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P.S. This is not a generalization. WOR can prove it
word for word with the greatest selection of success
stories ever compiled by any station anywhere.

“hold on, Cudahay!”

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

3 —that power-full station wo R

at 1440 Broadway, in New York




. the story of
Back in 1936, Little Crow Milling Ci)mpanyicaﬂed on WLS to perform what seemed to be a most

difficult task. They wanted to introduce a new kind of cereal, Coco- Wheats, i

to Midwest homes. What made the task seem so dlfﬁcult was:

1. Not a single salesman was to be usedf’

2. Not a single package of Coco-th;a_tis"was in the area.

3. Not a single buyer in the area had been called on.

Some said it couldn’t be done . . . it was expecting too much of even the recognized great power of
radio and WLS. But it worked. Radio’s ever magic touch created desire, and turned that desire into action.
WLS listeners were sold Coco-Wheats . . . demanded it of their merchants . . . and sent box tops to the station.
Through 1950, WLS has received 1,235,734 box tops for this one account! Today, Coco-Wheats
is well known and solidly entrenched throughout the Middlewest. WLS listener-response then
and each and every year since is proof that WLS advertising produces volume sales.
This is but one example of the continuing effectiveness of WLS in building product
acceptance . . . an effectiveness predicated on knowledge of and adherence
to listeners’ interest in their day to day business and home life in city or on farm.
That builds listener loyalty —and listener loyalty is the substance ; ¥
of successful radio advertising. - The

For detailed information on how radio’s ever magic touch can sell for PRAIRIE

FARMER
you, contact your John Blair man, or write WLS today. STATION

890 KILOCYCLES, 50,000 WATTS, AMf;RiCAN AFFILIATE. REPRESENTED BY JOHN BLAIR AND COMPANY.



Sell the Yankee Market

the YANKEE Way...

Do your selling in each large shopping
center through the local Yankee Net-
work home-town station. With Yankee
you can get as close as that — appeal
directly to the dealer's own customers
with his own local station.

You can depend on every Yankee
home-town station to add a plus to your
sales, because each station has the local
impact that only a local station with an

STREET

established network audience can pro-
vide, reaching every neighborhood shop-
ping center throughout the trading zone.

Yankee's 29 home-town stations pro-
vide the most complete and effective
coverage you can buy in New England,
tying into one great market the many
prosperous centers of population in this
six-state area. Choose Yankee for to-
day's best buy in radio in New England.

eceptance ¢ THE YANKEE NETWORK'S ‘Foundation

THE YANKEE NETWORK, INC.

Member of the Mutual Broadcasting System

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

Published every Monday, 53rd issue (Year Book Number) published in February by BroancasTiNe PubLicaTiONs, INc., 870 National Press B:vilding, 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

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

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

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

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

SHOULD NBC fail to receive 1009 accept-
ance of its 48 AM affiliates in TV markets on
its projected rate adjustment, prevailing view
is that it will abandon plan for present. Net-
work may find some solace, it’s reported, in
fact it can show advertisers and agencies that
it’s better to have tried and lost than never
to have tried at all.

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

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

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

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

(Continued on page 82)
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Upcom:
pcoming
Jan. 8: National Collegiate Athletic Assn., Dallas.
Jan. 9: Provisional NBC Affiliates meeting,
Waldorf-Astoria, New York.
Jan. 10: NBC AM Affiliates
Waldorf-Astoria, New York.
Jan. 18: Industry Per Program Committee, Chi-
cago.
Jen. 19: NAB TV Convention,
Chicago.
(Oih=r Upcomings on page 60)

-~ Bulletins

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

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

NOVEMBER NETWORK SALES
TOP FIGURE YEAR AGO

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

in TV markets,

Hotel Stevens,

Nov. Nov. 11 Months 11 Months

1950 1549 1950 1949
NBC $5,152,322 $5,558,195 $56,445,724 558,381,653
ABC 2,925,819 3,406,989 32,357,189 38,686,362
CBS 6,455,478 5,573,015 64,200,179 57,628,644
MBS 1,357,529 1,316,963 14,779.584 16,694,786

TOTALS: $15,891,148 $15,855,162 $167,732,676 S171,391,445

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

Nov. Nov. 11 Months 11 Months

1950 1549 1950 1949
ABC $1,239,184 $ 214,660  $5,325,681  $1,172,654
CBS 2,185,064 677,836 10,531,934 2,878,180
DuMont 124,435 848,775
NBC 3,100,610 1,035,808 17,941,535 5,473,738
TOTALS: $6,524,858  $2,052,739 $33,799,150 $10,373,347

WHITE HOUSE MEETING

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

Business Briefly

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

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

PETER PAN TV @ Derby Foods, Chicago,
for Peter Pan Peanut Butter, has signed with
NBC-TV for sponsorship of Magic Slate alter-
nate Sundays, 4:30-5 p.m. (CT), starting
Jan. 21 for 39 weeks. Agency, Needham,
Louis & Brorby, Chicago.

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

$800,000 ARMY PURCHASE
OF TIME NEAR COMPLETION

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

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

NAB BY-LAWS CHANGES

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

FORREST JOINS WYATT

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

LORILLARD RULING UPHELD

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

BROADCASTING ©® Telecasting
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- WSAV reaches more homes
N ’;Vz\ than any other Savannah medium!

s Kool et

=

COMPARATIVE ANALYSIS
Based upon Official Published Reports-BMB . Study No. 2.
For three subscribing Savannah, Georgia stations:

Subscribing Total BMB Total Weekly | Average Daily | Number
Station: Radio Homes: Audience Families: 1 Audience Families: | Counties:
WSAV D 143,670 D 82,080 | D 57,009 | D 42
N 109,100 N 53,850 N 33,786 N 29
Savannah D 106,860 D 65,810 D 46,163 I D 28
Station “B” N 83,320 N 46,070 N 31,578 ‘ N 20
Savannah g D 51,880 D 30,470 D 19,323 l D 7
Station “A” | N 44,800 N 28,430 [ N 16,996 I N 3

Average Daily Circulation (ABC Reports) :
Savannah Newspaper “A”—46,774 Savannah Newspaper “B"—23.807

Represented by Hollingbery

630 ke.
5,000 watts
Full Time

<

RS

i

s 630
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e o« «German Style

Things keep happening in radio to which there seems

no sensible answer. Like Fritz the Plumber.

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

inane introductions.

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

2.4.)

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

REPRESENTED: BY FORJOE

January 1, 1951
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BROADCASTING * Magazine was founded in 1931 by
Broadcasting Publications Inc., using the title:
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and Broadcast Reporter in 1933.

*Reg. U. S. Patent Office
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While just about everybody likes the
idea of meat on the table, most folks

also like the idea of turning the proc-
essing and curing chore over to the

nation’s meat packers.

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

in many a farm refrigerator.

VRemember 4o pick up some
Potk Chops on the way home!”

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

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

American Meat Institute

Headquarters, Chicago ®

Members throughout the U. S.

BROADCASTING ® Telecasting

January 1, 1951

® P




CHUCK BARN
Program
Director

BROOKS WATSON
News
Director

A4

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

Peoria stations combined

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

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

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

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

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

audiences.
ASK FREE & PETERS

CBS. Affiliat
Fiee & Peters, Inc., Nat'l. Reps.

Page 8 © January 1, 1951

" Walter Thompson Co., N. Y. He will work in administrative capacity on
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OBERT W. BALLIN, vice president in charge of Hollywood office, “
Foote, Cone & Belding for past three and one half years resigns to

1

accept position as vice president in radio and TV department J. }:

i
agency radio and TV accounts, in addition to other duties. Prior to joining |
FC&B he was head of Hollywood office Ruthrauff & Ryan, Inc. During L
that time he produced Jack Benny Show for R&R and later, when account
shifted, for FC&B. g -
HARRY O’BRIEN, executive vice president of former O’Brien & Dor-
rance, N. Y., announces formation of new creative and
consultant art director service, specializing in radio
and TV. Mr. O’Brien for many years was art director
a'i CBS and is president of New York Art Directors
Club.

N

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

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

Mr. O’Brien

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

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

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

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

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

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

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

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

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

of the Richmond Sales Representatives Assn. Among those attending were
(1 to r): James Clark, WRVA sales manager; Tom Shechan, Bert Warner and |
Gibson Wright, representing Safeway Stores; Mark Evans, director of WRVA's
Housewives Protective League, and Gordon Manchester, account executive, !
Lewis Edwin Ryan Adv., Washington advertising agency which handles the

Safeway Mid-Atlantic division account. -

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

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

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

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

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

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

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

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

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

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

newsman and program chairman; Norman LeVally, president, LeVally Inc.,

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

' 3ROADCASTING ® Telecasting

WANT A GOOD
RECEPTIVE AUDIENCE
AT A

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

suy IN WHAM: s
“Midnight
Merry-Go-Round”™

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

midnight and a sports roundup at 12:05.

See your Hollingbery man for details about lowest cost availabili-
ties on “Midnight Merry-Go-Round”

The Stromberg-Cearlson
Station

@;_;ﬂlﬁliﬂmmlﬂl.ﬂ.x nig“_ﬂ' N
; plds S e——— -]

Basic NBC—50.000 watts—clear channel—1180 kc
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FT. WORTH, TEXAS

WIJAC

JOHNSTOWN, PA.

This master control console, including 16 de luxe audio
equipment racks, is part of a modern G-studio layout—
custom-built by RCA. Designed for AM, FM and TV opera-

tion, this “In-Line” design handles 16 studio inputs and
feeds 10 output channels—simultaneously, or individually,
by a pre-set relay system.

Two supervisory positions like this and cueing. This set-up uses existing
one handle 4 studios, 2 outgoing lines. = RCA Consolettes—makes studio and

It includes telephone ringdown, re-
mote switching, talkback, monitoring,

one location.

master control functions possible in

|
| (e
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GREEN BAY, WISC.

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

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

A tew of the many
de luxe units available

Wecoooescoonose

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

Master control equipment—to handle
any number of studios

Matched custom wings for consolettes
—for studio and master controls

Custom racks for relay switching
“One-man” control layouts
Master control console combinations

Studio control consoles

Custom recording—for separate or si-
multaneous recording

Custom recording control turrets

Mobile recording equipment—disc
recorders, tape recorders, record play-
backs. Everything including the motor
vehicle.

Audio/Video equipment—custom au-
dio, plus video switching, monitors,
stabilizing amplifiers.

TN WW»«MWWW% -

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

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

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

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

AUDIO BROADCAST EQUIPMENT

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT, CAMDEN,N.J.

In Canada: RCA VICTOR Company Limited, Montreal

detailed layout proposals, diagrams of
equipment and facilities, artist’s sketches
by RCA functional design experts, thor-
ough counsel by RCA’s experienced staff
of broadcast specialists. Where plans are
already down on paper, RCA will be glad
to work from these—co-operate closely
with your principals.
r - b 3 7

Your RCA Broadcast Sales Engineer can
tell you about this service. For complete
information call him, or write Depart-
ment 19 M, RCA Engineering Products,
Camden, New Jersey.
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Wro Knows...

There’s no guesswork or fumbling around
in the Atlanta Market when you -buy
WGST. The top ABC shows, the best in
local programming plus on - the - spot
merchandising means a winning combi-
nation. Ask the man who knows—the

Atlanta Businessman — more local ad-

vertisers buy more time on WGST than

any other Atlanta Station.

NATIONAL REP.

JOHN BLAIR

IN SOUTH EAST
_CHAS C. COLEMAN

MR.
ATLANTA
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ROCTER & GAMBLE, Cincinnati (Oxydol), planning TV spot test in 3

women’s programs in Grand Rapids and Buffalo. Agency: Dancer-
Fitzgerald-Sample, N. Y.

TRIANGLE LABORATORY, Chicago (Rid-X), appoints M. M. Fisher

Assoc., Chicago, to handle advertising. Radio and other media will be |

used in 1951 campaign.

TOFFENETTI RESTAURANT Co., Chicago, names Alfred Paul Berger,”

N. Y., to handle all advertising of firm’s New York Toffenetti Restaurant.
Latter began sponsoring portions of Tex and Jinx show on WNBC New
York, Dec. 26 for 26 weeks.

SCUDDER FOOD PRODUCTS, Inc., L. A. (Scudder mayonnaise, peanut |

butter) today (Jan. 1) starts total of 11, 20 and eight second spots
weekly on seven Los Angeles television stations. Contract, 13 weeks.
Agency: Davis & Co., L. A.

/f/etwoté, -ﬂccountj e o o

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

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

INTERNATIONAL SILVER Co., N. Y. (1847 Rogers Brothers), will ! |

sponsor new daytime TV show, Success Story, featuring Betty Furness,
Tues. and Thurs., 2:15-2:30 p.m., on WJZ-TV New York, starting Jan. 2
Agency: Young & Rubicam, N. Y

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

LEWIS FOOD Co., L. A. (Dr. Ross dog cat foods) Jan. 4 starts Tarzan
series half-hour weekly on 45 Don Lee stations, Thurs., 8-8:30 p.m. PST.
Contract 52 weeks. Program transcribed by Commodore Productions,
Hollywood. Agency: Rockett-Lauritzen, L. A.

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

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

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

.

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

-ﬂc{}z‘eop[e e o o

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

FRED M. FARWELL, vice president International Business Machines

World Trade Corp., Rio de Janeiro, Brazil, appointed executive vice
president S. C. Johnson & Son Inec.

BROADCASTING ® Telecasting

He will assume duties April 1 . |
with headquarters in Racine, Wis. -
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A 15-COUNTY MARKET
With Over
$60,042,000* General
Merchandise Sales

*Sales Management 1950
Survey of Buying Power

MORE VALUE
~ FOR YOUR
ADVERTISING

 DOLLAR

AM-FM
WINSTON-SALEM

Represented by:

NBC Affiliate

HEADLEY-REED CO.
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WKY-TV’s high-flying parabola goes up on the end of an Oklahoma City

Fire Dept. ladder truck.

*

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

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

*

*

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

(Continued on page 72)
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EADING the radio and tele-
H vision department of one of
the larger agencies in Phil-
adelphia is a far cry from practic-
ing law, being an executive in a
department store or an advertising
manager for a sales organization.
Edmund H. Rogers (Ned to his
associates) held each of these posi-
tions before he added his name to
Jerome B. Gray’s and in 1931 be-
came a partner in Gray & Rogers
advertising agency.

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

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

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

BROADCASTING ® Telecasting

NED

on all accounts

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

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

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

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

(Continued on page 78)

INTHEWASHINGTON
MARKET

TA M. NEWS
with

HOLLY WRIGHT

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

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

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

*American Research Bureau

IN THE NATION'S CAPITAL
YOUR BEST BUY IS
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You get a lot for a little*

*MORE LISTENERS-PER-DOLLAR THAN ANY OTHER TV OR RADIO STATION IN BALTIMORE

SEE YOUR HEADLEY-REED MAN TODAY FOR THE WHOLE W-I-T-H STORY
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By J. FRANK BEATTY

SOME two-score NBC affiliates
blew their tops once again last
week as they scanned a confidential
document from NBC which ex-
plained in detail why the network
felt it had to cut evening radio
rates in TV cities.

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

- throuzh a provisional committee,
for the Jan. 10 New York meeting
called by NBC to study rate surg-

ery the network had tried to impose
in December [BROADCASTING ©
TELECASTING, Dec. 25, 18, 1950].

On top of that, angered affiliates
laid groundwork for their own pri-

vate session Jan. 9 at the Waldori-
Astoria, New York. This dinner
meeting will serve as an organiza-
tion and briefing session in advance

- of the main gathering the follow-

ing day.

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

Members of the provisional sta-
tion committee indicated last week,
after hearing from NBC stations
in TV areas, that stations will
stand up and fight against any
network effort to slash rates.

Prepare for Fight

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

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

One member told BROADCASTING
. ® TELECASTING that no affiliate
. contacted by the committee was
» willing to go along with the NBC
* rate cut. An affiliate listed as in

favor of the cut originally is said
- to have made a flat denial that he

had endorsed the idea.

Affiliates, in many cases, are said
" to -insist they can’t possibly take
. a rate cut at this time with present

operating costs and the chance that

;VBROADC’ASTING L4
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30 AFFILIATES UP IN ARMS

costs will go even higher. They
complain that income from network
time is low compared to revenue
from local and national spot. Some
station operators have muttered

" dire threats about what they would

do if NBC decided to resist the af-
filiates and insist on slashing rates.

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

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

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

$7 00 A YEAR—25¢ A COPY

Form Anti-Rate Cut Bloc

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

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

‘Need More Selling’

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

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

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

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

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

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

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

(Continued on page 64)

SPORTS POLICY TALKS

POLICY actions at which the fu-
ture of sports broadcasting and
telecasting are at stake will be
taken in the next few weeks as
professional and scholastic inter-
ests add up their box office reports
and try to work their way out of
what they contend is a dilemma.

The problem of sports telecast-
ing was worked over in detail last
week by the convention of the Col-
lege Physical Education Assn., held
at the Hotel Adelphia, Philadel-
phia. Campus representatives, who
operate on the policy level as
against the field activities of more
publicized coaching staffs, heard
Jerry Jordan, leading sports re-
search specialist, present new fig-
ures showing that TV hasn’t hurt
scholastic or professional sports.

In the professional sports field,
representatives of radio-TV inter-
ests as well as other media will
take part in a meeting to be held
Jan. 15 at Columbus. The session
was. called by George Trautman,
president of the American Assn.
of Professional Baseball Leagues.

Representing radio-TV indus-

NTvel'ecas_rting’

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

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

NCAA Meet Jan. 8

Scheduled Jan. 8 is a meeting of
the National Collegiate Athletic
Assn., representing big collees.
This meeting will be held at DNallas.
NAB has been invited to appear.
Many of the coaches ‘and athletic
officials planning to attend the
Dallas meetine are understood to
have ijumped to the conclusion
that TV bas dealt collrge Footb~1l
a’ brutal blow. Some of them plan

‘there are

Radio-TV et Stake

to demand a flat NCAA ban on
football telecasts.

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

In the three years of video’s
growth, he said, 173 daily news-
papers, mostly located in TV mar-
kets, have added 1,100,000 circula-
tion; that more radio stations had
been built in the last five years
than in the 25 years previous, with
2,045 now operating comnared to
943 in 1945. Fifty-four million new
radios have been bought in the
same period, he said.

“Thirty-one magazines ha\ﬂ hac
a 329 inrcrease in  circula i
the last 10 years,” Mr. J
“and despite a $3 bini(‘n
personal income in 1949, the public
still spent $144 million
recreation than in 1948. I
moderate decli
(Continued on
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NAME HIGGINS

KMBC-KFRM Sales Head

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

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

Sports Figure

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

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

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

NORGE SPOT DRIVE
To Use 47 Non-TV Markets

NORGE Division of Borg-Warner
Corp., Detroit, begins a concen-
trated radio spot campaign in 47
non-TV markets Jan. 15 for a
year. Initial 21-week campaign
will begin with about 150 spots
weekly, doubling during the spring.
Schedule is expected to be dropped
in the summer and resumed in
-September.

Transcribed announcements and
occasional live participations will
advertise the entire Norge line,
stressing refrigerators, gas and
electric ranges and washers. Four-
Star Review on NBC-TV, which
Norge began sponsoring last
Wednesday, supplements the radio
campaign. Agency is J. Walter
Thompson Co., Chicago.

Mr. Higgins
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“And now WOF ish happy to bring you shounds of New Year's revelry!”

RAYMER GHANGE

McKinnie, Allison,
Schofield Shift

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

president of the representative
firm.

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

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

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

e

Mr. Allison Mr. McKinnie

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

*

Mr. Schofield

studies of trends, and research into

Mr. Raymer

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

Concluding the announcement,
Mr. Raymer said: “Although the
Raymer Co. has for years main-
tained a research and promotion
department, we felt the need for
increased services and greater fa-
cilities was present today to such

.a degree as to warrant a complete

reorganization of these vital func-
tions.” .

CASH NAMED

NBC Station Relations Dir.

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

BROADCASTING ® Telecasting

DF-STOPS -

In Agency Gross Billings

DANCER-Fitzgerald-Sample, New
York, for the 17th consecutive year
tops the 20 leading advertising |
agencies for gross radio time bill- |
ing during 1950, the agency re- |
vealed. ‘
Top 20 agencies and billing:
Dancer-Fitzgerald-Sample, $19,088,- |
843; BBDO, $11,669,127.60; Benton & |
Bowles, $8,078,006; J. W. Thompson, |
$7,467,085.80; Young & Rubicam,
$7,401,297.60; Wade Adv. $7,123,- ‘
058.60; Biow Co., $6,792,163.80; Comp- |
ton Inc., $6,206,568.60; Cunningham, |
& Walsh, $5,076,845.60; Foote, Cone
& Belding, $4,478,083.60; John F. i
Murray, $4,444,131.30; Ward Whee-
lock, $4,168,077; William Esty, $4,004,- l
055.80; Duane Jones, $3,948,795.40; l
|
|

McCann-Erickson, $3,819,437.80; Leo
Burnett Co., $3,519,243.80; Ruthrauff
& Ryan, $2,908,695.20; Cecil & Pres-
brey, $2,652,439; Knox & Reeves Inc., |
$2,580,253, and Sullivan, Stauffer, Col- |
well & Bayles, $2,093,199. |

AUDIENCES UP
Hit All-Time High
BROADCAST Audiences

!

(radio 1
plus TV) are at an all time high,
according to the December Hoop- |
erating Pocketpiece, which shows 4
25% of the 33 TV cities reported on |
as having higher average evening |
audiences in November 1950 than |
in any other month in the 15 years
of audience reporting by C. E. ‘
Hooper Inc. ;

Phlladelphla showed the greatest |
increase in evening sets-in-use over ‘
the base year of 1948, up 68% in |
Nov. 1950 from Nov. 1948. 1

Cities with the hlghest percent
of evening set-use in November |
were: Pittsburgh, 46.3; Cleveland,
46.0; Milwaukee, 46.0; Philadelphia,
45.9; Buffalo, 45.5; Baltimore, 45.5;
Cincinnati, 45.2; Minneapolis-St.
Paul, 44.3; Columbus, 44.2; Day-
ton, 43 8.

Wide Open Mike |

EDITOR:
I appreciated very much
the desk calendar which

|
BROADCASTING ® TELECASTING,

sent to me for Christmas. I
looked through it very care- ‘
fully to see if you had sched- ;
uled some of the major deci- {
sions which the Commission ‘
must make during the year. ‘
How can the Commission get "
the business done if you don’t |
give us the ‘‘planned ap- ‘
proach” for solving our prob- ’
lems?
With kindest regards and |

all good wishes for the New
Year. ‘
Wayne Coy ‘

Chairman, FCC

[Editor’s Note: We regret we’re late |
with our recommended 1951 FCC Time- |
Table embodying that “planned ap- |
proach.” Work now is in process by |
our Planning Board, but budgetary |
factors, plus mordmate delays occa-
sioned by unexpected developments
(such as color TV and TV educational
proceedings) interrupted - normal pro-

cessing lines. Schedule will be upcom—
ing in early issue.] = °




'NETWORK GROSS SALES

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

Advertisers in many important
classifications continued to show
an increase in their network time
purchases (see Table I). Procter
& Gamble Co. once again led the

sponsors with October purchases
of $1,685,453, a decided increase
over last year’s same month total
of $1,338,449.

Few Declines

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

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

Expenditures of $3,917,790 placed

* * *

TABLE 1

TOP TEN AM NETWORK ADVERTISERS FOR
OCTOBER 1950 AND 1949

Rank Order
1950 1949 1949

1. Procter & Gam-

PIEE. $1,685,453 1 $1,338,449
2. Sterling Drug.. 679,002 2 ,449
3. Lever Bros. ... 661,043 3 673,769
4. General Foods. 635,293 8 516,663
5. Miles Labs ... 628,706 5 559,331
6. General Mills. . 600,464 4 605,056
7. Campbell Soup

Co. .. ... 521,08 7 524,841
8. Liggett & Myers 413,929 ..  ......
9. R. J. Reynolds

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

SET OUTPUT

14 Million Radios in ‘50

PRODUCTION of radio receivers
exceeded 14 million sets in 1950,
Robert C. Sprague, president of
Radio-Television Mfrs. Assn., an-
~ nounced Thursday, revising up-
ward an estimate of 13,750,000
i prepared for the Dec. 25, 1950,
| BROADCASTING ® TELECASTING.
Output of TV receivers was close
to 7,500,000 as against the esti-
mate of 7,250,000 submitted a week
earlier, Mr. Sprague said. He
added that the 1950 record will
likely stand for some time due to
the increasing mobilization of the
industry for military purposes.
“At the peak of the fall boom,”
Mr. Sprague added, “the industry
was producing TV receivers at an
annual rate of better than 10 mil-
lion sets and radios at the rate of
17 million units.

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

Oct. ‘50

Nears ‘49 Level—PIB

TABLE II

GROSS AM NETWORK TIME SALES FOR OCTOBER 1950 BY PRODUCT

GROUPS

tions during October 1950. Within  Preduct Group Oct. 1950  Jan.-Oct. 1950  Oct. ‘49
the food group, General Foods led ﬁgriculf'ur? & FurmiagA. --------------- 133'%2 ]?;g,zoa 105,414
: " . ppare! cotwear CEBENIE, o o o mmioger = % " ,901 117,410
all other advertisers by purchasing  a{imorive, Automotive Equip. & Acces. 338818  4.255.376 485,289
$601,350 in gross time. :vimiw, Aviation Acces. & Equip. ...... e orh e e
< C < eer, ine & Liquor .....c.::.c..ennis 255,710 2,165,174 173,338 961,206
Toiletries & Toilet goods spent g3 Materials, Equip. & Fixtures 109,326 1,103,246 99,124 1,075,215
$2,513,483 to place second, and top gonfeﬂione;y & Soft Drinks . 42% ,004 5,3563,025 564,825 5,466,089
. onsumer Services ......... o 190,037 1,580,105 235,670 1,650,664
sponsor in the. group was Procter Drugs & Remedles .......... .. 2,119147 20,263,449 1,882,232 17,228,491
& Gamble which bought $389,164 Entertainment & Amusements . .... ... ...... 5619 ... 5,340
in time Food & Food Products ................. 3,917,790 37,086,543 4,027,423 36,886,518
-Thir d Hloce 55 taken by the Oasohr;e. Lubricants & Other Fuels ..... 504,923 4,400,330 416,163 4,772,037
was n y Horticulture .................... ..o 0 ... 105,696 3,565 97,642
. 3 »  Household Equip. & Supplies ........ 213,526 2,673.511 269,639 5,496,325
Dlugs & Remedies manUf?Cture.rs Household Furnishings ......... ........ 39,286 414,721 46,846 818,154
gxpelndltug of $%,119,}i47,hm Wh}llCh Industrial Materials " .................o. 214133 1769.477 210997 1813338
terlin U oppe the ther INSUFEMCERI. L. | - o T R R e & K 5 5 , 3,174,730
d g i g p%. 0 2 " Jewelry, Optical Goods & Cameras . ... 201,103 1,236,833 402178 2,116,488
producers y spending $655,479. office Equip., Writing Supplles &
Fourth and fifth place were taken SHANONETY .« ooovon st e 70,932 1,122,529 150,033 1,129,221
. = Political ........ ........ 121,255 147,861 31,946 32,705
by the Smoking Materials category  pyblishing & "Media 15,860 626,597 122,759 773,896
and Soaps, Cleansers & Polishes, Rﬂdi?s,'TV&Si's, Phonographs, Musical Vikkia st
respectively (see Tables IT and IID).  perail Stores v 010000000000 vase  ases U Tsyan
v " 2 Smoking Materials .............. ....... 1,853,026 18,910,594 2,121,599 19,332,848
6 '{hk‘;‘ 1013‘15‘:)“}‘ Pe“?ﬁ‘it"{ *(I) ‘;n;fs?’ Soaps, Cloansers & Polishes ..~ ... 1,876,550 17,082,250 1,547,275  16,136.336
ctober saw a a g porting Goods & Toys ............... ...... 29,614 . ..... 2,774
s . eels Toiletries & Toilet Goods ..... ........ 2,513,483 21,244,106 2,612,169 24,415,563
U e e e o erotiation, Teavel & Besorls - ronis 83,001 735,012 84,585 939,833
time purchases, which was $8,647,-
413 less than the $155,522,760 Miscellaneous  ............. ..ol .. 469,218 4,303,872 427,205 2,528,616
grossed by the networks in 1949. TOMals oo e 16,153,627 151,875,347 16,413,883 155,522,760
I * * £
TABLE III
LEADING AM NETWORK ADVERTISERS FOR EACH. PRODUCT GROUP IN OCTOBER 1950
Agriculture & Farming .......... Allis Chalmers ......... $33,270  Industrial Materials U. 5. Steell . ... oo, 135,623
Apparel, Footwear & Acces. ...... Trimount Clothing Corp. .. 51,300 Insurance ................ .Prudential Life Insurance. 111,879
AvAiation, Aviation Equip. & Jewelry, Optical Goods & Longines-Witinaver Watch
Y, o sompoo0n ogee oo o omoono oo GO I R Cameras ........c...ooiiiinn. [0 soammme 000 oeihe G on 201,103
Avtomotive, Automotive Equip. Office Equip., Writing Supplies
& Suppliés ................... Electric Auto Lite Co. .... 76,392 - & Stationery . ................ Hafl Bros. .............% 70,932
Beer, Wine & Liquor = ..... ..... Pabst Brewing Co. ...... 108,726 Political ... ...0. . oc.:vmmneess Democratic National Com. 29,830
Bldg. Materials, Equip. & Fixtures..Johns Manville Corp. .... 104,782 Publishing & Media Christian Science Monitor. 11,480
Confectionery & Soft Drinks ..... Wm. H. Wrigley Co. .. 160,176 Radios, TV Sets, Phonographs
Consumer Services .............. Electric Cos. Adv. Progrum 857 746 Musical Instruments & Acces. ..RCA .......... ........ 83,691
Drugs & Remeds:e: ............... Sterling Drug Co. ... 655,479 Retail Stores ................... Dr. Hiss Shoes Inc. ..... 1,080
Entertai t L iiiter et oo et S s ol e Smoking Materials ........ ..... Liggett & Myers ........ 413,929
FGOOdI& F°l°% Produr.;s Oh """" General Foods ....... .. 601,350  goqps, Cleansers & Polishes . ..Procter & Gamble . ..... 1,146,816
‘:‘Z;e’ ubricants ther 122,331 Sporting Goods & Toys .........cc.. iiiiiiinnnnnneinnnnes aaeins
Hotituliore . 7" Toiletries & Toilet Goods ........ Procter & Gamble ..... 389,164
Household Equip. & Supplies Ap|"|c° Corp. .. 136,632 Transportation, Travel & Resorts. . .Assn. of Amer. Railroads 83,001
Household Furmshmgs .......... Armstrong Cork Co. ..... 35,620 Miscellaneous ... .. ............. American Fed. of Labor.. 121,034
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Near Half Billion in ‘50-NAB

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

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

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

Outstanding feature in the 1950
revenue picture, said Dr. Baker,
is the “very large increase in the
revenue to stations from national
spot business. Revenue from this
source in 1950 is estimated to have
been $120.7 million as compared
with $108.8 in 1949, an increase of
11.4%. This will bring the reve-
nue from national spot business
very close to the revenue from net-
work time sales.

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

BROADCASTING ® Telecasting

Station revenue increased from
$323.7 million in 1949 to $338 mil-
lion in 1950, or 4.4%, Dr. Baker
estimated. Overall average profit
of stations before federal taxes

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

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

again will be close to 15%, he said,
on the basis of increased costs
matched against higher revenues.

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

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

Below are ’49-'50 revenue figures.

GROSS REVENUE
1949 1950 %

. (Ofticial FCC Figures) (Estimates) Change
National Networks . ... .. $128,903,467 $124,688,000 — 3.3
Regional Networks ........ 5,994,858 . 6,500,000 - 8.4
National Spot .. .......... 108,314,507 120,660,00C +11.4
Local Retail ......... ... 182,144,301 196,350,000 -+ 7.8

$425,357,133 $448,198,000

Estimated total in

crease—$22,841,000
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AM a radio station Contract
Folder. The label they put on
me when I was first put in the

|

file three years ago was “Delsoy -

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

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

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

*

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

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

A Long History
Of Selling Success

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

. . . there were two trucks ... and
then four . .. and then six . .. and
eight . . . ten . .. and now THIR-

TEEN Delsoy  trucks. On one of

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

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

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

After that things began to hap-
pen. The spot was added to an
evening record emcee program.
Then, the Delsoy company in-
creased their spot on the Bess
Wright show to a 5-minute seg-
ment across-the-board.

People who deal with me like to
talk in facts and percentages, and,
I can’t say that I can blame them.
For example, they point out that
the station has had two or three
rate increases in the past three
years, but in addition, Delsoy has
increased its schedule on the
amount of time purchased by some
135%. That’s tonic to me!

Promotion Cooperation
Pays Dividends

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

Letters were sent to grocers too.
Use and promotion of the whip
cream before 100 women three days

*

*

~ ANOTHER and new contract is signed for the folder.

file somewhere.

Of a (Contract Folder

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

All this was direct with the ad-
vertiser, up ’til now. Then, things

-were moving so fast, the Delsoy

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

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

. and all on radio.

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

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

%

Grouped about the

WKMH business desk are (I to r) R. C. Force, sales representative; Harvey
Whitehouse and Robert Smith of Delsoy; Fred A. Knorr, president and gen-
eral manager, and Eric R. Swanson, Delsoy’s secretary-treasurer.
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RADIO FIRST AS NEWS SOURCE

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

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

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

Three key questions were chosen
for the survey: Do people listen to
the radio for news? Is there any
difference in news listening be-
tween families living in the sta-
tion’s city and families living in
surrounding towns 25 to 40 miles
away? How does TV set owner-
ship affect listening to radio news?

More Depend On Radio

In answer to the first of the
three key questions, F&P found
“more people depend on radio for

, news than on any other medium.”

Asked whether they got most of
their news from newspapers, radio
or television (in that order), people
gave radio the decision over news-
papers by 38%, city dwellers pre-
ferring radio to newspapers by
18%, “outsiders” by 60%. Radio
led TV in the overall figures by
268%, radio’s lead in the city being
195%, its lead in the outside area
of satellite markets 25 to 40 miles
away being 352%.

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

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

BROADCASTING

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

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

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

({3

more of their listening in different
parts of the house—41.6% in the
kitchen, 34.29% in the living room,
18.6% in the bedroom and 5.6% in
the dining room—than non-TV
owners, who do their Ilistening
largely (65.0%) in the living room
and only 20.83% in the kitchen,
10.9% in the bedroom and 3.8%
in the dining room.
95% Are Adults

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

Pulse Survey Reveals

Coupled with the fact that .

for dwelling, community
munity, so that “as closely ¢ q
petent research could ac
groups ‘were exactly the
all respects—but one: One
listened, the other did not
to this news program.”

Sales to listeners were 50%
higher than to non-listeners, with
29.6% of the listening group hav-
ing bought Esso gas at the last
purchase while only 19.79% of the
non-listeners had bought this
brand. As listening increased so
did the per cent of purchasers:
24.0% of those listening one or
two days; 27.9% of those listening
three or four days; 33.4% of those
listening five or six days bought
the advertised brand.

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

LEE §

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

E General Tire Purchase Approved

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

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

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

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

Firm has

sponsored broadcasts in the Kansas City market without interruption since

March 1937. New pact for KCKN broad

ts is d by Milton Feld,

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

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

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

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

® Telecasting

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

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

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

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

Part Not Included

Not included in the FCC actions,
since FCC approval is not required,
was Don Lee’s 19% interest in
Mutual, which went to General
Tire, already owner of approxi-
mately 199%. General Tire also
acquires control of Pacific North-
west Broadecasting Co., through
which the Don Lee Network has 25
affiliates in addition to 16 affiliates
in California.

With completion of the
California properties invo
be held as follows:

General Tire—Don Le
casting Systern, includ
AM-FM Los Angeles,

(Continued on pag

U'4]
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THE NEED to maintain rather
than silence radio and TV opera-
tions in time of national emer-
gency was stressed last week by
R. Morris Pierce,
president and
general manager
of WDOK Cleve-

land, who won
acclaim for his
radio work in

combat areas in
World War II.

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

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

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

Quotes BBC Official

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

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

It will, no doubt, be necessary to
make modifications to the actual
broadcasting system and to take steps
to avoid hostile planes direction-
finding on broadcasting stations. As
you know, we had a number of pre-
cautions here during the last war.
We got very successful results with
this and were able to have various
transmitters running at times when
there were a large number of enemy
planes over.

Mr. Pierce said he cannot be-
lieve that the enemy would be so
“naive” as to trust the guidance
pensive bomb-carrying air-
o “a radio station in the
. which could be silenced at

Mr.

Pierce

ne
e
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a- moment’s notice or whose op-
erating frequency could be changed
at will.”

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

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

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

RBENCY ROLE e v so

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

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

Will Study Situation

He expressed his concern to
NAB Government Relations Di-
rector Ralph W. Hardy, and prom-

ised that “our Committee will
examine this whole matter very
carefully.”

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

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

Mr. Pierce’s caution against
blacking out radio and television
was based on experience during
1943 and 1944, first as chief en-
gineer for the Psychological War-

fare Branch of OWI and later, in .

England, France and Luxembourg,
as chief engineer of continental
operations for the Psychological
Warfare Branch.

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

POPUl A T’ON Increases in Over 34 Economic Areas

OVER three-fourths of the nation’s 443 state economic areas had popula-
tion increases between 1940 and 1950, the Census Bureau reported last

week (see map).

At the same time preliminary population counts were

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

housing statistics from the 1950
census,

Of the 338 areas where popula-
tion gained, 220 had increases of
10% or more and 120 had gains
of 20% or more. In the areas
which lost population, only 21
areas had losses of 109% or more
and there were only two areas
which lost population to the extent
of 20% or more.

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

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

Growth in South

In the South, the Census Bureau
reports 54 of the 181 state eco-
nomic areas, or almost 30%, had

growth rates of 20% or more. -

In the North Central region, 24
of the 135 state economic areas
were reported to have shown in-
creases of 20% or more. Only
six of the 68 state economic areas
of the Northeast had such rapid
population increases.

Large Increases

Two state economic areas were
reported to have more than doubled
in size during the past 10 years.
These were areas Virginia-B and
Maryland-B, each of which con-
stitutes a part of the Washington,
D. C., standard metropolitan area.
The increases were 130% and
106.2%, respectively.
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TRGENT need for a “tremendous
| [borogram” in the next 18 months
(‘0 accelerate military production
Jof vital electronies equipment—
lespecially component parts—was
v(lsserted last week by a top-level
*l rovernment munitions official.

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

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

Mr. Hobbs termed the report as
“‘inaccurate” but said that the elec-
tronics-communications segment
probably could expect defense pri-
orities ranging from 50% to 90%
—depending on the gravity of the
international situation. Much of
the curtailment already has taken
| shape under a “slow process,” he
pointed out.

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

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

'VYOD CONTEST
12 Finalists Are Picked

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

i Radio-Television Mfrs. Assn. and

' U. S. Junior Chamber of Commerce

| jointly sponsored the contest with
| NAB. The 12 finalists were picked

« from winners of contests in the 48

| states, Alaska, Puerto Rico and

District of Columbia. Four na-

| tional winners will be selected with

. winning transcriptions reviewed by
a panel of eight distinguished

| Ameriecans.

. Winners will be brought to Wash-
ington Feb. 22 for an awards lunch-
eon at which they will receive $500

"scholarships. They will spend a
wesk in Washington and Colonial
Williamsburg. The screening panel

 that picked the dozen finalists con-

sisted of Ellsworth Tompkins, spe-

cialist for large high schools, U. S.

Office of Education; James D. Se-

crest, RTMA general manager;

. Robert K. Richards, NAB director

of public affairs and chairman of

the overall Voice of Democracy

Committee; John H. Norris, repre-

senting the Junior Chamber and

manager of WGCB Red Lion, Pa.

\

ELECTRONIC OUTPUT Tremendous rograny

aid finished product companies
whose role stresses assembly and
engineering aspects.

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

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

Vital Metals Short

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

Despite the great number and
diversity of parts firms, there ac-
tually aren’t too many in any one
segment—tubes, resistors, con-
densers, etc.—mnor are there spe-

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

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

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

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

market
ve been
ma.-

1d

in excess of prevailing
prices, material
designated as
terials the suppl
be threatened b:

23

receiver >
copper was demp,naL d to i1 de
ingots, secondary copper and co
per-base alloys. Others wes
uminum, primary or seco

al-

dary in

“crude” form; nickel, alloyed and
unalloyed; cadmium metal, tin,
primary and secondary; and
tungsten.

Tungsten Restriction

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

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

(Continued on page 68)

CIVIL DEFE

FINAL approval of President Tru-
man’s “atomic age” Civil Defense
program, envisioning communica-
tions as the “nerve system” on the
federal, state and city levels, is ex-
pected - on Capitol Hill tomorrow
(Tuesday) before the 81st Con-
gress adjourns.

Differences in House and Senate
versions of the master plan, which
earmarks $32 million out of $3.1
billion for communications equip-
ment and gives legislative teeth to
the new Federal Civil Defense Ad-
ministration, were ironed out last
week by a joint Congressional con-
ference committee.

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

As now constituted, a nationwide
emergency could be declared—in

the interest of the “national safe-

ty”’—upon a Presidential or Con-
gressional decision that an attack
has occurred or is ‘“anticipated.”
The emergeney authority, which
could be invoked without procla-
mation in certain limited areas, ex-
pires on June 30, 1954.

Congressional conferees also
agreed to authorize the CD admin-
istrator to allocate state funds to
states, who in turn would match
the outlays for certain projects,
but not ineluding communications
which would be borne by the gov-
ernment. States would share in the
expense for air-raid warning sys-
tems. Conferees’ action followed
Senate passage of the bill (HR
0798) Dec. 22.

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

SCREENING panel narrows down Voice of Democracy finalists to 12 at all-
day session held at NAB Washington headquarters. L to r: Ellsworth Tomp-
kins, U.S. Office of Education; James D. Secrest, Radio-Television Mfrs. Assn.;

Oscar Elder, NAB; John H. Norris, U.

S. Junior Chamber of Commerce;

Robert K. Richards, NAB.

Telecasting

Hill Approval Seen

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

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

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

Other Defense Actions

On other civil defense fronts
last week:

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

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

Role of mobile first aid sta
is explored and monitoring
are advised to carry
radio sets or utilize radi
of the police force to
formation to radiological
ters.
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ITENNA RULE

FCC’'s New ‘Air Hazard’ Policy

OﬁJECTiONS ‘to the lgcation of

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

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

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

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

Bids to Be Referred

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

If informal clearance is not ob-
tained or a single objection raised,
FCC said, the case will be placed on
the agenda for consideration at the
next meeting of the Regional Air-
space Subcommittee and the ap-
plicant and objector both will have
to appear and present their cases
in usual hearing procedure. This
regional body will submit its ree-
ommendations to the Washington
Airspace Subcommittee which in
turn will file copies simultaneously
upon receipt with FCC.

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

Denial of a broadecast application
can be made by FCC on the basis
of adverse aeronautical findings,
he Commission explained, con-
rary to contentions by certain ob-

o

cr
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jectors to the rules when they were
proposed. FCC said the Court of
Appeals for D. -C. decided this
issue in Simmons vs. FCC in 1944.

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

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

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

BAG CHIDED

Hayes Takes Complaint
To White House

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

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

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

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

A

Mr. Hayes

Letter to Steelman

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

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

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

*

agreement over anti-newspaper
selling by Broadcast Advertising
Bureau.

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

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

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

There has been considerable publicity
recently in the radio trade press about
the formation of a Broadcast Advisory
Council, reported to have been formed
by Mr. Justin Miller, president of the
NAB, at your request. On reviewing
the names of the members of the
Council, I am somewhat shocked to
note that of 14 representatives of com-
mercial radio stations in the United
States, 13 are representatives of sta-
tions which are members of NAB.
There is but one representative from
a non-NAB commercial radio station.

You may not be aware that of the
almost 3,000 radio stations in this
country, less than 1,500 are members
of the NAB. This means that some
1,500 other stations, or about half of the
radio stations in the United States,
have only one-fourteenth representa-
tion on the Broadcast Advisory Coun-
cil, whereas the other half, or the
members of NAB, have thirteen-
fourteenths!

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

I bring this matter to your attention
because I think it is one that you will
well wish to consider,

BROADCASTING °®

provide local coordination of radio
tower application problems,” FCC
related.

The Commission notice pointed
out the regional CAA offices and
commanding officers of nearby
Dept. of Defense air bases “will be
able to provide assistance to ap-

plicants in applying the criteria

and in the selection of sites which
will satisfy the requirements of the
criteria.”

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

chased from the Government
Printing Office.
* * *

DIRECTORY OF
CAA REGIONAL OFFICES
First Region
Regional Administrator, CAA, Inter-
national Airport, Jamaica, L. I. Region
includes: Conn., Dela., D. C., Me., Pa.,
Md., Mass., N. Hamp., N. J., N. Y.,
R. I, Vi, Va,, and W. Va.
Second Region

Regional Administrator, CAA, 84
Marietta St.,, N.W., Atlanta 3, Ga. Re-

gion includes: Ala., Fla., Ga., Miss.,
. C, S8 C. and Tenn. (P. R. and
Virgin Is.).
Third Region
Regional Administrator, CAA, Chi-

cago International Airport, Park Ridge,

IlIl. Region includes: IlI., Ind., Ky.,

Mich., Minn., N. Dak., Ohio and Wisc.
Fourth Region

Regional Administrator, CAA, Post
Office Box 1689, Fort Worth 1, Tex.
Region includes: Ark., La., N. Mex.,
Okla. and Tex.

Fifth Region

Regional Administrator, CAA, City
Hall Bldg., Kansas City 6, Mo. Region
includes: Colo., ITowa, Mo., Kan., Neb.,
S. Dak. and Wyo. :

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

Seventh Region

Regional Administrator, CAA, Post
Office Box 3224, Seattle 14, Wash. Re-
%‘ironh includes: Ida., Mont., Ore. and

ash.

Eighth Region

Regional Administrator, CAA, P. O.
Box 440, Anchorage, Alaska. Region
includes: Territory of Alaska.

Ninth Region 2

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

Murrow Honored

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

Telecasting
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' tion wires.

' MacArthur’s

. Mr. Ream emphasized that “get-
ting and staying on the air with

| the best technical facilities” is the

|

|

' “so well that 41 million radio
families and 10% million television
families spend four to five hours a
day beside their receivers.” Giv-
ing “most of the people most of
the time what they most want to
 hear,” he said, “is the end meas-
ure of the success or failure of our
system of broadcasting.”

Serving a wide variety of min-
ority interests with specialized
network programs in more than
half of all night-time and weekend
hours, was Mr. Ream’s third chal-

' lenge to the broadcasters. Ad-
mitting that the documentary pro-
grams produced by CBS such as
Operations Crossroads, Mind in the
Shadow, and The Empty Noose,
received only a small per cent of
the radio audience possible, he
pointed out that the problem is

WALKER REPORT

Lack of Procedure Seen

LAPSE in military security which
resulted in “premature” disclosure
of the death of Lt. Gen. Walton H.
Walker by radio and press was

. attributed last Thursday to the

lack of machinery to implement
Korean censorship and the absence
of “procedure at various communi-
cations outlets.”

Col. M. P. Echols, chief of in-
formation at Gen. Douglas Mac-
Arthur’s headquarters, absolved
both media of blame, asserting that
“neither United Press nor any
other agency in Tokyo released the

- story from this end until clearance

was given” at his office.

The disclosure resulted in orders
‘depriving Kenneth Kanton, NBC
radio correspondent, and Peter
Webb, UP reporter, of press privi-
leges, pending an inquiry into their
handling of the story. Col. Robert

" L. Thompson, U. S. Eighth Army

information officer, had termed re-
lease of the news as a “gross secu-
rity violation.” Both newsmen
subsequently were reinstated.

It was understood that NBC had
aired the announcement of Gen.

. Walker’s death, which stemmed
| from a jeep accident, after news

had been carried by press associa-
George T. Folster,
NBC’s Tokyo correspondent, was

' apprised of the action.

Meanwhile, last Friday, Gen.

headquarters an-
nounced a new far-reaching censor-
ship ban on mention of all UN
troops in Korea except the Eighth
Army whose information officers
have been screening all copy before

approving its transmission.

BROADCASTING o

RADIO-TV DUTIES

4 ‘gFOUR MAJOR responsibilities of broadcasters to the public were cited

by Joseph H. Ream, executive vice president of CBS in a speech Thurs-
| day before the Mid-Century Conference of the Speech Assn. of America
' held at the Roosevelt Hotel, New York, Wednesday-Saturday.

Ream Addresses
Speech Meet

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

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

Siepmann Charges

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

T. R. Shearer, vice president of
A. C. Nielsen Co., New York, spoke
in a morning session of the con-
ference Friday and warned: “The
fact that television is a very pow-
erful advertising medium should
not blind us to the possibility of

.immeasurably enhancing its sales

effectiveness by sound research,
properly interpreted and fully ap-
plied.” Mr. Shearer pointed out
that the problems of measuring
television audiences are enhanced
by the high cost of television pro-
gramming which make imperative
the need for comprehensive in-
formation regarding every factor
that determines a TV campaign’s
effectiveness. He explained the
Nielsen Audimeter technique to the
conferees and also demonstrated
the Nielsen research data methods.

WOV Appoints Favia

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

Telecasting

Yankee Network are di d by

co

[ rs’ executives: (I to r) Jerome

H. Rose, exec. v.p. of Rhodes Pharmacal Co.; Ade Schumacher, president, and
Ira C. Kepford, v.p. charge of merchandising and adv., Liggett Drug Co.

0

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

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

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

originating from several Texas Quality Network stations, are completed by

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

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

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

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

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




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

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

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

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

Post Office Inquiry

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

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

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

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

APPEARANCE of Gen. Dwight Eisen-
hower before KOA Denver's micro-

phone took on added significance
recently with announcement that he
had been named Supreme Commander
of all West Europe military forces.
Station’s news department recorded
the general’s statements while he
was in Denver and played them on
newscasts throughout the day.” Ex-
cerpts gave listeners a fresh slant
on Gen. Eisenhower’s views about
soiving current world problems, and
were aired within a few hours after
announcement of his appointment.
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P. I. OFFERS MOUNT

reference of the case to the Dept.
of Justice, which would decide if
criminal proceeding should be in-
stituted.

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

Bonus of 36 luminous icicles was
offered if the order was submitted
within 48 hours. The ornaments
were described in considerable de-
tail. .
The $1 packet is understood to
have contained 4x5-inch sheets on
which are stamped Santa Claus,
Christmas trees, stars, candy canes
and similar effects, a total of 86
cardboard pieces.

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

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

Investigations Start

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

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

No Censorship
“This action,” said Mr. Clipp,

“should in no wise be interpreted as_

unwarranted censorship of the ad-
vertising of reputable organiza-
tions. Television already has been
proved a highly effective medium
for mail-order selling. The new
WFIL-TV regulations are designed
to protect this sales power by
eliminating the damaging effects
of irresponsible merchandisers.”
Another WFIL-TV precaution
concerns the acceptance of business
from new firms or product mer-
chandisers. When a company has
only a briefly-established mer-
chandising background, time con-
tracts will be consummated only
after a thorough investigation of
company resources, including eredit
status, it was reported. “If TV

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

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

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

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

- offer emphasizes.

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

In a letter to stations, M. J.

(Continued on poage 69)

TAX STATU

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

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

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

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

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

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

Excess ,Pfofits Relief Seen”

-

substantially to bring these con-

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

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

$3.3 Billion Added

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

Current thinking in Washington
circles points to higher corporate
and individual income rate. Un-
der the excess profits levy agreed
upon by the conferees, a flat 2%
increase in the 459% corporate rate
now in existence would be imposed.

It is expected that President

Truman will deliver his State of
the Union address to Congress
within several days after the new
Congress convenes. His budget
message, usually sent to Congress
the following day, may call for a
$75 billion spending program for
fiscal 1952, it was understood.
Most of the money sought would
go for the armed forces and for
other defense purposes. Few in-
creases are seen for the “normal”
operation of the government.

General features of the excess
profits bill include: (1) retroactive
to July 1, 1950, with termination
date on the taxable year begigning
June 30, 1953; (2) over-all ceiling -
on normal tax, surtax and excess |
profits tax at 629 ; (3) crediting
of 85% of three best years of the |
1946-49 base period; (4) subject- J
ing 75% of the excess to a profits<
levy, and (5) a minimum credit of |
$25,000 for all corporations. ‘

|

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

(Continued on page 67) _,.1
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= LOOK WHO'S LISTENING!

In the rich Texas Gulf Coast area the by-word

is buy radio. There’s no better way to reach so

49 S many people at so little cost than via the micro-
phone. In the 71 Texas Counties and Western
Louisiana Parishes that make up the KTRH
BMB coverage area there are today 2,629,600
people, a big audience getting bigger every
day. Population-wise, the Coast is an example
of a rocketing market and listener-wise, it'’s
growing, too, as evidenced by the 11.2% hike
in KTRH BMB families over Study No. 1.

(£ &)
‘
7%

<

| e ..... AND TO WHAT
M 50,000 WATT STATION!

KTRH, of course—the leading Houston
station in total BMB families. KTRH
also ranks high inside Houston, Amer-
ica’s 14th market. According to the
October-November Hooper Radio
Audience Index, it’s KTRH they're
hearing most in three of the
five-time-rated periods.

KTRH

CBS—Houston
John Blair & Company—Nat’l Rep.
50,000 Watts—740 KC
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THE broadecasting business will
enjoy another prosperous year, as-
suming world events don’t upset
everything, in the opinion of a
number of industry executives
whose views support predictions in
the annual BROADCASTING ® TELE-
CASTING yearend forecast (Dec. 25,
1950, issue).

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

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

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

Mr. Rawlins

Mr. Norton

L. R. Rawlins, manager of KYW
Philadelphia, Westinghouse-owned,
predicted 1951 business will main-
tain the 1950 level. “We’re confi-
dent that advertisers will remem-
ber the importance of keeping their
brand names before the public, a
sound business procedure demon-
strated during World War I1,” he
said.

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

we
we

<

Walter Haase, station manager
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ROADCASTERS OPTIMISTIC

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

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

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

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

Gaston W. Grignon, general

»ytdtﬂlt‘{

)goundup

Spot Spurt in ‘51 Seen

manager of WISN Milwaukee, said
the station has
just completed
its biggest year.
“AM radio still
remains the most
effective low-cost
medium,” he said,
predicting that
new advertisers

will take the
place of any who
Mr. Grignon may cut radio

budgets. TV has
had “no material effect” as far as
WISN is concerned, he said.

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

Asserting that “this is further
indication of the fact that there is
no substitute for good music,” Mr.
Sanger said, “for this reason, our
emphasis for 1951 will be more
and more on the kind of musical

Index to Yearend Statements by Industry Executives

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

Atlass, H. Leslie, WBBM Chicago........ 26
Avery, Lewis, Avery-Knodel Inc......... 30
Baird, Dana, Weed & Co... ... ........ 81
Bannan, Bertha, Bertha Bannan Co....... 81
Barnes, Clark, Burn-Smith Co........... 81
Barrett, Harold V., Headley-Reed....... 81
Beeson, Sterling, Headley-Reed Co...... 80
Biddick, Guy, Walter Biddick Co......... 81
Bolling, George, Bolling Co............. 80
Bryant, William, Free & Peters.......... 81
Butche, R. Continental Radio Sales...... 80
Campbell, Jerry, Campbell-Cahill....... 70
Carr, Tom, Georgia Assn. of Local Stations 66
Cooke, Donald, Donald Cooke Inc........ 80
Dennis, Ralph E. ABC.. ............... 80
Dephoure, Joseph, Dephoure Studios.... 26
Digges, Sam Cook, CBS................ 80
Dorman, William, John H. Perry Assoc... 80
DuMont, Dr. Allen B.,, DuMont Labs..... 70
Evans, Joe, Free & Peters Inc............ 81
Evans, Trevor, Pacific National Adv.
RAGNEY oo o5 i, ins o 5 vy & & Bs o 70
Everett, Max M., Everett-McKinney Inc... 80
Faber, William, Headley-Reed Co....... 80
Frechette, George T., Wisconsin Network. 66
French, Carlin, H-R Representatives...... 80
Gale, Jack, Paul H. Raymer Co.......... 81
Gill, Cliff, Pacific Regional Network..... 32
Gleeson, W. L., Broadcasting Corp. of
Americd ........c000000. R BT 66
Grant, W. S, W. S. Grant Co. Inc....... 81

Greig, Humboldt J., WHUM Reading, Pa. 26
Grignon, Gaston W., WISN Milwavkee.. 26
Haase, Walter, WDRC-AM-FM Hartford.. 26
Headley, Frank M., H-R Representatives.. 80

Herman, Buell, Edward Petry & Co...... 81

Hoffman, Hal, Forjce & Co............. 81

Hollingbery, George, George P. Holling-
beryRCo . o R e . 80

Ingrim, Ward D., Don lee Broadcasting
System

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

Kellman, Lous W. News Rell Lab........ 70
Kerrigan, George J., Tel Ra Productions.. 70
King, Frank, WMBR Jacksonville, Fla..... 26

Le Baron, James, Ra-Tel Representatives.. 30
Leslie, R. A., National Broadcast Sales.. Bl
Lindquist, Norman C., Atlas Film Corp... 70

McCluer, Paul, NBC Chicago............ 26
McConnell, James V., NBC............. 80
McDermott, Andy, H. N. Stovin & Co..... 81
McGillvra, Joseph, Joseph Hershey Mec-
Gillvra Ine. . .a.. .o .isaivicsesnaeinas 80
McRaney, Bob, Mid-South Network...... 66
Master, Maurice, Master Motion Picture
o I 1 G P s A S oGk 26

Meeker, Robert, Robert Meeker Assoc..... 80
Meyer, Lynn L., Intermountain Network.. 32
Mitchell, Don G., Sylvania Electric Prod-

uets! Ine. ool e S 70
Niles, Fred, Kling Studios Inc..... . 26
North, John Radio Representatives. . 80

Norton, John H. Jr., ABC Central Division 26
Pearson, John E., John E. Pearson Co..... 30
Rawlins, L. R.,, KYW Philadelphia.......

Raymer, Paul, Paul H. Raymer Co.
Salmen;, Earl, ABC..o00000 .

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

Sears, Burt, Sears & Ayer Inc........... 80
Seiberling, J. P., Seiberling Rubber Co... 70
Simonds, Lincoln P., Weed & Co......... 81
Spencer, F. E., George P. Hollingbery Co.. 80
Spight, Lindsey, John Blair & Co......... 81
Staley, Don, The Katz Agency.......... 81
Stone, Peggy, Radio Representatives...... 80
Thomg , Paul, Th Film Services.. 70
Vernard, Lloyd, O. L. Taylor Co......... 30
Walker, Wythe, The Walker Co......... 80
Weed, Joseph J., Weed & Co............ 80

Weir, E. A,, Canadian Broadcasting Corp. 66
Wise, Harry H. Jr., George P. Hollingbery. 81
Witt, Vernon G., Criterion Films Inc..... 26
Young, Adam J., Adam J. Young Inc. .. 30

programs for which WQXR has
been a leader for the past 15
years.”

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

More TV Money

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

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

Feeling Pinch

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

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

(Continued on page 70)
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 Columbia Broadcastin g System

is pleased

to announce the

EB a flemtzon of

e

as the CBSom‘let \
for the rich Greenville®

South Carolina area
Effective January 1, 1951

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

*South Carolina’s First Market

GREENVILLE, SOUTH CAROLINA
JIM AYERS—General Meznezger

Represented by the O. L. Taylor Compemv
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*Latest Hooper reports’ (Oct.-Nov.
1950) show audience increases in
every time bracket for KLZ—Denver's
first station.

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

MORE THAN EVER

.Your Best Buy in the
Rocky Mountain Market

Represenfed by

THE KATZ AGENCY
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IDEA WAR

Military Planning
Radio Increase

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

last week by a top military official;

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

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

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

Gen. McClure’s group now num-
bers only 15 members, none of
them familiar with broadeast
media, but plans to expand up-
ward to 35 personnel. Those who
may be expected to serve would
include regular or reserve officers,
primarily those with World War
Il experience.

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

Contingent on Crisis

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

During the last war, Gen. Mec-
Clure headed ETO, with command
over such figures as William S.
Paley, CBS board chairman; Ad-
rian Murphy, CBS vice president
and general executive; Davidson
Taylor, former CBS vice president
and incoming general production
executive for NBC-TV, and Samuel
R. Rosenbaum, former chief of Ra-
dio Luxembourg and now head of
the trusteeship of the AFM wel-
fare fund [CLOSED CIRCUIT, Nov.
27, 1950].

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

The plan for broadeast media
envisions, among other facets, pos-
sibility of dropping leaflets and
broadcasting from U. S. planes.
Gen. McClure also thinks it “quite
feasible” that guided missiles
could be used for voicing broad-
casts. To that end, his division

“.currently is guiding research to de-

termine the feasibility of using
missiles for broadecast uses.

PHILA. SUITS

Stations To Ask Rehearing

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

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

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

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

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

The suits were filed by David
H. H. Felix, a Philadelphia attor-
ney, after William F. Meade, then
chairman of the Republican Central
Campaign Committee, made two
broadeasts over the stations in Oc-

" tober 1949 allegedly implying Mr.

Felix had Communist affiliation.

WGET to Progressive

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

‘Son To "Be‘rhofds

J. J. BERNARD, general manager
of KOMA Oklahoma City, is the
father of a boy, born Deec. 28, 1950.
The child will be named John
Joseph Bernard. Mr. and K Mrs.
Bernard have two ‘other chlldren
Karen Hart and Joan Justice.
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An Invitation to Radio and Television Stations

GOLD MEDAL AWARDS FOR OUTSTANDING
PUBLIC SERVICE IN PROMOTING FIRE SAFETY

To rECOGN1ZE outstanding public service

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

and television stations.

A Gold Medal or $500.00 in cash will be given to the

radio or television station which, in the opinion of impar-
tial judges. has contributed most to the betterment of
its community through fire prevention.

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

To Prevent Fires and Save Lives

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

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

Get Entry Forms and Suggestions

You are invited to nominate your radio or television
station for the 1950 awards. All radio and television sta-
tions and all daily and weekly newspapers are eligible.
Mention or lack of mention of the National Board will
not be a factor in the judging. For entry forms and for
suggestions regarding the materials and make-up of the
entries, see your local fire chief or write the National
Board of Fire Underwriters.

For Outstanding Public Service
un Fue Prevennon

WINNERS LAST YEAR

GOLD MEDAL

Station KANS
Wichita, Kan.

Honor Award Citations

WEBR
Buffalo, New York

- WJEF
Grand Rapids, Mich.
KONO
San Antonio, Tex.
KELO
Sioux Falls, S. D.
KSYcC
Yreka, Cal.

N‘ATIONAI. BOARD OF FIRE UNDERWRITERS

_ Public Service Organization of the Capital Stock Fire Insurance Companies
85 John Stre’éf,N.Y.7, N.Y. ® 222 West Adams St., Chicago 6, lil. ® 1014 Merchants Exchange, San Francisco 4, Calif.
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BROADCASTING in 1951 will con-
tinue on a sound basis, according
to the concensus of national repre-
sentatives who handle the bulk of
the nation’s spot business. Looking
into the future, 70.4% of the repre-
sentatives polled by BROADCAST-
ING © TELECASTING see increased
revenue for radio in the coming
yvear despite unsettled world con-
ditions.

The majority of representatives
expect both spot and local radio
billings to expand. Over 769% see
increased spot business with the
average gain expected to be about
15.5%. In the local field 1951 will
be a bigger year according to 77.7%
of those expressing an opinion.
They expect the gain to average
about 9.5%. ’

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

EPRESENTATIVES

Another 31.839% expect the network
picture to remain the same.

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

AM billings should be up an av-
erage of 149 according to 86.1%
of the representatives who see
gains for this broadcast media in
1951.

~Operating Increase

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

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

Increased Revenue Seen by 70%

dictions in part on the practices
of the last war, the majority felt
radio could expect added adver-
tising dollars—averaging about
18%.

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

® As we start the Ncw Year, we at WISN Pledge to

continue giving our a«lvertisers tl'le same outstan(ling
service anJ satisfaction tllat tl\e llave learn'ed to ex-
Y

Pcct krore Miheanlee s most Productive radio station.

® We also‘ realIirm our Policy of 'l)roadcasting tlle
ﬁnest local and nctworl( Pul)lic service. Programs ancl

sPecial events.

® For it is our Lelief, that only l)y gaining the accept-
ance and loyalty- of Loty i (sl listeners dund ais ddverners

can a radio station attain greatness aml lceel) 1t.

WISN
Milwaukee’s CBS Outlet
RePrescntecl l:y KATZ Agency
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possible shortage of paper-—and
the increasing cost of white-space
—which would tend to divert some
appropriations to radio.

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

Even with the present-day unset-
tled world conditions, the repre-
sentative gener-
ally take the view
that both radio
and television will
prosper in 1951.
John E. Pearson,
president of John
E. Pearson Co.,
New York, feels
that the industry
“will have the
biggest year in its
history and espe-
cially spot on
both radio and. TV. The station
that’s really on its toes and has
smart local programming as well
as alert local and national sales
staffs and representatives can ex-
pect to do from 15 to 209% more
business overall. ., . .” :

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

Mr. Pearson

Mr. Young Mr. Venard

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

A warning to stations not to re-
turn to the “take it or leave it”
selling attitude of the last war is
voiced by Lewis Avery, president
of Avery-Knodel Inc., New York.
As to the business picture, Mr.
Avery feels that “spot radio and
spot TV advertising will show sub-
stantial gains in 1951 over 1950.
I would estimate that spot radio
will increase 15% and spot tele-
vision 25%. If there are no new
TV stations in 1951, a large part
of the increase will come from
rates) R

“General business activity in
1951 will increase,” according to
James W. Le Baron, manager of

(Continued on page 80)
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Want to be

=

in New England?

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

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

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

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

“Our present difficulty is the limited office staff.
If we continue to swamp them with requests,

which would not be good!

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

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

BOSTON

50,000 WATTS

NBC AFFILIATE

WESTINGHOUSE RADIO STATIONS Inc
KDKA ¢ WOWO ¢ KEX ¢ KYW ¢ WBZ o WBZA ¢ WBZ-TV

National Representatives, Free & Peters, except for WBZ-TV;
for WBZ-TV, NBC Spot Sales

&

we’re afraid of delays in mailing out the books,
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|
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EGIONALS

REGIONAL networks and groups
are generally hopeful of improved
business in the year ahead, with
gains ranging from 5% to 209%.

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

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

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

All but three predicted gains in
network time sales, ranging from
5% to 259. None expect the 1950
level to continue, with the trio an-
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See 5-20%

Gains in Year Ahead

ticipating declines, estimating them
at 109% and 25%.

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

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

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

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

Mr. Ingrim

Mr. Jones

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

Bruff W. Olin, president
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Page 32 ©® January 1, 1951

5,000 WATTS

' gm. 1,195

- 209 M08 0000008000000 0000000%0000s 8080

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

Lynn L. Meyer, vice president in
charge of sales, Intermountain
Network, Salt Lake City, said:
“We believe that recent credit re-
strictions on auto buying will ex-
pand use of radio by dealers and
manufacturers. The last quarter
of 1950 has brought increased in-
terest on the part of farm imple-
ment dealers. For the first time
in several years we have regular
schedules from distributors and
dealers.

Heavy Spot Activity
“We feel certain that these
schedules will continue through-
out the year since farm income
continues good. Unless the armed
forces make unusually heavy de-
mands on food processors we look
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