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New York's youngest tv station—is
New York's most popular independent
tv station. In fact, it tops

a network station!
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In two years, WOR-tv has zoomed fo the top . . . ranking, today, as the leading
independent station in the New York market.*

It delivers more audience than any other independent tv station in New York.

It pulls more viewers than one of New York’s network stations.

“Trapped'’ — a station-built mystery drama — draws more viewers in New York than
34 sponsored nighttime network shows.

Summer and winter, WOR-tv is the city's favorite sports
station. It was tops in sports with the Brooklyn Dodgers and
it's still tops . . . pulling more audience than Madison
Square Garden events on another station.

It's getting results for 77 national advertisers.

Since boosting power in August, WOR-tv has been delivering
a PLUS audience of 1,000,000 potential viewers.

Rates have remained the same.
WOR-ty delivers viewers at low, low cost. A minute Cha“nel
commercial on the average sports show can sell 293,700 ;

viewers for only $1.33 per 1,000. Or — on the average | ] - 3
movie — it can sell 285,240 viewers for only $1.02 per 1,000% New York S leadmg

Keep these facts in mind when you are making your television Indellelldem tv Statlon
plans. For more sales at less cost put your message on . ..

*November 1951, Telepulse




In 1948 Havens & Martin dedicated Television Station
WTVR to the people of Virginia.

How well it's appreciated is expressed

by the fact that today there are over
95,000 sets installed in the WTVR area.
Yet as Christmas 1951 rolls around, WTVR,
now nearly four years old, iis still the only
TV station operating in Richmond.

Nearly 25 years ago WMBG took the air as a pioneer
radio station. Its record is studded with firsts.

In this postwar era WCOD, the FM outlet,
was added to the Havens & Martin group
to provide Virginia’s only complete broadcast advertising service.

Linked with NBC through the years, these First Stations
of Virginia have captured the fond loyalty
of a people who fully appreciate pioneering and public service.

WMBG an
WTVR
WCOD

Tovst Slortovres % @&}Wl.ﬂ

Havens and Martin Stations, Richmond 20, Va.
John Blair & Company, National Representatives
Affiliates of National Broadcasting Company
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... WKMH......

5000 WATTS DAYTIME
1000 WATTS NIGHTS

* 1S NOW NO. B STATION HEARD IN

DETROIT Monday thru Friday
— 12 noon to 6 P.M.

* 15 Now N0, 2. STATION HEARD IN
DETROIT on Saturday

Same Time

IS NOW NO. ' "BUY" IN THE GREAT

DETROIT MARKET (based
on cost per 1000)

* Detroit Pulse Report

Sept.-0ct. 1951
®

Congratulations to our Sister Station

WKm Jackson, Mich. 1000 watts

Full time, NOW ON THE AIR...
970 on the dial
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that each may share with his neighbor. . .

{ First contributor to the Salvation Army
Christmas Fund is Mayor James F. Hearn

i A familiar part of the holiday scene in Wilmington, the
% smiling Salvation Army lassies with their tinkling bells and
1 Christmas kettles. This kettle collection, used for the city’s
! less fortunate families . . . food, clothing and toys . . . was
formally opened this year on WDEL-TV. Participating
! in the telecast with Wilmington’s Mayor Hearn are members
| of the Salvation Army Board and Staff.

This WDEL-TV feature is indicative of the active, constructive
role the station plays throughout the year in assisting local
welfare agencies. Thus, WDEL-TV serves its communities and
contributes to and helps improve the lives of all the people in
its viewing area. .

WDEL-TV

; WILMINGTON, DELAWARE

WDE[ ﬁ-"c l?epresented by
it @Al ROBERT MEEKER Associates Chicago « San Francisco « New York + Los Angeles
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,- constrained to withhold approval of new
ladio rate plan despite projected immediate

were between Walter Evans, WRS president,
and Joseph H. McConnell, NBC president.

 Westinghouse stations are under temporary

license because of FCC study of parent com-

i view of FCC’s preliminary look at network
adio-TV rate situation, cessation of rate for-
mula discussions was decreed for present.

'THOUGH it’s not common knowledge, Salary
Stabilization Board plans to overrule enter-
tainment panel (radio, TV, theatre, motion
jicture) on overscale performer policy. Lat-
ter recommended voluntary code for industry,
‘but SSB intends to set up self-administering
regulation machinery [B®T, Dec. 10]. Be-
se of this—and similar sports study—
panel report won’t be released this month—
nay never be issued.

QUIET test runs under way by group pro-
ing new radio news wire geared to serve
'small stations on low-cost basis. Project grew
out of Transradio’s recent demise.

’ C IS SEEKING not one but several top

roadcast executives [B®T, Dec. 10]. They're

oking for top man in radio station relations,

ed and operated stations and radio spot
sales.

TREMENDOUS surge of TV activity through-
out Latin America is foreseen with several

" hundred installations likely within the next

year or two, if equipment is available. Vir-
tually all equipment will come from U. S. Sao
aulo, Brazil, last month put its second TV
station on the air, and third is under prelim-

inary construction.

S SENATE Interstate Commerce Committee
still looking into Defense Production Chief
Charles E. Wilson’s ban on color-TV set pro-
duction? There were signs last week that it
n't satisfied with order which stopped CBS
set-production, dealing with end product for
first time.

GLAD TO OBLIGE DEPT.: Copies of remarks
by Sen. William Benton (D-Conn.) on his
advisory council” bills to be distributed by
NARTB to its members—at request of Sen.

understood considering retrench-
pent in TV budget by cutting down two
of its five-time-weekly sponsorship of Oldsmo-
bile News, 7:30-7:45 p.m. on CBS-TV, through
D, P. Brother Inc., Detroit. Several advertis-
ers understood to be willing to pick up the
availability after February.

SHARP CRITICISM of Dr. Matthew Chap-
pell’s analysis of coincidental and roster audi-

o

Lence measurements as revealed in summary

(Continued on page 6)
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FCC, BAR GROUP HONOR
LOUIS G. CALDWELL

TRIBUTES to Louis G. Caldwell, radio at-
torney, who died last Tuesday (see obituary
page 28), were paid Friday by FCC and Fed-
eral Communications Bar Assn.

FCC officially inscribed its “deep sorrow” at
Mr. Caldwe'l’s death in its minutes, recalled his
“vital and sienificant contributions to the
development of the [Federal Radio Commis-
sion’s] procedures and to the general pattern
of regulation for a new industry.” as first
general counsel of FRC. Commission also
referred to him as a “brilliant and tireless
counsel” in radio broadcast field. said he would
be remembered for his “versatile and original
talents and for his great personal charm.”

Bar group’s Executive Committee adopted
resolution pointing to Mr. Caldwell’s “great
contribution” to radio practice. Describing
him as “foremost authority on communications
law,” committee praised his “unlimited capacity
and energy as well as ability to rise to any
occasion.”

He was FCC’s “severest critic and best
friend,” it was stated, and fought for tolerance,
understanding and free speech. Resolution
pointed to his work for American Bar Assn.
and numerous other bar groups and observed
that he had died on 50th anniversary of Mar-
coni’s introduction of trans-Atlantic radio com-
munications.

GENERAL MILLS CHANGES

GENERAL MILLS Inc., Minneapolis (Red
Band Flour), to sponsor recorded Joe Emer-
son’s Hymn Time, 3-3:15 p.m. EST, Mon.-Fri.,
over ABC radio, effective Dec. 24 for 52 weeks.
Company also expanding sponsorship of Silver
Eagle adventures on ABC radio from Thurs-
days at 7:30-8 p.m. EST to Tuesdays and
Thursdays at that time, effective Jan. 1. On
that date Silver Eagle will replace Mr. Mer-
cury series now heard Tuesday at that time.
Agency: Knox Reeves Adv., Minneapolis.

BUSINESS BRIEFLY

STEEL SPONSORS CAROL @ U. S. Steel
becomes TV sponsor for first time Christmas
night when it presents Charles Dickens’ 4
Chyistinas Carol on NBC-TV 9-9:30 p.m.
EST. British actor Sir Ralph Richardson to
ke brought over for one-shot appearance as
Serooge.

PABST BUYS BOWLING @ Pabst Sales
Corp., Chicago (beer), and Brunswick, Balke,
Collender Co. Inc., Chicago (bowling products),
were scheduled to sponsor eleventh annual all-
star bowling tournament from Chicago
Coliseum Sunday over WENR-TV Chicago and
WXYZ-TV Detroit, both members of ABC-TV
network. Agency: Warwick & Legler, N. Y.

JOE DiMAGGIO FOR P. M. @ Philip Morris
reportedly set to sponsor 10 minutes before
and after New York Yankees home baseball
games next year on WPIX (TV) New York,
presenting commentary by Joe DiMaggio, who
signed as Yankees’ TV commentator (at salary
said to be about $50,000 and with no play-by-
play duties) after announcing retirement as
player. Sponsorship of play-by-play, carried
last season by Ballantine Beer, still in nego-
tiation.

KELLOG SCHEDULE @ Kellogg’s All-Bran,
Battle Creek, Mich., placing one-minute radio
schedule starting Jan. 1 and running through
June in number of markets. Agency, Kenyon
& Eckhardt, N. Y.

BEST FOODS RADIO @ H & O Oats, unit
of Best Foods, N. Y., placing 22-week radio
campaign in several markets, starting Feb.
17. Agency, Benton & Bowles, N. Y.

POLIDENT SERIES @ Block Drug Co.,

Hands Off Rates, FCC .

THE FCC is taking a look at network-affiliate
contract negotiations. It apparently wants to
determine whether one medium (radio) will
suffer because of another medium (TV).

There is nothing in the law to prevent the
FCC—or perhaps any other agency—from
taking a look. But there’s certainly some-
thing in the law that precludes the FCC from
tampering with the rates or business practices
of broadcast licensees. (The networks are not
licensed, except through their owned-and-
operated stations.)

The law specifically provides that broadeast
stations are not public utility common carriers.
Thus, the FCC is prevented from considering
matters pertaining to time-charges or con-
tractual relations—aside from such factors as
option-time covered in the so-called network-
monopoly regulations.

It is perhaps under the guise of these net-
work regulations that the FCC is taking its
look. Chairman Coy and Comr. Jones, in past

N. Y. (Polident), mapping 22-week schedule
(Continued on page 110)
. . . . . An Editorial

utterances, have talked about the necessity of
up-dating these regulations.

NBC, the first network to project a new
rate-making formula, is in the process of nego-
tiating new contracts with its affiliates. Be-
cause it is the first, it is exposed to the whip-
lash of opposition of some affiliates and the
serutiny of the FCC, however preliminary.

When Comr. Jones speaks of “depressing
AM rates by using TV’s impact,” he invades
a field which we regard as being entirely out-
side FCC jurisdiction. Contractual relations
of networks and affiliates, so long as they
comply with the general statutes (and there’s
no contention anywhere that they do not) are
the exclusive business of networks and their
affiliates. Congress specifically said so in the
Radio Act of 1927, and iterated it in the Com-
munications Act of 1934.

for more AT DEADLINE. turn page '
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NCAA RESTRICTIONS WIN
SUPPORT OF EASTERN GROUP

TELEVISION was in spotlight at annual
meeting of Eastern College Athletic Confer-
ence held in New York Friday when delegates
by almost unanimous vote opposed removal of
NCAA restrictions on telecasts and endorsed
proposal that NCAA adopt supervised-TV
program. NCAA convention is Jan. 10-12 in
Cincinnati.

Francis T. Murray, U. of Pennsylvania,
presented T-point letter advocating each col-
legiate institution make such arrangement as
it wishes for TV in home stadium. Asserting
that TV is “strong ally” in promoting and
establishing good public relations, he charged
NCAA resolutions about it were unconstitu-
tional and, further, that control of TV rights
by the body is violation of U. S. anti-trust
laws. Number of paid admissions to U. of
Pennsylvania games has steadily decreased,
under controiled TV, he said, from 54,069 in
1949 to 49,364 in 1950, to 38,785 for 1951.

Ralph Furey of Columbia, co-chairman of
ECAC TV committee, opposed Pennsylvania
resolution, saying public, accustomed to free
TV coverage of college games, could most cer-
tainly have been expected to raise objections.
He insisted control of TV programs is not only
constitutional under NCAA terms, but is also
legal—clearly valid so far as Dept. of Justice
is concerned.

Delegates almost unanimously rejected
Pennsylvania resolution to adopt one posed by
their TV committee to effect that NCAA adopt
a national program for supervised TV as soon
as results of National Opinion Research Cen-
ter survey on the 1951 season have been fully
tabulated. Meanwhile, ECAC endorses interim
TV policy “for the protection of colleges”
which precludes any institution’s entering into
contracts or commitments until national policy
is effected.

WU ALLOWED TO LEASE
RACE WIRES, SAYS FCC

RADIO and television stations will be among
those permitted to lease Western Union facil-
ities for transmission of horse and dog race
news under new tariff filed with FCC Friday.
Other legal customers for such news will be
press associations, newspapers or periodicals
with second class mailing privileges and
organizations engaged in collecting and trans-
mitting such information to above clients.

New tariff, second move Western Union has
made to get it off gambling hook, auto-
matically goes into effect Feb. 1—unless
anyone complains to FCC. On Dec. 8, new
individual message tariff went into effect
prohibiting transmission of betting messages
or money orders. It applies in all states
except Nevada, where gambling is legal.

Meanwhile, Michigan State court issued
temporary injunction Thursday against West-
ern Union, restraining it from furnishing
horse race results to WKMH Dearborn and
14 alieged handbooks in Detroit.

Frederick A. Knorr, WKMH president, said,
“This is beating a dead horse. We discon-
tinued this service 90 days ago when there
was the first hint that the program even con-
ceivably might not be in the public interest.”
Program was a 6:30 p.m. resume of day’s race
results sponsored by Detroit Daily Sport News.
Mr. Knorr emphasized that program was
broadcast long after same information was
printed in daily papers.
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(Continued from page 5) i
rel d last week by C. E. Hooper (see story

In this Issue—

Radio research is always a lively topic
of discussion, but last week it was
argued about in wunusally serious
terms. One expert lambasted printed
media for failure to provide adequate
research, and another issued a com-
parative study of various radio re-
search services. See “Research Head-
aches at Migraine Stage.” Page 23.
And a national station representative
made a survey of agency opinion of
existing services. “How Do the Agen-
cies Rate the Raters?” Page 26.

The FCC is casting a curious eye at net-
work radio rate plans. Page 25.

ABC management criticizes NBC rate
plan, believes this no time to open up
rate question and that eventually it
will be possible to increase daytime
rates. Page 25.

CBS Radio’s new selling schemes draw
generally favorable comment. Page 27.

There’s a paradox in television buying.
Some big advertisers are reducing
time to cut program costs, but prime
time periods still are in great demand.
Page 71.

Broadcast Advertising Bureau has big
plans for 1952. Page 27.

Winners of first annual BAB success
story contest. Page 48.

Will Congress try to clarify the perplex-
ing laws governing political broad-
casts? Maybe—if enough pressure is
brought to bear. Page 29.

Louis G. Caldwell, dean of radio law,
dies of heart disease at 60. Page 28.

In case of national emergency, broad-
cast stations will become part of the
defense system. Here’s the new fed-
eral executive order in detail. Page 30.

The longer a TV-owner has a television
set, the more he’s sure he wants radio
too. Page 90.

U. S. Supreme Court affirms injunction
prohibiting Lorain (Ohio) Journal
from trying to destroy radio station
by depriving its advertisers of news-
paper space. Page 29.

What will it cost to build a UHF TV
station? NARTB has the answers.
Page 71.

Joint Committee on Educational Tele-
vision objects to consolidated FCC
hearings on TV, wants UHF and VHF
considered separately. Page 75.

Ford Foundation’s Television - Radio
Workshop starts first radio project
with ambitious series on CBS Radio.
Page 99.

More materials cutbacks for radio-TV
manufacturers next April, Defense
Mobilizer Wilson says. Page 30.

Upcoming

Dec. 20-22, 27-29: Canadian Copyright
Appeal Board meeting, Ottawa.

Dec. 27-29: American Marketing Assn.,
winter f. e, Hotel K re, Bos-
ton.

Jan. 7-10, 1952: National Retail Dry Goods
Assn., 41st annual convention, Hotel
Statler, New York.

(Other Upcomings page 36)

page 23) to be sent advertisers, agencies anl
broadcasters this week by Dr. Sydney Roslow
director of Pulse Inc., who declares “half re
search is worse than no research.”

PEPTO-BISMOL, made by Norwich Pharmsa
cal Co., Norwich, N. Y., preparing radio sps
announcement campaign starting Feb. 4 fg
13 weeks in 100 markets. Benton & Bowle:
N. Y, is agency.

ABC ENGINEERS reportedly sold now o
aerial measurements of TV signal strengths
on basis of their helicopter tests of WJZ-T1
radiations from Empire State Bldg. towe
Airborne measurements understood to hav
disclosed clover-leaf pattern though groun
tests had indicated more uniform ecircle-lik|
pattern would result. Having made adju:
ments to affect more even coverage, they pl
soon to make data available to four other st
tions using Empire State tower.

PETRILLO THREATENS FINES
FOR EXTRA WORK VIOLATOR

STAFF musicians at Chicago network statio
are threatened with suspension from Amerie
Federation of Musicians Local 10 if they tak
any more outside jobs, James C. Petrill
warned in telegram to network music co
tractors there.

Mr. Petrillo, who is president of Chica;
local as well as national union, was under 1
stood also to have imposed a possible $10,00(
fine on violators, although this was not verified
It was reported measure was taken afta
several violations of agreement that staﬁ

|

musicians taking outside jobs notify unio;
and take day off so substitute could be sen
Telegram is understood to have gone only
Chicago network O & O outlets.

RADIO CLUB NOMINEES

NOMINEES for 1952 officers of Radio Club o
America, 42-year-old organization of engi
neers, announced Friday: For president, Joh
H. Bose, Columbia U., and Robert M. Akin
Hudson Wire Co.; vice president, Ralph R
Batcher, RTMA, and Bernard D. Loughlin
Hazeltine Electronics Corp.; corr din
secretary, Percy B. Collison, Terminal Radio
and Rank H, Shepard, Shepard Labs; trea:
urer, incumbent Joseph J. Stantley (no con:
test) ; recording secretary, William H. Offen;
hauser Jr. and Frank A. Gunther. There al
are 20 nominations for seven vacancies on
board of directors. Mail ballots going out
shortly, with returns tentatively set for an-
nouncement at club’s Jan. 24 meeting.

FIELD SYSTEMS DENIED

CONSULTING engineers lost attempt to find
permanent place in 150 mec industrial radio
services frequency band for field communica-
tions system when FCC Thursday turned down
application of A. D. Ring & Co., Washington|
consultants. Denial was made on ground con-
sulting engineers provided service, while rules
held industrial radio services are for those]
engaged in production, construction, fabrie
tion, manufacturing or similar process. Engi
neers, who use radio communications exte

ments, are provided use of 27 me band, bul
have to take interference as well as shan
service.

for more AT DEADLINE see page 110
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Obviously /3

...no head

for figures

... but anyone with even the mildest comprehension of digits can see what WGBI'’s
Hooper ratings mean to the advertiser.

This is how faithfully the 674,000 spending people in the Scranton-Wilkes-Barre
Metropolitan Market listen to WGBI: 61.1% in the morning . .. 53.6% in the
afternoon . .. 71.0% in the evening*. What’s more, WGBI heads all CBS stations
in the morning, afternoon and evening.

WGBI’s time costs are extremely low, considering such deep penetration of an
important market. How low? Call your John Blair man today!

*Figures from Hooper Scranton Radio Audience Index, March-April 1951

WGBI

Mrs. M. E. Megargee, President George D. Coleman, General Manager
CBS Affiliate + 910 KC + 1000 Watts Day <« 500 Watts Night

JOHN BLAIR & COMPANY « NATIONAL REPRESENTATIVES

!OADCASTING

Telecasting
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You Can Cover the Rich
Central New York Marke

FRANKLIN

ONTARIO

CORTLAND

TOMPKINS

28

(H[MUNG H
H 211064 * BROOME

BMB nghﬂlme Audlence Fami

WSYR— 214,960
Station A——164,720
148,340
Station € 76,920
Station D —— 68,970

Station B——

WSYR =~ AM-FM-TV < The Only Complete
Broadcast_ Institution in, Central New  York

NBC Affiliate ® Headley-Reed, National Representatives

e
MONTGOMERY
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870 National Press Bldg.
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DEPARTMENTS
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Aircasters 64
Allied Arts . 68
Editorial 58
FCC Actions . ... 102
FCC Roundup 107
Feature of Week ... 16
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Upcoming 36
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REPORT

MAGGIE

WULFF

SPONSORS *  APPEARED- BEFORE MEMBER OF

- Hills Brothers Coffee
Ladies Home Journal
Lipton’s Tea

Du Maurier Cigarettes

Federation of Women'’s Clubs of
Greater Cleveland (and its
individual units)

Catholic Federation of Women's

Women’s Advertising Club

Trustee & Secretary of the Press
Club of Cleveland

La France Bluing J Cll;bsF d £ W Clevel P
A 4 ' "
i Sar-A-Lee Products ewnls“ - gORYO1ioh 0 gwien eveland Playhouse
.l | Sofskin Hand Creme Cleveland Council of Parent- Lakewood Little Theatre
" Downeyflake Frozen Waffles Teugher Associations
7 Detroit Studios Catholic Parent-Teacher League Karamu House
i Bawling Proprietars Associath Cuyahoga County League of
i e ey crots Association Women Voters Altrusa International (a service
ul Dura-Kleen Silver Polish Metropolitan YWCA (includi organization of business and
Cedar-Lux Mothproof Paint its branches and branch professional women)

L 5 units)

1 ;::;Ii:::‘c'::::i“ Daughters of the American Re- Publicity Chairman of UNESCO

o volution (and their individual Children’s Book Fund

d b Spang’s Hollywood Health chapters)

5 Bread Daughters of American Honorary Member Fraternal
Hamilton Gas Dryer Colonists Order of Police

MAGGIE WULFF will sell for you too!

| 0. L. TAYLOR COMPANY —National Represcntati\%es

" 3000 WATTS - 1300 K¢

- CLEVELAND, OHIO

il
24

VITAL IN NORTHEASTERN OHIO

it
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friernds in radio, and
to all who may chance

to read this, our sincere

7 /INCGE

SPOT RADIO LIST

WsB
WBAL
WNAC
WICC
WBEN
WGAR

WFAA

KSO
WIR
KARM
KPRC
WDAF
KFOR
KARK
KFI
WHAS
WTMJ
KSTP
WSM
WSMB

©o our many i

KOIL
WIP
KPHO
KGW
WEAN
WRNL

and warm good wishes £ OAT

KOMO

for a joyous holiday season. Al

EDWARI

REPRESENTED BY

1R 41)

KGA
WMAS
KvVOO
KFH

=T

Atlanta
Baltimore
Boston
Bridgeport
Buffalo
Cleveland

{ Dallas }
Ft. Worth
Des Moines
Detroit
Fresno
Houston
Kansas City
Lincoln
Little Rock
Los Angeles
Louisville
Milwaukee
Mpls.-St. Paul
Nashville
New Orleans
Norfolk
Omaha
Philadelphia

Phoenix, Ariz.
Portland, Ore.

Providence
Richmond
San Antonio
Seattle
Shreveport
Spokane
Springfield
Tulsa
Wichita

NBC
NBC
MBS
MBS
NBC
CBS
NBC
ABC
ABC
CBS
ABC
NBC
NBC
ABC
NBC
NBC
CBS
NBC
NBC
NBC
ABC
NBC
ABC
MBS
ABC
NBC
MBS
ABC
NBC
NBC
NBC
ABC

" CBS

NBC
CBS

THE YANKEE NETWORK
TEXAS QUALITY NETWORK




they've got:

METALS, METAL WORK—

MARKET POPULATION RANK 1948 WHOLESALE SALES
AMARILLO . . ..... 162, vt s $ 1,909,000
SPOKANE ......... 86....... ... 1,298,000
FORT WORTH . ... 46 ......... 1,203,000
NASHVILLE ....... 54.......... 853,000
ALLENTOWN.

BETHLEHEM . ... 38... ... ... 657,000

*Figures From Printers’ Ink, May 25, 1951

Where there’s money, there’s a market!... And
KGNC is the only medium that reaches and delivers
the green-backed Amarillo market!

P. S. The AMARILLO WHOLESALE MARKET is
the largest non-TV market in Texas, New Mexico
and Oklahoma.

Represented Nationally by the O. L. Taylor Compeny
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ARS Inc., Chicago (candy), which sponsors People Are Funny,
Tues., 8-8:30 p.m., on CBS Radio on alternate-week basis, will be-
gin weekly sponsorship Jan. 1. Agency: Leo Burnett Co., Chicago.!

KELLOGG Co., Battle Creek, to sponsor five-minute, Mon.-through-Fri.
series of hlllbllly songs, featuring Carl Smith, on CBS Radio, 3:45-3: 50
p.m., effective Jan. 3. Agency: Leo Burnett Co., Chicago.

HALLMARK GREETING CARDS, Kansas City, to sponsor world pre-
miere performance on Christmas Eve of Gian-Carlo Menotti’s opera
“Amahl and the Night Visitors” on NBC-TV, 9:30-10:30 p.m. Agency:
Foote, Cone & Belding, Chicago.

R. J. REYNOLDS, Winston-Salem (Cavalier Cigarettes), starts sponJ
sorship of series of four dramas on NBC-TV, Wed., 10:30-11 p.m.,
effective Dec. 5. At conclusion of series, firm’s Camel Cigarettes will
pick up time and place quiz type format. Agency: William Esty &
Co., Y8

ARTHUR MURRAY Inc., N. Y., will increase its telecast of The Arthur
Murray Party, every other week on ABC-TV, to once a week effective
Jan. 6. Agency: Ruthrauff & Ryan, N. Y.

STANLEY HOME PRODUCTS Inc., Westfield, Mass., will sponsor the
Boys’ Town Chorus on special program on ABC Radio Network, Sun.,
Dec. 23, 6:30-7 p.m. In addition to the choral concert, Msgr. Wegner
will deliver brief Christmas message and greeting from Boys’ Town and
F. Stanley Beveridge, president of Stanley Home Products, will deliver
Christmas message. Agency: Charles W. Hoyt & Co., N. Y.

S’/aot e o e

STERLING DRUG Inc., N. Y. (Bayer Aspirin), plans 10 announce-
ments weekly on Metropolitan Network for 1952, Washington, D. C,,
group of perimeter stations. Agency: Dancer-Fitzgerald-Sample, N. Y.

CHALLENGE CREAM AND BUTTER Assn., L. A. (dairy products),
will spend $87,516 over 26 week period for three hours weekly pro-
gramming each on three Don Lee network stations in same number of
California markets starting Jan. 1, 1952, Stations are KHJ Los Angeles;
KGB San Diego; KFRC San Francisco. Included in the time purchase
are five transcribed MGM Radio Attractions, consisting of four half-
hour programs, Story of Dr. Kildare; Gracie Fields Show; The Hardy
Family; Crime Does Not Pay; to be aired on stations Tues.'through Fri.,
8:30-9 p.m. (PST); and hour-long MGM Theatre of the Air, Sat., 8-9
p.m. (PST). Agency: Ross Sawyer Adv., Pasadena, Calif.

-ﬂytmcy -g/alnointmentﬁ oo e

McCORMICK & Co., Baltimore (spices, extracts and teas), appoints
Cecil & Presbrey, N. Y. TAYLOR S. CASTELL is account executive.

ALLIED FLORISTS of GREATER WASHINGTON, Washington, D. C.,
appoints Kal, Erlich & Merrick, Washington. Radio and TV will be used.
JOSEPH WEINSTEIN is account executive.

LEJON FRERES Inc., Phila. (Neckline Beauty Cream), appoints Wexght- !

man Inc., same city. Radlo and TV will be used.

-ﬂc(pcop[c e o 0

JOSEPH F. KINSLEY, sales supervisor, New York district, J. C. John-
son & Son Inc. (Johnson’s Wax), appointed regional sales manager of
Pacific area, headquarters in Honolulu, T. H., replacing JOHN VAUGHN,
returning to U. S.

PAUL H. HILL, director of sales Nesco Inc., Chicago, elected vice pres-
ident in charge of sales.

BROADCASTING ® Telecasting
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Sa Sonsling |

on in a clam-bed goes without saying. They're

b from people: there’s no exchange, no buying

. Sellers talk—

.And the medium

t does most for sound

he whole wide world, no other voice holds so

P

s so many.... And in all radio,
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more people listen—and listen longer—to CBS Radio




than to any other network. It offers more of radio’s top-
rankiﬁg programs than all other networks combined...
attracts the largest volume
of advertising. For new spon-

sors this leadership assures i

" greater returns from the

start than on any other network....If you have something I “

to sell, you have something to say. Say it where your

customers listen most...on the ﬂ Bg RWVVE’WL

Y TSRSV N
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The P. J. Nee Co.
anc[ its
“HOUR OF DREAMS”

with Lee Dayton

Starting this week
11:15-11:45 p. m.
Mon. thru Sat.

It is with pride that WRC
adds the P. J. Nee Com-
pany to its ever-growing
and ever-loyal'list of local-
advertisers.

“The Hour of Dreams,”
presided over by Lee Day-
ton on another Washing-
ton station continuously
since Jan. 17, 1944, is an
outstanding addition to
WRC's late evening sched-
ule of music and news.

The P. J. Nee Company's
decision to place its “Hour
of Dreams” on WRC bears
out the station’s 28-year
reputation for top shows
in a top market.

FIRST in WASHINGTON

WRC.

5060 Watts . 980 KC

Represented by NBC SPOT SALES
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YPNOTISM by radio, a stunt
H brought off successfully by

KYA San Francisco, paid off
with some of the largest promotion
dividends ever collected by the sta-
tion.

The dividends were split six
ways. Cashing in, in addition to
KYA, were Zenith Radio, Klor's
Television Center in San Francisco,
“The Great Franquin,” English
hypnotist, and Dr. J. C. Geiger,
director of public health for San
Francisco.

The idea was conceived and the
experiment handled by Harrison
Wooley, KYA promotion manager.
Mr. Franquin was appearing at a
San Francisco theatre, his first
American appearance, and business
was bad. He needed some unusual
promotion to boost attendance. Mr.
Wooley provided it.

Klor’s and Zenith were sold on
the idea and agreed to sponsor the
show. The public demonstration
was conducted in Klor's store win-
dow in the busy Mission shopping
district. Two models were used—
Lorraine Clements, a young psychi-
atric nurse, and Matilda Thomas,
an airline hostess.

Mr. Franguin, broadeasting from
KYA studios on top of Nob Hill
several miles from the store, com-
pletely mesmerized the two girls
for 18 minutes during a half-hour
broadcast. .

“The girls sat in Klor’s window"

facing a receiver and listening to
Mr. Franquin’s voice. Traffic was
blocked by the crowds of Christmas
shoppers who gathered on the
street outside to watch and hear

‘The Great Franquin’ mesmerizes
the two subjects.
* * *
the demonstration.

For the full 18 minutes the girls
were kept in the trance, Dr. Geiger
used every test known to check and
confirm their condition.

Before the girls were awakened,
Mr. Franquin ordered them to em-
brace and kiss when coming out of
the trance. Then he asked them
casually to wake up. They did. They
looked wide-eyed .and puzzled at
the crowds, then immediately threw
their arms about each other and
kissed.

The program was carried at
noon. By nightfall mail and tele-
phone calls began pouring in to the
KYA studios, the Department of
Health and Klor’s, More than 1,000
telephone calls were "received by
KYA alone, Mr. Wooley said. He
described the mail response as
“mountainous.” The sponsors, Ze-
nith and Klor’s, also declared the
promotion and outstanding success.

e S S e N N N
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bigger or better, and this

trend will continue in the
opinion of James D. Bowden, Min-
neapolis manager of the John E.
Pearson Co., station representative
firm. Mr. Bowden, who opened com-
pany offices there last September,
has little direct contact with tele-
vision because “we’re not in that
business yet and our AM stations
are in non-TV markets.

An advertising man who has
never worked at anything else, he
was hired on his first job as an
office boy and inter-departmental
“snooper” (in an effort to learn
what everybody else did, and why)
at BBDO in Chicago. He had just
returned from two years of service
with the Third Army, 65th Divi-

RADIO SPOT has never been

(Continued on page 106)
BROA

T RN

BY THEIR
METHODS
of m'rERP’RET'"“
BMB FIGURES

Some agencies and advertisel

have been unwittingly turning up
the wrong answers through methods
of interpreting B M B figures

which fail to eliminate the frequent
misleading popularity factor.

This organization has develop!
a method of using B M
figures which keeps the record
straight on this important point
—and is therefore uniformly fair
to all types of stations, whether
NBC, CBS, ABC, Mutual
or Independent.

We will welcome tl
opportunity to demonstrate
the value and soundness
of this methi
to agencies and
advertisers anywhere

RADIO STATION IEPRESENTATIW

22 EAST 40th STREET * NEW YORK 16, N.§

NEW YORK » ST. LOUIS J
CHICAGO ¢ LOS ANGELES « SAN FRANCIS!

DCASTING ® Telecasting
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as exclusive national representatives
effective January 1, 1952

Affiliated with The Charleston Evening Post and The News and
Courier, WTMA represents an unusually solid market for the adver-
‘ tiser. Here population is rapidly expanding ... net effective buying
| income is considerably higher than the national average. .. retail
sales show the largest gain of any city in the State. Your John Blair

man will show you how these imposing upward trends tie in with
WTMA'’s audience figures, and will give you the full story of the

] ' results you can expect over this station.

| WIMA =i —

" CHARLESTON, S. C. | - . ,

1 NBC Affiliate T BI. Al R — |

‘ 1720 BE =" ECOMPANY =~ I

‘ 5000 Watts Day, 1000 Watts Night F .
= P i caine o]

HARRY E. CUMMINGS, SOUTHEASTERN REPRESENTATIVE

ROADCASTING ® Telecasting December 17, 1951 ® Page 17




WICHITA FALLS, T

620 KC
5,000 WATTS

KLYN

AMARILLO, TEX.
f 940 KC
: 1,000 WATTS

*TWO TOP
CBS STA'I‘IONS

so nw:s'r mmxsrs

MBIHA'I'ION RA'I"E

You can't afford to overlook this sales-winning
pair of CBS stations when you make out that
schedule for the Great Southwest. For availa-
bilities and rates, write, wire or phone our
representatives.

National Representatives

JOHN BLAIR & CO.

AR RN S e N N Y e N T T TN S e ey

‘;’ﬁg ;’Q agency
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Chicago. He has been personnel director since 1943, and in 194

WARD L. WEIST named vice president J. Walter Thompson C¢
was named assistant secretary of the company.

JOHN B. BISSELL, vice president and account executive Benton .

Bowles, N. Y., resigns effective Dec. 31, to join Charles King Rad]

Productions, N. Y., as chairman of board. In that capacity he will ac

as a consultant to advertising agencies and assist in the creation

advertising and merchandising ideas in print and radio and TV medi:

RICHARD BELLAMY, director of publicity Benton & Bowles, N. Y
father of boy, Paul, Dec. 4.

LUCILLE WEBSTER, named business manager of TV and radio pr¢

Page 18 ® December 17, 1951

gramming department Biow Co., N. Y., in addition to her duties i

charge of legal and budget control.

KARL SCHULLINGER, radio and TV supervisor, Young & Rubica:
N. Y., named manager of production under NAT WOLFF, vice presider
in charge of radio and TV production. ELIZABETH HART, productic
assistant in TV, named casting director.

TV first arrived in
Boston one of the leading

HEN

agency pioneers of radio
was ready, willing and able to help
prospective video clients map their
campaigns.

The agency is David Malkiel Ad-
vertising, Its president is Julian
(Julie) Malkiel, who joined his late
father’s company upon graduation
from school, to the great surprise
of no one. Mr. Malkiel stayed on to
become president of the firm, shar-
ing his father’s enthusiasm for ra-
dio and branching off into televi-
sion with equal vigor.

Advance planning for TV re-
cently won recognition in the form
of the Gold Award presented an-
nually by the Affiliated Advertising
Agencies Network. The Malkiel or-
ganization won the coveted award
for its TV campaign on behalf of
Serta-White Cross Co., over WBZ-
TV Boston.

Mr. Malkiel evaluates the two
media in this capsule comment:
‘“Radio, of course, is here to stay,
but TV has already proven itself
a dynamic vrevolutionary force
equalled only by the deve]opment
of the automobile. . .

He likes to recall, too, the claim
that the agency founded by his
father was first in radio history to
use dramatic radio transcriptions
for one-minute commercials. In
1932, he says, Kasper-Gordon Stu-
dios of Boston conceived ‘“Minute
Dramas” and produced them in col-
laboration with the Malkiel organi-
zation. He has continued to empha-
size radio advertising despite TV’s
growth.

BROADCASTING ¢

Serta-White Cross Co.
Sleeper Mattress), consisting of B
seconds of sound film and 10 sej
onds of silent footage. Price ar
dealer identification slides a
superimposed over footage—a ne
TV technique, he believes.

Mr. Malkiel attributes the ageif

cy’s readiness for TV to AAA
membership.
vision came to Boston long aftd
it was in operation, we were able
use it for our clients immediate
due to advance cooperation” wil
affiliates in Philadelphia, Ch
cago, and New York, he explain

“Even though telf§

A native of Boston, Mr. Malki§"l
attended the U. of Massachuset§'

and majored in English. Equipp¢
with creative talents, he directg
and acted in theatrical production
He also wrote continuity and d
rected broadeasting activities f(
the campus radio station.

In those days, he reminisces,
was considered a major triumph
we just got the program on the ai
The sponsor had to glue his ear |
a radio within the very shadow |
the transmitter if he was to he:
his commercials.”

The agency president is a me]
ber of the Boston Advertising Cl
and Brookline Chamber of Co]
merce. He is the exclusive Mass
chusetts member of the AAAN.

Occasionally he takes a breath(

«f

from business and goes fishinf§"

There’s always a portable radio
his boat so he can hear his clien
advertising, he reports.

e

Telecasting'|
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N WILLIAM T. CRAGO, staff announcer ABC Hollywood, to Leonard
 Shane Agency, Los Angeles, as radio-TV director effective Jan. 2. M.
Orago will continue special talent assignments for television programs
sackaged by agency.

GEORGE I. BUSHFIELD, vice president and account executive, BBDO,
X. Y., resigns from agency Jan. 1 to establish personal consulting busi-
ness on advertising and public relations problems among firms not now
smploying advertising agencies in his home town area, Hunterdon
| County, N. J.

L. C. BARLOW, vice president and member of executive planning com-
nittee Brooke, Smith, French & Dorrance Inc., Detroit, appointed ac-
| ount supervisor.

RICKARD & Co., N. Y., moves to new office at 11 E. 36th Street. Tele-
shone MUrray Hill 6-4870.

o, W. (Bill) BAILEY, to Chicago office Marsteller, Gebhardt & Reed.
'He was with Allied Radio Corp., Chicago, and NBC in Cleveland and
New York.

_IBING & HAAS Co., Cleveland, has changed name to RALPH BING ADV.
CO0., following purchase of firm by RALPH BING. Mr. Bing reports that
chere will be no change in personnel and accounts.

ROGER BOWMAN, radio and TV producer-director, appointed director
of radio and TV, Turner & Dyson, N. Y. He will supervise procure-
ment of all talent and program direction.

LOUIS BLOCK Adv. Agency, Chicago, moves to offices in First Federal
Bldg. at 7 S. Dearborn St. Telephone RAndolph 6-5986.

V,SIL FLEISCHMAN, radio-TV director Sidney Clayton Assoc., Chicago,
L opens his own Chicago agency at 188 W. Randolph St.

ED PATTEN, sales manager R. H. Donnelly Corp., Chicago, to Marvin
E. Tench Agency, Chicago, as account executive.

IB. B. GEYER, president Geyer, Newell & Ganger, N. Y., elected
thairman of board of directors for Reconstituted Advertising Research
Foundation.

EDWARD H. BENEDICT, assistant to television network sales man-
siager ABC, to J. M. Mathes Inc., N. Y., as contact man on Canada Dry
:f¥ine., account.

.CHARLES McCORMACK, treasurer Compton Adv., N. Y., elected to
{a0ard of directors.

LDLIVE JENNINGS, radio director Grant Adv. of Canada Ltd., Toronto,

dnamed account executive and radio director Harold F. Stanfield Ltd.,
Toronto.

:R.OBERT McNELL, radio and TV department, Biow Co., N. Y., to W.
| Barl Bothwell Inc., same city, as director of radio and TV department.

ALLAN R. SILLS Co., Toronto, enfranchised as advertising agency by
Janadian Assn. of Broadcasters.

ARTHUR O. WURTMAN, St. Georges & Keyes, N. Y., to Marschalk &
2ratt Co., N. Y., in creative capacity in radio and TV department.

H

ROBERT KIBRICK, business manager of research department Kenyon
% Eckhardt, N. Y., named director of media research and statistical
4| mmalysis, succeeding JAY ELIASBERG, resigned.

Jomdr. EDWARD W. FOSTER, USN (Ret.), named technical and engi-
"} eering specialist Haight & Welsh, Hartford, Conn.

WVIL ROBERTS Adv., Phila., moves to new offices at 1524 Chestnut St.

THOMAS R. COOPER, J. Walter Thompson Co., S. F., transfers to
irm’s Los Angeles office, as account supervisor.

"RANK LOUGEE, N. W. Ayer & Son, Phila., to Wank & Wank Adv.,
5. F., as account executive.

iHIOADCAS"I'ING ® Telecasting

“Soothing” is the word most often used by listeners to
describe Diane — WBEN's Lady of the Evening. Among
the hundreds of fan letters she receives every week a large

number are from swing shift workers and other folks who
catch her show on their car radios, and at home, too! They
say Diane is so nice to come home to.

Diane spins restful records. gives special attention to requests
and reads romantic poetry. She’s on Monday thru Friday
from 11:20 P. M. till midnight. So if you want to catch
listener-buyers in their most relaxed moments. grab a

segment of this popular show.

Ask Petry about availabilities . . .

- BUFFALO
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NEAT AND SIMPLE—with everything up
front in easy reach. , .

<4 RCA TYPE BTA-250M, Same size as an audio rack.

3
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Now YoU CAN TAKE ADVANTAGE
of the surest, swiftest method known for stay-
ing on the air—regardless of what happens to
your main transmitter. The answer—a standby
station within the four walls of your control
room, including a complete transmitter and
FCC-required monitoring equipment!

“Feather-quiet” in operation—with no air
blowers or A-C contactors—Type BTA-250M
is the ideal transmitter for this “security” serv-
ice. It is a single unit—same size as your audio
cabinets—and can be installed in almost any
control room set up. Installation is easy, too.
It was planned that way!

Operation of the BTA-250M is simple. Just
one control for tuning, and one for power out-

BROADCAST EQUIPMENT

put. Operating expense is next to noth,
Unmodulated, the transmitter takes only 1
watts of power to run. Only 10 tubes all told.
Only 3 tube types to stock —the RCA-807, 813\
and 866A (carefully chosen for their economy,
reliability, and availability under present-day
conditions).

Here is a 250-watt AM transmitter with the
latest electrical and mechanical features. No
trick circuits. Compare its performance specifi-
cations with those of other AM transmitters.
The BTA-250M will outperform any other
transmitter in its class!

Be ready for the long pull ahead—with a

reliable BTA-250M. It’s a major advancement
in plant economy for local broadcast stations.

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT, CAMDEN,N.J.

In Canada: RCA VICTOR Company Limited, Montrea!

EMERGENCY! Type BTA-250M

“on-air” from inside the control

room. See how functional styling
matches audio racks. Unit on left is
the companion audio-and-monitoring unit.

!\er (Type BTA-250M)

\

\ \ \

IXs \(b\a\ texl “standby” for master control-
o \ope; Jon in the larger AM station!

RCA Broadcast Sales Engineer



NORTH CAROLINA |
S THE SOUTH'’S

No. 1 STATE

North Carolina

Rates More Firsts In

AND Sales Management Survey

Than Any Other Southern State.

N o RTH More North Carolinians Listen

to WPTF Than to Any

CARO I.I N A 4 s Ot%xer Station

SALESMAN [ I

AFFILIATE for RALEIGH-DURHAM and Eastern North Carolina
NATIONAL REPRESENTATIVE FREE & PETERS, INc.
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Chappell Describes
Rating Conflicts

PRIMARY source of differences
| lbetween Pulse program ratings and
Hooperatings of identical programs
is the inclusion in the Pulse roster
of the names of many programs
‘not heard by the respondent.

That is the conclusion of Dr.
| Matthew Chappell, head of the
department of psychology, Hofstra

Dollege, in a study just completed
| for C. E. Hooper Inc. He was en-
‘gaged to provide an answer to the
estion raised more than a year
go by Stanley Breyer, commercial
anager of KJBS San Francisco.
In a full-page advertisement in
|\ BROADCASTING ®  TELECASTING
(July 3, 1950) Mr. Breyer declared,
“Two umpires behind the plate

't any good in broadcasting,
either,” and proposed that the
Hooper and Pulse organizations
| jointly finance a house-to-house
‘eoincidental survey whose findings
would be compared to the regular
‘Pulse and Hooper ratings to de-
termine which “umpire,” if either,
was giving the more reliable in-
formation.

A committee of executives rep-
resenting the various groups in-
terested in radio research—adver-
tisers, agencies, broadcasters, re-
Searchers—was organized to estab-
lish rules for the test survey sug-
gested by KJBS. Instead, the

rroup which was known as the Test

ey Committee broadened the

‘Scope of the survey to include all

es of audience measurement and

0 cover other market areas in ad-
ion to San Francisco.

No Action Taken
|

| The committee deliberated for
ponths and completed a set of
fecommendations for the expanded

| test survey, then adjourned. Their
| Tecommendations have not been

acted on.

i In the absence of industry action,
| 'C. E. Hooper Inc. retained Dr.
|'Chappell, formerly associated with
| ‘the Hooper organization, and who
‘had been a member of the Test
‘Survey Committee (proposed, in-
| ‘eidentally by Dr. Sydney Roslow,
\ director of the Pulse), to attempt
to provide answers to the still open
' 'questions posed by Mr. Breyer. Dr.

ROADCASTING *

Chappell’s full report is now being
prepared for publication by the
Hooper organization, which mean-
while is releasing today (Monday)
a 13-page digest consisting largely
of “industry” questions which are
answered with quotes taken from
the Chappell manuscript.

In Four Parts

The full Chappell report is in
four parts. Part I compares Nielsen
Radio Ratings with U. S. Hoope-

ratings, finding, the Hooper re-
lease states, “high correlation.”
Part II compares roster radio

ratings (Pulse) with coincidental
radio ratings (Hooper), finding
“low correlation.” Part III com-
pares “Duplex Coincidental” (a
Hooper system of providing reports
on both radio and TV audiences)
with both radio and TV coinci-
dental, finding “high correlation.”
Part IV compares “Duplex Coinci-
dental” with roster on TV ratings,
reporting “same variable difference
found in radio ratings is found in
television.”

The comparison between coinci-
dental and roster ratings was
made from reports on three cities,
New York, Chicago and the San
Francisco Bay Area, chosen to
represent low, medium and high
percentage of home telephone in-

stallations, respectively. Charts
A and B, illustrating “systematic”
differences found in San Francisco,
were said to represent similar find-
ings for New York and Chicago as
well,

Describing the coincidental and
roster methods, Dr. Chappell said:
“Both are designed to measure
psychological behavior—listening.
The coincidental method, as a
measure of behavior, has much to
recommend it. It involves no
significant span of retention and
presents no stimuli which could
lead to confusion in recognition. It
requires of the respondent only
that he report on what was being
listened to just prior to answering
the telephone. On the fact of it, it
seems highly probable that the
method is capable of yielding a
more accurate measure of the
psychological behavior of listening
in telephone homes than any other
method that has been devised.

“The roster requires considerably
more psychologically of the re-
spondent than does the coincidental.
The respondent is presented with a
list of program names, classified
by station and time period for all
the major stations in a given area.
He may, therefore, report his
listening for any given time period

(Continued on page 108)

THERE WERE clear indications last week that the radio re-

search muddle had reached the point of desperation.

It was

a situation that had been growing progressively complex for
25 years as both sellers and buyers of radio time sought to

measure that elusive quantity, the radio audience.

But the

problem was made the more acute by television. When TV
came along, so many different services were measuring radio,
each in its own way, that radio was, and still is, in danger of
being measured to death. How critical the condition had be-
come was evident last week in several ways: A survey of ad-
vertising agencies showed alarming lack of agreement among
them as to which if any existing rating service was depend-

able (see page 26).

Dr. Hans Zeisel, a leading research ex-

pert, excoriated the printed media for failing to provide up-
to-date and accurate information on what TV has done to

them (see this page).

Dr. Matthew Chappell, another re-

search expert, wound up a painstaking comparison of research
techniques that showed, if nothing else, that wide discrepan-
cies exist among radio rating services (see this page).

Telecasting

ESEARCH HEADACHE AT MIGRAINE STAGE

Are Printed Media
Hiding TV Facts?

A STINGING REBUKE to mag-
azine publishers and researchers
for failing to make available the
same statistics about the effect
of television on magazine circula-
tions and readership — as are
readily obtainable for radio—was
delivered Thursday by Dr. Hans
Zeisel, director of research of the
Tea Bureau.

Speaking on “The Effects of
Television on Other Media” at a
luncheon meeting of the New York
chapter of American Marketing
Assn., Dr. Ziesel distributed a
modicum of Christmas cheer to
radio broadcasters in TV cities by
stating that so far as they are
concerned “the worst is over.”

Cites Research

Nobody doubts that TV has had
an effect on radio, he said,
especially after the radio rate re-
ductions which made it “official.”
The only remaining question, as to
the magnitude of this effect, can
easily be answered for the present
and predicted for the future, he
said, citing the results of research
conducted by Foote, Cone & Beld-
ing on which he was a consultant.

The traditional formula for com-
puting TV’s effect on radio, Dr.
Zeisel stated, goes like this: “If
at a certain hour radio listening in
TV homes is 20% of the radio
volume at that hour in radio homes,
then this conclusion was drawn:
radio loses listeners at the rate
of 80% of the homes which it loses
to TV—because the remaining 20%
are still devoted to radio listen-
ing. Hence, the radio loss can be,
at worst, as great as the loss of
homes to TV, but never greater.”

But, he pointed out, “the facts
show the opposite. At a point
where 209 of all homes had TV,
radio ratings were down some 30%.
The interesting solution of this
puzzle is the fact that the homes
who switch first to TV are the
heavy radio listeners, causing ra-
dio’s loss to be heavy and out of
proportion.”

The relationship between TV

(Continued on page 90)
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'KATZ AGENCY

Sales Realignment
Is Announced

A REALIGNMENT of sales management of The Katz Agency is being
announced today (Monday) by George W. Brett, vice president and
AM-TV sales manager, who will become director of radio and tele-
vision sales policy when the changes become effective Jan. 1.

® k%

Mr. Donahue Miss Alcott

BLAIR CHANGES

Chicago and Detroit Shifts
FOUR major changes in the Chi-
cago and Detroit offices of John
Blair & Co., national radio station
representatives, were announced
Friday by Chairman John Blair.

Charles F. Dilcher was named
manager of the Chicago office and
Gale Blocki Jr. will undertake spe-
cial assignment of creative sales
work with advertisers and agencies.

Harry B. Simmons, formerly
with the Paul H. Raymer Co., was
appointed to head the Blair office
in Detroit. George Rapp, former
account executive for Moloney,
Regan & Schmitt, newspaper repre-
sentatives, joined the Blair Chi-
cago office as account executive
Dec. 1, Mr. Blair also reported.

Mr. Dilcher, prior to joining
Blair as account executive in 1937,
had been associated with the
Western Advertising Dept. of
Scripps-Howard newspapers both
in Chicago and as manager of the
Dallas office for five years.

Mr. Blocki has been a Chicago
account executive since 1936 and a
Blair vice president since he has
had agency experience with Erwin,
Wasey & Co. and media represent-
ative work with American Boy
magazine Good Housekeeping, and
General Outdoor Advertising.

C&W Names Gort

NORMAN G. GORT, in charge of
public relations for Liggett &
Myers Co. at Cunningham & Walsh,
New York, has been made director
of radio and television for Chester-
field cigarette advertising. He will
be assisted by Moulton Sawin, man-
ager of radio and TV copy, and
R. P. Dunnell, associate producer,
named manager of radio and TV
production. D. E. Provost will be
in charge of public relations activ-
ities for the account at the agency.
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Other changes in the representa-
tion firm’s executive lineup:

Morris S. Xellner, assistant
sales manager for radio, to be
sales manager with complete

autonomy in radio sales manage-
ment,

Scott Donahue Jr., assistant sales
manager for television, will be
sales manager with complete
autonomy in TV sales manage-
ment.

Margaret Alcott will be sales
service manager for radio and TV.
Earlier in the week, the agency
announced that Ralph E. Dennis,
former manager of ABC Radio Spot
Sales and later of ABC TV Spot
Sales has been ap-
pointed to the
TV sales staff of
the Katz Agency
effective today
(Monday).

Explaining the
changes and his
own role in the
realignment, Mr.
Brett asserted:

“I shall con-
tinue to be active
in sales, but not
in its administration. There are
basic industry problems in both
radio and television demanding con-
centrated and continuing attention
but impossible to give under daily
priority pressures.

“The Katz Agency’s sales man-
agement realignment will enable
me to devote the necessary time to
press for standards of practice in-
fluencing the long-range develop-
ment of national spot radio and
television, to resist network en-
croachment and other attenuation
of national spot revenue.

“These changes are to meet the

Mr. Dennis

Mr. FINESHRIBER >

expansion needs and plans of The
Katz Agency and its radio and
television stations.”

Mr. Kellner has been with Katz
for more than 19 years, having
joined the representative firm in
1932 following graduation from
Rutgers U.

Mr. Donahue was identified with
WPIX (TV) New York from its
inception and previously served in
the advertising department of the
New York Daily News, which
owns WPIX. He joined Katz
about two years ago.

14-Year Career

Miss Alcott’s advertising career
includes 14 years with Katz and,
formerly, with the Barron Collier
car card organization.

Mr. Brett is a veteran of many
years with Katz and he formerly
was with the Frank Seaman Adv.
Agency. With Katz he progressed
to vice president, director, and then
general sales manager. He is
credited with guiding the firm’s
sales of newspaper, farm paper,
radio and TV advertising during
all of the company’s transition
growth.

FINESHRIBER

Becomes MBS Exec. V.

WILLIAM H. FINESHRIBER J
MBS vice president in charge i
programs since July 1949, has bell
appointed executive vice presidd
of the network, Frank Whil
president, announced Thursday £}
lowing a quarterly meeting of t
Mutual board which approved t
appointment.

Mr. Fineshriber succeeds to,
post left vacant since Robert
Swezey, now general manager |
WDSU-AM-TV New Orleans,
signed as executive vice presid¢
in 1947. He will continue
charge of programs, it was furtt
stated last week.

After graduation from Princet
in 1931 and some advanced stu
at the Sorbonne in Paris, Mr. Fi)
shriber on his return to Amer|
joined the public relations staff
CBS, which he left after th:
years to serve temporarily as {
manager of Carnegie Hall in N
York.

Rejoining CBS, he was succ|
sively producer-director of a nu
ber of network programs, comme¢
tator, director for shortwave p:
grams during the war, director
operations and from 1946 to 19
general manager of the CBS p:
gram department. From there
went to MBS,

HOWARD MEYERS |
Joins Taylor Offil

APPOINTMENT of Hows
(Howdee) Meyers, sales manag|
of NBC’s WMAQ ’

Chicago, as head

of the Chicago

office and midwest

territory of the

0. L. Taylor Co.

was announced

last week by O. L.

(Ted) Taylor,

Drawn for BROADCASTING ¢ TELECASTING by Sid Hix
“Are you still looking for a seal of approval?”

“Spot Sales.

president of the
station represent-
ative firm.

Mr. Meyers will
succeed James Thompson, who|
leaving the Taylor organization
join the new station representati
firm of Henry I. Christal Co. (i
story pagé 29). The appointm(
is effective Jan. 2.

Mr. Meyers, who is president
the Radio Management Club
Chicago, was with WGN Chics
from 1938 to 1942, and in 1942
was radio director of the Chies
Office of Civilian Defense. In i
infantry from 1943 until the ¢
of World War II, he rose fri
private to first lieutenant, &
after the armistice became progr§
director of the Armed Forces N|
work. He returned to the U.
in 1946, joining NBC in Chic
where he served first in the p
gram department and then in N
He was made sz
manager of WMAQ in Decem
1950.

Mr. Meyer
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By EARL ABRAMS
NETWORK radio rate plans are
getting the once over from the FCC.
. The Commission wants to see
whether networks are building up
the visual broadcast medium at
the expense of sound broadcasting
[CrosED CirculT, Dec. 10].

Thus far BROADCASTING ® TELE-
I} €ASTING has confirmed that:

il @® FCC General Counsel Bene-
dict P. Cottone has been asked
to look into the NBC plan, so far
the only one announced, to deter-
mine whether the Commission has
the power to stop it—if it decides it
is not good for broadcasting.

® FCC Economics Chief
' Hyman H. Goldin has prepared a
memorandum on the NBC plan
“I'which is a detailed exposition on
"the subject. The memorandum con-
‘tains no recommendations.
4 @ No formal motion for an in-
"'l quiry, however, has been adopted.
' Comr. Robert F. Jones, who was

‘instrumental in having the eco-
il ’ nomics study instituted several

| weeks ago, last Friday summed up
I'his view on NBC’s proposed rate
_adjustments in these words:

“If NBC is trying to depress
" AM by using TV’s impact on radio
“'to cut its affiliates’ rates, then I
| think we should take a look at it.
After all, we are the umpire for
broadcasting and we are respon-
§isible for AM as well as TV.”
He, as well as other Commis-
0fif'sioners, stress that what they are
doing is only a look-see and that
‘the current study might result in
‘nothing being done.

NBC’s Economic Plan

The NBC economic -plan, an-
ounced last month, envisages the
eighting of several factors in
making up its affiliates’ network
radio rates. One of the factors is
the number of TV sets in a market
I[BeT, Nov. 5].
‘"That FCC has been keenly aware
f the play of economic forces
between AM and TV is no secret.

~ Item: FCC Chairman Wayne
. Coy’s “big wind” speech at the
. 1951 NARTB Chicago convention
last April [BeT, April 24].

Item: Comr. Robert F. Jones’
sl ‘beware the foxes” speech to Ohio
Assn. of Broadcasters last year
: [BeT, May 29, 1950].

TV is going to be the No. 1
broadecast medium, Chairman Coy
declaimed to NARTB members, and
radio broadcasters better get ready
for that day. He urged more and
vetter local programming as one
‘means of maintaining a radio sta-
tion’s standing in the community.

Big, bad wolf of aural broadcast-
2rs is the multiple-interest broad-
caster, Comr. Jones charged in his
speech. He referred, he said, to
‘hose who had bigger investments
:l§ or incomes in TV broadcasting or
)| manufacture.

At one point he warned: “When-
aver the network decides that there
ire enough TV sets in the mass

g

areas so that the TV dollar is
easier to garner than the sound
broadeasting dollar, then the net-
works can blow the whistle on
every network-affiliated sound
broadcaster by merely refusing to
renew the affiliation contract ex-
cept at a lower rate. . . .”

He also said then, “You broad-
casters are not confronted with a
competitor who is primarily inter-
ested to see this medium live, but
one who may be interested in see-
ing it live long enough to make
the transition to the new medium
[TV].”

It is not always necessary for
the Commission to act formally in
these matters. Sometimes by just
permitting the broadecaster to know
that it is slightly doubtful of his
actions it can force him to back-
water, observers noted.

Scans ‘Show of Shows’

That power was exemplified early
last year when NBC’s Saturday
night Show of Shows extravaganza
ran into the shoals of FCC’s du-
biety [Be®T, Jan. 2, 1950 et seq.].

Without putting the FCC’s au-
thority to test, NBC revised its
plans for the Saturday night show
to comply with Commission think-
ing. The issue was the manner in
which NBC planned to sell the
show, involving time orders to its
affiliates.

The Saturday night issue was
raised by DuMont Television Net-
work, which protested to the Com-
mission. So far as can be learned,
no official complaints have been
made to the FCC by any NBC af-
filiate on the matter of its eco-
nomic plan.

Additionally, Chairman Coy has
made no bones about the Commis-
sion’s intention to look into net-

\TNETWURK RATES FCC Study Is Underway

work operations. From time to
time he has mentioned that the
FCC was considering taking a new
look at the chain network rules.

One of Mr. Coy’s earliest re-
marks on the subject, and one
that illustrates his thinking best,
many feel, was made at Amherst
College in 1949. During the course
of his speech there, he told the
students:

Almost a decade has elapsed since
that network investigation. There
have been far-reaching developments
in all phases of broadcasting since
that time. In view of those develop-
ments the Commission has long-
realized the desirability of another
survey of network practices—not
only te determine how the regulations
are working with respect to standard
broadcasting, but also to examine
some of the problems concerning the
relationship of the networks to talent
bureaus and recording companies and
also to examine carefully the effect
of the regulations in the FM and tele-
vision fields.

When FM and television emerged,
the chain regulations were applied
to them almost in toto without a sepa-
rate investigation. It is entirely pos-
sible that the conditions in FM and
television are sufficiently different
from those in AM that other or ad-
ditional regulations are needed to
protect against monopoly.

Subject of the Commission’s
chain network regulations thun-
dered through FCC hearings begin-
ning in 1941 and ended in 1943
when the Supreme Court upheld
FCC’s rights to promulgate such
rules.

It was in the same year that the
Commission put into effect a pre-
viously passed regulation forbid-
ding the ownership of more than
one broadcast station in the same
market area. This is the FCC’s

AFFILIATES RATES
NBC to Pursue Plan

ANY LINGERING doubts that
NBC intends to go ahead with its
basic economic plan for radio
were dispelled last week as officials
reported that affiliates will be given
notice of their respective forth-
coming rate standings by the first
of the year.

Changes dictated by the net-
work’s formula for reappraising in-
dividual stations’ network rates are
slated to become effective July 1.
Officials pointed out that in giving
written notice by Jan. 1 the net-
work is acting more than 180 days
ahead of the effective date, whereas
affiliation contracts require only
90 days’ notice.

This was taken to mean that
more than half of the NBC radio
affiliates are in line for downward
rate adjustments, since the con-
tracts provide for 90 days’ notice
on rate cuts only when a “majority”
of all NBC stations are being cut.

Overall, the individual reduc-
tions and raises balance each other
to a point where the total rate for
the full network is little changed,
officials have explained.

There had not been much expecta-
tion that the network would hold up
on the new rate plan, even though
affiliates at the NBC convention
at Boca Raton little more than a
fortnight ago voted 72-to-22 that
the plan be kept an abeyance until
further studies could be made
[BeT, Dec. 3].

famous duopoly rule.

Up to the present, FCC has ac-
cepted the presumption that own-
ing single AM, FM and TV sta-
tions in the same market does not
not fall under the duopoly ban.
But, that is no sign that it could
not change its mind if it so desired,
it was noted.

ABC RATE V,EW Readjustments Held Untimely

ABC contends NBC’s station rate
adjustment not only is untimely
and unwise, but that the time is
foreseeable when radio will be
“properly” appraised and daytime
rates can be raised.

These views, it was learned last
week, have been stressed repeatedly
by ABC officials in a series of
closed meetings—now nearing com-
pletion—with the network’s affili-
ates throughout the country.

In these sessions, President
Robert E. Kintner and his execu-
tive associates have made clear that
they think “opening up” the rate
question at this time will automati-
cally subject rates to pressures for
downward adjustments.

They also have gone on record
as holding that the NBC rate re-
adjustment formula, aside from be-
ing untimely, omits an important
factor—the quality of station man-
agement, Management of each sta-
tion, they contend, must always be
among the factors considered in

M 3ROADCASTING ® Telecasting

reappraising the station’s rates.
The ABC affiliates also have been
told that NBC's formula is “wrong"
for other reasons—because ade-
quate data are not available to in-

ABC President Robert Kintner (r)
conducted ABC offiliates meeting in
Chicago, among whom was Thomas

L. Evans (1), KCMO Kansas City.

T

dicate what TV’s effect is or is not,
for one thing, and ABC also shares
CBS Radio’s view that BMB data
on radio circulation are too old to
be meaningful today.

On the rate question, BROADCAST-
ING ® TELECASTING erroneously re-
ported in the Dec. 10 issue that
President Kintner had suggested
to an affiliates meeting in Chicago
that radio rates be reduced in TV
areas in proportion to declines in
ratings.

Actually, ABC has been—and
still is—engaged in special studies
of the rate question and its offi-
cials feel they must await the out-
come of these before advancing de-
finite proposals. They feel the
rate issue is in a time of “crisis,”
according to the views they have
given affiliates, and that decisions
should be delayed until more com-
plete information has been com-
piled and “emotion” abated.

ABC stations have been assured

(Continued on page 36)
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~ HOW DO AGENCIES RATE THE RATERS

By ARTHUR C. SCHOFIELD

Director, Promotion and Research
Paul H. Raymer Co.

Some years ago I heard a street-
corner missionary, in an attempt
to cast doubt upon the larger,
better established denominations,
say this: “They all can’t be right,
and there is a great possibility they
are all wrong.”

The same could be said about
the present methods of aundience
measurements. 7

Last year, $453,605,722 was spent
for the purchase of radio time;
with, of course, the larger share
going to those time segments with
the best ratings.

Whose ratings? What did the
rating mean? How much of a sta-
tion’s service area did the surveys
cover., Why were certain ratings
used, while others were rejected?

With over $453 million-odd dol-
lars at stake the answer to those
questions are important. Accord-
ingly I mailed to over 1000 time-
buyers and agency executives, rep-
resenting all types of agencies in
every section of the country, a
simple, three-part questionnaire:

Question 1. Do you believe, ac-
cept and use audience data (share
of audience, composition of audi-
ence, time segments, ratings, etc.)
of:

ARB yes no
Conlan yes no
Hooper yes no
Nielsen ves no
Pulse yes no
Tele-que yes no
Trendex yes no
Videodex ves no

Question 2. Please rate the serv-

ices in the order of your prefer-
ence (1-2 ete.)

ARB

Conlan

Hooper

Nielsen

Pulse
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VIDEODEX!

Tele-Que
Trendex
Videodex

Question 3. For total station audi-

ence do you accept:

BMB yes no
Y MV/M

contour ves no
either ves no
Prefer BMB %

MV/M

contour

map

Respondents were asked to

check spaces best expressing “your
and your agency’s opinions.” Sig-
natures were requested, but all re-
spondents and agencies involved
were guaranteed their names would
not be divulged. Realizing what
might happen I made one further
request: “No cuss words, please;
my secretary has led a cloistered
life.”

Big Agencies Replied

Returns from the agencies far
exceeded my most optimistic ex-
pectations with more than 189%
returns. I knew those interested in
timebuying activities were con-
cerned with the confusion now
present in the industry, but I was
delightfully surprised at the co-
operation I received. Every one
of the country’s largest agencies
returned the questionnaire or, in
some cases, two-page letters ex-
plaining their feelings on the “mud-
dle” created by claims and counter-
claims of various services. In fact,
the comments accompanying the
ouestionnaires proved invaluable in
the appraisal of the entire rating
picture.

Because respondents were as-
sured of complete anonymity, they
spoke honestly and freely. Re-
flecting the spirit and sentiment of
many was this from an eastern
agency:

“You’ll probably get this re-

DO THE BUYERS of broadcast advertising have
faith in present audience measurement services?
This ambitious survey, conducted by the Paul H.
Raymer Co., indicates they don’t.
such faith as is expressed certainly isn’t absolute.
Both buyers and sellers of broadcast time will
find provocative reading in this article which de-
scribes the most definitive study recently made
into the question. . . .

action from every quarter, but ... I
might as well get in my two cents
worth. While I'm ready to accept
the three surveys checked, how
much more useful any one of
these alone would be! This idea
of 10 rating services is a fiasco.
The smallest ‘coffeepot’ in exist-
ence, by selective quoting from
various findings could ‘conclusively
prove (just see what Conlan,
Nielsen, Trendex, ete. has to say
about us) that ours is the best sta-
tion in the market’ When there
are that many rating services in
existence, they cease to be a serv-
ice and become a racket. While the
government is so busy slapping
ceilings on everything, I wish
they’d direct their attention to
this. The situation is completely
out of hand and gets worse every
year. If things are to progress as
they are going now, and you were
to send me this questionnaire five
years from now, I'm pretty sure
I'd answer “NO” to my acceptance
of any service you might list. And
that’s about all I dare say on this
subject without offending the shell-

like ear of your cloistered secre-

tary.”

To those stations who fail to
merchandise, or publicize, their
SALES results and rely heavily
on published ratings, let me point
te several comments, among many
received, that prove sales are im-
portant. Here’s one:

“Definitely feel that every rat-
ing service has its drawbacks and
that they can be used only as a
trend at best. Past and present
sales results much more impor-
tant.” Here’s another:

“We do not believe any of the
rating systems are 100% accurate.
‘We accept and use the audience
data only because the client wants
ratings. We always indicate to
our client the discrepancies. Sales
are the best answer to a program’s
popularity.”

Some years ago, while serving

BROADCASTING ® Telecastin

Or at least

as sales promotion manager of
50,000 watt NBC affiliate, 7 wa
shecked to receive a rating repor
indicating “no listeners found i
this sample” in one segment of o
long-established, highly-successf -
woman’s program. As the arfl
nouncement rate on this show wa
the highest on the station, every
one involved examined the situ
tion thoroughly. First we dig
covered the program received mor
mail than the rating service mad
phone calls; and secondly, adve:
tisers, fully satisfied with the prc
gram, reported sales were up. Nc
an advertiser cancelled — thei
SALES proved the program ha
more than an audience; it had
receptive audience.
Do the agencies have confidenc
in the present rating services?
Replies to question 1 -clearl
indicate opinion to be divided o
the subject. However, not one ¢
the eight services listed received
“YES” from as many as 85% ¢
(Continued on page 96)

THE author is a veteran of 26 yea|
in broadcasting and advertising. HE.
started out in pr
gramming on Phi
adelphia station®
later was assista)
advertising ma||
ager of the honll
receiver division (
RCA Victor, advell
tising and sail@
promotion ma il
ager of WFIL Phi
adelphia, direct|
of advertising a
sales promotion for KYW Philadcll’
phia and advertising and salll
promotion chief of the DuMcill
TY Network. For the past year }
has been director of promotion o
h at Paul H. Ray Co., st
tion representative.
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‘Agency, Advertiser,
Station Reactions

NEW plan of CBS Radio to let ad-
vertisers use any reasonable num-
ber of affiliates drew generally fa-
vorable comment last week from
CBS affiliates. The CBS “Selective
'Facilities Plan” and “Standard Fa-
cilities Plan” greatly liberalize the
purchase of network time [BeT,
Dec. 10].

Endorsement of the project came
from many of the CBS affiliate rep-
resentatives who attended a joint
meeting of CBS Districts 4, 5 and
8, held last Monday in New Orleans
(see story, column four).

First advertiser reaction to the
CBS Radio plan, based on prelimi-
nary study, appeared to be favor-
able to the move to increase the
flexibility of network advertising—
a key feature of both the “Selec-
tive Facilities Plan” and the liber-
«| alized “Standard Facilities Plan.”

T Pro-Rated Costs Seen

@ft It appeared certain, however,
i | ithat advertisers buying time under
el the “selective” plan — which re-
sl quires a sponsor to make his pro-
(gram available to all CBS Radio
i affiliates and allow it to be sold
‘through CBS Radio to non-com-
 petitive advertisers in markets he
&l himself does not use—would insist
itj that a formula be provided for pro-
g rating program costs.

"I What effect the new sales poli-
]’\f ‘¢ies would actually have on adver-

'ftisers'_buying habits remained to
E"‘Kbe seen. One observer, at least,
,d‘took occasion to express the view
Ithat advertisers traditionally insist
_ | 'they should be granted privileges—
“j’ ‘but often fail to take advantage of
'| them when they are offered.
Agency spokesmen offered no
.4 comment on the play pro or con,
ed : apparently preferring to wait until
Ithey have received a direct bid be-
fore formulating final judgments.

In some quarters there was spec-
ulation that CBS Radio will en-
¢ counter difficulty in implementing
 the “selective” plan, in that it may
be hard to make “subsidiary” con-
' tracts coincide exactly with the
"13-week cycles of the “original”
advertiser.

The National Assn. of Radio &
Television Station Representatives
‘similarly had no comment. In
«NARTSR’s case, however, the ab-
sence of a statement of views was
attributed by a spokesman to the
feeling that NARTSR members’ in-
terests are not affected. These
spokesmen looked upon the plan as
strictly a network sales device
'] which has no bearing on spot broad-
casting.

Nor did leaders of the all-indus-
try Affiliates Committee choose to

BROADCASTING »

RN w_—

e e e i et it il

CORRIDOR discussion at the CAAB meeting in New Orleans last week is

e

held by (I to r): David Smiley, WDAE Tampa; Howard Summerville, WWL
New Orleans; Glenn Marshall, WMBR Jacksonville; Howard S. Meighan,

CBS Radio presid.

; and §

Mitchell, WDAE.

pass upon the proposal immedi-
ately. Observers noted, however,
that CBS Radio’s elimination of
“must buy” status under the “se-
lective’ plan, for instance, may
come within the range of gunfire
released by the committee in its
protest again NBC’s basic economic
plan.

At that time the committee said,
in part:

“The basic reason for the ex-
istence of national networks is to
provide national coverage. Any
steps which tend to break down
this concept will redound to the
injury of the network, the affiliate,
and the public”. [BeT, Nov. 12].

Following are views expressed
to BROADCASTING ® TELECASTING
by CBS affiliates, CBS officials
and others:

Clyde Rembert, KRLD Dallas—
“On the selective plan, I think it's
good. However, I really haven't

had to digest it and find out exactly
what its effect is going to be. The
fact that the programs are going
to be guaranteed to the stations,
either on a commercial or sustain-
ing basis, is a good thing and cer-
tainly will hold up CBS ratings
and audience.”

John S. Hayes, WTOP-AM-:V
Washington—*“The CBS Selective
Facilities Plan represents a for-
ward-looking step for network ad-
vertising.” He feels it should be
clarified in its application to dif-
ferent situations and also endorsed
the liberalized Standard Facilities
Plan.

William B. Quarton, WMT Cedar
Rapids, Iowa.—*“I hope to be proven
wrong but it looks to me like
another step in the wrong direc-
tion.”

Charles C. Caley, WMBD Peoria,

(Continued on page 109)

AFFILIATES GENERALLY ENDORSE PLAN OF CBS

New Orleans Meet

Expresses Approval

WORK of the all-industry Affiliates
Committee in connection with net-
work rates and evaluation of the
medium was ‘“heartily endorsed”
by representatives of CBS affiliates
in Districts 4, 5 and 8. The action
was taken during the regular joint
session of the districts, held last
Monday in New Orleans.

Chief interest in the meeting cen-
tered around the new plan of CBS
Radio permitting advertisers to
buy on a selective basis (see story,
column one).

Text of the resolution approving
work of the all-industry group
follows:

“Resolved that the affiliates of
the CBS Radio Network of Dis-
tricts 4, 5 and 8, meeting at New
Orleans Dec. 10, 1951, do hereby
heartily endorse the work of the
Affiliates Committee and are par-
ticularly desirous of recording
their wholehearted approval of the
recent report submitted by the
Affiliates Committee in connection
with the evaluation of radio.

“It is further resolved that a

copy of this resolution be sent to

Paul Morency, chairman of the
Affiliates Committee, for the in-
formation of the committee.”

In other resolutions the joint
meeting thanked Howard Summer-
ville, WWL New Orleans, for ar-
ranging the session and serving as

(Continued on page 87)

SELL RADI

DETAILS of an extensive 17-pro-
ject radio promotion campaign for
1952, calculated to promote the sale
of radio on an overall basis as well
as to help stations to help them-
selves, were announced by BAB
last Wednesday.

The program includes, at the na-
tional promotion level, a series of
special studies and presentation,
regular contacts with advertisers
and agencies, and basie research on
radio’s power and penetration, in-
cluding research on competing
media; and, at the local level,
regular issuance of a variety of
sales aids, an annual sales op-
portunities calendar, and a blue-
print for joint promotion of radio
by groups of stations within in-
dividual markets.

The campaign plans were out-
lined at a2 news conference by BAB
President William B. Ryan; Kevin
B. Sweeney, vice president in
charge of promotion and sales,
and John F. Hardesty, local pro-
motion director.

Compilation of data on “radio’s’

uncounted audience” — automobile
sets, radio sets in TV homes, size
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of the extra-set market, auto
listening, and other out-of-home
listening—will be one of the pro-
jects in promotion at the national
level.

While the studies in some in-
stances will include bringing to-
gether data already collected in
individual markets, Mr. Sweeney
said, the project also includes
original studies. For instance, he
said, Pulse Ine. is conducting a
pilot study in 20 areas to deter-
mine the extent of the extra-set
market. Another feature, slated
for March, is a 50,000-interview
survey on listening in automobiles.

Effectiveness Tests

Plans also envision tests to meas-
ure radio’s effectiveness against
that of (1) television and (2)
magazines for national advertisers
in the packaged goods and heavy
appliance fields if arrangements
can be worked out with advertisers
and stations. These tests would be
similar to the American Research
Bureau Inec’s radio-vs.-newspaper
tests—50 of which have been com-
piled by BAB under the title
“Count Your Customers,” further

BAB Gives Details

exploitation of which is another
part of BAB’s 1952 plans.

Also in the radio-vs.-competitors
category, BAB is planning a re-
port on magazine penetration and
circulation; a second edition of an
earlier BAB breakdown on maga-
zine circulation, county-by-county,
with radio-magazine comparisons
on a national basis; compilation of
data to show that TV penetration is
slowing down, and a salesmen’s
handbook on newspaper readership.

Special presentations on radio’s
values as applied in specific in-
dustries already are under way in
the automotive, tire, and paint
fields, and will be followed in the
spring with one dealing with the
farm market.

To urge that they give radio a
chance to prove its worth, BAB
representatives are making sales
calls on national chains and as-
sociations, national-local advertis-
ers, and strictly national adver-
tisers. These calls already have
been started and will continue in
January.

Regular contact will be main-

(Continued on page 87)
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Touis &, Calbwell

1951

FINAL tribute to Louis Golds-
borough Caldwell, 60, often called
the dean of radio law, was paid
Friday at a small, private funeral
service held in Tecumseh, Mich.
This ceremony was in accord with
his wish, as was omission of serv-
ices in Washington, D. C.

Known throughout the world for
his achievements in the fields of
communications law and regulation,
Mr. Caldwell had been active
almost to the day of his death,
last Tuesday. He was found dead
in his bedroom by a servant bring-
ing his supper. Immediate cause

| of death was a heart condition,
| from which he had suffered several
| years.

| A fortnight ago Mr. Caldwell
suffered a heart attack and had
been under a doctor’s care. He had
worked up to the time of the at-
tack. His last appearance at the
office was Dec. 6, when he took
part in a meeting.

He had been advised for some
time to avoid activity, but held a
private belief that complete rest
would cut down efficiency of his
circulatory system and aggravate
high blood pressure. For several
weeks he had grieved the death of
his younger brother, Edward C.
Caldwell, also a member of the
Chicago law firm of Kirkland,
Fleming, Green, Martin & Ellis.

Surviving are his mother, Mrs.
John D. Caldwell, Oak Park, Ill.;
one daughter, Mrs. G. K. Brobeck
Jr., Holyoke, Mass.; a sister, Mrs.
Margaret Dall, Libertyville, Ill.,
and three grandchildren.

The body rested in the Gawler
funeral home, Washington, until
Thursday afternoon when it was
moved to Tecumseh for the serv-
ices.. The family requested omis-
sion of flowers, suggesting gifts to
Children’s Hospital, Washington.

First General Counsel

To a considerable extent, Mr.
Caldwell was a martyr to the radio
regulatory pattern he personally
outlined when the old Federal
Radio Commission drafted him in
the summer of 1928 to serve as its
first general counsel. The three-
month draft lasted a full eight
months, a period in which he
worked night after night and fre-
quently slept on a couch at his
office.

He gave so much of his body
and mind to the critical task of
shaping radio’s regulatory and
legal framework that he left the
job in a state of near physical
collapse. He rested several months
before returning to private prac-
tice.

A shock of prematurely white,
wavy hair was a trademark known
in many nations. His hair had
turned snow white while he was
still a young man, at that time
giving him an appearance of matu-
rity that belied his years.

Besides his worldwide fame in
communications, Mr, Caldwell was
a prominent figure in national and
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legal circles. His
hobbies  included documentary
studies of World War I, interna-
tional law and musie. For years
he had planned to write a book on
the background of the first war
but was never able to find time for
the undertaking.

His collection of documents on
the subject is one of the finest in
the world. He often obtained re-
laxation at the piano, and in addi-
tion played wviolin and accordion.
He enjoyed composing ditties and
skits, some of which were per-
formed at legal functions, and at
‘Washington’s famed Gridiron Club.

Mr. Caldwell went to work with
the Kirkland, -Fleming law firm
in 1916. Shortly after getting his
salary raised from $10 to $12 a
week he was turned down by the
Army because of his sight, but
got into the European proceedings
via the ambulance service and then
the Foreign Legion where he won
a lieutenancy and the Croix de
Guerre.

His radio career grew out of the
1926 breakdown of regulation
under the Dept. of Commerce, of
which Herbert Hoover was secre-
tary. At the time WGES Chicago
decided to squat on a frequency
near that of WGN Chicago, a Kirk-
land, Fleming client. Mr. Caldwell
took the case to court, winning a
temporary injunction before the
dispute was referred to the then
new FRC.

international

Set Up Law Department

His pleading led the FRC to set
up a law department instead of
using lawyers assigned by Dept.
of Justice. FRC prevailed on him
to be its first general counsel. In
the eight months as general counsel
he and a small group of attorneys
around him operated almost with-
out furniture, even purloining a
stack of wastebaskets to use as
files.

That brief regime produced a
complete set of FRC regulations,
along with many reports and de-
cisions. Besides, Mr. Caldwell
aided in the general and shortwave
broadcast allocations and success-
fully defended the Radio Act

against charges of unconstitution-
ality.

At FRC he became convinced
that the Radio Law limited the
government’s licensing powers and
he opposed use of the licensing
system as a device to extend FRC’s
controls. He became an ardent
advocate of free speech and op-
posed any regulation carrying cen-
sorship aspects. These beliefs he
held and fought for to the very
last.

Returning to Kirkland, Fleming
in 1929, he made so many trips to
Washington that the firm opened a
capital office and later named him
resident partner. In the 1930
50-kw hearings he fought on be-
half of the clear-channel principle.
In 1934 a group of clears asked
him to represent them in the then
current FCC inquiry.

He took an active part in de-
veloping the first data on nighttime
skywave, still used by FCC and
part of the first NARBA. In sub-
sequent hearings he fought the
clear-channel battle in the belief
the clears could provide needed
service to many areas mnot ade-
quately served by smaller-power
outlets.

Acted in Advisory Capacity

At most of the international ra-
dio conferences Mr. Caldwell was
active in an advisory capacity and
he was considered by many to be
the outstanding authority in such
matters. He had tried during the
Madrid conference of 1932 to add
broadcast frequencies in the 400-
500 ke band but this was scuttled
by the military. He felt such fre-
quencies would have cured many
of broadeasting’s allocation trou-
bles.

Both Press Wireless and Aero-
nautical Radio Inc. were formed by
Mr. Caldwell to meet service needs
of newspapers and aviation. He
devoted much time to their early
activities. Through his career he
was the author of a large number
of articles on radio law and he
edited the Journal of Radio Law
and George Washington Law Re-
view. He was known as an au-
thority on administrative law.

He corresponded with leaders of
the bar in other nations and wrote
a number of articles on radio-
copyright law. Reading and
speaking German and French flu-
ently, he translated countless
works into English.

Never active in politics, he nev-
ertheless was the friend and con-
fidante of many persons high in
Washington life.

Mr. Caldwell was a native of
Oak Park, Ill, attending public
schools in that city. He received
an AB. degree in 1913 at Amherst,
where he was named to Phi Beta
Kappa. Later he became a trus-
tee of the college. He received MA.
and LL.B degrees at Northwestern.
U. Law School, going directly to
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Kirkland, Fleming. After World
War I he lectured at Northwestern.

In 1921 he married Irene Buysse,
from whom he was divorced sev-
eral years ago. |

The list of posts he held inf

the legal and radio world is long
and imposing. Among them were:
chairman of American Bar Assn.
Committee on Radio Law, 1928-29;
chairman, ABA Committee on Com-
munications, 1929-33; member of
Washington Committee of ABA:
first president of Federal Commun-
ications Bar Assn., 1936-37, and ex-
ecutive committee member 1937-40;
member of Illinois and Chicago
bars, Assn. of Practitioners before
ICC; American Judiciary Section;
American Society on International
Law; American Law Institute; In-
stitute of Radio Engineers.

Clubs and fraternities included
Delta Upsilon, Phi Delta Phi,
Metropolitan, National Press Club

and Order of Coif. He was found-§
er and president of Inguiriendof§.

Club, which met at his home, 2900
Cleveland Ave., Northwest. Dur-|
ing World War II he provided
homes for some three-score service
people to help meet the capital
housing shortage, and was forced

to take a license as a rooming

house operator. The house was
known as “Malay Club” after
some trophies left by a British
guest.

At the time of his death, Mr.
Caldwell was defense counsel for
the Washington Times Herald in a
$5,100,000 suit brought against the
newspaper and others by Drew
Pearson, radio-newspaper colum-
nist. The Times-Herald is owned
by Col. Robert R. McCormick, also
owner of the Chicago Tribune
(WGN-AM-FM-TV) and the New
York Daily News (WPIX (TV)).

Served Without Fees

Many times Mr. Caldwell served
without fee as counsel in radio
cases involving questions of gen-
eral industry interest. He was
Washington counsel for two G. A.
Richards stations and served in the
legal battle to protect the Rich-
ards property from deletion by
FCC. Similarly, in the FCC’s news-
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paper ownership proceedings a '

decade ago he fought bitterly any
attempt to prevent mnewspapers |
from owning radio stations. On
the other hand, he supported FCC
in its network monopoly regula-
tions of the early 40s, as counsel
for Mutual.

Under terms of the will, written
last Oct. 21, Mr. Caldwell’s entire
estate goes to Mrs. Brobeck. Named
executors and trustees were Kelley
Griffith, Chauncey P. Carter Jr. and
R. Russell Eagan, associates in
the law firm. No estimate of the
property value could be made at
this time. The will stipulates that
Mrs. Brobeck is to receive at least
$6,000 a year income from the
property for the next ten years
at which time she will receive the
principal. In case buying power
of the dollar is reduced, the $6,000
is to be increased. Mrs. Brobeck’s
children would receive the estate if
she died during the 10-year period.
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_ ICONGRESS, which long has con-
idered the political broadecast is-
we a “hot potato,” apparently has
10t changed its attitude.

Asked whether Congress might
xplore the problem in the second
iession of Congress that opens next
nonth, Sen. Edwin C. Johnson (D-
Jol.), chairman of the radio-active
senate Interstate & Foreign Com-
nerce Committee, told BROADCAST-
3G ® TELECASTING: “I have my
loubts.”

Reminding that Congress could
«asily look into political broadcast
bel if it so desires, Sen. Johnson
iaid the committee has no advance
.| lans to take up the subject.

P § But, he said, should there be
o itrong “expressions” for “clarifica-

- don” of broadeast libel, in light of
jec. 315 of the Communications
Act, then the committee would
ichedule the legislation. He noted
‘he proximity of the “red-hot” local,
| tate and national elections, which
i vill be held next November.

' There are three political broad-
-ast bills now before the Senate and
M"{ouse Interstate & Foreign Com-
] nerce Committees. Two of them,
o me in each branch, are identical;
he third is a more recent bill (HR

1470) drawn by Rep. Walt Horan

“1'R-Wash.). All of them are de-
gned to clarify Sec. 315.
f_ On the state level, meanwhile, the
gewly - formed Maryland-D. C.
Jroadcasters & Telecasters Assn.
s working for libel protection of
he broadcaster who carries politi-
al talks on his station in the Free
i ]itate.

! Asks Libel-Proof Bill

The association last week asked
| he state legislature to take up a
4f ibel-proof bill when it meets in a
‘ebruary session. That session is
.0 take up emergency legislation.
3ill, forwarded by the Maryland-
). C. group, would amend the libel
aws of the state. It would exempt
roadcasters from libel or defama-
| ion damages in cases where they
| re unable to censor a candidate’s
peech under Sec. 315 of the Com-
aunications Act.

The bill is drawn up according to
he model defamation statute pre-
4] ared by the NARTB. NARTB’s
.| 10del bill also would exempt broad-
asters from libel damages if they
+| Xercise “due care.”

s} Legal sources in Washington
#] greed that about a third of the
¢} tates now have laws which do not
b
E

old the broadcaster liable if he
xercises due care. These are:
o Vyoming, Virginia, California,
#} ‘olorado, Florida, Georgia, Iowa,
¢} ‘ansas, Louisiana, Maine, Mich-
#f zan (this year), Nebraska, South
4§ takota, Utah, Oregon and Nevada
oj this year).

“d States which exempt the broad-
“} aster from libel for material con-
"] 2ined in a political broadcast by a
'] andidate, or by a non-candidate
; n behalf of a candidate, are Geor-
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gia, Louisiana, Virginia and Wyo-
ming. Hawaii limits its protection
to a candidate only.

States which have similar exemp-
tions are California, Colorado,
Maine, Nebraska and Michigan.
Montana -and Florida have laws
which are “fairly close” to
NARTB’s model statute, section 2,
which deals with political broad-
casts. In Montana and Utah, malice
must be proved to hold the broad-
caster liable.

States which include ‘“on behalf
of candidates” are California, Geor-
gia, Colorado, Louisiana, Maine,
Nebraska  Michigan and Virginia.

However, it is emphasized that
laws may vary to a great extent
from one state to another and that
the above classifications are “gen-
eral” [also see B®T, Dec. 3 for
data on state libel laws].

Favor Enaction

Maryland legislators who met
with the broadcasters in Baltimore
last Wednesday indicated they
might favor its enaction.

A committee to expedite the
bill’s future in the Maryland Sen-
ate and House was appointed by
John E. Surrick, WFBR Baltimore,
president of the Maryland-D. C.
group. They are Robert Embry,
WITH Baltimore, chairman;
Charles J. Truitt, WBOC Salis-
bury; Xarl Steinmann, WCUM
Cumberland; H. Philip Nesbitt,
WNAV -Annapolis; Jason Pate,
WASA Havre de Grace.

In Congress, the bill (S 1379)
introduced by Sen. Johnson would

Law Needs Change

bring any person “authorized” by
a political candidate to speak for
and on his behalf under the same
coverage of the Act as it pertains
to the political candidate; that is,
no censorship by the broadcaster
and no liability. A companion bill
in the House (HR 4240) was spon-
sored by Rep. Mike Mansfield (D-
Mont.).

However, the Horan bill, goes
further by (1) denoting legally
qualified candidates “in a primary,
general or other election,” (2)
specifying that an authorization to
speak in behalf of a candidate must
be in writing and (3) directing that
the broadcaster would have no
power to censor or alter or in any
manner control the material so
broadeast.

Importantly, the bill would not
make the broadcaster liable in any
civil or criminal action in any local,
state or federal court for the
broadeast of the material. (For text
of pertinent part of Horan bill see
BeT Oct. 1)

In making their request of the
Maryland legislature, Mr. Surrick
said the association had in mind
the FCC pronouncement in renew-
ing the license of WDSU New
Orleans. FCC said broadcasters can
not censor political ecandidates’
speeches. [B®T, Dec. 3]. But under
a court ruling (Felix v. Westing-
house Radio Stations, B®T, March
20, 1950) speeches by supporters of
political candidates may be cen-
sored. il

CHRISTAL FIRM

Set for N. Y., Chicago

HENRY I. CHRISTAL Co., new
station representation firm now in
the process of formation, is open-
ing offices at 300 Park Ave., New
York, and will open shortly at 333
N. Michigan Ave., Chicago.

Mr. Christal, a veteran in the
sales field, heads the new company
and will headquarter in New York.
Chicago office is to be headed by
James Thompson, who is resigning

Mr. CHRISTAL
from the O. L. Taylor Co. (story

page 24). Irving Gross, formerly
with the Taylor organization, will
hold a key post in the new Christal
firm. Mr. Christal is a former part-
ner of Edward Petry & Co. and re-
tains a stock interest in that firm.

‘LORAIN JO

SUPREME COURT held last week
that the Lorain (Ohio) Journal
violated the anti-trust laws when
it refused to sell advertising to
local advertisers who bought tiie
on WEOL Elyria, Ohio [BeT, Oct.
22, 1, Jan. 8]. In a unanimous
decision, the high court upheld
the decision of the U. S. District
Court for Northern Ohio in Cleve-
land last January.

Decision was written by Justice
Harold H. Burton, former Ohio
Senator. Justices Tom C. Clark
and Sherman Minton did not par-
ticipate. The former was Attor-
ney General when the action
against the newspaper was initi-
ated; the latter was ill when the
court heard oral argument in Oc-
tober.

Besides finding that the Lorain
Journal's practices were contrary
to the Sherman Act, the court also
held that a local newspaper is en-
gaged in interstate commerce.
One of the newspaper’s major con-
tentions was that it could not be
prosecuted under the anti-trust
laws since it was not engaged in
interstate commerce,

After referring to the lower
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court’s findings that “. . . the pub-
lisher’s attempt to destroy WEOL
was in fact an attempt to end the
invasion by radio of the Lorain
newspaper’s monopoly of inter-
state as well as local commerce,”
Justice Burton dismissed the news-
paper’s contention that as a pri-
vate business it had a right to se-
lect its customers or refuse adver-
tising from whomever it pleased
by stating:

“The right claimed by the pub-
lisher is neither absolute nor ex-
empt from regulation. Its gxercise
as a purposeful means of monop-
olizing interstate commerce is pro-
hibited by the Sherman Act. The
operator of the radio station,
equally with the publisher of the
newspaper, is entitled to the pro-
tection of that Act.”

Justice Burton also found that
the injunction granted by the lower
court forbidding the Jourral from
continuing to discriminate against
WEOL advertisers by refusing to
sell space to them “does not violate
any guaranteed freedom of the
press.”

WEOL is owned by Roy Ammel,
also owner of the local, independ-

SCOTUS Upholds

ent telephone company. It was
established in 1948 and operates
on 930 ke with 1 kw. Elyria is
eight miles south of Lorain, which
is on the shores of Lake Erie. Its
gross income in its first full year
of operation in 1949 was $175,000.
It has a treble damage suit pend-
ing against the Lorain Journal for
$300,000 damages due to the news-
paper’s boycott.

About 30-40 advertisers were af-
fected by the Jouwrnal's policy of
refusing to accept advertising from
merchants who used WEOL.

Department of Justice filed a
complaint against the Mansfield
(Ohio) Journal last May. The
complaint charged that the Mans-
field newspaper practiced the same
tactics against WMAN in that
city as the Lorain Jowrnal did
against WEOL. Both the Lorain
and the Mansfield Journal are
owned by the same people, Samuel
A. and Isadore Horvitz.

Significance is also seen in the
application of the decision to the
Justice Dept. anti-trust complaint

(Continued on page 88)
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- EMERGENCY PLAN

MACHINERY to put broadeast
stations under emergency operation
in case of attack is being set up
by FCC and other federal agencies
under a revised executive order
providing a number of protective
conditions inserted at industry sug-
gestion.

At the weekend it appeared FCC
had made little progress on ap-
pointment of a broadcast advisory
committee, as authorized under the
new order. Specific authority for
FCC to name such a committee had
been urged by Broadcast Advisory
Council at a meeting with White
House and other federal repre-
sentatives last Nov. 2 [B®T, Nov.
5].
It was assumed FCC would con-
fer on committee membership with
the.council, headed by Judge Justin
Miller, NARTB board chairman.
The council is representative of
broadeasting, TV, manufacturing
and related industry segments.

Conelrad Formula

Basis of the broadcast shutdown
is ‘the Conelrad formula. Under
this plan all stations not joining
the Conelrad project will be
silenced in case of emergency.
Stations subscribing to Conelrad
will notify listeners to tune their
broadeast receivers to two specified
frequencies.

TV and FM stations probably
will be completely silenced, under
present thinking.

Stations will be notified by an
automatic alarm system that an
emergency has arisen. When they
go into the Conelrad operation they
will use civil defense programming,
recorded in advance, though it is
possible live material may be used
in some cases. The civil defense
programming tells the public what
to do. Conelrad provides sequential
broadecasting under a specific for-
mula,

A number of important changes

KBA RESOLUTION
Would Limit Tax Use

KENTUCKY Broadcasters Assn.
last week voted 25-3 in favor of a
resolution opposing use of public
tax funds for noncommercial, edu-
cational stations.

The resolution had been sub-
mitted by Steve A. Cisler Jr., vice
president in charge of operations,
WEKYW Louisville, at the NARTB
District 7 meeting in Louisville,
Nov. 89 [BeT, Nov. 12]. The
resolution follows:

Be it resolved, that the KBA opposes
the use of any public tax funds for con-
struction or operation of federal, state
or local television or radio stations;
and further, that the representatives of
Kentucky in the Congress of the United
States be requested to oppose the effort
by any legislative or government regu-
latory body to reserve any number or
percentage of television on channels for
the use of any special interest group on
any basis; and further that the FCC be
petitioned to set up all available TV
channels for assignment to best quali-
fied applicants when the current freeze
is ended without any reservation for
future possible uses.
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Executive Order Issued

appear in the executive order as
issued Dec. 10. The revised
language limits the silencing of
transmitters to those between 10
ke and 100,000 me, if “capable of
emitting electromagnetic radiations
. suitable for use as a naviga-
tional aid beyond five miles.”

This language eliminates a long
list of electrical and electronic
devices, despite printed stories to
the contrary. At BAC and NARTB
suggestion, the final executive
order specifies that plans for radia-
tion control in event of attack shall
be drawn up by “the head” of gov-
ernment departments involved,
emphasizing the importance of any
interference with normal opera-
tions.

Similarly, the FCC originally
had objected to a requirement that
the full Commission issue rules
and regulations for emergency
operation. The final order specifies
that the chairman may issue rules
and regulations in case of hostile
action or imminent threat.

The provision for advisory com-
mittees was accepted by White
House spokesmen during the Nov.
2 conference.

Joseph Short, White House
press-radio secretary, emphasized
in announcing issuance of the
order that the radio silencing plan
goes into effect only in event of an
air attack or threat. The order

implements Sec. 606 (c) of the
Communications Act as amended
last Oct. 24.

FCC has power to draft rules
for broadecast stations, but these
do not become effective until ap-
proved by the Secretary of Defense
and chairman of the National
Security Resources Board.

Language in the executive order
forbids the FCC from exercising
any control over content of station
programs. It prevents the Com-
mission from taking over and using
any station or removing any ap-
paratus or equipment.

FCC Authority Limited

Instead, the FCC’s authority is
mainly limited to requiring a sta-
tion to cease operation or reduce
its power in emergencies.

Specific language in the order
mentions the desirability of main-
taining normal conditions under
which radio stations are operated.
In addition, it is provided that
when a station’s operation has
been interfered with, “such station
shall be allowed to resume opera-
tions, or return to normal opera-
tions, as the case may be, at the
earliest possible time consistent
with the national security.”

Plans for the Conelrad emer-
gency formula grew out of con-
ferences held last March 26, with
some several hundred broadcasters

TOBACCO NETWORK, eight-st
tion North Carolina regional grou
names John E. Pearson Co., Ne
York, as national representativi
effective Jan. 1. Confirming a
pointment are (I to r) John E. Pea
son, head of the representative fi

and A. Hartwell Campbell, WGT
Greenville, N. C., ond TN presiden

meeting in Washington with go
ernment officials. A second indu
try-government defense sessio
was held April 16 during th
NARTB convention.

At the convention meeting, civ
defense officials said radio is th
best means of getting essential in!
formation to the public and th¢
only means of reaching a larg
section of the populace instal
taneously. [

Text of the executive order a

(Continued on page 66)

PRODUCTION

“THERE will be many more guns

“and much less butter” in 1952—

and materials allocations for radio-
TV manufacturers and broadcast-
ers will be cut back further start-
ing next April 1.

That forecast was offered by
Defense Mobilizer Charles E. Wil-
son in a hard-hitting speech be-
fore the National Press Club in
Washington last Thursday.

Mr. Wilsen’s remarks served to
douse speculation, temporarily at
least, that the civilian economy—
and particularly television receiver
output—would be scrapped early
next year. It was Mr. Wilson’s
first major address in the capital
since his conference with Presi-
dent Truman in Key West, Fla.
[BeT, Dec. 10].

Mr. Wilson made no direct refer-
ence to television in the Press
Club speech. But 'earlier, in a
dedication address, he expressed
belief that television set produc-
tion could get by “in the post
emergency period” by substituting
certain metals, notably aluminum
for copper. “Post-emergency” pre-
sumably is 1953 or 1954.

The defense chief recalled that
shortage of copper led to the gov-
ernment’s recent blackout of color
TV manufacturing [BeT, Oct. 29,
22]. But, he pointed out, “even if
copper continues scarce, there will
be ample aluminum to serve as a

Wilson Sees More Cutbacks,

substitute. . . .” The aluminum
situation is expected to ease by
mid-1952.

By 1953 production should reach
its peak and demand will accrue
for automobiles, radio-TV sets and
other appliances, he said. This
will avert any possibility of a
depression some time in 1954 when
the production program is ful-
filled, Mr. Wilson added. By that
time, additional aluminum markets
should be in full swing.

Speaks at Opening

Mr. Wilson spoke at the open-
ing of a new Kaiser Aluminum Co.
plant at Chalmette, I.\a., located on
the outskirts of New Orleans.

The obvious conclusion is that
the consumer goods market is
slowly being squeezed out in favor
of increased military production,
over and above the materials
shortage. As a result, severe cut-
backs in radio-TV set turnout will
be severely felt after next July 1.

Pinpointing this course were
these other facts:

(1) About 80% of structural
steel during the first quarter of
1952 will be siphoned off to mili-
tary and defense-supporting indus-
tries. Radio-TV broadcasters will
be cramped accordingly on mnew
construction projects.

(2) The government set up new
procedures for meeting military

and atomic energy schedules—3
veiled priority system assuring a|

flow of component parts to cer
tain industries and “bumping’
civilian orders where necessary.

Focal point of the week’s activ
ity was the government’s operatin,
production agency, the National
Production Authority, which:

uses, insufficient skilled labor and}

inadequate producing facilities.

@ Placed all domestic selenium|
(used in rectifiers, though sub-
stitutes have been devised) under
complete allocation, with the neces-
sity of agency authorization.

@ Noted that the scarcities of
radio-TV antennas have eased
slightly in recent weeks.

@ Blueprinted an additional
10% cutback in copper, steel and
aluminum for most civilian goods
beginning with the second quarter
(April-June).

But the general course was]
charted by Mobilizer Wilson. He
told newsmen that “some indus
tries” will get only 10% of coppe
and 20% of aluminum they use
in January 1950. Overall, cut-
backs for civilian. goods i
amount to about 50%. The radio
TV manufacturing industry gen~1

(Continued on page 62)
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More for YOUIr MORNEY There’s just one radio station in Baltimore that’s
a real bargain buy—that really gives you more for your money. And that station is WITH,
the BIG independent with the BIG audience. From WITH you get MORE listeners-per-
dollar than from any other radio or TV station in town.

Here’s proof: WITH regularly carries the advertising of more than twice as many Balti-
more merchants than any other station in town! Just because WITH produces low-cost
results! See your Headley-Reed man today for the whole WITH story.

The results station in Baltimore W" - T-"

TOM TINSLEY, President e Represented by HEADLEY-REED
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duPONT AWARDS

Jan. 31 Is Deadline

ALFRED I. quPONT Awards
Foundation today (Monday) issued
an invitation to all radio stations,
television stations and news com-
mentators to submit entries for the
annual duPont “outstanding pub-
lic service” awards.

Invitation was extended by 0. W.
Riegel, curator of the foundation
and director of the Lee Memorial
Journalism Foundation of Wash-
ington and Lee U., Lexington, Va.

The university has just been
named to supervise administra-

tion of duPont awards [BeT,
Nov. 19].
Mr. Riegel said entries would

be accepted through Jan. 31. A
committee of awards will examine
each entry and announce three
winners in early spring.

Explaining more fully, Mr.
Riegel said ‘“the committee will
honor a large radio station or tele-
vision station and small radio
station for outstanding and meri-
torious service in encouraging,
fostering, promoting and develop-
ing American ideals of freedom,
and for loyal and devoted serv-
jce to the nation and to the com-
munities served by them.”

The commentator award, it was
added, either video or radio, will
be to a commentator for “distin-
guished and meritorious perform-
ance of public service by aggres-
sive, consistently excellent and ac-
curate gathering and reporting of
news.”

Each of the three winners, Mr.
Riegel said, will receive a cash
award of $1,000 and a plaque bear-
ing the purpose for which it was
won.

New provisions of the awards
will permit use of the cash awards
to establish scholarships for de-
serving students wishing to spe-
cialize in some branch of the com-
munications field.

LEAVES LBS

Koste Rejoins Indie Sales
JACK KOSTE, vice president and
director of mnational sales for
Liberty Broadcasting System, an-
nounced late last week that he is
resigning, effective Dec. 31.

Mr Koste said he intends first
to take a short vacation, and then
to return to Indie Sales Inc., radio
station representative organiza-
tion which he established, in the
post of president.

Mr. Koste joined Liberty last

July. He formed
Indie Sales three
years ago, and

before that was
New York sales
manager of For-
joe & Co., for
about three years.
Before World
War II—during
which he served
in the Army—he

ik O was with William
Esty Co. for more than 10 years.

His successor with LBS has not
been disclosed.

December 17, 1951
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FRANK WHITE, MBS president, was guest of honor while visiting Detroit,

with CKLW Windsor-D

host at a r

to introduce Mr. White to

the Motor City’s industrial and advertising leaders. Among those attending

were (I to r) J. E. (Ted) C

; Ben R, Donald adver-

tising manager, Ford Motor Co.; Mr.

CKLW presid

White, and E. W. Wardell, CKLW

commercial manager.

NARTB MEET

To Stress UHF, VHF
And TV Film

PLANS for a record exhibition of new broadcast and TV equipment, with
emphasis on UHF and VHF television transmitters as well as TV film
products, are already under way for the annual NARTB convention in

Chicago March 30-April 2.

Arthur C. Stringer, who has
managed the exhibits for many
years, has been retained by
NARTB as exposition manager.
Heavy exhibits will be shown in
the basement of the Conrad Hilton
Hotel (formerly Stevens), with
light exhibits on the fifth floor,
following customary convention
pattern.

C. E. Arney Jr., NARTB secre-
tary-treasurer, was in Chicago last
week arranging with the hotel for
exposition space and lining up con-
tractors and suppliers for the show,
one of the nation’s large industrial
displays.

Myr. Stringer said that prospect
of an early end of the FCC’s tele-
vision freeze has whetted interest
in TV equipment, ranging from
transmitters and antennas to light-
er items such as turntables and
film equipment,

Register on Sunday

The show will open Sunday,
March 30, and remain open through
the four-day convention period.

Sunday, as usual, will include
special committee meetings and
side sessions. Registration opens
at that time.

Monday morning will mark the
opening of formal convention
events, with two sessions scheduled.
One will be devoted to discussion
of FM problems. The others will
be a closed TV session for member
stations.

Entertainment features are con-
templated for the Monday luncheon.
The afternoon belongs to Broad-
cast Advertising Bureau, with the
meeting to be held in the Grand
Ballroom.

The annual Engineering Confer-
ence starts Monday afternoon, run-
ning simultaneously with the broad-
caster-telecaster meetings.

Title of the Tuesday morning
session will be “NARTB-Radio.”
As the topic indicates, the meeting
will be confined to radio issues. A

featured speaker “is scheduled at
the luncheon. In the afternoon
radio and TV operators will get
together, with telecasters giving
broadeasters the benefit of their
experiences.

Wednesday morning will be
strictly TV, followed by a lunch-
eon with a featured speaker. Con-
vention business proceedings wind
up with radio and TV workshop
meetings in the afternoon. The
annual banquet will be held
Wednesday night.

The Engineering Conference is
expected to draw unusual attention
this year as TV enters a new phase
with anticipated end of the FCC’s
freeze. Neal McNaughten, NARTB
engineering director, and a special
program committee will map the
agenda with emphasis on UHF
and other technical developments
grow.ing out of TV’s imminent ex-
pansion.

Engineering interest is being
shown in TV receivers and con-
verters because of the additional
UHF channels about to be opened.
Community antenna systems may
be included in the conference pro-
gram as well as papers on remote
control of transmitters.

Trout to CBS Radio

ROBERT TROUT, veteran news-
caster who left CBS for NBC in

1947, returns to CBS Radio Jan.
4 under an exclusive, long-term
radio-TV contract. Mr. Trout got

his start as script writer for
WJISV (now WTOP) Washington,
working his way to an announcer’s
position and acquiring fame as
“Iron Man of Radio” during his
repeated ad 1ib descriptions of im-
portant Washington events. As-
signed to New York from 1935 to
1947, Mr. Trout became a political
specialist and coverage of presi-
dential conventions in 1952 will
be one of his major assignments
for CBS Radio and TV divisions.

SEATON CHOSEN

As Wherry Successo

FRED A. SEATON of Nebrask
who succeeds the late Kenneth
Wherry as U. S. Senator, has ra
dio holdings.
Gov. Val Peter-
son appointed Mr.
Seaton to the

Senate Republi-
can vacancy,
caused by the
death of Sen.

‘Wherry, minority
floor leader, who
died two weeks
ago.

Senator - desig-
nate Seaton is of the same stal
which was represented by the lal
“Radio Congressman,” Karl Stefal
(R). Rep. Stefan died in Octobe]
[BeT, Oct. 8].

Mr. Seaton,.who is 42, will taki
his oath of office when the Sen: miﬁ
convenes Jan. 8. When nai 11
Mr. Seaton said he did not inten
to seek re-election after Jauu.s‘;
1953. Sen- Wherry’s term expire
in 1955. Mr. Seaton’s plan of no
running for the office will leave the
door open for Gov. Peterson, whi
said he may seek the office nex
November. |

Mr. Seaton is known in radiq
particularly in the Mldwest Hiq
familiarity with br 1
stems from his association i
ownership with his brother, Rit
ard M. Seaton, and his father,

N. Seaton of KGGF Coffeyville
KMAN Manhattan, both in Kansa
and KHAS Hastings, Neb. }

He is president of KHAS, with
which he has been assocmted sine

Q
Seaton

Sen.

1939, and is also president ©
KMAN and vice president ol
KGGF. The Seatons purchased

KGGF in 1947 and built KMAN
in 1950. Other interests are seven
daily newspapers and a farm mag?a
zine.

McCANN-ERICKSON

International Meeting Held

FIRST International Advertisin
Conference was held by a single
advertising agency in New York
last week when 135 top executives
of McCann-Erickson gathered to-
gether from 26 offices in various
parts of the world. The conference|
started Monday at the Waldorf-
Astoria office and concluded Satm-
day.

Marion Harper Jr., pres:deutq
explained at the opening session|
that while only 82 of its client|
were in the United States they
were responsible for three-qua:
ters of the agency’s current billings
of about $80,000,000 a year.
“Mr. Harper said that reports
from Europe indicated little growthi
in radio and television. Howeve ‘
both radio and television adverti
ing in Latin America were d
scribed as developing rapidly. ﬂ .’
said, too, that Canada and Brazi
might well be described as bo
areas with advertising rapidly in-
creasing there.
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Behind its varied and widely publicized activities,

WOR — that power-full station — does things for its

sponsors that are not generally known. : FL

Here for the benefit of the thousands of people

who read WOR’s advertisements, is a list of

things that this great station does for its sponsors,

their agencies and many others.

! They’re some reasons why WOR is the greatest

salesmaker of American radio.

B P.S. the words that follow are taken from a pamphlet mailed or sent with all

k contracts, new or renewal, from WOR’s offices.

continued — —




the station
that sells more
to more people

more often

than any other

station

e

the Unated States

NOTE:

This is merely a mirror reflection of the broad scope of special
promotion that WOR puts behind the product or service of
every sponsor, or non-sponsor, and his advertising agency and
company and company affiliates. '

For instance. ..

WOR, in cases where the product and sponsor merit it, will
obtain the personal endorsement of its top personalities who

are known and loved and listened to by hundreds of thousands
of buyers every day of every year.

WOR will add the power of its skilled promotion depart-
ment to the preparation of letters, folders, etc.

WOR will contribute the skilled help of its research and
publicity staffs.

WOR will have its talent appear at special sales, conven-
tions or other gatherings.




would like to have you know that. ..

To keep your product moving across the counter; to keep wholesalers, distributors, dealers and employees happy,
to make the public — the buying public — more and more aware of every WOR sponsor’s product or service. ..

.l. WOR Conducts Product Polls —

These are privately and industriously coordinated station services showing the status of 12 basic products.

BEER COFFEE Har Suaxtroo ScouriNG POWDER
CEREALS DENTIFRICES LAUNDRY AIDS Tra
CIGARETTES FaciaL Tissues PackaGED SoAps WhiTE BREAD

& DETERGENTS

These are the only free services providing advertisers with semi-annual information for the New York area.

9. WOR Conducts Consumer Panels —

Listeners are invited by WOR to its studios at regular periods so that the station can frankly determine
just how they — the buying public — feel about the sponsors” products or services. Information covers such
facts as — taste; packaging, regularity of buying habits, etc.

Advertisers who have used this panel to their financial benefit are. ..

Lisey, McNEILL, LiBBY Tue S.0.S. CorPpPaNy CarTeER PrODUCTS
ARMOUR AND COMPANY THE NesTLE COMPANY WHEATENA CORPORATION
Frank G. SHATTUCK COMPANY WeLcH GrapE JuicE CoMPANY

This money-saving service is available to all advertisers and their agencies, whether they’re on WOR or not.
And it’s exclusively a WOR sponsor or advertiser service in New York.

3. Special Habit Studies —

How are buying habits in New York — the nation’s #1 market? WOR knows and makes sure it’s right at
regular intervals. Studies are now on file and new ones are being prepared regularly as for one or all of them
according to what field you're interested in.

WOR's out to make sales for you.
WOR's out to build goodwill for you.
WOR'’s done this for more than a quarter of a century
for thousands of people and their products and services.

WOR can and will do it for you. — that power-full station

at 1440 Broadway, in New York
LOngacre 4-8000

i
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ABC Rate Policy

(Continued from page 25)

that their network will not take
the lead in making rate adjust-
ments—but that if other networks
make the plunge, then ABC will
take whatever steps it considers
necessary to ‘“‘meet the competi-
tion.” :

ABC’s stand on the rate question
is one of several policy issues which
have been outlined, along with net-
work plans and prospects, in dis-
trict meetings with affiliates—ap-
proximately 235 thus far—at Los
Angeles, Boston, Philadelphia, At-
lanta and Chicago. One other dis-
trict meeting remains. It is sched-
uled to be held in Fort Worth in
February.

RADIO'S 50TH

Sarnoff, Others Note

FIFTIETH anniversary of the first
trans-Atlantic radio signal was
celebrated by international radio
station WRUL Boston Dec. 12.
Among those commemorating wire-
less inventor Guglielmo Marconi’s
feat half a century ago was Brig.
Gen. David Sarnoff, RCA board
chairman.

It was Deec. 12,1901, that Marconi
at St. Johns, Newfoundland, picked
up from the air three dots (Morse
code for the letter S). They came
from Marconi’s transmitter at
Poldhu, England.

Since then, according to an FCC
release last week, 82 foreign coun-
tries and U. S. territories are
served by American radiotele-
graph companies, 88 countries
counting all such communication
carriers. In the U. S. there are 60
different kinds of radio services,
not including military and govern-
ment. Domestic radio operation
comprises 4,700 broadcast (AM-
FM-TV and auxiliaries), 33,000
marine, 32,000 aeronautical, 11,000
industrial, 10,000 public safety,
5,200 land transportation, 800 com-
mon carrier, 450 experimental and

almost 100,000 amateur stations.
And there are more than 700,000
authorizations to individuals,
FCC reported.
International station WRUL was
established in 1935 and operates

Eubening the Hew Year

the

(I to r) Wi

iam J. McNally, president,

.
FUTURE plans of ABC are discussed during day-long meeting in Chicago by

WTCN Minneapolis; Ernest Lze

Jahncke Jr., vice president in charge of radio for ABC, and F. Yan Konynen-
berg, WTCN general manager.

on 11.74 and 15.35 ke. It is one of
seven U. S. international stations
broadcasting to all parts of the
world — the only one privately
owned and operated. Walter S.
Lemmon is president of World
Wide Broadcasting Corp., licensee
of WRUL.

General Sarnoff’s message was
broadcast first to Europe and then
rebroadcast to Latin America.

Midget Grid Game

MBS will carry the Santa Claus
Bowl national championship foot-
ball game from Lakeland, Fla.,
Dec. 28, from 8 to 9 p.m., it was
announced last week. Paul Jonas,
Mutual’s director of sports, will
handle the play-by-play coverage.
This will be the first nationwide
coverage of the midget event.

Bl6 LEAGUES

Sit Tight On
Radio-TV

JOINT meeting of American and National Baseball Leagues in New
York the weekend of Dec. 8 resulted in “no action” regarding radio and
television, although the New York Yankees had announced earlier that
they will follow a curtailment policy toward radio and TV coverage of

their play [B®T, Nov. 10].

Resolution from minor leagues
asking that the majors split half
their radio-TV profit with the
minors was received by the major
leagues and acknowledged but drew
a “no comment” from Comr. Ford
C. Frick. It had been offered to the
minors, meeting the previous week
at Columbus, by Sen. Ed C. John-
son (D-Col.), chairman of the Sen-
ate Interstate & Foreign Com-
merce Committee and president
of the Western League.

Sen. Johnson’s proposal was
voted by Columbus delegates after
battle was fought—and narrowly
lost—to restrict broadcasting and

with a record based on

AGGRESSIVE

GROWING
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Clear Channel Home of the National Barn Dance
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*
telecasting of major league games
in minor league territory.

Sen. Johnson was quoted as say-
ing he had been told “by the best
minds in the Dept. of Justice” that
such a policy would be in restraint
of trade, and only 33 of the neces-
sary 36 votes were cast for re-
striction.

Defeat came as a surprise, espe-
cially since some of the leagues’
own lawyers had said such an
amendment violated no laws they
knew of, and if it did, this was the
time to test it.

House Monopoly Sub-committee
in Washington showed that major
league clubs received $3,364,000
in 1950 and $3,377,000 last season
from sale of radio and TV rights.
If majors were forced to yield 50%
of the take to minor leagues, fund
would be administered by Minor
League President George M. Traut-
man and the executive committee.
Payments would be distributed on
pro-rata basis to those ‘clubs that
could prove attendance cuts re-
sulting from major league broad-
casts in their area.

Late last week, the proposal to
split profits was being hot-potatoed.
Comr. Frick’s office said it lay
beyond their interest, and it was
a matter for the leagues to decide
for themselves. League members
had nothing to add, insisting only
that no decisions had been made.

BROADCASTING e

AR AL LLRLRRRRRRBRRBRRRL

Upcoming

R
Dec. 27-29: Canadian Copy:ght Appeal
Board meeting, Ottaw:
Dec. 27-29: American Marketing Assn.,
gln:er conference, Hotel Kenmore,
ostol

Jan. 7-10: Retail Dry Goods Assn.,

Jan. 8: Second session of the 82d Con-
U.S. beg

gress of the

;nn)t(xal convention, Hotel Statler, Nej ’

Jan. 13-15: National Apphance and Ra- ¢

dio Dealers Assn., annual cunvemm[n.'

Conrad Hilton Hotel,

Jan. 15: FCC-Plramount heutlng,wm-
ingto

Washington State Assn.
Radio Sales

Jan. 18
Broadcasters
Tacoma, Wash.

Jan. 19-20: National Advertising A,
cy Network, Western Regional
ing, Nxcollet Hotel, Minneapolis.

Jan. 21-23: Newspaper Advertisinig‘: =
ecutives Assn., convention, dge

eet-

water Beach Hotel, Chicago. ]
Jan. 21-26: American Institute of Elee:
trical Engineers, winter general meet

ing, Hotel Statler, New York
Jan, 24-25: Advertising Assn. of the
West, midwinter conference, Oak-

land, Calif.
Jan. 25-26: Assn, of Railroad Adv.
Managers, St. Louis.

GANNETT BOARD

Tripp, Miller Promoted

FRANK E. TRIPP, general man-
ager of the Gannett group of radio
stations and newspapers, wa
elected first chairman of the board
last week in Rochester, N. Y.
Among other executive. changes
was the election of Paul Miller,

vice president and director, as ex-

ecutive vice president.

Radio stations controlled by the !

L-
Clinlc i

Gannett Co. include WHEC Roches-

ter, WENY Elmira; WDHL Olean,

N. Y. (minority); WDAN Dan-
ville, Tl., WABY Albany, N. ¥,
and WTHT Hartford, Conn.

Joins Representative

JACK HETHERINGTON, former
timebuyer of
Gardner Agency,
St.© Louis, and

commercial man-
ager of KWFC
Hot Springs,
Ark., has been
appointed man-
ager of the St
Louis office of
Adam J. Young
Jr., radio station
representativ{e

Mr. Hetherington

organization.

Emma Gertrude Rogers

PRIVATE funeral services were

conducted Friday for Mrs. Emma
Gertrude Rogers, 59, wife of
Naylor Rogers, executive director
of Keystone Broadeasting System,
in Chicago at the chapel adjoining
St. Luke’s Hospital. Mrs. Rogers
died Thursday at her Chicago ho
after a five-month illness. S
served as station relations direct!
for Keystone from 1948 until ti
time of her death. Surviving,
addition to Mr. Rogers, are a s
and a daughter.
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| F’e clear picture of 'fheTVaudnence f |
| Yinthe Tort Worth-Dallas cities

v OCTOBER, 1951, HOOPER TELEVISION AUDIENCE INDEX
= kW‘BAP.’I‘V OF THE COMBINED FORT WORTH-DALLAS AUDIENCE
R SHARE OF TELEVISION AUDIENCE

r Monday through Friday
12:00 Noon to 6:00 P. M. 50.3 22.3 27.4

WBAP-TV Sta. B Sta. C

Sunday through Saturday Eve.
6:00 P. M.-11:00 P. M. 44.3 36.6 19.0

‘ The first clear picture of fheTVaudlence
. Qutside the metropolitan cities

(Over 22% of the audience is outside ‘of -the two-city corporate limits.)

hicd
: K
SEPTEMBER 1951 BELDEN* SURVEY—SHARE OF TELEVISION AUDIENCE R

Station Daytime Nighttime
WBAP-TV 60% 54% }
Sta. “B” 29% 33% {
Sta. “C" 11% 13%

*Joe Belden & Associates is a

| 7z DONT BE SPOTTY
£5h AM-FM -TvV
%é? WITH YOUR SPOTS pioneer research firm of the WBAP 570 - 820

el - Channel

. ALL ALL ALL (g I ‘

+  The Fabulously Rich 5 |

Fort Worth-Dallas © agencies from coast to coast. h :
Market I

= R 8 i

| TAR TELEGRAM STATION FREE & PETERSTHE, AMON CARTER, President GEORGE CRANSTON, Manager
B LJ Exclusive National [ ] ;

i HAROLD HOUGH, Directorr ROY BACUS, Commercial Mgr.
FORT WORTH, TEXAS Representatives

Southwest and numbers among

. its clients advertisers and
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Why Sthoatd You B
9 Our Profit-Sthare Plant

THE other day one of our Colonels was quite surprised and gratified
when an .agency friend told him that the F&P Profit-Share Plan,
now in its seventh year of successful application, is “a big plus to
F&P customers”.

This is the way he figured it, and it makes sense to us:

‘“After all is said and done, one of the most important things
a media salesman can do for us agencies and advertisers is
to deliver the hardest, most intelligent solicitation possible
for his particular medium.

“Until we agencies know we've had that kind of solicitation
from every medium, how can we be sure we'll select the des?

*So— good salesmen are a boon to us.

“But everybody knows that it takes good money to buy good
salesmen. Hence I, for one, am glad to hear of your Profit-
Share Plan. It’s an enlightened and intelligent forward step
for us as well as for F&P”’.

* * ¥ %

Good men, well-paid men, have always been our key to success here
at F&P. Our Profit-Share Plan is only one of severa/ “enlightened for-
ward steps” we've taken to that end. We hope you see the results,
in every call we make.

REE & JDETERS,

Pioneer Radio and Television Station Representatives |
Since 1932

CHICAGO DETROIT ATLANTA FT. WORTH
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| ; | REPRESENTING
| 4 , E RADIO ,
{ ; STATIONS: |
| EAST, SOUTHEAST
Boston-Springfield WBZ-WBZA
Buffalo WGR
Philadelphia KYW
i i Pittsburgh KDKA {
‘; R 3 Syracuse WFBL {
Charleston, S. C. WCSC
Charlotte WIST
Columbia, S. C. WIS )
! ¢ Norfolk-Newport News WGH i
i Raleigh-Durham WPTF |
| § Roanoke WDB]
f MIDWEST, SOUTHWEST 5
| S : Des Moines WHO
{ S ) ; Davenport WOC
Duluth-Superior WDSM I
Fargo WDAY ]
Fort Wayne WOwWO [
Kansas City KMBC-KFRM
Louisville WAVE |
Minneapolis-St. Paul WTCN !
Omaha KFAB ]
Peoria WMBD
St. Louis KSD
hi () ., A Beaumont KFDM
k1 Corpus Christi KRIS
Ft. Worth-Dallas WBAP
o B Houston KXYZ
{ San Antonio KTSA
| MOUNTAIN AND WEST
1 Boise KDSH |
| Denver KVOD i
4 Honolulu-Hilo KGMB-KHBC i
r HOLLYWOOD SAN FRANCISCO Portland. Ore e
— Seattle KIRO § ’
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WMGM TO LBS

Affiliation Pact
Is Formalized

WMGM New York, 50-kw independent outlet of Metro-Goldwyn-Mayer,
became a key affiliate of the Library Broadcasting System last week
[BeT, Dec. 3, 10], and is scheduled to start shortly to feed a substantial
number of live programs to the network.

Although WMGM did not com-
mence network originations im-
mediately, spokesmen said the af-
filiation was in effect, the station
was receiving some sports broad-
casts from LBS, began identifying
itself as a Liberty affiliate on sta-
tion-breaks Wednesday and plans
for feeding programs to the net-
work are being worked out.

In addition, an effort is being

Coy, Sterling Trips

FCC CHAIRMAN Coy will vaca-
tion at St. Petersburg, Fla., with
his family, from Dec. 20 to Jan. 3.
Comr. George E. Sterling spent
last week inspecting radio installa-
tions at oil refineries in New
Orleans and Houston. In latter
city, he sat as examiner in hearing
on revocation of amateur license
of Henry W. Menefee of Madison-
ville, Tex., who allegedly operated
an unlicensed TV station rebroad-
casting KPRC-TV Houston pro-
grams [Be®T, Nov. 26]. Upon his
return, Comr. Sterling is plan-
ning to take a short vacation. Ac-
companying Mr. Sterling was
Douglas Anello of the Industry and
Commerce Div. of the Safety &
Special Radio Services Bureau.

*
made to find new quarters for
LBS as close as possible to WMGM
studios at 711 Fifth Ave. An ex-
pansion of the network’s New
York staff also was anticipated.

WMGM advertisers will not be
subject to time preemptions be-
cause of Liberty broadeasts, of-
ficials said.

The affiliation, marking Liberty’s
official entry into the New York
market, was announced jointly on
Monday by Bertram Lebhar Jr.,
director of WMGM, and Liberty’s
President Gordon B. McLendon
and Executive Vice President
James H. Foster.

The agreement gives Liberty
personnel access to WMGM’s mod-
ern studios and transmission and
recording equipment for develop-
ment of new programs, but does
not affect the contract under which
MGM Radio Attractions, starting
Dec. 31, will provide Mutual with
six hours a week of programs
featuring top motion picture stars.

The Mutual-MGM  agreement
provides, while it remains in ef-
fect, that MGM will not provide
any other network with a similar
block of programs featuring movie

Taking part in WMGM-LBS negotiations are (seated, I to v): James H.
Foster, executive vice president of LBS; Bertram Lebhar Jr., WMGM
director; standing (1 to r) B. R. McLendon, co-chairman of the board of
LBS, and Gordon McLendon, LBS president.
*

stars and properties.

Liberty, it was pointed out, has
grown from a single station to a
430-station network in less than
four years. Its affiliates include
stations in Hawaii and Alaska as
well as the U. S. Now providing
16 hours of programming daily, it
has specialized to a great extent
in sports broadcasts.

First LBS program carried by

WMGM under the affiliation agree-
ment was the Detroit Lions-Los
Angeles Rams professional foot-
ball game from Los Angeles on
Sunday, Dec. 9—after the agree-
ment had been reached but before
it had been formally signed.

WMGM was established in 1922
and in recent years has specialized,
like Liberty, in extensive sports
coverage.

CENTRAL OHIO’S POPULATION INCREASE ADDS UP

CENTRAL OHI0’S ONLY CBS OUTLET

PLUS
WELD-FM
Ask John Blair

POWER WBNS 5000 - WELD 53,000 - COLUMBUS, OHIO

of WBNS listeners!

GROWTH WITHOLT
GROWING PAINS/
MULTIPLY THE EFFECT
OF YOUR SALES
MESSAGE ON

BNS

TO MORE LISTENERS FOR WBNS...
Latest Hooperatings show WBNS
with more listeners

than any other station

There’s more buying power than ever in Central Ohio!
New arrivals twist their dials exploring for the best radio
entertainment. They find it . . . as the life-long listeners
can tell them . .. on WBNS Radio. Yes, twin statistics go
and grow hand in hand; as Central Ohio's population grows
(up 29.5% in the Columbus area alone) so grows the list

For time availabilities and rates, write directly or contact
your John Blair representative.
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OWO land—

a $383 million “supermarket’
for food sales!

Retail food sales in the 49-county WOWO area now surpass $383,000,000 a year. .
and leading food store operators use WOWO consistently to build their share of this
important market!

For example: Kroger has advertised on WOWO without interruption since 1932. Bluff-
ton Grocery, a regional wholesaler with 1,500 accounts, reaches its customers on
WOWO every night. Bursley Company, sponsor of a 660-unit voluntary chain, uses
both the WOWO Home Forum and a regular series of spot announcements. And there
are many other star names in the food field on WOWO's list of advertisers!

If you're not already using WOWO to influence housewives (and store operators) in this
BIG Midwestern market, better get the facts now. Check with WOWO or Free & Peters.

wow FORT WAYNE
NBC AFFILIATE
' WESTINGHOUSE RADIO STATIONS Inc
y KYW - KDKA « KEX « WBZ « WBZA « WOWO « WBZTV

National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales
RADIO — AMERICA’S GREAT ADVERTISING MEDIUM

December 17, 1951
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with a record based on aggressive

growing radio ... with proven
RESULTS FOR ADVERTISERS!

Keep your commercial eye on WLS in 1952. For, as the new year
approaches, WLS continues to offer outstanding opportunities
for results, based on aggressive, growing radio.
The examples shown here partially tell the story of WLS in 1951.
Confidence in the New Year is based on the solid foundation of
past experience—with proof of increased listenership that comes
I N from consistently sound programming and that results
f in greater sales records.
Keep your eye turned to WLS in 1952. Be a part of this aggressive,
growing radio service. See your John Blair man today for
complete information on how WLS can help you sell in the
rich Chicago Midwest market.
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} EFFECTIVE MERCHANDISING

This summer, WLS inaugurated its highly
uccessful Summer Food Promotion Plan:
Thru cooperation with eight leading
Food Groups, WLS was able to offer
food advertisers extensive merchandis-
ng cooperation in 2,300 grocery stores
in the Chicago Area. Letters of apprecia-
tion from Chain executives attest ta the
effectiveness. of WLS in moving goods.
Vir. E. J. Chapicki, Chicago Branch Man-
ger.of National Tea- Company, wrote,
You-will be interested to know that a
eview of our promotion. for the first
half of 1957 shows -that-our: ‘World
Leadership Sale,’ sparking WLS ‘adver:
lised brands, was one of the. most suc-
cessful sales and prestige building ‘pro-
motions we’ve experiénced this year."
Central Stores; another co-operating
group, reporfed an average increase of
25%, in case lot-movements of WLS:ad-
ertised products during their participa-
on in the: Plan!- z i
I¥'s a Plan that brought concrete re-
sults to WLS food: advertisers in 1951.—
ond will be continved in. 1952."

BETTER PROGRAMS... MORE
LISTENERS ... BETTER RESULTS

In keeping ‘with. its policy of using
every available. means to help adver-
tisers befter know what they're buying,
WLS subscribes to “A. C. Nielsen Com-
pany's ‘Chicago Station -Area. Reports.
More than a survey of Chicago listening,
hese Nielsen Reports. cover. the entire
Midwest area. Invaluable to the station
in developing such out: ding partici-
pafion. programs as the .RED. BLANCH-
ARD SHOW, STUMPUS, FARM. WORLD
TODAY—it also helps advertisers judge
the ec y. and effecti of their
WLS advertising. Further; thru NIELSEN-
nformation WLS can gauge . listening
trends . . . can uncover the fact that
MORE MIDWEST FAMILIES ARE LISTEN-
NG TO THEIR RADIOS NOW. THAN
WERE LISTENING IN- 1946 . . . growing

| adio in a growing market!

PROVEN MAIL RESULTS
During a typical two-week period -an.
insecticide company; using eight early

ing WLS pi aweek, ived
2,651 orders for their $2.98 direct mail
item! The cost-per-order received of 38¢
represents only 139%, of the sales price~
traceable sales results from WLS early
morning advertising!

‘Another manufacturer sold 6,771
packages of his product at $2.95 each
thru the use of 72 early morning SMILE-
A-WHILE program (5:30-5:45 A.M.) =
$19,974.45 in traceable sales!

A manvfacturer selling thru grocery
outlets - established . distribution of his
product: in -various. important Chicago
chain groups thru use of the Saturday
night NATIONAL BARN DANCE. The out-

ding results obtained by this
so _impressed the local broker that he.
has' recommended WLS to other of his =
food accounts!

Here is again proof of a responsive
audience: . . . the power to produce
tangible sales results!

WLS SPECIAL EVENTS
DRAW THRONGS

As in previous yeafs, the WLS NATIONAL
BARN DANCE opened the lllinois State
Fairin 1951, . . and played before one
of the biggest crowds ever to see the
program ¢t the Fair! 12,331 people paid
to see the 27 year old NATIONAL BARN
DANCE broadcast from before the Fair
Ground Grandstand!

‘In' October, WLS again-sponsored the
INTERNATIONAL SQUARE DANCE FES-
TIVAL.-Gay crowds watched 1,700 spar-
kling dancers from 22 states ‘‘do-si-do’’
to the music basic 1o American culture.

WLS -ialent appeared -before more
than a-million people-in personal ap-
pearances this year = indicative of the:
acceptance enjoyed by the station and
its ‘entertaining personalities!

Everywhere it's the same
more enthusiastic crowds ding WLS
special events = and ‘watching WLS tal- =
ent perform.

. . bigger; e

TOP MAIL RESPONSE
A cough remedy- company, using one
Saturday night: WLS program, -offered
isteners a fre¢_sample of their product.

s were required fo lose- the
name of. their_local druggist. From' this:
one program 1,051 requests for samples
were obtained!

One offer of a recipe booklet on WLS:
FEATURE FOODS brought 1,554 letters:
and cards from the Midwest Area!. '

STUMPUS, an afternoon WLS partici-

pation - prog , has been ging
10,000 letters a week from listeners —
better than 1,500 per program!

A mail order account, using only WLS,
has received’ over 39,000 orders for a
$1.00 plastic item.

WLS listeners have written the station %
another million letters in 1951 . . . one
million pieces of listening and respond-__
ing evidence! o

1"{ BROADCASTING ® Telecasting

{ &

CLEAR CHANNEL Home of the NATIONAL Barn Dance

890 KILOCYCLES, 50,000 WATTS, ABC NETWORK

FIRST v senvice

ENTERTAINMENT and RESULTS
IN THE CHICAGO MIDWEST

The

PRAIRIE

FARMER §
STATION

CHICAGO 7
REPRESENTED BY  JOHN BLAIR & COMPANY
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We repeat: THIS FREE OFFER MAY NEVER BE REPEATED! CBS NEWS P‘USTS

Now You Can Have—

A Bag of Colored Popcorn!

And in time for Christmas, too!

Absolutely Free—

(if we all hurry)

This isn't a bag of ordinary pepcorn. It’s as different from ordinary

popeorn as color is from black and white. We first thought of saving 3

this idea for the time when radio waves would be available in color
but decided what the hell this is too good to postpone. All our

friends in the radio business deserve it right now.

(Whoa, that’s
It pops white, but the kernels are green, blue, red,

This popcorn not only pops, but it pops in color.
not quite right.
orange, tan, purple and yellow.) Think what an impression you can
Think how the kiddies will adore you! Think
what a damn fool stunt this is, offering colored popcorn just because

make on your friends!

we happen to be a radio station in the corn country. Why do we do
it? Once you pop it and eat it, what have you got? Will you re-
member where it came from? Will it make you put WMT on your
next schedule? Will it get you a raise?

We don’t know. But we do know this—the first 50.000* requests
we get for colored popcorn we’ll take care of—no strings attached.
(Youll have to string it yourself if you expect to decorate any

Christmas trees.)

Mail the coupon today.

Merry Christmas.

5000 WATTS, 600 KC

REPRESENTED NATIONALLY
BY THE KATZ AGENCY

BASIC CBS RADIO NETWORK

YV ™ ML

CEDAR RAPIDS

WMT, Cedar Rapids, lowa

Send me the corn, | can go along with a gag.

Mome - e

Firm

Street Address

Zone

City

*If we get 50,000 requests from Broadcasting's 15,768 circulation, we’ll
never tell Sol Taishoff. Think what that would do to his rate structure!
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Wood, Kees Named

TWO KEY appointments—one of
them involving a complete separa-
tion of CBS Radio and TV network
operations in Washington — were
announced by CBS Television last
Monday.

David Kees, former technical di-
rector and production manager of
KPIX (TV) San Francisco, was
named special events director for
the CBS TV Network. He succeeds
Robert Bendick, who has resigned
to join Thomas-Todd Productions,
New York, and will headquarter in
New York.

Simultaneously, the appointment
of William A. Wood, radio-tele-
vision chief, Dept. of State, as
director of CBS Television news
and public affairs for Washington
operations also was announced. He
assumes his duties Jan. 1.

Mr. Wood’s appointment is a new
one, laying the groundwork for a
complete separation of the net-
work’s radio-TV news functions in
the nation’s capitol. Ted Koop, news
and special events director for CBS
Washington and the Washington
Post controlled WTOP-AM-FM-TV
CBS outlet will continue his present
duties, concentrating largely on
CBS Radio news.

Inherent in the Wood appoint-
ment and split of radio-TV news
functions is the eventual expansion
of television news and special
events for CBS Television in Wash-
ington, though details had not
crystallized last week. The move
implements a separation already
realized for network sales, pro-
gramming and production in CBS
Washington operations, and con-
forms to a news pattern mapped for
CBS Radio and Television in New
York and other cities.

Reports to Mickelson

It was understood that Mr. Wood
would report to Sig Mickelson,
CBS TV news and public affairs
director, and Mr. Koop to Edmund
Chester, CBS Radio news chief, on
network originations. Loecally, both
report to John S. Hayes, president
of WTOP Ine. (WTOP-AM-TV-
FM) Washington, owned 55% by
the Washington Post and 45% by
On network activities,
rs. Wood and Koop are re-
sponsible overall to Earl Gammons,
vice president in charge of CBS
Washington operations.

Mr. Kees has been with KPIX
since it began telecasting in De-
cember 1948, Prior to joining that
station, he spent six years as engi-
neer in charge of special events for
KSFO San Francisco, operated by
Associated Broadcasters Inc.

Mr. Kees served as director of
the Japanese Peace Treaty TV
coverage in September and earlier
coordinated the 11-station telecast
of Gen. Douglas MacArthur’s San
Francisco arrival.

Mr. Wood, a veteran of five years
with the State Dept., has been serv-
ing as liaison with the broadecasting

BROADCASTING e

OVERSEEING one weekly sportscast
of Bud Foster (center) on KNBC San -
Francisco during a visit are Fred

Bloom (1) and Fred Alexanderson (r),
sales executives for Voit Rubber Co., t

sponsor of the sportscasts.

industry for all department and
foreign affairs programs as chief
of its radio-television-visual media
activities. He also is assistant
chief for the department’s Public
Liaison Division. He has been ae-
tive for 13 years as announcer,
producer, news writer and seript
writer. |

MEAGHER CHOSEN
For State Dept. Post.I

APPOINTMENT - of John P.
Meagher, KYW Philadelphia ae-
count executive, as radio informa-
tion officer for the Dept. of State
was announced last Monday.

Mr. Meagher, a veteran of 10
years in broadcasting, reports as
assistant to William A. Wood, chief
of the department’s Radio & Tele-
vision Branch. Mr. Wood becomes
director of news and public affairs
for CBS Television in Washington
next Jan. 1 (see adjoining story).
Mr. Meagher is slated to succeed
him as acting chief. The branch is
within the Public Liaison Division.

Mr. Meagher [pronounced
M-a-y-e-r; no relative to John F.
Meagher, general manager, KYSM}
Mankato, Minn.] entered radio inj
1942, joining the publicity and spe- e
cial events staff of WGN Chicago.
After World War II he became
public relations director of KYW ju
for three years and has been ac- s

b

count executive the past two years.

A native of Chicago, M.
Meagher attended Loyola U., the
U. of Redlands and St. Joseph Col-§
lege. During the war he was radio
information officer on the staff of
Adm. Chester W. Nimitz and latex
attached to the office of the See-
retary of the Navy in Washington
in similar capacity.

Sign No-Red Oaths

ALL members of the staff of
WVVW and WJPB (FM) Fair-
mont, W. Va., have signed anti-
Communist affidavits, according to
J. Patrick Beacom, owner of Fair-
mont Broadcasting Co.
tion has adopted a new personne
policy providing that only Ameri-
can citizens will be employed.

Telecastin
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{THE FETZER STATIONS

BUT...
YOU NEED

{T0 GO OVER THE TOP
IN WESTERN MICHIGAN!

If you’re trying for the rich Western Michigan market,

1

H'WKZO-WJEF and WKZO-TV are far and away your

i . .
'best radio and television values.

{/RADIO: WKZO and WJEF deliver about 57% more

4§ city listeners than the next-best two-station combina-

tion in Kalamazoo and Grand Rapids — yet cost 20%,
!less! In addition to acknowledged home-town superi-
ority, WKZO-WJEF have also greatly increased their
| unduplicated rural audiences over 1946 — up 46.7%
/in the daytime, 52.99% at night, according to the 1949
‘BMB Report. In the Grand Rapids area alone, this

WJEF

AND KENT COUNTY
(CBS RADIO)

NG,

ALL THREE OWNED AND OPERATED BY

FETZER BROADCASTING COMPANY

AVERY.KNODEL,

MIGHT CLEAR 15 7i"*—

Nk

means an unduplicated coverage of 60,000 homes, day
and night!

TELEVISION: WKZO-TV, Channel 3, is the official
Basic CBS Television Outlet for Kalamazoo-Grand
Rapids. A new 24-county Videodex Diary study, em-
ploying the BMB technique, shows that WKZO-TV
delivers 54.7% more Western Michigan and Northern
Indiana homes than Western Michigan’s other TV
station!

Get all the facts on WKZO-WJEF and WKZO-TV!
Write direct or ask Avery-Knodel, Inc.

*Cornelius Warmerdam of the San Francisco Olympic Club set this world’s record on May 23, 1942.

WKZO-TY " wkzo

AND NORTHERN INDIANA

AND GREATER
WESTERN MICHIGAN
(€BS RADIO)

Lo

EXCLUSIVE NATIONAL REPRESENTATIVES




the biggest

PLUS in
network radio »
hiStOl'yZ 10 BURBESS MEREDITH + Ol

all-star shows

the movie stars are moving to MUTUA

in 6 prime
evening hours
every week
starting

New Year's Eve

Leo (MGM) Lion
provides
Hollywood
star-talent. ..
and

Mr. (MBS) PLUS
provides wg. wser ruis B
new Multi- -
Message f
Plan for ’
unprecedented

i3
/
PR
e

advertiser ‘ ‘
benefits : - sos e B A

k.. /
AVA GARDNER % 19 E FIELDS ¥ THEGRAMIEAFIELDS SHOW




FOR NATIONAL
ADVERTISERS ...

Bette Davis &
George Brent

% Orson Welles

b, 5:5:30 P EST ’ -, MGM Musical
BN SOTHERN.X“ADVENIUPE 1E” Comedy of the Air

# Errol Flynn

¥ Ann Sothern

...the MUTUAL broadcasting system

FOR LOCAL
ADVERTISERS ...

* Crime Does Not Pay

Lew Ayres &
Lionel Barrymore

Mickey Rooney &
Lewis Stone

% Gracie Fields
# MGM Theatre

1S STONE # “THE HARDY FAMILY"

for facts on

how to reach &
the most-per-dolia
in all radio, call:
MBS - PE-6-9600,

N.Y. I8, N.¥

L
TUE. 8-8:30. P.M. EST
ELYYR DOUSLAS » C uf'ST ORSON WELLES *“THE BLACK MUSEUM™




RAD,O SAlESME BAB Names Contest Winners

ANNOUNCING winners of its
first annual “Radio Gets Results”
contest, BAB reported last week
that the entries showed that ap-
parently there is nothing radio
cannot sell.

The contest to find the best radio
success stories drew 269 entries
from 34 states demonstrating ra-
dio’s effectiveness for a great va-
riety of sponsors. Among adver-
tisers cited by BAB to show ra-
dio’s versatility were “Shuttlecock
manufacturers . . .; a cotton mill
. . .; a cattle auctioneer; a zoo; a
game farm; a wire rope manufac-
turer; a scenic cave; a home fenc-
ing contractor, and a manufac-
turer of a product designed to put
an end to ‘chiggers’.”

BAB President William B. Ryan
announced 27 winners of first, sec-
ond and third place awards, plus

honorable - mention winners, in
eight categories. To award win-
ners will go wall plaques; to those
who won honorable mentions,
scrolls; and to all entrants a cita-
tion for participation.

“We are well on our way to
achieving the No. 1 objective of
this contest,” Mr. Ryan said. “The
returns assure us of a base for the
establishment of an extensive file
of radio case histories for as
many different classifications of
advertisers as possible.”

The material thus gathered will
be released to BAB member sta-
tions on a continuing basis.

Winners were announced as fol-
lows:

AUTOMOTIVE: First Prize: KTUL
Tulsa (Oklahoma Tire & Supply);
Second Prize: KWNO Winona, Minn.
(Winona Motor) ; Third Prize: WEMP

Milwaukee (Wisconsin Independent
0il) ; Honorable Mention: WCIL Car-
bondale, Ill.; WKNE Keene, N. H.;
KSWO Lawton, Okla.; KWNO Win-
ona; WDVA Danville, Va.; WTTM
Trenton, N. J.; WHBC Canton, Ohio.

BANKS-INSURANCE-LOANS: First
Prize: KSWO Lawton, Okla. (The
City National Bank); Second Prize:
WEMP Milwaukee (City Loan Co.);
Third Prize: KDYL Salt Lake City
(Forresters Underwriters Inc.) ; Hon-
orable Mention: KOIL Omaha; WKBO
Harrisburg, Pa.; WDZ Decatar, IlI.

CLOTHING: First Prize: WOR
New York (Bond Stores); Second
Prize: KTUL Tulsa (Clark’s Cloth-
iers); Third Prize: WJTN James-
town, N. Y. (Turner’s); Honorable
Mention: WTTS Bloomington, Ind.;
WGH Norfolk, Va.; WTTM Trenton;
KCOW Alliance, Neb.; WOR New
York.

DEPARTMENT STORES: First
Prize: WSAM Saginaw, Mich. (Sears
Roebuck & Co.); Second Prize:

$

SFEND

ANSAS farmers raise most of their own food. Their cellars
are bulging with home canned fruits and vegetables . . .

lockers packed with $5 steaks and roasts.
for milk, cream, poultry or eggs.

of. WIBW listeners’ income is SPENDABLE!

WIBW gets outstanding results for advertisers because we’re a

They have no bills
Cash rent is almost unheard

Personal Breaks

WKLV Blackstone, Va., has
come up with a novel promo-
tion—personal station breaks
by its own listeners—and re-
ports increased listenership.
Station invites children and
adults, everyone from a high
school student to the Black-
stone mayor, to appear
through its daytime and eve-
ning schedule each broadeast
day. Person gives name and
call letters. Reaction from
listeners has been enthusias- |
tic, WKLV reports.

KOIL Omaha (Philip’s Department.
Store); Third Prize: KNOE Monroe,
La. (Delta Dept. Store); Honorable
Mention: WJITN Jamestown; WTTM
Trenton; WHAM Rochester, N. Y.;
KWNO Winona, Minn.; WCTC New
Brunswick, N. J.

FOOD & DRUG PRODUCTS: Firat
Prize: WTTM Trenton (Trenton
Beverage); Second Prize: KWKH
Shreveport, La. (Shreveport Syrup
Co.); Third Prize: KPDN Pampa,
Tex. (Sunshine Dairy Foods); Hon-
orable Mention: KTUL Tulsa, Okla.;
WGH Norfolk, Va.; KFDX Wichita
Falls, Tex.; (3 awards); WRCO Rich-
land Center, Wis.; WTTS Blooming-
ton, Ind.; WTRF Wheeling, W. Va.

FOOD & DRUG STORES: First
Prize: KBKR Baker, Ore. (Henry
Levinger’s Rexall Drug Store); See-
ond Prize: WTXL W. Springfield,
Mass. (Memorial Supermarket);
Third Prize: WOC Davenport, Ia.
(Cal & Bob’s Grocery Store): Hon-

orable Mention: KSWO Lawton,
Okla.; WTTS Bloomington, Ind.;
KWPC Muscatine, Ia.; WMT Cedar

Rapids, Ia.; KBON Omaha.
HOME PRODUCTS: First Prize:
WITN Jamestown, N. Y. (Geo. B. Pitts

Co.); Second Prize: KFOR Lincoln,
Neb. (Hardy Furniture Co.); Third
Prize KBRC Mt. Vernon, Wash.

(Johnson Appliance Co.); Honorable
Mention: WKAB Mobile; KDYL Salt
Lake City; KNOE Monroe, La.;
KSWO Lawton, Okla.; WTTM Tren-
ton; WABJ Adrian, Mich.; KSTL St.
Louis; WMT Cedar Rapids, Ia.
SPECIAL PRODUCTS: First Prize:
WEKNE Keene, N. H. {(Simon’s Jew-
elers); Second Prize: KSWO Law-
ton (Ratclife Book & Gift Store);
Third Prize: WGY Schenectady, N. Y.
(Catskill Game Farm); Honorable
Mention: WWNC Asheville, N. C.;
KSWO (2 awards); WTTM Trenton,
N. J.; WGY Schenectady, N. Y.
SPECIALIZED SERVICES: First
Prize: KXA Seattle, Wash. (Ernie’s
Restaurant); Second Prize: KSTL
St. Louis (White Line Laundry);
Third Prize: WTTM Trenton, (Hotel
Hildebreght); Honorable Mention:
WHK Cleveland, Ohio; WNMP Evan-

farm station . . . programmed for farm listeners . . . the station

s 3 ston, Il1l.; WOC Davenport, Ia.; KFOR
that Kansas farm families listen to most.*

Lincoln, Neb.

(Five stations: WEMP Milwaukee,
Wis.; WITN Jamestown, N. Y.
WTTM Trenton; KSWO Lawton and
KTUL Tulsa received double awards.)

Contest judges were:

R. E. Anderson, editor, National
Automotive Dealers Assn. Magazine;
Roscoe R. Rau, executive vice presi=
dent, National Retail Furniture Assn.;
John B. Mack Jr., director, Public
Relations Council of the American
Bankers Assn.; Edgar S. Bellis, past
president, National Retail Druggists
Assn.; Mort Farr, president, National
Appliances & Radio Dealers Assn,
and Paul S. Willis, president, Grocery
Mfrs. of America.

BROADCASTING ¢

When WIBW tells these able-to-buy families about your product
. .. you get ACTION.

# Kansas Radio Audience ’51

Serving und Selling

“THE MAGIC CIRCLE”
Rep.: Capper Pulifications, Inc.  BEN LUDY, Gen. Mgr. - WIBW - KCKN.

1oPEKA,
KANSAS

Page 48 ® December 17, 1951

Telecasting




—~ . OUT WHAT ||
== EVERYBODY !

il === = S

il e = S !

i = — «

i 3 > — S -

g == = ==

ol = == S

———— B &5 qn

.
3

for the ASSOCIATION OF AMERICAN RAILROADS I

December 17, 1951 ® Page 49 ‘




age 50 ® December 17, 1951

ag!

S TR s >

' Edwar‘dk G. Gardner
General Manager
WBTM, Danville, Va.

“Year after year . . . a steady source of income.”

Gordon Allen
President
KGAL, Lebanon, Ore.

“66 AP news programs sponsored!”

e

Hundreds of the country’s finest stations announce with pride “THIS S TA ”0” IS

BROADCASTING ® Telecasting




~ “AP service pays its way for us,” says WBTM General Manager
Gardner. “We carry 56 Associated Press news shows each week,
ery one sponsored. Biggest sponsor is the First National
: ':ank with a daily 15 minute AP program. They’'ve had this show
~for 10 solid years. In surveys it pulls an astounding 72% share
 of audience. Nearest competition has 22%. No wonder AP news
sells itself! Year after year it provides us with a steady source
*of income. In the past 10 years we calculate AP has been re-
~ sponsible for 15% of our local income.”

= Says Ben Booth, Jr., Vice President of the First National
~ Bank of Danville: “Our AP newscasts over WBTM do a fine job.
‘We ran a special promotion on savings accounts. We were
wamped with responses. The results far exceeded even our
t optimistic expectations.”

Reports President Allen of KGAL: “All our 66 AP news pro-
grams are sponsored. KGAL derives 20% of its income from
‘newscasts sold to year-round sponsors. We go heavy on our
iown staff's good local coverage along with AP. This is an
mnbeatable combination. Of our audience, 75% prefers news
;mer all other programs. When | saw the percentage of gross
 gained from news, | took one salesman off . . . made him News
*and Public Relations Director. We have no trouble at all selling
AP news.”

~ Delmar Clem, owner of Delmar Clem Men’s Clothes, KGAL's
largest sponsor of AP news, says: “I've sold suits to people
§mm all over the Willamette-land area who listen to my 7:15
AM. newscast. KGAL's AP news is tops!”

’BJF THE ASSOCIATED PRESS.”

\
i
|
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RAD IO

Figures talk! Figures prove AP
news pays off .. . in profits . . . to
station and sponsor! Authoritative,
alert, concise news coverage at-
tracts listeners . . . and holds
them. Sales messages beamed to
AP news audiences produce
results . . . and profits.

For additional case histories or

information on how you can profit
with AP news . . . write

50 Rockefeller Plaza, New York 20, N.Y.

Associated Press . . . constant-

ly on the job with

e a news report of 1,000,000
words every 24 hours!

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

o exclusive state-by-state news
circuits!

o 100 news bureaus in the U.S.!

o offices throughout the world!

o staff of 7,200 augmented by
member stations and news-
papers . . . more than 100,000
men and women contributing
daily!
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In Canada
Even Beavers are on
the Increase!

Though rabbits, oddly enough,
are merely holding their own.
[according to the Dept. of Lands and Forests]

Almost everything in Canada is getting bigger, more
abundant, more prosperous. For instance:

Lumber production is booming.
There's enough timber in Canada’s forests to build
24 million homes.

There’s a 200 million dollar fishing industry off

each coast and in the lakes and rivers in between.
Last year, we produced about $150 millions worth of
gold. Perhaps best of all, 1 in 4 gallons of gas
consumed in Canada now comes from our own oilfields;
production was up 30% this year.

Even the population has risen 22% in the last ten years
—more than 14 million people now against 11.5. No
other country is growing so fast!

This is a rich market, located in a vast, widespread
country—4,280 miles from coast to coast, nearly
4 million sq. miles in area. The problems of
transportation—and communication—are immense.

With 3.57 persons per sq. mile (45.1 in the States)
the people are too spread out for shouting. And with
nearly half of them living in rural areas, the most
economical, most effective way to reach 'em is—

RADIO.

Radio offers far more complete coverage than any other
medium, or combination of media.

Radio is your salesman-in-the-hearth, a welcome
visitor and a permanent guest in every home in the
fastest growing market in the world.

“In Canada you sell 'em when you tell ’em!”

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

CANADIAN ASSOCIATION OF BROADCASTERS

108 Sparks St.,
Ottawa.

37 Bloor St.. West,
Toronio,
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Junk Heap

EDITOR:

This is the time of year when
most radio stations are flooded
with Christmas ornaments, toy
packages, balloons, etc., accom-
panied by advertising copy de-
signed to mislead listeners. Most
of this merchandise is not good
value, but it is described in such
glowing terms that listeners fall
victim to the sales pitch and then
of course, blame the station for de-
ceiving them. . . .

I have personally examined a
considerable number of items of
this sort and found none of them
acceptable.

It is my humble opinion that if
we as radio station operators do
not become more vigilant in pro-
tecting our listeners from some of
these ridiculous offers, the matter
may be taken completely out of our
hands.

Richard E. Jones
V.P. & Gen. Mgr.
WJIBK-AM-FM-TV Detroit

[EDITOR’S NOTE: Thanks to able
Broadcaster Jones for underscoring a
BeT editorial Dec. 3 which pointed
out that not everybody who wears a
Santa Claus suit is Santa Claus.]

® k%

Legal Footnote

EDITOR:

I have had an opportunity to
read the transeript of the hearing
on the San Francisco case involv-
ing station KSFO since publication
of the very interesting article on
political broadcasts by Edwin H.
James [“How To Stay Out of
Jail”] in BROADCASTING ® TELE-
CASTING of Nov. 19 and I want to
correct one statement which he
made about that case on the basis
of the news reports . . .

It [was] stated that the action
for the temporary restraining
order to compel the station to
furnish time to the representative
of the Communist candidate was
brought to enforce a contract
which had been made with the sta-
tion and which the station was try-
ing to cancel. It was accordingly
concluded in the article that the
legal issue in that case did not
hinge exactly on the application
of Section 315 [of the Communica-
tions Act].

Although the committee repre-
senting the plaintiff signed the
usual contract form and took the
position at the hearing that there
was a contract, actually the form
contained the standard provision
requiring that a request for time
be accepted by the company, and
t?\e management, after investiga-
tion, rejected the request in this
case.

In any event, the court in decid-

S/ |

ing the matter appeared in no way|
to consider the question of the ex-
istence of a contract as important,
but rather treated the probl
solely as one of application of Se
tion 815. And, as pointed out b
Mr. James, the court, in orderin
that the station make time avail-
able to the committee for the
candidate, ignored the case o
Felix v. Westinghouse Radio S
tions decided by the Third Cireui
Court of Appeals last year.

Peter Shuebruck

Fly, Shuebruck & Blume

New York

[EDITOR’'S NOTE: Attorney  Shu
bruck’s interpretation is correct. Thi
article went to press before the tra
script was available.] i
E I

Razor's Edge

EDITOR:

In the Nov. 19 and Dec. 3 issues
of BROADCASTING ® TELECASTING
you have had articles on political
broadeasts, and the title in the first
issue was “How To Stay Out of
Jail.” I read these articles and
took your magazine to my lawyers
and had them check it. The artiele
was very well written and I think
worth the time of any manager to
sit down and read it. |

I would appreciate your sending
five reprints of these two articles
so I might send them to some
friends in Washington and in our
state legislature to see what can be
accomplished to help the broads
casters get off the razor’s edge. .. .

William H. Cole
Owner-Manager
WHOC Philadelphia, Miss.

* ok %

The “H"” Was Silent

EDITOR :

In your Nov. 26 issue under FCC
ROUNDUP on page 172, you listed
under new AM applications our ap-
plication as “McGee, Ala.” This
should have been McGehee, Ark.

Since the error has caused some
mixup in my mail, I thought I
would advise you as you might pes-
sibly be able to make a correction.

Abbott F. Kinney
President
Southeast Arkansas
Broadcasters Inc.
* * *

Hand in Glove i

EDITOR:
On Dec. 38, the Town Crier, a local

Ga,. reported the apprehension o
a one-armed man wanted for pass

(Continued on page 95)
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“A valuable addition
to your technical library

COSTS YOU NOTHING — CAN MEAN
REAL SAVINGS IN TIME AND MONEY

You'll find this 20-page compilation of technical data
and manufacturing criteria a veritable gold-mine of
hard-to-get electrical insulation information. Com-
plete in content, it not only encompasses the wide
range of MYCALEX Insulation in all its various
grades and characteristics, but includes comparative
data on other important dielectric materials as well.
Write today. Your copy will be forwarded promptly.

FOR QUICK REFERENCE — CONSULT
THE 1950 IRE YEARBOOK
For your added convenience the entire MYCALEX
20-page catalog appeared as a section in the 1950
IRE Yearbook. It’s the seventh catalog in the special
manufacturers catalog section at the back of the
1950 issue.

SINCEI919

TRADE MARK REGUS PAT OFF
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MINIATURE
LOW-LOSS
TUBE SOCKETS

TABLE OF CONTENTS

THE STORY OF MYCALEX
Its origin and history
TYPES OF MYCALEX
Injection molded-Compression molded
CHARACTERISTICS OF MYCALEX
Comparison to other insulators
PROPERTIES OF DIELECTRICS
A handy comparative chart for the engineer
MYCALEX 410: Injection Molded

Its q and engineering specifi
MYCALEX 410X
Engi ing specificati as pared
fo Mycalex 410
DESIGN OF MOLDED INSULATORS
For the engineer

MYCALEX TUBE SOCKETS
9-pin, 7-pin and subminiatures
MYCALEX 400: Compression Molded
Applications and uses, engineering speci-
fication and qualities, machining and
recommended fabricating methods
DESIGN OF MACHINED INSULATORS
Design criteria for insulators
MYCALEX K: Capacitor Dielectrics
Uses and Engineering data
MYCALEX ADVISORY SERVICE
Customer service available

MYCALEX CORPORATION OF AMERICA

Owners of ‘“MYCALEX' Patents and Trade-Marks
Executive Offices: 30 ROCKEFELLER PLAZA, NEW YORK 20 — Plant & General 0ffices: CLIFTON, N.J.
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FEDERAL QUIZ

McKinney, McGrath
Present Views

CURRENT investigations into the conduct of government personnel
touched a broadcasting official and Phonevision last week.
Democratic National Committee Chairman Frank E. McKinney re-

ferred to his 21% interest in Universal Broadcasting Co.

apolis) at a press conference when
he told reporters that “somebody
is snooping around” in connection
with a television application he and
Indianapolis associates have on file
with the FCC.

WISH is a TV applicant in In-
dianapolis. In addition Universal
also owns the licensees of WANE
Fort Wayne, WHBU Anderson,
WHOT South Bend, all in Indiana.

“I personally will never set my
foot inside the FCC, which I am
sure will give all applications for
TV licenses close scrutiny,” Mr.
McKinney declared.

Mr. McKinney called the press
conference to refute implications of
skullduggery in connection with a

910 Kilocycles

(WISH Indian-

*
profit of $68,000 (or $74,000) he
made in the purchase of stock in
the Empire Tractor Co. He in-
vested $1,000, sold out 10 months
later for a reported $75,000. Ac-
cording to Mr. McKinney, the
profit was $68,000, not $74,000.

Frank M. McHale, Indiana Dem-
ocratic leader and political mentor
of Mr. McKinney also profited to
the same amount on the Empire
Tractor buy. He is associated with
Mr. McKinney in Universal Broad-
casting Co. He owns less than 1%
of the voting stock. Mr. McKinney
is a personal friend of FCC Chair-
man Wayne Coy.

U. S. Attorney General J. Howard

McGrath told the House Ways &
Means subcommittee investigating
the Internal Revenue Bureau scan-
dals that James P. Finnegan, in-
dicted former St. Louis Collector,
was “selling influence” when he
took $50,000 from Zenith Radio
Corp. to get films for its Phone-
vision tests early this year [BeT,
Dec. 10]. Mr. McGrath said that
the Justice Dept. already was work-
ing on an anti-trust complaint
against the movie companies who
refused to give films to Zenith. He
also said Mr. Finnegan never ap-
proached the Justice Dept. in the
matter.

In response to a question from
Rep. Robert W. Kean (R-N.J.) ask-
ing if the fee paid Zenith was
“money down the drain,” Mr. Mec-
Grath answered, “Absolutely.” Rep.
John W. Byrnes (R-Wis.) asked,
“Was he trying to sell political in-
fluence ?” Mr. McGrath answered,
“Yes, what else could it have
been?”

in FLINT...

not even Santa

covers more homes

WEFDF delivers more BMB families, day

and night, than any other Michigan radio

station outside Detroit—115,780 families,

/

/

day, and 99,230 families,
night (BMB Study No. 2).

FLINT
MICH.

AMERICAN BROADCASTING COMPANY
Represented by the Katz Agency
Associated with WOOD & WOOD-TV,
Grand Rapids—WFBM & WFBM-TY,

Indianapolis—WEOA, Evansville.

BASIC
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CUTTING up birthday cake that
marks fifth anniversary of Centep

Shops’ participation on Woman')
World on WTAR Norfolk, Va., is P.
H. Rose (I), president of suburbon
department store. Alice Brewer,
fashion and women'’s director of sta-
tion, watches Mr. Rose’s form.

IAAB MEMBERSHIP
Mestre Extends Invitation

RADIO and TV transmitter manu-
facturers have been invited to join
Inter-American Assn. of Broad-
casters as associate members to
help spread the free enterprise sys-
tem in the American nations.

Invitation was extended Monday
night at a dinner held at the Wal-
dorf-Astoria Hotel, New York,
with Goar Mestre, IAAB president,
as host. Mr. Mestre is owner of
CMQ Havana and associated sta-
tions.

Several large manufacturers in-
dicated an interest in the idea and
are expected to enter the IAAB
fold. At the Monday dinner were
prominent American and Latin
American broadcasters as well as
manufacturer representatives.

Those attending were: Mr. Mestre;
Judge Justin Miller, Harold E. Fellows
and Robert K. Richards, NARTB; Jose
Ramon Quinones, WAPA San Juan,
P. R.; Dudley Wood, RCA; M.
Marlmez manufacturers represem.a-
tive; Donald Wolford, Westinghouse

Intl.; Fernando Eleta Parara, director
of radio _program services, Panama;

General Electric; Gilmore
unn, WLAP Lexington, Ky.; H. E,
Taylor, Allen B. DuMont Labs.; W.
Adams, Radio-Television Mirs. Assn
and Sprague Electric Co Robert Tate, |
Stromberg-Carlson D. Van-
Turbergen, IT&T; D. A, Myer, ‘West-
inghouse Radio Statxons, H. G. Penfold,
Collins Radio Co.

Q

McCarthy Libel Suit

SUIT for $500,000 in damages has
been filed against the Syracuse
(N. Y.) Post Standard and its
owner, S. I. Newhouse, and its edi-
tor, Robert L. Voorhees, by Sen.
Joseph R. MecCarthy (R-Wis.)-
Mr. Newhouse also owns Central
New York Broadcasting Co., licen-

see of WSYR-AM-FM-TV Syra-|
Attorneys served a sum-|

cuse.
mons and complaint last Wednes-\
day. Suit alleges libel and defama-
tion of the Senator in an Oct. 19
editorial.
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; “PRIVATE WIRE” _with?*

For uninterrupted operation in all kinds of weather, WHAS-TV at Louisville
and WSM-TV in Nashville linked themselves together with an inexpensive
but efficient microwave relay that enables them to telecast each other’s
programs. For positive targeting between screen and parabolic reflector,
Blaw-Knox was called in to design, fabricate and erect all towers for this
temporary video hookup . .. Should your plans call for a similar project

avail yourself of Blaw-Knox experience.

BLAW-KNOX DIVISION
OF BLAW-KNOX COMPANY

J 2038 FARMERS BANK BUILDING » PITTSBURGH 22, PA.

BLAW-KNOX~+TOWERS

|
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. “Here’s another feather for Allan’s hat. Congratulations on your
' 'new Allan Jones package — it is an excellent musical show of
extremely high standing. KGW is using The Allan Jones Show as
part of the Monday night music festival which includes such impor-
tant NBC shows as The Voice of Firestone, Mario Lanza, The Rail-
road Hour and The Telephone Hour. The Allan Jones Show stands
'\ up beautifully with these stellar network attractions.”

Rare indeed is the opportunity given a local station to secure a big-time
musical production of network calibre at a cost well within its sponsor’s
budget. The opportunity is now! Investigate The Allan Jones Show.

Complete half-hour audition, sales brochure and price
will be sent you, at no charge, upon your request.

LANG-WORTH




editorial
Now Comes CBS

NOW COMES CBS Radio with a brace of new
sales policy plans, effective Jan. 1. The plans,
as reported elsewhere, win the approbation of
a majority of the affiliates offering comment.
Others, in the main, want to “wait and see.”

The plan does not affect individual station
compensation. It meticulously avoids the ex-
plosive “television penetration” issue. It does
not impinge upon spot placement.

It is a plan designed to give the advertiser
what CBS terms “marketing flexibility,” but
it assures all affiliates of continuity of program
service, available for secondary sponsorship
if the original sponsor, who foots the program
bhill, does not buy the full network.

CBS defers consideration of possible rate
revisions until it has available up-to-date cov-
erage and cost data—a position bound to win
the plaudits of affiliates. Meanwhile, it offers
its advertisers a new dollar discount based on
volume, to entice use of a maximum number
of markets. It is an attractive approach, born
of the stresses and strains in network radio
which tax selling ingenuity.

It is evident that the networks have now sold
themselves on radio as the economical mass
selling medium. They insist, however, upon
the inevitability of change. Somewhere they
must find the equitable formula that won’t sell
radio short. It will come when the networks
sell against other media, notably magazines
{which are quaking in their four-color presses
over TV penetration) and not against radio. It
will come when radio sells against local news-
paper and TV competition, fixing rates against
local competition, rather than what the net-
work thinks the station should charge.

Lovis Goldsborough Caldwell

FREE RADIO lost a valiant warrior last week
with the death of Louis G. Caldwell. He had
spent a quarter-century in radio law. He was
the dean, respected for his integrity, his genius
and his good-fellowship.

Mzr. Caldwell was the first general counsel
of the Federal Radio Commission, assuming
office at the behest of the then temporary body
after the five Commissioners had read a brief
he had written and spotted their man. In the
eight months that he served, he laid much
of the ground work for radio regulation. Many
of his original concepts remain on the books.

As a practicing attorney (and an indefatig-
able one) he resisted government encroach-
ment upon radio’s freedom with the fervor
and the passion of a Peter Zenger. He was in
the thick of almost every case involving a
basic issue (sometimes without fee), until
forced to slow down a few years ago because
of a heart ailment. It was because he wouldn’t
slow down enough that the end came.

Louis Caldwell loved people. He loathed
anything phoney. He was a poet, a scholar
and musician. He probably should have been
a top law school dean—a life suited to his tem-
perament. That would have been radio’s loss.

Louis Caldwell elected to practice radio law
in those uncertain ’20s. Across the sea, the
British had decided on state-controlled radio.
If there had been no Louis Caldwell in U. S.
radio, it might have gone the way of BBC.

One day the law schools of the nation will
record and teach the Caldwellian thesis of
communications jurisprudence—a  deserved
memorial to one of radio’s greatest names.
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Lorain Precedent
THE SUPREME COURT’S affirmation of an
injunction prohibiting the Lorain (Ohio)
Journal from trying to put WEOL-AM-FM
Elyria, Ohio, out of business by refusing to
take advertising from anyone who bought time
on the station establishes sound and resound-
ing precedent for conduct of competition
among the various advertising media.

Particularly, we believe, the court is to be
commended for saying that the injunction in
no way abrogated the basic freedom of the
press (which includes freedom of broadcast-
ing). For freedom of the press does not also
mean freedom from responsibility or freedom
from laws that have repeatedly withstood
court test—in this case the Anti-Trust Act.

What the Lorain Journal had in mind in
refusing to sell space to advertisers who used
WEOL was, quite plainly, the destruction of
the station and the re-establishment of a
monopoly that the paper had enjoyed before
the station went on the air. It would be
stretching the protection of press freedom
too far to apply it here.

Commercial competition between newspapers
and radio is and should be vigorous, but for
the good of the public it must not degenerate
into a vendetta in violation of anti-monopoly
laws. Citizens of the Lorain-Elyria area today
are better off for the SCOTUS decision.

Air Raid Channels

WHEN PRESIDENT Truman last week signed
an executive order to authorize silencing or
curtailment of emissions of all kinds of radio
stations to thwart ememy planes or guided
missiles from using such signals as “homing”
beams, there was underscored again the sensi-
tive role of broadcasting in this emergency.

The executive order, and the legislation en-
abling it adopted last fall by Congress, should
cause no real alarm. It is far less stringent
than that proposed originally by the Air Force,
which would have given the military—rather
than the executive branch—control over all
electromagnetic communications, which means
everything on the air. Actually, the new
order simply implements the authority given
the President under Section 606(c) of the Com-
munications Act, in force since 1934.

As a matter of fact, the executive order,
evolved in collaboration with the FCC, the tech-
nical control authority, and the Broadecast Ad-
visory Council of NARTB, actually spells out
the degree of government authority. It pre-
cludes, for example, the exercise of any au-
thority over content of programs. It prevents
the taking over of equipment silenced. It spec-
ifies the return of stations to “normal opera-
tions’ as soon as is possible.

What should cause the station operator con-
cern is that which isn’t covered in the execu-
tive order. The order deals only with tech-
nical operation under the duress of war.

The program responsibility devolves upon
the station licensee. Programs are produced
by people. And people, notably in so esthetic
and artistic a field as radio and TV, have all
shades of opinions and views. Doubtless, 99%
plus are loyal Americans.

This is no Red-scare. It is a grim, realistic
recognition of what could happen. One has
but to remember the Orson Welles’ Men from
Mars to grasp the power of radio (and even
more so of TV) to incite a nation into panic.

The responsibility of the broadecaster, the
program director, the newscaster, the engineer
(and secondarily of the advertiser and the
agency) in this atomic age, is frightening. No
more important job devolves upon the execu-
tive than constant screening of those people
who have access to the microphone. -

£~ our respects fo:

WILLIAM DWIGHT SHAW

98 cent paycheck for the first week’s

work might make the ordinary young

man stop to reconsider his choice of a
career. To William Dwight Shaw, general
manager of KNX Hollywood and Columbia
Pacific, however, it represented a challenging
starting point in the field of his choice.

From that fall day in 1938 when he received
his first radio pay as an NBC Hollywood usher,
Bill Shaw ‘has met the challenge with a
characteristie flair for hard work.

Born in Los Angeles on Jan. 6, 1915, Mr.
Shaw grew up in neighboring Pasadena, where
his parents, Leon V. and Mate Shaw, moved
during his early youth.

Working nights and vacations as a clothing
store salesman and gas station attendant,
young Shaw graduated from Pasadena High
School in the spring of 1933. Despite his heavy
schedule, he was active in high school sports,
winning letters in both track and football.

Young Shaw enrolled in UCLA in the fall of
1933, but missing a semester while working
with a survey crew on Hoover Dam construe-
tion delayed graduation until 1938. He re-
ceived a B. 8. in business administration.

First taste of advertising came from his
campus job as business manager of The Claw,
collegiate humor magazine. He also main-
tained his sales background by working as
campus repr tative for D d’s, Los
Angeles department store, and Ambassador
Hotel’s night spot, Cocoanut Grove.

Succinet advice of Don Francisco, then exee-
utive vice president of the old Lord & Thomas
(now Foote, Cone & Belding) supplied the
trigger for young Mr. Shaw’s growing deter-
mination on a career in radio. Mr. Francisco
is now J. Walter Thompson Co.s New York
viee president. i

Answering the youth’s questions about the
medium, Mr. Francisco told him: “Young man,
if you want to go into advertising, join an
advertising firm; if you want to go into radio,
then take any job you can get with a radio
station.”

That advice he followed. After two weeks as |

an NBC Hollywood usher, Bill Shaw on Oct.
4, 1938, shifted over to the CBS guide staff, &
training ground sponsored by Donald W. Thorn-
burgh, then the network’s Western Division
vice president and now president and general
manager of WCAU-AM-FM-TV Philadelphia.

His first year was spent on the guide staff

and in tour promotion, where he planned and |

arranged Columbia Square trips for conven-
tion groups, business executives, service clubs

(Continued on page 92)
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“They knew his bel,

.

To over 800 independent grocers in the
Minneapolis-St. Paul Market who spon-
sor Jim Boysen’s afternoon radio show
on WTCN —there is no music so sweet
as the hundred thousand pairs of feet
that walked into their stores in recent
months — to register in person for a
prize! Jim Boysen, on his Carnival of
Foods program, told them to!

Before Thanksgiving Jim’s pet turkey
required a name. In one week 2205

Chorus of 100,000...
with JIM BOYSEN at the mighty Cash Register

people tried to win one of five turkeys
offered for the best name!

He also has a program, “At Home with
Boysen”, on week days—6 to 7 a.m.
The Boysen kids—obviously unre-
hearsed—help Jim and Mrs.

Tops in uncalculating selling! Several
mornings currently open for sponsor-
ship. More about it from our repre-
sentatives?

his voice: and so the friendship of a voice with many people was formed”

T.C.N:
own @rier orthwest

MINNEAPOLIS—ST. PAUL
RADIO ABC 1280 « TELEVISION ABC CBS DUMONT CHANNEL 4

|

)

4 Notionol Representatives
FREE AND PETERS
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OM CAMPBELL, radio and TV account executive Branham Co.,
N. Y., to New York office of Blair-TV Inc., as account executive.
Mr. Campbell started in radio in 1937 with station
relations department of NBC. In 1941 he became time-
buyer at Paris & Peart, moving to Branham Co. in
1942 He served for three years as skipper of a PT.
boat in the Pacific theatre during World War IL

PAUL ANTHONY, WBZ Boston, named sales repre-
sentative WCCM Lawrence, Mass.

- LYNN MORROW, promotion manager WTVJ (TV)
Miami, Fla., named public relations director and ad-
ministrative assistant to general manager.

Mr. Campbell

DAVID M. GRIFFITH named to sales staff WJMO Cleveland.

BRUCE COMPTON and BILL ELLIS to sales staff WIT'VN (TV) Colum-
bus, Ohio. Mr. Compton was in advertising and promotion in Philadel-
phia. Mr. Ellis was with United Film Corp., N. Y.

ALLAN ROGERSON, secretary-treasurer CKSM Shawinigan Falls, Que.,
named manager and managing director.

PAUL H. MARTIN, general manager WSKI Montpelier, Vt., appointed
national sales manager KFXM San Bernardino, Calif.

| JOSEPH HERSHEY McGILLVRA, Chicago, named national representa-
i tive for WOPA Oak Park, Ill

WALTER HOLOHAN, radio network sales ABC Chicago, to spot and
¢ local sales staff ABC-TV Chicago.

IN

JANUARY

LANSING

| MICH.
T 1

|

| SEE RAMBEAU

U New York—Chicago—

{ Los Angeles—

| Impact Radio Sales,

i Detroit

- e .

| Page 60 ® December 17, 1951

WILLIAM PEAVEY and JAMES RICHARDS, co-managers John Blair
& Co., 8. F., radio station representatives, announce organization change
in firm. Mr. Richards is now sole manager of radio, while Mr. Peavey
joins Blair & Co., S. F., television representatives, as associate to LIND-
SEY SPIGHT.

MAX LERNER to television division, legal department, ABC. JAMES
A. STABILE named to legal staff for
network. Mr. Lerner is a graduate of
Brooklyn Law School. He was with
The Legal Aid Society from 1946 un-
til August of this year, and in 1949
he was the Republican-Fusion candi-
date for City Councilman in the 18th
Senatorial District. Mr. Stabile is a
graduate of St. Johns Law School.
He was with William Moxris Agency,
N. Y.

Mr. Lerner

Mr. Stabile

W. B. TAYLOR ELDON, co-op sales

department ABC, to radio and TV department, Branham Co., N. Y., sta-

tion representatives.

YVONNE SUMMA to commercial department WTAG Worcester, Mass.
She was with WAAB Worcester.

JOHN E. PEARSON Co., N. Y. named national representative for
WCEC Rocky Mount, N. C.

RILEY R. GIBSON, manager KXO El Centro, Calif., appointed man-
ager KOME Tulsa [B®T, Dec. 10]. Mr. Gibson succeeds
J. T. MEYERSON, resigned.

ROBERT W. WARD, sales department WJJD Chicago,
named sales manager.

JOSEPH McQUAY, formerly WWVA Wheeling, named
TV planning consultant and program director WVVW
and WJPB (FM) Fairmont, W. Va.

JERRY ELLIOTT, news director WCBT Roanoke
Rapids, N. C., appointed assistant manager.

Gibson

Mr.

JOHN I. HYATT, south-central manager Johnston
Publishing Co., N. Y., named to local sales staff KMOX St. Louis.

MARY CORRIGAN, secretary to general manager LLOYD E. YODER,
KNBC San Francisco, rejoins her former boss, JOHN W. ELWOOD,
now director of Radio Free Asia. JEAN STRUBEL, Mr. Yoder’s former
secretary at KOA Denver, to KNBC to rejoin Mr. Yoder.

pautmab o o o

ROY F. THOMPSON, owner and general manager WRTA Altoona, Pa.,
re-elected chairman of Blair County Foundation for Infantile Paralysis.

ARTHUR HULL HAYES, general manager KCBS San Francisco,
named radio chairman for 1952 March of Dimes in San Francisco
area.... J. B. CONLEY, general manager KEX Portland, Ore., elected
to board of directors Portland Chamber of Commerce. . . .
YODER, general manager KNBC San Francisco, elected to 1952 Board
of directors San Francisco Chamber of Commerce. . . . RALPH Me-
KINNIE, sales manager Paul H. Raymer Co., Chicago, re-elected presi-

dent of the Colonnade Corp., and vice president of the Sheridan Willows |

Corp., Chicago real estate properties.

Capt. WARREN C. PARKINSON, former commercial manager WHLF
South Boston, Va., now stationed at headquarters of U. S. Air Forces in
Europe, Wiesbaden, Germany. ... HARRY SYLK, vice president WPEN
Philadelphia, recently received the “Torch of Hope” award for contri-
butions to charity on national basis without regard to race, color or
creed from City of Hope, nationally known sanatorium located near
Los Angeles. . .. DONN B. TATUM, director of television ABC West-

ern Div., nominated for membership to board of directors, Los Angeles |
KEN NELSON, salesman, WMAQ Chicago, |
MILT KLEIN, opera- |

Chamber of Commerce. . . .
father of daughter, Denise Annette, Dec. 4. . . .
tions manager KLAC-TV Hollywood, and JACQUE REID, married
Dec. 8. ... JACK MULLIGANS, account executive KLAC Los Angeles,
father of daughter, Christine, Dee. 2. . . . DAN PARK, general sales

LLOYD E.

manager WIRE Indianapolis, named Indiana radio.chairman for 1951 |

March of Dimes. ... PATRICK RASTALL, sales service manager ABC
Chicago, father of boy, Patrick William, born Nov. 23. ... LEONARD
THORNTON, network salesman ABC-TV Chicago, father of daughter,
Mary Sheila. . . . JOHN H. NORTON Jr., vice president ABC Central
Div., elected to board of directors of the Chicago Electric Club.
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UNIFORM CROSS-SECTION
GUYED RADIO TOWER

ERE again is another example of Truscon leadership in antenna
design—another example of skill gained by nearly a half-century
of experience in the fabrication of structural steel products.

Truscon Type “G-W” Radio Towers are of particular interest to the buyer

who is desirous of obtaining the utmost in antenna quality and strength
at a cost representing only a nominal premium above the cost of secondary
types of construction. These guyed towers are available in shop-welded
unit lengths for tower heights up to 528 feet, and include these features:

TRIANGULAR—because this design resists distortion with greater efficiency
than any other form and is so recognized by the engineering profession.

FREE
CATALOG

Werite for illustrated literature
giving complete description,
. 3 1 datail 11, ﬁon
photos, and other important
information on the new
Truscon "G-W” Guyed
Radio Towers.

BROADCASTING ® Telecasting

Typical central pier
arrangement for
non-insulated tower.
Other arrangements
are possible to meet
specific conditions.

Base insulated
central pier show-
ing “Mast-Base”
or “Pivot” type
base insulator
with Spark-Gap.

TRUSCON 91
s oo TOWERS

TRUSCON COPPER MESH GROUND SCREEN

UNIFORM IN CROSS SECTION — because
radio engineers proclaim this feature a
distinct asset in broadcasting.

STRONG — because these towers and all
component parts are designed to resist
a minimum wind load of 30 pounds per
square foot which is accepted as a design
adequate for most geographical areas
notsubject to frequentcyclone visitation.

.The Type “G-W” guyed tower can be
adapted to a number of services. When
base and guy insulated, it is an ideal
antenna tower. It can also simultaneously
support one or more cables or co-axial
transmission lines having 313" aggregate
diameter and one or more whip-type
UHF antennas or a side-mounted FM
antenna, with some applications requir-
ing nominal height reduction.
Although the Type “G-W” tower is rated
to resist 30 pound per square foot mini-
mum wind pressure, under certain
conditions, such as an AM radiator not
supporting superstructure for other
services, it may be capable of safely
resisting 40 ot more pounds per square
foot of wind pressure.

When non-insulated, the Type “G-W”
tower is suitable for a number of serv-
ices, such as an FM or UHF Antenna
Support for Railroads; Public Utilities;
Industry; Municipal, County, and State
Police; and Communications Networks.

SELF-SUPPORTING =

TRUSCON STEEL COMPANY
YOUNGSTOWN 1, OHIO
Subsidiary of Republic Steel Corporation
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COLOSSUS
of

the
CAROLINAS

WhT

CHARLOTTE, N. C.

THE BIGGEST SINGLE
ADVERTISING MEDIUM IN
THE TWO CAROLINAS

JEFFERSON STANDARD
BROADCASTING COMPANY

Represented Nationally by
CBS Radio Spot Sales
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Production
(Continued from page 30)

erally has been cut back about 40%.

“There was no point in cutting
back civilian production until the
military production was ready to
pick it up,” Mr. Wilson explained.

“Now that designing and pro-
duction planning of military equip-
ment is progressing to the produc-
tion stage, we are applying the
necessary civilian cutbacks,” he
said.

Radio-TV sets and other elec-
tronics products are classified as
Class B under the government’s
Controlled Materials Plan. But
under a priority system set up last
month, they enjoy a greater “es-
sentiality” than many hard goods.

“If we had fallen for the clamor
to close down plants and drasti-
cally curtail civilian production,
the results would have been mil-
lions of unemployed and a shat-
tered public morale,” Mr. Wilson
declared.

Expanded aireraft output will
drain the economy even more next
summer, he predicted. He termed
electronics expansion ‘“magnifi-
cent” with other industries.
Atomic energy requirements also
were cited.

With respect to steel quotas, the
largest allocation was given to
NPA’s Facilities and Expansion
Branch (860,000 tons) for indus-

trial  expansion. Broadcasters
may anticipate only a trickle of
materials for new construction,
however, beginning in January.
Rule of thumb will be instances of
hardship.

Radio-TV stations will get a

better idea this week when NPA
issues its first construction list of
grants and denials for the first
quarter of 1952. They fared well
during the present quarter [Be®T,
Sept. 24].

Will Fare Better

They still will fare better than
commercial and entertainment en-
terprises in the industry reclassi-
fication. Broadcasters are now
lumped under the industrial cate-
gory with publishing firms, ena-
bling them to self-authorize great-
er quantities of metals on small
projects [B®T, Oct. 29]. But es-
sential defense or military con-
struction will receive the right of
way.

NPA’s Electronics Div. received
97.8% of steel quotas to support
its program for defense and civil-
ian users (other than construction).
Roughly, this amounts to 4,620
tons.

To eliminate bottlenecks on com-
ponents for essential production,
the Defense Production Adminis-
tration is enlarging its electronics,
general industry, and components
units. Sections will study com-
ponent shortages.

Briefly, the new system is de-
signed to assure delivery of com-
ponents for the defense program
by spot-scheduling orders and
swapping schedule dates where
delay develops for lack of parts.

DPA Administrator Manly Fleisch-
mann acknowledged the procedure
as one of “bumping” civilian
goods, through expediting opera-
tions rather than cutbacks of ma-
terials. It’s designed to break
bottlenecks, he said.

Mr. Fleischmann also scored re-
ports that some major items—
automobiles and, presumably, TV
sets—would be wiped off the mar-
ket. The new procedure, he said,
would ‘“delay” and not cut back
consumer goods. There will be fur-
ther reductions of appliances,
however, he conceded, adding that
nickel is a “butter and guns”
story of itself and critically short.

The receiving tube and antenna
situation was reviewed by the
Electronics Parts & Components
Distributors industry group, which
met with NPA officials last Mon-
day. The distributors told NPA
that: (1) wire cable and special
tubes are hard to secure; (2) it
would inform manufacturers about
shortages of each type of tube at
their level in the hope of obtain-
ing more tubes to meet demand.

Tube Shortages

NPA authorities advised the
representatives that it had studied
tube shortages and doubted it
could be attributed to scarcity of
materials.

Antenna issue had been posed
last month by a committee of the
Radio - Television Mfrs. Assn.,
which hopes for assurance that
the four million TV sets earmarked
for production next year will be
accompanied by a like number of
antennas.

While distributors reported an
easing of shortages, NPA authori-
ties appear unable to extend that
assurance, claiming it will depend
on the availability of materials.
moreover, there already is a pri-
ority system governing military
and civilian antennas within the
Class ‘B’ products classification.
RTMA’s Antenna Section sug-
gested that they be broken down
into “A” and “B” groups [BeT,
Nov. 26].

Under present procedure, mate-
rials are allotted to the Electronics
Products Division for both military
and civilian uses. Consumer goods
get the balance of materials not
taken for defense requirements.
The same holds true for radio-TV
sets and component parts. Alumi-
num is used in TV antennas.

Paul Cram Post

PAUL CRAM, new technical direc-
tor of the Rounsaville Stations
(WBAC Cleveland, WBEJ Eliza-
bethton-Johnson City, WQXI At-
lanta and WLOU Louisville) is not
chief engineer of WAGA Atlanta as
he was listed in BROADCASTING ®
TELECASTING December 10. He was
formerly in that position.

KTOK Adventure

AN “escaped” application
was recaptured by the FCC
last week and shoved back
into the processing line. The
application of KTOK Okla-
homa City for boost in night-
time power from 1 kw to 5
kw accidentally was granted
on Dec. 5, although it was
forty-ninth in the processing
line. Last week, FCC re-
voked the grant and put the
station back in line. The
KTOK application had been
considered along with that
of WCFL Chicago for change
in nighttime directional pat-
tern, since both are on 1000
ke. The WCFL change was
granted in proper sequence
in the processing line and
last week the Commission
made its grant subject to
interference that may re-
sult from a later grant of
KTOK.

IMDRIN FIRM FINED
Court Cites ‘False’ Ad

FINE of $500 was levied last week
against Rhodes Pharmacal Co.,
Chicago, by the U. 8. Distriet
Court, Philadelphia, for disseminat-
ing an allegedly false advertise-
ment on behalf of its medicinal
preparation, Imdrin.

The government charged that an
Imdrin advertisement made certain
aspersions with respect to a de-
cision of the U. 8. District Court
in Chicago last February. Rhodes
claimed that in dismissing an in-
junction request by Federal Trade
Commission, the Chicago court in
effect cleared Imdrin of “false and
misleading advertising” and
branded FTC charges as “untrue.”

The advertisement appearing in
Drug Topics, a trade publication,
led to the fine. The original com-
plaint mentioned broadeast conti-
nuities as well.

FTC obtained a reversal of the
Chicago court decision and the in-
junction now is in effect. The
appeal was granted by the Court of
Appeals for the Seventh Circuit
in September [B®T, Oct. 1].

AUDIOGRAPH STUDIOS

Ben Loewy Named Head

BEN LOEWY, former production
manager of Columbia Records,
has been named president of Audio-
graph Studios Inec., newly formed
organization specializing in TV
filming and sound recording, it
was announced Monday.

Crews of experts recruited from
TV and the film industry are
already at work at Audiograph
Studios, located at 846 Seventh
Ave., New York. Sound facilities
are being used by record com-
panies, while TV film assignments
for commercials as well as com-
plete packages are being handled
for agencies and producers, it was
stated.

BROADCASTING * Telecasting‘
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added

for busy buyers

of space

publishers and
stafion operators are
providing another
source of timely
media information

Getting standard media information fast poses
no problem . .. you have Standard Rate & Data
and CONSUMER MARKETS handy.

It's the media information that is not standard
that is harder to keep up with . . . trends—mar-
ket coverage data—by trading areas—by class
or type or age.

Many publishers and station operators appre-
ciate that media buyers do not always have time
to call for help; or even for careful study of all
filed literature. Last year 1,041 of them put
supplementary information about their pub-
lications and stations near their listings in
SRDS, and near the appropriate market data
in CONSUMER MARKETS.

Media buyers tell us they appreciate finding
helpful “non-standard” information right there
when they are referring fo standard market or
media data. They say it often helps them select
media; sometimes helps them defend their
selections.

SALES OFFICES: CHICAGO

and time

ANDERSON NEWSPAPERS
22 The Big-Volame
'4] Salesmen

The facts about nastis
i Colforntas 1660 mllion®
FRESNO MARKET

in INDIANA'S 9th MARKET

In the course of your daily use of SRDS monthly
publications and CONSUMER MARKETS, don’t
forget—in Service-Ads like these there is
added information for busy media buyers.

9000000000000 00 000000 0000000000000 0S8

r d s

'STANDARD RATE & DATA SERVICE, INC.
the national aurh::z;rs;:;:;’:h?:'e ot e s
1740 RIDGE AVENUE » EVANSTON, ILLINOIS

NEW YORK * LOS ANGELES +« LONDON

publishers of consumer magazine dvertising rates ond data » business publication adverlising rofes ond dafe = national/
regional netwerk radio and felevision service s radie odverlising rates and data  felevision advertising rates and dola * mews=
paper odvertising rates and data * transportation advertising rates ond dato » A.B.C. weekly newspaper cdverlising rates

and data = consumer markets, serving the market-media selection function » CM analyst, the monthly market data interpreter

station
Operators

Please
note!

The ad_vertisement shown here is
;ppearmg currently in Printers’
nk and Advertising Agency.

Reason is we want a
men to know how Se
are becoming increasi
helpful to time buyers
directors,

1 agency
rvice-Ads
ngly
and media
* ox
To hglp Yyou make these
Service-Ads of maximum use-
fulngss to buyers (and so of
maxx@um eﬂ‘ectiveness) we ha
Interviewed scores of media 5
People and advertising Mmanage;
-+ - to find out how they bu =
Spot radio time, what kind gf
information jg most valuable to
itrllltem. 'The results of these
€IvViews are avaij
and TV stations‘;az:?tt)l{leeitro s
‘r‘epresentatives in the booklet,
SPOT RADIO PROMOTION 1
HANDBOOK” (at cost: $1.00)
'Ijhen, t.o help you convert the.
Viewpoints into Service-Ads 3

handy booklet,

5 Co i :
for Sent»ice-Ads in Rz}t;igrgamze’
Adv'erttsing Rates & Data”
Available at cost, $1.00, .
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KLX
LEADS ALL
OAKLAND-

SAN FRANCISCO

INDEPENDENT

Radio
Stations

9w
12

Hooper

Periods!

Hooper Share of Audience,
May through September,
Oakiand

KLX

TRIBUNE TOWER e OAKLAND, CALIFORNIA

Represented Nationally by
BURN-SMITH., INC.
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ON COLLINS, chief announcer

WCBT Roanoke Rapids, N. C,,

named program director. He
succeeds DOYLE SATTERTHWAITE,
now with WCPS Tarboro.

JANE HAGAN named to new post of
supervisor of television sustaining
network traffic, ABC.

ARTHUR JACOBSON, program man-
ager, Central Div., NBC-TV, to Hol-
lywood network staff, as production
director. He replaces BILL KARN,
resigned to join Don Sharpe organi-
zation.

BURT TOPPAN, publicity director
WTVJ (TV) Miami, Fla., appointed
promotion manager, succeeding LYNN
MORROW (See FRONT OFFICE).

ROBERT PACKHAM, floor manager
KNBH (TV) Hollywood, named direc-
tor. JACK SMIGHT, film room, named
floor manager.

FRANCES WYATT, bookkeeping de-
partment KXOK St. Louis, and Wil-
liam Fleischman, to be married Dec. 29.

PATRICIA ALOE named assistant to
IRVING LICHTENSTEIN, publicity
and promotion director WWDC Wash-
ington. She was with Sidney J. Wain
Inc., New York, public relations firm.
She succeeds LEE WALKER, named
traffic assistant, succeeding CAROL
KAUFMAN, resigned to be married.
BOB FAIRBANKS, graduate of U. of
San Francisco, to KCBS San Francis-
co, as apprentice.

JOE GUIDI, production manager
WCAV Norfolk, Va., appointed chief
announcer.

BUD HAWKINS, WGAR Cleveland,
named to announcing staff WJER
Dover, Ohio.

CARL HOHENGARTEN, director of
musical arrangements for St. Louis
Municipal Opera, to program and pro-
duction staff KMOX St. Louis.
HOWARD BROWN, WFIL Philadel-
phia, named to announcing staff
WTVJ (TV) Miami, Fla. ROBERT
ALSHOUSE, RAPHAEL GABER and
WILSON GRIFFITH, formerly with
WTTT Miami, to WTVJ, as studio ap-
prentices, CHESTER H. BEAL, Flor-
ida Broadcasting Co., named techni-
cian in film department. VERNON E.
FISHER named cameraman. MARY
LEE RINNER, graduate Mt. Union
College, Canton, Ohio, named to ac-
counting department. THALIA C.
TOLAN to copywriting staff. She
was with KIDO and KGEM Boise.
JOHN VANDERLAAN named to film
department, as laboratory technician.

ART GOODWIN, chief announcer
WEKOP Binghamton, N. Y., appointed
to announcing staff WAGE Syracuse.
NORMAN HOPPS, advertising and
promotion department KNBH(TV)
Hollywood, father of boy, Kevin Cros-
by, Deec. 2.

C. G. (Tiny) RENIER, program di-
rector KLAC Los Angeles, named ex-
ecutive producer KLAC-TV Holly-
wood on Television program. He re-
places CY MILLER, resigned. FELIX
A. ADAMS Jr., one-time program di-
rector, WISH Indianapolis, and KMBC
Kansas City, joins station as pro-
gram director.

. ARTHUR

WALLY HUTCHINSON, advertising
and promotion department NBC Hol-~
lywood, father of boy, Timothy Dean.

H. W. RISSER, manager of scenic
construction NBC-TV Chicago, named
manager of TV Staging Services, re-
placing NORMAN GRANT, now NBC-
TV art director in New York.
CHARLES HAMILTON, public serv-
ice and publicity director KFI Los
Angeles, named chairman education
and public service committee of
Southern  California  Broadcasters
Assn. He succeeds ALAN COURT-
NEY, NBC Hollywood.

DARYL McALLISTER, producer NBC
radio to KNBH (TV) Hollywood, as
floor manager.

MUNCH, Radio prop de-
partment CBS Hollywood, and Co-
lumbia Workshop president, appoint=
ed chairman Board of Directors As-
sociated Net-Workshops for Decem-
ber and January. Chairmanship ro-
tates among four Net-Workshops.

News o o o

VINCENT EVANS named London
correspondent for
WLW Cincinnati.
Mr. Evans was
chief of Washing-
ton bureau of
London Daily Ex-
press.

BOB SILL named
to publicity staff
ABC Hollywood.
He was with Los
Angeles Times.
DICK JACOBS,
ABC Chicago,
named to news staff WHHM Mem-
phis, Tenn.

HAL SINGER, commercial department
KGGM Santa Fe, N. M. appointed
sportseaster.

AL JOSEPH, announcing staff WCBT
Roanoke Rapids, N. C., appointed
sports director and record librarian.

PHIL WILSON appointed to mnews
staff WQUA Moline, Ill. Mr. Wilson
has just completed short tour of duty
with Air Force. Prior to his military
service he was with WIRL Peoria.
ROBERT STURDEVANT, manager of
Paris bureau ABC, father of girl,
Roberta Noyes, Dee. 9.

BILL NIETFELD, news director KCBS
San Francisco, returned to station
after extensive cruise aboard U. S.
Navy aircraft carrier in Philippine
Sea where he observed Navy jet air
operations.

DON MOZLEY, KCBS San Francisco
newsman, was featured speaker at
San Francisco-Oakland Publie Rela-
tions Club. He discussed KCBS news
set-up and operations of funnelling
Korean pickups through San Fran-
cisco station to CBS Radio Network.

Mr. Evans

JEAN HERSHOLT, star of CBS Ra-
dio Dr. Christian show has turned over
first section of his collection of Hans
Christian Andersen’s works to Library
of Congress, Washington, D. C. Group
comprises 30 volumes, a collection of
letters and 12 presentation copies.

BROADCASTING *

WJR MARKET

Booklet Gives Statistic
WJR Detroit has compiled cover-
age and market statisties which it!
is offering upon request.

An eight-page booklet, it gives
data on populations, radio homes,
retail sales, food sales, drug sales,
filling station sales and passenger
car registration. Figures are tabu-|
lated by counties in Michigan,
Ohio, Indiana and Pennsylvania.

WJR comments, “The data is
provided for the purpose of aiding
evaluation of sales and advertising’
efforts in the WJR market area.
It is designed to save hours of re-|
search.” Booklet may be obtained
from WJR, Dept. 10, Fisher Bldg.,
Detroit 2, Mich. |

COMMERCIAL CUT

Planned by CBC—Dunton
PLANS to reduce the number of
commercial network programs in
Canada are to be put into operation
soon, according to A. D. Dunton,
chairman of the board of gov-
ernors of the Canadian Broadcast-
ing Corp. He told the Parliamen-
tary Radio Committee at Ottawa
Dec. 4 that with the annual grant
of $6,250,000 by Parliament to the
CBC for the next five years, the
number of commercial network
shows will be reduced.

This will mean primarily day-
time shows from previous state-
ments by Mr. Dunton and recom-
mendations by the Massey Royal
Commission. The Parliamentary
Committee approved the bill grant-
ing the CBC the money, which now
goes to Parliament where it is not
expected to have much opposition.
Mr. Dunton also told the commit-
tee that the CBC will build a
French-language station in the
Moncton, N. B., area, and will drop
local advertising on its stations in
areas where there are private sta-
tions. CBC will improve program-
ming with more talks, originating
more programs outside Toronto
and Montreal, he said.

CBC Engineers

ENGINEERING promotions in
Canadian Broadcasting Corp., Mon-
treal, following move of Chief
Engineer J. A. Ouimet to post of |
assistant general manager [B®T,
Dec. 8] have .been announced. W. |
G. Richardson, transmission and
development engineer, has been
moved to assistant to Gordon Olive,
director-general of engineering,
and will be concerned with sound
broadcasting. J. E. Hayes, assis-
tant to chief engineer, is moved
to assistant to director-general of
engineering with TV technical mat-
ters his primary concern. E. C.
Stewart, assistant project engi-
neer, is promoted to co-ordinator
of projects and services. Andre
Ouimet, formerly assistant to di-
rector of TV for Montreal, is
moved to assistant to co-ordinator
of TV, J. A. Ouimet [no relation to
Asst. General Manager Ouimet].

Telecasting




WSB SPLIT

Bolsters AM, TV Units

I DISTINCT radio and TV opera-
tions at WSB-AM-TV Atlanta with
a station manager at the head of
each was announced last week by
J. Leonard Reinsch, managing
director, Cox radio and TV enter-
prises.

Marcus Bartlett becomes station
manager of WSB-TV and Frank
Gaither station manager of WSB.
They were former program direc-
tor and commercial manager of
i‘-both stations, respectively. They
report to John M. Outler Jr., gen-
i eral manager of the stations.

Also affected by the change is

Elmo Ellis, who was assistant to

M. K. Toalson, production man-

ager of WSB-TV. Mr. Ellis was

named program director of WSB.
r.-Toalson continues in his TV

oy DOSE-

Streamlining Functions

According to Mr. Outler, the
| realignment “means increased ef-
ficiency of operation and a greater
capacity for service to this area
| in both our radio and TV opera-
., tions. These men are seasoned and
, experienced with a fine sense of
public responsibility and an in-
timate knowledge of policies and
“r‘program techniques which have
{made WSB and WSB-TV the
dominant factors in the community
| that they are.”

in the
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FRANK SILVERNAIL
Batten, Barton, Durstine & Osborn . . .

.. . is looking at your advertisement
BROADCASTING YEARBOOK

WSB-AM-TV executives in new organizational move are (L to r) Messrs.
Toalson, Bartlet, Ellis and Gaither.

RFA Postpones

RADIO Free Asia last week post-
poned a scheduled expansion of
broadcasts to Red-occupied China.
Director John W. Elwood said it
was decided to withhold the ex-
pansion plans until more transmit-
ters are available in the Far East.
He said his organization has been
negotiating for some time for new
transmitters to be placed in stra-
tegic locations in the Orient but
the necessary facilities have not
yvet been secured. The postpone-
ment was announced the day be-
fore the anti-Communist propa-
ganda radio network was sched-
uled to double its broadecasting
activities in China.
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TRANSITCASTING

Number Reduced—Pollak
LITIGATION in a succession of
Washington courts has served to
reduce the number of cities in
which transitcasting operates and
convinced transit companies they
should defer future installations
until settlement of the issue.

This belief was expressed by
Franklin S. Pollak, Washington
attorney and principal in the
transit radio dispute now pending
before the U. S. Supreme Court.
He addressed the Progressive
Citizens Assn. in Washington fort-
night ago.

Mr. Pollak said that the 13 cities
with transit FM service are con-
siderably fewer than before the
courts entered the case, and esti-
mated that 50 cities would have
had the service by now. Mr. Pollak
was one of the two original com-
plainants who brought the issue
to court.

The Public Utilities Commission
for D. C. two years ago set aside
a complaint on grounds the serv-
ice is not “inconsistent with the
public safety, convenience and com-
fort.” A U. S. district court backed
up PUC but was overruled by the
U. S. Court of Appeals. The
Supreme Court has agreed to hear
the case next year. Petition names
Washington Transit Radio Inec.
(WWDC-FM), Capital Transit Co.
and PUC as respondents.

Supports CAB View

SIX MAN liaison body of Canadian
Broadcasting Corp. and private
broadcasting representatives was
advocated by Canadian Marconi
Co., Montreal, to the Canadian
Parliamentary Committee on
Broadcasting at Ottawa Dec. 3.
Their funection would be to keep
private stalions posted on new
CBC problems and policies and
keep CBC posted on problems as
seen by station operators. Cana-
dian Marconi Co. operates CFCF
Montreal, oldest Canadian station.
Company also supported recom-
mendations of Canadian Assn. of
Broadcasters for an independent
regulatory body.
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Emergency Plan
(Continued from page 30)

signed by President Truman is as
follows:
EXECUTIVE ORDER

PROVIDING FOR EMERGENCY
CONTROL OVER CERTAIN GOVERN-
MENT AND NON - GOVERNMENT
STATIONS ENGAGED IN COMMUNI-
CATION OR RADIO TRANSMISSION
OF ENERGY.

WHEREAS section SDG(c) of the
Communications Act 1934, as
amended by the act of Octoher 24, 1951,
Public Law 20, 82d Congress, pro-
vides as follows:

“Upon proclamatmn by the President
that there exists war or a threat of
war, or a state of public peril or dis-
aster or other national emergency, or
in order to preserve the neutmhty of

the United States shall use such fre-
quencies as shall be assigned to each
or to each class by the President;

WHEREAS the existence of a mna-
tional emergency has been proclaimed
by the President by Proclamation No.
2914 of December 16, 1950;

WHEREAS it is necessary, in the in-
terest of the national security and de-
tense that plans be prepared and im-

ted whereby gov
non- government radm stations may be
silenced or required to be operated in
a2 manner consistent with the needs of
national security and defense in the
event of hostile action endangering
the nation, or imminent threat thereof;

an
WHEREAS it is desirable, so far as
possible and practicable, to preserv‘el

construed as authorizing the Commis-
sion to exercise any authority with
respect to the content of station pro-
gram:

(b) Nothing in this order shall be
constructed to authorize the Commis-
sion to take over and use any radio
station or to remove the apparatus
and equipment of any radio station.

(c) The plans of the Commission for
exercising its authority under this
order shall not become effective until
they have been concurred in by the
Secretary of Defense and the Chairman

t(}ine National Security Resources

Section 2. With respect to radio sta-
tions belonging to and operated by any
department or agency of the United
States Government, the head of each
government department or agency the
stations of which are involved shall,
pursuant to the authority vested in the
President by section 305 of the Com-
Act of 1934, as amended,

and _maintain normal
under which such radio

the United States, the Pr.
deems it necessarv in the interest of na-
tional it;

or amend, for such time as he may see
fit, the rules and regulations applicable
to any or all_stations or devices
capable of emitting electmmagnetl?

stat)ons are operated while at the same
time furthering the expedmous im-
plementatxon of the said plan:

NOW, THEREFORE, by vutue of the
authority vested in me by the said
sections 305 and 606(c) of the Com-

ions Ac f 1934, as amended,

radiations  within e
the United States as prescrlbed by the
Commission, and may cause the clos-
ing of any station for radio communica-
tion, or any device capable of emitting
electromagnetic radiations between 10

of

nd by section 1 of the act of August
s 1950, 64 Stat. 419, and as President
or the United States and Commander
in Chief of the armed forces of the
United States, it is hereby ordered as

kilocycles and 100,000 gacycles, which
is suitable for use as a navigational
aid beyond five miles, and the removal
therefrom of its apparatus and equip-
ment, or he may authorize the use or
control of any such station or device
and/or its apparatus and equipment, by
any department of the Government
under such regulations as he may pre-
scribe upon just compensation to the
owners. The authority granted to
the President, under this subsection,
to cause the closing of any station or
device and the removal therefrom of
its apparatus and equipment, or to
authorize the use or control of any sta-
tion or device and/or its apparatus
and equipment, m.iy be exercised in
the Canal Zone.

WHEREAS sccuon 305 of the Com-
munications Act of 1934, as amended
(47 U.S.C. 305), provides, in part, that
stations belonging to and operated by

Section 1. The authority vested in
the President by section 606(c) of the
Communications Act of 1934, as
amended,

is hereby delegated to the
Federal C
to the extent necessary for preparing
and putting into effect plans with re-
spect to radio stations as defined in
section 5 hereof, except those owned
and operated by any department or
agency of the United States Govern-
ment, to minimize the use of the ele
tromagnetic radiations of such sta-
tions, in event of attack or of i

prepare and put into effect such plans
as may be necessary to minimize the
use of electromagnetic radiation of
these stations in event of attack or
imminent threat thereof as an ald to
hostile aircraft, guided missiles,
other devices capable of direct attack
upon the United States. Such plans
shall not become effective until they
have been concurred in by the Secre-
tary of Defense and the Chairman of
the National Security Resources Board.
Section 3. Whenever, pursuant to the
provisions of this order, any radio sta-
tion shall have been required to cease
operations or whenever the normal
operations of any radio station have
been interfered with, such station shall
be allowed to resume operations or
return to normal operations, as the
case may be, at the earliest possible
consistent with the national
.. In exercising the authority
delegated by this order, due considera-
tion shall be given to civil defense and
er y requir

threat thereof, as an aid to the naviga-
tion of hostile aireraft, guided missiles,
and other devices capable of direct at-
tack upon the United States. The
authority so delegated to the Commis-
sion shall be exercised subject to the
following limitation:

(a) Nothing in this order shall be

\
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Section 4. The Federal Commumca-
tions C e Secretary of De-
fense, and the head of each govern-

ment department or agency the sta-
tions of which are involved, are hereby
authorized to issue appropriate rules,
regulations, orders, and instructions,
and to take such other action as may
be necessary, to assure the timely and
effective operation of the plans and
for carrying out their respective func-
tions hereunder, and are authorized to

require full compliance with their
respective plans.

_Section 5. Wherever the words “sta-
tion” or “radio station” are used in

this order, they shall be deemed to in-
clude any station for radio communica-
tion, and also any device capable of
emitting electromagnetic radiations be-
tween 10 kilocycles and 100,000 mega-
cycles, suitable for use as a navigational
ald beyond five miles.

Section 6. (a) Any reference herein
to the Federal Communications Com-
mission_shall, except for the purpose
of issuing rules and regulations, be
deemed to include the Chairman or
any other member of the Commission
as the Commission may designate; any
reference to the Secretary of Defense
shall be deemed to include the Secre-
tary or such person as he may de-
signate; and any reference to the
Chairman of the National Security Re-
sources Board shall be deemed to in-
clude the Chairman or such person as
he may designate.

(b) Such rules and regulations as the
Federal Communications Commission
may issue pursuant to this order shall
be issued by the Commission, except
that the Commission may provide that,
in the event of hostile action against
the United States or imminent threat
thereof, such rules and regulutmns may
be issued by the Chairma

Section 7. Every government de-
partment and agency shall give such
aid and assistance to the Secretary of
Defense, and shall render such coopera-
tion with one another, as may be neces-
sary to accomplish the purpose of this
order.

Section 8. The Federal Communijca-
tions Commission is hereby authorized
to appoint such advisory committees
as it may consider necessary or de-
sirable to advise and assist the Com-
mission in the performance of its duties
hereunder,

HARRY S. TRUMAN
THE WHITE HOUSE,
December 10, 1951.

WFIL-TV will televise the annual
Christmas ballet presented by the
John Wanamaker store. This is the
third consecutive year for the pro-
gram. This year’s offering is “A
Mother Goose Christmas Festival.”

BROADCASTING ® Telecastin

EDUCATION SHOW!
Audience Building Studie

PROPER promotion of education:
programs can increase both thi
number of listeners and the amour
of listening. ‘

This conclusion was drawn afte|
more than two years of researc|
by C. H. Sandage, chairman, divi,
sion of advertising, School «¢
Journalism and Communication, T
of Illinois at Urbana.

Mr. Sandage released his finc
ings in a booklet entitled, Buildin
Audiences for Educational Rad!
Programs. ;

“Evidence supports the idea ths
programs developed for specia
ized audiences can be built to
profitable size, if adequate atter
tion is given to promoting thos
programs,” Mr. Sandage said.

It seemed to Mr. Sandage that
the future, radio will find it ir
creasingly important to cultivat
specialized audiences rather tha
to seek the mass audience as in th
past.

“The most effective promotion i
this study,” Mr. i

tailed and specific in character an
attractively presented.

“Distribution of promotional m:
terial by direct mail-was more el
fective than distribution througy
other channels although perha; i
not more effective on a ‘cost pe
listener’ basis,” he added.

Mr. Sandage particularly hope
his study will catch the eye of ed:
cational broadcasters who believ
their responsibility stops at thi
microphone; that once the prograt
is on the air, it is entirely up to th
listener to find the educational prc
gram.

L e

Ad Club Awards

1952 awards banquet of the Sall
Lake Advertising Club will be hel
April 2. Deadline for entries
Feb. 15. Dates were announced b
Chairman S. John Schile, com
mercial manager of KUTA Sal
Lake City. Mr. Schile added tha
judges for the ‘“Performanc
Awards for Salt Lake‘PrepareL

Advertising” will again be fror
the Cleveland Advertising Clul
Committee members in addition t
Mr. Schile are: Thomas Kearn;
Salt Lake Tribune-Telegram, a
club president; Kay Richins, KAL]
Salt Lake City; Keith Montagudy
R. T. Harris Agency; Cory L
Clark, Axelson Agency; LeRo
Condie, Sears Roebuck; John Ar
derson, Quality Press; Wayn
Kearl, KSL Salt Lake City, an
Joanne Farr, KUTA, secretary.

ALTANTA, Advertising Club becan
an Advertising Federation of Amerig
affiliate when C. James Proud, assisi
ant to the AFA president, presente]
the charter of membership Ilag
Wednesday. Accepting on behalf df.
the new unit’s 105 members walh.
Arthur E. Burdge of the Coca Colfs
Co., president of the Atlanta grou),




“I CRUTCHFIELD

it Declines YOA Post

‘CHARLES H. CRUTCHFIELD,
3 vice president and general manager
“lof WBT and WBTV (TV) Char-
lotte, N. C., has declined an offer
#8'%o join the Voice of America’s New
/York staff but has offered his serv-
“lices in an advisory, non-remun-
I § erative capacity.

"$  This was disclosed after release
of an exchange of correspondence
by Fay D. Kohler, chief of VOA’s
[International Broadcasting Div.,
gnd Edward W. Barrett, Assistant
Secretary of State for Public Af-
i fairs, with Mr. Crutchfield com-
«il menting on the broadcaster’s report
on his mission to Greece.

Mr. Crutchfield toured Greece

tihas a grantee to study communist
| | propaganda and to evaluate the
u| information service of the U. 8.
i 4 Government and Greek radio. His
,report on the mission abroad was
,made to the State Dept.
ntt; Invitation to Mr. Crutchfield to
lend his services to the VOA New
York office came from Mr. Kohler
who added: “I would like to take
this opportunity to thank you . ..
“‘for the obviously outstanding con-
tribution you have made in the gen-
eral improvement of radio as a
'medium in Greece and for your
“B'successful efforts to really pin-
‘point the problems and to solve
"W'many of them. We intend to fol-
‘Hlow through on your suggestions
and objectives. Your approach is
iifdirect and refreshing. The Infor-
‘dimation Program was indeed most
dififortunate to have had you in
{ #'Greece as a Smith-Mundt Leader
‘Grantee.”
I Secretary Barrett also applauded
Mr. Crutchfield’s efforts, saying in
| part, “special thanks . . . for the
' good job you did as a grantee in
Greece.”

JCRIDER SIGNED
‘1'Will Be WEEI News Analyst

PULITZER - PRIZE  editorialist
ohn H. Crider has been signed by
'a Greater Boston firm to a 13-
i 'week news analysis and commen-
% tary on WEEI Boston, it was an-
¥ nounced last week.

Mr. Crider was in the news Nov.
19 when he resigned as an editor
f the Boston Herald (WHDH). He
| slaimed at that time the newspaper
‘vvould not permit his review of Sen.
i Robert A. Taft’s (R-Ohio) book,
| Toreign Policy For Americans.
Mzr. Crider, who is being spon-
| jored by R. S. Robie Inc. for Hertz
Oriv-Ur-Self (auto rental), will
malyze New England news and
he effect of national and world
lews on the region.

Jid

VORLD premiere of the new Gian-
‘arlo Menotti opera, “Amahl and the
«fl Tight Visitors,” will occur on NBC
‘elevision during the coming Christ-
nas holidays. Opera, running 50
. 1inutes, was commissioned by NBC
(@ Wo years ago specially for video pre-
entation.

IROADCASTING *

TAKING a leaf from its own book, Cohen & Miller Adyv., Washington, has
bought a weekly radio show to advertise its agency.

K ]

The program, Report

to the People, is heard 7-7:15 p.m. Saturday over WWDC Washington and
features D.C. Comr, F. Joseph Donohue interviewed by two Washington news-
papermen. Shown are (seated, | to r), I. T. Cohen, Comr. Donohue and Alvin
I. Miller. Standing is Ben Strouse, WWDC vice president-general manager.

RADIO-TV COVERAGE OF CHICAGO COUNCIL

Broadcasters Win Consent for First Time

FOR the first time in Chicago, the
city council has permitted radio
and television coverage of a regu-
lar council meeting. After a long
battle by local stations, headed by
News Chief Bill Ray of NBC
[WMAQ and WNBQ (TV)], the
finance committee of the council
authorized broadcast of a budget
hearing today (Monday). [BeT,
Dec. 10].

Mr. Ray, who is also chairman
of the Freedom of Information
Committee of the National Assn.
of Radio News Directors, peti-
tioned the council in November,
requesting permission to broad-
cast hearings today on the 1952
budget. This move followed un-
successful talks with Mayor Mar-
tin Kennelly and the council rules
committee over a two-year period.

At the Nov. 30 council session,
Alderman Herbert Geisler moved
suspension of the rules so an im-
mediate vote could be tabulated
granting permission for the broad-
cast. His motion was voted down
28 to 18, after which NBC Chicago
publicized the turn-down on the
air. Radio and TV shows carried
full news stories, including a list
of all aldermen voting for and
against the motion.

Geisler, Wagner Taped

Recorded interviews were made
with Alderman Geisler and Alder-
man Clarence Wagner, the opposi-
tion leader. Although Alderman
‘Wagner opposed of the public hear-
ings initially, charging they would
“confuse the public,” he agreed
finally that actual council meetings
should be broadcast.

Another proposal for adoption of
Mr. Ray’s suggestion was made at
the Dec. 12 meeting by Alderman
Alan Freeman. The pro-radio
councilmen demanded a voll call
vote, resulting in a vote of 28 to
17, in which the broadcast media
picked up four votes.

Alderman Wagner, chairman of

Telecasting

the rules and finance committees,
at the final meeting Dec. 12 said
he favored broadcasts of today’s
session. He asked and received per-
mission of the full council for his
rules group to decide on the issue
without consulting the council
again.

NEWS JUNKETS
Asks Radio-TV Inclusion

RADIO-TV newsmen should be in-
cluded in State and Defense Dept.
special inspections of foreign in-
stallations according to Ben Chat-
field, WMAZ Macon, Ga., past
president of the National Assn. of
Radio News Directors.

“Radio news is an integral part
of the American system of public
information . . . the government
owes as much to the radio audience
as they do to any newspaper
reader,” Mr. Chatfield said.

His and NARND’s views were
contained in letters to State Secre-
tary Dean Acheson; Defense Sec-
retary Robert Lovett; Gen. Omar
Bradley, chairman, Joint Chiefs of
Staff; and to the individual heads
of the services, Gen. Hoyt Vanden-
berg, Gen. Lawton Collins and
Adm. William Fechtler.

Mr. Chatfield pointed out that on
several oceasions in the past year
newspaper people were taken on
inspection trips abroad but that
radio and TV newsmen were over-
looked.

He said NARND’s board of di-
rectors has offered the government
full cooperation in helping select
men and women to attend future
inspection tours. Mr. Chatfield also
pointed to offers from radio-TV
newsmen in the past to assist gov-
ernment agencies in public rela-
tions work overseas during their
vacation periods.
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Why WEBR is

Bl6

in Baltimore

NO. T OF A SERIES

CLUB 1300 is the big
participating program in
the Baltimore area! Big-
gest average ratings for
the full seventy-five

minutes, biggest mail pull,
biggest studio audiences,
biggest in every way.

CLUB 1300 success stories
are legion. Ticket requests
are fabulous. Audience
loyalty is tremendous! Get
aboard CLUB 1300 for

your share!

Ask your John Blair man
or contact any account
executive of . . .

ABC BASIC NETWORK

FB

5000 WATTS IN BALTIMORE, MD
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allied arts

B N N S eSS

ILBERT S. McKEAN, vice presi-
dent London Records and branch
manager for Decca, named mer-

chandise manager of masterworks di-
vision Columbia Records Inc., N. Y,

DEBORAH ISHLON, Columbia Rec-
ords Press Dept., named department
director,

DICK STONE, assistant national
sales manager Hiram Walker Inc.,
appointed sales representative with
Audio-Video Recording Co., N. Y.
ROBERT J. BRIZZOLARA, news-
stand promotion manager for Esquire
and Coronet magazines, Chicago, to
Chicago staff United Television Pro-
grams Inc., as advertising director.

BOB LONGINI and ED AHBE to mo-
tion picture-television division Kling
Studios, Chicago, as director and
member of camera department, re-
spectively. . . .

Lt. Comdr. W. H. KIMMELL, USNR,
radio and TV officer in public infor-
mation office U. S, Naval Air Reserve,
discharged from service. Mr. Kim-
mell plans to move to Hollywood. He
will announce further plans later.
LEONORE SILVIAN, magazine edi-
tor in publicity department ABC,
named radio and TV editor Look Mag-
azine,

BECKY B. BARNES, BBDO, Holly-
wood, appointed sales representative
United Artists Television Corp., N. Y.
She will handle West Coast and
southwest areas.

OLIVER A. UNGER, national sales
director Snader Sales Corp., L. A,
resigns as treasurer Fine Arts Thea-
tre Co. Inc., to devote time exclusive-
ly to Snader.

fﬁm’pmeﬂf e o o

ROBERT L. WERNER, general attor-
ney RCA, and ERNEST B. GORIN,

Mr. Gorin

Mr. Werner

Treasurer RCA, elected vice presi-
dents.

HAROLD WEINBURG and SIDNEY
KRINETZ, electronic technicians,
named to sales staff Hudson Radio
& Television Corp., N. Y.

D. C. (Dick) STUBER, manager of
western division, Air Assoc., appoint-
ed head of two-way radio division
Avia Products Co., L. A, He succeeds
the late W. W. (Bill) HAMILTON.

- WARREN E. ALBRIGHT, manager of

general material division of Home
Instrument Dept., RCA Victor, Cam-
den, appointed general plant manager
of department. JOHN B. DAVIDSON,
assistant purchasing agent, Home In-
strument Dept., appointed manager of
department’s newly formed purchas-
ing division.

WILLIAM M. LANA named director
of newly formed application engineer-
ing office, Sprague Electric Co., in
Dayton, Ohio.

NATIONAL VIDEO Corp., Chicago,
announces development of new black-
and-white TV tube designed to save
four to four-and-a-half tons of copper
a year. New tube permits focusing
without use of focus coil.

GUS W. WALLIN, Motorola Inc., Chi-
cago, to Webster-Chicago Corp., Chi-
cago, in newly created position of
vice president in charge of engineer-
ing.

MICHAEL KORY elected president of
Emerson-New Jersey Inc., distribu-
tors for Emerson TV and radio re-
ceivers. Mr. Kory succeeds SAMUEL
GROSS, retired.

HERMAN S. SACKS, Hudson-Ross,
Chicago, retail stores specializing in
TV, radio and phonograph records,
to Bendix Television and Broadecast
Receiver Division of Bendix Aviation
Corp., Baltimore, as assistant gen-
eral sales manager.

TECHNICAL APPLIANCE CORP,,
Sherburne, N. Y. announces Taco-
plex Cat. No. 1582 master TV anten-
na system coupler for use in conduit
installations in new construction
work. Coupler is designed to fill the
need for a tap-off device along the
main transmission lines housed in
conduits.

CLIFFORD E. GRUBE, Chicago prod-
uct designer, to Webster-Chicago
Corp., Chicago, in new post of prod-
uct stylist. Mr. Grube was previous-
ly with Manbee Equipment Co., and
Belmont Radio Corp., Chicago, He
will work with A. S. JOHNSON,
product manager of Webster-Chicago,
with responsibility for design and
development of new products.

LOUIS I. POKRASS, chairman of
board for Tele King Corp., N. Y.,
named chairman of radio and TV
manufacturers and distributors di-
vision in current drive of National
Foundation for Infantile Paralysis
in Greater New York. MARTIN SHER,
Fmelson Radio & Phonograph Corp..
. Y., named to assist him.

MILTON R. BENJAMIN, vice presi-
dent and national sales manager Ma-
jestic Radio & Television, N. Y., ap-
pointed general sales manager Jewel
Radio Corp., Long Island City, N. Y.

T!c‘lll‘t.‘dl e o o

EDWARD E. BENHAM, assistant
chief engineer KTTV (TV) Holly-
wood, named chief engineer.

VANCE JOHNSON Jr., WFBC Green-
ville, S. C., and DICK TAYLOR,
WUSN Charleston, S. C., named to
control staff WIS Columbia, 8. C.
HARVEY SMITH, staff engineer
KWK St. Louis, appointed studio su-
pervisor, replacing KEN HILDEN-
BRAND, resigned.

CHARLES MEARES, chief engineer
WCBT Roanoke Rapids, N. C., re-
signs to take government position in
Washington.

WARREN E. EBERT, WGBS Miami,
named transmitter engineer WTVJ
(TV) Miami.

BROADCASTING ® Telecasting

XEO, XEOR SALES

Mexican Billings Increase

two years was reported last wee
by two Mexican border statio

XEO Matamoros and XEOR R
nosa, located across the border
from Brownsville and McAll?a
Tex., respectively.

The announcement was made in
connection with the stations’ ob-
servance of their fifth year of op-
eration, which National Time Sal‘es,
New York, their representative i
the East, reported was their mosk
successful yet.

“Though our audience has grown
in size and loyalty, it wasn’t until

ity of Spanish-speaking Mexican-
Americans as a market,” Bob
Pinkerton, general manager of the
stations, was quoted as saying in
presenting a plaque to Juan Sala-|
zar, Mexican manager and one of |
the founders of the outlets, on the
occasion of the fifth anniversary.]

Harlan G. Oakes & Assoc., Los
Angeles, represents XEO and
XEOR in the West.

VOTING REFORM )
WAVZ Airs Edil’oriﬂ]ﬂ

WAVZ New Haven has begun an‘
editorial campmgn to clear up the
election laws in the state of Con-
necticut. Problem of clarification,
according to the station, followe:
the mayoralty election in N
Haven with disputes arising ou
of the contest now in the courts. |

Daniel W. Kops, vice president
and general manager of WAVEZ]
which calls itself “Newspaper of
the Air,” furthered the campaig
Dec. 2 by bringing a prominent
Republican and an equally well
versed Democrat to the microphone
at his regular forum broadcast,
Face the Issue, which he moderates.
The GOP spokesman, State’s At
torney-General George C. Conway,
and the Democrat, i

election laws, tightening the
sentee ballot system and simplify-
ing recount methods.

In addition, Mr. Kops has been
airing daily editorials urging state|
officers to reform the election laws.

DOLLAR volume of direct mail ad-|
vertising during first ten months of
1951 was $878,754,746, up 14%% over|
1950; for October 1951 was $102,049,
878, up 19% over October of last year,
according to figures released last week
by Frank Frazier, executive director,
Direct Mail Advertising Assn. |
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