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ATOM SERIES WINS
. WIDE ACCLAIM!

® Voted “Best New Program Created During
Year’’ by Chicago Federated Advertising Club.

® Heralded an ‘“‘example of the effective use
of radio as a teaching tool” by Variety
Magazine.

@® Being re-broadcast by 35 affiliated stations
of National Association of Educational Broad-
casters.

® Permission requested by Department of State
for use of series in its foreign educational
broadcasts.

For the second year, as part of the award-winning
“WLS School Time” broadcasts —a five-time-a-
week sustaining program for in-school listening,
now in its 16th year — WLS is bringing to the
Midwest an exciting series based on the drama of
the atom.

Each program translates into understandable
and dramatic terms the meaning and significance
of this new world of Atomic Energy. Written in
cooperation with the Argonne National Labora-
tories, these programs have the enthusiastic sup-
port of the Federal Security Agency, which has
requested scripts for its permanent library.

Setiie that S2. ...

Serving the people of the Midwest has been a WLS project for over a quarter
of a century. Particularly in this new era the responsibility of radio cannot
be overemphasized.

As radio serves, so can it sell . . . for through consistent services accrues
- listener loyalty and belief — the basic ingredients of advertising results.

890 KILOCYCLES, 50,000 WATTS, ABC NETWORK—REPRESENTED BY JOHN: BLAIR & COMPANY
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17 has now become 24

A few months ago WSM pointed with
pardonable pride to the seventeen net-

!
I.

work originations which came out of its
studios weekly.

The other day the man in charge of
studios, statistics and guitar strings came
up with the astonishing information that

seventeen had now become twenty-four.
In the rush of regular business, nobody
else had even noticed that the Central
South’s star salesmaker was producing
seven more network shows!

This is added evidence that no other
single station in America can match
WSM'’s production know-how, nor offer
talent (more than 200 people) of network
quality in network quantity. And it ex-
plains, better than statistics and surveys
which confirm the fact, that you cannot
really sell the full potential of the
- Central South without WSM.

w s M Nashville . . . 650

CLEAR CHANNEL — 50,000 WATTS

IRVING WAUGH, Commercial Manager
EDWARD PETRY, National Representative

ished every Monday, with Yearbook Numbers (53rd and 54th issues) published in January and February by Broapcastineg PusLications, INc., 870 National P
] Building, Washington 4, D. C. Entered as second class matter March 14, 1933, at Post Office at Wa};hizgton. D. C., under act of March 3, 13’719(.ma ress




Heart disease, the nation’s Dfo. 1 cause of death is the ju
subject of an eight-week television series presented L
jointly by the Delaware Heart Association and WDEL-TV. :
Heart specialists discuss the many factors contributing
to heart diseases, and interview patients who have suc-
cessfully undergone surgery and other specialized i
treatment. Thus the public obtains the latest information b 1
concerning heart diseases and is encouraged to L
enjoy life more fully by learning how to “Live with
Your Heart." The Heart Series is one of many continuing
public service programs which WDEL-TV presents to

serve its many thousands of viewers and its advertisers.

WDEL-TV
WILMINGTON - DELAWARE

Represented by
ROBERT MEEKER ASSOCIATES ¢ Chicago °* San Francisco * New York e+ Los Angeles

Page 4 ©® JMarch 17, 1952 BROADCASTING ® Telecast:f.
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CLOSED CIRCUIT

{OUGH it’s seemingly on shelf now, NBC
v be expected to revive radio affiliates’ rate
ustment question when it gets returns from
1austive analysis of broadecast audiences be-
: conducted by A. C. Nielsen Co. [BeT,
rch 3]. One of affiliates’ chief complaints
rinst proposed rate changes was that
mula employed out-dated audience informa-
n. New Nielsen project, to which NBC sub-
ibed under contract calling for ‘largest
gle survey ever made by the research firm,”
:sumably will eliminate that objection.
sults of study expected in few months.

.ECUTIVE CHANGES at NBC may not
| with that substitution of WWJ Detroit’s
1Ty Bannister for Vice President Carleton
ith in top station relations post, with Mr.
ith probably moving into O&O Stations Div.
ory page 25). Other realignments re-
‘tedly simmering. Regarded as rising star
se days: Joseph V. Heffernan, financial vice
:sident.

TTER HEDGE any bets you've made that
C TV Allocations will be out before end
month. Past week’s work by staff and com-
;sioners covered fewer than 90 pages.

"VERTISING COUNCIL asking ANA and
_AA co-operation in drive to make service-
n in Korea feel he is “needed” there and
make his family proud of part he is playing
nation’s defense. Campaign urged by De-
se Dept. which feels morale is being under-
1ed by increasing criticism that Korean
r is “useless.”

WE is in making to interest American Bar
:n. in plan to write “reasonable code” cover-

[" radio coverage of judicial trials and legis-
ve hearings. Idea originated in National
:n. of Radio News Directors, shocked by
A’s recent adoption of resolution to curtail
erage.

I spring program clinies will be compressed
5> two week period from April 28 through
¥ 9 with eleven teams of speakers to be an-
inced soon by President Carl Haverlin.

LLION DOLLAR network radio advertiser
iously considering expanding budget to
neh television campaign. Only hitch at
sent is decision as to whether spot or net-
k TV would be most effective. Radio
mat will remain unchanged.

ME AMONG 16 stations cited for horse-
ing programs [B®T, March 10, 3] will get
ular license renewals this week. All have
ified the Commission that they had either
pped horserace broadcasts before the Com-
sion’s order for license renewal hearings
zhortly thereafter. Among those filing such
| urances most recently are: WBNX, WPIX
V), WJZ-TV New York; KLAC-TV Los
geles; WRIB Providence, R. I.; WITH
timore.

ZRE’S definite indication NPA will show
(Continued on page 6)

OADCASTING ® Telecasting

KELO SIOUX FALLS
SOLD FOR $280,000

SALE of KELO Sioux Falls, S. D., to local
partnership controlled by motion picture thea-
tre owners was announced Friday by S. Fantle
Jr., owner-president of station. Price is $280,-
000 for the 15-year-old station (on 1320 ke
with 5 kw). Application for FCC approval
will be filed shortly.

New owners of KELO will be Joseph L.
Floyd, theatre operator and originator of
radio-TV program Blind Date; Edmund R.
Ruben, 18-house chain theatre operator in
South Dakota and Minnesota (he’s former U.
of Minnesota football star), and L. T. Bent-
son, who has stock interest in WMIN St. Paul.
Each will own one-third.

SINATRA DROPPED

SCIENCE-FICTION show Out There expected
to replace Frank Sinatra show, which is be-
ing dropped by CBS-TV, effective April 1,
Tuesdays, 8-9 p.m. Show has been sustaining
since expiration of Ecko products contract
early part of year.

FORT GETS 1,057 FT. TOWER

GRANT for new 1,057-foot tower for Fort
Industry Co.’s WJBK-TV Detroit has been
issued by FCC, station spokesmen reported
Friday, saying construction will be started “at
the earliest possible date.” Station currently
operating with 500-foot tower. Notice of
grant, described by WIBK-TV officials as first
for 1,000-foot tower in Midwest, was received
from FCC Thursday by Lee B. Wailes, Fort
Industry executive vice president.

KFWB TO BRANHAM

KFWB Los Angeles has appointed Branham
Co. as national sales representatives effective
today (March 17), according to Harry Maiz-
lish, president and general manager of station.

BUSINESS BRIEFLY

B. & W. ADDS STATIONS @ Brown & Wil-
liamson Tobacco Co., Louisville (Kool ciga-
rettes), adding 30 new radio stations and in-
creasing its schedules on 60 stations starting
this week through Ted Bates Inc., N. Y.

SPOTS IN 50 MARKETS @ Sinclair Refin-
ing Co., N. Y., buying radio and TV spots in
about 50 markets for 13-week campaign, start-
ing Tuesday. Morey, Humm & Johnstone,
N. Y., is agency

CRANBERRY RADIO CAMPAIGN @ Na-
tional Cranberry Assn. (Ocean Spray ecran-
berries), using a few selected radio markets,
mostly for women’s participation programs for
one-week promotion through Harry M. Frost
Co., Boston, starting April 7.

P & G in CANADA @ Procter & Gamble’s
Spic and Span placing radio spot campaign in
all provinces of Canada, starting Marech 24 and
31 for 13 weeks, through Biow Co., N. Y.

MOUTH WASH TEST @ Purepac Corp.,‘

N. Y, through Leonard Wolf & Assoc., same
city, introducing new Chloramint mouth wash.
Test campaign—probably using TV spots—to
begin shortly in New York area with expan-
sion contemplated if test is successful.

PARSONS SPONSOR @ Colgate-Palmolive-
Peet (Lustre Cream shampoo) to sponsor
Louella Parsons on CBS Radio (Tues., 9:30-
9:35 p.m.) starting April 1. Agency: Lennen
& Mitchell, N. Y.

PEARSON TO SPONSOR @ Pearson Phar-
macal Co., N. Y. (Ennds Chlorophyll deodorant
tablets and Eye-Gene eye drops), to sponsor
Police Story, on CBS-TV, 10-10:30 p.m., be-
ginning April 4. Agency: Harry B. Cohan
Adv., N. Y.

FCC Budget Slashed $1,966,540

IN STINGING initial setback in its quest for
additional funds for fiscal year 1953, FCC was
told Friday to do housekeeping job and cut
corners, with nearly $2 million less than its
budget request [B®T, Jan. 28, see FCC moneys
story, page 29].

House Appropriations Committee approved
its Subcommittee on Independent Offices’
recommendation that FCC get $6,108,460 for
its 1953 fiscal operation, sum that is $1,966,540
less than President Truman’s request. It also
falls $7,190 under what FCC is operating on
in fiscal 1952,

Economy-minded House, however, added
$51,810 “for new positions in connection with
TV applicant processing” and also “$125,000
for the aequisition of new equipment at exist-
ing [monitoring] stations.” Report also said:
“The committee appreciates the heavy work-
load presently being carried by this Commis-
sion. However, under existing economic con-
ditions, funds can not be provided to increase
appropriations for any peace-time agency, and
it requests the Commission to regulate its work
in such manner as will permit performance of

essential functions with the funds provided in
the bill.”

Big chunks of funds turned down by House
group concerned moneys for additional monitor-
ing stations. FCC had asked for an increase
of $1,142,041 for field engineering and monitor-
ing. Actually, Commission also had asked for
$202,303 more for operation of broadcast activi-
ties. Therefore, at quick glance, it looked Fri-
day as if House’s nearly $52,000 concession for
processing of TV applications was far ery from
FCC request.

House committee’s approval of quarter-mil-
lion dollars for monitoring stations is for new
equipment for existing stations.

In report, House committee said in effect
FCC would have to economize down line in
2ll its aectivities and absorb pay increases
granted last year, but which ordinarily would
mount FCC’s pay bill for 1953. At same time
House Friday passed Third Supplemental Ap-
propriation which means nearly half-million
dollars which FCC went into red in order to
pay for 1952 increases will go off the books.

for more AT DEADLINE turn page .
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NBC SPAC COMMITTEE

WITH OUTCOME of voting on radio repre-
sentative from District 3 still undecided, annual
elections of NBC’s Stations Planning and Ad-
visory Committee have returned five commit-
teemen from 1951 SPAC and named six new
members for 1952. First meeting of 1952
committee, when officers will be chosen, ex-
pected in New York after middle of April.

Re-elected SPAC members representing radio
affiliates: Richard O. Dunning, KHQ Spokane;
Ralph Evans, WHO Des Moines and WOC
Davenport; B. T. Whitmire, WFBC Green-
ville, S. C. -

New members for radio: Robert B. Hanna
Jr., WGY Schenectady; P. A. Sugg, WKY Okla-
homa City; Allen M. Woodall, WDAK Colum-
bus, Ga.; Ed Yocum, KGHL Billings, Mont.

Re-elected for TV: Martin Campbell, WFAA -
TV Dallas; E. R. Vadeboncoeur, WSYR-TV
Syracuse.

New members for TV: Stanley Hubbard,
KSTP-TV Minneapolis-St. Paul; Lee Wailes,
Fort Industry Co.s WSPD-TV Toledo.

Members may serve no more than two con-
secutive years. .

District 3 has been through two run-off bal-
lotings, is entering its third. District consists
of Indiana, Illinois, Kentucky, Michigan, west-
ern Pennsylvania.

N. Y. EDUCATIONAL TV
COMMISSION PROPOSED

TEMPORARY commission to protect and
develop state’s interests in educational TV
allocations was introduced in New York
legislature Thursday night, Dr. Lewis A.
Wilson, commissioner of eduecation, said Fri-
day (see story page 77).

Commission would be “authorized and em-
powered to make and sign any agreements and
perform any acts” necessary to fulfill its func-
tion: “to develop such plans or arrangements
as may be desirable or appropriate for the
allocation, operation, management, control,
and use of television facilities for educational
and cultural purposes.”

Introduced by assembly rules committee
with backing of Dewey administration, bill is
expected to be passed before legislature ad-
journs this week, thus providing agency to act
immediately when an anticipated FCC alloca-
tion of educational TV channels is made.
Legislation was worked out “very harmoni-
ously,” Dr. Wilson said. “We exerted no pres-
sure, but just suggested what we considered
a protective move.”

With an appropriation of $25,000 to cover
staff expenses, the 15-member commission
would be composed of legislative leaders, a
member each of the board of regents and board
of trustees of State U., state budget director,
commerce commissioner, plus seven other ap-
pointees.

Commission would be required to report by
Feb. 10, 1953, on study of proposed uses of
educational TV, desirability of government
operation of outlets, feasability of private
institution operation, and financing of station
construction and operation.

WORLD WEEK

WORLD broadcasting system, New York, last
week produced 12 new selections by Eddy
rd, 16 by Ray Bloch, 10 by David Rose,
picked un options on the Fontane Sisters
for 30 selections during year.

Page 6 ® March 17, 1952
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The McFarland Bill at last is reported
out by the House Interstate & Foreign
Commerce Committee, but not quite in
the same form it went in. The first
major piece of broadcasting legislation
since passage of the present Communi-
cations Act in 1934, the bill may have
to survive conferences between House
and Senate committees before it gets to
a vote on the floor. Page 23.

All-radio Affiliates Committee, preparing
its “final” report for presentation at
full committee meeting in Chicago
March 31, condemns “dangerous prac-
tice of permitting major advertisers
to set our rates for us,” urges affiliates
to maintain strong bargaining posi-
tion in relations with their networks.
Page 25.

Nine big sponsors are revising radio and
television network plans,” and addi-
tionally three major agency switches
are in the works. Page 23.

Some big jobs changed hands last week.
Adrian Murphy, president of CBS
Labs, became president of CBS Radio,
replacing Howard S. Meighan who re-
turned to general executive group of
overall CBS corporation. Harry Ban-
nister, general manager of WWJ-AM-
FM-TV Detroit, joined NBC—prob-
ably as station relations chief replac-
ing Carleton D. Smith who is expected
to move into the NBC owned and
operated station set-up. Page 25.

Ernie, the Hamburger King, sells 1,200
of his overstuffed ‘burgers per day.
He gives radio advertising most of the
credit for his volume. Page 26.

“Peer Gynt,” telecast in three parts on
NBC-TV, adds up to an interesting
experiment and prodigious production
job, but Be®T’s reviewer has reserva-
tions about the choice of vehicle.
Page 50.

One of several problems holding up com-
pletion of the FCC’s TV allocations
is concern of some Commissioners that
large area coverage of VHF stations
might make those channels so desir-
able nobody would want UHF. Page
77,

Prospective TV broadcasters so far are
finding regional airspace committees—
composed of CAA, military and civilian
pilot organizations and private flying
groups—cooperative in figuring out
where to place high television towers.
Page 77.

A House subcommittee intends this week
to look into the military recruiting
advertising plans. Page 34.

Upcoming

Mar. 17-20: Annual Electronics Parts Show,
Conrad Hilton Hotel, Chicago.
Mar. 19: NARTB-sponsored Business Trends
Committee, Waldorf-Astoria, New York.
Mar. 19-21: Assn. of National Advertisers,
The Homestead, Hot Springs, Va.
Mar. 20-21: Alabama Broadcasters Assn.
Buena Vista Hotel, Biloxi, Miss.
Mar. 30-April 2: NARTB 30th annual con-
vention, Conrad Hilton Hotel, Chicago.
(Other Upcomings page 36)

Closed Circuit

(Continued from page 5)

when they plan construction projects. M
Bernard Joseph, head of NPA broadcast urf
to give major policy talk at NARTB Enginej|
ing Conference in Chicago. 4

DESPITE chronic sniping on Capitol Hi
Voice of America and other U. S. informat |
activities may fare better on ’53 budget tl
last year. At least, House Appropriations s
committee is set to recommend more funds
report to full committee shortly. Progr
drew $94 million in ’51, asks $133,272
after July 1, with $30 million for radio brol
casting and $36 million-plus for new facilitjj

IF VOA money boost materializes, credit v :i
large assists: (1) Congressional look-see i
USCG Courier, first seagoing radio relay

tion, and (2) reorganization of U. S. op
tions under new International Informat]
Administration. Latter served to answer s
Hill clamor for stronger Voice in psychologi

warfare.

MOVE underfoot in Bryson Judiciary subcd
mittee that could raise price of cost of maj
factured records. While House group ¥
been concerned mostly with juke box revey
problem, newly injected request for increa}
in composer return from manufacturer ten
tively slated for hearing March 21. Authd
ties say if proposals click in Congress &
become law, radio-TV industry could be §
indirectly with higher costs. B

CBS, IBEW NEGOTIATING
TECHNICIAN CONTRACT

NEGOTIATIONS started last week by :
and IBEW looking toward new contract coy
ing technical personnel of network and O
radio and television stations. Employes 1
operating on basis of expired 1950 contr}
Negotiations had been held up by NLRB e
tion last January which gave IBEW vict|
over NABET, 616 to 177, according to IBE

New wage proposals include increase ral
ing up to $40. Union also asking change‘
working conditions to spell out on paper ry
covering TV activity. Parties conferred tv
last week and resume this afternoon (M
day). William Fitts, CBS attorney, heads
work’s conferees. Appearing for union :
Albert O. Hardy, international representap
in charge of broadecasting and recording; K
sell D. Lighty, international representat]
and representatives of all locals involved.

NASSER BRIEF ‘

GEORGE and James Nasser, film produc
last Friday in Los Angeles filed brief ¥
U. S. referee-in-bankruptecy asking gov
ment relief from American Federationf
Musicians’ demands for 5% of grosses rea]
from old theatrical movies sold to TV and §
product also must be completely rescoy
Nassers, contesting legality of AFM dema]
asked court to reject executory dema
Brothers plan to release four feature fj
to TV which were returned to them by U |
Artists through court order [B®T, March |
UA plans to appeal court decision. AFM I
tered show-cause petition seeking to restf‘
Nassers from releasing those films to TV v
they sign union 5% recording fund' cont|
established movies to TV. Hearm.g |
docketed last Friday when Nasser brief §
filed. !

for more AT DEADLINE see page 110 |
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ore New Englanders

listen to w p R o

than any other
Rhode lsland station

JANUARY 1952
BOXSCORE’

° MORNENG féA.M.——12.Noon

L Mon. thru Fri.

WPRO'’s share of audience (36.8%) is 69.6%
greater than the second-place station, and is
20.7% larger than the COMBINED audience
of the No. 3 and 4 stations.

® AFTERNOON 12 Noon——6.P.M.

Mon. thru Fri.

WPRO's share of audience (38.3%) is 33.0%
greater than the second-place station, and is
9.1% larger than the COMBINED audience of
the No. 3, 4, 5, 6, and 7 stations.

° EVENENG 6 P.M.—10:30 P.M.

Sun. thru Sat.

WPRO'’s share of audience (31.0%) is in a
photo-finish with station B (31.1%) . . . 67.6%
greater than station No. 3 and 98.7% greater
than station No. 4.

* Source: C. E. Hooper, Inc.

that's only HALF the story

—the Providence-Pawtucket half! Another of
America’s major marketing areas, Fall River-
New Bedford, Mass., relies on WPRO for its
popular CBS and local programs. WPRO's
powerful 5000 watts on 630 kc cover this rich
New England market with a signal greater

than 2 millivolts.
1

WPRO Offers You DOUBLE Major-Market
Coverage—HIGHEST Ratings—The MOST
Listeners at LOWEST COST-PER-1000!

listeners are customers! customers are buyers!

Bu,.,As_.c,_.waom

PROVIDENCE: 630 KC-5000 W

REPRESENTED BY RAYMER
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SOL TAISHOFF, Editor and Publisher

EDITORIAL: ART KING, Managing Editor; EDWIN H.
JAMES, Senior Editor; J. Frank Beatty, Earl B.
Abrams, Associate Editors; Fred Fitzgerald, Assistant
Managing Editor; Dave Berlyn, Assignment Editor;
Lawrence Christopher, Technical Editor. STAFF:
John H. Kearney, Patricia Kielty, John Osbon,
Keith Trantow. EDITORIAL ASSISTANTS: Pat
Kowalezyk, Don Mortimer, Jean D. Statz, Hilda
Toler; Gladys L. Hall, Secretary to the Publisher.

BUSINESS: MAURY LONG, Business Manager; Win-
field R. Levi, Assistant Advertising Manager; George
L. Dant, Adv. Production Manager; Harry Stevens,
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CIRCULATION AND READERS’ SERVICE: JOHN P.
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York Editor; Florence Small, Agency Editor; Dor-
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QLA LEEVIIN 7.5t Building, Hollywood .|
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Annual subscription for 52 weekly issues $7.00.

Annual subscription including BROADCASTING Year-
book (53rd issue) $9.00, or TELECASTING Yearbook
(54th issve) $9.00.

Annval subscription to BROADCASTING @ TELECAST-
ING including 54 issues $11.00.

Add $1.00 per year for Canadian and foreign postage.
Regular issue 35¢ per copy; 53rd and 54th issues $5.00
per copy.

Address Change: Please advise promplly, glvmg boih
old and new addresses, to pt
delivery.

BROADCASTING * Magazine was founded in 1931 by
Broadcasting Publications Inc., using the title:
BROADCASTING *—The News Magazme of the Fifth
Estate Broadcast Advertising * was acquired in 1932
and Broadcast Reporter in 1933.

* Reg. U. S. Patent Office
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Will they inherit socialism ?

You wouldn’t want to leave a socialistic America to your
children. Most Americans wouldn’t.

But you may — without realizing it. For socialism wears
many false faces. You can’t always tell it at a glance.

I¥’s socialism, for example. when the federal government
takes over for keeps the rights and responsibilities of its
citizens on any pretext.

I¥’s socialism when the government steps into and takes over
a business or industry.

I¥’s socialism when people urge you to give up the freedom
to run your own life and let the government run it for you.

Today in America, there are people who would like to
see an all-powerful federal government own and operate
our railroads, our medical profession, our electric light

and power companies and other businesses and services.
Perhaps they're not all socialists, but what they suggest
is socialism — even though they never call it that.

And they’ll have their way unless you act now. Here’s
what you can do: Start thinking of your future and
your children’s. Exercise your rights as a citizen.
Discuss this danger with your friends and neighbors.
Use your ballot wisely. And above all, learn to recog-
nize socialism behind the many false faces it wears.

America’s business-managed, tax-paying ELECTRIC
LIGHT AND POWER COMPANIES* publish this adver-
tisement to expose some of the many disguises behind

which socialism operates in this country.
*Names on request from this magazine

e “MEET CORLISS ARCHER"
CBS—Sundays
9 P. M., Eastern Time.

® Look for the
“’ELECTRIC THEATRE”
‘on Television.

Electric power is the key to U. S. production strength. We need
more and more of it to produce more steel, aluminum and other mate-
rials, and to make them into more planes, ships, tanks and guns.

America’s electric light and power companies have planned ahead
to have enough electricity ready on time to meet foreseeable demands.

They’ll have it ready...if their suppliers can get the steel and
other materials they need to finish the new power plants, new lines
and equipment they've started.

BROADCASTING ® Telecasting
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The two pig-type characters may suggest
a couple of time salesmen just back from
a two-week agency trip, but actually it’s
just a pair of potential participants pray-

ing for a de-emphasis on college football.

You can’t blame anybody for trying to
avoid a kicking around, least of all an
advertiser. So ... next time you're plac-
ing a schedule in Oklahoma City remem-
ber it’s just about like doing business
. you have to know the

and KOMA is the

station that has the acquaintance you

anyplace else . .

right people . .

need. Our 50 kilowatts have made a lot
of friends in the many years they’ve been
in business in Oklahoma. Use them to in-
troduce your client’s product to the right

people.

KOMA Aot tone

50,000 WATTS » CBS
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RANK J. REYNOLDS, vice chairman of board of directors, Albert
Frank-Guenther Law Inc., N. Y., elected agency president succeeding
J. M. HICKERSON who resigned [B®T, March 3].

A. E. HANSER, account supervisor, Biow Co., N. Y., elected vice presi-

dent.

T il

THOMAS MULGREW, Foote, Cone & Belding, Chicago,
to Ivan Hill Adv., same city, as member of executive
staff. W. C. ANDERSON, F.C.&B., S. F.,, to Emil
Reinhardt Adv., Oakland, Calif., as account executive.

HAROLD R. OHLEYER, vice president of Knox-Reeves
Adv., S. F., to J. Walter Thompson Co., that city, as
account executive.

FLOYD HOLM, manager, Compton Adv., Hollywood,

Mr. Hanser

elected vice president.

JANE LEIDER, media director, Harrington-Richards, L. A., division of
Fletcher D. Richards Inc., to Yambert-Prochnow, Beverly Hills, in similar

capacity.
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president of Price, Robinson

& Frank, Chicago, is an ac-
count executive who takes his own
product copy seriously at home as
well as at the office.

Executive on Quaker Oats’ Aunt
Jemima cake mixes, he frequently
stirs up batches of silver cake and
devil’s food. His wife, typically,
adds the frosting.

Bob Everett has been operating
at high gear in a cloud of flour
dust for some 13
years. It all started
in 1939 when he
joined  Hutchinson
Adv. Co., Minneap-
olis, which handled
the Pillsbury busi-
ness as the forerun-
ner to McCann-
Erickson there.

Mr. Everett began
his advertising
chores in black and
white, in which he
had been involved
less remuneratively
at Coe College as
business manager of
the paper. A Sigma
Nu and commerce
major, he was grad-
uated in 1936. His
first job was for the Minneapolis
Star, working in circulation, busi-
ness management and merchandis-
ing for two years.

From Hutchinson he went to
King Midas Flour Mills, also in
Minneapolis, as advertising man-
ager. Responsible for organizing
the first advertising department, he

ROBERT G. EVERETT, vice

BROADCASTING

Mr. EVERETT

appointed Olmstead & Foley as
agency and worked on distribution
of flour and feed products in four
Northwest states—and Pennsyl-
vania. He has never solved the
mystery of just how distribution
jumped over the states between
Minnesota and Pennsylvania.
After being drafted into the
Navy on V-E Day, he spent 12
months studying radio and super-
vising separation procedures be-
fore returning to King Midas in the
spring of 1946. The
following year he
joined General Mills
as a product adver-
tising manager,
supervising  Apple
Pye Quick, Betty
Crocker soups, Kix,
the cake mixes and

in the grocery prod-
ucts division. Tele-
vision hadn’t entered
the living room pic-
ture in those days,
but Mr. Everett
worked on radio
with all four Gen-
eral Mills agencies.

In 1949 he went to
Chicago and the C.
J. LaRoche Co,
which handled part of the Quaker
Oats account. He remained as a
vice president and a Quaker Oats
account executive when the agency
became Price, Robinson & Frank a
few months later.

A “field worker” as much as a

(Continued on page 61)
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HAL GARDNER, vice president of Meldrum & Fewsmith, Cleveland, to
executive staff of W. Earl Bothwell Co., N. Y.; KIRBY KATZ, Biow Co.,
N. Y., named Bothwell copy director; ROBERT FINE, Food Fair Stores,
Phila., appointed to merchandising staff and LEONARD McMAHON,
Malap Adv., Kansas City, joins Bothwell research staff.

EMMETT C. McGAUGHEY, Southern California manager, Cappel Mac-
Donald & Co., to Erwin, Wasey & Co., as executive vice president in
charge of Pacific Coast operations.

WALLACE V. MACKAY, GERALD A. HOECK and MARLOWE HAR-
TUNG named general partners in Wallace Mackay Co., Seattle.

WILFRED CHARLAND, vice president in charge of radio and television,
McKim Adv. Toronto, named director.

PAUL HOGUE, copy department, McCann-Erickson, N. Y.,
staff, Morey, Humn & Johnston, that city.

to writing

WILLIAM A. WILKINSON, vice president, Foote, Cone & Belding, L. A.,
retired March 15 but continues as consultant on Sunkist Growers Inc.
account (oranges, lemons).

LEON GREENFIELD and MURRAY FIRESTONE, Ralph A. Hart Adv.,
Phila., to Ernest Greenfield Adv., that city, as vice president-art di-
rector and director of radio-TV respectively.

ELMER PIZZI, Al Paul Lefton Co., Phila., to art department of Gray &
Rogers, same city. ‘

RAYMOND J. VISCARDI, vice president of Dundon Assoc., N. Y., to
William Wilbur Adv., that city, in same capacity.

BERNARD E. HOWARD, account supervisor, Campbell-Mithun, Minne-
apolis, elected vice president.

JAMES R. MILLER announces formation of his own agency, Miller &
Co., 120 Sixth Ave. North, Seattle. Account executives will be J. C.
GROVER, H. L. LEVERS and H. J. GOREN, all Seattle advertising men.

PAUL M. CRAMER, manager of media and research, Griswold-Eshleman
Co., Cleveland, named director of research. Media department will be
headed by WILLIAM A. WEAVER, assistant to the agency’s president.

JACK MILLER, manager of commercial art department, KLAC-TV
Hollywood, to Jack Vaughan Adv., Burbank, Calif., as production man-
ager and media director.

BUCKINGHAM GUNN, Foote, Cone & Belding, and PHILIP M. WHITE,
Calkins & Holden, Carlock, McClinton & Smith, both Chicago, are chair-
man and vice chairman respectively of city’s Cancer Crusade.

JAMES 0. HANLEY, staff writer, Minﬁeapolis Tribune, to Alfred Colle
Adv., Minneapolis, as copywriter.

BURLINGHAM-GROSSMAN Adyv., Chicago, elected to membership in
the American Assn. of Adv. Agencies.

EDGAR C. PIERCE, director, KFI Hollywood, to Geoffrey Wade Adv.,
that city, as agency supervisor of KNBH (TV) Alka Seltzer Newspaper
of the Air.

HAROLD KIRSCH Co., St. Louis, moves office to 8417 Delaire Blvd.

DOROTHY LEARY, personnel manager, George Jensen Inc., N. Y., to
Ted Bates & Co., that city, in similar capacity.

DENNIS Adv., Glendale, Calif., moves to 4564 York Blvd., that city.
Telephone is Albany 2367.

HARRY G. WILLIS & Assoc., Glendale, Calif., moves to 404 E. Broad-
way. Telephone is Caapman 5-3325.

KNOX REEVES Adv. closes San Francisco branch April 1.

F. R. PERSHALL Co., Chicago, elected to American Assn. of Advertising
Agencies.

JOHN L. HALPIN Adv., Schenectady, moves to larger quarters at
207 State St.

BROADCASTING ® Telecasting

Obviously
OUTSTANDING. . .

PEORIA’'S OWN RAILROAD
LINKS EAST AND WEST

Toledo, Peoria and Western Railroad by-passes congested
big-city terminals, providing a “time cushion” for freight
schedules. Peoria’s own railroad, the Prairie Marksman, is
a shortcut between east and west and makes Peoria a “hub”
of freight traffic.

WM BD [T the
Rich Markei

WMBD is the “hub” of radio listening in all the Peoriarea
and provides the shortcut to direct sales results. WMBD’s
ability to sell goods and services to consumers in the Peoria
market has been proven time after time.

IT’S SALES RESULTS THAT COUNT! Ask the people

at Cohen Furniture Co., on the air with WMBD for twenty

years. Ask the people at Maxon Inc., agency for Stag Beer,

who just received their class “A” half-hour for the third

straight year. Ask your Free & Peters Colonel about WMBD
. . . for 25 years First in the Heart of lllinois.

CHARLES C. CALEY, President and

General Manager

DON D. KYNASTON, Director of Sales

See Free & Peters . . .

PEORIA

CBS Affiliate
5000 Watts

FIRST in the
Heart of llinois 1
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It's TV's No. 1 Musical “ULD A

““OLD AMERICAN BARN DANCE”

IS SWEEPING THE LARGE METRO-

POLITAN CENTERS—doing an out-

standing selling job in 28 markets—a

show that really “rates’’
WOW-TV, Omaha—30.9
WBTY, Charlotte—42.6
WWI-TV, Detroit—11.5
WAFM-TV, Birmingham—21.0

IT'S A FACT THAT “COUNTRY"" ENTERTAINMENT
IS TREMENDOUSLY POPULAR NATIONALLY—

e Folk records are the largest sellers in the U. S.

e More and more ‘“Pop’’ artists are cutting country tunes—
scrambling to get aboard the “hillbilly’’ bandwagon.

e Barn Dance Entertainers are in Show Biz’ “Big Time”’
(Tennessee Ernie, Capitol recording star and another ‘“Old
American Barn Dance”” name has guested on the Frank
Sinatra show and headlined long engagements at New
York’s famous ‘“Copacobana’).

In May the Astor Roof, New York City, goes “‘country’!

aJ.E.P | Largest Distributor of Quality TV Films

I
26 half-hour films with an #
|
!
|

And here’s what a leading trade publication
recently said’about Old American Barn Dance:
‘.. .ingredients necessary to capture big-
city audiences as well as those in the

rural areas...”
BILLBOARD — March 1st.

=2 (ially on NBC, CBS.

” Candy Mountain Girls |
Sandy, Corky and Man)'
jone. Featured commel

Page 12
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{BC BOUGHT IT
OR CHICAGO!

v'\

WRIGAN BARN DANCE"

oduced by KLING-UNITED STUDIOS

Wl-sra" Barn Dance cast saring B“.I. B AI I.EY e

i
|

famous from coast-to-coast as headliner on “National Barn Dance”’,
“Hoosier Hop’’ and the “CBS Saturday Night Party”’—many others.

SWING YOUR SALES WITH
“THE OLD AMERICAN BARN DANCE"” United

Phone, write, wire . . . . .
' B elevision

TEX WILLIAMS

Star of “‘Riverside Rancho'’, NBC,
Recording star of 'Smoke, Smoke,
Smoke'' fame,

Programs,ln@.

444 Madison Avenve  New York ¢ PL 3-4620
360 North Michigan  Chicago * CE 6-0041
140 North la Brea  Hollywood * WE 8-9181

Other outstanding UTP releases—Royal Play-
house ® Movie Quick Quiz * Hollywood Off-
Beat ® Rebound *® Sleepy Joe ® The Chimps

PEE WEE KING Double Play with Durocher and Day ® others.

Heads the No. 1 Western Band
in the country. Wrote, popular-
ized "Tennessee Waltz"”, “‘Slow
Poke” and many other hits,

Exclusive distributor for Bing Crosby Enterprises,
Walter Schwimmer Productions, and others.

BROADCASTING ® Telecasting March 17, 1952 ® Page 13 -




 Advertisement

April-May-June

What are the big promotion days

. the special selling events and
unusual program possibilities of
these next three months? What’s
the expiration date of a 13-week
contract signed during this
period? The answers, plus lots
of other useful sales-program
data, can be found in the second-
quarter APS calendar, now en-
route to all our subscribers and
many other broadcasters who like
and use it. If you’re using the first
quarter and haven’t written to re-
quest the balance just drop us a
card.

What Have We Done?

NARTB Convention-time marks a
yearly anniversary in radio. That’s
when we meet and greet old
friends and new ones, and’ it's
doubly pleasant because it’s the
anniversary of the starting-date
of so many of our good subserib-
ers. As we get ready to pack up
our library and ship it to Chicago
for inspection by another crop of
interested broadcasters, we find
ourselves jotting down the things
we’ve done since “Convention-'51.”
Here are some:

—Made sales training history
with 14 different monthly tran-
scribed sales meetings, now be-
ing listened to by more than
1,000 active radio people every
single month.

—Tossed precedent out the
window by making it possible
for broadcasters to use sections
of the jumbo APS library at
rates that start at $19.50 per
month.

—Added such great stars as
Rosemary Clooney, Guy Mitch-
ell, Denny Vaughn and others,
to what is now the greatest
roster of talent in any one
Iibrary.

—Traveled across thousands of
miles of the U.S. and Canada
visiting hundreds of operators
and working with many, many
more at state association meet-

ings, sales clinics, ad clubs, etec.
—Stored up hundreds of ex-
periences, anecdotes and on-
the-spot observations for re-
lease to broadcasters in future
issues of “The Needle!” and
forthcoming sales meetings.
—Issued a sparkling pronun-
ciation guide for announcers.
—Finished work on a special
catalog of preduction musie
that will be a basic desk-tool
in every APS station.
—Stream-lined our own organi-
zation to make it possible for
us to hold the APS price line—
for now at least!

All these things—and many more
—come from our 1951 day book.
It’s been a good year, and we
earnestly hope you’ll help us start
an even better one at NARTB on
March 31-April 2. We'll all be
there in Room 532A at the Conrad
Hilton.

Who'll be There?

Here are some of the folks you’ll
enjoy meeting at the APS-NARTB
exhibit:

—Andy Wiswell, APS Vice
President and Recording Direc-
tor. Certainly the top man in
bis field in the transeription in-
dustry—we think he’s tops,
period.

—John Andrus, Treasurer of
our parent company, Muzak
Corporation. He’s a pioneer in
this field, and his outlook on
business in general is better
than a Washington Newsletter.
—Bill Houghton, APS Service
Manager, has dealt with just
about every station in the na-
tion—our prospects and our sub-
scribers! Handsome bachelor,
too!

—Ed Hochhauser, Jr., APS
Sales Chief. Like most salesmen,
he has more friends than cus-
tomers, but he’ll be trying to
balance things up.

—Miteh, who gets most of the
credit while everybody else does
all the work!

Come see us!

i

ASSOCIATED PROGRAM SERVICE
151 W. 46th Street, New York
Plaze 7-7710
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Rah, Rah, Yearbook

EDITOR:

AS BOOK REVIEW EDITOR OF JOUR-
NALISM QUARTERLY WOULD LIKE TO
REVIEW TELECASTING YEARBOOK
WHICH 1 FEEL IS MORE VALUABLE
THAN MOST BOOKS PUBLISHED. . . .

FRED SIEBERT
U. OF ILLINOIS
CHAMPAIGN, ILL.

Everybody’s Happy

EDITOR:

We at WCCM would like to com-
mend you for the excellent manner
in which you handled the story of
WCCM and industry which ap-
peared in your Feb. 25 issue.
Since its publication, WCCM has
received many letters and queries
from others in the broadeasting
fleld relative to further details
concerning WCCM’s time sales to
industry. The article also drew a
lot of favorable comment from our
business friends in this area.

George H. Jaspert
President
WCCM Lawrence, Mass.

* % £

Who, Us?

EDITOR:

United Press says your fine pub-
lication is planning on doing some-
thing about “the whole question of
broadcasting’s place in the news
gathering family.”

May I hope this is correct. May
I also hope you are not going to
do a little bit. It’s already late but
it’s not too late. Let’s hope what
you can arouse the industry to do
will not be too little. . ..

Rogan Jones
President
KVOS Bellingham, Wash.

[EDITOR’S NOTE: We are not pre-
sumptuous enough to be taking on such
an overwhelming problem. UP quoted
an editorial in BeT March 3 which said
that Speaker Rayburn’s ban could
bring this question to a head. It now
appears this potential will not be
realized unless broadcasters see that
it is; see editorial page 58 this issue.]

History Lessons
EDITOR: '

I do not know whether or not you
realize it, but the section of your
Oct. 16, 1950, Twentieth Anniver-
sary issued headed “Two Exciting
Decades” has been a most valuable
reference work for anyone who has
to make talks in public from time
to time on this business of broad-
casting.

It also serves as a most valu-
able source of material for check-
ing back occasionally to find when
a certain incident occurred. I won-

BROADCASTING

der if you have ever thought of ||
bringing out an annual edition,
covering the events of each year;
so that this history of broadcast-
ing could be kept perpetually up
to date. . . .

E. J. Gluck
Pres. & Gen. Mgr.
WSOC Charlotte, N. C.

[EDITOR’S NOTE: Though no annual |
report of the kind Mr. Gluck suggests |
is now planned, the yearly Highlights
appearing in the BROADCASTING
and TELECASTING YEARBOOKS may |
serve his purpose.] 4

Ground Floor

EDITOR:

. Northwest Broadcasting
School of Portland, Ore., realizing
the tremendous impact of television |
in educational selling, has directed
[our] agency to place tentative
orders with television stations ap-'
plicants. )

Don Kneass, school supervisor, (|
said in part: “We want to be among
the first advertisers on television §
when it reaches Portland. We have
therefore directed our agency to
reserve television time for us and

develop suitable program for-
mats.” . . .

W. A. Sawyer

Director

W. A. Sawyer Agency
Portland, Ore.

E 3 * %

Thank-You Footnote

EDITOR:

“Wherever you go, there’s radio.” |

Many of the nation’s largest sta-
tions are prefacing their station |
breaks with this statement . .. |

Every time I heard a station use
it or I read it in print I felt I had ¥
been brought face to face with a |
six-year-old with its front teeth
out. Something was missing .

Suddenly it dawned on me. Of
course, the sponsor! . . .

Many in radio have for too long
a time looked upon the sponsor
with apathy, forgetting that good .|
programming, as well as novel |
ways to present the sponsor’s |
product to the public, have all been
made possible by the sponsor’s
check . . .

We at KWBC, in our small way,
salute the many men who supported
radio in its infaney, kept faith with
it through the lean years, until
it was old enough to vote, as well
as those who will pay its salary
during its manhood. With this
in mind, when we make our sta-
tion breaks at KWBC, we say:
“Wherever you go, there’s radio,
thanks to advertising.”

Charles D. Hobbie
Promotion Manager
KWBC Fort Worth

»
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Each radio home in WIR's coverage area
spends almost 1,000 dollars a year on

food!
% of National
Total

Population 12,601,300 8.3
Radio Homes 3,784,170 8.1
Food Sales $3,266,766,000 9.4

Get your share of the tremendous
food sales in the Michigan-Great
Lakes area. Pre-sell these radio
families on your products . .. by
using WJR, the station with the
greatest coverage in this area.

For specific success stories in this
large food market, write WJR or

/¢/

see your Edward Petry repre- WJRTEe'rm'

sentative today

Remember . . . millions buy
WIR-advertised products!

e Goodh

T

2
“a,

tion

CBS Radio
Network

.Y

&

FREE
SPEECH
MIKE

. 7 : '///’

50,000 watts
Clear Channel

Radio—America’s
Greatest
Advertising Medium

Represented nationally by
Edword Pelry & Company

WJR Eastern Sales Office:
6635 Fifth Ave,, New York
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NATIONAL BISCUIT Co., N. Y., to launch national eampaign for[
Nabisco Premium and Snow Flake Saltine crackers. Campaign includes |
announcements on 189 stations carrying Arthur Godfrey’s morning show |
on CBS Radio plus more than 275 spots in selected markets. Agency:.
McCann-Erickson, N. Y. !

SICKS’ SEATTLE BREWING AND MALTING Co., Seattle, starts spotﬁ
campaign for Rainier beer on 21 Washington radio stations. Agency:|
Miller & Co., Seattle. JAMES R. MILLER is account executive. i

BARNEY’S CLOTHES, N. Y., places 25 spot announcements on WNBC,
New York for 13 weeks in addltlon to present advertlslng on WNEW,.
WMCA and WINS, all New York. Agency: Emil Mogul Co., N. Y. I

MILLER BREWING Co., Milwaukee, to sponsor daily five minute weather |
programs on all stations of Alaska Broadcasting Co. NORTHWEST
AIRLINES to sponsor 9 a.m. Sunday news on stations in Anchorage.|
Fairbanks and Seward. Agency for Miller: Mathisson & Assoc., Mll-
waukee. Agency for Northwest: Cunningham & Walsh, N. Y.

J. E. MORSE & Co., Halifax (tea), has started spot announcements on 3";
eastern Canadian stations. Agency: Imperial Adv., Halifax.

Wetwork o o o

ARMSTRONG CORK Co., Lancaster, Pa., renews Armstrong’s Theatre
of Today, Saturday, 12-12:30 p.m. EST, on CBS Radio for 52 weeks
Agency: BBDO, N. Y.

CLAROL Inc., Stamford, Conn, (women’s hair preparation), starts Let’s
Go Hollywood on 10 CBS California radio stations, Sun. 10:15-10:30 p.m
PST, for 52 weeks from April 6. Agency: Shevlo Inc., N. Y.

CARTER PRODUCTS Ine., N. Y. moves City Hospital from ABC-TV tc
CBS-TV effective March 25. Show will alternate with Schick Ine.’s Crime
Syndicated Tues., 9-9:30 p.m. EST. Agency for Carter Products: Sullivan
Stauffer, Colwell & Bayles, N. Y.

GILLETTE SAFETY RAZOR Co. and R. J. REYNOLDS Co. sponsoring
five minute warm-ups and five minute summaries respectively before anc
after MBS’s Game of the Day [B®T, Feb. 25, 11]. Gillette will use time¢
7 days per week; Reynolds, six day. Remaining time sold by MBS t«
GENERAL MILLS for Wheaties. Agency for Gillette and its subsidiary
Toni Co., which shares sponsorship: Maxon Inc. Agency for Reynolds

William Esty & Co., same city. Agency for General Mills: Knox-Reeve:
Adv.,, N. Y. i

REICHHOLD CHEMICALS Inc., Detroit, adds five stations to America’:)
Town Meeting, ABC-TV, Sun., 6:30-7 p.m., increasing number of outlet:|
to 13. Agency: MacManus, John & Adams, Detroit. A

f
GENERAL FOODS Corp., N. Y., to replace Hopalong Cassidy effectivi|
March 22 with Tarzan series, Sat., 8:30-9 p.m., CBS Radio. Agency
Foote, Cone & Belding, N. Y.

STANLEY DRUG PRODUCTS, Portland (specialty drug products)
starts Command Theatre on 28 Columbia Pacific Network stations, Sun.
1:30-2 p.m. PST, for 52 weeks from March 16. Agency: Edward S
Kellogg Co., L. A.

LEWIS HOWE, St. Louis (Tums) replaces Tum’s Hollywood Theatr |
with Barrie Craig, Confidential Investigator on 25 Trans-Canada net
work stations, Tues. 8:30-9 p.m. Agency: Dancer—Fitzgerald-Sample
Toronto. ‘
KNOX GELATINE Co., Johnstown, N. Y., to sponsor 8:45-55 a.m. Monda;
segment of NBC-TV’s Today effective March 24. Agency: William H
Weintraub & Co., N. Y.

ﬂyency -ﬂ/ﬂpointmenﬂ )

G. H. P. CIGAR Co., subsidiary of Consolidated Cigar Corp., N. Y
appoints William H. Weintraub & Co., same city. ]

ELECTRONIC SPECIALTY Co., Glendale, Calif., (Shavex electri {f
shaver), appoints Factor-Breyer Inc., L. A.

EMENEL Co., Loma Linda, Calif. (vitamins), appoints Harry G. Willi
& Assoc., Glendale. -

QUALITY BAKERS OF AMERICA COOPERATIVE Inc.
(Continued on page 48)
BROADCASTING ® Telecastin,
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\ “THE SELLING STATION"

| in
Indianapolis, Indiana

WXLW
1:5' lo/eaéea/ to announcé f/w a/opoinfmenf | ‘
of the |
JOHN E. PEARSON COMPANY '

NEW YORK CHICAGO DALLAS MINNEAPOLIS

1 LOS ANGELES SAN FRANCISCO

as ils exc/l/wiue naf[on&t/ lﬁe/omdenlfmfiue

e//éclfiue L'mmea/iafe/%

For the Indianapolis story and availabilities on

the Selling Station of Indianapolis, see your
PEARSON MAN

WXLW

1590 KC ROBERT D. ENOCH 1000 w-D |
) General Manager
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GENE ARCHER

WRC’s Gene Archer, to

| be exact. Gene’s delight-
ful mid-day program
features the Cliff Quar-
tette’s individual music,

4 popular records

i plus Gene Archer's own

il brilliant baritone style.

) Participation in this

| choice time period (12:-

; 30-1:15 PM, Monday

] through Friday) promis-

i es business in Washing-

’ ton. An impressive list
of current national spots
amply supports Gene's
selling story.

Audience loyalty of
“Here’s Archer”’ offers
an immediate associa-
tion with a “Name Per-
former” in the Nation’s
Capital.

A few choice availabili-
ties remain, contact WRC
directly or NBC Spot
Sales.

IN THE NATION'S CAPITAL

YOUR BEST BUY IS l
FIRST in WASHINGTON

Page 18 ® March 17, 1952
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NOTHER business built by
A radio is the Gold Leaf Insur-
ance Co., which this month
completed a full year of advertis-
ing over KDYL Salt Lake City.

Fred J. Bacon Jr., president of
the Utah hospital and surgical in-
surance company, opened his office
early last year. His advertising ob-
jectives were threefold: To build a
sales organization; to inform
people that his new health and
surgical insurance policy was avail-
able, and to obtain leads on pros-
pective customers.

Today, without having spent a
cent on any medium other than
radio, 17 salesmen are kept busy.

At the outset, Harold Woolley,
KDYL account executive, convinced
Mr. Bacon to begin -a spot an-
nouncement series on the Will
Wright musical programs, The Old
Corral and Hit Review.

The announcements were sched-
uled on a daily basis. Monday,
Wednesday and Friday spots were
heard in the period between 6:30-
6:45 a.m. Tuesday, Thursday and

Saturday announcements were
aired between 7:45-8 a.m.
KDYL announcements have

drawn from three to 18 leads every
morning. Gold Leaf salesmen closed
out about 859, of these leads.

In midsummer, Mr. Bacon ex-
panded his radio campaign to in-
clude announcements on two other
stations in other Utah areas. When
these announcements failed to pro-

A birthday cake marks occasion of
Goid Leaf’s first anniversary of ad-
vertising over KDYL. At informal

ceremony are (1l to »r)
Wright, Woolley and Bacon.
£ % £
duce the expected quantity of leads,
Mr. Bacon decided to try recorded
spots by Mr. Wright. Almost im-
mediately the Salt Lake City story

was repeated—the leads started
flowing in.
Mr. Bacon believes that Mr.

Wright has in his voice a quality of
sineerity which inspires trust and
accounts for his success.

Salesmen have repeatedly re-
ported that sales have been closed
more easily because of the trust
and confidence already established
through radio.

To back up his radio leads, Mr.
Bacon has been scrupulous in main-
taining that confidence through the
caliber of his operation and his
selection of salesmen.
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ANDREW A. McDERMOTT
HEN the Toronto Advertis-
ing and Sales Club, said to
be largest club of its kind

under the British flag, held its

“salute to radio” Iluncheon on

.March 25 in connection with the
annual meeting of the Canadian
Assn. of Broadcasters, the main
organizer of the event was Andrew
Arthur McDermott.

A newspaperman, Andy MecDer-
mott got into radio in the depres-
sion ’30s when he saw western
Canadian daily newspapers losing
circulation while radio stations in-
creased their listening audience by
providing frequent newscasts.

Today, the friendly and hard-
working Myr. McDermott is vice
president and general manager of
Radio & Television Sales Inc., To-
ronto, a firm he founded in 1951
to represent a number of French
language radio stations at Toronto
and Montreal.

He entered radio as a newscaster
about 1930 on the former CHWC
Regina (later merged with CKCK
there). He did an early morning
newscast for which he was paid

(Continued on page 63)
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IF YOU'RE

INTERESTED
IN the IRISH...

7
‘ou Can Tell an
Irishman Today by
the Green He’s Wear-

ing,

But

Here in

Milwaukee You Can

Tell

Him EVERY

DAY Over WISN.
1

T
‘Why? Because
WISN Programs For
All the People, All

the Time,

And

WISN’s Big Loyal
Audience Gets Real
Results For You.

]

You’ll Like Doing
BusinessWithWISN.

I
|
|
]
{

.

IN MILWAUKEE

THEY LIS'N TO

WISN™

5000. WATTS
‘Represented by

KATZ Agency
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Webster

has
a

word
for
it

OF THE CAROLINAS

U

Ul

COLO

U
U

BROADCASTING ® Telecasting

An unabridged dictionary of the glib ad lib, WBT’s
Kurt Webster delivers a 469, Share of Audience on his
9 AM audience participation show, “What’s Cookin’?”

. . . pulls 509%-plus at 11:30 AM for “Street Man” and
on his “Midnight Dancing Party.” Kurt’s audience-pulling
power is another reason why advertisers who want to

put in a good word for their products in the Carolinas
naturally turn to WBT and its local personalities.

CHARLOTTE, NORTH CAROLINA

JEFFERSON STANDARD BroADCASTING COMPANY

Represented Nationally by CBS Radio Spot Sales
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ENGINEERING
WORKSHOP

. 1-KW. UHF
| TRANSMITTER

' ANNOUNCE
STUDIO

UHF —complete with RCA
antenng upit0-20 kw; ‘ERP.
rogram services. No' local talent: or local

of: & mitter; unit arfangement;
ine the floor area: (layout-here is
higher, power, ad -RCA» 10-kw.

amplifier to. the * 7 Add stud ' facilities  any time:




~with the least TV eguipmenf

~-VHF o UHFY

4 PROGRAM SERVICES

— no local studios needed!

® Network programs
® I.o:):ul films (16mm)
" @ “Stills” from local slide projector

® Test pattern from monoscope
(including individualized station
pattern in custom-built tube)

THIS PICTURE ILLUSTRATES
what we think is the minimum equip-
ment a TV station should have to start
with—and earn an income. The arrange-
ment can handle any TV show received

from the network and provides station
identification and locally inserted com-
mercials as required. In addition, it offers
an independent source of revenue—by
including film and slide facilities for
handling local film shows and spots, or
network shows on kine recordings.

The BAsiC Buy includes: A transmitter
and an antenna (necessary for any TV
station); monitoring equipment (re-
quired by FCC); film and slide equip-
ment (for local programs—and extra
income); monoscope camera for repro-
ducing a test pattern of known quality
(important for good station operation
and as an aid to receiver adjustment);
and a control console that saves operator
time and effort (it enables one technical

man to run the station during nearly
all “on-air” periods).

RCA'’s BasiC BuY can be used in combi-
nation with any RCA TV transmitter
and antenna, of any power—VHF or
UHF. Matched design and appearance
make it easy to add facilities any time
(you need never discard one unit of a
basic package). And note this: RCA B4sic
UNirs ARE IDENTICAL To THE RCA
UNITs USEp IN THE BIGGEST TV
STATIONS/

RCA’s Basic Buy is already being
adopted by many TV station planners.
Let your RCA Sales Representative
work out a flexible package like this for
you—show you how to do the most with
the least equipment!

o

This is what the BASIC BUY includes!
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- “KWKH

does a

' good job

w for us”

50,000 Watts -

Says JOE T. MONSOUR

President, Monsco Supply Company
IMPORTANT LOUISIANA DISTRIBUTOR

As the promotion-minded head of one of the most
successful plumbing-supply houses in the Louisiana-
Arkansas-Texas area, Mr. Joe T. Monsour advertises ex-
tensively over KWKH. Here’s what he recently wrote us:

ke e have found that KWKH goes ‘All Out’ to
service our account. Qur advertising over this station
has produced outstanding results for the various
nationally-advertised products we distribute. It has
increased our sales volume because of the constant
reminder to the public that we desire to serve our
customers with the very best products in the field. In
other words, Radio Station KWKH is doing such a
good job for us we see no reason for considering
other media.

(Signed) Joe T. Monsour”

CBS -

.

- A}

KWKH DAYTIME BMB MAP |

Study No. 2—Spring 1949 ¥

KWKH’s daytime BMB circulation is 303,230 families,

daytime, in 87 Louisiana, Arkansas and Texas counties. ‘

227,701 or 75.09 of these families are ‘average daily ‘

listeners”. (Nighttime BMB Map shows 268,590 families in

112 Louisiana, Arkansas, Texas, New Mexico, Mississippi
and Oklahoma counties.)

KWKH

A Shreveport Times Station

SHREVEPORT

The Branham Company
Representatives

Henry Clay, General Manager
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RADIO HISTORY was written in
the House last Wednesday when
the Interstate & Foreign Commerce
Committee reported out its own
version of the Senate-passed Mec-
Farland bill (S 658) [CLOSED CIr-
curt, March 10].

House approval of the measure
appeared certain. However, a time
lag is inevitable since first the
committee staff must whip into leg-
islative language the various
changes voted by the Commerce
Committee. Before the bill can
vet to the floor, the House Rules
Committee must clear it.

This is the McFarland bill that
would modernize or ‘streamline”
FCC procedures. It would accom-
plish this by overhauling the Com-

S 658 Legislative Record

McFARLAND BILL was passed
twice in the Senate, as S 1973 and
as a rider to HR 4251, Aug. 9,
1949 and July 26, 1950, respectively
in the 81st Congress. Following is
chronology of MecFarland Bill ac-
tion in the 82d Congress (1951-52):
® Jan. 23, 1951—New bill
(S 658) introduced by Senate Ma-
jority Leader Ernest W. McFarland
(D-Ariz.) and identical to Sen. Mec-
Farland’s bill in 81st Congress.

@ Jan 24, 1951—S 658 reported
unanimously by Senate Interstate
& Foreign Commerce Committee.

@ Feb. 5, 1951 —Senate passed
'S 658.

@ Feb. 28, 1951—Senate Inter-
'state & Foreign Commerce Com-
' mittee attached S 658 to House
i monitoring bill (HR 1730) as
I “rider.”

@® April 5, 1951—House Inter-
| state & Foreign -Commerce Com-
i mittee started full committee hear-
i ings on S 658.
| @ April 9, 1951—House hear-
{ ings recessed temporarily.

{! @ April 27, 1951—House hear-

ings on S 658 concluded.

{ @ Sept. 19, 1951—House Com-
| merce committee began executive
! sessions of full committee on S 658.
! @ Oct. 14, 1951—House Com-
- merce committee shelved further
. sessions in view of Congressional
adjournment.

@® Feb. 5, 1952—House Com-
merce committee resumed eclosed
! sessions on S 658.

@ March 12, 1952—House Com-
merce group ordered S 658 to be
reported.

BROADCASTING *

FCC REVAMP

House Group Reports Its Own ‘McFarland Bill’

munications Act enacted in 1934.

It is the legislation that passed
the Senate four times since 1949
(see “S 658 Legislative Record,”
this page), but never got past the
House committee in its many trips
to the lower chamber.

Chairman Robert Crosser’s (D-
Ohio) committee action was with-
out precedent. It was the first
time the committee has taken an
affirmative stand on the only
major piece of broadcast legisla-
tion in nearly two decades.

Whether the bill will have
smooth sailing from this point on,
was a matter of opinion last week.
Authorities felt that the changes
placed in the bill—on anti-trust
actions by the FCC and on news-
paper ownership of stations—are
possibly important enough to en-
tangle Senate-House conferees.

The House amendments have not
been printed as yet. However, the
committee released a precisely
worded statement Thursday (which
appears in full text on page 54) ex-
plaining the differences between
its amendments and S 658.

This is what the House version
would do:

@® When the broadcaster goes
before FCC for renewal of his li-

_cense, he still would need to prove

he is operating in the public inter-
est as he must do now.

(The McFarland bill would have
changed this by placing ‘“burden
of proof” with the Commission.
The licensee would not have to
prove he is operating in the public
interest when going to hearing be-
fore FCC for renewal of his li-
cense).

@ The broadcaster would no
longer be required to file as much
detail as he does now when he is
filing for a license renewal,

@ There would be a 30-day pro-
test period allowable on grants
which are issued without a hear-
ing. But hearing cases would have
to be completed within six months,
or the Commission must notify
Congress of the delay.

@® A time limit would be placed,
within three months of filing, for
FCC’s action on original applica-
tions, renewals and transfer cases,
or again, Congress would be told.

@ Notification of 30 days would
be required before applications are
set for hearing or grants are is-
sued without hearing.

@® FCC would have the author-
ity to issue cease and desist orders,
to suspend licenses not longer than
90 days and to levy fines up to $500
per day for violations of the Com-
munications Act, FCC regulations
or treaties.

(Suspending licenses and levying
fines are additional powers not in
the McFarland bill.

@ So-called ‘“double jeopardy”
in anti-trust cases, whereby a li-
censee is subject to both FCC ac-
tion and the courts, still stands.

(This is one of the major broad-
caster complaints which the Me-
Farland bill would have eliminated,
by permitting FCC to refuse a
license only after the court has
ruled that an applicant’s license is

revoked because of anti-trust
activity.)
@® FCC’s procedure in cases

which must go to formal hearing
and any court review that may

(Continued on page 54)

NETWORK CLIENT

By FLORENCE SMALL

AT LEAST nine major advertisers
are revising their radio and tele-
vision plans with some sweeping
changes contemplated that may
alter appreciably the present make-
up of the network’s program sched-
ules. In addition, at least four
major agency switches by radio
and TV advertisers will take ef-
fect shortly.

Procter & Gamble, Cincinnati,
number-one radio and TV time-
buyer, is planning to buy the 9:30-
10 a.m. morning time on NBC
radio, which is understood to have
been cleared by 140 stations. By
next October the network hopes
to get the previous half hour too.

P & G is understood to be con-
sidering putting its Beulah and
Ma Perkins strips into the new
morning period. Whether the ad-
vertiser will continue to sponsor
Beulah on CBS Radio is still to
be decided by the firm, with actual
decision expected by the end of
this week. Latter show, along with
the Tide Show and Lowell Thomas
program are subjects of the recent
bid by P & G’s agencies for lower

Telecasting

At Least Nine Alter Plans

nighttime rates [BeT, Feb. 25].

Lever Brothers, New York, is
unhappy with its present time on
Lux Video Theatre (Monday, 8-
8:30 p.m.) on CBS-TV and is un-
derstood to be shopping for a new
time segment on CBS-TV. In ad-
dition the advertiser will cancel its
Joyce Jordan on ABC radio, 3:30-
3:45 p.m., five times weekly, or
move it to an early morning time
on the network, following the
P & G trend.

Pall Mall Increasing

American Cigar and Cigarette
Co., New York (Pall Mall ciga-
rettes), is planning to increase its
television spot activity by adding
ten secondary markets to its cur-
rent spot schedule in the top ten
markets. Pall Mall is planning to
renew its Big Story on NBC radio
(Wednesday, 9:30-10 p.m.) with
an eight-week summer hiatus, and
its TV version of Big Story on
NBC-TV (Friday, 9-9:30 p.m.),
using a summer replacement called
The Door With No Name. Sul-
livan, Stauffer, Colwell & Bayles,
New York, is the agency.

Bayuk Cigars Inc., Philadelphia

(Phillies cigars), will add a tele-
vision program to its overall ad-
vertising budget when it picks up
the Wednesday evening 9-9:30 p.m.
time on ABC-TV on April 16. Ad-
vertiser will sponsor the return of
The Adventures of Ellery Queen.
The program had been on the net-
work since December 1951. Elling-
ton & Co., New York, is the agency.

Standard Brands and Conti-
nental Baking Co., both in New
York, are adding segments of the
Howdy Doody five times weekly
show on NBC-TV to their overall
advertising program starting June
1. Ted Bates, New York, is agency
for both.

Liggett & Myers, New York, for
Chesterfield cigarettes, is expect-
ing to renew the Perry Como Show,
three times weekly on CBS-TV,
and its Arthur Godfrey show on
CBS Radio and CBS-TV. But the
status of its two radio shows—
Bing Crosby, Wednesday, 9:30-10

" pm. on CBS Radio, and the Bob

Hope show, Tuesday, 9-9:30, p.m.
on NBC radio—is still up in the air.
Advertiser is understood to have

(Continued on page 70)
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OHID NETWORK

Formed With WERE as Key

START of commercial operation
of Ohio Radio Network, formed to
ailored coverage of the state
mvmt through a cooperative
radio-station group, was announced
last week.

Key station of the network is
WERE Cleveland. For the present,
WERE will originate almost all
Ohio Radio Network programs,
which are built around a strong
sports core. WERE currently orig-
inates broadcasts of the Cleveland
Indians baseball games to 30 sta-
tions, Cleveland Browns football to
43 stations, and Cleveland Barons
hockey to seven outlets.

First network sponsor was Gray-
bar Electric Corp., signed March
7 through WERE General Sales
Manager Keith Baldwin, who is to
handle all sales arrangements for
ORN. Graybar will sponsor the
Tenth Inning program following
each Cleveland Indians’ game over
WERE, WAKR Akron, WATG Ash-
land, WJER Dover, WICA Ash-
tabula and WLEC Sandusky. The
same program, featuring roundups
of all baseball scores by Jack
Graney, also will be made available
to stations carrying the Indians’
games in Ohio, Pennsylvania and
New York.

The Ohio network emphasizes its
complete flexibility in relation to
the number of stations and market
locations to potential sponsors,
while also providing “one-point”
clearance of time, sales and billing
through WERE facilities. It was
pointed out that network sales and
feeds can be sold by and originated
from any one of the associated sta-
tions, and that the cooperative net-
work is not controlled by any indi-
vidual or group.

Another program currently aired
by Ohio Radio Network is the half-
hour Countru Crossroads, origi-
nated by WERE each morning,
11:30 a.m. to noon. WERE also
feeds the Bob Neal football pro-
gram and Jimmy Dudley baseball
programs to the nétwork daily.

The Cleveland Indians games are
broadcast, in addition to stations carry-

GORDON McLENDON (r),
dent, was presented a plaque by the
Disabled American Veterans at broad-
cast ceremonies in Miami, Fla., March
9, in recognition of Mr. McLendon’s
"“exceptional and meritorious conduct
in performance of outstanding serv-

LBS presi-

ice” for the DAV. Vivian D. Corbly
(), Cincinnati, national DAV adju-
tant, made presentation.
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“Pll teach you to make a lLiar out of your father by listening to radio

at night!”

ing the Graybar sponsorship., by the
following: WFAH Alliance, WTRF-FM
Bellaire, WHBC Canton, WVKO Colum-
bus, WINS Coshocton, WONE Dayton,
WLIO East Liverpool, WEOL Elyria-
Lorain, WFIN Findlay, WFOB Fostoria,
WFRO Fremont, MOA Marietta,
WCLT Newark, WSTV Steubenville,
WWST Wooster WBBW Youngstown,
and WMVO Mt. Vernon, all Ohio;
WBUT Butler, WERC Erie, and WPIC
Sharon, all Pennsylvania; and WKBW
Buffalo, WFCB Dunkirk, WJTN James-
town, WHLD Niagara Falls, and WHDL
Olean, all New York.

DODGE TO GRANT

Accounts Leaves R& R

DODGE Division of Chrysler
Motor Co., Detroit, last week
switched its passenger car account
from Ruthrauff & Ryan, New York,
to Grant Adv., Chicago, after
almost 20 years with R & R. The
account, estimated to bill some $9
million in advertising yearly, will
change over from R & R before
July 31, a Dodge spokesman said.

Broadcast media gets a relatively
small proportion of the billing, he
said. Its only television venture,
Showtime USA on NBC, was
dropped last summer and no fu-
ture TV plans have been made.
Radio, used consistently, varies in
quantity from one season to another
in its spot schedules.

Ross Roy Agency, Detroit, will
continue to handle advertising for
the truck division.

Several Dodge dealer associa-
tions which have placed their busi-
ness through R & R are expected
to go to Grant also, among them
being the Chicago and St. Louis
groups, although this was uncon-
firmed. Mr. Grant, who head-
quarters in Chicago and will prob-
ably supervise the account, was
not available for comment.

Methods of handling cooperative
advertising will not be affected by
the change, the spokesman said.

WHEELER NAMED

Is Bannister Successor

EDWIN K. WHEELER, former
business manager of the Detroit
News, has been appointed general
manager of WWJ-AM-FM-TV, it
was announced
by W. E. Sceripps,
president of the
Evening News
Assn.,, owners of

Wheeler
succeeds Harry
Bannister who
has resigned to
join NBC (see
story page 25).

Mr. Wheeler
first joined WWJ
as a salesman in 1937, leaving the
U. S. Rubber Co. sales staff.

Four years later he became man-
ager of WWJ-FM and in 1942 he
was named assistant general man-
ager of the Detroit News in charge
of radio and subsequently televi-
sion.

Mr. Wheeler held this post until
1949 and subsequently became the
business manager of the News.

He became well known in Detroit
during World War II when he
headed radio committees for the
War Chest, Red Cross and other
community drives.

Chlora-Stick Test

WHITEHALL PHARMACAL Co.,
New York, names Abbott Kimball
Co., that city to handle advertising
for its Chlora-Stick, solid deodorant
containing chlorophyll. Preliminary
spot radio test is now under way
in one market with actual test cam-
paign to begin almost immediately
in three or four markets for 13
weeks. If test is successful, cam-
paign will be expanded nationally.

Mr. Wheeler

BROADCASTING

NETWORK GRUSS

Continues Downward Tren

RADIO networks’ gross time sales|
in January continued the decline!’
which during 1951 dropped theu‘
combined time sales to nearly 5%/
below the 1950 level. i
Aggregate time sales at one-time]
rates of ABC, CBS, MBS and NBC''
totaled $14,477,939 this January. |
a drop of 13.3% from the total of J
$16,691,878 for the first month!
of last year according to Pub.”
lishers Information Bureau.
Broken down by individual net-:
works, the PIB figures show in.!s
creased billings for ABC and MBS
this January over last, decreases:
for CBS and NBC, suggesting that,
decline is caused more by rate re-:
ductions put into effect last sumi
mer by NBC and CBS, but not by
ABC and MBS, than by a loss m[
volume of radio network busmessi

Jan. ’52 Jan. ’51 J
ABC $3,307,464  $3,099,41¢
CBS 5,160,182 6,833,62(/:
MBS 1,678,409 1,542,887
NBC 4,331,884 5,215,941
Total:  $14,477,939  $16,691,87¢ :

FERRISE RAISED :Jf
To WMMN Managing Dir’x!"

APPOINTMENT of A. Garen Fer..¢
rise as managing director of Forf ;
Industry Co’s WMMN Fairmont
W. Va., and Frank J. Lee as as- I
sistant managing director, was an-|
nounced last week by William E-|.
Rine, regional vice president ofl
the Central District of Fort In :
dustry. -

Mr. Ferrise advances from theﬂ_‘
post of WMMN commercial man.;
ager to succeed Glenn Jackson, whci
has been named managing directo: |,
of the company’s WAGA-AM-FM.|
TV Atlanta [BeT, March 10]. il

With WMMN since April 1949
when he left the position of ac-
counting supervisor for Westing:
house Electric & Mfg. Co. to joir|
the Fairmont station’s sales staff |
he had served as commercial man-|.
ager since December 1950. i

Mr. Lee, a graduate of the U
of Seranton, entered radio as staﬂ
announcer at WGBI Seranton, Pa.‘ F
and also was affiliated with WKST/|
New Castle and WJPA Washing. |
ton, Pa., and WAKR Akron be-{.
fore joining WMMN in 1943 a:|
announcer-sports director. He was
promoted to program director ir
1944, continuing in that post unti’
his advancement last week to as’
sistant managing director.

Bowman Quits Y & R

PHILIP G. BOWMAN, radio anc{’
television director of Young &J
Rubicam, Chicago, resigned Friday |i*
to work as an m.c. on the CBS}
Radio feature Housewives Pro- f
ductive League. No replacement as ¢
director has been named, but Fred i
Kilian, former radio and TV ac-|I*
count supervisor on Schlitz at Y
& R, will handle all programming §
responsibility.

® Telecastingl}
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JlA CHAIN of high-level executive

ﬂ realignments and impending
dichanges startled the broadcasting
industry last week, installing

4|Adrian Murphy in Howard 8.
3} (Meighan’s job as president of CBS
4| Radio and slating Harry Bannister,
colorful figure at WWJ Detroit
# for almost two decades, for a major
#f|executive post at NBC.

| With unexpected suddenness and
4 mno formal explanation, Mr. Murphy
‘was moved from the presidency of
CBS Labs into the CBS Radio
spresidency, and Mr. Meighan re-
L turned to the general executive
4 group of the overall CBS corpora-
4 tion. Mr. Murphy’s successor at
4 CBS Labs had not been designated
Ilate last week.

NBC’s equally unheralded an-
#inouncement of Mr. Bannister’s
“#lmove gave no hint of the nature of
his network duties, but it seemed
generally accepted that he was des-
tined for top rung in station re-
if:lations, with Stations Relations
Vice President Carleton D. Smith
reportedly slated for other NBC
duties. Mr. Bannister’s move is
effective April 14.

CBS President Frank Stanton
announced the Murphy - for -
1 Meighan substitution on Tuesday,
% effective Wednesday.
# Although the announcement gave
%o reasons, it was understood that
¥iat least one key factor was that
4 Mr. Meighan had become engrossed
4'in a number of broad policy ques-
tions, not all of them relating
directly to the operation of CBS
' Radio, and that it was felt he
#should concentrate in this area,
' where he had operated prior to be-
coming CBS Radio president when
that division was formed last July.

TV Background

: Selection ef Mr. Murphy as the
" new radio chieftain also precipi-
tated industry speculation, since
Hhis CBS background has been pre-
 dominantly in television. CBS
reasoning on that point appeared
% to be that even though Mr. Murphy
‘t'has been closely identified with TV
“{'his experience and ability as an
administrator fit the requirements
1 of the radio presidency.

“  There was no indication who his
successor as head of CBS Labs
may be. Peter C. Goldmark, who
developed the CBS color television
| system and the LP record, is lab-
l oratories vice president in charge
| of engineering research and de-
i‘velopment, but observers ques-
‘{!tioned whether CBS would wish
i, to saddle his inventive talents with
dioverall administrative responsibili-
g{Jties. )

In what was regarded as an im-
pending reshuffling at NBC, ob-
i servers felt a reassignment for Mr.
.4 Smith, when and if it develops,
could be traced primarily to the
network’s lack of success in selling
4 its radio affiliates on the adjust-
ments in their network rates which
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Mr. BANNISTER

s

NBC proposed last October [BeT,

Oct. 8, 1951].

Mr. Smith has had a major
responsibility in efforts to induce
affiliates to accept the formula-set
changes, which have been widely
controversial and met with stiff
opposition among many leading
stations. At the NBC convention
at Boca Raton last December,
affiliates voted 72-to-22 to ask
that the plan be held up pending
further studies which they would
help finance; but NBC officials said
they would proceed with the plan
as scheduled [Be®T, Dec. 3, 1951].

A number of stations have agreed
to the rate changes dictated by the
new formula, but NBC has been

Mr. MURPHY

unable to get acceptances from
enough to permit its implementa-
tion. Only last week members of
the All-Radio Affiliates Committee,
which has openly attacked the plan,
pronounced it dead (see story, be-
low).

Under the rate proposal, some
affiliates would get increases in
their network rates but most would
get reductions, although overall the
adjustments would average out to
a point where the cost of the full
network to an advertiser would be
little different from the present
cost. .

Mr. Smith’s direct responsibility
for winning station acceptance of

TOP NETWORK POSTS Murphy Heads CBS Radio, Bannister to (NEC

Mr. MEIGHAN

* *

the plan has been second only to
that of Executive Vice President
Charles R. Denny, who devoted sub-
stantial time not only to develop-
ment of the plan but also to per-
sonal visits to sell it to station
management. Mr. Denny currently
is on a two-week vacation trip to

Europe, slated to return about -
March 24.
Mr. Bannister, whose forthcom-

ing NBC assignment was officially
described only as “an executive
capacity,” was a member of the
special committee, which with NBC
officials, developed the “Basic
Economic Study” which the new
(Continued on puge 70)

AFFILIATES

WINDING up a year’s work, the
All-Radio Affiliates Committee last
week struck out anew at cut-rate
radio deals, abdication of rate-set-
ting rights to the networks and
called for fundamental research to
show the full extent of radio’s lis-
tenership and sales impact.

Instead of cutting rates or con-
sidering under-the-counter deals,
the committee maintained that ra-
dio should take a lesson from
printed media which, on the basis of
increased costs, have raised rates
even though their circulations are
static and their readerships prob-
ably diminished. It was suggested
that “special deals” may violate the
Robinson-Patman Act as well as the
standard advertising contract.

Committee members clearly con-
sidered that NBC’s controversial
proposal for formula-fixed network
rates for its affiliates has been
killed—*“dead as a dodo,” in one
committeeman’s words—and that
CBS Radio’s renegotiation of affil-
iation contracts, to empower the
network to change rates almost at

Telecasting

Hits Cut-Rate Radio

GROUP <=

will, should similarly be scotched.

NBC authorities offered no com-
ment.

The committee’s summary of its
past year’s activities will be pre-
sented, along with resolutions re-
commending future activities and
policies, as a “final report” of the
committee as presently constituted
during the NARTB convention in
Chicago.

Meeting March 31

This meeting, open to the 354 sta-
tions which have contributed finan-
cially to the committee’s activities,
will be held March 31 at 4 p.m. in
the Conrad Hilton Hotel’s South
Ballroom. It will be up to the sta-
tions to say whether the committee
operation will be continued. The
present committee, set up spon-
taneously under Paul W. Morency
of WTIC Hartford during the net-
work rate crisis at last year’s con-
vention, feels it was established as
a between-convention organization
and has made no recommendation
for continuance or termination,

though members assert privately
that they feel some such organiza-
tion should be kept in force.

Although the terminology re-
mains to be so worked out, the re-
solutions to be presented to the
affiliates in Chicago were described
as including:

@ Condemnation of ‘“the dan-
gerous practice of permitting major
advertisers to set our rates for us”
—taken as a blow at, among others,
current efforts of Procter & Gam-
ble to secure night rates more near-

‘ly comparable with daytime rates
and of General Mills to buy summer
spots at substantially reduced rates.

@ Reiteration that radio must
keep itself financially strong if it is
to hold its topmost place as a sell-
ing medium.

@ Insistence that affiliates
should maintain ‘“continuing bar-
gaining position” as regards the
rates at which their facilities may
be sold—a strike directed especially

(Continued on page 71)
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" THE HAMBURGER KING
WHO RULES BY RADIO

being Earnest doesn’t
impress Earnest Prop-
stra. That’s his legal name,
but to thousands upon thou-
sands of radio listeners—and
almost as many customers—

T HE IMPORTANCE of

he’s known as Ernie The
Hamburger King.
What does impress this

Seattle restaurateur is the power
of radio—and, in his case, daytime
radio with a saturation schedule
consisting largely of 10-second
spots—to bring in customers who
are happy even before they've
sampled his “giant overstuffed
hamburgers.”

Currently, he sells 1,200 a day of
the ’burgers, each made, he boasts,
of a sixth of a pound of beef. Ernie
takes due credit for serving good
food in clean surroundings and
for catering especially to “children
and their parents,” but he attri-
butes most of his success to the
concentrated and personalized ad-
vertising he does via radio.

Ernie’s first advertising, after he

: bought the
restaurant at
118 Pike St.,
Seattle, in
April 1946,
was in news-
papers but it
was unsuc-
cessful. By the
‘ fall of that
e was using his first spot an-
ements on KEVR (now
1) Seattle. With nighttime ra-
7, he spent $2,000 in a year,
although he was then carry-

ing a full menu, customers began
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coming in and ordering hamburgers
without a glance at the other offer-
ings.

By the fall of 1947, when he
switched to KXA Seattle, Ernie
had begun to feature the ’burgers.
When KXA went on a daytime-only
schedule, in November, 1949, Ernie
worried that his spots would be less
successful. He found, however, that
the daytime announcements were
even more productive, because he
was reaching the women and chil-
dren before they came downtown
and he began to direct his messages
to them.

Makes Own Spots

At about the same time, he began
to transcribe his own spots. Two
recent samples of the 10-second an-
nouncements :

This is Ernie. Hamburger lovers
come in assorted sizes—small, medium
and large. But giant overstuffed ham-
burgers come in one size only—BIG!
Exclusive at Ernie’s . . . downtown,
118 Pike, and the new drive-in at
4th and Denny.

Hi fellas and girls, this is Ernie.
The Hamburger lover’s Declaration’ of
Independence entitles him to life,
liberty and the pursuit of giant over-
stuffed hamburgers at Ernie’s, 118
Pike and 4th and Denny.

The effect of the personality, the
humor and the direct approach to
young listeners was felt immedi-
ately. Every day, Ernie says, he is
approached by mothers with chil-
dren in tow, and the typical re-
mark is: “My little boy hears you
on the radio all the time and in-
sisted we come here to eat.”

Ernie’s present schedule includes
ten 10-second and one 1-minute
spot daily on KXA, all transecribed
by the advertiser, a one-minute an-

nouncement daily on the Spike
Hogan Show (also KXA), and five
nightly announcements on the late-
music Bill Apple Show on KRSC
Seattle. The last is used to plug
his drive-in, opened in 1951.

In addition, since last December,
Ernie has been using one-minute
spots on KING-TV Seattle, on a
small schedule. The present ad-
vertising budget, averaging be-
tween $800 and $900 monthly, goes
1009 into radio, except for the
video spots and occasional courtesy
ads in high school publications.

Success? In 1949, Ernie’s volume
of business was 14% over 1948. In
1950, it was up 22% over ’49. In
1951, the volume was 319% over
1950. The sky is apparently the
limit for Ernie’s beloved ham-
burger lovers, but Ernie isn’t wor-
ried. As he said recently in one of
his spots, “We can handle a million
cars at the Drive-In—seventeen at
a time.”

Friends From Afar

One customer came in recently
and announced: “I'm from Boulder,
Colorado. Spike sent me.” Another
reported that he had heard one of
Ernie’s announcements on KXA
while fishing in the middle of a
lake in northern California.

Ernie’s advertising agency since
July, 1950, has been Keene &
Keene, Seattle, the young brothers
whose zany advertising for The
Three G.I.s [BeT, July 14, 1947]
attracted national attention. John
E. Keene, account executive, says
the agency’s principal contribution
has been to get Ernie out of all ad-
vertising except radio.

“I think the impressive thing
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about Ernie’s success story,” says-}r
Mr. Keene, ‘“is the effectiveness of
the 10-second spots. Daytime radio”
has prov ed|
ideas for this!
downto wn|
walk-in spot.” |

Ernie’s|
methods anc.
success gainec;
nationa
recognitio'né
when KXA re. .
ceived first prize in the Broadcasf,
Advertising Bureau “Radio Gets ,{
Results” Contest for=1951, undei,
the specialized services classifica |

tion [BeT, Dec. 17, 1951].

Salesmanship

WVLK Lexington, Ky.,, got |
itself a brand new sponsor |
and columns of national pub- ]
licity—thanks to the sales- -|
manship of Station Manager !
Donald J. Horton. With the
memory of recent basketball |
scandals fresh in mind, Mr. J
Horton sold a group of 28,000 '
Kentucky Baptists the idea
of sponsoring a four-day, 16-
game schedule of state high
school basketball champion- 1
ship contests. Commercial |
theme was: “It’s the Church
for You in ’52.” Religious §|
group expressed hope broad-

casts would help students
“resist certain temptations”

by selling ‘“faith in God” in

the manner others use sports |
events to sell products over
radio.




NARTB MEET

"WORKSHOP panels covering basic
iradio and TV problems such as
good management, merchandising,
political broadcasts, the television
code and FM operation have been
added to the NARTB Convention
agenda, with the annual industry
meeting just a fortnight away.

The Chicago convention (March
30-April 2) actually will consist of
‘two- major conventions—radio-TV
management and the separate Sixth
Annual Engineering Conference.
They will be held simultaneously,
with joint luncheon meetings
planned. All meetings will be at
the Conrad Hilton Hotel, formerly
the Stevens.

The annual equipment and service
exposition, with exhibits by
NARTB associate members, will be
~entered in the hotel’s Exposition
Hall on the lower lobby level and
the fifth floor sample rooms. Sta-
tion representatives, networks and
Hther assoclates will have separate
reception rooms.

Convention arrangements are in
-harge of a board committee headed
oy James D. Shouse, WLW Cincin-
1ati. Programming is directed by
Robert K. Richards, NARTB public
affairs director. Convention busi-
ness planning is handled by C. E.
Arney Jr., secretary-treasurer, who
{i:lready is at the Conrad Hilton.

Panel Set Up

| Among the workshop panels ar-
| -anged last week is one titled “The
‘Way to More Business—Merchan-
| lising,” with G. Richard Shafto,
J WIS Columbia, S. C., as keynote
speaker and presiding officer.
I Three broadcasters will serve on
{ he panel with Chairman Shafto.
,?[‘hey are Jack Ginselmeier, WLW
} Cincinnati; Lester C. Lindow,
YWFDF Flint, Mich.; F. C. Sowell,
TWLAC Nashville. This panel is
$00ked at 2:30 p.m. Tuesday,
April il
| Another Tuesday afternoon panel,
4 itled “Politics in ’52,” will be key-
poted by Clair R. McCollough,
WGAL-AM-TV Lancaster, Pa., a
'V board member. Joining Chair-
iman MecCollough in this discussion
|>f Presidential year political prob-
_ems will be Kenneth Fry, radio-TV
lirector of the Democratic National
1 ommittee; Edward Ingle, radio-
| 'V director of the Republican Na-
ional Committee; and two network
:xecutives in charge of political
sroadcasting—William R. MecAn-
{lrew, NBC-TV, and Sig Mickelson,
“BS-TV.
§ A third Tuesday afternoon panel
will be titled “Management—Is
(ours Good?” Chet L. Thomas,
{XOK St. Louis, is keynoter and
hairman. Other members are Wil-
iam B. McGrath, WHDH Boston;

eslie C. Johnson, WHBF Rock
§ sland, Ill.; Simon R. Goldman,
| NJTN Jamestown, N. Y., and

Robert T. Mason, WMRN Marion,
Dhio.
Arrangements

for Wednesday

Workshops Added to Agenda

morning and afternoon programs
on television are nearing comple-
tion. Of special interest to aural
broadecasters will be a “confession
session” scheduled Wednesday, with
a panel of ‘“veteran” telecasters
telling “curious radiomen’” about
TV operating problems. These
problems include sales, promotion,
rates, wages, programming and
construction. Harry Bannister,
formerly of WWJ-TV Detroit and
now with NBC-TV (story page 25),
will be chairman.

Seven confession panel members
had been announced as of Thursday

night. They are Walter J. Damm,
WTMJ-TV  Milwaukee; Gaines
Kelly, WFMY-TV  Greensboro,

N. C.; Robert Lemon, WTTV (TV)
Bloomington, Ind.; Glenn Marshall
Jr., WMBR-TV Jacksonville, Fla.;
Lee Wailes, Fort Industry Co.;
Thad Holt, WAFM-TV Birming-
ham; Harold Hough, WBAP-TV
Fort Worth.

The panel will fill the morning
agenda. It will be followed by the
first public address of Chairman
Paul A. Walker since his Presi-
dential appointment as successor to
Wayne Coy as head of the FCC.
Chairman Walker will speak at a
joint luncheon. On the program
will be one of the 1952 Voice of De-
moeracy winners.

A television code discussion is
planned for the first part of the
Wednesday afternoon meeting. It
will feature members of the
NARTB TV Code Review Board
and will take up problems of
abiding by the code as brought
out during the first month of its
existence. Thad Brown, NARTB

TV head, and Robert D. Swezey,
WDSU-TV New Orleans, chairman
of the code-writing committee and
vice chairman of the NARTB TV
board, will take part. Final busi-
ness event of the convention will
be a panel on broadecasting and
telecasting of public hearings.
Judge Justin Miller, NARTB board
chairman, will be moderator.

The convention closes Wednesday
night with the annual no-speech
banquet. The banquet committee is
headed by Carl Haverlin, BMI pres-
ident.

Another television meeting is
scheduled Monday, March 31 the
opening day of meetings. The
morning will be split into television
and FM business. The panel for a
TV business discussion consists of

Dwight Martin, WLWT (TV) Cin-~

cinnati, chairman; Ewell K. Jett,
WMAR (TV) Baltimore; Lawrence
Rogers, WSAZ-TV Huntington,
W. Va.; Willard Walbridge, WWJ-
TV Detroit; Vietor A. Sholis,
WHAS-TV Louisville. Richard P.
Doherty, NARTB employe - em-
ployer relations director, will be
NARTB staff representative on the
panel.

Brown Reports on TV

Mr. Brown will report on behalf
of the TV organization within
NARTB. Final morning event on
the TV agenda will be election of
a complete board of directors. All
terms of TV directors expire with
the convention.

The FM business session Monday
morning will be presided over by
Ben Strouse, WWDC-FM Washing-
ton, chairman of NARTB’s FM

Boosts Competitors

BILL PIERCE, public serv-
ice director, WORC Wor-
cester, Mass., recognizes that
public service programs of
merit are aired over stations
other than his own. In fact,
he has begun a series of an-
nouncements calling atten-

 tion to important programs
on competing Worcester sta-
tions. Mr. Pierce usually
closes such announcements
with a suggestion that the
listener stay tuned to WORC
unless these recommended
programs appeal to the list-
ener.

member for FM. Theme of the
Committee and an NARTB board
program is “The NARTB-RTMA
FM Promotion Plan” and what it
means to the industries involved.

Four-section FM program will
open with a discussion of what
the plan means to the broadecaster.
E. Z. Jones, WBBB-FM Burlington,
N. C., will tell about the promotion
drive in North Carolina. Kenneth
Schmitt, WIBA-FM Madison, Wis.,
will deseribe the campaign in that
state. Everett L. Dillard, WASH
(FM) Washington, will review the
District of Columbia drive,

A special feature will be a dem-
onstration of an FM sales clinic
of the air.

Second ‘“what it means” panel
will take up the manufacturer’s
side. Members are David Grigsby,
Zenith Radio Corp. advertising
manager and chairman of RTMA’s
special FM Committee; Herbert
Guenin Jr., RCA Victor Div. adver-
tising manager, and Henry Onorati,
Crosley Div. radio-TV advertising
director, both members of the
RTMA committee.

ENGINEERING SESSION

THE WHOLE subject of ultra-
high frequency TV service will be
explored in a panel discussion
scheduled as a feature of the Sixth
Annual NARTB Engineering Con-
ference to be held April 2 as a
feature of the three-day Chicago
meeting at the Conrad Hilton
Hotel (see separate convention
story this page).

The conference is a feature of
the annual NARTB convention and
will be conducted simultaneously
with the management meetings.

Interest in UHF TV is intense
as end of the FCC’s long television
freeze draws near, according to
Neal McNaughten, NARTB engi-
neering director, who is in charge
of conference arrangements. Fol-
lowing the UHF discussion another
panel will go into “Small Televi-
sion Operations.”

Stuart Bailey of the consulting
engineering firm of Jansky &
Bailey will preside at the UHF
panel. John H. DeWitt, president
of WSM-AM-TV Nashville, will
preside at the small TV operations
discussion.

Seven engineering executives, six
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from private industry, will par-
ticipate in the UHF panel with
Chairman Bailey. Kenneth A.
Norton, assistant chief of the Radio
Division, National Bureau of
Standards, is the seventh panel
member. His calculations on high-
frequency  characteristics have
played a prominent part in FCC’s
television and F'M allocations.

Other Participants

From industry will come Ralph
N. Harmon, engineering manager
of Westinghouse Radio Stations;
James McNary, Washington radio-
TV consulting engineer; John
Battison, director of education,
National Radio Institute; John E.
Young, manager of transmitter en-
gineering, RCA; Harold Towlson,
section engineer, Broadcast Trans-
mitter Engineering Section, Gen-
eral Electrie Co.; Robert P. Wake-
man, research engineer, Allen B.
DuMont Labs.

The small TV operations panel
will include, besides Chairman De
Witt, Frank P. Bremer, vice presi-
dent of engineering, WATV (TV)

TV Highlights

Newark; Nevin Straub, technical
director, WJAC-TV Johnstown,
Pa.; R. A. Isberg, electronics sys-
tems consultant and formerly chief
engineer of KRON-TV San Fran-
cisco; J. E. Mathiot, technical di-
rector, WGAL-TV Lancaster, Pa.

The Engineering Conference
opens Monday morning with Jack
R. Poppele, WOR-TV vice presi-
dent, in the chair. Morning speak-
ers include: J. Bernard Joseph,
NPA, “NPA Regulations and the
Broadcasting Industry”; R. D.
Chipp, DuMont TV Network, “Tele-
vision Control Room Layouts”;
John E. Young, RCA “UHF Trans-

mitters and Antennas”; H. E.
Thomas, Federal Telecommunica-
tions Labs., “Television Signal

Switchboard for Studio and Master
Control”; D. H. Castle, NBC, “Tele-
vision Studio Equipment Planning.”

Monday afternoon’s meeting will
be presided over by Orrin Towner,
technical director of WHAS-AM-
TV Louisville. On the program
are: L. L. Pourciau, General Pre-
cision Lab., ‘“Advances in Tele-

(Continued on page 108)
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I[GHTH annual conven-
ydvertising Federation of
merica will be themed ‘“Better
Advertising—More Efficient Ad-
vertising People” when members
convene for the four-day session
at the Waldorf-Astoria in New
York, starting June 8, Elon G.
Borton, AFA president and gen-
eral manager, announced Friday.
Overall planning for the con-
vention is under the direction of
a committee headed by Robert
Gray, manager of advertising and
sales promotion for Esso Standard
0Oil, and Antoinette Casey, as-
sistant to vice president, Frankfort
Distillers Corp.

One of the features of the con-
vention will be a session on video,
scheduled for 9:30 a.m. June 11
and titled “Television Takes Stock
of the Future.” The departmental
meeting on TV advertising will
emphasize problems and challenges
raised for advertisers by the new
medium and will suggest what
organized advertising can do to
meet them.

Retail Advertising Session

Another departmental session,
on retail advertising, will be super-
vised by Howard P. Abrahams,
manager of the sales promotion
division, National Retail Dry
Goods Association, and will fea-
ture analyses by a prominent
store-owner, retail advertising di-
rector, and a New York U. profes-
sor of advertising.

Opening day of the convention
will be devoted to an introductory
general session, with presentation
of award to the ‘“Advertising
Woman of the Year.”

Second-day meetings will be gen-
eral sessions, at which the theme
will be expanded by key advertis-
ing executives, nationally known
manufacturers and government
officials. Third-day meetings will
focus on more specific topics and
will be climaxed by the annual
dinner and presentation of Hall of
Fame Awards. After further meet-
ings Wednesday, the convention
will adjourn, following a noontime
general luncheon.

MBS GROSS UP 10.4%

Trend Is Seen Continuing

BOOST of 10.4% in its gross bill-
ings for January and February,
compared with the same period last
year, was reported by Mutual last
week.

Spokesmen said the two-month
gross this year totaled $3,278,805
as against $2,969,592 for January-
February 1951. Continuation of the
gain seems in prospect, MBS indi-
cated, with several new advertisers
now on the network and with Fal-
staff Brewing Co.’s Game of the
Day baseball broadcasts, plus Gil-
lette’s five-minute pre-game warm-
ups and R. J. Reynolds Tobacco
Co.’s five-minute game summaries
getting under way this month.
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NAYLOR ROGERS, 66, executive
vice president of Keystone Broad-
casting System, Chicago, died Fri-
day morning in Chicago Memorial
Hospital. He was taken there
two weeks prior for an emergency
appendectomy.

Mr. Rogers, in radio for more
than 25 years, entered the field in
February 1925 as vice president
and general manager of KNX Los
Angeles, a posi-
tion he held until
September 1936.
During his tenure
there, he inaugu-
rated, for what is
believed to be the
first time, an
Easter sunrise
service from the
Hollywood Bowl
in 1925 and a
full-length broad-
cast of “Aida” the following year.

Before joining KNX he had been
active in business management of
various newspapers and advertis-

AUTO LISTENING

BAB Plans National Study

BAB announced last Thursday that
it is underwriting ‘“the largest sur-
vey of automobile set listening in
the history of the radio industry.”

The survey, designed to check the
percentage of radio-equipped auto-
mobiles and define -car-listening
trends through more than 100,000
interviews in over 250 cities, towns
and rural areas, is being conducted
by Pulse Inc. and already is under
way. Results are expected “after
May 15.”

Noting that the Jan. 1 estimate
of 23 million radio-equipped cars is
expected to be enlarged when the
survey results are compiled, BAB
President William B. Ryan as-
serted:

“Radio has only recently begun
to claim credit for this bonus cir-
culation that is four times larger
than the total circulation of the
largest magazine.

“Million of hours of listening
are piled up in car radios every
day. Until now there have been
only a few areas in which the per-
centage of radio-equipped automo-
biles has been established. Soon
advertisers will have a yardstick
with which to assess this extra
dividend of radio.”

Before final findings of the study
are released, BAB plans to issue an
interim report on ‘“Listeners on
Wheels,” based on all recent sur-
veys by radio stations and station
groups on automobile listening.

It was noted that most previous
surveys in this field have been con-
ducted in metropolitan areas. Thus,
BAB said, the Pulse study being
financed by the bureau will be “the
first complete look at [automobile
radio] ownership in small town and
rural areas” as well as the first na-
tional study of its kind.

Mr. Rogers

Naylor Rogers

1952

ing manager on West Coast news-
papers, and also in Arizona and
New York. He was associated with
Keystone 11 years, the last eight
in Chicago, and was elected execu-
tive vice president five years ago.

Mr. Rogers, born in Canada, was
a naturalized citizen of the U. S.
He attended Canadian public
schools, Windsor Collegiate In-
stitute and Upper Canada College
in Toronto.

Services had not been set late
Friday, but were expected to take
place in Chicago. Surviving are a
son, Robert Naylor Rogers of Vir-
ginia; a daughter, Mrs. Frances
Jean Matheson, of Bingham, Me.,
and three grandchildren.

His wife, Mrs. Emma Rogers,
who was station relations director
for the network, died in December.

SILENCE POLICY

FCC Clarities Issue
PERMISSION to remain silent
pending reorganization of a broad-
cast licensee doesn’t run indefi-
nitely, the FCC ruled last week
when it denied further extension
of authority for KGIB Bremerton,
Wash., to remain off the air.

In a letter to the station, the
Commission pointed out that it had
given permission to the station to
remain silent pending its sale since
July 6, 1951. Latest extension
expired Feb. 5.

On Feb. 14, FCC received an-
other request for extension from
the station’s attorney.

Since ‘“no significant progress
has been made toward resuming
operation,” the Commission said,
“any further extension of authority
to remain silent is unwarranted.”

It therefore declared that pro-
gram test authority was forfeited
and application for license put in
pending file until April 30. If itis
not informed before then that the
station intends to go forward with
its operation, the Commission said
it would dismiss the application.

KGIB got a CP in 1950 for 1540
ke, 1 kw daytime only. Grantee
is Kitsap G. I. Broadcasters Inc.

Since July 1951, 12-stations have
requested and obtained authority
to suspend operations pending
financial reorganization.

To SSB Post
APPOINTMENT of Donald Pend-
leton, industry relations consult-
ant, as full-time vice chairman and
member of the Salary Stabiliza-
tion Board, was announced last
Wednesday by Economic Stabilizer
Roger L. Putnam.

Mr. Pendleton was chosen on
the basis of recommendations by
Justin Miller, SSB chairman and
general counsel and board chair-
man of NARTB, and Joseph
Cooper, executive director of the
Office of Salary Stabilization. He
succeeds V. Henry Rothschild, who
continues as a board member.
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CITRUS BUDGET

$514,928 Set for Radio-TV
COMBINED allotment of $514,928
has been assigned radio and tele- [
1

vision in a tentative advertising
budget approved March 5 by the
Florida Citrus Commission. Of |
that total, $389,928 has been ear- |
marked for TV; $125,000 for radio, |
These figures are: based on an |
expected total budget of $2,300,- J“
000, prepared by J. Walter Thomp- '
son Co. for the year beginning
July 1. i
There is a chance that the radio- -~
TV figures will be raised, should *
the crop estimate for next season
warrant an advertising increase.'
An alternate schedule calls for an !/
overall budget of $2,600,000 if such |!
action is taken. i
Full information on the esti- P
mated crop will be available before
final adoption of the new schedule, i
slated for June. %
At the beginning of the current ¢ ”11
season, $585,000 was allocated to ||
radio-TV advertising [B®T, Oct. !
1, 19517, but because of special ad-
vertlsmg needs, that amount wast
raised to $752,500 being spent this i IL
season.

L]
i

il
‘RED’ INQUIRY |
May Include Radio, T V*“'
THERE 1is a possibility that the~
House  Un-American  Activities |
Committee will open up a probe mto
radio and TV on the West Coast '
next month. The 1nvest1gat10n;v
would be to determine the extent
of Communist and subversive infil- L
tration.

This report was circulated Iasty\
week on the coast. Head investi-f
gators in Washington refused to‘;L“'
confirm or deny the report, adding™
that anything could happen once|!
the committee resumes digging™
into Hollywood operations. Thus*
far, the committee has confined its{
investigations to the movie in-
dustry. ‘

However, it was reported on thek
West Coast that the committee «
would start hearings in Los Angelecm
on April 21. Washington spokes-u:
men said this date is tentative. ¢

While names were not revealed | |
it was said on the coast that sev-iy
eral well known personalities ancli:
those in other brackets of thel:
broadcast industry would be sub:/:
poenaed.

It also was claimed that Wllhan i
Wheeler, a committee staff investi.i’|
gator, quietly has been interview-/:
ing various persons and has beerili
gathering information for thely
hearing. i

West Coast sessions were held:.
last fall in Los Angeles but werd
devoted primarily to the film indus | |
try with few from the radio indusijj,
try questioned. 1w

The report of possible futurd

probings into the broadeast indus
try follows by only a few week:fy,
release of the committee’s annua
report which warned the TV in/|:
dustry of a ‘“large-scale ... Com
munist infiltration of the televisios .
industry” in the future [B®T, Fel{.
25]. .




{/dicted by a grand jury in Washing-

)

t

whether witnesses before congres-
sional investigating committees can
force a broadcast blackout was in
sight last week.

Should the court decide on the

imedia question (sound recording

‘and newsreel cameras—and, indi-
_(1'ectly, TV cameras) in the case of
itwo Clevelanders who refused to
testify at the Kefauver Crime Com-

| mittee last year, congressional com-
imittee procedure is certain to be

;affected.
The Clevelanders, Morris Klein-
'man and Louis Rothkopf, were in-

ton, D. C., last Monday [BeT,

4 March 10, CLoSED CIRCUIT, Jan. 14].
: [ The

Rothkopf-Kleinman indict-
'ment came at a time when the ban
on broadcast media in House com-

#-mittees by Speaker Sam Rayburn
- (D-Tex.) [B®T, March 10, 3] was

still a burning issue.

Media question was outlined for
BROADCASTING ® TELECASTING last
swveek by Assistant U. S. Attorney
William Hitz, who has been han-

1

dling the case for the government.
Mr. Hitz noted that the indict-

yunent did not include reference to

!

media coverage of the hearing.
But the indicted, whose testimony

. was sought because of the alleged

gambling associations, are expected
to bring up the subject in their de-
fense argument.

When the indictments were re-

ROADCAST BAN

'POSSIBLE court interpretation on

tax evasion, and whether they were
partners in gambling operations in
Florida, Nevada, Ohio and Ken-
tucky.

Mr. Hitz said that at no time did
the men challenge the questions on
grounds of compulsory self-incrim-
ination. The men were under arrest
warrants at the time of testimony,
after the Senate was told they had
evaded committee process.

Other developments on media
coverage of congressional investi-
gating committees:

@ Release by Speaker Rayburn
of his answer to NARTB delegates
who met with him the day follow-
ing his ban [B®T, March 3].

@® Announcement that the Sen-
ate District Crime Subeommittee
would re-open its hearings today
and permit radio and television to
cover them.

Rayburn’s Statement

Speaker Rayburn’s statement fol-
lows:

In my answer to the Parliamentary
inquiry, I was simply interpreting
the Rules of the House of Representa-
tives. I was doing nothing more.
There is no rule of the House au-
thorizing or permitting me to grant
the privilege of radio broadcasting
or televising the sessions of the
House of Representatives. The rules
of the House plainly state that the
rules of the House cover sessions of
Committees of the House; this would

Court Test Possible

also cover proceedings in sessions of
Subcommittees or Special Commit-
tees.

I do not want my action to be in-
terpreted as discriminatory against
broadcasting. There was no radio
correspondents’ gallery in the House
of Representatives until a rule was
adopted providing for it, which rule
had my support.

Some unthinking radio commenta-
tors and broadcasters, knowing noth-
ing about the rules of the House,
have tried to interpret my action as
wanting to discriminate against radio
and television. Such is not the case,
of course. Both radio and television
are great mediums of dissemination
of public information.

As in case of voting for a gallery
for broadcasters and giving them
ample space in the Capitol, if the
broadcasters and television people
desire a provision in the rules au-
thorizing radio and television they
have their remedy by asking the
Committee on Rules to report an
amendment to the Rules of the
House.

As Speaker of the House of Rep-
resentatives I would be glad, in the
future as I have in the past, to con-
fer with interested parties.

Senate District Crime Subcom-
mittee’s hearings will concentrate
on the narcotics racket in Wash-
ington, D. C.

WMAL-TV Washington asked
permission to telecast the hearings
and was accepted. WMAL radio

planned to re-broadcast testimony
each night.

Chairman Matthew M. Neely (D-
W. Va.) said rules on TV would be
the same as those governing the
hearings last January, that is, wit-
nesses will be telecast but can ob-
ject.

Sen. Neely described television
at the time as ‘“one of the greatest
deterrents of crime.” Newsreels
were not used by the so-called
“Little Kefauver Investigation”
into Washington, D. C., gambling
operations. Thus, the absence of
noisy newsreel cameras and accom-
panying Kleig lights brought an
vnobstrusive coverage by TV
camera [Be®T, Jan. 21].

Meanwhile, Rep. George A. Don-
dero (R-Mich.) said he had re-
ceived as many as 1,500 protests
from his district. His constituents
wanted the hearings in Detroit on
communist infiltration in the auto
industry on radio and TV,

Rep. Donald L. Jackson (R-
Calif.) told the House he “fever-
ently hoped” it would permit “utili-
zation of television in the work of
its committee within the very near
future, to the end that all of
America may be enlisted in the
struggle against human slavery
and made aware of the other com-
plex work of the House of Repre-
sentatives.”

These comments were received by
Congress, adding to varied resolu-
tions of civic groups asking for a
rules change to permit radio and
TV at House committee hearings.

~ turned in District Court, bench
<-warrants were authorized for the
siarrest of the two men. Both men
wywill be arraigned this Friday and

Hill Testimony Released

FCC MONE

owill be given two or three weeks

to answer the indictment. A mini-
mum of another six weeks is ex-
pected before trial date is set.

Witnesses Refusal

Charges before the grand jury,

jmaccording to Mr. Hitz, related to
B

J‘seven or eight innocuous questions

the witnesses were asked by the

scommittee but which they refused

to answer.”
| Mr. Hitz said that during the
thearing Committee Chairman Estes

diKefauver (D-Tenn.) had television

~“‘shut off” but that microphones

b (for both radio and aural portion

of telecast) were continued. Still
fithe witnesses refused to testify.
.Thus, the U. S. attorney feels that
4if the judge should rule on the me-
.dia question (it could be by-passed

#eilby the lower court) it will be a

i

gs0f
g 8fort.”

“complete test” of radio and news-
lreels but only “partial”’ of televi-
ion.

+ When the hearings were held in
/March 1951, the two men read
statements protesting the ‘“show”
dcaused by sound and camera ap-

siparatus. Their complaints ranged

Jfrom violation of rights to those
“embarrassment and discom-

ir

i

Questions asked them were about
stheir whereabouts prior to the

s icrime hearing, whether they had

served penitentiary sentences for

FCC needs more money and more
personnel to handle an ever in-
creasing workload.

That is the gist of its testimony
before the House Appropriations
Subcommittee on Independent Of-
fices released last Wednesday.

Testimony was given by former
Chairman Wayne Coy, accom-
panied by other FCC officials Feb.
13 in closed session.

Total FCC funds requested by
President Truman for fiscal year
1953 is $8,075,000 of which $1,313,-
339 would be used for broadcast
activities, some $202,303 more than
in fiscal 1952 [BeT, Jan. 28].

Highlights of testimony follow:

@ Mr. Coy considered the FCC
request “a tight budget.”

@ Backlog in “almost all of our
activities,” he said, will continue
to grow despite the increased bud-
get request.

@® There is a marked shortage
of personnel available for needed
performance in the Commission.

@ Pay increases for fiscal 1952
cost FCC nearly a half million dol-
lars, cost of which is expected to
be defrayed by a deficiency appro-
priation not yet approved by Con-
gress.

@® At that date, Mr. Coy pre-
dicted a mid-March date for lift-
ing of the freeze.

1 WBROADCASTING ¢ Telecasting
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@® Also prediction that 909% of
500-510 TV applications expected
to come in as soon as the freeze is
lifted will be contested.

@® Commission as of Feb. 13
was 10 months behind in processing
new AM station applications.

@ There’s a need for increased
employment in applied technical
research and frequency allocation.

@® FCC wants to add four sta-
tions to its present 11 primary
monitoring and seven secondary
monitoring stations.

@ Commission tracked down
some ‘“‘clandestine” radio stations
in the western hemisphere operated
by foreign intelligence agents. Mr.
Coy warned that fiscal 1953 will
be a “eritical” year in this respect
because of the nation’s expanding
arms program and mounting temp-
tation to foreign spies.

@® Charging fees for
services is ‘“‘not feasible.”

FCC’s

FCC Appearances

In addition to Mr. Coy, the fol-
lowing FCC officials appeared: W.
K. Holl, executive officer; Robert
W. Cox, assistant executive officer;
Jack Werner, chief, Common Car-
rier Bureau; Joseph Kittner, as-
sistant chief, Broadcast Bureau;
Edwin L. White, chief, Safety and

- Special Radio Services Bureau;

George Turner, chief, Field Engi-
neering and Monitoring Division;
Edward Allen, chief engineer; Wil-
liam J. Norfleet, chief accountant,
and Dee W. Pincock, assistant to
the general counsel. Also testify-
ing was Col. Gomer Lewis, chief,
plans branch of the Director of
Communications (USAF).

Average length of time to dis-
pose of new AM applications, the
subcommittee was told, was “about
10 months behind on the processing
line” as of Feb. 13. FM backlog
was only 30 days, Mr. Coy told
the subcommittee, adding that
there were 24 applications to be
processed as of that date.

Subcommittee Chairman Albert
Thomas (D-Tex.) asked whether
FCC could not take the 25% reduc-
tion in workload from AM and
FM from the years 1951 to 1953
(fiscal) and “add it to gour TV
without increasing the personnel
throughout your bureau?”

Mr. Coy said it was “impossible
because the television work load is
bigger than that” and the Com-
mission 1is ‘“utilizing all of the
reduction in AM and FM services
and applying it to television, and
subtracting that from the total
number of people we propose to
have in television . . . ”

FCC’s estimates would anticipate

(Continued on page 109)
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News Credentials
To Be Mailed Soon

FORMAL application forms for credentials to cover the national political
conventions next July have been approved and will be mailed out within
the next 10 days to representatives of radio and TV stations.

This was announced last Thursday by Bill Henry, chairman of the

Political Convention Committee of
the Congressional Radio-TV Gal-
leries.

The forms will be sent to indi-
viduals who already have applied
for credentials. Other broadecasters
and telecasters may obtain forms
by applying before April 15. Over
100 such applications already have
been received.

The Executive Committee of the
Radio-TV Galleries has been des-
ignated to supervise radio and tele-
vision news galleries at the national
conventions. D. Harold McGrath
and Robert Menough, superintend-
ents of the Senate and House gal-
leries, respectively, will be in
charge of the two facilities.

A standard form was approved at
a conference attended by Kenneth
Fry and Edward T. Ingle, radio-TV
directors of the Democratic and
GOP National Committees, respec-
tively; Willard Shadel, vice chair-
man of the political convention
group, and Hollis Seavey, chairman
of the correspondents’ Executive
Committee; and by Messrs. Me-
Grath, Menough and Henry.

Broadcasters should address their
applications to Mr. Henry, Senate
Radio-TV Gallery, U. S. Senate,
U. S. Capitol, Washington, D. C.
Carmen Garcia was named secre-
tary for the executive committee,
handling applications. The address
was incorrectly stated in the March
10 issue of BROADCASTING ® TELE-
CASTING.

Meanwhile, working space re-
quirements for physical coverage

CANDIDATE SHOWGASES
Basis of CBS Radio Series

PRESIDENTIAL aspirants last
week were offered two showcases
for their political views by the
CBS Radio network, which an-
nounced two half-hour series,
Presidential Profiles and Candi-
dates and Issues, to run from now
until the national conventions have
adjourned in July.

Candidates and Issues, scheduled
for 10-10:30 p.m. EST Tuesday,
would have each candidate stating
his views on specific issues in two-
or three-minute statements. The
statements would be broadcast, not
in debate form, but as straight
presentations with one campaign
issue covered on each program.

Presidential Profiles, 10:30-11
p.m., Thursdays, would allow
candidates to use the period as
they choose for an address on any
subject.

Both programs would be pre-
sented ‘“live” and simultaneously
recorded for broadeast by any net-
work station which might prefer
a diff 1t time period, Edmund
A. Chester, director of CBS Radio
news and public affairs, explained.
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of the national political conventions
are being blueprinted by industry
representatives on behalf of radio-
TV networks and independent sta-
tions.

The planning, under the direction
of Sig Mickelson, CBS-TV public
affairs, for television, and Thomas
Velotta, ABC vice president, for
radio, follows allocation of space
by the Democratic and Republican
National Committees.

After a Chicago meeting of com-
mittee officials and industry execu-
tives last month [Be®T, Feb. 18],
the political groups set aside the
second floor north wing of the In-
ternational Amphitheatre for radio-
television occupancy. This will com-
prise about 50,000 sq. ft. of open
space. The apportionment as among
individual networks and stations is
an industry matter in which the
committees take no part. Space also
will be set aside in adjoining Exhi-
bition Hall.

Bearing Expense
Radio-TV networks are sustain-
ing the cost of installing studios,
booths and other facilities [BeT,
March 3].
Other working space is being pro-

vided for newspapers and press

associations, theatre newsreels and
members of Senate and House Ra-
dio-TV Correspondents, Press and
Periodical Galleries. Mapping plans
for TV newsreels is William Mec-
Andrew, NBC New York.

Plans also are afoot for floor re-

NBC ADDS

New Affiliates Announced

ADDITION of two new stations to
NBC'’s radio affiliation list was an-
nounced last week by Carleton D.
Smith, vice president in charge of
station relations, who noted that
approximately a dozen new affili-
ates have been signed up during the
past few months under NBC’s gen-
eral facilities expansion plan.

Latest additions are KDTH Du-
buque, Iowa, and WMNC Morgan-
ton, N. C., both Mutual outlets.

KDTH, on 1370 ke with 1 kw
power, is licensed by Telegraph-
Herald and is headed by President
F. W. Woodward with K. S. Gordon
as general manager. WMNC, on
1490 ke with 250 w, is licensed to
Nathan J. Cooper, owner and man-
ager.

Other stations signed as addi-
tions to the NBC radio network in
recent months, Mr. Smith recalled,
include KORK Las Vegas, Nev.;
KCIL Houma, La.; KVGB Great
Bend, Kan.; WRON Ronceverte,
W. Va.,; WIBS DeLand, Fla.;
WREL Lexington, Va.; WROD
Daytona Beach, Fla.; WIRA Fort
Pierce, Fla.; WCEN Mount Pleas-
ant, Mich., and WPUV Pulaski, Va.

quirements, including those for the
convention platform, to accommo-
date TV cameramen, still photog-
raphers and newsreel companies.
According to present plans, there
will be perhaps six TV ecamera
placements for ABC-TV, CBS-TV,
NBC-TV and DuMont.

Code setting conditions for net-
work sponsorship of the GOP con-
vention July 7 and the Democratic
parley July 21 has been announced
by both committees [B®T, March
10]. The standards cover local as
well as national network sponsor-
ship. The plan, where indicated, is
to have networks send out copies
of the code to stations who desire
to sell broadeast coverage to local
or co-op sponsors and request list
of sponsors in return.

Self-Policing Matter

Both committees acknowledge
this is largely a self-policing mat-
ter for industry, though they point
out they retain the right to dis-
approve any advertiser deemed ob-
jectionable by either political party
on the basis of lists supplied by
networks.

Current lineup includes Admiral
Corp. for ABC radio-TV, Westing-
house Electric Corp. for CBS Radio
and Television, and Philco Corp.
for NBC radio and TV. Westing-
house also will sponsor coverage on
at least four outlets of DuMont TV
Network, which agreed to partiei-
pate in pool coverage after plans
with Life magazine for joint cov-
erage fell through. MBS radio
plans have not been set.

Arthur E. Bagley

ARTHUR E. BAGLEY, 71, well
known in the early days of radio
as radio physical director for
Metropolitan Life Insurance Co.,
died March 8 at his home in Miami,
Fla., according to a company an-
nouncement in New York Tuesday.
In 1925, Mr. Bagley’s weekday pro-
gram started at 6:45 a.m. with his
giving an estimated 4 million radio
listeners their morning exercises
in alternating 15-minute periods
until 8 a.m. He broadcast from
a studio in the Metropolitan Tower
on New York’s Madison Square
to stations in New York, Boston,
Washington, Buffalo and other
cities. After his radio series was
discontinued, he lectured on health
for Metropolitan Life and arranged
for the company’s New York
World’s Fair exhibits in 1939 and
1940 before retiring in the latter
year.

CD Network Urged

FORMATION of a statewide net-
work of broadcast stations for civil
defense purposes was advocated in
a speech scheduled for delivery
Sunday (March 16) before the
West Virginia Broadcasters Assn.
by John N. (Bill) Bailey, public
affairs officer of Region 2, Federal
Civil Defense Administration. The
association met at the West Vir-
ginia Hotel, Bluefield, W. Va.

BROADCASTING e

NEW HORAN BILL

Introduced in House

BILL that presumably fuses
NARTB and FCC thinking on po-
litical broadcasts was introduced
in the House last Thursday [CLOSED
CIRCUIT, Feb. 18, B®T, Jan. 14].
The measure (HR 7062) was

dropped in the hopper by Rep. Walt |

Horan (R-Wash.) and referred to

the House Interstate & Foreign .

Commerce Committee.
This bill is designed to supercede -

legislation (HR 5470) which was

introduced by the Congressman last
fall [BeT, Oct. 1, 1951]. NARTB
had been working very closely with
Rep. Horan’s office in composing a
bill that would attempt to fill needs
of the broadcaster who is harassed
by Sec. 315 of the Communications
Act relating to the use of his fa-
cilities by candidates for public of-
fice and by subsequent court rul-
ings. |
The new Horan bill follows close-
ly the NARTB model legislation
recommended earlier this year.

Contents of Bill
It would denote legally qualified

candidates as those ‘“in a primary,
general or other election;” specify
that an authorization to speak in ‘,i
behalf of a candidate must be in
writing and direct that the broad-
caster would have no power to cen-
sor the material broadcast. f

It also would not hold the broad- #
caster liable in any civil or crimi- |
nal action in any loeal, state or fed- [
eral court. However, the candidate |
himself would be subject to all libel |
laws now on the statute books. i

FCC now says broadcasters can-
not censor political- candidates’
speeches and under a court ruling
(Felix v. Westinghouse Radio Sta-
tions), speeches by candidates |
speaking on behalf of candidates |
may be censored [B®T, March 20,
1950].

ZIV APPOINTS THREE |

Dalhasen, Ryan, Morris Named

(
|
i
|
\

|
{
THREE new account executives |
were announced last week by the |
Frederic W. Ziv Co., producer of
transcribed and syndicated radio-
TV programs. A

Thomas J. Dalhasen was named
to serve in upper Michigan and‘
northern Wisconsin under William |
Nevin, Ziv divisional manager. Mr. i
Dalhasen has been sales manager |
of Perrien Motion Pictures, Mil-|
waukee, for two years. Prior to
that he was account executive at
Butler-Emmett Adv.,, San Diego.
Calif., and radio-TV director of
Cramer-Krasselt Adv., Milwaukee.

Morgan Ryan, former vice presi-|
dent and general manager of
WPTR Albany, N. Y., was named |
Ziv representative in southwestern
Wisconsin.

Mitchell Morris, former sales!
manager of WSBT South Bend,|
Ind., was appointed representative
in Indiana.

Telecasting
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TIME TO SHARPEN YOUR PENCIL

These days every advertising dollar has a big job to do. That’s
why WITH in Baltimore is so popular with advertisers who
want to make every penny count.

WITH is the BIG independent with the BIG audience—and
low, low rates! It’s the station that produces low-cost results!

Here’s proof. Local advertisers must get fast, profitable results
from any medium they use. And WITH regularly carries the
advertising of more than twice as many Baltimore merchants as any

W-1-T-H

other station in town! IN BALTIMORE %ﬁ‘
Let your Forjoe man tell you the whole story of WITH’s /3

commanding position in the rich market of Baltimore.

TOM TINSLEY, PRESIDENT—REPRESENTED BY FORJOE & COMPANY




CAN YOU CLEAR GOOD TIME

CAN YOU!

Look at the clearance N. W. Ayer obtained for
| “The Electric Theatre”, a half-hour film
program sponsored by the Electric Companies

Advertising Program . . . on a Spot basis.

With Spot Program television, ECAP discovered,
you go into only the markets you want . . .

take your choice of stations in multiple-station
markets . . . clear good time even in the
hard-to-get one- or two-station markets . . .
give viewers uniform and pleasing

picture quality through film . . . get wholehearted

station cooperation . . . pay no cut-in charges.

If you're interested in getting more sales power
from your TV dollar, just call any
Katz representative for the full story on

Spot Program Television.

THE KATZ AGENCY,
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BOSTON - PHILA » WILMINGTON KALAMAZO0O » NORFOLK ¢

SALT LAKE CITY - DETROIT

RICHMOND

SATURDAY

YOU CAN DO

488 MADISON AVENUE - NEW YORK 22 «
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FOR SPOT TV PROGRAMS?

“LEARED FOR “THE ELECTRIC THEATRE” ON A SPOT BASIS

8 988 o8

) NEW ORLEANS BINGHAMTON « DALLAS - SAN FRANCISCO NEW HAVEN - ROCHESTER

MINNEAPOLIS ATLANTA LOUISVILLE « PHOENIX

MILWAUKEE « TOLEDO

FORT WORTH JOHNSTOWN

CLEVELAND - ERIE < GRAND RAPIDS :

INDIANAPOLIS BLOOMINGTON

BALTIMORE - MIAMI

BETTER WITH SPOT... MUCH BETTER

|
VlNCQ NATIONAL ADVERTISING REPRESENTATIVES

CHICAGO « LOS ANGELES « SAN FRANCISCO - ATLANTA « DALLAS - KANSAS CITY « DETROIT
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THE CASE of pin-pointed recruit-
ment advertising through radio and
other selected media will be re-
stated in full on Capitol Hill this
week.

The Dept. of Defense is seeking
$1,050,000 for overall recruiting
activities after next July 1—be-
ginning of fiscal ’53—and also de-
letion of an amendment which has
the effect of freezing certain 1951-
52 funds already on the books.

Officials of the Military Person-
nel Procurement Service are pre-
pared to testify before a joint Air
Force-Army subcommittee of the
House Appropriations Committee
on 24-hour call.

There also were undercurrents
last week on Capitol Hill portend-
ing a possible onslaught on radio-
TV and other public information
specialists of the Dept. of Defense

and its military branches.
attack was being prepared by Rep.
F. Edward Hebert (D-La.), chair-
man of a House subcommittee prob-
ing waste in the Pentagon, and
could presage congressional study
of the department’s information or

“prestige” radio-TV network pro-
grams.
Meanwhile, Grant Adv. has

pressed into action an interim ad-
vertising program out of 1950-51
monies, with the spot radio phase
expected to get underway this
week. The advertising agency for
the Army and Air Force also has
submitted a proposed ad campaign
to military procurement authorities
based on the possibility that Con-
gress will rescind its ban on cur-
rent fiscal expenditures.

The newspaper and periodical
campaign has been in progress

The -

Gets Hill Study Again

these past few weeks and MPPS
officials report favorable response
for WACS, WAFS and nurses.
Spot campaigns on some 500 inde-
pendent outlets of the Keystone
Broadecasting System and on 13
50-kw stations are to be launched
this week, each for the Army and
Air Force.

These two drives will cost about
$95,000 in radio time, aside from
another estimated $2,000 for pro-
duction costs. Radio is deriving
about 189 of current interim allo-
cation monies and approx1mate1y
46% for all funds spent since July
1, 1951 [B®T, Feb. 11].

Scheduled to testify before the
joint subcommittees for MPPS are
Col. James Banville, deputy chief,
and Col. William Berkeley, chief
of the publicity branch, along with
their aides. Appropriation sub-

The Kansas Market is a Farm Mar-

ket . . . so rich,

screams for sales action. The
State Board of Agriculture reports a 1951
farm income of $617,000,000 from crops
and that’s just a drop in the
bucket. Still to be added are the stag-
gering totals for oil, livestock, poultry,

alone . . .

dairy products and eggs.

so responsive that it

Serving and Seli’ng o
"THE MAGIC CIRCL , -
Rep.: Capper Pubhwmns,lm < BEN lllDY,Gen Mgr.jﬂlkw K(I(ﬂ

{4

your
Kansas farm
most
what
what

it takes
WIBW

#* Kansas Radio

posl

[

WHOLE
HOG"

IN THE KANSAS

WIBW goes “whole hog”
product to these anxious-to-buy
families. You see, WIBW is the
farm station for Kansas . . . the station

GO

MARKET

wrn WIBW

in selling

listened to by farmers.* That’s

to get RESULTS. That’s
offers YOU.

Audience, 1951
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committee members expected to siﬁ
in include Reps. Daniel J. Flood
(D-Pa.), Robert Sikes (D-N. J.);!
Errett P. Scrivner (R-Kan.), Joh
Taber (R-N. Y.) and George H.
Mahon (D-Tex.). Reps. Sikes and§}
Mahon head up the Army and Air
Force units.

The newly-evolved policy of the .
Defense Dept. to directionalize its
recruiting drives by using spot;‘
radio and key newspapers and|
journals will be laid before subcom- | |
mittee members. The policy was |
reached after congressional cr1t1-,
cism over commitments for . paldh
network shows involving Frankle‘
Laine, Bill Stern and others.

Regardless of its showing before[
the House units, MPPS may ﬁndi
the going tough once the matter is
pursued before a Senate ApplOpI‘l-}
ations subcommittee chairmaned by |
Sen. Joseph C. O’Mahoney (D-!|
Wyo.). [

It is the economy-minded Sena-
tor’s contention that the question
of any freeze on ’51-’52 funds “was
resolved a month ago.” He said
the matter had not come before hle
subcommittee. |

Agreement was reached on per-
mission to use certain funds aftex
last March 1 until July 1—unex-
pended money from commitments
reached out of the ’51-’52 budget.
But Amendment 8 still stands as
a rider to the Military Appropria-!
tions Act for the current year|
There have been reports that a de-i
ficiency bill will. be submitted tc
correct this situation. The rap-|
prochement between Capitol Hll]l
and the Defense Dept. repmtedly\
was reached in conferences between,
Sen. O’Mahoney and Anna Rosen-|
berg, Assistant Secretary of De-|
fense in charge of manpower. |

Resumes Planning

It permitted the department t|
resume its planning for radio anc
other programs as a gesture te|
congressional whims, since thost‘
monies actually were not attached!
by Congress.

Still tied up are $2.1 million fo
national advertising, with an esti
mated $400,000 already siphone
off to radio spot and TV produc
tion.

Sen. O’Mahoney, who last fall
disclaimed any enmity toward ra-|
dio, spearheaded the movement tc
attach ’51-62 expenditures. The
Senator claimed then that testi-
mony before his committee showeﬁ}
that “advertising was useless andf
seemed therefore, to be a useless!
waste of public funds.” Criticism |
he said, “was not directed to ad:
vertising by commercial radio alone | ;
but to advertising of any kind.

Sen. O’Mahoney last week insist
ed there no longer is any freez¢|
on recruitment funds. He said if
was ‘“‘common knowledge that the¢|
situation was resolved” and thaf|’
there is no such ban, and ques "
ioned whether this reporter hac|
“any connection with broadcasting}"
at all.” He was questioned directly
on the fate of ’562 funds.

He said “the situation has nol
changed, there is no story at all’|

(Continued on page 36)
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Now, try it again...and LOUDER! Whoever’s within hearing distance will be paying attention to you by now. Why? BECAUSE

WHISTLE-TALK* GETS ATTENTION. (It's a natural language. When you were young and afraid to knock on doors you used 2
whistle-talk to get your friends to come see what you wanted. Some shy men STILL use whistle talk for comment about the !
fair sex. Most EVERYBODY uses it to signal friends when they’re in a happy mood and have something to say.)

Get this same quick, natural, friendly attention to your radio messages with

- Standards Inspired. New

~%- whistle-talk
ttention getters

" Use this transcribed series of 18 brief happy-whistle lead-ins for '; 4
i AUDIENCE-INCREASE PROMOTIONS . .. You can have the whole town whistling your : !

4 station's whistle-talk . . . including your advertisers. R

¥ Sy Sell With

L SPOT SATURATION CAMPAIGNS . . . Sell more, larger and longer spot campaigns via whistle

P talks and a whole series of Standard Attention Getters. Standard Radio

i ADVERTISER-SIGNATURES. . . Let one adver'ti.ser have a fran‘chise on a whistle-talk which will give identity Transcripﬁon Services, Inc.

! and repetitive impact to his messages and keep him advertising for years.

] You also get a sales brochure to help you sell whistle-talk advertising in your town and a copy guide to

“I'help you write and produce effective whistle-talk messages for YOUR advertisers. For Standard subscribers LEORL “’. B'_" Avenve, H°”_W°°d S8 WEbster 8-9181

| whistle-talks are just the beginning of a 4-way SPONSOR-TAILORED Service on 1. Star Shows, 2. Scripts, . O ndisdusAven b isliinn ki S0

1. Sales Ideas and 4. Copy Formats. If you want to know more, just whistle. Be sure to ask about our slogan 444 Madison Avenve. New York City & Plazaii-4620

1 >romotion “GET MORE FOR YOUR DOUGH ON RADIO” and by all means check our brand new service

1, RADIO SIGNATURES, which gives you exclusive advertising signatures and plans for different specific

A dvertisers in your city. It's a part of our Copy Format Service . .. radio’s answer to newspaper mat service. ‘
| )

| — The Sponsor-lalored ,} Seﬂ/zce
opyrighted 1952 Standord Radio Transcription Services, Inc. d{) ’W//’

FBROADCASTING ® Telecasting ' ' March 17, 1952 ® Page 35




L
|
|
)

Recruiting Ady.
» (Continued from page 34)
y discuss the matter
e it is apparent from
{ ; that you are not
- with the background of
se.”

118 case.

Sen. O’Mahoney reportedly has
reassured at ieast one broadcaster,
however, during an informal dis-

cussion the past fortnight, that
there will be no discrimination
against radio broadcasting what-
ever action his subcommittee takes.
Last fall, he gave similar assur-
ances to S. W. Cisler, vice presi-
dent of WKYW Louisville, Ky.
Current planning envisions a
“balanced advertising campaign”
using radio and printed media on a
selective basis. About $1.7 million
remains from the $2.1 million orig-
inally earmarked for the next fis-
cal year. MPPS authorities decline
to divulge radio’s share of this pro-
gram aimed similarly at potential

aviation cadets and women’s
groups.

Col. Berkeley last week was put-
ting the finishing touches on a
compilation showing radio’s allo-
cations in dollars and cents the past
two years. He prepared it at the
request of NARTB after a confer-
ence with its representatives at the
Pentagon [BeT, Feb. 25].

The revelation last month that
the Defense Dept. was reviewing
the ratings compiled by its infor-
mation shows in comparison with
commercial network fare takes on
a new face with Rep. Hebert’s
probe. The Congressman earlier
charged that the Pentagon spends
over $1 million annually for “prop-
aganda” [Be®T, March 10].

While some department informa-
tion specialists are inclined to re-
gard the inquiry as crossfire be-
tween Rep. Hebert and Clayton
Fritchey, Defense Dept. informa-
tion chief, harking back to their
days in New Orleans, it’s conceded

that defense programs have a stake
in the outcome.

Rep. Hebert last week added fuel
to the fire by demanding a com-
plete list of military public infor-
mation personnel or ‘“Pentagon
pitchmen—by whatever name they
are called.” He claims the figure
actually is closer to 500 than the
184 civilian and military names dis-
closed.

It is Rep. Herbert’s intent to
secure a complete list including all
personnel who prepare radio and
television shows for the Defense
Dept.

In that light, the work of the
Pentagon’s Management Commit-
tee doubtless will be reflected on
Capitol Hill. The group sought out
data involving rating comparisons
of defense shows with other pro-
grams but has taken no action in
recent weeks. A meeting of the
committee with top information
chiefs of each branch was indi-

Students at North Dakota Agricultural Col-
lege recently conducted an independent survey
among 3,969 farm families in a 22-county area
around Fargo. Each family was asked, “To
what radio station does your family listen
most?” 3,120 of the families named WDAY;
only 174 named Station “B”! WDAY WAS
A 17.TO-1 CHOICE OVER THE NEXT
STATION—A 315.TO-1 FAVORITE OVER

ALL OTHER STATIONS COMBINED!

Fargo - Moorhead Hoopers prove that
WDAY consistently gets a 3-to-1 greater Share
of the “in-town” Audience than all other sta-
tions combined! *

BMB figures and mail-pull stories also prove
that WDAY “hogs the show”, throughout the
entire Red River Valley! Write for all the facts,
today, including availabilities.

* Despite the fact that the other three major networks maintain local studios!

WDAY ¢« NBC o 970 KILOCYCLES o 5000 WATTS
FREE & PETERS, INC., Exclusive National Representatives
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cated momentarily.

In the background lies a study |
that has been mulled for almost
two years—whether each branch
or the Defense Dept. as a whole
shall exercise control over individ-
ual service media planning.
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upcoming [%
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Mar. 17-20: National Premium Buyers
19th annual Exposition, Conrad Hilton
Hotel, Chicago. .

Mar. 19: NARTB-sponsored Business
Trends Committee, Waldorf-Astoria
Hotel, New York.

Mar. 19-21: Assn. of National Adver-
tisers, spring meeting, The Home- ‘
stead, Hot Springs, Va.

Mar. 20-21: Alabama Broadcasters Assn. ]
adnual spring meeting, Buena Vista |
Hotel, Biloxi, Miss. ’

Mar. 21-22: Third annual Advertising |
Institute, Emory U. and the Atlanta |
Advertising Club, Atlanta, Ga. i

Mar. 21-22: Canadian Broadcasting
Corp., Board of Governors meeting,
CBC headquarters, Toronto.

Mar. 22-April 6: Chicago International
Trade Fair, Navy Pier, Chicago.

Mar. 24-27: Canadian Assn. of Broad-
casters annual meeting, Royal York
Hotel, Toronto.

Mar. 26-28: American Assn. of In-
dustrial Editors, first national con-
vention, Netherland Plaza Hotel, Cin-
cinnati. |

‘Mar. 30-April 2: NARTB 30th Annualj\
Convention, Conrad Hilton Hotel,
Chicago. |

April 1-4: Twenty-second annual Safety
Convention and Exposition, Statler
Hotel, New York. [

April 1-4: American Management Assn. |
21st annual packaging conference and |
grxp&)sition, Auditorium, Atlantic City,

April 3-5: American Assn. of Adver- |
tising Agencies, spring meeting, The |
Greenbrier, White Sulphur Springs, |
W. Va. i

April 4-6: American Women in Radio |
& Television, second national con-
vention, Statler Hotel, Detroit. |

April 15-17: AIEE Southwest District |
meeting, Jefferson Hotel, St. Louis.

April 16: Brand Names Foundation’s |
“Brand Names Day” conference, Wal- |
dorf-Astoria, New York. \

April 16: BAB Sales Clinic, Los An-
geles. \
April 17-20: Ohio State U. Institute for
Education by Radio-Television, 22d|
annual meeting, Deshler - Wallick |
Hotel, Columbus, Ohio. ‘

April 19: Cincinnati section, Institute
of Radio Engineers, Spring technical |
conference, Cincinnati.

WIBG BASEBALL

Sponsors Are Signed

ATLANTIC REFINING Co. and
Valley Forge Beer-Rams Head aleé
will sponsor coverage of 206 major
league baseball games of the Phila-‘

delphia Athletics and Philadelphia|
Phillies this season over WIBG
Philadelphia and 16-station radic|
network in eastern Pennsylvania|
and parts of New Jersey and Dela.|
ware.

In addition to league games
some 40 exhibition contests will be
broadcast.

WIBG will give play-by-play o
team playing at home, interspers |
ed with high-light development:
in away-from-home games bein¢
played by other team. Away-from
home games of both teams will b¢
broadcast whenever they do no,
conflict with games at home. Agen
cy: N. W. Ayer & Son.
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VOICES That SELL...
IN TWO MAJOR MARKETS.

e HIT THE JACKPOT IN THE BILLION-DOLLAR TRADE AREA
of NORTHEASTERN OKLAHOMA Plus THE MULTI-
MILLION DOLLAR SHOPPING CENTER of Western

| ARKANSAS WITH—

. ONE OPERATION
- ONE NETWORK - CBS RADIO

e ONE REPRESENTATIVE (AVERY-KNODEL, INC.)

JOHN ESAU
' Vice President
feneral :
Manager
TULSA ) ¢ FORT SMITH

AFFILIATED WITH KOMA, OKLAHOMA CITY
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THE MUSIC— NEWS — SPORTS

- COMING Uupep: EXCLUSIVE BROADCASTS OF CLEVELAND




IONAL PROMINENCE

The Cleveland papers pronounced it. Newsweek
reaffirmed it. Record distributors see it. And...

LISTENERS KNOW THAT
RANDLE TIME IS BUYING TIME IN CLEVELAND

Bill Randle packs ‘em in—out there on the air. .. where listeners

are customers. He has the audience, and he has the following.

Newsweek gives Bill Randle credit for reviving Charmaine. Bill Randle
raised $10,000 for polio relief in one marathon broadcast.

Bill Randle is mentioned in 185 Sunday newspapers 1n connection

with a special record promotion. Bill Randle has made over 200 personal

appearances in the past two years. That’s why

ADVERTISERS KNOW THAT
RANDLE TIME IS SELLING TIME IN CLEVELAND

For available time contact the . ..

L!,}T AT i ._0 ~

INDIANS BASEBALL

| W

D’S No. 1 DISC JOCKE '

313 Db. J. HAILED AS NEW
“KING OF DISC JOCKEYS”

DON’T TAKE OUR WORD
FOR IT. READ THIS...

“In our crowd, the disc-jockey de-
light is Bill Randle of WERE.

“He has become the hero, the king
of platter spinners.

“He gets an average of 600 letters a
week—sometimes over a thousand.”
—Fern Rich, Cleveland Press

“Bill Randle is Cleveland’s No. 1
disc jockey.” —Thomas Burke,
Mayor of Cleveland

“Randle is definitely the No. 1 disc
jockey in this area. He has tremen-

dous influence on the public.”
—Ted King, District Manager
Columbia Records

O. L s TAY L O R C OM PA N Y— National Representative

VITAL IN NORTHEASTERN OHIO




‘17 e /Qreétige &ah’on
o/ tée Caro/ina:s ’

GREENSBORO, NORTH CAROLINA

Look at part of WBIG’s potential out-of-
home audience! In addition to 186,870
radio homes in WBIG’s Sixteen County
Market,* there were 279,436 cars Sept.
30, 1951.1 The composite result of 4 spot
checks** in Greensboro and High Point,
N. C, covering 6,474 cars revealed
64.746p equipped with radios.

SOURCES:

* BMB Study No. 2

T N. C. Dept. of Motor Vehicles
Va. Dept. of Highways

** Greensboro & High Point Police Depts.
Member, High Point Fire Dept.
Hege, Middleton & Neal

Represented by Hollingbery

5000
Watts

CBS
Affiliate
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BAB AREA MEETS

42 Tentatively Scheduled

BROADCAST Advertising Bureau
plans 42 area meetings this year for
member stations and their salemen,
William B. Ryan, BAB president,
announced Tuesday, with places
and dates of the sessions to be ar-
ranged during the course of the
NARTB convention in Chicago.

Tentative schedules, however,
provide for the first sales clinics to
be held on the West Coast late in
April, starting with Los Angeles,
April 16, and followed by San Fran-
cisco, April 21; Portland, April 23,
and Seattle, April 25. These ses-
sions are to be conducted by Mr.
Ryan, Kevin B. Sweeney. BAB vice
president and John F. Hardesty,
local promotion director.

BAB will conduct an average of
three area meetings weekly
throughout the summer, Mr. Ryan
added, with two teams of execu-
tives alternating on the road. In
addition' to the west coast series,
sales clinics are tentatively sched-
uled for St. Louis, May 5; Kansas
City, May 7; Des Moines, May 9;
Omaha, May 12; Wichita, May 14,
and Oklahoma City, May 16.

The meetings—for which a com-
plete schedule will be announced in
May—will be open to BAB mem-
bers only and will not require regis-
tration fees for admittance, the
president explained. One-day af-
fairs, the sales clinics will feature
management meetings in the morn-
ing, to be followed by a session for
radio station sales managers and
salesmen in the afternoon.

“In our selection of cities we have
tried to bring a BAB sales clinic
within a few hours’ travel time
from every station in the country,”
Mr. Ryan explained. “In this way,
we hope that stations will bring
their entire sales staff to our meet-
ings so that we can trade ideas on
selling and the use of BAB ma-
terials. We learned so much about
station needs from our 17 meetings
last fall on the NARTB district
tour, and the stations told us they
profited so much by the chance to
exchange ideas, that we decided to
run as many meetings with stations
as we could afford during 1952,” he
said.

INTERVIEW CANDIDATES

Gannett Stations Air Show

WASHINGTON Bureau of Gan-
nett Newspapers has started a se-
ries of radio interviews with candi-
dates for Presidential nomination
on Capital Memo. Contenders from
both parties will be given an op-
portunity to state their case on the
program which was started three
years ago.

Gannett stations which carry the
broadcasts are WDAN Danville,
I1l.; WENY Elmira, N. Y.; WHDL
Olean, N. Y.; WHEC Rochester,
N. Y., and WTHT Hartford, Conn.
Text of interviews also will be pub-
lished in Gannett newspapers.
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FRESH AIR FUND

Kintner Heads Radio-TV%

ROBERT E. KINTNER, ABCj
president, has been named chair- '
man of The New York Herald
Tribune Fresh Air Fund Radio-TV'
Committee, Executive Director
Frederick H. Lewis announced last
week.

Other new members of the com-
mittee are Sigurd Larmon, presi-
dent of Young & Rubicam, and
Gordon B. McLendon, president of
Liberty Broadcasting System. As
chairman, Mr. Kintner succeeds
Mark Woods, president of Woods
& Warwick. ;

Full membership of the radio-TV |
committee also includes Bruce Barton,
board chairman, BBDO; Thomas D’Arcy.
Brophy, board chairman, Kenyon &
Eckhardt; Bertram Lebhar, director of
WMGM New York; Lawrence W.
Lowman, vice president and general |
executive, CBS; Stanley Resor, presi-
dent, J. Walter Thompson Co.; Nathan
Straus, president, WMCA New York; |
Niles Trammell, board chairman, NBC; |
Frank White, president, MBS; and |
Chris Witting, general manager, Du- |
Mont TV Network. 1

Other broadcasters are members
of the Friendly Town Radio-TV
Committee, a separate group or-.
ganized to enlist country commu- |
nities as vacation sites for city('i
children. {‘

Members of this committee include|
Earle J. Pudney, WGY Schenectady,
chairman; Charles J. Truit, WBOC
Salisbury, Md.; Paul Alger, WSNJ |
Bridgeton, N. J.; Robert E. Johnson, |
WHOB Gardner, Mass.; Elton Hall, |
WVPO Stroudsburg, Pa.; A. E. Spokes,, |
WJOY Burlington, Vt.; and Howard
Wheelock, WKNE Keene, N, H.

BILL RANDLE
of WERE s e

|
HOTTEST DISC JOCKEY |
]
|
1

Il

IN THE COUNTRY.
(See pages 38 & 39.)

Advertisers think so too:

Bank of Ohio ‘
Better Foods |
-Buick Motors

California Fruit Growers Assoc.
Chevrolet Motors

Cleveland Illuminating Co. %
Cleveland Graphite Bronze
Du Maurier Cigarettes i
Crayton Sausage

Curtis Publishing Co.
Fisher Foods

Ford Motors

Halle Bros. (Dept. Store)
Higbee Co. (Dept. Store)
Hills Bros. Coffee
Household Finance Corp.
Loew’s State Theatre
Musterole Co.

Nestle Co.

Nucoa Margarine
Pennsylvania Refining Co.
Royal Ice Cream

Sears Roebuck & Co.
Singer Sewing Machine Co.
Stanback Ltd.

Trailer Coach Mfg. Co.
Warner Bros.

The Woolworth Company

I 1



BUT...

{YOU MIGHT GET A 175-POUND
IWOLF -

YOU WON'T BAG MUCH

IN WESTERN MICHIGAN <=~
WITHOUT THE FETZER STATIONS!

If you’re gunning for bigger sales in Western
Michigan, use the double-barreled power of the
Fetzer stations—WKZO-TV in television, WKZO-
WJEF in radio.

TV—WKZO-TV is the Official Basic CBS Televi-
sion Outlet for Kalamazoo-Grand Rapide, and also
provides intensive primary service to Battle Creek
and dozens of other important cities and towns in
Western Michigan and Northern Indiana. The
WKZO-TYV signal effectively reaches more sets than
are installed in metropolitan Kansas City, Syra-
cuse or Louisville! A recent 24-county Videodex
Diary Study made by Jay & Graham Research
Corporation shows that WKZO-TV delivers 54.79%,

WJEF

more Western Michigan and Northern Indiana
homes than Station “B>!

AM—WKZO, Kalamazoo, and WJEF, Grand Ra-
pids, are far and away the best radio buys in
Western Michigan. Bought in combination, they
cost considerably less than the next-best two-station
choice in Kalamazoo and Grand Rapids, vet deliver
about 57% more listeners! BMB figures prove
great rural circulation, too. WKZO-W JEF’s undu-
plicated BMB Audience is up 52.99, over 1946 ai
night—up 46.7%, in the daytime!

Get the whole Fetzer story—write direct or ask
Avery-Knodel.

* A wolf weighing just over 175 pounds weas killed on Seventy Mile River in Alaska.

WKZO-TV ""wkzo

{opi N GRAND RAPIDS| TvP% N WESTERN MICHIGAN | 4 54 n KALAMAZOO

AND KENT COUNTY
(CBS RADIO)

AND NORTHERN INDIANA

AND GREATER
~ WESTERN MICHIGAN
4 (CBS. RADIO)

ALL THREE OWNED AND OPEATED BY

FETZER BROADCASTING COMPANY

AVERY.KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES
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Toan
Ad Man
who
takes trade papers home

Advertising is one of the few enterprises where the
boss can walk into your office, find you reading a maga-
zine, and not get apoplexy. But the working day isn’t
long enough, so you go home with a bundle under your
arm and read magazines. Man (or lady), we're for
you, and we’ll reward you with some intelligence about

our favorite topic, Iowa:

1. Annual cash farm income, $2.125 billion

2. Total industrial income, $3.737 billion

3. Radio families listening to WMT every week,
338,480

4. Spot check: Last month 189 spot advertisers used

‘WMT; 138 of them are on a 52-weeck basis.

‘Wanna make it 190? Whisper Katz Agency into your

telephone (or try our open transom).

CEDAR RAPIDS
BASIC CBS RADIO NETWORK e 5,000 WATTS e 600 KC

_REPRESENTED NATIONALLY BY THE KATZ AGENCY
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HEARING on question of overlap
of 25 mv/m contours of WMEX
Boston and WHIL Medford, Mass.,
was ordered by the FCC last week.

Action was taken after WMEX
submitted proof of overlap and
asked the Commission to revoke
WHIL program authority and set
license application for hearing.
Commission set license application
for hearing April 7 on overlap
issue. It refused, however, to set
aside WHIL program authority
which permits Medford station to
broadeast regular programs.

Comrs. Frieda B. Hennock and
Robert F. Jones dissented.

Commission turned down previ-
ous requests by WMEX in the same
situation [B®T, March 3, Feb. 18].
WMEX immediately filed a petition
for review of the FCC’s order with
the U. S. Court of Appeals. It al-
leged that the Commission’s failure
to revoke WHIL program authority
is illegal.

WMEX operates on 1510 ke with
5 kw. WHIL operates on 1540 ke
with 250 w daytime. Commission
rules specify that no application
may be granted if station is less
than 40 ke apart and the 25 mv/m
contour overlaps with an existing
station.

In refusing to revoke WHIL pro-
gram authority, the Commission
pointed out that WHIL had relied
on the FCC’s map of soil conduc-
tivities, which indicate no overlap.
It also emphasized that notice of
the grant was made public in Feb-
ruary 1951 and that WMEX
should have objected then, or up to
20 days thereafter as the rules pre-
seribe.

“In this instant case,” the Com-
mission majority said, “notwith-
standing the fact that this alloca-
tion policy may have been departed
from, there has been no showing
whatever that a significant amount
of interference . . . has in fact re-
sulted.”

The Commission continued, “we
are unable to conclude at this time
that serious harm will result from
the continuation of program tests
by WHIL. . ..”

The WMEX argument that pro-
gram tests are illegal is “little
more than a play upon words,” the
Commission said. It declared that
program tests are just as much
“licenses” as are other authoriza-
tions which it makes.

Action Withheld

Commission order also referred
to WHIL petition requesting that
recently renewed license of WMEX
be reconsidered. FCC said it was
withholding action on that petition
for the time being.

Dissenting Comrs. Hennock and
Jones argued that the program
authority of WHIL should be with-
drawn, since it was acknowledged
by the Commission that 25 mv/m
contours do overlap and thus are in
conflict with the rules, They also
emphasized that the interference
resulted in an “unauthorized” modi-

BROADCASTING ® Telecasting,

fication of WMEX'’s license.

“In mistakenly finding ‘equities’
on the side of WHIL to permit
these tests without a prior hearing
and a finding that there is no over-
lap, the Commission has done vio-
lence to its own concept of the pub-
lic interest as expressed in its over-

-lap rule, as well as illegally impair-

ing the rights of an existing licen-
see,” the dissenting commissioners
said.

WMEX plea to the Court of Ap-

peals alleged that WHIL was op-
erating without a license and that

program authority cannot be con-
strued as a license. It also stated
that proof of 25 mv/m contour
overlap had been shown and that

the Commission is bound to revoke

the program authority automa-
tieally.

LAMBERT INDICTED
Mail Fraud Is Charge

CHARGED with using the mails to |
defraud on a 16 count indictment
returned by a New York Federal
Grand Jury Feb. 29, Laurence A.
Lambert, Hollywood distributor of
religious films, posted $1,000 bond
with U. S. Comr. Howard V. Cal-
verly in Los Angeles last week.
The New York trial is expected |
to be held in the fall upon return
to the U. S. of Sah Waagenaar,
president of Circle Film Enter-
prises, distributor, on world tour.
Defraud charges concern the op-
erations of Mr. Lambert’s Interna-
tional Religious and Education
Films and similar titled firms which
are headquarters in Hollywood, ac- |
cording to Assistant U. S. Attorney |
Albert Blinder.

The indictment alleges Mr. Lam- '

bert represented to the trade he
had all rights to the French film
“Golgotha,” while the picture ac-
tually is owned by Mr. Waagenaar
in the U, S. and Canada. The counts
also charge Mr. Lambert schemed
to defraud Loyola Films, subsidiary
of Loyola U., Los Angeles, and
Variety Film Dlstrlbutors by false
representation through mails.

Mr. Lambert recently was named|
one of the principal defendants mr
a $5 million damage suit filed in|
Los Angeles Superior Court by,
Preferred Pictures Corp. It charg’eﬁ‘
conspiracy and alleges false repre-|
sentation that he was distributing |
two religious films, “Pilgrimage
Play” and “Upon This Rock.”

Canadian Award

ANNUAL Canadian General Elec-|
tric Award to Canadian stations
has been changed to cover not
only the work of Canadian sta-
tions but is to be given this yealL
and in future to station individuals |
“for outstanding technical service’ " ‘
or “for outstanding service to the;
broadcasting industry in the tech-;

i
il

nical field,” according to an an
nouncement of the Canadian Assp|
of Broadcasters. Award will be|
made at the annual CAB conventimf
to be held at the Royal York Hotel
Toronto, March 24-27. Entries f01‘
the award are now being recelveq
at CAB heaquarters at Ottawa. |

I
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“Thanks to the consumer
demand created by .ruc!:o
advertising, the majority
of druggists in the V}lMAQ
area found it hlghl’y,
advantageous 10 stock.

L=

When Foley and Company decided to introduce their new cough-restrain-
ing product, FOLEY QUIT-ITS, in the Chicago and Midwest market, they
naturally turned to Station WMAQ, master sales medium of the Middle West.
A schedule of announcements was placed in the “Early Norman Ross” pro-
gram, broadcast Mondays through Saturdays between 6:15 and 6:55 a.m.

Hnd again WAL produced as expected!

Here is the report from Wendell Walker, account executive for Lauesen &
Salomon, Foley and Company advertising agency:

“We have been most gratified, during the introductory campaign for
FOLEY QUIT-ITS, at the number of druggists and consumers who
said they heard about them on the ‘Early Norman Ross’ show.

“No salesmen contacted druggists on bebalf of FOLEY QUIT-ITS,
either before or during the campaign. But thanks to the consumer
demand created by radio advertising, the majority of the druggists
in the WMAQ area found it highly advantageous to stock.”

Again and again advertisers find proof in their sales records that WMAQ
is the sales medium which delivers the buying audience. Your WMAQ or
NBC Spot salesman will be glad to give you the complete story.

CHICAGO
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PORTLAN
OREGON

'::_‘i ’
GRESHAM s BUSINEss DISTRICT Local people are ‘for’ KGW because they know KGW \

B . . - . .
} is spread over a wide area in typical suburban fashion. Easy access to is ‘for’ local people. All the advantages of selling- |
!
b

shopping centers makes it a favorite trade area. Bank deposits total more influence-prestige with the station that has the ‘local’
than eight millions; population has more than tripled in the past 10 years. touch. Markets are people and KGW realizes every |

* business, local or national, must keep in touch with
people and keep that touch local. You cannot ade-
quately sell the Portland area without KGW, because
it is the ‘Pioneer’ station in Portland with more than
30 years continuous operation. Naturally it has top &
listener loyalty in this section of Oregon. As anyone |
living in the Portland area can tell you, KGW is the 4
station at six-two-oh on the radio dial! For the adver-
tiser seeking the highest possible return from his in-
vestment in radio time, KGW offers the quality that L
produces greatest results, If you're not on the KGW #
band wagon, investigate now because it is true you -
cannot adequately ‘sell’ the Portland area without

CIVIC LEADERS

“We know the value of radio advertising
for automobiles and in this area KGW
does it best. KGW is always willing to
help in civic activities and keeps in
touch with local people. We know our
area is behind this station’s effort
100%," say Car Dealers Gordon Swan
and Ross Fanning, both past-presidents
of the Gresham Chamber of Commerce
and active community leaders.

FARMER “KGW 1is our

‘main line’ for
news, weather reports, crop and stock
prices, and has our wholehearted support
for its community efforts. This station
knows local people and local people
know KGW. For the best possible job
in the Portland area it can’t be beat,”
reports C. A. Becker, president of the
Gresham Berry Growers and long-time
resident of the agricultural district near
Gresham.

PORTLAND,




KGW BRINGS GRESHAM AREA ENTERTAINMENT, NEWS, SERVICE FEATURES

/ J ] & b . oy
. % ” o ? & fh 2o %% ik o , - %y
“KGW is our favor- s “The top station here is definitely KGW with top entertainment,
Hou s Ew' F ite family station and DRUG G I ST news and topics of interest to local people. It’s very true that KGW
| besides the entertainment value it brings me news of advertised products increase in sales and no one can beat this ‘local’ station for quality,” according
| products that help make my shopping easier,” re- to Gresham Druggists Stafford Dawsett and E. L. Welling.

| ports Mrs. M. A. Ferris, Gresham housewife.

1 center

¢n Agricultufa

j i STU DE NT My favorite programs are
‘ on KGW and the over-all
coverage of events gives me ‘talking points’ for
school and social activities,” volunteered Gresham

i
| high school student Gwen Bacon.

M G Roc E “When national brands are

advertised on KGW, sales in-

crease more than 30 per cent. It is definitely the

i station in the Portland area,” says Carl Zimmerman,
12-Mile Store owner, near Gresham.

i REPRESENTED Nationally by EDWARD PETRY & CO., INC.

1




AYaY®
Woodhouse Answers Charges

Office of Price Stabilization series
of radio broadecasts featuring well-
known celebrities and anti-inflation
messages cropped up in the Senate
last Wednesday.

Sen. Burnet Maybank (D-S.C.)
inserted in the Congressional Rec-
ord a letter from an OPS official
challenging certain published re-
ports that the agency sought to use
the programs to further price con-
trol. The Joint Senate-House Pro-
duction Committee, of which Sen.
Maybank is chairman, had re-
quested the data.

Sen. Maybank said his committee
had received “many inquiries” on
the 13-week series. He took no
side on the issue in his floor state-
ment but inserted the letter “in
the interest of presenting the
facts.” The letter was signed by

Chase G. Woodhouse, Office of the
Special Assistant to the Director
of OPS.

Mr. Woodhouse rejected claims
that the agency is using fan dancers
to popularize price controls. He
noted that a number of celebrities,
including Bob Hope, Dinah Shore
and Bob Crosby, had volunteered
their services without charge, and
that stations could use the tran-
seribed series, Stars for Defense,
as a public service. The programs
have drawn fire from GOP quarters
[BeT, Feb. 25, 18].

The OPS official stressed the
importance of public information
in stabilizing prices, and claimed
the broadeasts are not used to ad-
vocate extension of the Defense
Production Act on Capitol Hill. He
conceded that it would be “most
improper and illegal to use federal
funds in a propaganda campaign.”
Mr. Woodhouse added:

There were naturally certain ex-

penses in producing and manufactur-
ing these recordings. The agency felt
those expenses to be small in relation
to the immensity of the information
job and its importance in effectively
administering price controls. The 13
high-priced radio stars did not receive
a penny for their services. The agency
does not pay for broadcasting time.
Radio stations, which wish to do so,
broadcast these programs free of
charge as a public service. . . .

CINCINNATI IRE
Meeting Slated April 19

DR. D. B. SINCLAIR, president,
Institute of Radio Engineers, will
make the principal address at the
spring technical meeting of the
Cincinnati section of IRE April 19.

Among topics to be discussed are
color and UHF television. Regis-
tration may be made through Prof.
A. B. Bereskin, Electrical Engi-
neering Dept., U. of Cincinnati,
Cincinnati 21, Ohio.
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If a Tony Wons were to ask that question

over a WGR microphone today, he’d have an
audience far bigger than the “good old days.”
One day recently, ONE offer of a sample jar
of skin cream brought 3,000 requests

flooding in from Buffalo, western New York

and Pennsylvania and from our Canadian

listeners across the river.

Yes, WGR means We Get Results!

RAND BUILDING, BUFFALO 3, N. Y.

National Representatives: Free & Peters, Inc.

Leo J. (“’Fitz’’) Fitzpatrick
I. R. (“Ike’’) Lounsberry

L

PEABODY AWARDS

N. Y. Unit Recommend:
NEW YORK listening post com §
mittee announced last week that i |
had recommended the following
programs for consideration by
the National George Foster Pea |
body Awards committee:

Radio:

Network Education programs |
The Nation’s Nightmare, CBS
and the documentary  series |
U.S.S.R. ABC.

Regional Education program:
Inside New York, WMCA Nerv.
York.

Local Education Program: Cita |
tion to WLIB New York for servic
to and by the Negro population o
the city.
ll;lews: citation to Howard K. Smifl

CBS.
ggtertainment: “The Big Show,
Children’s Programs: “New Yor

Times Youth Forum,” WQXR Ne:
York, and citation for “No Schoc @
Today,” ABC.

Programs promoting internation:

understanding: “World Theatre,” BB( 1
with a citation to the Ford Foundatio
for its Paris broadcasts of U. N. Gen
eral Assembly meetings.

Television:

Network Education Programs
“American Inventory,” NBC-TV; “Ho\
Do They Get That Way?” ABC-TV
and ‘“Horizons,” ABC-TV.

Local Educational Programs: “Wil
Life” series, WOR-TV New York; “It
A Problem” series, first telecast locall
on WNBT (TV) New York, but now
network show; and a special citation t
WNYE New York and WPIX (TV) Ner
York for their cooperative productio
of “Living Blackboard,” program fc
confined children.

Entertainment:
ABC-TV.

News: Edward R. Murrow for “Se
It Now” series, CBS-TV. [

Children’s Programs: *“Kukla, Fra
and Ollie,” NBC-TV; “Zoo Parade.
WNBT (TV); Super-Circus,” ABC-T\
«“Juvenile Jury,” NBC-TV; and “Chij
dren’s Theatre,” WNBT (TV).

Recommendations were made i
the order of listing, except for chil
dren’s TV programs which wer
recommended without classificatios

WVBT’S CALIF. FAN |
Reported by RRI

“Celanese Theatre.

LONG distance record for regulg
FM reception was claimed last wee,
by the 13-station Rural Radio Net
work, which reported that WVB
(FM), its station at Bristol Cente
N. Y., has a regular listener
Berkeley, Calif.

A recent letter from the Weg
Coast listener said, in part, ‘“al
though your signal is weak, W'
spend many happy hours with ot
ears pressed close to our FII
speakers, listening to the fine prc
grams you broadcast from WQX |
[New York] . . . in addition {§
the music, which we sorely miss o
Sunday mornings, we much enjo
“Freddie and the Popinjoy.”

WVBT is on a 2,100-foot mout |
tain 30 miles south of Rocheste
N. Y. and was designed to servic|
the Rochester area and the Genese!
Valley, according to Donald K. d¢
Neuf, Rural Radio General mar
ager. He said that, to his know

edge, this was the longest rangi
over which FM broadcasts had bee
heard on a regular basis.
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On the surface most discs look pretty much alike. And for some
jobs, their characteristics may seem fairly similar, too.

But can you depend on them? Are you sure that the discs you
use will give consistently fine performances for any kind of

job day in and day out?

hen 'he chips You can if you select PRESTO.

That’s why, in the final analysis—

d when the chips are down—more

are own oo and more stations, studios, and
schools are choosing PRESTO.

They appreciate the craftsmanship that goes into the manufacture of

each disc—the meticulous preparation of the aluminum base, the

use of the finest lacquers, the careful curing in the world’s most modern

disc plant. They know that the PRESTO label stands for

a consistently good disc.

R‘ @ﬁ@ RECORDING CORPORATION

PARAMUS, NEW JERSEY

EXPORT DIVISION:

25 Warren Street, New York 7, N. Y.
CANADIAN DIVISION:

Walter P. Downs, Ltd.

Dominion Square Bldg., Montreal
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TECHNIQUE used by Muntz TV for getting top sales results on WFBR Bal-

timore in comparison with other stations and media is recounted by (I to r):

Bob St. Claire, mgr., Muntz TV, Baltimore; Lou Corbin, WFBR announcer-

producer; William S. Pirie Jr., WFBR sls. dir., and John E. Surrick, station’s
v. p. and gen. mgr.

SUCCESS of NBC’'s new merchandis-
ing plan is indicated here in confer-
ence between Horace Fitzpatrick (1),
asst. & coml. mgr.,, WSLS Roanoke,
Va., and Charlie Garrison, NBC mer-
chandising representative. Mr. Gar-
rison visited city’s chain stores.

TO COMMEMORATE New York visit,
Dick Green (r), sls. mgr., KOMO
Seattle, presents ‘‘Gold Herring
Award’” to Marty Nierman, acct.
exec., Edward Petry & Co. Award

symbolizes sales on KOMO fishing

program, The O!d Boat Puller.

4,
!
|
. E
New Business !
(Continued from page 16) ) ;
Bread) appoints Elliot, Goetz & Boone, S. F., as West Coast advertzlsmgg
representative.

AIRLINE FOODS Corp., Linden, N. J., appomts Harry B. Cohen Adv
N. Y.

FELS & Co., Phila. (soap), appoints McKee & Albright Inc., that city
to handle all products.

CAL RAY BAKERIES, Glendale, Calif., (cookies), appoints R. W. Web
ster Adv., L. A.

FOX WEST COAST THEATRES, L. A. (theatre chain), appoints Ha |
Stebbins Ine., that city.

HOYT BROS., Newark, N. J. (cake and pie mixes), appoints Tracy
Kent & Co., N. Y.

DR. A. POSNER SHOES, N. Y., appoints Alfred J. Silberstein, Ber
Goldsmith Ine., that city.

WHITEHALL PHARMACAL Co., N. Y., names Abbott Kimball Co., tha
city, for Chlora Stick, new chlorophyll deodorant.

SCHENLEY INTERNATIONAL Corp., N. Y., appoints McCann-Erick
son, San Juan, Puerto Rico, to handle Blatz beer effective April 1.

WESTINGHOUSE ELECTRIC SUPPLY Co., L A. (appliances), name
Universal Adv., Hollywood.

PARKLABREA TOWERS, Los Angeles (apartment development), name.
Taggart & Young Adv., that city.

DOS PALMAS ESTATES, Desert Hot Springs, Calif. (real estate), an
NIC-L-SILVER BATTERY Co., Santa Ana, Cahf name Stodel Adv. Co
L. A.

AMERICAN EXTENSION SCHOOL OF LAW, Chicago, names Ross Ro
Inc., same city. EARL COLLINGS is account executive.

DISCUSSING KLZ Denver's new re-
corded Fred Waring program are
(seated, | to r): Dave Glismann, for-
merly of Waring network cast; who
is program m. c., and Jack McMurtry,
McMurtry Paints, sponsor. Standing,
Jack Tipton, KLZ- acct. exec., and
Geo. Salstrand, Tom Axelson Agency.

CENTER of attraction is Chrysler Fire
Power engine as Brady-Frazer, Chrys-
ler-Plymouth agency, signs one-year
pact for World and Local News on
WHIM Providence, R. I. L to r:
““Wash’’ Frazer, agency v. p.; Gus
Parmet, WHIM sls. mgr., and Eugene
Brady, pres. of auto firm.

CHARTING spring paint campaign on KSL Salt Lake City are principals for
station and sponsor. L to r: Harold W. Pickering, agency representative;
Margaret Masters, KSL homemaker; A. D. MacEwen, adv. chief, Bennett
Glass & Paint Co., program sponsor; and Paul F. Royall, KSL acct. exec. Firm
is using KSL’s Allen Jensen news show and participations in Masters program.

EMORY U. MEET

Adv. Executives to Speak

CROSS-SECTION of topics and
speakers highlights the third an-
nual Atlanta Advertising Institute
to be held March 21-22 at Emory U.
Robert D. Swezey, executive vice
president of WDSU-AM-TV New
Orleans, will talk on “Paying the
Piper in Television” at the first
day’s dinner session.

The institute, sponsored jointly
by the wuniversity and by the

‘Atlanta Advertising Club, is ex-

pected to attract some 200 profes-
sional people in addition to adver-
tising students at the university.

Among the dozen other speakers
listed during the two-day session
of clinics and lectures are Budd
Grove, advertising manager, Mar-
shall Field & Co., Chicago; Fred-
eric  Schneller, vice president;
D’Arcy Adv. Co., St. Louis, and
Claude Gizzard Jr., Atlanta ad-
vertising executive. -

Richard Joel, journalism profes-
sor at Emory and vice president of
the Atlanta Ad Club, is general
chairman.

WFOX Ownership

OWNERSHIP of WFOX Milwau-
kee was incorrectly given in item
on its objections to WEMP Mil-
waukee TV application amend-
ments last week [AT DEADLINE,
March 10]. Charles J. Lanphier
is president, majority stockholder,
general and commercial manager of
WFOX. Item erroneously referred
to WFOX as Hearst owned.

BROADCASTING

NATIONAL NIELSEN RATINGS*
TOP RADIO PROGRAMS

(Total U. S. Area, Including Small-Tow:
Farm and Urban Homes—and including Tel¢
phone and Non-Telephone Homes)

Regular Week Feb. 3-9 1952
NIESLEN-RATING*

Currer

Ratin |

Current Hom¢

Rank Program %
EVENING, ONCE-A WEEK (Average For

All Programs) 7

1 Lux Radio Theatre (CBS) 15

2 Jack Benny (CBS) 15

3 Amos ‘n’ Andy (CBS) 14

L) Charlie McCarthy (CBS) 13

5 You Bet Your Life (NBC) 12

6 Arthur Godfrey’s Scouts (CBS) 11

7 Suspense (CBS) 11

8 People Are Funny (CBS) 10

9 Our Miss Brooks (CBS) 10

10 Big Story (NBC) 10

EVENING, MULTI-WEEKLY (Average For 1
All Programs) (5.t

1 Bevlah (CBS) 8

2 News of The World (NBC) 7

3 One Man’s Family (NBC) 7
WEEKDAY (Average For All Programs) (4.0
1 Arthur Godfrey (Liggett & i
Myers) (CBS)

2 Romance of Helen Trent (CBS) 8
3 Our Gal, Sunday (CBS) 8
4 Aunt Jenny (CBS) 7
5 Wendy Warren and the News
(CBS) b
6 Pepper Young's Family (NBC) 7‘
7 Arthur Godfrey (Nabisco) (CBS) 7’
8 Road of Life (NBC)
9 Big Sister (CBS) 7“
10 Ma Perkins (CBS) ' 7/
DAY, SUNDAY (Average For All Pro-

grams) 3.1

1 True Detective Mysteries (MBS) 78
2 Shadow, The (MBS) 6

2 3 Greatest Story Ever Told (ABC) 4

DAY, SATURDAY (Average For All Pro-

grams ]
1 Grand Central Station (CBS) 6
2 Theatre of Today (CBS) 5

3 It Happens Every Day (CBS) 5!

(*) Homes reached durmg ull or any pu
of the program, P

only 1 to 5 minutes. For S-mmule pr
grams, Average Audience basis is used.

Copyright 1952 by A. C. Nielsen Co.
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MUTUAL ON 63
SAN ANTONIO, TEXAS

Represented nationally by the

3 GEORGE P. HOLLINGBERY CO.

-
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FULL CREDIT is due Producer-
Director Albert MecCleery and
Scripter Guy de Vry for daring
to utilize three half-hour telecasts
in the presentation of “Peer Gynt”
on the Cameo Theatre. Credit goes
also to NBC and to the sponsors
of the Sunday evening program—
Regent cigarettes and Hazel Bish-
op cosmetics—for authorizing the
experiment,

Too often an hour, and fre-
quently a half-hour, is thought
enough time for most televersions
of dramatic classics, even Shakes-
peare. Insistence on more time
to tell the story, even though it
means serialization, is a move to
be encouraged.

But in choosing “Peer Gynt,”
Ibsen’s poetic fantasy, as the
vehicle to test their theory,
Messrs. McCleery and de Vry must
have been motivated by some con-
sideration other than audience ap-
peal. “Peer Gynt” is seldom seen
on the American stage and after
watching it on TV this reviewer
believes he knows the reason.
Fantasy, satire and philosophy,
main ingredients of the drama,
comprise a delicate cargo that does
not come through the transition
from Norway to America and from
1867 to 1952 in any too good shape.

As presented on NBC-TV, in
any case, “Peer Gynt” was a series
of individual episodes whose
diverse nature failed to combine
into the logically developed story
of a self-centered soul, neither good
enough for heaven nor bad enough
for hell, which is the whole point
of the play. Only in the final in-
stallment, when the aged Peer
Gynt is stripped of pride and hope
alike, did the teleplay gain drama-
tic significance and power.

All members of the large cast did
well by their unusual roles. This
was no small accomplishment, for
many of the speeches were long
and with words and cadence quite
foreign to modern Americans. In
maintaining faith with Ibsen, Mr.
de Vry’s seript set a difficult task
for the players. To their credit,
and to that of Mr. McCleery, there
was mno fluffed line or missed
camera cue discernible to the home
viewer in the entire triple tele-
cast.

Douglass Montgomery gave the
title role a full interpretation, from
the horseplay of the lusty youth to
the sobbing repentence of the aged
derelict, aging believably in the
process. Frances Reid was ap-
propriately sweet as the ever-faith-
ful Solveig. Wesley Addy, as the
Button-Moulder who for three
weeks tried earnestly to put Peer
Gynt into his boiling cauldron,
was dramtically effective in a try-
ing role that was made no easier
by Mr. MecCleery’s fondness for
close-ups which at times moved the
camera in until it seemed about to
touch the tip of Mr. Addy’s nose.

Leonore Shanewise ran the
gamut of emotions as Ase, Peer’s
proud through put-upon mother

NS S S S SN S S NS S S S NS S NSNS NN

Program: Cameo Theatre pres-
entation of “Peer Gynt” in
three parts on NBC-TV, Feb.
24, March 2 and 9, 10:30-11
p.m.

Sponsors: Hazel Bishop lipstick
(sponsored second telecast).
Riggio Tobacco Corp. for Regent
cigarettes (sponsored first &

third telecasts).

Agencies: For Regents—Brooke,
Smith, French & Dorrance,

N. Y. for Bishop—Raymond
Spector.

Adapter: Guy deVry.
Producer-Director: Albert Me-
Cleery.

Music: (combined scores of
Edvard Grieg and Harald

Saeverud) recordings.
Music adapted by David Hall.
Settings by Howard Bay.
Choregrapher: Peter Birch.
Story Editor: Ethel Frank.
Costume Supervision: Guy Kent.
Lighting: Lee Carlton.
Technical Director: Robert Long.
Audio Engineer: Lou Halpern.
Star: Douglass Montgomery.
Cast: Frances Reid, Wesley
Addy, Humphrey Davis, Harry
Mahaffey, John Gerstad, Grant
Sullivan, Rita Gam, Leonore
Shanewise, Claire Luce, Hans
von Twardowski, Charles
Andre, Renee Goddard, Mar-
tin Brandt, Jack Bittner,
Leonardo Cimino, Bill Barp-
tholemew, Winfield Hoeny,
Gavin Gordon, Philip Coolidge.

RESSSCES S E NSNS R R R b ]

whose death scene gave the first
installment a few moments of quiet
sentiment that contrasted nicely
with the general boisterousness of
the rest of that telecast. Rita Gam
was vividly emotional as the stolen
bride, Claire Luce trollishly lust-
ful as the Woman in Green, and
Renee Goddard wrigglingly allur-
ing as Anitra.

Howard Bay, afforded a design-
er’s field day with scenes ranging
from the troll king’s cavern to an
Egyptian madhouse and the prow
of a ship in a storm at sea, was
responsible for sets, costumes and
make-up that throughout the
lengthy production provided ap-
propriate visual settings for the
dramatic action.

A word about the commercials,
particularly in mid-program spots,
that were chock-full of hard-selling
copy and completely destroyed the
mood and tempo of the drama they
interrupted: The word is ‘“an-

noying.”

ADV. COMPLIANCE

Noted by New York BBB

NEW enforcement plan, instituted
by the Better Business Bureau of
New York City to improve sales
methods for radios, television re-
ceivers and service and home ap-
pliances has received almost com-
plete cooperation on the part of
advertisers, Hugh R. Jackson, BBB
president, has announced.

The voluntary plan for improved
advertising standards has been in
effect for two weeks, he explained,
with BBB sending out 21 letters
calling attention to violations.
Replies were received, in turn, from
all advertisers except one, he said,
and in that case the advertising
objected to has not since been re-
peated. .

BROADCASTING
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05U SPEAKERS |

Include Walker, Webster |

FCC CHAIRMAN Paul A. Walker
and Comr. Edward M. Webster
will take part in Ohio State U.s
22d annual Institute for Educa- |
tion by Radio and Television in
Columbus April 17-20 [BeT,
March 10].

Chairman Walker has agreed
to serve as a panelist for the spe- |
cial interest session on organized
listener groups scheduled for Sat-
urday, April 19. The group will
attempt to answer “Are organized
listener groups really doing an
effective job?”

FCC’s representative on the
panel discussing broadcasting to
foreign countries will be Comnr.
Webster, who will answer “How
has international broadecasting
been affected by allocations con-
ferences of the last six years and
by the most recent Geneva alloca-

tions conference — What lies .
ahead?” This also is scheduled for
April 19.

Speaking on broadeasts for for-
eign countries will be representa-
tives of Voice of America and the
French Broadcasting System in
North America, with Gerald Kean,
acting director of United Nations
Radio, as chairman. Gen. Frank E.
Stoner, coordinator of communica-
tions for VOA, will speak on in-
ternational shortwave systems
while Leo Lowenthal, chief of the
program evaluation division of the
Office of International Broadecast-
ing, will outline consumer activi-
ties being conducted in interna-
tional broadcasting.

Three general sessions will be
featured during the four-day meet. !
ing, along with more than 30 spe
cial interest sessions, according tc
the institute director, Dr. I. Keitl
Tyler, who expects more than 1,00(
persons to attend. ‘

TORNADO DISASTER
WEKR Serves Public Wel

WHEN a tornado struck Fay
etteville, Tenn., killing two person: §
and causing extensive propert; |
damage. WEKR’s power was cu
off by the violence of the cyclone a
4:28 p.m. Five hours later, powe:
was restored and the station re
mained on the air until 1:30 a.m
the following day, flashing bul!
letins.

James Porter Clark, WEKR part
ner, reported that the subsequen‘|
two days were given over to dis,
semination of information pertain &
ing to the disaster. Relief agencie:
used station facilities to relay vita
messages.

Mr. Clark added, “While we fee
that ‘commercial’ radio did a goot
job in the emergency, due credi
should also go to Ernest J. Tucker
the station’s chief engineer, whi
served as headquarters for the han
operations into and out of the area’
His W4MQV was the only practica
source of communication betwee)
the outside world of relatives ant
the people of Fayetteville.”

Telecastin;
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Don't overlook F.

NOTE: During its recent spot radio
campaign on Zenith Hearing Aids,
Zenith used separately keyed spots

on FM and AM stations in many cities.
In several cases, returns from FM
outnumbered those from AM.

In others, FM was—on the basis of
cost per inquiry—the best broadcast
buy. Here's real proof of the
growing importance of FM!

ZENITH RADIO CORPORATION - Chicago 39, lllinois

S

You're working in the city. Turn on your radio. Listen to one of
your AM commercials. It's coming through, clear as a bell, from
“that big transmitter nearby. Sounds fine, doesn't it2

But there are many places in the country where that commercial
of yours can’t be heard at all—even though it's broadcast from
an AM station right in the neighborhood.

For in many places “radio climate” is such that the AM signal
is torn to pieces by static, garbled by interfering “crosstalk.” The
folks you're trying to sell can’t hear your message at all.

FM solves that problem for you in many areas. FM is clear as a
bell whatever the “radio climate.” So in making your time sched-
ules—Don't Overlook FM.

e

wionG pistances RADIO
and TELEVISION

—

M .
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Federal Telecommunication Laboratories, Inc., associate of
the International Telephone and Telegraph Corporation,
has appointed Graybar Electric Company, Inc. as national
distributor for its complete line of Television Transmitting
and Studio Equipment.

The combined facilities of these companies provide the
broadcaster with a complete line of outstanding high qual-
ity Television Transmitting and Studio Equipment, plus the
added advantages of distribution through Graybar—since
the start of the industry a leading supplier to broadcasters.

Prominent Television Stations in North and South Ame: |
ica are now on the air with FTL Transmitters and AUX"IOf
Equipment. As an |.T.T. associate, FTL has the benefit of th
facilities of a world wide organization with extensiv’
research and development laboratories. 4

The FTL-Graybar Line includes VHF and UHF air-coole.
transmitters, complete line of Auxiliary Equipment, incluc/
ing Control Equipment, Monitors, Single and Dual Scanner:
and Synchronizing Equipment; VHF and UHF Antenna:
complete Camera Equipments, TV Microwave Relay Link
and Mobile Television Units. ‘

ral Telecommunication Laborafories, /e

A Associate of the lnternafisnal Telephore and Telegraph Corp)

500 Washington Ave., Nutley, N. J
Canadian Distributor: Federal Electric Manufacturing Co. Ltd., Montreal P Q.
Export Distributor: lnternational Standard Electric Corp., 67 Broad St., New York
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COMPLETE SERVICE TO THE INDUSTRY S ARE LOCAT

Atlanta, Ga. Kansas City, Mo.
In addition to FTL's high quality Television Equipment, Boston, Mass. Long Island City, N. Y.
" Graybar brings you broadcasting’s best accessories — Chicago, Il Los Angeles, Calif.
speech input equipment, microphones, lighting, towers and Cincinnati, Ohio Minneapolis, Minn.
transmission lines, tubes, wiring supplies and devices—in Cleveland, Ohio Philadelphia, Pa.

fact, everything electrical to keep you on the air. Dallas, Texas Pittsburgh, Pa.
Detroit, Mich. Richmond, Va.
Your nearby Graybar representative is now ready to Houston, Texas San Francisco, Calif.

serve your television and accessory equipment require- Jacksonville, Fla. " Seattle, Wash.
ments. Call today! St. Louis, Mo.

Graybar Electric Company, Inc.

stic Distributor: 420 Lexington Ave. New: York

Offices and Warehouses in 108 Principal Cities
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FCC Revamp

(Continued from page 23)

ensue apparently would be clarified.

@ FCC staff members (except
professional assistants of the Com-
missioners) would not be permitted
to make recommendations to the
Commission on disposition of “ad-
judication” cases in which hearings
are held.

(This provision retains the in-
tent of the MecFarland bill to
minimize staff authority with re-
spect to cases in hearing. Its refer-
ence to “recommendations” in de-
fining these functions, however, is
designed to clarify Secs. 5 and 17
of the McFarland bill.)

@® FCC would not be allowed
to adopt “any rule or regulation of
substance or procedure” that dis-
ecriminates against persons ‘“pri-
marily” engaged in the publishing

business. No application for a con- -

struction permit, station license,
renewal, modification or transfer
could be denied “solely” because of
the newspapers’ interests.

(There is no such provision in
the McFarland bill. Early in its
writing of communications legisla-
tion, the Senate Interstate & For-
eign Commerce Committee threw
out a similar provision when FCC
made it known it did not believe
such a law was necessary. FCC’s
stand was that promulgation of
such a rule or regulation that was
discriminatory against newspapers
or any occupational business, civic
or religious group, could be held
unconstitutional.)

@® To block any revival of the
Avco Rule, the bill would make
FCC proceed in cases of transfers
as if the transferee were the only
applicant for an original license or
permit,

It was understood that the anti-
newspaper rule bar was placed in
the House version because of quiet
campaigning in ecommittee by news-
paper interests [BeT, July 23,
19511

(While it has been the long-
standing policy of FCC to favor
non-newspaper applicants where
there is more than one applicant
competing for a facility providing
qualifications of all applicants are
equal, FCC has never spelled this
out in a rule or regulation. Thus,
the effect of the House amendment,
if retained in the bill, would be
questionable.)

A section of the Communications
Act retained by the House com-
mittee makes review by the U. S.
Supreme Court in cases of license
revocation or failure to renew a
license  discretionary  (plaintiff
must petition court for writ of
certiorari).

The McFarland bill would have
granted such appeals as a matter
of right. It was learned that repre-
sentatives of the Supreme Court
asked for the House committee re-
vision.

In reporting the McFarland bill,
which has been sponsored since
1949 by Senate Majority Leader
Ernest McFarland (D-Ariz.), the
House committee members spent 23
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days in executive session.

This is an enviable tally for any
committee whether studying com-
munications or the foreign aid pro-
gram,

Rep. Oren Harris (D-Ark.),
ranking majority member of the
committee, was charged with writ-
ing the report on S 658. When his
work in directing the staff’s com-
pilation is completed, the bill will
be placed on the House calendar,
after the House Rules Committee
clears it.

Once the House approves the
measure (it could amend it at will
on the floor), it will go to the
Senate for approval. If the Senate
passes the bill as is, although un-
likely, the bill would go to the
White House for President Tru-
man’s signature.

More likely, the Senate will dis-
agree with the House amendments
—for example, Sen. McFarland has
staunchly favored the section on
“double jeopardy’” as written in
his bill—and the upper chamber
will ask for a joint conference.

What could happen in a Senate-
House conference 1is conjecture.
Action in clearing the bill would
depend on (1) who are the con-
ferees and (2) whether they can
come to quick agreement.

Minimum of Conflict

Bills have been known to die a
slow death in conference when the
legislators can not see eye to eye.
However, such a development is un-
likely, authorities concede, because
of a minimum of conflicting issues
in the two versions.

When an agreement is reached
in conference and a report written,
the battle will be over. Since the
McFarland bill is technical in
nature, most likely both houses
will accept the conference report in
total. This would clear the bill for
the President’s signature and a
new Communications Aect will
govern FCC’s procedures in the
regulation of the radio and tele-
vision industry.

Reorganization of the Commis-
sion as provided for in the McFar-
land bill is also retained in the
House version. Bulk of this recom-
mendation is already a fait ac-
compli.

A provision in the House bill
retaining authorization for the
FCC to divide itself into panels is
considered to be a minor change.

Full text of the committee’s ex-
planation of its actions, follows:

The amendment strikes out every-
thing after the enacting clause of the
bill as passed by the Senate and in-
serts a substitute.

In many respects the amended bill
is the same as the bill passed by the
Senate. The more important differ-
ences, as well as the principal changes
which the amended bill would make
in the present law, may be summar-
ized as follows:

The provisions of the Senate bill
relating to the reorganization of the
Commission have been retained sub-
stantially intact. These provisions
constitute a statutory confirmation of
the reorganization already effectuat-

ed by the Commission which divides
the Commission staff into four fune-
tional bureaus (namely, the Broadcast
Bureau, the Common Carrier Bureau,
the Safety and Special Radio Services
Bureau, and the Field Engineering
and Monitoring Bureau) and four
staff offices (Office of Chief Engineer,
Office of General Counsel, Office of
Chief Accountant, and the Office of
Secretary). Each Commissioner would
be provided with a professional as-
sistant of his own choice.

The members of the Office of Opin-
ion and Review (formerly known as
the Office of Formal Hearing Assist-
ants) as well as other employees of
the Commission staff (except the pro-
fessional assistants of the Commis-
sioners) would be prohibited from
making recommendations to the Com-
mission with respect to the disposi-
tion of adjudication cases in which
hearings are held (for example, cases
involving the granting, renewal, or
revocation of station licenses).

The provisions of the Communica-
tions Act authorizing the Commission
to divide itself into panels which
would have been eliminated by the
Senate bill are retained in the amend-
ed bill.

The amended bill retains the Senate
provision requiring the Commission
to report to the Congress any case
of an original application for a broad-
cast license, or renewal or transfer
thereof, which has not been finally
decided by the Commission within
three months from the date of filing
of the application, or six months
wherever a hearing is required.

The amended bill provides several
procedural safeguards not contained
in the present law. Before the Com-
mission may formally designate for
hearing an application for a license
(or a renewal thereof) or for a con-
struction permit, it must notify the
applicant and other known parties in
interest of the grounds and reasons
for the Commission’s inability to
grant the application without a hear-
ing. The applicant must be given an
opportunity to reply and the case may
be set down for hearing by the Com-
mission only after consideration of
such reply.

The Commission must notify the
applicant and all other known parties
in interest of the grounds and reasons
for setting an application down for
hearing. Parties in interest, if any,
whom the Commission fails to notify
may file a petition for intervention.

In cases in which an application is
granted by the Commission without
a hearing, the grant remains subject
to protest for a period of 30 days by
any party in interest. After the Com-
mission has satisfied itself that the
allegations of fact set forth in the
protest show that the protestant is
a party in interest, the Commission
must set the application down for
hearing on the issues set forth in the
protest.

With respect to the renewal of
broadcasting licenses, the Committee
amendment provides that such re-
newal shall be granted if the Com-
mission finds that the public interest,
convenience and necessity would be
served thereby. The amendment also
provides that the Commission shall
not require an applicant for renewal
to furnish any information previously
furnished by such applicant or not
directly material to the question of
renewal. A special procedural provi-
sion contained in Sec. 13 of the Sen-
ate bill dealing with cases of renewal
in which the Commission must hold
hearings, has been eliminated. The
present law provides that applica-
tions for renewal shall be governed
by the same considerations and prac-

BROADCASTING

NATE S. SHAPERO (r), president and
chairman of the board, Cunningham’:
Drug Stores, Detroit, which has spon.
sored more than 100,000 newscast:
in the city since 1939, receives awarc
for civic contribution from Louis C
Miriani, president of the Detroil
Common Council.

tice which affect the granting of orig:.
inal applications.

The amended bill modifies the pro.
visions of the Communications Aci
governing transfers of station licen:
ses and construction permits by pro:
viding that the Commission shall, ir'
cases of transfers, proceed as if the
transferee was the only applicant fo1!
an original license or permit. The
Commission must approve the trans
fer if it determines that the publi
interest is served thereby.

The amended bill does not chang:
Sec. 311 of the Communications Act
which authorizes the Commission t¢
refuse a license to persons who hav:'
been finally adjudged guilty by :|
federal court of unlawfully monopo
lizing .radio communications. Ths
Senate bill would have eliminatec
this authority from present law.

The amended bill gives the Com
mission power to issue cease and de
sist orders, to suspend licenses fo
not to exceed 90 days, and to lev:’
fines up to $500 per day for violation |
of the Communications Act, Commis
sion regulations, or treaties. Th
Commission’s present power, unde !
the Communications Act, to revok:
licenses for similar offenses is lim
ited by the amended bill so that it ma;
be exercised only in case of violation |
which are willful or repeated. Thj
Senate bill provides for the issuanc
of cease and desist order but does no |
contain the additional powers of sus
pending licenses or levying fines.

With respect to review by the Suf
preme Court in cases of license revo!
cation or failure to renew a license¢
the amended bill retains the presen!
law that such review is discretionar
with the Supreme Court. The Senat IH
bill would have granted such appeal
as a matter of right. |

Finally, the amended bill prohibit |
the Commission from adopting an!
rule or regulation of substance o}
procedure which discriminates agains
any person based upon interest i1
association with, or ownership of an ;
medium primarily engaged in th
gathering and dissemination of infor
mation. No application for a con’
struction permit or station licens |
(or for the renewal, modification, ¢!
transfer thereof) may be denied b |
the Commission solely because of an |
such interest, association, or owner
ship. No comparable provision is con,
tained in the present law or in th|
Senate bill.

|
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“MICRO-"
SPACEMAN

spaces within the crystals and molecules of steel. In that micro-
scopic world, research men take advantage of the same laws
that govern the stars and planets to manipulate atoms and molecules
of a piece of steel. Their work makes steel harder, or tougher, or
springier, or more resistant to heat, so that hundreds of variations in
steel are available for everything from watch springs to steels that
can “take it” in a tank gear.

] Let your imagination squeeze itself down to the infinitely small
a

A

i1t

steel under a microscope. For-
mation is typical of steels easy
to machine.

2 This is a slice of plain carbon
L}

ELECTRIC PLASTIC COPPER
Bl BLASTING CAP CASE - LINER

INSULATING

’ EXPLSIVE | BODY

alloyed steel in its toughest
s state.

3 Here is 2 micro-view of a highly

chemical researchers. It blows away the fire-clay plugs that seal

5 This “Disintegrator” was developed by a team of steel and
8 open-hearth furnaces, keeps men out of danger and saves time.

There are more than 250 companies in the steel industry. The

competition of these companies for business has created a large '
8 number of steel research laboratories. In these workshops for

brains, several thousand scientists and technicians are con-

stantly searching for better ways to control the characteristics

of steel. The story of their work is told in a collection of reprints

from STEELWAYS magazine with the title: “The Inquisitive

Steelmen.” Factual, informative, excellent for schools and dis-

Note what happens when steel cussion groups. Write to American Iron and Steel Institute,
4 is made very hard . . . Scientific 350 Fifth Avenue, New York 1, N. Y., for free copy.
s controls give manufacturers the
kind of steel they need.
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"We feel that this show is a must for our station...it is a great public service!" Lar:
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" H. W, Slavick, General Manager, WMC, Memphis, Tenn. {

yird, Commercial Manager, WWL, New Orleans, La.
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Lost

AMONG the more fascinating reading we’ve
always found in the daily papers is the classi-

fied advertising department, especially the Lost

and Found ads which chronicle, in their abbre-
viated way, the little tragedies and triumphs
of life.

Who knows what is in the brief case lost
in the something-hundred blk. of Elm St., suit.
rewd., sentimentl val.; or in the lady’s ov’night
bag, inadvertently left in lobby of Beltmore
Hotel Sun. morn.?

While skimming through the Lost column
of the Washington Evening Star one day last
week, our eye caught upon this entry:

BRIEF CASE—Small zipper portfolio or brief
case; name inside; return to CHR. PAUL
WALKER, Federal Communications Commission.
Revsvard. Executive 3620, Ext. 9, or Emerson
6655.

One may only speculate as to what was in-
side. The tacitly-accepted code of privacy that
obtains in the fraternity of those who place,
read or answer classified ads forbids inquiry.
Did the case contain state papers, the—heaven
save us—working copy of the final television
allocations report, a pack of treasured love
letters, the Chairman’s lunch? We must be
content to wonder.

Out on the Limb

A STATION, which for the purposes of this
editorial shall be nameless, last week reported
with considerable glee the “success” of a pro-
motion stunt which put its call letters and
the name of one of its disc jockeys on every
tongue within the sound of its signal.

The stunt also succeeded in:

Causing the arrest of the dise jockey.

Creating a “major traffic snarl.”

Getting fans of the dise jockey ticketed for
traffic violations.

And, we suspect, causing a great many
sober-minded people to henceforth doubt an-
nouncements on that particular station and
possibly to unconsciously, perhaps, question
other news on other stations.

Briefly, what station spokesmen described
as the “gag,” involved a break into a regularly
scheduled program with an urgent announce-
ment that the dise jockey had disappeared
along with a large amount of cash from the
station’s safe. Subsequently a mobile unit was
sent in search of the man and “found” him
in a tree throwing money to people below.

The police moved in, hustling the disc jockey
to jail. The station then announced it was
having difficulty raising the $100 bond which
was required and asked listeners to loan the
bond money. When listeners rushed to the
police station they caused a traffic jam and
were given traffic tickets. The station re-
ported the bond oversubscribed and agreed to
pay all parking tickets.

We are sure that there was no intention on
the part of the station management to do any-
thing but promote interest in their dise jockey.
But the method they used was, to use the kind-
est word that comes to mind, irresponsible.

A broadcaster, any broadcaster, has a duty
to his listeners. He must entertain and he must
inform. Stunts like this, which deliberately
misinform, do all radio a disservice.
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Put Up or Shut Up

WE COULD not help but be dismayed at the
information given to BROADCASTING ® TELE-
CASTING a week ago by Rep. Joseph W. Martin
(R-Mass.), who has been a leader in the cam-
paign to get radio and television re-admitted
to House hearings.

Broadcasters, said Mr. Martin, “don’t seem
to be interested” in their own case. He thought
it “remarkable” that broadcasters had taken
their exclusion so lightly.

We think it “remarkable” too.

Remarkable and regrettable.

The thought immediately comes to mind: If
the press were suddenly ousted from the House,
would publishers and editors take it lightly?
You can bet they would not. That would be
one issue on which all shades of publishing
opinion would come together.

The fact that publishers and editors would
unanimously rise in outrage is taken so for
granted that we doubt that any legislator
would ever try to bar the press from Capitol
Hill.

Quite obviously legislators entertain no such
reservations about radio and television. Why?

Well, the answer is in Rep. Martin’s state-
ment.

If broadeasters “don’t seem to be interested”
when they are kicked out of hearings which
other members of the public have complete
freedom to attend, one can hardly imagine
what kind of ill fortune would arouse their
interest.

As long as they endure their exclusion with-
out more protest than they so far have dis-
played, broadcasters cannot claim to deserve
an equal place in the news media family.

To deserve an equal place is to accept the
responsibility of both gathering and distribut-
ing news, a process that certainly cannot be
adequately carried out by any medium that is
denied access to the U. S. Congress.

If radio and television pretend to the high

status of honest and purposeful news media,

broadcasters must join the fight that so far has
been conducted for them.

Elements of Impact

LONG overdue is a marshalling of radio’s basic
facts—an analytic story of the medium’s im-
pact on the nation, along with the traditional
“who, what, when, why and how.”

In all of the 32-year radio history this
obvious and fundamental job has never been
done in a comprehensive manner.

There have been, of course, helpful probings
and dissections but no one has ever presented
the whole story of radio advertising’s place in
the national economie and cultural picture.
Hence the recent decision of the NARTB AM
Committee to undertake a research project de-
signed to round up the facts and make them
available in usable form.

The fundamentals of advertising media have
seldom been subjected to the cold, calculated
analyses warranted by their prominence in the
life of 150 million Americans. Even the older
printed media can offer little documentary evi-
dence, for example, of what happens to a
periodical after it enters the home.

It’s time broadcasters do something about
their own medium, harrassed by competitive
shooting from publication ranks as well as by
the exaggerated claims about television’s effect
on radio listening. Perhaps NARTB’s study, if
properly supported, will produce long-awaited
facts about radio’s costs in relation to other
media. Perhaps, too, it will yield helpful in-
formation on the secrets of successful radio
advertising and suggest better management
methods.
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THOMAS CHAPMAN McCRAY

F IT HAD not been for a five-dollar be

Thomas Chapman MecCray now might b’

president of the Old Timers Club of Tray
elers Insurance Co. instead of director of radi,
network operations for NBC Western DlV]SlO
in Hollywood.

Mr. McCray, who is Tom to his legion 13
friends, was an accident underwriter for Trax:
elers in Hartford back in the early ’20s whe |
the insurance company decided to go into tt'
radio business.

Like all Travelers’ employes, he watched t}
approaching debut of WTIC there with kee
interest. But despite the fact that he ha
studied voice for a few years, he had r
thought of switching his budding career fro
insurance to the new medium of radio.

Even when the company sent a routine men
orandum to all employes inviting them to aud
tion for the new station, he didn’t take
seriously or personally. Not until the fellow ¢ ¢
the next desk dared him to request an auditic
and backed up the dare with a five-dollar be

Five dollars being worth five dollars in thos
days, Tom MecCray took the bet. He has bec
in radio ever since.

As an old insurance man, he still thinks it
a good risk, television or mno. ‘

In the past 28 years, Mr. MecCray h:
amassed a conspicuous number of “firsts :
Among events in his career that he looks bac
upon with particular pride are: One of tl
first husband-and-wife programs on the ai.
in which he and M<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>