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7 WIS Spearheads
Record Scraplrive/

@ Steel is vital . .. and vast quantities of scrap are

required to produce the steel needed to keep America strong.
Having co-operated in many successful scrap drives during previous emergencies . . .
WLS was invited to spearhead the recent Decatur and Macon County campaign,
which was climaxed by the WLS National Barn Dance.
According to William Kelly, Director of the Chicago Office of the U. S. Department of
Commerce, this drive “brought in more scrap than any similar campaign in history” N

... enough to make 16,504,000 pounds of steel.
Further proof of the pulling power of WLS programs . ., whether

promoting a regional scrap drive. .. or putting

your products in a million more homes,

CLEAR CHANNEL Home of the NATIONAL Bara Dance CHICAGO 7

890 KILOCYCLES, 50,000 WATTS, ABC NETWORK—REPRESENTED BY JOHN BLAIR & COMPANY




Go where there's GROWTH...

TOBACCO IS BIG BUSINESS

in Kentucky...

$223,000,000

($43 million over 1950)

...but
LIVESTOCK RECEIPTS

are bigger...
UP 20% over 1950 to $336,000,000!

b1
. o /

53 w W “ o
Benson and Benson shows the Red River Ramblers*
have 509, more listeners than the programs on all other
Kentuckiana stations at the same time.

And when this talent group puts on the Old Kentucky
Barn Dance, they also have a 407.59, bigger audience than

that of the next highest rated program.

#7:15-7:30 AM, Monday through Friday,
available for participations.

THE WHAS MARKET
105 Kentucky counties
25 Indiana counties

ASSOCIATED WITH THE COURIER-JOURNAL—LOUISVILLE TIMES e« VICTOR A. SHOLIS, Director = NEIL D. CLINE, Sales Director
Represented Nationally by Henry I. Christal Co., New York, Chicago




how to make
2 radio
+) “JACK” !
be nimble
...and quick!

AL

In Cleveland . . . Aeroways Flying School

L]

. bought spots on a WHK participation

.' show . . . to encourage new enrollments. TWO ‘
spot announcements brought in FIFTEEN ‘

. leads that resulted in THIRTEEN flying contracts.
Aeroways Flying School did $6,000.00

worth of NEW business for $64.20 !

® * s 0 0 0

Jump to WHK for high-flying results !

.
.
.
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|
. CLEVELAND
.
.
L Represented by
.
i Headley-Reed Company
.
.

iblished every Monday, with Yearbook Numbers (53rd and 54th issues) published in January and February by Broapbcastine Pusricarions, Inc., 870 National Press
4, D. C. Entered as second class matter March 14, 1933, at Post Office at Washington, D. C., under act of March 3, 1879.

Building, Washington




PULSE SURVEY

Recently completed, rates WDEL first .in
every one of the 48 rated quarter-hours

First in per family effective buying income—
Wilmington, central city in its metropolitan county
area—population group 100,000 to 500,000. Quality
of Market Index is a sensational 154549, above
the U.S. average.

(Sales Management— 1952 Survey of Buying Power)

WDEL because of its amazing listener loyalty and

the assured sales-response in its broad, rich- market
area deserves first place in your advertising plans.

Represented by

WDEL‘;Q; ROBERT MEEKER Associates
FM New York - Chicago . San Francisco » Los Angeles
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CLOSED CIRCUIT

¥OU WON'T find it in FCC actions but NBC’s
TV key, WNBT New York and CBS’ TV key,
WCBS-TV, as well as WPIX New York and
several miscellaneous outlets of ABC, are in
anomalous position of operating without reg-
ualar licenses. It’s because of turmoil over com-
.plaint of Civil Liberties Union against alleged
“blacklisting” of talent by these licensees and
opinion of FCC counsel that if FCC didn't
act prior to licensee expirations June 1, ap-
plicants automatically are extended. But before
it got to that, FCC voted (1) to renew licenses
and dismiss complaint; (2) to renew tempor-
'arily until Sept. 1; (3) not to renew and let
|automatic extension prevail; (4) not to grant
regular renewal, thus permitting vote on (3)
to stand. (See Editorial, page 50).

INDEPENDENT offer for KOA Denver has
been made to NBC by Don Searle and Herbert
| Hollister, owners of KMMJ Grand Island,
Neb., and KXXX Colby, Kan. Mr. Searle denied
ffer had connection with proposal made by
ob Hope and associates for station [CLOSED
IRCUIT, May 19].

DICATIVE of constructive approach to July
|12 session of affiliates with CBS on network
| erisis is preliminary informal meeting of “old
fimers” called by I. R. (Ike) Lounsberry, WGR
|Buffalo, chairman of network’s Affiliates Ad-
visory Board to meet June 30 in New York.
Nine-man radio board will meet with nine-
man sponsoring group which petitioned
CBS for two-day conference to reach amicable
| understanding on network-affiliates problem.
| [B®T, June 2; story this issue, page 25].

PAUL SEGAL, Washington counsel for
WWSW Pittsburgh, expected this week to take
to court first appeal of FCC’s Sixth Report
llifting TV freeze. He is to file complaint in
|'U. 8. Court of Appeals, Third Circuit, Phila-
| delphia. Reportedly confined to specific situation
rather than general principles of Sixth Report,
appeal will concern FCC refusal to allocate
Channel 4 to Braddock, Pa. (metropolitan Pitts-
burgh) because post office is 169.31 miles from
‘tnnsmitter of WLWC (TV) Columbus, Ohio,
and rules call for 170-mile minimum separa-
tion. Petition to FCC on same point was filed
lslgs)t week by WLOA Braddock (see story, page

PRACTITIONERS and broadcast licensees are
beginning to wonder whether FCC lawyers are
using hinder and delay tactics on request for
declaratory ruling as to whether merging of
| AM applicants in same market for limited TV
facilities would constitute violation of duopoly
| regulation. Petition was filed month ago
|[B®*T, May 5]. It’s known there are dozens
of radio broadcasters awaiting ruling prepara-
| fory to perfecting TV applications in advance
| of July 1 deadline. Commission word last week:
Nothing in sight.

BLAST AT contraverted FCC rebroadcast rule
requiring stations which deny rebroadcast
rights to explain reason to FCC, hat in hand,
| expected Tuesday at meeting of Committee on
(Continued on page 6)
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ABC ASKS SEVERANCE,
EARLY MERGER RULING

ABC and United Paramount Theatres late Fri-
day filed long-expected petition with FCC for
severance from hearing and early disposition
of proposed merger of network and UPT as
well as grant of contingent sale of WBKB (TV)
Chicago by Paramount’s Balaban & Katz to
CBS for $6 million. In separate action earlier,
Zenith Radio Corp., asked FCC to withhold
action on WBKB sale, contending all appli-
cants here should get equal chance to compete
for Channel 2 (see story page 59). FCC pro-
poses to switch WBKB from Channel 4 to
Channel 2 under terms of Sixth Report lifting
TV freeze.

ABC-UPT petition argues for early Commis-
sion ruling in order to bring stability to net-
work field. ABC contends 75% of record in
general Paramount and ABC-UPT merger
hearing pertains to other issues while portion
relating to merger has been fully entered (sce
story page 70). Petition notes hearing may
continue indefinitely, thus delay needed action
on merger.

Dr. Allen B. DuMont, president of Allen B.
DuMont Labs., concluded testimony Thursday.
This was last of evidence in hearing relative
to proposed merger, ABC-UPT spokesmen ob-
served Friday.

FIGHT COVERAGE HIGHEST
NBC-TV spokesmen Friday claimed network’s
coverage of Walcott-Charles bout preceding
night received highest Trendex rating ever
recorded for one-time attraction: 58.6, rep-
resenting 37 million viewers.

BUSINESS BRIEFLY

PIEL SWITCH @ In surprise move last Fri-
day, Piel Brothers, N. Y. (beer), $1.6 mil-
lion advertising account, named Young & Rubi-
cam, N. Y., to handle its advertising, effec-
tive Sept. 2. Decision impelled Kenyon &
Eckhardt executive to note that “during K &
E’s tenure, Piel’s sales have grown faster than
any other brewery in the country.”

LEVER BUYS SPOT @ Lever Bros., N. Y.
(Breeze), renewing campaign in five markets
effective June 26 and also adding spot radio
drive starting July 10 in 28 markets in Atlanta,
Boston, Denver, Houston and New Orleans
areas. Agency, BBDO, N. Y.

SEEK AVAILABILITIES @ Kenyon & Eck-
hardt, N. Y., looking for TV availabilities for
probable campaign for Amazo instant dessert.

CRISCO EXPANDS @ Procter & Gamble,
Cincinnati (Crisco), through Compton Adv.,
N. Y., considering radio spot campaign to start
July 1 for 52 weeks in few selected markets,
in addition to its present schedule.

VITAMINS USE RADIO @ VCA Labs, New-
ark, N. J., (vitamin products), through Duane
Jones Co., N. Y., to enter daytime radio with
52-week sponsorship of Gabriel Heatter on
Mutual network (8:55-9 a.m., EDT, Monday
through Friday), effective June 30.

AGENCY FOR ZIPPY @ Zippy Labs., Chi-
(Continued on page 94)

Code Board Scans Score of Complaints

SCORE of complaints about TV programming,
accumulated in last two months, acted on by
NARTB Television Code Review Board, which
concluded two-day Washington meeting late
Friday. Findings and complaints kept secret,
in accordance with terms of code.

Board announced its chairman, John E.
Fetzer, president-owner of Fetzer radio and
TV stations in Kalamazoo and Grand Rapids,
Mich., would appear June 25 before House
subcommittee investigating radio and TV pro-
gramming (see story page 27). Board members
met Friday morning with Rep. E. C. Gathings
(D-Ark.), who introduced resolution that led
to inquiry, and members of subcommittee.

At close of meeting, Mr. Fetzer said board
noted with satisfaction progress made by net-
works and stations in conforming to code but
saw need for further improvement. He felt
his appearance before House probers would
serve to discount fears that self-regulation will
not work.

Self-regulation “is more desirable than these
repeated investigations and threats of law-
making,” he said, adding that all complaints
are being seriously studied.

Complaints reviewed by board dealt mainly
with crime and mystery programming, over-
commereialization, religious broadcasting and
film productions. Parties involved will be noti-
fied of decisions reached. Board heard pres-
entation by Dr. Theodore Elsner, president of
National Religious Broadcasters Inc.,, who
asked modification of code eclause advising

against sale of time for religious programs.
He termed section unfair and discriminatory.
His appeal was taken under advisement.

Board examined several films and scripts in-
volved in specific complaints, Attending two-
day meeting were all five members, including
Chairman Fetzer; Mvs. Scott Bullitt, KING-
TV Seattle; Leonard Reinsch, WSB-TV At-
lanta; Walter Damm, WTMJ-TV Milwaukee,
and Ewell K. Jett, WMAR-TV Baltimore.

Mr. Fetzer’s statement follows:

The Board of Review, meeting only a short time
after the Code went into effect, notes with satis-
faction the progress that has been made by net-
works and stations in aligning their operations
with the program and commercial recommenda-
tions of the Code. At the same time, the Board
recognizes the mneed for further improvement,
knowing this to be a continuing problem.

When I appear before the Congressional com-
mittee, I believe there will be no difficulty in dis-
counting the fears of some that self-regulation
will not work in television programming. It is
working right now—and certainly it is more de-
sirable than these repeated investigations and
threats of lawmaking.

As a Board, we are listening avidly and con-
siderately to the opinions of the public, who com-
prise our audience and who, in the final ana s,
we must satisfy if we are to stay in business. We
take these opinions very seriously indeed—and
intend to convey them, when circumstances justify
such action, to those of our colleagues who can
make proper adjustments in their operations.

for more AT DEADLINE turn page .
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LBS BANKRUPTCY
HEARING IS ASKED

HEARING on petition for involuntary bank-
ruptey action against Liberty Broadcasting
Sysem, which suspended service fortnight ago
[BeT, May 19], asked by Tennessee & Ark-
ansas Broadecasting Co. in office of D. M. Old-
ham, Federal bankruptey referee in Dallas
(see McLendon Broadcasting System story
page 85).

Schedule filed with referee indicated Liberty
had assets of $504,489.35. Liabilities listed at
$1,480,000. Major creditors were listed as
AT&T, $67,5632; Brooklyn Dodgers, $11,800;
American Airlines, $2,540, along with unlisted
affiliate stations and others. Losses of Liberty
owners listed as follows: H. R. Cullen and as-
sociates, $600,000; B. R. McLendon, $140,000.
Messrs. Cullen and McLendon (father of LBS
President Gordon McLendon), were co-chair-
men of LBS board.

In Chicago, Thomas C. McConnell, of law
firm of McConnell, Lutkin & Van Hook, Liberty
attorneys, said taking of depositions in Liber-
ty’s suit against group of major league base-
ball clubs will be started Aug 18, followed by
trial probably next spring.

McFARLAND BILL JUNE 12

HOUSE consideration of McFarland Bill re-
vising Communications Act (S 658) was sched-
uled for June 12 floor action, it was reported
Friday. Debate will be limited to usual three
hours for routine bills. Amendments may be
offered from floor. Among possible amend-
ments that may be offered from floor is one
concerning political broadcasts which would be
aimed at taking broadcasters off hook of cam-
paign speech libel dangers. Both Reps. Walt
Horan (R-Wash.) and Joseph P. O’Hara (R-
Minn.) have indicated their interest in that
subject.

POLITICAL MEET DENIED

IN QUICK same-day action, FCC Friday de-
nied request of CBS for informal meeting
today (Monday) of all networks to clarify
Commission policy with respect to political
broadcasts—particularly equal time rule—in
view of complaints on part of Presidential
candidates (see early story page 27). CBS
this week is expected to stress fairness of
treatment in reply to complaints of candidates
Kefauver and Taft. Network is expected to
call attention to appearances already set on
two of its TV shows for Sen. Taft.

WYVW AMENDS PETITION

WVVW Fairmont, W. Va., filed amended TV
application late Friday afternoon, raising re-
quests for television outlets filed last week to
25 (see early story page 60). Fairmont sta-
tion seeks UHF Channel 35 with radiated
power of 17.4 kw, antenna height 237 ft. above
average terrain. Cost estimated at $100,580,
with first year operating cost $40,000 and
revenue $50,000. WVVW president and 96%
owner is J. P. Beacom.

MUNTZ NET UP

MUNTZ TV Inc., Chicago set maker, last week
reported net income of $898,004 for year end-
ing March 31. This equals 80 cents per share
of common stock, compared with 74 cents pre-
vious year. President Earl Muntz said sales
were $32,923,661.
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In this Issue—

Under-the-counter deals may be cutting
the ground out from under the radio
market, but here’s an even worse
menace to the stability of both radio
and television. In a thoroughly re-
searched special article, BROADCASTING
® TELECASTING gives a full report of
the “free plug” racket that is deliver-
ing millions of dollars worth of ad-
vertising to radio and television homes,
at no return whatever to networks and
stations. Page 23.

Professional drys and publicity-conscious
Congressmen join up to howl about
“immoral” radio and TV programs.
One Congressman swears he saw a girl
dance the “hootchie-cootchie,” and
what’s worse she ended her perform-
ance with a “shimmy.” After taking
in such testimony for three mornings,
the House committee adjourns the
hearings to let pulses settle down.
Page 27.

Spot radio costs the advertiser less today
than it did 10 years ago, according to
a new study by the National Assn. of
Radio and Television Station Repre-
sentatives. Page 23.

First quarter gross billings were $42.6
million for radio networks, $45.7 mil-
lion for television networks. Page 25.

FCC issues proposed changes in its trans-
mitter operator rules. If the new
rules were adopted, it would mean cost
cutting for many AM and FM stations.
Page 29.

Rival candidates declare an open season
on radio and television networks. Sens.
Taft and Kefauver demand time equal
to that given Gen. Eisenhower. It’s
the beginning of what promises to grow
into the most painful headache broad-
casters have recently suffered. Page
27.

A. C. Nielsen and Standard Audit &
Measurement Services are in a tiff over
whose techniques for measuring sta-
tion coverage are the better. Page 26.

CBS Radio reports time sales, renewals
and replacements worth $1.4 million
a year gross. Meanwhile, plans pro-
ceed for the July 1-2 meeting of CBS
Radio affiliates, most of whom plan to
attend. Peage 25.

National Collegiate Athletic Assn. comes
up with a new plan for controlled tele-
casting of football next fall. This plan
isn’t as restrictive as last year’s be-
cause no areas will be blacked out, but
it still will hamstring football telecast-
ing. Page 59.

Westinghouse proposes revision in FCC’s
procedures to bring TV faster to com-
munities without it or with only one-
station service now. Page 59.

Upcoming

June 9-10: NARTB TV Board, The Home-
stead, Hot Springs, Va.

June 12-13: NARTB Radio Board, Wash-
ington.

June 13-14: Maryland-D. C. Radio-TV
Broadcasters Assn., Hotel Stephen De-
catur, Ocean City, Md.

(Other Upcomings page 38)

)
Closed Circuit |
(Continued from page 5) I

Radio Broadcasting of Advisory Council ti
Federal Reports. This group functions witl
U. S. Budget Bureau on clearance of all papé
work forms involving governmental agencies
Meanwhile petitions for reconsideration fror
NARTB and NBC and CBS are being readied. |

ALTHOUGH IT’S not out in open, there i
disagreement within FCC on new “examine
teams” to handle TV hearing load for whic
FCC seeks increased appropriations. Presen:
roster of seven hearing examiners, it’s undesl
stood, is opposed to increasing strength b
15 or 20 but favor new money to hire laf}
clerks to assist them in expediting work. FC

to date hasn’t taken action. Senate Interstat
& Foreign Commerce Committee recommende
$800,000 for 20 “examiner teams” and Senat
has approved $600,000 for about 15 team:
House has yet to act.

TALK OF formation of committee of statio
creditors of defunct Liberty Broadeasting Sy¢
tem was heard last week coincident with rd
ports of bankruptey proceedings in Dallas an
appointment of referee. Erstwhile LBS st:
tions reported holding bag for considerabl
sums.

20TH CENTURY-FOX setting up off Culve
City lot TV film production subsidiary. Loo
for MGM to do same before year’s end. Bot
studios doing TV research and planning behin
closed doors.

ONE NEW YORK employment firm handlin
broadcast personnel, following FCC notic
proposing possible relaxation of operator r¢
quirement rules as asked by NARTB (see stor!
page 29), notes four factors for radio ens
neer bottleneck: Engineers educated in a T
city go to over-paid set servicing field to g¢
$1.80 an hour instead of broadcast $1.10; eo
lege level engineers are going into manufactu
ing (same for many technical school gradi
ates); TV, needing 27 engineers to radio’s on
is taking big share; those left try radio, fin
pay low and home-town opportunities limite:
so they switch to other lines.

RESIGNATION of Sir William Haley as d
rector general of British Broadecasting Cor
to become editor of London Times may expedil
move toward eommercializing of British rad
and TV. Sir William, an implacable oppone:
of commercialization, has headed BBC sint
1944. Question whether BBC shall contint
as non-commercial monopoly comes befo:
House of Commons this week with decisic
prior fo expiration of present BBC chart(
June 30.

FILTERING back to U. S. is report on wh:
makes BBC wild. Industrial film showir
how toothpowder is made, purely sustainin
wound up with close-up of container whic
brought trade name into focus. Result: Rv
on that product at British apothecaries. Thei
ensued terse order from BBC to avoid all traq
package shots.

TV '‘DISCOUNT’ UP

LETTERS sent out by Fred M. Thrower, Vi
president in charge of CBS TV Network sale
to advertisers and agencies announced: “Ii
fective June 1, the new rate structure pu
vides a maximum weekly discount of 157
compared to the former 109 maximum.”

for more AT DEADLINE see page 94
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Now, for the first time in Southern California, you can—

MAKE THE WHOLE SALE
AT A WHOLESALE RATE!

Do it with KBIG, now on the air
reaching all of Southern California
direct from Catalina!

KBIG is the convenient, efficient
& way to reach the whole Southland —

® Santa Barbara

one medium, one set of copy, one bill.
Not just America’s Third Market (Los
Angeles), or America’s 31st Market
(San Diego), or America’s 67th Mar-
‘ ket (San Bernardino-Riverside) — but
d | all of them PLUS lots more in be-
tween. A total of nearly six million
) people, at a base hour KBIG rate of ;
L only $118. \

KBIG Does It Alone? Yes.KBIG’s \z
10,000-watt signal focuses all its
strength on its market and wastes none A

® Ventura

¢ Sonto Pavla

o Sonta Monica 4 pooue

® Los Angeles

* Monrovia
El Monte o * Awsa

* Lynwood
© Compton

SITIN UiV §°28

¢ longBeach o coyo o __ — ® SanBemardine
-

out to sea. Booming across salt water

® Ancheim _ —
® Riverside

=
(finest known conductor of radio WILES_ » eiita Ana

: waves), KBIG covers Southern Cali- ‘5,"\&
i ) fornia’s mainland from Santa Barbara KBIG
] to Mexico. KBIG helps you to make
i the Whole Sale, to all the Southland,
i at Wholesale Prices — as little as $9 \\ g
L 'l a spot! \\
i
o Prove It To Yourself! Compare \\ \%
KBIG’s base hour rate ($118) or base \

! minute rate ($18) with any combina- \
‘ tion of newspapers, outdoor, tele-

® Newport

® Elsinore

@ Hemet

® Oceanside
® Vista

® Escondido

vision or radio you need to get this \
i | same coverage. You'll see why KBIG
) is the BIG Buy, the way to make the A
i Whole Sale at the Wholesale Price.

Availabilities Will Never Be As
Good As Now! Call Meeker or us
1 — get the whole KBIG story —and
H place your schedule on

® La Jolla 4

\ ® LaMesa
¥ SanDiego e El Cajon

~0 Imperiaf Valley

~.
Tigjuena T~ ‘~ [\

i 1 |
: 10,000 WATTS ." B . MEXIco i
¥ o KiLocvees &
]
! | i GIANT ECONOMY PACKAGE OF SOUTHERN CALIFORNIA RADIO g

STUDIOS IN AVALON ]
i AND HOLLYWOOD !

BUSINESS OFFICE: 6540 SUNSET BLVD., HOLLYWOOD 28, CALIF.

- REPRESENTED BY ROBERT MEEKER ASSOCIATES, INC. i
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one low rate ‘“‘corners’ this
oreat
West
Viromia
Market

Here's the lush potential in “Personality’s” half-millivolt area alone!

TOTAL POPULATION

TOTAL FAMILIES

RETAIL SALES

FOOD SALES

GENERAL MERCHANDISE SALES
FURNITURE AN

MOUSEHMOLD RO

SALES
EFFECTIVE BUYING !NCOME

Source — U.S. Census and BMB Survey,

Two power-packed stations to

992,994
250,337
$543,571,000
$111,735,000
$80,496,000

$29,969,000
000

1950

provide a double

POWER “knéckout” punch . . with FM for good measure.
BRI e e PR
PROMOTION A .:?"J:'Lrfiii";if:";'ff;;‘f’af:ﬁ:fédm
EXPERIENCE Operated jointly and staffed by competent, capable

it costs less when you use “Personali

the

BECKLEY—560 KC
CBS Radio Network Affiliate
| 1000W DAY ¢ 500 W NIGHT

WKNA

WKNA-FM

J
I
1
|

CHARLESTON-— 950 KC
ABC Radio Network Affiliate
5000 W DAY * 1000 W NIGHT

Joe L. Smith, Jr., Incorporated e Represented nationall

personnel who live .. and love.. .

radio,

14

A

personality
stations

ly by WEED & €O.
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THE NEWSWEEKLY OF RADIO AND TELEVISION
Published Weekly by Broadcasting Publications, Inc.
Executive, Editorial, Advertising and Circulation Offices:

870 National Press Bldg.
Washington 4, D. C. Telephone ME 1022

| IN-THIS- BROADCASTING

Agency Beat

our Respect to
Programs, Promotmn, Prem
Strictly Busmes
Telestatu
Jpcommg

TELECASTING Starts on page 57

WASHINGTON HEADQUARTERS

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:
Harold Hopkins, John H. Kearney, Patricia Kielty,
John Osbon, Keith Trantow. EDITORIAL ASSIST-
ANTS: Pat Nickens, Don Mortimer, Jean S. Henry,
Hilda Toler; Gladys L. Hall, Secretary to the Pub-
lisher.

BUSINESS: MAURY LONG, Business Manager; Win=
field R. Levi, Sales Manager; George L. Dant, Adv.
Production Manager; Harry Stevens, Classified Ad-
vertising Manager; Eleanor Schadi, Ernest Ostro,
Joan Sheehan; B. T. Taishoff, Treasurer; Irving C.
Miller, Auditor and Office Manager; Eunice Weston,
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Ebert, Ernest Kanelopoulos Elwood M. Slee. Edward
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DAAMRALISLLLIE 488 Madison Ave, Zone 22,
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York Editor; Florence Small, Agency Editor; Dor-
othy Munster, William Ruchti, Liz Thackston.
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ADVERTISING: S. J. PAUL, Advertising Director;
Eleanor R. Manning, Assistant to Advertising Di=
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360 N. Michigan Ave., Zone 1,
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WSROI RIIZCN  Taft Building, Hollywood
and Vine, Zone 28, HEmpstead 8181; David Glick-
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TORONTO: 417 Harbour Commission, EMpire 4-0775
James Montagnes.

Annual subscription for 52 weekly issues $7.00.

Annual subscription including BROADCASTING Year-
book (53rd issue) $9.00, or TELECASTING Yearbook
(54th issue) $9.00.
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Broadcasting Publications Inc., using the title:
BroapcasTiNG *—The News Magazine of the Fifth
Estate. Broadcast Advertising * was acquired in 1932
and Broadcast Reporter in 1933.

*Reg. U. S. Patent Office
Copyright 1952 by Broadcasting Publications, Inc.
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THE ONE ON THE RIGHT is Chuck Worcester, WMT’s Farm Serv-
ice Director. The young corn-burner performing before the mike
is one of a brood of cheep artists who crow over Chucks good hus-
bandry. Chuck owns and operates a farm as a WMT service proj-
ect. ' It’s the point of origin for many informative WMT hroad-
casts about conservation and crop produ Chicks and Iowa
farmers like corn—the 1951 crop was worth $778,437,000.

gasoline, oil, etc.—is made or distributed by WMT advertisers.
Farm broadcast time represents over 9% of WMT’s total weekly
program schedule—315 hours of farm information, 114 hours of
weather and market data, 8 hours of music and features.

YOU ALMOST HEAR THINGS
GROW in Towa. Of all the Grade
A land in the U.S., 25% is in Iowa.
One of Chuck’s projects is a test of
12 different fertilizer applications
" to check production.

e

CEDAR RAPIDS is our home ad-
dress—worth remembering when
you want to reach 338,480 families
who listen each week to WMT’s
farm (and CBS) programming. Or
see our reps, The Katz Agency.

ALL EQUIPMENT USED ON CHUCK’'S FARM—supplies, fertilizers,

o
=7




Announeing

THE REBIRTH OF A MAJOR MAS|
il TRANSIT RADIO . . . SOON TO TAK
| THE NATION'S LEADING ADVERTISING

[l THE UNITED STATES SUPREME COURT upheld the constitu-
tionality of Transit Radio in a seven-to-one decision May 26, 1952,
and in true American process granted new life to a powerful mass -
medium of information, entertainment and advertising.

B Transit Radio is not new. It has been operating in Cincinnati, Ohio; St. h
Louis, Missouri; Washington, D. C.; Bradbury Heights, Maryland; Cov-
ington, Kentucky; Worcester, Massachusetts; Kansas City, Missouri; Ta-
coma, Washington; Des Moines, Iowa; Trenton, New Jersey; and Suburban
Pittsburgh, Pennsylvania. In each of these markets transit riders’ opinion
of Transit Radio was exhaustively researched and found overwhelmingly
favorable. Transit Radio has been tried and proved by advertisers in every
acceptable consumer classification. It is now reborn by decision of the Su-
preme Court of the United States. It is destined to advertising greatness.

TIRANNSI

U NI ON TRUST B UI LDING

b
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:\DVERTISING MEDIUM . . ..

IS RIGHTFUL POSITION AMONG

VAEDIA.

A SELECTED AUDIENCE People lead well regulated lives. Their riding habits are
orderly, also. It is possible to select the factory worker, office worker, pro-
fessional people, the entertainment bound, simply by scheduling your message
at the proper time to reach the type of audience you want. A few announce-
ments a day can saturate the market in a short time.

A COUNTED AUDIENCE Transit companies schedule vehicles to efficiently carry
maximum loads at the shortest time intervals. An actual count of the number
of riders on vehicles is reported by half-hour periods by the transit companies.

| A LOW COST AUDIENCE With precise information on the number of riders you can

reach, a selective audience with little waste coverage, Transit Radio’s low
rates mean low cost-per-thousand.

AN AUDIENCE IN TRANSIT On the way to earn . .. on the way to spend. Transit
Radio is virtually a point-of-purchase advertising medium especially valuable
to the retailer.

A FLEXIBLE AUDIENCE Alert to timely messages and in a position to respond almost
immediately to sales messages.

. AN AUDIENCE FOR SERVICE Transit audiences think of announcements as a serv-
ice. Just as riders like to know the correct time, temperature, news and enjoy
the pleasant programming, they, too, want to know what is for-sale? where?
and how much?

' A PLUS HOME AUDIENCE Transit Radio programming is good listening enjoyed by

the great and growing FM audience in homes. There is good evidence of a
huge FM home audience in Transit Radio markets . . . a PLUS for Transit
Radio advertisers.

CINCINNATI 2, OHIO DUNBAR

RANSIT RADIO ALONE OFFERS THESE SALES ADVANTAGES:

TRANSIT RADIO
now available in these markets
(and coming soon in many others)

Bradbury Heights, Md. WBUZ
{and suburbs of Washington, D. C.)

Cincinnati, Ohio WCTS
(and: Covington, Ky.)

Des Moines, la. KCBC-FM
Kansas City, Mo. KCMO-FM
Pittsburgh, Pa. WKJF

St. Louis, Mo. KXOK-FM
Tacoma, Wash. KTNT
Trenton, N. J. WTOA
Washington, D. C. WWDC-FM
Worcester, Mass. WGTR-FM

See complete listings in Transit Radio
Section of Radio Rates & Data. Contact
stations, or Transit Radio, Inc.,

for details.

RADIO. INC.

775

!

BROADCASTING +» Telecasting
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16 BUSINESS
AT WGY

Sponsors using WGY have the benefit of tremendous support
for their sales messages through the station’s many promo-
tional activities—

AUDIENCE PROMOTION:

@® WGY publishes Mike and Camera monthly and distributes it to
an up-to-date mailing list containing over 20,000 subscribers.

@ Over 900 hard-hitting promotional announcements are sched-
uled each month.

@ Over 10,000 lines of advertising are placed in Albany and
Schenectady newspapers each month.

@® One minute movies of station artists are shown on WGY’s
sister station—WRGB.

@ Motorists on area highways have their attention called to the
station by seven 8’ by 24’ colorful scotchlited billboards.

@ WGY artists "are furnished with promotional postcards on
which they answer their large volume of mail.

@ The complete WGY program schedule is carried in 14 area
dailies having a circulation of 332,934 and in three Sunday
papers with a circulation of 217,797.

@ Many remote broadcasts are conducted throughout the year,
including several from N.Y.S. Fair and County Fairs in the area.

MERCHANDISING:

@ Dealer letters and postcards are mailed on request to 1436
grocers and 299 druggists.

WGY IS A TOP PROMOTIONAL BUY! The extensive
promotional activities insure a maximum audience for
all sales messages broadcast by this pioneer station
which serves 840,000 radio families in 53 counties in
Eastern New York and Western New England.

WGY

A GENERAL ELECTRIC STATION

”, ' on your dial

50000 Wvlﬁl'ms

Represented by
NBC Spot Sales

affiliated with Ngc

Page 12 ©® June 9, 1952
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ENESSEE BREWING Co., Rochester, N. Y., started radio spot ca
paign for Genessee beer June 2 for 26 weeks in various markets
Agency: Rogers & Porter Adv., Rochester.

WHITE LABORATORIES, Kenilworth, N. J. (Feen-a-Mint), to star
six week ecampaign on WABD (TV) New York and WITG (TV) Washin;
ton effective immediately. Agency: Doherty Clifford & Shenfield, N.

GILLETTE Co. (Gillette and Toni products), Boston, to sponsor maja
leagues’ all-star baseball game Tues., July 8, on more than 550 station
of Mutual radio network. Agency: Maxon Inc., Detroit.

GENERAL MILLS Inc.,, Minneapolis (formula feeds), started T/
Johmnie Lee Wills Show on 16 NBC western radio stations, Mon. throug
Fri, 7-7:15 a.m. PDT, for 52 weeks from June 2. Agency: Zimme
Keller & Calvert Inc., Detroit.

RELIABLE MORTGAGE Co., L. A., started 282 time signal announe:
ments per week on KLLAC and KGFJ Hollywood and KFVD Los Angele
for 52 weeks from May 19 involving total approximate expenditure o
$55,000 per year. Agency: Walter McCreery Inc., Beverly Hills.

INSTITUTE OF RELIGIOUS SCIENCE, L. A, started This Thin
Called Life on 46 Don Lee western radio stations, Sun., 8-8:15 a.m. PD’
for 52 weeks from June 1. Agency: Raymond R. Morgan Co., Hollywoo

Network o o o

PET MILK Co., St. Louis (evaporated milk), starts Tvuth or Conse
quences on NBC radio, half-hour weekly, with June 17 as tentative start|
ing date, as Fibber McGee and Molly summer replacement. Ageney
Gardner Adv., that city.

GRIFFIN MFG. Co. (shoe polish), sponsoring Nelson Churchill New
Mon. through Fri. 7:05-7:10 a.m. EDT on Yankee Network. Ageney)
Bermingham, Castleman & Pierce. N. Y.

AMERICAN CIGARETTE & CIGAR Co. (Pall Mall cigarettes), to spon
sor Tuesday and Thursday segments of Douglas Edwards and the New!
on CBS-TV Mon. through Fri, 7:30-45 p.m. EDT, starting July

[B®T, May 19]. Agency: Sullivan, Stauffer, Colwell & Bayles, N, ¥

BEACON Co., Boston (floor wax), sponsoring last five programs of Th|
Goldbergs before show goes off for summer on NBC-TV, Fri, 7:15
7:30 p.m. EDT. Agency: Allied Adv., Boston.

-gycncy -g)a/aointmtnu e e e
SILEX Co., Hartford, Conn. (coffee makers), appoints Grant Adv., N. Y
JUNE DAIRY PRODUCTS Co., N. Y., appoints Weiss & Geller, N. V]

REDDI DISTRIBUTORS Inc., licensee for ready-to-drink Welch grape
ade and Sunkist lemonade and orangeade, appoints Duane Jones & Co!
N. Y., for metropolitan New York area. Radio and TV spots will be use«

GRAY MFG. Co. and GREY RESEARCH AND DEVELOPMENT Co.
both Hartford, Conn., appoint French & Preston Inc., N. Y.

HARTMAN CHEMICAL Corp., L. A., for Hartman’s foot lotion wit
chlorophyll, appoints Jimmy Fritz & Assoc.,, Hollywood, with initia
budget of $25,800 for Southern California. Radio-TV is being used.

'ﬂdFdO’ﬂlﬂ L I J

ROBERT BRENNER, director of advertising and merchandising, B. T
Babbitt Inc., appointed sales and advertising manager for grocery spe-
cialty sales in Igleheart Div., General Foods Corp., N. Y., succeedin
MAX BAXTER who has resigned.

LYNN E. ROCHESTER, vice president in charge of advertising, Kellogg
Co. of Canada, named director of company..

M. J. ROCHE, general advertising manager, Lever Div., Lever Bros.
N. Y., named manager of newly organized advertising service division

ROBERT 8. PRICE, sales manager, B. F. Goodrich Co.’s plastics divisior
Chicago, named general manager of marketing and sales, replacin
CLYDE 0. DeLONG, now general manager of company’s industrial an
general products division.

BROADCASTING ® Telecastin




T A
ELECASTSI:;L

8RO Ay@“ RSt WO
mw«“\-\ f* 7 1403 cetevis "
'lE\iCAS‘\ﬂG

Y
i

so- T A\S\—\OFF
Faiter & T’nblishu’




Here is John Blair’s newest

g The view at the right, taken from the top of Red Mountain, is Birmingham—America’s
27th market*. Yes, Birmingham in rich, responsive Jefferson County

(population 572,100; retail sales $508,896,000 for 1951)

is not only one of our great markets,

but also one of the fastest-growing.

Station WSGN dominates
Birmingham just the way its
tower dominates this photo.
(Affiliated with the Birmingham
News, WSGN operates on
S 5,000 watts day, 1,000 watts
night, on 610 KC.) The responsiveness of its
audience has left no doubt in the minds of both national and local

advertisers that the profitable way to sell Birmingham is via WSGN.

— JOHN —

*John Blair now represents top stations

in 21 of America’s 30 largest markets. B lAI R
M N

M & COMPANY ,“" v""

! REPRESENT!NG\I.EADING RADIO ION§
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URTIS BERRIEN, copy chief, Needham, Louis & Brorby, Chicago

elected a vice president. i

PETER FINNEY, Erwin, Wasey & Co., N. Y., to Harry B. Cohen Ady.
same city, as vice president and account supervisor

FANNIE D. GLEESON, free lance writer, to Oliarjs
Adv., St. Louis, as copy writer-researcher, on radio-
TV staff. f

ROBERT H. CADDOO Jr., Lennen & Mitchell, N. Y.
to research staff, Young & Rubicam, that city, as acf
count supervisor.

WILFRED S. ROBERTS, radio-TV head, Pedlar
Ryan, N. Y., to TV department, Benton & Bowles
same city.

Mr. Finney

DIRK A. WATSON rejoins timebuying staff of N. W. Ayer & Son, N. Y.
after 15 months in Navy.

FLORENCE WARNER, CBS Radio publicity. staff, to Hutchins Adv.

Photo by Bob Taylor — courtesy Ansco

Youngsters have been playing marbles for
over one hundred years without printed

rules.

The regulations are prescribed by tradi-

2 tion . . . the rewards determined by skill.
So it is with radio.

Since it’s inception as an advertising
media, self-imposed standards have guided
program content. Skill has been rewarded

by large audiences and concomitant success.

Tradition and skill are major ingredients
of the powerful advertising force you com-
mand when you place your message on the
only 50kw CBS outlet in Oklahoma. ..

. KOMA Ayt

50,000 WATTS - CBS RADIO

J. J. BERNARD, Vice President and General Manager

Page 16 ® June 9, 1952

N. Y., as director of publicity and public relations.
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HILOSOPHER, ex-radio man

for the Navy, creator and

executor of advertising ideas,
strong believer in the future of
radio and television, voice of
romance to women listeners, and
proprietor of his own agency,
American . Advertising, Seattle—
that’s Anthony F. Lease, who this
week (June 5) celebrates his 32nd
birthday.

Tony Lease is a man of ideas,
and he believes in carrying them
through. Early in
1950, he had the
idea that there was
room in the Pacific
Northwest for an
agency that would
originate, create and
follow through on
good advertising
ideas for its clients
—and not even a
broken neck stopped
him. Just about the
time he got Ameri-
can Advertising roll-
ing, Mr. Lease was
the victim of an
apartment house ex-
plosion that left him
in a cast from chin
to waist for months.
Nevertheless, he kept
calling on his accounts, writing,
producing and even voicing pro-
grams.

Today, with a growing list of ac-
counts and plans for expansion of
his agency to other northwest mar-
kets as soon as additional TV chan-
nels are granted, Mr. Lease re-
ports that 80% of his clients’ bud-

on all accounts

R S N e SR e e e

Mr. LEASE

gets go to radio and television§i
Born in Pittsburgh, Mr. Leasd§f
attended Duquesne U. While study
ing, he worked in the merchandis:
ing department of Kaufman’s de-
partment store. Starting in June
1942, he was in the Navy for foui
years, serving on a British carrier
the U.S.S. Franklin, the Wasp anc
four other aircraft carriers. |
Shore duty at Seattle in 1947
convinced him that the Pacific
Northwest was the place to livil.
and, upon his dis
charge, he resumecf .
his studies at Seatf]
tle U. While on ¢ "
part-time job with -§
Seattle jeweler, he
developed an adver§
tising campaignfil
concen trating "
radio, which broughi|
an increase of 1199
in business in tw:

——

American Advertis
ing’s doors in 1950
it was with a whol/
flock of persona
theories: That ad
vertising was th{
only field that coul
guarantee freedor
from the rut of boredom; that ad; i
vertising can make dramaticall
real all of the things people enjoy
that successful commercial copy re
quires the flair of showmanship
that, above all, the agency’s role i
more than just to buy time oi
space, but to create and carr @i
(Continued on page 46)
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| RIK ISGRIG, Young & Rubicam, Chicago, to Earle Ludgin, same city,
s account executive.

. J. CLARKE, former national sales manager, General Electric Co.’s
ome laundry department, MONICA GERAN, promotion editor, Glamour
tagazine and ROBERT PAVLOFF, to N. W. Ayer & Son, Phila.

\ARON ADLER, Olian Adv., Chicago, to Irving J. Rosenbloom, same
yifity, as account executive.

TIATTY BRESCIA, former publicity director, Liberty Broadcasting
System, to Action Adv., Memphis, Tenn., as director
“1 of press and public relations.

J. WILLIAM BORCHERT, Federal Adv., N. Y., to
BBDO, that city, in media department.

THOMAS H. SHEEHAN, advertising manager, Rainier
Breweries, Seattle, to Washington Transit Adv., Wash-
ington, D. C.

WAYNE CLARK, assistant to editor, Good Housekeep-
"n§ Mr. Brescia ing magazine, to Argus Adv., L. A, as copy chief.

AAY & MeBRIDE ADYV., Billings, Mont., changes name to MAY ADV.
AGENCY.

i VILLIAM E. WILSON, art director, Elgin Davis Adv., L. A., named
rdce-president. ROBERT EWELL, account executive, promoted to gen-
iral sales manager.

i

.0U J. BOYCE, associate manager of media, Fuller & Smith & Ross,
. Jleveland, placed in charge of purchasing radio and TV
me for firm’s Cleveland office.

JRNEST FELIX, assistant treasurer, ABC Hollywood,
Jigind acting general manager of Western Division, to
duf'ohn I. Edwards & Assoc., Hollywood, as general
nigjinanager. ,
|
TACK WIEDMER, Ruthrauff & Ryan, St. Louis, to
1#Dlian Adv., that city, as account executive.

B

fROBERT THOMPKIN, assistant art director, Young
% Rubicam, N. Y., transfers to Hollywood office in Mr. Boyce
‘same capacity.

T¥DONALD F. SIMCOX, Paint Industry magazine, to J. Robert Mendte,
1,11‘5 Phila., as head of art department.

WALTER JOHNSON, Knox Reeves Adv., S. F., to Richard Jorgensen
| Adv., San Jose, as account executive.

GILBERT H. WILLIAMS appointed copy director at James Thomas
Chirurg Co., Boston, succeeding FLAVEL D. RAY who
resigns to open copy consultant business.

ROSS McKEE, Cecil & Presbrey, N. Y., to Sullivan,
' Stauffer, Colwell & Bayles, same city, in executive
capacity.

DONALD BALSAMO, sales staff, WIND Chicago, to
Wright & Assoc., that city, as account executive.

4 J. M. MATHES Inc., N. Y., moves to 260 Madison Ave.
‘# Mr. Williams  Telephone is Lexington 2-7450.
al

‘@ ASSOCIATED Adv., L. A, moved to own building at 1017 N. La Cienega
il Blvd. CHARLES PURNELL is radio-TV director. Telephone is Crest-
;1 view 1-7227.

6l
a1 RUTHRAUFF & RYAN, St. Louis, moves to Suite 2104, Railway Ex-
change Bldg. Telephone is Main 0127.

i1 BROADCASTING ® Telecasting

Obviously |
OUTSTANDING. . .

Over $606 an acre! That's a lot of money for a f ‘
llinois it's not just land . .. it's PRODUCTIVITY.

by farm lands which, in 1950 produced over

tract of land. .. but in central
Peoria is completely surrounded

300 million dollars in gross
farm income.

C, P = .
WMBDI I L ] the
-

Rich LI i1t IMarket |

When you buy radio time you too are interested i

in PRODUCTIVITY.WMBD produces

TOP sales results. . . by consistently outstanding

blanketing all of the rich agricultural and indus-

programming and by effectively

trial Peoriarea. You don't just

buy TIME on WMBD . .. you buy SALES RESULTS! |

FIRST in the
Heart of llinois

6 See Free & Peters . . .

PEORIA I

CBS Radio Network
5000 Watts
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“Operation
Heat Wave”’

The hottest thing in town
these days, outside of Wash-

ington’s famous summer
weather, is WRC’s “OPER-
ATION HEAT WAVE.”
For the first time, WRC is
affording its advertisers a
chance to make the heat pay
off.

If you’re selling a seasonal
product that moves best
when the sun is hottest,
here’s your chance to buy
radio spots in Washington
on those “fair and warmer”
days only—and save and
save in the bargain.

WHEN: From May 25
through Septem-
ber 25.

WHAT: 20-second station
breaks.

WHO: Seasonal hot wea-
ther products
only, such as
fans, bathing
suits and sun tan
lotion. (Products
subject to WRC
acceptance).

COST: 1It's lower than

you think!

For complete details on how
to stretch your radio dollars
in the Washington market
during the summer months,
contact the New York office
of NBC Spot Sales or the
WRC Sales Department.

IN THE NATION'S CAPITAL
YOUR BEST BUY IS

FIRST in WASHINGTON

WRC

5,000 Watts < 980 KC
Represented by NBC Spot Sales

Page 18 ® June 9, 1952
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FOR Lincoln, Neb., launched
K a successful city-wide pro-

motion campaign during
“National Cotton Week” which
made retailers and consumers alike
“cotton conscious.”

The station first submitted the
campaign to the Lincoln promotion
council for approval. Offering full
support, the council distributed a
special retail bulletin to all Lin-
coln merchants, inviting them to
join in the plan.

Promotion was geared for action
well in advance of National Cotton
Week (May 11-17). Ken Green-
wood, KFOR program director, and
Lydia Nekuda, KFOR promotion
director, carefully planned three
activities: the dropping of cotton
fiber balls from an airplane, a
‘teen-age “Cotton Ball,” and a cot-
ton style show, featuring 43 live
models.

Commenting on the success of the
campaign, Miss Nekuda said,
“Nearly every merchant in the city

RECORDS for the ’teen-age Cot-

ton Ball are spun by Doyle Bladon,
KFOR disc jockey.
* * *

cooperated in the project; it rep-
resented an all-out effort on the
part of a radio station to provide
all the merchants of the city with
a big project into which they could
coordinate their advertising, and
finally, it made the city and area
very conscious of KFOR as an ad-
vertising medium.”

e N Y e N C N N
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OM DeBOW’s youthful ap-

pearance belies the fact that

he is a pioneer in the field of
radio advertising.

Mr. DeBow, advertising manager
for Cities Service, has headed radio
and press relations for that firm
for the past 20 years. Network
radio programs have been his chief
concern.

Cities Service has sponsored ra-
dio broadcasts for a quarter-cen-
tury. For all but the first five
vears, Mr. DeBow has guided and
goaded sponsor, agency and produc-
tion staff into the kind of program-

Mr. DeBOW

ming that can last 25 years on the
air successfully.

“A good musical series is the one
type of broadcast advertising you
can stay with profitably for that
length of time,” Mr. DeBow says.

In this period, he has kept close
watch on the radio show’s contribu-
tion to Cities Service’s growth and
development as one of the Big Ten
in the oil industry.

He has had many opportunities
to check on the public relations job
that radio has done and continues
to do. It documents his belief that
radio music shows have always
been right for Cities Service.

While a econcert-type program
usually indicates an institutional
approach for the sponsor without
the constant pressure of having to
produce sales, such is not the case
with the air formula used by Cities
Service.

Under Mr. DeBow’s direction,
Cities Service has incorporated a
hard-hitting sales technique which
has enabled the program always to
carry its own weight in the com-
pany’s ad budget and to serve as
a spearhead for all the company’s
promotional campaigns.

Currently, Cities Service spon-
sors Band of America, heard Mon-
day, 9:30-10 p.m. (EDT) on NBC.

Mr. DeBow was among the first
client representatives to contact
the individual network stations for

(Continued on page 79)

30 YEARS
OF PUBLIC
SERVICE...

]
|
|
|

0n June 22 WISN,
Milwaukee’s Pioneer
Radio Station, Will
Have Given 30 Years
of Public Service to

the Community.

|
|
|
|

We Are Proud

That Milwaukee Al-
ways Looks to WISN
—First in Public
Service — For the
Finest in Local and
Network (CBS)
Rat‘lio.

That’s Why WISN
Means Radio’s Best.
to {111 Milwaukee.

IN MILWAUKEE
THEY LIS'N TO |

WIS

5000 WATTS

Represented by
KATZ Agency
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Composer and recorder of “Guitar Boogie” which

sold 2,500,000 records, WBT’s Arthur Smith, with his
Crackerjacks, won a snug niche in the Folk Music Archives
of the Library of Congress. But Arthur’s sponsors know
him also as a canny, consistent, air salesman whose
“Corner Store” program on WBT (4-4:30 PM, M-F)
beats out a double sales rhythm. To step up the tempo

of your Carolina sales, ask for Arthur.

COLOSSUS OF THE CAROLINAS

CHARLOTTE, NORTH CAROLINA

JEFFERSON STANDARD BROADCASTING COMPANY

Represented Nationally by CBS Radio S pot Sales
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View of high-fidelity tape 10 TV SETS

rder in fransmitter coach.

TV amplifiers and power TV film camera and projector
lies ceiver coach. in receiver coach
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- new “electronic eyes’ for

Tms fast-moving mobile television
system recently delivered by RCA to
the U.S. Army Signal Corps flashes
eyewitness views of intricate field ex-
ercises to expert observers, maneuver
umpires, or to Army classrooms.

Pioneering a new concept in mili-
tary instructional techniques—a major
advancement for on-the-spot coverage
in military observation and commu-
nication—exploring the feasibility of
TV for field instruction and tactical
use are a few of the jobs assigned to
this equipment.

This new mobile TV system is the
most complete television station
ever mounted on wheels. It consists
of four 10-ton coach-trucks fitted with

custom-built bodies, each 31 feet long.

THE FIRST COACH contains the cam-
eras and transmitter units . .. three
complete TV field camera chains. ..
microwave transmitter for video sig-
nals . . . 45-watt FM transmitter for
sound signals . . . four microphone
inputs . . . tape and disc recording
equipment . . . complete TV monitor-
ing and switching control equipment.

Transmitter power supply equip-
ment, consisting of two powerful
15-KVA gas-driven generating units
is contained in the SECOND COACH.

The receiver-display unit forms the
THIRD COACH. This unit houses the FM
and microwave receiving equipment
. . » ten 16-inch TV picture monitors

the Army

« . . a 16mm TV projector and film
camera . . . slide projector . ..and a
large-screen TV projector.

Housed in the FOURTH COACH is an-
other 15-KVA generator power supply
for the receiver-display unit. All
coaches in the system are in commu-
nication with one another by means of
an RCA 15-watt Carfone two-way
radiotelephone.

This mobile television system, built for
the U.S. Army Signal Corps, is another
example of RCA applied engineering,
manufacturing and service activities.
RCA, through its extensive facilities,
is constantly striving to provide our
armed forces on land, sea and in the
air with better military equipment.

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT

BROADCASTING ® Telecasting

CAMDEN.N.J.
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“K‘x H(H

coverage
is excellent”

Says JOHN B. WILLIAMS
IMPORTANT LOUISIANA FOOD BROKER

John B. Williams is owner of a very successful food
brokerage house in the Louisiana-Arkansas-Texas area.
Among the products his firm represents are Crustene,
Snowdrift and Wesson Oil. Here’s what Mr. Williams
recently wrote us:

; .»e are very much pleased with the results of KWKH DAYTIME BMB MAP
> Study No. 2—Spring 1949
the programs that YOu carmy for the peoPle WE repre KWKH’s daytime BMB circulation is 303,230 families,
sent. It is our opinion that the coverage we get with daytime, in 87 Louisiana, Arkansas and Texas counties.
. . 227,701 or 75.09% of these families are “average daily
your station is excellent. listeners”. (Nighttime BMB Map shows 268,590 families in
112 Louisiana, Arkansas, Texas, New Mexico, Mississippi
It is a pleasure to work with your people. We have and Oklahoma counties.)

found that your staff has been very anxious at all

times to cooperate with us in order to get maximum A ’
results. With this team work, I am sure we will con-
tinue to get the returns expected.

(Signed) John B. Williams L

A Shreveport Times Station

SHREVEPORT ¢ LOUISIANA |

The Branham Company
Representatives

50,000 Watts - CBS Radio -

Henry Clay, General Manager
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By RUFUS CRATER
MILLIONS of dollars worth of
radio and television advertising
is going into American homes each
year at a cost, to the advertiser,
as low as ten cents on the dollar.

This has nothing to do with
under-the-counter rate deals. The
networks and station don’t get
even the 109. The “advertising”
in question—and much of it is
greatly in question among net-
work and station operators, as
well as the public—econsists of

| “free plugs” for products of ad-

vertisers other than the sponsor.
Broadly defined, the radio-TV
“plug” involves on-the-air men-
tion or display of the name of a
company, product, service or per-
son in no way connected with the
sponsor. It may be pre-arranged

| at the behest (and expense) of the

beneficiary of the plug, or it may

| be unsolicited (although not often

unrewarded).

The plug, which those who ar-
range it like to call by a more
dignified name, such as “promo-
tion and exploitation adjunct,” or
plain “publicity,” and also some-
times known as “payola,” takes
many forms.

Most Unpalatable

The one which most often has
been found unpalatable and has
provoked the most protests in-
volves belabored bandying of plug
names in not-too-funny jokes, or
for no reason that is apparent, and
is the form which leading prac-
titioners of the plug-placement art

- blame for a widespread notion that

all plugs are evil. It is also the

. form which principally impelled

NBC-TV affiliates, at a recent
meeting of NBC’s Stations Plan-
ning and Advisory Committee, to
protest against certain plug prac-
tices which had erept into network

\

shows, and to ask that something
be done [B®T, May 5].
Publicists who place plugs in
radio and TV—it is estimated
that there are about a dozen firms
in the U. S. engaged in this work
on a regular basis, but the number
is growing—generally make two
main points about their work.
First, they contend their work in
radio and television is precisely
parallel with publicity work in the
newspaper and magazine fields;

second, there are good plugs and
bad plugs, the distinction being
found in the answer to the ques-
tion: “Is it in good taste and does
it contribute something to the pro-
gram?”’

Among the firms which deal or
have dealt regularly in radio-TV
publicity, it was said, are those
of Bander-Globus & Assoc., Uni-
versal Adv. Agency, Walter Kline
Assoc., Dick Fischel and Adolph
Wenland & Assoc., all in Holly-
wood, and Steve Hannagan, David
Alber, Sol Tepper and Boyne
Zussman, in New York.

For Clients Since 1946

Adolph Wenland & Assoc. has
been getting free radio plugs for
clients’ products since early 1946
and declares that with television,
giveaways are on the increase,
rather than on the decline.

Considered the country’s No. 1
giveaway organization, the firm
has some 60 national, regional and
local clients. The majority of busi-
ness is handled through mail and
telephone. There is a certain
amount of control on radio copy.
But the purpose is to plug the
product.

Dick Fischel & Assoc., Beverly
Hills, established five years ago

as a public relations and product.

promotion concern, and Walter
Kline Assoc., Los Angeles, in a
similar type operation for many
years, have extensive lists of na-
tional and regional clients.

Although both declined to list
clients or reveal their method of
operation, it is understood the
pay-off for free radio-television
plugs are through gifts to writers
or those responsible for coopera-
tion.

Bander-Globus & Assoc., in
business since last November, also
is a big-time giveaway operator.
Insert plugs are supplied the com-
mercial announcer, but those fa-
miliar with the product usually ad
lib, Leonard Globus explained.
Firm has 26 national, regional and
local product clients. Among them
are Pro Tools; Catalina Swim
Suits; Dr. West Tooth Brush;
McKesson & Robbins; Helbros
Watches; Tar Tan Sun Lotion;
Grantly Sun Glasses, and Mattel
Music Maker Toys.

Universal Adv. Agency, operat-
ing for the past six years as a
product giveaway company and
representing 20 national manufact-
urers, doesn’t “go in for pay-off
plugs,” according to William R.
Reid, president. He said Universal
works directly with a sponsor or

FREE PLUGS PROVE FOOL'S OLD eors e

its advertising agency, program
packager or network.

The firm writes its own radio-
TV copy which must be adhered to.
Accounts include Westinghouse
Electrie Corp., Longines-Wittnauer
Watch, Transworld Airlines, Port-
land Woolen Mills, Zippo Mfg. Co.,
Spiegel Mail Order House, West-
gate Sun Harbor Corp. (canned
tuna), Damarel-Allison Div. of
Sunkist; Kyron Foundation; Strom-
berg-Carlson Co. and others.

The number of advertisers who
are or have been engaged in pub-
licizing their products via radio-
TV plugs is sizable. Many of them
also are regular sponsors. The
roster also includes such names as
Arthur Murray Dance School, Bea-
con Wax, Hamilton Watches,
Kleenex, Knickerbocker Beer, Coca-
Cola, Pepsi-Cola, Eversharp, Life-
savers, Maybelline, Philip Morris,
Parker Pens, Roma Wines, Robert
Hall Clothes, S.0.S. Scouring Pads,
St. Joseph’s Aspirin, Studebaker,
Van Camp’s Pork and Beans, Doe-
skin Tissues, Benrus Watches, Max
Factor Cosmetics, Wilson’s Hams,
Ry-Krisp and Schick Razors,
among others

The cost of a planted plug, it
has been estimated, runs approxi-
mately 109 of what roughly equiv-

(Continued on page 72)

SPOT COSTS

COST of spot radio, whether fig-
ured on the basis of sets in use or
on radio families, has come down
substantially during the past dec-
ade, according to a study released
Thursday by the National Assn.
of Radio and TV Station Repre-
sentatives,

Comparing 1951 with 1941,
NARTSR reported spot radio cost-
per-thousand-sets dropped 26% in
the 10-year period and per-thou-
sand-radio-families dropped 11.9%.

“Radio station costs like every-
thing else have gone up in that
period,” 'NARTSR noted. “Union
wages, program costs, musicians’
salaries, materials, taxes, have
climbed just as costs in all other
businesses have. But spot radio
has stayed relatively low because
the audience has increased until
969 of all families have radios.

“And the increase in the number

BROADCASTING ® Telecasting

Down Over Decade, Says NARTSR

of secondary sets, totaling 57 mil-
Jion, in 1951, has been beyond the
most optimistic estimates. In auto-
mobiles alone there are 23 million
of those sets. So radio has become
the dreamed of mass medium, the
only mass medium.”
Rates Rises Noted

Actual increases in rates for
various media from 1941 to 1951,
disregarding circulation changes,
were cited by NARTSR as follows:
Magazines, average cost of a black-
and-white page in 44 magazines,
up 54.5%; morning newspapers,
average agate line rate, up 140%;
evening newspapers, up 87.3%;
Sunday newspapers, up 90.6% ; spot
radio, Class A time, one hour, was
up 12.8%; half-hour, up 13.3%;
quarter-hour, up 16.3%; one min-
ute, up 36.1%.

Noting that “all these figures
have an academic aspect”

NARTSR stated that when circu-
lation increases are taken into con-
sideration, the cost of magazine
black-and-white pages, per thou-
sand, are up 18.79%. The milline
rate of morning newspapers is up
21.29%; of evening newspapers, up
14.4%; of Sunday newspapers, up
22.7%. Spot radio cost based on
sets in use concurrently declined
269 and spot radio cost based on
radio families declined 11.9%.

These figures do not agree with
those presented to the AAAA by
Melvin Brorby of Needham, Louis
& Brorby [Be®T, April 7]. Mr.
Brorby reported last year increases
of 7% for magazines and newspa-
pers, 169 for network radio and
22% for spot radio.

“The difference,” NARTSR point-
ed out, “is that Mr. Brorby figured
the increased cost per thousand of

(Continued on page 32)
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NATIONAL NIELSEN RATINGS
TOP RADIO PROGRAMS

(Total U, 5. Area, Including Small-Town,
Farm and Urban Homes—and including Tele-
phone and Non-Telephone Homes)
Regular Week April 20-26, 1952

NIELSEN RATING*
Courrent

Rating
Current Homes
Rank Program %

EVENING, ONCE-A-WEEK (Average For

All Programs) (5.5)
1 Lux Radio Theatre (CBS) 12.1
2 Arthur Godfrey’s Scouts (CBS) 10.3
3 You Bet Your Life (NBC) 10.0
4 Dragnet (NBC) 9.6
5 People Are Funny (CBS) 9.6
6 Amos ‘n’ Andy (CBS) 9.4
7 Suspense (CBS) 94
8 Jack Benny (CBS) 9.0
9 Charlie McCarthy Show (CBS) 8.9
10 Fibber McGee & Molly (NBC) 84
EVENING, MULTI-WEEKLY (Average For

All Programs) 3.7)
1 One Man's Family (NBC) 6.2
2 News of the World (NBC) 54
3 Beulah (CBS) 53
WEEKDAY (A For All Pi (4.4)
1 Ma Perkins (CBS) 7.8
2 Our Gal, Sunday (CBS) 78
3 Romance of Helen Trent (CBS) 78
4 Big Sister (CBS) 7.5
5 Wendy Warren and the News (CBS) 7.4
6 Arthur Godfrey (Liggett & Myers)

(CBS) 7.4
7 Aunt Jenny (CBS) 7.0
8 Guiding Light (CBS) 6.9
9 Perry Mason (CBS) 6.8
10 “ Second Mrs. Burton (CBS) 6.5
DAY, SUNDAY (Average For All

Programs) (2.2)
1 The Shadow (MBS) 45

2 Hollywood Star Playhouse (NBC) 3.4
3 Symphonette (CBS) 3.4

DAY, SATURDAY (Average For All

Programs) (3.7)
1 Grand Central Station (CBS) 63
2 Theatre of Today (CBS) 58
3 It Hoppens Every Day (CBS) 54

(*) Homes reached during all or any part
of the program, except for homes listening
only 1 to 5 minutes. For 5-minute programs,
Average Audience basis is used.

Copyright 1952 by A. C. Nielsen Co.

BENOIT NAMED

Heads Westinghouse Div.

WESTINGHOUSE Electric Corp.
last week named Walter E. Benoit
as manager of its Electronics Div.
in Baltimore, to
which he moved
from manager-
ship of the com-
pany’s Air-Arm
Div. at Friend-
ship Internation-
al Airport, be-
tween Baltimore
and Washington,
D. C.

A former vice
president and
general manager of Westinghouse
Radio Stations Ine., Mr. Benoit has
been associated with Westinghouse
since 1922, when he began as an
accountant in the radio department
of the Chicopee Falls, Mass., plant.

During Mr. Benoit’s manager-
ship of WRS Inc., the radio sta-
tion group built WBZ-AM-FM-
TV Boston, a modern radio and tele-
vision center. During this time
the headquarters of the organiza-
tion, now headed by Joseph E.
Baudino, were moved from KYW
Philadelphia to its present loca-
tion in the Commonwealth Bldg.,
Washington.

Mr. Benoit
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CHRISTAL FIRM

Will Represent WJIR, WGAR

APPOINTMENT of the Henry I.
Christal Co. as national sales rep-
resentative for WJR Detroit and
WGAR Cleveland, effective July 1,
was announced last week by John
F. Patt, president, Goodwill Sta-
tions.

“The plan of Mr. Christal and
his associates to devote themselves
100% to the selling of radio broad-
casting, and to limit their repre-
sentation to a very small number
of major market stations, sharing
the highest ideals and service
standards, particularly appealed to
us,” Mr. Patt said.

For the past 19 years, the sta-
tions have been represented by Ed-
ward Petry & Co. KMPC Los An-
geles will continue to be repre-
sented by H-R Representatives Inc.,
Mr. Patt added.

All three of the Goodwill Sta-
tions will continue to maintain
their own eastern office, which is
under the direction of Gordon
Gray, Goodwill vice president.
This office is at 6656 Fifth Ave,

-New York.

The Christal firm started oper-
ations last Jan. 1 under a policy
of devoting its activity exclusively
to radio. A former partner in Ed-
ward Petry & Co., Mr. Christal
resigned from the firm last July
[BeT, July 23, 1951] following a
series of disagreements.

Among Christal stations are
WDAF Kansas City and WHAS
Louisville.

The Christal - Petry disagree-
ments led to litigation, with the
New York State Court of Appeals
deciding that Mr. Petry, as ma-
jority stockholder of Edward Petry
& Co., had the right to increase the
number of directors despite a by-
laws limitation of four [B®T, May
2, 1950].

BAB SPOT CLINIC

Features Ryan and Sweeney

SOME 40 sales executives and
salesmen from ABC, CBS, NBC
and Mutual-WOR New York are
expected to attend a special clinic
Tuesday devoted solely to radio
spot advertising. It will be con-
ducted by BAB in New York.

William B. Ryan and Kevin B.
Sweeney, BAB president and vice
president, respectively, are sched-
uled to lead discussions on ways
to increase spot billing and to
build the effectiveness of spot
radio advertising. Theodore C.
Streibert, WOR president, will pre-
side as chairman. Future BAB
plans to promote radio also will
be explained. :

Bankart Elected

HENRY R. (REG) BANKART,
account executive of Compton Adyv.,
N. Y., has been elected a vice
president of the agency. He has
been with the agency since Decem-
ber 1945.

Drawn for BROADCASTING » TELECASTING by Dick Wang |
“Okay! Okay! Wait ’til the commerciall”

TRANSIT MEE

Follows SCOTUS Stand;
Sales Growth Seen

EXPANSION of broadcast service to transit passengers on a national
basis is contemplated by Transit Radio Inc., following a meeting of its
board of directors last Tuesday, but the development will not be rushed.

Called into a Cincinnati session following the U. S. Supreme Court’s

decision upholding its service [B®T,
June 2], the Transit Radio board
decided to proceed carefully, with
possibility that broad expansion of
the medium would start in late
autumn.

After the board session, Presi-
dent R. C. Crisler said many in-
quiries have been received from
stations desiring to affiliate with
Transit Radio. In addition, a num-
ber of transit operating groups
have shown new interest in the
service.

After conducting its sales efforts
on a moderate basis while litiga-
tion pended, Transit Radio’s na-
tional headquarters prepared last
week to set up national advertising
representation facilities for all sta-
tions.

Local sales efforts were speeded
up as advertisers showed renewed
interest.

Mass Production Basis

Transit Radio has arranged for
mass production of specialized re-
ceiving equipment by several manu-
facturing companies. Worn - out
equipment will be replaced in the
existing transit service areas. Some
used equipment is already avail-
able for new installations.

C. L. Thomas, KXOK-FM St.
Louis, a TR board member, said
the organization “definitely sees
a good future.” He said all board
members are interested in going
forward and utilizing the know-
how acquired in several years of
operation. “We were convinced

* from the start that we had a sound

public service and an effective new
advertising medium,” he said.
Ben Strouse, WWDC-FM Wash-
ington, TR vice president and board
member, said the local service has
no immediate plans to expand its
Washington operation, now serving
about 425 of 1,500 Capital Transit

*
Co. vehicles. The transit firm has
indicated the service may be ex-
tended to all of its vehicles.

Mr. Strouse said the Cincinnati
board meeting was “realistic, with
many plans studied.”

Attending the meeting, besides
Messrs. Crisler, Thomas and
Strouse, were Elzey Roberts Jr.,
KXOK-FM St. Louis; Hulbert Taft
Jr., WKRC-FM Cincinnati, TR
board chairman, and David Gamble,
Cincinnati attorney.

A drive was started last week
by National Citizens’ Committee
Against Forced Listening to collect
signatures protesting transit pro-
gramming. Bernard Tassler, man-
aging editor of the American Fed-
erationist, official AFL monthly
magazine, said:

“Although the Supreme Court
did not find forced listening to be
unconstitutional, it must be borne
in mind that there are many evils
which are vicious and wrong and
cannot be justified, even though one
cannot find a prohibition against
them in the Constitution. In addi-
tion we are going ahead with the
drafting of legislation which will
put the quietus on this evil innova-
tion.”

Mosman Joins Cohen

JOHN E. MOSMAN has joined
Harry B. Cohen Adv. Co., New
York, in newly-created post of vice
president in charge of radio and
television. He was formerly with
Biow Co., that eity, in similar
capacity. Jose di Donato, radio- @
TV director, and Larry Schwab Jr.,
TV producer-director, will continue
in their present positions under Mr.
Mosman’s supervision in what is @
described as “a greatly expanded §
operation.” i

BROADCASTING ® Telecasting]




DURING the first quarter of 1952,
) 1 total of 175 advertisers purchased
342,600,798 worth of time on the
I aatmnal radio networks, for an
Average three-month expenditure of
a243 433.13, per advertiser accord-
\ng to figures compiled by Publish-
ors Information Bureau.
| In the same period—January-
March 1952—PIB found that the
I'V networks were used by 183 ad-
| Zertisers, who purchased a com-
oined total of $45,721,135 worth of
\I'V network time, averaging $249,-
396.91 per advertiser. All time
\:ost figures, both radio and TV, are
i:aleulated at one-time rates, before

{rolume or frequency discounts.

P&G Number One Client

Procter & Gamble Co. was the
aumber one March client of both
|'adio and TV networks, spending
(at gross rates) $1,372,834 for ra-
1io network time and $1,212,465 for
I'V network time during the month.
gl ists of top ten users of each me-
; lium (Table I for Radio, Table II
llor TV) show six advertisers—
P & G, Lever Brothers Co., Gen-
sral Foods Corp., General Mills,
Liggett & Myers Tobacco Co. and
.| Jolgate-Paimolive-Peet Co. — com-
| mon to both groups of leaders.
;Leading advertiser in each PIB
groduct category is shown for radio
ftetworks in Table II and for TV
aetworks in Table V (see page 70).
Time purchases by the various
asses of advertisers are shown in
4| Table III (for radio network cli-
it r*nts) and Table VI (for TV net-
ile| ¥ork clients), with March and Jan-
\nary-March 1952 compared for
|2ach medium with the month and
jear-to-date figures for 1951.

More Money for TV

u|. These tables show that in March

| 1952 advertisers in 17 product

ily| slasses spent more money for TV
1etwork time than for time on the

radio networks, and this in spite of

che limited scope of the TV net-

(Continued on page 70)

I
TABLE I

Top Radio Network Advertisers
During March 1952

"! Y. Procter & Gamble Co. s1 372,834
il 2. Sterling Drug ... 631,815
7| 3. Lever Brothers Co. . 628,285

4. 621,230
| s 567,179
6. . 487,373
7. Liggett & Myers Tobacco Co. ... 443,574
8. American Home Products Corp... 401,073
9. Philip Morris & Co. 71,952
0. Colgate-Palmolive-Peet Co. 342,413
* * *
TABLE 1V

Top TV Network Advertisers
During March 1952

i
. 1. Procter & Gamble Co. $1,212,465
|2. General Foods Corp. 7773

1 13. R. J. Reynolds Tobacco Co. 648,755
qi¢| 4. Colgate-Palmolive-Peet Co. 624,971
5. American Tobacco Co. 450,640

6. Lever Brothers Co. ... 444,816

7. Liggeit & Myers Tobacco Co. 407,690
Kellogg Co. ........ 313,185

9. P. Lerillard Co. 310,764

10. General Mills ... 307,080

M 3JROADCASTING *
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NETWORKS’ TIME SALES

Over $88 Millions for First Quarter

TABLE I1

Top Radio Network Advertiser in Each Product Group in March 1952

Agriculture, Equip. & Access.  Allis-Chalmers Mfg. Co. $38,815  Insurance Prudential _Insurance Co.
Apparel, Footwear & Access. Brown Shoe Co. 17,557  Jewelry, Oph:ul Gceds, of America 125,902
Automotive, Automotive Access. Camera
quip. E'ectric Aute-Lite Co. 87,460  Office Ea Longine-Wi Watch Co. 114,780
Beer, Wine & Liquor Falstaff Brewing Corp. 68,296 (L wmmg Supplles Halls Brothers 65,984
Building Materials, Equip. Political ¢
& Fixtures Johns-Manville Corp. 65976  Publishing & Media Time Inc. 52,205
Confectionery & Soft Drinks  Coca-Cola Co. 160,547  Radios, TV Sets, Phono-
Consumer _Services AT&T Co. S graphs, etc. 73,197
Drugs & Remedies Sterling Drug Co. 584,382 Retail & Direct Mail Dr. Hiss Shoe Stores 3,360
?;ilﬁmhﬁbt:::;?s . General Foods Corp. 614,780 Smoking Materials Liggett & Myers Tobacco Co. 443,574
Bther 'k Standard Ol of Indiana 97,503  Soups, Cleansers & Polishes Procter & Gamble Co. 925,015
PRk Forry:Morse. Seed Cor 27385  Toiletries & Toilet Goods Procter & Gamble Co. 378,519
Household Equip. & Supplies  Philco E 131,814  Transportation, Travel & Assoc. of American Roilroads 77,417
H hold ishing: k Co. 41,420 Resoris
Industrial Materials U. S. Steel Cem 121,950  Miscellaneous American Federation of Labor 97,607
* * *
TABLE III
Gross Radio Network Time Sales for March and First Quarter 1952, Compared to 1951, by Product Groups
March  Jan.-March  March  Jan.-March March  Jan.-March  March Jan.-March
1952 1952 1951 1951 1952 1952 1951 1951
Agriculture, Equip. & Insurance $290,209  $875,621  5287,555  $769,978
Access. $74958  $194,984  $74,575  $192,690  Jewelry, Optical Goods &
Apparel, Footwear ameras 114780 297,840 100,792 302,376
& Access. 34,524 81,334 108,99 360,635  Offco Equip, Stationery &
Automotive, Automotive Publishing & Medic 63783 197,670 8,176 127,655
Access. & Equip. 328930 1,011,085 377,619 1,264,437 Writing Supplies 65,984 213,093 88,458 229,914
Beer, Wine & 252,570 659,209 329,884 976,248  Pelitical ... 704 e
Building Mmm.ls, Equip, Radios, TV Sets, Phono-
& Fixture: 92,274 230,620 134,094 344,321 graphs, Musical Instru-
Confectlonory & Soft ments, and access. 190,898 418,691 207,068 531,106
Drinks 557,025 1, eass21  S07477 1, 544 800  Retail Stores & Direct Mail 3, 360 5,646 3,152 3
Consumer Services 207,759 954 342,502 6,953  Smoking Materials 1,631,607 4,993,210 1, 957 952 5,499,520
Drugs & Remedies 1,935.406 5, 594 148 2,127,293 6, 445,715 Soaps, Cleansers
Food & Food Products 3,305,369 9,925,948 4,176,012 12,091,189 Polishes 4,632,785 1,659,186 4,706,931
Gasoline, Lubricants & Toiletries & Toilet Goods 2 om 407 6,038,991 2,324,457 7,020,813
Other Fuels 492,979 1,414,016 548,614 1,632,955 Transportation, Travel
Herticulture 27,585 38,619 30,105 42,147 Resorts 100,117 282,741 121,324 370,798
Household Equip. & Miscellaneous 462,366 1,216,765 429,677 1,295,061
Supplies 326,142 1,007,551 245582 721,658
Household Furnishings 104,832 311,474 77,775 214,221 Totals $14,520,393 $42,600,798 $16,440,387 $48,132,847
Industrial Materials 285170 704,578 172,068 532,461 Source: Publishers Information Bureau.
* k¥
TABLE VI
Gross TV Network Time Sales by Product Groups for March and First Quarter 1952, Compared to 1951 .
March  Jan.-March  March Jan. -March March  Jan.-March  March Jan.-March
1952 1952 1951 1951 1952 1952 1951 1951
Apparel, Footwear Jewelry, Optical
& Access. $397,182 §1,104,062  $304,819  $705747 oods & Cameras $168,523  $468,930  $216,285 - $529,060
Automotive, Automa- ffice Equi
tive Access. & Stationer;
1,357,854 3,848,385 886,670 2,563,854 Writing Supplies 153540 566,910 19,450 50,040
573,120 1,677,978 398,107 1,106,092 Political 22,414 68,582 —— ——
Publishing & Media 80,746 187,041 102,508 148,543
97,356 239,002 1,745 1,745 Radios, TV Sets, Phono-
Canfe:lmncry & graphs, Musical In-
Drinkz 560,201 1,502,517 209,242 599,826 struments & Access. 451,110 1,257,865 452,973 1,327,408
Cor s utes. rices 24,900 64,740 54,865 172,685 Retail Stores &
Drugs & Remedies 460,442 1,275,089 159,005 375310 irect Mai 86,400 297,350 161,065 563,010
Food' & Food gmoking'Muleliuls 2,271,439 6,840,852 1,254,441 3,480,940
Produets ,091,284 8,941,096 2,003,865 5,503,998 oaps, Cleansers &
Gasolims, Lubricants 20 2 1upel s s 1,663,612 4,910,623 706,383 1,645,603
Other Fuelz 352,940 1,155978 215120 610,430 oiletries & Toilet
"?”"f" d Equip. & e~ B i 2,015,388 6,042,939 992921 2,788,924
upplies 1019, /767 1 - 823, i 7 ,768
Houschold Fumishings 205,845 602,545 325031 974816  Miscellaneous an At 1848 se2
industrial Materials 525,379 1,231,690 287,890 869,260 TOTALS $15,835,973 $45,721,135 $9,585,386 $26,348,648
Insurance 27,240 93,190 56,000 145,250 Source: Publishers Information Bureau.

CBS RADIO

WHILE its affiliates proceeded with
plans for a conference July 1-2 to
assess the current radio network
crisis [B®T, June 2], CBS Radio
last week reported time sales, re-
newals and replacements represent-
ing, on an annual basis, gross bill-
ings approximating $1,451,000.

The sales included purchase of
five Arthur Godfrey quarter-hours
per fortnight—Tuesdays and Thurs-
days one week, Tuesdays, Thurs-
days and Fridays the next, 10-10:15
a.m. EDT—by the Frigidaire Divi-
sion of General Motors, starting
Tuesday, and the purchase of King
Arthur Godfrey’'s Round Table
(Sun., 5-5:30 p.m. EDT) by Holland

Telecasting

Millions in Business

SELLS

Furnace Co., of Holland, Mich., for
this summer. Holland’s sponsorship
starts July 18, when Kingan & Co.
relinquishes sponsorship of the pro-
gram for the summer, and extends
to Oct. 12, when Kingan returns.
Agency for Frigidaire is Foote,
Cone & Belding, Chicago; for Hol-
land: Roche, Williams & Cleary,
also Chicago.

Toni Co., on behalf of its White
Rain and Prom, meanwhile signed
for a five-minute strip of It Hap-
pens Every Day, to be presented at
4-4:05 p.m. Mondays through Fri-
days starting June 16, in addition
to its current Saturday version of
the same program. Agency: Foote,

Cone & Belding, New York.

Pearson Pharmacal Co. (Ennds
chlorophyll tablets and Eye-Gene
drops), which will sponsor Inner
Sanctum on CBS Radio starting
June 22 (Sun., 9:30-10 p.m. EDT),
also is planning a half-hour dra-
matic show from Hollywood this
fall, exact time to be decided. Harry
B. Cohen Adv., New York, is the
agency.

Negotiations also were in prog-
ress looking toward General Foods’
sponsorship of Bob Trout and the
News at 10-10:05 p.m. EDT on
Thursdays, Fridays and Sundays,

(Continued on page 36)
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RESEARCH WRANGLE Nie'sen, SAMS Battle

RADIO RESEARCH last week
returned to the old slug-fest days
of the mid 1940’s, when Hooper
and the Cooperative Analysis of
Broadcasting were battling for
supremacy in the program audi-
ence measurement field.

This time the battle is in the
field of station coverage, in which
both Standard Audit & Measure-
ment Services and A. C. Nielsen
Co. currently are conducting na-
tionwide surveys, each trying earn-
estly to win industry support for
its method.

A. C. Nielsen, head of his re-
search firm, opened the battle
last Monday with a charge that the
mail ballot system of collecting
coverage data used by Broadcast
Measurement” Bureau in its two
studies and ecurrently by SAMS
“shortchanges” radio to an alarm-
ing degree (see earlier story, page
81).

Baker Counter-Statement

On Thursday Dr. Kenneth H.
Baker, SAMS president, countered
with a statement that in 1944
and 1945 BMB considered the per-
sonal interview method (which the
Nielsen organization is using in
its survey) “and discarded it as
being unsuitable as a measuring in-
strument for a national study of
station coverage.”

The Nielsen blast was released
concurrently with distribution of
a brochure giving details of the
new “Nielsen Coverage Service,”
first sales move of the new service
following an abortive attempt to
achieve a merger with SAMS.
NBC, with whom the NCS study
was worked out, is to date its only
subscriber, but Nielsen officials
are optimistic about winning wide-
spread station support as well.
SAMS subseribers include CBS
Radio and some 400 stations.

Noting that the mail ballot
technique “involves very serious
errors arising from the impossi-
bility of compiling a mailing list
that is a true sample of all U. S.
homes and the substantial differ-
ence in listening habits between
families that reply and those which
fail to respond,” Mr. Nielsen
stated that “a third and equally
serious error results from the
meniory loss among respondents.”

Family Interviews

He asserted the new NCS proj-
ect will avoid undervaluation of
radio station coverage by use of
“personal interviews covering the
entire family” and by checking
Audimeter reports against inter-
views in the same households “to
measure any shortage that may
remain (either for radio or for any
specific type of station) so that
appropriate adjustment factors
may be applied

Dr. Baker, in his reply, pointed
out that the BMB committees
which rejected the personal inter-
view method as a proper tool to
use in measuring station coverage
throughout the land “were com-

posed of representatives of both
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the buyers and sellers of broad-
cast advertising. The decision was
made after the examination of
pertinent experimental and test
data assembled and presented to
the committees by BMB’s director
of research, John Churchill, now
on the Nielsen executive staff.

“The decision was accepted by
a large segment of the broadcast-
ing industry and it generally was
agreed that station audiences and
station coverage would henceforth
be estimated on the basis of re-
turns to a mail ballot. It is hard,
therefore, to believe that data from
the personal interview will be ae-
cepted as ‘a vastly improved re-
placement for BMB.

“The personal interview is
treacherous at best,” Dr. Baker
declared, stating that when 500
interviewers are used as in the
NCS survey “uniformity is next
to impossible to attain.” In addi-
tion, he stated that “memory loss
can be just as great in the door-
bell sitwation as it is in ballot-
marking, unless the interviewer
resorts to prompting and then, of
course, the bars are down.”

Baker Comments

Admitting that mail ballots do
reflect gaps in the respondent’s
memory, Dr. Baker pointed out
that occasional listening to a sta-
tion shown by the Audimeter but
forgotten by the respondent would
not be accepted by the buyer as
“eirculation.”

“In the case of the two BMB
studies,” he reported, “buyers and
sellers alike have learned from
experience where this type of data
is useful and where it must be used

with care or be supplemented.

“The buyer is not helped, how-
ever, by being furnished data
which result from ‘doctoring’ or
‘treating’ or ‘correcting’ what peo-
ple said. It is hard to understand
how the results of personal inter-
views can be combined with the
returns from a mailed ballot, the
mixture then seasoned with Audi-
meter findings and the whole con-
coction screened through the sieve
of a biased program-roster.”
(About 109 of the NCS reports,
those from the most remote areas,
will be obtained by mail ballots.)

On Thursday morning Mr. Niel-
sen explained NCS to a meeting of
some 80 station representatives
in New York and that afternoon
he repeated his explanation to the
advertising press, augmenting the
material in his brochure. Stations,
either AM or TV, he said, are of-
fered NCS on two different bases,
a basic and a comprehensive serv-
ice. The basic service includes re-
ports on weekly audience—sep-
arately for day and night—for the
total station area and for indivdual
NCS areas, comprising individual
counties or more than 10,000 popu-
lation and groups of contiguous
smaller counties; frequency of
listening—six or seven times a
week, three to five times a week,
one or two times a week; number
and per cent of radio homes and
of TV homes in the station area;
a map showing the station’s cover-
age level in each NCS area; an
NCS area report, and a sales pro-
motion manual.

The comprehensive service in-
cludes the entire basic service plus

‘Ham’ Relays SOS }

ONCE-IN-A-LIFETIME op-
portunity came to “ham”
radio operator Ernest Schau-
fler, WMGM New York engi-
neer, a fortnight ago. “Listen-
ing in” on his home-made
receiver set, Mr. Schaufier
received a coded SOS message
from the 10,000-ton tanker
Michael over the 600-meter
band. The tanker, which had
collided with an oil barge
on the Delaware River, had
sent its distress signal in
vain. Because of rain and
excessive static, no one near
the river had received it. De-
coding the message—saying
tanker was still afloat, but
that one man apparently had
been lost—he notified author-
ities and newsmen.

average daily audience and fou:
week audience figures; audienc
characteristics of the station
audience by economic level, se
ownership and family size, a
compared with data for all home
in the station area; out-of-hon
radio listening or TV viewinj
Special reports are also availabl

Charges for the Nielsen Cove
age Service are maximum hour
staticn rates, times 12 for radi
times four for TV, less operatin
allowance of $1,000. Discounts a:
allowed of 5-15% for prompt pu
chase, 15% for omission of coi
prehensive features, 10% for pu
chase of NCS No. 2 (to be mad
in either 1953 or 1954) and 51
for subscribers to other Niels¢
services. Minimum station charg
is $750; maximum is $20,000 f
radio, $15,000 for TV.

MUTUAL-WOR BLUEPRI

EXECUTIVE blueprint for the
“combined operations” of Mutual
radio network and WOR-AM-FM-
TV New York under their new Gen-
eral Tire & Rubber Co. ownership
was completed Friday. It is to be-
come effective immediately.

The realignment, anticipated
since General Tire’s acquisition of
control of MBS and the WOR
properties earlier this year, and
generally regarded as forerunner
of reorganization of Mutual opera-
tions along standard network lines,
puts MBS Executive Vice Presi-
dent William H. Fineshriber Jr. in
charge of the combined Mutual-
WOR radio operations.

Theodore C. Streibert, president
of the WOR stations, was not men-
tioned in the memorandum detail-
ing the changes to Mutual and
WOR personnel.

-It was understood, however, that
he will work directly with MBS
President and Board Chairman
Thomas F. O'Neil in Thomas S.
Lee Enterprises Inc.—General
Tire's overall broadcasting prop-
erties, including Don Lee and Yan-
kee Networks along with the WOR

stations and about 587 stock in-
terest in Mutual-—with responsi-
bility for special projects including
the TV film syndication operation
currently planned.

The combined operations plan
was worked out by top-level execu-
tives including Mr. O’Neil, Execu-
tive Vice President Fineshriber, and
J. Glen Taylor, veteran General
Tire executive who was named a
vice president of Thomas S. Lee
Enterprises a few weeks ago [BeT,
May 26]. Mr. Taylor has been con-
centrating on the combination-co-
ordination project.

The memorandum outlining the
new Mutual-WOR executive roster
was circulated to network and sta-
tion personnel late Friday, show-
ing assignments as follows:

Mr. Fineshriber to assume charge
of Mutual-WOR radio operations.

J. R. Poppele, vice president in
charge of engineering for WOR
radio and television, will be in
charge of engineering for Mutual
as well as the WOR stations.

E. M. Johnson, MBS vice presi-

.dent in charge of station relations

NT Is Complete |

and engineering, will continue
vice president in charge of stati
relations for the network.
Julius F. Seebach Jr., WOR-A’]
TV vice president in charge
programming, will be in this po
for Mutual and for WOR radio.
Harvey Marlow will continue

charge of programming for WO
TV,

James E. Wallen, secretary a
treasurer of Mutual, also w
handle account and administrat:
operations for WOR radio-TV

Robert A. Schmid, Mutual v’
president in charge of advertisi
public relations and research, a
will be in charge of advertisi
research, and public relations f
WOR-AM-TV.

Adolf N. Hult continues as vi
president in charge of sales ]
Mutual.

William Crawford continues
sales manager of WOR radio.-

R. C. Maddux WOR-AM-TV v
president in charge of sales, w
concentrate on WOR-TV sales, :|
sisted by Robert Mayo, WOR-
sales manager. 5
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'MORALS’ INQUIRY

3ACK into the English lexicon
:ame two pre-World War I words—
‘hootchie-cootchie” and “shimmy”
—as a subcommittee of the House
terstate & Foreign Commerce
Jommittee opened its probe last
week into “immoral” radio and TV
programs.
The hearings, established by a
vesolution sponsored by Rep. E. C.
Gathings (D-Ark.) [Be®T, June 2,

i} March 24, 3, Feb. 11], which were

held three mornings, saw a parade

o
| of witnesses made up mostly of
.| temperance leaders objecting to

beer, wine and liquor advertising

(| and drinking scenes.

The subcommittee, chairmanned

| by Rep. Oren Harris (D-Atk.), re-
__;»cessed last Thursday after complet-

ing the roster of congressional
and civic witnesses. Only Rep.
Gathings and Rep. Joseph R.
Bryson (D-S. C.), adherent of “dry”
forces, were Capitol Hill witnesses.
Industry Will Testify

Resumption of the hearings in
another week or two is expected to
.see industry witnesses take the
stand to rebut impressions left

j;with the subcommittee that radio-

' TV programs are replete with li-
| centiousness, horror, crime, drink-
ing and vulgarity.

It is believed that NARTB offi-
cials will carry the ball for the
industry. Whether representatives
“of networks or individual stations

;L'will appear was not apparent at

‘the week’s end. On Friday morn-
ing, the TV Code Compliance Com-
I mittee was scheduled to meet with

# Rep. Harris and the subcommittee.

Following the industry, the FCC
L is expected to tell its side of the
story. It has already complied with

| Rep. Harris’ request by furnishing

fi

the subcommittee with a break-
down of program complaints.

Only specific proposals as to
what Congress might do about the
i level of morality in radio and TV
| programs were:

i (1) Continuance of hearings by
' the subcommittee to permit objec-
tions to be made to programs
violating good taste—recommended

by Rep. Gathings.

(2) Establishment of a National
Citizens Advisory Board to act as
a “rallying point” for those con-
cerned with program level. This
was recommended by Lloyd Halvor-
son of the National Grange. This
is similar to the proposal of Sen.
William Benton (D-Conn.) whose
bill (S 1579) is before the Senate
Interstate & Foreign Commerce
Committee.

All witnesses, as well as subcom-
mittee members, shied away from
any suggestion of censorship or
legislation. There was some talk
of giving the FCC more power to
deal with so-called objectional ma-
terial on the air.

Only witness who cited specific
shows in an original statement to
the subcommittee was Elizabeth
A. Smart of the National Women’s
Christian Temperance Union.

It was Rep. Gathings who set the
tone of the hearings when he de-
scribed one act of a You Asked For
It program in which a young
woman in a grass skirt did the
“hootchie-cootchie” and ended it
with a “shimmy” while bending
backward with her hands on the
floor behind her. In close proximity
to her, Rep. Gathings said, was a
young man “thinly clad.”

In describing the incident, Mr.
Gathings held up his hands and de-
murely wriggled his hips.

‘Drys’ Take Offensive as Hearings Begin

Rep. Gathings also alluded to im-
provements noticeable in TV pro-
grams since the TV Code became
effective March 1. Necklines are
higher, he said, calling attention to
Dagmar’s more modest exposure.
But, he said, he did not think the
industry could police itself in the
long run. “Competition is keen and
great financial stakes are involved,”
he said.

Other witnesses also expressed
satisfaction with improvements in
programs since the establishment
of the industry’s TV Code.

Mr. Gathings’ prime objection,
however, was to the number of
crime shows on the air. He cited
Thursday night, when three of the
four TV outlets in Washington
showed crime shows, while the
fourth presented wrestling from
Chicago. He also expressed a strong

Not All ‘Immoral’

ALL was not negative at last
week’s hearings by the Har-
ris Subcommittee on “im-
moral” radio and television
programs. Favorite programs
of subcommittee members and
witnesses were named as: Ed

Sullivan, Ed Wynn, The
Lone Ranger, Gangbusters,
Treasury Men in Action,

Fred Waring, Herb Shriner.

dislike of horror shows. “Long,
bony fingers come at you, with deep,
mournful musie,” he intoned.

Impact of such a cumulation of
violence, Mr. Gathings emphasized,
was on children. He admitted the
programs were seen at 10 p.m., but
declared that many children and
adolescents were still up at that
hour.

Statement by Rep. Arthur G.
Klein (D-N.Y.) that Mr. Gathings
had an alternative to watching such
programs: “Don’t watch the damn
thing at all—turn it off,” drew
from Mr. Gathings the observation
that such a statement was like say-
ing, “Don’t buy a TV set.”

“Radio and TV are essential to
the American home, like the auto-
mobile,” he said.

Rep. Bryson, although mainly
concerned with alcoholic advertis-
ing on the air, cited his opposition
to programs which depict a “lack
of reverence and respect for
marital bonds.” Some programs,
he said, tend to discredit marriage
vows, and deal with domestic un-
happiness, marriage breakups,
even the exchanging of wives. He
also expressed the opinion that
European films on TV were bad for
morals.

Root of programming evils is
the concentration of the broadcast-
ing industry in New York City,

(Continued on page 34)

“Disgusting, Ain’t 1™

Herblock in The Washington Post
BROADCASTING *

CANDIDATES’ COMPLAINT

PROMPT action on the complaints
of Sens. Robert A. Taft (R-Ohio)
and Estes Kefauver (D-Tenn.) that
radio-TV networks refused them
time equivalent to that given Gen.
Dwight D. Eisenhower was prom-
ised by the FCC last week. At
week’s end, the Commission was
awaiting comments on the com-
plaints from ABC, CBS and NBC.

Some observers thought the Com-
mission might act this week.

Both Senators Taft and Kefauver
held that radio-TV coverage of the
General’s Abilene speech and sub-
sequent news conference was of a
political nature and that they
should have similar facilities
afforded them in accordance with
the mandate of Sec. 315 of the
Communications Act. Section 315
provides that if licensees permit
the use of their facilities to one
candidate, they must provide equal
time to all other candidates.

First refusal of time was made
by CBS which denied requests for
facilities equal to those allotted
Gen. Eisenhower by answering that
it considered the Abilene address
“a news event and not a political
speech” and therefore did not feel
that the equal-time provision
applied.

A similar CBS answer to Sen.
Kefauver, who had requested 30
minutes of AM-TV time immedi-
ately following the General’s talk,

Telecasting

T

prompted Gael Sullivan, Mr. Kef-
auver’s campaign manager, to say,
“It is inconceivable how anyone at
CBS could be so politically naive
as to assume that this is a fact.”
Mr. Sullivan denounced radio-TV
coverage of the General’'s “first
political speech” as “a product of
high-priced hucksters . . . dreamed
up for the sole purpose of monopo-
lizing” broadcast time for one Re-
publican candidate.

ABC, reportedly asked by Sen.
Taft for broadcast time Friday,
was understood to have given a
negative answer on the grounds
that “All we are doing for Gen.
Eisenhower is what previously we
have done for you and other candi-
dates.”

The network pointed out that it
had given free AM-TV coverage
to the Senator’s talk in Detroit
Oct. 15, prior to its adopting in
January a poliey of charging politi-
cal candidates commercial fees, and
noted that Gen. Eisenhower had
not had “available to him compara-
ble ABC radio and television time.”
The network also pointed out that
it had not granted the General’s
request for television time, since it
would have required line charges

"not incurred by its Detroit coverage

of the Taft talk.
A request to ABC from Sen.
Kefauver was understood to have

FCC to Act

been answered similarly.

NBC denied time to Sen. Taft
earlier in the week on the basis
that the General’s homecoming was
of national interest and could be
classified as deserving of legitimate
news coverage, and spokesmen ex-
plained that NBC coverage of Gen.
Eisenhower’s activity was only in
proportion to that offered other
candidates while the General was
still overseas. The network further
explained that it did not consider
Sen. Kefauver, a Democratic candi-
date, in direct competition with the
General for the Republican nomina-
tion.

First Political Speech

WQXR New York, station of the
New York Times, carried its first
speech by a political candidate for
the Presidential nomination when
it broadcast the Abilene speech
Wednesday, and acceded to Sen.
Taft’s request for equivalent air
time. The station will broadcast a
talk he is scheduled to give before
the National Republican Club in
New York from 1:30-2 pm. EDT
Thursday.

Radio-TV coverage by major net-
works and many local stations
was almost constant as Gen. Eisen-
hower progressed through his
Pentagon press conference Tues-
day, his Abilene speech Wednesday

(Continued on page 36)
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Program: Gen. Dwight D. Eisenhower’s speech at Abilene, Kan., June 4, 7

pm.

EDT; live on ABC Radio, CBS-TV, NBC Radio and TV; delayed broadcast on

CBS Radio.

DWIGHT D. EISENHOWER took his first excursion into politicking
by television last week under circumstances so technically amateurish

that they had a unique charm.

Insofar as appearances were concerned, his speech at Abilene could as

well have been the unseasonally
rainswept Fourth of July oration
doggedly delivered by the local
mayor to a drenched and dwindling
crowd in any of thousands of small

and medium-sized U.S. commu-
nities.
As Gen. Eisenhower spoke,

Abilene townsfolk scuttled back
and forth behind the platform,
where the speaker could not see
them but the television camera and
several million in the audience
could.

Applause was listless, for no
assembly standing in mud with
rain running down its necks can
be expected to muster enthusiasm
for anything but an end to its dis-
comfort.

An unidentified but loutish func-
tionary stood at the general’s side,
attempting periodically to pump
up audience excitement by wildly
clapping his hands.

As for the general, he had, with-
in 24 hours, completed an astonish-
ing transformation. The day be-
fore he had worn his immaculate,
five-starred uniform to take leave
of the Army. At Abilene on tele-
vision he stood bare-headed in
the rain, wearing a nondescript
slicker. The poor quality of the
rain-blurred picture seemed to
have aged him overnight.

The appearances indeed were un-

NBC SPOT SALES
Div. Structure Completed

REORGANIZATION of the adver-
tising and promotion division of
NBC’s National Spot Sales Dept.,
in progress for the past several
months, has been completed,
Thomas B. McFadden, department
director, announced Thursday.

Two separate advertising and
promotion units, one each for radio
and television, have been estab-
lished under the new plan, with
Harold W. Shepard, manager of
sales development, advertising and
promotion for NBC Spot Sales, to
direct both units.

Seymour Vall, whose writing-
research background includes serv-
ice with two publishing houses, has
joined NBC as manager of the spot
radio advertising and promotion
unit, while the corresponding posi-
tion for television has been as-
signed to the department’s Elliott
Eakin. Robert T. Howard, formerly
associated with WCAP Asbury
Park, N. J., and WCHU Charlottes-
ville, Va., will serve as spot radio
research supervisor, and the de-
partment’s Alan Ewald will han-
dle spot TV research.
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prepossessing.

But despite the appearances, the
substance of the man came through.
Here again it was demonstrated
that television shows a man for
what he is, no matter what his
surroundings.

For all his military background
and its pomp and ceremony, Ike
seems essentially an wunassuming
man. He seemed more than ever
so at Abilene. He spoke clearly
and with purpose. He read un-
falteringly. The flat, midwestern
voice was without theatrical effects
but neither was it monotonic.

Against appalling odds, ITke was
impressive. He should wear well
on television.

RED CROSS MEET
CBC Plans World Airing

HUNDREDS of news and actuality
programs will originate in 15
languages at the 18th International
Red Cross conference at Toronto
July 23 - Aug. 9. The Canadian
Broadcasting Corp. plans to pro-
vide broadcasting facilities for net-
works and stations throughout the
world.

W. John Dunlop, CBC supervisor
of institutional broadeasts, will
head the radio committee for the
conference. Radio co-ordinator will
be Richard H. Gluns.

Amateur Notice

WARNING was issued by FCC
last week that amateurs seeking
extra class ratings must submit
sufficient evidence of their holding
an amateur license prior to April
1917. This must be in the form
of license documents, correspond-
ence or sworn statement. Those
who held such license prior to April
1917 and now hold a general class
license are not required to take
code test or written element in
examination for the extra eclass
rating, comparable to advance
class, FCC officials explained.

BAB AD DRIVE
Mapped at N.Y. Meet

SPECIAL emphasis on radio cov-
erage by stations and networks
was called for in BAB’s plans for
a national advertising campaign
to promote radio [B®T, June 2],
developed during a meeting of the
BAB advertising committee held
in New York Thursday.

Radio advertising, it was noted,
will be supplemented with news-
paper ads in major cities and space
in various trade magazines, accord-
ing to the committee, named to
work out themes and copy and to
select media for the pro-radio
drive. Under the chairmanship of
Louis Hausman, administrative
vice president of CBS Radio, the
advertising committee is working
on the campaign in conjunction
with BAB’s permanent promotion
committee, headed by Donald W.
Thornburgh, president of WCAU
Philadelphia.

Members attending the Thurs-
day session included Robert A.
Schmid, MBS vice president; Wil-
liam MecGrath, managing director
of WHDH Boston; H. Preston
Peters, president of Free & Peters;
Winslow Leighton, president of
WSNY Schenectady; Edgar Ko-
bak, chairman of the BAB execu-
tive committee; William B. Ryan,
BAB president, and Messrs. Haus-
man and Thornburgh.

‘FREE" ADS

FTC Clearing Docket

FEDERAL TRADE Commission
last week claimed it is “rapidly
clearing” its docket of “many ‘free
goods’ cases” since deciding that
the word “free” should be banned
from advertising claims such as in
the Book-of-the-Month case.
FTC said 33 firms have notified
it that they have “voluntarily dis-
continued use of the word . in
advertising their products.” Cases
are being settled administratively
through correspondence at a mini-
mum of expense, the commission
noted, asserting, “This coopera-
tion from advertisers is encourag-

_ing. It means they are in accord

with the commission’s policy. . . .
It also means that these cases will
not have to be litigated and there
will be . . . a saving of time and
money.”

There had been signs of confu-
sion among agency, advertiser and
station circles over the word’s use
in broadecast and published adver-
tising claims [BeT, May 26].

Togio to L&N

A THIRD new executive, Adolph
J. Togio, is to join the new Lennen
& Newell agency, it was an-
nounced last week (see earlier
story, page 80). Mr. Togio, who
resigned as vice president of Wil-
liam Esty & Co., New York, is to
become vice president, general
manager and member of the board
of L&N.

RTMA MEET

Sarnoff To Be Honored

FIRST Medal of Honor awarded b;
Radio-Television Mfrs. Assn, willl?
be presented to Brig. Gen. David|!
Sarnoff, board chairman of RCA,|¢
at the 28th annual RTMA conven-
tion June 23-26 at the Palmer
House, Chicago.

The award goes to Gen. Sarnoff| -
“for his outstanding contributions{ "
to the advancement of the radio-
television industry.” 5

Presentation will be made during|
the annual RTMA banquet June 26.§ -
The entertainment program will
feature Rise Stevens, opera singer |
who will appear through courtesy|’
of RCA and NBC. ’

Set, parts, tube and equip-}.
ment manufacturers will meet inj,
separate sessions during the four-
day industry conference, accordingu'n
to James D. Secrest, RTMA gen-§+
eral manager. Divisional member-
ship meetings will be followed by
election of officers and directors|
for the new fiscal year. Past of-§
ficers and directors of RTMA wili}+
be honored at a June 25 dinner.
with present officers and directors}
as hosts.

John T. Koehler, chairman of
the Renegotiation Board, will speak
at the June 25 Iuncheon on admin-§"
istration of renegotiation legisla-f§:
tion as it affects radio and elec-f§*
tronic manufacturers. The RTMAQR"
Government Relations Section has
asked clarification of some prob-
lems of renegotiation.

The election involves 17 directorsj :
as well as chairmen of the five di
visions and executive commlttee]
The board of directors on the final§ -
day will elect a chairman, five vice
presidents, a treasurer and other
association officers. RTMA Presi-
dent Glen McDaniel is not involvedfl
in the election process since he is
serving a three-year term. Robert
C. Sprague is current RTMA board
chairman and will preside at thej "
board meeting. :

President McDaniel and Leslie
F. Muter, RTMA treasurer and co-
chairman of the convention com-
mittee, will make their reports to
the membership at the closing#
luncheon. Co-chairman of the com-
mittee is Charles M. Hofman. L

7

Alford Promoted

ROBERT H. ALFORD, attorney
with- the Renewal and Transfe:
Division of FCC’s Broadcast Bu-
reau, last week was appointed chieff :
of the Transfer Branch of that di-
vision. He succeeds Walter Powell,
who earlier had been promoted to
division chief. Mr. Alford last week|
also was promoted from -captain|
to major in the reserve of theff:
Judge Advocate General Corps of]
the Army. From December 1950
until April this year he was o:
military leave from FCC to serv
on active duty with the Army at|

Fort Meade, Md. A 1940 graduat=f§ .
of Harvard Law School, Mr. A
ford joined the FCC as an attorne;
in 1945.
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| PROPOSALS for changes in FCC’s

| transmitter operator requirements,

| which would eliminate the en-
. gineering headaches of a substan-
tial proportion of the country’s
AM stations and many FM outlets,
were issued by the Commission last
week.

Requested in petitions filed
earlier with the FCC by NARTB
[BeT, May 12, Feb. 4], the pro-

+posals involve:

(1) Persons holding less than first
class radiotelephone operator permits
would be allowed to stand regular
transmitter watches at AM and FM
stations employing non-directional
antennas and operating with power
of 10 kw or less.

(2) Remote control of the trans-
mitters of such stations would be al-
lowed.

FCC did not specifically propose
to make the operator requirement
changes requested by NARTB, but
the notice of proposed rule-making
said the “Commission believes that
the information contained in the
petition . . . raises questions of
sufficient importance as to warrant
the institution at this time of rule

. making proceedings looking toward

the possible adoption of amend-
ments to the Commission’s rules of
the nature discussed in the peti-
tion.”

If adopted, observers noted, the
practical effect of the changes
would be to ease the staff and oper-
ating cost problems of virtually all
local channel stations, a substantial
number of daytime-only outlets and
many other AM and FM stations.

On First Class Operator

The changes would not permit
stations to operate without any
first class engineer, however, FCC
officials pointed out. They only
would relax the requirement for a
first-class operator to -personally
attend a transmitter all the time
it is operating, as is necessary now,
and would permit remote control
operation of certain transmitters.

Inviting comments by Aug. 4,
FCC outlined a number of ques-
tions to which information pertain-
ing to the proposals is desired.
Two of the questions touched on
fulfillment of emergency operation
under the Conelrad plan (control of
electronic radiation to prevent
enemy planes from “homing” on
broadcast signals).

In a separate action, the Com-
mission waived provisions of its
rules and granted special tem-
porary authority to WTIP Charles-
ton, W. Va., to operate its trans-
mitter by remote control. At the
same time, WGNC Gastonia, N. C.,
was granted special authority to
operate its transmitter by “remote
supervision,” that is, by a re-
stricted-permit operator who would
be under the supervision of a first-
class operator located at the trans-
mitter of WGNC-FM, seven miles
distant.

Both special authorizations are
reported the first of their kind to

be permitted by the Commission
with respect to commercial broad-
cast stations.

WTIP is a 250 w fulltime station
on 1240 ke. WGNC is assigned
1450 ke with 250 w fulltime. Both
outlets noted operating economies
would be possible while WTIP par-
ticularly cited the “acute shortage
of operating personnel.”

In substance, NARTB’s proposed
amendments to the Commission’s
operator rules would authorize re-
stricted operators to put a station
on and off the air, keep the trans-
mitter log, make external tuning
adjustments, make such other
minor adjustments as may be re-
quired as a result of primary power
supply variations and failures and
make replacement of only such de-
fective parts as tubes, fuses and
other components designed for
simple plug-in replacement.

The changes would require each
station to employ a first-class man
to be responsible for and make all
internal tuning adjustments, major
repairs and overhauls and all other

‘ PERATUR RUI-ES FCC Solicits Comments

technical installations or correc-
tions not authorized to be done by
a lower class operator.

NARTB originally had asked for
the proposed changes to apply to
stations of maximum power of 5
kw, but revised its request a fort-
night ago to specify 10 kw.

For about a year FCC has per-
mitted stations to operate with
less than a first-class operator at
the transmitter for up to 120 days
under emergency conditions. These
temporary authorizations are
cleared by FCC field engineering
offices.

During World War II the Com-
mission similarly relaxed its trans-
mitter operator requirements but
this was terminated in 1946 when
the number of engineers available
returned to normal.

The Commission in 1948 proposed
to revise its eperator licensing re-
quirements and held a hearing on
the matter, but declined to take
positive action on the grounds that
insufficient evidence had been pre-
sented by broadcasters to support

Sorry, No Regulation
FCC DOESN’'T regulate the
set repair business. The
Commission put out a pub-
lic notice to that effect last
week after it learned in sev-
eral instances that radio and
TV home repair services have
advertised such services or
their service personnel as be-
ing “licensed by FCC.” The
Commission explained it is
“not authorized by law and
does mnot license persons to
engage in the business of in-
stalling or repairing radio
and television home receiving
sets.”

the revision. The proposed re-
visions at that time would have
made operator licenses more nearly
match the size of the station.
NARTB’s petition explained the
proposed changes would involve no
degradation of the engineering
standards of any station and will
permit many stations, particularly
those smaller stations in less
densely-populated areas, to improve
and expand their program service.
The petition pointed out the re-
(Continued on page 92)

MAINE RADIO HOMES 3% Pensity—Census

RADIO ownership in the state of
Maine had reached 96% when the
1950 decennial Census was taken,
with highest concentration of radio
homes reported in the city of South
Portland, 99.5%. In the Portland
urban area 98% of homes had
radios, according to Housing Census
figures compiled by the U. S. Cen-

sus Bureau.

Because of lack of nearby TV
service, the percentage of TV
homes in April 1950 was low,
amounting to 1.2%. Highest con-
centrations were found in the city
of Sanford, 6.5%, and York County,
4.5%. At the time the census was
taken, there were fewer than five
million ‘sets in the nation whereas
ownership now runs over three

RADIO AND TELEVISION—1950 U. S. CENSUS OF HOUSING—MAINE

RADIO TELEVISION
i With Radi;
s P L T
5 5.E 5 = o | 35| B | ¢
-7 2T = 2 a2
33 s } | £ ofE [EE| | ¢
88 z® z e | I SRR
The State 913,774 254,443 251,510 241,470 96.0 184,348 250,105 2,965 1.2
Urban and rural
nonfarm 791,946 223,630 220,830 212,460 962 154,101 219,610 2,730 1.2
Urban 472,000 133,950 132,520 129,550 97.8 0,245 131,795 1,620 1.2
Rural nonfarm 319,946 89,680 88,310 82910 939 3,856 87,815 1,110 1.3
Rural farm 121,828 30,813 30,680 29,010 94.6 30,495 30,495 08
Urban Places—
Avburn 23,134 6,889 6,750 6,600 97.8 5,025 6,750 95 1.4
Augusta 20,913 5,586 5,530 5405 97.7 4,010 ,545 50 0.9
Bangor 31,558 8,482 B,375 8245 984 6923 8320 &5 08
Bath 10,644 3,188 3,055 2,930 95.9 2,514 3,055 15 05
Biddeford 20,83 5823 5830 5730 983 4349 5830 110 19
ewiston 20974 11,372 11,350 11,170 984 8568 11,350 120 1.1
ortland 77,634 23108 22,835 22,375 98.0 18,096 22,665 195 0.1
aco 10,324 2,943 8 2,791 2 2,055 2,840 75 2.6
anford_(uninc.) 11,094 3,331 3330 3265 980  * 3330 215 65
outh Portland 21,866 5,987 5,930 5,901 .5 3,951 ,905 70 1.2
Waterville 18,287 5053 5050 4,965 983 3712 5030 45 0.9
Westbrook 12,284 3,506 3,455 3,390 98.1 2,708 3,440 3 09
Counties
Androscogain 83,594 23,691 23575 23,015 97.6 17,657 23570 255 1.1
Aroostook 96,039 22,524 22,380 21,240 94.9 14,031 21,810 140 06
Cumberland 169,201 ,43 47,950 46,900 97.8 34,977 47,695 445 09
Franklin 20,682 5,824 5,730 5,280 92.1 , 261 , 720 50 0.9
Hancock 32,105 9 9,785 9,191 .9 7,501 9,760 75 0.8
Kennebec 83,881 22,950 22,740 22,01 .8 16,464 22,730 200 0.9
8,121 8,837 8,735 8270 94.7 6704 8730 60 0.7
18,004 5467 53 5020 931 3,859 5345 50 09
44221 12,027 11,920 11,215 941 9,047 11,680 65 0.6
108198 28,336 27,860 26,915 96.6 21,146 27,725 200 07
18,617 5,420 5,355 5,115 95.5 4,15 5,340 30 0.6
20,911 6,159 6,0 5,735 95.0 4,558 6,050 25 04
39,785 11,359 11,12 10,270 92.4 8,279 11,090 60 0.5
Waldo 21,68 6,311 ok ,875 94.5 4,547 6,225 35 0.6
Washington 35187 10,395 10355 9,685 935 7,816 10,330 B0 0.8
orl 93,541 26,766 ,355 5,735 97.6 19,340 26,305 1,195 4.5
Standard Metropolitan Area figures not available for 1940.
il o
* Not available or not comparable.
SOURCE: Bureau of the Census, Dep of C 25, D. C.

times that figure.

Urban radio concentration, 97.8%
of homes, was compared to 96.2% of
urban and rural nonfarm homes,
94.6% of the rural farm homes and
93.9% of rural nonfarm homes.

The statistics in this table
are extracted from a final re-
port of the 1950 Census of
Housing, Series H-A, No. 19,
for Maine, which will be avail-
able in about six weeks from
the Superintendent of Docu-
ments, Washington 25, D. C., at
35¢ per copy.

Statisties on distribution of
the population in Maine are
presented in a final report of
the 1950 Census of Population,
Series P-A, No. 19, now avail-
able from the Superintendent
of Documents at 15¢ a copy.
Descriptions and maps of “ur-
banized areas” are presented
in this report.

Statistics on characteristics
of the population in Maine are
presented in a final report of
the 1950 Census of Population,
Series P-B, No. 19, available
from the Superintendent of
Documents, at 35¢ a copy. De-
scriptions of Standard Metro-
politan Areas are presented in
this report.

A Standard Metropolitan
Area is generally described as
a county or group of con-
tiguous counties with at least
one city of 50,000 or more. In
New England, it is defined on
a town or city rather than
county basis.

An urbanized area contains
at least one city of 50,000 or
more and includes surrounding
closely settled incorporated and
unincorporated areas.
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NARTB BOARDS

Radio, TV Units Set
Meetings This Week

NARTB’S two boards of directors—Radio Board and Television Board—
will hold separate meetings this week to take up financial, membership

and related problems.

The Television Board meets \Ionday (today) and Tuesday at The

Homestead, Hot Springs, Va. This
board last met during the NARTB
convention in Chicago March 31-
April 2.

The Radio Board meets Thurs-
day-Friday at NARTB headquar-
ters in Washington, first meeting
since the two boards met jointly
at Bandera, Tex., in mid-February.

Appointment of two board com-
mittees was announced last week
by President Harold E. Fellows.
They will handle arrangements for
the 1953 NARTB convention in
Los Angeles and problems dealing
with association by-laws.

Clair R. McCollough, WGAL
Lancaster, Pa., was appointed
chairman of the special conven-
tion committee. Size of this com-
mittee has been expanded to in-
clude both board members and
broadcasters not now on the board.
The group will meet June 24 at the
Palmer House, Chicago, to start
work on arrangements for the 1953
meeting.

Serving with Chairman MecCol-
lough are Hugh Terry, KLZ Den-
ver; Albert D. Johnson, KOY
Phoenix; Calvin J. Smith, KFAC
Los Angeles; Howard Lane, Mar-
shall Field stations; Henry W.
Slavick, WMC Memphis; Jack
Harris, KPRC Houston. Mr. Lane
is a past chairman of the conven-
tion committee.

By-Laws Committee

The by-laws committee, compris-
ing board members, again is headed

by A. D. Willard Jr., WGAC
Augusta, Ga. Leonard Kapner,
WCAE Pittsburgh, was re-ap-

pointed. New members are Merrill
Lindsay, WSOY Decatur, Ill.;
Robert D. Swezey, WDSU New
Orleans; Kenneth Carter, WAAM
(TV) Baltimore.

NARTB’s Radio Board will cope
with TV’s inroads on listening and
the sagging trend in network AM
rates. The association’s AM Com-
mittee at a May 22 meeting [BeT,
May 26] adopted a resolution call-
ing for one of the most funda-
mental research jobs in recent
radio history. Richard Allerton,
NARTB director of research, will
conduct a study of radio station
operations to find out why some
stations are successful and others
are not. Preliminary studies show
radio is priced too low in most
markets, according to Mr. Allerton.

Paul W. Morency, chairman of
the All-Radio Affiliates Committee,
will report on work of that group,
including an Advertising Research
Foundation study of audience meas-
urement services. This study is
designed to show the value of each
type of measurement service, with
weaknesses and limitations delin-
eated. Edgar Kobak, WTWA
Thomson, Ga., an NARTB radio
director, is president of ARF,
which is supported by agencies,
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adveltxsels and media.

Both radio and TV groups are
scheduled to consider the question
of NARTB membership and study
results of the new combination
dues plan under which discounts
are given for stations under com-
mon ownership. Both boards will
review progress of the “Register
and Vote” campaign sponsored
jointly with American Heritage
Foundation.

Financial problems will be taken
up by the boards. The TV Div. of
NARTB operates with an autonom-
ous budget aside from the basic
$65,000 payment made to the as-
sociation for overhead. Both radio
and TV budgets, approved in
February for the fiscal year which
started April 1, are on a three-
month basis.

A report on the operation of the
Television Code will be made-to

the TV Board by the Television

Code Review Board headed by John
E. Fetzer, WKZO-TV Kalamazoo.
The code body met last Thursday
and Friday in Washington (see
story page 5).

Both radio and TV directors will
be given legislative reviews sum-
ming up current Washington devel-
opments (see radio-TV probe story
page 27).

The radio group will hear reports
on work of special committees han-
dling the effort to secure amend-
ment of FCC rules covering tran-
seription identification and relax-
ing of rules covering first-class
operators and remote operation of
transmitters (see remote  story
page 29).

SUN GLASS SPOTS
Station Free Time Asked

PACKET of “spot announcements”
for free broadcast has been re-
ceived by stations from the public
information department of Sun
Glass Institute, 511 Fifth Ave.,
New York.

“As a public service the Sun
Glass Institute has put together
the following brief spot announce-
ments with particular reference to
motorists,” stations are advised.

Obviously pleased with its publie
service approach, the Institute
adds, “You will be performing a
public service by bringing these
facts to the attention of thousands
who may be gambling with their
safety.”

It’s especially timely to carry
the announcement, according to the
Institute, “with warm sunny
weather upon us.” Without being
obviously commercial about it, the
Institute warns, “Scientists and eye
specialists have been warning the
public to use care in safeguarding
their eyes from too much sun.”

Mr.
. chairman of special
convention committee

McCOLLOUGH

RACING NEWS

Radio-TV Not in WU Order
TRANSMISSION of racing mnews
to radio and TV stations will not
be affected under provisions of
Western Union’s proposed tariff
revision, which was described last
week in a day-and-a-half hearing
before FCC Hearing Examiner
Fanney N. Litvin.

FCC itself, however, has been
studying race broadeasts with
respect to their possible use in
illegal gambling and has designated
for hearing the licenses of 16 sta-
tions [B®T, May 26, March 3].

Western Union told the Com-
mission it seeks to further restrict
the people it may serve with racing
wires to prevent illegal use of the
legitimate news information. The
new tariff would permit the leasing
of such facilities only to radio and
TV stations, to press associations
and to publications and newspapers
having second-class mailing privi-
leges.

In the past, Western Union ex-
plained, it has been possible for
a certain subscriber to qualify as a
“news service” and to order
“drops” in pool rooms and other
unidentified locations. In such
cases, Western Union would not
know how the information was be-
ing employed, it maintained.

“While transmission over leased
wire facilities is by the subscriber
and not the telegraph company,”
Western Union’s Walter Seming-
sen told FCC, “Western Union
does not undertake to censor the
information transmitted. However,
under the existing tariff . . . all
lessees must agree that facilities
will not be used for any illegal
purpose. The company promptly
discontinues service if it receives
notice from a recognized law en-
forcement agency that the service
is being used contrary to law.”

FCC has not been concerned
with race information broadecasts
as such, but only with respect to
the rapidity with which race
results are aired and the amount
of detail given, i.e., betting odds,
track conditions, scratches, and
jockey changes.

ANTI-CENSORSHIP

Johnston Urges Media Unity

ERIC JOHNSTON, president, Mo-
tion Picture Assn. of America, last
week called for all media to present
a united front against encroach-
ments of censorship.

The MPAA president warned
that when one medium is threatened
by censorship, all are threatened.

Mr. Johnston spoke Wednesday
before some 130 newspaper editors
and motion picture representatives
at the Hartford Times’ Motion Pic-
ture Industry Symposium, held at
the Times Tower atop Taleott Mt.
near Hartford. The Hartford
Times is licensee of WTHT Hart- -
ford. Mr. Johnston said:

The screen has been fighting for
freedom of expression. Just recently
we won a magnificent, though not yet
complete, vu:tory in the Supreme Court
of the U. S. The Court said t the
motion plcture is entitled to the free
speech and free press guaranties of the
Constitution.

In line with this principle, the Su-

preme Court has cut away some of the
shackles of motion picture censorslup
We shall keep on fighting until the last
knot is slashed, and the screen. as a
matter of constitutional right, enjoys
the same liberties and freedoms as the
press.

Leveling a criticism at news-
papers in general, Mr. Johnston
reminded his audience that, “Some-
times, I want to tell you, we have
felt pretty lonely in our fight for
freedom. We haven’t always had
an awful lot of help. Sometimes,
even we have found that the press
—with its championship belt tight
around its middle—has been indif-
ferent to what has happened to the
screen.

“I’'m confident, though,” he add-
ed, “that day is just about ovex.
I think the press realizes that when
one medium of expression is at-
tacked, it’'s a knockout punch to
them all.”

Driving home this point, the
MPAA president declared, “It’s a
knockout punch to us all whenever
a state censors a motion picture.

“It’s a knockout punch to us all
whenever government seeks to
censor radio or television.

“It’s a knockout punch to us all
when a medium of the press—
magazines and books—must answer
to a congressional inquisition.

“If any one of us sits back and
allows these serious threats to free-
dom of expression to go unchal-
lenged,” Mr. Johnston warned, “all
of us will be the victims—and the
whole structure of our basic liber-
ties will be endangered.

“We should all put on our gloves
and get into this fight,” he declared.

FTC Cites Firm

HYMAN KATZ and Louis Gins-
berg, trading as Penn Upholstering
Co., Baltimore, are charged in a
Federal Trade Commission com-
plaint with misrepresenting the
quality and value of their reuphol-
stering work and the materials
they use. Firm is said to have
falsely represented its work in
radio and TV commercials as well
as in other media. Hearing was

set for Washington, July 10.
BROADCASTING *
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More Samples

Gentlemen:

I want to express my thanks and ap-
preciation for the last several years of
public service that you have given to the
general public and also to motoring pub-
lic in general.

Many times in the past, your news as
to the weather and complete road con-
ditions has altered our course of high-
way travel. My only hope is that in the
near future, other states might follow
in your path to help in so complete a
safety measure, Regular weather re-
ports given out by most stations are not
enough to be of much help when over
the road truck traffic is depending on
positive conditions. You will probably
never hear of it, but your- station has
saved the ’lruckmg Industry many
thousands of dollars by its road con-
ditions report.

I, for one, was delayed in a nearby
state for two days because of icy high-
ways. Before starting I had tried to
contact local police and newspapers for
weather conditions and with little suc-
cess. The report was, colder. I could
not reach WHO as we were too far
away. If I could have reached your
station, I could have altered my route
and would not have had any additional
mileage. I also made a trip into the
snow area of South Dakota last winter
on the strength of your station’s weather
report,

There are more motorists who depend
on WHO for their news and road con-
ditions than from any other source. I,
for one, am very grateful for having an
lowa station .that is interested in the
safety of its motoring public.

J. E. McCuLLouGH
McCullough Transfer Co.
Mt. Pleasant, Jowa

Dear Mr. Woods:

Your courtesy in making it possible
for some movie scenes to be taken in
the WHO studio was greatly appreci-
ated. It was a joy to work with you
and members of your staff who co-
operated so fine in making arrangements
for this filming as well as participating
n it.

When the first contact was made with
you it was not our intention to spend so
much time in your studio. However, it
did mean a great deal to the folks from
the International Film Foundation as
well as for the other participants to be
able to take the other sequence of the
class also in the studio.

Thanks so much for your help and
if we may ever be of assistance to you
do not hesitate to call on the Extension
Service.

Sincerely yours,
Louise M. ROSENFELD
Assistant Director
Cooperative Extension Work
State of Iowa

WHO

Gentlemen:

I wish to extend to you the thanks of
our community for your announcements
for our school and also for the Lions
Club. It is a wonderful service. Your
coverage is nearly 100% here.

We heard you say how many an-
nouncements you made in those few
days. Would you mind sending me
that number ?

Thanks so much.

Yours,
L. R. WELKER
Pres., Murray School Board,
and also Lions Club Member
Murray, Iowa

Dear Sir:

Thank you very much for your won-
derful cooperation in scheduling our
spot announcements.

It is only through such a program
that we can hope to compile the statistics
necessary to carry on our work—to find
the cause and cure of multiple sclerosis.

Your valued assistance in helping us
achieve our aim is sincerely appreciated.

Cordially,
Cornerrus H. Traecer, M.D.
Medical Director
National Multiple Sclerosis Society
New York, N.Y.

Dear Mr. Woods:

We want to thank WHO for the fine
cooperation in presenting the Quiz Kids
program on Saturday, March 11. We
have heard many excellent comments
about this program. We hope that it
measured up to your professional
standards.

The children seemed to enjoy them-
selves and we felt that they were re-
markably poised. All the WHO per-
sonnel with whom we worked were
most cooperative.

Thank you again for the opportunity
that you gave us to show our interest in
handicapped children and to demonstrate
their ability.

Yours sincerely,
Mgs. DoroTHY PHILLIPS
Executive Director
Society for Crippled Children
and Adults, Inc.
Des Moines, Towa

Gentlemen :
I greatly apprecia(e your broadcasting
the program “The New Frontier.” Such

programs should be an important factor
in the effort to eliminate prejudice. I
hope that they may continue.
Yours sincerely,
Erma X. ANDERSON
Des Moines, Towa

:opnotch time buyers have told us their work some-

times makes them too

“statistical ’—sometimes makes

them forget that what they're really trying to buy is
listeners— confidence — friends.

Out here at WHO, we’ve created millions of friends
who know we have earned their confidence. Our mail-
bags prove it. So do our advertisers’ sales records,
month after month and year ‘after year. . . .

WIHO

+ for lowa PLUS +

Des Moines . . . 50,000 Watts

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

FREE & PETERS, INC., National Representatives




For Posterity

A RADIO transcription was
among memorabilia of 1952
to be included in a sealed
metal box placed in the
cornerstone of the new $275,-
000 administration building
at the Port of Seattle’s Fish-
ermen’s Terminal. Tran-
seription so honored was of
an interview by W. B. Heil,
KOMO Seattle’s The Old
Boat Puller. The Old Boat
Puller is aired six days week-
ly and directed at Puget
Sound area commercial fish-
ermen.

Spot Costs Down
(Continued from page 23)

magazines and the increased mil-
line rates of newspapers on the
basis of circulation without consid-
ering readership, but when he came
to figure radio costs he introduced
a new element—listenership—the
parallel to which he did not apply
to the print media.”

NARTSR commented that while

“print media are bought on circu- -

lation, with minor after-measure-
ment,” broadcast media are pur-
chased on “the circulation equiva-
lent of radio sets and radio homes,
plus audience measurement for
each quarter-hour, each program,
annouricement, station break. The
measurement beyond circulation in
broadecasting is there, even though
it is universally admitted that the
ratings underestimate the real lis-
tening audience.”

Secondary set listening, out-of-
home listening, portable sets, auto

CHART |

ER M
PER CENT INCREASE OR DECREASE

MILLINE RATE - SUNDAY NEWSPAPERS
MILLINE RATE - MORNING NEWSPAPER
MAGAZINES - BLACK & WHITE PAGE
MILLINE RATE - EVENING NEWSPAPERS

SPOT RADIO COST - RADIO FAMILIES

SPOT RADIO COST - SETS IN USE

Source:

Bur
Vnur Bmk 1951

of matched sample 93 stations’ rates.

IROADCASTING . 'I'EI.ECASTING Magazma estimate of radio sets and families.

* & %
of spot business, NARTSR point-
ed out.

The data in the accompanying
charts and tables should make the

“His advertising mes-

sets, store sets, etc., not covered advertiser “quite happy,” NARTSR
adequately by ratings, are all concluded.

Dl‘-;SSS for spot radio, NARTSR sages in all media cost less than
noted.

The increase in spot radio time
sales from $45.7 million in 1941 to
$134 million in 1951 enabled sta-
tion operators to absorb increased
operating costs instead of passing
all of them along in increased rates,
giving advertisers using this me-
dium the benefit of lower unit costs
produced by the increased volume

the per cent increase in significant
economic fields, so the advertiser
is able to buy his advertising in
any one of these three major
media at a price that represents in
two of them only a fraction of the
general increase in commodity and
other prices, and in the third (spot
radio) at an actual decrease.”

TABLE | |
SPOT RADIO
1941 1951 % Change
Class A, Announcement Rate  $16.27 $22.14 + 36.1(1) No. of
Radio Sets in Use 56,000,000 103,250,000(2) + 843 Magazines
Number of Radio Families 29,700,000 45,850,000(2) 4 54.4 1941 a5
Auto sets in use (3) 8,500,000 20,000,000(2) +135.2 1951 44

NFL Suit Delay Seen

THE NATIONAL Football League
trial, scheduled for June 16 in
Federal Court at Philadelphia, may
be postponed a week. The league
is charged with violating the Sher-
man Anti-Trust act by curtailing
telecasts and broadcasts of its
games. U. S. District Court Judge
Allan K. Grim indicated at a pre-
trial conference with attorneys
that the trial date might be de-
layed because of a civil suit now
in its third week in his court.

TABLE 11
MAGAZINES
Combined
Black and White  Cost Per
Circulation Page Rate Thousand
61,623,500 $154,469 2.51
79,658,601 237,324

Estimated sales radio sets 1952 ,000,000
The 93 stations in the sample were selected by power and location
in direct proportion to the total number of stations in the United
States. However, more network offiliates are used in compilation pro-
portionately than non-network affiliates.
(1)—Rate increases other Class A time segments; One Hour 12.8%;
Half Hour 13.3%; Quarter Hour 16.3%.
(2)—BROADCAST|NG Yearbook.
(3)=Included in Total Sets in Use.

» 4 #
TABLE 111
NEWSPAPERS
Total Agate Number  Milline

1941 Line Rate  of Papers Rate

Morning 38,134 377 $231

Evening 90,939 1,480 55

Sunday 69,284 510 207

Increase

1951 1951 over 1941
Morming 82,799 319 2.80 21.2%
Evening 167,452 1,454 4.06 14.4%
Sunday 129,827 543 2.54 22.7%

Source: Editor and Publisher Yearbook 1951,
Page 32 ® June 9, 1952

2.98
-18.7%

Increase Cost Per Thousand. .
Source: Magazine Advertising Bureau.

TABLE IV
Economic Factors Affecting Cost Per Thousand For
\ Advertising Media
Bureau of Labor Statistics

July July Per Cent
1941 1951 Increase
Wholssale Price Index (1926 = 100).
Al Commodities 1795 102,
Foods 847 186.0 19.6
Consumers Price Index—
All ltems 105.3 1855 762
Janvary January
1941 1951
| Total Families 35,462,000 44,167,000 245
| Average Disposable
Income Per Family 2,566 $4,995 94.6

BROADCASTING ¢

BAN RESOLUTION

Senate Action Unlikely

ASSURANCES that the resolution
banning radio microphones and TV
cameras from open Senate commit-
tee hearings [B®T, May 26] would
not be pressed in the Rules Com-
mittee was given last week by Sen.
Carl Hayden (D-Ariz.).

In a conference with NARTB
Government Relations Director
Ralph Hardy, the chairman of the
Senate Rules Committee said he
doubted whether anything could be,
done on the resolution since ad-
journment was only a month away.

He expressed the belief that a
more favorable time for considera-
tion of the resolution might be in
the new Congress next year. At
that time, he said, if the Rules Com-
mittee decided to give the ban seri-
ous consideration, the industry
would have full and fair hearing.

The resolution has been referred
to the Subcommittee on Rules.
Members are Sens. Hayden, A. S.
Mike Monroney (D-Wyo.) and Mar- |
garet Chase Smith (R-Me.)

Sen. McCarran’s resolution would
ban radio, TV, electrical recording
instruments and still photographers
from Senate public hearings. It
would accomplish this by adding a
new rule to the Senate standing
rules, providing that no Senate
committee could permit radio, TV,
recordings or photographs to be
made in the room in which the
committee meetings were taking
place.

RWG STRIKE
May Be at Convention Time

RADIO WRITERS Guild, which
has been waiting since its network
contracts expired Oct. 1 to settle
news writers’ grievances, may wait
a few weeks longer to call its strike
at a time when the networks would
be hardest hit: During national
political conventions in July, when
news writers will be at a premium.
The union, which had voted to
strike some weeks ago and had
received strike approval from its
parent, Authors’ League of Amer-
ica, reported last week that =z
strategy meeting — between its
strategy and strike committees—
was to be held late in the week.
This follows the return of Ira
Marion, eastern region vice presi-
dent, from Hollywood conferences
with west coast and central RWG
unit representatives. Mr. Marion
reported only that his union was
trying to arrange “a tight time
schedule” before walking out.
Federal mediation, which has
continued in spite of the union’s
vote to strike against NBC, CBS
and ABC, has not made much prog-
ress in seeking commercial fees
for network staff newswriters.
Union argues that its members de-
serve increases, not only because
other unions have been grantec
them, but because more and more
staffers are working on new radic
documentaries which combine nar-
ration and tape recorded segments.

Telecasting
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Like onions go with hamburgers

That’s how profitable advertising goes with W-I-T-H in Baltimore! And how the

local merchants do know it! W-I-T-H regularly carries the advertising of twice as many of

them as any other station in town.

Here’s why: W-I-T-H delivers more listeners-per-dollar than any other radio or TV station
in Baltimore. And this BIG audience, at such LOW rates, produces low-cost results!

W-I-T-H can do it for you too. Get in on this natural combination—low-cost, resultful

advertising and W-I-T-H. Your Forjoe man will give you all the details.

W 5
IN BALTIMORE A~

TOM TI.NSLEY, PRESIDENT . REPRESENTED BY FORJOE AND COMPANY
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First or Second in

Quarter Hours
Between 6 a.m. and 7 p.m.

WFBR "HOME-GROWN"
SHOWS OUTSTANDING
IN AUDIENCE AND
RESPONSE!

Looking for a place to put
your minute spots in Balti-
more? Pick the WFBR
‘““home-growns”’ —outstand-
ing participation shows! For
instance:

CLUB 1300

Completely outclasses its
field—No.1 show of its kind!

MELODY BALLROOM

Top-rated disc jockey show
in Baltimore!

NELSON BAKER SHOW

1st in its time period!

EVERY ‘WOMAN'S HOUR:

Top-rated 30-minute
woman’s show!

SHOPPIN' FUN

Top locally produced show
in its period!

MORNING IN MARYLAND

Misses being tops for 3-hour
period by a fraction!

Buy where the top shows
are—buy on . . .

*Jan.-Feb. 1952
Pulse Report

| ABC NETWORK

5000 WATTS IN BALTIMORE, MD.

Page 34 ® June 9, 1952

‘Morals’ Inquiry Hears ‘Drys’

(Continued from page 27)

ABC radio commentator Paul Har-
vey told the subcommittee. The
low level of radio and TV programs
is due to the fact that performers,
particularly comedians, reflect the
“bawdy night life” environment of
Broadway and “Manhattan studio
audiences,” he charged.

As to newscasts, he referred to
an “independent” 1944 survey of 38
radio commentators showing that
only five could be considered of
right wing persuasion and that
only one newscast originated west
of the Hudson or Potomac Rivers.
He declined to discuss individual
commentators, but referred to
them as “night club and Greenwich
Village commentators.”

Mr. Harvey, who is on the ABC
radio network five days a week
(1-1:15 p.m.) and on Sunday
nights (10-10:15 p.m.) originating
in Chicago, cited The Thin Man
series which, he said, made him
blush even in front of his wife.

“The subtleties and varying de-
grees of purple humor,” Mr. Har-
vey said, “are rarely sufficient in

_ single cases to inspire a housewife

in Colorado to object.”
Defends Home Town
. Harvey’s references to the

pelmcmus influence of New York
roused Rep. Klein to a spirited de-
fense of his native city. Most New
Yorkers, he said, were as provin-
cial, as residents of other areas,
and were not steeped in, corrup-
tion and sex as intimated by Mr.
Harvey. Most studio audiences are
filled with people from out of town,
he said. When Rep. J. Edgar
Chenoweth (R-Col.) remarked that
New York could not be considered
part of America, he drew a heated
rejoinder from Rep. Klein.

Strongest objection to beer and
wine advertising was presented by
Miss Smart. She documented her
statement with a review of one
afternoon and evening of viewing
of WNBW (TV), the NBC station
in Washington.

Excerpts of her
what she saw follow:

It started out with a rather good play
at 4 p.m but the background of

comments on

the story is an alleged murder . . .
rings
Then at 5:15 the “Gabby Hayes Show,”
a western—and most westerns deal with
scenes of violence .. .

in gquestion of mercy deaths.

Gunther’s Dry Beer . . . “We’re hav-
ing a party—how about you. Yes, you
can enjoy glass, after glass, after glass =
Note the suggestion to drink to excess
ukla, Fran & Ollie” followed
shortly. Then some very low necklines
on the “Willis Conover Show,” dropped
almost off the shoulders. Dinah Shore
and a plunging neckline. At 8:15 a
repetition of “Go, Get Gunther.” Some
cigarette ads. Groucho Marx, in “You
Bet Your Life,” questioning a young
woman who says she’s a “skip chaser”
(meaning a person who pursues delin-~
quent debtors). He remarks, “A strip-
teaser. That’s fine. I'm tired of this
namby-pamby stuff.” At 8:30, “Treas-
ury Men in Action” chasing and un-
earthing a still. At 9 o’clock some more
police action uncovering a jewel rob-
bery. Later on “Private Eye” and kid-
napping. Then "Forelgn Intrigue,” a
thriller chase . . . Ballentine’s, “If
you're at your fa.vnnte tavern, order up.
If yowre at home get a bottle out ol
the refrigerator.” The hero, the for-
eign correspondent, drinks the beer to
encourage the audience to do likewise,

Among other programs at which

Miss Smart pointed the finger of
distaste were Pick Temple’s Cow-
boy Playhouse, on WTOP-TV
‘Washington; Ken Murray Show on
CBS-TV (sponsored by Anheuser-
Busch) ; Halls of Ivy on NBC radio
(sponsored by Schlitz).

Appearing in behalf of dry forces
in addition to Miss Smart, were:
Dr. J. Raymond Schmidt, Interna-
tional Order of Good Templars and
National Civic League; C. S. Long-
acre, National Temperance Society;
Lloyd Halvorson, National Grange;
Bishop Wilbur E. Hammaker,
Methodist Church.

In essence, testimony of the
“dry’”” witnesses was reminiscent of
the hearings on the Johnson-Case
bill held by the Senate Interstate
and Foreign Commerce Committee
earlier this year [B®T, Feb. 11, 4].
That bill, which would have barred
liquor ads from the airwaves, was
killed by a 7 to 6 committee vote.
Most of the witnesses had appeared
before the Senate committee in
favor of the bill.

Scheduled as a witness was
George Lewis, director of the Na-
tional Assn. of Gagwriters, but he
was not present when called. In a
news release about his scheduled
appearance, NAG said it was cam-
paigning to raise the standards of
humor in the U. S., declared that
the probe “will focus attention on
the decline of comedians and the
need for training grounds for new
ones.”

Active in questioning of wit-
nesses were Reps. Klein, who seem-
ingly defended the general level of
radio-TV programs; Chenoweth,
who kept inquiring for details of
what witnesses described as objec-
tionable material, and Joseph P.
O’Hara (R-Minn.), who questioned
whether Congress could constitu-
tionally censor programs. Other
members of the seven-man subcom-
mittee are Reps. Homer Thornberry

(D-Tex.), Harmar D. Denny Jr.
(R-Pa.) and F. Ertel Carlyle
(D-N. C.). Mr. Carlyle was absent

during last week’s sessions.

Reference to the Milton Berle
skit of several weeks ago where
school children’s oath of allegiance
to the flag was alleged to have
been burlesqued was characterised
by Rep. Denny as “destroying the
sacredness of American institu-
tions.”

In answer to an avowal of irrita-
tion by Rep. O’Hara at a large
amount of advertising on the air,
Rep. Gathings answered that he
never felt irritated because he real-
ized that a sponsor was necessary
to bring the program into his living
room. In fact, he said, he “appre-
ciated” the fact that the sponsor
was bringing his favorite programs
into his living room.

Rep. Harris appeared perturbed
at newspaper reports which implied
a burlesque aura to the hearings.
He also warned the broadcasting
industry to take the hearings
seriously.

BROADCASTING *

MRS. JAY D. WHITHAM, chairman,
Nassau County Chapter Canteen Serv-

ice, American Red Cross, supervises|

while George Ball, public affairs direc:
tor, WHLI-AM-FM Hempstead, L. |
and Paul Godofsky, WHLI president-
general manager, mix cake batter.
WHLI presented the cake June 5,
the chapter’s 35th anniversary. In
addition, June 5 was WHLI “Blood-
For-Korea” Day. More than 14 hours
of air-time were to be devoted by
WHLI Monday to the blood campaign.

ALBERT D. LASKER
Pioneer Agency Owner Dies

ALBERT D. LASKER, 72, retirec
head and principal owner of the
former Lord & Thomas agene)
(now Foote, Cone & Belding), anc
co-founder with his wife of the
Albert and Mary Lasker Founda-
tion for Educational Medical Re.
search, died in New York May 30
of cancer.

Mr. Lasker was born May 1
1880, in Freiburg, Germany, of
American parents touring Europe
at the time.

In 1898 he went to work fo)
Lord & Thomas at $10 a week
Twelve years later he owned the
agency. The period from his first
employment to his retirement saw
the firm’s annual billings rise fron
$800,000 to $50 million.

Mr. Lasker retired in 1942 whe:
he dissolved the firm and turne
the business over to his subordi
nates, who continued it under the
name of Foote, Cone & Belding.

The Lasker Foundation was es
tablished in 1943. One of its pri
mary concerns has been cancei
research.

Mr. Lasker was married thre
times. His first wife, Florenc
Flora Warner, died in 1936. Twq
years later he married actress
Doris Kenyon Sills Hopkins. They
were divorced in 1939. His thirg
marriage in 1940 was to Mrs. Mar)
Woodard Reinhardt, who survives|
Other survivors include three chi!
dren by his first marriage.

Jack Parker Resigns

JACK PARKER, vice presider
and general manager of Sagina'
Broadcasting Co., licensee ¢}
WSAM Saginaw, Mich., has te
signed, according to Milton Greene
baum, president. Mr. Parker plar!
to enter the agency field.

Telecastin




When a station is so programmed that the lis-
tener is assured 'of high type, diverting and diversi-
fied programming, suitable for the listening of every
age and interest, the listener acquires confidence in,
and respect for the station.

This confidence is carried over into a confidence
in the products and services advertised on the station.

That this confidence rings cash registers is veri-
fied by the advertisers on WREC. Won’t you ask

them?
And, remember, — WREC costs 10.1% less
<K than in 1946, and has the highest Hooper rating in
Memphis.

WR Ec AFFILIATED WITH CBS, 600 KC, 5000 WATTS
MEMPHIS NO. 1 STATION

REPRESENTED BY THE KATZ AGENCY
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CBS Radio Sells $112 Millions

(Continued from page 25)

probably starting the first week in
July, through Foote, Cone & Beld-
ing, New York, while Sonotone
Corp. was said to be negotiating
for a daytime show (perhaps in the
Arthur Godfrey Time segments
open and not taken by Frigidaire).
Quaker Oats was reported schedul-
ing a 3:50-4 p.m. EDT show Mon-
days, Wednesdays and Fridays,
commencing in the fall with the
exact program to be selected in the
meantime, and Chesebrough Mfg.
Co. was negotiating for renewal of
its Dr. Christian show (Wed., 8:30-
9 p.m. EDT) for the 16th year.

In the meantime sponsors of the
CBS Radio affiliates meeting sched-
uled in New York July 1-2 reported
that in the first week after invita-
tions went out more than half the
stations—or approximately 100—

had indicated they would partici-
pate. With three weeks yet to go
before the meeting, they appeared
confident that virtually the entire
roster of CBS Radio affiliates would
be on hand. Officials of about half a
dozen stations have indicated they
cannot be on hand, owing to other
commitments.

The meeting was called to discuss
“the current network radio situa-
tion,” with the dark prospect of
another round of network rate re-
ductions expected to draw the lime-
light. The affiliates will meet pri-
vately the first day and then be
joined by top CBS and CBS Radio
officials on the second. The meeting
plan was worked out by affiliates in
consultations with network execu-
tives, who view the sessions as a
constructive method of approaching

an admittedly difficult problem.

At least in part, the meeting is
an outgrowth of a session of the
All-Radio Affiliates Committee held
a fortnight ago, when it was said
that members would confer individ-
ually with executives of their re-
spective networks with regard to
the general network situation.
When plans for the CBS Radio affil-
iates meeting were evolved later,
AC Chairman Paul W. Morency,
WTIC Hartford, reported that he
was “glad to see any activity which
will study objectively the problems
which now confront radio,” and
added that “I certainly hope that
some concrete answers come out of
the proposed meeting.”

NATIONAL Assn. of Gagwriters has
auditioned-taped two comedy shows,
Comedians’ Roundtable and Gagwrit-
ers Exchange. Format for latter is
being offered to local stations tied in
with NAG local activities.

According to an independent survey made by
students at North Dakota Agricultural College,
17 out of 18 families within a 90-mile radius of
Fargo prefer WDAY to any other station. 3,969
farm families in the rich Red River Valley were
asked, “To what radio station does your family
listen most?” 78.6% said WDAY, with the next

station getting only 4.4%!

Fargo-Moorhead Hoopers credit WDAY with

much the same overwhelming popularity “in
town”. Despite the fact that the other three
major networks are represented with local stu-
dios, WDAY consistently gets a 3-to-1 greater
Share of Audience than all other Fargo-Moor-
head stations combined!

WDAY is one of America’s great radio buys,

serving one of America’s great farm markets.

Werite direct or ask Free & Peters for the facts!

WDAY - NBC ¢ 970 KILOCYCLES ¢ 5000 WATTS
FREE & PETERS, INC., Exclusive National Representatives
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Candidates” Complaint
(Continued from page 27)

and his Kansas news conference
Thursday, with television provi
ing, in most instances, i diat

reports while radio followed wup

with later and sometimes excerpted
rebroadcasts, spotted among the
networks’ regular programs. Some
networks, such as NBC which sent
Bob Considine and Frank Bourg-
holtzer, assigned reporters and
commentators to travel with the
General..

Television newsreel services also
kept pace with the Presidential,
candidate. Telenews Productions!
‘had footage flown from Abilene ta
Kansas City where members of the

especially for the occasion, com-

pleted processing to effect im-}
mediate delivery of their films.}

By splicing pieces of kinescope film
together, NBC-TV News Depart-

ment was able to lead off the}

Camel News Caravan in New York
with a report of the Abilene speech
15 minutes after the talk.

Meanwhile, the FCC was ponder-
ing CBS’ reply to its letter two
weeks ago which informed the net-
work it should provide GOP Presi-
dential Candidate William R.
Schneider equal time with all other
candidates [AT DEADLINE, June 2].

CBS declared in its reply, re-
leased last week, that the Commis-
sion’s decision “would curtail dras-
tically the ability of radio and
television broadcasters to inform
the electorate concerning the issues
of the campaign. The decision
would make it impossible to carry
such programs as CBS Radio’s
Candidates and Issues and Presi-
dential Profiles and CBS Televi-
sion’s Presidential Tvmber series.

CBS concluded by requesting a
hearing before the full Commis-
sion.

Complained In April

Mr. Schneider had complained to
the Commission in April that CBS
was not affording him equal time
to that given other Presidential
candidates. On April 30, the FCC
asked CBS for details and on May
14, CBS replied.

One of the points of issue is the
fact that although Mr. Schneider
entered the preferential primaries
in Oregon and New Hampshire,
CBS rejected his request for time
on the ground, among others, that
it owned no stations in those states.
The FCC in its May 28 letter stated
that that made no difference; Mr.
Schneider had the right to equal
time.

Another point apparently made
by CBS was that Mr. Schneider’s
chances for nomination were pretty
meager. To this the FCC said:

“. . . neither the statute [Sec.
315 of the Communications Act]
nor the Commission’s Rules permit
compliance with the statutory re-
quirement dependent upon any sub-
jective determination by the station
or stations involved with respect
to a candidate’s practical chances
of nomination or election.”

New York production staff, moved|
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You can’t weigh a whale with a postage scale

You can’t accurately measure the size of radio
and TV station audiences, either, unless you use a
technique fitted to the job at hand, gauging all

of its dimensions.

Under today’s conditions, the research method
must be unquestionably equal to the task of
measuring the value of a station property. That’s
the case with NIELSEN COVERAGE SERVICE.

In its method, tailored (via field testing) to the
needs of both buyer and seller, NCS doesn’t just
meet past research standards. It sets new ones.

It insures accurate measurement of the major
dimensions of radio and TV, blanketing the country

NIELSEN
COVERAGE
SERVICE

with personal interviews, supplemented by data
from the time-proven AUDIMETER.*

In its reports, NCS will disclose the complete
story on the size of daily, weekly, monthly audiences
.+« homes reached per minute . . . out-of-home
listening and viewing . . . set ownership . .. family
characteristics. And NCS will provide the first
nationwide TV station coverage survey ever made.

For the most thorough, accurate measurement of
station audiences at your command, INIELSEN
COVERAGE SERVICE is the single answer. Details and
price schedules? Special early discounts expire
June 15. Contact our nearest office.

*Trademark, A. C. Nielsen Company

2101 Howard Street, Chicago 45, T1I.
HOllycourt 5-4400

A Service of A. C. Nielsen Company

Telecasting

500 Fifth Avenue, New York 36, N. Y.
PEnnsylvania 6-2850
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CLEVELAND

WSRS

“The Family Station’’

CLEVELAND'S
v ONLY
NEWS STATION
ON THE AIR
24 Hours daily
‘round the clock

WSRS

WILL BE AT THE
REPUBLICAN
AND
DEMOCRATIC
CONVENTIONS
FULL TIME
COVERAGE
DIRECT FROM
CHICAGO
OVEROUROWN
EXCLUSIVE
FACILITIES

WSRS

LOCAL NEWS
EVERY SIXTY
MINUTES ON
THEHALFHOUR
‘ROUND THE
CLOCK

On the air
24 hours daily

® ® & & & P 5 5 0 8 0 s 000
® ® & & & 5 5 5 ¢ & 6 6 O 0 P O

“The Family Station”

WSRS

CLEVELAND

NAT'L REP. FORJOE & CO.
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June 9-10: NARTB TV Board, The
Homestead, Hot Springs, Va.

June 12-13: NARTB Radio Board,

NARTB hdqrs., Washington.

June 13-14: Maryland-D. C. Radio-TV
Broadcasters Assn. spring meeting,
ﬁ(()itel Stephen Decatur, Ocean City,

June 16: BAB Sales Clinic, Philadelphia.

June 16-17: American Marketing Assn.,
conference, Netherland Plaza Hetel,
Cincinnati.

June 16-18: National Assn. Radio Farm

Directors, spring meeting, Raleigh
Hotel, Washington.
June 16-19: National Advertising

Agency Network, annual management
tlz,onference. Skytop Lodge, Skytop.
a.
June 18: BAB Sales Clinic, Baltimore.
June 18-20: FTC hearing on proposed
radio-TV trade practice rules, Federal
rules, Federal Trade Commission
Bldg. & Pennsylvama Ave.,
, Washington
June 19: BAB Sales Clinic, Washington.

June 19-20: North Carolina Assn. of
grogdcasters convention, Nags Head,

Ju‘l}xe 20: BAB Sales Clinic, Richmond,
a.

June 20-21: Communications Institute,
Bowling Green State U. Bowling
Green, Ohio.

June 22-26: Advertising Assn. of the
West, annual convention, Olympie
Hotel, Seattle.

June 23-26: RTMA annual convention,
Palmer House, Chicago.

June 29-July 2: National Industrial Ad-
vertisers Assn., annual conference,
Palmer House, Chicago.

June 30: BAB Sales Clinic, Syracuse.
July 1: BAB Sales Clinic, Buffalo.

July 1: FCC to commence TV applica-
tion processing.

July 3: BAB Sales Clinic, Pittsburgh.
July 7: Republican National Conven-

e,

Chicago
July 14: BAB Sales Clinic, Detroit.
July 16: BAB Sales Clinic, Cleveland.
July 18: BAB Sales Clinic, Indianapolis.
July 21: BAB Sales Clinic, Chicago.
July 21: Democratic }\latlonal Conven-

tion,
Chicago.
July 23: BAB Sales Clinic, Milwaukee.
July 25: BAB Sales Clinic, Minneapolis.
July 28: BAB Sales Clinic, Denver.
July 30: BAB Sales Clinic, Salt Lake
City.

Aug. 15:
Aug. 18:

BAB Sales Clinic, Dallas.
BAB Sales Clinic, San Antonio.
Aug. 20: BAB Sales Clinic, Houston.
Aug. 22: BAB Sales Clinic, New Orleans.
Aug. 24-25: Arkansas Broadcasters
Assn. meeting and sales clinic, Marion
Hotel, Little Rock
Aug. 25: BAB Sales Clinic, Miami,
Aug. 27: BAB Sales Clinic, Winston~
Salem.

Sept.
Sept.

8: BAB Sales Clinic, Cincinnati,

10: BAB Sales Clinic, Louisville.

Sept. 12: BAB Sales Clinic, Nashville.

Sept. 15: BAB Sales Clinic, Little Rock.

Sept. 17: BAB Sales Clinic, Birming-
ham.

Sept. 19: BAB Sales Clinie, Atlanta.

Sept. 20: IRE conference, Jowa section,
Roosevelt Hotel, Cedar Rapids.

Sept. 28-Oct, 1: Assn, of National Ad-
vertisers fall meeting, Hotel Plaza,
New

Sept. 29-Oct. 1: National Electronics
Conference, eighth annual confer-
ence, Sherman Hotel, Chicago.

Oct, 12-15: AAAA, Pacific Council an-

nual convention, Arrowhead Springs
Hotel, San Bernardino, Calif.

Oct. 20-23: Financial Public Relations
Assn., annual convention, Coronado,
Calif.

Oct. 27-29: IRE-RTMA Annual Meet-
ing, Hotel Syracuse, Syracuse, N. Y.

.Noy. 9-16: National Radio & Television

Week.
Dec. 1-3: National Assn. of Radio News
Directors convention, Cleveland.
Dec. 27-29: American Marketing Assn.,
Conference, Palmer House, Chicago.

CASH TO HEAD
WLW Sales Department

NORMAN CASH has been named
as general sales manager of WLW
Cincinnati, Harry Mason Smith,
vice president of Crosley Broad-
casting Corp. sales operation, an-
nounced Thursday.

Mr. Cash, former WLW assistant
sales manager, joined Crosley from
NBC, where he was head of NBC’s
AM Station Relations Div.

Mr. Smith said the new ap-
pointment is a step further in
separating the Crosley AM and TV
sales operation, of which he is in
over-all charge. Dave Partridge
continues as manager of the Cros-
ley TV sales department.

WCFL CHANGES
McGeehan Named Sales Mgr.

MARTIN McGEEHAN, former
Midwest manager of Liberty Broad-
casting System, Chicago, joins
WCFL, Chicago Federation of
Labor station, as sales manager
and manager of the station’s White
Sox baseball network.

Arthur F. Harre, station man-
ager, also has appointed Edward
Wiebe as sales promotion manager.
He is former partner in Dickson &
Wiebe Agency, same city. Fred
Herendeen, former account execu-
tive at George Hartman Agency,
has joined the station as public
relations director. New members
of the sales staff are Tom Havi-
land, who headed a Studebaker
sales organization, and George
Draw, former space salesman.

LEVER CHANGES
Bloomquist, Others Affected

FOUR promotions in Lever Div.
(soaps, detergents, and shorten-
ing), Lever Bros. Co., N. Y., and
an advancement in the company-
wide organization were announced
last week.

G. Walter Laborie, general pro-
motion manager, becomes sales
manager of Lever Div.; J. Harvey
Howells, advertising manager of
the Jelke Div., was named to same
post for Lever; John A. Blum,
formerly assistant to the president,
becomes merchandise manager, and
William H. Harr, budget manager
in finance division, was appointed
marketing service manager.

Howard Bloomquist, advertising
brand manager, was appointed gen-
eral manager of the promotion di-
vision for the overall Lever organi-
zation.

WELDON & CARR

Three More Join|

THREE more engineers last wee
]omed Weldon & Carr, consultl |

ington, D. C

operations,
engineer of
WCBS - AM - FM!
New York and of the CBS inter
national stations at Brentwood
L. I., and Wayne, N. J.

After attending the U. of Min
nesota, Mr. Gilbert joined CB
in 1929 and in 1938 was appointed
a supervisor in the technical opera-
tions division. In World War II he
was an officer and project engineer
in the Navy Dept. Bureau of Shlps
Washington, returning to
after the war to become assistant
manager of technical operations in
1947 and manager in 1951.

Mr. Gilbert

Others Joining

Joining Weldon & Carr as an
tenna laboratory
division chief en-
gineer is David
F. Bowman, who
attended the U.
of Cincinnati and 3
received his
B.E.E. degree
from Ohio State ©
U. in 1942. : !
During World
War II Mr. Bow-
man worked at
Hazeltine Electronies Corp. labor-

Mr. Bowman

Airborne Instruments
and from 1947 assisted in super-|
vising the antenna research and]
development seetion. |
Heading up the Weldon & Carr |
TV group will be
John H. Me-
Mahon, formerly |
chief engineer of
KSTP - AM-FM -

join the firm Junc
15.

A U. of Min-
nesota graduate
Mr. McMahon With a B.E.E

degree, he started
his career at KSTP in 1939. Dur-
ing World War II he was a projeet
engineer on government war con-
tracts with Airborne Instruments
Lab., returning afterward to KSTP
as assistant chief engineer and be-
coming chief engineer in 1948.

Homer A. Ray Jr., formerly of
Gautney & Ray, Washington, joined
Weldon & Carr May 19 [BeT,
May 26].

BROADCASTING ® Telecasting




5KW and 10KW
AM TRANSMITTERS

» Lower Initial Cost
» Lower Operating Cost
» Proven Performance
MORE BONUS
FEATURES

GATES 5/10 KW TRANS-
MITTER With Phasor

Here’s good news, indeed, for performance conscious broad-

casters who want quality equipment and who appreciate

the many bonus advantages this better engineered broad-
® cast transmitter offers.

SPECIFICATIONS

@5 R. F. stages with 3X2500F3 power
amplifiers.

@4 audio stages with pair- 3X2500F3

o Class B modulators.

@ Inverse feedback employed but will
meet full F. C. C. requirements when
omitted.

@ Response 30—10,000 cycles 1.5 Db.
Noise consistently way below 60
Db. at 100% modulation.

@ Average distortion 274 % or less at
50 and 7500 cycles.

@ Power consumption at average mod-
ulation only 15.5 KW at 5 KW or 23

KW at 10 KW, carrier power.

GATES RADIO COMPANY, QUINCY, ILLINOIS,
MANUFACTURING ENGINEERS SINCE 1922

U.S. A.

2700 Polk Avenue, Houston, Texas ® Wamer Buildi hil b.c. ® ional Division, 13 E. 40th St., New Yark City
Canadi i € , M I, Quebec




Facts .. Figures.. Maps

COMPLETE REFERENCE

folder on

~ CAMDEN
TEXARKANA -
: : A.rk., Tex.

Served by

_tHe ARKTE X

STATIONS
KCMC Texorkana, Ark.-Tex.

(AM-FM)

KAMD Candun, ke
KWFC Hot Springs, Ack.
| —2Z—Z 7 —Z—Z 7

Get the facts now
on this great
SOUTHWESTERN MARKET

Here are 571,000 people with
160,200 radio homes and an
effective buying income of
over $420 millions* Industrial,
farm, oil, resort, manufactur-
ing, lumber, military ord-
nance —a big market you
should reach!

*From Sales Management

ONE BILLING
(Sold Singly or in Groups)

For details write to:

FRANK O. MYERS, Gen. M.
STATIONS

THE ARKTEX

Gazette Bidg., Texarkana, Ark.-Tex,
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ARF BY-LAWS

Kobak Forecasts Changes

EDGAR KOBAK, president of the
reconstituted Advertising Research
Foundation, reported last week
that recommendations will be ad-
vanced “fairly soon for certain
important changes” in the ARF by-
laws, including expansion of the
board of directors.

Pointing out that media members
are now eligible as ARF subscrib-
ers along with agencies and adver-
tisers, as a result of the recent
realignment, Mr. Kobak asserted:

“We find that with the steadily
mounting interest of media in the
foundation, we must enlarge media
representation on the board to take
care of the various important seg-
ments in the media field. At the
same time it will be necessary to
add directors from our advertiser
and agency subscribers.”

The foundation now has 136 sub-
seribers—59 agencies, 48 adver-
tisers, 27 media concerns, and the
two founder subscribers: Assn. of
National Advertisers and American
Assn. of Advertising Agencies.

One of the early projects in
prospect for ARF is an evaluation
of the various radio and television
rating services and their respective
techniques in an attempt to clarify
long-standing confusion in this
field. BAB has earmarked $15,000
as radio’s contribution toward the
$25,000 which ARF has estimated
such a study would cost, and it is
expected that the television divi-
sion of NARTB will be asked to
put up the rest [B®T, June 2, May
26].

Expansion Plans

Plans for enlargement of ARF
board were reported by Mr. Kobak
in the first issue of a “News Letter”
for subscribers. He also reported
that “right now we’re working on
the task of enlarging committees
and strengthening them, and we’d
welcome volunteers for committee
work.”

Additionally, he disclosed a pro-
posed “statement of policy” which
defined ARF’s objectives as being
“to further scientific practices and
promote greater effectiveness in
advertising and marketing through
objective and impartial research.”
Five ARF facilities for attainment
of the goals were listed as follows:

“(1) Supervision of the conduct
of research studies that are of gen-
eral interest to subscribers; (2)
review and appraisal of media re-
search reports for the exclusive
benefit of subscribers; (3) general
advisory opinions and consultation,
on a confidential basis, to media to
assist them prior to their making
media studies; (4) supervision in
complete detail and impartial vali-
dation of media studies, as ARF
has been doing for 15 years; (5)
other functions which will further
scientific practices in advertising
and marketing by fostering re-
search.”

FARM DIRECTORS -
Plan Washington Meeting
FIFTH annual radio farm direc-
tors’ meeting will be held June 16-
17 at the Dept. of Agriculture
headquarters auditorium in Wash-
ington, with farm organizations
and the National Assn. of Radio
Farm Directors cooperating.

The opening day’s meeting will
include a discussion session with
Secretary of Agriculture Charles F.
Brannan. A feature titled “Filling
the Fifth Plate” will be supervised
by Gus Geissler, administrator,
Production & Marketing Adminis-
tration; Byron Shaw, administra-
tor, Agricultural Kesearch Admin-
istration, and O. V. Wells, chief,
Bureau of Agricultural Economies.

Monday afternoon’s agenda fea-
tures a meeting with members of
Senate and House Agriculture Com-
mittees.

Progress report on Point Four
developments will be made Tuesday
by Stanley Andrews, administrator,
Technical Cooperation Administra-
tion, Dept. of State. Maynard
Speece, of the Radio & Television
Service, Dept. of Agriculture, will
conduct a TV session, to be fol-
lowed by a discussion on informa-
tional services.

NARTB VOTE DRIVE

State Committees Named

COMMITTEES to cooperate wit]
NARTB’s Register and Vote cam:
paign have been named by four'o
38 state broadcasters associations,
according to NARTB President
Harold E. Fellows. The national
drive is being sponsored jointly by
NARTB and American Heritage
Foundation.

Committee members follow:

ARKANSAS—Storm Whaley, KUOA
Siloam Springs, chairman; Ted Woods,
KOSE Osceola; Melvin Spann, WWAK
Stuttgart; James P. Walker, KFPW

Fort Smith, and J. M. Moore, KVRC
Arkadelphia.

INDIANA—O. E. Richardson, WASK
i
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Thoms, WKJG Fort Wayne, and
Joe Higgins, WTHI Terre Haute.

NEW JERSEY-—Paul Alger, WSNJ]
Bridgeton, chairman; Fred Weber,
WFPG Atlantic City; Fred Bernstein,
WTTM Trenton; Harry Goodwin, WNJR
Newark; Bob Williams, WCTC New
grundswick, and Gordon Giffen, WKDN

amaen.

UTAH—S. John Schile, KUTA Sait
Lake City, chairman; Lennox Murdock,
KSL-TV Salt Lake City; George Hateh,

L n; Reed Bullen, KVNU

a winner
on any
ticket...

Take a tip from the last two elections—on trade

effectiveness, that is.

A leading 50 kw station asked 800 advertisers and agen-
cies: “Which publication would you use if you were in
our place trying to reach you?”

A landslide for BROADCASTING ® TELECASTING— by 392%

rac' Finders Associates of New York, in the first personal
interview survey of the radio-TV trade press, asked: “What
trade journal brings radio station advertising most effec-

tively to your attention?

A resounding first for BROADCASTING ® TELECASTING—

by 445%

Whatever your platform for trade paper values—coverage,
readership, loyalty, influence, effectiveness—you'll be the
party in power on the BROADCASTING ticket.

BROADCASTING
TELECASTING

pb per

BROADCASTING *
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CLEVELAND'S M STATION

il
B presents

THE HOTTEST
SELLING QUARTET

IN CLEVELAND RADIO

From left to right:

SOUPY HINES JACK CLIFTON

“THE SOUPY HINES SHOW” “"CLIFTON’S HOUSE PARTY”

ALAN FREED JANE STEVENS

"KING OF THE MOON DOG HOUSE PROGRAM” “THE WOMAN'’S PAGE”
|
‘ For further detdils, call, write Hal Waddell, Sales Manager

5000 WATTS BASIC ABC
WJW BUILDING CLEVELAND 15, OHIO _
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PORTLAND
OREGON

e : . .
Now, more than ever before, the rich, ever-growing
KILLINGSWORTH-UNION AVENUE DISTRICT i )
h h Portland Columbian Empire offers a top market for your
Esre thote ehan 56,000 8 SR AREEE product and KGW offers the way to greater sales for

shop regularly.

you through its proven public acceptance and proven

FURNITURE DEALER listening and KGW offers the largest audience of any
Bob Calef reports, “Aggressive
merchandising, loyal friendships
among retailers and proven ability
to sell makes KGW tops.”

Portland station. An area of nearly 12,000 square
miles you can cover with this one station! Get this

power that produces for your product now.

Celebrating our 3Ist Year : :
of Leadership and Commumiy Service

BANKER .5 G

manager,
Union branch, U. S. National,
states, “The voice that sells in the
Portland area is KGW Truly the

‘choice’ in our area.’

PORTLAND, OREGON
REPRESENTED NATIONALLY BY EDWARD PETRY & CO., Inc.
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| OUTSTANDING CHOICE OF THE RADIO AUDIENCE: KGW!

s

s ¢ &

: 4 : i , f?«i\;
LA\/J oF FIC[ T HOUSEWIFE meAGet GROCER 'L mirchandie

- ways ‘sure’ of the products advertised on ing plan is the best to hit our area in North-
[ CL”TORD M THOMPSON KGW. It is the community leader that west radio history. Sales boom for KGW-
% brings us the best.” advertised products.”
S0 dSLE RN

; ATONEY AT LAW ‘i
NOTARPUBLIC TR-0785

j{ //t ngawadlh

rtland area S

Another PO
«sold” On KGW!

GIANT Clifford Thompson, eight-
foot-four, relates, “KGW is
the giant of Northwest radio and produces
head and shoulders above anyone else.”

b

DRUGGIST Don Sloop declares,
“KGW is first with

news, music and all-around entertainment il

that makes it the favorite with us. The
west’s best!”

it
CAREER GIRL

5 AT Arden Stohr, airline hostess, says, “You're
s flying high with KGW, the station that ap-
peals to everyone and is everyone’s choice.”

Dl
o210 N0 Qalendulen |70
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FCC BUDGET

TV Money Rests With
Conference Committee

FATE of the $6,708,460 FCC budget for fisecal 1953 rested this week
with a joint Senate-House conference committee, following full Senate

approval last week
processing.

House last March approved $6,-
108,460 for FCC operations in the
fiscal year beginning July 1, 1952,
although the President had asked
for $8,075,000. Senate Appropria-
tions Committee recommended an
additional $600,000 to take care of
an expected heavy workload on TV
applications after a spirited plea
for more funds for this purpose by
Sens. Edwin C. Johnson (D-Col.),
chairman of the Senate Interstate
& Foreign Commerce Committee,
and Homer E. Capehart (R-Ind.),
also a member of the Commerce
Committee [B®T, June 2, May 26].

Addition of $600,000 to the FCC’s
appropriation was estimated by
Sen. Johnson to permit the hiring

of an additional $600,000 for
*

TV application

of 15 additional examiner teams by
the FCC. An examiner team com-
prises the examiner, trial attorney,
engineer and accountant plus steno-
graphic and clerical help.

In testimony before the Senate
Subcommittee on Independent Of-
fices appropriations last April, FCC
Vice Chairman Rosel H. Hyde
warned that even if the Commission
received additional funds to hire 20
examiner teams, “we would still not
be current in the handling of tele-
vision applications at the end of
1953.” He also estimated that it
would take about three months to
fill any new positions. Other FCC
officials have warned that person-
nel procurement for government

officials was a difficult job, and that
it takes about a year before new
personnel are experienced enough
to entrust with hearing cases.

Date for the joint Senate-House
conference has not been set. Senate
conferees mnamed were: Demo-
crats—Sens. Burnet R. Maybank
(S. C.), Joseph C. O’Mahoney
(Wyo.), Kenneth McKellar
(Tenn.), Lister Hill (Ala.), Brien
McMahon (Conn.), a member of the
Commerce Committee; Republic-
ans — Sens. Leverett Saltonstall
(Mass.), Styles Bridges (N. H.),
Homer Ferguson (Mich.). House
conferees named were: Democrats
—Reps. Clarence Cannon (Mo.),
Albert Thomas (Tex.), Albert
Gore (Tenn.), George W. Andrews
(Ala.), Sidney R. Yates (IlL).
Republicans—Reps. John Taber
(N. Y.), John Phillips (Calif.),
Frederic R. Coudert Jr. (N. Y.
Norris Cotton (N. H.).

Included in the Senate approval
of the Appropriations Committee’s
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IHIS RICH MARKE

Radio delivers MORE sets-in-use in the South

Bend market than before TV!.

. Hooper Ser-

veys for Oct.-Nov. 1951 compared with Oct.-

Nov. 1945 prove it. Morning up 6.8, afternoon

up 8.0 and evening up 4.4. Television is still

insignificant here because no consistently sat-

isfactory TV signal reaches South Bend. Don’t

sell this rich market short. Wrap it up with
WSBT radio.

30 Years on the Air

71
", 5000 WATTS o 960 KC o CBS o
S
P, O\
PAUL H. RAYMER .COMPANY + NATIONAL REPRESENTATIVE
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recommendations was the sugges-
tion that the FCC charge fees for
processing and licensing of TV sta«‘
tions so that the “cost of process-
ing the application through the‘
hearing and the granting of the
license should in some measure be
reimbursed to the Government by
the beneficiaries of such licenses.”

The FCC was called upon to in-
vestigate such a system of charges
and to report its findings.

In the 1952 Independent Offices
Appropriation Act, such a recom-
mendation also had been made for |
all government regulatory agen-
cies. The FCC submitted a report:
to Congress stating that it did not
consider the establishment of fees
feasible, nor did it believe sufficient
revenues would accrue to make a
fee system worthwhile.

AFA CONVENTION

Underway in New York

AT LEAST 1,000 advertisers were
expected to attend the Advertising
Federation of America convention
starting in New York’s Waldorf-
Astoria Hotel yesterday (Sunday),
spokesmen reported last week, in-
dicating that advance registration
has been “exceptionally good.”

Although the four-day meeting
is dedicated to “better advertising
—more efficient advertising people,”
delegates are slated to hear an in-
ventory of television’s future, to
be delivered by leading agency and
broadcasting executives Wednes-
day morning. Prime- topic will be
“What the Television Thaw Means”
with explanations from the point
of view of the network, the agency,
the advertiser and the producer.
Other speeches Wednesday morn-
ing will include an explanation of
UHF by Raymond Guy, manager of
radio and allocations engineering
for NBC.

Irving H. Herriott Jr.

FUNERAL services were conduct-
ed in Chicago last Monday for Irv-
ing Howard Herriott Jr., 40, dis-
trict sales manager of Zenith Radio
Corp. and son of the company’s gen-
eral counsel. Mr. Herriott died
May 29 in Washington on a busi-
ness trip. He joined Zenith in 1937.
Surviving are his wife, Marjorie,
a son and a daughter.

HAWAIIAN TOUR
Listeners Invited by WIBW

AN AIRPLANE tour to the
Hawaiian Islands open to radio lis-
teners is included in autumn plang
of WIBW Topeka, Kan. The tour
is to be conducted by Wes Seyler,
WIBW farm service director.

Mr. Seyler said that the primary
purpose of the tour is to study agri-
culture and livestock in Hawaii but
there will be time to take advan-
tage of the Hawaiian climate. A
more leisurely trip is being planned
via ocean liner.

Price per person will be based on
actual cost, Mr. Seyler said. Res-
ervations may be made for both
men and women, subject to prior
claims and space limitations.

BROADCASTING ® Telecasting




‘@&BIG LEAGUE BASEBALL YEKBIG-TIME FOOTBALL

Exhibition Games National Collegiate Games
Regular Games Southwest Conference Games
World Series Professional Games

All-Star Army-Navy

Trinity University
% Au-l-n RAGES East-West
Blue-Gray
Indianapolis Speedway Races Gator Bowl
Pan-American Speedway Races All-Star

‘kfﬂﬁ.ﬂﬁ!ﬂi o DCHORSE RACING

State High School Championships

More big time sports than all other
San Antonio stations combined!

MUTUAL ON 630
SAN ANTONIO
X HOWARD W. DAVIS, Owner

Y&Represented nationally by the GEORGE P. HOLLINGBERY Co.
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On All Accounts
(Continued from page 16)

through with production a cam-
paign that will sell the client’s
products or services.

In its two and a half years,
American Advertising has taken
new accounts, put them on radio
alone, and made them successful.
Mr. Lease particularly cites E.
Masin furniture, which formerly
had used classified ads exclusively,
and the Veloz & Yolanda dance
studios. The Seattle studio became
the top Veloz & Yolanda money-
maker on the Pacific Coast in the
one year it was Mr. Lease’s ac-

count, and new studios have since

been opened in Tacoma, Bremerton
and Portland, all as accounts of
American Advertising.

Tony Lease’s role as charmer of
lonely women results from another
account, the Sinus Institute. He
created and now voices Mr. Jet, a
“Lonesome-Gal” type of show for
women. Aired Mondays “through
Fridays at 7:30-7:45 pm. on KXA
Seattle, Mr. Jet offers semi-classi-
cal music with intimate commen-
tary, to sell sinusitis treatments.

Another successful promotion of

American Advertising is Tune-

Trail, aired daily from noon to
2:30 p.m. on KRSC Seattle. The
musical quiz show has six partici-
pating sponsors.

The agency’s ultimate TV ob-
jective is to develop a complete
production department. Mr. Lease
himself serves on direction, produc-
tion, script and ideas, and cur-
rently has two assistants in the
agency. He is looking for “triple-
threat men” for his staff, to de-
velop, create and sell ideas in tele-
vision production,

Advertising-wise, Mr. Lease be-
lieves in the value of saturation.
He seeks to build a personality for
the advertiser, then hammer it
home with consistency. “You can
spend $1,000 in one week, and be
forgotten in two,” he says.

Although as “Mr. Jet,” he has
captured many feminine hearts,
Anthony Lease in private life is
happily married to the former Theo
Thill. They have one son, Thill
Anthony Lease, born last May 5.
Mr. Lease is a member of the
Washington State Press Club, and
avers his hobby is philosophy.

GRID COVERAGE

WMAL Gets Md. Exclusive

EXCLUSIVE radio coverage of the
complete 1952 U. of Maryland foot-
ball schedule by WMAL Washing-
ton, was announced last week by
Kenneth H. Berkeley, general man-
ager, WMAL-AM-FM-TV,

Jim Gibbons, a local sportseaster,
will handle the play-by-play. Mary-
land opponents include Missouri U.,
Auburn, Clemson U., Georgia
U., the Naval Academy, Louisiana
State U., Boston U., Mississippi,
and Alabama U. Last season, an
undefeated Maryland team trounced
Tennessee in the Sugar Bowl game
on New Year’s Day.
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CONTINENTAL AM TRANSMITTERS

4= Graybar

Graybar-distributed
units embody these important
transmitter features

1. Simplified circuit design — inexpensive tube
complement

. Easy adjustment — fewer tuning controls

2

3. Unified Transview cabinet — frameless all-
aluminum construction

4. Ready accessibility to all components

5

. Electric door locks with pressure latches —

provide maximum safety

6. Electronic time delay — automatic filament
voltage regulation

7. New Continental Type 30XT Crystal Oscil-
lators

8. low drive, high-gain amplifier tubes — re-
quire no neutralization

9. Vacuum tank capacitors — oversized compo-
nents

IN OVER ONE HUNDRED PRINCIPAL CITIE

Type 314-2 1000 watt Continental transmitter — Unique
pressurized cabinet design guides cool, filtered air to all components.
Variac transformer smooths out power and voltage variations. Unit
cuts back easily to 500 watts.

Type 312 250 watt Continental transmitter — Low-level modu-
lation of linear RF power amplifier provides superior performance,
Unit has 14 metering positions.

Your near-by Graybar Broadcast Equipment
Representative will be glad to give you com-
plete details on either of these new Conti-
nental transmitters.

Discuss your other AM, FM, or TV require-
ments with him, too. You'll find him well-
qualified to assist you in every phase of station
construction or expansion . . . and moderni-
zations of transmitter and studio facilities.
Graybar Electric Co., Inc. Executive Offices:
Graybar Building, New York 17, N. Y. 2516
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EVERYTHING ELECTRICAL

To Keep You On The Air

Graybar has everything you need
in broadcast equipment . . . PLUS
everything for wiring, ventllatmg,
signaling, and lighting your entire

* station and grounds. Whatever your

requirements, call your nearest
Graybar Broadcast Equipment Rep-
resentative.

Graybar’s nation-wide network of
more than 100 offices and ware-
houses assures you of convenient
service wherever you are. Graybar
Broadeast Equipment Representa-
stives are located in the following
19 cities:

ATLANTA

E. W. Stone, Cypress 1751
BOSTON

J. P. Lynch, Kenmore 6-4567
CHICAGO

E. H. Taylor, Canal 6-4100
CINCINNATH

W. H. Hansher, Main 0600
CLEVELAND

A. C. Schwager, Cherry 1-1360
DALLAS

C. C. Ross, Randolph 6454
DETROIT

P. L. Gundy, Temple 1-5500
HOUSTON

R. T. Asbury, Atwood 4571
JACKSONVILLE

W. C. Winfree, Jacksonville 6-7611
KANSAS CITY, MO.

R. B. Uhrig, Baltimore 1644
LOS ANGELES

R. B. Thompson, Angelus 3-7283

MINNEAPOLIS

C. W. Greer, Geneva 1621
NEW YORK

J. J. Connolly, Exeter 2-2000
PHILADELPHIA

J. W. Crockett, Walnut 2-5405
PITTSBURGH

R. F. Grossett, Allegheny 1-4100
RICHMOND

E. C. Toms, Richmond 7349]
SAN FRANCISCO

K. G. Morrison, Market 1-5131
SEATTLE

D. I. Craig, Mutual 0123
ST. LOUIS

J. P. Lenkerd, Newstead 4700

ing’s Best—A s+ Anten-
nas * Attenuators * Cabinets * Consoles *
Loudspeakers and Accessories * Micro-
phones, Stands, and Accessories » Moni-
fors » Recorders and Accessories * Speech
Input * Test Equi .
Towers (Vertical Radiators) = Tower
Lighting Equipment * Transmission Line
and Accessories * Transmitters, AM and
TV « Tubes = Turntables, Reproducers,
and Accessories * Wiring Supplies and
Devices

- . - manufactured by— Altec Lansing »
Ampex * Blaw-Knox * Bryant « Cannon »
Communication Products » Continental
Electronics » Crouse-Hinds * Daven »
Fairchild + Federal » General Cable *
General Electric « General Radio » Hubbell
* Hugh Lyons * Karp Metal « Machlett
* Meletron = National Electric Products »
Presto « Standard Electronics + Triangle
* Webster Electric *+ Western Electric *
Weston * Whitney Blake

AT LITTLE ROCK spring meeting of Region 6, National Assn. of Radio Farm

Directors, are (I to r):
Roesner, KTRH Houston;
di Jack Ti

Seated—John MacDonald, WSM Nashville; Georgz
Jack Jackson,
KTBS Sh

Mo.;
Georgs

KCMO Kansas City,
new vice chairman:

port,

Sharnon, WWL New Orlecas, rew chairman; Llovd Evans, KWTD Springfield,

Mo.; John Holmes,

Buffalo, N. Y.; Jack Creel, KFYO Lubbock, Tex.:

KLRA Little Rock; Don Wells, Armend S. Weill Co.,

Herold Dedrick and Sandy

Sanders, WKY Oklahoma City.

REC-ATS MERGER
Fusion Methods Studied

SPECIAL committees of Radio
Executives Club of New York and
American Television Society agreed
last Tuesday to work out details
necessary to effect a merger.

The committees were appointed
respectively by I. E. (Chick) Show-
erman, president of REC, and
Julius F. Seebach Jr., president
of ATS. The committees said that
after careful study they hope to
effect the merger within two weeks
and ‘“‘upon terms and conditions
satisfactory to both.”

ATS committee appumted two weeks
prevlously to act on the merger in-
cludes Don McClure, account executive
with McCann - Erickson, chairman;
Caroline Burke, NBC-TV producer;
Jay Bonafield, executive vice president
of RKO-Pathe; Glenn Gundell, vice
president in chzrge of advertnsmg, Na-
tional Dairy Products, and David Hale

Halpern, vice presxdent of Owen &
Chappell Inc.,, and past president of
ATS.

Members of REC committee are:
William S. Hedges, NBC vice president;
Robert Saudek, director of TV-Radio
Workshop of the Ford Foundation;
Warren Jennings, ABC; Elizabet!
Black, Joseph Katz Co.; Lewis
Avexy, Avery - Knodel Inc.; John
Brooke, Free & Peters, and Norah K.
Donovan, attorney and chairman of
REC by-laws committee.

Acting as ex-officio members of
both committees are Presidents
Showerman and Seebach, and
Claude Barrere, secretary of REC
and ATS.

Crosby Expansion

ENTRY into library transcription
activity is to be made by Bing
Crosby Enterprises, Culver City,
Calif., with the firm’s musical and
technical radio staff. Some of Mr.
Crosby’s past CBS Radio programs
will be augmented by new material
recorded by him to make up a
library in addition to the projected
Musical Americana, a series on jazz
performers. The music library
service will be available to stations
on a lease basis.

NEW Capehart-Farnsworth radio-TV
line will be presented at the annual
distributor convention in Chicago’s
Conrad Hilton Hotel Aug. 4-5.

BROADCASTING ® Telecasting

NEW LAW FIRM

Formed By Hand and Myse

FRANK B. HAND Jr. and Daryal
A. Myse, hoth formerly with FCC,
announced last week that they have
formed a new law firm which will
specialize in radio and television
matters before the FCC.

In addition to his experience as
a practicing attorney before FCC,
Mr. Myse has a number of years’
experience as a practicing engi-
neer. He was graduated from the
Engineering College of the U. of
Wisconsin in 1933, and is a regis-
tered professional engineer in
Wiseonsin, Maryland and the
District of Columbia. He was ad-
mitted to the D. C. bar in 1946.
Mr. Hand was admitted to the D. C.

bar in 1938. He also has served
with the Interstate Commerce
Commission. The new firm will

be located in the offices of Mr. Hand
in Washington’s Transportation
Bldg.

SHOUSE SPEAKS

To Wilmington Graduates

NO EFFORT to achieve interna-
tional understanding is wasted,
James D. Shouse told 108 graduates
of Wilmington (Ohio) College at
the . 78th annual commencement
exercises June 2.

Mr. Shouse is chairman of the
board of Crosley Broadeasting
Corp., and vice president-director

of Aveo Mfg. Corp. Crosley Corp.
owns WLW WLWT (TV) WLWA
(FM) Cincinnati, WINS New
York, WLWB (FM) WLWD (TV)
Dayton and WLWC (TV) WLWF
(FM) Columbus.

Speaking in defense of the
United Nations, Mr. Shouse agreed
that the UN is not yet -wholly
effective but asked the graduates
what they would suggest in its
place.

The alternative to the UN, he
said, is anarchy in which all na-
tions engage in an arms race which
would end in all nations being swal-
lowed by an imperial state.

DICHTER DICTUM

Products Have Personality

WHAT determines peoples’ pur-
chases, according to Dr. Ernest
Dichter, psychological consultant,
is “one very simple yet gigantic
satisfaction—security.”

“The search for ideas in selling
and advertising therefore is really
nothing but a search for a lan-
guage of communication,” Dr.
Dichter, president, Institute for Re-
search in Mass Motivations, told
a New York luncheon meeting of
the American Marketing Assn. He
advised that there are three major
ways in which the public can be
made aware of the “personality” of
a product, the factor which prom-
ises security: Through emvathy, in-
dividual style and the effort to be
considerate.

The principle of empathy, Dr.
Dichter said, is based on the neces-
sity of understanding the language
in which people think and talk
about a product in terms of their
own lives. When advertisers do
this, they will realize that a par-
ticular versonality is associated
with their produet, which should be
enforced—or in negative cases, ex-
plained—through advertising.

Sometimes advertisers contradict
the public’s idea of their product,
he noted. One study indicated that
consumers, contrary to the then-
current advertising of Pepsi-Cola,
thought of the drink as “very
juvenile, aggressive, shirt-sleeved
and a joyful kind of beverage,” al-
though ad campaigns has presented
it as a dignified, sophisticated
drink. “Since this personality . . .
had very many nice and positive
aspects,” the company decided to
change their advertising to agree
with it, thereby implementing their
sales, he said.

The second way to appeal to the
consumer, he suggested, is through
the public desire for “individual
style,”” or ovreference, need or
brand. “People are convinced that
someone who has a style of his
own is more believable,” he said,
citing Arthur Godfrey’s TV success

s “a perfect example.”

The CBS-TV performer is
thought of as doing exactly what
he feels like doing—*‘something all
of us dream about, but that few of
us normally achieve” the psycholo-
gist said. “If he can be so spon-
taneous and free that he even goes
to the extent of kidding his spon-
sor,” Dr. Dichter said, “then any-
thing he says must be believable
and truly his own opinion.”

The speaker’s third principle is
that people do not react to the
spoken word and illustration but
rather to the intention or effort
that has gone into it. An adver-
tiser trying to show considerate-
ness will attract greater attention
than the one who says, “Buy my
product because my product is bet-
ter,” he advised.

The sooner the advertiser learns
to accept the public in the public’s
own terms, the sooner he will es-
tablish forceful sales contact with
the consumer, Dr. Dichter said.
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. aname lo remember

On March 27, 1899, Marconi astounded a group of friends by
sending signals with his system of wireless telegraphy for a
distance of 30 miles. News traveled slowly in 1899 and it was

many weeks before Marconi’s feat was known to the entire

world. It is doubtful, even in his wildest dreams, if Marconi
could have envisioned the vast use we make of his principles

of wireless telegraphy in radio broadcasting today.

Just 25 years ago, the STORER BROADCASTING COMPANY was
born in Toledo, Ohio. Its major precept was—and is—that
broadcasting in the public interest would be its number one

responsibility. During the past quarter century all STORER

BROADCASTING stations in the eight markets where they are
located have adhered to that principle. For this reason the i 4

people who live in those eight markets listen to and believe in

STORER BROADCASTING stations. Our number one responsibility
| has become our greatest asset. That is why advertisers who
want results use STORER BROADCASTING COMPANY stations

—the stations listeners believe in. i

STORER BROADCASTING COMPANY i

WSPD, Toledo, O. ® WWVA, Wheeling, W. Va. ® WMMN, Fairmont, W. Va. ® WAGA, Atlanta, Ga.

WGBS, Miami, Fla. ® WIJBK, Detroit, Mich. e WSAIl, Cincinnati, O.

WSPD-TV, Toledo, O. ® WIBK-TV, Detroit, Mich. ® WAGA-TV, Atlanta, Ga. ® KEYL-TV, San Antonio, Tex.
NATIONAL SALES HEADQUARTERS:

488 Madison Ave., New York 22, ELdorado 5-2455 e 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498
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editorial
One for All; All for One

THE ATMOSPHERE surrounding the calling
of the forthcoming meeting of CBS Radio
affiliates and executives of the network is one
that encourages hope for eventual solution of
radio network business problems.

Not the kind of witless hope that depends
for realization upon the passing of a miracle
nor the even sillier hope that an unsatisfactory
situation can rectify itself while all parties to
the situation ignore it.

The hope which arises from this occasion is
a firmer one.

Quite obviously, the nine operators of CBS
Radio affiliates who called the meeting did so
with the very realistic awareness that radio
network business affairs have reached a state
of disorder which cannot be corrected by wish-
ful thinking or any cure short of painstaking
diagnosis and patient therapy.

This attitude of realism is at odds with the
excitability that has characterized the thinking
and behavior of some affiliates in the past. It
implies that station management and network
management, who not always have worked
harmoniously together nor with one-another’s
interests in mind, may now discard old sus-
picions and jointly seek a solution.

The network crisis of today goes to the very
heart of the American radio system. Ten years
and more ago when the Independent Radio
Network Affiliates was formed to work out
problems common to the entire field (AFM
contracts, for example), a slogan was coined:
“The affiliates are the networks, and the net-
works are the affiliates.”

In those days, networks and their affiliates
achieved a unanimity of purpose when con-
fronted by the music crisis.

They should strive for no less unanimity to-
day, for the business crisis now confronting
network radio is every bit as severe a threat
to radio as was the music difficulty of 1940-41.

It is to be hoved that the July 1-2 conference
of CBS Radio affiliates and network executives
will bear out the intentions of its sponsors and
that the infirmities afflicting network radio
will be examined frankly and in detail. Out of
such 2 conference could come the stabilization
of U. S. radio.

Sun Spots (Sic)

LATEST SEASONAL attempt to hook a free
radio ride comes from the Sun Glass Institute,
of New York City.

Stations are being broadsided with a fat
brochure of 24 ready-written “spots.” An
explanatory memo to program directors tells
of the “health giving benefits” of the sun, then
quickly switches to a note of warning. “Scien-
tists and eye specialists,” it says, “have been
warning the public to use care in safeguard-
ing the eyes from too much sun.”

Here the institute takes the program man-
ager into partnership and offers him an oppor-
tunity to do something about thiz danger.
“You will be performing a public service,” the
memo continues, “by bringing these facts to
the attention of thousands who may be gam-
bling with their safety.” Typical “spots” follow.

Many station managers “filed” the “oppor-
tunity” in the waste basket. At least one
sent his rate card to the Sun Glass Institute.

One thing was universal—the burn. But it
was from the institute, not from the sun.
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FCC Black Magic

FOR a classic portrayal of the Biblical quota-
tion about the left hand not knowing what the
right hand doeth, we cite the FCC as Exhibit A.

The FCC is crying poverty. It needs man-
power to handle the TV “workload.” An im-
portant personage—Chairman Edwin C. John-
son—gets his Interstate Commerce Committee
to plead for $800,000 more to give the FCC
that manpower. The Senate meets it two-thirds
of the way by approving $600,000.

Even before Congress had acted, the FCC
yields to the mouthings of its lawyers and
places on temporary license the stations of
several networks because of a wild-swinging,
publicity-seeking complaint of the American
Civil Liberties Union alleging “blacklisting.”

Here, on the one hand, the FCC bemoans its
dire financial straits. And on the other, it in-
vents a workload in an area which is none of
its business. This artificially stimulated FCC
“business” follows the pattern of the late-
Jamented Richards’ Stations hearings; the
current. ABC-United Paramount proceedings,
bringing in extraneous issues that can’t con-
ceivably have a bearing on the proposed
merger; the abortive “rebroadeast rule” which
places the FCC stamp of approval on program
piracy, and the still-warm letter to CBS
wherein the FCC holds that GOP Presidential
aspirant William R. Schneider of St. Louis is
entitled to equal opportunities with other Pres-
idential candidates (wherein it introduces the
vicious practice of regulating licensees in ad-
vance of the fact).

How do these actions come about? The
blacklisting case is a shining example. Last
April, ACLU called upon the FCC to conduct
a general investigation of “blacklisting” stem-
ming from the publication of Red Channels.
Came widespread publicity, what with the cit-
ing of such entities as NBC, CBS, ABC, Du-
Mont, WPIX (TV) New York and KOWL
Santa Monica as alleged blacklisters. Renewals
of several were due June 1.

At its meeting Wednesday, May 28, the
Broadcast Bureau recommended, and the Com-
mission approved, regular renewals and dis-
missal of the ACLU complaints. At the next
day’s session, General Counsel Ben Cottone
(who had provoked the rebroadcast rule and
who made the Richards case a cause celebre)
asked for reconsideration and deployed legalis-
tic abracadabra about the Administrative Pro-
cedure Act requiring investigation and written
opinion. Comr. E. M. Webster felt there was
something to this procedure business. Comr.
Frieda B. Hennock struck a blow for her ACLU
misguided liberals and seconded reconsidera-
tion. Chairman Paul A. Walker wilted. There
was more legalistic interplay.

So temporary licenses ensued. The vote
was 3-2, with Vice Chairman Rosel H. Hyde
and the FCC’s newest member, Robert T.
Bartley, opposing the action as improper use
of the licensing function extending beyond the
intention of the statute. Comrs. Robert F.
Jones and George E. Sterling were away.

It is this sort of mischief that the FCC
lawyers have been inciting. It's the phony-
liberal precept of trying to dispel all alleged
social sins by using the licensing power. It’s
the kind of activity that has infused the FBI
with the notion that the FCC is made up of a
gang of left-wing (or worse) sympathizers.

On the blacklisting issue, if there are those
who feel they are libeled, they have recourse
to the courts, not the FCC.

And pity Chairman Johnson and his com-
mittee, who stuck their necks out to get an
economy - minded Congress to give the FCC
more money, only to have the same FCC create
a new WPA legalistic leaf-raking project that
is make-work and make-trouble.

@~ 0ur respects fo:

D. L. (TONY) PROVOST

HE celebrated “Topper” novels created

by the late Thorne Smith may owe certain

facets of their hero’s character to a man
with whom the novelist once roomed in Green-
wich Village. He is D. L. (Tony) Provost.

Topper was pictured as a good-natured busi-
nessman, successful, but with a turn for get-
ting into out-of-the-ordinary situations. That
shoe fits Tony Provost.

But where Topper was meek and easy-going,
Tony Provost dons sprinting shoes for a much
faster and aggressive whirl in the business
world. Today he is vice president and general
manager of Hearst Corp.’s Radio and Tele-
vision Div., and, perforce, one of the broad-
casting industry’s most active and aggressive
figures.

In direct supervision of WBAL (50 kw)
and WBAL-TV Baltimore, both NBC affiliates,
Mr. Provost also heads WISN-AM-FM Mil-
waukee (5 kw). He is a member of the board
of directors of KING Seattle, Wash., partly-
owned by the Hearst Corp.

With these widely-spread properties demand-
ing his business talents, Mr. Provost has estab-
lished a policy for overall operation which
combines sound business administration with
strong public affairs programming.

His 20 years of experience in broadcasting
stood him in good stead in his present position
when he succeeded the late Tom A. Brooks.

During his work as an independent program
producer from 1931 to 1939, he had a hand in
pugilist Max Baer’s dramatic career. He
handled the rights to a three-a-week radio
dramatic show, sponsored by the B. F. Good-
rich Co., and starring the prizefighter before
his fight with Primo Carnera, and the mnext
year prior to the Braddock fight, a half-hour
Baer dramatic show sponsored by Gillette
Safety Razor Co. It has not been revealed
whether Mr. Provost was responsible for the
publicity gag during this time of having the
fighter “shot” by a sound effects man in a New
Jersey hotel lobby with blank cartridges, an
act which made national headlines.

Mr. Provost served as sales manager for Em-
pire Broadcasting Co. from 1939 to 1942 and
from 1942 to 1945 was assistant manager of
WEAF New York.

His decision to stick with the broadcasting
industry became pronounced when a side ven-
ture back-fired during this period. With a
partner, Mr. Provost tried to introduce an oil-
nut crushing machine into Mexico, but the
Mexican government objected that the ma-
chine was unfair to labor. When a representa-

(Continued on page 54)
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“Wherever You GO... there’s RADIO!”

CKLW is proud to have played a part in the United Detroit Radio
Committee’s campaign which won top honors for group radio
promotion in 1951. CKLW conceived the slogan, first gave it air
time, and joined with other Detroit Stations to emphasize the
great value of radio in the Detroit market.

Celebrating Our 153,358 Broadcast. Hours
20™ - 11,804 Advertisers Served
Sl 48,620 Hours of Public
Anniversary Service Broadcasts

50,000 WATTS * 800 On Your Dial

Guardian Building + Detroit 26
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OHN THORWALD, radio-TV director, WJHP Jacksonville, WTMC
Ocala, WDLP Panama City and WCOA Pensacola, all Fla., has
resigned. Future plans have not been announced.

DICK DAWSON,

in same capacity.

JERRY
e Logan, W. Va.
Mr. Dawson

WINTERS named sales manager,

account executive, DuMont Television Network, to
Paul H. Raymer Co., N. Y., station representative firm,

ALFRED E. ANSCOMBE, sales promotion director,
WKBW Buffalo, promoted to local sales manager.

C. C. CLOUGH, account executive, Fennell Adv. Holly-
wood, to KWKW Pasadena, in similar capacity.

wvow

Advertisement

WSave up to $16 a month
on food bills.””

Using radio, TV, small ads, and the package itself,
Sterling Salt tells housewives how the ftrick is done.

On pages 44 and 45 of the
May 9 issue of Printers’ Ink,
James K. Gearhart, advertising
and merchandising manager,
International Salt Company,
“Gives credit for sales boost to
high information value of ads.”

If you missed this story drop
me a line and I'll send it on to
you.

It’s important on two counts.
First, you can use it to build
several solicitations for new ac-
counts, local, regional or even
some national advertiser. Sec-
ond, it was probably read by the
largest single group of buyers
of advertising in this country.
Of our total circulation, 23,309,
more than two-thirds are ad-
vertising managers, sales man-
agers, agency execufives, and
the top executives who “give
the nod” to schedules.

With the article you will see
a typical radio script, three
small space ads, and the com-
plete story of how ‘“Sterling
Salt is now helping tens of
thousands of housewives to save
up to $1.93 on a dinner for four,
and up to $16.00 a month on
their food bills.”

At the present time, 34 Radio
Stations are releasing daily
Sterling weather reports five
times a week. With these re-
ports, commercials are rotated
to feature Sterlmg Table Salt,

Blusalt for the
farm, Sterling
Industrial Salt,
and Sterling Au-
ger Action Salt
for ice control.

Articles like
this often pro-
voke this ques-
tion: “Why does Printers’ Ink
come up with so many factual,
down-to-earth, profit-making
stories?”

Bob Kenyon

For 63 years, our subscribers
have told us what they want.
They are the buyers of adver-
tising. To hold their interest
and renew their subscriptions
year after year, we know that
stories like the Sterling Salt re-
port are what they seek.

Two suggestions: Read the
Sterling story, then contact
some local or regional food ad-
vertiser and tell him how he
can use your station to expand
his business. Another sugges-
tion: Start telling the Buyers
of Advertising weekly in Print-
ers’ Ink about your own sta-
tion and market.

We are ready to help you
whether you decide to use 1/6
of a page or a full page on a
regular schedule.

When shall we have our first
talk?

ROBERT E. KENYON, JR.
Advertlsmg Director

Chi

nters In ‘
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PAUL SIMPKINS, staff announcer, WIDX Jackson, Miss., to WG
Centerville, Miss., as station manager.

QUENTIN C. STURN, accounting staff, WIND Chicago, transfers t
sales.

HARRY SIMMONS, salesman, Paul H. Raymer Co., Chicago, to NB(
Radio Spot Sales, same city, in same capacity.

STUART HEPBURN, recently discharged from the Navy, to WNAV
Annapolis, Md., on sales and announcing staffs.

JOHN ROSSITER, general manager, WIVN (TV) Columbus, Ohio,
elected vice president of Picture Waves Inc. in addition
to present duties.

MIKE SHAPIRO to sales staff of WFAA-TV Dallas.

HAROLD GREGSON, station manager, KNBY New-
port, Ark., returns to KNEA Jonesboro, Ark., as com-
mercial manager.

WILLIAM GIDEON and LAWRENCE H. ROGERS ap-
pointed to board of directors of WSAZ Huntington,
W. Va.

Mr. Rossiter

BRYAN J. BUSH, former commercial manager, WDOD Chattanooga, §

Tenn.,, WALTER H. STAMPER Jr. and WILLIAM O. JONES sales-
men there to WAPO that city, in same capacities.

pﬂf‘@nd!’ o o o

SYDNEY H. EIGES, NBC vice president in charge of press and informa-
tion, elected president of New York professional chapter of Sigma Delta
Chi, honorary journalism fraternity.

GEORGE HINDERSON, director of sales, WLWC (TV) Columbus,
elected to board of directors of city’s Manufacturers Representatives
Assn. . . . GLAD HALL JONES, KRKD Los Angeles account execu-
tive, to head second annual advertising workshop series for teachers at
Fairfax High School, same city, June 14-25. . . . JOHN Mc¢DERMOTT,
sales staff, KMBC and KFRM Kansas City, Mo., elected president of
Junior Chamber of Commerce. . . .

ROBERT J. McANDREWS, commercial manager, KBIG Avalon, Calif.,
was m.c. at sixth annual Hucksterado dinner dance of Hollywood Ad
Club, June 6.

KEN SPICER, business manager, WBT-AM-FM and WBTV (TV) Char-
lotte, N. C., elected president of city’s National Office Management
BENEDICT GIMBEL, president-general manager, WIP
Philadelphia, to receive honorary degree of Doctor of Humane Letters
from Lincoln U. .. .. ANDY A. McDERMOTT, manager of Radio &
Television Sales Ine., Toronto, elected second vice-president of Advertis-
ing and Sales Club there. . . . LEE HODGE, sales staff, WKTY La
Crosse, Wis., appointed general manager of city’s annual summer ecivie
opera. RALPH V. STEELE, sales staff, WKTY, named “man of the
year” by County Reserve Officers Assn. . ... AL WEEKS, account execu-
tive, KLO Ogden, Utah, elected president of city’s Advertising and
Sales Club. . ...

AM IN TV HOMES

Probed by Advertest

RADIO sets require less attention
than TV sets. That’s what most
respondents said in a survey by
Advertest’s Tele-Scope on “What
is your opinion as to why people
continue to listen to the radio even
though they own television?” Wom-
en in 755 TV homes in the New
York metropolitan area were
queried. Answers and percentages
follow :

More French-Language

EXPANSION OF Canadian Broad-
casting Corp. French programs was
decided on at the CBC board of
governors meeting in May at Que-
bec City. French-language sta-
tions as far west as Edmonton are
to receive wire-line network service
from Montreal and Quebec this
summer. There are a number of
independently - owned French - lan-
guage stations now in operation in
northern Ontario and western
Canada, which will be included in

Radio requires less attention 26.8% 3 i i
TV tiresome—bad for eyes 8.9% ik expansion. Luulsoivns decx%eg
Many have favorite radio programs  7.8% 0 build a French-language C
Radio: has its own valves 6.2% Station in New Brunswick province.
Radio provides music 52% although location, frequency and

Many radio programs befter than TV 4.5%  costs have not yet been determined.

::.:: TV programs are poor ;-;Z- The New Brunswick station will
5%

Miscellaneous reasons 5.4% CArry the French-language pro-

Don’t know 319% grams exclusively.
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{YOU MIGHT STRIKE OUT 20 BATTERS
{IN ONE GAME — D

UT...

YOU NEED THE
FETZER STATIONS
TO WIN IN
WESTERN MICHIGAN!

If you’re pitching for the rich Western Michigan
market, WKZO-WJEF and WKZO-TV give you

three strikes on any other media in this area.

RADIO

WKZO, Kalamazoo, and WJEF, Grand Rapids (a
CBS combination) deliver about 57% more city
listeners than the nexi-best two-station choice in
these two cities, yet cost 209 less than the next
combination. In addition to their home-town
superiority, WKZO-WJEF have tremendous rural
circulation too. The 1949 BMB Report shows
that WKZO-WJEF have greatly increased their
unduplicated audiences over 1946—up 52.9%
at night . . . 46.7% in the daytime! In the Grand
Rapids area alone, this represents an unduplicated
day-and-night coverage of 60,000 homes!

TELEVISION

WKZO-TV, Channel 3, is the Ofiicial Basic CBS
Television OGuilet for Kalamazoo-Grand Rapids.
A new 28-county Videodex Diary Study, employ-
ing the BMB method, offers smashing proof that
WKZO-TV delivers 91.9% more Western Michi-
gan and Northern Indiana homes than TV Station
668,7 !

Write direct or ask Avery-Knodel for all the
Fetzer facts, today!

¥ Maury McDermott of the Louisville Colonels tied this American Association record in a 1949

game with St. Paul.

WJEF

WKZO-TV — wkzo

AND KENT COUNTY
{CBS RADIO)

AND NORTHERN INDIANA

AND GREATER
WESTERN MICHIGAN
(CBS RADIO)

ALL THREE OWNED AND OPERATED BY

FETZER BROADCASTING COMPANY

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES
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RCAVICTOR
Tnammi{aﬁm!"

Good program ideas and top talent
deserve RCA Victor transcription
quality and service. Your material—
spot announcements to full-length
shows—should get the benefit of
RCA’s technical experience and
research.

Your order, LARGE Or SMALL, is
recorded, processed and pressed in
the country’s best-equipped studios
and plants . . . receives world-famous
RCA Victor engineering. Complete
transcribed radio production and
script-writing facilities are available.

Contact an RCA Victor Custom Rec-
ord office today:

630 Fifth Avenue
Dept. B-60, NEW YORK 20
JUdson 2-5011

445 North Lake Shore Drive
Dept. B-60, CHICAGO 11
WHitehall 4-3215
1016 North Sycamore Avenue
Dept. B-60, HOLLYWOOD 38
HILLside 5171

Write now for our fact-filled
Custom Record Brochure!

RADIO CORPORATION
OF AMERICA

RCA VICTOR DIVISION
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Our Respects To

(Continued from page 50)

tive for the machine was murdered
by peons, the project was aban-
doned in a hurry.

Mr. Provost, whose first name is
DeLancey, but who has become
known throughout the broadeasting
industry by his initials, D.L.—or
his nickname Tony—, was born
June 28, 1903, at Winsted, Conn.,
and attended Gilbert Preparatory
School.

Awarded a bachelor’s degree at
William & Mary College, Williams-
burg, Va., he entered the advertis-
ing business, but was forced out of
work during the depression. He
entered radio via a recording con-
cern.

As program manager for WNBC
New York from 1945 to 1949, Mr.
Provost saw the station receive
more national awards than at any
time in its history. Specializing in
children’s shows and public affairs
programming, he gave many cur-
rent radio and TV favorites their
first big break. Tex and Jinx were
introduced by Mr. Provost and he
also brought Bob Smith from Buf-

-falo to New York as a morning

entertainer and star in children’s
programs, where Mr. Smith first
brought forth his Howdy Doody
show.

Moving to Baltimore as business
manager for WBAL-AM-TV in
1949, he took over his present job
in 1951. Since then the properties
have expanded steadily with devel-
opment of merchandising and pho-
tographic departments, an _in-
creased news staff and intensive
coneentration on educational pro-
gramming.

Expands Classroom TV

WBAL-TV already had been
among the first stations in the
country to inaugurate TV programs
for publie school classrooms. Under
Mr. Provost the educational pro-
gramming was expanded to em-
brace the university level, and now
makes available Class A time each
week for a series participated in by
every major college and university
in Maryland. Additional choice
time is devoted to a weekly med-
ical show presented by U. of Mary-
land doctors.

The WBAL radio and TV outlets
present 51 public service programs
weekly,

Mr. Provost also has expanded
actual programming time, insist-
ing that WBAL-TV be the first sta-
tion on the air every day and the
last at night, the station starting
at 7 am. with the Garroway show
and ending with live news and
snorts programming at 12:15 a.m.
WBAL-TV programmed its own
9-10 a.m. variety show long before
the NBC Today program, report-
edly receiving the highest rating
for early-morning TV in 10 major
cities covered by ARB.

Six months ago WBAL went on
the air for 24 hours a day. An out-
standing feature show on the all
night broadcast is conducted by

Archdale J. Jones, an Englishman,
who helps track down missing per-
sons.

Some indication of why business
records show WBAL-TV at its peak
booking level and WBAL listing its
strongest billing in recent years,
may be gathered in Mr. Provost’s
standing advice to his various
staffs:

“We can no longer be purveyors
of entertainment from an ivory
tower. The people have grown up
with our media and are no longer
awed by technical magic. Today
radio and television stations, like
newspapers, must be a part of their
communities. That means we must
go to the people with our cameras,
our tape recorders and our micro-
phones. We must enter their schools
and their churches, participate in
their fund-raising campaigns and
record the progress of their vital
civic and legislative issues.

Showmanship Factor

“. . . It must not be forgotten,
however, that we are also in show
business. All the public service in
the world will fall on deaf ears un-
less we employ the tricks of our
trade to make it dramatic and vital
to the public. . . .”

Although Mr. Provost must
travel a lot of necessity, he relaxes
when he can at his home in a val-
ley north of Baltimore. He is mar-
ried to the former Seraphine Baum-
gartner.

His hobbies are his dogs, gar-
dening and sometimes a hand of
poker.

i |
SCAAA ELECTION

Jorgensen Named President

KAI JORGENSEN, executive vice
president and
chairman of the
board, Hixson &
Jorgensen Inec.,
Los Angeles
agency, has been
elected president
of Southern Cali-
fornia Advertis-
ingAgencies
Assn. He sue-
ceeds Willard G.
Gregory, presi-
dent, Willard G. Gregory Co. who
continues as board member.

Elected first and second vice
presidents, respectively, were Earl
L. Taggart, partner of Taggart &
Young Adv., and Robert F. Millar,
president, Stellar, Millar & Lester
Inc. Forrest Dolan, vice president,
The Mayers Co., was named secre-
tary-treasurer.

Mr. Jorgensen

Pulse Expands Service

PULSE Ine’s addition of 18 radio
and ten video markets to its service
area surveys marks the firm's
greatest four month expansion in
history, Dr. Sidney Roslow, Pulse
head, said May 24. He said Pulse
now covers 67 radio markets in-
cluding 18 million families, or 42%
of the U. S. total, and 38 TV mar-
kets containing 85% of all TV sets.
New markets, as released by Pulse,
include Houston, San Antonio,
Toledo, Providence, Milwaukee,
Tulsa, San Diego, Miami, Pitts-
burgh, Baltimore and Richmond.

WBNS has more listeners than
all local stations combined!

All the neighbors listen in when
WBNS is on the air. And you can't
argue with these facts: WBNS has
the top 20 rated programs . . . a com-
bination of top CBS shows and local
favorites. WBNS reaches a Billion-
Dollar audience of almost 114 mil-
lion, both urban and rural. WBNS
is the neighbor other local stations
try to keep up with.
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Can America
escape socialism?

Some nations couldn’t. And there are people in
this country who are trying to push America down
the same one-way street.

They don’t speak out for socialism openly —
they know most Americans don’t want it. Instead,
they give persuasive reasons for the steps that lead
to socialism.

There’s one clue that will help you recognize
h | this hidden socialism. It’s the old line: “Let the
federal government do it — or run it — or take it over
—or own and operate it.” When you hear that,
look out.

For the more things the federal government
runs, the closer we are to socialism —whether we
want it or not —and the fewer rights and freedoms
we have left for ourselves.

America can escape socialism —here’s how you
can help: Recognize the steps that lead to it. Help
your friends and neighbors see the danger. And
use your ballot wisely!

| . . .
i

‘WHERE DOES SOCIALISM START? One of socialism’s
first aims is to have the federal government take over
electricity, and thus get the whip hand over every business,
farm and family. In America, socialized electricity has
spread steadily—and the pressure is on for much more.
That’s why America’s business-managed. tax-paying ELEC-

1 | 3 i s
: ‘ TRIC LicHT AND PowErR CompaNIES® publish this warning

to all Americans. i
0 #Names on request from this magazine i
2] a2
o ® “MEET CORLISS ARCHER”—Sundays—ABC—9:15 P. M., Eastern Time. § “‘
1 R |
1
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KHMO LABOR CASE

‘Cease and Desist’ Asked

TRIAL EXAMINER Stephen 8.
Bean, National Labor Relations
Board, last week recommended that
KHMO Hannibal, Mo., “cease and
desist” from discouraging member-
ship in any labor organization of
its employes or in any other man-
ner interfere with or coerce em-
ployes in their self-organizational
rights.

Mr. Bean was acting on charges
filed by IBEW, Local 1272, AFL.
Complaint was issued March 5.
Hearing was held at Hannibal
March 24-26. Mr. Bean last week
also recommended dismissal of sev-
eral other charges of diserimina-
tion by KHMO.

World in Canada

ALL-CANADA Radio Facilities
Ltd., Toronto, has obtained Cana-
dian distribution rights of World
Broadcasting System Inc., New
York. R. F. Tait, of All-Canada,
will handle the World Program
Service library for Canadian sta-
tions. Plans are under way for ex-
pansion of the service to include
Canadian artists and programs
specially’ designed for Canadian
broadcasting to cover local holidays
and other features.
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ERRY CARR, news director, WHLI
Hempstead, L. I, adds duties of
program director.

STEPHEN W. ISON Jr. appointed
acting program director, WVOW
Logan, W. Va. HUGH DeMOSS and

JACK MILLAN to station’s announc-
ing staff. :
TOM HANLON, sportscaster, KNX
Hollywood, to narrate auto racing
sequences in Monogram Pictures fea-
ture film, “Army Bound.”

ROBERT LOEBER, promotion staff,
ABC Chicago, to advertising and pro-
motion department, WMAQ and
WMBQ same city, replacing GRANT
RECKSIECK who has resigned.
BILLIE O’DAY, WIOD Miami, Fla.
women’s commentator, honored with
certificate of appreciation at annual
meeting of Dade County Federation
of Women’s Clubs for service to com-
munity.

STUART SNYDER, free lance writer
and producer, KRDO Colorado

_Springs, to production staff, WHAS

Louisville, Ky.

GEORGE WANN, promotion director,
KOIN Portland, elected to board of
directors of Oregon Prison Assn.
JOHN ARCESI, star of KNX Holly-
wood John Arcesi Sings, signed to ex-
clusive three-year contract by General
Amusement Corp.

ringing.

TAKE

WSYR's Local
Radio Sales
UP 399%

For the period ending April 30, WSYR’s local radio

sales were 39% ahead of 1951.
responsible for this increase are the ones in the best
position to test the effectiveness of all media.
know which advertising keeps the cash

National Spot Advertisers

Write, Wire, Phone or Ask Headley-Reed

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

The local advertisers

They
register

NOTE

NBC Affiliatie ® Headley-Reed, National Representatives
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ROY GREEN, operator, CHNO Sud-
bury, to CHUM Toronto, as an-
nouncer-operator.

JAMES PETERSEN, professor of ra-
dio and TV, Ball State College, Mun-~
cie, Ind., to special broadcast service
staff, WLW and WLWT (TV) Cin-
cinnati.

JEAN HERSHOLT, star of CBS Radio
Dr. Christian, named “the doctor we’d
most like to work with” by American
Nurses Assn.

LOU SHABOTT, formerly of WCEC-
WFMA (FM) Rocky Mount, N. C., to
WJIWL Georgetown, Del, as an-
nouncer.

PETER H. WINN, director of sports
and special events, WHMP Northamp-
ton, Mass., to Amherst College there
on public relations staff.

MIKE ROSS, Hollywood TV actor, as-
signed role in Paramount Pictures
feature film, “Pleasure Island.”
CARL W. HERZMAN, KLZ Denver
farm program director, presented
award for service as advisor to Colo-
rado Jr. Cattlemen Assn. at group's
85th annual convention.

JULIA PRESSON to continuity staff,
WPTF Raleigh, N, C. BILL JACK-
SON, WCOG Greensboro, to WPTF
announcing staff.

EL JONES, CKWS Kingston, named a
director of Advertising and Sales Club
there.

BARNEY PHILLIPS, actor in NBC-
TV Dragnet, assigned role in United
Artists feature film release, “The
Glass Wall.”

DON McGILL, music producer, CBM
Montreal, named program director of
CBM.

CARMEN PHELPS, Pitluk Adv, to
WOAI-TV San Antonio, for daily
show, Menu Matinee.

WESTON J. HARRIS to WITG (TV)
Washington to handle publicity and
promotion.

ED SIMMONS and NORMAN LEAR,
writers of Martin & Lewis NBC radio-
TV shows, signed to write comics’
future motion pictures to be released
through Paramount Pictures.

DIZZY DEAN, sportscaster for Fal-
staff Brewing Corp., honored May 25
at Dizzy Dean Day ceremonies in
Sportsman’s Park, St. Louis.

EMMA BARBERIO joins Hollywood
headquarters, KBIG Avalon, Calif. as
bookkeeper. STU WILSON, produc-
tion manager, KBIG, adds duties of
m.c. on KNXT (TV) Hollywood The
Files of Jefirey Jones.

SYD KENNEDY, manager of CBH
Halifax,” appointed program director
of Maritimes Region of Canadian
Broadcasting Corp., with headquar-
ters at Halifax.

EVELYN CLARK DEGGENDORFER,
assistant promotion manager, KCBS
San Francisco, appointed promotion
manager succeeding HOWARD LUCK
GOSSAGE. PETE TURDICI, head ap-
prentice, KCBS, promoted to record
librarian replacing DAVE McELHAT-
TON, new summer relief announcer.
BOB FAIRBANKS succeeds Mr. Tur-
dici. JEAN POTEET and BEVERLY
BECKER to KCBS program staff.

!

FREEMAN LUSK, moderator, KLA&
TV Hollywood Freedom Forum, fathe
of boy, May 25.

WILLIAM BALLARD, writer fo
Kids and Co. on DuMont Television
Network, and Joe DiMaggio Show o
NBC-TV, father of boy, William, Ma;
14. Paternal grandmother is REGG:
SCHUEBEL, partner of Wyatt &
Schuebel, N. Y.

/chd e e o

AUSTIN BOYLE, Chicago Daily News,
to ABC Chicago press staff.
ADOLPH J. SCHNEIDER, director of
NBC-TV news and special events, pre-
sented 1952 citation for alumnus,
achievement by U. of Omaha.

Thesaurus Abroad
FOREIGN radio outlets airing 11
RCA Thesaurus orogram series on
May 29 included Radio Ceylon,
Barbados Rediffusion Service
(B.W.I.), DZRH Manila, Radio Ja-
maica, ZFY Georgetown (British/
Guiana), Rediffusion Singapore and
Radio Trinidad. Advertisers are:
Independent Insurance Co., Air
France, Dunlap Rubber & Tyre,
Da Costa & Co., Esso Produets,
Robert Thom, Caribbean Theatres,
Altra Cod Liver Oil, State Express
Cigarettes, Listerine Products, R.
M. Jones, Marcelo Rubber Shoes,
Soap & Edible Products Co., B & J
Machado Tobacco, General Foods,
Bardowell’s Dept. Store, Honigs
Produets, C. G. Plummer, Grace
Kenedy Soap, Chin Yee & Co.,
Michelin Tyres & Tubes, Bandbox
Shampoo and Hagemeyer Trading
Co.

JAYCEES' DAY
Take Over WASK Schedule

OLD CLICHE, “banker’s hours,”
didn’t mean a thing to Jaycees of
Lafayette, Ind., fortnight ago as
40 businessmen took over the town,
lock-stock and barrel — including
the microphones of WASK there.

From 6 a.m. sign-on until post-
midnight sign-off, it was Junior
Chamber of Commerce day at the
station as Jaycees and their “guest
stars” handled microphone chores.
Occasion was a special promotion
aimed at boosting “Greater La-
fayette Day.” Plan was conceived
by O. E. Richardson, WASK owner,
and Robert Sharer, Jaycee board
member.

Feature of day’s activities was
reading of each other’s commereials
by competitive business rivals. A
bank president and maufacturer
opened the broadecast day with
news, markets and records. Jaycees
also announced a local semi-pro
baseball game. Participating in
broadcast activities were bankers.
insurance men, salesmen, lawyers.
merchants, industrial officials and |
a Marine sergeant.
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