.,  as  director  of  TV 
production. 

rlr.  Simpson 

DONALD  S.  BRIESE  named  account  executive  Ed- 
wards Agency,  L.  A.  He  was  advertising  manager 

Enterprise  Engine  &  Machinery  Co.  and  General  Metals 
Corp. 

JOHN  D.  HELD,  senior  director  WATV(TV)  Newark, 
N.  J.,  to  radio-TV  department  Ketchum,  MacLeod  & 
Grove,  Pittsburgh. 

ILL  HOLMES,  NBC  San  Francisco,  to  Atherton  Agency,  L.  A.,  as  copy 
nd  media  director. 

EE  WHITE,  BBDO,  N.  Y.,  to  Biow  Co.,  N.  Y.,  as  account  executive  on 
rocter  &  Gamble  account. 

ENNETH  E.  NELSON,  promotion  manager  McGraw-Hill  Publications, 
(few  York,  appointed  account  manager  G.  M.  Basford  Co.,  New  York. 

'AT  TRIMBLE,  Albert  Drennan  Adv.,  S.  F.,  to  production  department j.  ussell,  Harris  &  Wood,  S.  F. 
m  o 
J|  YBIL  RICKLESS,  women's  editor  WERC  Erie,  Pennsylvania,  to  public ;lations  department,  New  York  office  of  Grant  Advertising  Inc.  She 

ill  work  on  radio  and  TV  publicity  for  Florist's  Telegraph  Delivery ssociation. 

ARL  PEDERSEN,  production  manager  Cosby 
)  active  duty  in  Army  as  captain. 

Cooper,  S.  F.,  called 

EAN  BROWN,  Kenyon  &  Eckhardt,  N.  Y.,  to  new  post  of  copy  chief, 
isher  &  Rudge,  same  city. 

ALDEN  (Bud)  STITT,  to  Chicago  sales  staff  of  John  E.  Pearson  Co.; 
:ation  representative.   He  leaves  KXXX  Colby,  Kan. 

:: 
ac 
is 
til 

i    RNOLD  KIRSCHNER,  Theo  H.  Segal  Adv.  Agency,  S.  F.,  to  production 
ipartment  BBDO,  S.  F. 

AVID  S.  HOGMER,  director  of  space  and  media  Duane  Jones  Co. 
Y.,  to  Grey  Adv.,  that  city,  in  same  capacity. 

.  J.  McKILLOP,  Kelley-Clarke  Co.,  S.  F.,  to  Gilman,  Nicoll  &  Ruthman, F. 

OBERT  BLACK,  assistant  radio-TV  director  Dan  B.  Miner  Co.,  Los 
ngeles  and  Yvonne  Findling,  married  Oct.  20  in  Riverside,  Calif. 

Obviously 

OUTSTANDING •  •  • 

Clockwise,  starting  at  top:  CHUCK  BARN  HART.  Program  Director:  BROOKS 
WATSON,  News  Director:  EMIL  BILL.  Farm  Editor:  PHIL  GIBSON,  Local 
News  Editor;  MILTON  BUDD.  Staff  Personality;  WAYNE  WEST.  Staff  Per- 

sonality; FLORENCE  LUEDEKE,  Women's  Director;  JACK  QUINN,  Sportscaster. 

WMBD 

Rich 

Dominates 

Peoriarea 

the 

Market 

Skillful  programming  with  widely  popular  local  personalities 
helps  maintain  WMBD's  dominant  position  in  Peoriarea  radio. 
Throughout  the  broadcasting  day  and  night,  these  and  other 
familiar  voices  receive  a  warm-hearted  welcome  in  more  Peor- 

iarea radio  homes  than  the  next  two  stations  COMBINED! 

These  featured  stars  are,  of  course,  only  a  part  of  WMBD's 
complete  well-balanced  staff  of  over  56  radio  personnel.  WMBD 
leads  not  only  in  share  of  the  audience,  but  also  in  staff  size 
and  facilities — the  largest  and  finest  in  downstate  Illinois. 

CHARLES  C.  CALEY,  Vice  President  and General  Manager 
DON  D.  KYNASTON,  Director  of  Sales 

Peters 

m$BM  peoria 

Heart  ol  Illinois    ■  5000  Watts 
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ISN'T  SATISFIED  . . . 
with  just  doing  a  good  job! 
He  expects,  and  gets,  extraordinary 
results  for  advertisers.  Maybe 
it's  bcause  Bill  is  a  Hoosier 
himself.  .  .  .  Anyway,  Bill  sells — 
whether  it's  aspirin  or  cars  .  .  . 
6:30  or  8:00!    He's  a  very  important reason  why  .  .  . 
SALES  are  UP  in  Indianapolis! 

The  Station  that  never  out-promises 
.  .  .  BUT  ALWAYS  OUT-PERFORMS 

WHOT  -  South  Bend 
WANE  -  ForrWoyn* 
WHBU-  Anderson 

I  N  D 

KC.  '  \^.r\ 
Represented  Nationally  by  The  BOLLING  COMPANY 

Spot 
LOUIS  L.  LIBBY,  N.  Y.  (pre-cooked  frosted  seafoods  &  chicken 

launching  13-week  campaign  in  five  east-coast  markets  in  bot 
radio  and  TV  on  participating  sponsorship  basis.  Length  of  coij 

tract  and  number  of  markets  may  be  increased  depending  on  result, 
Agency:  Hicks  &  Greist  Inc.,  N.  Y. 
POULTRY  PRODUCERS  of  Central  California  (packer  of  Nulaid  Eggs 
launching  three  month  campaign  using  TV  and  featuring  consume 
service  and  advice  on  use  of  Nulaid  Eggs.  Agency:  Botsford,  Constaf 
tine  &  Gardner,  S.  F. 
VELVET  TIP  BOBBY  PINS,  N.  Y.,  preparing  radio  spot  campaign  in  3 
top  markets  beginning  after  first  of  year.  Agency:  Hershell  Deutsc 
Agency,  N.  Y. 

A/ at w oik  •  •  • 

GREEN  GIANT  Co.,  Le  Sueur,  Minn.,  (Green  Giant  Peas,  Niblets  Corn; 
Oct.  30  starts  sponsorship  of  Edward  R.  Murrow  News  on  11  Columbi 
Pacific  stations  in  California,  Oregon  and  Washington,  Tues.,  Thurs 
5-5:15  p.m.  (PST).    Contract  for  26  weeks.    Agency:  Leo  Burnett 
Co.,  Chicago. 
MAIL  POUCH  TOBACCO  Co.,  Wheeling,  W.  Va.  (Kentucky  Club  Smok 
ing  Tobacco),  beginning  sponsorship  of  Sportscaster  Al  Heifer's  five 
minute  broadcasts  before  and  after  each  "Game  of  the  Week,"  Satur 
days  over  MBS,  2:50-2:55  p.m.   Agency:  Charles  W.  Hoyt  Inc.,  N.  Y 
JOHNS-MANVILLE,  N.  Y.,  will  sponsor  half-hour  daytime  program 
Fair  Meadows  U.S.A.,  starting  Nov.  4  on  NBC-TV,  Sun.,  3-3:30  p.m 
Agency:  J.  Walter  Thompson  Co.,  N.  Y. 

■Qgencij  -Oppolntmenti 
ORCHIDS  UNLIMITED,  S.  F.  (marketers  of  imported  orchid  plants) 
appoints  Richard  N.  Meltzer  Adv.,  S.  F.,  to  handle  advertising.  Radict 
spots  will  be  used  nationally 
WALTON  BAKING  Co.,  Toledo,  Ohio,  appoints  Ruse  &  Urban  Inc. 
Detroit,  to  handle  advertising.  Radio  will  be  used. 
SPERRY  Div.,  of  GENERAL  MILLS,  Minneapolis,  appoints  Dance^ 
Fitzgerald-McDougal,  S.  F.,  to  handle  advertising,  effective  Jan.  1. 
McCORMICK  &  Co.,  Baltimore  (Bee  Brand  Insecticides  and  Hy-Gro  Plant, 
Food),  appoints  Cecil  &  Presbrey  Inc.,  N.  Y.,  to  handle  advertising. 
JOE  BONOMO  CULTURE  INSTITUTE,  N.  Y.,  appoints  R.  T.  O'Connefi Co.,  N.  Y.,  to  handle  radio  and  TV  advertising. 
OKLAHOMA  CITY  ASSN.  of  INSURANCE  AGENTS,  Oklahoma  Cit4 
appoints  Erwin,  Wasey  &  Co.,  Oklahoma  City,  to  handle  advertising, Radio  and  TV  will  be  used.  NORMAN  HALL  is  account  executive. 
ANATOLE  ROBBINS  Inc.,  L.  A.  (cosmetics),  appoints  Hutchinson-Had- 
lock  Co.,  Hollywood,  to  handle  national  advertising.    Spot  radio-TV  will 

a  • 

GEORGE  T.  LABODA,  in  charge  of  advertising  research  in  market 
research  department,  Colgate-Palmolive-Peet  Co.,  N.  Y.,  appointed  as- 

sistant to  director  of  radio  and  TV  for  company. 

HAROLD  C.  KAVALARIS,  grocery  products  sales  promotion  depart- 
ment, Sperry  Div.  on  West  Coast,  General  Mills,  appointed  grocery; 

products  sales  promotion  manager  for  General  Mills.  RICHARD  N.l 
CONFOR,  staff  assistant,  grocery  products  promotion  department,  suc- 

ceeds Mr.  Kavalaris. 
ROBERT  P.  BRECKENRIDGE,  director  of  advertising  Gemex  Corp., 
Union,  N.  J.,  to  Harriet  Hubbard  Ayer  Inc.,  N.  Y.  (toilet  preparations), 
as  advertising  and  sales  promotion  manager. 
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gets  the  added  audience  created 

by  the  addition  of  these 

top-rated  NBC  programs. 
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Needle! 

the  latest  news  of  sales  and 

program  developments  from  the 

ASSOCIATED  PROGRAM  SERVICE 

Tremendous  size  of  retail  businesses  is  highlighted  by 
recently  released  list  of  nation's  100  leading  retailers. 

^Here  are  some  leaders:  Food  Chains:  A  &  P,  with  annual 
volume  of  $3,180,000,000,  tops  all  retailers  in  every  cate- 

gory .  .  .  Safeway  Stores  show  1950  sales  of  $1,100,000,000 
.  .  .  other  food  leaders  are  Kroger— $860,000,000  .  .  .  Amer- 

ican Stores— $470,000,000. 
Variety  Chains:  Woolworth— $632,000,000  .  .  .  Kresge— 

$295,000,000  .  .  .  Grant— $250,000,000.  Mail  Order:  Sears— 
$2,561,000,000  .  .  .  Montgomery  Ward— $1,170,000,000  .  .  . 
Spiegel— $144,000,000. 
Department  Stores:  J.  C.  Penney— $950,000,000  .  .  . 

Allied  Stores— $440,000,000  .  .  .  May  Dept.  Stores— $417,- 
000,000  .  .  .  Federated  Stores— $389,000,000  .  .  .  Macy's— 
$321,000,000  .  .  .  Gimbel  Bros.— $291,000,000  .  .  .  Marshall 
Field— $223,000,000. 

Despite  this  great  volume,  retailer  profit  margins  on 
sales  dropped  considerably — from  3.0  to  2.4%.  To  radio- 

men this  is  a  signal  to  redouble  efforts  in  the  large  retailer 
field.  Obviously  the  newspaper  isn't  solving  the  retailers' 
problem,  and  increasing  space  rates  plus  higher  produc- 

tion costs  are  getting  to  be  a  real  headache.  Radio's  low 
cost,  easy  preparation,  broader  coverage — all  mean  more today. 

From  far-away  Trinidad,  home  of  an  APS  subscriber, 
(Trinidad  Broadcasting  Co.,  Ltd.)  comes  this  word:  "You 
people  at  Associated  are  again  way  out  ahead  of  the  com- 

petition! We  have  just  received  the  promotion  material 
on  the  Christmas  shopping  jingles  and  its  arrival  couldn't have  been  more  timely,  since  a  number  of  clients  have 
recently  approached  us  with  just  this  idea  in  mind." 

These  special  libraries — priced  from  $19.50  to  $47.50 
have  revolutionized  transcription  service.  Dozens  of  these 
small  units  are  en  route  to  stations  across  the  nation  today 
and  orders  keep  pouring  in.  One  group  of  seven  stations 
rushed  order  for  seven  Commercial  Libraries,  will  be  deep 
into  uniform  sales  training  project  based  on  APS  tran- 

scribed sales  meetings  within  a  few  weeks.  Two  new  special 
libraries  are  now  available:  CONCERT — a  lavish  one! — 
at  $32.50  per  month  and  NOVELTY  (including  hillbilly 
and  band)  at  only  $19.50.  If  you  don't  have  details,  search vour  desk  for  the  blue  APS  folder  with  the  red  disc — 
or  wire  or  telephone  us  today!  You  can  save  a  cool  $500 
without  missing  a  note  of  music — so  why  delay? 

ASSOCIATED    PROGRAM  SERVICE 
151  W.  46th  Street,  New  York 

Plaza  7-7710 
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open  mike  \ 
3L 

Bulb  Snatcher 
EDITOR: 

It  occurred  to  us  you  might  be 
interested  in  our  experience  with 
[names  of  advertising  company 
and  its  manager  deleted].  We  ac- 

cepted his  tulip  business  in  good 
faith  on  the  promise  of  receiving 
a  check  for  our  one-hour  rate  in 
return  for  12  five-minute  broad- casts. 

Not  only  did  we  have  trouble 
getting  the  check  that  required  sev- eral letters  and  telegrams,  but,  to 
date,  a  month  after  running  the 
offer,  it  appears  no  one  has  re- ceived their  tulips  and  we  have 
received  numerous  complaints.  We 
are  extremely  dissatisfied,  and  it  is 
the  last  time  we'll  be  doing  busi- ness with  [company  name  deleted] 
on  any  kind  of  a  P.I.  deal.  .  .  . 

Elmer  Hanson 
General  Manager 
KNOX  Grand  Forks,  N.  D. 

TEDITOR'S  NOTE:  Names  above  are deleted  on  advice  of  counsel,  but  the editors  have  had  similar  reports  about this  company  and  its  habits  from  other 
stations  which,  like  Mr.  Hanson's, agreed  to  take  the  business  at  reduced rates  and  wound  up  wishing  they  had stuck  to  the  rate  card  and  to  respon- sible advertisers  that  will  honor  it.] 

Disassociated 
EDITOR: 

In  the  [Oct.  15]  issue  of  your 
excellent  magazine,  on  page  5,  un- 

der the  column  titled  Closed  Cir- 
cuit, there  is  an  error  made  either 

by  your  reporter  or  by  our  good friend  Harold  Fellows  at  a  recent 
district  meeting.  I  refer  to  that 
paragraph  that  concerns  Harold 
Fellows'  plea  that  "Associated  Mu- sic Publishers  Inc.  be  not  penalized 
because  its  owner  Senator  William 
Benton  is  author  of  legislation 
which  would  hobble  etc.,  etc." 

Since  Aug.  1,  1947,  Associated 
Music  Publishers  Inc.  has  been  a 
wholly-owned  subsidiary  of  Broad- cast Music  Inc.  Senator  Benton 
has  no  stock  in  the  company  what- 

soever. Prior  to  Aug.  1,  1947,  Sen- 
ator Benton  owned  Muzak  Corp.  of 

which  AMP  was  a  subsidiary  as 
also  is  Associated  Program  Service 
of  which  our  good  friend  Maurice 
Mitchell  is  vice  president  and  gen- 

eral manager.  I  think  probably 
Harold  intended  to  act  in  defense 
of  Associated  Program  Service 
rather  than  AMP. 

Since  many  of  your  broadcaster 
readers  might  be  confused,  you 
may  feel  it  proper  to  print  a  cor- 

rection in  a  subsequent  issue  of 
your  magazine. 

M.  E.  Tompkins,  President 
Associated  Music  Publishers Inc. 
New  York 

Candid  Camera 
EDITOR: 

The  attached  picture  shows  whs 
happened  to  a  TV  allocations  e> 
pert  between  Aug.  27  and  Oct.  21 

I  wonder  what  he'll  look  like  b] 
Nov.  12. 

George  C.  Davis Consulting  Engineer 
Washington,  D.  C. 

Same  Load  for  All 
EDITOR: 

Our  TWX  reported  just  a  few 
moment  ago  that  because  Congress 
had  withdrawn  all  appropriations 
from  the  Armed  Forces  recruiting 
budget  for  network  radio,  the  out- standing availability  request  for 
Bill  Stern  was  cancelled  .  .  . 

We  feel  that  if,  we,  as  taxpaying 
citizens,  be  restrained  from  charg- 

ing for  services  rendered — and 
paid  for  by  our  taxed  dollars — then  other  media,  artists,  agents, 
poster  producers  and  what  have you,  should  also  be  restrained  from 
charging  for  their  services. 

It  is  unfair  to  expect  American 
radio  to  donate  what  is  being 
charged  for  by  other  advertising 
producers  and  media.  .  .  .  Our  plea: 
is  for  united  sharing  of  this  re-' sponsibility  on  a  "free"  basis  or else  the  establishment  once  and  for 
all  of  a  standardized  commercial 
procedure  for  handling  this  adver- 
tising. 

Eugene  D.  Hill 
General  &  Commercial Manager 

WORZ  Orlando,  Fla. 
[EDITOR'S  NOTE:  Not  just  radio  but ail  media  were  affected  by  deletion  of 
entire  budget  for  recruiting  advertis- ing. Fact  remains,  however,  that  in- equalities in  media  contributions  to government  campaigns  do  exist  and Congress  is  not  generally  aware  of  the 
the  extent  of  broadcasting's  generos- 

ities.] 
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pictures, 

programs, 

and 

people 

"Live"  vs.  Kinescope  Ratings 
Network  Programs 

Texaco  Star  Theatre 

Your  Show  of  Shows 

Comedy  Hour 
Philco  TV  Playhouse 

Godfrey's  Talent  Scouts 
The  Goldbergs 
Studio  One 

Toast  of  the  Town 

Godfrey  &  His  Friends 

Average 

"Live' 
(New  York) 
47.7 

37.8 

36.7 
35.5 

34.3 

33.7 
33.7 
30.8 

26.2 

35.2 

Kinescope 
(Los  Angeles) 

22.9 
8.6 

18.1 
7.5 

10.1 
12.2 
12.8 

14.7 

11.2 

I3.I 

Source:  Telepulse,  Jan  -Mar.  1951  averages. 

Picture  quality  isn't  the  only  loss  network  television  pro- 
grams suffer  when  they're  shown  as  kinescope  recordings. 

They  also  lose  viewers — and  in  huge  numbers.  For 
example : 

In  the  first  quarter  of  1951,  nine  network  TV  programs 

which  were  consistently  among  the  "top  ten"  in  New  York 
where  they  were  seen  "live,"  were  also  shown  in  Los 
Angeles — also  a  7-station  market.  But  what  Los  Angeles 
saw  were  kinescope  recordings.  And  the  kinescope  ratings 
averaged  63%  lower! 

Whatever  the  reason  for  this  drastic  rating  loss :  the  in- 
ferior picture  quality  of  kinescope  recordings,  or  local 

viewing  preferences,  or  a  combination  of  both — you  can 
avoid  it  with  Spot  Program  television  advertising. 

With  Spot  Program  television,  you  can  get  the  better  pic- 
ture quality  of  film,  or  of  "live"  programs  which  cater  to 

local  preferences.  Plus  other  advantages :  Complete  free- 
dom in  selecting  markets — no  "must"  stations,  or  mini- 
mum group  requirements  in  Spot  Program  advertising; 

wider  choice  of  stations  in  the  markets  you  want. 

All  these  extras-at  no  extra  cost.  For  Spot  rates  are  gen- 
erally lower  than  network  rates  for  the  same  time  period, 

on  the  same  station.  Enough  lower  to  pay  for  the  extra 
film  prints  required,  their  handling,  distribution  and  other 

costs. 

If  you're  interested  in  reaching  people,  through  pictures — 
and  at  a  profit,  you'll  be  interested  in  the  Spot  Program 
story.  You  can  get  it  from  any  Katz  representative.  It 
shows,  very  clearly,  that .  .  . 

You  can  do  better  with  Spot.    Much  better. 

E    KATZ   AGENCY,  inc Station  Representatives 

NEW  YORK    •    CHICAGO    •    DETROIT    •    LOS  ANGELES    •    SAN  FRANCISCO    •    ATLANTA    •    DALLAS    •    KANSAS  CITY 
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IF  YOU'RE 
INTERESTED 

IN  SALES... 

"Richard  Harkness  and  the 
News"  a  fifteen  minute  late 
evening  roundup  is  avail- 

able for  sponsorship  in  this 
news  conscious  market.  Dis- 

cerning timebuyers  need 
only  know  that  it's  HARK- 

NESS, Monday  through 
Friday,  11:15  PM. 

This  availability  represents 
an  opportunity  to  establish 
a  product  name  with  a 
name  news  man,  long  re- 

spected in  national  news 
commentary. 

Harkness'  reputation  for 
hard  news  and  hard  sell- 

ing demands  your  consid- 
eration. Call  WRC  —  or 

National  Spot  Sales. 

MONDAY  THRU  FRIDAY 
11:15-11:30  PM 

IN  THE  NATION'S  CAPITAL 
YOUR  BEST  BUY  IS  i 

FIRST  in  WASHINGTON 

5.000  Watts 980  KC 

Represented  by  NBC  SPOT  SALES 
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feature  of  the  meek 

RADIOMEN  stepped  behind footlights  to  tell  more  than 
2,000  milkmen  how  their 

money  was  being  spent  in  radio  and television  advertising. 
Of  the  more  than  26,000  mem- 

bers of  the  Dairymen's  League 
Cooperative  Assn.,  2.000  were  dele- 

gates to  the  association's  32d  an- nual meeting,  held  in  Syracuse 
Oct.  10-11. Barlow  Adv.  Agency,  Syracuse, 
wanted  to  explain  to  the  delegates 
the  scope  of  the  association's  radio and  TV  advertising.  A  stage  show 
was  decided  upon  as  the  best  ve- hicle. 
The  presentation  was  written, 

directed  and  produced  by  Bud 
Stapleton,  Barlow  TV  and  radio 
director,  under  the  supervision  of 
George  Lee.  association  publicity 
director,  and  J.  J.  Hines,  Barlow 
copy  chief. With  Jim  Deline  of  WSYR 
Syracuse  as  m.c,  the  fast-paced 
show  gave  delegates  a  brief  look and  listen  to  the  air  talent  who 
daily  sell  their  products  to  hundreds of  thousands  of  consumers. 

Others  who  took  part  in  the  stage 
show  included  Clinton  Buehlman 
and  Ed  Dinsmore,  WBEN  Buffalo; 
Jack  Ogilvey,  WJTN  Jamestown; 
Jack  Eno,  WEBR  Buffalo;  Ann 
Rogers,  WHAM-TV  Rochester; Don  Jones,  WARC  Rochester;  Ray 
Owens,  WFBL  Syracuse;  Joe  Cum- 
miskey,   WAGE    Syracuse;  Norm 

Part  of  the  huge  (30'  x  40')  map  of "Dairylea  Land,"  showing  several 
of  the  major  markets.  Map  was 
painted  as  backdrop  of  stage  pres- entation. 

Maservey  and  John  Latone,  WOLF 
Syracuse,  and  John  Kuhn,  WKIP 
Poughkeepsie. 

Some  21  radio  and  TV  stations 
in  New  York  and  Pennsylvania 
carry  the  bulk  of  League  advertis- 

ing. They  are  WAZL  Hazleton, 
Pa.,  and  these  New  York  stations, WBEN  WAGE  WARC  WFBL 
WKIP  WEBR  WJTN  WHAM-AM- TV  WOLF  WSYR-AM-TV  and 
WELM  Elmira,  WVOS  Liberty, 
WKPV  Utica,  WMBO  Auburn, 
WTRY  Troy,  WALL  Middletown, 
WNDR  Syracuse,  WEOK  Pough- 

keepsie, WWOL  Buffalo  and WHEN-TV  Syracuse. 

strictly  business 

ROBERT  J.  ROTH  Jr. 

JROM  violinist  and  band  vocal- 
ist to  hat  advertiser — with 

a  tenure  of  broadcasting  and 

agency  experience  thrown  in  for 
good  measure — that's  the  capsule history  of  Robert  J.  Roth  Jr. 
Now  advertising  and  promotions 

director  for  Resistol  Hats  Inc.,  Gar- 
land, Tex.,  Mr.  Roth  ran  the  gamut 

of  jobs  from  A  to  Z  after  a  musical 
beginning  that  foreshadowed  no 
indication  of  success  in  this  for- 

eign field. At  one  time  or  another,  he  played 
violin,  sang  with  dance  bands,  sold 
stocks,  bonds  and  insurance,  an- 

nounced and  produced  radio  shows 
and  launched  his  own  radio  ad- 

vertising agency.  All  this,  plus 
an  enviable  record  in  the  U.  S.  Air 
Force. 

This  versatility  may  be  entirely 
foreign  to  Mr.  Roth's  role  in  pro- jecting Resistol  as  one  of  the  more 
successful  hat  companies.  At  that 
time,  as  he  so  aptly  puts  it,  "I 
got  ahead  rapidly  but  in  the  wrong 

direction." In  fact,  it  was  not  until  1940 (Continued  on  page  9U) 

In  Advertising  — 
The  Sale  Is  The  Pay 

off.  In  Radio,  Th< 

Sale  Is  Made  Whci 
The  RIGHT  PEO 
PLE  Hear  The! 

RIGHT  MESSAGE 

In  Milwaukee 

WISN's  Better  Net- 
work (CBS)  And 

Local  Programming 

Provides  The 

RIGHT  PEOPLE 
For  YOUR  RIGHT 

MESSAGE.  This 
Means  SALES! 

v ou'U  Like  Doing 

BusinessWithWISN. 
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Students  at  North  Dakota  Agricultural 
College  recently  conducted  an  indepeadent 
survey  among  3,969  farm  families  in  a 
22-county  area  around  Fargo.  Each  family 
was  asked,  "To  what  radio  station  does 
your  family  listen  most?"  3,120  of  the families  named  WD  AY;  only  174  named 
Station  "B"!  WDAY  WAS  A  17-TO-l 
CHOICE  OVER  THE  NEXT  STATION 
—  A  3V2-TO-1  FAVORITE  OVER  ALL 

OTHER  STATIONS  COMBINED! 
Fargo-Moorhead  Hoopers  prove  that 
WDAY  consistently  gets  a  3-to-l  greater 
Share  of  the  "in-town"  Audience  than 
all  other  stations  combined*! 
BMB  figures  and  mail-pull  stories  also 
prove  that  WDAY  "hogs  the  show", throughout  the  entire  Red  River  Valley! 
Write  for  all  the  facts  today,  including 
availabilities. 

^Despite  the  fact  that  the  other  three  major  networks  maintain  local  studios! 

fjS     WDAY    •    NBC    •    970  KILOCYCLES    •    5000  WATTS 

4^iLr3p»  FREE  &  PETERS,  Inc.,  Exclusive  National  Representatives 



You  Can  Cover  the  Rich 

Central  New  York  Market 

with 

we 

Radio  Station^ 
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HAMILTON  \ 
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HERKIMER  FULTON 
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14 

DELAWARE CHEMUNG  !  TIOGA 

BMB  Nighttime  Audience  Families 

WSYR  214,960 

Station  A  164,720 

station  B  148,340 

Station  C  76,920 

Station  D  68,970 

ACUSE 
570  KC 

WSYR  —  AM-FM-TV  —  The  On ly  Co mplete Broadcast  Institution  in  Central New York 
NBC  Affiliate  •  Headley-Reed, Natio nal  Repres 

entatives 
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S)n  the  Public  SJntetcit 

Blood  Bank  Efforts 
By  KNX,  KLRA,  KNUZ  WMMN 

TO  BRING  public  attention  to  the 
desperate  need  for  whole  blood  for 
the  wounded  in  Korea,  KNX  Holly- 

wood is  broadcasting  exclusive  tape 
reports  of  interviews  with  doctors, 
nurses  and  wounded  men  them- 

selves. Used  on  regular  KNX  pro- 
grams and  newscasts,  reports  are 

flown  from  Korea.  Supplementing 
the  tape  are  a  concentrated  series 
of  spot  announcements  urging  Los 
Angeles  citizens  to  give  blood.  Bill 
Whitley,  KNX  director  of  public 
affairs,  is  coordinator  of  the  cam- 

paign in  cooperation  with  the armed  forces. 

PRESSING  its  program  depart- 
ment into  speedy  action,  KLRA  Lit- 

tle Rock,  Ark.,  helped  the  Ameri- can Red  Cross  put  over  its  blood 
drive  with  a  special  half-hour  pro- gram Oct.  21.  Dr.  Ross  Mclntyre, 
former  Surgeon  General  of  the 
Navy  and  personal  physician  to  the 
late  President  Franklin  Roosevelt, 
was  featured  on  the  show,  speaking 
by  telephone  recording  from  Wash- ington. Object  was  to  aid  Little 
Rock  and  Pulaski  County  in  reach- 

ing their  blood  quotas  for  military 
needs.  Mark  Weaver,  KLRA  news 
director,  was  narrator. 

*  *  * 
KNUZ  Houston's  Paul  "Buzz"  Ber- lin, popular  Houston  disc  jockey, 
started  broadcasting  at  midnight, 
Oct.  4  and  was  on  the  air  con- 

tinuously for  18% -hours  on  behalf of  the  blood  donor  drive  in  that 
Texas  city.  Mr.  Berlin  obtained 
1,760  pledges. 
WMMN  Fairmont,  W.  Va.,  has 
pledged  100%  to  contribute  a  pint 
of  blood  for  every  member  of  the 
organization.  Some  staffers  do- 

nated in  August,  some  this  month 
and  others  have  scheduled  late 
visits.  To  dramatize  the  routine  of 
donating  a  pint  of  blood,  Bob 
Frazier,  disc  jockey  and  staff  an- 

nouncer, on  Oct.  10  did  a  running 
commentary  while  making  a  dona- tion in  the  Red  Cross  drive.  His 
description  was  aired  Oct.  16  and 
brought  an  enthusiastic  response. *  *  * 

Armed  Forces  Show 
KING-TV  Seattle,  according  to 
Armed  Forces  information  men, 
has  done  an  exemplary  job  on  be- 

half of  the  Armed  Forces  of  that 
area,  and  particularly  for  donating 
a  half-hour  each  Saturday  night 
for  an  all-service  show,  March  On. 
The  program  is  a  100%  military 
enterprise  and  the  talent  used  is 
from  the  Armed  Forces,  including 
band  and  chorus.  Each  week  a 
different  service  is  saluted. 

*  *  * 
Freedom  Crusade 

WTWN  St.  Johnsbury,  Vt.,  came 
up  with  a  novel  idea  to  raise  money 
for  the  "Crusade  for  Freedom" 
campaign.  Station  staffmen  met 
newspapermen  on  The  Caledonian 

Record  in  a  basketball  match.  Son 
$250  was  realized  although 
Johnsbury  had  been  assigned 
quota  of  only  $150.  WTWN  all 
devoted  time  to  spot  announc 
ments  and  interviews  with  "Cr\ sade"  officials. *  *  * Youth  Project 
PROJECT  in  which  youngster 
are  to  be  offered  a  practical  courss 
in  radio  programming  and  produc- tion  has  been  launched  by  WAVZ 
New  Haven,  Conn.,  in  conjunction 
with  the  local  YWCA.  Station  ha* 
arranged  spot  announcement  sched-j 
ule  to  promote  YWCA  Radio  WorM 
shop,  which  will  comprise  actual 
studio  work  under  supervision  ofl 
Dick  Barrett,  WAVZ  program  dw 
rector.  Topics  include  continuity 
writing,  program  building,  produc- 

tion balance,  announcing,  news  edit- 
ing, and  disc  jockey  technique. 

*  *  * 
Freedom  Marathon 

WRIB  Providence,  R.  I.,  foreign 
language  station,  received  1,22a 
telephone  pledges  during  an  8 14- hour  .  Italian  language  marathon! 
on  behalf  of  the  Crusade  for] 
Freedom.  Altogether,  $1,500  was] 
pledged  and  $1,400  has  been  rel ceived  in  cash.  Nicholas  Ruggieri, 
WRIB  general  manager,  said  that] 
contributions  ranged  from  ten  centS| 
to  $25.  Listeners  made  contribu-| tions  in  exchange  for  hearing  their 
favorite  Italian  records. 

*  *  * 
Promoting  Brotherhood 

KNBC  San  Francisco  is  enthu: 
astic  over  a  new  15-minute  weel 
series,    Operation  Brotherhood which  publicizes  accomplishments 
of    the    National    Conference  \ 
Christians    and    Jews.  Organizi 
tion's  aim  is  to  combat  prejudice 
and  promote  brotherhood.  Sever  il 
movie   stars  have  recorded  briif 
narrations  dramatizing  work  of  tl|e Conference. 

On  All  Accounts 
(Continued  from  page  10) 

Knollwood  in  suburban  Lake  Foj est. 

She  has  the  record  of  buying 
Dave  Garroway  as  a  "single"  for the  first  time.  After  taking  the 
Dale  Dance  Studios  account  to  the 
Duffy  agency,  and  later  to  Burton 
Browne,  she  worked  as  its  account 
executive.  Struggling  during  the 
war  to  fill  five  studios  in  the  Chi 
cago  area  with  customers,  she  hired 
Mr.  Garroway  and  the  1106  Club 
on  WMAQ  to  help  encourage  worn 
en  patrons  without  available  men 
because  of  the  manpower  shortage! 

One  of  the  few  women  agencj 
executives  in  the  Midwest,  Miss 
Tyroler  believes  working  in  a  me 
dium-sized  agency  without  over, 
specialization  is  her  professional 
answer,  and  also  one  for  othei 
young  women  seeking  a  responsibl niche  in  the  industry. 

BROADCASTING    •  Telccastinj 



It  costs  23%  less  today  to  reach  each 
thousand  homes  through  WGAR  than  ten  years  ago. 

In  1941,  WGAR's  average  quarter-hour 
evening  rate  (52-time  basis)  was  §119.  In  1951, 

the  cost  is  $190.  But . . . 

. . .  WGAR  with  50,000  watts  has  increased 
its  coverage  268%  in  the  past  ten  years. 

. . .  WGAR  now  is  Cleveland's  most  listened- 
to  station  based  on  recent  Hooper  reports. 

...WGAR's  cost  per  thousand  evening 
homes  in  1941  was  $3.07.  Today,  that  cost  has  gone 

down  to  §2.35  per  thousand. 

.  % .  WGAR's  lower  cost  per  thousand  listen- 
ers does  not  take  into  account  the  changing  value  of  the 

dollar,  nor  its  tremendous  auto  audience 
listening  411,708  half-hours  daily. 

Dollar  for  dollar,  WGAR  is  your  best  buy. 

ihe  SPOT-hr  SPOT  RADIO 

WGAR  Cleveland 
50.000  WATTS  . .  •  CBS ^)    \  Represented  Nationally  by RADIO... AMERICA'S  GREATEST  ADVERTIUNC  MEDIUM  ?^  &  CompQny 
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The  Fori  Worth  Star -Telegram  Station 

WBAP-TV's  PLANT  is  one  of  the  largest  and 
finest  in  the  country.  Its  facilities  are  un- 

matched in  its  area.  The  pioneer  station  in  the 
Southwest-in  TV  as  in  AM-WBAP  has  estab- 

lished an  enviable  reputation  for  leadership 
in  programming,  production,  and  prestige. 

The  Star-Telegram  backs  its  No.  1  position 
by  using  the  very  best  of  equipment  through- 

out its  whole  plant.  Like  other  leaders  in  TV, 
it  has  found  that  by  doing  so  it  ensures,  not 
only  top  performance,  but  also  its  position 

of  prestige  with  advertisers  and  the  public. 
Naturally  we  are  proud  that  for  more  than 

fifteen  years  the  Fort  Worth  Star-Telegram  has 
used  RCA  equipment  almost  exclusively— not 
only  in  its  TV  operations,  but  also  in  its  AM, 
and  FM  stations. 

When  YOU  plan  TV. . .  or  add  facilities  to 
your  present  station  .  .  .  follow  the  choice  of 
America's  leading  stations.  Go  RCA!  Your  Sales Representative  can  show  you  exactly  what  you 
will  need  to  do  the  job. 



i Transmitter  room  —  complete  with RCA  control  console,  antenna  diplexer, 
side-band  filter,  dummy  load,  and  a 
5-kw  TV  transmitter  Type  TT-5A. 

Big  enough  to  march  a  circus  through  it,  WBAP- 
TV's  studio  No.  1  has  housed  elephants,  trucks, fire  engines,  the  famous  Budweiser  horse-and- 
wagon  team,  sailboats,  and  air  gliders.  WBAP- 
TV  shoots  big  events — direct !  Studio  One  is 
RCA-equipped  with  cameras,  microphones,  dol- 

lies, booms,  mounts — lighting  system  ! 



SHREVEPORT  HOOPERS 

March -Aprils 

ITS  EASY, 

WHEN  YOU 

KNOW  HOW! 

V<tRNo0 

8tOO  A.  M.  to  12:00  Noon       12  Noon  to  6:00  P. 6:00  P.M.  to  10:00  P.  H. 

8  a.  m.  -  12  noon 
Mon.  thru  Fri. 

KWKH 

12  noon  -  6p.it 
Mon.  thru  Fri. 

KWKH 

6  p.  m.  -  IO  p.  m Sun.  thru  Sat. 

KWKH 

MARCH -APRIL 

■949 39.6 
23.3 31.7 29.7 42.5 

28.9 

MARCH -APRIL 

I950 

44.6 25.2 41.6 
26.8 

46.4 25.5 

MARCH -APRIL* 

1951 

51.8 20. 45.3 
21.3 

46.1 28.6 

X  HE  chart  above  shows  KWKH's  fanciest  and  latest 
Hoopers — March- April,  '51 — as  well  as  those  for  the  cor- 

responding months  of  1950  and  1949.  Notice  the  big  KWKH 
increases  in  five  of  the  six  "comparison"  columns.  In  1949 
we  were  a  solid  first — Morning,  Afternoon  and  Evening.  In 
1951  we  tremendously  increased  our  first-place  Share  of 
Audience  over  1949 — up  30.8%  in  the  Morning,  42.9%  in 
the  Afternoon,  8.5%  in  the  Evening! 

KWKH  does  the  same  kind  of  bang-up  job  in  its  tri-State 
rural  areas,  too.  BMB  Report  No.  2  credits  KWKH  with  a     kwkh  daytime 

Daytime  Audience  of  303,230  families  in  87  Louisiana,      8MB  counties '  '  Study  No.  2 
Arkansas  and  Texas  counties.  227,701  —  or  75%  —  are  "av-  Spring,  1 949 
erage  daily  listeners"  to  KWKH! 
Get  the  whole  KWKH  story,  today.  Write  direct  or  ask  The 
Branham  Company. 

Latest  available  at  press  time 
KWKH 

SHREVEPORT  LOUISIANA! 

50,000  Watts   •  CBS 

The  Branham  Company 

Representatives 
Henry  Clay,  General  Manager 
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DEFENSE  PINCHES  RADIO-TV 

But  Color  Research  Goes  On 

FOR  THE  first  time  since  the  out- 
set of  the  huge  U.S.  rearmament 

program,  and  indeed  since  the  end 
of  World  War  II,  broadcasting 
last  week  was  struck  with  the  im- 

pact of  defense  production  on  such 
a  scale  as  to  create  industry-wide 
concei-n. 
The  near-autonomous  p  o  w  e  r 

which  the  Office  of  Defense  Mo- 
bilization exerts  over  the  U.S.  econ- 

omy (and  over  other  divisions  of 
the  government)  was  brought  home 
directly  to  broadcasters  and  radio- TV  manufacturers  alike  in  a  series 
of  actions  and  meetings.  Some  ob- 

servers felt  that  the  situation  now 
called  for  a  reconstitution  of  a  high- 
level  coordinating  body  like  the 
World  War  II  War  Communica- 

tions Board,  composed  of  members 
of  the  FCC,  the  military  and  mobili- 

zation agencies,  to  handle  broad- 
casting problems  on  a  multi-  rather than  unilateral  basis. 

At  a  top-level  conference  of  TV 
manufacturers  called  by  Defense 
Mobilizer  Charles  E.  Wilson: 
#  The  ban  on  all  color  televi- 

sion manufacturing  [B#T,  Oct.  22] 
was  affirmed  by  ODM,  although 
critics  in  industry  and  Congress 
had  questioned  its  usefulness  in 
saving  critical  materials. 
#  But  ODM  will  let  research  in color  TV  continue. 
At  a  meeting  between  Mr.  Wilson 

and  FCC  Chairman  Wayne  Coy 
(who  sought  the  audience  at  the 
behest  of  a  Commission  that  had 
been  surprised  by  the  crackdown 
on  color  production).  Mr.  Wilson 
reportedly  gave  assurances  that: 
#  ODM  did  not  plan  similar 

actions  against  the  maintenance  or 
improvement  of  radio  facilities. 
#  The  eolor  ban  had  nothing 

to  do  with  UHF  development,  TV 
freeze  ending,  establishment  of  TV 
stations  in  new  markets  or  of  new 
stations  in  markets  where  TV  al- 

ready exists. 
At  a  meeting  of  FCC  staffers 

and  officials  of  the  National  Pro- 
duction Authority,  a  division  of  the 

Office  of  Defense  Mobilization, 
NPA  gave  the  FCC  the  same  as- surances that  Mr.  Wilson  later 
gave  the  Commission  chairman. 

Later  the  NPA  announced  a 
change  in  classification  of  radio 
and  TV  broadcasting  from  "com- 

mercial" to  "industrial,"  a  measure which  enables  broadcasters  to  use 
much  bigger  quantities  of  con- 

trolled materials  without  specific 

NPA  authorization  (see  story  page 
29).  The  quantities  are  not  enough, 
however,  to  permit  more  than  the 
most  modest  new  construction. 

The  NPA  officials  told  the  FCC 
staff  members  that  NPA  would 
continue  to  follow  its  policy  of  ap- 

proving AM,  FM  or  TV  station  con- struction only  if  (1)  it  is  a  new 
service  for  a  community  not  now 
having  such  service,  or  (2)  it  is  to 
improve  service  for  communities 
whose  population  growth  or  mobili- zation-boom status  warranted  im- 
provement. Relatively  Brief  Session 

In  a  surprisingly  select  90-min- 
ute  meeting  with  high  level  radio- 
TV  manufacturing  executives  in 
Washington  last  Thursday,  Mr. 
Wilson  got  them  to  agree  to  hold 
off  "mass  production"  of  color  TV sets. 
No  secret  is  it  that  he  didn't 

have  to  twist  any  one's  arm. 
Without  any  request,  the  De- 

fense Mobilizer  also  told  the  as- 
sembled manufacturers  that  they 

could  go  ahead  with  color  research. In  his  statement  two  weeks  ago 
Mr.  Wilson  said  the  meeting  was 
being  called  to  discuss  the  "desira- 

bility of  suspending  all  further 
development  of  color  television  in 
order  to  free  highly  skilled  elec- tronics engineers  for  important 
military  projects." Industry  men  had  been  prepared 
to  show  Mr.  Wilson  that  (1)  color 
research  was  a  military  project 
and  (2)  only  an  insignificant  num- ber of  electronics  engineers  was 
engaged  in  that  work. 
Change  in  classification  from commercial  to  industrial  category, 

made  by  NPA  last  week  puts 
broadcasters  on  a  par  with  news- 

papers and  other  printed  media. 
It  permits  use  of  these  quantities  of 
controlled  materials  without  need 
for  NPA  authorization: 

Steel — up  to  25  tons,  instead  of 
two  tons  allowed  under  previous 
classification. 

Copper — up  to  2,000  pounds,  in- stead of  200  pounds. 
Aluminum — up  to  1,000  pounds, 

instead  of  none. 
Liberalized  quotas  for  broad- 

casters don't  mean  that  materials will  be  available  automatically. 
Broadcasters  who  now  want  to 

build  modestly,  or  remodel  on  a 
small  scale,  will  have  to  hunt  for 

the  materials  on  the  open  market. 
Inferences  drawn  from  Mr.  Wil- 

son's action  shutting  off  color  TV 
set  production  and  implying  that 
color  research  would  also  be  con- 

signed to  limbo  had  FCC  in  a 
swivet  during  last  week. 
Commission  had  not  been  ad- 

vised nor  consulted  before  Mr.  Wil- 
son's release  of  his  letter  to  CBS 

President  Frank  Stanton. 
Coordination  between  the  FCC 

and  the  defense  and  military 
agencies  has  been  on  a  limited scale. 

Commission  has  a  coordinating 
committee  of  staff  members  which 
has  been  working  with  defense  and 
military  agencies. 

But  it  has  been  working  practic- 
ally on  an  unofficial  basis. For  some  time  the  Commission 

has  been  urged  by  influential  broad- 
cast spokesmen  to  set  up  a  coordi- 

nating agency  akin  to  World  War EE's  War  Communications  Board. 
In  the  defense  days  prior  to 

Pearl  Harbor,  President  Roosevelt 
established  the  Defense  Communi- 

cations Board — comprising  repre- 
sentatives of  the  FCC,  the  military (Continued  on  page  2U) 

HOLIDAY  PLANS  
  Clients  Eye  Big  Time  Buys CURRENT  signs  indicate  that  the 

coming  holiday  season  on  radio  and 
television  will  be  among  the  most 
lucrative  in  history,  with  time  sales 
expected  markedly  to  eclipse  those 
of  last  year. 

Spots,  participations  and  net- 
works all  figure  importantly  in  cur- 
rent plans  of  clients,  many  of 

whom  are  still  in  the  midst  of  pre- 
paring station  lists. 

Manufacturers  of  Christmas  tree 
ornaments,  wrappings  and  toys,  are 
investing  heavily  in  announce- ments and  participation  shows. 
Makers  of  special  gift  type  prod- 

ucts and  regular  network  users 
with  products  of  Christmas  appeal 
are  currently  planning  holiday 
formats  and  setting  up  time  on  the 
networks  for  special  selling. 
The  spot  schedules  are  being 

placed  in  most  radio  markets 
across  the  country  on  a  direct-sell- 

ing basis,  with  the  manufacturer 
placing  the  radio  time  at  card  rates 
on  each  station — not  on  P.  I.  basis. 
Earlv  November  is  the  starting 

date  for  practically  all  of  these 
campaigns. 

Ra-Bar  Plastics,  New  York,  will 
be  spending  about  8100,000  in  radio 
and  television  to  promote  its  plas- 

tic Christmas  tree  ornaments.  The 
campaign  starts  Nov.  1  through 
Dorland  Inc.,  New  York.  It  will  be 
placed  in  practically  every  market 
on  a  direct-to-the  consumer  basis. 

The  Christmas  Wrapping  Corp., 
New  York,  has  set  aside  approx- 

imately 875,000  for  its  spot  and 
participation  program  in  more 
than  100  radio  markets.  The  firm 
is  promoting  its  wrapping  for  one 
collar,  with  the  schedule  extending 
from  Nov.  1  through  Christmas 
week.  Arthur  Rosenberg,  New 
York,  is  the  agency. 

Giant  Baloons  (Save-By-Mail) 
New  York,  a  perennial  radio  user, 
is  launching  this  season's  campaign 
today  (Monday)  in  more  than  100 
radio  markets,  also  using  spots  and 
participation  shows.  The  budget 
for  the  campaign  is  understood  to 
be  about  850,000.  Dowd,  Redfield 

ROADCASTING    •  Telecasting 

&  Johnstone,  New  York,  is  the 
agency. American  Christmas  Decoration, 
New  York  (makers  of  house  deco- rations and  tree  ornaments),  is 
spending  approximately  875,000  in 
its  radio  campaign.  The  firm  is 
promoting  a  package  to  sell  for 
81.00  in  about  100  markets,  start- 

ing Nov.  1. Huber  Hogue  &  Son,  New  York 
agency,  is  understood  to  be  plan- 

ning a  radio  spec  campaign  for  a manufacturer  of  toy  pianos. 
Hamilton  Watch  Co.,  Lancaster, 

Pa.,  will  place  its  famous  five-min- ute film  series,  To  Peg  and  To  Jim, 
in  about  52  markets,  twice  a  week 
for  four  weeks,  starting  on  Nov. 
19.  This  is  the  third  successive  year 
that  Hamilton  has  used  such  a  TV 
series.  BBDO,  New  York,  is  cur- 

rently preparing  the  list  of  sta- tions to  carry  the  film. 
Longines-Wittnauer  Watch  Co., 

New  York,  will  sponsor  a  musical 
Thanksgiving  Day  Festival  on 
CBS-TV,  Thursday,  Nov.  22,  from 

(Continued  on  page  28) 
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Mr.  Balaban,  Paramount;  Mr.  Wilson,  ODM Mr.   Folsom,   RCA;   Gen.    Sarnoff,  RCA Mr.  Abrams,  Emerson;  Dr.  Baker,  GE 

Defense  Pinches 
(Continued  from  page  23) 

services  and  the  mobilization 
agencies.  It  acted  in  an  advisory 
capacity. 

Within  a  week  after  Pearl  Har- 
bor, that  board  was  given  complete 

authority  over  all  U.  S.  communi- 
cations, with  the  new  name  of 

War  Communications  Board. 
That  some  more  close-knit  co- 

ordination between  the  FCC  and  the 
defense  and  military  establish- 

ments is  necessary  seems  to  be  a 
foregone  conclusion. 

Blushes  on  the  faces  of  FCC  of- 
ficials at  their  lack  of  knowledge 

of  Mr.  Wilson's  "iron  curtain"  on 
color  set  production  attests  to 
that. 

But  the  Commission  cannot  be 
held  entirely  to  blame. 

Its  contact  is  with  NPA — and 
even  that  operating  arm  of  Mr. 
Wilson's  ODM  didn't  know  the  color TV  clampdown  was  coming. 

Manufacturers  were  convinced 
the  whole  thing  was  a  plot  to  "take 
CBS  off  the  hook,"  to  freeze  Na- 

tional Television  System  Commit- 
tee and  RCA  color  development 

work. 
RCA  just  finished  public  show- 

ings of  its  compatible  color  system 
in  New  York  and  Washington,  and 
won  plaudits  of  viewers  for  its  fine 
performance    [B»T,   Oct.  15]. 
NTSC  was  on  the  last  few 

months  of  field  tests,  preparatory 
to  asking  the  FCC  to  authorize  the 
all-industry,  composite  color  sys- tem. 

Blunt  Dr.  Allen  B.  DuMont  ex- 
pressed what  was  being  privately 

spoken  by  his  colleagues  in  the 
manufacturing  industry.  In  a  tele- 

gram to  Mobilizer  Wilson  the  day 
after  publication  of  the  Wilson- Stanton  correspondence,  he  said: 

If  you  are  acting  on  advice  of  metals 
section,  your  action  to  halt  color  re- search and  production  of  receivers  for an  incompatible  color  television  system is  open  to  serious  question  as  to  real necessity  or  worthwhile  accomplish- ments. 
Action  is  also  open  to  question  as  a defense  move. 
If  action  had  been  taken  by  Federal Communications  Commission,  rather 

than  the  Defense  Mobilizer,  to  with- draw its  approval  of  the  system  it  could have  been  classified  as  a  defense  of  the 
public  not  subject  to  challenge. 

The  public  already  has  shown  its  lack of  interest  in  purchasing  mechanical and  incompatible  color  receivers.  Hence there  is  sound  basis  for  the  conclusion 
that  the  market  would  not  support  con- tinued production  even  without  such action.  The  amount  of  critical  ma- 

terials to  be  saved,  therefore,  is  in- finitesimally  small  and  only  a  fraction of  a  percentage  point  of  the  amount used  by  the  television  industry. 
Since  the  public  has  not  accepted  the color  system  involved  the  reasons  for 

Columbia's  ready  acceptance  of  the government  action  are  very  obvious. It  lets  them  off  the  hook.  They  are  re- leased from  costly  commitments  and the  embarrassment  of  sponsorship  of  a system  the  public  will  not  accept. 
The  Federal  Communications  Com- mission now  should  open  the  doors  to consideration  of  a  fully  electronic  and compatible  system  for  approval  at  the 

proper  time. The  proposal  that  all  research  on color  television  should  be  stopped  is clearly  against  national  policy,  and  the public  interest.  It  is  inconceivable 
that  any  high  official  of  our  govern- ment would  give  serious  consideration to  halting  any  type  of  research  in  the field  of  electronics  or  any  other  impor- tant defense  industry. 
Research  in  color  television  is  an  im- portant part  of  the  military  program. It  already  has  made  contributions  to 

defense  preparations  and  unquestion- ably will  make  more.  In  fact,  by  the very  nature  of  research  in  any  field, 
*     *  * 

freedom  to  carry  it  on  to  wherever  it might  lead  is  essential. America  has  great  industrial  and military  strength  today  because  we have  had  the  freedom  to  explore,  ex- periment, and  engage  in  extensive  re- search. 
It  would  be  most  un-American  to place  restrictions  on  any  research  at this  stage  for  the  sake  of  retaining  a competitive  position  for  any  company. 
That  feeling  didn't  seem  to  sub- side even  after  the  meeting  with Mr.  Wilson. 
Senator  Edwin  C.  Johnson  (D- 

Colo.),  chairman  of  the  powerful 
Senate  Interstate  &  Foreign  Com- merce Committee,  and  personally 
active  in  the  color  TV  delibera- 

tions, told  Broadcasting  •  Tele- 
casting after  the  meeting  that  "it occurs  to  me  that  it  [the  order]  is 

a  phoney." Sees  No  Justification 
There  does  not  seem  to  be  any 

justification  for  the  Wjlson  action 
shutting  down  color  TV  produc- 

tion, he  said. 
Fearing  that  last  week's  action might  lead  to  a  general  freeze  on 

all  TV,  since  the  same  materials 
go  into  the  production  of  color  TV 
sets  and  black  and  white  sets,  the 
Senator  added: 

"I  don't  think  any  of  it  [Wil- 
son's action]  is  logical.  I  believe that  there  must  be  a  continuance 

of  some  TV  developmental  work. 
If  manufacturing  of  all  TV  sets 
is  stopped,  it  would  be  a  major 

disaster." Genesis  of  Mr.  Wilson's  action 
stopping  color  set  production  ap- 

parently stemmed  from  CBS  ap- 
peal for  more  material  in  order  to 

produce  250,000  color  sets  and  slave 
*    *  * 

units  in  1952. 
NPA  denied  the  CBS  request 

some  months  ago  and  an  appeal 
was  scheduled  to  be  heard  lasti 
Tuesday  [B«T,  Oct.  22]. 

This,  of  course,  was  postponed! 
following  CBS's  acquiescence  tol 
Mr.  Wilson's  request  last  week. 

Conversations  between  Mr.  Wil- 
son and  highest  CBS  officials  re- 

garding the  possible  outcome  of  the1 
appeal  led  to  the  Defense  Mobil- izer's  Oct.  19  action. 

Generally  accepted  version  is 
that  Mr.  Wilson  figuratively  threw 
up  his  hands  when  he  realized  that| 
250,000  fractional  horsepower  mo-i tors  were  involved. 

Fractional  horsepower  motors,1 with  essential  copper  needed  to; 
make  them  operative,  are  in  tight; 
supply  now — just  as  they  were 
during  the  last  war. 
Among  most  radio-TV  manufac- turers, reasons  for  shutdown  on 

color  set  production  elicits  general scoffing. 

Most  echo  Dr.  DuMont's  dubious- ness about  the  material  savings  in- 
volved and  express  doubts  that 

CBS  could  have  made  250,000 
color  sets  in  1952. 
Members  of  Radio-Television 

Manufacturers  Assn.  TV  commit- 
tee met  in  Washington  the  day  be- 

fore the  meeting  with  Mr.  Wilson. 
Their  consensus  was  that  (1)  halt- 

ing of  color  TV  set  production 
would  save  negligible  amount  of 
material,  and  (2)  the  number  of 
engineers  engaged  in  color  research 
amounted  to  from  4  to  8%  of  those 

(Continued  on  page  36) 
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Mr.  Graver,  Admiral;  Mr.  Galvin,  Motorola;  Dr.  DuMont,  DuMont Mr.  Stanton,  CBS 
Mr. 

Plummer,  FCC;  Mr.  Allen,  FCC 



STATION  SHIFTS  
  pend  °n 

f  A  SERIES  of  shifts  and  impend- 
I:  ing  shifts  in  station  representation 
>  were  announced  or  in  prospect  in 
radio-TV  circles  last  week. 

While  a  number  of  appointments 
""jl  and    company    expansions  among 
Jj  other    firms    were    formally  an- 
jm  nounced,  much  of  the  week's  specu- Hjjlation  centered  around  the  expeet- 
I  ed,    but    as    yet    officially  unan- nounced, return  to  active  station 

representation  by  Henry  I.  Chris- 
tal,  former  treasurer  and  partner 
of  Edward  Petry  &  Co.    He  still  is 
a    minority    stockholder    in  the 
pioneer    representation  organiza- tion. 
Edward  Petry,  president  of  the 

firm,  advised  a  group  of  client  sta- 
tions in  Chicago  on  Oct.  18  that, 

in  accordance  with  contractual  pro- 
visions, the  following  entities  had 

notified  him  of  intention  to  cancel 
at  the  contract  expiration  dates: 
WHAS  Louisville,  WDAF  Kan- 

sas City  and  WTMJ  Milwaukee. 
May  Take  Months 

It  was  pointed  out  by  observers 
that  announcement  of  intention  not 

'  to  renew  contracts  does  not  neces- 
sarily mean  termination  of  repre- 

sentation. By  mutual  agreement, 
renewals  may  be  evolved  between 
time  of  notice  and  time  of  contract 
expiration  date.  This  period  often 
•covers  many  months. 

If  these  changes  do  occur,  it  is 
logically  expected  that  other 
changes  in  representation  will  de- 

velop in  the  markets  affected,  as 
contracts  expire. 
Mr.  Christal,  who  left  the  Petry 

organization  earlier  this  year,  has 
made  no  formal  statements  about 
his  plans.  It  is  generally  conceded 
he  intends  to  re-enter  the  repre- 

sentation field.  He  owns  44%  of 
the  voting  stock  and  25-%%  of  the 

JACKSON  NAMED 
To  ABC  Radio  Sales  Post 

LOWELL  JACKSON,  veteran  of 
20  years  in  radio  and  most  recently 

!  part  owner  of  Dawson  &  Jackson, 
radio  packagers,  has  been  appointed 

j  sales  manager  of  the  ABC  Radio 
Network's    Central    Division,  the 

j  department  he  has  been  associated j  with  since  late  summer. 
I     ABC    officials    also  announced 
I  Wednesday  the  separation  of  the 
I  station  clearance  department  into 
| radio  and  television  units,  both  to 
be  under  the  supervision  of  Alfred 
R.  Beckman,  director  of  operations 
for  sales  and  station  traffic.  Don 
Buck  has  been  named  manager  of 
TV  station  clearance  and  Stewart 
Barthelmess,  manager  of  radio station  clearance. 
Larry  Robertson,  radio  director 

formerly  assigned  to  the  Louella 
^arsons  Show,  has  been  transferred 
is  a  director  at  ABC's  Television 
Center,  Hollywood.  Among  his  new- assignments  will  be  the  Korla 
Pandit  Show,  Monday  through  Fri- day. 

dividend-paying  stock  of  the  Petry 
firm,  which  was  founded  in  1932. 

Mr.  Petry  meanwhile  on  Thurs- 
day sent  telegrams  to  his  clients 

informing  them  that  three  other 
stations— WBEN  Buffalo,  KFH 
Wichita  and  KFI  Los  Angeles — 
have  advised  him  that  they  have 
not  signed  with  Mr.  Christal  for 
representation  currently  handled 
by  the  Petry  company. 

The  telegram  stated: 
Re  current  "Variety  article  on  page 35.  I  have  contacted  the  top  echelon of  radio  stations  WBEN  Buffalo,  KFI Los  Angeles  and  KFH  Wichita  and each  one  has  advised  me  that  thev 

have  not  signed  with  Christal  as  "Va- riety" reports.  Each  of  these  stations knows  of  this  wire  being  sent  to  you. 
Also  contrary  to  "Variety's"  report  we have  a  long-term  written  contract  to represent  KFI  Los  Angeles.  Also  con- 

trary to  "Variety's"  report  Christal personally  owns  but  twenty-five  and one-third  of  dividend  paying  stock  of Petry  Company  and  at  no  time  did  he ever  own  more  than  thirty-three  and one-third  I  have  previously  advised you  as  well  as  our  entire  personnel  of our  future  relationship  with  stations WDAF,  WHAS  and  WTMJ. 
Meanwhile,  other  developments 

on  the  station  representation  front 
included  the  following: 
From  Dallas  last  Friday,  0.  L. 

(Ted)  Taylor,  president  of  the 
Taylor  Co.,  told  Broadcasting  • 
Telecasting  that  Irvin  Gross,  mar- 

ket research  consultant  with  his 
company,  would  leave  Nov.  15  to 
join  the  new  Christal  organization 
in  an  executive  capacity.  This,  he 
said,  was  consistent  with  an  under- 

standing he  originally  had  with  Mr. 
Gross,  when  he  joined  the  Tavlor 
Co. 

Lloyd  George  Venard,  vice  presi- dent and  eastern  sales  manager, 

PROCTER  &  GAMBLE  Co.  expen- ditures for  time  on  the  nationwide 
radio  networks  (at  gross  rates) 
during  August  totaled  $1,139,974 
to  keep  this  advertiser  at  the  top 
of  the  network  client  list,  as  com- 

piled by  Publishers  Information Bureau. 
P  &  G  held  this  position  even 

during  July  when  its  total  network 
time  purchases  dropped  below  the 
million  dollar  mark. 

The  same  advertisers  comprised 
the  top  ten  list  (Table  I)  of  net- work timebuyers  in  August  as  in 
July,  with  some  changes  in  order, 

will  continue  to  direct  the  activities 
of  the  New  York  office,  Mr.  Taylor 
asserted,  and  the  sales  and  execu- 

tive organization  remains  intact. 
He  so  notified  the  stations'  clients last  Friday. 

Negotiations  looking  toward 
merger  of  Ra-Tel  Representatives 
Inc.,  New  York,  with  other 
station  representation  interests 
[Closed  Circuit,  Oct.  22]  were still  in  progress. 

Meeker  on  West  Coast 
President  Robert  Meeker,  of 

Robert  Meeker  Assoc.,  announced 
plans  to  open  a  new  West  Coast 
office  in  San  Francisco's  Russ 
Bldg.,  effective  Nov.  1.  Don  Pon- 

tius, Chicago  manager  for  the 
Meeker  organization,  will  head  the 
West  Coast  office,  and  Carlton  F-J 
Jewett,  for  four  years  manager  of 
the  Chicago  office  of  Everett-Mc- 
Kinney  Inc.,  was  named  to  suc- ceed Mr.  Pontius  as  Meeker  head 
in  Chicago  . 
WGAN  Portland  and  WGUY- 

AM-FM  Bangor,  Me.,  named 
Avery-Knodel  Inc.  as  national  rep- 

resentative, effective  Nov.  1.  C.  E. 
Gatchell,  general  manager  of  Guy 
Gannett  Broadcasting  Services,  li- 

censee, said  Richard  E.  Bates,  na- 
tional sales  manager  for  the 

Gannett  system,  and  Samuel  C. 
Henderson,  manager  of  WGUY- 
AM-FM,  will  handle  spot  clear- ances for  the  stations. 
WERC  Erie,  Pa.,  appointed 

Avery-Knodel  as  its  representative, effective  Nov.  1. 
The  Katz  Agency  Inc.,  station 

however  [B«T,  Oct.  1].  Table  II 
lists  the  leading  advertiser  (net- 

work time  purchaser)  in  each  class 
of  advertised  product. 

Product  group  analysis  (Table 
III,  page  38),  show-s  foods  first  as TABLE  I 
TOP  10  RADIO   NETWORK  ADVERTISERS FOR  AUGUST  1951 

1.  Procter  &  Gamble  Co   SI, 139,974 2.  Miles  Labs  Inc   618,677 3.  General  Mills  Inc   483,185 4.  American  Home  Products  Corp.  435,635 5.  Lever  Brothers  Co   382,047 6.  Sterling   Drug    Inc   374,423 7.  Liggett   &   Myers   Tobacco   Co.  370,202 8.  William  Wrigley  Jr.  Co   341,988 9.  Schenley   Industries    Inc   341,430 10.  Philip  Morris  &  Co   327,440 TABLE  II 

WHAS-AM-TV  Changes 
HENRY  I.  CHRISTAL  will 
represent  WHAS  Louisville 
as  of  the  end  of  business  on 
March  21,  1952,  Victor  A. 
Sholis,  WHAS  vice  president 
and  director,  announced  Fri- 

day. Harrington,  Righter  & 
Parsons  will  begin  represen- 

tation of  WHAS-TV  at  the 
same  time,  he  stated. 

reperesentative,  announced  that 
Robert  H.  Salk  and  Bernard  H. 
Pelzer  Jr.  will  join  the  television 
sales  staff  of  its  New  York  office 
effective  today  (Monday).  Mr.  Salk, 
who  will  specialize  in  TV  program 
development,  returns  to  Katz  after 
a  CBS  Radio  Network  sales  assign- 

ment. He  previously  pioneered  TV 
sales  in  the  Chicago  office  of  the 
Katz  firm,  after  having  been  presi- dent of  Audience  Surveys  Inc. 

Mr.  Pelzer  has  been  a  television 
account  executive  with  NBC  and 
previously  was  an  advertising 
agency  consultant.  He  headed  his 
own  radio  production  agency  and 
also  served  in  the  radio  depart- ments of  John  H.  Owen  Co.  and 
Benton  &  Bowles. 
Appointment  of  G.  P.  Fitzpatrick, 

former  sales  promotion  manager 
for  Falstaff  Brewing  Corp.,  St. 
Louis,  as  head  of  the  radio  sales 
promotion  and  research  department 
of  Free  &  Peters  was  announced 
by  President  H.  Preston  Peters. 
Named  to  succeed  Joseph  C.  Ama- 
turo,  who  has  joined  Music  Corp. 
of  America,  Mr.  Fitzpatrick  will 
handle  sales  promotion  activities 
for  the  33  radio  stations  repre- 

sented by  Free  &  Peters. 
In  connection  with  the  opening 

(Continued  on  page  71) 

most  advertised  goods  on  netw-ork radio,  accounting  alone  for  nearly 
25 %  of  the  total  expenditures  of 
all  types  of  advertising  on  the  net- 

works during  August.  Toiletries 
ranked  second,  drugs  third,  Smok- 

ing materials  fourth  and  laundry 
soaps  and  cleansers  fifth,  follower! 
by  confections  and  soft  drinks, 
gasoline  and  oil,  beer,  miscellane- 

ous (including  religious,  labor  and 
pet  food  advertising),  and  radios 
and  TV  sets,  in  that  order.  The 

(Continued  on  page  38) 

TOP   RADIO   NETWORK   ADVERTISERS  BY 
Agriculture  &  Farming Apparel,  Footwear  &  Aco Automotive,  Autom.  Acces 
Equip  

Aviation,  Avia'n  Acces.  & Equ'P  
Beer,  Wine  &  Liquor   Schenley 

Chrysler  Corp. — DeSoto  Di' 

3ldg.  Materials,  Equip.  & Fixtures   
Confectionery  &  Soft  Drinks (Bla 

Johns-Mar 
iwing  Co.) ille  Corp. 

.Willi. .A.  T. 
Drugs  &  Remedies  .  .   Mi Entertainment   &  Amusements  Food  &  Food  Products   General  Mil Gasoline,  Lubricants  &  Other  Fuels.  Standard  Oi Horticulture   
Household  Equip.  &  Supplies  Philco  Corp 
Source:  Publishers  Information  Bureau. 

m  Wrigley  Jr.  Co. &  T.  (Bell  Tel.  System) 
Labs  Inc. 

341,988 60,685 
618,677 

PRODUCT  GROUP   FOR  AUGUST  1951 
Household  Furnishings   Armstrong  Cork  Co.  33,136 Industrial  Materials  U.   S.  Steel  Corp.  96,480 Insurance   Prudential  Insurance  Co.  of America  111,533 
Jewelry,  Optical  Goods  &  Longines-Wittnauer  Watch Cameras    Co.  .  60,412 Office  Equip.,  Stationery  & 

Writing  Supp    Political    Publishing  &  Media   First  Church  of  Christ  Scientist  8,040 Radios,  TV  Sets,  Phonographs, Musical  Instruments  &  Acces. ...  RCA  227,910 Retail  Stores  &  Direct  By  Mail  ... Dr.  Hiss  Shoes  Inc.  947 Smoking  Materials   Liggett  &  Myers  Tobacco  Co.  370,202 Soaps,  Cleansers  &  Polishes  Procter  &  Gamble  Co.  744,165 Sporting  Goods  &  Toys    Toiletries  &  Toilet  Goods   Procter  &  Gamble  Co.  280,632 Transportation,  Hotels  &  Resorts .. Assn.  of  American  Railroads  60,894 Miscellaneous  American  Fed.  of  Labor  104,075 

P  &  G  TIME  GROSS  
Leads  Networks  in  Auq- 
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STANDARD  MEDIA  VALUES
  Urged  by  Brockwoy  in  Chicag( 

THERE  is  "not  one  really  authenticated  fact"  about  the  actual  effect 
of  television  on  media  values,  Louis  N.  Brockway,  executive  vice  presi- 

dent of  Young  &  Rubicam,  New  York,  and  board  chairman  of  the 
American  Assn.  of  Advertising  Agencies,  told  Audit  Bureau  of  .Circula- 

tions members  in  Chicago  Thurs-  ★  day.  The  group  met  for  its  37th 
annual  session  at  the  Congress 
Hotel. 

Mr.  Brockway  asks  (1)  standardr 
ization  of  audience  measurements 
(2)  development  of  full  informa- 

tion on  composition  of  media  audi- 
ences, and  (3)  definition  and  meas- 

urement of  advertising  attention. 
He  charged  "The  lack  of  a  common denominator  for  all  media,  which 
continues  in  spite  of  everything 
agencies  and  advertisers  have  been 
able  to  do.  It  is  particularly  seri- 

ous at  this  time  because  the  adver- 
tiser is  increasingly  pressed  for 

media  comparisons,  especially  of 
magazines  and  newspapers  with 
television." 

Television,  he  said,  "has  shoul- dered its  way  into  a  major  position 
in  our  thinking,  changed  the  recre- 

ation habits  of  people,  offered  new 
devices  of  appeal  to  people's  taste and  demanded  its  share  of  the  ad- 

vertiser's dollar." 
Lack  of  Knowledge 

Charging  advertisers  do  not 
know  as  much  about  the  TV  audi- 

ence as  that  for  radio  because  the 
situation  is  changing  "much  too 
rapidly  for  tools  we  now  have,"  Mr. Brockway  said  radio  circulation  is 
"undoubtedly  decreasing"  and  tele- 

vision "certainly  increasing." 
He  "suspects"  television  "is  tak- ing evening  attention  away  from 

radio  and  reducing  reading  time  of 
periodicals  in  the  home,"  but  "we have  no  basis  to  judge  the  extent 
of  the  intrusion  except  for  infor- 

mation we  unearth  individually." 
Charging  that  half-truths  and mistruths  are  likely  to  be  accepted 

as  long  as  true  answers  are  not 
available,  Mr.  Brockway  cited  three 
needs — (1)  a  technique  for  defin- 

ing and  measuring  the  real  audi- ence value  of  all  media  on  a  com- 
mon basis,  whether  it  is  called  au- 

dience, circulation  or  readership — 

Wright  Promoted 
ELECTION  of  Dickens  J.  Wright 
to  the  board  of  directors  of  the 
North  Jersey  Bcstg.  Co.,  licensee 

for  WPAT  Pater- 
son,  N.  J.,  and 
Mr.  Wright's  ap- 

pointment as  ex- 
ecutive vice  presi- 

dent of  the  cor- 
poration were  an- nounced last  week 

by  Richard  Druk- ker,  company 
president.  Mr. 
Wright  joined 
WPAT  in  August 

1950.  He  previously  was  with  WICC 
Bridgeport,  Conn.,  where  he  was 
general  manager  two  years.  Pre- 

viously, he  was  a  sales  executive  in 
New  York  with  CBS  and  ABC. 
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(2)  a  practical  method  of  applying 
this  technique  through  accepted  re- 

search channels,  and  (3)  a  coopera- 
tion of  all  media,  advertisers  and 

agencies  in  supporting  and  using 
the  results  of  this  research. 

In  his  opinion,  research  too  of- 
ten "speaks  with  double  tongues  or is  all  things  to  all  men.  Much  of 

it  is  completely  cynical  and  there- fore a  disservice  to  advertising, 
much  is  too  incomplete  and  insuf- 

ficiently defined  to  be  used  with 

confidence." The  presence  of  a  radio  or  TV 
set  in  the  home  cannot  be  com- 

pared with  a  copy  of  a  publication, 
as  "circulation  in  one  medium  is 
not  the  same  as  circulation  in 
another,"  Mr.  Brockway  claimed. "Most  of  our  research  efforts  in 
recent  years  have  been  to  resolve 
sets  and  copies  into  something 
common  to  all  media,  into  families 

or  people." Claiming  "we  have  not  made  too 
much  headway",  he  said  Broadcast 
Measurement  Bureau"  made  a  be- 

ginning toward  establishing  radio 

Drawn  for  Broadcasting  •  Telecasting  by  Sid  Hix 
'But  baby,  it's  cold  outside!" 

AAAA's  AGENDA 

Radio-TV  Speakers 
Set  For  Tuesday 

LOW-BUDGET  TV,  talent  and  costs,  agency-produced  programs,  TV 
commercials,  and  other  facets  of  sight-and-sound  advertising  will  be 
placed  "under  the  microscope"  at  the  radio  and  television  production 
session  of  the  1951  AAAA's  Eastern  Annual  Conference  when  the  two- 
day  meeting  of  advertisers  is  held     *  —  ■ 
in  New  York  Tuesday  and  Wednes- day. 

Radio  and  TV  session,  slated  for 
2-4  p.m.  Tuesday,  will  feature  a 
talk  by  Robert  Montgomery,  execu- 

tive producer  for  NBC  Television, 
on  the  responsibility  of  creative 
people  in  the  field  to  raise  and maintain  TV  standards. 

One  of  nine  group  meetings  to  be 
held  at  this  year's  conference,  the radio-TV  unit  will  also  include 
Adrain  Samish,  vice  president  and 
director  in  charge  of  radio  and  TV 
for  Dancer-Fitzgerald-Sample  Inc., 
who  will  discuss  producing  TV  film 
programs,  and  Rodney  Erickson, 
manager  of  Radio-TV  Dept.  for 
Young  &  Rubicam,  who  will  talk 
on  agency  production  of  live  TV 
shows. 
Other  speeches  include  adver- 

tising on  TV  with  a  small  budget, 
Signey  Weiss,  vice  president  and 
treasurer  of  Lewin,  Williams  & 
Saylor,  Inc.;  TV  talent  and  its 
cost,  Wallace  S.  Jordan,  radio-TV 

director  of  William  Morris;  and 
"What's  Right  with  TV  Com- 

mercials" by  Garth  N.  Montgom- 
ery, vice  president  and  radio-TV director  of  Kenyon  &  Eckhardt 

Inc. 
Media  session  of  the  conference 

will  have  as  its  focal  point,  "What Are  Other  Media  Doing  to  Meet 
the  Challenge  of  TV?"  Daniel  M. Gordon  of  Ruthrauff  &  Ryan  will 
act  as  chairman,  and  speeches  will 
be  given  by  John  Karol  of  CBS  to 
represent  network  radio;  Lewis 
Avery  of  Avery-Knodel,  to  repre- 

sent spot  radio;  Otis  Wiese,  Mc- 
Call's;  H.  James  Gediman,  Hearst Advertising  Service;  and  Carl 
Henke,  general  outdoor  advertising. 
Other  sessions  at  the  AAAA  meet- 

ing will  be  for  marketing  and 
merchandising,  management,  trade 
and  industrial  advertising,  me- 

chanical production,  research,  copy 
and  art,  and  agency  library  groups. 
Conference  theme  is  "Advertising 
Under  the  Microscope." 

circulations,  but  because  its  stuc 
ies  were  not  recurring  and  cor 
tinuing  they  failed  to  give  us  sui 
ficiently  up-to-date  information.' C.  D.  Jackson,  president  of  th 
National  Committee  for  a  Frt 
Europe  on  leave  as  publisher  c 
Fortune  magazine,  described  wor 
being  done  by  Radio  Free  Europ 

RADIO,  TV  SPLIT 
By  WBZ  AM-TV,  WBZ. FURTHER  separation  of  radi 

and  television  operations  at  West 
inghouse  Stations,  begun  in  Jul 
1950  with  a  division  of  sales  respon 
sibilities,  was  announced  last  Tues 
day  by  W.  C.  Swartley,  manage1 of  WBZ-AM-TV  Boston  and  WBZ 
Springfield,  Mass. 

Mr.  Swartley  announced  the  a; 
pointment  of  Avner  Rakov  as  pn 
gram  manager  of  the  Westin house  Radio  Stations.  W.  Gordo: 
Swan,  program  manager  of  WB! and  WBZ  A  since  1941,  will  de  |tel 
vote  full  time  as  program  man 
ager  of  WBZ-TV.  He  had  been  ii 
charge  of  TV  programming  sinci 
June  1948. 

Mr.  Rakov  joined  WBZ  as  musi 
director  and  later  served  as  ar 
ranger,  producer  and  conductor 
of  network,  regional  and  loca 
programs  in  supervising  the  musj 
ical  programming  of  the  station 
Subsequently  he  was  named  part 
time  production  and  program  con 
sultant  for  WBZ  and  advertising 
agencies,  developing  programs,  an 
nouncements  and  advertising  cam 

paigns. 
The  division  follows  a  patten 

throughout  the  broadcasting  indus 
try  and  conforms  with  the  West 
inghouse  sales  split  of  last  year 
Under  the  new  arrangement,  eacl 
program  manager  reports  directh to  the  station  manager. 

[r.  Swan Mr.  Rakov 

WKYB  to  NBC 
WKYB  Paducah,  Ky.,  will  affiliate 
with  NBC  effective  Nov.  15,  Carle- 
ton  D.  Smith,  NBC  vice  president 
in  charge  of  station  relations,  an 
nounced  last  week.    He  said  nego 
tiations  for  the  affiliation  pre-date 
the  network's  recent  announcemenl 
that  it  plans  to  add  a  substantial 
number  of  outlets — estimated  vari 
ously  from  100  to  200— to  its  affili- 

ation list.  WKYB  is  owned  by  thejfr Paducah    Sun    Democrat    and    is  k 
under  the  general  management  oi  aij 
Ed  J.  Paxton  Jr.    E-stablished  imfo.. 
1946,  it  operates  on  570  kc  with  if 
kw  day  and  500  w  night.   It  cur- rently is  affiliated  with  Mutual. 
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IBEW  DEMANDS 
Imperil  St.  Louis  Stations 

By  J.  FRANK  BEATTY 
LANTASTIC  wage  demands  peril- 
ng  the  very  life  of  many  St.  Louis 
tations  have  been  submitted  by 
BEW  Local  1217,  providing  a 
hreat  to  the  entire  radio  and  tele- 
ision  field. 
Put  in  capsule  form,  the  local 

ias  submitted  a  take-it-or-leave-it 
ontract  effective  Nov.  15  and  call- 

ing for  roughly  a  5  hour-20  minute 
iay  and  a  flat  $130  per  week  plus 

:i  orollary  demands  said  to  add  an- |  .ther  $75  to  $100  per  week  per  man. 
2   All  St.  Louis  broadcast  and  tele- 
1  ast  stations  are  affected  with  the 
j exception  of  KMOX,  which  has  a 
eparate  contract  as  a  CBS-owned hntlet. 

j  Wage  scale  in  the  city  was  in- 
i  reased  $2  just  last  June  and  an- 

other 85  Nov.  15,  1950.  Now  the 
iLmion  is  asking  an  additional  $18 
ki  week,  aside  from  the  extras. 
¥  Wage  Stabilization  Board  regula- 
f  ions  permit  a  12.3%  increase 
i  ibove  the  base  level  of  Jan.  15, 
.950.  The  $130  demand  is  far  be- 

j  'ond  anything  ever  heard  of  at TWSB,  totaling  approximately  $25 
i  veek  above  the  base  level,  or  nearly 
J!5%.  This  is  twice  the  maximum 
f  permitted  by  WSB. 
f  The  St.  Louis  union  has  a  con- 
'  inuous  record  of  unsavory  rela- I  ions  with  stations,  according  to 
"  mion  circles.  It  has  been  branded I  he  most  troublesome  local  in  the 
I sntire  electronic  field. 

Existing  pay  scales  for  techni- <  ians   at  smaller  stations  in  St. 
-ouis  are  the  highest  in  the  U.  S. 

|-    At  IBEW  headquarters  in  Wash- 
|  ngton  it  was  stated  that  Local  1217 t  s  antagonistic  to  the  international 
I  rnion. 

Other  Provisions 
Some  of  the  St.  Louis  demands 

aave  startled  the  most  experienced 
abor  relations  sources.  For  exam- 
)le  12  holidays  are  specified  instead 
>f  six.  No  one  is  quite  certain  what 
ididay  occurs  Sept.  30  though  it 

j  s  specified  in  the  contract. 
Scanning  of  the  St.  Louis  union's iroposed  contract  reveals  condi- 

ions  which  are  absolutely  impos- 
ible  to  fulfill.  For  example,  over- ime  must  be  scheduled  72  hours  in 
dvance  yet  there  can  be  no  over- 
ime  except  in  case  of  emergencies. 
Swing  shifts  are  eliminated. 

Sven  worse,  some  persons  believe, 
5  the  requirement  that  schedules 
>e  set  up  permanently  for  90  days, 
nth  half-time  penalty  if  varied. 
Four-week  vacations  are  de- 

nanded  for  employes  after  36 
aonths  work,  with  an  additional 
ay  for  each  holiday  falling  within 
he  vacation.  A  15%  differential 
s  added  to  work  between  11  p.m. 
:nd  7  a.m.  Severance  pay  is  fig- 
ired  at  two  weeks  for  each  six 
nonths  employment. 
Part-time  employes  must  be  hired 

t  S3.25  per  hour  instead  of  $2.75, 
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with  minimum  of  eight  instead  of 
four  hours. 

New  overtime  plan  calls  for  eight 
hours  at  double  time  on  first  day  off 
and  second  day  off  instead  of  pres- 

ent four  hours  at  1V2  time  on  first 
day,  and  8  hours  at  double  time  on 
second  day  off.  Double  time  must 
be  paid  if  called  back  after  com- 

pletion of  shift,  instead  of  present 
IV2  time. 

Lunch  hour  must  be  paid  in  the 
new  contract.  Two  paid  rest  peri- 

ods of  20  minutes  are  allowed  with 
15  minutes  at  beginning  and  end 
of  shift  allowed  studio  employes, 
30  minutes  at  transmitter. 

Engineers  get  $10  fee  each  time 
any  equipment  is  carried  on  remote 
assignments.  Insurance  for  air 
travel  will  be  $25,000  per  trip,  with 
$30,000  insurance  for  using  auto 
with  auto  allowance  of  20  cents  per 
mile  instead  of  12  cents,  $2.50  mini- 

mum. An  allowance  of  $2.50  in- 
stead of  $1.50  is  given  for  trip  to transmitter. 

Supervisors'  Pay 
Supervisors  pay  will  go  from 

$122  to  $140  in  the  new  contract. 
Sick  leave  will  accumulate  to  52 
weeks  at  rate  of  at  least  six  weeks 
per  year  instead  of  three.  Four 
days  off  are  specified  for  funerals 
of  wife,  children,  parents,  sisters and  brothers. 

Two  men  are  required  on  duty  at 
all  times  at  stations  over  5  kw. 

The  jurisdiction  of  Local  1217 

includes  WTMV  in  E.  St.  Louis,  111. 
In  general,  the  trend  in  union 

negotiations  has  been  away  from 
citywide  contracts  though  there 
still  are  areas  where  the  practice 
continues.  The  flat  pay  scale  in 
St.  Louis  is  the  same  for  large 
stations  as  for  daytimers  and  lo- cals. 

Fear  is  expressed  that  appear- ance of  even  one  or  two  of  the  new 
provisions  in  an  all-St.  Louis  IBEW contract  would  start  the  same 
creeping  paralysis  that  has  crip- pled the  motion  picture  industry 
and  reduced  employment  sharply 
as  studios  have  collapsed. 

Other  Activity 
Other  developments  in  the  labor 

relations  field  include  capture  of 
several  stations  in  San  Diego  by 
NABET  as  a  result  of  an  election 
last  week. 
NABET  also  has  won  three  As- 

sociated Broadcasting  Co.  stations 
in  San  Francisco  from  IBEW.  The 
stations  are  KSFO,  KPIX  (TV) 
and  KWID  (shortwave).  Since 
joining  CIO  some  months  ago 
NABET  has  been  setting  up  verti- 

cal unions  in  San  Francisco,  aim- 
ing toward  one  big  union  in  radio. 

KVOE  Names  Pearson 
ERNEST  L.  SPENCER,  president, 
KVOE  Santa  Ana,  Calif.,  has  ap- 

pointed the  John  E.  Pearson  Co.  as 
national  sales  representative  for 
the  station. 

BONNETED  Ruth  Lyons,  who  has  han- 
dled commercials  for  Miami  Mar- 

garine Co.  (Nu-Maid  margarine)  on her  Morning  Matinee  program  on 
WLW  for  past  10  years,  and  Robert 
E.  Dunville  (r),  president,  of  Crosiey 
Broadcasting  Corp.,  hold  plaque  hon- 

oring company's  association  with  sta- tion. Nu-Maid  citation  commends 
WLW's  advertising,  promotion,  mer- chandising and  selling  of  product. 

MANPOWER  NEEDS 
Secretary  Tobin  Outlines 

PREDICTION  that  defense  em- 
ployment will  soar  to  the  8.5  mil- lion mark  by  the  end  of  1952  when 

mobilization  is  slated  to  reach  its 
peak  was  offered  last  Monday  by 
Secretary  of  Labor  Maurice  Tobin. 
Additional  defense  manpower 

needs  of  4.5  million  are  expected 
to  be  met  by  shifting  of  workers 
from  peacetime  civilian  industries 
and  from  other  sources,  Mr.  Tobin 
added.  His  comments  were  out- 

lined in  a  Dept.  of  Labor  study  of 
manpower  and  mobilization. 

TAUHT  WAGES 
Talked  in  WSB  Hearing 

PANEL  named  by  the  federal  Sal- 
ary Stabilization  Board  held  a 

three-day  closed  hearing  in  New 
York  last  week  to  consider  con- 

trolling salary  increases  for  over- 
scale  performers  in  television,  mo- 

tion pictures,  and  the  theatre. 
Sessions  started  Monday  morn- 

ing with  representatives  of  the 
radio-TV  industry  pleading  for 
exemption  of  its  members  from 
proposed  controls.  Charles  Tower 
of  the  NARTB  explained  the  in- 

dustry background  and  business 
practices  that  would  make  a  sal- 

ary-freeze impractical.  He  was  fol- lowed by  William  Fitts  of  CBS 
who  read  a  brief,  formal  statement 
prepared  by  CBS,  NBC  and  ABC 
to  ask  exemption.  I.  A.  Becker  of 
CBS  explained  it  would  be  difficult 
to  evaluate  services  of  radio-TV 
personnel  closely  enough  to  estab- 

lish ceilings.  A  performer's  status can  change  overnight,  he  ex- 
plained, when  the  show  he  appears 

on  is  picked  up  for  network  rather 
than  for  single  station. 

Sol  Pryor  of  the  law  firm  of  Jaffe 
&  Jaffe,  retained  by  American  Fed- 

eration of  Radio  Artists  and  Televi- 
sion Authority  to  plead  exemption 

from  control  their  members,  argued 

that  administrative  difficulties 
would  make  it  almost  impossible  to 
apply  regulations.  He  further  as- serted that  controls  would  not  be 
in  keeping  with  the  Defense  Pro- duction Act,  which  stated  that  no 
controls  should  be  imposed  when 
they  upset  prevailing  business  prac- tices. A  freeze  would  also  be  in 
contradiction  to  OPS  regulations 
which  allow  exemption  for  inde- 

pendent packagers  for  the  amounts 
they  pay  for  program  elements.  Mr. Pryor  suggested  that  employers, 
too,  be  allowed  to  have  that  ex- 
emption. 

RTDG's  Stand 
Radio  and  TV  Directors  Guild 

charged  that  freezing  salaries  of 
employes  is  discriminatory  because 
no  controls  are  exercised  over  rates 
charged  by  broadcasting  corpora- tions. The  guild  also  objected  to 
proposed  use  of  January  1950  as 
the  base  period  on  grounds  that 
that  was  an  experimental  period  for 
television.  Talent  in  production  and 
direction  of  shows  then  was  paid 
at  a  much  lower  rate  than  would 
be  appropriate  for  a  mature  enter- 

prise, it  was  argued. 
Others  who  appeared  for  radio-TV 

personnel  were  Joseph  A.  McDonald, 
vice  president,  secretary  and  general 
attorney  of  ABC,  and  Evelyn  Bnrkey 
of  the  Authors  League  of  America. 

Screen  Actors  Guild  was  repre- 
sented by  Execeutive  Secretary  John 

Dales  Jr.  and  Legal  Counsel  William 
Berger,  who  flew  from  the  West  Coast 
to  present  their  statements. 

Panel  Members 
Panel  was  composed  of  Roy  F. 

Hendrickson,  executive  secretary 
of  the  National  Federation  of 
Grain  Cooperatives,  chairman;  and 
Philip  F.  Siff,  investment  banker, 
and  Neal  Agnew,  consultant  to 
Independent  Motion  Picture  Dis- 

tributors. Group  was  assigned  to 
consider  how  to  apply  controls, 
whether  exemptions  should  be  al- 

lowed, and  how  regulations  could 
be  made  self -administering  through 
industry-government  cooperation ; 
hearings  pertained  to  cameramen, 
producers,  directors,  scripters,  and 
designers  as  well  as  to  star  per- 

formers in  the  various  entertain- ment fields.  Panel  was  set  up  by 
SSB  several  weeks  ago. 
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<  Left  to  right:  Messrs.  Ayers,  Brinkley,  Acheson,  Steelman  and  Wood 

o  o 
THE  RARE  appearances  of  Dean 
Acheson  on  television  strongly 
suggest  that  the  Secretary  of 
State  should  be  seen  perhaps  as 
often  as  his  most  vociferous  critics 
are  heard. 

Mr.  Acheson,  who  has  been  de- 
scribed as  the  administration's 

most  competent  "bedside  diplomat," once  again  demonstrated  Oct.  21 
that  he  wears  well  before  any 
television  camera. 

The  vehicle  he  chose  was  NBC- 
TV's  60th  edition  of  Battle  Report — Washington.  Secretary  Acheson 
delivered  a  prepared  statement  and 
then  delved  into  correspondence 
on  troublesome  international  ques- 

tions, most  of  which  was,  admitted- 
ly, calculated  to  win  friends  and 

influence  the  public  for  the  admin- istration. 
The  Secretary  of  State's  peculiar talents  for  TV  were  evidenced  on 

this  occasion,  as  perhaps  never 
before,  by  his  grass  roots  approach 
to  questions  from  confused  lay- 

men.   If  Mr.  Acheson  adequately 

Program:  Battle  Report— Wash- ington. NBC-TV,  Sunday,  3- 3:30  p.m.  EST. Agency:  Handled  through  John R.  Steelman,  Special  Assistant to  the  President. Guests:  Secretary  of  State  Dean Acheson,  Mr.  Steelman. Commentator:  David  Brinkley. Director  &  Producer:  Ted  Ayers. Technical  Director:  Sherman Hildreth Film  Editor:  Bill  Brooks. Writer:  Lou  Hazam. 

projected  his  convictions,  that  was 
due,  too,  in  no  small  measure  to 
the  equally  convincing  projection 
of  television  itself,  and  to  Mr. 
Acheson's  apparently  wise  resort to  effective  anologies. 

Speaking  informally,  but  with 
characteristic  dignity  and  calmness, 
Mr.  Acheson  talked  across  the 
table  to  a  cross-section  of  Ameri- 

can voters — a  sailor,  cab  driver, 
cattle-rancher,  a  fruit  picker, carpenter,  housewife  and  a  sheriff 
— all  of  whom  had  posed  their 
queries  on  film  clips. 

Mr.  Acheson  was  perhaps  at  his 
best  in  responding  to  comments 
by  Sheriff  Glenn  Jones  of  Clark 
County,  Nevada.     He  had  asked: 

"Secretary  Acheson,  when  two 

outfits  start  packing  guns,  there  is 
bound  to  be  some  shooting.  Isn't that  going  to  be  the  case  with 
our  arming  of  the  Western  world?" 
Answer:  "Well,  Sheriff,  what 

would  happen  in  your  county  if 
the  gangsters  had  the  guns  and  you 
didn't.  .  .  .  These  people  on  the other  side  are  not  only  packing 
guns — they're  shooting.  That's what  Korea  is  all  about.  And  if 
Matt  Ridgway  and  his  boys  didn't have  something  to  shoot  back  with, 
we'd  be  in  a  .  .  .  well,  in  whatever kind  of  a  fix  you  call  it  in  Clark 

County." To  a  question  from  a  carpenter  on 
the  wisdom  of  "kicking  the  Rus- 

sians out  of  United  Nations,"  the Secretary  countered: 
".  .  .  Let's  talk  that  over  .  .  . 

We  don't  run  the  United  Nations. 
We're  one  of  the  members  and there  are  59  others  who  have  their 
own  ideas.  ...  In  the  second  place 
.  .  .  who  convinced  you  that  the 
Soviets  were  blocking  the  United 
Nations?  The  Russian  delegates 
themselves.  They  have  done  more 
to  convince  the  world  that  their 
propaganda  is  false  and  phony  than 
all  the  rest  of  us  combined.  .  .  ." 

The  program  was  executed  with 
polish  and  competency,  doubtless 
in  part  because  of  Mr.  Acheson's knack  for  reading  his  answers  from 
concealed  quarters.  A  minor  com- 

plaint suggested  by  his  appearance 
is  that  the  camera  views  of  the 
Secretary  were  uniform,  at  times 
resulting  in  viewer  restlessness. 
But  his  stature  and  conviction  more 
than  offset  this  quibble. *    *  * 
AMERICAN  YOUTH  FORUM 
on  NBC-TV,  Saturday,  7-7:30  p.m., 
at  least  is  one  forum  program,  that 
has  grown  in  stature  by  taking  the 
play  from  the  grownups  and  giving 
it  to  youth. 

There  is  little  horse-play  in  this 
show.  Its  extra-ordinary  feature 
is  simplicity  and  an  impelling  de- sire to  inform. 

That  makes  the  program  edu- 
cational; and,  incidentally,  demon- 

strates forcefully  just  how  well- 
educated  is  at  least  one  responsible 
segment  of  our  teen-age  popula- tion. 

The  show  is  built  about  pertinent 
and  timely  questioning  by  a  group 

of  teen-agers  (with  the  cooperation 
of  the  American  Legion's  youth activities  department)  who  listen 
and  view  the  distinguished  guest 
with  critical  soberness. 

The  guest  Oct.  20  was  Harold  E. 
Stassen,  president  of  the  U.  of 
Pennsylvania. 

Topics  touched  by  the  youngsters and  tackled  by  Mr.  Stassen  played 
a  wide  field  from  international  is- 

sues to  sports.  To  name  a  few: 
What  can  the  voter  do  to  protect 
himself  from  dishonesty  in  polit- 

ical parties;  what  methods  should 
the  U.  S.  employ  in  the  Middle 
East  and  will  World  War  III  break 
out  there;  are  we  prepared  to  meet 
an  enemy  attack  now;  who  was 
the  wiser  in  our  foreign  policy 
toward  China,  Gen.  MacArthur  or 
Mr.  Acheson;  and  did  the  Senate 
subcommittee  have  sufficient 

Program:  American  Youth 
Forum,  NBC-TV,  Saturday,  7- 7:30  p.m. Sponsor:  Public  Service. Cast:  Harold  E.  Stassen,  guest speaker;  Frank  Blair,  guest moderator;  50  students  (ages 
16-20). 

Producer:  Jeff  Baker. 
Director:  Ted  Granik,  For  Oct. 

20  program,  Jay  Royen,  assist- ant director,  was  director. 

grounds  to  turn  down  the  nomina- tion of  Philip  Jessup  to  the  UN  ? 
In  past  programs,  the  line  of 

questioning  often  proved  startling 
to  the  guests. 

Mr.  Stassen,  former  governor  of 
Minnesota,  who  has  interviewed 
Stalin  and  is  a  prime  mover  of  the 
Crusade  for  Freedom,  however,  is 
not  easily  disconcerted,  no  matter 
how  razor-edged  the  query.  But 
he  was  visibly  taken  with  one 
apple  tossed  him:  Would  you  run 
for  President  if  nominated  by  the 
GOP?  In  a  quick  recovery,  Mr. 
Stassen  said  he  would  have  to  wait 

for  the  big  "if." Another  big  one  thrown  up  to 
him:  How  would  you  proceed  to 
figure  out  the  international  situa- 

tion? Mr.  Stassen  did  his  best  to 
explain. There  was  some  news  for  the 

broadcaster.  Asked  about  the  U 
of  Pennsylvania's  backdown  or NCAA's  enforced  blackout  on  foot 
ball  telecasts:  Can  you  explair 
why  Penn  "chickened  out"  on  it 
stand  against  NCAA's  ban?,  Mr Stassen  said  Penn  was  forced  t( 
go  along  with  the  collegiate  as sociation  when  four  football  op 
ponents  threatened  to  break  ofi 
relations. 

However,  Mr.  Stassen  said  the 
school  feels  there  should  be  more 
TV  in  football  and  that  Penn  wil 
insist  on  it  next  year.  The  Ivy' Schools  "will  be  back  on  TV  next 
year,"  he  said. A  point  in  improvement  over  the usual  forum  show  is  the  gentle 
guidance  of  the  little-seen,  little- heard  moderator.  Frank  Blair, 
substituting  for  Theodore  Granik. 
director  and  founder  of  the  Amer< 
ican  Forum  of  the  Air,  who  was  ill. 
let  the  youngsters  take  over. 

The  Youth  Forum  is  a  refresh- 
ing contradiction  of  the  belief  that 

the  U.  S.  teen-ager  chews  nothing 
more  significant  than  gum  and 
can't  savvy  anything  more  import ant  than  be-bop. 

Holiday  Plans 
(Continued  from  page  23) 

5  to  6  p.m.,  for  the  third  successive 
year.  The  holiday  special  will  fea 
ture  the  Choraliers  and  the  Sym- 
phonettes.  Victor  A.  Bennett  Co., 
New  York,  is  the  agency. 

General  Foods  will  program  a 
special  holiday  show  on  Sunday, 
Dec.  30,  6-6:30  p.m.  on  NBC-TV when  Roy  Rogers  will  be  joined  by 
Bob  Hope  and  other  prominent 
Hollywood  stars.  The  regular 
Rogers  show  will  be  from  6:30-7 
p.m.  on  the  same  day.  The  follow- ing week  a  new  series,  Claudia,  will 
be  seen  in  the  latter  period  and  Roy 
Rogers  will  return  to  the  6-6:30 
p.m.  period.  Benton  &  Bowles  is 
the  agency  for  Post  Cereals  Divi 
sion  while  Young  &  Rubicam  is 
the  agency  for  the  Swans  Down 
participation  in  Claudia. 

Zippo  Mfg.  Co.,  Bradford,  Pa., makers  of  Windproof  pocket  and 
table  lighters,  will  launch  its  fall 
and  pre-Christmas  national  adver- 

tising with  television  spot  an- nouncement as  well  as  national  and 
trade  magazine  advertising.  This 
year's  drive  is  the  biggest  in  the 
company's  history.  The  television spots  will  be  used  in  33  stations  in 
20  cities,  running  until  Christmas. 
Geyer,  Newell  &  Ganger,  N.  Y.,  is the  agency. 

Seasonal  advertisers  appear  to 
be,  as  always,  pouring  liberal amounts  into  the  flow  of  business, 
but  another  factor  has  intruded 
itself  to  turn  the  flow  into  a  likely 
flood  this  year.  Retail  orders  which 
were  expected  in  late  summer  and 
which  failed  to  materialize,  it  is 
understood,  are  now  coming 
through  for  advertisers;  necessitat- 

ing a  precipitate  increase  in  pro- 
motion plans  to  the  attendant  bene- fit of  radio  and  TV. 
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CONSTRUCTION 
Radio-TV  Wins  Reclassification 

By  JOHN  OSBON 
RECOGNITION  of  radio-TV  broad- 

casting as  an  essential  competitor 
for  raw  materials  on  a  comparable 
basis  with  printed  media  was  hailed 
last  week  as  a  formidable  industry 

otT  victory. The  role  of  radio  and  television 
in  the  nation's  defense  effort  was 
clearly  spelled  out  by  the  govern- 

'  'iient  in  a  new  regulation  permit- 
;  "J ting  broadcasters  to  self -authorize eif  greater    quantities    of  controlled 

materials  for  new  building  pro- 
:-  jects. 
'Mlil  Basis  for  this  optimism  was  an 
!'nMporder  reclassifying  the  industry Mi  on  a  par  with  newspapers  in  the 
55  i  "industrial  plant,  factory  or  facili- 
"a\  ty"  group  for  purposes  of  ma- isilllterials  allocations.  NARTB  had 

criticized  an  earlier  reclassification 
reshliof  newspapers  and  other  printing 
I'm  establishments  as  "highly  discrim- 
iiin|inatory"  to  radio-TV  [B*T,  Oct. •15]. 

What  this  means  is  that  broad- 
casters have  been  granted,  in  effect, 

a  "hunting  license"  for  steel,  cop- per and  aluminum  needed  in  small- 
er building  or  remodeling  pro- 

jects. It  does  not,  of  course,  guar- 
antee the  availability  of  these  met- als. 

On  Equal  Terms 
But  the  industry  will  be  able  to 

compete  on  a  comparable  basis 
with  other  media  for  supplies  of 
these  materials  without  necessity 
of  government  approval.  Specific- 

ally, it  means  they  will  be  able 
to  self-authorize  orders  for  up 
to  25  tons  of  steel,  2,000  pounds  of 
copper  and  copper-base  alloys  and 
1,000  pounds   of  aluminum. 
The  previous  limitation  of  two 

tons  of  steel  and  200  pounds  of 
copper  (with  no  provision  for 
aluminum)  has  been  under  con- 

stant fire  by  NARTB.  Protest 
was  mounted  in  the  face  of  a  recent 
government  order  removing  print- 

ing establishments  from  the  com- 
mercial category,  under  which 

broadcasters  fall,  and  shifting 
them  to  the  industrial  grouping. 

The  announcement  was  officially 
made  last  Thursday  by  the  National 
Production  Authority,  with  whose 
officials  NARTB  had  conferred 
more  than  a  fortnight  ago.  Peter 
Black,  special  assistant  to  the  NPA 
Administrator,  had  promised 
NARTB  Government  Relations  Di- 

rector Ralph  Hardy  that,  relief 
would  be  taken  into  consideration. 
Mr.  Hardy  described  the  new 

regulation  as  a  "healthy  improve- 
ment" in  the  materials  situation 

and  acknowledged  it  would  enable 
broadcasters  to  compete  on  an 
equal  basis  with  other  media. 
He  observed  that  the  end  pro- 

ducts of  radio-television  and  news- 
papers actually  are  similar  in  that 

the  end  result  is  public  consump- 
tion of  news  and  other  vital  in- 

formation. 
As  to  availability  of  materials, 

many  broadcasters  have  contracted 

for  materials  in  the  hope  of  ob- 
taining NPA  authorization,  accord- 

ing to  Mr.  Hardy.  In  that  light, 
construction  in  some  instances  was 
not  actually  delayed  for  lack  of 
approval. Steel  manufacturers  have  been 
particularly  cooperative  in  channel- 

ing supplies  through  distributors  to 
broadcasters  where  their  supplies 
permitted  them  to  do  so,  he  added. 
NPA  said  it  has  advised  all 

Commerce  Dept.  field  offices  of  the 
reclassification.  Projects  affected 
are  those  calling  for  remodeling, 
minor  installation  of  equipment, 
alterations  and  small  building  con- struction. 
.  Projects  calling  for  more  than 

the  specified  amounts  set  out  under 
the  self-authorized  ceiling  still  re- 

quire NPA  approval.  Radio-TV 
generally  has  fared  very  well  on 
the  construction  front  [B«T,  Oct. 15,  8]. 

Broadcasters  did  figure,  how- 
ever, in  two  building  applications 

denied  by  the  NPA  in  its  final 
processing  of  fourth  quarter  ma- terials allotments.  It  was  stressed 
again,  however,  that  both  may  re- 

apply during  the  first  quarter  of 
1952,  for  which  requests  now  are 
being  accepted. 

American  Broadcasting  Co.  was 
turned  down  for  $115,000  worth  of 
materials  earmarked  for  offices  in 
Hollywood.  The  nature  of  the  pro- 

ject (alteration,  expansion,  re- 
modeling, etc.)  was  not  known. 

Gila  Broadcasting  Co.  was  re- 
jected by  the  agency  for  materials, 

with  cost  placed  at  $37,700,  for  its 
new  station,  KVNC  Winslow,  Ariz. 
Station  received  a  construction 
permit  from  FCC  on  Aug.  8  to 
operate  on  1010  kc  with  500  w 
night,   1   kw-day,  unlimited,  with 

directional  antenna.  Gila  Broad- 
casting also  operates  KGLU  Saf- ford,  Ariz. 

The  station,  in  its  application 
filed  with  NPA,  showed  no  indica- 

tion as  to  how  far  along  its  con- 
struction had  progressed.  The  ap- 

plicant sought  2,500  pounds  of  cop- 

per. 

KVNC  probably  will  be  able  to 
go  on  the  air,  in  any  event,  though 
its  proposed  completion  date  may 
be  deferred.  Its  officers  now  may 
self-authorize  2,000  pounds  of  cop- 

per under  NPA's  relaxed  rule  for radio-TV  broadcasters,  if  it  can 
find  that  quantity  of  material,  it was  noted. 
NPA  authorities  explained  cop- 

per remains  in  extreme  short  sup- 

ply- 

Consumer  Front 
On  the  consumer  front,  main- 

tenance, repair  and  operation  of 
the  nation's  radio-TV  receivers 
also  are  commanding  attention  of 
government  officials.  A  plan  by 
which  manufacturers  would  set 
aside  a  certain  percentage  of  prod- 

ucts (using  steel,  aluminum  and 
copper)  to  meet  demands  of  dis- tributors, retailers  and  repair 
shops  is  under  study.  Actually, 
this  project  was  unveiled  earlier 
this  year  but  has  not  been  project- ed to  the  factory  level. 

Under  the  current  plan,  outlined 
last  Monday  to  the  Electronics 
Parts  &  Components  Industry  Ad- 

visory Committee,  NPA  may  issue 
an  order  establishing  procedure 
for  replacement  in  distributors'  in- ventories of  parts  and  components. 
Radio-TV  sets,  phonograph  or  rec- 

ord players  and  other  products  us- ing scarce  materials  would  be 
placed  on  direct  allocation. 

The  regulation  would  take  the 

form  of  an  inventory  limitation 
based  on  historical  sales  patterns 
during  a  base  period  or  of  a  per- 

centage set-aside  at  the  factory  or 
manufacturer's  level. 

Retailers  could  self -authorize 
certain  materials  and  pass  on  prod- 

ucts to  customers  who  would  not 
be  required  to  sign  for  them.  Pro- curement of  materials  would  be 
based  on  the  dollar  value  of  ma- 

terial or  percentage  used  by  the retailer. 
The  committee  reported  on  the 

repair-replacement  parts  situation. TV  antennas,  already  scarce,  will 
be  harder  to  obtain  because  of 
shortage  of  aluminum.  The  tube 
picture  is  generally  looking  up, 
though  transmitter  tubes  are  short, 
according  to  NPA. 

Military  and  defense-supporting 
industries  may  have  to  siphon  off 
up  to  90%  of  electronics  testing 

equipment. According  to  the  committee's survey,  parts  and  components  in 
shortest  supply  are  TV  antennas, 
wire  and  cable,  solder  fuses,  hand 
tools  and  soldering  irons.  General 
satisfaction  was  expressed  over  a 
new  order  permitting  amateur 
radio  operators  to  obtain  priori- ties on  materials  for  maintenance 
of  stations.  Amateurs  hail  the  reg- 

ulation as  official  recognition  of 
their  role  in  national  defense,  NPA 
was  advised. 

Shortages  are  bound  to  increase 
during  early  1952  and  the  full  im- 

pact has  not  yet  been  felt.  These 
warnings  have  been  sounded  re- 

peatedly in  recent  weeks  by  De- fense Mobilizer  Charles  E.  Wilson 
and  Defense  Production  Adminis- 

trator's Manly  Fleischmann.  One 
tangible  evidence  was  the  govern- 

ment's clamp-down  on  color  TV production  (see  story,  page  23). 
A  former  broadcasting  execu- 

tive now  with  the  government  has 
added  his  voice  to  the  growing 

(Continued  on  page  97) 

RADIO,  TV  ADS  STALE  
   Cone  Char^ ADVERTISING  patterns  in  radio 

"have  been  unchanged  for  many 
months,  with  the  thinking  going 
into  television" — and  much  of  it  "a 
very  tired  kind  of  thinking,"  in  the opinion  of  Fairfax  Cone,  board 
chairman  of  Foote,  Cone  &  Beld- 
ing,  Chicago.  Mr.  Cone,  speaking 
to  members  of  the  Central  Council, 
American  Assn.  of  Advertising 
Agencies,  in  Chicago  Friday,  out- 

lined successful  printed  media  cam- 
paigns and  "Why  I  Wish  We  Had 

Done  These." 
Terming  television  "advertising's newest,  greatest  medium  yet  to 

come  into  its  own,"  Mr.  Cone  con- 
fined himself  to  printed  media  cam- 

paigns "where  imagination  and 
judgment  and  taste  overcame  the 
difficulties  uncommonly  well."  He 
would  have  liked,  "best  of  all,"  to 
have  met  "each  of  the  campaigns" in  television  rather  than  in  print, 
he  told  his  audience  of  advertising 
executives. 

Asserting  that  television  is  not 

merely  radio  with  pictures,  Mr. 
Cone  defined  it  as  "strictly  printed 
advertising  come  to  life  —  or  it 
should  be  —  and  personal  selling 
brought  into  the  home."  Reiterat- 

ing that  "the  greatest  achievement 
in  printed  advertising  is  a  demon- 

stration," he  claimed  TV  makes this  possible  for  almost  everyone. 
Every  printed  advertisement  he showed  his  4-A  audience  to  point 
up  his  comments  "could  have  been done — and  done  better — in  televi- 

sion." 

Needed  in  TV 
The  kind  of  thinking  "that sweated  out  these  printed  pieces 

and  made  each  one  outstanding"  is 
needed  in  television,  "which  could have  started  with  each  one  just 
as  you  have  seen  it,  enlarged  its 
scope  and  made  it  live,  move  and 

speak." 

The  problem,  Mr.  Cone  said,  is 
that  "too  much  television  starts 
with  something  very  like  a  radio 

commercial  and  attempts  only  to 
illustrate  it,  or  worse,  to  gag  it. 
In  too  many  cases,  TV  fails  to  ex- 

ploit the  patterns  that  the  adver- 
tisement— maker  has  developed." When  it  makes  use  of  these  pat- 

terns, treating  them  first  with  mo- 
tion and  then  with  sound,  "adver- 

tising's newest,  greatest  medium will  come  into  its  own.  And  so  will 
some  of  advertising's  best  creative 
people,  who  so  far  have  been 
weighed  down  with  lead-and-copper 
plates — putting  salesmanship  into 

print." 

Among  the  printed  media  cam- 
paigns cited  was  the  promotion 

work  done  by  CBS,  "an  advertiser whose  work  is  so  consistently  fine 
I  think  it  should  be  noted." "CBS  somehow  manages  to  make 
even  its  more  or  less  routine  an- nouncements seem  important;  they 
are  always  readable  and  carefully 
written.  When  they  haven't  any pictures  they  make  type  talk,  and 
put  it  to  work  in  place  of  illustra- 

tion." 
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WAR  POWERS 
Communications  Act  Amended 

THE  CONTROVERSIAL  signal 
control  plan  to  implement  the 
President's  power  of  seizure  over radio  communications  in  time  of  a 
critical  emergency  became  the  law 
of  the  land  last  week  in  the  form 
of  an  amendment  to  the  Communi- 

cations Act. 
The  Chief  Executive  signed  a 

bill  (S  537)  prescribing  stiff er  pen- alties for  violations  of  Sec.  606  (c) 
and  providing  for  the  control  of 
certain  devices  which  could  serve 
as  navigational  aids  to  enemy  air- 

craft. Radio-TV  stations  already 
fall  within  the  framewoi-k  of  this section. 

Additionally,  authority  for  the 
President  to  act  is  hedged  with  the 
reservation  that  he  deem  it  "neces- 

sary in  the  interest  of  national  se- 
curity or  defense."  The  section 

deals  with  "War  Emergency — 
Powers  of  the  President." Another  new  face  on  Sec.  606  of 
the  Communications  Act  is  implied 
with  the  specific  inclusion  of  pen- 

alty provisions  under  Subsection 
"h".  Until  now,  the  Commission  had to  take  recourse  to  Sec.  501  of  the 
Act  in  applying  penalties  for 
known  violations  of  Sec.  606  (c). 

Stricter  sanctions  are  spelled 
out  for  any  person  who  commits 
certain  offenses  "with  intent  to  in- 

jure the  United  States,  or  with  in- tent to  secure  an  advantage  to  any 
foreign  nation." Upon  conviction,  violators  could 
be  fined  up  to  $20,000,  or  impris- 

oned for  up  to  20  years,  or  both. 
Willful  failure  of  individuals  to 

conform  to  provisions  laid  out  pur- 
suant to  exercise  of  the  President's 

authority  under  Sec.  606  or  com- 
mission of  any  act  prohibited  by 

this  authority  would  be  punishable 
with  a  fine  not  to  exceed  $1,000,  or 
one  year's  sentence  or  both.  In  the 
case  of  "a  firm,  partnership,  as- 

sociation, or  cooperation,"  the  fine would  be  $5,000. 
President's  Authority 

The  President's  authority  to  use or  close  radio  stations  and  non- 
broadcast  devices  (which  are  ca- 

pable of  serving  as  homing  aids 
beyond  five  miles)  and  remove 
their  equipment,  through  delegated 
government  departments,  also  is 
extended  to  the  Canal  Zone. 
A  suggestion  by  NARTB  that 

compensation  be  paid  owners  of 
stations  and  other  devices  "for  use and/or  loss  resulting  from  such 
closing  or  control"  was  rejected after  hearings  this  year. 

The  reservation  "if  he  deems  it 
necessary  in  the  interest  of  na- 

tional security  or  defense"  is  pres- 
ently contained  in  Subsection  "d" of  Sec.  606  touching  on  wire  com- munications. 

These  amendments  to  the  1934 
Communications  Act,  as  amended 
further  in  the  intervening  years, 
are  the  outgrowth  of  a  model  plan 
submitted  to  Congress  by  the  De- 

fense Dept.  last  year. 
Military   authorities  discounted 

charges  that  they  sought  additional 
controls  over  broadcasting  facili- 

ties and  want  only  to  include  those 
devices  (diathermy  and  X-ray  ma- chines, industrial  devices,  etc.) 
which  could  serve  as  homing- beams. 

There  were  early  fears  that  in- cidental radiations  from  AM,  FM, 
TV  and  shortwave  receivers  might 
be  controlled  under  any  proposed 
legislation. Dr.  W.  R.  G.  Baker,  General 
Electric  Co.,  representing  Radio- Television  Mfrs.  Assn.,  told  the 
Senate  Interstate  &  Foreign  Com- 

merce Committee  last  February 
that  such  receivers  are  "worthless" as  homing  devices  for  a  variety  of 
reasons. 

Committee  held  hearings  on  the 
measure  and  reported  it  with 
amendments.  The  Senate  cleared  it 
for  the  House  Interstate  &  Foreign 
Commerce  Committee,  which  sug- 

gested the  stringent  penalty  pro- 
vision and  reported  it  to  the  House 

in  September.  Final  clearance  was 
given  this  month  [B»T,  Oct.  15]. 

Here  is  the  new  Sec.  606  (c)  as 
amended  by  the  passage  of  S  537. 
New  language  is  in  bold  face: 

"(c)  Upon  proclamation  by  the  Pres- ident that  there  exists  war  or  a  threat 
of  war,  or  a  state  of  public  peril  or disaster  or  other  national  emergency, 

or  in  order  to  preserve  the  neutrality of  the  United  States,  the  President,  if he  deems  it  necessary  in  the  interest  of 
national  security  or  defense,  may  sus- pend or  amend,  for  such  time  as  he may  see  fit,  the  rules  and  regulations applicable  to  any  or  all  stations  or devices  capable  of  emitting  electromag- netic radiations  within  the  jurisdiction of  the  United  States  as  prescribed  by the  Commission,  and  may  cause  the 
closing  of  any  station  for  radio  com- munication, or  any  device  capable  of 
emitting  electromagnetic  radiations  be- tween 10  kilocycles  and  100,000  mega- cycles, which  is  suitable  for  use  as  a navigational  aid  beyond  five  miles,  and the  removal  therefrom  of  its  apparatus and  equipment,  or  he  may  authorize the  use  or  control  of  any  such  station or  device  and/or  its  apparatus  and 
equipment,  by  any  department  of  the Government  under  such  regulations  as 
he  may  prescribe  upon  just  compensa- tion to  the  owners.  The  authority granted  to  the  President,  under  this subsection,  to  cause  the  closing  of  any station  or  device  and  the  removal  there- from of  its  apparatus  and  equipment, or  to  authorize  the  use  or  control  of 
any  station  or  device  and/or  its  appa- ratus and  equipment,  may  be  exercised 
in  the  Canal  Zone." Sec.  606  of  the  Act  is  further 
amended  by  adding  subsection  (h) 
as  follows: 

"(h)  Any  person  who  willfully  does or  causes  or  suffers  to  be  done  any  act prohibited  pursuant  to  the  exercise  of 
the  President's  authority  under  this section,  or  who  willfully  fails  to  do any  act  which  he  is  required  to  do  pur- suant to  the  exercise  of  the  President's authority  under  this  section,  or  who willfully  causes  or  suffers  such  failure, shall,  upon  conviction  thereof,  be punished  for  such  offense  by  a  fine  of not  more  than  $1,000  or  by  imprison- ment for  not  more  than  one  year,  or 
both,  and,  if  a  firm,  partnership,  asso- 

WJR  Detroit's  emergency  standby 
power  problems  were  greatly  mini- mized with  the  installation  of  this 
200  kw  General  Motors  Diesel-elec- 

tric generator.  Expressing  satisfac- tion with  the  equipment  are  C.  W. 
Jones  (r),  WJR  design  engineer,  and 
J.  G.  Deakins,  sales  engineer  of  Earle 
Equipment  Co.,  Detroit  GM  Diesel 
distributor,  both  of  whom  supervised 
installation.  Generator  eliminated 
need  for  a  new  $10,000  building  and 
was  placed  instead  in  a  two-car 
garage  adjoining  the  transmitter  site. 

ciation,  or  corporation,  by  fine  of  not 
more  than  $5,000,  except  that  any  per- son who  commits  such  an  offense  with 
intent  to  injure  the  United  States,  or with  intent  to  secure  an  advantage  to 
any  foreign  nation,  shall,  upon  con- viction thereof,  be  punished  by  a  fine of  not  more  than  $20,000  or  by  impris- onment for  not  more  than  20  years, 

or  both." 

CENSORSHIP  ISSUE 
Truman  Writes  NARND 

DIFFERENCES  over  method  provide  the  only  conflict  between  news 
media  and  the  recent  White  House  security  order  [B*T,  Oct.  1  et  seq.], President  Truman  told  the  National  Assn.  of  Radio  News  Directors. 

Writing  to  Ben  Chatfield,  WMAZ  Macon,  Ga.,  NARND  president,  the 
President  agreed  it  is  the  duty  of  *  
newsmen  to  get  information  for  the 
public  but  suggested  they  would 
not  want  to  give  military  secrets 
to  the  enemy. 

This  statement  came  as 'turmoil 
continued  among  news  disseminat- 

ing media  over  impact  of  the  order, 
particularly  because  it  provides  no 
avenue  of  appeal  or  means  of 
evaluating  censorship  action  of bureaucrats. 

In  a  greeting  to  NARND,  which 
meets  Nov.  12-14  in  Chicago,  the 
President  observed  that  "in  these 
serious  times  there  is  no  scarcity 
of  worthwhile  topics." President  Truman  continued: 

"One  of  these  is  the  problem  of 
maintaining  our  cherished  tradi- 

tion of  a  free  press  and  at  the  same 
time  protecting  the  security  of  our 
country.  My  recent  Executive 
Order  on  security  information 
within  the  executive  branch  of  the 
government  is  an  illustration  of 
the  problem.  No  responsible  in- dividual in  the  news  field  wants  to 
hurt  his  country  by  giving  away 
military  secrets  to  potential  ene- 

mies. Yet  all  of  you  rightfully 
feel  it  your  duty  to  get  as  much  in- 

formation to  the  public  as  possible. 
"I  do  not  believe  these  view- 

points are  necessarily  in  conflict. 

I  believe  that  the  American  press, 
which  is  the  freest  in  the  world, 
has  always  agreed  that  it  has  a 
responsibility  for  security.  The 
only  differences  in  opinion  which 
arise  have  to  do  with  the  methods 
and  not  with  the  principles.  I  am 
completely  confident  that  the 
methods  can  and  will  be  worked 

out." 

Case  Letter 
Sen.  Francis  Case  (R-S.  D.) 

released  contents  of  a  letter  he 
had  written  President  Truman  on 
the  subject.  He  told  the  President 
the  order  "threatens  the  vitality of  a  free  press  in  America.  The 
real  key  to  safeguarding  secrets 
is  in  vigilant  screening  of  the  in- dividuals who  will  handle  those 
secrets.  News  suppression  is  only 
one  step  away  from  newspaper 
suppression.  And  I  haven't  the slightest  idea  that  you  seek  to  im- 

itate Senor  Peron  (of  Argentina) 
on  that  score." Sen.  Case  said  he  didn't  question 
the  President's  motives  or  good 
faith,  but  observed  that  some  pub- 

lic officials  think  they  have  a  divine 
right  to  withhold  information. 

Plea  to  give  the  order  "a  try" was  made  by  J.  Patrick  Coyne,  Na- 

tional Security  Council  representa- tive on  international  security,  who 
argued  the  order  is  being  con- demned before  it  has  been 
thoroughly  tested. 

Sen.  Case  said  that  if  new  regu- 
lations are  needed,  "we  could  draw 

with  profit  upon  our  wartime  ex- perience. That  was  based  upon 
cooperation  between  information 
media  and  the  government.  It 
placed  decisions  in  the  hands  of 
men  trained  for  that  work,  under 
a  responsible,  single  head.  It  pro- 

vided machinery  for  appeal  of  de- 
cisions. It  calls  for  a  'code'  of 

conduct  for  all  concerned — govern- ment officials,  press,  radio  and 

public." 

Rep.  Harold  D.  Donohue  (D-; 
Mass.)  warned  against  "unwitting infliction  upon  our  own  people  of 
any  of  the  freedom-destroying 
policies  we  so  openly  oppose  and 
criticize  in  the  governing  actions 
of  the  totalitarian  dictators." 

He  introduced  into  the  Congres- sional Record  an  editorial  by  Roscoe 
Drummand  in  the  Christian  Science 
Monitor.  Mr.  Drummond  said  "se- curity is  more  served  by  keeping 
the  country  in  the  light  than  it  is 
by  keeping  the  enemy  in  the  dark," urging  adoption  of  a  Committee for  Economic  Development  report 
calling  for  creation  of  a  three-man 
civilian  unit  in  the  National  Se- 

(Continued  on  page  Sk) 
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Baltimoreans  don't  wonder  where  to 
get  the  news.  They  just  turn  their  radio 
dials  to  WITH!  No  other  station  in  town- 

has  anything  like  WITH's  news  coverage. 
WITH  gives  the  complete,  accurate,  up-to- 
the-minute  news  from  AP  wires  every  hour 
on  the  hour,  24  hours  a  day. 

In  these  days  when  news  is  so  important 
to  everybody,  this  means  thousands  upon 
thousands  of  loyal  listeners  for  WITH. 
These  people  are  one  reason  why  WITH 
delivers  more  listeners-per-dollar  than  any 
other  radio  or  TV  station  in  town  .  .  .  one 

reason  why  WITH  is  the  BIG  BARGAIN 
BUY!  Let  your  Headley-Reed  man  give 
you  the  whole  WITH  story. 

The  results  station 

WITH 

in  Baltimore,  Md. 

TOM  TIMSLEY,  PRESIDENT  •  Represented  by  Headley-Reed 
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RADIO-TV  WEEK 
V0D  Contest  Tops  observanc

e 

OBSERVANCE  of  the  seventh  an- 
nual National  Radio  &  Television 

Week  got  under  way  Sunday,  con- 
tinuing through  next  Saturday 

night.  Topping  the  event  is  the 
fifth  annual  Voice  of  Democracy 
Contest,  one  of  the  nation's  out- standing promotions  on  behalf  of 
the  democratic  way  of  life. 

Aside  from  the  contest,  observ- ance of  the  week  is  a  localized 
matter  with  stations  in  each  com- 

munity devising  their  own  activi- 
ties. Outstanding  example  of  state- 
wide participation  in  the  event  oc- 

curred yesterday  in  Texas  when  a 
special  program  was  staged  under 
direction  of  Kenyon  Brown,  KWFT 
Wichita  Falls,  NARTB  District  13 
director. 
Among  those  taking  part  in  the 

Texas  hookup  were  Harold  E.  Fel- 
lows, NARTB  president;  Carl  Hav- 

erlin,  BMI  president,  and  Mr. 
Brown.  The  program  originated 
during  the  luncheon  session  of  the 
BMI  radio  clinic  held  at  the  Sham- 

rock Hotel,  Houston.  All  but  a 
few  of  the  stations  in  Texas  had 
agreed  to  take  the  broadcast. 

Texas  Promotion 
Liberty  Network  fed  the  broad- 

cast on  its  coast-to-coast  hookup 
4-4:15  p.m.  (CST). 

Another  Texas  promotion  was 
that  of  KPRC  and  KPRC-TV 
Houston.  Staffs  of  the  stations  are 
using  National  Radio  &  Television 
Week  to  demonstrate  appreciation 
for  the  American  system  of  broad- 

casting by  donating  a  pint  of  blood 
for  use  at  the  Korean  battlefront. 

Staff  participation  was  100%, 
aside  from  a  few  under  medical 
treatment.      Other    Houston  sta- 

tions were  joining  in  the  project, 
making  it  a  citywide  event.  A 
large  number  of  the  station  em- 

ployes signed  to  donate  one  pint 
per  month.  Stations  have  staged 
intensive  on-the-air  promotions  to 
increase  public  donations  of  blood. 

Three-way  sponsorship  of  the 
Voice  of  Democracy  contest  in- 

cluded NARTB,  RTMA  and  the 
U.  S.  Junior  Chamber  of  Com- 

merce. At  least  2  million  senior 
high  school  students  were  taking 
part  in  the  competition,  which  car- ries official  endorsement  of  the  U. 
S.  Office  of  Education. 

Prizes  for  Winners 
Winners  in  each  of  the  48  states, 

Alaska,  Puerto  Rico,  Hawaii  and 
District  of  Columbia  will  receive 
radio-phono  or  television  receivers. 
The  four  finalists,  to  be  selected 
Feb.  1  by  a  board  of  nationally 
known  judges,  each  will  receive 
$500  college  scholarships,  all-ex- 

pense trip  to  Washington,  radio-TV combinations  and  other  prizes. 
Model  talks  by  outstanding 

Americans  are  being  broadcast  this 
week  by  stations  all  over  the  coun- 

try to  be  used  as  background  ma- 
terial by  contestants.  After  school 

and  community  eliminations,  tran- 
scriptions will  be  judged  at  the 

state  level.  State  and  territorial 
discs  will  be  screened  and  the  na- 

tional judges  will  select  the  four 
final  winners  from  a  dozen  blind 
transcriptions.  Broadcast  stations 
cut  discs  for  student  competitors. 

Finalists  will  receive  their 
awards  at  a  luncheon  to  be  held 
Feb.  22  in  Washington. 

Associate  Justice  Tom  C.  Clark, 
honorary  chairman  of  the  contest^ 
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voiced  pleasure  at  the  participation 
of  high  school  students  in  the  com- 

petition.   He  said: 
Once  again  it  is  my  pleasure  to 

salute  the  youth  of  America  on  the 
eve  of  the  Voice  of  Democracy  Con- 

test. In  the  four  preceding  competi- tions it  has  given  me  deep  personal 
satisfaction  to  see  and  hear  the  think- 

ing of  you  future  citizens.  Your 
eloquent  yet  simple  expressions  of the  basic  concepts  of  our  way  of  life 
provide  a  constant  renewal  of  faith 
in  democratic  principles.  As  national 
honorary  chairman  of  the  Voice  of 
Democracy  Committee,  I  extend  to 
each  of  you  my  best  wishes  and  ap- 

preciation for  the  part  you  are  play- 
ing in  this  admirable  undertaking." 

Directing  the  voice  contest  is  a 
committee  headed  by  Robert  K. 
Richards,  NARTB  public  affairs 
director.  Other  members  are  Max 
E.  Tyler  and  Robert  D.  Ladd,  Jr., 
Chamber;  James  D.  Secrest, 
RTMA;  Dr.  Kerry  Smith.  Office  of 
Education;  Oscar  Elder,  NARTB; 
W.  D.  McGill,  Westinghouse  Radio 
Stations  Inc.  and  RTMA. 

Glen  McDaniel,  RTMA  president, 
commenting  on  Radio  Week  and  the 
contest,  said: 
Manufacturer  members  of  RTMA 

are  happy  to  cooperate  again  with  the 
nation's  broadcasters,  represented  by NARTB,  and  the  members  of  the  U.  S. 
Junior  Chamber  of  Commerce  in  spon- soring the  fifth  annual  Voice  of 
Democracy  contest  for  high  school students. 

This  contest  has,  by  virtue  of  its 
broad  appeal  and  its  high  purpose, 
become  the  outstanding  event  of  Na- tional Radio  &  Television  Week.  I 
feel  that  it  offers  an  excellent  op- 

portunity for  all  high  school  students 
(Continued  on  page  3U) 

Mister  PLUS,  the  smithy,  stands 
Beneath  the  chestnut  tree, 

Holding  in  his  sturdy  hands 
A  vast  community: 

"MBS  has  STRONGEST  GRIP 
On  Home-Town  U.S.A. 

Eleven-million  listenership 

Is  platinum— not  hay!" 

the  difference  is  MUTUAL! 

■  +  +  +  +  FOR  DETAILS:  THE  MUTUAL  BROADCASTING  SYSTEM 
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upcoming 

NARTB  DISTRICT  MEETINGS 
Dates  Dist.   Hotel  City Oct. 
29-30   13   Shamrock  Houston 

*      *  * Nov. 
1-2      5   Soreno  St.  Petersburi 8-9  7  Seelbach  Louisville 12-13  3  William  Penn  Pittsburgh 15-16     1   Somerset  Boston 

Oct.  28-Nov.  3:  National  Radio  &  Tele, vision  Week. Oct.  29-31 :  IRE-RTMA  Annual  Meeting Papers  on  noise  in  TV  receivers,  supt 
pression  of  local  oscillator  radiatioi and  color  TV.  King  Edward  Hotel Toronto. 

Oct.  30:  BMI  Program  Clinic,  Skirvir Hotel,  Oklahoma  City. 
Oct.  30-31:  AAAA  Eastern  Council  An nual    Conference,    Roosevelt  Hotel New  York. 
Oct.  31:  BMI  Program  Clinic,  Broad view  Hotel,  Wichita,  Kan. 
Nov.    1:   RTMA  Transmitter  Division Panel  Meeting,  Wardman  Park  Hotel Washington. 
Nov.    2:   BMI   Program   Clinic,  Utah Hotel,  Salt  Lake  City. 
Nov.  2-3:  Florida  Assn.  of  Broadcast 

ers,  mid-year  meeting,  Soreno  Hotel; St.  Petersburg. 
Nov.   2-3:  Michigan  Assn,  of  Broad casters,  Fort  Shelby  Hotel,  Detroit 
Nov.   5:   BMI  Program   Clinic,  Hotel Northern,  Billings,  Mont. 
Nov.-  7:  BMI  Program  Clinic,  Alonzo Ward  Hotel,  Aberdeen,  S.  D. 
Nov.  9:  Hearing  for  objections  to  peti tion  for  reorganization  of  LeBlanc Corp.  (Hadacol),  U.  S.  Court  (South em     New     York     District),  Foley 

Square,  New  York  City. 
Nov.  9:  BMI  Program  Clinic,  Radisson Hotel,  Minneapolis,  Minn. 
Nov.  12-13:  First  District  Meeting,  Adv Federation  of  America,  Boston. 
Nov.   12-14:  National  Assn.  of  Radio News  Directors  Convention,  Sherman Hotel,  Chicago. 
Nov.  13:  AAAA  Michigan  Council  An- nual Meeting,  Statler  Hotel,  Detroit 
Nov.  14-15:  American  Public  Relations Assn.,     Seventh     Annual  Meeting, Philadelphia. 
Nov.  26-29:  Financial  Public  Relations 

Assn.,    Annual    Convention,  Holly' wood  Beach  Hotel,  Hollywood,  Fla. 
Nov.  28-Dec.  1 :  Fifth  Annual  NBC  Ra- dio and  Television  Affiliates  Conven tion,   Boca   Raton   (Fla.)    Club  and Hotel. 

Dec.  7-9:  Television  Authority  Conven- tion, Park  Sheraton  Hotel,  New  York 
1952 

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

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

Jan,  25-26:  Assn.  of  Railroad  Adv. Managers,  St.  Louis. 
Jan.  26-27:  National  Advertising  Agen- 

cy Network,  Eastern  Regional  Meet- ing, New  Weston  Hotel,  New  York. Feb.  9-29:  International  Radio  and  Elecr tronics  Exhibition,  Bombay,  India. (Further  information  obtainable  from Consulate  General  of  India,  3  E.  64tli St.,  New  York  21,  N.  Y.) 
Feb.  10-15:  NARTB  Radio  and  TV Boards,  San  Antonio,  Tex. 
April  26-May  2.  1952:  NARTB  30th Annual  Convention,  Stevens  Hotel, Chicago. 
June  8-11:  Adv.  Federation  of  America 48th  Annual  Convention  and  Exhibit, Waldorf-Astoria  Hotel,  New  York. 

N.Y.  +  +  +  +  ++  + 
BROAD 

MYRON  L.  BROUN,  vice  president 
of  Demby  Co.,  New  York,  and  editor 
of  firm's  package  show  What's  Playing 
(WJZ-TV  New  York,  6:45  p.m.,  Mon.- 
Wed.-Fri.),  is  now  editing  color-film 
short  The  Black  Swan — a-  Tern  Films 
release  starring  Maria  Tallchief  and 
Andre  Eglevsky  in  a  portion  of  Tschai- 
kovsky's  "Swan  Lake." 
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