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Like lettuce goes with tomatoes

Low-cost results and W-I-T-H go together just like lettuce and tomatoes. And
how the local merchants do know it! W-I-T-H regularly carries the advertising of k

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- 1
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

IN BALTIMORE w

TOM TINSLEY, PRESIDENT e REPRESENTED BY FORJOE AND COMPANY
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and
arming

NE of “rural” Kentucky’s leading money-

making “crops” is... furniture! Even in the
famed Bluegrass section, furniture is important.
For example, the big plant of Karpen Furniture,
J ‘ at Lexington, and the Winchester Leggett & Platt
plant. Owensboro boasts the expanding plants of
i Spring Air Mattresses and Murphy Chairs; at Hen-
£y derson, the growing plant of Delker Brothers,
i bedroom furniture. The sales volume of Kentucky-

i made furniture jumped from $13 million in 1939

to $83 million in 1951! In the same period the
11‘ number of furniture manufacturers increased
| from 546 to 1,000!

All this in highly-rated “agricultural” Kentucky
! ... the state that leads the nation in farm income
[ gains! Cash income from crops and livestock
reached an all-time high of $632,632.000 in 1951!
Kentucky’s increase in land vaiue is the highest
' in the nation; and crops last year were up 24%.

Go where there's GROWTH...
S8 WHAS/

No other station—or group of stations—in this
market can match the audience delivered by WHAS
seven days a week; morning, afternoon and night.

X (Benson and Benson )

‘: : THE WHAS MARKET
: i 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

P




‘When you use WKMH...

' YOU GET RESULTS!

Here's the PROOF o

N 1201
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ceding the address W P MARSHALL PRESIDENT
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JOHN CARROL=
RADIO STATION WKMH DEARB

THANKS TO YOU AND BOB SEYMOU
ON MONDAY AND TUESDAY PLEASE PH
4-0510 WITH DETAILS ON PROGRAM S
ALSO WHAT CAN YOU DO REST OF WEEK WITH

| NCREASED BUDGET=
JOHN MECK MECK TELEVISION INC=

ORN MICH=
R AND MANAGEMENT FOR GOOD LEADS

ONE ME COLLECT WHITEHALL
CHEDULES BALANCE OF WEEK
FIFTY PERCENT

THE COMPANY WILL APPRECIATE SUGGESTIONS FROM 1TS PATRONS CONCERNING 178 SERVICE

*Bob Seymour M.C.’s the ""Bobbin
with Robin’” Show, on WKMH.

Meck Television uses many radio markets, but when they
want to sell the DETROIT METROPOLITAN AREA, South-
eastern Michigan and Northern Ohio they buy . .

w K M 1000 WATTS
Nights

Represented by . Affiliated with
WKHM

HEADLEY-REED
Jackson, Michigan

5000 WATTS
Daytime

*ublished every Mond i
4 ay, with Yearbook
Bu ‘ ook Number . .
ilding, Washington 4, D. C. Entered as (Ssgaggngngaggt}l;wntsts:resl\)/[a;;gghlsg *Jo33 Pt Post BIEED Bef Y SroamsHNG B
, “at Post Office at Washin N3 PusLicaTions, Inc., 870 Nati
gton, D, C., under act of M “ ational Press
' arch 3, 1879.
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_ John W. Runyon, Chairman of the Board

THE CONSISTENT HOOPER

PICTURE SHOWS

KRLD-TV

WITH DOUBLE THE
AUDIENCE

Of the Second Dallas Station in the
great twin market of DALLAS and
FORT WORTH.

6:00 P.M. to 11:00 P.M. SUNDAY THRU SATURDAY

KRLD-TV EXCEEDS THE SECOND DALLAS STATION WITH BETTER THAN
100% MORE AUDIENCE IN DALLAS AND FORT WORTH.

THE ONLY STATION WITH EXCLUSIVE NETWORK PROGRAMMING IN THE SOUTHWEST'S
LARGEST TV MARKET ... NORTH TEXAS!

Here is the Record:

SHARE OF AUDIENCE
KRLD-TV Second Dallas Sta.

391 % 195 %

Source: May, June
Hooper, 1952

Clyde W. Rembert, President

TEXAS'" MOST POWERFUL TELEVISION STATION

August 18, 1952 ' BROADCASTING
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CLOSED CIRCUIT

| WITH CBS rate adjustment now fait accompli
; with overwhelming affiliate ratification (88.5%
at deadline Friday) eyes now are focused
upon NBC’s move. That NBC will meet com-
petitive rate through revised structure of its
‘own is taken for granted. Concern is over
formula it will use and whether it will fore-
| close further jockeying. There’s general view
among CBS affiliates that this is it and that
off-rate-card dealings are over in radio net-
work selling.

|
t
T
|
|

{

AFFILIATES wondering whether CBS
ight follow NBC’s lead and reintegrate its

radio and television divisions are being told

{flatly that for foreseeable future CBS plans

r;o continue to operate radio and TV separately.

USE OF radio in television-equipped homes
movre than twice as much as national research
data indicate, is startling disclosure of inten-
sive midwest research project about to be
released.

DELAY in final approval of joint AAAA-
NARTB standard TV advertising contract
ascribed to historic insistence of ageney group
upon 29% cash discount feature, to which only
relatively few stations have agreed.

WHILE present FCC plan is to conduct all
earings on TV in Washington rather than
n field, it’s expected that where sufficient cause
s given, proceedings will occur in city in
hich competitive applicants are domiciled.
ith its limited appropriations, FCC ap-
arently feels that proceedings can be handled
ore expeditiously in Washington, even
though examiners might get better ‘“feel”
when proceedings are on home grounds.

WITH PRIVATE commercial TV operation
foreclosed for forseeable future, Canada’s
radio broadcasters are eyeing wired TV
(through community antennas) as solution
to dilemma. So far Canadian Broadcasting
Corp., which is both licensor and operator, has
reserved unto itself all TV allocations, and
plans debut of stations in Montreal and
Toronto next month, operating few hours
daily., Awaited is public reaction when CBC
begins limited schedules but slaps $15 license
fee on each set owner who now gets full fare
from U. S. stations across border.

|

|

a7l

{

VIRGINIA BUTLER, former business man-
ager, Lennen & Mitchell, N. Y., and in charge
of timebuying for Republican National Com-

| mittee in 1944, understood to be joining Kudner
‘Agency, N. Y., to handle radio-TV timebuying

for GOP National Committee in this year’s
campaign.

FOUR additional names submitted by FCC
to Civil Service for certification as examiners
to meet TV workload, augmenting William G.
Butts and Herbert Sharfman, appointed Fri-
day (story page 106). They are: H. Gifford
Irion, Aural Facilities Div., Broadcast Bureau;

(Continued on page 6)
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WORKSHOP PANELS SELECTED
FOR FIRST NARTB MEETING

PANELS for NARTB District 7 (Ohio, Ky.)
two-day meeting, kicking off annual conven-
tion series, announced Friday by Robert T.
Mason, WMRN Marion, Ohio, district direc-
tor. Workshop sessions will be features of
meeting, opening this morning (Monday) at
Hotel Statler, Cleveland (see story page 23).

Agenda provides call-to-order at 9:30 a.m.,

- with NARTB President Harold E. Fellows

speaking at 10. He will lead floor discussion
of top industry problems. Ken D. Given,
WLBJ Bowling Green, Ky., will head news
panel. Other members will be Harold Hem-
inger, WFIN Findlay; R. Sanford Guyer,
WMOA Marietta. Richard G. Lewis, owner
and publisher of Canadian Broadcaster, will
address Monday luncheon.

In afternoon Richard P. Doherty, NARTB
employe-employer relations director, will con-
duct management clinic. F. E. Lackey, WHOP
Hopkinsville, will conduct 4 p.m. program
clinic. He will be supported by Hugh O. Potter,
WOMI Owensboro; Vernon A. Nolte, WHIZ
Zanesville; Gene Trace, WBBW Youngstown;
Robert Ferguson, WTRF Bellaire; Mike Lay-
man, WSFC Somerset. John W. Betts, WFTM
Maysville, Ky., and Robert C. Fehlman, WHBC
Canton, Ohio, will give state legislative reports.

TV panel opens Tuesday program. Wil-
liam Fay, WHAM Rochester, NARTB TV di-
rector, will be supported by Thad Brown,
Howard H. Bell and Edward H. Bronson, of
headquarters staff; Allen L. Haid, WSPD-TV
Toledo, and James Hanrahan, WEWS (TV)
Cleveland. President Fellows will speak at
Tuesday luncheon on topic, “I Can Get It for
You Retail.”

BUSINESS BRIEFLY

TOOTHPASTE CHAIN BREAKS @ For-
hans Toothpaste buying daytime radio chain
breaks in about 15 markets, effective Sept. 8.
Agency, Erwin, Wasey & Co., N. Y.

YEAST SMALL MARKET PLANS @ Stan-
dard Brands (Fleischmann’s Yeast) consider-
ing radio campaign in number of small, widely
scattered markets early in September, using
woman’s participation shows. Agency, J.
Walter Thompson Co., N. Y.

AGENCY APPOINTED @ Blue Cross Com-
mission of American Hospital Assn. and Blue
Shield Medical Care Plans, Chicago, name J.
Walter Thompson Co., same city, to handle na-
tional advertising., Alexander Gunn, agency
vice president, is account executive. Media
plans will be completed in about two months.

NOBLE-DURY NAMED @ Albert Noble,
president, Noble-Dury & Assoc., Nashville,
announces appointment of his agenecy to handle
advertising for Enterprise Gas & Electric
Ranges, made by Phillips & Buttorff Manu-
facturing Co., Nashville. Plans include radio.

CKLW GRIDCASTS @ CKLW Windsor-
Detroit will air Michigan State football games
during upcoming season under sponsorship of
Sun 0Oil Co.

SHOE SPONSOR @ Brown Shoe Co., St.
Louis, to sponsor Smilin’ Ed’s Gang, featuring
Ed McConnell, on CBS Radio (Sat., 10:30-11
a.m. EDT), effective next Saturday. Agency,
Leo Burnett Co., Chicago.

NBC Revamps Radio, TV Program Staffs

REINTEGRATION of NBC radio and tele-
vision network program departments, in line
with company’s radio-TV unification policy,
announced Friday by Radio-TV Program Vice
President Charles C. Barry.

Thomas A. McAvity, former TV talent and
program procurement manager, was named
national program director, while Davidson
Taylor, former general production executive
in television network, was appointed director
of public affairs, both men reporting to Mr.
Barry.

Abe Schechter, general program executive,
continues on special assignments, also report-
ing to Mr. Barry. Program organizations
headed by Max Liebman, Worthington Miner,
and Robert Montgomery not changed.

Reporting to National Program Director
McAvity: Merritt Barnum, appointed manager
of new program development; Fred Coe, Doug-
las Coulter, Dee Engelbach, Sam Fuller,
George McGarrett, Roger Muir and Barry
Wood, all executive producers and whose unit
staffs will continue to work with them; Carl
Stanton, appointed television network pro-
gram manager, to whom television producers,
associate producers and directors will report,
as will Leroy L. Passman, who was named
assistant television network program man-
ager, and Ludwig Simmel, manager of co-op

programs, who will report to Mr. Stanton on
TV co-op matters.

Others reporting to Myr. MecAvity: John
Cleary, appointed radio network program man-
ager, to whom radio staff directors will report
along with Arch Robb, named manager of
music services. Also under Mr. Cleary are
Van Woodward, supervisor of script depart-
ment; Ross Donaldson, supervisor of literary
rights and secript readers; Robert Wogan,
supervisor of network program operations,
who assumes supervision of radio associate
directors, and Mr. Simmel, on radio co-op
matters.

Hal Kemp, named manager of talent office,
will report to Mr. McAvity; talent office execu-
tives who formerly reported to Mr. McAvity
now report to Mr. Kemp, as does Mitchell Ben-
son, manager of radio contract administra-
tion, and John Rayel, appointed talent and
program coordinator. Ben Parks was named
network TV program manager, Chicago, and
Homer Heck continues as network radio pro-
gram manager, Chicago, both reporting to
Mr. McAvity; program executives at otl
owned-and-operated stations who
ported to Messrs. Barry or Fred

(Continued on page 106)

for more AT DEADLINE turn page ’
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FIVE-YEAR TV DEMAND
OF 30 MILLION SETS SEEN

ADMIRAL Distributors’ TV inventories are
only one-sixth of those year ago, and market
is no longer glutted with surplus or distress
merchandise, according to President Ross D.
Siragusa. He spoke to more than 400 Admiral
domestic and international distributors in
Chicago Friday.

Calling attention to 28 stations authorized
since July 1, he commended FCC for its
“magnificent job in thawing the freeze”. He
spoke of Denver, where 8,000 sets were sold
in first two weeks after KFEL-TV took air,
and predicted sale of 50,000 sets before year’s
end.

Admiral, he said, will hereafter introduce
only one new video line each year, instead of
customary two or three which is “wasteful”
for factory and hardship on TV-appliance
dealers.

He termed saturation of sets “state of mind”
completely offset by obsolescence, pointing out
that radio market supposedly was saturated
many years ago. This year, however, industry
is expected to sell 10 million radios with manu-
facturers’ value of $250 million. Regarding
TV, he said half of nation’s sets, or some 9
million, have sereens smaller than 16 inches,
and 5 million sets are four or more years old
and have 14-inch screens or smaller.

He predicted 30 million sets will be sold in
next five years.

DuMONT TV TRIO PLANS
PROGRAM, SALES PACKAGES

PLANS to integrate program facilities of
three DuMont Television Network’s owned and
operated stations — WABD (TV) New York;
WTTG (TV) Washington, and WDTV (TV)
Pittsburgh—and to offer all three stations as
package to sponsors on “an attractive basis”
were formulated at conference in New York
Thursday and Friday by station executives.

Attending two-day sessions were Harold
Lund and Larry Israel, general manager and
sales manager of WDTV; Walter Compton and
Neal J. Edwards, general manager and sales
manager of WTTG, and Lawrence J. Wynn,
sales manager of WABD. Richard E. Jones,
manager of DuMont’s recently-established
owned and operated department, presided over
meeting that was called to discuss sales, sales
policy, programming, promotion, merchandis-
ing and advertising problems.

One of announced results of meeting was
plan for wider exchange of programs proved
successful in each city and tighter integration
of station and network operation. This prac-
tice, it was pointed out, will enable sponsors
to use their programs on three markets that
represent 15.5% of nation’s buying power and
contain 21.6% of country’s TV sets.

In discussion on business affairs and plans,
all three stations reported increases in billings
and progress in building plans. Station man-
agers agreed to standardize on slides, requir-
ing uniformity in space devoted to commercials
and that to station call letters.

Regarding building plans, DulMont’s %4
million TV center at 205 East 67th |
York, was reported as available for
use within next month or six we
five studios ready before end of ye
struction on WTTG’s new headquarters
of Raleigh Hotel was said to be progressing
rapidly.

New
1ted
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In this Issue—

CBS Radio adds new discounts to reduce
evening time charges by 25%. Affili-
ates agree to take 15% cut in com-
pensation from network, but they’ll
recover some of that next Feb. 25
when the network restores Monday-
Friday daytime rates to levels exist-
ing before the rate cuts of July, 1951.
Other networks expected to follow
suit, either with new rate cuts or new
discount structures. Page 23.

SHOULD NARTB issue a “guaranteed
rate card seal” to stations which do
their dealing above the counter? It’s
a question that will come up at the
annual series of district meetings
which begin today. Page 23.

SOME 27,425,000 U. S. automobiles are
equipped with radios, and auto listen-
ing is higher than home listening. This
Pulse survey, underwritten by BAB,
is the first important national measure-
ment of the audience on wheels.
Page 25.

A DOZEN major advertisers are buy-
ing heavily in radio and television—
all of it spot. Page 25.

RADIO beats all other media, including
television, in rounding up customers
for Federal Savings & Loan Assn. of
San Diego. Page 46.

GORDON McLENDON, president of the
suspended Liberty Broadcasting Sys-
tem, wants the FCC to help him
breathe life into the network again.
Page 26.

HERE’S another radio ws. newspaper
“result” test by Advertising Research
Bureau Inec. In this one radio brought
more money into Rochester stores than
newspapers. Page 26.

SCREEN Writers Guild orders members
to cut off all material from the 13
Hollywood television film producers
against which the Guild is striking.
Page 73.

NEW grants bring to 36 the total of
TV stations authorized since the thaw.
Page 73.

OFFICIAL U. S. Census figures on Idaho
radio homes. Page 34.

NARTB has a new pamphlet which will
help broadcasters keep out of political
pitfalls. Page 27.

IT’S up to the FCC hearing examiner
to decide whether to prolong or con-
clude the already lengthy hearings on
the proposed merger of ABC and
United Paramount Theatres Ine.
Page 30.

Upcoming

Aug. 18: BAB Sales Clinic, San Antonio.

Aug. 18-19 NARTB District 7, Hotel Stat-
ler, Cleveland.

Aug. 21-23: Georgia Assn. of Broadcas-
ters, Gen. Oglethorpe Hotel, Savannah.

Aug. 21-22: NARTB District 8, Grand
Hotel, Mackinac Island, Mich.

Auvg. 22: BAB Sales Clinic, New Orleans.

(Other Upcoming, page 38)
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Closed Circuit

(Continued from page 5)

Benito Gaugine, legal assistant to Viee-Chmt
Hyde; Thomas H. Donahue, Hearing Div
Broadeast Bureau, and Annie Perry Ne:
Huntting, Telegraph Div., Common Carrie
Bureau.

HOWARD LANE, vice president of Fiel
Enterprises Inc. for past seven years, term:
nates that post at month’s end and plans t
move from Chicago to Portland where he wi]
supervise operations of KOIN Portland an
KJR Seattle, in which he acquires interesf|
under $1% million purchase of two station!
from Field [BeT, July 14]. FCC approva
came last Thursday. Pending are application:
for TV in each market. Field Enterprises i
left with only one radio property of half.
dozen originally held—WJJD Chicago.

INTEREST of educators in TV manifestei
at meeting Oct. 4 in Portland, Ore., of board
of governors of top universities. Lester E
Cox, part owner of KCMO Kansas City, vict
president and director KOAM Pittsburg:
Kan., and chairman of board of KWTO Spring
field, Mo., for U. of Missouri will direct pane
discussion, with Michael R. Hanna, directo;
of Cornell U.’s WHCU (commercial TV ap
plicant) and NARTB board member, to par
ticipate. Move for “non-profit” operation, ii
lieu of non-commercial, which would permi
educational stations to acecept commerci

business, is anticipated. j

IN MEDIA fight for equality with press‘
broadcasters also have encountered discriminai
tion from number of private organizations
Latest example is Brookings Institution, high
brow privately-endowed research org'anizations
which snubbed radio-TV in releasing newesl
publication, Health Resouices in the Unitea
States. Both MBS and NBC-TV sought spe!
cial event on study but were refused.. Radio
men aren’t even given equal treatment on
access to releases.

ONCE groundwork has been laid for GOP
campaign strategy, look for appointment of
radio-TV advisor to Gen. Eisenhower. Selec-
tion of expert to guide general on broadecast
techniques and serve as liaison with networks
and stations being mulled in Republican Cam-
paign Committee headquarters. Advisor alsa
would serve as “advance man” for nominee af
key TV originating points for major speeches!

WILL MAYOR David L. Lawrence of Pitts,
burgh and his plan to put VHF Channel

into nearby Irwin, Pa. (see story, page 73)
run into legal snags? Observers point out one
block to plan might be court appeals of WLOA
Braddock and WWSW Pittsburgh, since they
could ask stay of Commission action until
courts acted. i

FTC CITES PHILLIPS

FEDERAL Trade Commission has charged
Phillips Inc., Washington electrical applianc
chain, with making misrepresentations in it3
advertising of home freezers. FTC say
Phillips claimed on radio and other media i
was engaged in operation of food purchasing
plan and that participants could save 30% on
annual food costs. Phillips is not engaged in
operation of food purchasing plan and savings{
do not amount to 30%, Commission claims
Hearing has been set for Sept. 24 in Wash-
ington.

for more AT DEADLINE see page 106 ’
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Al It Took was Impact.. _

' Did;

. . . A twin-barrel salute, to remove outlaw-leader "Curley Bill from circulation.
Western myths to the contrary, Curly’s death in an Iron Springs, Arizona shotgun duel
with Wyatt Earp was confirmed by eyewitness reports from both outlaws and possemen @ Largest total andience of any
present. Omaha station, 8 AM. o 6
P.M., Monday through Satur-
day! (Hooper, Oct., 1951 thru

Eyewitness reports are important to KOWH too. On-the-spot news coverage by a mobile
unit, coupled with a news department whose three major wire services make it the only

Independent in the nation so served, means real impact on Omaha-Council Bluffs news June, 1952.) i
audiences! ! 4' |
Sight-in on thet thar Hooper (averaged for the nine months from October, 1951, to June, g |
1952), podner! If'n it don't prove impact . . . thar ain’t no such critter! @ Largest share of audience, in :
L 36 2% any individual time period, of
] > any independent station in all

o America! (June, 1952.)
i
i
3
i |

25-
Sta. "A" OTHER
20 ‘ ] Sta. "B” STATION RATINGS
reh ]
i [: ‘ s -
I Sta. "C"
?y' i 10 Sta. ''D" ' ;
5 : n e, | Q
s'o. 'lEl'
5 4 ,—‘l o M H

5 = . :

. onor Mcoger, ‘l'od Sfor; llepremcd Nationally By The BOLLING CO.
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Mr. Tuos. F. ABBoTT, JR.,
President,
Frontier Pontiac, Inc.

Fort Worth, Texas

How to Build Up Repair Business
Via Radio

Mr. Thos. F. Abbott, Jr., President of Frontier
Pontiac of Fort Worth, Texas, has used the
Fulton Lewis, Jr. program as the chief means of
advertising a budget plan for major repairs. His
ad agency, the Rowland Broiles Company, states
to Radio Station KFJZ, Fort Worth’s Mutual
outlet, “There has been immediate response in
the form of new budget accounts. Also, during
the recent showing of the 1952 Pontiac, we
pushed ‘open house on Saturday and Sunday’ on
the show and the response was very gratifying.”

The Fulton Lewis program, with a ready-made
audience and the prestige of the largest national
network, is available for sale to local advertisers
in individual cities at low, pro-rated talent cost.
‘Currently sponsored on more
than 370 stations by 623 adver-
tisers (including 122 automotive
sales and service organizations)
Fulton Lewis, Jr. offers a proved
and tested means of reaching
customers and prospects. Since
there are more than 500 MBS
stations, there may be an open-
ing in your locality. Check your
Mutual outlet—or the Co-
operative Program Department,
Mutual Broadcasting System,
1440 Broadway, NYC 18 (or
Tribune Tower, Chicago 11).

Sk
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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: Kathryn Ann Fisher, Don Mortimer, Pat
Nickens, Blanche M. Seward. Wanda Speights;
Gladys L. Hall, Secretary to the Publisher.

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, Joan Sheehan,
Emmy Lou Helmer; B. T. Taishoff, Treasurer; Irv-
ing C. Miller, Auditor and Office Manager; Eunice
Weston, Assistant Auditor.

CIRCULATION AND READERS’ SERVICE: JOHN P.
COSGROVE, Manager; Doris J. Buschling, Ruth D.
Ebert, Ernest Kanelopoulos, Elwood M. Slee, Edward
McDonald.

ML LIS 488 Madison Ave., Zone 22,
Plaza 5-8355; EDITORIAL: Rufus Crater, New -
York Editor; Florence Small,. Agency Editor; Rocco
Famighetti, Dorothy Munster, Liz Thackston.

Bruce Robertson, Senior Associate Editor.

ADVERTISING: S. J. PAUL, Advertising Director;
Eleanor R. Manning, Assistant to Advertising Di-
rector; Kenneth Cowan, Advertising Representative.

Al Al 360 N. Michigan Ave., Zone 1.
CEntral 6-4115; William H. Shaw, Midwest Advertis-
ing Representative, Jane Pinkerton, News Editor.

WCLOALLSREIITUN  Taft Building, Hollywood

ana Vine, Zone 28, HEmpstead 8181; David Glick-
man, West Coast M'anager; Marjorie Ann Thomas.

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

SUBSCRIPTION INFORMATION
Annual subscription for 52 weekly issues: $7.00.

Annual subscription including BROADCASTING Ysor-
bock (53rd issve): $9.00, or TELECASTING Yearbook
(54th issve): $9.00.

Annual subscription to BROADCASTING @ TELECAST-
ING, including 54 issues: $11.00.

Add $1.00 per year for Canadian and foreign post-

age. Regular issue: 35¢ per copy; 53rd and 54th issues:
$5.00 per copy.
ADDRESS CHANGE: Please send requests to
Circulation Dept., BROADCASTING e TELECASTING,
National Press Bldg., Washington 4, D. C. Give
both old and new addresses, including postal zone
numbers. Post Office will not forward issues.

BROADCASTING * Magazine was founded in 1931 by
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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CHASE
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see any Joseph Hershey McGillvra man, or phone

Grove,

* KVOC, Casper,
rates on request,

SPOT ANNOUNCEMENT RATES

*8 stations. DAY $19.00
less 25%

group discount $14.25
frequency |3 times 2.5%,

discounts 26 times 5%

NIGHT $28.00

$21.00
52 times 7.5%
104 times [10%

FURTHER DETAILS

General Manager,

available and

Frank Flyan, Commercial Manager, or Wm. C.
WYOMING COW-
BOY NETWORK, 4-4461, Cheyenne, Wyoming.

market data and

WYOMING COWBOY NETWORE

— ALL STATIONS ABC AFFILIATED —

This is a genuine full-time line-connected
network, keyed and fed out of Cheyenne

KFBC

KEY STATION CHEYENNE

'KOWB

LARAMIE

KRAL

RAWLINS

KWRL

RIVERTON

KWOR

WORLAND

KOD

COoDY

KGOS

TORRINGTON
KSID

W/ B LS
SIDNEY

K Vi 2

CASPER=
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For the best spot, at the right time, at the
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Now, for the first time anywhere in television, requirements for
10-second station breaks have been standardized on stations repre-
sented by NBC Spot Sales — saving time and cutting production costs. TELEVISION STATIONS:

No longer do you have to go through the costly procedure of producing
completely different films or slides for each station.

You need reserve only the upper right hand quarter of the
sereen for station identification. This leaves you a standard
shape, covering seventy-five percent of the space for your commercial.

Thus, today, you can reach 50% of all U. S. TV families through our
eight stations without changing your basic artwork or sound track.

representing

WNBT New York
WNBQ Chicago
KNBH Los Angeles
WPTZ Philadelphia
WBZ-TV Boston
WNBK Cleveland
WNBW  Washington
WRGB Schenectady-
Albany-Troy

. i ) . representing
Choice 10-second Shared Identification Station Breaks are now RADIO STATIONS:

available for your Fall Campaign. So spot your product on TV —
at minimum effort and expense. Yes, some spots are better
than others . .. and you can buy them through NBC Spot Sales.

%2

SPOT SALES

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

Chicago Cleveland Washington San Francisco
Los Angeles Denver Charlotte* Atlanta™*

*Bomar Lowrence Associates

m BROADCASTING ® Telecasting

WNBC New Yorl
WMAQ Chicago

KNBC San Francisco
WTAM  Cleveland
KOA Denver

WRC Washington

August 18, 1952 © Page 11




CHATTANOOGA, TENNESSEE

DE

CHATTANOOGA

CARTER M. PARHAM, Pres.

Represented by BRANHAM

Page 12 ® August 18, 1952

KEN FLENNI

1370 KC » ABC
5000 WATTS

1 Magr.
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LIFFORD DILLON, copy chief, Dancer-Fitzgerald-Sample, N. Y., to

Ward Wheelock Co., Phila., as vice president and director of copy. ||

THOMAS M. McDONNELL, director of radio-TV production, Foote,
Cone & Belding, N. Y., appointed director of program development.

GEORGE WOLF, manager of radio-TV programs, succeeds Mr. Me-

Donnell.

THOMAS GAYLE, vice president, copy chief, and member of plans

board, Hewitt, Ogilvy, Benson & Mather, N. Y., to_Geyer, Newell &
Ganger, same city, as associate copy director.

JOHN W. FRASER Jr., account executive, KABC San Antonio, to Bob

Holleron Adv., that city.

THEODORE CARTER GLAYSTEEN, account executive, Ward-Wheelock
Co., Phila., to J. Walter Thompson Co., N. Y., as copy group head.

GEORGE BOND, advertising manager, Schwinn Bicycle Co., to Bozell
& Jacobs Ine., Chicago, as associate account executive.

CHARLES A. CHURAN Jr. to creative staff of Earle Ludgin agency, |

Chicago.
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PEN-MINDED in her ap-
O praisal of all media, Jane

Ridley, media director and
timebuyer of Irwin Co. Inc., Bev-
erly Hills agency, feels that radio,
suffering from a self-imposed in-
feriority comvplex, has for some
time been underselling and apolo-
gizing for itself. She maintains
this dates back before TV and that
now the new advertising medium
is getting much of the blame for
radio’s problems.-

Believing radio
will continue at its
level as an adver-
tising medium while
TV will become a
direct selling one,
she advocates that
each be wused to
complement the oth-
er by an advertiser.

Miss Ridley tried
her hand in a vari-
ety of business and
pr o f essional fields
before that 1946
summer day when
she walked into the ‘
Los Angeles offices of the Southern
California Broadcasters Assn. to
explore radio’s possibilities.

She previously had been a dental
hygienist, secretary, model, publi-
cist, booker of animals for a state
fair and had held various other
assignments of responsibility, such
as working for a construction com-
pany and an airplane factory.

After a year at SCBA handling
spot announcements and working

Miss RIDLEY

with diverse social welfare, civie, |

state and federal organizations

and agencies in coordinating their |

Southern California radio through
the trade association, she moved to
ABC in September 1947. Her as-
signment was as secretary to
KECA Los Angeles sales depart-
ment, under the late Clyde Scott,
then general manager.

Joining C. E. Hooper Ine. Holly- |
wood office in the spring of 1948, |

she became manager some eight
months later when

RN

ried. She returned
to ABC in June the
following year as a
member of the net-
work’s Hollywood
publicity - promotion
staff.

vertising agency

Kay Lancaster re- |
signed to be mar- |

About a year later
Miss Ridley decided |
to get into the ad- |

business. She talked { .
it over with George |

Irwin Co., and short-

ly afterward joined that agency’s

general staff, working with ac- |

count executives in all media.

Becoming media director and
timebuyer was a gradual process.
She accumulated these duties with-
in two years.

Among accounts that agency
currently places in radio and TV
are Ice Capades, Westinghouse

(Continued on page 58)
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4|, ROBERT P. AMES appointed research-media director, W. D. Lyon Co.,

ock

2l

| Cedar Rapids, Iowa. JOHN E. FISHER, advertising staff, Montgomery
Ward & Co., Chicage, to agency as assistant account executive.

' KENNETH F. BROWNING, Tatham-Laird agency, Chicago, to Grant

' Adv., same city, as account executive on Folger coffee. WILLIAM D.

"AYRES named public relations director in Grant’s Chicago office.

. GEORGE SVESTA, Foote, Cone & Belding, Chicago, to Campbell-
; Mithun, same city, as art director.

W. ARTHUR FIELDEN, Campbell-Ewald Co., Detroit, to Media Inc.,

{, Miami, as vice president and general manager. PHIL GROH, president

of Southern Television Productions, to Media as contact group head and
producer of TV package programs, and WILLIAM L.
ROHDE, copy chief for Houck & Co., Miami, to Media
in same capacity.

MICHAEL P. RYAN, Hazard Adv., N. Y. to Gard-
ner Adv., St. Louis, as copy-contact man on Monsanto
.Chemical account.

MORRIS F. TANDY, Smith, Taylor & Jenkins Co., to
Edward M. Power Co., Pittsburgh, Pa., as account

. executive.
Mr. Fielden e

ARTHUR E. SMITH, partner in Simon & Smith, Portland, Ore., to Al-
port & O’Rourke, that city, as vice president.

SNOWDEN HUNT Jr., director of media and rvesearch, Mogge-Privett
Ine., L. A., to Geoffrey Wade Adv., Hollywood, in similar capacity. He
is succeeded by JANE LEIDER, production manager and media director,
. Yambert-Prochnow Inc., Beverly Hills.

‘ ROBERT W. BOONE, account executive, Hixson & Jorgensen Inec., L. A,
" to Abbott Kimball Co., that city, in similar capacity.

‘1 JAMES SIMMONS, free lance Hollywood TV film producer, to Yambert-
| Prochnow Inc., Beverly Hills, as vice president in charge of radio-TV
| and member of board of directors.

| TED ROGERS, assistant to AL KABAKER, vice president in charge of
| Dancer-Fitzgerald-Sample Inc., Hollywood, on leave of absence to handle
' radio-TV for Republican Vice Presidential campaign of Sen. Richard
Nixon.

' J. C. MORSE, executive vice president, Dan B. Miner Co., L. A., named to
committee on research of American Assn. of Adv. Agencies.

JONES HAWLEY, national advertising department, Valley Times, North
Hollywood, Calif., to BBDO, L. A., as account executive on Rexall Drug
Co. account.

GRANT THUEMMEL, account executive, Simon & Smith, Portland, Ore.,
opens own agency, THE GRANT THUEMMEL AGENCY, located in
Portland Trust Bldg., that city. ‘

ROBERTS, MacAVINCHE & SENNE, Chicago, will move to new quar-
ters at 75 E. Wacker Dr., Aug. 25.

SORENSEN & Co., Chicago, has moved to new quarters at 430 N.
Michigan Ave.

MARSTELLER, GEBHARDT & REED, Chicago, has moved offices to
185 N. Wabash Ave.

TATHAM-LAIRD agency, Chicago, has moved to 64 E. Jackson Blvd.
Telephone Harrison 7-3700.

HAL DAVIS, vice president of merchandising and promotion and direc-
tor of Kenyon & Eckhardt, N. Y., father of girl, Marcy Ellen, Aug. 11.

BROADCASTING ® Telecasting
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F tale of two

Observe the rooftop on the left.

It marks a television home, of which
| ‘ the U.S. now contains some 17,100,000
—each one located somewhere

within range of a television station.

Represents quite an advertising

market, doesn’t it ?

Look now at the rooftop on the right.

This marks a radio-only home, of
which “Non-TV America” alone
contains over 17,200,000— each one

located beyond range of any TV.

Represents quite an advertising *

market, doesn’t it ?

Yes, the plain fact is this: for every

TV home in America, there’s a {

: radio-only home in the 45-state area
of “Non-TV America’ !

Mutual’s Mister PLUS is perched on

Page 14 ® August 18, 1952 . ’ BROADCASTING ® Telecasting |
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yooftops. ..

the righthand rooftop for a very simple
reason. An independent, 1,000,000-
interview research into actual listening
throughout “Non-TV America”
(Feb.-Mar.,’52) proves that Mutual
dominates this entire market by 2 to 1

over any other network.

What's more, Mister PLUS earns this
rooftop perch for his clients by another
simple fact: Mutual serves “Non-TV
America” with more stations than the

three other networks combined.

No wonder Mutual offers the Number

One route to “Non-TV America”...
as well as the lowest-cost route

to all America.

Compare audiences. ..

compare networks. . [n‘ E :

and consult
Mister PLUS...
1440 Broadway, New York 18

MUTUAL

network
of 560 affiliates

~—416 FOR ‘‘NON-TV AMERICA” ALONE

il
N
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i
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| one low rate “‘corners’ this . B |
el new business

-~ Virginia
-~ Market

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

S’Fot oo 0

ORTON BROS., Plainview, L. I. (real estate), planning extensive ra-
l dio campaign to promote Morton Village, new home community at
Plainview. Agency Willian von Zehle & Co., N. Y. PETER J. Mc-ﬂ
KENNA, vice president and director of agency’s real estate d1v151on,
is account executive. |

J-A Corp., Chicago, which is introducing Lemon Quick with satura-
tion radio-TV spot campaigns in Illineois, Indiana and Ohio, moves
into Cleveland, Youngstown and Canton after Aug. 28. Next area in
market-by-market national introduction is expected to be in South.
Agency: Buchanan & Co., Chicago.

ARDEN FARMS Co., L. A. (dairy products), will sponsor charity
game between Los Angeles Rams and Washington Redskins on KLAC
Hollywood, KFAY Bakersfield, KRNO San Bernardino and KVEM
Ventura, Aug. 21, 8:15 p.m. PDT. Agency: Allied Adv., L. A.

A/ctwotf oo o

TOTAL POPULATION ‘ 992,994 <
GENERAL FOODS Corp.,, N. Y. (Log Cabin syrup), will sponsor
TOTAL FAMILIES 250,337 Kenneth Banghart in five minute news report Thurs., 8:25-30 p.m.
effective Aug. 28, on NBC radio. Program titled Log Cabin News will
RETAIL SALES 5543"571'000 follow Roy Rogers and precede Father Knows Best, both shows spon-
FOOD SALES $111,735,000 sored by General Foods. Agency: Benton & Bowles, N. Y.
O-CEDAR Corp., Chicago (O-Cedar mops and Dri-Glo polish), will®
GENERAL MERCHANDISE SALES $80,496,000 sponsor first quarter hour of Don MecNeill’s Breakfast Club Mon.
| FURNITURE AND through Fri,, 9-10 a.m. on ABC radio for 52 weeks, effective Sept. 8.
. A 2 ., Chi .
HOUSEHOLD GOODS SALES $29,969,000 R |
GENERAL ELECTRIC Co., Bridgeport, will sponsor Joan Davis with |
EFFECTIVE BUYING INCOME $965,894,000 Jim Backus in comedy situation film show called I Married Joanie
starting Wed., Oct. 8, 8-8:30 p.m., NBC-TV. Agency: Young & Rubicam,!
Source — U.S. Census and BMB Survey, 1950 N. Y. Cavalcade of America, originally scheduled to start at that time |
e ! ' on alternate weeks, will move up to 8:30-9 p.m. through BBDO, N. Y.
i : o Two power-packed stations to provide a double PROCTER & GAMBLE, Cincinnati (Ivory Flakes), will sponsor
. POWER: - “knockout” punch . . with FM for good measure. ] One Man’s Family alternate weeks on NBC-TV, Sat., 7:30-8 p.m., ef-

) fective Sept. 13. Agency: Compton Adv., N. Y.
The best in ABC and CBS network radio, plus

PROGRAMM'NG a local flavoring of programming and news. ﬂyaney -gppﬂ'nmﬂlt! e o 0
' U AR, e 'I‘d"i - . RESORT AIRLINES Inc., N. Y., appoints Robert W. Orr & Assoc,
ing mon Y caudience-building consumer 5 1 i
f PROMOT'ON : magazines to help promote your program and product. thatieity. (‘
i ' E 5 ICE CAPADES (skating troupe) appoints Irwin Co., .Beverl_y Hi_lls, f
b ‘ EXPERIENCE Operated jointly and staffed by compefent, capable - to handle advertising for New York appearance. Radio-TV is being
| personnel who live. . and love .. radio. used.

: - CHALLENGE CREAM & BUTTER Assn.,, L. A. (dairy products), ap-
]’ : points Davis & Co., that city. Radio-TV will be used. ROSS SAWYER
|

is account executive.

AUSTIN MOTORS Co., appoints Hewitt, Ogilvy, Benson & Mather,
N. Y., for advertising in U. S. effective Sept. 1.

ADOLPH’S FOOD PRODUCTS, Burbank, Calif. (seasoned & non-
seasoned meat tenderizers, salt substitute), appoints Erwin, Wasey |
& Co., L. A. |

BISHOP, McCORMICK & BISHOP, N. Y. (Dodge car and truck dealer),
names Grant Adv., that city. WILLIAM E. JOHN Jr., superv1501 on

Dodge national account, will be account executive.

it costs less when you use “Personality” \.

"7 BECKLEY—560 KC
GBS Radio Network Affiliate

[ ] _
. 1000 W DAY » 500 W NIGHT. 'ﬂdpeoplc e e o
.‘ J ; : 1 ersonﬂ l LARRY KRAFT, creative director, Elwood J. Robinson & Co., L. A., 10
“ WK“A Paper-Mate Pen Co. Inc., Culver City, as vice-president in charge of

advertising.

LeROY SPENCER, executive vice-president, Packard Motor Car Co., De-I

- ®
WKNA-FM . troit, resigned office to become West Coast manager, with headquarters !
CHARLESTON —950 KC | in Los Angeles. 7

ABC Radio Network Affiliate GRANT BUTLER, Boston radio-TV producer, to Richfield Oil Corp.,
5000 W DAY #1000 W NIGHT L. A., as assistant to merchandising manager. y
TED GARON, associated with Pacific Hotel Publications, to Sinclair
Joe L. Smith, Jr., Incorporated e Represented nationally by WEED & ¢€O. Paint Co., L. A., as advertising manager.
Page 16 ® August 18, 1952 BROADCASTING ® Telecasting |h
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Ty

We're proud of WOAI and its
vast audience. We know Cleveland is one of
America’s greatest cities. Folks around here buy
products advertised on WOAI. They buy more food
than is sold in Cleveland, Ohio.

OUR POINT IS —
WOAI serves one of the nation’s
LEADING MARKETS

AND —
WOAI is its MOST POWERFUL
advertising influence!

BUY WOAI!

" B c Represented Nationally by
EDWARD PETRY & COMPANY, INC.

T Q " NEW YORK ® CHICAGO © LOS ANGELES e ST. LOUIS
DALLAS ® SAN FRANCISCO o DETROIT

*Copr. 1951 Sales Man-
agement Survey of
Buying Power; further
reproduction not
licensed.

BROADCASTING ® Telecasting
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"WRC

¢

OVER
1,000,000
PER DAY

WRC audience surveys
'mean something more than
passive listeners. Daily and
Sunday “circulation” is also
measured in terms of re-
sults over the counter for
advertisers.

Morning, noon and
night, Washington area
people tune to the continu-
ing editions of WRC-NBC.
Combined total listening
goes well over nine digits
. . . a tremendous audience
for your commercial mes-

sage.

The entire WRC schedule
represents a range of pro-
gramming to fit any sales
requirement.

IN THE NATION'S CAPITAL
YOUR BEST BUY IS

FIRST in WASHINGTON

980 KC « 93.9 on FM

Represented by NBC Spot Sales

Page 18 ® Auguyst 18, 1952

A N A N S N N S S N S S S N S S S S S S S S S LSS RS C SRS

eature of the week

S S Y L L S S L S S S S S S S S SR N SRS C NN

& &

ADIO is playing an important
R part in the public relations

program of northwest Wis-
consin.

The Wisconsin Indian Head
Country Inc., a non-profit tourist
association boasting” 1,300 mem-
bers, has used a summer series of
programs for the past five years.

“One of the basic requirements
in building more support for the
recreation industry,” explained
Fred Kluhsman, executive secre-
tary of the association, “is the
education of the residents of the
area in the work of tourist promo-
tion and the value of tourist trade
to the economy of the area.”

Mr. Kluhsman contacted five ra-
dio stations in northwest Wiscon-
sin five years ago in a move to
obtain public service time to sup-
rlement news releases carried in
56 area newspapers.

The stations offered 15 minutes

weekly., The association has used
this time to publicize fishing news,
points of interest and commentary
on the value of the tourist trade to
Indian Head Country.

Summer series of 20 programs
is taped in Eau Claire, Wis., then
mailed to the five stations which
blanket northwest Wisconsin and
cover several Minnesota counties.

What is the cost of reaching
16,000 listeners weekly during the
summer? Mr. Kluhsman is happy
to report the coverage costs only
“about 25 hours of office time and
less than $100 for postage and
tapes.”

Stations ecarrying the series of
Indian Head Reports were listed as
WEAU-AM-FM Eau Claire,
WJIMC-AM-FM Rice Lake, WLDY
Ladysmith and WATW Ashland,
all Wisconsin, and WEBC-AM-FM
Duluth, Minn.
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STRONG stand against nega-
A tive salesmanship and for the
positive future of radio is
espoused by Robert M. Flanigan,
manager of National Radio Spot
Sales at NBC Chicago. Mr. Flani-
gan, who decries the ‘“negative
knocking” by radio’s competitors
for the advertising dollar, believes
in “standing on what we have to
offer.”
As for radio generally, “It is in
a state of flux, but will work out
its problems. Continually under-
sold, it’s still the greatest mass
medium. It’s future will be inter-
esting—and positive.” He sees
many changes for the better, in
all phases of the industry.

Mr. Flanigan’s faith is supreme,
despite his rugged competition. He
competes not only in the nation’s
strongest TV markets, but also
with hard-hitting radio operations
in the six cities where NBC has
O & O outlets. Two plusses he fa-
vors, however, are the swing of
many advertisers who do not re-
quire product demonstration from
TV to radio, and the emphasis sta-
tions are giving increasingly to
merchandising, particularly in
food and drug lines, to spot clients.

Many of his thinking processes
as applied to broadeasting stem
from his legal training. After
graduation from the U. of Iowa,
he began work there on a law
degree before returning to Chicago,
his family home most of the time
since his boyhood days in Aber-
deen, S. D. Back in Chicago, Bob

Mr. FLANIGAN

Flanigan planned to complete his
legal studies at Northwestern U.,
where he worked for his fraternity,
Delta Tau Delta, as a frosh tutor
for $25 a month and room and
board. He instructed at N. U. on
the fine points of torts for two
years until getting his jurispru-
dence degree in 1935.

After graduation, he was dis-
gruntled to learn spanking—new
attorneys were getting only $8 per
week, whereas a strangely foreign
field—radio—offered a princely
$18. He argued and won the case
for radio, going to work for World

(Continued on page 44)

BROAD

H"s C'o/ei‘-aq‘
that Counts!

Gulliver was a great leg-

endary figure who knew

the power of coverage.
Here he is shown in the
Land of Lilliput. He is the
giant who covers the land,
just as WBRE is the Gulli-
ver of the “earway” here
in this Pennsylvania man-
ufacturing-mining area on
the beautiful Susquehan-
na River. You don’t need
Seven League Boots to

lated market.
need

All you
is to call us and

WBRE will deliver your
message . . . promptly . ..
profitably.

Headley-Reed, Representative

CASTING ® Telecasting
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YOU MIGHT WALK A MILE IN
6 MINUTES—

BUT. ..

YOU NEED THE

FETZER STATIONS
70 SET RECORDS

IN WESTERN MICHIGAN!

If you want to ““hike” your sales in Western Michi-
gan, sign up now with the Fetzer Stations—WKZO-
WIJEF in radio, WKZO-TV in television.

RADIO: WKZO, Kalamazoo, and WJEF, Grand
Rapids, a CBS combination, deliver about 579,
more city listeners than the next-best two-station
choice in these cities. The 1949 BMB Report
shows tremendous rural circulation, too—a 46.79,
increase over 1946 in unduplicated daytime audi-
ence . . . a 52,99, increase at night! In the Grand
Rapids area alone, this amounts to an undupli-
cated coverage of 60,000 homes, day and night.
Best of all, WKZO-W JEF cost 20% less than the
two next-best stations in Kalamazoo and Grand Ask your Avery-Knodel man for all the facts—or
Rapids! write direct.

TELEVISION: WKZO-TV, Channel 3, is the Of-
ficial Basic CBS Television Outlet for Kalamazoo-
Grand Rapids. The 28-county Videodex Diary
Study for April, 1952, using BMB techniques,
proves that WKZO-TV delivers 91.7%, more W est-
ern Michigan and Northern Indiana television
homes than Station “B”!

“Michael Pecora walked a mile in 6 minutes, 27-1/5 seconds in New York City on February 22, 1932.

WJEEF WKZ O-TV . WKZO

fopA N GRAND RAPIDS TsP4 M WESTERN MICHIGAN 4,04 n KALAMAZOO

AND KENT coumy’ AND NORTHERN INDIANA AND GREATER

WESTERN MICHIGAN
(CBS RADIO) ' | |

ALL THREE OWNED AND OPERATED BY

FETZER BROADCASTING COMPANY

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES




Reunions

EDITOR:

Many thanks for the excellent
story of yours truly.

I want you to know that I have
received many, many calls from
friends whom I haven’t seen in a
long time. The story was also
responsible for a very pleasant re-
union with an old Army buddy I
haven’t seen in six years. . . .

Robert Brenner
Radio-Television Director
Lewin, William & Saylor
New York
¥ *

Ed

Joseph P. Ernst

EDITOR:

Because of the seriousness of the
situation, we will come directly to
the reason for our writing. We
have discovered what we fear may
be the cause of final disaster to the
radio industry. We are not speak-
ing of any other advertising or en-
tertainment medium, but of a start-

*FACT NO. 1

WTAG—tops them all
in the 3rd largest market
in New England.
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ling danger that exists within the
industry itself.

Motived by mere curiosity, we
were scanning the Yearbook for
1952 when we, by chance, opened
it to the section listing the stations
of the state of Wyoming. This page
reveals the jeopardy. It is found
in the person of one Joseph P.
Ernst. Under Riverton, KWRL,
1450, 250 we find “. . . . Joseph P.
Ernst, p, g&em, pd, pmm, ce, n, f,
s, and wd.” We shudder to think
of our positions if the secret of
Joseph P. Ernst is ever unleashed.
To what avail the talent and train-
ing of a writer, announcer, sales-
man, engineer or any other. “I’'m
sorry; we have no openings at
present. You know we have a

AND WTAG-FM

Joseph P. Ernst on our staff.” . ..
Gentlemen, the secret of Joseph

P. Ernst must never be allowed to
filter into the ranks. Our very se-
curity is at stake. And yours. For
with Joseph P. Ernst at the helm,
what need for a magazine telling
of the industry’s activities? We
must formulate a forward looking
program to overcome this threat-
ening disaster.

The Stoff

WJON St. Cloud, Minn.

%

All's Wells

EDITOR:

. .. On page 10 of your Aug. 4
issue there was this item, “Albert
A. Sommer, vice president and

"Are you looking for markets prolific?
Here is one that should certainly rate.
Get the figures and facts specific*
In the 7t New England State."

BASIC CBS

WORCESTER, MASS.

Represented by Raymer

WTAG

BROADCASTING e
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‘on KGO and KGO-TV.

manager of MecCann - Erickson,
Cleveland, appointed head of Chi-
cago office.” That’s not true. Mr.
Sommer has been transferred to
the Chicago office as a member of
the Advisory Committee. Sidney
A. Wells, vice president, is still
manager of the Chicago office. .

Frank LaClave

McCann-Erickson

New York

£d & ¥

Simulcast Revival? )

EDITOR:

The future of simulcasts between I |
radio and television is brighter. ‘m
than we think. It will help each ,«'
medium—it will popularize the |
dragging radio shows and is one
answer to the problem of decreased
radio sets in use. It is sound |
economy.

Harold Hough
Director
WBAP-AM-FM-TV
Fort Worth, Tex.

¥ 0% %

Old Subscriber

EDITOR:

[T was] thinking about how long
I have been a subsecriber to your |
wonderful magazine, and durned if |
I don’t find out it’s been 25 years
as of last April. ;

You can check this if you want |
to go to the trouble, but' I think
’m entitled to a 25-year medal.
Make it gold and send it immedi-
ately. . . .

R. A. Dunlea

President

WMFD Wilmington, N C.
TEDITOR’S NOTE: Faithful subscriber
Dunlea will have to wait for his medal.
B.T has been publishing not quite 21

years.]
EIE

Invaluable

EDITOR:
I would like you to know that

been invaluable to us in keeping
up with the fast-moving develop-
ment of the industry. Your issue !
[April 14] carrying the final allo-
cation plan was a monumental job |
and a great service to the indus- |
try. '

Daniel W. Kops

V. P. & Gen. Mgr.

WAVZ New Haven

* kS S

King Kong Rings Gong
EDITOR:

. . As an experiment similar
to that outlined in your July 28 |
article [in which Terry Turner, |
exploitation director of RKO Ra-
dio Pictures, described success of
broadcast advertlsmg for “King |
Kong”], theatres in this area show- |
ing “King Kong” bought an exten- |
sive 167-spot-in-nine-days schedule

“The results have been wonder- '
ful,” writes Bill Blake, RKO Golden |

~--(Continued on page 70)
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Visitors know Milwaukee as a nice place to live . . . a city
of parks, and a city where one radio station stands out from
all others—WTMJ. For example:

LISTENERSHIP—Year in, year out, more people in Milwau-
kee and Wisconsin listen to WTMJ than any other station.
COVERAGE—Primary coverage alone blankets 628,916 of
Wisconsin's total of 968,253 radio homes.
ADVERTISING—More national, regional and local adver-
tisers spend more radio dollars on WTMJ than any other
local station.

SERVICE—30 years of intense local programming, radio
news reporting, NBC shows and public service.
FACTS—Your Henry I. Christal representative has all the
facts and figures you need. Call him.

Represented by

THE HENRY 1. CHRISTAL CO.

New Yok ®  Chicago
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FRANK HEADLEY, President

DWIGHT REED, Vice President

FRANK PELLEGRIN, Vice President

CARLIN FRENCH, Vice President
= PAUL WEEKS, Vice President

RAB!O

; ?’5 - :
M TELEVISION

REPRESENTATIVES, INC.

405 Lexington Ave., New York 17, N.Y.
Murray Hill 9-2606

35 E. Wacker Drive, Chicago 1, i
RA ndolph 6-6431
And on the West Coast:

6253 Hollywood Blvd., Hollywood 28, Calif,
Granite 1480

Harold Lindley, Yice President

110 Sutter Street, San Francisco, Calif.
Exbrook 2-3407

Jomes Alspaugh, Manager
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even the president
makes daily sales

presentations...

y, : -

Yessir, the president of H-R Representatives is out
pounding the pavements everyday for the stations on
the H-R List. And so are the vice-presidents, the

secretary and the treasurer.

H-R Representatives was founded on the premise that
you must send a MAN to do a MAN’S work if you
want to give the very best in AM and TV representation.

That policy is not only true of eyery working-owner of
the company, but it is projected in every sales
employee on the staff. Every H-R man on the street is
a mature, sales-seasoned veteran who has the savvy
and the know-how to present the sales story of its
member stations most effectively and most resultfully

. . a man who does a man’s work!

BROADCASTING ® Telecasting
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By RUFUS CRATER

THE SHAPE of radio network
time costs for the future was
molded last week, with the other
networks expected to devise new
structures matching the approxi-
mately 25% nighttime cut—via
additional discounts—approved by
CBS Radio and its affiliates.

Evolved by a committee of af-
filiates after extensive sessions
with network officials, and given
an. “overwhelming” vote of ap-
proval at the meeting of approxi-
mately 110 affiliates in Chicago on
Tuesday, the plan is slated to be-
come effective Aug. 25.

The adoption of the plan hinged
on its formal acceptance by 85%
of the CBS Radio affiliates in the
continental U.S. that receive net-
work compensation.

At mid-afternoon Friday Frank
Stanton, CBS president, told
BROADCASTING ® TELECASTING that
85.2% had signed. The overwhelm-
ing acceptance, he said, was a “re-
markable demonstration” of net-
work-affiliate unity.

The alternative, station officials
said after the meeting, would be
a straight 35% cut in nighttime
rates by the network.

Instead of that, leaders of the
affiliates committee estimated that
they had accomplished “80 or 90¢.”
of the mandate handed them when
the stations first convened to study
the rate crisis in July [BeT,
July 7].

‘Deals’ Out for Good

Apart from the increased dis-
counts to nighttime advertisers,
they yielded to a 15% cut in com-
pensation from the network, but
won (effective Feb. 25, assuming
the plan is effectuated Aug. 25)
a restoration of last year’s 10%
rate cut, so far as Monday-through-
Friday daytime programs are
concerned, accompanied by a 5.5%
increase in what they themselves
are paid for carrying programs in
these periods; were assured that the
network’s card rates won’t be cut
for at least a year and that “deals”
are out for good, and won network
agreement to de-emphasize ratings
as a principal selling tool and to
underwrite a qualitative study of
radio listening and radio’s sales
effectiveness.

There appeared no doubt that

the other networks would follow
suit with comparable plans of their
own devising.

Others Watching

An NBC official, referring
obviously to NBC’s abortive prior
attempts to reduce rates, noted
that “we have been studying our
own rates for a year and a half”
and, in the face of the CBS Radio
move, probably will have an an-
nouncement to make about them
“soon.”

An ABC spokesman described

*

that petwork’s position in words
that seemed applicable to all:

“We regret that CBS has seen
fit to lower rates. ABC will re-
examine its rates in the light of
that action. Advertisers on ABC
will not be at a' competitive dis-
advantage.”

Mutual had no immediate com-
ment, but it was recalled that like
the other networks it, too, “met
the competition” when CBS Radio
led the way with its 1951 reduction
of approximately 109%. Mutual
and ABC did it that time by a pro-

CBS EXECUTIVES and affiliates chatting here include (I to r) Kenyon Brown,

president, KWFT Wichita Falls, Tex.; Frank Stanton, CBS president; John

E. Fetzer, president-general manager, WJEF Grand Rapids, who presided, and
Adrian Murphy, president, CBS Radio.

RIVAL NETWORKS' CUTS s vetos o i

cedure comparable to CBS Radio’s
approach to this one—by revising
discount structures.

John Fetzer of WJEF Grand
Rapids and WKZO Kalamazoo,
who presided over the Chicago
meeting in the absence of Chair-
man George Storer of Storer
Broadcasting Co., who was struck
with a' deafness the day before the
meeting, described the plan and
its expected results as follows:

“These changes re-balance the
night and day values of the radio
medium. They also simplify the
cost structure for network adver-
tisers. '

“Under the proposed plan, re-
vised discounts will permit most
nighttime advertisers to enjoy cost
reductions averaging about-25%.
Daytime charges for Monday-
through-Friday advertisers will be
increased in most cases by about
5%.

Mr. Fetzer’s reference to an ap-
proximately 5% increase in adver-
tisers’ costs on daytime programs
Monday through Friday, as against
an 11.1% increase in the card rate
for these hours, presumably means
the network will absorb, via dis-
counts, the difference between the
5.5% increase in station compen-
sation and the 11.1% increase in
rates.

“The majority of the commit-

(Continued on page 28)

RATE ‘SEAL’ URGED

By J. FRANK BEATTY

ADOPTION of an “NARTB Guar-
anteed Rate Card Seal” was pro-
posed last week by Todd Storz,
general manager of KOWH Omaha,
to curb the “widespread practice
of rate cutting.”

On the eve of the annual series
of NARTB district meetings, start-
ing today (Monday) in Cleveland
[B®T, Aug. 11], the association
was offered this chance to attack
special deals and deviation from
published rates.

If NARTB feels it isn’t prac-
ticable to wundertake ~the seal
project, Mr. Storz said he would
undertake to form an industry
group outside the association to
initiate and administer the plan.

The plan was submitted at the

BROADCASTING ©® Telecasting

same time CBS was agreeing with
its affiliates to cease rate-cutting
for a year.

Though rate-cutting doesn’t have
a formal place on the agendas of
the 17 NARTB district meetings,
it was obvious that the subject
will join television’s impact in
dominating the panel discussions,

No NARTB Comment

NARTB headquarters would not
comment officially on the Storz
plan for an NARTB seal other
than to explain that President
Harold E. Fellows was in touch
with Mr. Storz.

President Fellows will find him-
self in the middle of a rate-cutting
discussion at today’s opening ses-
sion in Cleveland. Robert T. Mason,

NARTB to Discuss

WMRN - Marion, Ohio, director for
District 7 (Ohio, Ky.), will preside
at the inaugural meeting and will
introduce Mr. Fellows at 10 a.m.

That’s where the rate-cutting
problem is expected to draw broad-
caster fire. Mr. Fellows will follow
his 1951 distriet meeting policy by
tackling industry problems and
then inviting floor. discussion. He
has long been a staunch advocate
of adherence to rate cards.

Distriect 8 (Ind., Mich.) of
NARTB meets Thursday-Friday at
Mackinac Island, Mich., with Stan-
ley R. Pratt, WSOO Sault Ste.
Marie, Mich., presiding as district
director.

NARTB itself, it was explained

(Continued on page 65)
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UMNIBUS’ SERIES

Ford Allows $2 Million

FORD Foundation’s TV - Radio
Workshop has authorized $2 mil-
lion to underwrite its forthcoming
90-minute weekly television series,
Omnibus, it was announced last
Thursday by Robert Saudek, work-
shop director, at a New York news
conference.

The program currently is being
shown to advertising agencies and
advertisers in an attempt to get
commercial sponsorship by at least
five multiple national advertisers
for the vrogram to be launched
Nov. 9, 4:30-6 p.m. on CBS-TV.
Should part of the show remain
unsponsored, the workshop is pre-
pared to underwrite the entire
series 26 weeks, Mr. Saudek said.

Although the program was first
offered to CBS-TV affiliated sta-
tions only last week for station
clearance of 90 minutes, more than
20 stations already have agreed to
take the program, Mr. Saudek re-
vealed. Affiliated stations will be
paid for the show on regular card
rates.

Price of the show to one of the
five advertisers will be $13,000.
Advertisers will buy the program
in the regular manner, paying for
both time and talent.

‘Showcasing’ Programs

The program is composed of
about five features in each pro-
gram, with segments running from
five to 43 minutes—the extent of
the act without any quarter-hour
break. Many of the items pre-
sented in Omnibus will be in the
nature of “showecasing” programs
that eventually may find their own
places in network schedules.

The talent on the program is
professional with accent on enter-
tainment. Hubbell Robinson, vice
president for programs, CBS Tele-
vision, described the show as a
special kind of variety show which
will appeal to the mind but will
have its light moments.

The TV-Radio Workshop was
established in September 1951 on
the recommendation of James
Webb Young, then consultant on
mass communications to the Ford
Foundation, as the first major im-
plementation of a trustees’ man-
date that ‘“the Foundation will
support activities directed toward
the effective use of mass media for
nonacademic education and for
better utilization of leisure time
for all age groups.”

Kordol Names Rader

KORDOL Corp. of America, New
York, has named Kenneth Rader
Co., that city, to handle advertis-
ing for its Kordolin proprietary
medicine. Spot radio will be used
in major Eastern markets, with
definite schedules to be announced
later.

Page 24 © August 18, 1952

Drawn for BROADCASTING ¢ TELECASTING by Dick Wang

.

“Better hustle with these studies . .

. and not depend on a

quiz progrom when you grow up like I did.”

MBS RADIO

Strips
In Non-TV Areas—Ward

Other Networks

MUTUAL, with more stations serving the country’s non-TV area than

the three other major networks combined, also leads in share of audi-

ence among the 17 million radio homes located outside the reach of TV

stations, according to a special survey conducted by J. A. Ward Inec.
*

for MBS early this year.
Substantiating this finding, a
repeat study of the 1950 “Home-
town America” survey, covering
those 329 markets in which MBS
had the only network outlet, made
in February-March 1952 concur-
rently with the Ward survey,
shows an 119 increase in MBS
audiences in the two-year period.
Results of the two surveys, soon
to be published in a 75-page statis-
tical report, ‘“Radio Listening
Throughout Non-TV America,”
were outlined by Richard J. Puff,
MBS director of research, at a
Thursday morning news conference
at the network’s New York head-
quarters. He pointed out the num-
ber of radio homes in the non-TV
areas of the country just about
matches the number of TV homes
in communities where video pro-
gram service is available.
Covering 86¢% of the nation’s
land area and including 60 million
people and 39.69% of the U. S.
radio homes, the non-TV area has
795 network stations in 531 com-
munities, Mr. Puff reported. Mu-
tual, he said, has local outlets in
416 of these cities, “more outlets
than the other three major out-
lets put together.”
The Ward survey, a coincidental
‘xep 1one job including more than
a million interviews in 151 markets
outside the reach of TV stations
at a cost 25,000, was under-
written ] the Mutual net-
work and more than 100 of its affil-
iated stations, who will receive in-
dividual reports of their own cov-
erage areas, Mr. Puff said. Made
over a four-week span, the survey
generally measured listening be-
tweer 9 a.m. and 10 p.m. weekdays,
and no and 11 p.m. Saturdays
and Sundays, he said.

SUMMER RADIO
Gottlieb Cites Value

CBS Radio’s summer programming
is designed to reach “mobile” audi-
ences, Lester Gottlieb, vice presi-
dent in charge of network pro-
grams, declared Friday in an inter-
view on the network’s You and the
World program.

“People are on the move in the
summer,” he said. “They are in
cars, they are on beaches, they
are in picnic grounds, they are
out relaxing. And we have a hunch
that radio .should more or less
serve them as an entertainment
guide while they are on the move,
and we know that radio is the one
mobile entertainment operation.”

Unlike TV, he continued, many
people take portable radio sets
with them when they travel:
know for a fact that there are
more portable radio sets this year
than ever in the history of the
radio business. We know that there
are some 25 million car radios—
and they are in use—and we feel
that we should bring them the type
of program and service in radio
appropriate for this type of radio
communication.”

Music is the nucleus of this type
of programming, he said, with
added features that are not strictly
entertainment but provide listeners
with information and service. He
cited reports on traffic conditions,
weather information, national news
and baseball scores as features of
the network’s On a Sunday After-
noon program which tie in with
the theory of programming a net-
work as if it were one big local
station.

BROADCASTING
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KOIN, KJR SALES

Seven Others Also Approved

SALE of Marshall Field’s KOIN-
AM-FM Portland, Ore., and KJR
Seattle to new ownership for $1.5
million [BeT, July 14] was ap-
proved by the FCC last week.

The Commission also approved
seven other
ship or of control, including the

protested sale of WRJN-AM-FM

Racine, Wis., from Harry R. Le-
Poidevin and the estate of the late
Frank R. Starbuck to the Journal-

Times Co., that city, for $157,600 |
For details of

[BeT, June 23].
other approvals, see FCC ROUNDUP,
page 103.

New owners of KOIN and KJR

stations are Ralph E. Stolkin, Chi-
cago oilman and principal in Na-
tional Video Corp., cathode ray
tube manufacturer; Edward G.
Burke Jr., San Antonio oilman;
C. Howard Lane, vice president of
Field Enterprises; Ted R. Gamble,
Portland theatre operator, and
Sherrill G. Corwin, Los Angeles
theatre owner.

Mr. Gamble has financial in-
terests in KLZ Denver and KCMJ
Palm Springs, Calif. Messrs. Stol-
kin, Burke and Corwin are as-
sociated with Clem Randau in the
operation
Calif., which they bought recently
from Lincoln Dellar for $200,000
[BeT, July 14].

Mr. Lane also holds an interest
in KFBI Wichita. He will make
his headquarters in Portland.

KOIN’s license will be held by
Mount Hood Radio & Television
Broadcasting Corp.; KJR’s by
Mount Rainier Radio & Television
Broadcasting Corp. Minor inter-
ests in KOIN will be held by Harry
H. Buckendahl, vice president and
general manager, and Ted Cooke,
program director. Minor owner-
ship in KJR will be held by J.
Archie Morton, vice president and
general manager. All continue in
their present positions.

KOIN is a CBS affiliate on 970
ke with 5 kw. KJR is an ABC out-
let on 950 ke with 5 kw.

Sales will be consummated Aug.
22 for KOIN and Aug. 23 for KJR.

Protest against the sale of
WRJIN Racine to newspaper own-
ership was made by WRAC of
the same -city.
FCC approval would conduce to
moncpoly [B®T, July 28]. In reply,
WRJIN asked FCC to dismiss the
protest as coming from a “dis-
gruntled competitor” [AT DEAD-
LINE, Aug. 4].

Berg to West Coast

TRANSFER of Lee Berg, staff
script writer for the Frederic W.
Ziv Co., to the Hollywood head-
quarters of the company from its
New York offices was announced
Wednesday by Herbert Gordon,
Ziv vice president in charge of pro-
duction. Mr. Berg will begin work
immediately on the coast on the
new Ziv radio program, Freedom,
U.S.A. [BeT, July 4].

® Telecasting

of KXOB Stockton,
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SPOT BUYS

By FLORENCE SMALL

SPOT radio and TV looms poten-
tially larger than ever with dis-
closure last week that a least a
dozen more major advertisers are
currently known to be planning or
are actively preparing fall sched-
ules in radio and television.

This was pointed up in a check
by BROADCASTING ® TELECASTING

» which revealed the following activ-

ity:

Electrolux Corp. of Old Green-
wich, Conn. (Electrolux vacuum
cleaners), which has never adver-
tised before, will use 10 radio spot
announcements per week in about
102 radio markets starting Oct. 1.
BBDO, New York, is placing the
eight-week contracts.

Craftsman Billfolds, New York,
will counter with what probably is
a television “first” by taking a
series of station identification spots
on election night in cities from
coast-to-coast. It is believed that
this will be the first time that a
sponsor has used TV station iden-
tifications on a one-night coast-
to-coast basis as a tie-in with spe-
cial events programming. Lewin,
Williams & Saylor, New York, is
the agency.

Anahist Co., Yonkers, New York,
through Ted Bates Inc., New York,
will start its radio schedule Oct.
15, using 5-, 10- and 15-minute
shows in from 150 to 175 markets.

B. T. Babbitt Co., New York
(Glim detergent), will begin a
radio spot campaign for 13 weeks
in 30 markets effective Aug. 29.
Harry B. Cohen, New York, is
the agency.

Nabisco Schedule Readied

National Biscuit Co. (Nabisco)
is preparing a 20-second TV spot
campaign for all its products in
all TV markets, effective Sept. 1
for 52 weeks. In addition, the
company for its Milkbone dog food
preparation will use ten radio mar-
kets, regional, West Coast and
New England, in a 17-week cam-
paign. MecCann-Erickson, New
York, is the agency.

Lydia Pinkham launches its spot
schedule in 150 radio markets to-
day (Monday) to run through
November and to resume again in
January. Harry B. Cohen is the
agency.

A. S. Harrison Co., South Nor-
walk, Conn., for its Preen floor
wax, will inaugurate on Sept. 8 a
TV series of announcements in 20
major cities. Contracts vary from
13 to 39 weeks. Calkins & Holden,
Carlock, McClinton & Smith, New
York, is the agency.

Chattanooga Medicine Co., Chat-
tanooga, Tenn. (Black Draught),
will be purchasing the largest list
of radio availabilities in its ad-
vertising history, 140 markets, ef-
fective Sept. 8 for 39 weeks. Harry
B. Cohen is the agency.

Dormin Ine., New York (sleep-
ing tablets), through Dowd, Red-

BROADCASTING

Electrolux Among Dozen Planning

field & Johnstone, that city, will be
starting 13 and 26-week campaigns
early in September in 10 markets.

Grove Labs., St. Louis, through
Harry B. Cohen, effective Sept. 29,
will enter 200 radio and approxi-
mately 15 TV markets for a 22-
week campaign.

Flex - Let Corp., New York

(wristwatch bands), through Ben

Sackheim, also New York, is plan-
ning to use station identification
spots of eight and 20 seconds in
about 31 markets, effective Sept.
22, This marks the third year in
TV spot advertising for the client
but a tremendous increase in cover-
age this year over the previous
campaign.

Seeman Brothers, for its new
product Nylast, a detergent and
nylon strengthener, is considering
a TV spot schedule to introduce the
product. William H. Weintraub
Co., New York, is the agency.

In commenting on the roseate
tone of the spot picture, Mr. T. F.
Flanagan, managing director of
the National Assn. of Radio and
Television Station Representatives,
told BROADCASTING ® TELECASTING
that “when you look for the causes
of this healthy, continuing, grow-
ing trend in spot radio you will

probably find that the best reason
for its continuous growth is that
advertising appropriations are
growing. . . . The pie is bigger
and national spot is getting more
than its share of the added bill-
ings,” he said.

Mr. Flanagan continued: “When
it dawned upon agency planners
that you could get more satura-
tion by the use of national spot ad-
vertising than from any other com-
bination, and that saturation has
become so necessary to meet the
great production volume of in-
dustry, it is not surprising that
national spot is growing.

“The television business,” he
said, “is marked by a decided move-
ment toward placing programs on
a spot basis. The trend is made
possible by putting programs on
film, and the result is lower cost
for time and a better time sched-
ule, with consequent larger audi-
ences.

“It is not beyond the bounds of
possibility,”” Mr. Flanagan con-
cluded, “that this trend in spot
programs on television will be
matched with a similar trend in
spot radio made possible by taped
programs.”

LEIBMANN SETS
‘Miss Rheingold’ Spot Drive

LEIBMANN Breweries, New York,
maker of Rheingold beer, will
launch its annual radio and TV
plans for the election of “Miss
Rheingold of 1953’ during the last
week in August.

In radio the firm will use 184
spots a week on seven New York
stations. The spots—minute and
half-minute—tell the Rheingold
story in a variety of ways, mostly
featuring the jingle, “My Beer Is
Rheingold, the Dry Beer. . . .” In
addition, spot radio schedules are
slated on Connecticut, New Hamp-
shire, New Jersey and New York
state stations. Supplementing the
spot schedule, the firm continues to
sponsor Jinx Falkenburg twice a
week on WNBC New York; Guy
Lombardo, Monday through Friday
on WNBC during the summer, and
the Ralph Cooper Show, Monday
through Saturday on WOV New
York.

In television the beer firm spon-
sors a mystery-adventure on
WNBT (TV) New York (Wed.,
10:30-11 p.m.). And starting in
September, there is to be a heavy
30-second spot schedule on leading
New York TV stations. In addi-
tion, special five-minute television
films on the Miss Rheingold elec-
tion are planned. Foote, Cone &
Belding, New York, is agency.

AUTO RAD

SOME 27,425,000 automobiles in
the U. S. presently are equipped
with radios and this figure can
jump as high as 85 million within
the next few years.

Those are two of the major con-

‘clusions highlighting the first study

of national automobile radio owner-
ship and listening made by the
Broadcast Advertising Bureau and
issued in booklet form Ilast week
under the title, “Listeners on
Wheels—First National Survey”
[BeT, Aug. 4].

Significance of radio ownership
and listening also was pointed up
by the discovery that radio listen-
ing in cars is approximately one-
third to a half again what it is in
the home and that car radios are in
use all hours of the day and every
day of the week.
~ The 13-page booklet, illustrated
with photographs, maps and
charts, is a follow-up to an “In-
terim Report” on the subject issued

" by BAB in June [B®T, July 7]. It

was financed by BAB and con-
ducted by The Pulse Inc. in more
than 250 locations in 66 areas
throughout the country. To gather
data on radio listening habits, Pulse
interviewed some 105,450 automo-
bile drivers — 74,362 in radio-
equipped cars and 31,088 in “radio-
less” cars.

The report noted that all pre-
vious reports were “fragmentary”
and did not present an accurate

® Telecasting
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Pulse Study Sees 35 Million

picture. The findings of the survey,
BAB said, reflect interviews by
Pulse during the March 10-23
period.

The 27,425,000 automobiles
equipped with radios represent
70.5% of all cars in the U. S., the
survey showed. But in the post-
war years, some 92.4% of new au-
tomobiles have radios and it is rea-
sonable to believe approximately
909 of automobiles in the next
few years will be so equipped, the
report continued.

Northwest Auto-Radio Leader

Pulse learned that automobile
radio ownership is highest in the
Northwest (75.1% ) and in the cen-
tral sections of the country
(72.2%). But the West Coast and
Rocky Mountain section did not lag
far behind (70.6%), according to
the report. The Middle Atlantic,
Southern and South Central states,
although trailing the others,
chalked up a respectable 63.9%.

Automobile radio ownership was
found to be highest in large cities
and lowest in rural areas. For in-
stance, in metropolitan districts
with two million or more popula-
tion the figure was 78.1%, while
in metropolitan districts with 150,-
000 to 200,000 the number stood at
74.1%. Figure for ‘“other urban
markets” was 70.4% and for rural
areas, 59.8%

Of special interest to advertisers
are figures compiled for sets-in-

use information for various hours
of the day, both during the week
and on the weekend. In the Mon-
day-through-Friday tabulation, the
survey showed listening in auto-
mobiles reached a peak of 41.5%
at 7 a.m. and tapered down grad-
vally to 28.8% at 10 a.m. From
that time, it rose, with occasional
dips, to 37.9% at 8 p.m., the latest
hour for which the survey was
made.

Saturday auto listening was at
its highest at 7:30 a.m. (45.0%)
and reached a low of 28.5% at 11
a.m., with the figure slowly rising
to 32.7% at 7:30 p.m. Figures for
Sunday showed peak listening at
7:30 a.m., with the figure declin-
ing in .late morning and early
afternoon to a low of 23.59% at 1:30
p.m. and rising slowly to 41.0% by
8 p.m. )

In a further exploration of the
sets-in-use angle, Pulse found all
sections of the country about equal
with a uniformly high percentage
of auto radios used. The West and
Rocky Mountain regions led with
35.8%, followed in order by the
South Central, South and Middle
Atlantic (33.8%); the Northeast
(82.5%), and the Middle West
(32.4%).

Further data on the survey can
be obtained from the Research
Department, Broadcast Advertis-
ing Bureau Inc., 270 Park Ave.,
New York 17, N. Y.
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. ROCHESTER TEST

RADIO listeners spent more money
and bought more goods than news-
paper readers in a series of tests
conducted in Rochester, N. Y., by
Advertising Research Bureau Inec.,
according to the city’s Radio Broad-
cast Management Council.

Surveys sponsored by four local
stations—WARC, WHAM, WRNY,
WVET—reveal that radio drew
more customers and sold more
merchandise in three out of four
store surveys, with a slight differ-
ential in the fourth store.

Newspaper advertisements were
published in the jointly-owned Gan-
nett dailies. WHEC, Gannett-
owned, did not participate because
of company policy. Stores partic-
ipating were McFarlin’s, leading
men’s ‘wear store; Projansky’s,
women’s apparel; Edward’s Depart-

NARTB MEETING

Preliminary Plans Laid

ADVANCE arrangements for the
1953 NARTB convention to be held
April 28-May 1 at the Biltmore
Hotel, Los Angeles, were ratified
Tuesday by a convention com-
mittee, headed by Clair R. Me-
Collough, WGAL Lancaster, Pa.
The committee reviewed plans
made by Mr. McCollough and C. E.
Arney Jr., secretary -treasurer,
during a mid-July conference in
Los Angeles.

Actual programming of the con-
vention has not been undertaken,
other than general discussion of
policies. The business sessions
start Wednesday, April 29 and con-
tinue through Friday afternoon.
The Wednesday-Friday agenda is

“designed to give broadcasters a

chance to take advantage of air-
line family rates.

Entertainment will be handled by
Southern California Broadcasters
Assn.

Attending the committee’s meeting
Tuesday besides Chairman McCollough
were Calvin J. Smith, KFAC Los An-
geles; Henry W. Slavick, WMC Mem-
phis; Albert D. Johnson. KOY Phoe-
nix, and Jack Harris, KPRC Houston.
Representing NARTB were President
Harold E. Fellows; Robert K. Rich-
ards, assistant to the president and
public affairs director; Mr. Arney;
William T. Stubblefield, station rela-
tions director, and other staff directors.

CD Matching Funds

MATCHING funds of $15 million
have been allocated by the Federal
Civil Defense Administration to
the states for fiscal 1953, it was
announced last week. States and
territories can match the sum
with another $15 million to buy
attack warning and other commu-
nications equipment, medical sup-
plies, ete. Provision also is made
for training and public education
through use of all media at the
local levels. FCDA Administrator
Millard Caldwell - said matching
funds “is one of the best means of
increasing local civil defense oper-
ational readiness.”
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Listeners Outbuy Readers

ment Store, and Sears, Roebuck,
household appliances. Each store
spent the same sum for radio and
newspaper advertising, the ads
ranging in cost from $120 to $255.

Participating stores had 35.1%
more traffic than would have been
the case had they used only news-
papers which produced only 29.5%
of the traffic, the combined results
show. Radio was responsible for
44.89% of the purchases of mer-
chandise as against 43.8% for the
newspapers. Per cent of dollar
value of purchases gave radio
34.49% compared to only 27.5% for
newspapers. Buyers attracted by
both media were in the minority,
supporting the theory that there
is little duplication between radio
and newspapers.

Jack Knabb, public relations
counsel for the Rochester radio

definitely there are two groups of
buyers, one of which can be reached
only by radio. Retailers are losing
customers by neot using radio. They
positively can get more customers,
more sales and more value for their
advertising dollar by implementing
their newspaper advertising with ra-
dio on an equal basis.

Breakdown of combined results
follows:

% Dollar
% Value of
Traffic Purchases
Radio 35.1 34.4
Newspaper 29.5 27.5
Both 11.9 14.9
Other 23.4 22.9
Total 99.9 99.7
Average Daily Per Cent of Traffic
Radio 35.8
Newspaper 29.2
Both 11.6
Other 23.2
Total 99.8

Average Per Cent of Traffic by Residence

% Outside Unascer-
group, said: In City City tained

Radio should not be used haphaz- Radio 60.9 38.6 375

Newspaper 61.8 37.2 1.
ardly but on the same frequency and poip 75 31.3 1.4
continuity as any other medium. Quite  Other 62.8 36.2 0.9
PROJANSKY’S
Radio Newspaper Both Other Total
Traffic 55 38 15 37 145
% Traffic 37.9% 26.2% 10.4% 25.5% 100.0%
Nq;h Pul:chc:‘sing 2
erchandise * 16 1 6 10

% Purchasing ®

Merchandise * 29.1% 28.9% 40.0% 27.0% 29.7%
% Dollar Value
\ of Purchases * 33.0% 20.8% 19.9% 26.3% 100.0%

PER CENT OF TRAFFIC BY MEDIUM, BY DAY
Monday 24.2% 33.9% 14.5% 27.4% 100.0%
Tuesday 51.2 16.3 4.6 27.9 100.0%
Wednesday 45.0 25.0 10.0 20.0 100.0%
PER CENT OF TRAFFIC BY MEDIUM, BY RESIDENCE

In City . 60.0% 55.3% 66.7% 54.1% 57.9%
Outside City 40.0 42 33.3 45.9 4.4
Unascertained N 2.6 e : 07
Total 100.0% 160.0% 100.0% 100.0% 100.0%

* o . s
These figures include all purchases made in the survey area by customers who were inter-

viewed,

(Continued on page 61)

USSR SUPPORTS

Progressives on Dispute

THE CAUSE of the Progressive
Party in its fight to compel U. S.
radio stations to earry the accept-
ance speech of its Presidential
candidate, Vinecent Hallinan (see
story, opposite page), was unoffi-
cially embraced by the Soviet Un-
ion a fortnight ago.

Monitored Soviet broadeasts in
English to North America revealed
that the USSR had taken up the
cudgels for the party by making
capital out of the Progressives’
radio issue. Over 60 radio stations
have agreed to air transecriptions
on behalf of Mr. Hallinan. -

The Soviet observed:

The Progressive Party continues to
strive for opportunity to acquaint the
American people with its program and
candidates through . . . radio and tele-
vision. So far broadcasting companies
have refused to grant it time. A wave
of protest against the violation by the
radio and television companies of the
federal law which provides that Presi-
dential candidates should have equal
publicity opportunities compelled the
[FCC] to order (sic) the leading
broadcasting stations to aect in con-

. formity with the law. These stations,

however, continue to ignore the order.

. Baldwin [C. B. Baldwin, secre-
tary and manager of the party] said
that in one city after another they
found that either their scripts were
not broadcast or the FCC’s order had
been simply ignored.

Phelan, Graham Named

THOMAS H. PHELAN, manager
of radio technical operations for
NBC and WNBC New York, and
D. Gordon Graham, director of pro-
gram production and public affairs
for WCBS New York, have been
elected chairman and vice chair-
man, respectively, of the Downstate
Committee of the New York State
Civil Defense Radio Committee.

’ ,
I_BS M[}I_ENDUN Asks FCC Aid on Restrictions

GORDON McLENDON, president
of Liberty Broadecasting System,
which suspended operations sev-
eral months ago, has called upon
the FCC to aid revival of the net-
work by requiring Western Union
to relax restrictions on play-by-
play accounts of baseball games
and by preventing networks and
stations from accepting any ex-
clusive contracts for sports events.

Mr. McLendon made his requests
in response to an invitation from
the FCC to explain the reasons for
Liberty’s suspension.

Whether the Commission or its
staff intends to pursue the matter
could not be learned. Curtis B.
Plummer, chief of the FCC’s Broad-
cast Bureau, which normally would
handle such matters, refused to
say what, if any, action was con-
templated.

On July 22 the FCC wrote a let-
ter to Mr. McLendon saying, in
part, “. . . Your cooperation would

be appreciated in informing the
Commission as to the reason for
the suspension of Liberty’s opera-
tion and as to any other factual
data that you would care to furnish
in connection with this matter.”

On Aug. 9, Mr. McLendon replied.

He said Liberty was “forced out
of business by a conspiracy to re-
strain broadcasting within organ-
ized baseball.” Some elements of
the alleged conspiracy, he said,
“may fall without the Commission’s
jurisdiction.” But, he added, “it
would seem to me that two points
... are squarely within the province
of the FCC.”

Elaborates on Points

First, he said, is “the tariff by
which the FCC permits Western
Union, a common ecarrier, to con-
tract with organized baseball, re-
stricting its transmission of play-
by-play accounts to those radio net-
works and/or stations complying
with baseball’s illegal restrictions

BROADCASTING o

upon broadecasting of games . .. .
This tariff by which Western Union
is permitted to restrict its service
puts Western Union in a conspiracy
with organized baseball and is
against all principles of unre-
stricted service traditionally apply-
ing to common carriers.”

Second, he said, is “the exclusive
contracts for the broadecast of
sporting events and special events
now made and being made by many
networks and stations with the pro-
moters and so-called ‘owners of
the news.””

Such contracts, he said, “operate
in opposition to the Commission’s
announced policy of permitting no
exclusive contract relating to dis-
semination of the news.”

Mr. McLendon admitted the FCC
had no jurisdiction over sports pro-
moters or networks, though it could
“regulate” networks through its
jurisdiction over the mnetworks’

(Continued on page 40)
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_ POLITICAL DRIVES

By JOHN OSBON

| THE ACCENT was on the positive
| in rival political camps last week

as the Democrats and Republicans

. cleared their organizational decks

and concentrated on strategy of
pre-election campaigning.

All sights were set on Labor Day
1952, “generally accepted as the

L kickoff date for the political drives
. that will wend through radio-TV

land toward the White House.
A series of top-level discussions

. marked a week of activity in both

parties, with strategists bearing
down hard on actual campaign
planning and the role of radio and
television.

Most of the preparation was sub
rosa, however, with both camps
keeping their plans under wraps
and preferring not to tip their
hands—especially on broadcast
time commitments. The real spade
work was continuing in agency
circles—at the Joseph Katz Co.
for the Democrats and Kudner for
the GOP. There was some activity,
too, at the Senatorial and Congres-
sional levels.

Actual Figure Not Set

One fact became significantly
clear last week. Neither party is
speaking in terms of a specific
radio-TV advertising budget. Both
factions made plain they propose
to scrape up every available penny
to buy time and are prepared to
pay heavily for use of broadcast
media, especially TV. The high
cost of campaigning in this TV year
is a subject of concern among party
officials. But an outlay of $3 million
by each party has been estimated
in informed quarters. [B®T, Aug.
AN

Weekend conferences on cam-
paign planning were held with Gov.
Adlai Stevenson, Democratic Presi-
dential nominee, at his Springfield,
I1l.,, headquarters. Specifics on ra-
dio-TV were to be aired, with Ken
Fry, radio-TV director of the na-
tional committee, participating ac-
tively in discussions. Clayton
Fritchey and David Bell, two Presi-
dential assistants, flew back to
Springfield with the Governor.

Stephen A. Mitchell took over
as new national committee chair-
man, succeeding Frank E. McKin-
ney (minority stockholder in WISH
Indianapolis), who returns to pri-
vate business. Mr. Mitchell, who
conferred with President Truman
last week, said details of radio-TV
timebuying were being worked out
in Springfield. The Campaign Ad-
visory Committee was to convene
this past weekend with Mr.
Mitchell slated to attend.

His response was in answer to
a newsman’s query whether the na-
tional committee had bought time
for speeches by the President in
Milwaukee and Gov. Stevenson in
Detroit on Labor Day. Details of
Mr. Truman’s role in the campaign
had not crystalized last week,
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Parties Weigh Strategy

though he did say he was at the
disposal of the committee for
speeches. Mr. Mitchell resigned as
chief counsel of a House Judiciary
subcommittee probing the Justice
Dept. to accept the chairman’s
post. .

The appointment of Mr. Mitchell,
still subject to confirmation by the
national committee’s executive unit,
portended some changes in party
campaign organization and plan-
ning, according to some observers.
It was believed to reflect further
the avowed intention of Gov. Stev-
enson to set his own campaign
course, including frequent TV ap-
pearances.

Stevenson Drops TV Interest

Meanwhile, an amendment last
week to Sangamon Valley Tele-
vision Corp.’s application for TV
Channel 2 at Springfield, Ill., dis-
closed that although Gov. Steven-
son has personally given up his
2.5% interest in the firm [BeT,
Aug. 4], his sister’s family retains
its 7.5% holding. His sister, Eliza-
beth S. Ives, at whose home he
resides, holds 2.5% interest 1in
Sangamon Valley Television, while
his brother-in-law, Ernest L. Ives,
is secretary and 2.5% owner. The

Ives’ son, Timothy Read, holds
2.5%.
Mr. Stevenson’s 2.5% holding

was taken over by WTAX Spring-
field, increasing the station’s inter-
est to 35% in the TV applicant.
Possibility of so-called “whistle-
stop” tours by Mr. Truman were
not discussed in the White House
conference, nor was the nature of

Vice Presidential candidate (Sen.)
John Sparkman’s (Ala.) participa-
tion broached.

A similar situation prevailed at
Republican campaign headquar-
ters in Washington, D. C., with re-
spect to GOP candidate Eisenhower
and Vice Presidential nominee
(Sen.) Richard Nixon (Calif.).

The GOP has been moving slowly,
hampered partly by organizational
hurdles and getting the wheels in
motion. Campaign planning as-
pects are being cleared through
Robert Humphreys, new Republi-
can National Committee publicity
chief.

Edward T. Ingle, GOP radio-TV
director, who handled preliminary
arrangements involving radio-TV
commitments and agency liaison, is
still overseeing mechanics, coord-
inating his work with Mr. Humph-
reys. Mr. Ingle also is executive
director of the GOP National
Speakers Bureau, headed by Sen.
Karl Mundt (R-S.D.) and Rep.
Charles Halleck (R-Ind.). He is
handling requirements for any Ei-
senhower-Nixon addresses and
working on details for the cam-
paign trains.

Stanley Pratt, personal represen-
tative of National Chairman
Arthur Summerfield to Gen. Eisen-
hower, last week was active in
Washington and at the General’s
Denver headquarters. Mr. Pratt,
president and general manager of
WSOO Sault Ste. Marie, Mich.,
is devoting full time to his political
activity. He told BROADCASTING @

(Continued on page 69)

PROGRESSIVE PARTY
NBC to Air Speeches Sept. 6

PROGRESSIVE Party headquar-
ters announced last week NBC has
agreed to carry acceptance speeches
from Chicago by Vincent Hallinan
and Mrs. Charlotta A. Bass, the
party’s candidates for President
and Vice President, respectively,
on Sept. 6. Their speeches will be
heard on a simultaneous NBC
radio and TV hookup.

NBC did not carry acceptance
speeches at the time of the party’s
national convention in Chicago,
July 4-6, when speakers were Mrs.
Bass and Mrs. Vincent Hallinan,
who was substituting for her hus-
band. At the time Mr. Hallinan
was serving a term in McNeill
Island federal penitentiary for
contempt of court, but he was
scheduled to be released from
prison yesterday (Sunday).

NBC agreed to grant nationwide
network time after the Progressive
Party had protested to the FCC
[BeT, Aug. 11].

A spokesman at the party’s New
York headquarters told BROADCAST-
ING ® TELECASTING that ABC, CBS
and Mutual have agreed to pipe
in over a closed circuit the original
speeches made by Mrs. Hallinan
and Mrs. Bass to those radio sta-
tions that did not carry them last
month.

The spokesman added that ABC-
TV was scheduled to carry a tele-
cast of the original talks Friday
(Aug. 15) over KECA-TV Los
Angeles, from which kinescopes
would be made for other ABC-TV
stations. He said CBS-TV is con-
sidering coverage of the Sept. 6
speeches as is DuMont, but no de-
finite arrangements have been
made.

CAMPAIGN CATECHISM

WANT to keep out of political beartraps?

Tips to radio and TV stations in handling candidates for office, as
well as their enthusiastic supporters, are given in “A Political Broad-
cast Catechism,” new booklet just compiled and released to members by

the NARTB Legal Dept.

Designed as a guide to radio and
TV station managers during cam-
paigns, the catechism’s question-
answer contents cover frequently
recurring problems and what to
do about them. -

An astute and sometimes cau-
tious advisor, NARTB describes
some of its solutions as specula-
tive and leaves decisions up to
the judgment and discretion of
broadcasters themselves.

Some problems are tackled head-
on, such as the Communist Party
situation:

Q—“Do I have to make time
available to the Communist Party
if they demand it?”

The answer is ‘“yes” provided
the Communist Party is a legal
party in the broadcaster’s state
and provided time has been allot-
ted to candidates of other parties
for the same office. Thereupon, this

Telecasting
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McCarran Act proviso covering
required announcement preceding
a Communist speaker 1is cited,
“The following program is spon-
sored by , a Communist
organization.”

Sample treatment of this prob-
lem by a broadecaster is cited. In
this case the following announce-
ment was made before and after
the talk: “The following (or pre-
ceding) announcement has been
sponsored by the Communist Party
of the United States and is car-
ried by this station as required
by the Federal Communications
Act and by the FCC.” The broad-
caster added, “All funds received
in payment for this program have
been donated to (a local charity or
patriotic group).”

As to the rights of minority
candidates who have no hope or
possibility of being elected, the

NARTB Issues

@

booklet says: . The law re-
quires the candidates of many
splinter and lunatic fringe parties
who put forth legally qualified can-
didates for the Presidency to be
given ‘equal opportunities’ with
the candidates of major political
parties.”

NARTB’s catechism explains
that the Communications Act and
FCC rules require equal opportu-
nities for legally qualified candi-
dates, without censorship of their
material, at uniform rates com-
parable to those charged commer-
cial users.

Broadcasters and telecasters
may legally refuse time to all can-
didates, the booklet reminds. Ref-
erence is made to Section 315 of
the Act, the only statutory provi-
sion covering political broadeasts,

and to FCC rules covering the
section.
No clear-cut answer can be

given to the problem of requiring
advance scripts, according to the
manual, with legal ban against cen-

(Continued on page 61)
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THIS GROUP of CBS Radio affiliate representatives includes (I to r) Neil Cline,
sales director, WHAS Louisville; Worth Kramer, general manager, WIR
Detroit; John F. Patt, president, Goodwill Stations; Carl George, general man-
ager, WGAR Cleveland, and Gordon Gray, vice president, Goodwill Stations.

AFFILIATES of CBS Radio represented in this quartet of station officials are "
(I to r) G. L. Flambo, general manager, WQUA Maoline, Ill.; Charles Caley,

president-general manager, WMBD Peoria; Dalton LeMasurier, president,

KDAL Duluth; Herbert Ohrt, executive vice president, KGLO Mason City, -

Rival Networks’ Cuts Seen
(Continued from page 23)

tee believes that the plan, if
adopted, will stabilize radio costs,”
Mr. Fetzer said. “The overall effect
of the changes will be to strengthen
the CBS Radio network as the
lowest cost and most efficient of all
advertising media with full recogni-
tion of the tremendous audiences
delivered both day and night.”

Mr. Fetzer, who issued the state-
ment at a joint news conference
with CBS President Stanton on
Tuesday afternoon, said he thought
“a few” affiliates might not go
along with the plan, though he
was confident that a great majority
would. He said a “unanimous” mo-
tion of approval was carried after
the group had voted approval by a
majority, which was said to be
“overwhelming.”

Mr. Stanton expressed confidence
that the realigned discount strue-
ture would attract new business as
well as renewals to the extent that
sales would justify it.

He said Thursday that only two
stations had refused to sign—Good-
will Stations’ WGAR Cleveland
and WJR Detroit. Negotiations
with those two, it was understood,
are complicated by a package ar-
rangement which the stations have

had in previous affiliation contracts
but which the network thus far
has refused to extend above the
standard compensation rate.

Commenting on the Chicago de-
velopments, Paul W. Morency of
WTIC Hartford, chairman of the
all-industry Affiliates Committee,
voiced hope that the move will at
last bring stability to the radio
sales field. To the extent that it
does stabilize the industry, he said
he felt it is “okay.”

He commended the move to de-
emphasize ratings as a sales tool,
and called upon broadcasters gen-
erally to stop talking radio down,
to stay on the card, and to promote
the medium’s power as a salesman.

One of the major arguments of
those who supported the plan was
that it guarantees that the net-
work’s card rates will not be cut
for at least a year. Thus, they
felt, the move’s effects on local
and national spot rates should be
minimized. Additionally, it was
pointed out that last year’s net-
work rate cut was not carried
over into local and spot rates, and
observers were hopeful that this
much more substantial reduction,
via increased discounts, also will

have little material effect on other
radio rates.

Members of the CBS Affiliates

Committee also drew some com-
fort from the fact that the net-
work requested that the committee,
or a similar group, be continued
in office in order to advise with
the CBS officials on matters of
common interest.

This inspired an affiliate of an-
other network, referring to NBC’s
past attempts to reduce rates, to
say he hoped all networks would
take a lesson on the importance
and value of not acting unilat-
erally.

Only Temporary Expedient

Two of the stalwarts against the
plan in the opening session Tues-
day morning were Victor A. Sholis
of WHAS Louisville, who had de-
livered the keynote address at the
July session, and John Patt of
the Goodwill Stations. Both are
members of the Affiliates Commit-
tee, headed by Mr. Storer. Their
contention, it was reported after-
ward, was that the plan was a
temporary expedient that would
not solve radio’s basic problems.

The official announcement said
the Affiliates Committee had pre-
viously recommended adoption of
the plan by a 6-0 vote, with three
members abstaining. These three
were understood to have been

Messrs. Sholis and Patt, and 1. R.
Lounsberry of WGR Buffalo, who
also is chairman of the Columbia
Affiliates Advisory Board. When
that vote was taken the commit-
tee’s tenth member, Hulbert Taft
Jr. of WKRC Cincinnati,
absent.

The one-day session was not so
protracted as some members had
expected. It opened shortly after
10 a.m., broke for luncheon about

1:30 p.m. and resumed around 3 .

p.m., continuing for approximately
one hour. CBS President Stanton
and three of his associates—CBS
Radio President Adrian Murphy,

Station Relations Vice President |
Herbert V. Akerberg, and CBS

Vice President Richard S. Salant—
entered the closed session shortly
before noon.

Mr. Stanton denied afterward
that CBS Radio officials in. their
own deliberations had ever talked
of a rate cut as high as 50%.

Participants in the session said

there was no threat, among the

affiliates, to resign from the net-
work in protest against the cost
reduction.

CBS officials, in their efforts to
convince the stations that changes
were necessary, were quoted as
indicating that network operation
under existing economic conditions

was |

RELAXING during tensions of Chicago meeting are (I to r) B. G. Robertson,

assistant manager, KWKH Shreveport; Arnold F. Schoen Jr., general & com-

mercial manager, WPRO Providence; H. L. Krueger, manager, WTAG Worces-

ter, Mass.; R. B. Westergaard (seated center), vice president-general man-

ager, WNOX Knoxville; Gerald Harrison, president, WMAS Springfield, Mass.;

Walter Haase, sales manager, WDRC Hartford, ond Earl W. Winger, co-
owner, WDOD Chattanooga.

TALKING OVER a mutual subject are these officials at the Chicago gather-

ing (I to r): Walter Valerius, general manager, WELM Elmira, N.Y.; Cecil

Mastin, general manager, WNBF Binghamton, N. Y.; Clyde F. Coombs, vice

president-general manager, KROY Sacramento; Howard Lane, vice president

in charge of radio, Marshall Field stations; Harry C. Wilder, president, WTRY

Troy, N. Y., and Julius J. Brauner, secretary, CBS Inc. CBS Radio affiliates
met with network officials last Tuesday.
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not only has not been profitable but
that, unless changes were made,
CBS Radio might go into a syn-
dicated program business of some
sort, with the affiliates doing all the
selling.

Text of the “alternative rate
plans” upon which the affiliates
voted was as follows, with the
second representing the one which
will be effectuated when 85% or
more of the stations have signed
for an appropriate amendment of
their affiliation contracts:

'y “Alternative Rate Plans”

“I. CBS Proposal—35%
nighttime rates.

“II. CBS Radio Affiliates Com-
mittee’s plan:

“1. No cut in card rates for at
least one year.

“2. Additional discounts by net-
work resulting in average cost re-
duction to advertisers of 259% for
nighttime programs.

“Maximum discount to be earned
only upon 52 weeks basis.

“3. Restoration of 109% cut by
11.1% increase in daytime rates,
with affiliate receiving a 5.5% in-
crease in compensation for daytime
programs.

“4. 15% cut in station payments
to all CBS affiliates.

“5. De-emphasis of ratings as a
principal selling tool of network
radio and active participation in,
and under-writing of, a study of the
present-day status of radio listen-
ing and radio sales effectiveness.

“6. NO MORE RATE CUT
DEALS.”

The rates and compensation por-
tions of this plan were spelled out
by CBS Radio in an amendment
which its affiliates were called upon
to sign. Text of the amendment in
the form of a letter to stations, is as
follows:

cut in

Dear Sirs:
We refer to the affiliation agree-
ment with CBS Radio dated . . . re-

lating to station . . . . Such agree-
ment, including all prior amendments
thereto, is hereinafter referred to as
the subject agreement. It is hereby
agreed that the subject agreement
between us shall be amended effective
August 25, 1952 as follows:

1. The gross hourly card rates at
which CBS Radio currently sells
broadcasting time over the station
for network sponsored programs as
specified in the subject agreement
(and after giving effect to the July
1, 1951 rate reduction), shall not be
reduced by CBS Radio for a period
of 12 months from and after August
25, 1952.

2. The gross hourly network card
rate of the station for daytime broad-
casts, Monday through Friday, shall
be increased effective February 25,
1953, by an amount equal to 11.1 per
cent of the gross hourly rate now
charged for such time (i.e., thereby
restoring for those periods the 10
percent daytime rate reduction previ-
ously effected July 1, 1951), provided,
however, that for the purpose of
computing station payments under
the subject agreement, the increase
in such gross hourly network card
rate shall be disregarded and the
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rate payable by CBS Radio for each
‘convertéed hour’ in any week under
the subject agreement (on the basis
of the station’s current gross hourly
network card rates) shall be in-
creased, by an amount equal to 5.5
per cent thereof, with respect to each
‘converted hour’ of Monday through
Friday daytime programs broadcast
on or after February 25, 1953.

3. Effective August 25, 1952 the pay-
ments to be made by CBS Radio to
the station as specified in the sub-
ject agreement shall be decreased by
an amount equal to 15 per cent of the
amount otherwise computed in ac-
cordance with the provisions of said
agreement, and of paragraph number
2 of this amendment with respect to
programs broadcast on and after
February 25, 1953.

The foregoing amendment to the
subject agreement shall terminate
either (1) August 24, 1953, or (2) if
the subject agreement terminates
prior thereto, and no new affiliation
agreement is entered into with CBS
Radio relating to the station, then
on the termination date of the sub-
ject agreement, whichever is earlier,
and shall be of no force or effect
with respect to programs broadcast
by CBS Radio thereafter.

Very truly yours,

CBS Radio, a division of Co-
lumbia Broadcasting System,
Inc.

By

Vice President
Accepted and agreed to:
By:
Date:

Discussions which culminated in
the new plan were inaugurated at
the affiliates’ first convention in
July, after reports of imminent
rate cuts by CBS Radio had be-
come rampant.

Storer Incapacitation

Ironically, Mr. Storer, who had
taken the lead in calling both that
session and last week’s, was not
able to take part in either of the
conventions, although he figured
prominently in between-sessions
negotiations and planning.

He became suddenly deaf follow-
ing his arrival in Chicago Monday
night, and on doctors’ orders was
forced to forego participation in
the meetings. The deafness, ex-
pected to be temporary, was at-
tributed in part to Mr. Storer’s
heavy schedule of business activi-
ties, and partly to his flight to Chi-
cago at a relatively high altitude.

Mr. Storer had had to miss the
original convention because of the
death of a sister.

The plan was evolved by Mr.
Storer’s committee following
lengthy negotiations with network
officials. The committee, which is
being continued in office at the
network’s request, consists of
Chairman Storer and Messrs. Fet-
zer, Patt, Sholis, Taft, and Louns-

berry; Kenyon Brown, KWEFT
Wichita Falls, Tex.; Saul Haas,
KIRO Seattle; Ray Herndon,

KTRH Houston; and William
Quarton, WMT Cedar Rapids. John
Poole, counsel for Storer Broad-
casting, attended both conventions
as counsel for the affiliates com-
mittee.

On hand for CBS at the Chicago
meeting were Messrs. Stanton,

® Telecasting

ONE-TIME OPPONENTS in the fight

to break down clear channel sta-
tions—E. B. Craney (l), president,
Ed Craney station group, and Victor
Sholis, vice president and director,
WHAS Louisville and former director
of Clear Channel Broadcasting Serv-
ice—discuss a common cause at the
meeting of CBS Radio affiliates in
Chicago.

Murphy, Salant, and Akerberg;
Julius F. Brauner, secretary and
general attorney of CBS; William
Shudt, national director of station
relations for CBS Radio; E. E.
Hall, CBS Radio’s -sales service
manager; Ole Morby, western di-
vision station relations manager
for the network; Ed DeGray and
Ed Scovill, CBS Radio station re-
lations representative, and George
Crandall, CBS Radio director of
press information. ’

VALUE OF RATINGS

Deprecated in Sales Pitch

CBS Radio’s “de-emphasis” of pro-
gram ratings as a sales tool ap-
peared to be in swing last week.

Whether there was a connec-
tion or not, on Wednesday, the day
after the ‘“de-emphasis” was ap-
proved by affiliates as part of the
network’s new rates-and-discounts
plan (see adjacent story), sales
extension director Edward F.
Lethen Jr. sent letters to adver-
tisers and agencies pointing out
that low ratings ‘“do not neces-
sarily mean low sales impact.” He
continued :

“A large advertiser who spends
a})out $1,400,000 a year in maga-
zines and a little less in radio of-
fers booklets to those interested.
Radio is producing over three times
as many inquiries as magazines.
Part of the radio money goes for
spots and part for the network,
with similar commercials in each.

“The Network Nielsen Ratings
has never been as high as the aver-
age of CBS Radio network spon-
sored programs, and is frequently
among the lowest.

“This advertiser has been suc-
cessful because he has ignored rat-
ings and paid close attention to
results. 'We might all be more
successful if we followed his
example, regardless of the mediums
we use. Whether you want high
ratings or high sales, or both, the
CBS Radio network will best serve
your purpose.”

Registration at CBS Radio Affiliates Meeting

REGISTRANTS at the meeting of
CBS Radio affiliates in Chicago
last Tuesday, when a plan was ap-
proved which would give most
nighttime advertisers a 25% cut
in time costs, included the follow-
ing (listed alphabetically by call
letters) : ’

Frank Reardon, KBOW Butte, Mont.;
John W. Boler, KCJB Minot and KSJB
Jamestown, N. D.; Dalton LeMasurier,
KDAL Duluth, Minn.; W. Whillock,
KDSH Boise; J. P. Wilkins, KFBB
Great Falls, Mont.; Frank V. Webb,
KFH Wichita; Herbert R. Ohrt, KGLO
Mason City, Iowa; A. J. Mosby, KGVO
Missoula, Mont.; R. Lee Black, KIMA
Yakima, Wash.; Saul Haas, KIRO
Seattle.

William V. Hutt, KLRA Little Rock,
Ark.; Kenyon Brown, KLYN Ama-
rillo and KWFT Wichita Falls, Tex.;
Hugh B. Terry, KLZ Denver; George
J. Higgins, KMBC Kansas City, Mo.;
Howard Lane, KOIN Portland, Ore.;
%qzeph Bernard, KOMA Oklahoma

Ly

Charles H. Garland, KOOL Phoenix;
Robert J. Dean, KOTA Rapid City,
S. D.; Clyde W. Rembert, KRLD Dal-
las; Robert Dillon and Luther Hill,
KRNT Des Moines and WNAX Yank-
ton, S. D.; Dorrance D. Roderick,
KROD El Paso; Clyde F. Coombs,
KROY Sacramento; Austin A. Harri-
con, KSWM Joplin, Mo.; Ray Hern-
don, KTRH Houston.

Charles D. Lutz, KTSA San Antonio;
G. Pearson Ward, KTTS Springfield,
Mo.; John Esau, KTUL Tulsa and
KFPW Fort Smith, Ark.; B. G. Rob-
ertson, KWKH Shreveport, La.; Ed

.Craney, KXLY Spokane, Wash.

Allen T. Simmons, WADC Akron;
R. B. McConnell, WANE Fort Wayne;
C. L. Baker, WBAT Marion, Ind. W. I.
Orr and Geer Parkinson, WBNS Co-

lumbus, Ohio; Charles H. Crutchfield,
WBT Charlotte, N. C.; L. W. Mil-
WCAO Baltimore; Jack De-
WCAU Philadelphia; John T.

bourne,
Russy,

Gelder Jr., WCHS Charleston, W. Va.;

Gilmore Nunn, WCMI Ashland, Ky.

John M. Rivers, WCSC Charleston,
. C.; L. S. Mitchell, WDAE Tampa;
Robert J. Burow, WDAN Danville,
Ill.; John W. Harkrader, WDBJ Roa-
noke, Va.; W. G. McBride, WDBO
Orlando; Earl W. Winger, WDOD Chat-
tanooga; W. B. Haase, WDRC Hart-
ford, Conn.; Marc Howard, WDWS
Champaign, Ill.; Walter Valerius,
WELM Elmira, N. Y.

S. Woodworth, WFBL Syracuse;
W. F. Kiley, WFBM Indianapolis;
Creighton Gatchell, WGAN Portland
and WGUY Bangor, Me.; John F. Patt
and Carl E. George, WGAR Cleve-
land; I. R. Lounsbery and Leo J. Fitz-
patrick, WGR Buffalo; Victor Sholis,
WHAS Louisville.

Gunnar R. Wiig, WHEC Rochester;
R. H. Moody, WHIO Dayton; Humboldt
Greig, WHUM Reading, Pa.; Ben
Ludy, WIBW Topeka; Elliot Stewart,
WIBX Utica, N. Y.; John Jeffrey,
WIOU Kokomo, Ind.; Harry Peck,
WISN Milwaukee; John E. Fetzer,
WJEF Grand Rapids and WKZ0O Kala-
mazoo; Joe L. Smith Jr. and Mrs. Vir-
ginia N. Cooper, WJLS Beckley, W.
Va.; Worth Kramer and Gordon Gray,
WJR Detroit.

W. P. Williamson Jr., WKBN Youngs-
town, Ohio; Joseph K. Close, WKNE
Keene, N. H.; Stuart Watson, Mike
Henry, WKOW Madison; Hulbert Taft
Jr., WKRC Cincinnati; Frank Con-
nell, WKRG Mobile; F. C. Sowell,
WLAC Nashville; William Craig and
Don Burton, WLBC Muncie, Ind.;
Gerald Harrison, WMAS Springfield,
Mass.

Frank Crowther, WMAZ Macon, Ga.;
Charles Caley, WMBD Peoria, Ill.;

(Continued on page 105)
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“WTOP INC. PLANS

$2 Million Radio-TV Structure

PLANS for construction of a $2
million .building to accommodate its
combined radio-TV facilities under
one roof were announced last
Thursday by WTOP Ine. (WTOP-
AM-FM-TV Washington, D. C.)

The new five-story structure, for
which WTOP executives hope to
break ground momentarily, is
slated for completion in the sum-
mer of 1953. It will house all
facilities and personnel of WTOP
radio and television operations,
save a 50 kw AM radio transmitter
at Wheaton, Md.

The building will be erected at
40th & Brandywine Sts., NW, in
Washington, site of present TV
studios and WTOP-TV transmit-
ter. The announcement points up a
remedy for a situation dating back
to the time when WTOP Inc. fa-
cilities were spread out in four dif-
ferent locations. Radio studios and
executive offices of WTOP Inc. and
CBS radio-TV newsrooms are now
located in the Warner Bldg., 13th
& E Sts.,, NW, in downtown Wash-
ington.

This move by WTOP Inc., owned
55% by the Washington Post and
45% by CBS, is part of the net-
work’s broad expansion program
involving new building construc-
tion in New York, Los Angeles and
Chicago.

In announcing plans for the new
structure, John S. Hayes, WTOP
Inc. president, noted that the Na-
tion’s Capital and its surrounding
area are perhaps the most impor-
tant in the world for radio and
television broadcasters. He prom-
ised that the new air-conditioned
building would be the “most mod-
ern center of broadeast commu-
nications in the world.” The CBS
Washington radio-TV outlets plan
to use the studios for originating
a number of key programs (panel
and forum discussions, ete.) to CBS
Radio and Television.

MEMBERSHIP COMMITTEE

Set for NARTB Dist. 6

MEMBERSHIP committee repre-
senting NARTB District 6 (Ark.,
La., Miss., Tenn.) was announced
last week by William T. Stubble-
field, NARTB station relations di-
rector. Chairman is Ray Herndon,
KTRH Houston.

Members of the committee,
named by Henry B. Clay, KWKH
Shreveport, La., district director,
are:

Arkansas—Storm Whaley, KUOA Si-
loam Springs; Jay P. Beard, KBTM
Jonesboro; Emil Pouzar, KXLR Little
Rock; KFSA Fort
Smith.

Louisiana—Tom Gibbons, WAFB Ba-
ton Rouge; James E. Gordon, WNOE
New Orleans; George Thomas, KVOL
Lafayette.

Mississippi—Hugh O. Jones, WGCM
Gulfport; Joseph Carson, WMOX Me-
ridian; Paul Schilling, WNAT Natchez;
Robert Evans, WELO Tupelo.

Tennessee — Parry Sheftall, WJZM
Clarksville; Frank Proctor, WTJS
Jackson; John Hart, WBIR Knoxville;
J. B. Thomas, WHIN Gallatin.
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Weldon Stamps,

BLUEPRINT of proposed new $2 million building to house combined facili-
ties of WTOP-AM-FM-TV Washington is shown in this architects’ sketch.
Plans call for five-story 60-ft. structure with 100,000 square ft. of floor
space. Project will provide for FM and TV transmitters, three TV and five
radio studios, audience seating capacity, film processing and editing facili-
ties, dressing rooms and a garage for radio-TV moblie units as well as offices
for WTOP Inc. personnel and news staffs of CBS Radio and Television net-

works
rooms.

Added features will be a snack bar, employes’ lounge and locker
Two of the TV studios will be erected to hold audiences of over 200

people, with accommodations for 80 more guests in observation galleries.
Clyde M. Hunt, vice president in charge of engineering for WTOP Inc., is

supervising project.

Architects are Faulkner,

Kingsbury and Stenhouse,

Washington.

ABC-UPT Merger

MERGER of ABC and United
Paramount Theatres Ine. was ap-
proved last week—by the American
Civil Liberties Union.

In a letter to FCC Chairman
Paul A. Walker, ACLU Executive
Director Patrick Murphy Malin
said that “no valid objection on

civil liberties grounds can be raised

to the contemplated merger.”

ACLU APPROVES F
:

The civil liberties organization, "

which has had an observer sitting
in on the 90 days of hearings, said

that arguments against the merger
were outweighed by the probable .

strengthening of ABC which would
insure “greater diversification of
communication and inereasing com-
petition between the American
Broadcasting Co. and its two prin-
cipal competitors,” CBS and NBC.

Theoretically there might be a
conflict of interest between thea-
tre exhibition and TV, Mr. Malin
said. But practically, he added, it
was difficult to think of any specific
situation.

Decision to “approve” the ABC-
UPT merger was made by ACLU’s
radio committee and board of di-
rectors, Mr. Malin informed Chair-
man Walker.

PARAMOUNT

WHETHER the Paramount hear-
ing—involving the merger of ABC
with United Paramount Theatres
Inc.—continues for another “sev-
eral months” or is concluded im-
mediately was put directly up to
FCC Hearing Examiner Leo Res-
nick last week.

Mr. Resnick immediately sched-
uled a further meeting of attor-
neys in the combination case for
Aug. 20.

It is believed it will be up to FCC
Hearing Division Chief Frederick
W. Ford to convince Mr. Resnick
additional testimony is essential to
the record and that it will not un-
duly delay completion of the seven-
month-old hearing.

In a “Memorandum Opinion and
Order” issued last week, the Com-
mission told Mr. Resnick that al-
though it wanted the hearing ex-
pedited, he would have to decide
whether to keep proceedings going
to permit testimony regarding anti-
trust activities since August, 1948.

The Commission also told the
hearing examiner that its Aug. 1
ruling applied to the Scophony
case.

Both decisions were in answer to
Mr. Resnick’s request for clarifica-
tion of the Commission’s Aug. 1
order that evidence about anti-
trust violations prior to August
1948 should be deleted from the
record [BOT, Aug. 11, 4]. The
FCCs Aug. 1 order was in re-
sponse to formal petitions by ABC,
UPT, Paramount Pictures and
CBS.

There had been some thought
that the Commission’s action in

establishing a three-year cutoff for
anti-trust evidence did not apply
to the Scophony testimony. This
was because the Commission ex-
empted from the cutoff date any
anti-trust activities involving “ra-
dio communications.”

Scophony testimony dealt with
activities of Paramount Pictures
in the development of the Skiatron
system of TV reception and asso-
ciated apparatus.

The tri-partite ownership of Sco-
phony Corp. in the early 1940s com-
prised Paramount Pictures and
General Equipment Corp., each
owning 25%, and parent Buritish
Scophony the remaining 50%.

The combination was broken up
by a consent deeree in 1946 after
an anti-trust suit was filed by the
Department of Justice.

Introduce Later Testimony

Since the bulk of the FCC coun-
sel’s case has been on the anti-
trust activities of Paramount Pic-
tures prior to the August 1948 cut-
off date, Mr. Ford had asked that
he be permitted to introduce testi-
mony concerning anti-trust viola-
tions occurring since then.

He estimated he would need a
month for investigation and “sev-
eral months” to put his case into
the record, if his request were
granted.

Among the more recent anti-
trust cases which FCC counsel has
in mind are the 16mm film com-
plaint [BeT, July 28, et seq.], the
Madison Square Garden suit [BeT,
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March 24] and the National Screen
Service Corp. complaint [BeT,
May 12].

Some 234 anti-trust suits were
filed against Paramount Pictures

between September 1948 and the |

end of 1951.

At a one-day hearing last week,
Mr. Resnick told attorneys he
would expect proposed findings
within 30 days after the close of
the hearing. He also stated he
would order proposed findings on
the DuMont-Paramount Pictures
control issue within 20 days after
the end of the hearing.

There will be no extensions, Mr.
Resnick emphasized.

One of the issues in the com-
bination Paramount case is whether
Paramount Pictures controls Allen
B. DuMont Labs. through 299
stock ownership of the latter com-
pany.

Other issues in the case involve
the sale of WBKB (TV) Chicago
to CBS following the merger ap-
proval, renewal of the license of
KTLA (TV) Los Angeles to Para-
mount Pictures and several sub-
sidiary elements.

Meanwhile, DuMont petitioned
the FCC last week to have the
three-year cutoff provision applied
to the control issue.

DuMont also asked that the Com-
mission rule that (1) its Aug. 1
order does not apply to non-li-
censees UPT and the merged ABC-
UPT company (American Broad-
casting-Paramount Theatres Inec.),
and (2) the credibility of witnesses

(Continued on page 65)
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. The Greatest TV Buy
0f the Year...Collegiate

AT R A huge audience
of the Week” for any product
LR, in any TV market

at low cost

Here’s the hard hitting, fast selling package—Aill American Colle- |

FlLM ED 0 N S ATU RD AY giate Game of the Week brings you this season’s 11 top football i

X e games PLUS the Season’s Highlights in Review, PLUS a Rose ‘-ﬂ H'
REA DY TO BU I LD SALES Bowl Preview. All American Game of the Week is television’s 1

; ; . ‘ ' finest, fastest selling sports program — produced by Sportsvision,
IN ANY 'l'v M ARKET Inc. —featuring such outstanding teams as Texas, Notre Dame, |
Stanford, Michigan, Penn State, UCLA, Maryland, Alabama, |

USC, Tennessee, Northwestern, Duke, Minnesota, Nebraska, f!

AS EARLY AS TUESDAY Jumviecanpes i
WI R E c 0 I.I-E c T For information and preview print I

j! FIRST GAME: SEPTEMBER 20
Consolidated Television Sales

DISTRIBUTORS OF FILM FOR TELEVISION

25 VANDERBILT AVENUE, NEW YORK CITY 17, NEW YORK
SUNSET AT VAN NESS, HOLLYWOOD 28, CALIFORNIA
520 NORTH MICHIGAN AVENUE, CHICAGO 11, ILLINOIS
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IWCCO-TV too!

<

\

Now WCCO has a sister station. On August 16
WTCN-TV became WCCO-TV under common ownership*
with WCCO radio.

- So WCCO-TV with new maximum antenna facilities under

construction and maximum 100,000 watts power
applied for is the logical broadcasting companion of
WCCO’s clear channel 50,000 watt voice in the Northwest.

Separate station management and sales have been

set up for Radio and Television. CBS Radio Spot Sales
continue as National Representatives for WCCO Radio with
Phil Lewis as station Salesmanager. Robert Ekstrum is

Salesmanager for Television with Free and Peters as

National Representatives for WCCO-TV.

Rate cards now in effect make these stations the top

buys in the Twin City and Northwest market.

*Midwest Radio-Television, Inc.
W. J. McNally, Chairman of the Board

Robert Ridder, President

F. Van Konynenburg, Executive Vice President and
General Manager

Basic CBS Affiliates
MINNEAPOLIS — SAINT PAUL

NATIONAL REPRESENTATIVES
FREE & PETERS FOR TELEVISION
RADIO SPOT SALES FOR RADIO




IDAHO RADIO HOMES

RADIO SET ownership in 96.5%
of Idaho homes is shown in the
decennial U. S. Census, according
to figures compiled from the hous-
ing census and just made available
by the Census Bureau. Census
data were collected in April 1950.

Among cities, the highest rate
of set ownership was found in
Moscow, amounting to 98.99% of all
homes in the city. Two other cities
had rates of 989 or better—Poca-
tello with 98.29% and Twin Falls
with 98.19..

Practically every home in Frank-
lin County was radio-equipped,
the Census Bureau finding an own-
ership rate of 99.69%.—2,435 of
2,445 homes. Not far behind was
Madison County with a rate of
98.5%, followed closely by Oneida
County with 98.8%.

With no TV stations in Idaho,
the state showed a TV homes per-
centage of 0.5%. This figure was
compiled at a time when there
were fewer than five million sets
in the nation compared to the pres-
ent 18-million set circulation.

Statistics in adjacent table
are extracted from a final re-
port of the 1950 Census of
Housing, Series H-A, No 12,
for Idaho, which will be
available in about six weeks
from the Superintendent of
Documents, Washington 25,
D. C., at 35¢ per copy.

Statistics on distribution of
the population in Idaho are
presented in a final report
of the 1950 Census of Popula-
tion, Series P-A, No. 12, now
available from the Superin-
tendent of Documents at 20¢ a
copy. Descriptions and maps
of “urbanized areas” are pre-
sented in this report.

Statistics on characteristics
of the population in Idaho
are presented in a final re-
port of the 1950 Census of
Population, Series P-B, No.
12, available from the Super-
intendent of Documents, at
40¢ a copy. Descriptions of
Standard Metropolitan
Areas, if any, 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 con-
i tains at least one city of 50,-
000 or more and includes sur-
rounding closely settled in-
corporated and unincorpor-
ated areas.
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96.5% Density

RADIO AND TELEVISION—1950 U. S. CENSUS OF HOUSING--IDAHO

‘ RADIO | TELEVISION
With Radio With TV
< 1950
Area 2 l e a2 ,_—..—| - » | E
5 | 9F o.2 H = » 9.2 ® | 8
-2 I 5= " 2t a @ X 2T -] o
T2 (T3ee| ES £ O \e5E| ES | E .
0 ‘ So3E 52 5 . >G50 28 1 3135
=02 |=0TD> z - 4 & -xX Z. | Z o
THE STATE 188,328 169,110 167,360 161,570 96.5 118,824 166,825 770 0.5
No. S.M.A.
URBAN PLACES
Boise City 11,969 11,386 11,185 10,950 97.9 6,984 11,115 40 04
Caldwell 3,602 3,377 3,305 3,205 97.0 1,875 3,305 20 0.6
Couer d’'Alene 4,280 4,011 3,955 3,850 97.3 2,885 3,950 5 04
Idaho Falls 5,777 5,538 5,505 5,335 96.9 3,361 5,485 5 0.1
Lewiston 4,506 4,345 4,340 4,155 957 2,934 4,340 10 0.2
Moscow 2,847 2,743 2,730 2,700 98.9 1,729 2,740 5 02
Nampa 5,348 5,006 4,885 4765 97.5 2,074 4,865 25 0.5
Pocatello 7,882 7,397 7,335 7,205 98.2 4,544 7,340 20 03
Twin Falls 5,836 5,617 5,555 5,450 98.1 3,026 5,525 5501
COUNTIES
Ada 23,014 21,596 21,290 20,845 979 12,535 21,210 65 0.3
Adams 1,170 1,006 1,015 960 94.6 685 1,005 5 05
Bannock 12,404 11,425 11,335 11,005 97.1 7,844 11,345 45 04
Bear Lake 2,158 1,920 1,950 1,895 97.2 1,804 1,930
Benewah 2,399 1,940 1,900 1,805 95.0 1,693 1,890 2
Bingham 6,244 5,804 5,735 5,455 95.1 4,206 5715 15 0.3
Blaine 1,951 1,506 1,415 1,335 943 1,166 1,400 25 1.8

Boise 718 587 555 510 91.9 510 560 5 0.9

Bonner 5,774 4,577 4,505 4,240 94.1 3,408 4490 20 04
Bonneville 8,867 8,252 8,095 7,870 97.2 5,487 8,070 25 0.3
Boundary 1,958 1,730 1,670 1,550 92.8 1,331 1,660

Butte 849 737 700 645 92.1 382 695

Camas 384 321 305 @ 290 95.1 325 300

Canyon 16,499 15,383 15,175 14,735 97.1 9,578 15,140 120 0.8
Caribou 1,652 1,500 1,485 1,460 98.3 544 1,485 15 1.0
Cassia 4,428 3,938 3,945 3,810 96.6 2,898 389 30 038
Clark 360 264 305 290 95.1 230 310 10 3.2
Clearwater 2,519 2,307 2,285 2,030 8838 1,728 2,280 5 0.2
Custer 1,139 962 930 845 90.9 746 915 5 03
Elmore 2,722 2,024 1,980 1,845 93.2 1,219 1,985 5 03
Franklin 2,698 2,474 2,445 . 2,435 99.6 2,165 2435 10 04
Fremont 3,038 2,534 2,465 2,390 97.0 2,039 2460 15 0.6
Gem 2,808 2,602 2,585 2,505 96.9 2,120 2,590 5 02
Gooding 3,362 3,110 3,110 3,020 97.1 1,967 3,100 25 0.8
Idaho 3,759 3,324 3,265 3,000 91.9 2,697 3,270 10 0.3
Jefferson 2,801 2,653 2,665 2,585 97.0 2,153 2660 10 04
Jerome 3,613 3,336 3,295 3,230 98.0 2,053 3,280 40 1.2
Kootenai 10,038 7,798 7.715 7,450 96.6 5,683 7,685 15 0.2
Latah 6,168 5,862 5,835 5,690 97.5 4,695 585 15 03
Lemhi 12,238 1,902 1,850 1,690 91.4 1,349 1,825 10 05
Lewis 1,392 1,243 1,250 1,185 94.8 1,142 1,250 15 1.2
Lincoln 1,230 1,168 1,155 1,100 95.2 882 1,155 5 04
Madison 2,506 2,301 2,250 2,225 98.9 1,813 2,245 30 1.3
Minidoka 2,864 2,713 2,705 2,665 98.5 2,174 2,700

Nez Perce 7,485 7,059 7,030 6,725 95.7 4,751 7,025 15 0.2
Oneida 1,548 1,217 1,210 1,195 98.8 1,143 1,210 10 038
Owyhee 2,139 1,780 1,780 1,645 924 1,006 1,780 20 1.
Payette 3,944 3,569 3,560 3,485 97.9 2,230 3,555 30 0.8
Power 1,289 1,119 1,115 1,045 937 839 1,120 5 04
Shashone 7,224 6,640 6,650 6,445 96.9 5,382 6,620 25 0.5
Teton 219 779 - 760 730 96.1 655 760

Twin Falls 13,229 12,362 12,285 12,025 97.9 8,672 12,200 25 0.2
Valley 1,950 1,213 1,220 1,170 95.9 907 1,185 10 038
Washington 2,837 2,573 2,585 2,515 97.3 1,988 2,585 30 1.2
Yellowstone National

Park (part)

ASA UNIT REVIEWS |

Recommendations to CCIR

NEW STANDARDS covering
sound reproduction on disec and
tape, with worldwide adoption en-
visioned, were reviewed Wednesday
and Thursday at meetings of two
industry - government committees!|
at NARTB headquarters, Washing- |
ton.

Group Z-57 of the American
Standards Assn., of which Neal
McNaughten, NARTB engineering
director, is chairman, met Wednes-
day to examine sound recommenda- .
tions to be taken up late this month
at Geneva by Study Group 10 of
International Radio Consultative |
Committee (CCIR). Represented on’
the group are NARTB, Institute of
Radio Engineers, Radio-Television
Mfrs. Assn., Navy and Audio En-
gineering Society.

U. S. Preparatory Group 10 on
broadecasting, a CCIR unit, met
Thursday. Mr. McNaughten is
chairman of this group as well as
the international CCIR group. Re-
ports and comments submitted by
the ASA group were adopted. No
proposed standards came out of the
ASA meeting.

The CCIR group finalized reports
on high-frequency broadcast direc-
tive antenna systems and use of
more than one frequency per pro-
gram in high-frequency broadeast-
ing. Single-side band sound broad-
casting problems were studied
along with reception of high-fre-
quency broadcasts with synchron-
ized transmitters.

The two meetings provide the
basis of the U. S. position when the
CCIR Study Group 10 meets in
Geneva Aug. 25. Mr. McNaughten
will leave shortly for Geneva.

Seymour H. Rothschild

FUNERAL services were
ducted Tuesday for Seymour H.
Rothschild, 44, executive vice presi-
dent of Edwin I. Guthman & Co.,
Chicago radio, TV and electronics
parts manufacturing firm. He died
Aug. 10 in his Highland Park, Ili.,
home.

CANADIAN Broadcasting rar;: board of governors, at
its last meeting in Ottawa es (I to r): Seated, F. J.
Crawford, Toron Rene Morin, vice chairman, Montreal;
A. D. Dunton, man, Oitawa; Dean A. Pouliot, Que-
bec; Mrs. Ma Farr, Victoria. Standing, W. H.

Phillips, Ottawa; J. F. Tripp, Oxbow, Sask.; R. J. Fry,

Winnipeg; Dr. G. Douglas Steel, Charlottetown.

from meeting of the 11-member CBC board were Prof.

J. A. Corry, Kingston, Ont., and Gordon A. Winter, St.
John’s, Newfoundland.
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privileged to view both political conventions
on 40 well-spaced TV sets. People from all
walks were most grateful for this gesture of
public service from Station KANS.

ELEVEN DAYS AND TEN NIGHTS
OF NEAR PERFECT RECEPTION

Skilled engineers were right on the beam.
The reception was perfect.

KANS is first in Public Service and that's
another reason why your message on KANS
will get results. You reach that segment of
audience with money and inclination to
respond. Ask for proof. ;

IN WICHITA |
NBC SINCE 1936 i

CALL YOUR TAYLOR CO. MAN
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ABBOTT & COS

SELL FOR YOU IN
YOUR INDIVIDUAL
TV MARKETS!

But only if you act fast! For here’s a brand-new series of

half-hour programs, all expressly filmed for television .
starring the unequalled antics of Abbott & Costello . . and
ready for immediate sponsorship by national, regional, and

local advertisers on a market-by-market basis.

You’ll find “The Abbott & Costello Show” is the kind of
high-rating entertainment that viewers will look forward
to every week. It combines the unrepressed, wholesome
comedy of these two favorite funnymen with the able
directing of Jean Yarbrough, acknowledged master in his
field, and the top TV scripting of Sidney Fields and
Eddie Forman.

For all the facts—including costs and a preview of
“The Abbott & Costello Show”— phone or wire the nearest
of these nine conveniently-located MCA-TYV offices. }
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ELLO Are reapy 10

HOW SUCCESSFUL CAN YOU GET?

Well, if you know Abbott & Costello (and who doesn’t?),
these phenomenal achievements won’t surprise you —

. . their ever-increasing popularity en the stage, screen, radio . .
mow reaffirmed more conclusively than ever over the perfect
medium for their inimitable zaniness — television!

.. their Hollywood record of 29 consecutive box office hits,
grossing almost $60,000,000 in the last ten years —and soon
to be topped by their latest and greatest film, “Abbott &
Costello Meet Captain Kidd” (for December release,
incidentally).

.. their four solid years of nationwide sponsorship on radio
by the R. J. Reynolds Company, one of America’s largest
and most successful advertisers.

and — their repeated smash appearances during 1951-52 on
the Colgate Comedy Hour . . . with an average TV Nielsen-
rating of 45.2 and a spectacular share of audience that

has zoomed as high as 73.2%!

WHAT A PAIR TO HAVE SELLING FOR YOU!!

NEW YORK: 598 Madison Avenue—PLaza 9-7500

CHICAGO: 430 North Michigan Ave.—DElaware 7-1100
BEVERLY HILLS: 9370 Sarnta Monica Blvd.—CRestview 6-2001
SAN FRANCISCO: 105 Montgomery Street—EXbrook 2-8922
CLEVELAND: Union Commerce Bldg.—CHerry 1-6010
DALLAS: 2102 North Akard Street—CENtral 1448

DETROIT: 1612 Book Tower—WOodward 2-2604

BOSTON : 1044 Little Building—LIberty 2-4823
MINNEAPOLIS : Northwestern Bank Bldg.—LINcoln 7863

DISTRIBUTORS OF AMERICA’S FINEST TV SHOWS FOR LOCAL ADVERTISERS

BROADCASTING ® Telecasting August 18, 1952 ©® Page 37
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NARTB District Meeting Schedule

Date Dist. Hotel City
Aug.
18-19 7 Statler Cleveland
21-22 8 Grand Macki}?ac Island,
icn.
25-26 11 Duluth Duluth, Minn.
28-29 17 Multnomah Portland, Ore.
Sept. .
4-5 15 Mark ° San Francisco
Hopkins
8-9 16 Del Coronado Beach,
Coronado Calif
11-12 14 Cosmo- Denver
politan .
15-16 12 Lassen Wichita
18-19 13 Texas Ft. Worth
22-23 10 The Elms Excelsior
Sorings. Mo.
95-26 9 Plankinton Milwaukee
Oct.
2-3 4 Carolina Pinehurst, N. C.
6-7 5 Biltmore Atlanta
9-10 6 Peabody Memphis
13-14 3 Penn- Harrisburg, Pa.
Harris
16-17 2 Westchester Rye, N. Y.
Country
Club
20-21 1 Statler Boston -
Aug. 17-24: Educational _Television

Workshop, Iowa State College, Ames,
Iowa.

Aug. 18: BAB Sales Clinic, San Antonio.

Aug. 21-23: Georgia Assn. of Broad-
casters, Gen. Oglethorpe Hotel, Sa-
vannah.

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.

Aug. 27-29: Institute of Radio Engi-
neers, West Coast show and conven-
tion, Long Beach, Calif. _

Sept. 4-6: Board of Governors, Cana-
dian Broadcasting Corp., Radio Ca-
nada Bldg., Montreal.

Sept. 5: BAB Sales Clinic, Chicago.

Sept. 8: BAB Sales Clinic, Cincinnati.

Sept. 10: BAB Sales Clinic, Louisville.

Sept. 11-13: Western Assn. of Broad-
casters annual meeting, Banff Springs
Hotel, Banff, Alta.

Sept. 12: BAB Sales Clinic,” Nashville.

Sept. 12-13: Advertising Federation of
America District 7, Thomas Jefferson
Hotel, Birmingham, Ala.

Sept. 12-14: N. Y. State Chapter of
American Women in Radio and TV
annual meeting, Cornell U., Ithaca,

Sept. 15: BAB Sales Clinic, Little Rock.

Sept. 17: Texas Assn. of Broadcasters,
semi-annual meeting, Fort Worth.

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

Sept. 19: BAB Sales Clinic, Atlanta.

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

Sept. 22-25: National Electronic Dis-
tributors Assn. convention, Atlantic
City, N. J.

Sept. 25-27: Television Authority spe-
cial convention, New York.

Sept. 28-30: Adv. Fed. of America, 10th
District meeting, Mayo Hotel, Tulsa.

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

Sept. 29-Oct. 1: National Electrenies
Conference, eighth annual confer-
‘ence, Sherman Hotel, Chicage.

Oct. 6-10: Society of Motion Picture &
Television Engineers, 72d semi-an-
nual convention, Washington.

Oct. 9-10: AAAA Central Council fall
regional convention, Drake Hotel,
Chicago.

Oct. 11-13: Women’s Adv. Clubs annual
Mid-West inter-city conference, Ho-
tel Morton, Grand Rapids, Mich.

Oct. 12-15: AAAA, Pacific Council an-
nual convention, Arrowhead Springs
Hotel, San Bernardino, Calif.

Oct. 13-14: Engineering Conference,
Central Canada Broadcasters Assn.,
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FRS REPORT

CONSUMERS continued to buy
automobiles and other durable
goods “at very high rates” in 1951
and are purchasing new model TV
sets this year to replace postwar
acquisitions, according to the Fed-
eral Reserve System’s board of
governors.

In a “1952 Survey of Consumer
Finances,” released Friday, the
board studied purchases of durable
goods and houses in 1951 and
“planned purchases” for the cur-
rent year.

Ownership of television re-
ceivers “is still far from general,
despite substantial purchases,” the
survey noted. Purchases of radio-
TV sets in 1951 remained about
equal to those the previous year,
it reported.

“Turning to prospective pur-
chases, the survey predicted 1952
would find 33 of every 100 spend-
ing units buying new TV sets in
the $5,000-a-year-and-over salary
bracket. Other data showed TV set
purchase prospects of 23 per 100
buyers in the $4,000-4,999 bracket;
20 in the $3,000-3,999; 13 in the
$2,000-2,999; 6 in the $1,000-1,999,
and 5 in the below-$1,000-a-year
group.

For 1951 the survey found 43 of
every 100 buyers in the $5,000-
and-over group bought TV sets.
Only notable departure was in the
$4,000 -4,999 and 3,000 -3,999
brackets. Ratio was 17 per 100
to 21 per 100, respectively, buying
TV sets in these income groups.
The same apparent paradox was
noted for 1950 and 1949.

Planned purchases for 1952 were
estimated for radio receivers at
600,000 (or 1.2% of all buying
units), with median expenditure
of $40. Planned TV set purchases
were placed at 2.9 million (or 5.6%
of spending units), with a median
outlay of $300.

Median outlay for actual pur-
chases of telesets ranged from $300
in 1951 and 1950 to $330 in 1949.
Actual TV buyers approximated

Royal Connaught Hotel,
Ont.

Oct. 17-19: Southeastern District, Na-
tional Assn. of Radio Farm Directors
convention, Winston-Salem,

Oct. 20: Theatre TV hearing begins,
EEE.

Hamilton,

Oct. 20-21: Adv. Fed. of America Fifth
District meeting, Ft, Hayes Hotel,
Columbus, Ohio.

Oct. 20-23: Financial Public Relations

Assn. annual convention, Coronado,
Calit

Oct. 20-22: IRE-RTMA Annual Meet-
ing, Hotel Syracuse, Syracuse, N. Y.
Oct. 28-29: AAAA Eastern Conference
(New York, New England & Atlantic
Councils) fall regional ccnvention,

Roosevelt Hotel, New York.,

Nov. 9-16: National Radic & Television
Week.

Deo 7-29: American Mar g Assn.,
Conference, Palmer Hou Chzcago

Feb. 5-7: Southwestern I.RE. Con-
ference & Electronics Show, Plaza
Hote an Antonio.

April May 2, 1953: NARTB Con-
vention, Biltmore Hotel, Los An-

geles.

Consumers Replacing Old TV Sets

6.3 million in 1951, 6.1 million in
1950 and 2.9 million in 1949, the
board reported, accounting for
12%, 11.8¢, and 5.69: of buying
units, respectively.

Actual median outlays for radios
were $50 in 1951, $45 in 1950 and
$55 in 1949, compared to planned
purchases medians of $40 for 1952.

“Ownership of television sets in-
creased rapidly after volume pro-
duction was first attained in 1949
and by early 1952 about one-third
of the spending units had acquired
sets,” the board explained. The
report continued:

Since most television stations are
located in large cities; ownership of
receiving sets is more frequent in
urban areas. About half of all spend-
ing units in metropolitan areas
owned television sets early in 1952
as compared with about one-fourth
of those in smaller cities and less
than one-tenth of those in the open
country.

The level of consumer income also
affects television set ownership. At
the beginning of this year [the board
gave no actual figures for 1952, of
course| about 1 in 10 spending units
with incomes of less than $2,000
owned sets. This proportion ranged
upward to nearly 6 in 10 with incomes
of $7,500 or more.

When classified by family status,

the highest frequency of television |

set ownership (4 in 10) was among
spending units consisting of married

persons with children. Television ap- @]

pears to have a special appeal to

spending units headed by skilled and §

semi-skilled workers.

Early this year, the board esti- !
mated, 30 of every 100 spending |

units owned telesets. The per-

centages scale upward for each,|
salary bracket, with 59 of every
100 in the $7,500 and over group /!

owning sets.

The survey also tabulated place

of residence, with 51 of every 100
spending units owning sets m
metropolitan areas; 26 per 100 in
cities of 50,000 or more popula-

tion; 23 per 100 in cities between |

2,500 and 50,000; 21 per 100 in
towns under 2,500 and 8 in the
“open country.”

The survey also estimated the
percentage of purchasers of radie-
TV receivers who bought on in-
stallment credit each of the last
five years. Percentages included
459% doing so on radio sets and
48% on telesets in 1951, 32 on
radio and 44 on TV in 1950, 42
and 47 in 1949, 42 on radio (none
available for TV) in 1948 and 34
(none available for TV) in 1947.

TALKATHON DEBUTS IN WISCONSIN

Schmitt Seeks McCarthy Seat in Senate

THE POLITICAN’S Talkathon
made its debut in Wisconsin’s state
capital, Madison, last week, and
will take over the airwaves in
Appleton and Green Bay today
(Monday). The star politico in the
Badger State Talkathon is Len
Schmitt, an attorney from Merrill,
Wis., who is opposing Sen. Joseph
MecCarthy for the Republican
nomination for U. S. Senator.

Mr. Schmitt talked himself and
4,000 questions out with residents
throughout the southern part of
the state in a 25-hour speaking
stint on the four Madison sta-
tions, WIBQ WMFM WISC and
WKOW, and WIBU Poynette,
which has studios in Madison.

The Talkathon, a copyrighted
system for politicians, is promoted
by Houck & Co., Miami advertis-
ing agency [Be®T, Aug. 11].

The attorney took the air Tues-
day at 8 p.m., continuing to 9 p.m.
Wednesday. Although the answered
questions totaled 4,000, there was
no score on the number of ecalls
placed to a battery of seven tele-
phone operators.

Dane County and southern Wis-
consin audiences reached a low
point, as expected, between mid-
night and 5 a.m., although there
were enough calls coming in from
listeners to keep the candidate
busy. The venture was termed
“highly successful” by Kenneth
Schmitt, WIBA manager, who said
interest built up so that in the clos-

ing hours the Talkathon *“scored
a smashing success.” His station
and the other four rotated time
for the attorney, who will use the
same techniques today at WHBY
Appleton and WBAY WDUZ and
WJPG Green Bay.

The candidate also is wunder-
stood to have scheduled Talkathon
dates on stations in Fond du Lag,
Oshkosh and Milwaukee before
the Sept. 9 election.

The talk marathon has been con-
ducted in Florida and, most rte-
cently, in Arkansas, where Judge
Francis Cherry, a dark horse can-
didate,
governor with an 80,000 plurality.
Michael V. DiSalle, former price
stabilization chief, plans to use
the vote-getting system in Ohio,
where he is seeking the senate
seat held by John Bricker (R).

Lewis Sued

SUIT charging Fulton Lewis jr.,
MBS commentator, with libel was
filed Thursday in U. S. District
Court, District of Columbia, by
Blood Bank Foundation, Nashville.
Plaintiff asks $500,000 damages,
charging Mr. Lewis last Dec. 3
branded it as non-profit front for a
profit corporation. The foundation
describes itself as a charitable, non-
profit organization operating a
blood bank and earrying on research
into uses of blood plasma.

BROADCASTING ® Telecasting
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Vic prorr Diehm Says:

1 Why when you can have
| Rverage WAZ
[ &ee | withthe />
1 Low___ ek ’

Why when you can have

i Have the - WHOL
! @Qrdinary with the
Level '

Why when you can have
] Have - WHILM
Less than with the >\ rating

Most

Why  when you can have

Invest in WIDE
Dead with the 7/ '\ rating |
- Energy. ‘

WAZL WHOL WHILM

HAZLETON, PA. NBC-MBS ALLENTOWN, PA. CBS: BLOOMSBURG, PA.
(Represented by Robert Meeker Associates)., (Owned and Operated by Harry L. Magee).
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LBS’ McLendon Asks FCC Aid

(Continued from page 26)

owned and operated stations.

“. . . The Commission can act to
correct this deplorable thwarting
of the public interest in only one
way; through its power to prevent
any network and/or radio station
from accepting an exclusive con-
tract for any sporting event or
special event,” he wrote.

“A simple, expeditious plan for

', handling such situations could eas-

ily be evolved. This rule would
operate to prohibit any radio net-
work and/or station from operating
against the public interest by pre-
senting inferior coverage of any
sporting event or special event, as
is the case today.

“This ignorance of the public in-
terest by networks and stations
is mo real fault of the stations
which can never govern the situa-
tion for themselves because of the
competitive necessity of getting an
exclusive before the mnext station

gets one. The situation can only
be handled . . . by the FCC.

“A vast majority of networks
and radio stations have for years
been incensed by the arrogance of
many sports promoters, price-fix-
ing tactics, exorbitant and even
prohibitive broadcast rights fees,
making it difficult if not impossible,
for the station to perform sports
broadcasts in the public interest,
diserimination against radio in
favor of newspapers, territorial
limitations, exclusives granted by
tax-supported institutions, censor-
ship of announcers and practically
every other practice repugnant to
the idea that radio should be as free
as the press.”

Mr. McLendon urged the FCC to
“give most serious consideration
to the two issues presented in this
letter.”

The president of the suspended

LBS also has been urging the U. S.
Dept. of Justice to prosecute an
anti-trust action against organized
baseball. In his letter to the FCC,
Mr. McLendon said Liberty itself
had been obliged to file a civil anti-
trust suit against baseball because
“the Justice Dept. continues dere-
lict in its duty despite entreaties
from embattled broadcasters and
continues its old policy of collabo-
ration with baseball.”

A few days before he dispatched
his letter to the FCC, it was
learned, Mr. McLendon renewed his
efforts to get the Justice Dept. to
intercede in the case.

In a letter dated Aug. 5 to Victor
Kramer, chief of the litigation sec-
tion of the Anti-Trust Div. of the
Dept. of Justice, Mr. McLendon
said Liberty could “provide you
with fully documented proof of the
conspiracy not to compete among
the [baseball] club networks.”

He said the arrangements within
organized baseball constituted “the
same situation as when the major

o there’s

. . . and wherever you go in
Western New York, Northwest-
ern Pennsylvania or in the two-
billion dollar Ontario area, you'll

find WGR is the most listened-to

radio station.

CBS Radio
Network

herever you
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Leo J. (“’Fitz’’) Fitzpatrick
I.R. ("lke”) Lounsberry

producers - distributors - exhibitors
[of movies] years ago divided up
the country into zones, each taking
a zone and agreeing mnot to try
to compete by invading the other
fellow’s area.”

“Such was held to be a violation
of the anti-trust laws by the United
States Supreme Court, and base-
ball’s ‘club network’ conspiracy not
to compete is on all fours with the
theatre agreement, which the Su-
preme Court held illegal,” Mr. Mec-
Lendon said.

“. . . There is no club in the
major leagues which will sell you
the rights to broadcast against a
local baseball club.”

Mr. McLendon claimed that al-
though baseball had claimed to |
have eliminated its Rule 1-D, gov-
‘erning relations between major and
minor leagues, in the fall of 1951,
the effects of the rule still continue
to be recognized. -

“After the fictitious abolition of
Rule 1-D in the fall of 1951,” he
wrote, “Liberty wrote to all of
its stations telling them that, due
to the abolition of this rule, those
stations no longer had to worry
about local restrictions and that
Liberty was contemplating carry-
ing a night schedule and that if
we did so, the stations would be

“able to broadcast regardless of

their local club’s restrictions.

Station Reaction Cited

“Stations were delighted. We can
produce their answers.

“Then in New York Ford Frick
[Commissioner of Baseball] told
the general manager of the Liberty
network, James Foster, that he was
extremely angry at us for sending
out the letters and getting the clubs
in an uproar.

“Frick told Foster that the clubs
may have abolished Rule 1-D but
that Liberty certainly was not
going to broadeast any night base-
ball, against or not against any
local club, and that if we didn’t
send out an immediate retraction
of the letter, satisfactory to him
(Frick), he’d see that we broad-
cast no baseball games at all in
1952. =

“We were forced to send out a
correction and tell our stations that,
although the rule had been abol-
ished, we had no rights to broad-
cast night games in 1952 (we had
never told them we did have rights
but simply that we were contem-
plating such a schedule).”

Mr. McLendon also charged there
had been attempts to “price us out
of the business.”

“In 1951,” he wrote, “we paid a
basic price of around $10,000 per
club for 77 home games per club.
In 1952, the Dodgers charged us
$60,000 for 85 home games.”

“In no case were we able to get
games for any less than seven
times as much per game as we had
paid in 1951. In short, for the
few poorer games we had in 1952,
the clubs kicked the price up as-
tronomically.”

A spokesman at the Dept of
Justice told BROADCASTING ® TELE-~
CASTING last week that Mr. Me-
Lendon’s letter was wunder con-
sideration.
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It's the new large-hub
7-inch professional reel of
"SCOTCH” Magnetic Tape!

v
v

The term “SCOTCH” and the plaid design are registered trademarks for Sound
Recording Tape made in U.S.A. by MINNESOTA MINING & MFG. CO.,
St. Paul 6, Minn.—also makers of “'Scotch” Brand Pressure-sensitive Tapes,
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,'@‘) Sheeting, “Safety-Walk” Non-slip Surfacing, “3M” Abra-
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eStn
V.

- -.‘32"': New York 17, N.Y. In Canada: London, Ont., Can.
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CUTS TIMING ERRORS! New larger hub reduces ten-
sion changes, cuts timing errors 50% .

REDUCES PITCH CHANGES! Lower hub-to-outside-
diameter ratio means a marked reduction in pitch
changes between spliced portions of broadcasts.

LESS VIBRATION, FASTER REWIND! Bigger hub pro-
duces 10% faster rewind speed, yet rotational speed
is lower than that of the standard reel. Operation is
so smooth that wear on equipment is cut, with
resulting maintenance savings.

*“Underseal” Rubberized Coating, *‘Scotchlite’” Reflective

17 sives, “3M” Adhesives. General Export: 122 E. 42nd St.,
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New improved tape
matches reel improvements!

Supplied on the new 7" professional reel is a new type
of magnetic tape that offers many technical advantages:

® New “Dry Lubricating” process eliminates tape and
head squeal, produces a tape that turns in a faultless
performance in extreme heat and humidity.

@® New thinner construction allows more than 1200 feet
of tape to be wound on the new 7” reel despite larger
hub. Magnetic properties of this new tape are identical
in every respect to the older “Scotch” Brand #111-A
tape, the industry’s standard of quality.

@® Tape supplied on the new reel is 100% splice-free.

® Output variation is guaranteed to be less than plus or
minus 4 db at 1,000 cps within the reel, and less than
plus or minus ¥ db from reel to reel.

SCOTCH

BRAND

'MAGNETIC TAPE

Your supplier has the new ‘“Scoich’ Brand 7’
professional reel with the new Dry Lubricated
tape. See him today!
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SALES SEMINAR

WSAB Hears Mitchell

FACTS provide the best tool for
radio salesmen and should be used
to direct businessmen to the audi-
ence they are attempting to reach,
a three-day Washington State
Assn. of Broadcasters sales sem-
inar in Seattle was told Aug. 4-6
by Maurice B. Mitchell, vice presi-
dent and general manager of As-
sociated Program Service.

Mr. Mitchell conducted the sem-
inar, which was open to Washing-
ton, Oregon and British Columbia
broadcasters. Active in arrange-
ments were Chairman Bill Simp-
son, KRSC Seattle; WSAB Presi-
dent Leo Beckley, KBRC Mt. Ver-
non, and Joe Chytil, KELA Cen-
tralia, WSAB Sales Committee
chairman.

Radio salesmen must grasp the
tools at their disposal and apply

. them for the best use of the time-

buyer, Mr. Mitchell told the 85
broadcasters attending the semi-
nar. He reminded that salesmen
are now dealing with a second or
third generation of a business
family once thoroughly sold on
radio and they must be supplied
with the latest information on the

" true value of radio advertising.

Mr. Mitchell’s topies ranged
from discussion of newspaper
competitive tacties to successful
merchandising tie-in techniques
adapted to radio. He called for a
united selling campaign on behalf
of radio as opposed to cut-rate
station tactics which cut the value
of the advertising dollar.

The original BMB measurement
approach will emerge as one of
the most accurate audience analy-

ses yet developed, he predicted,-

pointing to its success in Canada.
He praised work of Advertising
Research Bureau Inc., which meas-
ures point-of-sale value of radio
vs. newspaper advertising. “There
is still no substitute for the actual
merchandise being sold by radio as
the only real test which satisfies
the retailer and station owner and
manager—and ARBI studies show
that radio more than ecarries its
end of the bargain in this regard,”
he said.

Mr. Simpson presented an en-
graved pocket watch to Mr. Mitch-

. ell for his services.

Safety Council Awards

NATIONAL Safety Council’s
“Award of Merit” has been pre-
sented to Gabriel Heatter, Cedric
Foster and Bill Henry, MBS news-
casters, for their activities on be-
half of the 1952 safety campaign.
Citation was awarded to the three
newsmen for their participation in
NSC’s The Fight for Life series,
special transcribed programs car-
ried by 1,135 radio stations aecross
the U. 8., according to Dan Thomp-
son, NSC director of radio and

vision.

x
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SHIRTSLEEVE sales clinic was held Aug. 4-6 by Washington State Assn. of Broadcasters, with Maurice B. Mitchell,
Associated Program Service, as main speaker. Left to right: Leo Beckley, KBRC Mt. Vernon, WSAB president; Bill
Simpson, KRSC Seattle; Allen Miller, KWSC Pullman; Rogan Jones, KVOS Bellingham; Mr. Mitchell; Carl Downing,
< WSAB; Joe Chytil, KELA Centralia; Fred Chitty, KYAN Vancouver; Robert S. McCaw, KXRN Renton.

FM FORMULA

Designed To Promote Sales

FORMULA designed to promote
sale of FM sets as an ‘“extra” in
a radio set-selling campaign is
presented by NARTB and Radio-
Television Mfrs. Assn. in a 48-
page booklet titled “F-M-phasis.”
Developed during the series of
FM promotion test campaigns con-
ducted in North Carolina, Wis-
consin and District of Columbia
under NARTB-RTMA auspices,
the booklet gives detailed instruec-
tions. Included are available pro-
motion devices, brochures, press
releases, dealer broadsides, radio
announcements and form letters.
The formula calls for four-week
campaigns. Roles to be taken by
broadcasters, manufacturers, dis-
tributors and dealers are outlined
in detail. Coordinating for the two
trade associations are John H.
Smith Jr.,, NARTB FM Dept. di-
rector, and James D. Secrest,
RTMA general manager. In addi-
tion, NARTB’s FM Committee will
participate under direction of Mi-
chael R. Hanna, WHCU Ithaca,
N. Y., member of the association
board of directors for FM and
committee chairman. A special FM

promotion group functions for
RTMA.

AM SET SALES

Bright Future Seen by Brandt

DESPITE television, radio will
continue as big business with re-
tail set sales around $250 million
annually, Arthur A. Brandt, gen-
eral sales manager for General
Electriec Co.’s Receiver Dept., pre-
dicted last week.

Speaking from Syracuse after
ting a regional tour, Mr.
said the crux of the sales
today t upon

ner to buy,

stantial

‘COME ON DOWN’

Little Asks ‘Saucermen’

TOP scientists and military auth-
orities may not be at a loss for
words to deseribe the current flying
saucer phenomena, but few have
agreed on the most plausible ex-
planation.

In all the shouting from the labs
to the Pentagon, nobody appar-
ently thought to ask the “saucer-
men” themselves—that is, until a
broadcaster got the idea. It re-
mained for Lee Little, enterprising

~manager of KTUC Tuecson, to go

into action. In an actual broad-
cast, Mr. Little extended this per-
sonal invitation to the “gentlemen”
in the saucers:

This is Lee Little, Manager of Radio
Station KTUC Tucson, Ariz.; United
States of America; North American
Continent; Planet Earth. I wish to
inform you “gentlemen” in the sau-
cers that we of Planet Earth are
friendly and have no intention of
harming you in any way. The open
area to the south of our building and
to the east of our transmitting
tower, though ‘usually used for park-
ing our antiquated means of terres-
trial propulsion, is adequate for your
landing needs. We would like to
meet you and find out all about you.
We are not your enemies. Rather,
we are merely curious about you
and your extra-terrestrial objects
that have been cluttering up our
skies for some years. Come on down.

Here are the conditions at the
Earth’s surface at present. Our at-
mosphere is composed of 78.03% Ni-
trogen, 20.999% Oxygen, 0.939% Argon,
and 0.01% Hydrogen with much small-
er proportions of Neon, Helium,
Ozone and Xenon. The weight of
this layer of atmosphere at the sur-
face in Tueson is 27.39 inches of
mercury. There is no wind or shift-
ing of this atmospheric layer at the
moment. The surface temperature
based on a scale where water solidi-
fies at 32 degrees and where it va-
porizes at 212 degrees .. . that tem-
perature is now 85. If these condi-
tions will support your ability to
exist, come on down and visit us.

ALL-DAY annual outing of NBC Chi-
cago employes took place Aug. 5 at
Medinah Country Club. Affair was
sponsored by the company’s Athletic
Assn., and included a golf tournament,
dining, dancing and entertainment.

DEFENSE DRIVE
Wyoming Stations Aid

THOUGH Wyoming is mnot con-
sidered an obvious target for an
atomic attack, broadecasters of the
state are planning a heavy sched-
ule of civil defense programs and
announcements during the Aug. 18
week at the request of Gov. Frank
A. Barrett.

William C. Grove, KFBC Chey-
enne, said the object of the drive
is to bring home to people of the
state, slow to react to importance
of civil defense, the fact that “it
can happen here.” Each station is
broadcasting a minimum of six
spots per day, using both civil de-
fense transcriptions and locally
written spots. Messages are being
carried during sports broadecasts,
man-on-street interviews and simi-
lar features.

Stations taking part, Mr. Grove said,
are KOWB Laramie; KRAL Rawlins;
KVOC Casper; KWOR Worland; KFBC;
KWYO Sheridan; KODI Cody; KGOS
Torrington; KVWO Cheyenne; KPOW
Powell; KSPR Casper; KWRL Riverton,
and KVRS Rock Springs.

WJR Honored

SECOND public service award
within a week was made to WJR-
AM-FM Detroit Aug. 9 when the
Michigan American Legion Auxili-
ary presented a citation to Worth
Kramer, WJR vice president-gen-
eral manager, in recognition of the
station’s quarter century of patri-
otic public service. Mr. Kramer ac-
cepted the award on behalf of the
station before the assembly of
Michigan delegates at the Legion
State Convention in Grand Rapids.
A week previously, Mr. Kramer
was presented a ‘“Certificate of
Achievement” from the Dept. of
the Army for WJR’s outstanding
cooperation with the Michigan
Military District.

KBIG Avalon, Calif. and its opera-
tions was the subject of a 1,500-foot
documentary film, produced last week
by a 12-man camera crew from the
United States Air Force. Dealing with
the theme of two airmen on a week-
end visit to a modern station, the film
is intended primarily as a training
misson.
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new records

Wherever you go there’s PRESTO . . . out in front

| sefting

| in disc preference. To users of PRESTO discs the reason is

obvious . . . these discs perform better. PRESTO performance is a

result of careful craftsmanship and quality control from the i

meticulous preparation of the aluminum base right through to the final
inspection and packaging of each individual disc in the

world’s most modern disc plant.

That’s why the name PRESTO is your assurance of better disc quality, proven every

day by PRESTO users in studios, stations and schools around the world.

- PRESTON |

ARAMUS, NEW JERSEY

Export Division: 25 Warren Street, New York 7, N. Y.
Canadian Division: Walter P. Downs, Ltd., Dominion Square Bidg., Montreal i

WORLD’S LARGEST MANUFACTURER OF PRECISION RECORDING EQUIPMENT AND DISCS |
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Yes, the figures

below will certainly show

how the Memphis market has grown in
the last 10 years.

Comparison of 1942-1952 Growth in the Memphis

market area

Pgrcentage
mcrease
Population......1942]| 3,092,
1594 3,569,600 15.49,
Radio 1942[393,518]
B9 818,303 108%

Effective 1942 ]$896,976,000
Buying Income 1952 2102605 M1 2129,
Retail 1942 | $615,917,000

Sales....... ELPA $2,269,052,000 2689,
Food 1942 ] $112,935,000

Sales... ... 1952 : 3539,
Drug

Sales 200%

In 1952, as in 1942, the radio station that
reaches and sells the great
Memphis market best is

M E M P i i S
NBC—5,000 WATTS—790 K. C.
National representatives, The Branham Company

WMCF 260 KW Simultaneously Duplicating AM Schedule
WMCT First TV Station in Memphis and the Mid-Saush
Owned and Operated by The Commercial Appeal

o

£
IS
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Strictly Business
(Continued from page 18)
Broadcasting, where he remained

until 1939.

-In that time, the company’s
column went from “about 15 shows
a month to 499,” operating one
large studio 24 hours daily to ac-
commodate transeription - hungry
agencies. He was working as a
junior salesmen when he resigned
to join International Radio Sales,
the Hearst radio subsidiary which
acted as sales representative for
Hearst’s dozen stations.

In 1942, two weeks before he
was married, he learned from
BROADCASTING Magazine that he
was about to be de-jobbed. The
major Hearst properties were to
be sold, and IRS to be disbanded.
Undeterred by the prospect of un-
employment and a call to the
Army, he was married on schedule
to the former Ranelda Ruch. They
live in suburban Evanston with
their youngsters, Bobby Jr., 8, and
Kathleen, 5. :

Army Service

For eight months before going
into the Army, Mr. Flanigan
worked in spot sales for the Red
Network (later NBC), billing $1
million among his accounts in that
time. Radio’s verdant pastures
nevertheless were replaced by
Texas’ dreary plains as he at-
tended Coast Artillery OCS,
switched to the Quartermaster
Corps and convoyed trucks into
China. His 18 months in the C-B-I
Theatre ended in 1946, with Mr.
Flanigan a first lieutenant.

He returned to Chicago and
NBC and, shortly after the split
between radio and TV sales efforts,
was named manager of Radio Spot
Sales early in 1951. His staff now
includes four salesmen, with whom
he works on local and area busi-
ness,

Mr. Flanigan is a member of the
Chicago Radio Management Club,
and has taught radio sales at sev-
eral NBC-Northwestern U. sum-
mer radio-TV institutes.

UNIFORM TUBES

Aim of Sept. 3 Meet

AN International Electrotechnical
Commission session starting at
Scheveningen, the Netherlands, on
Sept. 3 will act upon a plan to
promote the standardization of
electron and radio tube sizes by

manufacturers throughout most
countries of the world.
Declaring that the eight-day

meeting will clear the way for
standardizing the base dimensions
of tubes, Virgil M. Graham, direc-
tor of technical relations of Syl-
vania Electric Products Inc., who
will represent the Joint Electron
Tube Engineering Council (JETEC)
at the session, said standardization
—interchangeability—is “of utmost
importance from the viewpoint of
both military application and in-
ternational commerce.”

Mr. Graham left last Tuesday
for the Netherlands meeting.

W. VA, SESSION

Gets Miss Sloat’s Tips

SIX-POINT program by which
broadcasters can help timebuyers,
with renewals and new business
as a reward, was offered West Vir-
ginia stations Saturday at the
West Virginia Broadeasters Assn.
semi-annual meeting, held at the
Greenbrier, White Sulphur Springs.
The two-day session opened Fri-
day.

Elaine Sloat, radio-TV timebuy-
er for Procter & Gamble at Ben-
ton & Bowles, New York, told the
association that “in a sense all ad-
vertising is conceived on a local
level so that the message will reach
the maximum number of people by
means of advertising which has the
greatest appeal to them.

“Adding these locals together
is what gives the client national
coverage with a broad scope in
mind to select the most effective
combination of media in relation to
national and local markets.”

Miss Sloat listed her six points

as follows: Maintain a clean opera- *

tion; truthful and informative
presentation and promotion pieces;
good sales representation; coopera-
tion in industry evaluation studies;
cooperation in merchandising; ac-
tive part in broadcasting industry
associations.

“We are looking more critically
at radio because of the appalling

rise of TV in the advertising
world,” Miss Sloat said. “Radio
has two extra plusses: Out-of-

home listening, and in-home (other
than the living room) listening. As
long as radio continues to maintain
its high standards we as advertis-
ers will be interested.” )

Stephen Douglas, director of
sales promotion, Kroger Co., Cin-
cinnati, gave an illustrated talk on
salesmanship at the luncheon ses-
sion. A. Lovell Elliott, Charleston
advertiser, spoke on the topie, “On
the Other Side of the Dotted Line.”

TV appeared on the agenda with
a talk by James M. Caldwell,
WAVE Louisville, on selling radio
in a television market.
Sweeney, vice president of Broad-
cast Advertising Bureau, explained
work of the industry sales organi-
zation. CBS showed its film pres-
entation, “More Than Meets the
Eye.”

Officers of the association are John
T. Gelder, WCHS Charleston, presi-
dent; William E. Rine, WWVA Wheel-
ing, vice president; Alice Shein, WBTH
Williamson, secretary-treasurer. Board
members are Les Golliday, WEPM
Martinsburg; Fred Zimmerman, WBLK
Clarksburg; Charles High, WGKV
Charleston; Virginia Cooper, WJLS
Beckley; Flem Evans, WPLH Hunting-
ton; Pat Flanagan, WHIS Bluefield;
Lawrence H. Rogers, WSAZ-TV Hunt-
ington; John Phillips, WHTN Hunting-
ton; Joe L. Smith Jr., WJLS Beckley.

MAGNAVOX Co., Fort Wayne, Ind.,
has declared dividends on common
and Class A stock. Dividend on com-
mon stock is 37% cents a share, pay-
able Sept. 15 to stockholders of record
on Aug. 25. Dividend on Class A
stock is 25 cents a share, payable
Sept. 1 to stockholders of record on
Aug. 15.
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advertisers.. are “amazed at

the wide range” of WBZ ‘

CUTICURA PREPARATIONS, made in Massa-
chusetts since 1878, have long been advertised
on the “WBZ Home Forum” with Mildred
Carlson. Results get better and better! Writes
Caticura’s Francis M. Putnam: “We are very
happy with the results of ‘your 25-cent offer, and
we are amazed at the wide range you are
obtaining. This promotion has been very success-

Westinghouse Radio Stations Inc

T,

¢y )
;@.

KYW . KDKA - WOWO -

BOSTON

50,000 WATTS
NBC AFFILIATE

ful in forcing distribution, and we know that a
high percentage of those trying Cuticura Sham-
poo for the first time will become regular users.”

Not only in geographical coverage but in meas-
urable sales influence, this is typical of the job
being done regularly by WBZ. Want more data
on performance or availabilities? Apply to Tom
Meehan at WBZ, or to any Free & Peters office.

KEX - WBZ - WBZA - WBZ-TV
National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales

RADI'O—AMERICA’S GREAT ADVERTISING MEDIUM
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Sales
FOR

SALE!

in America’s 6th City

CURRENT
AVAILABILITIES

on WFBR’s prize collection
of home-grown shows. All
are subject to prior sale . . .
none will be available for
long. Timebuyers: how do
these fit your fall schedules?

CLUB 1300

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

1 STRIP ACROSS THE BOARD

MELODY BALLROOM

Top-rated disc jockey show
in Baltimore!

7 SPOTS

NELSON BAKER SHOW

1st in its time period!
1 STRIP ACROSS THE BOARD

EVERY WOMAN'S HOUR
Top-rated 30-minute
woman’s show!

6 SPOTS

Top locally produced show
in its period!
4 SPOTS

-MORNING IN MARYLAND:

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

SOLD ourt

For quick action, write, wire
or phone your John Blair man
or any account executive of

ABC NETWORK

“000 WATTS IN BALTIMORE, MD. |
< Y . 3 2 ,,,__]

i
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RADID BEST FOR SAVINGS & LOAN FIR

Hausmann Agency Finds in San Diego Survey

TO HOME Federal Savings & Loan
Assn. of San Diego, radio is the
“best business getter” and the
medium that pays big dividends in
new customers for advertising dol-
lars spent.

In this way, Jack Hausmann,
head of his own advertising agency
in San Diego, described results of
a survey the agency made for the
savings association, when speaking
to members of the San Diego Ad-
vertising & Sales Club.

Combined spending of only 38%
of its advertising budget on radio,
TV and newspapers brought in
52.8% of the firm’s new business,
Mr. Hausmann said.
showed that of 62% spent for all
other media only 41.89 returns in
new customers were realized.

Home Federal has sponsored a

five-per week morning newscast on
KSDO and only of late a similar
afternoon program on KCBQ. An
average of four spot announce-
ments also is wused weekly on
KFMB-TV. Additionally, spots
are used on other San Diego out-
lets during the firm’s month-end
consolidated period. Mr. Hausmann
personally handles newsecasts for
his client.
- When Home Federal asked for
detailed analyses on how its adver-
tising money was being spent and
which medium was giving the best
results, Mr. Hausmann employed
a three-section card survey plan.
Each section contained a set of
questions which were mailed to the
538 newest clients. A brief letter
from the firm’s president, Charles
K. Fletcher, asked the client’s
cooperation. A self - addressed
stamped return envelope was en-
closed.

Medium Credits

Cards were keyed to give the dol-
lar bracket in which the interviewee
could be placed. Question was
“How did you hear about Home
Federal?” and listed these media:
Radio, street poster, television, bus
cards, billboards, a friend, news-
paper, direct mail and others.

Section two asked whether the
client listened to radio or viewed
TV, and the third section asked
for a check on the reason the client

finally selected Home Federal.
Some 273 cards were returned.
Home Federal handled all the

mechanics of mailing and even
analyzed the results.

Some of the results: In the
$1-499 group, 77.8% listened to
radio and 22.29% viewed television;
$500-999 bracket, 63.19% radio and
36.9% TV; $1,000-5,000 group,
69.6% radio and 80.4% TV. In
the highest bracket, over $5,000,
76.9% radio and 24.1% TV. Over-
all picture in the four groups gave
radio, 71.8%, and TV, 28.29%,

As Mr. Hausmann explained,
radio led in all four income
brackets and was strongest in the
lowest and highest, while TV made

Survey -

the best showing in the two middle
income groups.

“The lesson we deducted,” he
said, “was that while TV is a
rapidly growing medium and a
very healthy one for its age, radio
is still a mighty factor in the ad-
vertising program of our type of
financial institution.”

Although not revealing budget
figures, he noted that “while radio
brought more of our business and
71.89% of Home Federal’s clients
said they listened to radio and
only 289 viewed television, my
client spent substantially more on
radio than on television.”

Responses to the question, “How
did you hear about Home Federal?”
showed that substantially more
people in each bracket listed radio
as the media, he declared.

In the $1 to $499 and $500 to
$999 groups, the survey placed
newspaper advertising in second
place. The $1,000 to $5,000 bracket
had TV second and in the over
$5,000 video and newspapers tied
for second place.

Television was third in the $1
to $499 group, direct mail third
in the $500 to $999 and newspapers
third in the $1,000 to $5,000
catagory. Video and newspapers
tied for second place in the over
$5,000 bracket.

Giving a breakdown, Mr. Haus-
mann revealed the following total
percentages by groups:

$1 to $499
Radiol e 36.5
Newspapers . . 12.6
IV O it st o e 8.7
AlL Other o e 4a2.2
$500 to $999
RAGiogirr. . el . . R 28.2
Newspaper ...................... 15.2
Direct Mail ............ ... ..... 8.7
All Other .............ccciviiiiis 47.9
$1,000 to $5,000
Radio ............................ 41.5
TV 12.9
Newspaper ....................... 10.8
All Other ........................ 34.8
Over $5,000
RAAI0G RN i R P 333
TV i e SRR P 9.5
Newspaper ....................... 9.5
All Other ........................ 7.7

The overall percentages in all
groups combined were listed as
radio 36.3; newspaper 12.6; TV
9.3; and all other 41.8.

“Analyzing the survey report
from the angle of income brackets,
radio scored an across-the-board
victory in the lower, middle and
upper brackets,” Mr. Hausmann
said.

WEBSTER-CHICAGO sold and pro-
duced 44.1% of all tape recorders
manufactured during the first four
months of this year, according to
Howard MeClosky, vice president in
charge of manufacturing. Claim is
based on records of the Armour Re-
search Foundation, Chicago.

NARND AWARDS

E
Entries Being Accepted |
ENTRIES for the National Assn.

of Radio News Directors 1952 radio |

and TV competition now are being
accepted, NARND Awards Com-
mittee Chairman Baskett Mosse
announced last week.

Mr. Mosse, who is chairman of

the radio and TV division of the |

Medill School of Journalism,
Northwestern U., Evanston, IIl,,
said deadline for this year’s en-
tries is Oct. 15. The NARND
awards committee chairman said
all radio and television stations in
the U.S. and its territories are
eligible. '

Nominations may be made by
stations, networks or any other
party including advertising agen-
cies and universities which have
radio and television courses.

Classifications, all of which may
be entered by any station, are (1)
To the radio station providing the
most complete and enterprising
general news service of the year

in its community, (2) to the tele- !
vision station providing the most |

complete aural-visual news service

in its community and contributing |

most to the general progress of

television news and (3) to the
radio or television station which '
did the best and most complete |
job or displayed the most enter- |
prise and/or courage in reporting '

one news story or feature during
the year.

Mr. Mosse said his committee’s

policy is that the board of judges
use as its yardstick the facilities

available to each station, weigh-
ing each entry in accordance with
the size of its staff and the avail-
able facilities in the newsroom.

Winners of the gold trophies,
who also will receive distinguished
achievement certificates, will be
announced at the annual NARND
convention banquet. Last year’s
winners were WHO Des Moines,
WBAP-TV Fort Worth and WTIC
Hartford, Conn.

Income Data

WAGES and salaries in private
industry rose $500 million in June
over the previous month, reaching
an annual rate of $146 billion, ac-
cording to the Office of Business
Economics, U. S. Dept. of Com-
merce. OBE also reported that
slightly higher employment and
average weekly earnings in non-
durable goods industries offset a
wage loss in durable goods (radio-
TV receivers, ete.) industries. Over-
all personal income during June
was up $11% billion over May, with
an annual rate of $266 billion, as
was employment in manufacturing.

WILLIAM R. TRAUM, director, radio-
TV division, The Town Hall, and Sey-
mour Siegel, director of New York’s
Municipal Bestg. System, spoke on
“Radio in Stimulating Community
Action” at the New School for Social
Research July 29.
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! . AMPEX

to capture the natural color

and true perspective

of original live performances

L
Full Dimensional Sound

Full Dimensional Sound

G errrern 1 {

ne v

-CLAssics

. . . in its superb recording
techniques, especially created
for its Classical FDS Releases,
Capitol Records, Inc. utilize to
the highest degree the dynamic
fidelity and dependability of
Ampex Model 300 Recorders.

- AMPEX

Pagneiec Jape Roeosders

AMPEX ELECTRIC CORPORATION Redwood City, California

AX-108

Model 300
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ALLOTMENTS

Materials Plan Set

AN AUTOMATIC allotment proce-
dure designed to free many radio-
TV set manufacturers and other
companies from filing requirements
and boost their quotas of materials
will go into effect Jan. 1, 1953.

Set makers who received cer-
tain allocations for the current
quarter will be eligible for the
new system, announced last Mon-
day by the National Production
Authority. The procedure was de-
vised partly because of slashes in
NPA personnel dictated by ap-
propriation cuts. It assures that
set manufacturers will continue to
receive enough materials to meet
receiver demand.

Self - authorization  technique,
under which producers of receivers
may certify their own orders for
steel, copper and aluminum, will
be continued, NPA said. This en-
ables manufacturers to order up
to 25 tons of steel, 10,000 pounds
of copper and 20,000 pounds of
aluminum.

Under the new allotment proce-
dure, set makers may calculate
their own requirements and-obtain
materials without NPA approval
providing their third-quarter allot-
ments do not exceed 500 tons of
carbon steel, 40,000 pounds of
copper and 60,000 pounds of
aluminum. System goes into effect
with first-quarter 1953 quotas,
relieving these producers of the
need for filing with the agency.

In effect, “the automatic method
picks up where the self-certifying
technique leaves off,” according to
NPA Administrator Henry H.
Fowler. It will apply to those firms
who use more materials than per-
mitted under self-authorization but

~ who were allotted in this quarter

less than the above-mentioned
quotas.

Spelled out in the method goes
a bonus for those companies eligible
for the automatic procedure—a
bonus not accorded those who still
must file CMP-4B applications.
They will receive 100% of the first
60 tons of carbon steel, plus 60%
of the excess between 60 and 500
tons—or the ceiling on third-quar-
ter usage.

A new priority system also has
been set for radio-TV broadecast-
ers intent on constructing new
buildings or making major project
alterations. The system applies
criteria for potential new construc-
tion, restricting broadcasters on
requests for steel until the first of
the year [BeT, Aug. 11].

5 .
Pulse Adds 5 Markets

THE PULSE INC,, New York, last
Monday announced the addition of
five new markets to its Pulse Re-
ports, according to Dr. Sydney
Roslow, director. New areas to be

measured include Pittsburgh, Co-
for

lumbus and Portland, Ore.,
radio, plus Dallas and Fort
for both radio and television.

The firm now is supplying TV rat-
ings in Pittsburgh and Columbus.

BUS DISASTER
WACO, WAVZ Claim Scoops

SCOOP is being claimed by WACO
Waco, Tex., in its coverage of the
worst bus tragedy in National
Safety Council records. Two buses
carrying 57 persons collided near
Waco on Aug. 4. Over a score of
persons were killed. First to break
the story was Goodson McKee of
WACO when the station went on
the air at 5:30 a.m.

Lee Glasgow, manager of the
station, and Jesse Dove, chief en-
gineer, went immediately to the
emergency room of Providence
Hospital where on-the-spot tape
interviews with survivors were
obtained.

WACO fed telephone interviews
to KTSA and KITE, both San
Antonio, KNUZ and KTRH Hous-
ton and WFAA Dallas. An inter-
view also was fed to ABC’s Head-
line Edition program by WACO.

WAVZ New Haven, Conn., in-
dependent station, claimed a scoop
over network rivals in coverage of
the Texas disaster.

Station newsmen George Phillips
and George LeZotte placed a tele-
phone call to the Waco Times-
Herald and taped a telephoned in-
terview with the newspaper’s ex-
ecutive editor, Sam Wood, one of
the first to reach the scene. Cuts
of the tape recording were used
on five newscasts.

NBC CHICAGO

Announces Five Renewals

NBC Chicago last week chalked
up five radio network renewals
totalling $2,3845,000 in billing, ac-
cording to Gordon Mills, network
radio sales manager there.

Armour & Co., Chicago, through
Foote, Cone & Belding, same city,
re-ordered Dial Dave Garroway
for 52 weeks from Sept. 1. The
quarter-hour daytime strip is aired
on the full AM network for Dial
soap. Allis-Chalmers Mfg. Co.,
Milwaukee, renewed for the eighth
consecutive year The National
Farm and Home Hour on Satur-
days from Sept. 5 through Bert
S. Gittins agency, also Milwaukee.

Henri, Hurst & McDonald, Chi-
cago, for Skelly Oil Co., Kansas
City, ordered remewal of a five-
a-week quarter-hour newscast with
Alex Drier and the 15-minute
Saturday feature, This Farming
Business, both on a 30-station net-
work for 52 weeks from Sept. 1.

Wesson Oil and Snowdrift Sales
Co., New Orleans, through Fitz-
gerald Adv. agency, same city, re-
news the quarter-hour daytime
strip, Dr. Paul, on 62 stations for
52 weeks from Sept. 1. Fifth order
was from Faultless Starch Co.,
Kansas City, for 52-week renewal
of Faultless Starch Time on 60 sta-
tions from Oct. 1 for 52 weeks
through Bruce B. Brewer agency,
same city.
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Christmas Avalanche Begins |

MERRY CHRISTMAS!
With more than four months to !
go, broadcast stations already are |
being greeted by a per inquiry offer |
covering Christmas cards. The
offer comes from Radio Adv. Corp.
of America, Jersey City (TV, radio,
publicity and general advertising).
Handling the Welcome Greeting
Card account, the agency offers to
pay $1.65 less 15% ($1.40 net) on
each lead for agents to sell cards.
“There’s no money to handle, no |
refused COD’s, no ‘nixies’,” accord- |
ing to a letter sent stations by |
Michael A. Fiore, president. ;
“If it clicks on the test, you can
schedule it as often as possible,”
Mr. Fiore adds. The campaign runs
to about Nov. 1. “Best of all,” he
concludes, “they pay promptly.”

An offer to stations from Robert
J. Enders Adv., Washington, D. C.,
proposed to pay $5 less 15% per
telephone lead for a low-priced
vacuum cleaner selling below $20.
Letters conclude, “Our eclient is‘ '
prepared to spend up to $1,000 per
week with your station.” The
agency represents a group of
vacuum cleaner stores.

Bitter protest against a free-plug
program offered by Mutual Life In-
surance Co. of New York was made
to the company by Karl F. Janssen,
program director of KTUL Tulsa.
Mr. Janssen’s letter reminded that
a polio program included publicity
for the company. He adds that in-
formation on the subject is pro-
vided stations by the -National
Foundation for Infantile Paralysis.
“Of all the advertising media, radio
stands far out in front regarding
the amount of time and talent given
in the public service,” he points out. .

WFDF EXPANSION

Leases 3-Story Building

'EXTENSIVE expansion program

to make its physical plant “one
of the most modern radio stations
in the country” will be launched
by WFDF "Flint, Mich., Lester W.
Lindow, secretary - general man-
ager, announced Thursday.

WFDF, now in its 81st year of
broadcasting, has leased a three-
story downtown building at Gar-
land and First Ave. in Flint, and
plans to start alterations and re-
modeling shortly. The station, an
applicant for TV Channel 12
[BeT, July 7], plans to leave room
for further expansion in anticipa-
tion of FCC grant of the VHF
channel. )

Mr. Lindow said the AM sta-
tion will be located on the second
floor of the building, with the re-
mainder of space available for
rental. The facility will have four
major radio studios and a master
control room for radio, he said.
New technical equipment also will
be installed in many instances, he
added.

Mr. Lindow said no date has been
set for completion of remodeling,
when WFDF will move into its
new quarters.
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Wme, wire ar phone for a free copy of audmon plaﬂer. .
‘ Comact. PAI.I.ADIUM RADIO PRODUCTIONS INC., 445 PARK AVE., usw YORK 22 N Y
' <

spoﬂnso‘rship!

Your ‘“‘Request’’ Show!

Hundreds of broadcasters were surveyed as to the
most-wanted, easiest-to-sell show their audiences
and advertisers wanted — and here's the answer —
a science fiction series with a big “'plus' — exclusive-
ness! The only show *'custom' transcribed for spon-
sorship in your community! This program is available

to only one station in each area!

It’s The Hottest Thing In The Air!

Authentic scientific flavor and exciting imaginative
treatment put it in the forefront of the mass-audience
science fiction appeal. Documented by John W.
Campbell, Jr., Editor of Astounding Science Fiction
Magazine!

It’'s A Natural!

...for beverages, dairies, bakeries, food, clothing
and drug items, specialty shops, department stores
and hosts of other products and services. This pro-
gram will be a leader in any market, and its power
will be outstanding in the highly competitive markets.

it's A Prize Package!

Can be sold as 15 minute strips or half-hour segments.

. mMi g
N
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STAFF SHIFTS
Made for Clearfield Outlets

W. K. ULERICH, president, Clear-
field Broadeasters®Tnc., Clearfield,
a., last week announced person-
nel shifts and promotions among
the three corporation stations,
WCPA Clearfield, WAKU Latrobe,
Pa., and WJCM Sebring, Fla.
William J. Thomas, WCPA man-
. ager, has been named general man-
. ager of the trio of company-owned
stations. Mr. Thomas formerly
was Main Street Editor on KDKA
Pittsburgh.
"~ Joe Milsop, a WCPA staffer
since it went on the air in 1947,
has been promoted to be manager
"of WCPA. Miss Margaret Nemeth
was made assistant manager.

LeRoy W. Stauffer, formerly as-
sistant manager at WCPA, con-
tinues as manager of WAKU
Latrobe. Mr. Stauffer also at one
time was manager of WNCC

" Barnesboro, Pa.

Jonas Termin, who has been
serving as commercial manager at
WCPA, will become station man-
“ager at WJCM, later this month.
Al Frank, announcer-engineer at
WJCM, has been named assistant

. manager of the Sebring station.

BLOOD CAMPAIGN

More Radio-TV Aid Asked

ALL MAJOR media, including ra-
dio and television, and the Adver-
tising Council are being asked to
continue their operation on be-
half of the long-range blood donor
campaign.

The call was sounded anew last
Monday for the National Blood
Program by Dr. John R. Steelman,
acting director of the Office of De-
fense Mobilization. He requested
an all-out public information drive
utilizing all media to obtain donors.

President Truman has assigned
responsibilty to ODM for coordi-
nating the joint efforts of the
American National Red Cross, the
Dept. of Defense and the Federal
Civil Defense Administration.

The Red Cross is serving as col-

lecting agency for the drive. Blood:

collections have dropped off in suc-
cessive weeks of the Armed Forces
Donor Program, now in its 47th
week. Military pitch is one phase
of the overall national program to
meet military, civilian and -civil
defense mneeds.

TELEPHONE number for WPIX (TV)
New York has been changed to Mur-
ray Hill 2-6500.

MISS OKLAHOMA
KVYOO Star Wins Title

W
s o € o

a better one comes along

radio remains the best medium

for reaching all Maine income groups.
Longer experience and continuous
effort to best serve the public

interest keep the MAINE BROAD-
CASTING SYSTEM tops in reach-
ing at least seven-eighths of

Maine’s 299,910% radio families.

(*Consumer Markets 1951-1952)

WCSH
Portland

WRDO

Aungustia

BUY-WAYS
of Maine

Represented by

Weed & Company
Nationally

Page 50 @ August 18, 1952

|
1
|

Miss Barbour receives congratula-

tions over the KVOO telephone

upon winning the Miss Oklahoma
contest.

KVOO Tulsa, Okla., will have more
than passing interest in the Miss
America contest this year. This
year’s Miss Oklahoma is Shirley
Barbour, 19-year-old moderator of

For Feminine Ears, 15-minute
KVOO variety program.
A Tulsa U. sophomore, Miss

Oklahoma carries a fulltime school
workload. She joined the KVOO
staff as receptionist a year ago
and rose rapidly to her present
position at the station.

The Oklahoma beauty, who won
the Miss Tulsa title on her way
to the state beauty title, says she
wants to win one of the scholar-
ships at the Atlantic City beauty
pageant Sept. 1-7.

KVOO listeners found it hard to
believe that Miss Barbour, who
was 19 on July 23, was so young.
On her program she advises her
radio audience on planning show-
ers, meals and household decora-
tions.

WMT Special Feature

EIGHT radio farm directors from
drought-ridden areas in the South,
East and Southeast sections of the
country have cooperated with WMT
Cedar Rapids in producing Opera-
ticn Disaster, a half-hour docu-
mentary for Iowa’s rural listeners.
Cooperating on this special feature
were the following farm directors:
John Holmes, KLRA Little Rock,
Ark.; Jake Brofee, WCSH Port-

land, Me.; John McDonald, WSM
Nashville; Frank Atwood, WTIC
Hartford; Malcolm MecCormick,
WBZ Boston; Frank Raymond

WDVA Danville, Va.; Jack Tim-
mons, KTBS Sheveport, La., and
Bob Crom, radio-TV service, Dept.
of Agriculture. The WMT series
was written by Doug Grant, with
commentary by Chuck Worcester
and John Combs, of the WMT farm
department.

‘FORCED LISTENING’
Candidates’ Stand Demanded

DEMAND that the Democratic
and Republican Presidential candi-

"dates make “known theirmatands \

on “forced listening” by “captive
audiences” was made to Gov.
Adlai Stevenson and Gen. Dwight
Eisenhower last Monday by the
National Citizens Committee
Against Forced Listening.

The committee, which said it
was organized in 1949 to cam-
paign against “infliction of forced
listening,” demanded of the ecan-
didates that they “make known to
voters without undue delay where
you stand on the question of eradi-
cating the totalitarian evil known
as forced listening by means of a
federal statute.”

“Forced listening” and “captive
audiences” are the general terms
used to refer to listeners of func-
tional music broadecasts over FM
systems in busses and street cars.

Referring to the U. S. Supreme
Court decision in favor of WWDC-
FM Washington [B®T, June 2],
which operates an FM functional
music system over city busses and
street cars, the NCCAFL said the
the Supreme Court did not decide
that “forced listening” was either
desirable or “in keeping with . . .
personal, individual liberty,” but
merely that it could not find it to
be “unconstitutional.”

“It is clear,” the NCCAFL add-
ed, “that the growing evil of
forced listening, which we now
find in public transportation vehi-
cles in a number of cities, includ-
ing Washington, can and should
be halted through the enactment
of an effective federal statute.”

Philco Sales Report

SALES of. Philco Corp. for the
second quarter of 1952 were the
largest for that three-month period
in the corporation’s history and
totaled $80,917,000 as compared
with $57,499,000 last year. Wil-
liam Balderston, president, added
that earnings from operations be-
fore taxes in the second quarter of
1952 increased to $4,604,000 from
$492,000 last year. In the first six
months of 1952, sales of Phileo
Corp. totaled $165,156,000 as com-
pared with $171,023,000 in the same
period a year ago. Earnings in
the first six months of 1952 reached
$4,289,000, as against a revised net
income -of $5,741,000 in the ~same
period last year.

BREWING Corp. of America, through
Lang, Fisher & Stashower, has com-
missioned Phil Davis Musical En-
terprises, N. Y., to create a spot
campaign for radio-TV. Potosi Brew-
ing Co. of Wisconsin is negotiating
with the firm for purchase of the
musical trademark “Oh, What a
Wonderful Beer is Potosi.”

BROADCASTING ® Telecasting
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They fly

a space ship-
New York

7o los Angeles/

Every Tuesday, the mighty space ship
of Tom Corbett — Space Cadet leaves
from New York for Los Angeles and

BROADCASTING ® Telecasting

seventeen cities in between — on film!
This popular TV program must ar-

. rive on time, and it always does. The

films are shipped via the world’s fastest
method — Air Express!

And each 5-lb. shipment to Los
Angeles costs only $5.94 — 129 TO
30% LOWER than the other commercial
air services!

Air Express is a nationwide carrier,
giving shipping room to receiving room
service — and at lower rates in many
weights and distances than any other
commercial air service!

Next time you ship, express yourself
clearly. Say Air Express! Division of

vRailway Express Agency.

1952 — OUR 25TH YEAR.

GETS THERE FIRST

August 18, 1952
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THIS afternoon (Monday) Emily
Kimbrough launches a new week-
day afternoon program on WCBS
New York. For Miss Kimbrough
it means an entry into commercial

_ radio in search of new laurels to
: add to those already won as an
 author and lecturer.

For WCBS
it means the latest in a series of
program changes designed to in-
crease the station’s sales and
profits.

How well this new plan has suc-
ceeded was revealed last week by
Carl Ward, WCBS general man-
ager. ‘“‘Sales for each month this
vear have been ahead of the same
months of 1951,” he told BROAD-
CASTING © TELECASTING, “with in-
creases for two months exceeding
259 . The outlook for fall is good,

~ with a lot of new business already

signed. In two days last week, for
instance, our salesmen brought in
$169,000 worth of new business.”

As key station of the CBS Radio

* Network, required to carry a full

network schedule, WCBS has only
a limited amount of time available
for local programming and local
There is the morning period
from sign-on time at 5:30 until 10,
and late afternoon stretch from 4
to 6, and a late evening period, 11

+ to 11:30.

Shortly after Mr. Ward became

i WCBS manager (in August 1951)
. he and Sam Slate, who was named

program director of WCBS about
two months later, agreed on a fun-
damental theory of operation: That
the local programming should be
built around personalities, sched-
uled so as to compete most effec-

~ tively with programs of other New

York stations.

Tried Faulk Show

“One of our chief problems,” Mr.
Slate noted, “was that we had two
expensive shows in the afternoon
—John Reed King’s Missus Goes
A-Shopping and Hits and Misses,
a quiz show-—on which the station
was losing money. We decided to
try a different kind of show—John

. Henry Faulk, a Texas humorist and
. . authority on folk songs, in an in-

formal, homey kind of program
which we spotted five afternoons a
week from 5:05 to 5:55 p.m., start-
ing last December.

“It’s an inexpensive show, but it
was still a calculated risk in view
of the opposition,” Mr. Slate said,
pointing out that two of New
York’s most popular disc jockeys—
Martin Block and Art Ford—as
well as NBC’s soap operas are on
the air at that time.

The gamble paid off, Mr. Slate

- reported. During that time period

today WCBS enjoys both higher

" ratings and increased sales to spon-

sors than formerly, he said.

“Our second problem was that
the morning period was comprised

. of solid talk programs,” Mr. Slate

1. “Their ratings were good but

there seemed to be potential for
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"WCBS PROGRAMS Add Kimbrough in Bolstering

even better ratings. Since competi-
tive stations also had talk programs
at the time, with the exception of
music on WNEW, we thought of a
musical show with a personality.
Specifically, we thought of Joan
Edwards, so we got together with
Gordon Auchincloss, writer - pro-
ducer who had worked with Joan,
recorded some audition platters
and they were immediately success-
ful.

“As a matter of fact, the show
was 609 sold out before it started
on the air, in the 9:30-10 a.m. pe-
riod, Monday through Friday. The
rating figure when she started in
Marech was 2.8. It has eclimbed
steadily, month by month, and the
program is now the top rated par-
ticipating show in New York, ac-
cording to Pulse, whose June re-
port gave it a rating of 3.9.”

The success of the Joan Edwards
show, which is now completely sold
out, prompted the WCBS executives
to extend its early morning musical
programming and last Monday
(Aug. 11) Bob Haymes, young
singing star, started on WCBS in a
five-a-week program from 8:15 to
9 a.m. The change not only will
strengthen the WCBS schedule at
this time, the station’s manage-
ment believes, but it also eliminates
the Bob Haymes program on
WNEW which has been Miss Ed-
wards’ strongest competition.

“Realizing also that news plays
a major role in station operation,
we have increased our news periods
at every opportunity,” Mr. Slate
said. WCBS now has five-minute
local news programs at 6, 6:30, 7,
7:30 a.m, and at 5 p.m., in addition

. to the network news shows it

carries.

Mr. Ward pointed out that the
Faulk, Edwards, Haymes and Kim-
brough programs all fit in with the
general programming theory of
providing local shows of broad
audience appeal, built around a
personality.

In addition to the program

changes, Mr. Ward stated that
WCBS also has benefited from a
change in the sales set-up which
now gives the station 14 salesmen
in place of the four it had a year
ago. With 11 men on the New
York staff of CBS Radio Sales, plus
three assigned exclusively to
WCBS sales, WCBS has the added
sales strength it needs in the face
of current competition, he said.

“The picture is appreciably bet-
ter, spot-wise, than it was a year
ago,” Mr. Ward said. He credited
the improvements in both sales and
ratings to the teamwork of Mr.
Slate, sales manager Bill Miller,
promotion manager Don Foley and
the entire WCBS staff.

1951 INCOMES UP

To Raise Demand, Prices

PERSONAL incomes were up in
1951 over the previous year—and
so were prices and production
under the impetus of expanding
demand.

That was the latest inflationary
word from the Commerce Dept.’s
Office of Business Economics, which
surveyed incomes in 1951, by
states. Total individual incomes
rose 12¢¢, per capita, 10%.

Individuals in four states stood
to gain the sharpest pay boosts—
ranging from 189 to 237 —largely
because of a sharp rise in farm
income. These states were Arizona
(283% ), South Carolina (219%),
and New Mexico and South Dakota
(18% each).

Increases of 169 were shown
for Colorado, Georgia and Nevada
and of 15% in Indiana. Kentucky,
Ohio, Utah, Virginia and Wyoming.

Per capita incomes last year
ranged from $771 in Mississippi to
$2,100 in Delaware and the District
of Columbia. Other top-rankers
were Nevada, Connecticut, New
York, California, Illinois and New
Jersey—the last four comprising
the more populous states.

JOSEPH E, B
house -Rad:
emblem from

dent and general manager of Westing-

congratulations and a 25-year-service
estinghouse Electric Corp. president, at a
remony in Pittsburgh.
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Perfect Host

RAYMOND MORIN, WTAG-
AM-FM Worcester, Mass.,
was touring Puerto Rico, Ja-
maica and Haiti gathering
special recordings of voodoo
and native drum music for
use on his weekly World’s
Greatest Music series. Frank
Magloire, who operates sta-
tion MBC in Port-Au-Prince,
Haiti, gladly dubbed some
dises for Mr. Morin, and alto-
gether was much more co-
operative than a fellow broad-
caster would have a right to
expect. When Mr. Magloire
discovered that he needed the
use of a turntable which was
then on the air, it created
no insurmountable problem
to him. He simply picked off
the broadeast disc, thereby
taking the station completely
off the air. An hour later,
MBC went back on the air—
but only after Mr. Magloire
had finished helping Mr.
Morin.

WMRO PETITIONS

For Immediate Renewal

PETITION for reconsideration and
grant without hearing of its li-
cense renewal application was sub-
mitted last week to FCC by WMRO
Aurora, Ill. The renewal hearing,
now indefinitely postponed, had
been ordered to determine whether
WMRO has filed timely applica-
tions and reports with the Com-
mission and whether it has op-
erated in compliance with FCC’s
rules and engineering standards.

WMRO acknowledged certain re-
ports unintentionally had been
filed late with the Commission in
the past, but asserted new office
procedure has been adopted which
assures prompt attention to such
matters in future. The petition also
said that as of Aug. 5 an examina-
tion of FCC’s engineering and
monitoring files showed no out-
standing citations against the sta-
tion. WMRO contended it can “un-
equivocally state” it is “operating
in complete compliance” with the
rules and standards.

The petition acknowledged that
on two occasions last winter the
250 w daytime outlet (1280 ke) op-
erated past regular sign-off time
in contravention of the rules, but
the FCC was so advised. WMRO
in December, at the request of the
Aurora mayor, broadcast overtime
as an emergency public service
during a blizard, the petition stated,
and similarly in January operated
overtime because of an impending
transportation strike.

WMRO is owned by Martin R.
O’Brien. The petition was filed by
A. Harry Becker, Washington ra-
dio attorney.
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Today’s time selling
techniques call
for a re-evaluation

of All selling tools

Some thoughts on time selling inspired by the
Spot Radio Promotion Handbook which con-
solidates many years of research into time
buying practices.

In the old days the general philosophy of selling
was charm, glamor, glad-handing the prospect.
Radio station managers were no exception.

But today, judging from our continuing studies,
radio managers and their representatives are
‘making a highly successful transition to modern
SERVICE-Selling. Here the emphasis is on discover-
ing and serving the needs of each prospect.

So how do you line up your sales tools today?

The basic tools of selling time break naturally
into two groups:

1. Tools of sErvICE-Selling —
a. Station salesmen and representatives
b. Service information for media files
c. Service-Ads in buyers’ service publications

2. Tools of PROMOTIONAL-Selling —
a. Direct mail promotion
b. Advertising in the trade publications

PROMOTIONAL- Selling Tools are used to
stress one or more features of the station; seek
to impress all who may ever become interested;
and to direct those who are currently interested to
available service information.

SERVICE -Selling Tools are used to supply the
advertiser with needed buying information; make
this information available to the men who use it,
at the time they need it.

Here are good examples of
SERVICE-Selling Tools at work

When Service-Ads in RaDI0O RATES AND Data contain
useful information like the ones reproduced here they
become a preliminary to promotional selling . . . and serve
a double purpose: (1) they give buyers the kind of in-
formation needed, right where they are looking for it;
(2) they “file” up-to-date expanded information in the
logical place for quick reference when promotional sell-
ing creates interest in your station.

wis rograms Build
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The handbook that your customefs “‘talked’’

That’s right, talked. Agency men and advertisers — hun-
dreds of them-—sat at their own desks and told our inter-
viewers how they selected stations, when they made their
selection, who besides themselves participated in decisions,
what kind of information is most helpful. They told it
all—straight from their busy offices.

STANDARD RATE has assembled their comments into the
Spot RAp10 PROMOTION HANDBOOK, organized into three
basic sections: 1. Who Participates in Time Buying. 2.
What These Buyers say They .

want to Know about Radio Sta-
tions. 3. How to Reach the Peo-
ple who Influence Time Buying.
Those interested in adapting their
selling methods to the needs re-
vealed by these men can obtain a
copy of the Spot RADIO PrROMO-
TION HANDBOOK for the nominal
charge of $1.00.

NBC Spot Selen for muccess @aries
and cot-perlismemer

S R D S

SALES OFFICES:

PRTIS
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STANDARD RATE & DATA SERVICE, INC.
Walter E. Botthof, Publisher
the national authority serving the media-buying function
' 1740 RIDGE AVENUE » EVANSTON, ILLINOIS
NEW YORK » CHICAGO * LOS ANGELES

s of ine rates and data * business publication rates and data ¢ national network radio and television
service ¢ radio rates and data © television rates and data « mewspaper rates and dota © transportation advertising

rates ond data ¢ A.B,.C. weekly newspaper rates and dota ¢ consumer markets, serving the morket-media selection function
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Audience on Wheels

IN THE ambitious Pulse survey of the auto-
mobile radio audience which BAB underwrote
and is distributing, the number of radio-
equipped passenger cars in the U.S. was put
at 27.5 million. .

Not one of these 27.5 million sets is included
in the computation of rates for any radio sta-
tion. It has not been a mark of extraordinary
business acumen that radio consistently has
given away its traveling circulation for free.

Other media have not acted with such self-
less generosity.

Does anyone know of a newspaper which
fails to count the copies which are read on
trains?

Is there a magazine which refuses to in-
clude in its circulation guarantees the copies
that are sold at air terminals?

. It has been an appalling fault of radio man-
agement that until now no important study of
out-of-home listening has been made. Happily,
though only because new competition is requir-
ing radio to make more serious efforts to
measure itself, corrective research is being
conducted at last. It is too bad that similar
studies were not conducted long ago, for if
they had been, the growth of television would
not have affected radio so severely.

Just because an audience happens to be on
wheels does not mean it is not an audience.

Radio Sells Everything

IN WINNING the Democratic primary elec-
tion for governor of Arkansas, a little-known
country judge last week had two measurable
advantages over his opponent, the incumbent
Gov. Sidney McMath. For one thing, his rival
was burdened with the endorsement of Harry
S. Truman. For another, the judge used the
radio “Talkathon.”

It is hard to say which of these was the
more important to Judge Francis Cherry’s
victory in the run-off election last Tuesday
against Gov. McMath. Certainly, however, he
would not have emerged from the pack in the
preferential primary July 29 if he had not
been able to elevate himself from his former
obscurity and introduce himself to the elee-
torate. Radio made that possible.

Voters were bound to find an appeal in =
candidate who was willing—on one occasion
for a 24% hour stretch—to expose himself to
random questioning by the audiemnce, as ex-
plained in an article in this publication a week
ago. It does not take a political soothsayer to
predict that the Talkathon will be used more
and more as a political weapon.

Indeed last week it had already been ‘r"'*en
up by Leonard Schmitt, who is running :
the Republican nomination as U.S. Sen
He set out to beat Ju
Cherry’s record in Arkansas.
air in a 25-hour Talkathon.

Whether Mr. Schmitt wins or loses a
the formidable opposition of Sen. J
Carthy, the Talkathon obviously has ]
standard equipment in regional politica
Assuming financial backing
available, it could be translated to televisicn.
On either radio or television, however,
Talkathon presents another illustration
cat power of broadcasting to enlighter

1dge
He went on the
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The Net Dollar

NETWORK radio is now a new kind of busi-
ness.

As a medium, radio has always been the
best buy, dollar for dollar. Network radio now
becomes the biggest bargain in the history of
advertising.

The CBS rate realignment, sweated out after
weeks of negotiations, inevitably establishes
the new base for all network radio. The forces
of competition so dictate. Actually, it recog-
nizes what has been a going condition in net-
work selling (or dealing) for many months.
It gets the network back on the rate card. And
the affiliates agree to share the burden.

NBC, which has been waiting since its Boca
Raton imbroglio of last year, can be expected
to meet the CBS move with rate realignments
of its own. But don’t expect this overnight.
ABC and MBS also will modify to meet the
new competitive pattern.

Recriminations, at this stage, benefit no one
except the competitive media. The issue is no
longer debatable. There’s a bed-rock job to
be done by the business men in broadcasting.
It is the job that wasn’t done years ago, when
radio was just rolling along, content to sell
itself short.

Television isn’t mentioned in the CBS af-
filiates plan. But its influence was there. The
real tragedy is that non-TV markets, which
now thrive, nevertheless are forced to bear
their portion of the across-the-board cuts.

The CBS compromise isn’t all bad. It could
have been lots worse, had not the affiliates
committee interceded. Here are some of the
plusses that should stabilize the medium: (1)
There will be no card rate cuts for at least a
year. (2) The advertiser must buy 52-weeks to
earn maximum discounts, knocking out the
demoralizing 13-week summer hiatus. (3) Mon-
day-through-Friday daytime charges go up
about 5%. (4) Ratings go out the window as a
principal selling tool. (5) There will be no more
rate deals.

If point No. 5 doesn’t stick, then no gains
whatever will acerue. The under-the-table
deal must go. The bulk of network business
sold during the last two years has been con-
cession-dealing in time and talent or both.
The networks have absorbed these deals. Now,
in the CBS plan, the affiliates propose to help
underwrite the average 259% nighttime dis-
counts by taking a 15% cut in network com-
pensation.

This cut-back is at the network level. There’s
a vast difference between network and spot.
Thus, that which has been done at the network
level should not be transmitted to the station
level. The station sets its own rates for its
time. The advertiser can buy it or not. If it’s
over-priced he won’t buy. More spot is being
bought than ever before. They’re buying more
spot than network.

Call it a strategic retreat, or charge it to
blunders of the past. But it’s done. Now all
radio lines must hold fast. The advertisers
have served notice on other media that they

t an accounting. Television has affected
paper

their

and magazine readership. But
fight.
ceful broadcaster won’t use the
scale as an excuse for down-
f his operations. The advertiser isn’t
trike again if he feels that by so
n personnel and programming
"hat can only make his use of
oroductive. The advertising
!, has to make an accounting,
businesses have been “made”
and network alike—to risk
Ty,
profit dollar may be
1¢ by in radio. But the broad-
ing to work will find the way.

@ our respects fo:

DONALD AIMERS NORMAN

HEN Donald Aimers Norman joined

W NBC in 1943 he looked forward for the

first time to a permanent base of opera-

tions where he could enjoy home and family.

Now, nine years later, as general manager of

KNBH (TV), the network’s Hollywood tele-
vision station, he finally has succeeded.

Steady advancement, which always seemed
to involve moving from one city to another,
has combined with housing shortages to keep
Mr. Norman away from the hearth which
loomed so large in his considerations after
years on the road.

To settle down permanently after spending
50 weeks a year traveling, Mr. Norman act-
ually took a salary reduction when he joined
NBC in 1943 as spot salesman in San Fran-
cisco—only to spend eight months vainly look-
ing for a house while his family waited in Los
Angeles for the word to move north.

After that the fates were kinder for awhile.
He was transferred to Los Angeles as manager
of National Spot Sales for NBC’s Western Div.
For nine months he and his family basked in
the sunshine of each other’s smiles. Then
came word of transfer to New York. It took
another eight months to find a place to live.

The long road which brought Donald A.
Norman to Hollywood and a home in suburban
Glendale began in Chicago where he was born
May 27, 1913. He attended public and high
schools in Oak Park and in 1930 enrolled in
the U. of Illinois.

He majored in history and journalism. On
the extracurricular side he played intramural
baseball and golf—“I was too small for var-
sity.” He was business manager for campus
Little Theatre productions and active in Phi
Kappa Tau fraternity.

His college career ended in 1933 for economic
reasons. He had supported himself waiting on
tables, but the combined academic and financial
burden became too much. He went job hunting.

That was the first year of the Chicago
World’s Fair. Mr. Norman probably had one
of the shortest records in the history of show
business as a performer at the exposition. The
famed “Greeter” Gaw had written a song cele-
brating the glories of the Century of Progress.
He hired the ex-college man to bark it along
the midway. He lasted but one day.

He went to work for Standard Brands in
the summer of 1933 as a junior salesman, a
euphemistic title coined to give dignity to the
drivers of route trucks who contacted stores
selling Fleischmann’s yeast. The salary was
$65 per month. It later skyrocketed to $90

(Continued on page 70)
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WREC strength and stability are
based on a long chain of events that
have gained listener confidence
through the years. . . . Service to the
Community — Responsibility to the
listener—and Mechanical perfection
are a few of the reasons why WREC
: continues to pull the greatest audi-
ence.

Closely linked are the important
facts that WREC has the highest
Hooper rating of any Memphis radio
station and rates are actually 10.19
lower per thousand listeners than in
1946! The advertising pull is greater
because you get top coverage in this
market of over $2,000,000,000—in
addition WREC prestige adds weight
to your message to bring in MORE
sales at LESS cost. ‘

MEMPHIS NO. 1

STATION

REPRESENTED BY THE KATZ AGENCY

AFFILIATED WITH CBS, 600 K C, 5000 WATTS
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COMPLETING contract for The Columbia Record Hour mghﬂy for a year

over KEAR San Mateo, Calif. are (seated, | to r), Phil Barber, Record Dept.

mgr., H. R. Basford & Co., distributor, and Tom Maschler, Basford ad mar.;
(standing, | to r) Walter Tolleson Jr., and Ray Barnett, KEAR gen. mgr.

SIGNING for The Jack Carberry Show
are (I to r) Albert T. Adams, branch
mgr. for Anheuser-Busch Inc.; Jack
Carberry, long-time sports editor of
Denver Post, and Duncan McColl,
sls. mgr.,, KOA-AM-FM Denver.

PENN STATE grid games on 14-sta-
tion network set by (| to r) George K.
Keet Jr., Ketchum, McLeod & Grove,
Chevrolet dealers agency, J. H. Coo-
gan, for the college; M. J. Bergstein,
mgr., WMAJ State College, Pa.

PRE” NTS

-
&

INTRODUCING Procter & Gamble’s new soap product, Zest, over WSAI

Cincinnati are (seated, | to r) R. E.

Hauber, P&G research chemist; Polly

Pickens, WSAI columnist, and Peg Sherwood, WSAIl personality; standing
(I to r) are Howard H. Besuden, P&G publicist; J. Robert Kerns, WSAI man-
aging dir.; Bob Tompkins, Benton & Bowles; R. H. Boulware, WSAI sls. mgr.

RENEWING for sixth year WILM Wilmington’s Around the Town with Bill

Frank is J. F. Hollywood (seated, r),
Watching are (I to r) Mr.

Plymouth dealer.

president, Hollywood-Perkins, DeSoto-

Frank (seated, 1), WILM com-

mentator; Jack Lee, WILM sismn.; T. H. D. Perkins, auto firm v.p., and
Ewmg B. Huwkms, WILM pres -gen mgr

On All Accounts

(Continued from page 12)
Electric Supply Co., Western divi-
sion of Firestone Tire & Rubber
Co., Karl Shoe Stores, Internation-
al Fur Co., Beverly Hills Ford Co.,
Nash California Co., Grimes-
Strassforth Stationers Corp. and
W. & J. Sloane.

Claiming Stockton, Calif., as her
birthplace, Miss Ridley marks Dec.
14, 1920, as the eventful-day. The
family moved to Oakland and then
to Sacramento before settling per-
manently in Los Angeles in 1931
when she was 11. Completing her
grade schooling, she continued to
Los Angeles High, and was gradu-
ated in 1938. Then 1% yeas at Los
Angeles City College with a major
in dental hygiene ended her for-
mal education.

She was a dental hygienist for
the next two years and a recep-
tionist for a similar period. She
then became a private secretary
for two years.

Wanting to see the rest of the
U. S. and Canada, she resigned
the secretarial post in 1942 and
worked at various jobs in her trav-
els to meet expenses. She rejoined
her family in Los Angeles in late
1945.

Miss Ridley shares an apart-
ment in suburban Sherman Oaks
with Tenney, her black-and-white
cocker spaniel. An outdoor enthu-
siast, she also claims cooking as a
hobby, and admits to “sewing a
mean seam” which accounts for
her always smart appearance.

TENN. PRIMARIES
Sponsor Bids for WMPS in *

WMPS Memphis did such an out-
standing job of covering the Aug.
7 Tennessee primaries that already
a sponsor has put in a bid for
primaries two years hence, station
reported last week.

“This is- unprecedented in the
history of our business, but I cer-
tainly want you to come to us with
this when elections are on two
years from now,” said E. C. Kraus-
nick Jr., sales and advertising
manager of the Tennessee Brewing
Co., Memphis.

WMPS had reporters spotted
at candidates’ headquarters, at the
Courthouse when the ballot boxes
were brought in, and at other key
posts throughout the city. Sta-
tion used tape recordings and
“beeper” reports in addition to
regular news sources which flowed
into the studios.

Mrs. Adelaide Brewster

MRS. ADELAIDE LANCEY
BREWSTER, 51, assistant chief of
Domestic Productions, Interna-
tional Motion Picture Div., Dept. of
State, died Aug. 11 of cancer in
Memorial Hospital, New York. Mrs.
Brewster was active in radio as the
original Betty Crocker for General
Mills from 1929 to 1934. At that
time she also was associated with
the National Assn. of Broadcasters.

MORGAN SUIT

GF, B&B Seek New Trial

GENERAL FOODS Corp. (Max-
well House coffee) and its ageney.
Benton & Bowles Inc., New York,
will ask a new trial or “if neces-
sary appeal” the Los Angeles
Superior Court verdict which
awarded Raymond R. Morgan Co.,

Hollywood agency, $375,000 com-j}

pensatory damages for the appro-
priation of a promotion idea 1n-
volving radio. Al Kaye, vice pI‘ESl-
dent and Hollywood manager of
Benton & Bowles, also was a de-
fendant in the suit.

The jury in Superior Judge
William B. McKay’s court, after
three weeks of testimony, brought
in the verdict Aug. 8 for the plain-
tiff after an hour’s deliberation.

Charging unfair competition and
breach of an implied contract in
the appropriation of a copyrighted
“doorbell ringing plan,” Raymond

R. Morgan Co., originally had sued g

for $1.5 million damages [BeT,
June 25, 1951].

During the hearing, this figure
was scaled down to $500,000. The
jury, not advised of the change.
first awarded the plaintiff $750,000.

Sent back by Judge McKay for{

further deliberation with instrue-
tions to lower the figure, the jury
then made a judgment of $375,000.

The Morgan firm in its suit
charged Benton & Bowles had re-
quested a presentation and detailed
working account of the merchan-
dising plan used by the former
agency for four years in inereas-
ing Folger coffee sales. Cost for
its use was quoted, with a royalty
price set at $200 per week in each
key city and $100 weekly in smaller
communities. It is licensed to other
agencies and firms in areas where

it does not conflict with Folger |-

coffee promotion. 7

General Foods Corp., according
to testimony, appropriated the mer-
chandising plan to promote -Max-

well House coffee in Folger coffee .

territory and without agreement
or compensation to the plaintiff.
Both General Foods and Benton
& Bowles had contended the pro-
motion idea was in public domain.

That contention was reiterated,

Tuesday in a formal joint state-§:

ment when General Foods and its
agency revealed intentions to
“move for a new trial and if neces-
sary appeal the verdiet.”

The promotional idea is a com-
bination of radio broadeasting,
house-to-house selling {,
and sampling. Under license ar-}
rangement, it has been used by Los ¢
(White King|
Soap), a client of Raymond R.|

couponing,

Angeles Soap Co.

Morgan Co., and by other agencies
for various national accounts.

TELEVISION-Radio Workshop of the

" Ford Foundation has appointed Jack

Perlis, radio-television public rela-
tions consultant, to handle publicity
promotion on behalf of Omnibus, 90-
minute Sunday variety television
show to be launched Nov. 9 on CBS-
TV.
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4/ TED O’CONNELL, salesman at WBBM Chicago, to CBS Radio Spot
.| Sales staff, same city. He replaces BERT WEST, who has trans-
| ferred to New York as eastern sales representative for CBS’ Pacific

,S»‘JACK MOHLER returns to WOR New York as account executive after
’J17 months service in U. S. Army. ROLLIN BOYNTON, WOR sales
,] 'service staff, named account executive.
| DAVE HOSS, public relations and special events director, KSLM Salem,
| Ore., promoted to station manager.

;GRAEME ZIMMER, for past 15 months manager of WCAV Norfolk,
| has resigned. He has not announced future plans.

1 SAM K. MAXWELL Jr., CBS Radio Spot Sales, to CBS Television
I sales staff as account executive.

;,1DAVID J. BENNETT, manager, WKBO Harrisburg, Pa., to Harrisburg
{1 Bestrs. Assn.,, that city, applicant for TV Channel 71 there.

T ! MAGUIRE, manager, Omer Renaud & Co., To-
ronto, station representative firm, named manager of
Montreal office of Horace N. Stovin & Co.

JOHN CROSIER, time salesman at KMBC Kansas
City, to The Katz Agency, Chicago, as space salesman.

DOUG TROWELL, promotion manager, CFPL London,
Ont., promoted to sales manager, replacing KEITH
CHASE who moves to Mec Kim Adv. Ltd.,, Montreal.

it Mr. Myers

:;BRANHAM Co., N. Y., appointed national representative for WHYN
, Holyoke, Mass.

{‘

. CHARLES A. DUNBAR, sales staff, Bride magazine, to radio sales
. staff, Avery-Knodel, N. Y., station representative. JOHN R. MARKEY,
. NBC-TV film program sales, to representative firm as manager of Los
. Angeles office.

s STANLEY J. REULMAN, Pacific Coast manager for The Katz Agency,
| transfers from Los Angeles to San Francisco in, charge of Katz office
i there, replaced by RICHARD I. HASBROOK, manager, Avery-Knodel,
P

L. A.
if

1 JOSEPH K. HARRY, commercial manager, KTXN Austin, Tex., to KCOR
., San Antonio, in same capacity.
LI

JOSEPH HERSHEY McGILLVRA Inc. appointed national representative
‘ for WELL Battle Creek, Mich.

KENNETH B. MURRAY, general manager of WORC Worcester, Mass.,
to WOR-TV New York as representative in Boston and New England area.

EI—=—3,

" CARL HAUG, sales staff, WABB Mobile, Ala., appointed commercial
manager there.

BOB GERSON returns to sales staff, WSB-TV Atlanta, after 16 months
duty with Air Force.

p@f’on‘l’ e o o

'ROBERT R. NELSON, general manager, WARD Johnstown, Pa.
father of girl, Christine Lee, July 27. . . . ART MORTENSEN, national
- advertising manager, Don Lee Broadcasting System, Hollywood, father

of girl, Nicolene, Aug. 9. . . . LEO GUTMAN, advertising director,
_ Frederic W. Ziv Co., was guest speaker at weekly Rocking Chair Chat
- during his vacation at Lake Tarleton Club, Pike, N. H. Talks centered
around radio-TV and movies.
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From where [ sit

by Joe Marsh

If They’re Wild,
They Belong To Tik!

Saw Tik Anderson last week and
was reminded of the first time I ever
spoke to him. The missus had sent me
out one Saturday afternoon to hunt
for some blackberries.

I took a long hike and couldn’t find
any. Finally, I came to Tik’s house
along that low stretch east of the fork
on River Road. “Hi there,” I says,
“any blackberries around here?”’

Tik says, “There used to be—but I
don’t know much about things that
grow wild.” Later, I found how Tik
supports his family by picking berries.
Ever since that time I've been like the
rest of folks in town—respectful of
his right not to tell where “his” ber-
ries grow.

From where I sit, respecting other
folks’ rights comes natural in our
town . . . in America for that matter!
Whether it’s a person’s right to enjoy
a temperate glass of beer or ale if he
wants, or whether it’s Tik Anderson’s
right to keep secret where his berries
are, it’s all a big part of a real

democracy!

Copyright, 1949, United States Brewers Foundation

August 18, 1952 ® Page 59




CONELRAD

Plan Nears NSRB Approval,;
FCC Declassifies Parts

OPERATION Conelrad moved two steps closer to reality last wgek
with twin developments involving the FCC and the National Security

Resources Board.

The broadcast alert plan designed to meet emergency conditions, par-

ticularly the imminence of air
attack on the U. S., currently is
in the interim phase pending of-
ficial approval of the the perma-
nent long-range project.

Last week, Operation Conelrad
was reported close to approval by
the security board. Its chairman,
Jack S. Gorrie, was preparing to
give the agency’s assent and thus
make it official, in line with pro-
visions in the President’s Execu-
tive Order of last December.

In the meantime, FCC has noti-
fied stations they may declassify
certain documents in their posses-
sion dealing with various phases
of the plan.

The project already has approval
of the Secretary of Defense. Once
NSRB tenders its okay, the FCC
will be able to issue appropriate
orders to put it into effect. Rules
and regulations will be adopted by
the Commission to set the wheels
in motion.

It was understood some 600 AM
radio stations are interested and
actually participating in the in-
terim phases of Conelrad. To take
part they were required to make
-certain modifications in technical
equipment. FCC has been told by
NARTB that changes in its re-
quirements covering operators and
remote-control operation would im-
plement the plan, too [B®T, Aug.
)

Two Specified Frequencies

Under Conelrad all but partici-
pating stations would be silenced
in a threatened air attack or
similar emergency. Subscribing
stations would notify listeners to
tune their receivers to two speci-
fied frequencies. Use of FM and
TV outlets is not contemplated now.

Under the present interim sys-
tem a number of 50-kw stations
throughout the country have been
operating 24 hours daily over a
specified period. This is ecalled
the “skywave” aspect, tailored to
provide fulltime alert until Conel-
rad becomes a reality. Local civil
defense organizations have been
cooperating,

In the FCC memorandum to sta-
tions, broadcasters were advised
they could declassify certain docu-
ments relating to the operating
system, alerting system, emer-
gency control and proposed plan
of operation relating to control of
electromagnetic radiations (Conel-
rad) in the continental U. S. and
North American region.

Documents on tentative plans
for alerting and operating types
of stations other than broadcast
with respect to the President’s
Executive Order also were de-
classified. The memorandum was
signed by William J. Norfleet, FCC
security officer.

All but the more minute and
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security-type details are well
known to the industry and broad-
casters, who participated in dis-
cussions with the FCC early last
year [B®T, April 2, March 26].
The Executive Order implements
Sec. 606 (c¢) of the Communications
Act as amended to cover other than
broadcast stations whose signals
could serve as homing devices for
enemy craft.

Programming Formula By CD

The Federal Civil Defense Ad-
ministration is charged with de-
vising a programming formula for
Conelrad operation. It will meet
periodically in the field with broad-
casters, local CD groups, and with
NARTB and allied groups [BeT,
July 14, June 2].

FCDA activity along this line
has been slowed by lack of agree-
ment over costs for certain lines,
including installation of sequential
lines connecting stations and tele-
phone connections at local CD
levels. It is presumed the Air
Force will shoulder the cost burden
for connecting participating out-
lets.

FRAUD SUIT AIMED
At Coast Firm Officials

REMOVAL of the president and
two directors of Camera Vision
Productions Inc., Beverly Hills, on
charges they misappropriated and
misapplied corporation funds, was
demanded last Tuesday in a fed-
eral court suit filed by two inves-
tors in the firm.

Arthur 8. Lyons, president, and
Edgar R. Morris and Edward C.
Flynn, directors, are named in the
suit by Mrs. Gloria Dahlberg of
New York and Mrs. Rose K. Davis
of Hawaii, both of whom -claim
their investments of $50,000 each,
plus $52,100 from other sources,
have been “dissipated.” They seek
injunctions to keep the trio from
disposing of assets of the firm,
organized about a year ago to
develop a new camera which sup-
posedly would cut time and costs
of film production in half.

Campaign Suggestions
far

SUGGESTIONS for planning an
anniversary campaign have been
published in outline form by Castle
Island Press, Chicago. “How To
Plan an Anniversary Campaign,”
written by Jay J. Broderick, public
relations director at Castle Island
Press, is available free of charge.
Outline is preceded by an introduec-
tion on the function of a publie
relations man.

AREA Pontiac Dealers last week contracted with WMAL-AM-FM Washington;

and WBAL-AM-FM Baltimore for exclusive radio coverage of Maryland U.’s

football games. -Coverage of last season’s Sugar Bowl champions calls for

a nine-games series. Among those at contract negotiating were (I to r) Al

Burke, WBAL sales representative; H. E. Hudgins, of McManus, John & Adams

Advertising Agency; Mahlon Glascock, WMAL sales director, and John Bates,
3 Pontiac district zone manager.

RADIO-TV HELP NEWSPAPER TOP RIVAL

Three Lamb Media Work Hand-in-Hand in Erie|

THIS is a newspaper suceess story
in which radio and TV played
major roles.

For the first time in the five
years broadcaster Edward Lamb
has owned the Erie (Pa.) Dis-
patch, it is leading the opposition,
Erie Times, in food advertising
linage.

Latest figures from Advertising
Linage Service for the first half
of 1952 show the daily Dispatch
carried 664,680 lines of food ad-
vertising compared to the rival
Times’ 621,043, Mr. Lamb reports.

In great part this success is
due to the use of the Lamb-owned
WIKK and WICU (TV) as a serv-
ice in the merchandising help given
food and kitchen product adver-
tisers in the newspaper, according
to Mr. Lamb.

Selected  advertisers of food
products in the Dispatch get their
products mentioned on both the
AM station and on TV. The way
it works is this:

The newspaper buys time on
WIKK for a group of participating
announcements.

Food Products Tie-In

Similarly, it has bought the
whole Wednesday half-hour of the
weekly TV participating Kitchen
Arts Show on WICU. Food prod-
ucts using the Dispatch’s mer-
chandising service are mentioned
and shown on the show.

So successful have the combina-
tions been in selling products to
consumers, that the use of radio
and TV is now considered the back-
bone of the newspaper’s merchan-
dising plan.

Other forms of selling aids con-
tinue, of course, Mr. Lamb ex-
plains. The two-man newspaper

merchandising staff continues the -

usual forms of such activity—sur-
veys, mailings, guaranteed outlets,
retail tie-ins, posters, ete.

The Erie Dispatch has a cir-
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culation of 45,000, up 15,000 from
its readership when Mr. Lamb
bought the newspaper in 1947. Its
opposition has a circulation of
52,000, down 2,000 from its
dominant position five years ago.
Mr. Lamb says.

The use of his radio and TV
to help his newspaper is not en-
tirely one-sided, Mr. Lamb points
out. The success of his TV opera-
tion can be laid in significant
measure to the assistance given
WICU by the newspaper. The
newspaper not only runs regular
features on the station and on TV
in general, but it also cooperates
in merchandising broadeast ad-
vertisers—through news items on
shows, talent and advertisers’
products.

In addition, the Sunday Dispatch
carries a regular TV section.

The merchandising staff of
WICU numbers five men. They
also engage in the usual array of
sales aids for advertisers.

The fact the Dispatch is part of
one newspaper-radio-TV property
has helped “enormously’” in build-
ing its circulation, Mr. Lamb says.
The paper is promoted heavily on
the air. Not only do newspaper
by-liners have regular programs
on WIKK and WICU (the sports
editor has a sportscast, the society
editor a social “column,” ete.),
but both stations carry references
to Dispatch feature stories, news
beats, ete.

Although all three properties|
are owned by Mr. Lamb, the sales
staffs of each are competitive, Mr.
Lamb emphasizes.

Is there a trend toward a joint
advertising rate—one charge for
newspaper space, radio and TV
time?

“Not yet,” Mr. Lamb replied.
“But it is not a far-fetched idea.
Time will tell.”
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EDWARD’S
. Radio Newspaper Both Other Tetal
Traffic 66 73 22 28 189
% Traffic 34.9% 38.6% 11.7% 14.8% 100.0%
No. Purchasing
Merchandise * 46 53 20 21 140
% Purchasing
Merchandise * 69.7% 72.6% 90.9% 75.0% 74.1%
% Dollar Valve
of Purchases * 39.2% 35.3% 13.4% 12.1% 100.0%
PER CENT OF TRAFFIC BY MEDIUM, BY DAY
Tuesday 36.6% 36.6% 13.4% 13.4% 100.0%
Wednesday 325 41.6 9.1 168 100.0%
PER CENT OF TRAFFIC BY MEDIUM, BY RESIDENCE
“n City y 77.3% 72.6% 63.6% 89.3% 75.7%
Outside City 21.2 26.0 36.4 7.1 22.8
Unascertained 1.5 14 . 3.6 1.5
Total 100.0% 100.0% 100.0% 100.0% 100.0%
' 1' * These figures include all purchases made in the survey area by customers who were inter-
viewed.
McFARLIN’S
Radio = Newspaper Both Other Total
Traffic « 20 12 6 22 60
% Traffic 33.3% 20.0% 10.0% 36.7% 100.0%
No. Purchasing
Merchandise™ n 6 3 17 37
% Purchasing
Merchandise * 55.0% 50.0% 50.0% 77.3% 61.7%
% Dollar Value
of Purchases * 28.3% 9.9% 12.0% 49.8% 100.0%
PER CENT OF TRAFFIC BY MEDIUM, BY DAY
Friday 41.7% 12.5% 8.3% 37.5% 100.0%
Saturday 27.8 25.0 11.1 36.1 100.0%
PER CENT OF TRAFFIC BY MEDIUM, BY RESIDENCE
In City 45.0% 66.7% 66.7% 50.0% 53.3%
Outside City 55.0 33.3 33.3 50.0 46.7
Total 100.0% 100.0% 100.0% 100.0% 100.0%

o
A

g
g

Rochester Test—Listeners Outbuy Readers
(Continued from page 26)

* These figures include all purchases made in the survey area by customers showing an in-

terest in the test merchandise.

SEARS )
Radio Newspaper Both Other Total
Traffic 39 38 18 19 14
% traffic 34.2% 33.3% 15.8% 16.7% 100.0%
No. Purchasing
Merchandise * 10 ¢ 5 2 26
% Purchasing
Merchandise * 25.6% 23.7% 27.8% 10.5% 22.8%
% Dollar Value
of Purchase * 37.4% 44.3% 14.6% 3.7% 100.0%
PER CENT OF TRAFFIC BY MEDIUM, BY DAY
Friday 32.1% 39.6% 20.8% 7.5% 100.0%
Saturday 36.1 27.9 11.5 24.5 100.0%
PER CENT OF TRAFFIC BY MEDIUM, BY RESIDENCE
In City 61.5% 52.6% 72.2% 57.9% 59.6%
Ovtside City 38.5 a7.4 22.2 42.1 395
Unascertained ... ... 56 o 0.9
Total 100.0% 100.0% 100.0% 100.0% 100.0%

* These figures include all purchases made in the survey area by customers showing an in<

terest in the test merchandise.

Campaign Catechism Issued by NARTB

(Continued from page 27)

sorship of a candidate’s talk cited.
A broadcaster, of course, should
try to persuade a candidate to de-
Jete such matter but the FCC’s
interpretation of Sec. 315 requires
that the material go on the air un-
censored. NARTB notes that this
FCC position is of questionable
validity.

In case of defamation, the speak-
er is liable in every state, the book-
let explains, with 21 states having
laws or court decisions lessening
the liability.

Speeches of political speakers
not actually candidates may be
edited to remove defamatory or
poor-taste passages, it is stated.
Stations may “editorialize’ on pub-
lic issues, though FCC expects

BROADCASTING *

them to give the other side a chance
to reply.

Premium rates for political
broadcasts are forbidden by a 1952
amendment to Seec. 315. Stations
are advised they must give candi-
dates the right to purchase compa-
rable time at an equal rate. If a
station confines political programs
to sustaining time it must cancel
programs, if necessary, to provide
equal opportunity.

Stations are not required to keep
a script or recording of political
speeches, the bulletin concludes,
but must keep a record of requests
for time and what was done about
them. Secripts and recordings are a
safety factor in case of libel suits
or other objections.

Telecasting

The Continental ,‘
Type 314-2 1000 Watt /
AM TRANSMITTER »

combines excellent performance |
with streamlined simplification BB
Simplified circuit design . . . fewer controls . . . / ‘ |

ease of adjustment . . . frameless, unified cab-
inet . . . automatic voltage control . . . extreme
accessibility of all components. .. easy cut- , ,]
back to 500 watts . . . electric door locks. .. ’
these are only a few of the many new refine-
ments incorporated in the new Type 314-2
Transmitter by Continental. Complete details

and technical data available on request.
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MANUFACTURING COMPANY
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WOR PRODUCT POLL

Pulse Survey Shows Market

GROWING popularity of chloro-
phyll dentifrices at the expense of
“ammoniated-only” and vregular-
type toothpastes in the New York
market was highlighted in a spe-
cial WOR New York product poll
released last week by Robert M.
Hoffman, research director for
WOR and WOR-TV.

The survey, conducted for WOR
by Pulse Inc., shows the market
situation in January 1952, just
prior to the debut of chlorophyil
dentifrices, and in July 1952, in
interviews of 1,600 families. Some
25.8¢ of families surveyed stocked
chlorophyll dentifrices in July,
while ammoniated toothpastes de-
clined from 20.4¢; in January to
15¢¢ in July. So-called regular
dentifrices dipped from 87.1% in
January to 70.4¢; in July. (Chloro-
phyll figures include chlorophyll
brands that are ammoniated.)

WNHC Bldg. Dedication

WNHC New Haven, Conn., will
dedicate its new four-story build-
ing about the first of September,
Patrick J. Goode, station president,
announced last week. It will be
equipped with four radio studios,
offices, news bureau, record library
and publicity .and promotion de-
partments.

KWK GETS RESULTS!|
KWK GETS RESULTS!
RESULTS!

KWK IS THE.
JRADIO BUY
IN ST. LOUIS

EORGE W. 2 N,
L writer. The Mullican Co.,

W N
L L L gy vuy

~any

Your KATZ mcn
has the facts on

cost per 1000

KWK GETS RESULTS!

Saint Louis

f KWK's LOW-low {1

KWK GETS RESULTS!‘

Globe-Democrat Tower Bidg. {
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STRATTON, copy-
Louis-
ville, Ky., to KEX Portland, Ore,

program department.

JAMES S. POLLACK, TV program
manager, ABC
Central Division,
to KEECA-TV Los
Angeles - as pro-
gram director. He
succeeds ALVIN G.
FLANAGAN who
has resigned.

SHERM FELLER
to WLAW Boston
for Mon. through
Fri. disc show.
BOB WEST,
WGAI Elizabeth
City, N. C. sports director, to an-
nouncing staff, WRRF Washington,
N C:

HAYWOOD MEEKS, assistant sales
promotion director, WLW Cincinnati,
to WTOP-AM-FM-TV Washington as
sales promotion director.

KAY MULVIHILL, promotion man-
ager, KPIX and KSFO San Francisco,
to NBC Hollywood press department.
DICK MILLS, disc m.c. at WPTR Al-
bany, to KIOA Des Moines, in same
capacity.

ED STEVENS, publicity and promotion
director, WERE
Clevelan d, ap-
pointed program

Pollack

Mr.

director.

ED BROWN, staff
- announcer, WSYR

Syracuse, to

WHEN-TV same

city. in same ca-
_pacity.

DONALD McGILL,
CBM Montreal, ap-
pointed program di-
rector there.

BILL HARRINGTON, WHDH Boston,
to WNEB Worcester, Mass., as sports
director.

FRED HILL, announcer, WMAZ Ma-
con, Ga., elected commandant of Ma-
rine Corps League of Georgia.

KYLE MacDONNELL, New York TV
actress-singer, assigned role in 20th
Century-Fox feature film, “Taxi.”

ARF CHOOSES 10
To Study Radio-TV Ratings

TENX advertising and research exe-
ives have ?aen named to the
g Research Foundation’s
study radio-TV rat-
ARF reported last

Mr. Stevens

s are: E. L. Deckinger,
irman; Hugh M. Beville
CBS; Wal-
R Gordon
Fred B.
eale, Dan-
Richard J.
, ABC, and G.
Eck 13

MIEE WOLOSON, chief announcer,
WSCR Scranton, Pa., to WNOR Nor-
folk, Va.

LES TREMAYNE and ALICE REIN-
HEART, NBC radio actors, will co-
narrate MGM feature film, “The Bad
and the Beautiful.”

RUSSELL ARMS, singer on NBC-TV
Your Lucky Strike Hit Parade, as-
signed role in Warner Bros. feature
film. “By the Light of the Silvery
Moon.”

MAYNARD A. SPEECE, U.
nesota agricultural
information spe-
cialist, appointed
farm service direc-
tor at WCCO Min-
neapolis-St. Paul.

of Min-

CARL L. FLOWER
appointed produc-
tion manager,
WEXNB New Brit-
ain, Conn.

ROY LAMONT,
staff announcer,
WPOE Elizabeth,
N. J., to KBIO Burley,
program director.

Mr.

GRANT VAN PATTEN, TV director,
WRGB Schenectady, N. Y., father of
boy, Aug. 9.

SAM MINEO, NBC Hollywood staff
pianist, father of girl, Elizabeth Ann,
July 29.

GENE MORGAN, program director,
KGIL San Fernando, Calif., father of
boy, Lex Charles, Aug. 7.

MAXINE CUMMINGS,
wood press department,
girl, Valerie Gay, Aug. 9.

ABC Holly-
mother of

EUGENE F. KILHAM, traffic man-
ager, WBZ-TV Boston, father of boy,
July 22. '

JOHN MICHAEL HAYES, writer on
CBS Radio Suspense, father of girl,
Aug. 3.

DAN LUNDBERG, newscaster, KNXT
(TV) Hollywood, father of boy, Jan,
Aug. 2.
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CANADIAN RATINGS

U. S. Programs Lead

SUMMER Canadian network pro-
grams are few this year, and the
leading five evening shows during
July, according to national report
of Elliottt-Haynes Ltd., Toronto,
were Twenty Questions, rating
14.7, Mario Lanza 14, Doris Day
18.6, It Happened Here 9.8, and
Happy Motoring
program).

Daytime leading five network;‘

programs were Ma Perkins 14.9,

Pepper Young’s Family 12.4, Right

to Happiness 11.8, Life Can Be
Beautiful 11.8, and Big Sister 11.6.

Five leading French evening net-
work shows were La Pause Qui Ra-
fraichit 18, Jouez Double 15.3, La
Raconteur de Chez Nous 14.1, Fau-
bourg 13.6 and La Rue des Pig-
nons 10.4. Five leading daytime
French shows were Rue Principale,
21.4, Jeunesse Doree 20.8, Grande
Soeur 17.3, Francine Louvain 17,
and Tante Lucie 15.1.

Levine Wins Scholarship

IRVING R. LEVINE, NBC cor-
respondent in Korea, has won a
Council on Foreign Relations
scholarship for the 1952-53 aca-
demic vear. He will return to the
U. S. in September to begin a
vear of study at the Council’s
headquarters in New York. Schol-
arship is a sum equal to his salary.

School Buys KPAC Time

PORT ARTHUR Independent
School District for the second
vear has purchased regular
commercial time from KPAC
that city to broadcast 1952
football games of the Thomas
Jefferson High School’'s Yel-
low Jackets. The PAISD has
sold its own sponsor, Texas
Co. of Port Arthur, and will
use its own play-by-play an-
nouncer and ‘“color” man,
with KPAC handling only
technical aspects. KPAC also
will ecarry the 1952 South-
west Conference football
games for Humble 0Qil Co.,
also for the second year.

QUINCY,
ILLINOIS

supply 1% NeEDs
g Equipment 3

THESE OFFICES
TO SERVE YOU

QUINCY, ILL. . .
HOUSTON, TEXAS
WASHINGTON, D. C.
MONTREAL, QUE. .
NEW YORK: CITY
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TEL. 8202
. TEL. ATWOOD 8536

TEL. METROPOLITAN 0522

TEL. ATLANTIC 9441
TEL. MURRAY HILL 9-0200

Telecasting

7.3 (Canadian :

—




|
DAMAGE SUIT
ey Filed by Roche-Eckhoff

p‘t‘r,tL“SUIT, asking $121,000 in damages
“'has been filed by Roche-Eckhoff
‘& Assoc., Hollywood advertising
il agency, against George Patton,
| former account executive with the
'Dagjﬁrm and now head of a Beverly
}"‘Hills agency bearing his name.
‘ian; Legal action, instituted Aug. 5
in Superior Court of Los Angeles
|, County, charges that Mr. Patton
(took with him three accounts he
' had been handling when he severed
"welations with the plaintiffs, Nov.
.1, 1951. Urich’s Serve Yourself
' gasoline stations and James J.
' Kerwin Co., Los Angeles distrib-
,q utor of Raytheon TV, joined the
i defendant immediately with Dr.
‘L. A. Brinkley, chiropractor, fol-
' lowing three months later.

. Frank Roche and Irving Eckhoff,
‘through their attorney, Austin
il Clapp, ask damages of $21,000 for
t gross commissions lost when Mr.
Patton and the three accounts left
the agency and $100,000 future
damages accruing from continued
Ji( loss of commissions.

Claiming the defendant is guilty
of unfair competition, Roche-
{, Eckhoff charges him with viola-
tion of the law of contractual re-
lationship, if he solicited the ac-
;F counts after leaving the firm, or

fi
i}

f, violation of the California law
| giving an employer rights to what-
I ever an employe acquires during

the period of employment, if he
* solicited the accounts while with
the firm.

In filing an answer, Aug. 15, Mr.
Patton through his attorneys, Ryan
& Burlington, issued a general
denial.

FTL PRESIDENCY

Holden Succeeds Buttner
VICE ADMIRAL Carl F. Holden,

dent of Federal Telecommunica-
tion Labs. Inc., Nutley, N. J., an
IT&T research unit, it was an-
nounced last week.

He succeeds Harold H. Buttner,
who will assume duties as vice
president of IT&T in New York,
coordinating the research and de-
velopment program of the parent
company. Admiral Holden was di-
rector of naval communications in
1942 and 1943. He was graduated
from the U. S. Naval Academy in
1917 and received an M.A. degree
in electrical engineering from
Harvard U. in 1924.

"Ziv's 'l Like America’
SLOGAN SERIES, I Like Ameri-
can, has been recorded by Tyrone
Power for radio stations carrying
Frederic W. Ziv Co.s Freedom,
U.S.A., according to John L.
Sinn, Ziv executive vice president.
Campaign is intended as a public
service and as an ‘“audience-creat-
ing tool” for the series. Individual
recordings by Mr. Power, will be
adapted to each station.

BROADCASTING

USN (Ret.), has been elected presi- '

RADIO BARRED

Labor Dept. Prohibits
. Tape Recording

REFUSAL of a U. S. Dept. of Labor official to permit recording of a
Littlefield, Tex., hearing was protested last week by KGNC Amarillo,
with department officials later explaining the incident was due to a mis-

understanding.

Garland (Cotton John) Smith,
KGNC farm reporter, attended the
session with a tape recorder but
was not allowed to record the pro-
ceedings, designed to acquaint
farmers with the Mexican labor
program of the Labor Dept.

Tom Kritser, general manager
of KGNC, sent a protest to Sen.
Lyndon Johnson (D-Tex.), terming
the ejection “the sort of thing that
leads eventually to a totalitarian
government.” He asked Sen. John-
son to find out “what reason, if
any, they had for this treatment
and if this is the type of thing
we can expect in the future in deal-
ing with the Dept. of Labor.”

Mr. Smith described the meeting
as first of a series in West Texas.
Principal speakers were two Labor
Dept. officials—Michael J. Galvin,
Undersecretary of Labor, and Wil-
liam 8. Tyson, solicitor.

According to Mr. Smith, a man
in the back of the room who de-
scribed himself as John Leslie, a
department information director,
refused to let him operate his tape
recorder. Reporters were allowed
to take notes and photographers
took photos. With about 100 per-

KTAN AUCTION
6,000 Respond to Sale

AUCTION planned three years by
KTAN Sherman, Tex., saw a crowd
of 6,000 jamming the Bearcat
football stadium in that city to
buy several hundred items with
KTAN trade certificates. Details of
the auction were worked out by
William A. Jaco, station manager,
and Charles L. Cain, station
owner,

Mr. Jaco said the station sold
“practically every merchant” in
Sherman on the plan, which in-
cluded a 13-week contract with
merchants furnishing customers
KTAN trade certificates on a
dollar - for - dollar basis in the
amount of their purchases, along
with a package of 39 spots for the
13-week period.

Merchandise for the event was
purchased by the station from
local merchants and included a re-
frigerator, console television set,
gas range, bedroom suite,
matic washer and other items. The
auction began at 6 p.m. and lasted
to 1:15 a.m. The affair was so suc-
cessful that KTAN plans to make
it an annual event.

Assisting Mr. Jaco, who was
m.c. and auctioneer, were an-
nouncers Jim Shelton and Walter
Vaughn, engineer Otis Smith, Mr.
Cain and his wife, Jessie Mae,
Continuity Director Carol Rogers,
Traffic Manager Loraine Adams,
stenographer Jean Vaught, W. T.
Smith, E. A. Hudnall and Dr. P.
T. Vaught.
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sons present, only a fraction of
1% of those interested could hear
the proceedings compared to the
audience available by radio, Mr.
Smith pointed out.

Herbert Little, Labor Dept. in-
formation director in Washington,
gave this explanation of the in-
cident to BROADCASTING ® TELE-
CASTING:

“The incident resulted from a
series of honest errors. The trip
was for the purpose of giving the
Texas people the facts about the
Mexican labor program of the De-
partment, and we hoped and ex-
pected these facts would be dis-
tributed fully by press and radio.
This meeting, like the other meet-
ings in Texas, lasted several hours,
some of it speeches and some of
it general discussion, and Under
Secretary Galvin felt that a direct
recording and live direct broadcast
from the hall would be unduly long
and bad radio technique.

“Consequently, before the Little-
field meeting he suggested that a
radio program be arranged sep-

arately wherever possible to sum- .

marize the discussion and get the
program on the air quickly and
help the radio men in their work.
Unfortunately, this arrangement
was not made. Mr. Galvin was in
the midst of the meeting and did
not learn of the request of the
KGNC reporter for a tape record-
ing until after he left, when it was
too late to catch him and make a
separate recording for him.

“Mr. Galvin stated that the error
grew solely out of the desire to
help the radio men.

“After learning of the error, Mr.
Galvin offered to make a recording
explaining the farm labor program
for KGNC. This, of course, would
also be available to other stations
that might request it.”

Portrait Industry

TRADE practice conference for
the portrait photographie industry
is scheduled by the Federal Trade
Commission for Chicago Aug. 27.
“The production or marketing of
portraits for newspaper, periodical,
motion picture, television or other
commercial use, is not to be con-
sidered as a part of the business
of the industry for which the con-
ference is being held.” FTC noted.
Purpose of the meet is to promul-
gate trade rules for the industry,
similar to those evolved for radio-
TV set manufacturers and other
groups. Conference will be held in
the Conrad Hilton Hotel.

TEMPO Record Co., Hollywood, will
produce and transcribe 14 quarter-
hour programs, starring Ray An-
thony and his orchestra, for U. S.
Navy and 26 quarter-hours, starring
Bob Crosby, for U. S. Marine Corps.
Frank Danzig is writer-director.

UN PROMOTION

Council Outlines Plans

ADVERTISING Council and the
National Citizens’ Committee for
UN Day outlined advertising and
promotion plans for the celebration

of UN Day (Oct. 24) at a break- -

fast for newsmen in New York
Tuesday.

The 1952 program will attempt
to set up UN Day as a world-wide,
traditional “holiday” for sending
greetings and gifts to people in
other UN countries.

Allan M. Wilson, vice president
of the council, said radio and tele-
vision will be asked to implement
the council’s “allocation plan”
used in other campaigns. He said
he expected the radio and tele-
vision drive to begin about mid-
September.

Volunteer advertising agency for
the campaign is BBDO New York,
under direction of Willard Pleuth-
ner, vice president. Advertising
materials will be distributed by the
council.

‘Planet Man’ Series

PALLADIUM Radio Productions
Inc., 445 Park Ave., N. Y., last
week announced the offering of
Planet Man, a new series slated
for general release Sept. 15. The
series consists of open end tran-
scriptions designed for three 15-
minute programs a week. It is to
be sold on an exclusive basis in
each market.

WSYR’s Local
Radio Sales

UP 39%

For the period ending April
30, WSYR’s local radio sales
were 39% ahead of 1951.
The local advertisers re-
sponsible for this increase

_are the ones in the best
position to test the effective-
ness of all media. They
know which advertising
keeps the cash registers
ringing.

National Spot
Advertisers

TAKE NOTE

Write, Wire, Phone or Ask
Headley-Reed

o 4 NBC Affiliate

570 KC
WSYR-AM-FM-TV

The Only Complete Broad-

cast Institution in Central
New York
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KIRK APPOINTED

Heads Strategy Board
APPOINTMENT of Alan C. Kirk
as director of the Psychological
Strategy Board, effective Sept. 15,
was announced by the White House

* last Thursday.

President Truman named Ad-
miral Kirk, ex-U. S. ambassador to
Mosecow, to succeed Dr. Raymond
B. Allen, who will be retained as
a senior consultant for a month.
Dr. Allen, ex-president of the U.
of Washington State, becomes
chancellor of the U. of California
at Los Angeles.

PSB is charged with coordinat-
ing the foreign information activi-
ties and psychological warfare
policy of the U. S. The board deals
with the Defense Dept., State Dept.
and Mutual Security Agency, with
membership comprising the Under-
secretary of State, Deputy Secre-
tary of Defense and director of the
Central Intelligence Agency.

Gordon Gray, president of WSJS-
AM-FM Winston-Salem, N. C., and
other radio properties, was the first
director of the board.

Admiral Kirk has served as
chairman of the American Com-
mittee for the Liberation of the
Peoples of Russia.

ATS-REC Conference
NOMINATING committees of
American Television Society and
Radio Executives Club of New
York will meet Wednesday after-
noon to nominate candidates for
officers of the new organization as
yet unnamed, resulting from an
ATS-REC merger which becomes
effective this fall.

NEWS on
KMBC-KFRM
is TOPS...

... because KMBC-KFRM
stays on'top’of the NEWS!

And there is no greater value today
than radio news!

KMBC-KFRM news programs are the
most-listened-to newscasts in the heart
of America. They enjoy their high rat-
ings because of the reputation for accu-
racy and immediacy built by the KMBC-
KFRM News Department.

Hereisatremendous sales potential in
one of the nation’s richest markets...the
great Kansas City Primary trade area.

Call KMBC-KFRM or ask your nearest
Free & Peters’ colonel for complete de-
tails on the mighty voice of the KMBC-
KF Team and for newscast availa-
bilities.

KMBC

of Kansas City

b forRural Kansas
ccc 6th oldest CBS Affiliate e o e
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CREDIT UNION ASSN.

Radio Sells Ideas As Well As Services

CREDIT UNION National Assn.
is selling the concept of regular
saving and intelligent borrowing
to working people in Canada and
the U. S. by
radio. For the
company’s  first
full - fledged ad-
vertising promo-
tion, J. Walter
Thompson Co.,
Chicago, has
chosen radio as
the strong base
from which ideas
as well as serv-
ices could be sold.

Believing in the convincing
salesmanship of two leading broad-
casting personalities, agency of-
ficials selected Gabriel Heatter in
the U. S. and Lorne Green, “Mr.
Radio” of Canada. Mr. Green,
with his observations and human
interest features, appears weekly
on 21 Canadian stations.

In this country, hard-selling
but easy-going Gabriel Heatter is
sponsored each Tuesday night on
his regular Mutual newsecast, aired
on 530 stations. Mr. Heatter has
been on the air for CUNA since
January on a 52-week contract,
with results that are “more than
satisfactory” to the client.

Credit Union National Assn.,
which headquarters in Madison,
Wis., and employs 200 persons,
chose radio as its first advertising
medium last fall after appointing
J. Walter Thompson Co., as agency.

Needed Mass Medium

It wanted a mass medium to tell
its story nationally. This was a
story of its service of helping to
organize credit unions within busi-
nesses and religious and club
groups. Encouraging workers to
establish and operate their own
credit groups, independent of any
outside loan company or bank,
CUNA supplies the plans and
physical equipment (pass, books,
ledger forms, ete.) necessary in
each shop.

Mr. Heatter, chosen for what
the client terms his “believability,”
espouses the virtues of company
credit unions, frequently citing
specifics of successful cases. His
first “sale” was completed only
four days after the program went
on the air for CUNA. In that
time, a listener sent in for a book-
let outlining the group’s objectives,
a CUNA representative contacted
management where the listener
worked, and the entire eredit union
operation was installed and put
into effect.

On the first four shows, more
than 10,000 questionnaires were
returned by interested listeners
who had requested the free book-
let. Their answers, providing credit
union data for field representa-
tives, gave CUNA leads for pro-
spective ecredit unions.

CUNA, and credit unions gen-

Mr. Heatter

erally, follow a plan originated in
Europe 100 years ago, and which
passed through Canada to the
States in the early 1900s. The plan
is to aid the worker in meeting
his bills, saving for the future and
cutting his borrowing costs. The
credit union idea is based on the
fact that a common bond exists
among workers and individual
companies and within each group
of religious and club organizations.
This provides the means for CUNA
members to help each other as
they help themselves. Other objec-
tives along with that of organiz-
ing new credit unions are to urge
greater participation by non-mem-
bers in companies where ecredit
unions now exist, and to broaden
the insurance coverage on both
savings and loans.

The national association is sup-
ported by assessments paid by the
58 Credit Union Leagues operated
in the U. S., Canada, Puerto Rico
and British West Indies. The
leagues, in turn, are comprised
of chapters consisting of groups of
individual ecredit unions. The
Credit Union National Assn. is the
parent organization for CUNA
Mutual Insurance Society.

MILTON BLAIR
Former Ellis Official Dies

MILTON J. BLAIR, 64, former
vice president and secretary of
Sherman K. Ellis & Co., New York
agency, and one time member of
the Advertising Council, died in
Edgartown, Mass., Aug. 12.

Mr. Blair was with the Ellis
agency from 1938 to 1943 when
he retired because of illness. Later
he joined the staff of the Advertis-
ing Council. Prior to 1938 he had
been a vice president in the Chi-
cago office of J. Walter Thompson
Co. for 14 years.

Surviving are his wife, Mrs.
Cora Blair; a daughter, Mrs.
Alleyne C. Howell; and three sons,
Charles J., John A. and F. Roberts
Blair.

‘Services to the sales-aid package

RECRUITING PACT

Agencies File Bids

REPLIES have been received from
64 of the 90-plus agencies invited

by the Defense Dept. to bid for|

the $1 million reeruitment adver-
tising contract,
last week.

Questionnaires listing quahﬁca-‘

tions were sent by the Army and
Air Force recrultmg services to all
advertising agencies with annual
domestic billings of $5 million or
more. Of the 64 replies received as

of Thursday (Friday was the dead-

line) 28 said they would be in-

terested in competing for the con- |

tract and 36 expressed disinterest.

After all replies are received,
Military Personnel Procurement
Division authorities will sift out a
group of finalists who will make
their presentations. Finalists may
be chosen in the next fortnight.

The new contract is effective
Oct. 1 at which time the present
one with Grant Advertising Inc.
expires [B®T, Aug. 4].

‘PIONEER’ SALES

30 Buy Thesaurus Show |_

RCA Recorded Program Services
announced last week that RCA
Thesaurus’ Sons of the Pioneers
show has been sold to 30 sponsors
by subscriber stations. Ten sales
were for 52 weeks and 12 for 26
weeks, the announcement said.

High sponsor response was attri-

buted by RCA Recorded Program

that was mailed to the stations as
early as Aug. 1. The promotion

package on the program—a quar- §:

ter hour, five-day-a-week western

it was revealed

Ted g A T oo 7

=

program featuring cowboy andj-

prairie music and songs—includes§,

a sponsor-selling brochure, an au-

dience-building promotion kit and a

sales audition dise.

RADIO and TV scholarships worth
$100 each were awarded fortnight ago,

to the two top students enrolled at
the annual

tute in Chicago. Harry Kopf, NBC
vice president, awarded the scholar-
ships to Ulysses Carlini, instructor in

speech and radio at DePaul ‘U., Chi-|
cago, in radio, and to Albert M. Cohn,;
assistant professor of drama at Emer-|

son College, Boston, in television.

the cornerstone
of every
advertismg
campaign
-in New Haven
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iefilat headquarters, cannot adopt any
fin[idea of the sort Mr. Storz proposes
tr|.without careful study followed by
liitaction by the board and member-
ship.

‘. At many past district meetings
lliand NARTB (NAB) conventions
dli'the members have adopted resolu-
il itions condemning rate-cutting prac-
Ilitices. The NAB Broadecast Adver-
&’tising Dept., abandoned in 1950
?d ‘when Broadcast Advertising Bur-
IM-eau was set up in New York as a
Hnon-association activity, supported
il the association’s oft-recorded oppo-
I} /sition to rate-cutting.

I rate-cutting problem is the
‘greatest problem in broadcasting
‘today,” Mr. Storz told BROADCAST-
'ING ® TELECASTING. “It is a much
more serious threat to the future
Tof the industry than television.
Some stations probably should re-
duce their rates. Most stations
should publish more rates on their
cards. But all this will come auto-
matically when and if the majority
| of stations decide to publish all

[ 4 Rate ‘Seal’ Urged

(Continued from page 23)

rates available and to stick by the
rates as published.”

In submitting the seal plan to
NARTB President Fellows, Mr.
Storz pointed out that while many
stations have held the line by
selling at card rates, “a greater
number of stations are virtually
forced into ‘special deals’ to meet
the competition and keep in busi-
ness.

“The problem has become par-
ticularly acute in the 'last few
months, and many advertisers are
beginning to feel that a radio sta-
tion’s rate card means very little,”
Mr. Storz continued. “I believe
that the association is a natural
source to take steps to curtail the
vicious practices now prevalent.

“You will note that the proposals
in this letter have nothing to do
with ‘rate fixing’ or any monopo-
listic price agreements. I certainly
believe that each station should
have the right to have complete
and full control over its rates.”

Mr. Storz described his idea as-

i remain an issue, even though the
evidence is deleted under the three-
. year limitation decision. DuMont
1 also asked that the FCC reconsider
its denial of the petition seeking
5, severance of the control issue from
i the remainder of the Paramount
| case.
1 If the Commission does not rule
i favorably on the above, DuMont
[ asked that the entire Aug. 1 order
' be rescinded as ‘“vague, indefinite
i and contradictory” and as ‘“an un-
reasonable and late modification of
the issues.”

The Aug. 1 order, DuMont said,
L was an “undue and arbitrary in-
Ii terference” with the examiner.

- The Aug. 12 hearing was mainly
' concerned with corrections to the
[ record and the tying up of loose
ends. However, it was marked by
a spirited argument by FCC Coun-
sel Max Paglin that the Commis-
sion’s three-year cutoff date did
-l not apply to UPT and the new
merged company because they were
not licensees. He also argued that
contradictory testimony should be
resolved even though it concerned
evidence stricken from the record.

| Mr. Resnick ruled against Com-
| mission counsel on both points.
He said that agreement with Mr.
Paglin’s viewpoint would nullify
the intent of the Commission’s
Aug. 1 order—which was to ex-
pedite the proceedings.

week found Comr. Hennock dis-
senting, and Comrs. Jones and
Sterling not participating.

Miss Hennock does not believe
there should have been a limitation
put on the anti-trust evidence in
the case, she explained, but was
absent when the Aug. 1 order was

. BROADCASTING *

The Commission’s opinion last

Paramount Hearing Length
(Continued from page 30)

voted on. That is why she dis-
sented from last week’s opinion,
she said.

In clarifying the Scophony ques-
tion, the Commission in last week’s
opinion said in part:

We intended by this ruling to in-
clude as directly involving radio com-
munications only those activities which
involved the conduct of radio commu-
nications services or directly restrained
the conduct of such services. Thus, a
conspiracy to restrain radio broadcast-
ing, or any other radio service, by
restraining the flow of advertising or
programs to broadcast stations would
be an activity directly inveolving radio
communications; on the other hand, a
conspiracy to restrain the manufac-
ture of radio apparatus, while it might
have some indirect effect upon radio
communications services, would not,
within the meaning of our opinion, be
considered an activity directly in-
volving radio communications.

As to continuing the hearing,
the Commission said:

With respect to the question of con-
tinuance, we note at the outset that
the questions of the granting of con-
tinuances or the holding of the record
open to give parties time to adduce
additional evidence primarily call for
the exercise of informed discretion by
hearing examiners in the light of all
the circumstances presented. We do
not wish to hamper that discretion,
even at the request of the hearing
examiner. At the same time, however,
we believe it proper to make certain
general observations. We noted in our
Memorandum Opinion and Order that
‘We are convinced that every possible
effort should be made, consistent with
a full and fair hearing to all parties
concerned, that these proceedings
should be expedited.’ A further exten-
sive investigation and the prolonged
continuances which that investigation
would entail, would scarcely be con-
sistent with the objective of a speedy
determination of the proceeding. Con-
sistent with such speedy determina-
tion, however, we believe that if any
participant desires to present any evi-
dence which has thus far not been pre-
sented, but which is now believed to
be of importance in light of our Me-
morandum Opinion and Order, such
participant should have reasonable op-
portunity to present that evidence
and other participants should have ap-
propriate opportunity to rebut it.

Telecasting

a plan by which stations volun-
tarily signify that they will sell
time only at their published rates.
Stations joining the group will still
have the complete and full right to
revise their rates in whatever
manner, and whenever they desire.

NARTB itself would draw up the
requirements for membership, Mr.
Storz feels, adding that “there
should be real teeth in it and the
seal should have real meaning.”

Looking at the effect on time-
buyers, Mr. Storz said, “A station
using the seal would be imme-
diately recognized by timebuyers
as selling only on their established
rates, and if the plan was function-
ing properly, buyers would soon
realize that it was fruitless to
proposition stations using the seal
for special deals.”

In order to get the seal, Mr.
Storz said, a station should do the
following:

Furnish NARTB with a complete
schedule of rates, and agree that
all rates available will be published
on a rate card and that all sales
will be in accordance with the pub-
lished rates. This includes both
local and national, and a regional
rate if one is used.

Each station asking for the seal
would agree to mail to NARTB a
copy of each and every contract
made for sale of time.

If sales were made at less than
published rates, or if a station neg-
lected to send a copy of any con-
tract to NARTB, permission to use
the seal would be revoked, after

the station was given a fair hear-
ing in the matter.

The plan is simple from an ad-
ministrative standpoint, Mr. Storz
explained. At the station level it
would only be necessary to make
an extra carbon copy of each con-
tract. At NARTB it would be
necessary to file rates, and an em-
ploye on a parttime basis would
spot check incoming
against rate data on file.

NARTB should adopt the plan

. immediately, in Mr. Storz’s opinion,

but he emphasized the need for
“teeth,” recalling that “many sta-
tions subscribed to the NARTB
Standards of Practice, dutifully
published the commercial content
for programs of various length and
then proceeded to completely ignore
their own standards. That certainly
should not be the case in this rate
matter. The seal should positively
identify stations as selling time
only on their published rates.

“A great service to the industry
will be rendered if NARTB will
take steps looking toward an elim-
ination of the present wholesale
rate-cutting practices. A plan
similar to this would be effective
and very economical in operation
for stations and NARTB alike
from an administrative viewpoint.”

WOW-TV Omaha recently auditioned
its new live camera facilities which
enable the station to stage “live”
announcements 20 seconds or greater
in length at any time from sign-on
to sign-off. Agency people attended
the audition.

contracts
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WFUV-CYO PLAN

N. Y. Youth Radio Workshop

WFUV (FM), Fordham U. station
in New York, with Catholic Youth
Organization, will co-sponsor a
radio workshop for teen-agers from
the eighth grade through high
school, beginning Sept. 28 at the
Fordham radio station, to give
young people opportunity to par-
ticipate in radio production, includ-

ing announcing, directing and
sportscasting.
After instruetion by profes-

sionals, students will participate in
a weekly series of CYO Radio
Workshop programs lasting from
mid-October through December.
Certificates will be awarded.

Members of CYO Radio Workshop
committee are: Don Dunphy, WOR
New York sportscaster, chairman;
Maggy Fisher, Fisher Productions;
Nancy Craig, WJZ-TV New York;
Eileen O’Connell, WMGM New York;
Ray Chambers, radio-TV producer;
Don Kearny, ABC-TV; Jerry Cotter,
radio editor of Sign magazine; John
O’Connor, Catholic News, and Ralph
Rourke, Ed Turner and Frank Fitz-
patrick, WFUV. Advisory members are
the Revs. Leo L. McLaughlin, WFUV
director, and Gregory L. Mooney, CYO.
Ursula Mannle is CYO staff co-ordi-
nator.

N.Y. Ad Club Course

ADVERTISING CLUB of New
York will conduet its 29th annual
advertising and selling course from
Oct. 9, 1952, to March 5, 1953.
Classes will be held Mondays and
Thursdays 6:15-7:45 p.m. Registra-
tion will begin on Sept. 1.

560 ke.

The Philadelphia
Inquirer Station
An ABC: Affiliate
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ANS BERGER, production man-
H ager, Kaye-Halbert Corp., L. A.
(TV sets), named vice-president in
charge of operations and produc-
tion. JOHN L. LYONS, general sales
manager for firm, promoted to na-
tional director of sales.

JACK N. SMITH, JEROME B. HIG-
GINS and FREDERIC A. LYMAN
elected president, vice president and
sales manager-secretary-treasurer re-
spectively of Quality Television Corp.,
L. A., distributor of DuMont TV re-
ceivers.

HOWARD S. MONCTON, assistant to
manager, Physics Lab., Sylvania Elec-
tric Products Inc., named adminis-
trative engineer of firm’s Radio-TV
Div., N. Y., succeeded by IRWIN
GOLDMAN.

Mr. Goldman Mr. Moncton

N. PRATT SMITH, free lance pro-
gram sales representative in Salt
Lake City, to Broadcast Merchandis-
ers Inc., Hollywood (radio-TV mer-
chandising plans), as sales director.

EARL T. CHAMPION appointed rep-
resentative for Merit Coil & Trans-
former Corp., Chicago, in Wisconsin
and Illinois.

P. BERNARD FLEMING, public re-
lations staff, Westinghouse Electric
Corp., appointed public relations
manager, Westinghouse Electric Ap-
pliance Div., Mansfield, Ohio.

TED KENT, Universal-International
Pictures, elected treasurer of Amer-
ican Cinema Editors, Hollywood. He

succeeds RICHARD HEERMANCE,
Monogram Pictures, who has re-
signed.

ORVILLE LAWSON and RALPH

PRYCE appointed sales representa-
tives for United Artists Television in
Minneapolis and Omaha, respec-
tively.

ASHBY, BURRUS & GREER, market
research firm, opens offices in Fort
Worth, Tex., in Neil P. Anderson
Bldg. JAMES B. ASHBY, DONALD
R. BURRUS and JAMES W. GREER
are partners in firm.

RICHARD L. SANDEFUR, New Eng-
land representative for Westinghouse
Electric Corp., Sunbury, Pa., trans-
fers to Chicago to represent firm in
Illinois, Iowa, Minnesota, Wisconsin,
North and South Dakota and Northern
Michigan.

LEWIS D. STEARNS, account execu-
tive, KECA Los Angeles, to Hoffman
Radio Corp., that city, as director of
technical and engineering personnel.

UNITED PRESS TELEVISION NEWS-
REEL has taken over film laboratory
at 1417 N. Western Ave., Hollywood,
to service stories emanating from Pa-

cific Coast. GEORGE MILLER is in
charge of bureau.
PAUL FISH, advertising director,

Hunting & Fishing, to TUniversal
Recorders, L. A. (disc, tape, film re-
cordings for radio-TV), as sales man-
ager.

COBB SALES Co., Louisville, Ky., ap-
pointed by National Electric Products
Corp., Pittsburgh, to handle products
in Indiana, Kentucky, Tennessee and
Illinois. CLYDE H. SCHRYVER
SALES Co., Kansas City, assumes sim-
ilar duties in Missouri, Kansas, Iowa
and Nebraska and L. A. NOTT Co.,
San Francisco, in northern California
and northern Nevada. R. A. STANG
SALES Co., N. Y., will cover metro-
politan New York and New Jersey
north of Trenton.

EMANUEL WEINTRAUB appointed
purchasing agent for CBS Columbia
Inc., N. Y. Mr. Weintraub has been
chief buyer of CBS-Columbia’s mili-
tary program.

TRIMM Inc., Libertyville, Ill., an-
nounces publication of two bulletins,
R-15a and R-23, describing complete
lines of patch cords and jack panels
used in radio stations and recording
studios.

MARSHALL C. WELLS appointed
general sales manager of Golden
State Appliance Distributing Corp.,
L. A, newly-formed Admiral Corp.
distributor.

FRANK J. LEEMING to Sprague Elec-
tric Co., North Adams, Mass., on ap-
plication engineering staff.

DR. HENRY F. IVEY appointed direc-
tor of research and development, Skia-
tron Electronics & Television Corp.,
N. Y., to coordinate firm’s activities in
subseription” TV.

MAGNECORD Inc. moves Chicago
sales and administrative offices to 225
W. Ohio St. Phone is Whitehall 4-
1889.

INSULINE Corp. of America, Long
Island City, N. Y., announces publi.
cation of new eight page brochurd
describing firm’s facilities for pro
duction of electronic parts and equip-
ment.

2gaipment ool
GALVANIC PRODUCTS Corp, Val.

ley Stream, N. Y., announces manu-
facture of Seletester, Model 100A

for testing selenium rectifiers in ra-§

dio-TV receivers.

SYLVANIA ELECTRIC PRODUCT :
Inc. announces production of mini-
ature 9-pin medium-mu triode and
sharp cutoff pentode in one envelope
designated 6X8 developed as com-
bined mixer and oscillator in TV re-
ceivers using intermediate frequency
of approximately 40 me.

DAVEN Co., Newark, N. J., announces
availability of new series 690, “T*
or balanced “H” attenuation net-
works designed for use in general
laboratory and production testing |

Series has frequency range from zero
to 50,000 eps.

PLASTOID Corp., N. Y., announces
production of new Synkote 300 ohm
twin-lead featuring high tensile
strength, resistance to heat,
light and salt air and production of

clear steady pictures in fringe
areas.

I. D. E. A. Inc,, Indianapolis, has de-
signed new voltage booster termed
Regency VB-1, which maintains 117
volt power supply regardless of line
voltage variations from 90 to 130 volts.
Booster can also be used to obtain
peak performance from electrical de-
vices drawing 350 w or less.

PENTRON Corp., Chicago, announces
production of new multispeed tape|
transport mechanism which can be used.
in high fidelity systems mounted in
radio-TV sets or joined to existing]
amplifiers and P. A, systems. Unit|
features two recording and playing
speeds—33%” and 7%” and push-button
operation for speed changes.

ﬁc‘ﬂiﬂdl e o o

HARRY DENNIS, WERE Cleveland,

engineer, promoted to chief engineer.} !
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| PUBLICIZED as the most modern and efficiently designed studio and office
building between Fort Worth and Denver is the new Radio Center home of

‘I KSEL Lubbock, Tex. The $120,000 structure, 50 x 92 ft., is the result of

planning which began when KSEL went on the air Nov. 1,

1946

'MINORITIES

Right of Expression
Defended by Walker

ol “IF WE seek to deny the right of any minority in freedom of expression,

the seventh annual radio work-
| shop at the School of Religion,
Butler U., Indianapolis.

4 The three-week workshop, spon-
| sored by the Broadcasting & Film
| Commission of the National Coun-
V' cil of the Churches of Christ in
the U.S.A., is being attended by
| religious leaders from 11 states
| and seven foreign countries.
Chairman Walker said that “if
| we are to preserve our historic
| stand for freedom of conscience,
| we must insist that the licensee
# of a broadcasting station be fair
¢ to the members of the various
I faiths in his community, for the
frequency he uses is a publicly-
owned frequency and he is not an
owner but a steward.”

1 “The Commission has always

regarded the broadecasting of reli-
gious programs as being in the
publie interest,” the FCC chairman
stated. “I am happy to say that
despite the numerous and delicate
; problems facing the licensees of
1 3,000 aural stations and more than
. 100 television stations- in making
- time available for religious broad-
casting in a land of 265 different
denominations, they have achieved
a remarkable record of service and
fairness.”

|
|

Religious Applicants on File

Pointing out that religious
organizations “may apply for com-
mercial channel assignments in
AM, FM and TV” and “operate
them either commercially or non-
commercially,” Chairman Walker
noted that three religious institu-
tions have applied for commercial
TV stations. He cited Loyola U.
(WWL), New Orleans; Lutheran
Church, Missouri Synod (KFUO),
Claybon, Mo., and Baptist Gen-
eral Convention of Texas, Corpus
Christi.

! “Like other licensees of com-
|
\
!

mercial stations,” the FCC chair-
man continued, “they may not
operate these stations merely to

BROADCASTING

then we are jeopardizing the sacred principle of American democracy
that guarantees freedom of expression for all of us,” FCC Chairman
. Paul A. Walker declared Monday in a talk on radio-TV and religion at

*
propagate their own views and be-
liefs, but are expected to offer a
well-balanced program service.”

Although acknowledging televi-
sion to be the most powerful
medium of mass communication
yet devised, Chairman Walker
stated that AM radio is America’s
“universal, instantaneous medium
of mass communication.” He said:

While there have been some melan-
choly predictions as to the wultimate
impact of television competition on
radio, there is still a brisk demand for
new stations. As of today, there are 300
applications for new stations on file
with the Commission. More communi-
ties already have a radio station than
have a daily newspaper of their own.
Virtually every American home has at
least one receiving set. In addition,
27,500,000 autos are equipped with radio
sets. For all practical purposes, radio
is America’s universal, instantaneous
medium of mass communication.

Noting that the ‘“technological
marvel of broadcasting” has been
used elsewhere in the world not to
enlighten people but to “stifle free-
dom,” Chairman Walker concluded,
‘“we have a solemn responsibility—
all of us, broadcasters, religious
leaders and the government licens-
ing authority—to exert all our in-
telligence, our good will and our
tolerance to insure that this in-
strument shall promote freedom,
not injure it.”

Custom Record' Sales

SALES by the RCA Vietor Custom
Record Div. have reached a new
high for the summer months,
James P. Davis, manager of the
division, announced Wednesday. He
prophesied that August will be as
active a selling month as June and
July. “We ascribe the increase in
sales activity to a more efficient,
streamlined service, an improved
production set-up and an effective
summer selling campaign,” Mr.
Davis declared.

® Telecasting

SPONSOR USES RADIO'S ‘CISCO KID’

Cowboy Theme Introduces Hawaiian Bakery Product

A HONOLULU bakery which was
looking for an effective way to
introduce a new loaf of bread to

the public hit upon a novel idea’

by its co-sponsorship of the Cisco
Kid radio cowboy series there,
using as a wrapper trademark the
figure of “Paniola, the Hawaiian
Cowboy,” and distributing among
dealers a promotional gimmick
with the cowboy motif.

When Lorrin W. Dolim, presi-
dent-general manager of Snow-
flake Bakeries, Honolulu, saw the
response to the Cisco Kid series on
KULA Honolulu, ABC radio af-
filiate in that city, he decided to
tie in his new Butter Crust white
bread loaf with the American West
theme.

Six-Shooter Promotion

On the day before Snowflake’s
inaugural ads, Jack Miller, Lund
& Heitman Adv. commercial man-
ager, who handles the account,
forwarded to certain dealers a life-
like “six-shooter” to which was
attached, by a Cisco Kid saddle
ring, a proof of the introductory
ad. When the dealer pulled off the
proof, a red streamer shot out,
lettered with the words, ‘“Hey
pardner—pull the trigger on a fast
sales-ringer!”

Snowflake reported an excellent
response to the campaign, which

included roping demonstrations at
various markets by a real cowboy
named Pedro, billed as “The Cisco
Kid’s Friend.”

WHDH JULY SALES

Highest In Its History

INDEPENDENT WHDH Boston
reported it had the “hottest” July
in its history in billings, with na-
tional and local business up 14.8%
over July 1951, previous high for
that period. The 50 kw station also
entered August with the largest
amount of signed business in its
history for that month, according
to William McGrath, WHDH man-
aging director.

“New national accounts are en-
tering the spot radio field and
others who left for a total fling
at TV are putting some of their
money back into the medium that
still is the only one reaching all
the people,” Mr. McGrath said.

Citing the July 1952 Pulse which
reported 22% of WHDH’s total
audience was located outside the
home, Mr. McGrath said AM sta-
tions concerned about the coming
of TV to their towns have “little
to worry about if they stay con-
tinually aggressive, and stick to
their guns, their facts—and their
rate cards.”

STYLE 37-15" S. §.
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YOUNGSTERS from orphanages
in the metropolitan New York area
can thank Margaret Arlen, WCBS-
TV New York star, for making
their annual Orphans’ Outing Day
Tuesday at nearby Long Beach,
L. I., a splashing success. Miss
Arlen asked viewers of her tele-
vision series (Mon.-Fri., 4-4:30
p.m. EDT) to send in bathing suits
they didn’t need for children aged
6 to 16. She received 2,283 suits
and distributed them to the chil-
dren at Long Beach on the day
of the outing.
WWNC Aids Search

WWNC Asheville, N. C., staffers
remained on the job throughout a
20-hour search for a 22-month-old
son of a local physician. The boy
had strayed from his home into
nearby mountainous terrain.
WWNC reported progress of the
search through on-the-scene taped
recordings. When the boy finally
was found, dirty and scratched
from the underbrush but otherwise
unharmed, WWNC was the first to
announce his safe return.

£ = *

Cerebral Palsy Fund

FIGHT against cerebral palsy is
receiving a boost through cartoons
over WTVJ (TV) Miami, Fla. Joe
Villella for the past two years has
been drawing cartoons to music on
the Alec Gibson Show. Most of the
cartoons have been humorous.
Thousands of requests were re-
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in the public interest. ..
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ceived for the original sketches.
Now the cartoons have been put up
for auction. Highest bidder will re-
ceive the drawing and money col-
lected will be turned over to the
Cerebral Palsy Fund. Proceeds
from the first week’s auction
amounted to $112, WTVJ reported.

Making Hay
YOU can’t make hay when the sun

shines too much—that’s what
farmers have discovered in the
rain-starved Ozark region. Faced

with a crisis, they turned to radio—
and the Missouri Farmers Assn.—
for relief. MFA sponsors daily pro-
grams throughout the state, touch-
ing on farmers’ problems. The
Ozark lads called on Loyd Evans,
farm director of KWTO Spring-
field, Mo., and MFA commentator,
who requested listeners to send
hay. Other stations joined in the
campaign with the result, accord-
ing to MFA in Columbia, Mo., that
“the highways are full of hay roll-
ing south.”

Cited as *Guidepost’

PUBLIC service programming of
WBAL-AM-TV Baltimore has been
cited as a ‘“‘guidepost’ for similar
cooperation between the American
Red Cross and other radio-TV sta-
tions throughout the ecountry. Mrs.
Jean Nowak, radio-TV director for

phone lines to reach widely scat-
tered exigmmmtion points. During the
festival, KSEM hired two extra
engineers, two additional announc-
ers and at one time had four special
event crews in the field.

" Keep Parks Clean

WAAM (TV) Baltimore has em-
barked on a campaign to keep the
city parks free from unnecessary
litter.
ond spots which are to be aired
Thursday through Sunday during
the summer. Station urges viewers
to use available trashbaskets for
litter. Slides are used.

* %k

Relays Message

WSPD Toledo, Ohio, says it was
responsible for locating a man in
Detroit and relaying a message
that his father in Toledo was about
to undergo a serious operation. A
friend in Detroit heard the mes-
sage on a news program and noti-
fied the son shortly afterward, upon
which he immediately contacted his
family.

Charlotte Simulcast

- FOUR Charlotte, N. C., radio sta-

tions and one TV station joined
facilities in an explanation forum
on the city’s United Fund adop-

Campaign includes 20-sec--

National Council of the Church
es of Christ and the Broadcasting
and Film Commission, New York.
WGST staff cooperated with the
Jack Berch show to help collect
3,500 books, placing Atlanta at top
of the list during the test cam-!
paign, with Orlando, Fla. ranking
second. Two groups thanked Jack
Kelly, WGST program director,§.
and asked him for a critical analy-
sis of the campaign and possibility
of closer contact with local church
people and bus companies which
transported over 7,000 books.

E N

WPPA Push

EXAMPLES of radio’s pulling
power—and its use in the public
interest—was reported by WPPA
Pottsville, Pa., in connection with
the city’s drive to raise $450,000
for new industry. With $436,500

pledged for the campaign, it ap-|"
peared that the saturation point
had been reached, Station’s staff
combined with management and
live talent, however, to give a se-|"
ries of marathons, including one |[*
all-night program. As a result,
WPPA raised over half the sum
needed ($7,670) and helped push
the rest of the drive over the top.
Station claims it was the first time
an all-night radio marathon was |
used in ecentral Pennsylvania.

ik
* % % 12
‘World’s Best Picnic’ :

WNOE New Orleans was host {ii
Aug. 5 to 500 area orphans at what
the station describes as “the |
world’s best picnic.” A leading (i
restaurateur furnished meat balls {p

e
~ TOWER and

tion. Stations were listed as
WAYS-AM-FM, WIST (FM)
WSOC-AM-FM, WBT-AM-FM and
WBTV (TV). The simulcast orig-

and spaghetti. A Dixieland band {i;
and station personalities led a |4
score of entertainers. Former Gov. jj;
James A. Noe, who owns WNOE, {;

the Red Cross’ eastern area, ex-
pressed appreciation to the Hearst-
owned station for donating public

ANTENNA

erection
al its Rest

insist on

=

OWER SERYICE

ELECTRICAL T

PROZOOZOTOTOTOTO

THERE’S NO FINER SERVICE
AVAILABLE ANYWHERE!

Entrust this very important project to
ETS who has the experience, equipment
and skilled workmen to insure a QUAL-
ITY job. ETS has erected hundreds of
AM, FM, TV, and microwave towers
from coast to coast . . . have satisfied
eustomers everywhere who vouch for

XX

their enviable record of dependability
and gquality workmanship. Save money,
time, and headaches by INSISTING that
ETS do the job. Write, phone, or wire
direct, or have your contractor or sup-
plier contact us.

FREE brochure gladly sent on request
Write today!

#. 0. BOX 1205 « PEORIA, ILL. « PH. 3-984¢

Competent installation and erection
of all types towers and antennas
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service time on a continuing basis.
WBAL-TV was lauded for giving
a live presentation of all Red Cross
activities and services and for
interest shown by Arnold Wilkes,
public service director, and Anne
Holland, his assistant, who is com-
mentator for a weekly TV pro-
gram.

*

Future Farmers

W. A. RUHMANN, farm editor,
WBAP Fort Worth, was one of 11
men honored for contributions to
the farm youth of Texas by the
Future Farmer Assn. at its 24th
annual convention in Dallas. The
men received the Honorary Lone
Star Farmer degrees, highest honor

bestowed by the Texas Future
Farmers.

KSEM Wins Award
KSEM Moses Lake, Wash., has

been honored by the local echamber
of commerce “for the outstanding
performance of public service
broadcasting done during the Co-
Jumbia Basin Water Festival.” In
accepting the recognition, Alan
Miller, KSEM general manager,
reviewed the more than 59 hours of
coverage given the festival. This
included 17 live and direct remotes,
which necessitated 250 miles of

inated at WBTV with Lee Kirby of
that station serving as moderator.

WIW Honored

WJIW-AM-FM Cleveland was hon-
ored July 24 at a luncheon given
by the Cleveland Paint, Varnish &
Lacquer Assn. The station was
presented an Achievement Award
in conjunction with the Greater
Cleveland Clean Up Committee in
recognition of WJW’s contribution
to the city’s 31st annual “Clean Up,
Paint Up, Light Up Campaign.”
Bruce MacDonald, WJW program
director, accepted the award.
& * *

Station Shutdown

WGNO Mayfield, Ky., went off
the air for a half-hour fortnight
ago while the entire staff donated
to the Nashville Regional Red
Cross Blood Center. This drama-
tic move climaxed the station’s ef-
forts to aid the blood drive, which
had gotten off to a slow start.

* * %

Book Drive

INTEREST and time devoted by
WGST Atlanta, Ga., to a book
collection drive for migrant chil-
dren drew commendation from the

distributed $1,500 worth of base- |
ball equipment. Many civie officials }

and organizations helped, said i
WNOE, “to make it a perfect day.” ! "
% %k Ise

Aids Child Invalid I,

WCBM Baltimore morning per- i
sonality, Colonel Newell Warner,
got heartwarming evidence of the |
wide coverage area his program |
reaches. One of his most loyal lis- A
teners is a nine-year-old Baltimore {1
girl, suffering from a brain tumor. j§i.
The parents wrote, asking Mr. Jic
Warner if any of his listeners {;
could find time to write their in- |
valid daughter. Cards and letters
came from Canada, Connecticut,:l
New Jersey, Pennsylvania, Mary-
land, Virginia and the District of
Columbia.

ot

*  o® ok

CBS Series on WHAS

PUBLIC service program series,
The People Act, originally broad- §|
cast over CBS is being presented
by WHAS Louisville. Station airs
the programs in Class A time, one
show each night for 26 consecu-
tive nights. Series deals with real-
life stories about contemporary |
Americans working together to
solve their local problems. Satura-
tion scheduling was decided on,

BROADCASTING ® Telecasting




4/Sam Gifford, program director, re-
iy ports, because it will draw more

.Iljsteners and have greater results.

i} Helps Cancer Victim

INSEVERAL hours of one of WEBK
It Pampa’s broadeast days last month
it were devoted to an appeal for do-

‘nations for Dale Holsomback, 17-
'year-old cancer victim who was in

Ttneed of immediate hospitalization.

‘Station reports 300 phone calls

@ were received from listeners who

0

!

¢
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wished to make contributions. Ar-
rangements were made with a cab
company to pick up the pledges as
they were called in. Total of
$796.75 was collected.

& ok ok

Aids Blood Bank

| WORZ-AM-FM Orlando, Fla.’s

\hillbilly disc jockey promoted *‘Hill-
billy Day” at the local blood bank
under the motto: “Every Good

+ Hillbilly Will Go To the Blood

.Bank and Give a Pint of Blood.”
Orlando Transit Co. co-

| operated by giving free rides to
| blood bank passengers.

"TAYLOR STAYS

]‘ ;Unﬁl New SDPA Head Named

TELFORD TAYLOR, for-
mer FCC general counsel, has
agreed to stay on as Small De-
fense Plants Administrator until
his successor is named — perhaps
by Sept. 10.

i Gen. Taylor, who also was chief
icounsel for the Joint Committee on
tEducational Television, notified
‘President Truman last week of his
lintention to resign [AT DEADLINE,
iAug. 11]. He will return to private

|'law practice in New York, he told

-newsmen.

" Gen. Taylor was named SDPA
‘chief last October, and pointed out

”fhe had stayed beyond the six or

eight months he had agreed to
serve.

After World War II, he served
as chief American prosecutor at

|

|| Before and after this appointment,

1

I
|

|

| James

[

|
|
1

| tion’s first newspaper

)

I

‘the Nuremberg trials in Germany.

i{Gen. Taylor had been mentioned
for FCC membership vacancies.
-He was named chief counsel in
¢1940 during the chairmanship of
Lawrence Fly and took

!ileaves of absence in succeeding

zi\ years to assume other duties.

ARF Newspaper Study

ADVERTISING Research Founda-
audience
study, covering statewide and farm
audiences — and their character-
istics—of the Des Moines Sunday

| Register and its monthly magazine

supplement, Towa Farm and Home
" Register, will be issued late next
month. Covering six issues of the
Sunday paper and two of the
magazine, whose publisher under-
wrote the full estimated $30,000
cost, the study reports on 2,760 in-

 terviews conducted by Alfred Politz

Research Inc., under ARF super-
vision.

‘Democrats.

Political Drives Strategy Weighed

(Continued from page 27)

TELECASTING he probably will main-
tain a heavy commuting schedule -
while on leave of absence from the
station. It was not known whether
he planned to attend upcoming
NARTB District 8 meeting, of
which he is director.

Sizable time chunks have been
reserved through blanket contracts
for radio-TV time, according to
Mr. Humphreys. Television’s lim-
ited originating points in certain
key cities may limit use of
video, he said, adding that the
national committee will “probably
use more radio time but spend
more for television.” No budget
figures are available, he said, al-
though the GOP target is $4.8
million for overall campaigning.

Mr. Humphreys intimated that
the GOP is just as far along on
lining up radio-TV time as the
Late evening seg-
ments on the major radio-TV net-
works are earmarked for contract
because there’s less a problem of
pre-emptions involved here, he
feels. Mr. Humphreys has been
maintaining close contact with the
Kudner Agency. Time purchases
imply use of segments not only for
major speeches, but for special
programs utilizing visual aids and
other material.

Local Commitments Underway

Local commitments by diverse
GOP groups also are underway.
The Committee for Eisenhower, as
an example, has bought a series
of Sunday night programs on
KTTV (TV) Los Angeles, running
Aug. 17 (yesterday) through Nov.
2. Series is titled What’s Ike Like?

The Eisenhower and Stevenson
speeches before the American
Legion in New York Aug. 25 and
Aug. 27, respectively, were not set
up through the GOP national com-
mittee machinery, indicating that
networks will carry them as pub-
lic service sustainers on an equal
basis to each candidate. Gen. Eisen-
hower may elect to open his frankly
political campaign in Philadelphia
Aug. 28.

All campaign planning of the
national committee and the Repub-
lican Congressional and Senator-
ial committees are being coordin-
ated at the GOP Campaign Com-
mittee level. A definite program
is taking shape for the House
campaigns.

The Congressional Committee is
supplying House candidates with
recordings of 380-second and 60-
second station break radio spot an-
nouncements. Each candidate will
receive, without charge, at least
one 16-inch record containing a
wide variety of spots using effec-
tive sound effects and covering
basie issues.

The one-minute spots will uti-
lize services of two professional
announcers dissecting a political
issue to get the listeners’ attention.
Accompanying each record will

I BROADCASTING ® Telecasting

-early evening hours.

be a suggested script to be read
by the local announcer.

Material is slated for delivery
Oct. 5, but candidates are urged to
purchase spot time as soon as pos-
sible. Time segments during the
breakfast and dinner hours were
recommended.

A series of five-minute radio
shows also are being prepared, with
scripts covering vital campaign is-
sues and utilizing “live voices” of
Democratic leaders. “A dramatic
and listener-catching effect which
would be difficult to achieve in a
straight radio speech” was prom-
ised. Delivery date is Sept. 20.

Candidates with TV facilities in
their districts also will benefit
through the Congressional Com-
mittee’s preparation of station
break spots on 16mm film. Basic
format is the tie-in method used
for radio announcements.

“TV time is difficult to purchase,”
the committee points out, calling
on candidates again to purchase TV
spot time early, preferably adja-
cent to end-of-the-day newscasts or
Delivery is
promised Oct. 5.

With respect to programs, the
committee points out that ‘“tele-
vision shows must move” and that
“speech-making, common to radio,
is not good TV.” Panel or-question-
and-answer type formats have been
used though not too successfully,
the committee felt.

Cost-Cut Preparation

In a move to hold down costs, the
committee has prepared 5-minute
and 15-minute TV scripts, together
with charts, photographs and
slides. Use of the 16mm film, “The
Case for a Republican Congress,”
telecast on NBC-TV May 2, also
was suggested. Production of 5-,
10- or 15-minute TV film spots is
underway. Candidates were invited
to submit their reactions to com-
mittee headquarters because of
“cost and other factors.” Delivery
of packet material is set for
Sept. 30.

Only inkling of activity on the
Senatorial level was evidenced by
Michael V. DiSalle, former price
stabilizer and now a candidate for
the seat of Sen. John Bricker (R-
Ohio) in the November elections.
He announced plans for a series
of radio and TV programs during
which he would answer questions
telephoned to him by the listening-
viewing audience. He may open the
series in Columbus next month,
though his limited funds and avail-
ability of air time posed two prob-
lems.

Meanwhile, Sen. A. S. (Mike)
Monroney (D-Okla.) expressed
hope last week that Congress would
revise election laws on campaign
expenditures. Under present law,
Senators are limited to a $25,000
ceiling and House members $10,-
000. A Senate Election subcom-
mittee studied a series of bills in-
tended to remedy this failing dur-
ing the last session but took no
concrete action.

TOP

PERSONALITY . ..

PAUL BERLIN

on

"DINNER DATE"

TOP

HOOPER

5:30-5:45 PM SEGMENT

Mon.-Fri.
KNUZ 3.1
Net. Sta. “A” 2.9
Net. Sta. “B” 2.5
Net. Sta. “C” 1.5
Net. Sta. “D” 1.7
Ind. Sta. “A” 0.0
Ind. Sta. “B“ 0.2
Ind. Sta. “C” 0.6

April, 1952 Hooper

TOP

BUY

COST PER WEEK
TALENT & TIME
(52-wk Basis)

Mon.-Fri.—$135.00

cau FORJOE
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OR
DAVE MORRIS
GENERAL MANAGER

AT

KEYSTONE 2581
HOUSTON, TEXAS
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Open Mike

(Continued from page 20)

Gate Theatre publicity director.
“. . . Here at the Golden Gate our
box office business on ‘King Kong’
more than tripled for the week. Re-
ports from other theatres showing
the film indicate they too are ex-
periencing two- and three-fold their
normal business.”

In Northern California, movies
do better than ever . .. when sold
via KGO and KGO-TV.

Gordon Grannis

Mgr. of Advertising,
Promotion & Publicity

KGO-AM-TV San Francisco

First-Class Fuss

EDITOR:

It is with interest that I mnote
your stand in favor of the proposal
now pending before the FCC to
lower licensing standards for
broadcast station operators. This
proposal should be studied from an
engineering point of view also.

Why do you print letters from
management and articles by
NARTB criticizings engineering
personnel —including chief engi-
neers—without giving them any

recourse to answer the accusations
through the medium of your pub-
lication? Is this fair play? . ..

Albert A. Miller

Lake Worth, Fla.
[EDITOR’S NOTE: Though BROADCAST-
ING o TELECASTING has taken an edi-
torial position in favor of revising the
operator rules, its news columns and
OpEN MIiIKE have given impartial play
to both sides of the controversy. If
Mr. Miller feels his side has been
shortchanged, he must have missed a
full-length article in the July 28 issue
citing opposition comments filed with
the FCC.]

EDITOR:

5 . I am employed as chief
[engineer] of a 1 kw station. I
have three fulltime first-class men
on my staff. If the time should
come when I have to use restricted
men, it is very doubtful that I
would ever get any sleep, let alone
a chance to take a little vacation
now and then . . .

It wasn’t too many months ago
that it became necessary for every
radio station to make a complete
run on frequency response, distor-
tion, noise, hum and frequency
shift every four months. We were
to have this technical information

“GOOD NEWS”

Sends 2,000 Sweaters
to the Cleaners

BETTENDORF
AND
DAVENPORT
IN IOWA
ROCK ISLAND
MOLINE

AND EASY MOLINE
IN ILLINOIS

Dry cleaners, Yerbury-Dana Co., with 3 stores, 4
routes serving Quint-Cities, has sponsored “Good News”
on WOC since February, 1950 . . . five 5-minutes weekly,
with Mary Louise Marshall handling woman-slanted

commentary.

Firm’s only media advertising, “Good News,” has in-
creased business to extent that new finishing equipment

had to be installed. Has s

tions . .

parked many special promo-
. eg: last Fall, Yerbury made special dry

cleaning offer on sweaters. Ordered 1000 cellophane

bags for packaging these sweaters.

Heard there was

shortage of such bags, so ordered additional 1000 from

another firm.

Both supply houses delivered; Yerbury had 2000

bags on hand—plus doubts t

hat there were that many

sweaters in area needing cleaning.

BUT “GOOD NEWS” TURNED THE TRICK. Helped
deliver the necessary customers in less than 3 weeks
. .. and there were 2000 freshly cleaned in the Quint-

Cities. Take your cue from Yerbury-Dana .

. . buy at

their local “cash register level” and you’ll buy on this

station.
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Free & Poters, inc.
Exclusive National Representatives
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000 W 9 wre
=148 ¥ el

Col. B. J. Palmer.

Ernest C. Sanders,
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on hand for the inspector to see
on his visits. Now it is suggested
that every radio station of 10 kw
or less not using directional facil-
ities need not even have on its staff
a man who can even read the
curves, let alone make one. . .

L. H. Beckwith
Middletown, Ohio

% 4 #*

EDITOR:

. .. I say let the station owners
who are yelling for a third class
holder to be allowed to operate
without supervision look at the files
of stations who are offering a
livable wage and see just how
many good, competent first class
tickets are on the waiting list as
prospective employees. Just last
week I was talking to the owner of
a 5 kw station that is paying $90
a week for first class engineers,
and he said that they have a wait-
ing list of applicants all the time,
and any time he has need of a
man he has at least 20 to choose

from.

Does this look like a shortage?
The only shortage at the present
time is the shortage of enough sta-
tions that are willing to pay a man
enough to live on. If these stations
would up their offers about $20
a week, I'll bet they’d get plenty
of applicants.

Dean Clayton
KDKD Clinton, Mo.
* * *

EDITOR:

Although this comment is a little
late on the operator requirements
issue, I think it covers an argu-
ment not before touched in the dis-
pute.

First-class ticket holders are
frequently the only personnel in
a station that have any regard at
all for FCC rules and regulations
regarding programming (in combo
operations) and transmitter re-
quirements.

As a matter of fact, the first-
class operator is the greatest con-
trol the FCC has over the opera-
tion of a station, simply because
the operator knows full well that
willful mis-operation can cost him
his ticket and livelihood. A man
who has obtained a third-class
ticket by declaration or even exam-
ination is not a man who regards
the operational side of radio a
career. . . . His interest in the
proper operation of the equipment
within the regulations wanes from
vague curiosity to indifference as.
time passes. .

Name Withheld
Ontario, Ore.

[EDITOR’S NOTE: So much space has
recently been devoted to this subject
in Open Mike that B.T must now call
a2 halt to further comment and turn
the letters columns over to other
topics.]
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Our Respects To
(Continued from page 56)

monthly when the NRA came into!
being. i

Standard Brands hired Mr. Nor-|
man as one of a group of college!
men on an experimental basis.|
When he left that company in 1937,
he was the only one left of the]
original group. By that time he
was assistant manager of the
Standard Brands branch office on
Chicago’s West Side.

When he joined A. C. Nielsen Co
in 1937, his travels really began.!
Completing a training course in|
Chicago, he was sent to Los
Angeles, and with that base,
traveled the Western United States,|
laying out the Nielsen samples. |

Eventually he got a roving as-
signment, relieving vacationing
Nielsen field men. It was on this
job he traveled 50 weeks of the
year in 44 states. '

It also was during these travels,
while in New Orleans, he met V;
ginia Carolan, a striking brune
from Booneville, Ark. She became|
Mrs. Norman April 18, 1941. e
Norman family today also includes
Donald Jr., 10, and Doug, 8.

Now married, he was ready to|
settle down. A. C. Nielsen co-
operated by limiting assignments
to the West Coast, making him a
field supervisor. But this still
meant traveling. Mr. Norman re-
signed in Sept. 1943, to become an
NBC spot salesman. 1

In May 1944 he moved from
San Francisco to Hollywood; in
February the following year he
went to New York, eventually to
become sales manager of WEAF,
soon to become WNBC. )

During his WNBC days Mr. Nor-
man and Thomas B. McFadden be-
gan an association which made
them one of NBC’s most effective
teams. When Mr. McFadden was
manager of WNBC and WNBT, he
appointed Don Norman his as-
sistant. Upon Mr. McFadden’s
shift to Hollywood in 1950 as
manager of KNBH, it was natural
his assistant should join him as
sales manager.

Ugon Mr. McFadden’s return to
New York last April to become
director of NBC national spot]
sales, Mr. Norman succeeded him
as KNBH general manager.

Although willing to go wherever |
NBC may send him, the energetic
Don Norman is happy with his
home in Glendale and hopes his
long Odysseys are over. As an ex-
ecutive he goes from crisis to
crisis, quietly and in a business-
like fashion, solving problems. He|
rarely works late, and if forced|
to, feels he has failed as an|
organizer.

Pleased and excited to be pa
of a great new medium, the young]
executive believes TV barely has
scratched the surface of its ulti-
mate potentialities. 1 ‘

Neither a joiner nor a hobbyist.
he admits playing golf in the 80s
and low 90s at the Lakeside Coun
try Club. ;
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