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Advertising dollars have to do double duty these days. And [}
that’s why more and more national advertisers are turning to - § ]
W-I-T-H in Baltimore. Because on W-I-T-H, advertisers get :
MORE for LESS!

You get MORE listeners-per-dollar—far more!—than from
any other radio or TV station in town. You get this huge, re-
sponsive audience at amazingly low cost. For profitable results,
W-I-T-H is the real bargain buy in Baltimore.

Just call your Headley-Reed man. He’ll give you all the facts.

The results station ,
Baltimore, Md. d o

TOM TINSLEY, PRESIDENT — REPRESENTED BY HEADLEY-REED




A SPECIALIZED PROGRAM FOR A SELECTIVE MARKET...

FARMINORLD

. . . Presenting all the basic, up-to-date information needed in
the business of agriculture, to one of the greatest farm radic
audiences in the Midwest.

FARM WORLD TODAY, broadcast Monday through Saturday, 11:30-
11:55 A.M,, is an example of WLS specialized programming for a large
and important selective market — those people, men and women, whose
basic economy is dependent upon agriculture. Conducted by Al Tiffany,
WLS Agricultural Specialist, FARM WORLD TODAY boasts one of
the greatest farm radio audiences in the Midwest. They listen for infor-
mation essential to the business of agriculture . .

« New Crop Possibilities!

e Forecast of important crop and livestock potentials!

e Labor saving devices — weather — markets!

o Local, National and International news affecting agriculture!
L]

Projects of leading agricultural organizations —
including farm women groups!

... all important to all members of Midwest farm families because of the
growing significance of possible war economy; heightened interest in
market reports; ever present concern over weather conditions, and the
need to keep abreast of the very latest agricultural developments.

From your point of view, FARM WORLD TODAY offers tremendous
commercial possibilities. Sold on an economical participation basis, this
program’s inherent prestige yields quicker acceptance and firmer belief
in cach sales message — begetting instant buyer action.

Through years of service to the vast agricultural industry, by such
programs as FARM WORLD TODAY, WLS has emerged as the undis-
puted agricultural Ieader in the Midwest — the result of planned program-
ming and service by the largest informed agricultural staff in radio.

Your Blait man has complete details on WLS agricultural leadership.

B90 KILOCYCLES, 50,000 WATTS, ABC NETWORK—REPRESENTED BY

F. C. Bisson, Market Specialist,
presents latest market informa-
tion on FARM WORLD TODAY

JOHN BLAIR & COMPANY

The WLS rural. market is big
and important, with 1,738;-
370 radié families. whose
economiy_is. 5ol greatly. de-
pendent ‘Wpon. ‘agriculture,

This market -consists of:

11.5.% of the nation’s cash
farm .income.

8.1 % of the nation’s. far
9.1:%: of the-nation's cattle
15.6 %: of the nation’s hogs

9.4% of the nation’s poultry
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WSAR is the only FALL RIVER-NEW BEDFORD

which delivers large audiences

2000w

how jar does . ..

34,

g

a week go on

WSAR

Fall River, Mass,

oanawer:*

For $34.00 a week—5 one-minute
announcements—each with a guar-
anteed rating of 6.0 in Fall River
and 2.0 in New Bedford.

Total Rating points—Fall

River .................. 30.0
Total Rating points—New
IBEdford @Y T v 10.0

* Based upon a 52 week basis

==

=

| ?

Answer:**

For $68.00 a week—10 one minute an-
nouncements—each with a guaranteed
rating of 6.0 in Fall River and 2.0 in

New Bedford.
Total Rating points—Fall

River i e 60.0
Total Rating points—New
Bedford ................... 20.0

“* Based upon a 20 week basis—lower yet if
bought on a 52 week basis

1480Kc w S

in both cities

A[R{ FALL RIVER, MASS,

National Representatives HEADLEY-REED COMPANY

Washington 4, D. C.

Y, 53rd and 54th issues
C. E
ntered as Second class matter March 14, 1933, at Post Office at Wash
, ashington, D,

(Yearbook Numbers) publish
ed
in January and February by BROADCASTING PusLIcaTIoNS, Inc. 870 Nati
, Inc., atio: ildi
Haren o 13’?&}‘ Press Building,

C., under act of

station
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Mrs. Jean Dale lcenter), Secretary, Wilmington Women's

i i i {right) " "
Bowling Association, and Miss Morgorel Bader gt s on WDEL-TV each night at 6:45 conducted
highest single game bowler for women in the State of i X i 1
Delaware, discuss bowling techniques with George Frick by George Frick. The program isbroad and versatilein con-
who conducls SThe Sportiagtscene SoniW DELTV: tent. Typical of these programs is the one shown above
L when women bowlers demonstrated bowling techniques.
“ Another feature has been a series of golf instructions con-
ducted by a local professional. Football coaches have been
0 called upon to give diagrammatic instruction in plays

and new rules thus increasing the average sports fan’s
” enjoyment and understanding of the game. Young hope- :
ﬂ /' fuls have received professional instruetion through base-

I/ ball clinics. With many such activities on “The Sporting
Scene,” WDEL-TV serves its listeners by planning these

é programs so they are not merely reportorial but useful,
e ” informative and constructive. This program for sports
fans is one of many public service features telecast for
WDEL-TV viewers in the many communities it serves.

WDEL-TV

Represented by
ROBERT MEEKER ASSOCIATES Chicago + San Francisco - New York « ' Los Angeles

Page 4 ® November 5, 1951 BROADCASTING ® Telecasti
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|SHORTLY TO BE announced will be sale of
¥COP Boston by Cowles interests (Des Moines
egister Tmbune aneapolls Star Journal,

hville. Amount $150,000. Transaction be-
negotiated through brokerage firm of
foward Stark, New York. Cowles originally
acquired station in 1944 for $225,000.

IIBS RADIO stationi relations and top brass
burning midnight oil evolving sales structure
ghich will permit network to ‘“remain com-
petitive” with NBC by virtue of that net-
work’s revolutionary basic economic plan
T, Oct. 8, also see pages 23, 54]. It’s ex-
ected CBS Radio plan, probably due before
. 1, will, like NBC's, eliminate “must” net-
ork buys and permit advertisers to pick and
choose markets, taking into account TV. CBS
tadio plan also expected to have dollar floor
BC’s is 75% of rate card.)

ALTHOUGH IT hasn’t been mentioned in
news reports, new Democratic Committee
Chairman Frank E. McKinney and FCC Chair-
an Wayne Coy are close personal friends,
ating back to “barefoot” days in their native
Indiana. Mr. McKinney owns interests in four
ndiana stations .(see page 28).

CHANGES COMING UP in ABC West Coast

erations Bill Phillipson, attorney who’s
%n working in ABC television department,

ted to become West Coast head pending com-
pletion of ABC merger with United Para-
mount Theatres. Phil Hoffman, general man-
ager KOB-AM-TV Albuquerque, to become
‘mzmager of ABC’s KECA-TV Los Angeles.
/Donn Tatum continues as ABC’s TV head on
‘wCOast ABC President Robert E. Kintner was
I to fly coastward over weekend.

‘QUAKER OATS, in move to promote rural
markets rather than urban, is moving part of
budget from television to radio. Firm will
drop half-hour TV show Sundays on NBC-TV
but will put its Gabby Hayes program (Martin
Stone package) on radio, Sundays, 6-6:30 p.m.
on MBS replacing Challenge of the Yukon.
Quaker will continue to sponsor Hayes five
‘:times a week, 5:15-5:30 p.m. on NBC-TV

I
/ROBERT ELDER, research expert and in-
‘ventor of Audimeter, formerly with Lever
\Bros., now consultant in Boston, to confer this
\week with All-Industry Affiliates Committee
(ol best avenues of approach to research dem-
jlonstrating radio’s sales punch and position in
media field. Meeting of full committee, under
Paul W. Morency of WTIC Hartford, to be
held in New York starting Wednesday noon
@and continuing through Thursday. Subject
of future meetings with representatives of
lAssn. of National Advertisers also on 1%
iday agenda.

ICHANGES IN TOP executives of Canadian
|Broadcasting Corp. will be annourced soon

(Continued on page 6)

i ‘ﬂBROADCASTING ® Telecasting

RADIO LISTENING UP
IN HOMES WITH TV

RADIO LISTENING in TV homes, in propor-
tion to listening in homes equipped with radio
only, showed gain during the past year, ac-
cording to index released by A. C. Nielsen Co.
late last week. Listening in both groups showed
normal increase during the winter months, it
was pointed out, followed by expected seasonal
drop with arrival of warm-weather months.
In connection with total number of homes
reached, it was explained that the 7.4 percent
in column A represents 945,000—or about one
million—radio-listening families.

Following table released by Nielsen research
firm presents figures for an average minute
during period 7-11 p.m., Monday through Fri-
day:

A B c
Quarterly TV Homes AM-Only Homes Percent of
Period Using Radio Using Radio AtoB
Oct.-Dec., '50 8.2% 34.4% 23.8%
Jan.-Mar., '51 9.8 36.9 26.6
Apr.-June, 51 74 28.8 25.7
July-Sept., 51 6.8 219 313

BUSINESS BRIEFLY

BLOCK DRAMA @ Block Drug (tooth-
paste), to sponsor Dick Tracy half-hour TV
show on WABD (TV) New York and KSTP-
TV St. Paul starting mid-December, aiming at
juvenile audience. Agency, Cecil & Presbrey,

GILLETTE CLASSIC @ Gillette Safety Razor
Co. to sponsor broadcast of Army-Navy foot-
ball game Sat., Dec. 1, on MBS, which has
carried game since 1946. Broadcast starts at
1:15 p.m. from Philadelphia. NBC-TV to
carry TV version. Agency, Maxon Inc., N. Y.

AUTO SERIES @ Kaiser-Frazer Dealers
sponsoring TV mystery with Betty Furness
Sun., 7:30-8 p.m. on ABC-TV, Nov. 4 through
Deec. 2; shifts to Adventures of Ellery Queen
starting Dec. 9. Agency. William H. Weintraub
& Co., N. Y.

KELLOGG ACQUIRES @ Kellogg Co., Battle
Creek, Mich., has bought Pacific Coast plant of
(Continued on page 114)

Radiation Law Advisory Group Accepted

APPOINTMENT of voluntary broadcast ad-
visory committee to cooperate with FCC in en-
forcing new Radiation law (S- 537) accepted
in principle Friday by White House in meeting
with Broadcast Advisory Council. Judge Justin
Miller, NARTB board chairman, is council
chairman.

BAC members met with Joseph Short, Presi-
dent Truman’s press-radio secretary, at Mr.
Short’s invitation, to review draft of proposed
Executive Order covering enforcement of law,
which amends Communications Act to provide
authority to use or close down broadcast sta-
tions and nonbroadcast devices in case of
emergency or disaster. [BeT, Oct. 29].
Officials of other government agencies attended
Friday session.

Number of changes will be written into
Executive Order, with probability its issuance
will be delayed until late this week. Text had
been approved in principle by government
agencies affected but had not yet cleared Attor-
ney General.

Technical change proposed in order would
provide that rules and regulations covering
shutdown and use of stations be approved by
entire FCC though possibly enforced by one
administrator.

At close of meeting it was agreed any further
changes in draft of order would be submitted
by broadcasters to Judge Miller for submis-
sion to Jack Gorrie, chairman, National Secur-
ity Resources Board.

President delegates to FCC power to prepare
engineering plans for station operation during
attack or threat of attack. These would re-
quire approval of Secretary of Defense and
NSRB.

Mr. Short said FCC and military have been
working long time on radiation problem but

sought legislation to clear up possible legal
difficulties.

Government still working on plans for con-
trol of TV stations in emergencies.

Proposed order contains paragraph specify-
ing that stations must be kept on air as much
as possible and returned to operation at earliest
feasible moment after shutdowns. Mr. Short
made plain the government wants maximum
operation of broadcast stations, but at same
time doesn’t want to provide enemy with hom-
ing signals. He said broadcasters in general
appeared satisfied with proposed order.

Separate section provides that Secretary of
Defense does planning for government station
operation.

Attending White House meeting for broadcasters
were, besides Judge Miller, Ralph W. Hardy, Thad
Brown, Vincent Wasilewski,
Abiah Church, Robert K. Ri
all of NARTB: Fred W. Albertson, attorney; Leon
Brooks, CBS; Ben Chatfield, WMAZ Macon, Ga.,
Ted Koop, CBS, and Bill Ray, all for National Assn.
of Radio News Directors; Gustav Margraf, Frank
M. Russell, NBC; Paul O’Bryan, attorney; Ward
Quall, Clear Channel Broadcasting Service; William
Roberts, attorney; Percy Russell, attorney; G. Rich-
ard Shafto, WIS Columbia, S. C.; John P. South-
mayd, attorney; Earl M. Johnson, MBS; Karl Hoff-
man, WGR Buffalo: Robert H. Hinckley, ABC; Wil-
liam A. Fay, WHAM Rochester; George Sutton,
attorney; S. A. Cisler, WKYW Louisville; Marcus
Cohn, attorney; William Dempsey, attorneyv: Frank
Falknor, CBS; Howard Lane, Field Enterprises;
William B. Lodge. Howard Meighan, CBS; Joseph
McDonald, ABC; Gilmore N. Nunn, WLAP Lexing-
ton, Ky.; Stephen Tuhy, attorney: J. L. Van Volken-
burg, CBS; Mortimer C. Watters, WCPO-TV Cincin-
nati; Charles Wayland, attorney; Ed Wheeler, Radio-
Television Mfrs. Assn.; Martin H. Wilner, attorney:
Chris Witting, DuMont; Kenneth Gapen, Dept. of
Agriculture; Hugh B. Terry. KLZ Denver; Clair R.
McCollough, WGAL Lancaster. Pa.: rthur B.
Church, KMBC Kansas City; Philip G. Loucks, at-
torney; Arthur Mosby, KGVO Missoula, Mont.

for more AT DEADLINE turn page '
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CBS RADIO, OWNED STATIONS
TAKE COVERAGE SERVICE

CBS RADIO and CBS-Owned radio stations
Friday subscribed to audience measurement
and coverage study to be conducted in spring
of 1952 by Standard Audit & Measurement
Services Inc. whose president, Dr. Kenneth H.
Baker, was former vresearch director of
NARTB. Although CBS Radio was first net-
work to subseribe, Dr. Baker said he had com-
mitments from more than 300 stations.

At time he announced new project, Dr.
Baker set deadline for initial subseriptions as

of last weekend, but Friday he said he had -

extended this date to Dec. 1, at CBS Radio’s
request. Study which his firm will conduct
will be along lines of circulation measurement
done by now defunct BMB.

SPORTS PROMOTION GROUP
APPOINTED BY RTMA

STEPS to promote local radio distributor
activities on behalf of sports events will be
worked out at first meeting of 19-man group
named by Radio-Television Mfrs. Assn. Meet-
ing will be held during Nov. 14-16 RTMA in-
dustry conference at Stevens Hotel, Chicago.

New group will operate as subcommittee of
RTMA Sports Broadcasting Committee, ac-
cording to J. B. Elliott, RCA Victor, chairman
of committee. Series of 22 suggestions for
RTMA member activities on behalf of sports
has been sent out by committee. Manufac-
turers urged to include ideas to boost attend-
ance at sports events in connection with na-
tional advertising copy. Local distributor
groups being set up to aid local broadcasters,
college athletic directors, sports promoters
and others.

Members of new sports subcommittee are
Dan D. Halpin, RCA Victor, chairman; Stanley
M. Abrams, Emerson Radio & Phonograph
Corp.; A. A. Brandt, General Electric Co.;
Emerson Dikeman, Capehart - Farnsworth
Corp.; William L. Dunn, Belmont Radio Corp.;
Clifford J. Hunt, Stromberg-Carlson Co.; W. H.
Kelley, Motorola Inc.; W. A. Mara, Bendix Ra-
dio; E. G. May, Sentinel Radio Corp.; J. K.
McDonough, Sylvania Electric Products Ine.;
R. J. McNeely, Hoffman Radio Corp.; John M.
Otter, Philco Corp.; Stewart Roberts, Magnavox
Co.; R. J. Sherwood, Hallicrafters Co.; R. P.
Spellman, Arvin Industries; Walter L. Stickel,
Allen B. DuMont Labs.; E. L. Taylor, Stewart-
Warner Electric Division; L. C. Truesdell,
Zenith Radio Corp.; J. F. Walsh, Westinghouse
Electric Corp.

BAB COMMITTEE TO MEET

NOMINATING Committee of Broadcast Ad-
vertising Bureau under John Patt, of Richards
stations, slated to meet in New York today
(Monday) to nominate officers including board
chairman, Edgar Kobak, consultant and sta-
tion owner, who currently holds chairmanship,
made clear when he accepted office he would
serve only until bureau operations started to
get off ground. He feels that stage now has
been reached. BAB presidency, held by Wil-
liam B. Ryan, not involved in nominations.

Page 6 ® November 5, 1951

In this Issue—

NBC uncovers some of the economics in
its new economics plan. Story on
Page 23 and full description of new
network rate formula on Page 54.

Radio-TV get a thorough exploration by
American Assn. of Advertising Agen-
cies at eastern meeting in New York.
Page 23.

There’s money in public relations, but
broadcasters haven’t learned yet how
to exploit this field. Page 25.

Wayne Coy says radio and television had
better clean up their own program-
ming, or Congress will do it for them.
Page 27.

Lawyers are shooting at what they say
are holes in the NARTB television
code. Page 80.

Radio networks are not only ‘“eating
their own young but devouring them-
selves in the process.” Murray Grab-
horn, speaking for station represent-
atives, takes a big swing at current
network practices. Page 24.

There are all kinds of crime on the air.

See In Review. Poge 28.

‘What’s the timetable on the lifting of
the FCC freeze and construction of
new TV stations? An up-to-the min-
ute forecast and situation report.
Page 79.

FCC may relax its five-TV-stations-to-a-
customer rule. Page 85.

A morning radio show makes friends and
sells goods for a St. Paul department
store. Read “The Rooster that Laid
the Golden Egg.” Page 26.

Ford Foundation workshop announces
UN television series. Page 29.

Its color plans may have been knocked
a-glimmering, but CBS-Columbia still
wants more critical materials to build
black-and-white sets. Page 32.

Texas broadcasters demand Sen. Benton
withdraw his bill to establish govern-
ment-sponsored radio-TV  advisory
board. Page 98.

Good Housekeeping surveys the effect of
TV on other family habits. Page 85.

Civil Defense Authorities plan expanded
use of theatre TV to teach local CD
workers. Page 80.

Frieda B. Hennock will stick with the
FCC. Page 29.

Upcoming

Nov. 5: BMI Program Clinic, Hotel
Northern, Billings, Mont.

Nov. 7: BMI Program Clinic, Alonzo Ward
Hotel, Aberdeen, S. D.

Nov. 9: Hearing for objections to pstition
for reorganization of LeBlanc Corp.
(Hadacol), U. S. Court (Southern New
York District), Foley Square, New York
City.

Nov. 9: BMI Program Clinic, Radisson
Hotel, Minneapolis, Minn.

Nov. 10: BMI Canada Ltd., Program Clinic,
Royal Al dria Hotel, Winnipeg

(Other Upcomings, page 32)

Closed Circuit

(Continued from page 5)

due to continued ill-health of CBC Gener:
Manager Dr. Augustin Frigon, who has hel
post since 1936. He was member of 1928-2
Royal Commission which recommended n=
tionalized broadcasting set-up with privately
owned local outlets as now operating i
Canada.

HAL HOUGH, program director of Fort In
dustry Co.’s WIBK-AM-FM-TV Detroit, slate:
to join ABC’s WJZ-TV New York as progran
director about mid-November. 1

FCC SHORTLY will emerge with new lineu;
on multiple ownership of stations. There’
prospect that FCC will retain present limita
tion of five VHF TV stations in hands of singl:
entity, but that it might add two to thred
UHF li to spur develop t in newe:
TV spectrum (see story page 85). Unde;
existing rules also, FM multiple ownership i
limited to six but that figure expected to b«
raised to seven which also may be fixed fo;
AM stations. AM now has had no forma)
limit. Provisions also to be made for calcula
tion of minority holdings in each class o:
station so that partial ownership (less thar
control) will not be regarded as entire uni
in any station class.

COMPLETION of final arrangements for Mu-
tual-MGM tie-up, with MGM Radio Attractions
furnishing MBS with six hours of “star enter-
tainment” weekly [B®T, Sept. 24], expected
any day. Target date for new programming
still Nov. 19. i

INDICATING FCC determination to mové
posthaste on TV allocations after freeze is
thawed is current proposal that no hearing
once set, for contested cities, will be postponed
unless they are overwhelming reasons. Alsc
being considered is proposal for no appeal from
examiners to Commission as whole on post-
ponements.

FOR FIRST TIME in several years Snow
Crop Frozen Foods, N. Y., returning to radio.
Spot campaign starts Nov. 12 in six markets
through Maxon Inc., N. Y. Firm continues tc
sponsor part of Saturday Your Show of Show:
on NBC-TV.

EYEBROWS lifted last week with receipt of
complaint on newspaper ownership in TV,
Complainant, who also sent his epistle t
President Truman, was Herbert Levy, Esq.
Baltimore attorney and minority stockholdex
in WAAM (TV). Competitive TV stations i
market, WMAR (TV) and WBAL-TV, ar
owned by Baltimore Sunpapers and Baltimor
News Post, respectively.

REPORTS that Congressional Joint Recording
Facility, operated by Robert Coar, ready_t
turn out TV film shorts for home consumptiox
via Congressional financing regarded pre
mature, Fact is Congress hasn’t appropriated
single cent—money will come from radio “r?
serve earnings.” Facility, with help of Sen
ate-House clerks, double-timing efforts for T

equipment delivery before Congress retur s
Jan. 8 in election year. ]

KJBS TO H-R REPS

KJBS SAN FRANCISCO has appoipteq H-Ri
Reps., N. Y., as exclusive representative in na
tional field, effective Jan. 1. =

for more AT DEADLINE see page 114

BROADCASTING ® Telecastin




NASHVILLE TENN.

THE BOLLING COMPANY

ROADCASTING ® Telecasting

NATIONAL

REPRESENTATIVES ‘

|
November 5, 1951 ©® Page 7 A ! |




they say it's a ,
teIBVision age’ BUT_ _— THE NEWSWEEKLY OF.RAD;O AND 'I'EI.IE{VI:I;)Atj

Published Weekly by Broadcasting Publications, Inc.
E: , Editorial, Advertising and Circulation Offices:
870 National Prsss Bldg.

Indiana’s first Washington 4, D. C. Telephone ME 1022 |
and only 50 KW IN- THIS - BROADCASTING .- !
radio station DEPARTMENTS ’

Agency Beat
Aircasters oo s
L L} Allied Arts e
has increased its share S
Editerial .......
FCC Actions
, FCC Roundup .
- L] o .
Feature of Week
of nighttime audiences i
Front Office .. ..

New Business
On All Accounts

Open Mike
0 Our Respects to
Programs, Promotions, Premiums
Strictly Business .. e -
Upcoming .............. o
'] 0 TELECASTING Starts on page 77

No doubt about it, television has grown rapidly
here in Indiana. But WIBC’s share of nighttime
audiences has done a heap of growing, too!

SOL TAISHOFF, Editor and Publisher ]

EDITORIAL ART KING, Managmg Edztor, EDWIN H.
AMES, Senior Editor; J. Frank Beatty, Earl B.
Abrams Associate Edztors, Fred Fxtzgerald Assistant

W IBC’s share of this “A-time” audience shows Managing Editor; Dave Berlyn, Assignment Editor;
& o . Lawrence Christopher, Technical Editor. F:
a gain of 36.8% over the comparable period in John H. Kearney, Wilson D, McCarthy, John Osbon,
" : Keith_ Trantow. EDITORIAL ASSISTANTS: Pat
1950, according to the latest Hooper (Feb.-April, Kowalczyk, Don Mortimer, Jean D. Statz, Hilda
Toler, Nellie Youso; Gladys L. Hall, Secretary to
1951) the Publisher.
BUSINESS: MAURY LONG, Business Manager; Win-
By contrast, all other Indianapolis radio stations O s Advertising e
= : . Classified Advertzs‘lng Manager; Eleanor Schadl,
showed a drop in percentage of the nighttime Doris Orme, Jeannine Eckstein: B 3 oﬁmﬁ Treas-
1 1 1 wurer; Irving C. Miller, Auditor an e Manager;
audience of the Hoosier capital. . Hiniae Westor, ‘Assistunt Audita b
) Wl . CIRCULATION AND =READERS' _SERVICE. = JOHN P.
So, before you buy time or television in Indiana, COSGROVE, ; Doris J. Ruth W.
. o . . 4 Da\ns, Grace Schorm, ’Elwood M. Slee.
investigate the solid evening lineup of good
listening on WIBC . . . the only Indianapolis EW 55To§513\11‘\aadljas‘%n Ave, Zone 2
. . . - ew
radio station that gives you an out-of-state “bonus” oo Editor: Florence Small, Age';'fcy Es,f,,rr_ Do

othy Munster, William Ruchh Liz Thackston.
Bruce Robertson, Senior Associate Editor.
. ADVERTISING: S. J. PAUL, Advertising Director;
Ask your JOHN BLAIR man for particulars on Fleanor B, Manning, Assistdnt to Advertising Dis
. . 5 g s rector; Kenneth Cowan, Advertising Representative,
these excellent nighttime availabilities.

LIS LIUE 360 N. Michigan Ave., Zone 1,

CEntral 6-4115; William H, Shaw, Midwest Advertis-
ing Representative; Jane Pinkerton, News Editor.

HOLLYWOOD BUREAU Taft Building, Hollywood
'I o 7 o K C and Vine, Zone 28, HEmpstead 8181; David Glick-
| | man, West Coast Mcmu.ge'r, Ann August

TORONTO: 417 Harbour Commission, EMpire 4-0775
James Montagnes.

. . 1 . i 931 by

The Frlendly Voice of Indiana Broadcastmg Pubucatmns Inc. using the title:
BroancasTING *—The News Magazine of the Fifth

Estate Broadcast Advertising * was acquired in 1932

and Broadcast Reporter in 1933.

WIBC, Inc. - 30 West Washi Street - Indi lis 6, Indiana . U. S. Patent Office

John Blair & Company, National Representatives Copyright 1951 by Broadcasting Publications, Inc.

coverage.

Subscription rates $7.00 for 52 weekly issues; BROADCAST-

ING or TELECASTING Yearbooks $2.00 each additional i

// ordered with subscription. Add $1.00 per year for Canadian
and foreign postage. Single copy 35¢.
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Yankee Home Town
Food Show
with
Ruth Mugglebee
Woman's Editor
Boston Record-American
and Sunday Advertiser
and
Bill Hahn
Yankee Radio
and TV Personality
Monday thru Friday
1:15 — 1:45 P.M.

With Yankee Home Town Stations, you're assured
of local impact — local acceptance — with a satu-
rating coverage spreading over the entire city
and suburban trading area!

Take, for example, the Yankee Home Town Food
Show, a participating program of proven effec-
tiveness! National advertisers are using this pro-
gram regularly — are finding local impact plus
local acceptance a hard-hitting, hard-selling
team! . . .

Plus a merchandising plan exclusive and
distinctive in'New England.

Go Yankee! Go Home-Town — with the
Yankee Home Town Food Show!

Among the advertisers us-
ing Yankee Home Town
Food Show regularly are:
AMAZO
LOG CABIN SYRUP
SWEECO
LA CHOY PRODUCTS
GERBER’'S POPCORN
LOUIS L. LIBBY
Precooked Frosted
Seafoods
HABITANT SOUPS
AM. SOAP-FILLED PADS
WHEATENA
BOTANY YARNS
MODENE
GLENWOOD RANGES

THE YANKEE NETWORK

DIVISION OF THOMAS S. LEE ENTERPRISES, INC.
21 BROOKLINE AVENUE, BOSTON 15, MASS.

BROADCASTING ® Telecasting
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When is 5,000 walts more than 5,000 watls?
When it’s first on the dial! Operating at 560
kilocycles, WFIL's 5,000 watts provide coverage
equal to twenty times the power at double the
frequency . . . 100,000 watts at 1120 kilocycles.

R.L.BURKE, Shipbuilder—He heads MYER PRESSMAN, Clothier—Ap-

Sun Shipbuilding and Drydock Co., parelis 2 $12,000,000 business for
one of 80 Chester industries which 99 Chester clothing stores like Mur-
vay $27,000,000 in annual wages. ray's. He runes regularly to WFIL.

November 5, 1951

ELSIE C. Q. JONES, Housewife— DR. PHILIP GERBER, Optometrist
Hers is one of 19,000 Ches(er homes —He knows prosperous folks care
where radio is standard equipment, for their health. Chester’s $1,557 per
where WFIL can sell your product, capita income is far above normal

BROADCASTING ® Telecasting




l...and Riches in ALL of

‘adelphia

... America’s 3rd Market

risg

Get Ahead in Chester...

“What Chester Makes Makes Chester,” says Pennsylvania’s oldest town.
Today, for all America, Chester makes ships, textiles, paper, steel, refined
oil and a hundred other products. What does this make Chester? A high
income city, with better than 55 per cent owner-occupied homes. . .a
thriving market town of 65,000 with retail sales of $82 million, family
income 30 per cent above national average. And in Chester, more people
listen regularly to WFIL than to any other station, says BMB. Make
Chester yours. Schedule WFIL.

...Lead in All 14 Counties

Chester is just one city but it represents the quality of the entire 14-
County Philadelphia Retail Trading Area . . . where WFIL's signal pene-
tration is strongest. Here, in the nation’s third largest market, are 4,400,000
people . . . §6 billion in purchasing power. Here, two out of three families
are consistent WFIL listeners. And WFIL takes you into a vast bonus
zone, far beyond the 14 counties. Total coverage: an area with 6,800,000
people, more than $9 billion in buying power. To capture this marker,
schedule WFIL.

e S

3 3

CHARLES J. NOLAN, Contractor— HERMAN S. FELDMAN, Wholesaler

Chester's still a-building, Mr. Nolan ~Manager of the Chester Whole-
Gan testify. New industry, new sale Grocers Co., he helps supply
homes . . . niew customers for you. 353 cicy grocers. He is a WFIL fan.

BROADCASTING ® Telecasting

WHII

560 kc.

The Philadelphia
Inquirer Station

An ABC Affiliate
First on the Dial
in America’s Third Market

Represented by THE: KATZ AGENCY
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Point of Sale . . .

In addition to regular

coverage of agencies and
time buyers, may we re-
mind you that WRC Sales
Manager Mal Glascock has
telephone these
Clients know that

WRC can produce.

a busy
days.

An inquiry regarding
WRC availabilities
convenient as your tele-

is as

phone. Call either National
Spot Sales or WRC, wher-
ever you are.

Washington enjoys ex-
cellent position in the first
ten major markets in the
find
WRC'’s results are a telling

country . . . you'li

reason in these years of
hard selling.

IN THE NATION'S CAPITAL
YOUR BEST BUY IS

FIRST in WASHINGTON

WRC

5,000 Watts . 980 KC

Represented by NBC SPOT SALES

Page 12 ® November 5, 1951
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-f  feature of the week
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PULLING power of radio was
demonstrated fortnight ago by
KOWH Omaha with a treasure
hunt that drew 10,000 prize-seek-
ers—and, not incidentally, an un-
expected arrest for General Man-
ager Todd Storz.

The station asked participants to
write in for stickers in advance of
the contest and to fasten them to
the back of their cars. KOWH
offered prizes of $50, $100 and $250
for lucky finders.

The contest got underway Oct.
21 at 2 p.m. and continued for
three hours, with the treasures
hidden at various spots in Omaha.
Clues were aired from a KOWH
mobile unit and a loud speaker also
was set up in each treasure hunt
area. The contest was divided into
three parts.

- The turnout was so great that,
despite employment of extra police-
men, cars were caught in a huge
traffic jam in downtown Omaha.
Extra police were dispatched to
break up the jam at the Douglas
St. bridge bordering the Nebraska
and Jowa sides and at other in-
tersections.

In attempting to clear  up the
snarl, one officer directed Mr.
Storz to leave the caravan. When
the KOWH general manager de-
clined to “cooperate,” he was
hustled off to police headquarters.

Mr. Storz was released on a $10

TWO winners of KOWH Treasure
Hunt—Mr. and Mrs. Jack Sanchez
(¢)—give listeners their reactions
while Gaylord Avery (1), program

and  Announcer Jum
O’Neill look on.

* ok %

director,

bond and asked to reappear. He
forfeited the bond, however, and
presumably charged it up to ex-
perience—and promotion.

Sums of money were planted in
the Playland Park in Council
Bluffs (on the roller coaster
beams), in a tree at Omaha’s Riv-
erview Park and beneath some sod
at the KOWH transmitter at 60th
and Redman in the city.

Despite his arrest, Mr. Storz was
not bitter. “I think that the fact
that well over 10,000 turned out
for this event speaks well for the
pulling power of radio general,”
he declared.

I N N N N S S LR TR O

L -
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M. ANTHONY MATTES
SK Tony Mattes what his
hobby is and he answers

without hesitation: “Adver-

tising.”
s advertising manager for

Standard Oil Co. of California he
is in an enviable position to pursue
his hobby and make a living at it,
too.

Under his direction is one of the
largest advertising accounts in the
West. The exact amount of the
company’s advertising budget is
confidential. But in addition to
being one of the largest, it also is
one of the most varied, being split
many ways to support campaigns
in numerous media and regions.

One of the largest items of the
budget, about 22%, goes to radio.
It supports more than 125 hours
per week on a string of stations
covering the oil company’s market
area from the Mexican border to
Nome, ‘embracing seven western
states, Alaska and Hawaii. Next
year, when the company enters
television on a permanent basis
(Standard tested the new medium
in 1947 by sponsoring Los An-
geles baseball games) an additional

(Continued on page 72)

and maybe we could con-
tinue the parallel with
“from this day forward.”
Once they’re wooed and
won as a W L A V client,
they live with us happily
ever after.

The truest testimony to
the power of radio and
W L A V is the following
partial list of long-time
clients:

11 YEARS 9 YEARS
Boston Store Economy Shoes
Mich. Bas Co. Fox Brewing Co.

Sears Roebuck

Halsum Bread
Texas Company

10 YEARS 8 YEARS
Bennett Fuel Gentral -
Burkholder Re'!urme‘ll Church
Chevrolet l:r_nldten §

Bible Hour
Fox Jewelers General Mills
Herrud Packing — Goghel Brewing
Wurzburg Hickok Oil Co.

“from this day
forward...”

once on WLAYV,
always on WLAYV,

wLav

Grand Rapids, Mich.

AM-FM :
ABC for
Michigan's Second Market

BROADCASTING ® Telecasting]|
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Nosegays
EDITOR:

‘When it first became apparent
that we were headed for sponsor-
ship of a network television show
I believed it expedient to subscribe
to all the publications in the tele-
vision field.

You will be interested to know
that T have now narrowed my read-
ing to your publication alone. It is
my belief that BRroaApcasTING @
TELECASTING gives me the in-
formation I need. Your editorial
excellence is unmatched in the field
of magazines devoted to this great
business of television and radio.

Dick Sierk

Adv. & Sales Prom. Mgr.
Ironrite Inc.

Mount Clements, Mich.

[EDITOR’S NOTE: Ironrite sponsors
“Hollywood Screen Test,” Monday 7:30-
8 pm. on ABC*-TV.]

EDITOR:
I congratulate [you] on the
article which appeared in BROAD-

LI EEEEAEIE LI AL LA AL LR L L AL LA L AL AR AR RRRRR R R RN RN

open mike

i

B N N S U TS SN

CASTING ® TELECASTING for Oct. 8.
It was entitled “Radio: Our Prodi-
gal Son.” .

The only thmg wrong with your
carrying of this article was that
you didn’t feature it in four colors.

Please accept my congratulations
and, if you wish, convey them to
Mr. [Tom] Hotchkiss [manager of
Viking Network and author of the
article] for this practical exposi-
tion on what is wrong with radio.

J. B. Maurer,

Sales Manager,

WHEK Cleveland
* * *

Busy Signal
EDITOR:
I tried to get Stan Pulver last

Monday, when the issue came out,
to tell him that I recognized his
picture in the house ad that you
ran on the YEARBOOK.

Mr. Pulver told me that his tele-
phone was tied up all Monday with
calls coming in from persons who
were doing the same thing. It
proves that BROADCASTING ® TELE-
CASTING must be read.

Sylvan Taplinger

Kenyon & Eckhardt

New York
[EDITOR’S NOTE: It also proves that
Mr. Pulver’s face is famous. The former
Dancer - Fi
who last week became director of

radio and TV media for Lever Bros.
was not identified in the ad.]

In Chicago,
i’s WGN ...

A Clear Channel Station .
Serving the Middle Wesz
MBS

“From time to time, we have used
all the basic network stations in
Chicago. WGN has consistently
outpulled these stations, at a

ratio of better than five to one.”

&

WGN...Your Basic Buy

« « « reaching more homes per week than any other Chicago station

TL P4

In October, 1951, an advertiser wrote :

Chicago 11
Illinois
50,000 Watts

W5

Geo. P. Hollingbery Co.
Advertising Solicitors for All Other Cities

Los Angeles— 411 W. 5th Street o New York— 500 5th Avenue » Atlanta— 223 Peach Street
Chicago— 307 N. Michlgan Avenue # San Francisco— 400 Montgomery Street

On Your Dial

Chicago office for Minneapolis-St. Paul, Detroit, Cincinnati and Milwaukee
Eastern Sales Office: 220 E. 42nd Street, New York 17, N. Y. for New York City, Philadelphia and Boston

Page 14 ® November 5, 1951
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Forced Draft

EDITOR:

. I was interested in the story|
on page 62 of the Oct. 15 issue that
WIRO [Iron City, Ohio] had made
a construction record in its recent.
building program.

I thought you might be interest-

ed to know that when I started|
‘WMRN [Marion, Ohio] in 1940 we|

broke ground Nov. 19 with a horse-
drawn dragline for the start of the
excavating and we were on the air
Dec. 23 at 2 p.m. I might say that

I would never try it again, because |
I practically ran around with a
whip in my hand forcing the brick-|

layers to lay bricks a little faster
and the carpenters to add that ex-
tra nail. . . .

Robert T. Mason

Pres. & Gen. Mgr.

WMRN Marion, Ohio

L

Lost and Found
EDITOR:

Your 1951 “Map of Broadeast-
ing” is one of the most valuable
sources of information around our

shop. You are to be congratulated |

on another job well done.

We certainly have occasion fo
refer to it and to date have dis-
covered only one omission—WMLT
the Mutual station in Dublin, Ga. I

_ thought you might want to make

note of this for future reference.

Robert A. O’Connor

Manager of Station
Information

MBS, New York

[EDITOR’S NOTE: Apologies from a
flubbing cartographer and a promise
that Dublin and WMLT will be back
on the map next year.]

ADMIRING trophies to be presented
to winners of the annual awards com-

petition at the WNational Assn. of
Radio News Directors convention in
Chicago Nov. 12-14 are (I to r) Prof.
Fred Whiting, Radio Div., Medill
School of Journalism, Northwestern
U., and Prof. Baskett Mosse, chair-
man of the NARND Awards Com-
mittee. Medill donated trophies, to
be rotated among winners from year
to year. Awards will be made at
convention banquet Nov. 14 at Hotel
Sherman.

Telecasting
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A DON CORDRAY — Former
NBC network announcer. New
York personality for five
years. Popular skipper “Port
of Missing Hits.””

CLEVELAND, OHIO

ED STEVENS—His noon ¥
program “Lunch with Stevens”
is beamed to adults, both at
home and in the office, and
boasts a
audience.
effective radio salesman, with
a fine record of sponsor suc-
cesses.

big,
A

15000 WATTS « 1300 KC

BILL RANDLE—Referred to by Cleveland papers as
the “'King of Disc Jockeys.”” Was first in the annual

Cleveland Plain Dealer poll. Exclusive personal ap-
pearances of the stars on “The Bill Randle Show.”

<€TOM EDWARDS—A new-
comer to the staff, this Mil-
waukee carrot-top has already
become a recognized voice in
Cleveland radio. His friendly
personalized delivery has spon-
sors asking for him.

b

PHIL McLEAN — A deep,
pleasant. voice, informal man-
ner, and a smart selection of

lar- with Cleveland listeners.
His personal appearances at
group meetings, have pro-
moted both himself and his
A radio salesman
of the highest type.

Mclean popu-

JERRY CROCKER—One of the
city's cleverest personalities.
His late night show Is a
“'never-know-what-t 0-expect’’
type program, attracting lis-
teners of all categories. Jerry's
underwater interview with a
nightclub entertainer recently
brugghl him national atten-
on.

VITAL NORTHEASTERN OHIO
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TOPPERS Inc., N. Y. (Stoppers for breath), Nov. 5 (today) starts
S additional radio campaign using early morning spot announcements

for four weeks. Agency: Donahue & Coe, N. Y.
INTERSTATE BAKERIES Corp., L. A. (Weber’s Bread), today (Nov. 5)
starts intensive four week spot campaign on 15 radio and two TV sta-
tions in Southern California area. Spots totalling approximately 3000
over entire period running on seven Los Angeles stations. Agency: Dan
B. Miner Co., L. A. -
LAKE OF THE WOODS MILLING Co., Montreal (Five Roses Flour),
starts local five-minute quiz shows on eastern Canadian stations. Agency:
Walsh Adv. Ltd., Montreal.

Network o o o
CARNATION MILK Co., Toronto (Carnation milk), starts Stars Over

Hollywood on 34 Dominion network stations, Sat. 12:30-1 p.m. Agency:
Baker Adv., Toronto.

ALUMINUM Co. of AMERICA, Pittsburgh, to sponsor See It Now
on CBS-TV starting Dec. 2 (Sun. 3:30-4 p.m. EST). Produced by Edward
R. Murrow and Fred W. Friendly as TV successor to their radio Hear
It Now, program starts Nov. 18. Agency: Fuller & Smith & Ross, N. Y.

CANADIAN INDUSTRIES Ltd., Montreal (chemicals & paints), starts
for 26 weeks Le Cure de Village on 8 French network stations, Thurs.
7:30-8 p.m. Agency: Cockfield, Brown & Co., Montreal.

PROCTER & GAMBLE (Tide, Camay, Drene) to sponsor Those Two,
starring Vivian Blaine and Pinky Lee, over NBC-TV Mon., Wed. and
Fri. (7:30-45 p.m.) EST beginning Nov. 26. Agency: Benton & Bowles,
N. Y. g

{

McCOLL-FRONTENAC OIL Co., Montreal (Texaco products), Dee. 1
starts Metropolitan Opera from ABC on 39 Trans-Canada stations, Sat.
2-5 p.m. Agency: Erwin, Wasey of Canada Ltd., Montreal.

CANADIAN INDUSTRIES Ltd., Montreal (chemicals and paints), Oet.
28 starts for 26 weeks Singing Stars of Tomorrow on 38 Dominion net-
work stations Sun. 9-9:30 p.m. Agency: Cockfield, Brown & Co., Montreal.

-ﬂyency -ﬂ,n/aointm:mtﬁ )

PERFUME IMPORT CO. announces appointment of Fradkin Adv., N. Y.,

THE
BRANHAM
COMPANY

CHICAGO

NEW YORK
DETROIT
DALLAS
ATLANTA
CHARLOTTE

ST. LOUIS
MEMPHIS

SAN FRANCISCO
. LOS ANGELES
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to handle its radio advertising. Spot
radio schedules for mational cam-
paign now being placed.

R. B. SEMLER, Inec., New Canaan,
Conn. (Kreml Hair Tonic, Kreml
Kreme, and Kreml Shampoo), ap-
points Monroe F. Dreher Inc., N. Y.,
to handle national advertising
effective Jan. 1, 1952.

DRUG DISTRIBUTORS Inc., S. F.,
subsidiary of Drug Services Corp.
of Texas, appoints Umland & Co.,|§ |
S. F., to handle advertising. Radio
will be used. Ted Slade is account
executive.

fdpeople « « «

SELMA MADRIN ANDREWS,
manager of Hotpoint Institute,
Home Economies Dept., Hotpoint
Inc., Chicago, appointed director of
consumer services for Nesco Inc.,
Chicago.

OUTSTANDING
during summer floods was the basis
for a Veterans of Foreign Wars award
to KLWN Lawrence, Kan. Accepting

community service

plaque on behalf of staff from
Charles Coffman (r), VFW Post 852
commander, is Arden Booth, KLWN
managzsr. Citation lauded KLWN for
flood coverage through 67 consecu-
tive hours of broadcasting, despite
fact KLWN is daytime-only station
It had been on the air less than six
months—since Feb. 22, 1951—when
facilities were pressed into emergencyl
action.

BROADCASTING ¢ Te[e:astingﬂ)
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George W. Harvey, for many years
with WGN-AM and TV, Chicago, has
been named General Manager of WFLA-
AM and FM, the Tribune Company’s

radio properties in Tampa, Florida. Mr.

Harvey took over his new duties on-

November §th.

George W. Harvey has had wide experi- :

ence in radio and television. He served
as Eastern Sales Manager of WGN for
five years, 1944-48, with offices in New
York. For the last three years, he has

been Sales Manager of WGN-TV.

WEFLA is a 5000 watt regional station,
operating on 970 kilocycles. It was es-
tablished in 1925, and has been the NBC

Network outlet for the Florida West

Coast for over 20 years. WFLA-FM was

started in 1948, Application for a TV

station was made several years ago.

The Tribune Company also publishes
the Tampa Tribune, the largest daily
and Sunday newspaper on the Florida

West Coast.

Telecasting

The Tampa 7u&a¢e Staz‘caw'

U

TAMPA, FLORIDA

NATIONAL REPRESENTATIVE
JOHN BLAIR & CO.

SOUTHEASTERN REPRESENTATIVE
HARRY E. CUMMINGS, JACKSONVILLE, FLA.

November 5, 1951 ©
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A QUARTER-CENTURY

of FARM BROADCASTING

“Listener loyalty” is the phrase most appli-
cable to Pioneer Station WGY’s 25 years
of farm broadcasting.

During this period of WGY’s 29-year
history, the 603,660 rural radio families,
in addition to the thousands of city-dwellers
who have gardens in the 17th State*,
have relied on WGY’s farm broadcasts for
valuable advice and information.

WGY is writing history every day with its farm
programming; adding more remote broadcasts to the
600 already conducted; receiving more mail to add
to the staggering 1,000,000 pieces already received;
and visiting farms and 17th State farmers to gather
material for more transcribed broadcasts.

WGY’s first farm broadcast was “The Farm Paper
of the Air,” which has “gone to press” 8000 times
since November, 1926. (This Spring the last

15 minutes of “The Farm Paper of the Air”” was
opened commercially). Soon after this inaugural
farm broadcast, “The Farm Forum,” a public service
program heard every Friday evening at 8:30 P.M.,
and featuring leaders in agriculture, industry and
government, was started. Both these programs have
since become a cornerstone of WGY programming.
*The population of the WGY area exceeds the popula-
tion of 32 states.

THE FARM VOICE BF

for 2~ ‘ﬁ‘ ; :
Typical of WGY's listener loyalty is this crowd which watched a Farm

Paper of the Air broadcast from the station’s Farm Broadcasting Exhibit
Booth at one of New York State's county fairs this summer.

' WGY THE CAPITAL OF THE 17th STATE

A GENERAL ELECTRIC STATION— Represented Nationally by NBC Spot Sales

Page 18 ® November 5, 1951
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AVID J. MAHONEY, vice president Ruthrauff & Ryan, N. Y., re- §.

signed to form his own agency, David J. Mahoney Inc., same eity,
effective Jan. 1. At that time, the new agency will handle advertis-
ing for Garrett & Co. Inc., Brooklyn (Virginia Dare and Garrett wines),

presently represented by Ruthrauff & Ryan with Mr. Mahoney asj§

account executive.

BENNETT BATES, advertising manager of Anahist Co., Yonkers, to
Dowd, Redfield & Johnstone Inc., N. Y., as vice president and copy

director. Mr. Bates was formerly vice president and creative director

of Erwin, Wasey & Co.

ED PIERCE, director-producer KFI-TV (now KNXT) Los Angeles, to

Geoffrey Wade Adv., Hollywood, as assistant to FORREST OWEN Jr.,

radio-TV director.

RUSH HUGHES, writer-commentator, to Lynn Baker Inc., N. Y., as §"

director of radio and TV.

S. SEWARD (Bud) SPENCER, radio-TV director Walter MeCreery Ine.

Beverly Hills, Calif., to advertising staff Western Family m.agazine, L

Hollywood.

-22]

XPERIENCED in detonating
E advertising bombs, Edward

G. Smith set off the chain
reaction which resulted in forma-
tion of the Advertising Council.

Now director of ABC's radio net-
work at the Central Division, he
was then radio-television produc-
tion manager for General Mills,
Minneapolis.

Deluged with petitions for free
advertising from various worth-
while groups, he called a meeting
in Washington with
Treasury Dept. offi-
cials shortly before
the outbreak of
World War II and
invited representa-
tives of other major
national advertisers
(Colgate, Procter &
Gamble, et al.).

They incorporated
brains—and adver-
tising media—to ac-
commodate publie
service projects and
worked out an al-
location plan so that
the sale of defense
bonds could be han-
dled “like a good
advertising cam-
paign and not con-
tinued in hit-and-miss fashion.”

“We handled war projects as
effectively as we sold Wheaties,”
he recalls.

The group’s function was taken
over later by the Office of Facts
and Figures, enlarged to the Office
of War Information and the War
Advertising Council, and finally

Mr. SMITH

on all accounts

became the Advertising Council.

Ed Smith is a pioneer broadcast |

bomb-dropper, too. In 1946, when

a multitude of broadcast problems |

confronted the national advertiser,
he organized—as a rabid member
of the Assn. of National Adver-
tisers—a Radio Council for the
group. Solutions to all-industry

problems besetting major buyers

of time were worked out at con-
ferences. At one session, the seven
firms represented bought 65% of
the total mnetwork
radio time.

Mr. Smith went

February after 14
years in broadeast
media at General
Mills and nine at ra-
dio stations. Hired
in Minneapolis by
Advertising Man-
ager Sam Gale after
an introduction by
the president of
Blackett - Sample -
Hummert, Mr. Smith
worked initially as
radio program man-
ager and later as ra-
dio - TV production
director. Valiant
Lady, his first radio
show there, is back in his (radio)
harem again. ABC bought the
program from General Mills two
months ago after it had been off
the air three years. Aired by Gen-
eral Mills 11 years, the daytime
serial was one of 17 AM shows

(Continued on page 48)
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E\JAMES E. O’'BRYON, public relations director MBS, to Bozell & Jacobs
e'\fInc., N. Y., as an account executive.

T 'LLOYD H. MUIR to public relations director of Stewart-Bowman-Mac-
X ")pherson Ltd., Vancouver.

‘R. C RONALDS, Ronalds Adv. Agency, Montreal, elected president of
5 6o Canadian Assn. of Advertising Agencies at annual meeting at Toronto.
C‘GWT\MARK NAPIER, J. Walter Thompson Co., Toronto, and G. C. HAM-
: *MOND Cockfield, Brown & Co., Montreal, elected vice-presidents. H. M.
1TEDMAN J. J. Gibbons Ltd., Toronto elected secretary-treasurer.

s ol ITHOMAS S. CADDEN named writer and production assistant Smith,
;‘J, \Taylor & Jenkins Inc., Pittsburgh. He was with WIL and KSTL St.
""Louis, Mo.

,5/CARL K. TESTER, president Philip J. Meany Co., L. A., elected chair-
'man, Pacific Coast Council, American Assn. of Advertising Agencies.
IMERLE W. MANLY, Botsford, Constantine & Gardner, Portland, OreA,
Ie| ;named vice chairman and re-elected to board. GENE DUCKWALL, assis-
g |, tant treasurer, Foote, Cone & Belding, L. A., elected secretary-treasurer.
‘Others named to board include CHARLES R. DEVINE, Devine & Bras-
sard Inc., Spokane; ANDREW W. NEALLY, vice president and manager,
= 8. A. oﬂice of BEDO; ROSS H. RYDER, Ryder & Ingram Ltd., Oakland;
ITREVOR EVANS, Pacific National Adv. GEORGE WEBER, MacWilkins,
Cole & Weber, Seattle, past chairman, named governor in advisory
capacity in place of L. C. COLE, outgoing chairman, who has left agency
ibusiness, having sold his interest in L. C. Cole Co., S. F. [B®T, Oct. 29].

E. TAYLOR WERTHEIM, Wertheim & Breig, Phila.,, has formed an
ladvertising agency under his own name with headquarters in New York.

EDWARD A. GROSSFELD & STAFF, Chicago, moves to larger quarters
,in Federal Life Insurance Bldg., 168 N. Michigan Ave.

PHILIP H. REISMAN Jr., RKO-Pathe, television script writer, to Wil-
jwham Esty Co., N. Y., as member of creative group and as editor-in-chief
/of department

ﬁ; 'TED BARKUS, advertising executive Ed Shapiro Adv. Agency, Phila.,
mamed public relations and publicity officer for Dept. of Pennsylvama
Jewish War Veterans.

ETHICS of employes in soliciti of for which they previ-
ously worked were reviewed by Duane Jcnes, presudent of Duane Jones
Agency, at Philadelphia’s Poor Richard Club. i bl stone
at the Poor Richard advertising session are (I to r): Wllllam Berry and Mort
Simon, Poor Richard Club directors; Joseph Tinney, vice president, WCAU-
AM-FM-TV Philadelphia; John LaCerda, John LuCerda Agency; Mr. Jones,
who was guest speaker; and "Ace" Ebbeson, [ Burton & Gall
. Mr. Jones recounted alleged “’piracy’” of his accounts by ex-employes. He
d agency ployes sign when hired stipulating they will
Mot solicit clients for two years after leaving a firm. Some agencies now

accept this practice, Mr. Jones explained.
BROADCASTING ® Telecasting
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Sock Salesman Surpasses
Great Expectations

His “sock” salesmanship encompasses just about every
commodity and service currently offered the American
public. In the men’s furnishings field the experience of
one of his sponsors is typical:

“With hardly an exception, whatever we advertise on
the Fulton Lewis, Jr. program brings immediate
results, sometimes far beyond expectations.”

That’s the statement of Mr. R. H. Cooley, manager of
Bishop’s Clothing & Woolen Mills Store, Salem, Oregon,
sponsor of the Fulton Lewis, Jr. program on Station
KSLM. He continues, “Our business is definitely up over
last year, which itself was a very good year.”

The Fulton Lewis, Jr. capacity to influence listeners has
been demonstrated time and again. His zeal for covering
the important stories of the day and his ability to uncover
stories which subsequently become important are respon-
sible for his large, loyal audience.

If you want a ready-made audience and a program with
network prestige at local time cost (with prowrated talent
cost), investigate now. Though currently sponsored on
more than 370 stations, there may be an opening in your
locality. Check your Mutual outlet—or the Cooperative
Program Department, Mutual Broadcasting System,
1440 Broadway, NYC 18 (or Tribune Tower, Chicago 11).
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\mportant news

for oll owners of

5kw TV transmitters

25AL: delivers 25‘i{w,
'TT-20AH: delivers 20 |
Each is shipped




ampliiers for VHF

@ An economical method for raising power
to maximum provided by FCC L

@ saves about 50% as compared to cost of
a complete transmitter of same power—
protects original investment ‘

@ Requires a minimum of extra floor space

RCA Television Engineering leads . R
the way with air-cooled 25/20-kw ! - :
amplifiers that you can add to your Typltul 25-kw conversion —one of many
5 kw"—without disturbing present d{&'erent arrangements showing how RCA
facilities. They provide power out- P;g]l:;g?::_tuamp i o medibnl ma
puts up to 200 kw (ERP) when used i

with an RCA high-gain antenna.
And because your “5 kw” becomes
your driver, your original transmit-
ter investment remains intact! Sav-
ings are substantial—nearly 50 per
cent as compared to a new trans-
mitter of equivalent powerles

Building-Block” amplifiers
are desngned for use wnh all RCA

. 6 dPeration with other
“5 kw’s” meeting FCC and RTMA
specifications.

For complete details, call your
RCA Sales Representative.

RADJIO CORP &k/'llﬂﬂ of AMERIC

ENGINEERING PRODUC ME” T CAMDEN,N.J.



... S0 he spends the
bulk of his radio
advertising dollar
with KTSA.

THOMPSON MOTORS |

Exclusive MERCURY car dealer in San
Antonio, Thompson Motors uses KTSA
exclusively for radio promotion. With a heavy
spot schedule and three 15-minute news broad-
casts each week, Thompson Motors is racking
up sales and meking San Antonians MERCURY

conscious.

Thanks, Thompson Motors, for adding an-
other successful KTSAles story to our files.

REPRESENTED
NATIONALLY BY

5000 WATTS AT 550 /nf | "=
OWNED AND DPERATED BY THE EXPRESS PUBLISHING co. " s - PETERS

L ; i E EErr o AVENUE E AT THIRD ST. ‘& SAN ANTONIO 6. TEXAS
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NBC last week laid bare the heart
lof its ambitious economic plan
under which it hopes to govern the
' metwork’s future [B®T, Oct. 8].

For the first time, affiliates were
shown the formula by which their
metwork rates will be adjusted,
providing NBC succeeds in nego-
tiations with stations, some of
which will be asked to take reduc-
tions.

In brief the formula establishes
| radio homes weighted by a relative
retail sales index as the basic fac-
tor in computing rates. For radio
stations in television markets, the
rates are adjusted by a complicated
formula involving the number of
television homes also weighted by a
izetail sales index.

- What NBC believes these for-

ulas add up-to is a realistic re-
ippraisal of radio rates on an ob-
iective basis, eliminating inequities
‘that had cropped up in years of
comparatively hit - or - miss rate-
making and providing a means of
continuing to adjust rates as condi-
tions governing them change.

Full description of the new rate
formula appears on page 54 of this
“issue, but here’s a summary of the
Isteps by which NBC has figured out
its new charges.

EVENING RATES

The network takes the total radio
‘homes in each station’s nighttime
150% BMB area and weights that
with a percentage index arrived at
as follows: Total 1950 retail sales
\in the area are divided by total
population of the counties included
in the station’s 509% BMB area to
make a per capita retail sales figure
for the station. (Example: In Sta-
tion X’s area, retail sales are $774,-
900,000, divided by 820,000 popula-
tion to equal $945 per capita retail
sales.)

This per capita figure is next
| divided by $921.20, which is the
‘ national average per capita retail
isales, to obtain the station’s retail
isales index. (Example: for Station
X the $945 is divided by $921.20 to
igive a 103% retail sales index.)

This retail sales index is then ap-
plied to the total radio homes in the
! station’s 509 BMB nighttime area.

(If there are 750,000 radio homes
in Station X’s 509 BMB night-
time area, the station’s weighted
‘1adio homes become 103% of that
\ figure, or 772,500.)

With weighted radio homes fig-

BROADCASTING

NBG SETS RATE FORMULA

ures calculated for every station,
the network then constructed a rate
curve which (1) produced a total
gross hour network rate of $31,030
(as compared to the $27,905 rate
that prevailed before the 10% re-
duction put into effect last July 1
and to the present rate of $25,137) ;
(2) produced for each station a
“systematic reduction in cost-per-

WASHINGTON, D. C., NOVEMBER 5, 1951

Plan Bared to Affiliates

thousand as the circulation scale
on the curve increases;” (3) nar-
rowed what is now a very wide
spread among stations in cost-per-
thousand (which ranges from as
low as 20 cents to $3.24 on NBC
stations under present rates).
Aside from these principles, the
curve was not further explained.
Oviously, without details, no station

HERE ARE the new ‘“Primary”
economic plan to replace the old
that this list is not inflexible.
circumstances warrant, the network says.
WSB Atlanta

WBAL Baltimore

WBZ Boston

WBEN Buffalo

WMAQ Chicago

WLW Cincinnati

WTAM Cleveland

xgﬁﬁ : Dallas-Fort Worth
KOA Denver

WHO Des Moines

WwJ Detroit

WTIC Hartford

KPRC Houston

WIRE Indianapolis

WDAF Kansas City

KFI Los Angeles

WAVE Louisville

WMC Memphis

WIOD Miami

WTMJ Milwaukee

stations set up under the NBC
“basic” group. NBC points out
Additions will be considered if

KSTP Minn-St. Paul
WSsM Nashville
WDSU New Orleans
WNBC New York
WKY Oklahoma City
WOwW Omaha

KYW Philadelphia
KDKA Pittsburgh
KGW Portland, Ore.
WJAR Providence
WPTF Raleigh
WHAM Rochester
KSD St. Louis
WOAI San Antonio
KNBC San Francisco
KOMO Seattle

WGY Schenectady
WSYR Syracuse
WSPD Toledo-

KVO0Oo Tulsa

WRC ‘Washington

can figure how it came out on the
curve or what its rate will be under
the new rate schedule. The settling
of these details awaits individual
negotiations between the stations
and the network.

Once the rate curve was drawn,
the next job was to adjust it for
television in those markets where
TV exists. That was done this way:

NBC took the number of televi-
sion homes in counties covered by
a station’s 50% nighttime BMB
and weighted that figure by a re-
tail sales index arrived at by cal-
culating retail sales and population
only in TV-covered counties in the
50% BMB area. Another curve
was drawn.

This curve, according to NBC,
makes a “sliding scale of adjust-
ments, whereby as television satu-
ration increases, the percentage
reduction in the reconstructed rate
also increases, but to a lesser ex-
tent, and levels off at a point beyond
which no further reduction in the
base rate is made.”

NBC said that in its figuring
it rejected the contention of the
Assn. of National Advertisers that
when TV enters a home all evening
radio listening ceases, but NBC did
not explain what formula it used
to measure the impact of TV on

(Continued on page 37)

AD VOLUME UP

By BILL RUCHTI
(Earlier AAAA story page 52)

CLINICAL inspection of television
revealed major concern about
agency controls over programs
and meeting still-high production
costs, but indicated that the use
of filmed programs may offer some
answer when the eastern annual
American Assn. of Advertising
Agencies conference put advertising
under the microscope last week.
Frederic R. Gamble, AAAA

Eastern AAAA Reviews

president, reporting on the state
of the industry, said that advertis-
ing volume is up and promises to
continue at a high level. Two out of
three agencies increased their 1949
volume in 1950, with a nearly
proportionate increase in profits,
he said.

A review of balance sheets sub-

mitted by 93% of the 255 AAAA -

members showed that 589 reported
increases during the past year.
Agencies realized 0.8 profit on
their 1949 billing, which increased

THE BROADCASTING media got o thorough examination last week at the
eastern annual conference of the American Assn. of Advertising Agencies.
For a meeting of this kind an unprecedented amount of time was spent in

discussion of how to use TV and radio and gzt the best out of both.

This

story shows how top agency executives are thinking about radio and its young
but lusty brother, TV.

Telecasting

to “just under 19" in 1950.

TV costs are somewhat less, he
reported, although increases in
rates and talent prices have
created problems, so far offset by
better control of production costs.

The third of four regional AAAA
conferences this year, the two-day
session Tuesday and Wednesday,
was attended by some 1,600 per-
sons and featured nine sessions on
various phases of the field.

Speaking at the most heavily at-
tended session—that on TV pro-
duction—Rodney Erickson, man-
ager of the radio-TV department
of Young & Rubicam, said:
“There’s nothing magic about tele-
vision. Just because you are in it
doesn’t mean you're going to sell
the goods. We're still drummers
whose job is to move merchandise

(Continued on page 90)
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READYING plans for the annual con-
ference in Albany of the New York
chapter, American Women in Radio
and Television, Nov. 17-18, are (I
to 1) Elaine Drooz, WROW Albany;
Chairman Jane Barton, program direc-
tor, New York State Radio-TV Bureau,

Dept. of Commerce, Albany, and

Betty Parry, WXKW Albany.

AD DOLLAR

Goes Up in Printed Media

RADIO got another piece of ammu-
nition for its battle to convince ad-
vertisers of its superior economy
last week in a study “Your 1952
Advertising dollar,” prepared by
the Market Research Dept. of G. M.
Basford Co., New York agency.

The Basford report showed that
in the printed media “a typical ad-
vertising program in 1952 will cost
at least 106% more to execute—
for the same actual space, art and
mechanical—than in 1940.”

Though the study did not con-
sider radio costs, the marked in-
crease in those for printed media
seemed certain to be picked up by
radio-boosters in their continuing
campaign to show radio’s money-
wise superiority. It is further con-
firmation of what the networks in
particular have been saying—that
while magazine and newspaper
rates have been going up consist-
ently, network rates have been re-
duced.

The Basford Company, which
made a similar study in 1946, noted
in its report that a survey of 99
publications showed that a dollar’s
worth of space in 1940 had risen
in cost to $1.49 in 1946 and is at
$1.92 in 1951. Art costs that were
a dollar in 1940 were $1.90 in 1946
and had reached $2.65 in Septem-
ber this year, while New York scale
prices for engraving went from $1
to $1.31 to $1.80 in the same period;
for electros, from $1 to $1.48 to
$1.86, and typography from $1 to
$1.32 to $1.79.

Timebuyers Feted

AGENCY timebuyers and news-
men were guests at a cocktail party
held at the Gotham Hotel in New
York last Wednesday by WMCA
New York, WIND Chicago, WLOL
Minneapolis and KIOA Des Moines
to celebrate the opening of the
stations’ New York sales office,
called AM Radio Sales Co.
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GRABHORN

Hits Network Invasion
Of Spot Radio

NETWORKS in “their encroachment in the field of spot broadcasting”
not only are “eating their own young but devouring themselves in the
process,” Murray Grabhorn, managing director of the National Assn. of
Radio and Television Station Representatives, charged in a speech before

the Michigan Assn. of Broadcast-
ers in Detroit Friday.

He called upon stations to (1)
reject any type of business offered
by the networks if in the stations’
judgment it logically belongs in
the national spot category, and (2)
engage in “objective self-analysis,”
supplying their national sales rep-
resentatives with all possible in-
formation to help in placing na-
tional spot business.

Emphasizing that stations get
70% of the money spent for spot
advertising on their facilities
while affiliates get 30% of the ex-
penditure for network time, Mr.
Grabhorn told his listeners that “as
the networks devise fancy schemes
for converting national spot dol-
lars into network dollars, they are
at the same time converting your
70-cent dollars into 30-cent dollars.

Margin of Profit

“In the radio station business,
the margin of profit is fair and le-
gitimate, but I think you will ques-
tion with me whether one-third of
your income can be that substan-
tially reduced. Not only will the
margin of profit narrow to a di-
minishing, if not vanishing, point,
but it could conceivably put sta-
tions out of business. Let us al-
ways remember this. . . . There
are 2,000 radio stations in the U. S.,
half of them operating without
benefit of network radio, so it is
conceivable, therefore, that sta-
tions can operate without a net-
work affiliation, but networks can-
not operate without stations.”

He said “a special report” made
for NARTSR by FCC showed that
among network affiliated stations,
clear channel outlets derive 50% of

*
their total revenues from national
spot and 27.2% from the network;
regionals, 81.4% from national
spot and 19% from network; and
locals, 13.5% from national spot
and 9.9% from network.

Overall, he said, one-third of the
affiliated station’s revenue comes
from national spot and 19% comes
from the network. In the case of
independents, national spot ac-
counts for more than 20%, he said.

Mr. Grabhorn thought it “singu-
lar” that radio was the only medi-
um which considered TV as “a mor-
tal wound,” with the radio net-
works cutting rates while other
media increased their own. He
warned that the various network
“tandem,” “pyramid” and similar
plans all “have to do with acquir-
ing a larger portion of the $120
million of national spot revenue
which your stations have been re-
ceiving, and in turn giving you 30
cents for an item which you for-
merly sold for 70 cents.”

The independent station, too, will
be hurt, he asserted, because sta-
tions carrying a spot account may
lose it if the account switches to
network.

The networks, Mr. Grabhorn
said, “have a perfect right, under
law, to do what they wish” in de-
vising various sales plans. “But it
is contrary to the basic concept of
radio broadcasting which originally
influenced the investment of dol-
lars,” he added.

Asserting that ‘“network radlo
has coasted along for years on over-
the-transom business,” hé said net-
work radio should engage not so
much in selling against other net-
works, but in “creative salesman-

S [Fn

Drawn for BROADCASTING ® TELECASTING by Sid Hix
“But, Boss, she violates the TV Code from EVERY angle!”

BROADCASTING ® Telecasting}

© WTOP.

ship” of radio against other media

More important than ‘rejecting§
networks’ spot-type offers as ¢
means of combatting network “en|
croachments” into spot radio, Mr
Grabhorn said, is for each statior|
to provide its sales representative
with as much information as possi-
ble about its operation, its pro-
grams, its market, the type of au-
dience it serves—“all the tools [the
representative] needs with whicl
to do his job and your job success-
fully.”

HARDESTY TO BAB/:

Second Step in Bureau Plan

JOHN F. HARDESTY has re-
signed as director of station rela-

tions for National Association off*

Radio and TV
Broadcasters td
become director of

for Broadcast Ad-§
vertising Burea
Inec., effectivel
Nov. 12, William
B. Ryan, BAB
President, an-

day.
Appointment

was described by

Mr. Ryan as the second of three

Mr. Hardesty

il

local promotion IP‘

nounced Thurs-§¥

major personnel assignments which§#

he deemed necessary in order forg
BAB to fulfill its purpose—to as-§i

sist its members in promoting the
wide use of radio as an advertising}
medium.

First step, he said, was the ap-
pointment a week earlier of Kevin
Sweeney as general promotion man-
ager [B®T., Oct. 29]. Mr. Sween-
ey’s duties are to organize and di-
rect field personmel assigned to

promote radio via direct contaectf

with advertisers and agencies andfi,

to" assist the president in adminis-§;

trative matters.

The third step—one for immedi-
ate consideration, Mr. Ryan said—
is to appoint a director of National
promotion.

As director of local promotion,
Mr. Hardesty’s duties will include
development of special presenta-
tions, retail studies, sales clinics
for local broadcasters and adver-
tisers. He will also handle station
relations for BAB and assume ex-
tensive speaking assignments at lo-
cal advertising and business meet- i
ings. ]

Mr. Hardesty entered radio in
1939 at WJSV Washington, now||

Returning to Washington after
Navy service in the war, he joined
WOL as an account executive in}
1946 and shortly thereafter became |
director of sales promotion and§
publicity. He resigned in 1948 tof
become director of special eventsf§
and public relations for WOICE
(TV), now WTOP-TV, CBS outlet|
in the same city.

Joining NARTB as assistant di-

rector of public affairs in July:LE
1950, Mr. Hardesty was named di-{§*

rector of station relations shortlyf N

thereafter. é
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Plar [B®T, Oct. 22], Mr. Wagner sug-
s w.gested salesmen “too often think
gl 0f radio only as a means of mer-
n oi,chandising a product. It lies with
| 'yradio to approach industry with
astfthe ideas and programs which will
frofitell industry’s story in a listenable,
impalatable manner.
d4 “Whoever can do that will not
neaponly make money for himself and
ttive-his organization, but will also have
ilapithe privilege of helping to sell
3iggone of the greatest commodities
1.ever devised by man . .. the Ameri-
‘hmtcan private enterprise system. Cer-
|tainly no salesman will have a
nephigher call to duty than that, and
it is worthy of his very best effort.”
w; The Timken plant is undertaking
an extensive campaign to sell the
message of freedom and free enter-
_prise. This includes radio and news-
paper advertising, literature, in-
! formation racks in plants, speakers
bureau, house organ, forums, pub-
Jic opinion dinners, employe events
1liand work of the philanthropic Tim-
nmken Foundation in the company’s
e €Ommunities.
od diti Present Use of Radio
« b Radio activities include sponsor-
mtt!ship of Fulton Lewis jr. and George
s iitiSokolsky, daily sports broadeasts
niitfand spot compaigns and a series
titled Message to Americans. The
last - named program presents
di-rstories of prominent figures in
tmilAmerican industry along with
music and discussions.
uimkl  “There is an absolute dearth of
widPprograms which will function as a
public service tool for industry,”

e

Says Timken Executive

“RICH FIELD” ready for radio to exploit lies in industrial
rand public relations, according to Robert Wagner, public rela-
AB‘? ions director of Timken Roller Bearing Co.

Addressing the Ohio Assn.

of Broadcasters Sales Clinic

THERE'S MONEY IN PUBLIC RELATIONS

Industrial Field Beckons Radio

Broadcasters Aid to Auto Dealers
Sought by NADA

NATIONAL Automobile Dealers Assn. is conducting a drive
among its 84,000 members to use the airwaves, mainly radio,
to build individual good will in each dealer’s respective com-
munity, the association declared last week.

IS RADIO MISSING A BIG BET? Two public relations experts say it is. Little

use is being made of radio as a public relations medium, but if program

managers and salesmen went to work, they could develop this field into o

rich source of revenue. Here are some sound business tips that can make
money for any kind of operation, from network to local station.

Mr. Wagner said. “This in spite
of the fact that industry is starved
for such material and such pro-
grams. Industry wants America to
realize what a wonderful thing we
have in this glorious private enter-
prise system. That story must be
told, for there are too many who
question the value of our system.

“A good salesman doesn’t have
to be told twice once a prospect
has been pointed out to him. I'm
pointing out a surefire sale; a
customer that’s been waiting for
you to come around. It’s your job
to come up with a program idea
which will dramatically and ef-
fectively communicate to the public
the philosophy of free enterprise.

“Radio advertising is your busi-
ness, and if the ideas for such a
program aren’t forthcoming from
your group, you are missing a tre-
mendously rich source of revenue.
Republic Steel Corp., Youngstown
Sheet & Tube and Warner Swayze,
just to mention a few, are currently
carrying on a campaign, the pur-
pose of which is to carry the phi-
losophy of free enterprise to the
public.

“Tt is highly probable that those

companies, like the Timken Roller
Bearing Co., are searching for

_ideas from the radio industry in

their public relations campaign.

“Where are you going to get the
ideas for such a program? Get
out and meet the industrial leaders
in your community. Tzlk to them.
They have problems the likes of
which you’ve never heard. Ask
them about industry and taxes,
about government regulations as
applied to their business, price con-
trols, labor problems and the
thousands of other problems which
press down on them day in and
day out.

“They would welcome your ques-
tions. They would welcome, and
they need your help, as an expert in
radio advertising. As you talk to
those various leaders of industry
it is very possible that one objec-
tion to an aggressive radio cam-
paign of the type we've been dis-
cussing would be this: ‘We're afraid
of making enemies.” Such an argu-
ment is completely without founda-
tion. For the last 12 years, and
particularly in the past five years,

(Continued on page 37)

Thus far, according to J. Eustace
Wolfington, Philadelphia, chairman
of the NADA
public  relations
committee, radio
salesmen have not
done the job of
selling that they
should. Further-
more, added Mr.
Wolfington, time
salesmen should
expect to find
willing ears
among auto deal-
ers for ideas they might care to
push.

Last spring at a meeting in Chi-
cago of the NADA public relations
committee, if was decided to de-
termine the public’s exact feeling
toward auto dealers.

To this end, the Elmo Roper re-
search organization was asked to
conduct a national survey. It
showed that whereas the public
had a vague mistrust of dealers in
general, they did have confidence
in the particular dealer with whom
they dealt. In fact, many persons
interviewed spoke of “my” dealer,
Mr. Wolfington noted.

To NADA, the problem was
clear: The individual dealer should
try to attain a position of respect
in the community similar to that
held by the neighborhood druggist.

That’s where radio, and in some
cases, television, comes in, Mr.
Wolfington said. He said both
mediums should be used for institu-

(Continued on page 42)

Mr. Wolfington

ALES CLINIC group at Ohio Assn. of Broad.

s session included (I 10 r):

L dale. Meld

& Few-

| Robert Gibbons, Lang, Fisher & Stash

7 C.
if smith; Robert Wagner, Timken Roller Bearmg Ca .; Hal Waddell, WJW Cleve-

land; Keith Baldwin, WERE Cleveland; Marion Reeves, Gregory & House;
] Jack Maurer, WHK Cleveland.

"E3ROADCASTING o
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OHIO BROADCASTERS reviewed sales problems at recent clinic.
ing Mrs. Harold Fitzgerald of SESAC are (I to r): Tom Rogers, WCLT Newark;
Vernon Nolte, WHIZ Zanesville; J. P. Williams, WING Dayton; Mrs, Fitz-
gerald; K. K. Hackathorn, WHK Cleveland; Robert T. Mason, WMRN Marion;
Hal Barrett, Headley-Reed; Warren P. Williamson, WKBN Youngstown.

Surround-
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THE ROOSTER THAT

; CHUNEMAN’S department
store in St. Paul has been
crowing about its own Red

Rooster Hour on WDGY for a long

time, but received heart as well as

purse-warming proof of the pro-
gram’s success not so long ago when

a group of housewives spontane-

ously formed their own Red Rooster

social club.

These Red Rooster boosters ap-
pear as guests on radio shows
broadcast by other Twin Cities sta-
tions to get free plugs for their fav-
orite fowl, plant social items in the
newspapers about their club activi-
ties, always including a name plug,
solicit new members and help seat
stray women who attend the week-
ly Red Rooster breakfasts in the
store.

Sales response is even more tan-
gible than listener loyalty, in the
opinion of department store execu-
tives. They put the show on
WDGY two and one-half years ago
to attract all members of the fam-
ily. Because the comprehensive
format of news, chatter, music and
information was designed to pull in
mail orders from the entire trading
area of one million persons in 28
counties, the store “placed all our
radio eggs in the rural basket”, ac-
cording to William Campbell, gen-
eral merchandise manager for
Schuneman’s.

The store, he says, “caters to cus-
tomers who want merchandise at
medium prices and above,” and op-
erates in a highly competitive mar-
ket. The Red Rooster Hour, be-
cause of WDGY’s high power,
reaches into 28 counties in eastern
Minnesota and western Wisconsin
for a radius of 100 miles. Store
representatives say their program
reaches more potential customers
than shows sponsored by competing
stores because of the extensive cov-
erage area and the fact that Red
Rooster “makes the only real in-
tensive effort to maintain and build
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patronage” throughout the trading
area,
Increased in-store buying is also

a major objective, of course. At
one time or another, merchandise
from every department of the store
—including the basement store and
leased departments—is advertised
on the broadcast commercials. Com-
mercials are concentrated on best-
selling or highly-promotional items
in terse, direct and friendly phrase-
ology.

The six-a-week feature, aired
Monday through Saturday from
7:30 to 8:30 a.m. in WDGY studios,
features Mary Light in five min-
utes of transcribed conversation
about events in and around the St.
Paul area. Personal and informa-
tive, the chatty discussion for lis-
teners frequently takes them be-
hind the scenes at Schuneman’s
with interviews of buyers, manu-
facturers’ representatives and sales
people. The rest of the show offers
recorded musie, news flashes on lo-
cal, regional, national and world
events, weather forecasts, time and
temperature, winter highway con-
ditions and emergency reports.

A supplementary breakfast pro-
gram with coffee and doughnuts is
aired before a studio audience ev-
ery Thursday after the regular
Red Rooster Hour. Miss Light,
from 8:30 to 9 a.m., conducts an
audience participation show from
the River Rcom Restaurant at the
store before it opens.

# * *®

CHUNEMAN’S — in its con-

tinued effort to serve residents
of outlying communities—this sum-
mer promoted festivals of many
small areas on the audience par-
ticipation program, with 12 such
communities sending booster groups
to be interviewed by Miss Light.
Other interviewees are selected for
their participation in civie, local

and regional activities of interest.
Within the past year, 42 civie
groups of a charitable or service
nature were special guests.

HE breakfast show primarily
builds good will, but also fos-
ters an increase in store traffic be-
cause of visitors at the broadcast.
Schuneman’s backs its air effort
with special “Just for Thursday”
items sold at a lower price that day
only. The broadcast audience is
given a list of the Thursday spe-
cials, and signs notifying all store
visitors of these items are posted
throughout the building.

Broadcast visitors fill in a regis-
tration blank with their names and
addresses, after which cards are
sorted and letters mailed to out-of-
towners asking them to visit the
show again and about the quality
of their local reception of the pro-
gram. These methods, Schuneman’s
believes, start and strengthen the
Red Rooster listening habit.

It was after one such breakfast
show that several women sponta-
neously organized the Red Rooster
Club. One woman bought a large
china rooster, painted it red and of-
fered it to the store. It now occu-
pies the place of prominence at the
breakfast table as a centerpiece.
Another discovered small plastic
rocster whistles in Florida, painted
them red and distributes them to
all new members as a badge.

Although the store has promoted
its radio investment in many ways
during the past two and one-half
years, it wasn’t until April 1950
that it started its popular Red
Rooster Days, two days every
month when selling demands spe-
cial promotion of the Red Rooster
Howur and Red Rooster items. All
merchandise advertised on the
broadcast is pointed out in the
store with a Red Rooster capper,

BROADCASTING ® Telecasting

'LAID THE GOLDEN EGG|

RED ROOSTER greets motorists, alerting them to
the Schuneman’s show on WDGY. Billboards, as
well as other printed media, back-up the air effort
< of the department store.

and cappers on special Red Rooster
Day items are displayed for three
days after every commercial.
Some of the Red Rooster Hour
sales results: An offer of a new

type of flower holder, the Floralier, |

costing $1, brought 26 sales within
an hour and one-half after the ra-
dio commercial . . . One Thursday
morning during the weekly fashion
show, David Chrystal dresses were
described on the air. Eight women
during the day asked for the dress-
es described, and each bought one.
. Another time, three White
Sewing Machines, at $650 each,
were sold at the State Fair on Wed-
nesday after one mention on the
radio show. A Minneapolis store,
displaying the same type of ma-
chine in the same booth on the fair
grounds, made no sales that day.
The Hour earned first prize
from the National Retail Dry
Goods Assn. last year for a radio
show beamed to a general family
audience, and an award for the
coordinated use of radio with other
media.

WINDOW DISPLAY in Schune-

man’s calls attention to the Red

Rooster Hour, its format and ad-
vertising and media awards.

TS




OY WARNS ON PROGRAMS

“IF THE RADIO and television
business can’t do something to
help itself in determining what is
good taste, especially in TV, then
there is going to be something done
about it legislatively,” FCC Chair-
man Wayne Coy warned the
broadcasters at the NARTB Dis-
trict 5 meeting in St. Petersburg
last Thursday.
. In a speech covering several is-
*sues of importance to broadcasters,
the FCC Chairman reiterated his
support of the Benton bill, observ-

ing however that he represented a

minority of the FCC with that

view, Comr. Paul A. Walker being
u | the only other member of the Com-
mission who shares Mr. Coy’s opin-
ion.

“I will support the Benton bill,”
he declared, “so long as this indus-
try does not take aggressive action
themselves,” adding that his sup-
port would be a “burr under the
saddle.”

With respect to the new NARTB

TV code, Mr. Coy said that it may
work “if it is enforced and if it is
et flexible enough to meet changing
thies eonditions.”
I He said, “Broadcasters talk about
i« freedom of the entrepreneur and
free enterprise—‘just let us alone,
. and they have talked that way for
years. The obscenity on the TV
|1 screens is getting worse. I am not
it a prude, and there may be a place
for off-color jokes, but they are not
the television screen.”

“The other evening,” Mr. Coy
- continued, “I saw a network show
where the comedian got so mixed
between his bottom and his arrears
that I thought he would wind up
. with one or another on his head.
¢ I'then turned to another great net-
work—I won’t mention any names
but it was 8:80-9 on a Tuesday
: night and this comedian had his
¢ talent indulging in indecent ex-
ipl: posure.”

Concern of Parents

“I tell you,” Mr. Coy continued,
“that people are concerned about
what their children see on the tele-
{f vision screen. And the mail at
the FCC grows and the protests
get louder and louder. There is a
growing group of self-appointed
censors and because they ecannot
be funneled through channels such
as the Benton bill indicates they
are much more dangerous than most
| broadcasters realize. These pres-
sure groups are dangerous because
many of them are irresponsible
and the history of these groups is
that they are yielded to.”

Mr. Coy said, however, that he
|did not believe that the advisory
1 groups should report to the FCC
las the Benton bill stipulates, but
‘rather to Congress.

Such advisory committees eould
‘evaluate whether the people are
\getting their money’s worth “out
1of what the FCC is allocating to the
' broadcasters,” he said.

Mr. Coy at the outset of his
Ispeech localized the definition of

G

“public interest,” saying “no defini-
tion can apply to the nation as a
whole.”

“Public interest must take into
consideration the character of the
people in every city.” Radio, he
said, “has matured to a good un-
derstanding of the public interest.
Radio on the whole has a better
understanding of public interest
than those persons who are operat-
ing television stations, who are in-
clined to press to get into the black
and neglect some of the things they
know they should be doing or have
the courage to do. Some of them
have failed to develop that courage
after they got into the black.”

As to the TV timetable, the
Chairman declared that only a
handful of new TV stations will be
on the air in 1952, and “not too
many in 1953.”

“I am probably the world’s worst
predicter on TV. I didn’t know you
could get into so much confounded
trouble. It has been three years
since yesterday that the freeze
went into effect. Then came color.
If we had a compatible system of

At NARTB Dist. 5 Meeting

color at the time we would have
approved it, but it just didn’t work.
The controversy was not over the
field sequential system, but the fact
that the FCC said color was impor-
tant,” Mr. Coy stated.

Coy Comments on Freeze

Concerning the TV freeze and re-
allocation proceeding, Mr. Coy
said, “We are prepared to move
quickly and to issue a formal re-
port about Feb. 1, which gives us
about 60 days. We can assume that
the decision will be out by Feb. 1.
We can start processing about
April 1 but don’t get too exicted
about that date. There will be
hearings which take a long time
since we have only seven ex-
aminers.” P

The FCC Chairman pleaded for
an appropriation large enough for
the FCC to do an adequate job.

“We are losing more than 100
persons because of the cut in per-
sonnel necessitated by a budget re-
duction. Last year we were cut a
half-million dollars down to six
million when one member of Con-

1869 Judge 3ra E. Robinson  1g5)

JUDGE IRA ELLSWORTH ROB-
INSON, 82, onetime chairman of

the Federal Radio Commission,
predecessor of FCC, died unexpect-
edly Oct. 29 at his home in Philippi,
W. Va.

Judge Robinson was appointed to
the FRC by President Coolidge
March 29, 1928. He was elected
chairman April 5 of that year, and
served in that capacity until Feb.
28, 1930, when he was succeeded
by the late Maj. Gen. C. McK.
Saltzman.

When, in January 1932, Judge
Robinson resigned, President
Hoover expressed personal appreci-
ation for the judge’s four years
with the Commission [BROADCAST-
ING, Jan, 15, 1932]. At that time
Judge Robinson said he planned
to resume private law practice in
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Washington and in his home state,
West Virginia.

While on the FRC, he was de-
scribed as being blunt and out-
spoken but always having a sense
of humor. Even his opponents ad-
mitted he always had the courage
of his convictions.

To his skill and juridicial acumen
was attributed much of the funda-
mental radio law written on the
statute books.

Born near Grafton, W. Va., Sept.
16, 1869, he was graduated from
Fairmont State Normal School and
studied law at the U. of Virginia
in 1890.

After serving as prosecuting at-
torney for Taylor County, W. Va,,
from 1896 to 1900, he was elected
a member of the West Virginia
Senate in 1902 and served two
years.

He was regent for the West Vir-
ginia normal schools from 1901 to
1907 and was elected a justice of
the Supreme Court of Appeals of
that state Nov. 8, 1906. From 1910
to his resignation in 1915, he was
chief justice of that court. He re-
signed to become Republican nomi-
nee for governor of West Virginia
in 1916, but lost in the Wilsonian
Democratic landslide.

He was chairman of the Draft
Appeals Board from 1917 to 1918.
In 1921 he was appointed to adju-
dicate war minerals claims in
Washington. Judge Robinson served
as special assistant to the U. S.
Attorney General from 1926 to 1928
in the purchase of the Cape Cod
Canal.

gress said that the FCC should be
punished for what it did to him
and that everyone at the Commis-
sion had been to Moscow within the
previous 24 hours. The returns to
the Treasury through the Bureau
of Internal Revenue would be many,
many times the money needed to
speed up FCC operations,” he said.

Mr. Coy was introduced by Nel-
son Poynter, publisher of the St.
Petersburg Times and owner of
WTSP. In his introductory re-
marks, Mr. Poynter said that Mr.
Coy has taken so much abuse at
times that he ought to come back
in the newspaper business where
“he belonged and he never should
have left it.”

Harold E. Fellows, NARTB pres-
ident, commented, “My situation
is quite parallel with Wayne Coy’s
in one respect—we are both con-
sistent. He does not favor Hal
Fellows. He does not favor the
NARTB. He just favors the Benton
Bill. In like manner I do not op-
pose Wayne Coy. I do not oppose
the FCC. I just oppose the Benton
Bill.”

(NARTB Distriet 13 story on
page 98; photos from District 6 on
page 113.)

PULVER TO LEVER
Resigns DF&S Post
APPOINTMENT of Stanley Pul-
ver, with Dancer-Fitzgerald-Sam-
ple, New York, for the past six
years as director of radio and tele-
vision media for Lever Bros., New
York, was announced last week
[Crosep Circuit, Oct. 29]. -

While with DF&S as chief time-
buyer and manager of the TV de-
partment, Mr. Pulver worked on
the following accounts: General
Mills, Procter & Gamble, Campbell
Soup Co., Sterling Drugs, White-
hall Pharmacal Co., American Chi-
cle Co., and Falstaff Brewing Co.

Prior to DF&S he was with the
Biow Co., New York, as a time-
buyer and during his tenure was
the timebuyer for the Democratic
National Campaign to elect Presi-
dents Roosevelt and Truman. Be-
fore that he was with CBS for nine
years. He started at the network
as executive assistant o the exec-
utive vice president and when he
left he was sales service manager
of WCBS New York.

Join CBS Radio

CBS Radio signed two new affili-
ates last week to bring the total
network total to 206. WFAI Fay-
etteville, N. C., joins as a bonus
station to WDNC Durham, effec-
tive Nov. 18. Operated with 250 w
on 1230 ke, WFALI is owned and op-
erated by Rollins Broadcasting Inc.
with James Mayes as general man-
ager. WBAT Marion, Ind., joins
as a basic supplementary station
effective Dec. 1. Owned and oper-
ated by the Marion Radio Corp.,
WBAT operates with 250 w on 1400
ke. John Bone is general manager.
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The Continental Manner . . .

FOREIGN INTRIGUE is as re-
freshingly different from run-of-
the-camera crime shows on TV
these days as the early Hitchcock
thrillers were from run-of-the-reel
gangster films made in Hollywood.

Intrigue understates and under-
plays. It succeeds in establishing
a mood of, well, let’s call it leisure-
ly terror.

Last week’s edition of the series
dealt with a single theme: The ef-
forts of rival espionage agents in
Copenhagen to do in an American
newspaperwoman who was unwit-
tingly carrying some secret papers
that a spy in the U.S. had slipped
into an identification badge. This

MRsLLRRRLLLILRRRRRRREW
Program: Foreign Intrigue, NBC-
TV, Thursdays, 10:30-11 p.m.

Sponsor: P. Ballantine & Son.
Agency: J. Walter Thompson.
Producer-Director-Adapter:
Sheldon Reynolds.
Original Story by Stella Linden.
Asst. Director: John Padodano.
Production Mgr.: Bengt Jarel.
Dir. of Photography & Spemal
Effects: Bertil Palmgre!
Composer & Musical Dir.: Erland

on Koch.
Cast Sydna Scott, Dorje Mellvik,
Vengt Blomgren, Gosta Tryze-
lius.

MRl alLILALRRRRRRRRRRR

certainly was no great shakes as a
plot, but the success of the program
derived from its skilled manage-
ment of this thin line of story.

For one thing, Intrigue permits
its players to talk, and what they
say makes sense. The dialogue in
this series is carefully written and
intended for audiences who can un-
derstand more complicated prose
than I-See-The-Dog.

The police inspector in last
week’s piece was a radical char-
acter by common standards of
crime drama. He was neither hand-
some nor comically ugly, neither
stupid nor omniscient. The inspec-
tor on Foreign Intrigue was an
ordinary-looking man with a bald
head and the quizzical intelligence
necessary to figure out by unas-
sisted reasoning how to prevent the
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criminals from succeeding in their

plots.

Camera work and direction were
uniformally excellent, taking full
advantage of the flexibility in pro-
duction that is possible on film.
Dorje Mellvik gave a fine, low-key
performance as the inspector, and
Sydna Scott projected just the pro-
per amount of fear without hyste-
ria that a veteran newspaperwoman
would be expected to experience
under the circumstances.

All in all, Foreign Intrigue is an
ornamental addition to the adven-
ture-mystery-crime fare on the air.

* * %
The Private Eye . ..
BOSTON BLACKIE is in the

tradition of heroes of U. 8. crime
drama. He is irresistibly hand-
some, insultingly flip and remorse-
lessly irreverent toward all author-
ity, especially those incompetent
oafs, the cops.

His exact status is impossible to
define. He does not seem to be on
anybody’s payroll, but he dresses
expensively and drives a Cadillac
convertible with such abandon that
it is plain he can afford to throw
it away and buy another any time.
Probably he is one of those mil-
lions of young men that Hollywood
believes live on inexhaustible leg-
acies.

The emphasis in this series is on

fssRlLlIILLERBRRRRRRY

Program: Boston Blackie, half-
hour syndicated film series.

Producer: Ziv Television Pro-
grams Inc.

Director: Paul Landres.

Writer: Herb Purdum.

Cast: Ken Taylor, Lms Collier,
Frank Orth.

(ALl LLLERLLLLRRRRRRRRY

action. In one half-hour program,
two murders were committed, a po-
lice inspector was bombed but sur-
vived, and Blackie himself was
chloroformed twice, slugged to un-
consciousness twice and hit over
the head with a paint can and a
shovel during a wild battle with
erooks.

Physical demands were such that

the actors had little breath Ieft for
dialogue, which was just as well
considering this sample exchange
between Blackie and a gangster
named Fox, who was offering
Blackie a bribe.

Fox: I got plenty of that green
stuff.

Blackie: Grass is the only green
stuff I take from you.

Whatever its shortcomings, Bos-
ton Blackie is well up to the par
for action-type crime productions
and it makes no pretense at being
anything but what it is—a half
hour of whizz-pop-bang done up
in slick style on film.

E

The Real Article . ..

THE JOHNS HOPKINS Science
Review last Monday explored the
scientific side of crime detection,
which was rather plodding stuff
compared to the fictional portrayals
of cops and robbers.

The program demonstrated po-
lice methods in solving a fictitious
crime involving a murder and a
hit-and-run death. By use of micro-
scope and photo-spectrograph, po-
lice laboratory technicians showed
how they could match flecks of

paint and bits of blood and cloth

M LLRLLLLRRRRRRRRRRRY

Program: Johns Hopkms Science
TV Network,

Wuter—Producer Lynu Poole.
Director: Paul Kane.

Assoc. Producer: Bob Fenwick.
Assoc, Director: Ed Sarrow.
Art Director: Barry Mansfield.
Narrator: Joel Chaseman.
("ssasssssssssssRuUREY

found on the victim and the car to
establish that the automobile had
been the one that hit and ran.

A comparison of laundry marks
also was made in the course of
identifying the criminal and bal-
listics tests were demonstrated to
show how it is possible to prove a
certain bullet has been fired by a
certain gun.

The demonstrations were all pre-
sented by police officials. It must
be said that this was an unfortu-
nate casting choice. Whatever au-
thority might have been established
by the appearance of experts was
to a large extent diluted by their
appalling lack of color or stage
presence. The fact that someone
knows a great deal about a subject
does mnot necessarily mean he can
explain it either interestingly or
well. In this case, the perform-
ances were, to use the utmost for-
bearance, dull.

The producers of the Johns Hop-
kins Science Review would do well
to remember that whole genera-
tions of Americans have come to
hate Shakespeare because incom-
petent high school teachers made a
chore instead of a pleasure out of
reading his works.

If the Hopkins people insist on
using a cop to tell a cop’s story,
they should exert the most serious
effort to find an articulate and, if
possible, talented cop.

BROADCASTING
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MCKINNEY NAMED

Democratic Committee Head

SELECTION of Frank E. Me-
Kinney, Indiana businessman and
minority stockholder and officer of
WISH Indianapolis, as Democratic
National Committee chairman last
week was seen as an indication
that the administration will con-
tinue broadcast-conscious during
the 1952 political campaign.

The nomination of Mr. McKinney
to succeed William M. Boyle Jr.
was approved largely on the'
strength of his success in the busi-
ness and finance fields, overriding
a number of political factors.

At a news conference last Thurs-
day, the 47-year-old bank executive
told newsmen that the Democratic |
Party would use all channels of
communication to bring home the
issues of the ’52 campaign. Heﬂ
also promised to “re-establish the
political research, publicity and in-
formational activities” of the com-
mittee as a throwback to the
fabulous days of the late Charlie
Michelson, former Democratic pub-
licity chief.

Mr. McKinney will serve without
compensation, relinquishing all in-
terests save those relating to the
Fidelity Trust Co. of Indlanapohs.
and his radio conmections.

Aside from holding the presi-}
dency of Fidelity Trust Co., Mr.
McKinney holds 2,098.5 out of 10,-|
000 shares of common stock in
WISH and the licensee firm, Uni-}
versal Broadcasting Co., according
to FCC records. He serves as
treasurer and director of WISH
and three other stations—WHOT

reorganization plan.

A former president of Universal,
he and Mrs. McKinney hold minor-|
ity interest under the realignment.
Under the FCC-approved plan, Uni-
versal stock was exchanged for
stock in WHBU (Anderson Broad-
casting Corp.), WANE (Radio Fort
Wayne Inc.) and WHOT (South
Bend Broadcasting Corp.), with
Universal serving as holding com-
pany for those outlets and WISH.|
C. Bruce McConnell now controls|
Universal and WISH.

Noted as a fund-raiser in his
own right, Mr. McKinney will|
choose a national treasurer initially;
and tackle a myriad- of problems.
These include question of 562 con-
vention radio-TV sponsorship, se-
lection of an advertising agency,
convention site, etc. :

Mr. McKinney stated that “nof.
company which I am affiliated with)
or interested in will ever enter the
doors of a government bureau or
agency seeking favors or con-
siderations of any type or char-
acter.”

His nomination was, recom-|
mended at the national committee,
conclave by Frank M. McHale,
Indiana Democratic Committeeman,
himself a 3% stockholder in WISH-
Universal. Mr. McKinney resigned
from U. 8. Pipeline Co. |

® Telecasting
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THE WHITE HOUSE made it of-

w iy ficial last week that Comr. Frieda
i) B. Hennock will remain on the FCC

'M!'t]lg

Kinng

nof‘

demg sized in a speech before the Life

T8

it indefinitely, thus affirming previous

,reports that the Commissioner
ahgnment apparently will remain
intact in the foreseeable future
[BeT, Oct. 29].

. President Truman last Thursday
‘yeleased correspondence between
é‘him and Comr. Hennock on the sub-

'Ject of a recess judgeship appoint-

‘ment which was declined by the
"Madam Commissioner.
The President had nominated

¥ Miss Hennock for a New York fed-

ral judgeship last June but it was
C.f‘sidetracked by the Senate, which

ol ‘tecessed without taking any action

[B‘T Oct. 22].
| Mr. Truman said Miss Hennock
"would continue as a member of the

 TRUTH DRNE HITS

Govt. Expert Announces

'DESPITE the fact that the Soviet
"Union and satellite countries are
,.spendmg about $1,409,000,000 for
“lpropaganda warfare, with some
;‘$ﬂ40 million set aside for radio
'\md other media [Be®T, Oct. 291,
'the free world is not necessamly
“losmg' the battle for men’s minds.”

This conviction was re-empha-

JInsurance Advertising Assn. by

“]sml‘hurman L. Barnard, general man-
yoiager of the department’s interna-
o andh jlional information program. He

h et
a storkl

jaddressed the group at Williams-
hurg, Va., last Wednesday.
Of the total sum, Mr. Barnard

il |fs8id, Russia alone has been spend-

ot
qnat/part of its

ng $928 million for propaganda as
“Big Lie” crusade to
i icounteract the U. 8. “Campaign of

fmTrut 2
B

Construction of new type trans-

i ftimitter facilities for the Voice of

(SufhiAmerica  will

force the Soviet

, wih{Union to “let the truth through or

i

spend huge sums [in manpower
and dollars] in the effort to keep

w7t out,” he declared.

Since the truth campaign was

i if¢launched, he continued, the U. S.

et

ill'has made “major improvements in
1aI1Wour radio network” with the result

sT’that the U. S. is overcoming Rus-
-isian jamming at least 100% more

—a:ncy #Additionally, VOA has stepped up

its output 509, with more stress

st ‘iion language programs behind the
: dmtk‘ [ron Curtain.

o O
o dir'ard said, citing program surveys
|and samplings of overseas opinion.
wirBest estimates today show the
iteefiVoice is heard by over half of ra-

asti

rther

“We have learned a great deal
‘about how to utilize radio in the
‘battle for men’s minds,” Mr. Barn-

dio set owners in Iron Curtain
countries. More than 20% of
oroadcasts are getting through to
Moscow and up to 75% in rural
Russian areas, he added.

at FCC Indefinitely

HENNOCK STATUS s

FCC. Her term runs until June
30, 1955.

The Chief Executive’s letter was
released coincident with a recess
appointment of Assistant At-
torney General David H. Edelstein
to the vacancy on the New York
bench.

The President said he ‘“re-
luctantly” agreed to give up his
fight for Miss Hennock after she
wrote him saying that she believed
the recess appointment “should go
to a nominee who is prepared to
take office at once in a district
where the docket is so crowded.”

Mr. Edelstein, an Assistant At-
torney General in the Justice
Dept.’s customs division, was a for-
mer attorney for the New York City
Welfare Dept. from 1934 to 1939.

Usual procedure is for the Presi-
dent to renominate at Congress’ re-
turn, the person he has appointed
during Congressional recess.

The letter exchange follows:

From the President to Comr.
Hennock:

Oct. 31, 1951
Dear Miss Hennock:

I regret that the Senate Judiciary
Committee has not taken action on the
confirmation of your appointment as a
United States Dlstnct Judge for the
Southern District of New York, as I

think you are highly qualified and
would have served with distinction. I
am mindful of the reason which you
have advanced for declining a recess
appointment, and I reluctantly defer to
your wishes in the matter.

Your outstanding record as a mem-
ber of the Federal Communications
Commission has earned wide public
recognition, and I am confident your
continued . service on the Commission
will advance the public interest in the
vital field of communications, Your
service has provided an outstanding
example of the contributions which the
women of America have to offer the
people of this country, particularly in
these critical times.

ith assurance of my continued con-
fidence, I am

Very sincerely yours,
HARRY S. TRUMAN

From Comr. Hennock to the

President:
Oct. 30, 1951
Dear Mr. President:

I am most grateful and highly hon-
ored by your offer of a recess appoint-
ment as United States District Judge
for the Southern District of New York.

As you know, the Senate Judiciary
Committee took no action before ad-
journment of the last session of Con-
gress on my nomination for this va-
cancy which you submitted in June.
Ihadvised the Commitfee on October 15

honotr me by tendering such appoint-
nt.

In reaching this decision, I had in
mind the many complex problems
which will continue to face the Fed-
eral Communications Commission dur-
ing the next few years. As you know,
the sound development of televnsxon
has been my major concern during my
service on the Commission, and under

PIONEER broadcaster

Richard E.
0’Dea, president of WOV New York,

and his son, Richard, look forward

to a rich future for AM radio. Young

Richard is finding station operation

as stimulating as outboard racing, a

sport in which he has won 28 awards
to date.

the circumstances, I think it would be
right for me to follow to a conclusion
the pending issues which so vitally
concern the national interest in the
coming years.

Under these circumstances, I believe
most sincerely that a recess appoint-
ment should go to a nominee who is
prepared to take office at once in a
district where the docket is so crowded.

Although I am deeply moved by your
expressions of confidence, and by the
steadfast support of the many public
officials and lawyers who have en-
dorsed my candidacy and qualifications,
I must therefore respectfully decline
this appointment.

Respectfully yours,
FRIEDA B. HENNOCK

FORD’S FIRST SERIES

Cover UN Assembly

THE FORD FOUNDATION TV-Radio Workshop's first broadeast pro-
duction, officials announced last week, will be a series of 12 weekly
half-hour summaries of the Sixth United Nations General Assembly
in Paris, to be carried over NBC-TV on Saturday from 7-7:30 p.m.,

starting Nov. 10 [CLoSED CIRCUIT,
Oct. 29].

Robert Saudek, director of the
Workshop, and Frederic W. Wile
Jr., NBC vice president and direc-
tor of television network produc-
tion, announced plans for the series
last Wednesday. Arthur M. Schle-
singer Jr., associate professor of
history at Harvard U., who wrote
the Pulitzer prize-winning The Age
of Jackson, will narrate the pro-
gram.

John Coburn Turner, recently
director of programs for Goodson-
Todman Productions, has been ap-
pointed assistant director of the
Television-Radio Workshop and
will produce the Assembly VI
series, Mr. Saudek announced Fri-
day.

“The Workshop believes that the
UN General Assembly in Paris is
of such critical importance this
year that a weekly television rec-
ord should be made available to
the American public,” Mr. Saudek
declared. “The Television-Radio
Workshop is, therefore, dispatching
a motion picture production crew
to Paris for the duration of the
assembly.”

Mr. Saudek voiced pleasure “that
so experienced a man as G. B.
Buscemi, assistant director of the
March of Time Television Dept.,
will have charge of the Paris
operations and supervise the film

n/BROADCASTING ® Telecasting
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editing.”

The UN series, to be known as
Assembly VI, will be offered for
commercial sponsorship on a non-
profit basis, under the Workshop’s
plan for utilizing commercial radio
and TV in offering programs com-
bining cultural, public service and
entertainment values. Under the
commercial but non-profit formula,
sale of the series will mean that
the Workshop will regain its pro-
duction costs and that the network
will recover its time charges.

NBC to Cooperate

Speaking for NBC-TV, Mr. Wile
said: “The network has been con-
ferring for months with the TV-
Radio Workshop . . . and is happy
to broadcast the Workshop’s ini-
tial series of television programs.

The Workshop has set its sights .

high, and we in NBC are ready to
cooperate. NBC looks forward to
continued exploration of ways by
which superior informative pro-
grams can command an increas-
ingly 1arge audience on commercial
stations.”

The UN series will be produced
under the supervision of Mr. Sau-
dek and James Webb Young, mass
communications consultant to the
Ford Foundation, who assisted in
the establishment of the Work-
shop, with the NBC-TV News and

Special Events Dept. under Fran-
eis C. MeCall cooperating in the
production.

The Workshop was set up last
August via a $1.2 million grant to
the Fund for Adult Education to
be used for Workshop purposes.
What had been scheduled as the
Workshop’s first production, a
radio series called The People Act,
which was to have started on CBS
Radio this month, has been post-
poned until January.

A graduate of Princeton with a
degree in modern languages, Mr.
Turner worked with various news-
papers and magazines from 1938-
42, being associated during that
time with Marquis Childs and writ-
ing his own radio column for The
Washington. Post. He joined the
New York writing staff of CBS
1942 where he worked with Dr.
Lyman Bryson and Leon Levine on
Colwmbia’s School of the Air
until he became an editor of the
seript division.

Joining ABC in 1944, he was
manager of the script division
from 1945 to 1950 and during this
period was closely associated with
Mr. Saudek in documentary pro-
duction, including three which won
Peaboby awards: “Hiroshima,”
“Communism—U. 8. Brand,” and
“Clear and Present Danger.” Mr.
Turner left ABC in 1950 to join
the Goodson-Todman staff to super-
vise, as director of programs, such
shows as The Web and What's My
Line?
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On the

dotted line .

SECOND consecutive year f advertising on WCAX Burlington, Vt., is nego-
tiated for Vermont IGA Stores with signing by William Cooper (seated, r),

treas,, Burlington Grocery Co.

Seafed, Daniel O’Connel,
Table Mills, participating sponsor; (standing) Robert Bensen, WCAX acct.

asst. sls. mgr., Tea

exec., and J. D. Swan, station mgr.

IT’S Happy B"fhday to You for WHIS

Bluefield, W. Va., listeners as Coca
Cola Bottling Co. buys 52-week
series. Completing arrangements are
(I to r): Pat Flanagan, WHIS man-
ager; W. O. Bivens, Coca Cola sls.
mgr.; Charles Erhard, station sales.

8 - F =
SPONSORSHIP of CBS Radio’s Give
and Take by Cannon Mills Inc. is
ossured with signature of George
Beyer Jr. (r), firm’s adv. mgr. All
smiles are John J. Karol (1), v. p.,
CBS Radio Network Sales, and W.

Eldon Hazard, network sls. mgr.

dfel

EXLUSIVE contract is set with
Gotham Recording Corp. by Pierre
Crenesse (scated), dir., French Broad-
casting System, as Gotham President
Herbert M. Moss watches ceremony.
FBS in North America supplies some
300 American stations with weekly
transcribed programs free-of-charge.

SPOT campaian on WHK Cleveland’s
Bill Gordon Show for 7-Minit Pump-
kin Pie Mix is negotiated by A. W
Fodor Co., that city, in cooperation
with Six O’Clock Foods. A. W. Fodor
(), firm’s pres., signs one-year con-
tract as J. B. Maurer, WHK sls. mgr.,
stands by.

LIBERTY Sav;ngs & Loun Co. buys weekly half- hcur Music for Men on WCKY

d (seated), Liberty president, signs contract

wbefore { to r) {ohy H Topmiller, WCKY manager; Bob Fleming, acct. exec,

er-producer of show, and M. S. St h

Liberty

BASEBALL

THREAT to the broadcast media, implied by pending legislation that
would exempt “all professional sports” from anti-trust laws, is on the

wane, it was learned last week.

This revelation followed closely the release of ﬁgures by the House

Monopoly Subcommittee showing
radio-TV rights in professional
baseball accounted for more than
109 of the leagues’ revenue in
1950.

A staff spokesman of the House
subcommittee, which has been in-
vestigating the anti-trust aspects
of baseball, told BROADCASTING ®
TELECASTING that the Congres-
sional group ‘“is not going to buy
a blank check such as the Johnson
or Herlong bills.”

Both bills referred to would ex-
empt “all professional sports” from
anti-trust laws. They are authored
by Sen. Ed C. Johnson (D-Col.)
and Rep. A. S. Herlong (D-Fla.).

Effect on radio-TV is obvious,
should the legislation become law.
The subcommittee now is writing
a report as an aftermath of its
baseball hearings [B®T, Oct. 29,
Aug. 20, 13]. Since the bills, as
written, would open a vista of ac-
tivities engaged in by professional
sports operators, it appears that
the subcommittee will neither ac-
cept the Johnson-Herlong legisla-
tion nor will it write legislation of
its own until the issue is carefully
studied.

Radio-TV May Enter

Radio-TV may enter into the
writing of the report, it was ad-
mitted. The subcommittee may dis-
cuss the broadcast media in its
report to the extent that they point
out the interstate nature of base-
ball—nub of many a court dispute.

However, the subcommittee
doesn’t expect to get into the “na-
ture” of radio-TV rights and con-
tracts, such as territorial rights
and league rules—because of cur-
rent litigation.

Revenue figures released to the
subcommittee by baseball leagues
provided the following informa-
tion:

In primary radio-TV contracts,
the American League clubs received
$1,656,000 in 1950, the National
League clubs, $1,708,000 the same
year. Similar contracts for 1951—
American League, $1,778,412.50,
National League, $1,598,900, plus
$110,000 for the All-Star game,
$1,075,000 for the World Series.

Total revenue for 1951 was $4,-
561,312.50 for the leagues. In this
breakdown, highest intake for an
individual American League club
(unnamed) was $402,500, lowest,
$25,000. Highest National League
Club revenue from radio-TV was
$360,000, lowest, $72,500.

Also of interest to the broad-
casters as to the amount they have
been pouring into baseball coffers:

In 1950, the American League
received a total revenue from home
games amounting to $9 million; on
the road, $2,500,000, and exhibi-
tion games, $350,000. Radio-TV
netted the league $1,656,000. Add-
ed together this makes total reve-

BROADCASTING

Radio-TV Fees Swell|
League Incomes |

*

nue $16,338,000. Subtracting oper-|
ating costs of $12,646,000 and other
costs (player salaries, ete.), income|
was $1,829,000, which after taxes
was $623,000.

Similar breakdown for the Naj
tional League in 1950 (approxima-
tion) showed total revenue $15,696,-
000, of which radio-TV contributed
$1,708,000. Total expenses amount-
ed to $12,858,000, which gave a
total operating income of $2,838,-
000, of which after further costs
were deducted gave $678,000 before
taxes or a total of $53,000 after]
taxes.

RESNICK NAMED
To Hear ABC-UPT Case

SELECTED to preside at the in-
volved Paramount Pictures license
renewals and ABC-United Para-
mount Theatres merger hearing—
scheduled for Jan. 156—is FCC Ex-
aminer Leo Resnick. Appointment
was made Oct. 22.

Mr. Resnick, who has been with
the FCC since 1940 except for
Navy duty during the war, was the
examiner in the 1949 hearings on
the purchase of the Louisville
Courier-Journal’s WHAS-AM-FM -
TV by the Crosley Broadecasting
Corp. (WLW Cincinnati). That
sale was denied because of over-
lap between WHAS and WLW. Mr|
Resnick is a graduate of Columbia|
U. Law School and served in vari-
ous FCC legal positions before be
ing appointed an examiner in 1947,

Efforts had been made to have
the FCC en banc hear the mergei
case, but apparently they were un
successful,

PROPOSES AM GRANT
For Reedsburg, Wis

INITIAL DECISION, recommendif
ing the grant of William C. For
rest’s application for a new AM
station in Reedsburg, Wis., on 140
ke with 250 w fulltime, was issue:
by FCC Examiner J. D. Bond las|
week.

Question of overlap between the
proposed new Reedsburg statmn
and WIBU Poynette, Wis., als
owned by Mr. Forrest, was resolvej
in favor of the applicant on thd|
grounds that 4,000 people in Reeds#
burg had no primary broadcasl
service, day or night. The ex
aminer felt that the fact 8,30
persons who would get daytim
primary service from both station:
was overshadowed by the benefit
a new station would bring to Reeds!

burg.

|
|
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WHO SAID NIGHTTIME
RADIO IS DYING?
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1951

he 1951 Iowa Radio Audience Survey* proves

conclusively that total radio listening in Iowa is
greatly on the increase. An exact comparison with ; u
1949 (when the Survey gathered the same listening
data at approximately the same week of the year) n
shows that Iowa nighttime listening, for example, is up

28.87,!
Between 5 p.m. and 8 p.m., the Survey found +f 0" lowa PLUS #+
increased listening for every quarter hour, 1951 Do: Moines b 50,000 w;tk 7

over 1949, with an average increase of 28.87, for
each of these twelve important quarter hours!
(The hours 8 to 10 p.m. were covered only by
the 1951 Survey. It found a remarkably high
average of 62.99, of all adults listening at each
quarter hour!)

Col. B. J. Palmer, Pr;asid;anl . ,

P. A. Loyet, Resident Manager

For the average quarter-hour period 5 a.m. to 8 p.m,,
the Survey found a 14.49, increase in listening, 1951
over 1949!

When you project these increases against the fact that
Iowa also has more families, more multiple-set homes,
and more car radios than in 1949, you find the in-
creased amount of radio listening is even greater than
the average percentages shown above.

Clear-Channel, 50,000-watt WHO continues, of coutse,
to get the greater share of Iowa’s increased radio
listening. This and many other authentic, up-to-date
facts about radio in Iowa are thoroughly documented
in the 1951 Iowa Radio Audience Survey. Write for
your free copy, today!

#The 1951 Towa Radio Audience Sur- |
vey is the fourteenth annual study of
radio listening habits in lowa. It |
was conducted by Dr. F. L. Whan of &y
Wichita University and his staff. It
is based on personal interviews durin;
March and April, 1951, with 9,180 [owa
families—all scientifically selected from i
Towa’s cities, towns, villages and B
farms, to present a true and accurate
picture of the radio audience in Towa. {




CRITICAL MATERIALS

CBS-COLUMBIA last week was
granted a second postponement of
a hearing before the National
Production Authority on its appeal
for additional critical materials.

The manufacturing arm of
Columbia Broadcasting Ine. sought
an additional three-week delay on
a plea for an adjusted base period
looking toward a larger output of
monochrome TV receivers, radio
sets, phonograph players and
other products.

The reason was not immediately
known but it was presumed that
CBS-Columbia wants more time to
modify its presentation in view of
the government’s clampdown on
color TV production [BeT, Oct.
29, 22]. The meeting had been de-
ferred once before—from Oct. 23
to Oct. 30 (last Tuesday).

Seeks Greater Quota

CBS-Columbia is seeking a
greater quota of raw materials
(steel, copper and aluminum) than
that presently allotted to Air King
Products, which it absorbed in the
purchase of Hytron Radio & Elec-
tronics Corp. last June.

The manufacturing branch of
CBS Inc. was given an adjustment
of the Air King base period and
appealed for larger quantities,
partly on the ground that it
planned to turn out 250,000 color
telesets in 1952 as well as adap-
ters and converters.

Not withstanding the color TV,
blackout, CBS Columbia is still
holding fast to its bid for more
materials to turn out black and
white sets. Present base period al-
locations which NPA allowed last
August are insufficient, CBS-
Columbia contends, noting that
quarterly quotas enable it to turn
out only about 35% of what Air
King produced in 1951. NPA offi-
cials point out, however, that this
conforms substantially to the pat-
tern of cutbacks for all materials
in civilian industries.

NPA denial of a higher base
period formula on color telesets
and so-called “slave” units re-
portedly was a prime factor in
Defense Mobilizer Charles E. Wil-

son’s decision to mothball eolor TV
receiver production.

To have turned out 250,000 color
sets next year, CBS-Columbia
would have required that many
fractional horsepower motors util-
izing vital copper supplies.

Mr. Wilson reportedly advised
CBS President Frank Stanton:
“Not in your lifetime or in the
lifetime of your children will there
be enough coper to meet all the
needs of everyone.”

Last week Mr. Wilson’s words
were strongly underscored on an-
other level, the Defense Produc-
tion Administration,

“Copper supplies are
dangerously short,” DPA asserted.
“Two large strikes, extreme short-
age in scrap supplies and con-
tinued low imports caused by in-
ternational prices have made cop-
per the most critical of all im-
portant production metals for both
the immediate and the long range
outlook.”

The civilian application of this
vital metal was outlined to BrROAD-
CASTING ® TELECASTING by John
Milling, director of NPA’s End
Equipment Branch of the Elee-
tronics Products Division.

“There will be a sharp drop in

almost

CBS Again Delays

the amount of copper available for
civilian uses in the first quarter of
1952 from the fourth quarter of
1951. As with all consumer dur-
ables, there may be as much cop-
per for Class B or less essential
products, but military and defense-
supporting orders will get them
and consumers will receive what is
le