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in Lovisville...

More Hooper FIRSTS* than
all other Louisville stations
combined!

“Based on total rated periods (one-quarter bours and
one-half hours), Hooper Report No. 29, December
'SO—April 'S1.

50,000 WATTS 4  TA CLEAR CHANNEL 4 840 KILOCYCLES

The only radio station serving and selling
all of the rich Kentuckiana Market

in Kentuckiana...

The only station that covers
all this rich market*®

RADIO FAMILIES 725,065 e BUYING INCOME $2,879,153,000

*The WHAS Kentuckiana Market includes 108 Kentucky
counties plus 25 counties in Southern Indiana.

VICTOR A. SHOLIS, Director = NEIL D. CLINE, Sales Director

REPRESENTED NATIONALLY BY EDWARD PETRY AND CO. = ASSOCIATED WITH THE (OURIAER-JOURNNM & LOUISVILLE TIMES




ENTRAL ALFRNAS

50,000 WATT STATION

Most advertisers are finding that
the biggest station does the

best job in Central California.
That’s why they are putting more
of their advertising dollars on
KFRE than any other station.

Dominant in the world’s richest
farming area, KFRE delivers
more potential customers at a
lower cost per thousand than any
other media in the market.

Ask Avery-Knodel.

PAUL BARTLETT
President

940 KC « CBS « 50,000 WATTS « FRESNO {]

1
!
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Business Briefl

TRANSCRIBED FEATURE @ U. S.

| Ny

| Closed Circuit
BECAUSE of established precedent, it’s prac-
tically certain that FCC promptly will expedite
hearing on proposed ABC-United Paramount
merger, transfer applications for which were
filed last week [BROADCASTING ® TELECASTING,
July 16]. ABC hopes for action by Oect. 1.
It’s expected Commission will sit en banc as
it did on Edward J. Noble’s acquisition of

Blue Network (which subsequently became
ABC) in 1943.

UNIQUE PLAN for formation of new Wall
Street-backed equity firm to buy and lease
equipment to TV station licensees on five-ten
year basis, now in process of development.
Originator understood to be Howard Stark,
New York radio-newspaper brokerage spe-
cialist. Plan, it’s said, would enable qualified
licensees to procure adequate financing if
credit risks are acceptable. Equity company,
with several millions, would sell equipment to
licensees at end of leasehold at depreciated
value.

TIME-LIFE-FORTUNE’S chief editor, Henry
Luce, understood to have withdrawn from ne-
gotiations for TV sponsorship of national
Democratic and Republican conventions in
Chicago next summer because of unfavorable
reaction in behind-scenes political quarters,
primarily Col. Robert R. McCormick of Chi-
cago Tribune. Some politicos on bi-partisan
convention committee want to ban sponsorship
by beer or whiskey concern.

ABC-OWNED WJZ New York believes it has
solution for removal of KOB Albuquerque
from its 770 ke clear channel, pursuant to
Court of Appeals decision last week (see story
page 19). It will propose new frequency for
KOB with present power when court’s man-
date is handed down two weeks hence to
settle 10-year ‘“‘temporary’” Special Service
Authorization to operate on WJZ’s channel.

BEFORE he knew that Robert T. Bartley, ex-
ecutive assistant to his uncle, House Speaker
Sam Rayburn, was slated for appointment to
FCC to succeed Federal Judge-Designate Frieda
B. Hennock, Capt. Harry C. Butcher, owner of
KIST Santa Barbara, Naval Aide to Gen.
Eisenhower during World War II and former
CBS vice president, evinced interest in that
FCC vacancy.

TREVOR ADAMS, assistant director of sales
for DuMont TV network, reportedly slated for
managership of ABC’s WJZ-TV New York.

NOW THAT NARTB and BAB have finally
worked out mutual membership-getting pro-
cedure, NARTB may turn attention to proposed
revival of program department. This unit
was formed with fanfare in mid-1947 but
withered from lack of funds.

IMPENDING realignment of top executives at
DuMont TV Network, long rumored but not
yet announced, will see Tom S. Gallery take
over direction of sports for network, with
Theodore Bergmann stepping up from sales-
(Continued on page 90)
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July 23: BMI Clinic, Seattle.

July 24: BMI Clinic, Portland.

July 26: BMI Clinic, San Francisco.

July 27-29: Carolina Radio News Directors Assn.,
Ocean Forest Hotel, Myrtle Beach, S. C.

July 30: FCC City-by-City TV Allocations Pro-
ceeding begins, Washington.

July 31: BMI Clinic, Los Angeles.

(More Upcomings on page 78)

Bulletins

PROCTER & GAMBLE Co., Cincinnati (Cheer
detergent), signs for Lorenzo Jones on NBC
(Mon.-Fri. 5:30-5:45 p.m.), starting today
(Monday) for 52 weeks. Agency is Young &
Rubicam. Contract to promote P&G’s newest
product giving company its seventh daytime
strip .on NBC, seen by network as clear dem-
onstration of foremost network-time user’s
confidence in radio’s selling power. P&G pre-
viously sponsored Lorenzo Jones but had
dropped it mid-June to pick up Backstage
Wife and thus have solid block from 3-4:15
p.m.,

CBS FOOTBALL COLOR SERIES

SCHEDULE of CBS football color-telecasts
det by network as follows: Sept. 29, California
at Penn.; Oct. 6, Princeton at Navy; Oct. 13,
Dartmouth at Army; Oct. 20, North Carolina
at Maryland; Oct. 27, Columbia at Army; Nov.
3, Notre Dame at Navy; Nov. 10, Maryland
at Navy; Nov. 17, Army at Penn; Nov. 24,
Harvard at Yale (tentative).

EVERSHARP BUYS ‘SHOW’

EVERSHARP Inc., Chicago (razors), signs for
alternate-week sponsorship of 10-10:30 p.m.
segment of Your Show of Shows, on NBC-TV
completing sponsorship lineup for 1%-hour
weekly program (Sat. 9-10:30 p.m.). Show re-
sumes Sept. 4. Eversharp agency is Biow Co.,
New York.

FCC Drafts Shortcut

SHORTCUT PLAN to expedite overall lifting
of TV freeze within next six months is ex-
pected to be adopted by FCC early this week
while action on partial thaw is still seen within
“near future” (early story page 64).

Consensus Friday following formal pre-
hearing conference on TV procedure, held be-
fore full Commission, was that FCC most
likely will adopt proposals for:

1. Paper presentation—direct and rebuttal
—in lieu of lengthy oral hearing on city-by-
city allocation proposals. Oral hearing to begin
Monday (July 30) would be dropped.

2. Deadlines for filing of written testimony
on staggered basis, generally following area
grouping of comments listed earlier in week
by Commission as order of appearance for oral
city-by-city hearing (early story page 53), but
confined to about 10 area groups instead.

3. First group of direct evidence would be

bacco, New York,

to sponsor transecr

Swmiley Burnette Show on group of soutl|

stations from July 238.

Package, owned
Radiozark, is quarter-hour, five-a-week feat |

Agency, Kudner Agency, New York. ‘

GOODYEAR LOOKING @ Goodyear Ru
Co., New York, about to buy another h |

long dramatic show, probably on NBC.

Agency, Young & Rubicam, New York, un

stood to be looking at Theatre Guild. |

WINE PROJECT @ Berrycup Wine, | \

York,
markets.

looking for availabilities

in sev

Agency, Gilligan & Gore, New Y. *

HAROLD L. MORGAN JR. NAM |
ABC-TV PROGRAM V.P.

ELECTION of Harold L. Morgan Jr. as |
president of ABC in charge of TV Prog
Dept. announced Friday, along with real
ment of department in line with ABC’S ra |
TV separation policy [BROADCASTING ® T.
CASTING, June 25]. Mr. Morgan has been
tional director of television operations. |
Alexander Stronach Jr., vice president§
charge of TV division, announced follov

changes in TV Program Dept.:

Charles §

Underhill, general manager of CBS TV I
gram Dept., to join ABC July 30 as natic§
director of TV Program Dept.; Anthony §
Hennig promoted to production manay
Henry T. Hede advanced to business mana;
Joseph Spagnola to replace Mr. Hede as §
rector of office and studio services; Willl
M. Liiling promoted to assistant produc |

manager.

Charles F. Holden continues as assistant |
tional director of TV Program Dept., resy
sible for overall telecasting operations. ‘

Walter Irving Duncan, of Paul H. Rayi!

Co., station representative firm, joining A |
TV network sales staff as account execut
On West Coast Mrs. Florence Schiro has t
promoted to radio and TV personnel dire::

of ABC Hollywood.

Plan to Thaw T

due in suggested 30 days, second group !
days, ete.—with rebuttal to first group due!
days after deadline for filing of first gro
direct evidence, second group’s rebuttal

days after that of first, ete.

FCC may p

down 10-day intervals to weekly basis, it -
indicated. Thus, full direct and rebuttal st:
ments would be filed in 150 days or less, sc|
seeing 120 days as compromise. i

4. Waiver of all direct oral hearing, inc
ing DuMont which acknowledged it had
legal right thereto, excepting possible ai1 |
of Philadelphia applicants’ problem involv |
alleged property rights. Oral cross exami|
tion may also be waived in favor of sugges|
windup oral argument by counsel, but erj

examination if retained would be on spe

request basis.

5. Finalization of Appendices A and B!
(Continued on page 90)
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IN THE DALLAS-FORT WORTH
EFFECTIVE COVERAGE AREA!

A Survey of 102 Dealers in the 100 Mile Area

AND HERE'S THE STORY
KRLD-TV

ST IC IO

A

To arrive at a definite and
conclusive answer concerning

-

by

(A) Station (B) Station

Television coverage in the
100-mile North Texas area,
KRLD-TYV addressed ques-
tionnaires to 102 TV dealers
and service agencies asking
one simple question:

“What Television Station
gives the best picture and

First: 30 or 52.65% 25 or 43.85%
Second: 19 or 439 13 or 309
Combined First & Second:

49 or 48% 38 or 38%

13 did not name second station.

2 or 3.5%
12 or 27%

14 or 14%

signal in your city, and with-
in a fifteen mile radius?”

Fifty-five per cent of them
replied!

KRLD’s percentage of lead in combined
Over the second station ...............

Over the third station ................

The CBS STATION for DALLAS-FORT WORTH

Owners & Operators
of

KRLD
50,000 Watts

RRLD-TV

CHANNEL 4
The Times Herald Station
The Branham Co.—Representatives

FEoe FXpis:

o Lo vy

Clyde W. Rembert, General Mer.




BOSION
BLACAIE

ADMELLN

““We have had BOSTON BLACKIE
on the air for three years, and
can say that it has done a very
swell job for vus.”

He'll sell and sell for you, too!

Appliance dealers, auto agencies,
breweries, jewelers, hardware . . .
BOSTON BLACKIE starts a trail of
satisfied sponsors wherever he
goes. He'll do a good selling job
for your client, too!

Says: Peter Hand Brewery Co.
Chicago, Hlinois

JEWELRY

"l made a personal survey of
customers, friends, and people
in general, and was unable to
find even one person who did
not listen to and like BOSTON
BLACKIE.”

Says: Roberts Jewelers
Zanesville, Chio

GASOLINE

“Since ‘Blackie' started sleuth-
ing for us we have noticed a
solid increase in our gasoline
and oil gallonage.”

For details, write, wire or phone

HREDHRE W g fo5
: / - LUNPKY

/ [M‘/{A// 8. 0H1p
Says: Gaseteria, Inc. - HOlywoop
Indianapolis, Ind. S

THE NEWSWEEKLY OF RADIO AND TELEVISIO! "
Published Weekly by Broadcasting Publications, In |
Executive, Editorial, Advertising and Circulation Office b

870 National Press Bldg. |
Washington 4, D. C. Telephone ME 102 !
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WASHINGTON HEADQUARTERS

SOL TAISHOFF, Editor and Publisher

EDITORIAL: ART KING, Managing Editor; EDWIN
JAMES, Senior Editor; J. Frank Beatty, Fred Fit:
gerald, Associate Editors; Jo Hailey, Makeup Edito
Dave Berlyn, Assignment Editor. STAFF: Lawrenc:
Christopher, John H. Kearney, Wilson D. McCarth:
John Osbon, Allen Riley. EDITORIAL ASSIST
ANTS: Kathryn Ann Fisher, Pat Kowalczyk, Dori
Lord, Jean D. Statz, Keith Trantow; Gladys L. Hal |
Secretary to the Publisher.

BUSINESS: MAURY LONG, Business Manager; Win
field R. Levi, Assistant Advertising Manager; Georg
L. Dant, Adv. Production Manager; Harry Steven:
Classified Advertising Manager; Eleanor Schad
Doris Orme; B. T. Taishoff, Treasurer; Irving (
Miller, Auditor and Office Manager; Eunice Westor
Assistant Auditor.

CIRCULATION AND READERS’ SERVICE: JOHN [
COSGROVE, Manager; Doris J. Buschling, Jona
Gitlitz, Grace Schorm. ‘,

DRSS VY 488 Madison Ave., Zone 2
PLaza 5-8355; EDITORIAL: Rufus Crater, Ne:
York Editor; Florence Small, Agency Editor; Pet
Dickerson, Assistant to New York Editor; Gretche |
Groff, Liz Thackston.

Bruce Robertson, Senior Associate Editor.

ADVERTISING: S. J. PAUL, Advertising ‘Directm.’
Eleanor R. Manning, Assistant to Advertising Di
rector; Kenneth Cowan, Advertising Representativ:

RN RILITYE 360 N. Michigan Ave., Zone '
CEntral 6-4115; William H. Shaw, Midwest Advertis
ing Representative; Jane Pinkerton, News Editor.

|
DITRAVSO M OLTNN  Taft Building, Hollywoc
and Vine, Zone 28, HEmpstead 8181; David Glick |
man, West Coast Manager; Ann August.

TORONTO: 417 Harbour Commission, EMpire 4-077
James Montagnes. i
BROADCASTING * Magazine was founded in 1931 b
Broadcasting Publications Inc., using the title!
BROADCASTING *—The News Magazine of the Fift |
Estate. Broadcast Advertising * was acquired in 193 |
and Broadcast Reporter in 1933. ‘
]

* Reg. U. S. Patent Office
Copyright 1951 by Broadcasting Publications, Inc |

y

Subscription Price: $7.00 Per Year, 25¢ Per Copy
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TO 1 OUT OF EVERY 4 DETROIT HOMES

... WITHIN 5 WEEKS!

Jjack the Bellboy June 22, 1951
Station WJBK

Masonic Temple
Detroit 1, Michigan

Dear Jack:

Though there's
pbadly in TV markets,
these reports is your
Detroit. We consider
than ever!

You will recall that our client, Faygo Beverage
Co.» cautiously tried a few spot announcements on your
‘show in 1947. It g0 . That's why, in
December 1948, we stepped UP to half-hourl segments.
The results wer At mildly—-sensational!
been with you SO consistently.

That's why we've
When we broke the new Faygo True Fruit Black
Raspberry Contest on your program in April of this
ear, you helped pull nearly 50,000 entry blanks in
s B enabled us to get placement

-4 homes_in this area within 5 weekKs.

in 1 out of ever
er happened before in the

Nothing 1ike it has_evV
beverage trade in thi
Thanks for 2 job W

work.
Cordially yours.

ell done. Keep up the good

Julian A. Gydce,
Treasurer
w. B. DONER & CO.

JAG:bjT

*-‘\\
y

o

¢ h n f . k y

5 weeks. Wh

Y rotio . atever your selling probl i :

ns, sales of beverages or dancing t(i.’es{)sons ef&;g}susi’l_D}f“mt, whecher
’ s high Hoopers and

tremendous listener-r
-response mak
results, Call your Katz man t()daya e WJBK the best advertising buy for great 1
) est sales

WIBA

The Station with a Million Friends

. E

Represented Nationally by THE KATZ AGENCY, INC
” .

= DETROIT

5-2455

|
“}O
| ADCASTING ©® Telecastin
g

i
H

{
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MERICAN VITAMIN Assn., Hollywood (Thyavals, Orvita), sp
soring weekly 30 minute filmed Buster Keaton Show on stations
five markets. Stations include WXEL (TV) Cleveland, WXYZ-’

Detroit, WLWT (TV) Cincinnati, with micro wave relay to WLV
(TV) Dayton, WLWC (TV) Columbus. Contracts are for 13 weeks. Ci
solidated Television Productions Inc. Hollywood, produces the shc
Agency: The Counselors, Hollywood.

AMERICAN EXPORT LINE, ITALIAN STEAMSHIP LINE and L
(Italian Airlines) sponsoring WOR Festival of Opera over WOR N
York, Sat., 1-3:30 p.m. on cooperative basis, to stimulate travel to Ita
Agency: E. Landi Adv., N. Y.

CANADA DRY GINGER ALE Ltd., Toronto (soft drinks), starts tw
to four times daily spot announcements six days weekly on number
Canadian stations. Agency: MacLaren Adv. Co., Toronto.

/Vetwoté e 0o 0

* Colorful Truck Posters
Promote WDSU Programs wood, on CBS, Sat. 11:30 a.m.-12 p.m. (EST), for 52 weeks starting O

CARNATION Co., L. A. (evaporated milk), to sponsor Stars Over Hol

Throughout New Orleans! 6. Agency: Erwin, Wasey & Co., L. A.

LEHN & FINK PRODUCTS Corp. (Lysol and Hind’s Honey & Almc
Cream) sponsoring 10-10:30 p.m. segment of Your Show of Shot
on alternate Saturdays, over NBC-TV, beginning Sept. 8. Agen
Lennen & Mitchell, N. Y,

GENERAL FOODS (Maxwell House Coffee) to sponsor The Ad Libbe
comedy series starring Peter Donald, as summer replacement for Man
Fri. 8-8:30 p.m. on CBS-TV for five weeks beginning Aug. 3. Agen:
Benton & Bowles, N. Y.

POWERHOUSE CANDY BARS, N. Y., effective July 29 will spon:
half-hour weekly adventure series Major Dell Conway of the Flyi
Tigers Sun. 12:30-1 p.m. on DuMont Network. Agency: Franklin Brt
Adyv. Corp., N. Y.

Start the day right ! : ‘ ALLIS-CHALMERS MFG. Co., Milwaukee, renews National Farm a
P‘“EE C Home Hour Sat. 12 to 12:30 p.m. (CDT), on NBC for the seventh ye
Ci@ WDSU R | from Sept. 8 for 52 weeks. Agency: Bert S. Gittins, same city.
4 -8 2M DAILY "I 1380 4

-ﬁyency -ﬂppointmentﬁ oo o

RANCHO EGG FARMS, L. A. (waffle mix), names Davis & Co., L. .
to handle advertising. Firm today (July 23) starts three week ra
spot campaign, totalling 24 spots weekly on KECA. Other stations m
be added later.

RADION Corp., Chicago (radio-TV antennas), appoints Calkins \i
Holden, Carlock, McClinton & Smith Inec., N. Y., to handle advertisi|
and promotion. M. J. Pulver is account executive.

TWIN CITY RAPID TRANSIT Co., Minneapolis, appoints Fadell C

o Everyday—Railway Express trucks travel all over New Minneapolis, to handle advertising. Radio will be used.
Orleans, carrying WDSU’s posters that spotlight top . ‘
programs. These posters are seen—by the people who NORTHWEST PACKING Co., Portland, Ore. (Oregon Trail pork a
do the listening—and who then do the buying. Another beans), appoints Don Dawson Co., same city, to handle advertising. F

powerful “Promotion Plus” for our sponsors. die; foibetnsed with othcr media:

M. J. HOLLOWAY Co., Chicago, names George H. Hartman Agen §
same city, to handle its advertising. TV spots are planned.

NO OTHER NEW ORLEANS STATION OFFERS SUCH
CONTINUOUS "“PROMOTION PLUS” TO SPONSORS!

-ﬂo{people ® o0

® Write, Wire
or Phone Your
JOHN BLAIR Man!

F. C. SUTO Jr., advertising manager Johnson & Murphy Shoe Co., N. |
named manager of public relations of Stewart Harsthorn Co., N. |
manufacturer of window shade products. Firm is planning an extens:|

TV spot campaign this fall, and is considering network TV program. |

I
ROBERT P. GILLESPIE, assistant advertising manager Hunt Fo!
Inc., L. A., recalled to active duty with Air Force, reporting to Ke
Field, Texas. HY FREEDMAN, sales promotion manager and director |
publicity, succeeds Mr. Gillespie during his leave of absence. !‘

Page 8 ® July 23, 1951 Telecasting ® BROADCASTIN‘




MORE...

COSTS
LESS...

TODAY !

It costs 239 less today to reach each
thousand homes through WGAR than ten years ago.

In 1941, WGAR’s average quarter-hour
evening rate (52-time basis) was $119. In 1951,
the cost is $190. But. ..

... WGAR with 50,000 watts has increased
its coverage 268% in the past ten years.

... WGAR now is Cleveland’s most listened-
to station based on recent Hooper reports.

... WGAR's cost per thousand evening
homes in 1941 was $3.07. Today, that cost has gone
down to $2.35 per thousand.

... WGAR’s lower cost per thousand listen-

ers does not take into account the changing value of the
dollar, nor its tremendous auto audience

listening 411,708 half-hours daily.

Dollar for dollar, WGAR is your best buy.

WGAR Cleveland

50,000 WATTS ... CBS

/OADCASTING ® Telecasting

|

!

|

3) RADIO. .. AMERICA’S GREATEST ADVERTISING MEDIUM “ﬁ\i"\.

i Nowthern Clco..

the SPOT for SPOT RADIO

PEE
é- ?n G2
« (5

% _Represented Nationally by
" Edward Petry & Company

By

{
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The ““St. Louis Ballroom'” plus is promotion! Bigger, better than
ever! 24 sheets, exterior bus and streetcar cards, interior bus and
streetcar announcements on Transit Radio, newspaper display
ads, special mail promotions and personal appearances, pro-
motion announcements on KXOK are scoring a wide plus for
«St. Louis Ballroom’’ advertisers. Get details from your
John Blair man or from KXOK today.

ON
ouls’ ABC J

m&DElMAR « CHESTNUT 3700
s30k¢-5000 WATTS « FULL TIME

Rpmenzed by John Blair & Co.

R SR g
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LOYD J. GREGORY, vice president and general manager Houst
Post, and CHARLES J. GIEZENDANNER Jr., president Gieze'
-danner Co., Houston, have formed the
Gregory-Giezendanner Co., general ad-
vertising and public relations firm. Mr.
Gregory, resigned from the Post July 1
after serving with the paper for 24

years.

Mr. Gregory

DON COLVIN, WILLIAM DIENER and CHARLES O. HUSTING nam
vice presidents of Leo Burnett Agency, Chicago, with each taking 1
sponsibility as account supervisors.

CLINTON F. WHEELER Jr., TV and radio department BBDO, N. °
appointed director of television and radio Hewitt, Ogilvy, Benson

Mather, N. Y.

DENE B. CHAPMAN, account execu-
tive Barlow Adv.,
DONALD G. NOWAK, vice president
and account executive Fellows Adv.
Agency, Syracuse, have formed Chap-
man & Nowak Ine., national advertising agency in Syracuse.

Syracuse, and

Mr. Giezendan:

23]

ONVICTIONS seem to pay off
C consistently for Montgomery

N. McKinney, vice president
and account executive at Earle
Ludgin Agency in Chicago—and he
has many of them. Jules Mon-
tenier, for example, maintained high
sales grosses on Stopette in Decem-
ber and January, despite the pre-
valent misconception that deodor-
ants are needed only in warm
months. And W. F. McLaughlin
& Co. sells about as much Manor
House coffee in the
summer as in the
winter. Theseare just
two of the advertis-
ing convictions Mr.
McKinney has.

An ad man who
can thank heredity
and osmosis for
some of his basic
know-how, Mr. Me-
Kinney is the son of
William Ayer Mec-
Kinney, who opened
the Chicago office of
N. W. Ayer & Son,
and grandson of the
partner of Ayer’s
founder. He worked
in and around ad-
vertising several M
years, however, be- =
fore going with an agency. The
around, which preceded the in,
took place when he earned the NRA
minimum of 40 cents an hour as a
truck loader and driver in the fac-
tory of Kitchen Art Foods, a Chi-
cago concern of which his father
was president. He chose $16 week-
ly and a job instead of a European

BROADCASTING °

on all accounts

McKINNEY

vacation offer after he was gre!
uated from Oberlin College.

He took prep work at Mt. He
mon in Massachusetts, and his ﬁln
year of college at Princeton. :§
“unspectacular” baseball and bs
ketball player, Monty McKinn
was an editor and columnist on t.
college paper, an eager campaign
in student government and a writ
(“of sorts”) of essays, poetry a
short stories. A summer learni
narrative writing with Thornt
Wilder at the U.
Chicago contrast
sharply with anoth
in which he sc|
Fuller brushes
the Italian teneme!
section of Cav
bridge.

He learned a ha |
lesson when his Fi
ler brush train:
tramped the stre|
five hours without !
sale, but continu
doggedly for th:
more to get his da;:
quota. “The custo |
ers are here; we
just got to fi:
them,” he said.

Monty McKinn
has been looking {1
the customers ever since, a
found a lot of them after getti|
down from his truck and up to tf
front office of Kitchen Art Foo|
He remained as a salesman a
sales promotion manager un
1941, when he joined the Ludg|
agency to handle catalog work |

(Continued on page 45)

|
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4 SLLS W. SPENCE, vice president Hanly, Hicks & Montgomery,
Y., to McCann-Erickson, N. Y., as executive on various accounts in
g field.

‘1. MORRIS, manager of program research NBC, to Raymond Spector
, N. Y., in executive capacity.

NNETH TWYMAN, director of beer and beverage division Ruthrauff &
an, N. Y., to Cecil & Presbrey, N. Y., as vice president.

5. ALICE McDONOUGH, assistant media director Olian Adv., St.
Mn’s, named media director, handling national radio and TV time-
_”,fing. She replaces JAMES O. NEAL, now senior account executive.

ALTER M. KERR, manager of Edmonton office Stewart-Bowman-
¢Pherson Ltd., Vancouver, named vice president. HUBERT S. WAT-
#N, Vancouver office of agency, appointed director, and ROBERT
NICOL, manager Calgary office, named director. E. BLAKE BAL-
NTINE, Vancouver, was elected president.

WHITTLEY, timebuyer Badger & Browning & Hersey, N. Y., to
livan, Stauffer, Colwell & Bayles, N. Y., in similar eapacity. ARTHUR
‘RDOLL, timebuyer, SSC&B, named assistant to one of partners and

iness manager of radio and TV department.
-

ANK ALFRED DANIEL, timebuyer Lennen & Mitchell, N. Y., named
iness manager of radio and TV department. WILLIAM D. SMITH,
chanan & Co., to L&M, as chief timebuyer.

GER ALBRIGHT, promotion manager WJW Cleveland, appointed
slicity director Gregory & House Inc., same city.

4 E RINGER Adv., Los Angeles, changes its name to Ringer & Assoc.
No change in ownership or personnel is involved.

V:‘B HOENIG, publicity department Warner Bros., to Walter McCreery
., Beverly Hills, Calif., as manager, promotion department. He
laces CARL BLUMAY, resigned.

4 RGINIA HENNING, traffic manager BBDO, Los Angeles, installed as
istant treasurer, Los Angeles Advertising Women Inc. Also in-
‘Ylled were: MARTHA JEFFRES, executive secretary, Southern Calif.
vertising Agencies Assn.,, as corresponding secretary; ANONA
4§ NSEN, media director, C. B. Juneau Inc., L. A.

“f ROLD MERILLAT, art director H. W. Kastor & Sons, Chicago, to
:ham-Laird, Chicago.

4ICE WESTBROOK, copy supervisor in advertising department Toni
4 , Chicago, to Tatham-Laird, Chicago, on creative staff.

L CHAEL DONOVAN, Ward Wheelock Adv., Phila., to McCann-Erickson,
4 Y., as timebuyer in radio and TV department.

HN LaCERDA, owner The John LaCerda Agency, Phila., appointed
>sday luncheon chairman at Poor Richard Club.

s

4 TTIE TANNER, WXYZ-AM-TV Detroit, appointed publicity director
“#lse & Urban Inc. Adyv., Detroit.

VYONNE GATES to John I. Edwards & Assoc., L. A.

4 EANOR SMITH MILAN, Young & Rubicam Inc., Hollywood, and
4 rge Milan, announce their marriage.

C. JOHNSON to Needham, Louis & Brorby, Chicago, as account ex-
tive. He was with Ruthrauff & Ryan, same city, where he worked on
1-L Products account. Account recently transferred to NL&B.

ELIMINARY list of Canadian advertising agencies enfranchised by
ladian Assn. of Broadcasters for fiscal year 1951-52 totals 64 agen-
45, of which 11 are branches of American agencies and one British
:ney. U. S. agencies represented on list are ATHERTON & CURRIER
., BENTON & BOWLES Inc., ERWIN, WASEY of Canada Ltd.,
ANT ADV. of Canada Ltd.,, HUTCHINS ADYV. of Canada Ltd., KEN-
4 'N & ECKHARDT Ltd., O'NEILL, LARSON & McMAHON, RUTH-
i IAUFF & RYAN Inc., J. WALTER THOMPSON Co. Ltd.,, YOUNG &
'BICAM Ltd.,, and ARMAND S. WEILL Co. Inc. All have offices
Toronto or Montreal, and few at both cities.

' OADCASTING ® Telecasting
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ON THE
WASHINGTON SCREEN

eam%dl’ec@f@

One of Washington’s
Top Local TV Shows...

Average Rating-14.0!

AUDIENCE
COMPOSITION

MEN 26.4%
WOMEN 30.2%

CHILDREN 43.4%
(under 16)

Monday thru Saturday
6 to 6:45 pm

For some three years, Frontier
Theater has been one of the
most viewed local programs in
the Nation’s Capital! Featuring
a top-flight Western film every
nite Monday thru Saturday, it
presenily boasts an average
quarter hour rating of 14.0!
Check NOW on the few open
one minute availabilities,

Represented Nationally By

The KATZ AGENCY, Inc.

e WMAL-TV z==

THE EVENING STAR STATIONS
WASHINGTON, D. C.

July 23, 1951 ® Page 11




WOOPS!

Just to catch your eye, Mr. Time-

buyer—Here at WRC, we feel
that our sales story is something
more thah marks on paper. The
statistics live, breathe and tell
the wonderful success of WRC'’s
dominant position in this rich,

always-growing market.

WRC listening is up—way up.
Some very choice availabilities
in spots and programs are keyed
to the listening tastes of the capi-
tal city. You see, we know this
market, and we know what we
can accomplish for a product.
We've been here a long time,

growing with our audiences.

The latest American Research
Bureau report tells the story.
We'll stand on that!

® July 23, 1951
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A
Mrs. V. O.

MEAC . W0

Miss O. P.

*®
WHAT started out as a studio gag
has developed into an advertising
promotion campaign that has San
Francisco talking and chuckling—
and tuning in to the Judy Deane
Show, an early morning musical
offering on KNBC San Francisco.
Listeners were first introduced
to the gag in advertising columns
of the newspapers, where pictures
began to appear of unlikely looking
young ladies with unlikely names
and unlikely problems that con-
founded and saddened them—until
they began tuning in the Judy
Deane Show.
A typical

example: “Ophelia

3

Miss Glodstrotter

Mrs. A. J.

*
Glodstrotter of Poughkeepsie was
to connect with the HMS Pinafore
here in SF for a slow ride to Sai-
gon. She missed her connections
and was most unhappy until she
dialed KNBC at 9:00 a.m. for the
Judy Deane Show. Now Miss O.
G. doesn’t care if the boat never
comes in. You won’t either when
you get the listening habit to Judy
Deane. It’s on KNBC weekdays.”

And: “He walked out in 1927 and

never came back,” writes Mrs. A. J.
of Union Street. Three years ago,
he sent me a Christmas card from
Tanganyika.” But Mrs. A. J. keeps
(Continued on page 84)

Mr. Thompson Mr. Letts

Mr. Grover Mr. Steinke

Mr. PROUTY

strictly business

ORMAN PROUTY, radio
N sales manager of WFIL
Philadelphia, has an impres-
sive record of service in the fields of
radio sales and advertising. His
early interest in advertising was
kindled when he secured a summer
position with a small ageney in
New York, while still an under-
graduate at McGill U., Montreal.
His interest was further stimulated
by the fact that his father, a
former newspaper man, also was in
the advertising business.
Following his graduation, Mr.
Prouty joined Benton & Bowles as
a member of the college promotion
squad and later became a radio
timebuyer in the agency’s media
department. In 1935 he decided
that he preferred selling to buying
and joined the staff of Joseph Her-
(Continued on page 84)
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IT'S STIL|

AGREED

“The Shows the Thing’

AND THE RECORDS A
PROVE US RIGHT!!!
A Recent Conlan
Audience Listening Surv
Revealed That. ..

THE FIRST THIRTEE
DAYTIME PROGRAM
IN ORDER OF POPI

LARITY WERE ON

WBRE

News at Noon*
Just Plain Bill
Life Can Be Beauti-
ful

Big Sister

Double or Nothing
Front Page Farrell
Ma Perkins
Lunchtimers*

Road of Life
Polka Dots*

Young Widder
Brown

Second Spring

. Backstage Wife

e o o ‘
We’re all bustin’
with pride over!

the fact that THREE
of the TOP TEN are

our own LOCAL
SHOWS. Really
something to consider
in your Fall plans!

Lo e =

.
EOMONCORSIEO U

—
TEY

Telecastin’
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when you’re counting
costs in DETROIT
you can count

WWJ’s average cost-per-thousand
listeners in the Detroit market

serving 828,720 families is 14.5%

lIower than the average cost-per-thousand
for radio time in Detroit (based on

March-April 1951 Pulse ratings).

FIRST IN DETROIT Owned and Operated by THE DETROIT NEWS

National Representatives: THE GEORGE P. HOLLINGBERY COMPANY

Associate Television Station WWJ-TV

OADCASTING ® Telecasting

Basic NBC Affiliate

AM — 950 KILOCYCLES — 5000 WATTS
FM—CHANNEL 246—97.1 MEGACYCLES

July 23, 1951
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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 ||

Page 14 © Jyly 26, 1951 BROADCASTING ® Telecasti
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$7.00 A YEAR—25¢ A COPY

DIO business is better than it
a year ago in both TV and
TV markets, according to a
DS questionnaire survey con-
‘ed by BROADCASTING ® TELE-
| TING.
rightest spot in the nationwide
ure is local business, according
he magazine’s continuing study
xecutive opinion. The TRENDS
ey covers the May 1950-May
year and April-May 1951
;-"E\‘.th.
= “nalysis of returns from a cross-
ion of radio stations shows that
vision’s impact is being felt in
1 business of radio stations but
impact does not appear to be
ous. This appears in the form
a somewhat higher increase in
.1 business for stations in non-
markets compared to those in
as having television. The dif-
:nce is mainly a matter of
unt of increase.
ctually, local business is in-
asing substantially at radio sta-
s in TV markets. In non-TV
“kets the increase is notable,
h over half of stations enjoying
2 or more boost in local business
i year.

Hold Their Own

[alf of the stations in TV mar-
5 held their own or increased
ir national spot business in the
y-to-May year. In non-TV mar-
s four out of five stations held
ir own or boosted their national
it sales during the 12-month
iod.
letwork business during the 12-
ath period followed rather close-
‘he trend in national spot.
'he BROADCASTING ® TELECAST-
|, TRENDS survey is based on a
ntifically prepared cross section
che industry. Percentage figures
based on returns showing a
‘htly heavy ratio of regional
tions but this is not believed to
‘ct materially the basic trends
wn in the percentage calcula-
1s. :
'n separating stations by size
12ll, medium and large) it was
nd that small stations in TV
rkets were about half up and
f down in volume of local time
| 2s during the May-to-May year.
mall stations in non-TV mar-
S, on the other hand, almost
inimously recorded good increas-
in volume of local business.
mall stations in non-TV mar-
| « enjoyed much better national

{
{

ADIO BUSINESS UP

business, with only two of the sta-
tions surveyed reporting less na-
tional business. In TV markets
just half the small stations reported
more or the same volume of na-
tional business during the 12-month
period.

A similar situation was found in
the case of medium-sized stations.
Two-thirds of large stations in TV
markets had better local business
but two-thirds had less national
business during the year.

Small and medium stations both
showed better national business in
TV and non-TV markets from April
to May. Local business was better
and national business was about the

Bright Spot Is Local—'Trends’

same at large stations in TV max-
kets.

One factor in the generally in-
creased business, but not the con-
trolling element by any means, was
the upward adjustment of station
rate cards.

Many Increase Rates

One out of four stations increased
their rates in at least one time seg-
ment during the past year. Nearly
twice as many stations increased
rates in non-television markets as
was the case in markets with TV
service.

Median average increase in rates,
regardless of type of market,
ranged between 109 and 22%.

LOCAL BUSINESS OF STATIONS
May 1950 to May 1951

TELEVISION MARKETS

I

INCREASE

o

0000

oX
2

(o))
(¢ 1]
0

DECREASE
20%

o

%I? /o////

,4;2’ UNCHANGED

NON TELEVISION MARKETS

DECREASE

UNCHANGED

INCREASE

MM OADCASTING o Telecasting

RATE CARD TREND
(May 1950 to May 1951)

RADIO

Ratio of radio stations (all types)
increasing and decreasing their rates
from May 1950 to May 1951, by TV
and non-TV markets (figures show
percentage of stations in each cate-
gory):

) TV Non-TV

% Stations Markets Markets
Increase .. . ... 17% 31%
Decrease ... .. ... 0% 29%
Unchanged .. .. . 83% 671%
100%

Radio stations fared well in the
volume of local business during the
May-to-May period. Eight out of
10 stations in TV markets enjoyed
increased or unchanged local time
sales, not far below stations in
non-TV markets where nine out of
10 stations enjoyed increased or
unchanged local business (see Ta-
bles I and II, page 22).
~ The ratio in the April-May 1951
period was similar, indicating local
business was generally better in
May than in the previous month.

Thus TV appeared to have no se-
rious effect on local time sales of
radio stations, judging by these
figures. ]

Analyzing local radio business in
TV markets by amount of change
during the May-to-May period, it
was found that increases ranged
from less than 5% to more than
209%, with one out of five reporting
increases of 209 or more.

In the case of non-TV markets,
more radio stations showed in-
creases in loecal business from 10%
upward than occurred in TV mar-
kets.

Compares Volume

Stations in non-TV markets
maintained their volume of na-
tional spot sales somewhat better
than was the case in TV markets.
From May-to-May half of stations
in TV areas increased their na-
tional spot billings or held them at
the same level. In non-TV areas
however, better than four out of
five stations increased or main-
tained their national spot busi S
during the year (see Tables
and IV, page 22).

Two out of three stations in
markets increased or main C
national spot business from April

(Continued on page 22)
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KEYL TO FT. INDUSTRY

THE FORT INDUSTRY Co. last week acquired its fourth television
station—subject to customary FCC approval—with the purchase of
KEYL (TV) San Antonio, Tex., for a figure of $1,050,000. The trans-
action was closed by George B. Storer, Fort Industry president, with a

committee representing the some
two dozen KEYL stockholders.

Operating on Channel 5, KEYL
took the air in February 1950. It
is affiliated with ABC, CBS and
DuMont networks and is repre-
sented nationally by Blair TV.

Fort Industry acquired all of the
5,000 shares of San Antonio Tele-
vision Co. stock at $210 per share.
Principal stockholders are H. H.
Coffield, Rockdale, Tex.; W. L.
Pickens, Dallas, and R. L. Whee-
lock, of Dallas, each holding
1,09825 shares. W. D. (Dub) Rogers
Jr., vice president and general
manager of the station and a mem-
ber of the NARTB-TYV board, holds
418 shares and W. R. Nichols, of

FOOTBALL PACTS

Teams Set Radio Schedules

WITH a torrid pennant race in
baseball still raging in the Ameri-
can League, professional and col-
lege football teams already are
preparing broadcasting schedules
for the upcoming 1951 grid season.

WCAU Philadelphia will air all
12 Philadelphia Eagles’ games,
plus four of its pre-season contests.
Miller Brewing Co., Milwaukee,
will sponsor the broadcasts. De-
tails of the Miller agreement with
WCAU and the Eagles cover the
1952 season and provide for addi-
tional option years.

Broadeasts will start Aug. 12
using WILK Wilkes-Barre and
WCMB Harrisburg, to round out
a three-station network. Bill Sears,
WCAU sportscaster, will handle
the broadcasts again this year.

The following week, Admiral
Corp. will sponsor the 18th annual
All-Star football game between
the College All-Stars and the
Cleveland Browns, National Pro-
fessional Football League cham-
pions, over MBS, Friday, Aug. 17,
beginning at 9:30 p.m. Game will
be broadcast exclusively by Mu-
tual from Chicago’s Soldier Field.

KSL Coverage

The games of Brigham Young
U. will be carried exclusively by
KSL Salt Lake City, which will
also handle the school’s basketball
contests during the coming season.

WCKY Cincinnati will air the
U. of Kentucky games. A sports
roundup will preceed the games,
and scores and highlights from
around the country will follow.
Don Hill, well-known sportscaster,
will handle play-by-play chores.

For the fourth consecutive year
Standard Oil of Indiana will spon-
sor the U. of Nebraska games over
KFAB  Omaha. Lyell Bremser,
program director, will handle cov-
erage.

Page 16 © July 23, 1951
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Dallas, 582 shares. These stock-

holders account for more than 4,000 -

of the 5,000 outstanding shares,
with the balance being held in
small lots by individuals in Texas
and Minnesota.

Fort Industry Stations

The Fort Industry Co. operates
three other TV stations: WSPD-
TV Toledo; WJBK-TV Detroit and
WAGA-TV Atlanta. Applications
are pending for stations in Wheel-

Fourth TV Outlet

ing, Miami and Minneapolis.

Fort Industry Co. also operates
seven AM stations (WSPD, WJBK,
WAGA, WWVA Wheeling, WMMN
Fairmont, W. Va.,, WGBS Miami
and WSAI Cincinnati).

AM Outlet

Whether Fort Industry will seek
to acquire an AM companion sta-
tion for KEYL could not be ascer-
tained last week. If a sister AM
station is purchased it will neces-
sitate the sale of a Fort Industry-
owned AM station because of the
FCC rule-of-thumb limiting AM
ownership to the current maximum
of seven.

F&P CHANGES

Morrison Heads S.F. Of;
APPOINTMENT of William

Morrison as radio manager
Free & Peters’ San Franciscc

fice was announced last weel |
H. Preston Peters, president of j

station representative firm.
Morrison, formerly with Si
Garfield & Assoec.

agency as vice president and m "
director, replaces A. Leo Bowi i

Promotion of Hal Hoag to )
tion of Western manager also

y

i

adverti 3|

announced. Mr. Hoag has been 1 i
ager of the Hollywood office,

Mr. Morrison will report to hiili

his. new position. Mr. Peters

Mr. Morrison had handled “s"

of the largest West Coast
radio campaigns” in his work
Sidney Garfield.

CBS REALI

THE PROCESS of splitting the
CBS radio and television operations
continued last week as Radio Divi-
sion President Howard S. Meighan
and TV Division President J. L.
Van Volkenburg picked their re-
spective department chiefs and
these heads in turn proceeded to
designate their own assistants.

Mr. Van Volkenburg’s Televi-
sion Division lineup, reportedly
nearer completion than the radio
list, was said unofficially to include
the following nominees for these
key posts:

Hubbell Robinson Jr., in charge of
programs; David V. Sutton, sales;
William Golden and John P. Cow-
den, sales promotion and advertis-
ing; Merle Jones, Columbia-owned
stations; Oscar Katz, research;
Frank B. Falknor, operations; I. S.
Becker, business affairs; Michael
Foster, press information.

In the Radio Division, expected
to be announced this week, chief

NMENT

speculation centered on Lester
Gottlieb as program head; John J.
Karol, sales; Louis Hausman, sales
promotion and advertising; Kelly
Smith, Columbia-owned stations;
Harper Carraine, research; James
M. Seward, business affairs, and
George Crandall, press information.

Parts of the radio lineup were
made known by CBS President
Frank Stanton in a letter reassur-
ing the network’s radio affiliates
that CBS still considers radio
“America’s No. 1 mass medium”
and will continue to promote it ag-
gressively (see story page 34).

Asserting that the divorcement
of radio and television operations
will permit the Radio Division “to
concentrate all of its energies on
a single medium,” Mr. Stanton
pointed out that Mr. Meighan had
been named president of the radio
unit and added:

“Working with him—exclusively

Drawn for BroapcasTiNG ® TELEcASTING by Sid Hix

. and speaking of Communist influence on the FCC, don’t forget that

this agency sanctioned the Red Network for many years!”

BROADCASTING *

Naming Dept. Hea

in the interest of radic— wil }§

Kelly Smith, Louis
James Seward, John Karol, Le
Gottlieb, Ed Chester, and other
perienced radio operating ex
tives.”

Mr. Chester is CBS news di
and presumably will hol
comparable position in the R §

tor

Division. Mr. Smith has been

president in charge of station

ministration; Mr. Housman,

president in charge of sales prc |

Hausr &

tion and advertising; Mr. Sew:

vice president in charge of busi

affairs, network programs;

Karol, radio network sales n&
ager; Mr. Gottlieb, program n g

ager.

Of the others on whom R

Division speculation centered,
Carraine has been assistant |
rector of research, and Mr. C 1
dall has been director of press |

formation.
TV Lineup

In the expected TV Divi ¥
lineup, Mr. Robinson has been
president in charge of network

grams (AM and TV); Mr. Suté
TV sales manager; Mr. Golden, 3

sociate director of the sales pro:
tion and advertising departm,

and Mr. Cowden, general man:?

of the department; Mr. Jones, n |
ager of KNX and KTSL (TV) ¢

Angeles and the Columbia Pa

Network; Mr. Katz, research |

rector; Mr.

tions; Mr. Becker,

of press information.

Separate departments for I
and accounting also are being
up, but the stations relations

partment and the general ser
such as treasurer’s of ¢

units,
engineering, auditing and tax ur
will continue to serve both
Radio and TV Divisions.

Telecasti

;

|

I
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Falknor, vice p1
dent in charge of program op
director 1
business affairs, network progre §
and Mr. Foster, assistant dire )i

i




ADIO AND TV service swelled
lth rising flood waters that inun-
| ted a section of the nation last
- wek,
! .Broadcasters who escaped being
ai gulfed in the billion-dollar
ithiree-state catastrophe marshalled
whleir fullest resources to serve Red
4 toss, civil defense and other serv-
»s and relay information to lis-
ers and televiewers. Those who
ore forced off the air could only
unt their blessings—physical and
(aterial, while the torrent sub-
{ded from the streets of Topeka

¢ | d other key cities.

| The value of radio and TV as
| sentinel in the fight against
—-‘-od and fire inroads could not

measured in the monetary fig-

! es placed on the damage alone— -

f(limage that left thousands home-
wreaked havoc on countless
Ililroad terminals, factories and
_J fense plants, and otherwise
ok [ sved Capitol Hill and government
1, thorities to unprecedented action.

(Congress pressed through a $25
llion flood relief bill with great
‘acrity. The Office of Defense
. jiobilization, concerned with the
nist of disaster in terms of ma-
crials and facilities, ordered an
imediate survey of the area. And
| esident Truman flew over his
| Ltive Missouri to obtain an eye-
\itness account of the nature-in-
ycted tragedy.
: Radio staffs worked around the
s)ck as mounting flood waters
m ttered eastern Kansas—Salina,
mn[npeka, Manhattan, Kansas City,
‘an., and Kansas City, Mo. Reports
y h‘;led up of sleepless nights, endless
. Il and unbelieveable misery as
,oadcasters rallied to combat the
fod in two-fold roles of private
“izens and public-service sen-
“fhels.

——

Emergency Equipment Used

. KSAL Salina was forced off the
;;r in a city which found itself at
Tast three-quarters under water.
‘wo other outlets —WIBW and
"TOP were flooded out in Topeka,
“avily industrialized city. When
ri'ansmitters were submerged, the
%‘]ations rigged emergency equip-
vent to carry on. A similar situa-
}I\)n prevailed in Manhattan where
{MAN, along with the entire busi-
ss district, was inundated.
./ In instances where station opera-
.,.on was not affected, broadcasters
‘| cerated around the clock, main-
'l ining a steady flow of announce-
‘ents on water and power supply,
+ affie, volunteer requests and other
i tal  information. All stations
vandoned commercial schedules
41d went all out on news reporting
.1 1d public service, sometimes with
.. istily-improvised setups.
¢« Transmitters in Kansas City,
4.0., situated on high ground, kept
(D operation, compiling a saga of
Fxck-to-lt-xvness seldom surpassed
. DAF remained on the air, 24

{*ROADCASTING ~

|
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Radio Writes—And Lives—A New Saga

RAMPAGING wcters of the midwestern flood found KCMO Kansas City, Mo.
right in the middle of moving from old quarters to its new Radio Center,

with plenty of toil for everyone.

Actual move took three days but KCMO's

news staff, working around the clock, provided complete coverage of the

flood from all vantage points.

T. L. Evans (1),

president of KCMO Broad-

casting Co., brings in five gallons of boiled water to the newsroom after

supply is cut off.

Assisting with flash reports of the disaster are (I to r):

E. K. Hartenbower, KCMO general manager; Sid Tremble, program director;
Ken Heady, production director, talking with Bruce Davies (behind post),

assistant agricultural director; F. C. Strawn (with phone),

promotion and

publlclfy chief, and Larry Whyfe, KCMO newsman.

hours daily, for three days. KCMO
broadcast messages from members
of separated families. WDAF-TV
stripped its mobile equipment,
transporting it by elevator to the
roof where it brought in views of
raging fires in closeup. Station

telecast almost 12 hours of flood
and fire scenes.

Topeka was doubtless the hard-
est hit in the rampaging flood. The
waters that temporarly immobilized
WIBW and KTOP pending emerg-
ency setups also knocked out

WREN, but the latter also re-
turned to the air, with pickups
from KLWN Lawrence. KJAY
was unaffected. KLWN, one of
the nation’s newer outlets, went
full time. St. Louis stations co-
operated on a mutual-exchange plan
as the flood crest slushed under
farmlands and moved toward the
city.

Transit radio played a vital role
in Kansas City, once again attest-
ing to its value as an emergency
medium for allaying panic.

Radio and television networks
devoted many man and program-
hours to coverage of the disaster.

In addition to its regular news-
casts, NBC carried a number of
spot cut-ins from WDAF Kansas
City, while NBC-TV provided even
more detailed coverage with num-
erous spot films ranging from one
minute up.

CBS, ABC Pickups

CBS carried special pickups from
WIBW Topeka featuring WIBW’s
Art Holbrook, and from KMBC
Kansas City. CBS-TV scheduled
special pictures of the flood and
viewers of Ed Sullivan’s Toast of
the Town on July 15 heard a two-
way telephone conversation be-
tween Jim Barnes in Kansas City
and Bill Downs reporting on flood
and fire conditions.

ABC utilized the facilities of
WREN Topeka for on-scene report
by WREN’s Max Falkenstein, gave
special reports on its Headline Edi-
tion and This Week Around the

(Continued on page 28)

RADIO WINS IN EUGENE Outpuls Poper

RADIO overwhelmingly outpulled
newspapers in producing traffic and
purchases for four stores in
Eugene, Ore., a city of 35,000, ac-
cording to results of studies con-
ducted by Advertising Research
Bureau Ine.

More than three times as many
persons were attracted to the stores
by radio (KORE), in comparison
to the newspaper drawing power,
the four studies reveal. A slightly
smaller percentage of radio traffic
made purchases, but the dollar
value of purchases by radio cus-
tomers was 2% times that of news-
paper customers.

Media Expenditures Equal

As in the case of past studies
by ARBI, equal sums were spent
for radio time and newspaper
space. ARBI research specialists
stationed at the four stores con-
tacted customers, making detailed
reports on each. ARBI has been
conducting traffic-purchasing tests
in many parts of the nation
[BROADCASTING ® TELECASTING,
July 2, May 7].

Telecasting

The Eugene study shows what
happens when one station conducts
an ARBI survey in a four-station-
one-newspaper city. The newspaper
is the third largest in the state.
Lee Bishop, manager of KORE,
pointed out that many of the ARBI
surveys have been conducted in
larger cities.

Radio Increases Traffic

Brought out once more in the
Eugene studies was the ability of
radio to increase its traffic during
the three or four-day period of
an ARBI test, contrasted to the
fast falling-off newspaper-induced
traffic after the first day.

Also revealed again was the fact
that an important segment of the
public is not reached by news-
papers. Furthermore, the studies
reaffirmed the finding that con-
sistent repetition of a commercial
over a period of days—a radio
device of long standing—should be
used by retailers.

Stores have complete freedom in
selection of items to be advertised.

It was shown that traffic brought
into stores by the combined radio
and newspaper advertising had a
high rate of conversion into pur-
chasers.

The detailed studies follow:

FOUR STUDIES COMBINED

News-
KORE paper Both Other Total
Traffic 219 67 53 39 378
% Traffic 579 177 14.0 104 100.0

No. Purchasing
Merchandise* 90 32 31 15 168
% Purchasing
Merchandise*
% Dollar Value :
of Purchases* 55.2 20.3 13.2 11.3 100.0
Per Cent of Traffic by Medium, by Day

41.1 478 585 385 444

News-
KORE paper Both Other Total

% First Day 57.0 20.8 12.1 10.1 100.0
% Second Day 58.5 169 162 8.4 1060.0
% Third Day 58.6 14.1 14.1 13.2 100.0

Per Cent of Traffic by Medium, by Residence

New
KORE puper Both Other ?c‘a!
% In City 639 64.2 604 513 6
% Outside City 36.1 358 39.6 437 3 A‘
% Total 100.0 100.0 100.0 100.0 100.0

* These figures include all purchases made in
the departments in which the surveys were
made by customers showing an inferest in
the test merchandise.
(Continued on

page 30)
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By J. FRANK BEATTY

NE blustery weekend last
February an entire economy

trembled as a crippling,
crushing railroad strike threatened
its very lifeblood.

The pyramiding paralysis of a
tieup in the world’s largest and
most efficient transportation sys-
tem was dramatizing once again
the basic role of the iron horse in
American civilization.

Many things—important things
—were done during those dark days
of negotiating and conferring.
From the White House down there
was action aplenty.

In that gloomy moment, as union
leaders flaunted an agreement
signed just before Christmas, the
harried leader of the nation’s rail
carriers took time out to accept the
weekly hospitality of 10 million
friends.

Their leader—William T. Faricy,
president of the Assn. of American
Railroads—spent 2% minutes talk-
ing into the mnation’s living rooms
via 170 NBC radio stations.

In that brief period he was able
to discuss this major erisis over
the only available facility that
reaches instantaneously into over
95% of the nation’s homes. And
in that interval he was able to tell
clearly, concisely and effectively
the railroads’ side of the story to
a receptive audience.

Added to the potency of the
spoken word was the flexibility of
the 30-year-old radio medium. Up
to the last minutes before air time
of the Railroad Hour (Mon., Feb.
5, 8 p.m.) events were happening
rapidly. Through this chain of
developments Mr. Faricy and his
aides were able to keep the mes-
sage current and the final revision
was completed just before NBC’s
familiar chimes signaled the ar-
rival of one of America’s favorite
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Lessons in Radio’s Impact . . .

‘The Railroad Hour’

DURING its three-year contact with the American public through radio’s
low-cost facilities the Assn. of American Railroads has developed
scientific means of finding out some of the effects its Railroad Hour

is having on America’s 41 million radio families.
AAR’s research staff has analyzed its audience.

For the third time
The results tell an

effective story of radio’s ability to reach the largest segment of the

public at the lowest cost..

More significant, however, is the answer

given those who contend that television is reducing radio to a withered
facility with a thin trickle of listeners.

musical programs.

In tune with the motif of the pro-
gram, Mr. Faricy presented a calm
story. He made no attempt to
punch over a selling message, for
the Railroad Hour is designed to
build friendships—millions of them.

These 30-minute visits in mil-
lions of America’s homes are near-
ing the end of their third year.
Tenight’s broadcast will be the
147th in the series. Again some
8 to 10 million persons will gather
around their radios in living room,
auto and vacation resort to hear
Gordon MacRae and Dorothy
Warenskjold in “Roaring Camp,”
a musical version of Bret Harte’s
rugged tale of gold-rush days.

Forceful Lessons
In Friendships

As the third year comes to a
close there emerges a series of
lessons in how to make friendships
by the million and how to influence
all types of people in all sorts of
places.

LESSON No. 1—Radio’s impact
hasn’t been hurt appreciably by
television, at least so far as the
Railroad Hour is concerned, and
here’s why:

@® The 1949-50 Nielsen rating
averaged 9.2.

@ The 1950-’51 Nielsen rating
averaged 9.0.

® A substantial increase in
share - of - audience has occurred
from 1949-’50 to 1950-’51.

@ Average audience, too, has
increased.

LESSON No. 2 (and here’s a
piece of advertising news that will
reverberate up and down Radio
City and Madison Ave., and then
out across the country)—The Rail-
road Hour has shown radio’s power
by drawing one of the greatest
responses to an educational offer
in the history of NBC:

@ One full commercial and
three billboards on four programs
brought 120,437 requests for a
souvenir program booklet.

@ Within two days of the first
announcement (April 16) 28,213
mailed requests had come to AAR
headquarters.

@ By program time the next
Monday AAR had received over
78,000 requests.

® Of writers, 98.8% gave the
exact address in every detail (Rail-
road Hour, Transportation Bldg.,
Washington 6, D. C.), a demon-
stration of radio’s effectiveness
that startled postal officials.

LESSON No. 3—Radio combines
low cost with its far-reaching im-
pact:

@® Each listener contact costs
about one-fifth of a cent or about
468 contacts per dollar spent on
radio.

LESSON No. 4—Radio’s audi-
ence is best built and retained by
year-round scheduling:

® AAR’s Railroad Hour is on
the air 52 weeks a year.

BROADCASTING *

@® AAR will start its fow .
fall-winter-spring series when 1
present summer series of origiy
musical dramas is completed. '

LESSON No. 5—The brief, cl
ing announcements or billboa
are highly effective:

@ AAR devoted one full co:
mercial and three subsequent b
boards to the offer of a souve:
booklet. Response to the billboa
was highly effective, as shown °
an exhaustive AAR analysis.

LESSON No. 6—Radio co
mercials have a persisting effe

@ Ten days after the final co:
mercial 332 requests were receiv

@® Eighteen days afterward 1
were received. At that point :
turns had slowed down to a tric!|
and tabulating ended. 4

LESSON No. 7—The radio aul:
ence represents all sections of f
population, with an impressive :
tio of professional and busind
people, judging by an analysis

(Continued on page 42) |
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? INDUSTRY goes along, the tele-
|sion freeze can be lifted in late
=ptember, FCC Chairman Wayne
oy told Senators last Wednesday.
'This electrifying prediction,
hich created a flurry in radio-TV
ock transactions on the New York
zchange, was given during Chair-
an Coy’s testimony before the
cnate Interstate Commerce Com-
ittee.

Measuring up to advance notices,
\e committee cut a wide path of
| quiry covering key broadcast is-
1es including the television freeze,
jucational reservations, the so-
' 1lled Richards case and the WMIE
‘iami case.

The hearing was held at the
‘quest of committee members who
ad a few questions to ask the
airman and who wanted to dis-
iss the issues with him [BROAD-
 ASTING ® TELECASTING, July 16].

Highlights of Hearing
. In brief, here are the highlights:

.| @ Chairman Coy said FCC be-

‘aved the National Production
Juthority would permit necessary
“1ilding once the freeze was lifted.

. @ The freeze could be lifted in
2ptember if a city-by-city alloca-
“on hearing can be by-passed with
| final decision rendered on written
©/idence submitted (for other
eeze news see page 64 and AT
EADLINE, page 4).
1 @ Allocation grants will be
Tl4indled on a priority basis with
| eas now without TV service be-
thie considered first, those areas
-f;?ith one station next, ete.
D@ If lawyers of interested
farties fail to agree in the pre-
g1l saring conference (scheduled for
it st Friday) he could not say how
ihng it would take to clear up the
 location question.
2% @ Those who are “caught” in
iie freeze and are without tele-
i sion in their area can only blame
41 unwillingness to pioneer in the
2ld or to share expectant losses
. early station operation.

@ There should be about 1,500
|V stations in the next five years,
500 within 10 years of the ap-
‘oximate 3,000 stations permitted
7 the plan.

@ The chairman objected to a
iggestion by Sen. William Benton
)-Conn.) that non-commercial in-
itutions be permitted to sell time
. help finance stations.

@® He also criticized educators
ho complain that radio-TV sta-
lons are “misused” since they (the
lucators) “ignore the general im-
irovement of understanding” given
/ such programs as news and
scussion.

@ Sens. Benton and Ed C.
hnson (D-Col.), chairman of the
‘mmerce group, joined hands in
iipport of Sen. Johnson’s proposal
at would require commercial TV
| ations to give a specific percent-
‘;;Ze of their time to educational

JENATORS HEAR COY

programming rather than reserv-
ing entire channels.

@ Chairman Coy refused to dis-
cuss the “merits” of the Richards
case, but told the committee the
FCC would re-open its WMIE Mi-
ami case to gather new or addition-
al evidence providing it is offered
by testimony for the record.

The prediction by Chairman Coy
on the freeze end brought comment
by J. L. Van Volkenburg, president
of the CBS Television Div., who
said: “We eagerly look forward
to any move by the FCC which
will bring television to the re-
maining 409 of the nation.”

Chairman Coy’s appearance be-
fore the committee had full cover-
age from the Capitol Hill news
echelon. CBS tape recorded por-
tions of the testimony.

Sen. James P. Kem (R-Mo.) took
the lead in questioning about the
freeze. His approach was direct.
The Senator asked if “unfairness”
had not been created “by the freeze
and the long time which it has con-
tinued in effect?” He referred
specifically to places like St. Louis
and Kansas City which have only
one TV station on the air.

Chairman Coy answered that the
“inference of unfairness you are
talking about goes to the
people in St. Louis . . . to the

Restate TV Goals

-
people in Kansas City who now
want to get it [TV] and at that
time [prior to Sept. 30, 1948, date
of the freeze beginning] did not
want it because they thought it was
a big, losing business.” '

Describing the NARTB TV and
Commission adopted proposal that
FCC should hold no further hear-
ings on city-by-city allocations and
start the granting of channels on
the basis of written comments,
Chairman Coy said: “I hope we
may have a final order by the latter
part of September.”

Disagrees With Jones’ Plan

Questioned further on unanimity
of the Commission on the FCC’s
TV allocation plan, Chairman Coy
saild Comr. Robert F. Jones was
the only dissenter. The latter be-
lieves FCC ought to proceed to just
treat each application as it is filed
without regard to any plan for the
use of it, Chairman Coy said. If
such a proposal were followed it
would mean FCC would have to is-
sue public notice abandoning the
present procedure and start “other
proceedings of a different type,”
he declared.

On the proposal that FCC adopt
engineering and technical stand-
ards applying to the rules and reg-
ulations and then proceed on the

basis of those standards adopted, .

Chairman Coy said it would mean
that every big city in the country
“would hog the television frequen-
cies and every small and medium
sized city would be left outside.”

Chairman Coy said FCC now
has on hand 400 applications cov-
ering 100 cities, which, according
to Census Bureau interpretation,
would be classified as metropolitan
areas. He said another 400 or
500 applications can be expected to
be filed as soon as the freeze ends.

FCC probably will take the posi-
tion with the National Production
Authority that television is a “new
and dynamic service” and should be
extended to the nation’s people
“without further delay than we
have already imposed upon them.”

NPA now requires that a permit
be given through it for construction
of any new station.

The steel situation will not be a
deterrent because the industry can
find it advantageous to put all an-
tennas on one location, permitting
orientation of home receiver an-
tennas on one specific place and
thus avoiding multiplicty of an-
tennas located in various sections
of the community. This would save
considerable steel and save people
money, Chairman Coy noted. An
example of such planning is the
antenna array atop the Empire
State Bldg., he said.

Some TV applicants already have
acquired transmitters and built

(Continued on page 88)

KOB GOURT

THE FCC was directed last week
by the U. S. Court of Appeals to
reach a solution of the 10-year-old
question as to the conflict in assign-
ments between WJZ New York and

" KOB Albuquerque.

Since Oct. 14, 1941, KOB has
been operating under a succession
of special service authorizations
with 50 kw daytime and 25 kw
nighttime on 770 ke, the same fre-
quency on which WJZ is licensed.
Last week’s decision by the U. S.
Court of Appeals in the District of
Columbia was, in the court’s words,
a “remedy against inaction” on the
part of FCC.

The court reversed an FCC order
of Dec. 14, 1949, continuing the
KOB special service authorization
and a further order of Feb. 23, 1950,
extending the SSA pending out-
come of an appeal which ABC,
owner of WJZ, had taken to the
Court of Appeals against the Dec.
14, 1949, order.

The court also remanded the
cases to the FCC “for action not
inconsistent with this opinion.”

Pointing out it was not within
that court’s power to determine
what ultimate disposition should
be made of the question, the Court
of Appeals said, however, that “we
can provide a remedy against in-
action; we can direct the Commis-
sion to exercise its diseretion in
accordance with law.”

The case dates back to May,

;::S‘IROADCASTING ® Telecasting

{

FCC Directed To Act

RULE

1940, when the FCC granted KOB a
permit increasing its power to 50
kw and designating it a Class I
station on 1180 ke. This frequency,
however, was deleted from U. S.
assignments the next year when
the first NARBA was ratified, and
the Commission was obliged to find
a home for the station elsewhere.

In September, 1940, before
NARBA was ratified but after its
assignments had been arranged,
the FCC proposed to assign KOB
to 1030 ke, with 50 kw as a Class
II station. WBZ Boston opposed
this because it was operating on
the same frequency as a Class I-A
station and would have had to ac-
cept a change to Class I-B if the
KOB assignment were made.

The next February the FCC pro-
posed assigning KOB to 1030 at
10 kw and further providinig an in-
crease in power to 50 kw after con-
struction of a directional antenna.
Both KOB and WBZ objected, but
withdrew their objections when the
FCC asserted the assignment was
temporary. In March, 1941, KOB
was licensed to that frequency with
those provisions, and in June, 1941,
the Commission issued a special
service authorization, on applica-
tion of KOB, for operation on 1030
ke at 50 kw daytime and 25 kw
nighttime.

Meanwhile, FCC field tests show-
ed that KOB would have a wider
area of interference-free operation

on 770 ke (WJZ’s frequency) than
on 1030, and on its own motion,
the FCC on Oct. 14, 1941, modified
the special service authorization to
put KOB on 770. WJZ objected
but did not pursue its protest be-
cause of the assurance that the
situation was temporary.

In 1944 KOB requested a CP and
license for 770 ke unlimited time,
an application opposed by WJZ. The
case went to hearing which closed
Jan. 12, 1945, but before it decided
the case, the FCC began its clear
channel hearing, and the whole
matter of KOB-WJZ was put in the
file pending conclusion of the clear
channel proceedings.

As the appellate court put it last
week, the clear channel proceed-
ings have not been completed and
indeed their status is “quite uncer-
tain.”

‘“Equally unclear,” in the words
of the court, is the future status
of the KOB application for perma-
nent licensing on 770 ke.

“There comes a point,” said the
court, “when what has been desig-
nated a ‘temporary measure’ lasts
for so long, and shows so little
sign of being terminated in the
foreseeable future, that to continue
to categorize it as ‘temporary’ is
to ignore the realities of the situ-
ation . . .

“We cannot agree that the Com-

(Continued on page 28)
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Program: Charles-Walcott cham-

pionship fight, DuMont TV

Network, July 18.
Sponsors: Admiral, Crosley, Du-~

Mont, Motorola, Philco, RCA,

Sylvania, Westinghouse.
Program cost: Approx. $100,000.
Director: Harry Coyle.
Assistant Director: Harry

son.
Technical Director: Phil

tillo.
Fight Announcer: Bill Corum.
Color Commentator: Bill Stern.
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EING the passive type

that prefers to observe a

brawl rather than par-
ticipate in it, this reviewer
was delighted to watch the
Charles-Walcott fight in his
living room, a less hazardous
site than the theater where, in
the company of a thousand or
so excited fight fans, he saw
the Louis-Savold bout several
weeks ago. (The wounds suffered
in that encounter are healing nice-
ly.)

On the whole the program was
capably handled, except for some
unnecessary, and at least one
point, inaccurate commentary by
Bill Corum. Mr. Corum, who pre-
sided at the microphone during the
rounds, seemed inclined to favor
the defending champion when de-
seribing exchanges of punches. One
ineffective left hook that Mr.
Charles aimed at Mr. Walcott’s
midriff was described by Mr. Corum
as a hard blow. It barely reached
the challenger, as any except the
hopelessly myopic in the television
audience could plainly see.

Keep Talk Down

Even veteran ring announcers
like Mr. Corum must constantly re-
member that the TV audience can
see the fight as well as they, a
circumstance that recommends the
keeping of commentary to a min-
imum of explanation and certainly
requires a high degree of objec-
tivity from the man calling the
punches.

Though heavens knows it is safer
than a theatre, the living room can
have shortcomings as an arena.
At the beginning of the seventh
round, this reviewer left the room
to minister to a wakeful child. In
his absence, Mr. Walcott abruptly
put Mr. Charles to sleep, which was
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more than could be said of this re-
viewer’s efforts to soothe his rest-
less offspring.

FIRST HORSE RACE COLOR-

CAST made July 14 by CBS-Color-
TV, did not encourage this viewer
to sell his binoculars and tear up
his club house pass in favor of
home color viewing. Closeups of
the horses in the paddock and of
the celebrities interviewed at a
luncheon table on the Monmouth
Park Jockey Club grandstand ter-
race were beautiful and clear, with
the watermelon the lunchers ate
coming through in a luscious red
that set the spectators in CBS
Studio 3 to drooling. But the races
themselves were disappointing.
The longshots of the fast moving
horses across the course did a far

.from adequate reporting job; the

jockeys’ silks, so distinetly recog-
nizable in the closeups, lost their
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Program: Horse races at Mon-
mouth Park Jockey Club, N. J.
on CBS-TV color, July 14.

Director: Judson Bailey.

Production Supervisors: Jerry
Danzig, John Martin.
Commentators: John Derr, Jim

McKay, Horace Wade.
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individuality in the distance and
the numbers on the saddles were
also indistinguishable; without the
skilled announcing of Horace
Wade, public relations director of
the park, the actual running of the
race would have had little mean-
ing to the colorcast audience.

Adrian Murphy, newly appointed
president of the CBS Laboratories
Division, who spent much of the
afternoon leaping from his front
row seat to bring the receiver back
into color synchronization with the
pickup cameras, apologized for
the quality of the reception, which
he described as “too soft.” He said
that John Derr, CBS associate di-
rector of sports, who emceed and
coordinated the telecast from the
grandstand roof, reported sharp
pictures on the monitor there, so
apparently the show was softened
up somewhere between the trans-
mitter and receiver. The Zoomar
lens, used during the telecast, also
has a softening effect, Mr. Mur-
phy noted.

As the first remote pickup of a

regular color telecast, the racing
pickup probably should not be
judged too harshly. This viewer’s
companion, who had not previously
seen CBS color, was entranced by
the beauty of it all and has joined
that large segment of the American
public who is asking when color-
sets will be available for home use.

#*k %

FUN FACTORY aimed at the 4
to 10 year old audience, avoids the
error, too often made by programs
intended for these ages, of talking
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Program: Fun Factory, ABC,
Mon.-Fri., 5:30-6 p.m.

Producer & Director: Bob Wool-
son.

Writers: Dorothy Wendel, Bob
Eckland.

Cast: Peter Lucas, Russ Wilt,
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down below the goo-goo level.

It is an imaginative use of radio
to take the tots on tours of the
“game” and “news” rooms, through
books and records and, finally, to
the good deed department which
runs the risk of sending the 4-year
olds into guiltless sleep and the
10-year-olds to the nearest sandlot.
Pete Lucas, “foreman” of the
factory, uses an idiom which seems
slightly above the cut of the kid-
dies’ capacities. He talks a lan-
guage which is perhaps compre-
hensible to teen-agers if to any-
one. “Uncle” Russ Wilt plays a
“talking piano.” The terminology
of the show may be somewhat
precious to adults, but the program
is not for them anyway.

The feature record on the pro-
gram reviewed was a Cinderella
story album with Prokofieff’s musie.
Moppets should find it a welcome
change from the Lone Ranger.

Fleischmann Approved

PRESIDENT Truman’s nomina-
tion of Manly Fleischmann to
serve as chairman of the Defense
Production Administration, in ad-
dition to his duties as administra-
tor of the National Production Au-
thority, was approved last week by
the Senate Banking & Currency
Committee without opposition. The
nomination was favorably reported
to the Senate floor where it awaited
Senate confirmation.
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" ing its intent to acquire the la

NBC CENTER |

Burbank Council To V¢

AN ORDINANCE, clearing
way for NBC to purchase
acres of city-owned land for |
projected $25 million Radio-Te
vision Center, is scheduled to &
given final vote by the Burba:,
Calif., City Council tomorr
(Tuesday).

It would order sale of two p:+
cels of land fronting on Alame.
Ave. between Warner Bros. Stu
and St. Joseph Hospital for $2¢ -
287.50, price previously agr¢
upon by the council and NI
Sale must be completed by A
31 [BROADCASTING ® TELECASTU
June 25].

City council in mid-June,
resolution, eliminated the form
ity of the land being sold at pul
auction. NBC many weeks :
submitted a $10,500 check signi

NBC also is purchasing fr
Warner Bros. 30 acres adjoini
the city-owned property. Deal
portedly includes a rental arran:
ment of sound stages and otl
studio facilities for television.

Charles J. Dunn, New York 1
estate broker, is granted a $1
037.50 commission on the trans:
tion by the Burbank ordinance, |
was said.

With the influx of top TV sho ¢
from New York starting in A
fall, NBC has been frantica
searching the Hollywood area i
space and facilities to accommod:.
them. Present NBC-TV Hollywc !
accommodations are said to
wholly inadequate to take care ¥
the eight comedy and other sho
shifting from New York with 1
advent of the relay-cable hookill
now tentatively set for sometlﬂ
in November,

Conversion to TV of the El Ca *
tan Theatre on Vine St. near Hol
wood Blvd., and Studio D in NI
Western Division headquarte
both now being rushed to comp !
tion, will help ease the situatic
Cost of remodelling the E1 Capit
is said to be around $500,000 a
Studio D in excess of $200,000. |

Delegation of NBC New Yo
television executives were in Hol
wood in mid-July primarily for
ordinating talks on shifting sho
and to look at possible availalj
facilities. ;

Besides Fred Wile, assistant i
Sylvester L. (Pat) Weaver, NB
TV vice president, who remains
the West Coast for at least a|
other week, in Hollywood for s¢|
sions were General Lyman Munsc |
in charge of TV facilities ope1
tions; Sam Fuller, executive p |
ducer, Colgate Comedy Hour; Pe‘
Barnum, executive producer, s
Star Revue Last two progra |
are among those to shift origin |
tion to Hollywood in the fall. Pa:
ticipating in meetings also we|
John K. West, NBC Western Div|
sion vice president, and Norm:}
Blackburn, Western Division dire |
tor of TV network programs opel
tions.

!
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OTTY problems involving ra-
TV sponsorship rights to cov-
_lize of direct proceedings of the
"Republican and Democratic po-
4'lal conventions are tabbed for
- {'horough airing at national com-
~ “Flkee level in the next few weeks.
‘his was indicated last week fol-
| ing reports that Time, Life and
“itune, of the Henry Luce pub-
ling triumvirate, had negotiated
i network telecast rights to both
ventions [ BROADCASTING ® TEL-
STING, July 16].
.t seemed likely that the Demo-
j bic and GOP national headquar-
; would set a joint parley to dis-
. s these problems, looking toward
' mation of a uniform policy on
¥ nsorship. It was understood
"It some decision probably would
_i'reached by September, as to
;| sther proceedings would be of-
" ad for sponsorship or as a public
> ~Frice.
'he sponsorship issue is easily
.| of the thorniest on the agenda
the Democratic National Com-
“ltee. Other points to be resolved
| those involving the selection
“Jan advertising agency and the
lice of a convention site in Chi-
o to house what promises to be
unprecedented demand for
~dio and other working facilities.

9

Parties Receive Inquiries
Jational headquarters for both
ties acknowledge they have re-
7ed inquiries relating to radio-
. sponsorship. Most of the dis-

sions, however, have been
.»-zely informal and have ema-

ASEBALL SUIT
1300,000 Asked By WNOP

" 12:%8300,000 damage suit was filed
#ut week by WNOP Newport, Ky.,
rinst 20 assorted corporate and
wividual defendants, including
Liberty Broadcasting System.
2 suit charged the defendants
‘h  “conspiring” to prevent
WY OP from broadcasting the LBS
me of the Day.

(Defendants were LBS; Ford
ek, National League president;
fr4ll Harridge, American League
:sident; A. B. Chandler, baseball
# “‘“umssmner who resigned last

2k, and each of the 16 major
willgue baseball clubs.

IV NOP claimed it had signed a
{itract with LBS last October
ich allowed it to broadcast the
““me of the Day whenever the
“cinnati Reds were not playing
¥ihome. The station claimed LBS
“IMnow “refusing to perform its
“atract” and accused the Cincin-
i ball club of “illegally con-
“Jling and monopolizing”  the
"'L”oadcastmg of all major league
““mes within a 50-mile radius of
™ home park. The suit alleged
< lllation of anti-trust laws by the
m":‘endants and asked for an in-
iction to prevent LBS from “re-
’ing to perform its contract.”

LOADCASTING o
!
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2 CONVENTIONS

nated from networks, agencies,
and other interested groups.

The question of sponsorship of
direct convention proceedings was
brought last week to the attention
of William Boyle Jr., Democratic
National Committee chairman, and
temporarily shelved pending fur-
ther discussion with Ken Fry, ra-
dio-TV director, and the GOP com-
mittee headed by Guy Gabrielson.
It was understood that the two
committees would meet within the
next fortnight.

Luce Conference Postponed

Meanwhile, a conference sched-
uled for last Thursday between
Mr. Luce, editor-in-chief of Time,
Life and Fortune, and local Chi-
cago committeemen was postponed.

These are some of the questions
which the mnational committees
must resolve before adopting a

Coverage Is Studied

sponsorship policy:

(1) The disposition of funds in
the event rights are sold. Politi-
cal parties are legally prohibited
from accepting the money derived.

(2) Conditions for radio-TV
sponsorship, including type of
sponsor, extent of physical network
coverage of proceedings, exclusiv-
ity of sponsor rights, the scope of
coverage in point of stations to be
utilized, and selection of a site
which would provide adequate facil-
ities for coverage.

The Democratic National Com-
mittee is known to favor adherence
to at least two basic principles: The
widest possible coverage of direct
proceedings, and an arrangement
with networks which would assure
the best programming and techni-
cal techniques.

Throughout these early prelimi-

PROFITS TAX

Senate Gets Measure
To Aid TV

A BILL to lighten excess profits tax burdens for the telecaster was
dropped in the Senate hopper last week.

It was introduced by Sen. J. Allen Frear (D-Del.).

remove inequities, which telecasters
Profits Tax Act. These inequities
concern the current calculation of
excess profits on a base period
(1946-49) during which TV was
an infant.

At the same time, NARTB re-
vealed that the TV Broadcasters
Tax Committee has obtained a hear-
ing for this Friday on the excess
profits tax question. John B. Poole,
tax lawyer and consultant to Fort
Industry Co., will appear.

NARTB, meanwhile will appear
Aug. 2 in opposition to the ad-
ministration’s request for a 15%
increase in excise taxes on radio
and TV sets at the manufacturing
level. The revenue bill (HR 4475)
is now before the Senate Finance
Committee. Ralph W. Hardy, gov-
ernment relations director, will
testify for NARTB.

Also scheduled are L. G. Horney,
Bendix Radio Div.; J. M. Marks,
Fada Radio & Eleetric Co., and F.
Cleveland Hedrick Jr., Radio-Tele-
vision Mfrs. Assn., all Aug. 2.
Mort Farr, National Appliance &
Radio Dealers Assn., is slated for
Aug. 1.

Frear Bill

The Frear bill (S 1861), referred
to the Senate Finance Committee,
follows in full text:

To amend the Excess Profits Tax Act
of 1950 with respect to income de-
rived from television broadcasting.

Be it enacted by the Senate and
House of Representatives of the Unit-
ed States of America in Congress
assembled, That section 444 of the
Excess Profits Tax Act of 1950 be
amended by adding a new subsection
(h) as follows:

“(h) TELEVISION BROADCASTING.— A
taxpayer under this subsection which,
during the month of December 1950,
derived 30 per centum or more of its
gross income from television broad-

Telecasting

It is designed to
believe exist in the present Excess
*
casting and related television serv-
ices, shall be entitled for any taxable
year under this subchapter, notwith-
standing the foregoing provisions of
this section, to compute its average
base period net income by multiply-
ing the taxpayer’s total assets as of
Dec. 31, 1949, as defined in section
435 (e) (3), by, (1) the ratio which
the taxpayer’s excess profits net in-
come for its last taxable year ending
on or before Deec. 31, 1946, bears to
its total assets on the last day of
such taxable year, or (2) the tax-
payer’s industry rate of return for
the year 1946 as proclaimed by the
Secretary under section 447, which-
ever is greater.

“(1) For purposes of this sub-
section ‘“‘gross income” is the
amount received or accrued, re-
duced only by applicable discount,
rebates, and allowances, and not by
any commissions or other cost of
operation.

“(2) For purposes of this sub-
section, if the last taxable year of
any taxpayer ending on or before
December 31, 1946, is a period of
less than twelve months, the excess
profits net income of said taxable
year shall be placed on an annual
basis in the same manner as pro-
vided in section 433 (a) (2) (A).”

Sec. 2. That section 445 of said Act
be amended by adding a new subsec-
tion (i) as follows:

‘(i) TELEVISION BROADCASTING. — A
taxpayer under this section which,
during the month of Dec. 1950, de-
rives 30 per centum or more of its
gross income as defined in section
444 (h) (1), from television broad-
casting and related television serv-
ices, shall be entitled for any taxable
year under this subchapter, to com-
pute its average base period net in-
come by multiplying the taxpayer’s
total assets as of Deec. 31, 1949, as
defined in section 435 (e) (3), by the
taxpayer’s industry rate of return for
the year 1946 as proclaimed by the
secretary under section 447.”

nary discussions, television has pre-
empted attention of politicos. The
1948 telecasts were not directly
sponsored. Additionally, the emer-
gence of TV has minimized the
need for large space for political
delegations and stressed, in turn,
the necessity for larger working
quarters for all media.

WAGE-PRICE LAW

Amendments Studied

AUTHORITIES last week were
studying the implications of a pro-
posed amendment to the nation’s
wage-price law, involving the ex-
emption of wages and salaries
charged for certain professional
services.

In floor debate on the Defense
Production Act, the House adopted
a proposal which would bracket
“wages, salaries and other compen-
sation” with rates or fees now ex-
empted from the law.

The action developed as the
Wage Stabilization Board continued
to study the recommendations of an
advisory panel dealing with the
question of price exempt industries
and as the House voted to freeze
wages and prices for four months
[BROADCASTING ® TELECASTING,
July 16].

Initial feeling is that, under the
new amendment adopted by the
House but not yet finalized on
Capitol Hill, wages or salaries
which may be received by news
commentators, actors, musicians,
package producers for radio and
TV and others who normally charge
fees or rates for professional serv-
ices may be exempt.

This interpretation for wages
could parallel that for fees and
rates now exempt from price con-
trol. Authorities indicated, how-
ever, that the interpretation was
being studied by lawyers in the
Office of Price Stabilization and the,
Wage Stabilization Board. They
stressed that the forthcoming de-
cision by the WSB on industries to
be exempt from wage control would
have a bearing on the situation.

DUMAS ELECTED

AT&T Exec. Vice President

HAL S. DUMAS, president of
Southern Bell Telephone & Tele-
graph Co., was elected executive
vice president of AT&T last Wed-
nesday to assist President Cleo F.
Craig in the overall operation of
the business. Mr. Dumas also was
elected to the AT&T board.

Other AT&T executive changes:
Charles E. Wampler an assistant
vice president in the operations and
engineering department, was named
vice president in charge of revenue
requirements studies; William C.
Bolenius, vice president in charge
of personnel relations, was placed
in charge of accounts and finance,
and Clifton W. Phalen, vice presi-
dent in charge of revenue require-
ments studies, was put in charge
of personnel relations.
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Radio Business Up
(Continued from page 15)

to May of this year. In non-TV
areas nine out of 10 stations in-
creased national spot or at least
held the same level.

Breaking down mnational spot
business in the May-to-May year
it was found that more increases
in TV markets occurred in the
0-5% and 20% or more brackets
than in the 5-109¢ and 10-20%
brackets.

On the other hand, the heaviest
increases in national spot business
in non-TV markets was found in
the 209 or more bracket.

Over half (559:) of radio sta-
tions in TV markets held their own
or increased their network busi-
ness during the May-to-May year.
In non-TV markets three-fourths
of stations held their own or in-
creased the volume of network
period in the year (see Table V).

%= e

TABLE I

LOCAL RADIO BUSINESS IN TV AND NON-TV MARKETS
(May 1950 to May 1951)

% of Stations

% of Stations

% Change in TV Markets in Non-TV Markets
Up Down Up Down

0-5% ............. 15% 9% 119 6%

5-10% ... 12% 4% 15% 29

102095 . 17% 4% 33% 4%

20% or More . ...... .............. 199 2% 23% o

Same 18% Same 6%

TABLE 1I

LOCAL RADIO BUSINESS IN TV AND NON-TV MARKETS

(April 1951

to May 1951)

% of Stations
in TV Markets

Jp of Stations
in Non-TV Markets

% Change Up Down Up Down

025960 s i R A s 15% 139 5% 129,

B10% et s G 19% 7% 419, 5%

10-20% .. .o 26 % e 19% -

20% or More ...... . .. . .. .. 7% 12%

Same 13% Same 6%
TABLE III

NATIONAL SPOT RADIO BUSINESS IN TV AND NON-TV MARKETS

(April 1951

to May 1951)

% of Stations
in TV Markets

Yo of Stations
in Non-TV Markets

% Change Up Down Up Down

0-5% ... 11% 5% 17% 6%

5-10% . ... ... 149 99 19% 4%

10-20% .. ... i 14% 149, yi e

209% or More .. .. ... ... ... . ..... 11% 29 129%

Same 34% Same 289
TABLE 1V

NATIONAL SPOT RADIO BUSINESS IN TV AND NON-TV MARKETS
(May 1950 to May 1951)

9% of Stations
in TV Markets

T, of Stations
in Non-TV Markets

% Change Up Down Up Down

0-5% v 15% 5% 129, 6%

5-10% ... .. 7% 15% 4% 6%

10-20% ... . ... ... 5% 13% 18 % 2%

209% or More .................... 13% 179% 27% 4%

Same 109 Same 219%
TABLE V

NETWORK BUSINESS

Ratio of radio stations (network affiliates) showing increase or decrease in
network business, by TV and non-TV markets (figures show percentage of

affiliates in each type of market):

MAY 1950 TO

% Stations

APRIL 1951

1R e

IOV TI PRI o o el on i aa e o

Bame ... ciucusiaswesisnaeas tae e
Net. Affiliates ......... .
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MAY 1951
TV Markets Non-TV Markets
......... 319 499,
....... 459 279
......... 249, 24 %
......... 1009, 1009
TO MAY 1951
TV Markets Non-TV Markets
......... 45% 27%
...... 24% 21%
....... 319 52%
......... 100% 100%

EMERSON SMITH (r), program di-
rector of KDYL Salt Lake City, ac-
cepts a scroll and medal from S. S.

Stone, commander, Utah Dept. of
Amvets, for the station’s ““outstand-
ing public service.”” The award was
made for the weekly, quarter-hour
documentary program, Your Enemy
From Within, which details Com-
munist operations in the U. S.

SELLING WEST

Columbia Pacific Starts Drive

CONTINUING the trend to sell
the West to the East, Columbia
Pacific is now showing to eastern
advertisers, agencies and CBS sales
executives a new 55-page presenta-
tion, “The Fourth Man,” an accu-
mulation of facts and figures that
attempt to prove radio’s dominance
as an advertising medium on the
Pacific Coast.

Making the presentation is Edwin
W. Buckalew, Columbia Pacific gen-
eral sales manager who visits Chi-
cago, New York and Detroit during
a four-week trip.

The result of nine months plan-
ning and six months research by
the CP sales promotion depart-
ment headed by Sherril Taylor, the
three-sectioned “Fourth Man” of-
fers a comprehensive picture of the
growth of the three Pacific Coast
states, California, Oregon and
Washington, during the last decade.
Presentation gets its title from the
fact that every fourth resident in
the area has lived in the West
less than 10 years.

Among ' facts outlined in the
study are a comparison of the cov-
erage and growth of competing
advertising media in the areas,
showing that CP delivers 1109%
more homes than the leading news-
paper supplement; growth of radio
homes in the area from 2,733,446
out of 3,313,170 total homes in
1940 to 989 out of 4,732,600 total
in 1950.

Southern California Broadecasters
Assn. also is currently engaged in
an all-out radio promotional cam-
paign that will hit key eastern
cities as well as those in the South-
ern California area [BROADCAST-
ING ® TELECASTING, July 16].

Kevin Sweeney, sales manager,
KFI Los Angeles, member of the
special SCBA promotion committee
directing the drive, meets today
(Monday) with Mr. Buckalew, act-
ing also on behalf of SCBA, and

BROADCASTING *

CHURCH PRAISE

Council Lauds Radio’s Pc

RADIO’S contribution to reli
is greater than at any time in
past, according to the Natil!
Council of Churches of Christ. !

In a publication titled “Is R
Dying,” the council discloses g\
every 38 seconds around the ¢
seven days a week, someone is 1 ']
ing to one of the networks carr #
the council’s broadcasts. In |
five-month period, Jan. 1-May (!
1951, listeners sent 341,913 lei ]
asking the council for broac
seripts or requesting advice.

This mail volume is four t ¢
greater than a year ago and s &
times as great as in 1941, accor | “

|
|

to the council. Describing ra i
impact, the council reports:

“Constantly, we seek to imp
our programs . .. make them 1
appealing . . . make the Wor |
God a more vital part of Amex.
life. Radio brings our message |
people’s homes! And people 1i#
and respond! Radio is a g ¥
moving force. We are plan |
better, bigger things for radio.

Harold E. Fellows, NARTB }
ident, in acknowledging a "l
from Ronald Bridges, executiv.i
rector of the council’s broad¢
ing and film commission, wrot
response:

“Let me congratulate you on
brochure, ‘Is Radio Dying?’
certainly refreshing to find a 1}
erful and worthy national org
zation such as yours which not !
recognizes the impact and mo#
force of radio, but which sees 1"
reduce its accomplishments to !
gibility and ‘tell the world’
American radio means.”

Council broadecasts are hear: &
NBC, ABC and MBS networks!

LBS-WOL SHIFTS

News Bureau Reorgan i

LBS, and its affiliate WOL-'I
FM Washington, last week |
nounced a reorganization of |
LBS news bureau. George C: |
bell, former bureau director,
become WOL’s program dire
Dick Roll succeeds him as bu 2
director and will continue
newscasts and current event
tures. |

Recent additions to the W
LBS news bureau include
Bates, Washington newsman,
has moved into Mr. Roll’s pos i
as night editor, and Eugene !
ger, formerly of the WOL anno
ing staff, who will help in the#
velopment of new special ex |
and current affairs broadcasts |

d
a committee of station repre\
tatives at the Hotel St. Regis, |
York. Group will formulate y
for a series of presentation:|
Southern California radio
SCBA in key eastern cities du!
September. Presentations in t |
cities, including New York ¥
Chicago will be made at that §
by Robert J. McAndrews, mana
director of the association. W

Telecast i




‘GNAL CONTROL

,, ARINGS on the military’s electromagnetic radiations control bill be-

e

1,)537) reported by the Senate
, rstate Commerce Committee
ui, Tuesday in the form of a
‘sosed amendment to the Com-
ications Act.

ut there were clear indications
. the legislation, when finally

ed by the Senate, would run
. careful study by the delibera-
|| House Interstate & Foreign

,.A_I;' imerce Committee.
I

{ T Bill a Compromise

_‘he amended bill represents a
“fpromise on the part of broad-
ers and manufacturers alike, as
as by the FCC, NARTB,
io-Television Mfrs. Assn. and
Defense Dept., which engi-
it. It would provide for

{‘ces not now included with ra-
ATV stations under the strue-
+ of Sec. 606 (c) of the Act
OADCASTING © TELECASTING,
16].

Y nder the guiding hand of Com-

Tlee Chairman Edwin C. Johnson '

. Col.), whose committee held
1rings on the measure last Feb-
ry, the radiations control pro-
1273l was reported to the Senate
uy placed on the calendar. A cal-
ar call (usually reserved for
' mu-controversial legislation) was
wqcatively set for today (Mon-
.y ). Little or no opposition is
I ected.

s originally conceived, the De-
13e Dept. draft requested a new
4 calling for authority over
‘adcasting stations (now in the
iamunications Act) and other
(ices capable of serving as navi-
ional or homing aids to enemy
=gunﬁﬁ‘:raft~ Its original drafts were

O

“ USADE FOR FREEDOM
i Plans 3 More Stations

JSADE for Freedom hopes to
two, more European stations

one in Asia (see separate
'y) on the air this year, it was
‘orted at a membership and
. rid-raising meeting in Chicago
|| week. State chairmen and cam-
|2n leaders from 37 states laid
wpas for the year and heard re-
I“ts from officials of Radio Free
Jope, maintained by the crusade.

¢ 'he group will attempt to enlist
¢ ¢'million members and $3% mil-
! for RFE in a campaign start-
—1* Sept. 3. Last year it received

/317,000 and enlisted signatures
16 million Americans. C. D.
#/| kson, RFE president, reported
wlactivities of the 135,000 w sta-
1110 in Munich which is on the air
{12 hours daily for a Czechslovak-
| audience. The other station is
. 'Frankfurt, which broadcasts to
Iron Curtain countries. The two
wliposed European outlets would

‘. 1 toward Poland and Hungary.

|

|| the House’s top communications committee appeared a virtual cer-
_ty last week, despite the elimination of certain controverted issues.

| he upper chamber late Thursday had taken no action on the measure

*
submitted to the Senate and House
Armed Services committees.

In view of the proposed amend-
ment to the Communications Act
and action already completed by
the Senate communications body,
it was generally conceded that Sen-
ate clearance of the measure
would pave the way for considera-
tion by the House Commerce group.

Committee authorities were quick
to promise hearings on the bill be-
fore it can be reported to the floor.
They pointed out that the commit-
tee’s membership is new (it
changed with the advent of the 82d
Congress) and would be reluctant
to approve the measure before be-
ing fully apprised of its nature
and scope.

However, since the Senate has
not yet passed and referred it for-
mally to the committee, there was

Hearings Expected

no clear indication as to when
hearings might begin or whether,
indeed, the proposal may be taken
up at all. Communications’ legis-
lation—notably the celebrated Me-
Farland Bill, and others—gener-
ally has been accepted in the past
with a cautious eye and a notice-
able lack of enthusiasm.

In its report last Tuesday, Sen.
Johnson’s faster-moving communi-
cation group emphasized that its
approval of the bill “in no way in-
dicates approval of a general pol-
icy of government control or own-
ership of communications facilities
or electromagnetic radiations de-
vices . . . within the purview of
the bill. . . .”

The committee made plain that
the legislation is “necessary, how-
ever, to enable the President in
particular instances immediately
to control and use certain . . . de-
vices when emergency needs de-
mand such immediate action.” It
also would spell out the Presi-

RADIO FREE ASIA

Elwood Named
Director

JOHN W. ELWOOD, former general manager of KNBC San Fran-
cisco, was named last week as director of Radio Free Asia, a pri-
vate agency dedicated to fight Communism in Asia.

Radio Free Asia will be the principal propaganda instrument of the

recently organiz-
ed Committee for
a Free Asia Inc.
and will carry on
work similar to
that now being
conducted in Eur-
ope by Radio Free
Europe.

The committee,
which depends for
its financial sup-
port mainly on
allotments from the Crusade of
Freedom, has been granted a half-
million dollars by the crusade for
its first year of operation and other
funds are being raised among pri-
vate contributors.

Main role of Radio Free Asia,
as outlined by Committee Chair-
man Brayton Wilbur, is to ‘“tell
the people of the towns and villages
of Asia in plain language just how
great their danger is and just what
Communist domination would mean
in their own daily lives.”

The committee and its radio sta-
tion, as its European counterpart,
has no connection with the U. S.
government or with the Voice of
America.

In naming Mr. Elwood to direct
the radio operation, Mr. Wilbur
paid high tribute to Mr. Elwood’s
experience and capabilities, citing
him as an eminently qualified man
for the job.

Mr. Elwood, who since his retire-
ment from KNBC last year has
been retained by NBC as a special
consultant, has spent 31 years in

Mr. Elwood

<z;'i10ADCASTING ® Telecasting

*

the radio and communications field.
His first contact with the inter-
national aspects of radio came in
1920 when, as secretary of the
nascent Radio Corp. of America,
he negotiated for an exchange of
patents between RCA and the
British Marconi Co. and later ar-
ranged with Poland, Germany and
Great Britain for an exchange of
radio programs to promote inter-
national understanding.

Joins NBC in ’27

In 1927 he joined NBC as assist-
ant to the president, became net-
work program manager in 1928
and vice president in charge of
public affairs and educational pro-
grams in 1930. In 1934 he left NBC
to engage in private public rela-
tions activities but returned in
1939 to head the network’s Inter-
national Broadcasting Division. The
IBD was established to fight the
powerful Nazi propaganda machine
and beamed broadcasts in six
languages throughout the world.
In 1942 Mr. Elwood went to San
Francisco as general manager of
KNBC.

Despite his wide background, Mr.
Elwood, on hearing of his appoint-
ment said: “This looks like one of
the toughest and most challenging
assignments of my career.” But he
said he welcomed the opportunity
of helping in “the task to keep
alive the spirit of freedom in those
parts of Asia either occupied or
threatened by Communist imper-
ialism.”

dent’s authority to include the con-
tingency “if he deems it necessary
in the interest of national security
or defense.” The group felt that
this would “allay possible fears
(by industry) that the powers

. might be utilized in some im-
proper manner.”

The report said the committee
was “impressed” by the testimony
of industry, which generally pro-
tested dangerous ambiguities in
the military draft and suggested a
limitation be placed on the devices
to be covered. It settled on those
devices which radiate in excess of
five miles, as recommended by
RTMA and the Defense Dept. With-
out that limitation, it was feared,
television receivers would have -
fallen under the Communications
Act.

Another change involves the ad-
dition of subsection h to Sec. 605
of the Communiecations Act, deal-
ing with penalties. Individual vio-
lators could be fined not more than
$1,000 or imprisoned for not more
than one year, or both; corpora-
tions, $5,000.

KURLAN SUIT

Court Decision Reversed

CALIFORNIA State District Court
of Appeals, in an unprecedented
decision, has unanimously reversed
a Superior Court decision in the
$150,000 plagiarism suit brought by
Arthur Kurlan, program packager,
against CBS, Board Chairman
William Paley, Guy della Chioppa,
Cy Howard, Ernest Martin, Young
& Rubicam Inc., Lever Bros. and
others, over the radio program My
Friend Irma.

Superior Court Judge Allen W.
Ashburn in January 1948 had sus-
tained the defendant’s demurrer
without leave to amend when Mr.
Kurlan, who held radio rights to
the book and play “My Sister Ei-
leen,” upon which My Friend Irma
is allegedly based, sued for plag-
iarism.

Appealing that decision through
Harold A. Fendler of the law firm
of Fendler, Weber & Lerner, Bev-
erly Hills, Mr. Kurlan obtained a
sustainer of his rights to trial and
an order for the defendants to an-
swer.

Mr. Kurlan alleges that he had
submitted to the defendants in New
York in June 1946 an audition
transcription of “My Sister Eileen”
as a radio program with Lucille
Ball, film actress, to portray the
leading role and act as narrator.
Defendants then used his format
for My Friend Irma, he charges.
Mr. Kurlan said he had expended
$10,000 in preparation of the radio
program.

With reversal of the decision,
amount being asked in damages
will be increased to $1,500,000, ac-
cording to Mr. Fendler. He pointed
out that when the suit was origin-
ally filed on June 17, 1947, the
program was on a sustaining basis.
Since then its popularity has grown
and as result value of the property
also has increased.
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WARL SOLD

Price About $115,000

CONTRACT was signed Thursday
for sale of WARL-AM-FM Arling-
ton, Va., suburban Washington day-
timer, by Co-owners Frank Fletcher
and R. Kilbourne Castell to Lou
Poller, owner of WPWA Chester,
Pa., and his associates [CLOSED
Circulr, July 16].

Consideration is about $115,000.
Transfer papers for FCC approval
were to be filed Friday.

Mr. Fletcher, Washington broad-
cast attorney, plans to resign from
the board of NARTB upon approval
of the transfer. He has served two
terms as director representing FM
stations and was chairman of the
by-laws committee which worked
out the consolidation of TV and
radio interests under the reorga-
nized NARTB. He recently was
named chairman of the Legal and
Legislative Advisory Committee.

Mr. Poller will acquire 51% in-
terest in Northern Virginia Broad-
casters Inc., WARL licensee, while
his brother-in-law, Cy Blumenthal,
former Miami food broker, will
acquire 39% interest. A 10%
holding will be obtained by Wil-
liam Beatty, presently in sales and
programming at WPWA. Both
Messrs. Blumenthal and Beatty will
become active in WARL operation.

Mr. Poller announced plans to
retain Ray Baker as WARL man-
ager and to elect Mr. Baker a vice
president of the licensee corpora-
tion. Other plans include expan-
sion of WARL programming.

Assigned 1 kw day on 780 ke,
WARL was one of the several new
suburban stations to make its de-
but in the Washington area shortly
after World War II.

WWDC RULING
Court Restrains WEAM

WEAM Arlington, Va., Washing-
ton suburb, was ordered Thursday
by a Federal court not to broadcast
social security numbers until at
least an hour after their announce-
ment on WWDC Washington.

Judge Albert V. Bryan, of the
U. 8. District Court in Alexandria,
Va., ruled that WEAM must iden-
tify WWDC as broadcaster of the
numbers. For some months WEAM
has been repeating WWDC’s num-
bers, carried daily. Using the
Lucky Social Security Numbers
format of Azrael Adv. Agency,
Baltimore, WWDC broadcasts so-
cial security card numbers or
driver’s permit numbers, giving
$100 prizes.

Judge Bryan gave WEAM 60
days to get together with WWDC
on amount of damages suffered by
the latter. If they cannot agree,
a mastery in chancery will make
the decision.

Suit against WEAM was filed
by WWDC last March. The suit
charged that WEAM failed to in-
form the public that WWDC had
selected the announced numbers
and was awarding the prizes.
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Putting pen to contract for purchase of WARL-AM-FM, Mr. Poller
(seated, center) spends $115,000 under watchful view of Messrs. Castell
and Fletcher (seated, l to r), sellers, and (standing, | to r) Mr. Blumen-
thal, prospective part owner; James Blackburn, partner in Blackburn-
Hamalton Co., station broker handling sale, and Philip Baker, Washing-
< ton attorney for Mr. Poller.

HOOPER PLAN

Compatible Radio-TV
Service Set

PLAN to provide advertisers, agencies and broadcasters with ‘“fast,
frequent audience ratings, comparable with each other and compatible,
radio with television, being based on random home calls in all TV markets
[at DEADLINE, July 16], was announced Thursday by C. E. Hooper at

a morning meeting of advertisers
and agency subscribers to the
Hooperating Services, held at the
Hotel Biltmore, New York.

Proposal calls for monthly “TV
Home Hooperatings” for New
York, Los Angeles and Detroit;
bi-monthly reports for other multi-
TV station cities and three or more
reports a year for single-TV sta-
tion cities. Data will be obtained
by a combination of “straight
coincidental” telephone interviews,
covering looking and listening at
the time of the call, and ‘“duplex
coincidentals,” covering the pre-
ceding quarter-hour.

Doubles Sample

The “duplex” calls, Mr. Hooper
explained, have the effect of doubl-
ing the size of the sample to cover
960 random home calls for an
evening one-hour program, 480 for
a half-hour evening program, 1,200
for a five-a-week halfhour daytime
show and 600 for a 15-minute Mon-
day-to-Friday daytimer.

Calls are distributed over a four-
week period (first 28 days of the
month), insuring coverage of pro-
grams which alternate week-to-
week in the same time period, a
system much more common in tele-
vision than it ever was in radio.

Service is priced on a dual basis:
A service fee based on the volume
of network radio and television pro-
grams placed by the agency or
sponsored by the advertiser, and a
flat charge of $15 a month for
each multi-station city reported on.
A subscriber with one network ac-

*

count would pay $200 for “radio
Hooper rating” alone, $100 plus
$345 or $445 for the “TV-Home
Hooperatings” alone, or $300 plus
$345 or $645 for the full package of
radio plus TV Hooperatings. A sub-
seriber with 16 or more network
programs would pay $666.67 for the
radio reports, $1,245 for the TV
reports, and $1,245 for the full
combined service.

Mr. Hooper said that if a total
of 30 advertiser and agency sub-
scriptions are received, the multi-
station TV city reports for all 23
such markets will start in October.
He noted parenthetically that a
total of 39 agencies and adver-
tisers are already paying service
fees for the Radio Hooperatings or
expanded Hooperatings services.
For each such subscription received
over the base 30, one single-TV-
station-market will be added with-
out any additional cost to any sub-
scriber, these additions to be made
on the basis of TV circulations,
single-station cities with the most
TV sets being added first.

To Start in October

A total of 50 advertiser-agency
subscriptions will start the serv-
ice in October covering that many
cities, Mr. Hooper stated. Nine
more subscribers would bring nine
more cities into the reports starting
in February on a minimum schedule
of two reports annually.

“The fall of 1951, Mr. Hooper
concluded in his presentation,
“should see the industry settling
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‘a shift in the distribution of th

P HOURS

“FM BROADCASTING !
reached a stage where it 1§
sirable that FM stations s
maintain operations at least
ing the hours specified in Sc
3.261” of the Commission’s
This opinion was expressc
the Commission last week il
denial of a request by WTM?
Evansville, Ind., for waiver o
rule governing minimum oper
time for FM stations. The
mission’s decision noted tha |
combined operations of W'/
AM-FM were not “unprofit
during the last two years.

Requested Waiver

WTMV-FM had requested w
of Sec. 3.261 (which require
FM station to operate at
three hours between 6 a.m. 2.
p.m. and three hours betwel
p.m. and midnight) to permi &
station to operate its require
hours at any time between 6
and midnight on “such days a
station is broadecasting pla
play  descriptions of the bas!
games played by the St. 13
Cardinals.” L

In denying the request, FC(#
vised WTMV-FM as follows: ¥

The Commission is of the or
that FM broadcasting has reach
stage where it is desirable tha: !
stations should maintain operatio
least during the hours specified in
tion 3.261 wherever possible. I
past, where for financial reasor
censees have found it difficult to
ate during the required hours.
Commission has granted waivers ¢ |
rule in deserving cases, so as to p

quired six hours of daily operatit
to permit minor deviations fron
six hour minimum.

However, it is noted from your §
and 1950 annual financial reports !
the combined operation of your s
ard and FM broadcast stations |
not been unprofitable. According
is the Commission’s opinion th
waiver of the requirements of |
Commission’s rules regarding mini
hours of operation by FM broa &
stations is not warranted in thi |
stance and for that reason your in
request is denied. i

At the same time, the Coni:
sion granted a waiver of the |
rule for WLYN-FM Lynn, M|
which had requested special
porary authority for period
ing Sept. 1 to permit the ste@
to operate the ;

WLYN-AM.
\

on one system of local radio :
TV ratings. It can thus termij
the present ratings chaos and
fusion.” He urged the ado)ld
of his system as providing rec|
comparable with industry rec
of “past and future” and “
patible radio with TV.” He cla |é
adoption of these reports as i
industry standard would give [
subscribers “substantial savi |
on the sums they now spend
other similar research service |
well as provide them with 18
information. [

|

.



IBAL ANSWE

Plea To Re-hear Case
Is Challenged

3AL Baltimore last week petitioned FCC to deny the Public Service
dio Corp. request for rehearing of the Commission’s final decision
‘grant regular license renewal to the Hearst outlet.

WBAL charged

4 Public Service petition “fails to demonstrate any error of law in

= Commission’s final decision”
* ¥ “fails to demonstrate any abuse
| 'the Commission’s discretion.”
«d.Public Service, headed by Col-
inists Drew Pearson and Robert
fl'Allen, had sought a new station
- {|Baltimore on the WBAL Class
| assignment, 1090 ke with 50
, directional night.
The Commission majority pre-
- Tlited to renew WBAL'’s license as
i operating station, rather than
ince the proposals of a new firm,
' ce WBAL’s programming was
ind to have been improved. FCC
=plared WBAL’s programming

e
- F

“OWL UPHELD

Russell Suit Dismissed

”xMAGE suit of $100,000 brought
ainst KOWL Santa Monieca,
““lif., by Rev. Clayton D. Russell
#5 charges that his reputation was
‘ured by intimation he was fav-
¥ lable to communism [BROADCAST-
G ® TELECASTING, May 14}, has

ro2n dismissed by the U. S. District
;ourt in Los Angeles.
» gaDismissal was granted on
sgdounds that the complaint (1)
* @I not clearly state a claim against
23 WL upon which relief could be
% wlanted (2) did not state sufficient
swounds to give the court juris-
' stion of the cause of action.
" "Rev. Russell, pastor of People’s
.ypadependent Church of Christ, Los
tzageles, in a complaint filed May
“Of charged his sermons and church
"™rvices broadcast over KOWL
eitekly until Oct. 24, 1950 were
sincelled suddenly. In explana-
; m the station released a state-
int which said his name had
rm peared on lists of persons “sup-
i i¥sed to be friendly to Communist
mtfiont  organizations,” the pastor
Haw Brged,

1h'KOWL added, however, “We have

atched his sermons closely and

.« has never uttered a word that
. uld be objected to and we do not
-~ ink he is a Communist. But we
n't want to take any chances.”
"In his complaint, Rev. Russell, in
! |dition to damages, asked the
-5 urt to compel KOWL to restore
s broadcasts.

/:'IBC Signs Spike Jones

¢« NDLEY MURRAY JONES Jr.,
dlfiown also as “Spike,” signed an
clusive television contract with
- #0BC last week for the 1951-52 sea-
@i, The network said Mr. Jones
~ad his “City Slickers Band” will
ake their first appearance under
;¢ new contract on the Colgate
¢« ymiedy Hour on Sunday, Sept. 16
;1} pm) Frederic W, Wile Jr.,
:iBC vice president and director of
vqlevision production, negotiated
g ;,_e Spike Jones contract for the
Stwork.

*
earlier had been “unbalanced.”

Public Service, in its bid for re-
hearing, charged this decision was
“unjust and unwarranted, and
therefore unlawful,” based on past
Commission policy [BROADCASTING
® TELECASTING, July 16, June 25].

WBAL charged Public Service’s
coneclusion the Hearst station has
made no commitments to FCC on
programming ‘“‘is developed . .
by a weird process of twisted rec-
ord citations and confused reason-
ing.” WBAL asserted responsible
officials of the station testified
firmly on programming and that
FCC bv its findings and conclusions
recognizes that the directors and
officers of WBAL “are legally con-
stituted officials competent to speak
for a corporation and not mere em-
ployes as Public Service Radio
Corp. repeatedly but inaccurately
asserts.”

Public Service had charged in
its brief that FCC incorrectlv com-
pared the employes of WBAL with
the officers of its firm.

Addressing itself to the Public
Service argument that WBAL may
not continue its improved pro-
gramming, WBAL detailed alleged
weaknesses in the financial struc-
ture of the competing applicant to

FAIR TRADE PACTS
McGrath Will Prosecute

PROMPT and vigorous action look-
ing toward the prosecution of man-
ufacturers, distributors and retail-
ers who attempt to fix or maintain
resale prices in restraint of trade
was promised by the Justice Dept.
last Wednesday.

Citing the Supreme Court de-
cision dealing with so-called ‘“fair
trade” contracts, Atty. Gen. J.
Howard McGrath said the depart-
ment has received reports charging
attempts to prevent price competi-
tion by non-signers of such con-
tracts. The reports involved “con-
certed efforts” by manufacturers
and distributors “to suppress and
eliminate competition in wholesale
and retail sale” of some commodi-
ties.

Atty. Gen. McGrath warned that
criminal prosecution would be ini-
tiated under anti-trust laws in
cases involving agreements (1)
among competing retailers to
maintain minimum prices; (2) to
coerce wholesalers or manufac-
turers, through threat of boycott,
to refrain from selling to price-
cutting retailers or enter into “fair
trade” pacts, and (3) to coerce re-
tailers to sign such contracts.

The court held that attempts to
force persons not entering into
such contracts to maintain mini-
mum resale prices are not exempt
from the Sherman Anti-Trust Act
[BROADCASTING ® TELECASTING,
May 28].

l.
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prove contentions Public Service
would not be able to carry out the
program promises it put before the
Commission.

WBAL also upheld the view that
the Commission’s policy of seeking
wide diversification of the control
of the media of mass communica-
tion is not an overriding factor in
comparative proceedings. News-
paper affiliation is only one factor
of comparison, it was stated.

WLOU SALE

R. W. Rounsaville Buys

SALE of WLOU Louisville, Ky.,
by Mrs. John Messervy to southern
broadcaster R. W. Rounsaville was
announced last week by Blackburn-
Hamilton Co., radio station broker.
Consideration is understood to ag-
gregate about $75,000 although
exact price was not finalized.

Mr. Rounsaville is operator of
WQXI Atlanta, WBAC Cleveland,
Tenn., and WBEJ Elizabethton,
Tenn, WLOU, established in
1948, is assigned 1 kw daytime on
1350 ke. Application for FCC ap-
proval of the sale is in preparation.
WLOU licensee is Louisville Broad-
casting Co., of which Mrs. Mess-
ervy is president.

FRAUD CASE

Govt. Files Particulars

BILL of particulars, citing various
fraudulent acts allegedly commit-
ted by Harold Cowan and Ralph
Whitmore, partners in a Hollywood
advertising and mail order agency,
in their pre-Christmas tree orna-
ment “pitch” deal made on radio,
television and in newspapers, was
filed in U. S. District Court, Los
Angeles, last week by the govern-
ment.

Accused of misrepresenting qual-
ity of Christmas tree ornaments
advertised, Messrs. Cowan and
Whitmore were indicted on 17
counts of mail fraud by a federal
grand jury last March [BROADCAST-
ING ® TELECASTING, March 5]. This
followed extensive investigation by
postal authorities and U.S. Atty.
Ernest A. Tolin’s office. Both are
now free on $2,500 bail.

Federal Judge Leon R. Yank-
wich in late May [BROADCASTING
© TELECASTING, May 28] denied mo-
tion to dismiss charges against
them. With filing of bill of par-
ticulars a trial date is expected to
be set soon.

WNBC Defense Tests

WNBC New York was granted
special experimental authorization
last week to employ sub-audible
amplitude modulation periodically
during regular operation for alert
signalling system tests. Authority
was granted for period beginning
July 19 until end of regular license
period in November 1952. FCC
specified the sub-audible amplitude
modulation shall not be in excess of
40 cycles per second with maxi-
mum percentage of modulation not
to exceed 10%

CHRISTAL QUITS

But Keeps Petry Stock

RESIGNATION of Henry I. Chris-
tal, as secretary and treasurer of
Edwards Petry & Co., with which
he had been assoc1ated since 1933,
was announced Wednesday by Mr.
Petry, president of the company. At
the same time, Mr. Christal termi-
nated his employment with the sta-
tion representa-
tive firm. He re-
tains his 44%
stock interest,
however.

Mr. Petry re-
fused to discuss
Mr. Christal’s de-
parture from the
firm after nearly
20 years beyond
confirming the
news, which had
been reported to
stations repre-
sented by the Petry organization in
a one-sentence letter. Mr. Petry
said, however, that a new secretary-
treasurer would be elected shortly.

Asked if he expected any sta-
tions on the Petry list to change
to other prepresentation following
the Christal resignation, Mr. Petry
said: “We’ll keep our stations just
as long as we deserve to keep
them.”

“Station operators are interested
in business,” he said. “As long as
we continue to do a job for them,
they’ll continue to let us do it.”

Mr. Christal was not immediately
available for comment. It is gen-
erally believed that he is not with-
drawing from the broadcasting
sales field, however, and that he
will soon announce a new affiliation,
possibly as head of his own station
representative organization.
Whether this would be a com-
pletely new venture or an associa-
tion, probably through purchase
of at least a majority stock interest,
with an existing firm was a matter
of speculation Thursday.

About one year ago the New
York State Court of Appeals had
decided that as majority stock-
holder in the organization Mr. Petry
had the right to increase the num-
ber of the company’s directors, de-
spite a provision in the by-laws
limiting the number of directors
to four [ BROADCASTING ® TELECAST-
ING, May 2, 1950].

Organized in 1932, the Petry firm
has long been a leader among sta-
tion representatives. Its current
station list of 35 radio and 13 tele-
vision stations, plus two regional
networks—Yankee and Texas Qual-
ity—includes many of the oldest
broadcasting stations in the coun-
Eiy

Mr. Christal

COMMUNITY CHESTS of America is
currently distributing its audio-v
aid kit to the 1,500 Community Chest
branches throughout the country for
use in conjunction with local radio
stations in its October Red Feather
campaign. A separate TV supplement
will be sent to Chests located in TV
cities.
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WOODS GONTRACT

Gets $100,000 From ABC

TERMINATION of the unexpired
contract of Mark Woods as vice
chairman of the board of ABC
[BROADCASTING € TELECASTING,
June 2] was based on an agree-
ment that ABC pay him $100,000
and that he not be employed at any
rival radio or TV network.

Mr. Woods’ contract, at $75,000
a year, would have extended to the
end of 1953. Under the settlement,
terms of which were filed with Se-
curities Exchange Commission, he
will receive $100,000 in installments
to November, 1957. During this
period he is prohibited from serv-
ing any other national radio or TV
network.

The prohibition does not preclude
service as a consultant or other
capacity if his chief work is not
for a rival network. When he re-
signed he said he “tentatively”
plans to enter the advertising
agency or radio-TV consulting and
brokerage field when he returns in
September from a vacation.

WOND CITED

At Senate Crime Probe

DETAILS of alleged operations at
WOND Pleasantville, N. J., were
subjected to questioning Thursday
during hearings of the Senate
Crime Investigating Committee.
Lester Burdick, who described him-
self as a salesman at the station,
was questioned about secret testi-
mony given by Harry Kaplan, an
Atlantic City cigar store salesman.

Committee testimony, taken in
secret, purported to show that 957
of bookies get their news from the
station. Mr. Kaplan’s testimony, it
was pointed out in questioning, was
to the effect that the cigar store
paid $10 a week to the salesman “to
keep the station going.” Mr. Bur-
" dick declined to answer some of the
committee questions about the sta-
tion’s operation.

MEXICAN STATIONS

Changes Announced

CHANGES in assignments and
new stations in Mexico have been
reported by FCC following notifi-
cation from Mexico under provi-
sions of the 1941 North American
Regional Broadcasting Agreement.
New 1950 NARBA, to which Mex-
ico is mot a party, is awaiting
Senate confirmation. Changes re-
ported by Mexico (probable com-
mencement date in parentheses)
are:

XEAY Ciudad Delicias, Chihuahua,
new Class II station, 500 w day on 660
ke (Nov. 1).

XEFH Cordoba, Veracruz, changing
from 680 ke to 820 ke with 1 kw day.
(Sept. 15).

XEBN Cuidad Delicias, Chihuahua,
new Class IV station, 250 w fulltime
on 1240 ke (Nov. 1).

XECX Poza Rica, Veracruz, new
Class 1V station, 250 w fulltime on 1240
ke (Nov. 1).
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WALTER LOWEN (1), employment counselor, gives his speech on job oppor-

tunities in advertising a last go over before presenting it at Gamma Alpha

Chi’s annual job forum at the New York Advertising Club, July 17. Making

suggestions are (I to r): Polly Gade, home economics director, Charles W.

Hoyt Agency; Grace Johnsen, director of continuity acceptance, ABC; Nadine

Miller, director of press and public relations for C. E. Hooper Inc., and
John Ryder, founder-manager of the Club’s regular job forum.

OUT-OF-HOME LISTENING

Akron Students Survey Business Radio Habits

A SUBSTANTIAL out-of-home
radio audience is reported by five
U. of Akron seniors who have com-
pleted a marketing research proj-
ect on the listening habits of pa-
trons and employes of five types
of Akron business establishments.

The project, a semester assign-
ment, was made under the super-
vision of Stewart M. McKinnon,
assistant professor of commerce.

Listening habits from noon to
6 p.m. were recorded in barber
shops, taverns, beauty parlors, drug
stores and garages, all in greater
Akron.

Aggregate total of all these es-
tablishments in the area was 1,265.
Of these, 318, or 25%, were
sampled.

Of the 318 units sampled, 213,
or 66.9% have radios. Of the 213

APPLIANCE SALES

‘Need Long-Range Planning’

LONG-RANGE success in the ap-
pliance business demands long-
range planning, continuous adver-
tising and promotion, plus high
pressure salesmanship, a western
radio-television and appliance trade
dinner in San Francisco was told
last week.

Speaker at the dinner was Vale
E. Freeland, manager of depart-
ment and furniture store sales for
Westinghouse Electric Corp. The
dinner was held in conjunction with
the Western Summer Market held
in the Bay City last week.

Major appliances mnever are
bought on the spur of the moment,
Mr. Freeland told the dealers,
every consumer buying survey
proves this fact. Consumers think
about and plan purchases of ap-
pliances from 30 days to three
yvears before they actually buy
them, he said.

Because of this, he said, it is
highly important that dealers build
a merchandising program based on
solid, long-range planning, not on
the basis of sudden shifts and
changes in consumer buying.

having radios, 89, or 41.89 had
their radios turned on.

In all, there was a total of 415
persons (employes and patrons) in
the establishments when sampled
—322 men, 93 women.

Results clearly showed that news
and music, in that order, were pre-
ferred to other types of programs.

Television inquiries were made
of tavern owners only. Of 320
taverns, 80 were sampled. Of
these, 73.2, or 91.5%, had televi-
sion sets, although many turned
on the sets only occasionally.

CHILDREN'S MEET
To Weigh Radio-TV Impact

THE IMPACT upon children of ra-
dio and television among other
entertainment media will be con-
sidered at the seventh annual Chil-
dren’s Theatre Convention being
sponsored by U. of California, Los
Angeles, July 25-July 28. The four-
day meet, consisting mainly of
workshops, will be held under the
auspices of the Children’s Theatre
Conference of the American Edu-
cational Theater Assn.

Partaking in the Radio Section
July 26 are:

Dorothy Schwartz, U. of Birmingham,
as leader; Lillian Voorhees, Fisk U.,
Nashville, as recorder; and, as group
leaders, Gloria Chandler, Chandler Re-
cordings, New York; Eleanor Chase,
Michigan State College; John C. Crab-
be, president, Assn. for Education by
Radio & Television, Chicago; Mildred
Collins, Assn. of Junior Leagues;
Thomas Faunce, Santa Barbara Chil-
dren’s Theatre; Betty Gerling, KUOM
Minneapolis; Dorothy Hamilton, Ruth
Swanson, of UCLA acts as consultant.

Television section includes:

Dorothy Allen, Seattle television
producer as leader; Dorothy McFadden,
Junior Programs Inc., Newark, co-
leader; Martha Van Kleeck, Wisconsin
Idea Theatre, recorder; and, group
leaders, Hal Roach Jr., Los Angeles TV
producer; Mrs. Helen Kimball, Seattle
Junior Programs; Bette Meacham,
Children’s World Theatre; Mrs. Charles
Runyon, Regional Director, AJLA,
Washington, D. C.; Gilbert Seldes,
author. Richard Goggin, UCLA, is
consultant.

Other sections being held at the con-
ference include motion pictures, and
theatre.
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UN COVENANT !

Would Restrict Freedo

THE DRAFTED Covenant on I
man Rights, as revised by

United Nations Commission on 1
man Rights, would deny rights
freedom of speech and the press
protected in the Bill of Rights,
Senate was informed last week.

Sen. John W. Bricker (R-Ohb
led the battle against Senate r:#
fication of the covenant as a trez
He introduced a resolution (S 1!
177) that would make it the se
of the Senate that the Presid {
advise the UN that the covenani
not acceptable to the U. S. and
struct the U. S. delegates at
UN to withdraw from further
gotiations. The resolution ir
cated that the proposed covens
which must be considered by
UN, was unconstitutional.

Sen. Bricker, who was suppor
by Oregon’s Wayne Morse, G
Senator, challenged that section |
the proposed covenant which de
with the imparting of “informat
and ideas.”

The Senator struck at those v
would treat the press as a grow
monopoly in the U. S. and thus s
ject to regulation. “With the
velopment of radio and televisi
the growth of news periodicals, ¢
wider distribution of newspape¢
there is more competition today
the dissemination of informat
than at any previous period in
nation’s history,” he declared.

The article [Article 14 (3)]
which Sen. Bricker took excepti
reads:

The right to seek, receive, and .
part information and ideas car:#
with it special duties and respor
bilities and may therefore be subj ¥
to certain penalties, liabilities and *
strictions, but these shall be s
only as are provided by law and
necessary for the protection of
tional security, public order, safe
health or morals, or of the rigl
freedoms or reputations of others.

Both Sens. Bricker and Mo !
referred to the First Amendm !
of the Constitution which s:
Congress shall make no 14
“abridging the freedom of spee|
or of the press ...”

Ham Licenses |

AMATEURS who file for reney|
of their station licenses before
piration date may continue
operate until they receive w
from the Commission as to act !
taken on their renewal appli
tions. This reminder was isst
last week by FCC to insure |
amateurs’ “continued participat:
in civil defense drills, field d:
and other activities, while the Cc +
mission processes pending appli
tions.” However, the notice poi
ed out “persons who file appli
tions for renewal after expirat 1
of license but during the gr
period provided by Sec. 12.27 : 3
governed by that rule and may a
operate pending action on the -
newal application.” L

-
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Fble Sorvice

IN 1owa, WHO 1s TtuE
PREFERRED PUBLIC SERVICE STATION

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

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

For instance: Our European Re-  that has foken place on American

WO

* for lowa PLUS +
Des Moines . . . 50,000 Watts

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

FREE & PETERS, INC.
National Representatives

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

Another for instance: Our Annual
Corn Belt Plowing Match and Soil
Conservation Day has drawn up
to 100,000 farmers per year, to
witness newest agricultural devel-
opments. Of one such recent Day,
the Chief of the U. S. Soil Con-
servation Service said 'this is

perhaps the most important thing

farm lands for 350 years” . . ..

More for instances: Every day of
the week, WHO carries at least
one hour of Public Service pro-
grams, including "The Billboard"
(a highly popular and effective
program exclusively devoted to
special appeals) — "Veterans' Fo-
rum" (in which veterans' problems
are discussed and solved) —
"Flight Lines" (in which the Di-
rector of the lowa Aeronautics
Commission speaks) — "lowa
Roundtable" (forums and panels
conducted by civic leaders) —
“Governor Beardsley Hour" (our
State's First Executive} — "Coun-
try Home" (a program for farm
women) — "Highways to Safety",
“National Guard Show", "News
and Views About Religion”, and
hosts of others, including many
church services. All of these are
sponsored , , , by WHO only!

This is Point Four in the Five Point System of Programming
Evaluation, which helps explain WHO’s outstanding posi-
tion as a public facility and as an advertising medium, in
Towa Plus. We suggest your consideration of this and the
other four points as vital factors in time-buying.




Flood Coverage
(Continued from page 17)

World, and made special pickups
from KCMO Kansas City including
an account by KCMO’s Jim Mon-
roe, in addition to regular news-
casts, bulletins, and commentaries.
Flood—A Special Report was car-
ried on the ABC radio network
from KCMO last Thursday night,
10:05-10:30 p.m.

Mutual carried pickups from the
flood areas on its daily Mutual
Newsreel, along with bulletins and
regular newscast coverage.

DuMont TV Network -carried
films and slides to keep its audience
abreast of developments.

Ted Mack and the Old Gold Orig-
mal Amateur Hour on ABC initi-
ated an appeal for help for Topeka
on the July 12 broadcast, kicking
off the campaign wtih a $1,000 con-
tribution.

Crosley Division of Avco Mfg.
Corp. offered emergency repair
service and parts on a cost basis to
owners of flood-damaged Crosley
appliances in the stricken area,
while Aveco’s Bendix Home Appli-
ances Div. launched “Operation
Clean Clothes” by sending auto-
matic home laundry equipment into
the flood region to aid the Red
Cross in protecting the health of
refugees.

Engineers Marooned

WREN Topeka transmitter en-.

gineers Everett James and Ralph
Dicker were marooned at the trans-
mitter building six miles from To-
peka when the Kansas River levees
broke. With telephone circuits out,
the engineers switched in their
transmitter microphones to call for
help. Listeners heard their pleas
—and later heard them describe
the dropping of a rubber life raft
from an amphibious plane.

Altogether WREN was out of
service for 71 hours due . to inter-
ruptions but resumed operations on
an emergency basis with telephone
circuits extending to the trans-
mitter across the river.

Elsewhere in Topeka, WIBW -con-
tinually aired bulletins from the
police and mayor’s office, and util-
ized its remote direct to the weather
bureau. Evacuation orders from the
city officials increased as the Kaw
River rose. Volunteers answered
radio appeals for rescue workers.
When its transmitter house was
flooded, four engineers evacuated
and set up an emergency transmit-
ter. WIBW also participated in a
police-military shortwave network.

In Kansas City, Civil Defense Di-
rector Ray Moulton credited radio
with forestalling an even greater
tragedy. KMBC, KFRM, KCMO-
AM-FM, WHB, WDAF-AM-TV and
KCKN all went on emergency
schedules.

KMBC remained on the air con-
tinuously. avpealing for workers
for the flood zone and cooperating
with all agencies. FEntire staff,
including Viee President George
Higgins, stayed at their posts
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STATUS of broadeast station authorizations and applications at

FCC as of June 30 follows:

AM FM vV
Total authorized ... ............................ 2385 659 109
Total on the air ......... ... ..................... 2281 649 107
Licensed (All on air) ..... ... .................... 2248 534 81
Construction permits . ......... ... .. ... ... ... ... 137 124 28
Conditional grants ......................... .. . 1%
Total applications pending ... ........... ... ..... 1000 171 474
Total applications in hearing ... .. .... ... ... .. .. 260 7 179
Requests for mew stations ... ... ... ... ... .. . .. 270 10 415
New station requests in hearing . .. ... .. . .. . 115 3 171
Requests to change existing facilities . . 235 37 30
Deletion of licensed stations in June .. .. .... ... 0 2
Deletion of construction permits ........ .. .. . 2 1

* On the air
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throughout the crisis. Members of
the talent staff also aided. Addi-
tionally, KMBC fed news to other
stations and kept a line open for
newscasts to Cedar Rapids, Towa.

KCMO'’s talent arranged a bene-
fit for flood victims, cooperating
with announcers to present a five-
hour show for the Red Cross.
KCMO’s news staff worked around
the clock to report flood warnings
and river stages. Phone calls from
newsmen at various points were
put directly on the air through use
of a station’s telephone beep-re-
corder. Oddly enough, the flood
coincided with KCMO’s move to
its new Radio Center.

When an order came through
restricting traffic in a 300-block
downtown area, KCMO-FM’s Tran-
sit Radio operation worked hand in
hand with loeal civil defense. Flood
bulletins and evacuation news were
aired periodically to passengers,
and dispatchers were able to com-
municate directly with vehicle oper-
ators on routes.

KCKN reported in mid-week thai
the flood had reached its peak and
that it escaped without serious
damage. Like other Kansas City
stations, it kept a continudous
broadeast. vigil with timely an-
nouncements, bulletins and "warn-
ings. i

On: the Air. Continuously

WHB talked continuously about
the flood for.over 90 consecutive
hours, embracing. three nights and
four days, July 13-16. Station

‘brought listeners word picture of

the flood, fire and water shortage,
and aired newscasts,
on-scene reports, and instructions.
Station also fed MBS ‘three pro-
grams. Over 550 messages from
employers also were ‘used, telling
employes when to report for work.
Another slant was WHB’s plug “for
future flood control by John Thorn-
berry. Station received hundreds
of requests for script. .

WDAF-AM-TV kept  listeners
and viewers fully apprised of flood
developments, putting aside all reg-;
ularly scheduled programs. Radio
outlet staved on 24 hours each day,
airing bulletins to workers and inw
structions from police, fire, and
civil defense agencies. Industrial
plants called station for special an-
nouncements. WDAF-TV, telecast-

interviews, °

ing its first major disaster, carried
newscasts with stories, still pic-
tures, and film. Its personnel flew
over flood areas for eye-witness
views. Effects were shown nightly
to televiewers.

In St. Louis, where the flood was
expected to reach its peak Sunday,
KSD-AM-TV worked together, with
planes carrying TV newsreelman
and photographer as radio news-
man. TV films were used by NBC
Chicago. Included in coverage from
a Post-Dispatch plane was Mr. Tru-
man’s flight over the stricken area.

Airs Evacuation Routes

KXOK cooperated with all agen-
cies, broadcasting timely informa-
tion on highway conditions and
passing out warnings which en-
abled people to evacuate ahead of
crest. It stationed observers along
the flood route.

KMOX also aired announcements
in aiding Red Cross, engineers, and
state highway patrol. Station is-
sued special warnings regarding
evacuation of livestock and resi-
dents along The Meremac River
at Valley Park, Mo. Appeals for
volunteer workers and trucks also
were broadcast.

KWK said the flood had no seri-

-ous effect on station operation as of

last Tuesday—before the flood wa-
ters had neared St. Louis. WIL
reported some water near its trans-
mitter at Dupo, Ill., but very little
potential danger to either that
equipment or studios. Station sent
out flood warnings, however, and

cooperated with the Red Cross,

aside from carrying news high-
lights.
Radio Lone Contact

- KJCK Junction City aired a
stream of bulletins, while KSAC,
the parttime Kansas State College
station at Manhattan, operated on
full schedule as the city’s lone con-
tact with the outside world after
telephones failed and roads were
blocked. In Manhattan KMAN' re-
broadecast news from a national
guard shortwave unit at the Col-

lege Student Union Bldg.

WOW Omaha came to the aid of

“the submerged WREN, loaning it

a broadecast relay transmitter. A
civil air patrol plane made a Sun-
day trip to Omaha to pick up the
equipment.

BROADCASTING ® Telecastiff

KOB Court Rule

(Continued from page 19)

mission can maintain the stai
quo indefinitely and in effect ser
permanently by offering the arg
ment that the ultimate determi
tion of KOB’s status must depe
upon the outcome of the clear ch:
nel proceedings. . . . The Comm
sion has made no showing of ey
a reasonable possibility that 1§
clear channel proceedings will
completed shortly. w
“And apparently it has condu
ed no further tests to determ’
where KOB should be located. W
has thus been required to bear
large part of the loss result:§
from the original NARBA tre:
arrangement eliminating frequer §
1180. Interference caused by f
operation of KOB causes the 1
of approximately 28,000,000 pos
ble listeners to WJZ. The Co
mission has in effect permitted t §
substantial loss to occur and
continue.”

KFKA ON SCENE .
Oakley Reports Crc

PLANE crash calls for initiat.
and speedy radio reporting, s
as provided by KFKA Greeley, C
when a United Air Line I
cracked up near Crystal Mt., kill
50 persons aboard.

It was a big story and KFi
reports it was on the scene shor!
after Bob Oakley, special eve
man, called the station to say
wreckage had been sighted.

Station made special arran
ments with Modern Air Serv
Inc. at Greeley airport to prov,
a four-place Piper Cruiser, pilo
by Emmett Turner, former airll
pilot. Chief Engineer Ha
Brewer installed shortwave rem
equipment and Mr. Oakley, fly
to the scene through treacher:
mountain peaks and canyons, m:|
two broadcasts from the crash s

KFKA claims it broadcast n¢|
of the wreckage sighting some i
minutes before other outlets :
made the only direct broade
from the scene a short time ai
the sighting. Mr. Oakley say:!
commendation “is in order for H
Green, owner of KFKA, for hav
the foresight in approving the |
tire operation.”

Mr. "Homemaker’

MALE voice that is-“Leila’ §
on KIRX Kirksville, Mo.’s
Homemaker show belongs tc
Lee Jones, station’s progran
and farm director. Quarter
hour morning program, start. |
ing todav, is sponsored bj|
Gooch Mill & Elevator Co.
Lincoln. Neb., and has beer
placed Mon.-Fri. for 52 week:
through Ayers & Assoc. Incﬂ
Gooch agency. Mr. “Home:
maker” gives the man’s view-
point to bills and other house-|
hold items, and features the¢
outstanding woman of th¢§
week for Northern Missouri
i




| Baltimore's Foremost Food Salesman

“We sincerely believe Kitchen Karnival is the biggest
$$$ worth of advertising anyone can buy today.”

1 Results Measured and Documented

“Our organization came out on top of all the food brokers
in the country.”

! All-Out Merchandising

“Credit for this increase goes to Brent Gunts, Joe
Croghan, Don Redding and Bill Mason for acquainting
your listening and participating audience with Gorton’s
quality products.”

|, New Products Introduced

“This program was instrumental in establishing a new
item, Gorton’s Salt Codfish, Already Cooked. Grocers
are having requests for this new item due to Kitchen

Karnival.”

\. Sponsor Completely Happy

“Refer to us anytime as a satisfied customer. We'll be
back with you in the fall.”

This success story didn’t “just happen.” It
was built of these ingredients:

—Baltimore's big radio station, 50,000-watt
WBAL, where half a million families in more
than 35,000 square miles make a habit of
tuning for the best in radio.

—A food program—Kitchen Karnival—pre-
sented from 12:30 to 1 P.M. Monday thru
Friday —to tickle the palates of housewives all
over Maryland.

—A weekly broadcast-luncheon with more
than 1,000 women seeing, hearing, sampling
and talking about our sponsors’ products.

—Merchandising, by an expert staff, that
works every day with dealer and store con-
tacts, places point-of-sale displays, gets
merchants to push our sponsors’ products.

—Constant program promotion, over the air
and in Maryland and Virginia newspapers.

—A big “extra’—product display and still
more program promotion over WBAL-TV,

If you seli food in Maryland, your strongest,
straightest line to customers, your closest
link to your dealers, is over Kitchen Karni-
val on WBAL.

Radio Baltimore
NBC in Mar@n@g

NATIONALLY REPRESENTED BY
EDWARD PETRY & CO., INC.

A
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Radio Wins

(Continued from page 17)
MILLER'S STORE
ITEM: Cashmere Sweaters

News-
KORE paper Both Other Total
82

Traffic 9
11.0 100.0

% Traffic
No. Purchasing
Merchandise* 14 9 3 3 29

% Purchasing
359 360 333 333 354

Merchandise*
% Dollar Valve

49.0 28.3 12.3 10.4 100.0
Per Cent of Traffic by Medium, by Day

39 25 9
47.5 305 11.0

of Purchases™

News-
KORE paper Both Other Total

% Thursday 33.3 43.3 10.0 13.4 100.0
% Friday 542 208 167 8.3 100.0
% Saturday 571 250 7.1 10.8 100.0

Per Cent of Traffic by Medium, by Residence

News-
KORE paper Both Other Total
% In City 66.7 76.0 88.9 66.7 72.0
% Outside City 33.3 24.0 11.1 333 28.0
% Total 100.0 100.0 100.0 100.0 100.0

* These figures include all purchases made in
the department by customers showing an
interest in the test merchandise.

ROBERTS BROTHERS
ITEM: Boy’s Jeans

News-
KORE paper Both Other Total
Traffic 46 11 18 1 6
% Traffic 53.5 12.8 209 12.8 100.0
No. Purchasing
Merchandise* 26 7 14 6 53

% Purchasing
565 63.6 77.8 545 61.6

Merchandise*
% Dollar Value
of Purchases* 46.3 17.7 21.8 14.2 100.0
Per Cent of Traffic by Medium, by Day
News-
KORE paper Both Other Total
% Monday 55.0 20.0 15.0 10.0 100.0
% Tuesday 60.9 13.0 21.7 4.4 100.0
% Wednesday 48.8 9.3 23.3 18.6 100.0

Per Cent of Traffic by Medium, by Residence

News-
KORE paper Both Other Total
% In City 58.7 27.3 61.1 36.4 523
% Outside City 41.3 72.7 38.9 63.6 47.7
% Total 100.0 100.0 100.0 100.0 100.0

* These figures include all purchases made in
the department by customers showing an
interest in the test merchandise.

SEARS ROEBUCK & CO.
Item: Chenille Spreads

News-
KORE paper Both Other Total
Traffic 96 18 14 10 138
% Traffic 69.6 13.0 10.1 7.3 100.0

No. Purchasing
Merchandise* 25 7 6 1 39
% Purchasing

Merchandise* 260 38.9 42.9 100 28.3
% Dollar Value
of Purchases* 69.4 149 133 2.4 100.0

Per Cent of Traffic by Medium, by Day

News-
KORE paper Both Other Total

% Monday 71.9 141 7.8 6.2 100.0
% Tuesday 63.0 13.0 152 8.8 100.0
% Wednesday 75.0 107 7.1 7.2 100.0

Per Cent of Traffic by Medium, by Residence

News-
KORE paper Both Other Total
% In City 62.5 50.0 28.6 20.0 54.3
% Outside City 37.5 50.0 71.4 80.0 45.7
% Total 100.0 100.0 100.0 100.0 100.0

* These figures include all purchases made in
the department by customers showing an
interest in the test merchandise.

HART LARSEN’S
Test ltem: Men’s Slacks

News-
KORE paper Both Other Total
Traffic 38 13 12 9 72
% Traffic 52.8 18.1 167 12.4 100.0
No. Purchasing
Merchandise* 25 9 8 5 47

% Purchasing
Merchandise* 65.8 692 66.7 55.6 65.3

% Dollar Value
of Purchases* 54.5 20.0 11.8 13.7 100.0

Per Cent of Traffic by Medium, by Day

News-
KORE paper Both Other Total
% Friday 51.4 143 20.0 14.3 100.0
% Saturday 54.1 21.6 13.5 10.8 100.0

Per Cent of Traffic by Medium, by Residence

News-
KORE paper Both Other Total
% In City 71.1 923 91.7 88.9 80.6
% Outside City 289 7.7 83 11.1 194
% TVotal 100.0 100.0 100.0 100.0 100.0

* These figures include all purchases made in
the store except those in the work clothing
section, by customers showing an interest in
the test merchandise.

SUBVERSIVES

AFRA To Bar 'Reds’

VOTING on a proposed amendment
to bar subversives (Communist
Party members or those identified
as communists) from membership
in American Federation of Radio
Artists is to be concluded Saturday,
officials said last week.

A positive vote will probably re-
sult in a long string of revisions
at the national convention, August
9-10-11-12, AFRA representatives
said.

NASHVILLE, Tenn. has designated
Friday, July 27, as “Phil Harris Day”
to honor its native NBC comedian and
orchestra leader.

JIMMY CAPPS, disc jockey at WPTF
Raleigh, N. C., was given a basket-
full of old-time Edison Blue Amber
records. The titles intrigued him but
where could he find a machine to
play them? A friend got him an
Edison phonograph from a dealer who
had overstocked on them years ago.
Now the old records are the most
listened-to feature of Mr. Capp’s
dinner hour program.

SHOWERMAN NAMED

As Nominee by REC

NOMINATION of I. E. (Chick)
Showerman, national television
sales manager of Free & Peters
Inc., for president of the Radio
Executives Club, New York, was
announced last week by Norman
Boggs, who has resigned the presi-
dency to undertake his newly ac-
quired duties as vice president in
charge of sales for Don Lee Net-
work, Los Angeles.

In a valedictory letter to REC
members, Mr. Boggs said the nomi-
nation by a steering committee of
REC past presidents was neces-
sitated by the waiver request of
C. H. Cottington, vice president,
who under REC by-laws automati-
cally would have filled the vacancy.
Mr. Cottington asked to be excused.
Closing date for ballots was set
for today (Monday).

MONTREAL

Windsor Hotel
UNiversity 6-0936

ANNOUNCING the formation of

Radio & [elevcscon Sales Tne.

Broadcasting Station Sales Representatives

A. A. McDERMOTT, GENERAL MANAGER

REPRESENTING

RADIO STATION CKVL, VERDUN - MONTREAL

AND

THE FRENCH RADIO ASSOCIATES GROUP NETWORK

TORONTO

10 Adelaide St. E.
PLaza 8944
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OATIS DETENTIOI
Protested by Cong:

A STORM of protests over.
detention of AP Corresponc
William Oatis in a Commu
prison in Czechoslovakia roc
Capitol Hill last week as a |
of Senators and Congressmen
manded forthright and immed
action by the State Dept.
Oatis was convicted on charge:
spying after a “trial.”

The furore took the form c
number of floor speeches an:
series of resolutions angrily
manding that the State Dept. -
hibit representatives of the C
munist press from gathering n
in the U. S. Other reprisals
were urged. Secretary of S
Dean Acheson said the U. S.
filed another appeal for Mr. O:
release.

Temper of some legislators
typified by Sen. William Jen
(R-Ind.), who declared that
the UN doesn’t act in such a
grant violation of freedom of
press, we should send all the I
Curtain members back home-
then act without them.”

COPYRIGHT SERIES

Institute Starts in N. |

CREATION of a Copyright Ir
tute which will sponsor a serie:
copyright lectures in New Y
this fall was announced last w
by Theodore R. Kupferman, a m
ber of NBC’s legal department |
chairman of the copyright ¢
mittee of the Federal Bar Assn

Lecturers will include:

Joseph A. McDonald, ABC
president and general attorney,
“The Law of Broadcasting”; Rol
J. Burton, BMI vice president
counsel, on “Business Practices in
Copyright Field”; Herman Fin!
stein, ASCAP general attorney,
“Public Performance Rights in M
and Performance Rights Societic
Samuel L. Tannenbaum, copyr
counsel to the amusement indu:
including broadcasters and mo
picture producers, on “Pract
Problems in Copyright.”

Sydney M. Kaye, of Rosenn'
Goldmark, Colin & Kaye, and :
BMI vice president and gen|
counsel, will conduct a forum
cussion in connection with the |
tures, which are slated Oct. 15
and 29, Nov. 19 and 26, and Dec|

KRVH Featured

FULL FEATURE in Col
lier’s, entitled ‘Friendly §
Voice in the Rockies,” de §
scribes the history and oper
ation of KVRH Salida, Col.
operated by Vir N. James
Page spread is devoted t¢
photographs in color, depict-
ing Mr. and Mrs. James or|
their studio-ranch, interviev |
of a student track meet, anc
the staff in action. Stress ir|
the article is on its commu: |
nity service. Article appearec
in Collier’s June 30 issue.
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Frer
fhear of a bank

that
qgave money awgy?

Every day, a bank gives away tens of
thousands of dollars in exchange for
checks drawn on other banks.

These checks are worthless pieces of
paper until they're cleared at a central
clearing house. Until that time, the bank
has literally given its money away!

It’s vital for a bank to keep its books

OADCASTING ® Telecasting

balanced by clearing these checks in the
shortest possible time.

Yet their central clearing houses are
hundreds of miles away from many banks!

What do they do?

They make a wise investment! They
ship their checks the fastest possible way
— by Air Express!

Whether your business is banking or
ball-bearings, here are the unique advan-
tages you can enjoy with regular use of
Air Express:

IT'S FASTEST — Air Express gives the

fastest, most complete door-to-door pick

up and delivery service in all cities and
principal towns, at 7o extra cost.

IT’S MORE CONVENIENT —One call to

Air Express Division of the Railway

Express Agency arranges everything.

IT'S DEPENDABLE — Air Express pro-
vides one-carrier responsibility all the way
and gets a receipt upon delivery.

IT’S PROFITABLE—Air Express expands
profit-making opportunities in distribu-
tion and merchandising.

For more facts call Air Express Division
of Railway Express Agency.

GETS THERE FIRST
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Admaral
Arrow

Bab-0 & Glim
Bendizx

Camels
Janada Dry
Chamipion Spark Plugs
Equitable Life

General Foods

General Mills

Seneral Molors

Gillette

Goodyear

Sreen Giant

Heinz
Jergens-Woodbury
Kellogg

McKesson & Robbins
Nash-Kelvinator
Old Gold

Packard

Philco

Philip Morris
Procter & Gamble
Ralston. Purina
‘Sterling Drug

C. A. Swanson
Swift

Texaco

Warner-Hudnut

A network is known by the company it keeps

On this page are some of the many advertisers who send
their goods to market via ABC Radio and Television. They
choose ABC because. ..

IN RADIO... ABC-Radio can reach over one hundred million people. But
more important, ABC exerts more influence, more pressure than any other

advertising medium in one out of every six homes in America.

IN TELEVISION... ABC-Television is the only network that owns and
operates television stations in 5 of the nation’s 7 top retail markets. Also,
ABC has gigantic Television Centers in both New York and Hollywood:

facilities that no other network can match.

AB C TELEVISIO
TELEVISION

American Broadcasting Company
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CBS PUTS RADIO NO. I

CBS TOLD its affiliates last week
that CBS not only considers radio
the No. 1 mass medium but has
taken the lead in promoting it.

In what might also be a response
to a letter sent by the Affiliates
Committee asking heads of all ra-
dio networks to put their views on
radio on the record in the wake of
network rate cuts sparked by CBS
[BROADCASTING ® TELECASTING,
May 21], CBS President Frank
Stanton wrote:

“ .. We were able to stave off a
rate reduction as long as it was
humanly possible. Without the ex-
ceptional network values that CBS
radio held out to advertisers, the
great pressure for rate adjustments
would have come much sooner.

“The apparent paradox—that we
did reduce rates at a time when re-
cent CBS radio network billings
had never been better—is evidence
of two things. One, that you can’t
live today on yesterday’s actions.
And two, that emotion still plays
a great role in the decisions of ad-
vertisers.

“On the point of combating these
emotional considerations, I can
only say that it is idle to speculate
about what might have happened if
other networks had devoted an
equal amount of time, energy and
money to the support of radio.
But I cannot help feel that greater
efforts by our competitors would
actually have meant better busi-
ness for us all.”

At the outset of his nine-page
letter President Stanton made clear
that CBS believes “radio is—and
in the foreseeable future will con-
tinue to be—America’s No. 1 mass
medium.”

“We also intend that CBS shall
keep and extend its present leader-
ship in programming, advertising
values, and aggressive selling,” he
declared.

“The most significant demon-
stration of our attitude,” Mr. Stan-
ton said, may be found in the fol-
lowing table summarizing “all the
networks’ advertising expenditures
promoting radio for the past nine
months”:

Type of

Publication CBS Net B Net C NetD

Radio,

Advertising $38,200 $23,158 $7,450 $25,850

General

Business 79,685 21,328 350 7,122
Total $117,885 $44,486 $7,800 $32,972

Speaks ‘To Trade’

Mryr. Stanton said that “to speak
directly to ‘the trade,” CBS has
spent 418% more than any other
network,” and that ‘“to speak to
general business management,
which makes basic advertising de-
cisions, CBS radio has spent nearly
three times as much as all net-
works combined.”

He said “the basic story is a
simple one”—“radio (particularly
CBS) vreaches more people, at
lower cost, with greater impact,
than any other nation-wide me-
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dium. Today, as in the past.”

No other network, Mr. Stanton
said, has told so “forceably or fre-
quently” as CBS the story of num-
ber of people reached per dollar
spent in various media—591 by
CBS, 387 by magazines, 249 by
newspapers.

Citing examples, the CBS execu-
tive also asserted that “no other
network has made the concerted
effort to explain the real impact
value of radio,” and “no other net-
work has sought so many different
ways to dramatize radio’s values.”

He continued:

“We're not satisfied. We never
are.

“However, as many trade papers
and the managements of competing
networks have generously testi-
fied, thus far it is CBS that has
taken the most aggressive stand
for radio.

“We have done substantially
what independent broadcasters are
now asking the whole industry to
do. And we join wholeheartedly in
the hope that other networks will
accelerate their own support for
radio.” ‘

Cites Progress

Mr. Stanton said Columbia’s
“progress over the past five years
is actually the result of a steady
interaction between expanding net-
work leadership and alert promo-
tion that capitalized on each for-
ward step.” He cited CBS’s de-
velopment of new programs and
acquisition of others, with the re-
sult, he said, that during the past
season “CBS has averaged 15 out
of the top 20 [ratings] at night
and 10 of the top 10 in the day-
time.”

“I think you’ll agree that this
record, right up to 1951, is not the
record of a network that is selling
radio short,” the letter asserted.

In addition to program develop-
ment, it continued: “We (and you)

Affiliates Told

have steadily expanded Columbia’s
facilities—adding  stations, im-
proving frequencies, and increas-
ing power. . . . And the end result
has been that, by every significant
yardstick, CBS has become a de-
cisive leader in network radio.”

Total network radio billings on
CBS last year (870.7 million) rep-
resented ‘“the greatest sum ever in-
vested by advertisers in any net-
work in any year,” and “for the
first five months of 1951, CBS
billings were 9¢ ahead of last
vear—and 319 ahead of the sec-
ond mnetwork,” Mr. Stanton said.
Further, he said, “most of our sta-
tions have increased their volume
of business,” with “many of them

. operating at the highest levels
they have ever attained.”

Despite radio’s “absolute values,”
he continued, “it is nonetheless ex-
tremely difficult to sell on a de-
clining trend.” But by ‘“the most
liberal possible projections,” he
said, radio’s net audience-loss to
TV will not exceed 8.5¢c—a figure
well within Columbia’s 10-15% ra-
dio rate reduction, with the result
that ‘“radio’s present value-advan-
tage over other media will not de-
cline” but “will, in all likelihood,
actually increase.”

“Network radio next year prom-
ises to give even better media
values than it has this past win-
ter,” Mr. Stanton asserted. “There
is ammunition here, as you can
see, for much collateral promotion.”

CBS, he said, is seeking new
ways to “define, describe, and ex-
ploit: (1) out-of-home listening;
(2) listening to secondary sets;
(3) radio’s sheer size—its great
audience advantage over other me-
dia; (4) radio’s forgotten impaet
advantages over other media.”

The letter continued:

“Radio, for all its worth, is per-
haps the least tangible of all ad-
vertising media.

“The advertiser sees no picture,
he gets no proofs to hang on his

HILL CAMPAIGN

Publishers Object To
‘Discrimination’

NEWSPAPER publishers are quietly campaigning on Capitol Hill to
have the Communications Act amended so as to restrict FCC from
arbitrarily selecting a non-newspaper applicant over the newspaper

applicant for a radio or TV license.

Evidence which points to such a
Hill drive has been made known
to BROADCASTING ® TELECASTING.

Hill sources disclose that in-
quiries have been made of House
Interstate Commerce Committee
staff members, who are engaged in
study of the Senate-passed McFar-
land Bill (S 658) which would
streamline FCC procedures.

The inquiries, it is understood,
have been coming from members of
the House committee. They ask if
it is possible to write into the Mec-
Farland Bill a provision that would
bar the Commission from “discrim-
inating” against newspaper appli-
cants,

*

There is no definite answer to
this question, it was said, since it
has been bandied about for years
on Capitol Hill. Staff members are
answering the members by pre-
senting full history of the situa-
tion.

On the surface, these inquiries
have not stirred any problems for
the staff, who have been telling
Congressmen that such a move
would run into a bottleneck. How-
ever, it is pointed out that if Con-
gressmen persist and ask for a
hearing, the McFarland Bill might
as well rest in its House nook in a
non-activated state.

wall, he can smell no ink, feel
paper, check no print-order.

“We are seeking new ways
make radio’s great intangibles
real and concrete as we possil
can.

“New York, where most netwo |
radio buying is done, is surely t
least-representative city in Amd {
ica.

“We are seeking new ways *
impress upon client and agen
people—tactfully and forcefullyi
the greater role that network rac)
plays in more representative arc!
that many of them know Iit
about.

New Programs

“Finally, we are exploring m«
kinds of programming, in a stea
search for programs that will s:
isfy our mew dual requirement
(1) Winning big audiences in nc |
TV areas and (2) standing up ¢
fectively in areas of television co
petition.

“All of these endeavors ta |
time, work, patience, and faith. |

“We at CBS have used all fo'|
in the past—for the common go
of our stations, our network, ai
our industry. We have all fo
elements in abundance today.

“We have, above all, a convietic
that network radio will contin
as America’s No. 1 mass mediu:

“It remains a great medium
information, inspiration, and e
tertainment.

“It is a great instrument of cot |
merce.”

As an example of Columbiz |
faith in radio’s future, Mr. Stant:§
cited the creation of a separal
Radio Division and divorceme
of radio and TV activities.
firmly believe the new organiz
tional structure will better ser
you, our listeners and our adve
tisers because it will make it po
sible for the division to conce
trate all of its energies on a sing
medium,” he declared.

POLITICAL ADS

Ala. Bill Would Fix Rat:

ALABAMA House of Represent |
tives in Montgomery last Tuesd:
voted, 61 to 11, to reconsider a b
it had passed to regulate politic
advertising rates of radio statio:
and newspapers. ‘

One representative served noti
he would move for indefinite pos §
ponement of the measure, which t! §
House approved, 39-36, on July 1 §

Radio station owners and new §
paper publishers have proteste
that the legislature has no mo
right to tell them what to charg
than it has to fix doctor or lawyc
fees.

ASCAP Income Up

ASCAP second quarter distributic
to members approximated $2,750
000, slightly ahead of the firs|
quarter, which a society spokesma
said was unusual. Increase ove

expectations was credited largel |
to an unforeseen spurt in revenu
from TV performances. ]
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1. If this country continues to grow in the next
10 years as it has since 1940, the American people
are going to require 6 gallons of petroleum prod-
jets in 1960 for every 5 gallons they use today.

+23%

Gasoline 40% |

46% ¢ basoline
i L [ ——— ) Stove ol
Seall gz 5% ||
T Relol ] 34% { 26% fFuel ail
L Asphalts st o | Asphalts
Lubi%ﬂ:,eta} ,,,,,,,,, 2% | Lube oils, ete.
1950 1960

' WEST COAST PETROLEUM PRODUCTS REQUIREMENTS

2. In addition to this 23% increase in the
“# 1mount of petroleum products, the people in
¥ Union Oil’s marketing territory will need a dif-

‘ferent proportion of petroleum products in 1960
| —principally less fuel oil and more gasoline. That
means Union Oil is going to have to build addi-
tional refining facilities.

3. With our present facilities, we can’t get
.1 a 46% yield of gasoline from each barrel of crude
"% we process (see chart). If we were forced to proc-
“iess enough crude today to meet the public’s 1960
it

gineed for gasoline, we’d have a tremendous sur-
A] rlus of fuel oil.

! &, The reason for this is that you can’t turn
| the products of a refinery on and off with a spigot.
41 For every barrel of gasoline you make with a
i1 given set of facilities, you get a certain amount
i of fuel oil and other produects along with it.

v
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How to tax ourselves into
a gasoline shortage

5. Consequently, we have laid out a $60,000,000
refinery improvement program that will increase
our yield of gasoline to a point where it will meet
your 1960 requirements. Construction on the first
stage began in March. Hopefully, we’ll have the
new facilities completed by 1955. But whether
we can or not depends on how much money we
can retain after paying taxes.

P Zqstyn

6. Traditionally, about 80% of our American oil -
companies’ expansion has been financed out of
profits. As long as corporation taxes don’t get
completely confiscatory this expansion ean con-
tinue. But if we tax away substantially all profits
it will have to stop. That’s why we say it is liter-
ally possible for this country to tax itself into a
gasoline shortage.

UNION 011 COMPANY

OF CALIFORNIA

INCORPORATED

IN CALIFORNIA, OCTOBER 17, 1890

This series, sponsored by the people of Union Oil Company, is dedicated to a
discussion of how and why American business functions. We hope you'll feel
free to send in any suggestions or criticisms you have to offer. Write: The
President, Union Oil Company, Union Oil Building, Los Angeles 17, California.

Manufacturers of Royal Triton, the amazing purple motor oil.
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CLEVELAND Indians’ baseball stars Al Rosen and Bob Lemon sign as disc

jockeys for WIJW Cieveland Mon.-Fri. show, Pitchin’ Platters, 5:30-6 p.m.
L to r: Standing, Lenny Axelband, Axelband & Brown & Gardner, agency; Bill
Pagel, sls. mgr., Tecca Distributing Co., Raytheon TV outlet, sponsor; seated,
Bill Lemmon, WJW v.p. and gen. mgr.; Mr. Rosen; Mike Tecca, pres., Tecca

<

Distributing, and Mr. Lemon.

DISCUSSING contract details of Juice Ind

ustries Div. of Clinton Foods Inc.'s

commercials to be used on WRVA Richmond’s Housewives Protective League

are (I to r): Richard L. Brown, L. W. Ramsey Adv. Agency, Chicago; Mark

Evans, HPL announcer, and H. P. McMullin, H. C. Kersten Co., Richmond,

i

THIRD straight year assured for Citi-
zens Federal Savings & Loan Assn.,
Dayton’s sponsorship of MBS’ Fulton
Lewis jr. on WONE-WTWO (FM)
Dayton, as firm’s V. P. Robert Al-
money pens confract. Flanking him
are Louis S. Froelich (I), asst. to
stations pres., and Herman Hutzler,
head, Hutzler Adv. Agency.

brokers for Clinton Foods’ Tou-Cans Orange Juice. Firm signed for 13 weeks.

CHIROPODIST signs for sponsorship
of two newscasts daily on KGER Long
Beach, Calif. L to r: Seated, Oliver
Gramling, asst. gen. mgr. of radio,
Associated Press; Dr. C. C. Harrod;
standing, Hub Keavy, Los Angeles
rep. of AP, and Dick Walsh, KGER
salesman.

FIVE-YEAR agreement is set for Ziv's Cisco Kid on WQAM Miami, Fla.,

5:30-6_ p.m., sponsored by Seven-Up Bottling Co., Miami. L to r: Standing,

Nat Gilson, mgr. of bottling firm; Larry Stewart, Frederic W. Ziv Co.; Harry

Camp, asst. gen. mgr., WQAM, and ““Buz’’ Avrutis, Chambre Adyv. Agency.
Sherman Tobin (seated), owner of bottling company, signs.

A AL, AL A A A AR AL A A AL A AR LA R AR A A R LA LA AR R SRR R CRRRBRRRT
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[EDITOR’S NOTE: Not since the FCC
moved FM from its former place in the
spectrum to its present residence at
88-108 mec has such a fuss over FM
been provoked as that touched off by
two editorials (June 11, July 9) in
BROADCASTING e TELECASTING.
(We are publishing a third this week,
possibly a suicidal decision.) A dozen
letters accusing us of everything from
accepting bribes to committing matri-
cide have appeared in OPEN MIKE in
the past five issues. Here are a dozen
more, and in printing them we declare
the forum closed. Far more space has
been devoted to the readers’ comments
than to our own.]}

EDITOR:

. .. True, a good many FM sta-
tions are in the red. So are some
AM stations, and so have been
all TV stations until very recently.
Would you take the channels away
from all broadcast media that don’t
show a profit? . . .

Anyway, the extra TV channels
that you are seeking at FM’s ex-
pense would be most in demand
in metropolitan centers, the very
places that today have crowded
FM dials. Like Washington,
where 12 FM outlets are using all
available Class B assignments and
all but two Class A assignments.

. Maybe they’re not using all
of the FM channels available in
Cripple Creek, but don’t think
they’re likely to use any extra TV
channels either.

As an authoritative industry
voice, BROADCASTING would be in
better stead to tell the independent
FM broadecasters to get on the
ball and produce programming in-
teresting enough to make people
want to buy FM sets. That was
how AM did it in the 20s—that’s
how TV is doing it in the ’50s—
and that’s how FM must do it from
here on out.

M. Robert Rogers
Viece President-General Mgr.
WGMS-AM-FM Washington

¥ i

EDITOR:

... I am very sorry to find you
leading this movement to cripple
radio for television.

Walter C. Bridges

General Manager

WEBC-AM-FM Duluth,
Minn.

EDITOR:

. . If television is to become
a truly competitive nationwide serv-
ice, intensive development of the
UHF spectrum available to and
assigned for TV use must be under-
taken at once. Adding two or
three additional VHF channels will
not noticeably help the overall
picture. . . .

There are now approximately 8
million FM sets in the hands of the
public. The question of the public’s
investment in FM is one which can-

BROADCASTING *

)
.

not now be lightly tossed aside
In Washington alone your p
posal could not be accepted with: §
the forced shutdown of FM =
tions that are now on the air. .
Everett L. Dillard
General Manager
WASH (FM) Washingto

* * %

EDITOR:

... Why doesn’t someone in y:
department and the FCC wake 1
There is a simple answer as to h
to fill up those ‘“several thousa:
FM channels. Instead of furt |
crowding the AM band, how ab
FCC telling all new AM applica
“FM or nothing”? .

As pointed out in a previ
letter to you, except for GE :§
Zenith, FM has not been promot §
Why? I can give you the ansy |
to that one. Simple. FM was §
vented by an individual inst
of by a large corporation. . . .

L. Edwin Rybak

Chief Engineer |

WGPA-AM-FM Bethleh §
Pa.

EDITOR:

... It is a truth, a provable trt
that FM is a better system ti
the antiquated AM system wh
we labored so many years to est
Tishi o o

Chet Petersen ‘
Hollywood Assoc. Produc §
Hollywood

I S

EDITOR:

. .. Let us see who is the bigg
ether hog. Certainly not FM w
its 20 mc but TV which requi
72 me for its 12 channels. In
dition TV has a nice new [p
posed] assignment . .. of 70 ch
nels or 420 me in the 500 to 900
region. . . . By now the answer
the dilemma should be appare
Move all TV stations into the n
spectrum. Turn the frequencies
low 88 me over to the public saf
services. Turn those between |
me and 216 me over to comn
carrier and to the aireraft servi
who depend upon radio for saf
of life and who also need m
channels. . . .

And don’t tell me that VHF '
is no good. Just read page 58
BROADCASTING for July 9 for -
answer to that one.

Robert E. Brooking

Chief Engineer

KFMYV (FM) Los Angele:
EE |

EDITOR:

. . . Your recent editorial (J°
9) concerning FM was deploral §
... Perhaps the FM band is grea |

(Continued on page 38) :
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PROGRESS KEYNOTE OF 1951 COAL SHOW.

The 1951 Coal Show of the American Mining Congress recently held in Cleveland clearly
demonstrated that America’s coal industry is alive with new ideas. Six million dollars’
worth of the latest mining equipment was on display—everything from a tiny roller bear-
ing to a gigantic fifty-ton haulage unit. There were continuous mining machines and
conveyor systems—equipment for sale ranging from a three-cent bit tooth to a million-
and-a-quarter-dollar power shovel. Those who saw the show couldn’t fail to be impressed
with the coal industry’s vigor and progressiveness.

GOVERNMENT ORDER EMPHASIZES DEPENDABILITY OF COAL.

A recent OPS order increasing the ceiling price of residual fuel oils will further step up
the demand for coal—especially along the Atlantic Seaboard. The price increase was
made purposely to conserve the uncertain supply of oil by encouraging the burning of
coal—a direct recognition of coal’s dependability and abundance. Because America has
such immense reserves of coal—nearly half of the world’s known supply—coal has become
the favored fuel of most industries in their planning for the future.

COAL’S FUTURE BRIGHTER THAN EVER!

It is taking more and more coal to supply the heat, light and power America needs—300
million more tons of coal each year than were used 50 years ago. Through industrial ex-
pansion and the growth of the electrical industry, coal’s markets are steadily increasing—
and the coal industry is modernizing its plant to meet these growing needs. The new
mines opened or placed in development in America during the past five years have a pro-
ductive capacity of more than one-half as much as all the mines of Soviet Russia.

MECHANIZED MINES CAN EXPAND PRODUCTION RAPIDLY.

By using the same facilities that are now producing coal at the rate of 530 million tons a
year, America’s mines can expand their production at will by more than 100 million tons.
This is possible because of the high degree of mechanization throughout the coal in-
dustry. 98% of America’s coal is now mined by machine—raising the productivity of the
American miner to the highest level in history—30% higher than it was just 10 years ago.
Keen competition among America’s 6,000 independent mine operators has resulted in
one of the greatest efficiency gains made by any American industry.

BITUMINOUS COAL INSTITUTE

A Department of National Coal Association
320 Southern Building, Washington, D. C.

If you have any questions about coal or the coal
industry, your inquiry to us will receive prompt reply.

‘\OADCASTING 7 ® Telecasting
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President Madison

Slipped Here

If the War of 1812 proved anything, it is that it's difficult
to get Americans and their Canadian neighbors shooting-
mad at one another. Of course, President Madison’s hunch
that the British colony in Ontario might someday be worth
having was a sound one. No doubt his Chiefs of Staft
thought so too. But it was cold fighting.

And setting fire to York (now Toronto, which is an Indian
word meaning ‘“How-to-make-a-fast-buck”) didn't warm
things up for long. Finally, President Madison gave up the
venture and concentrated on driving the foreigners out of
Florida. ‘

Of course, President Madison never dreamed that one day
the Province of Ontario would be Canada’s wealthiest,
fastest-growing marketing area. And having backed off from
the smoldering ruins of York, even a General with vision
could not visualize present-day Toronto, Ontario’s capital
city, and the pivotal point of Canadian industry and com-
merce.

Modern business Chiefs of Staff, bent on invading the boom-
ing Ontario market, would now be able to pass on the
following intelligence to their sales generals:

1. $3,513,653,600—that’s Ontario’s retail sales figure, as esti-
mated by the Dominion Bureau of Statistics! .

no

Radio 1s still the best way to reach Ontario consumers.

3. There are 1,132,900 radio homes in Ontario. That’s only
the most recent available figure—it’s increasing daily, be-
cause Ontario’s population is growing rapidly, and radio
is Ontario’s favorite medium.

4. If you're selling in Canada, Ontario is your richest mar-

’ ket. And radio is your medium. In Canada, you sell
‘'em when you tell "em!

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

CANADIAN ASSOCIATION OF BROADCASTERS

108 Sparks St.
Ottawa.

37 Bloor St. West,
Toronto.
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(Continued from page 36)
in size than it ought to be—now.
But why not look to the future?
The AM band was once too small,
and 10 more channels had to be
added to it. The situation may
some day be the same with FM. . ..

Then again, perhaps the FM
broadcasters shouldn’t place too
much of their blame on their AM
brothers. The FM broadcasters
must get off their rumps and pro-
mote—sell sets, advertisers and
their stations. . . .

George W. Hamilton

FM Promotion

Maplewood, N. J.

EDITOR:

. Your editorials contained
two glaring misstatements of faet.
The July 9 editorial contained the
following: “Simply stated, the FCC
is pondering what it should do
about the vast expanse of spectrum
space assigned to but not being
used by FM.” That has now been
denied by the chairman of the
Commission as reported in your
last issue . . .

The second misstatement (June
11) was that “substantial engineer-
ing opinion supports the view that
the fewer than 700 FM stations
might well be allocated into 2 me
or 10 channels.” . .

Edwin H. Armstrong

Columbia U.

New York

* £ E3
EDITOR:

. . . It would seem to me that
enough has been done to handicap
FM without sharing its present
allocation with TV. Surveys indi-
cate that 359 of the homes in this
area are now equipped with FM,
and we feel that definite progress is
being made in increasing this

ratio . . .

Zora E. Guenard

Program Director

WEAU-FM Eau Claire,
Wis.

EDITOR:

. . Be informed that allocation
of any radio service is determined
by the needs of the large cities,
and in such the FM band is being
very well used. Should you desire
to rearrange the allocations, sug-
gest you first move the frequency
hogs (TV channels) out of the 30
to 80 me range and make way for
police and fire, etc., who need chan-
nels badly.

Ray Torian

Acting Manager

KNOB (FM) Long Beach,
Calif.

EDITOR:

. I would like to propose, if
you allow me the space, that all
interested broadcasters contact me
at their earliest convenience for
the purpose or arranging a meeting
of the “true FMer’s” at an early

BROADCASTING ¢ Telecasti:|

date. . . . Despite the damage : |
have willfully injected into the i
dustry, I feel that it will come
a good end as it has aroused
ire of many and made it clear
need an, organization to prot
us from such unscrupulous
tacks o

Robert E. Williams

Station Manager ‘

WFML (FM) Washingl

Ind.
* Lk b
EDIEOR:

. Isn’t it incumbent on ;
to apologize to FM operators
getting them into an unnecess:
dither 7 Vs

Sol Chain

General Manager

WBIB (FM) New Haven

Conn. |
[EDITOR’S NOTE Uncle]

%

Night cmd Day
EDITOR:

I have just read your editor
“Prudence and the Freeze,” in :
June 25 issue.

It is most ridiculous that 3
suggest that no more AM or I
stations be granted and sugges!
moratorium until the critical n|
terial situation ameliorates . |
Why not let TV leave the Co
mission alone and let them m: |
a clear cut decision of the “free:|
of clear channels. I cannot :{
for the life of hundreds of ott
broadcasters, with daytime s |
tions, why millions of dollars wos
of fine broadecast equipment sho!
be lying idle from sundown to st
up . . . Let’s give those “wh
areas” nighttime service.

Nathan Frank
Manager
WHNC Henderson, N. C. |

[EDITOR’S NOTE: Giving the “wt
areas” nighttime service was exac
the point we made. Our sugges
moratorium would pertain only |
those communities where FM and . |
service is now satisfactory.]

EDITOR: |

In spite of fearsome-lookil
competition, this station is oper
ing nicely in the black . . . T
formula [is] simple: . (1) P§
gram local events, local news .
(2) Get your sales force out on {
street and sell. ‘

Kenneth Leslie {
Sales Manager [
WCTC New Brunswick, 1\

The Provinces

EDITOR:

Thanks so much for such a n ||
article in this week’s BROADCASTT |
[ON ALL AccCouNTs, July 16] . |

First thing this morning I |
ceived a wire from an old Michig
State classmate who spotted 1
story clear up in Albany. WI|

coverage that BROADCASTING hz?
Richard H. Hurley ]

Compton Adv. Inec.
New York

fEDITOR’S NOTE: Gad, next th/|
we’ll be read as far west as Buﬁal
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Hollywood Meeting July 31

> eastern and western radio
lion executives are scheduled to
ik at the all-day clinic being
ted by Broadcast Music Inc.
- 31 at the Hollywood-Roosevelt
i2l. Southern California Broad-
ers Assn., will act as host for
session, fifth in a series of nine
ics being set up by BMI for
\deasting groups in various
s throughout the country.
astern speakers at the Holly-
| d meeting will be Hubbell Rob-
n Jr.,, CBS vice president in
~ge of network programs; Paul
‘ency, vice president and gen-

manager, WTIC Hartford;

Cott, manager, WNBC New
\k; Robert J. Burton, vice pres-
it in charge of publisher rela-
s, BMI New York. An addi-
lal eastern speaker will be
Bined later.

epresenting the West will be
J. Frech, program director,
RE Fresno, whose subject will
‘Let’s Make the Most of What
4 Have,” and Dorothy Johnson,
‘etary and program director,
ON San Diego. Carl Haverlin,
sident, BMI, will make the chief
ress at the luncheon meeting,
T'sided over by A. E. Joscelyn,
| harge of CBS Hollywood opera-
‘4 is and president, SCBA.
" | imilar clinics will be held today
"Iy 23) in Seattle in cooperation
“#h the Washington Broadcasters
“n.; July 24, Portland, with Ore-
~ State Broadcasters Assn.; July
San Francisco, California Broad-
ters Assn.; Aug. 20, Harrisburg,
nsylvania Assn. of Broadcasters;
42 21, Columbus, Ohio Broadcasters
n.; Aug. 22, Roaroke, Virginia
A te Assn.; Aug. 24, White Sulphur
rings, West Virginia Broadcasters
n. First session was held July 2
‘Atlanta before the Georgia Assn.
Broadcasters.

4'IST INAUGURAL

i Eyes October Opening
4 MSTRUCTION of towers and
" | nsmitters for WIST Charlotte,
‘I C.,, to be the AM affiliate of
ST-FM, is now in full swing
|1 The Broadcasting Co. of the
th is priming for October oper-
#on, according to Ray A. Furr,
naging director.
A “progress report” on the new
I station is contained in adver-
2ment in local Charlotte news-
oers. Telephone lines will carry
4 ST programs direct from stud-
@ in the Liberty Life Bldg. to
: transmitter. Station will oper-
> on 930 ke with 1 kw night and
4w day.
A Mr. Furr added that the owners
fook forward to bringing [the
1 nmunity] WIST-TV, a permit
. which our company has been
| applicant several years now.”
[ST-FM has been on the air
Alice 1948. B. Calhoun Hipp is
“] ssident of the licensee firm.

¥
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THIS TRIO, (I to r)

Chief Engineer
Joe Gamble, an unidentified tower
crew member, and George Theeringer,
special events announcer at the micro-
phone, needed no wings in a 500 ft.

above ground 30-minute flight. Mr.
Theeringer broadcast to WRBL Co-
lumbus listeners from the top of the
FM tower where the men were perched
on a swing connected to a steel cable
that was controlled by a truck winch.
Theme was description of city.

o Byt e ]

ABA MEET
Little Rock Host Aug. 5

WILLIAM B. RYAN, BAB presi-
dent, will be among featured speak-
ers at the Arkansas Broadcasters
Assn. sales clinic to be held Aug. 5
in Hot Springs at the Jack Tar
Courts.

Stated purpose of the clinic is to
“provide sales managers and sales-
men with an outstanding opportu-
nity to measure their own planning
against authoritative leadership
and to help them project into their
own enterprise the thinking and
experience of others.”

There is a registration fee of
$2.50 which includes luncheon. The
program follows:

Morning Session:

9:00, Clinic called to order by Fred
Stevenson, ABA president, manager,
KGRH Fayetteville; 9:05, Clinice
Chairman, Julian F. Haas, commercial
manager, KARK Little Rock; 9:10,

“Servicing Local Accounts,” Ed Gid-
eon, commercial manager, KGRH Fay-

WHHM

MEMPHIS

“independent—but not aloof’’

14

pleased to announce
the appointment of

FORJOE & COMPANY

ad

exclusive national representatives

EFFECTIVE
IMMEDIATELY

etteville; 9:30, “Aids to Getting Na-
tional Sales,” Dave Crockett, manager,
KAMD Camden; 9:45, “Merchandis-
ing—Promotion,” James Walker, man-
ager, KFPW Ft. Smith; 9:50, “Your
News—and Its Revenue Potential,”
Oliver Gramling, assistant general
manager, Associated Press, New York;
10:30, “Selling Locally,” Ed Appler,
KTHS Hot Springs; 10:45, “Selling on
an Independent Station,” Ted Rand,
manager, KDRS Paragould; 11:00,
Open Forum.

Afternoon Session:

12:00, Smorgasbord luncheon; 1:00,
“What a Timebuyer Expects From a
Station,” Aubrey Williams, director,
radio department, Fitzgerald Adv.
Agency, New Orleans; 1:30, “Four
Sides To It,” Dale C. Rogers, adver-
tising and sales promotion manager,
Mid - Continent Petroleum Corp.,
Tulsa; 2:00, “What Stations Can Do
To Help Their Representative,” Wythe
Walker, president, The Walker Repre-
sentation Co., New York; 2:30, “The
Challenge to Radio and How To Meet
It,” Mr. Ryan; 3:00, Open Forum.




JAP}

NESE RADI

Advertising To Be
Introduced

ADVERTISING will be introduced into Japanese radio the first of next
year, when some 16 stations which have been experimentally licensed
for commercial operation will join the more than 120 stations comprising

Japan’s two-network national radio system.

system has functioned as a sponsor-
less, tax supported operation,

The impending impingement of
sponsored radio in the American
manner on what has been tradi-
tionally a BBC type of broadcast
system was revealed Monday by
Tetsuro Furukaki, president of the
Broadcasting Corp. of Japan, in
an interview with BROADCASTING ®
TELECASTING.

Mr. Furukaki, accompanied by
Sukezo Tochizawa, chief of BCJ’s
general affairs division, and Yoshi-
kazu Kasuga, head of the BCJ pro-
gram department, had just com-
pleted a two-week visit to the
United States, mainly New York
and Washington with brief stop-
overs in San Francisco and Chica-
go, to take a look at American
radio and television. Immediately
after the interview the group left
for London at the invitation of
the BBC. They plan to visit a num-
ber of European capitals before
returning to Japan.

BCJ, Mr. Furukaki explained,
was established in 1924 as a pub-
lic utility company operating under
the control of the Minister of
Communications, a set-up very
similar to that of the BBC which

For the past 26 years the

*

is also a non-Governmental corpo-
ration operating under close gov-
ernmental supervision. Also like
the BBC, BCJ is supported by
taxes paid by listeners, each of the
10 million set-owning Japanese
families paying a monthly fee of
50 yen (about 15 cents), raised in
April from the former fee of 35
ven a month. With these fees,
BCJ has a staff of some 8,000 per-
sons who operate the two-network
system, providing dual program
service to the Japanese people from
5:30 a.m. to 11 p.m.

News Is Tops

Indicating that human nature
and taste in radio fare are pretty
much the same the world around,
Mr. Furukaki said that news pro-
grams are as a class the most
popular type of program with the
Japanese public, who, he said, have
learned that they can depend on
what they hear on the air. Most
popular program, he reported, is
20 Questions, closely followed by
Sunday Serenade, a variety show,
and by a Sunday noon amateur
hour whose successful contestants
win no money or merchandise
prizes but are assured of employ-

KFYR, with the nation’s largest
area coverage, located in the
heart of the rich, mid-west farm
belt—opens the door fo respon-

sive

listenership

that pays

quick dividends. Ask any John

Blair man for the

complete

KFYR facts and figures.

550 K. C.
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ment in theatres throughout the
country.

Baseball broadcasts are very
popular with male listeners, Mr.
Furukaki said. He noted, however,
that in accordance with its quasi-
governmental set-up, BCJ’s pro-
gramming devotes most of its time
(52%) to news and cultural pro-
grams, only 489 to programs of
pure entertainment.

Reporting that BCJ was doing
some experimental research work
on television, Mr. Furukaki said
that after seeing the colorcasts
of both CBS and RCA, which he
called “amazingly fine,” he hoped
that his country might begin its
TV programming on a color basis.
This is a far-fetched wish, he added,
as Japan is a poor country and
will be hard put to support a black-
and-white TV system, let alone one
in color, for many years to come.

Japan has been out of the in-
ternational broadcasting field since
the end of the war, Mr. Furukaki
said, but it may soon resume this
activity. Both the Diet and the
American military authorities have
approved the reinstatement of in-
ternational broadcasting, he re-
ported, and the matter is now be-
fore the proper international body
in charge of assigning shortwave
channels for international use.

Erwin Resignation
STANDING Committee on Cor-
respondents on Capitol Hill has
given notice that Robert A. Erwin’s
resignation has been “solicited and
accepted.” Mr. Erwin, a member
of the congressional press galleries
as president of Erwin News Serv-
ice, denied his resignation was re-
quested, saying he had resigned to
devote his time to the Krock-Erwin
Assoc. Inc. firm of which the
committee noted Mr. Erwin was
executive vice president. Firm was
described as “public relations coun-
selors and Washington business
representatives.” The committee
also listed its rules that require a
member of the galleries to obtain
principal income from news cor-
respondence and not engage in “any
lobbying activity, publicity or pro-
motion work.”

MAGAZINE RATES

ANA Studies Increcs |

WHETHER the ANA Magazi
Committee should do anyth1
about the numerous rate increas
announced by leading natior|
magazines to become effective t
first of the year was discuss!
briefly at the committee meetil
in New York on Tuesday but E
decision was reached.

Henry Schachte, national adve
tising manager of the Borden C
chairman of the committee, t
BROADCASTING ® TELECASTING fi
lowing the meeting that the coi
mittee could not enter into al
discussions of magazine rates, b
that, if it so decided, it mig
render a report on magazine a
vertising values to the ANA me §
bership. Such a report would
akin to the reports on radio valu
issued by the ANA radio comm §
tee in August 1950 and March §
this year, documents which ha |
been largely credited with a maj'§
part in eﬁ’ectlng the subsequent 1 §
ductions in network time rates.

His committee is working again §
a deadline on a presentatlon [
magazine research to be given
the ANA fall meeting, Mr. Schach
said, and most of the meeting tir §
devoted to that project. The ms
ter of magazine values will pr §
sumably come up again at the ne
meeting of the committee, in abo
three weeks, depending on t.
progress of the preparation of m
terial for the presentation, he sai
The ANA fall meeting will be he
Sept. 24-26 at the Waldorf- Ast01 ‘
Hotel, New York.

WOR Gets RFE Contrack

RADIO FREE EUROPE h:

named WOR Recording Studios ' §
handle the bulk of tape-recordir
programs in Albanian, Bulgaria
Czechoslovakian, Hungarian, Polis
and Rumanian for broadcast 1
RFE transmitters in Germany 1
listeners behind the Iron Curtai
WOR contract is estimated :§
$150,000 annually. |

NEWS—=tomBINGHAMTON, N.v.

BINGHAMTON, N.Y. MARKET
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| ALUTE to the new $5 million plant of Plough Inc. (parent company of
PS Memphis, Tenn.) was the occasion for this gathering of Senatorial,
5 and newspaper representatives in Memphis last month. To salute the
| plant, Goldsmith’s, local department store, arranged for special origina-
of ABC Town Meeting of the Air from Memphis. Indulging in pre-
dcast discussion are (I to r): Sen. George W. Malone (R-Nev.); Harold
‘relstein, WMPS vice president and general manager; Sen. Estes Kefauver
‘enn.), member and former chairman, Senate Crime Investigating Com-
wee; Frank Ahlgren, editor, Memphis Commercial Appeal; and Edmund
"% I, board member of the Atlantic Union, a political organization. Sens.
one and Kefauver and Messrs. Ahlgren and Orgill debated “What is
pe’s Best Defense Against Communism?’’ with George V. Denny Jr.
ing as moderator. Special Town Meeting radio promotion was handled
by Matty Brescia, Matty Brescia Enterprises.

3 mately 30 by 40 feet and with
: 3c BU"-DS facilities for two or three camera
: productions. These studios will

. also be equipped for radio produc-

Starts S. F. Expansion tion. Each studio will have inde-

C last week announced a mil- pendent control room facilities for
dollar expansion program in either radio, television or simuleast

Francisco that will more than production. In addition there will

ble facilities and space of its be three other small studios equip-

0-AM-TV. ped for radio production exclusive-
'@irst step in the program was ly.
chase of the four-story Eagles There will be a master control

g. and an adjacent lot on Gold- and a microwave system to feed
‘Gate Ave. near San Francisco’s television originations to the KGO-
‘ic Center. Purchase price of TV transmitter at the Mt. Sutro
-4 building was not disclosed but property.
“¥vas known to amount to several Purchase of an unoccupied lot
idred thousand dollars. Gayle adjacent to the building will pro-
ibb, KGO-AM-TV general man- vide space for a huge freight ele-
“9¥'r, announced that an additional vator for moving sets and scenery
“#1 of nearly $1 million will be to various studios and to the base-
nt remodeling and equipping ment, where the station’s art de-
—4 property for radio and tele- partment and set building and
on. ) storage facilities will be located.
‘he building w111- hquse most of Pereira & Lackman, Hollywood
\production facilities for both  garchitects who have specialized in
.O and KGO-TV (KGO now radio and television studio design
ises radio production space from  ip Southern California, are direct-

C at the latter’s Radio City ipno remodeling of the new KGO
perty). KGO-TV will retain bugilding. & v

transmitter site at ABC Tele-
.on Center at Sutro Mansion
Mt. Sutro. Executive offices, Wham Bﬂm, Suh!

7 located in a building‘ on THE CIVIL WAR (or the
ntgomery St. in San Francisco’s Wi e e Sl
incial district, will be moved to you're from the South), was
i dine. : partially relived by WNOR
entative plans call for one main INOEEOIE Vs listeners wrhen
' studio 70 by 100 feet with a the station broadcast directly
foot ceiling and accomodations T e e
a studio audience up to 750 “battle of the ironclads”—a

smii This.studio will b%lper-' re-enactment of the historic
r:e“ y e?“}ppe‘i to han e_}a; sea battle between the Momni-
nmum of four cameras wit tor and Merrimae, scheduled
visions for additional cameras as part of the 61st and final
3 needed. . reunion of the United Con-
Jn another floor will be three federate Veterans

«ller television studios, approxi- )

A

To a
Time-Buyer’s
Secretary

Vacation
on Her Mind

T’LL be rough witheut you for two weeks. Especially
when The Man has to scratch around in the files.
Tell him, when he needs some examples of radio’s
pulling power, to look under Jowa—WMT. Take the
case of the Bowman Cattle Company. They considered
cancelling their noon hour sale announcement on WMT.
“Looky,” said WMT. “Next time you have a sale,
ask your buyers how many of them heard about it
on WMT.” Bowman did. 90% had. Bowman reconsidered.

Remind him about Tait Cummin’s WMT Sports Contest
last March to guess the championship team and score

of the title game in the boys’ state basketball tournament.
Prizes were 3 one-week all-expense vacations to
Mid-West resorts. Results: 49,363 entries in ten days.

Tell him, when he needs some examples of radio
coverage, to check BMB’s Study No. 2 for WMT,
where total weekly radio family listening is 338,430
(in 87 counties) daytime, 303,880 (in 71 counties) nights.
Incidentally, where are you going on your vacation?
Towa’s Okobojis and Clear Lake and Spirit Lake are
great spots for relaxing; lowa’s young men are real
stem-winders—tall, sun-bronzed and . . . interesting. The
air is clear—the only pall on the horizon is a bit of
smoke from traditional burning ceremonies for the few
remaining mortgages, just paid off.

Have a nice time. honey. Everything will be okay.
Just leave several blank schedules behind—with WMT

filled in in the strategic places.

5000 WATTS

600 KC

Day & Night

BASIC COLUMBIA NETWORK

REPRESENTED NATIONALLY BY THE KATZ AGENCY
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“The Railroad Hour”

(Continued from page 18)
13,127 requests that could be posi-
tively identified:

@® 86.4% of identifiable requests
represent students and teachers,
from primary grades through col-
lege.

@® Professional people included
194 clergy, 275 doctors, 39 nurses,
17 lawyers, 14 editors and radio-
newspaper commentators as well
as 445 businessmen and 44 organi-
zations—8% of the identifiable re-
quests in these categories. In ad-
dition there were 436 railroad em-
ployes, 39 public officials (two U. S.
Senators and one governor), 258
service personnel.

Those, in summary form, are the
principal points demonstrated by
the third annual offer of the AAR.
The total of 120,437 individual re-
quests almost equals response from
the first two Railroad Hour years
combined, despite the fact that the
1951 offer was made at a period of
seasonally declining audience.

On the other hand, the offer of
a souvenir booklet, with program
stories and cast photos, was be-
lieved to have a wider appeal than
the quiz booklet offered. the first
two years. AAR recognizes this
as an element that must be con-
sidered in comparing the three-
year results.

The 131 member railroads (sys-
tem lines) of the AAR have some
very definite goals as they devote

CLEVELAND'S £/ STATION - WyW « CLEVELAND'S 7 pmges SIGNAL: WYW - CLEVELAND'S (4izf STy

Chief Says:

" Chief's local business sure is booming,
Let Cleveland merchants tell you why:
Their spot campaigns send sales a-zooming;
Chief Station’s shows sure make folks BUY!”

LOCAL BiIZ

Take your tip from local sponsors. They know Cleveland
—they demand results. Since February, local business
has tripled on WJW —Cleveland’s only network station
with net-calibre daytime local programming.

5000 W.

Wiw BUILDING

p—— .0 - —
CLEVELAND'S %/ﬂ%srmnon

REPRESENTED NATIONALLY BY H-R REPRESENTATIVES,

$1,258,000 of their funds (1951) to
the Railroad Hour. Serving all
48 states, the members are now
convinced that they have an inti-
mate and influential contact with
the public in their popular musical
broadcast. The mail analysis shows
that the program thoroughly covers
all 48 states.

Those who would contend in a
thoughtless moment that television
has plugged the ears of radio might
well spend some time studying
AAR’s detailed analysis of its
mailed requests and their source.
They would discover that in tele-
vision’s home base, New York State,
the Railroad Hour offer pulled
13.97% of its mail in 1950-’51 com-
pared to 14.76% in 1949-°50.

On the other hand, California
produced 11.269% of the mail in
1950-°51 compared to 8.249 in
1949-’50.

TV Does Not
Lower Show’s Rating

The program retained its Nielsen
level during a 12-month period in
which the number of TV sets in the
hands of the public increased from
5,315,167, in April, 1950, to 11,-
818,000 in April, 1951.

Flanked by their advertising
agency, Benton & Bowles, the AAR
officials who direct this continuing
contact with the public have a
number of serious problems to dis-
cuss with their listener friends.

Emphasis is placed on the es-
sentiality of railroads to the na-

TRIPLED

” NS
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HONORING his 20th year in radio,
Jack Beauvais (r), chief continuity
editor at WEEI Boston, receives the
traditional gold watch from Harvey
J. Struthers, WEEI general manager.
Mr. Beauvais started as a singer at
WEEI in 1931, and several years
later switched to writing. He be-
comes the 14th member of WEEIl's
20-year contingent.

tion’s industrial and commercial
welfare as weekly commercials are
prepared. AAR likes to tell the
public that no other method of
transportation can perform the vast
Jjob of moving America’s goods and
people so efficiently and at such
low average cost.

They’re proud of the fact that
they have a million small stock-
holders and 1% million employes.
They’re eager to let listeners know
that a $134 billion expansion pro-
gram is under way this year in-
cluding 10,000 new freight cars a
month to keep America’s mobiliza-
tion moving along at full speed.

All these facts, and many more,
the railroads are telling the nation.

Results from this institutional
type of promotion aren’t measured
like sales of $5.95 fitted nylon slips
at Macy’s. But railroad officials
point out that there is a better pub-
lic understanding and a more
friendly public attitude in contrast
to the hostility that prevailed 15
or 20 years ago.

Right now the railroads are
working hard to move war goods
as well as civilian freight. A sub-
stantial increase in traffic has come
with the Korean crisis and the re-
armament program, but rising cost
of materials and wage boosts are
making it difficult for carriers to
meet expenses, pay a dividend to
stockholders who own the facilities
and finance improvements.

Uses Sales Pitch
For Vacations

While most of the Railroad Hour
messages deal on an institutional
basis with problems of this sort,
the AAR inches into the sales field
during the summer months by urg-
ing the public to take vacational
trips by rail.

One of the important factors in
putting over the radio program
is the promotion put behind it.
Benton & Bowles handles much of
the basic promotion. NBC is put-
ting a lot of promotional effort
behind the series. Finally, the
carrier members of AAR utilize
their employe magazines, bulletin

_shows.

boards and similar facilities to |
mind workers and riders alike t]
the Railroad Hour is heard on N |
at 8 p.m. every Monday.

A new element has appeared
the latest mail offer by AAR. T
is an increased proportion of won
who wrote for the free book)
The 1951 mail pull consisted
63.3% women, 22.9% men, 12(
children and 1.29% unidentified.
1950, on the other hand, the ra
was 61.40% men, 32.339% wom
5.86% children and .419% unider
fied.

AAR does not see in this ra
a change in the composition of
audience. It recognizes that 1}
souvenir booklet, with program a
talent material, might have spec
appeal to women. Anyhow, AAR
glad to know its advertising
appealing to women, supporti
its other public advertising m
sages. Thus a new avenue to {
feminine audience has appeared.

There’s another angle to t
AAR mailbag that encourag
those who are telling the railro|
story to the public. That’s t
trouble listeners go to as they v
unteer comment on the progra
No effort whatever is made by A/
to solicit comments, yet 29,3(§
or one out of four requests, :
cluded commentaries. Last ye|
18% commented with 159% volt
teering opinions the year before.

Of the 29,384 comments, or
seven were “unfavorable” wi
another 32 “mixed.”

Only 706 Requests
Sent Incorrectly

Perhaps the most startling d §
covery of all the facts turned -
in AAR’s analysis was the sm:|
number of requests sent incorrect |
to radio stations. The combin
total of requests sent to radio st|
tions and those received by te
phone was only 706. [

AAR is watching closely its cv
rent summer experiment in whi
original adaptations of favori|
tales are narrated with music}
background, a departure from t
operetta-musical comedy form
of the fall-winter-spring seasc
Should the idea click, similar pr|
grams may be dovetailed into t
nine-month series opening in Se
tember. 1

In any case, AAR can be ¢
pended on to stick to its high!
successful format based on the a §
pealing tales and tuneful scor
of light operas and lighter music §
For two successive yea §
the Railroad Hour has started <
NBC’s Monday evening music|
schedule and now the third NE
season is about to start. l

If precedent has any value, 1!
railroads with $30 billion in equi |
ment and property will continue |
create better understanding of the
problems as they meet each Mo |
day evening, in the homes of fm"
million friendly families.

MACK D. MORTON, Atlanta, Ga., h |
been named “Stockholder of the Yez @
by Motorola Ine., Chicago. i
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'C Greets NBC

JANDS ACROSS the sea
were raised in anniversary
| zreeting to NBC by Sir Wil-
liam J. Haley, director-gen-
sral of the British Broadcast-
ling Corp., fortnight ago.
Joseph H. MecConnell, NBC
sresident, received a radio-
gram from the BBC head
reading: “Most cordial greet-
ngs from the BBC for NBC’s
Jubilee. Your colleagues in
Sreat Britain wish you con-
cinued success in the service

" @ »f broadcasting.”

{°RA WORKSHOP

‘Sell America’ Is Theme

9 LLING American public rela-

is on an international scale
ough use of radio, films, pam-
"ets and other media keynoted
mne-day summer workshop ses-
1 of the American Public Rela-
15 Assn., held at the Willard
cel in Washington last Monday.
+ panel of media experts sup-
i imented an official Dept. of State
sentation of Voice recordings
| newsreels with a critique and
luation of the U. S. information
1paign abroad. Industry view
5 given by Ralph Hardy,
" RTB government relations di-
for, in a discussion period . which

4> included Joseph C. Harsch,

vistian Science Monitor, and Dr.

11 Douglass, president, Ameri-
U.

dedia views followed radio and

1 samples of State Dept. in-

mation output showing Soviet
paganda technique and what the

‘.: ice of America and other U. S.

vices are doing in the Campaign
Truth. New series, Voices of
iierica, evolved in cooperation
h MBS, which solicits letters
m Americans for overseas lis-
ers, and recorded by the VOA

1> was described. Examples of

ssian jamming also were played.
sentation was directed by
irles Hulten, outgoing general

) nager of the State Dept.s in-
"1 mation and educational program.

National Nielsen Ratings*
Top Radio Programs
al U. S. Area, Including Small-Town,
arm and Urban Homes and including
elephone and Non-Telephone Homes)
EXTRA-WEEK—June 10-16, 1951
EVENING, ONCE-A-WEEK

Current

Rating

ent Homes
ak Program %
Lux Radio Theatre (CBS) 13.3

My Friend Irma (CBS) 10.0

i Walter Winchell (ABC) 9.0
b Bob Hawk (CBS) 8.9
» Life With Luigi (CBS) 8.8
: 2 Big Story (NBC) 8.7
; You Bet Your Life (NBC) 8.5

; Godfrey’s Talent Scouts (CBS) 8.5
£ Suspense (CBS) 8.3
) Dragnet (NBC) 8.0

el

ote: Number of h is by ap-
ag the “NIELSEN-RATING” (%) to 41,-
000—the 1951 estimate of Total United
2s Radio Homes.

) Homes reached during all or any part

4'he program, except for homes listening

T to 5 minutes.
yright 1951 by A. C. NIELSEN COMPANY

i
{
{ |

BARNARD NAMED
Gets Hulten’s Voice Post

APPOINTMENT of Thurman L.
Barnard, former advertising
agency executive, as acting general
manager of the International In-
formation & Educational Exchange
program, succeeding Charles M.
Hulten, was announced by the
Dept. of State last Monday.

Mr. Hulten, who has admin-
istered the Voice of America and
other U. S. activities since Jan. 4,
1950, was named chief European
representative for the information
and educational program. Head-
quarters in Paris, he will concen-
trate on the initiation of new oper-
ations in Europe.

Mr. Barnard formerly was exec-
utive vice president of Compton
Advertising Inc., New York, and
also director of the agency’s plans
board and a member of its board
of directors. Since March 19, he
has been serving as special projects
deputy to Edward W. Barrett, As-
sistant Secretary of State for Pub-
lic Affairs.

Both Messrs. Barnard and Hul-
ten held directors posts in the Office
of War Information during World
War II. Mr. Barnard was execu-
tive director of OWI’s overseas
branch, while Mr. Hulten held the
post of assistant director. Later
Mr. Hulten served as both assist-
ant and deputy director of the
State Dept.’s Office of International
Information.

Mr. Barnard joined N. W. Ayer
& Son in 1920, remaining with
the agency until 1943 as vice pres-
ident and manager of its Detroit
office. Mr. Hulten began his gov-
ernment career in 1942 after serv-
ice on western newspapers and
teaching journalism at Oregon and
Stanford universities.

PULSE RATINGS
Benny Leads Top 25 Shows

JACK BENNY, with an average
rating of 13.9, led the top 25 net-
work radio programs in the Janu-
ary-June multi-market radio Pulse
survey released last week.

Following are the Pulse ratings
for the 25 programs during the 6-
month period:

Av.
Rating

Jack Benny 13.9
Lux Radio Theatre 121
Ameos ‘n’ Andy 11.2
Edgar Bergen 1.2
Walter Winchell 10.6
My Friend Irma 10.0
Bob Hope 9.6
Arthur Godfrey (M-F) 9.4
Fibber McGee & Molly 9.3
Godfrey’s Talent Scouts 9.3
You Bet Your life 9.3
Mr. District Attorney 9.2
Suspense 8.6
Big Town 8.4
FBI in Peace and War 8.4
Hallmark Playhouse 8.4
Red Skelton 8.4
Life with Luigi 8.3
Bing Crosby 8.2
Mr. and Mrs. North 8.2
Mystery Theatre 8.2
Big Story 8.1
Dr. Christian 8.0
Mr. Keen 8.0
Life of Riley 7.6
Mr. Chameleon 7.6
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F. ALBRIGHT, part owner and general manager WKBV Richmond,
e Ind.,, appointed general manager WNAO Raleigh, N. C. Mr.
Albright was with WKBV for seven years, and prior
to that with WIRE for eight years.

LIONEL F. BAXTER, manager of operations and pro-
gram director Voice of Alabama Inc. (WAPI, WAFM
(FM) and WAFM(TV) Birmingham), appointed di-
rector of sales, programming and operations for WAPI
and WAFM(FM). C. P. PERSONS Jr., sales manager
for the three stations, to handle sales for WAFM(TV).
Changes were announced by THAD HOLT, president,
treasurer and general manager of Voice of Alabama.

; A4
Mr. Albright

HERBERT SCOTT, commercial manager WARD Johnstown, Pa., %o
WPAZ Pottstown, Pa., as co-owner and general manager.

DOUGLAS FLEMING, merchandising manager WOAI-AM-TV San
Antonio, transferred to radio sales department. PAUL ADAMS Jr.,
sales service staff, succeeds Mr. Fleming as merchandising manager,

HIL F. BEST, Detroit, appointed national representative for WVCG
Coral Gables, Fla.

ROBERT C. HITCHINS, public relations director National Industrial
Advertisers Assn., to network radio advertising and promotion dept.
NBC as sales presentation writer. He was with WNAO Raleigh, N. C,,
and WEEK Peoria, Ill.

J. DAVID RUTLEDGE, Lannan & Sanders, Dallas advertising agency,
to Dallas sales staff Katz Agency, station representative firm.

Collins 26W-1
Limiting
Amplifier

In AM transmitter applications the 26W-1 limit-
ing amplifier limits loud audio passages, thus
preventing overmodulation and the accompany-
ing distortion and adjacent channel interference.
This limiting action permits a higher average
modulation level, and consequently a stronger
transmitted signal.

In FM applications the 26W-1 prevents
excessive transmitrer swing, which produces dis-
tortion at the receiver due to the inability of
the average discriminator to handle frequency
swings greater than 150 kc. In FM systems, wide
range audio makes such distortion extremely
noticeable.

Write your nearest Collins office for further
information.

FOR BROADCAST QUALITY, IT'S . . .
COLLINS RADIO COMPANY

Cedar Rapids, lowa

Dogwood Road
Fountain City
KNOXVILLE

2700 W. Olive Ave.
BURBANK

11 W, 42nd St.

1937 Irving Bilvd.
NEW YORK 18 DALLAS 2
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JOHN C. COOPER Jr., commercial manager WTBC Tuscaloosa, A"

named general manager Opelika-Auburn Broadeast
Co. (WJHO Opelika, Ala.).

HENRY J. OPPERMAN, assistant advertising m
ager Falstaff Brewing Corp., St. Louis, to ABC
network sales department, as account executive.

H. NEEDHAM SMITH, account executive W
Cincinnati, appointed account executive WBNS.
Columbus. |

TRACY MOORE & ASSOC., Hollywood, appointed 1 |
resentatives for KBIS Bakersfield, Calif.

Mr. Cooper

ROWLAND WESCOTT, production department NBC Hollywood,
KNBH(TV) Hollywood, as account executive. He replaces ROBE
HUMPHREY, now with Foote, Cone & Belding, L. A.

ADAM J. YOUNG, N. Y., appointed as representative for KTRM B¢
mont, Tex., effective July 15.

HAL HOLMAN Co., Chicago, named national representative for Wl
Joliet, Ill. .

pet‘oﬂdlﬁ e o o
PAUL W. MORENCY, vice president and general manager WTIC H:
ford, appointed to State Civil Defense Advisory Council. . . . RICHA §
K. BLACKBURN, assistant manager and technical engineer WT §
Hartford, Conn., appointed to Civil Defense Aviation Advisory Cou
. .. TOM COMPERE, attorney NBC Chicago, is on active duty for §
weeks with U. S. Army Reserve at Camp McCoy, Wis. A lieuten
colonel, Mr. Compere commands 337th infantry regiment of 85th divis
and is in charge of all recruit training. ...

ERNEST FELIX, acting general manager ABC Western Division, elec:
to board of directors Hollywood Chamber of Commerce. Also on bo §
are: JEAN HERSHOLT, radio-screen star; SIDNEY N. STROTZ, for §
NBC Western Division vice president; FRANK SAMUELS, former A
Western Division vice president and now West Coast radio-TV dire
William Morris Agency; RAYMOND R. MORGAN, president Raym
R. Morgan Co.; JOHN K. WEST, NBC Western Division vice presid §
ROBERT J. McANDREWS, managing director, Southern Califoi 8
Broadcasters Assn., and president, Hollywood Ad Club, is an ex-of]
director. . .. HOWARD L. EMICH, commercial manager WMAM Ma: §
ette, Wis., father of boy, June 21.

FRANK MARTINO, account executive WMTR Morristown, N. J., fat §
of boy. .. .LLOYD E. YODER, general manager KNBC San Franci
named member of San Francisco Citizens’ Committee for annual m:|
ing of American Public Health Assn. to be held in San Francisco
October. . . . ‘

THAD SANDSTROM, general manager KSEK Pittsburg, Kan., ele
to board of directors Chamber of Commerce . . . MAX M. SAVI]
vice president WCCC Hartford, father of boy, David Harrison ... LLO §
E. LENARD, radio sales manager KNOE Monroe, La., elected pr
dent Monroe-West Monroe Junior Chamber of Commerce . . . LO
SIGMON, vice president and assistant general manager KMPC Ho§
wood, awarded honorary degree by Milwaukee School of Engineer |
Mr. Sigmon addressed the commencement ceremonies.

GREENVILLE i

"SOUTH CAROLINA’S LARGE]
METROPOLITAN AREA

In EMPLOYMENT |

House Coverage

RADIO-TV coverage of House de-
bates is urged in a new request
(H Res 326) introduced in the
lower chamber July 13 by Rep.

John Jarman (D-Okla.). His House GREENV"'LE 45196
resolution would permit broadcasts Columbia 26,63
and telecasts of proceedings by

amending a House rule. It would Charleston 23,2]

also set up a special gallery in the
House to accommodate radio-TV
reporters engaged in this cover-
age. A standing committee “of
Television and Radio Reports,” di-
rected and controlled by the House
Speaker would supervise the gal-
lery.

S. C. Emp. Sec. Com,, 1950
MAKE IT YOURS WITH

W F B € 5000 watj

b Station Greenvilfe B

Tovs N
NBE For the Greenville-Anders |
Spartanburg Markets ‘

Represented by Avery-Knodel
BROADCASTING ® Telecasti§




) CITE WOMEN BROADCASTERS

‘McCall’s’ Announces Public Service Awards

BLIC SERVICE achievements
vomen in American broadecasting
tadio and television—will be
lognized by a new series of an-
al awards announced last week
McCall’s magazine.

Seven awards will be presented
h year: Three to women broad-
iters, who are defined as women
8 ho appear before camera and
-l ;rophone”; three to women
scutives, “who concieve, prepare
1 are instrumental in presenting
plic service programs or pro-
ts,” and one special award for
standing public service of any
ture which may be won by either
sroadeaster or executive.
lcCall's also will present cita-
ns to the stations or networks
resented by the winners of the
.cutives’ awards for making the

'3 On All Accounts

4 (Continued from page 10)

L lsaw. A specialist in catalog-
28, he later “classified everything
8 the Navy” as a lieutenant in the
)ply eorps.
Je served two years, and after
return to the agency in 1946
rked in the new business depart-
mt, sheperded Encyclodaedia Bri-
mica and Britannica Films and
nehow wangled the task of put-
4 g the company’s pension plan
N o effect.

2

His Accounts

4 Je now supervises Manor House
% fee and Stopette, both large
4 ors of broadecast media. Stopette
ys What's My Line? on CBS-TV
4 d Manor House has Stud’s Place,
I ABC co-op, on WENR-TV Chi-
"8 20 and Who Said That?, an NBC
1 op, in five markets.
The McKinneys (she is the for-
v+ Katherine Hughes of Oak
A rk, Ill.) and their youngsters,
.4 ne Margaret, 9, and William
A ontgomery, 1%, live in suburban
“§ innetka. Mr. McKinney, who is
4 airman of the Community Chest
-4 ive there, has just finished build-
4 7 an office in his basement, and
concentrating now - on hand-
stalling a bluestone terrace.

work of these women executives
possible.

“All awards,” McCall’s stated,
“will be made on the basis of pub-
lic service by a woman to her com-
munity or nation, regardless of
station or community size.” The
awards will be made on the worth
of the woman’s idea and its value
to her community, not on the calibre
of performance or technical perfec-
tion.

Awards to women appearing on
the air will be made for outstand-
ing public service to a community
based on a subject of general com-
munity importance; for outstand-
ing public service to women and
for outstanding public service to
children. Three similar awards will
be made to women broadcasting
executives, The seventh award for
the best public service job of any
category may be presented to
either a broadcaster or an execu-
tive.

Awards will be based on evi-
dence of performance submitted by
or on behalf of the women enter-
ing the contest. Original awards
covering programs or projects
broadcast between Sept. 1, 1950,
and Aug. 31, 1951, will be an-
nounced in McCall’s and presented
at the 1952 AWART convention.
Contest information and entry
blanks may be obtained from Frank
Hogan, charge of media relations,
MeceCall’s 230 Park Ave., New York
TNV

Avco Arranges V-Loan

AVCO Mfg. Co. completed arrange-
ments with a group of banks last
week for a V-loan credit of $50
million and an additional unse-
cured credit line in the amount of
820 million, to be used to finance
defense contracts for production of
a wide range af electronic equip-
ment, tank and aircraft engines,
and airframe components. Federal
Reserve bank officials said it was
the largest V-loan credit yet proc-
essed through the New York Fed-
eral Reserve Bank and the second
largest authorized in any Reserve
district.

Adpertisement

From where [ sit

by Joe Marsh

A Big Boost
For Smitty!

Stepped into Smith’s Department
Store the other noon and saw the
strangest thing. “‘Sis” Davis was com-
ing up the stairs from the basement
with a bundle of wash.

“Is Smitty taking in washing these
days?”’ I asked. “Not quite,” she says.
“He’s just put in a new automatic
washing machine, so the girls who
work here can get their laundry done
while they’re eating lunch. Means
more time to relax at night and on
weekends.”

I thought what a swell boss Smitty
must be. Human relations between the
boss and employees have certairly
taken a big step forward during my
lifetime.

From where I sit, people seem to be
doing a better job of seeing our neigh-
bor’s viewpoint these days. Though
his ideas and tastes may not be ours,
we can understand his preference for
a certain breakfast cereal, a favorite
movie star, or for a temperate glass

IT'S A HABIT!

For 24 years, farmers in Kansas and

of beer or ale. That’s the way it sheuld
be in a free country.

he Mussg

Copyright, 1949, United States Brewers Foundation

nearby states have turned to WIBW
for dependable service and preferred

entertainment.

| WIBW
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*_ recently seen in radio.

editorial

Levelling on Local

A BROADCASTING Trends reported in this issue,
shows that local advertisers are increasing
their spending on radio stations of all sizes
in markets with and without TV.

We think that is the healthiest sign we've
If anybody knows the
_ sales-producing value of a medium, it is the
local retailer who can count the customers
that his advertising brings to his door.

In view of the increased spending in radio by
local businessmen, it is hard to understand why,
according to our survey, some national ad-
vertisers seem to be cautious about investing
in radio, particularly in TV cities.

Their caution is even harder to explain when
one of them, the Assn. of American Railroads,
reports that it is having more measurable suc-
cess with its network radio program this
yvear than it did when the TV audience was
less than half its present size. A full report
of this success is also in this issue.

Maybe the national advertisers who are
hanging back, waiting for radio to go away,
haven’t been in touch with the local merchants
who sell their products. The local mer-
chants don’t seem to think it has gone away,
or if it has, it must be delivering all those
customers by some sort of spiritualism.

T

Port in the FM Storm

THE AVERAGE reader of this journal is
aware of the storm of violent intensity brew-
 ing over the future of FM. We do not claim
. that we provoked this intentionally when we
ran two editorials expounding on unused spect-
rum space allotted to FM.

The widespread reaction gives encourage-
* ment that the old FM enthusiasm, quiescent
 in recent months, has rveasserted itself. For
more than a month, our OPEN MIKE depart-
ment has rung with the opposition of FM
zealots. In this issue we have a story sum-
marizing still other comments in this vein.

Chairman Coy was even called upon. He
made an announcement “by direction of the
Commission” denying that it was considering
the diversion of any part of the FM band to
TV or any other services. This statement is
quite correct as far as formal Commission
consideration is concerned, but it was silent on
the matter of informal discussions among
Commissioners and staff.

Whatever the motivation, this revival of
interest should not be permitted to peter out.
FM partisans express lively hopes for the
future. The mere expression of hope is not
enough. Something has to be added: In this
case, exploitation, action and selling. Some
FM broadcasters contend there are not enough
sets being manufactured. The manufacturers
argue there’s a surplus in the warehouses.
Manufacturers aren’t disposed to ignore a
ready market, if they know it exists. It’s up
to the FM’ers to help create it.

If they served no other purpose, our editorials
put a lot of FM operators into a fighting
mood. Exactly that mood is needed to kick
off an invigorated campaign. But there must
be a plan. There must be scope and direction.

Most FM broadcasters are weary of special
committees and organizations. They have had
several, which just faded away because of lack
of interest and financial support.
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We suggest that the all-out FM broad-
casters channel their energies in the direction
of the reorganized NARTB, which within the
last month used its good offices in the direction
of coping with the FM set situation. To get
a result, however, enough FM operators must
back their enthusiasm with deed and some
modicum of money. The organization is there
—to serve all the broadcast media.

If the determination and aggressiveness
evidenced in those letters to the editor were
fused into a movement to get the NARTB
really rolling in FM, we think a positive pro-
gram for FM development could be created
and carried to fruition.

Public Service Saga

BROADCASTERS along the routes of the
churning Missouri, Kaw and Mississippi rivers
were busy last week. They were too busy
to tell the story of their role in combatting
one of the most devasting floods in Midwest
history. They were busy working around the
clock with relief authorities and in keeping
transmitters on the air to instruct the public
and workers alike in giving aid to the home-
less, in saving lives and salvaging property.

Later, when the flood-waters have subsided,
the story of radio’s newest saga of public
service will be told. It will be a story reminis-
cent of the Spring of 1937 when radio came
to the rescue in the Ohio-Mississippi flood
areas. It will be a story of radio better equip-
ped for the task, with auxiliary power supplies
and mobile units, with transit radio and tele-
vision. There will be stories of heroism, dan-
ger and personal privation. Some as reported
in this issue already are filtering through.

Radio knew its role. The Civil Defense
planning of recent months did not envisage
the Missouri-Kaw-Mississippi flood. Something
even more sinister motivates that planning.
But the lessons learned were useful. Civil De-
fense Director Ray Moulton of Kansas City is
authority for the statement that radio alone is
responsible for forestalling an even greater
tragedy.

In those 30 years that have elapsed since
radio’s birth it has established one great tra-
dition above all others. That is its magnificent
performance in time of human need.

DuMont: Matchmaker

IT MADE a lot of sense for eight TV set man-
ufacturers to split the tab for the DuMont
telecast of the Charles-Walcott fight last
Wednesday.

Certainly no element of the telecasting in-
dustry has a bigger stake in restoring big-time
boxing to broadcast television than the people
who make the sets which the public has been
buying in the expectation of seeing popular
sports in its homes.

Obviously the eight manufacturers were per-
suaded to cooperate in sponsoring this event
because theatrical TV was beginning to show
signs of wishing to monopolize big events.
We believe that the price of a receiving set
ought to be the total admission charge to all
televised sports, and we commend the manu-
facturers for outbidding the theatres in this
instance.

It’s the kind of thing that ought to extend
into all types of TV programming. For it is
programming that sells television sets, just
as it is good programming that builds audiences
for advertisers. The opportunity for close
cooperation between manufacturers and tele-
casters must not be ignored. After all, they’re
in the same business.

s

- our respects fo:

VERL DeCHRISTA BRATTON

caster, that’s Verl Bratton, executive

vice president and general manager of
WKTY La Crosse, Wis., who this month is
celebrating his 25th year in radio.

At 44, Mr. Bratton is one of the youngest
members of the Radio Pioneers.

In addition to the above attributes, Mr.
Bratton can make the unusual claim of being
one of the few men in radio management who
is a former union official.

This occurred shortly after he was made
general manager of WREN, then in Lawrence,
now in Topeka, Kan. Mr. Bratton was ap-
proached by opposing factions of Local 512,
American Federation of Musicians, with the
unanimous request that he accept the presi-
dency of the local. .

Such an arrangement, they said, would “pro-
vide the only unbiased leadership” agreeable
to the otherwise dispute-laden membership.
Mr. Bratton, while a former practicing mu-
sician, had not taken part in union activities
for years, but he accepted the presidency, and
was re-elected to the post five times.

Most of Mr. Bratton’s life has been spent
in Kansas, his native state. He was born April
18, 1907, in Lawrence, and attended grammar
and high schools there. He has a middle name,
DeChrista, but he hasn’t used it, or a middle
initial, for a quarter of a century.

He and his brother, Karl, sang professionally
even while in junior high school. Later they
appeared on stages throughout the southwest,
touring in a Model T. Verl handled the guitar- |
playing half of the team. Karl is now director
of the U. of New Hampshire’s School of Music. |

Studying liberal arts at the U. of Kansas,
Mr. Bratton also managed to continue his
singing over WREN. In 1929, radio took him
to Hollywood. There, on the music staff of
KFWB Los Angeles, he worked with such
entertainers as the Boswell Sisters and Tom
Breneman.

While singing over the radio, he became
more and more interested in the management
side of broadcasting. He finally decided to
make it his business career, and in 1932 he
returned to WREN as an announcer, deter-
mined to learn broadcasting thoroughly.

He filled such posts as news editor, chief
announcer, program director, salesman and
sales manager, all of which resulted in his
appointment as the station’s general manager
in April 1932. In 1933, he was graduated from |
the U. of Kansas, with a B.M.E. degree. ]

Joining the Lee Syndicate for radio stations |

sUTHOR, musician, vocalist and broad-

(Continued on page 50)
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T he habit of listening is a natural outlet for

the women of the Southwest. More than a
) million of them tune in Gloria Swanson, Julie
» Benell and Mary Margaret McBride before
making out their shopping lists!

A sales message on foods, cleaning products

: or toiletries falls on an attentive ear if heard
while the listener is doing her housework or

giving herself a facial!

1 When the top-three homemaking commenta-

tors in radio tell it they sell it on WFAA/

gy
s e

Wﬁm 5,000 WATTS o ; ABC e TQN
RADIO SERVICE OF THE DALLAS MORNING NEWS ° MARTIN B. CAMPBELL, GENERAL MANAGER o EDWARD PETRY & CO., REPRESENTATIVES

F !

—
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Respects
(Continued from page 48)

and newspapers in 1949, Mr. Brat-
ton was elected vice president and
general manager of WKTY at the
time of its purchase by the
La Crosse Tribune two years ago.

During the two years the station
has been under his management,
Mr. Bratton has eliminated much
of the overwhelming hill-billy flavor
which once characterized its pro-
gram structure.

A firm exponent of block or
“patterned” programming and de-
tailed promotional and merchan-
dising services to advertisers, Mr.
Bratton substantiates his beliefs
by pointing to the 205% audience
gain for his station in less than
two years.

Stresses Local Service

“We've gone in heavily for com-
munity service, too,” Mr. Bratton
says. “Not just in La Crosse, but
in towns and villages throughout
. our basic coverage area. And on

* 580 ke (with 1 kw), a station has

lots of basic coverage.”

WKTY special events crews
scour the area with portable tape
equipment to make pickups flavored
for a community appeal.

“It’s community service on this
level that brings in new listeners
and cements the loyalty of regu-
lars,” Mr. Bratton says. “It’s no

- wonder that town and rural author-
ities throughout our area telephone

Advertising is bought

by the [EEXTof

‘executives who plan

| marketing SiEEY)

and tactics.
Printers’ Ink is

read by the whole

marketing group
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our station when winter blizzards
close classrooms. We get such
emergeney information on the air
‘right now’ and often, and it pays
off well in listener loyalty that
gives radio real responsibility . . .
and something solid to sell.”
Although Mr. Bratton is quite
happy in the management end of
broadeasting, there is still a touch
of show business nostalgia in his
heart. He is an amateur song
writer, and can still draw a pass-
able tune from a piano, guitar,
banjo, mandolin, clarinet and vibra-

harp.
That side now, however, only
shows itself socially, and fre-

quently at his home. Mr. Bratton
married his hometown sweetheart,
the former Esther Kuhn, 17 years
ago. With her, he shares an in-
tense interest in home movies.

He is an active Kiwanian, a
member of the Elks, Phi Mu Alpha
and still finds time to take part in
civie affairs.

To self-appointed critics prone
to carp at the alleged ‘“lousy”
radio programs supposedly ocecu-
pying the air these days, Mr. Brat-
ton offers this comment: “A ‘lousy’
program is one that you yourself
don’t like. It may conceivably bring
a bit of added pleasure into the
lives of many of its listeners; and
if it does, it can’t be all bad
whether it’s a gang of hill-billies or
a gang of opera singers!

“Tf broadcasting can accomplish
no more than to help dispel some
of our everyday worries, it would
still be worth every bit of effort.”

CRIME PROBES
Radio-TV Coverage Planned

RADIO-TV probably will be carry-
ing the Senate Crime Investigating
Committee hearings periodically
until the unit expires Sept. 1, with
possibly a windup series of “spec-
tacular” sessions held in New York
City soon after Aug. 1, it was indi-
cated in Washington last week.

Radio-TV coverage plans were
underway as the committee opened
a hearing in Washington Thursday
with a shift to Atlantic City sched-
uled later in the week. The com-
mittee was to hold another hearing
in the nation’s capital today (Mon-
day).

It was said the New York hear-
ings would dig into links between
the criminal world and politics
again, thus assuring radio-TV au-
diences, if hearings are carried, a
repetition of the fare which made
the committee famous and a house-
hold topic in the nation last March.

Policy, since the committee has
been under the chairmanship of
Sen. Herbert R. O’Conor (D-Md.),
is to rule out commercial sponsor-
ship of the hearings. There has
been no indications of any commit-
tee turnabout on this point.

AS result of its recent all-out mem-
bership drive, Academy of Television
Arts & Sciences, Los Angeles, has an-
nounced that 374 new members repre-
senting several phases of television
industry have joined organization.

CIVIL DEFENSE ROLE

FCDA Describes Radio’s Functior

THE ROLE of broadecasting sta-
tions in the operating procedure
of civil defense control centers is
touched on in a manual prepared
by the Federal Civil Defense Ad-
ministration for the guidance of
state authorities.

A model layout suggests that
each control center transmitter be
supplemented with special receiv-
ing equipment to receive subaud-
ible radio attack warnings piped
through regular broadcast stations.
A second function would be to
monitor the transmissions of local
stations.

“It is expected that broadcast-
ing stations will be grouped and
transmit the same program, so
monitoring will be relatively
simple,” FCDA observed. Simul-
taneous transmission of the same
program, involving a number of
stations, is part of the joint FCC-
Air Force operational plan out-
lined to broadcasters earlier this
yvear [BROADCASTING ® TELECAST-
ING, April 23, March 26].

Under the proposal drafted by

FIDELITY SYSTEM

Expansion Announced

EXPANSION of the Fidelity
Broadcasting System has been an-
nounced. FBS, which began opera-
tion last February, now numbers
30 stations in Florida and Georgia.

The network, a regional system
of home-town stations, is under the
direction of Executive Vice Presi-
dent Ralph Houston, longtime
radio sales executive. Home of-
fices and studios are in the FBS
Bldg., Jacksonville, Fla.

President of the corporation is
Harlow Barnett Jr., of Florida’s

. Barnett banking family. A continu-

ing study of market areas in
Florida, Georgia and Alabama is
being made by the Crisp & Harrison
Adv. Agency, Jacksonville, with the
aim of broadening coverage of the
home-town radio network through-
out the south.

Programming is on an 18-hour
basis. Rate Card No. 1 (revised)
lists one hour, one time, as Class
A (6-10:30 p.m.), $1,650; Class B
(7 a.m. to 6. p.m.) $1,500, and Class
C (6-7 a.m.) $1,350. These rates
became effective July 1.

Affiliates of FBS are listed (all
Florida unless otherwise designated):
WRHC and WIVY Jacksonville;
WJIVB Jacksonville Beach; WWPF
Palatka; WGGG Gainesville; WFOY
St. Augustine; WDSR Lake City;
WNER Live Oak; WIPC Lake Wales;
WROD Daytona; WCNH Quincy;
WFWF Key West; WEAR Pensacola;
WINZ Miami; WEAT Lake Worth;
WTNT Tallahassee; WLOF Orlando;
WLBE Leesburg; < WALT Tampa;
WSPB Sarasota; WLAK Lakeland;
WCLE Clearwater; WMMB Mel-
bourne; WIRK W. Palm Beach;
WPLA Plant City; WSIR Winter
Haven; WPCF Panama City; WJCM
Sebring; WAYX Waycross, Ga., and
WMOG, Brunswick, Ga.

BROADCASTING ® Telecasting |

the Dept. of Defense over recen"
years, local civil defense personne |
would be alerted to imminent aij
attack through coded signals trans
mitted, without the knowledge o-
station personnel, over radio facil
ities.

“Unless rapid, effective com!
munication is maintained withir
local civil defense organizations
and with state and federal author!
ities, civil defense machinery will
not be able to function properly
when needed,” FCDA warns. Com:
munication already has beern
described as the “nerve system’ oi
civil defense by the President and
other top government officials.

Also included in the interin
layout is a diagram of the munici
ipal control center, with mentior
of a “key radio station” in each
area. Under the FCC plan, sta
tions may elect to enter the operaf
tional system with modification of
equipment.

According to the FCDA contro,
center guide, six small transmitters
would be used to communicate with
warden command ‘posts, wit
mobile teams and with other units
furnished by the Radio Amateu
Civil Emergency Service, fo
which FCC designated frequencies
last January. |

FCDA hopes to issue its detailed
communications or technical man-
ual, spelling out broadcasting func-
tions, later this summer. The book-
let will implement the President’s
Master Civil Defense plan, dis
closed last September. g

SUMMER SPONSORS
Radio Retaining 95%

ALMOST 95% of present radio
network sponsors and 879 of the
TV network advertisers are retain-
ing all or a part of their network
time during -the summer, the|
FACTuary published by Execu-
tives Radio-TV Service, reported
last week.

The report showed complete hia-
tuses by 18 of 135 network TV
sponsors and six of 116 network
radio sponsors. On basis of pro-
grams, 17 out of 31 vacationing TV
shows are being replaced by other
sponsored shows, while 7 of 45
vacationing radio programs are be-
ing replaced with sponsored shows.
A total of 124 sponsored TV net-
work shows and 164 sponsored ra- |
dio network programs are regu- |
larly scheduled during the summer, |

the report said.
One of the leading and

RCA INSTITUTES, INC.

é oldest schools of Radio

Technology in America, offers fits
trained Radio and Television tech-
nicians to the Broadcasting In-

dustry.
Address { iries to
Placement Director
RCA INSTITUTES, INC.
A Service o; ‘I‘tadto Corpora

of America
350 W. 4th St., New York 14, N. Y.
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