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Mrs. LaDonna Martin, of
Xenia, lllinois, who was
crowned lllinois State Fair
Barn Dance Queen during
the WLS National Barn
Dance broadcast from the
llinois State Fair on Sat-
urday evening, August 9th.
Mrs. Martin was finalist
from the WMIX, Mt. Vernon,

region.

Selecting the winners . .. and giving each due recognition . . . is traditional throughout midwest
America during the late summer and early fall. From home, field and barnyard . .. farm, village
and city . . . the season’s best, from among the nation’s finest, vie for top honors at State,
Regional and County Fairs.
WLS participation in many of these events is, likewise, traditional. WLS talent and WLS services
frequently contribute to the success and accomplishment of these great and typically
American institutions.

For instance, the WLS National Barn Dance was broadcast from the Illinois State Fair for the
thirteenth year on Saturday evening, August 9th. 12,627 people . .. close to an all-time
record . . . paid to see their favorite WLS stars in action.

The WLS National Barn Dance, with its tremendous following,
is still but one of many WLS programs and services that consistently
reach the very heart and soul of America . . . the home and
workshop of millions of the nation’s most prosperous
and progressive people.

CLEAR, CHANNEL Home of the NATIONAL Barn Dance.

890 KILOCYCLES, 50,000 WATTS, ABC NETWORK—REPRESENTED BY JOHN .
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The machinery industry in Ken-
tucky, in 1939, boasted of 57
machinery manufacturers who
produced and sold 11'5 million
dollars worth of machinery. Since
then the record of growth has
brought the total to 122 machin-
ery manufacturers who made and
sold 239 million dollars worth of
machinery in 1951.

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

(Benson and Benson)

INDUSTRY  FARMING

Kentucky’s dairy farmers also
have rung up impressive gains in
the past decade. In national rank,
Kentucky is now 16th as a butter
producer, 8th in cheese produc-
tion, and 4th in the production of
condensed milk. In 1951, milk
production on Kentucky farms
reached 2,368,000,000 pounds.

THE WHAS MARKET
105 Kentucky counties

25 Indiana counties

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




~ When you use WKMH. ..

' YOU GET RESULTS!

¥

| Herels Hle W NORTH AM.EB.I,.C.AN AIRLINES
‘ PROOF‘ 32 GRISWOLD STREET o WAMMOND BUILDING « DETRONT 2. MICH, o Woodward 5-3456

1
' ,
EXECUTIVE OFFICES

! LOCKBELD BIR TERMINAL
BORBANN, COUIFORNIG August 18, 1952

l i Chariaston 5-6181
!

!

t

DRARCH SFFICES:
{ BOSTON, MASS
\ w0 SO S oms Mr. George Millar
Radio Station W K M H
15001 Michigan Ave.
Dearborn, Michigan

i BROOKLYN, W, Y
rl 1 WEVINS ST SUITE 1207
Ulster & 7708

CHICAGO. 1L
7 W WASHINGTOW ST
DEardorn 2

CHICAGO, L. Dear Mr. Millar:
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cost per inquiry is lowest on W K M He
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| : : LONG BEACH, CALI. The Detroit office of North American Airlines
e e has shown a decided increase in business,
L0S ARGILES, CALIF largely due to the fine selling job WK M H
: SIS G ol has done in this market area.
i WAL LA
U LAt S Thank you for your kind co-operation in the
1 PHORES B2 past, and may we continue to enjoy a successful
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North American Airlines
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KRLD-TV's supé!ior picture and
audio strength (is demonstrated

over and over/{again!

John W Runyon, C hqir’még}; of the Boqrd
Clyde W. Rembert, President .
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KRLD-TV does not claim cov-
erage of North Louisiana but
voluntary statements from

disinterested sources prove N i
the greater efficiency of \ i
Texas’ Most Powerful Tele- _ ; ;
vision Station, channel 4, = : i

Dallas.

S Company,
Exclusive Representative

STATION
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( CLOSED GIRCUIT

IORE THAN 50 NBC radio affiliates under-

od to have returned, by late Friday, signed
|iffiliation-contract amendments accepting net-
work’s new rate-and-discount structure (also
ge earlier story page 23). Target date for
eturns is today (Monday).

ATTESTING importance of radio-television
I moulding of opinion is plan of Senate
internal Security Subcommittee to probe
further into purported Red domination of Ra-
fio Writers Guild [B®T, Sept. 1]. It’s thought

jrganizations hiring or identified with pro-
gramming personnel will be called when com-
mittee resumes closed door sessions. First ex-
losive report states: “The series of hearings
wnstitute just one facet of one phase of the
york of the subcommittee which is conducting
!@1 investigation of Communism.”

SIGNS appearing that next NARTB conven-

n may bring repeat performance of historic
1948 code battle in Los Angeles, with 1953 ver-
|sion embracing both radio and television codes.

\
AS OF FRIDAY, CBS reported that all except
two of its regularly-affiliated stations are now
in fold on new network contract. Exceptions
are Goodwill Stations (WJR Detroit and
-GAR Cleveland), and negotiations are in
progress with John F. Patt, president. Last
ek, it’s reported, one-year contracts car-
tying 60-day cancellation period, received
from Cowles stations (KRNT Des Moines and
WNAX Yankton).

'NOW THAT way appears cleared for expedi-
Bous handling of ABC-United Paramount
merger, there’s speculation about personnel
thanges once United Paramount takes over
gontrol of operations. Assured is continued
tatus of Robert E. Kintner as president of ABC
Division, with Robert H. O’Brien, presently
lecretary-treasurer of United Paramount, be-
oming executive vice president and second in
/fommand at ABC. Leonard H. Goldenson,
right young United Paramount president,
decomes chairman of board of fused company,
yith Edward J. Noble, ABC board chairman,
thairman of finance committee of new cor-
poration.

YADIO celebrities at Mayo Clinic, Rochester:
Wayne Coy, president of KOB-AM-TV Albu-
fuerque and Time Inc. consultant, for routine
heckup; Robert H. Hinckley, senior vice presi-
dlent of ABC, for minor surgery.

WHILE big space campaign of Broadcast Ad-
Vertising Bureau to focus attention on satura-
lon job done by radio is receiving plaudits of
froadcasters everywhere insofar as national
Wfob is concerned there are reactions from some
broadcasters on proposal that same display ads
e used in local newspapers on ground that
i plays into hands of press at local level.

BHORTLY to be announced will be sale of
VLXW Carlisle, Pa., by Philip Matthews, sole

(Continued on page 6)
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STATION EXECUTIVES
MEET WITH AP

COMMITTEE of executives representing AP
radio stations will meet with AP executives
in New York tomorrow (Tuesday) and
Wednesday to discuss ways of improving AP
radio news reports. First order of business
is selection of chairman. Committeemen are:
Matt Bonebrake, president KOCY Oklahoma
City; Joe H. Bryant, president KCBD Lub-
bock, Tex.; Tom Eaton, news director WTIC
Hartford; Daniel W. Kops, general manager
Jack Krueger, news
editor, WTMJ Milwaukee; Les MacWhinney,
news director KHJ Los Angeles; Jack D.
Shelley, news manager, WHO Des Moines.

AP officials who will confer with committee
include Kent Cooper, executive director; Frank
J. Starzel, general manager; Alan J. Gould,
executive editor; Oliver Gramling, assistant
general manager for radio, and John Aspin-
wall, radio news editor.

STATE DEPT. APPOINTS
MORTON VOA DIRECTOR

APPOINTMENT of Alfred H. Morton, former
NBC executive, as director of State Dept.’s
Voice of America, effective Oct. 1, announced
Friday by Dr. Wilson Compton, International
Information Administrator. He succeeds Foy
Kohler, named to Secretary’s Policy Planning
Staff, as deputy administrator for IIA’s In-
ternational Broadcasting Services [CLOSED
CIRCUIT, Aug. 4].

Mr. Morton, who formed own TV station
consultant firm (Alfred H. Morton Assoc.)
last April, was vice president in charge of
TV at NBC from 1938 to 1942. After service
with RCA (1929-34), he was NBC program
department manager and later vice president
in charge of O&O stations. Mr. Morton also
is former TV director of 20th Century-Fox
Corp, and has been serving as special assist-
ant to Mr. Kohler since Sept. 8.

COPYRIGHT COMMITTEE
APPOINTED BY NARTB

NEW NARTB Copyright Committee named
Friday by President Harold E. Fellows, with
Edward Breen, KVFD Fort Dodge, Iowa, as
chairman. Committee will consider copyright
legislation proposed to Congress along with
international copyright matters and relations
with music licensing organizations.

Other committee members are: Donald G.
Graham, KOMO Seattle; Robert T. Mason,
WMRN Marion, Ohio; Joseph A. McDonald,
NBC, New York; A. J. Mosby, KGVO Mis-
soula, Mont.; Lawrence H. Rogers 1I, WSAZ
Huntington, W. Va., and James W. Woodruff
Jr.,, WRBL Columbus, Ga.

JOHNSON ESCAPES INJURY

SEN. LYNDON JOHNSON (D-Tex.)
escaped serious injury or death Friday
when cub plane in which he was riding
skidded during attempted takeoff from
washed-out road near his Johnson City,
Tex., home and crashed into tree. Area
was hit by Central Texas flood.

AR o sattive

BUSINESS BRIEFLY

RADIO SPOT BUY @ Chase & Sanborn in-
stant coffee, through Compton Adv., New
York, buying radio spots in 125 markets and
television announcements in 60 markets with
staggered starting dates, contracts to run
from two weeks on some stations to 52 on
others.

PINEAPPLE DRIVE @ Hawaiian Pine-
apple, on behalf of its new frozen fresh pine-
apple concentrate, on Oct. 6 starts participa-
tion on Food Fair five times weekly on WEEI
Boston for 26 weeks. Firm also will use radio
in New York, Columbus, Jacksonville, Miami
and Memphis. As distribution opens up, mar-
ket-by-market advertising campaign will be
${p511(nded. Agency: N. W. Ayer & Son, New
ork.

SOUTHWEST CAMPAIGN @ General Foods
(Corn-Fetti), N. Y., buying nine-week radio
campaign using daytime minutes and breaks
in 15 southwest markets. Young & Rubicam,
N. Y., is agency.

USE RADIO AND TV @ Flotill Products Co.,
Stockton, Calif. (Tasti Diet foods), placing
eight-week market-by-market spot campaign
using radio and TV in seven cities. Starting
dates vary. More markets will be added as
distribution increases. Agency: Ruthrauff &
Ryan, New York.

SOUP CAMPAIGN @ Lever Brothers (Lip-
ton soups) placing daytime radio minute cam-
paign starting Oct. 6 for six weeks through
Young & Rubicam, N. Y.

SERUTAN FILMS @ Serutan Co., Newark,
starts Hollywood Off Beat, half-hour series,
in seven major markets, varied dates. Deal
negotiated by Aaron Beckwith, national sales
director of United Television Programs Inc.
Agency, Franklin Bruck, Adv. Corp., N. Y.

'NBC RADIO FOOTBALL

NBC Radio making coverage of 12-game col-
lege football schedule, starting Saturday and
ending Dec. 6, available to affiliates for local
sale of individual games, all games, or com-
binations. Lud Simmel, NBC co-op sales man-
ager, announced games have been sold on 10
stations, six for full schedule, to such adver-
tisers as Texaco Central Div. (WLW Cincin-
nati), 7-Up Bottlers (KSD) St. Louis), and
Frontier Oil Refining Co. (WBEN Buffalo).

TELFORD TAYLOR RESIGNS

TELFORD TAYLOR submitted resignation
as head of Small Defense Plants Adm. to
President Truman Friday [BeT, Aug. 11].
He was credited by President with developing
and putting into operation programs that
“will be of great assistance in safeguarding
fhe competitive position of sn,ﬂl bu\me\ in
the peuod of moblh"tmn for defense.” Mr.

Taylor is former FCC gener: a‘ counsel.

for more AT DEADLINE turn page ‘
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CRAMER, DUMONT, -
HIGHEST PAID IN 1951

LEONARD F. CRAMER, former executive
vice president of Allen B. DuMont Labs., now
assistant general manager of Crosley Div. of
Avco Mfg. Corp., was DuMont’s highest paid
executive in 1951 with total $52,961.52 while
Dr. Allen B. DuMont, president, was next
with $50,000, proxy statement calling stock-
holders meeting showed Friday. Mr. Cra-
mer’s 1951 total, exceeding prior year’s figure
by $9,061.51, included $30,000 settlement of
severance claim when he resigned to join
Crosley in August, 1951. Research Director
Thomas T. Goldsmith Jr. received $25,400.04
in 1951, report showed, indicating these three
board members were only ones receiving more
than $25,000 that year. :

Notice to stockholders calls meeting Oct.
20 at DuMont’s Clifton (N. J.) headquarters
for annual election of directors and officers.
Holders of Class A Common stock, headed by
Dr. DuMont, elect five directors, president
and vice president, while Class B stock, owned
by Paramount Pictures Corp., elect three di-

rectors, secretary, treasurer and assistant:

treasurer, but DuMont statement said it did
not know whom Paramount will name. Du-
Mont proposes to re-elect Dr. DuMont as
rresident and director; Stanley F. Patten as
vice president and director, and General Su-
perintendent Bruce T. DuMont. Research Di-
rector Goldsmith, and Percy M. Stewart as
directors.

ANA HIGHLIGHTS

FUTURE of TV from advertisers’ standpoint,
TV commercials’ effectiveness, and review of
radio-TV rating methods to be broadcasting
highlights of Assn. of National Advertisers’
43d annual meeting Sept. 29-Oct. 1 in New
York, spokesmen said Friday. In Sept. 30
afternoon session, McCann-Erickson will pre-
sent findings of its study, “What Lies Ahead
in Television?”” and results of Gallup & Robin-
son investigation of viewer reactions to tele-
vision commercials will be presented in “What
Makes TV Commercials Click?” In Oect. 1
morning session, “Pros and and Cons of To-
day’s Radio and TV Rating Methods” will be
discussed as part of advertising research
foundation presentation. CBS is in charge of
entertainment for annual dinner Sept. 30.

RULE CHANGES

EXPLORATORY committee to study revision
of certain rules of practice and procedure be-
fore FCC ordered by Commission Friday fol-
lowing morning conference of officers of Fed-
eral Communications Bar Assn.,, Commis-
sioners and FCC staff. Comr. Rosel H. Hyde
named to head small group to be composed of
representatives of FCC and FCBA. Changes
in some rules required by passage of McFar-
land Bill and upcoming TV hearings.

NEW PRODUCT

NYLAST, new product designed to stren
nylons as it washes them, will be
nationally about end of September [B
8]. Up to ten commercial announ
be used in every television market
sive use of network radio is in planning :
William H. Weintraub is agency.
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In this Issue—

ABC reportedly is about to cut evening
radio rates by 25%, in line with CBS
Radio and NBC. It'll mean a straight
159% reduction in the compensation
that affiliates get from the network.
Page 23.

FIVE big advertisers will spend more
than ever this fall in radio and tele-
vision. Page 25.

TELEVISION is a prime topic on the
agenda of the Theatre Owners of
America annual convention beginning
in Washington, D. C., today. Some
theatre men figure to solve the TV
problem by getting into TV them-
selves. More than 60 TV applications
have been filed by theatre interests.
Page 27.

TWO Macon radio stations file joint ap-
plication for a TV station. It's con-
sidered a pilot case to settle policy of
whether rival AM operators can unite
in a common TV venture. Page 79.

WOV and WHOM, both New York, team
up to coordinate their radio program-
ming and go in together on applying
for a TV station. Page 29.

EVERYONE is telling broadcasters to
face the facts in setting radio rates,
but no one knows what the facts are.
Edear Kobak, one-time president of
MBS and now consultant, makes a
plea for finding out the facts, a neces-
sary prelude to facing them. Page 42.

FILM is assuming a more important
place in television every day. Here’s
a report on present and future uses
of TV film by David Savage, man-
ager of the WCBS-TV New York
film department. Page 82.

HOW WIBW Topeka uses three-dimen-
sional direct-mail pieces to put itself
and Kansas on the map with time-
buyers. Page 28.

TV grants and applications of last
week. Page 80.

Upcoming
Sept. 14-18: Theatre Owners of America,

Hotel Shoreham, Washington, D. C.

Sept. 15: BAB sales clinic, Little Rock,
Ark.

Sept. 17: Texas Assn. of Broadcasters,

Fort Worth.
Sept. 17: BAB sales clinic, Birmingham.

Sept. 19: BAB sales clinic, Atlanta.

(Other Upcomings, page. 38)

C_Iosed Circuit

(Continued from page 5)

owner, to Richard F. Lewis Jr., owner of
WINC Winchester, Va. Price is $70,000 anc
transaction was handled by Blackburn-Hamil
ton. Facility: 1230 ke, 250 w, Keystone affiliate

LINCOLN - MERCURY placing 4-to-8 wéel'
spot announcement campaign on radio i1
about 400 to 500 markets, effective Sept. 2¢
Agency is Kenyon & Eckhardt, New York.

mitter manufacturers were caught with then
uhf transmitters down by speed of FCC'{
grants since processing began July 7. Genera!
consensus is that manufacturers are twc
years behind on full-powered uhf transmit)
ters, although low-powered drivers should be"
in good supply by year’s end (See story, page
81). Of 52 post-freeze TV grants made‘b}‘
FCC so far, 40 are for uhf channels.

YOU won’t hear it put so baldly, but TV trans~i

HOUSE Subcommittee investigating morality
in radio and television programming, pursuanif
to Gathings Resolution, plans to take insid¢
look at network operations during hearings or
New York Sept. 23-24. Hearings resume ir
Washington tomorrow and Wednesday anc
Chairman Orren Harris (D-Ark.) has ar.
ranged for tours of studios and transmitters
of major network. operations, radio and TV

RE HOUSE morality subcommittee, ranking
GOP member of full Interstate Commerce
Committee, Charles A. Wolverton (N. J.) un-
derstood to want entire project called off, at
least for duration of election campaign. He
evidently feels these sideshows in Presidential
election year do no good and divert attention
from big tent.

FATE of Australian TV depends on opinion
of Australian Postmaster General H. L. An-
thony after he completes inspection tour of
England, Germany and U. S. Trip started
Sept. 1. Last stop will be America, where he
will watch network operations in New York,
visit Chicago and then go to Washington where
he will discuss problems with FCC. Australia
agreed on 625-line standards in 1949 but later
Menzies administration abandoned plan.

SLATED FOR . appointment to General Ei-
senhower’s strategy staff is Maj. Gen. Wilton
(Slick) Persons, war-time legislative repre-
sentative of Army and righthand bower to
General Ike in NATO. He is brother of S.
Gordon Persons, governor of Alabama, and
former part-owner of WSFA Montgomery.

TWO ‘VOICE’ WINNERS
ADDRESS NATIONAL GROUPS

TWO national winners in Voice of Democracy
Contest will deliver winning essays this week
before important gatherings. At invitation of
Judge Justin Miller, NARTB board chairman,
Charles Kuralt, 1948-49 winner now attending
U. of North Carolina, will address Seventh
National Conference on Citizenship Thursday
at Statler Hotel, Washington. Judge Miller is
chairman of Attorney General’s Committee on
Citizenship and overall chairman of conference.

Dwight Clark Jr., 1951-52 winner and an-
nouncer at KCOL Fort Collins, Col., will ad-
dress American Bar Assn. convention in Sar
Francisco Wednesday, presenting winning
broadcast script before Section of Judicial
Administration. He will enter Stanford U
this fall.

for more AT DEADLINE see page 114 ’
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All It Took was Yew...

... Yew-wood longbows, lofting a barrage of arrows at Agincourt, to bring the
armored horseman down off his ""high horse'’ and revolutionize the science of war-
fare. The French, despite a five-to-one superiority in numbers, were forced to leave
the English in full command of the battlefield!

‘Radio . KOWH, faced with the same odds in a six-station market, dominates the
Omaha, Council Bluffs field, too—as proven by the Hooper averaged below for
the ten-month period from October, 1951, to July, 1952. it takes a steady barrage
of talent to capture that big an audience!

36.3%
25-
OTHER

20_ Sta. "A"

(0] Sr1a. vg»  STATION RATINGS
15

Sta. 'C"

Io - s'o. |ID!’

5 o s'ﬂ. "E"

0. .I |

“Bmerica’s Most Listened-to Independe

s

([ ) Largest total audience of any
Omabha station, 8 A.M. to 6
P.M., Monday through Sat-
urday! (Hooper, Oct., 1951,
thru July, 1952.)

@ Largest share of audience, in
any individual time period,
of any independent station
in all America! (July, 1952.)

General Manager, Todd Storz; Repressnted Naticnally By The BOLLING CO.
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"AKRON’S
TOP
STATION

wackin
Alweys ont in froms?

%

Akron’s
FAVORITE

Music
Station

Rated
“Dee-Jays”

© 1949, SUMMIT RADIO CORPORATION

5000 WATTS
ABC
Represented by Weed & Co.
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Sm Paul Frincke, Engineer of Detroit’s

successful Temple Avenue station owned
and operated by Storer Broadcasting Co.

“We have a pair of GL-9C24’s in our trans-
mitter that show over twice the normal
life for final-stage power tubes. They rep-
resent a saving—at current prices—of
$1,140 for two replacement tubes we
havern’t had to buy!

“Right through the list—power tubes,
rectifiers, and receiving types—G-E tubes
are paying their way at WJBK-TV, and
adding dividends in extra hours of life.
Another gain is the fast tube service which
local General Electric distribution gives
us on a 24-hour basis. It’s real on-the-air
insurance to back up our spares. Put us

down as 100-per-cent satisfied!”
* * &

That’s mighty fine to hear, Mr. Frincke,
particularly from the experienced engineer
of a busy metropolitan station! General
Electric distributors offer the same econ-
omy tube operation—the same alert and
speedy service—to all AM, FM, and TV
stations from coast to coast.

Phone your G-E tube distributor today!
He has on hand the tubes you need, is
anxioustoserveyouwell inordertocement
a business relationship that will profit you
both through the years.

FREE TO STATION ENGINEERS!

‘Essential Characteristics’’, a handy pocket guide to all receiving
tubes in common use, is yours on request. Ask your G-E tube distributor
for this reference booklet you'll use daily. .. hourly! Or write to
Section A, Tube Department, General Electric Co., Schenectady 5, N. Y.

GENERAL ELECTRIC

161-1C1

SV
T

® WIBK-TV's loyal motor-city audience
likes home-making hints, news, the drama,
and sports. By telecasting such events as
the Kentucky Derby and football games
of the Detroit Lions, WIBK-TV lives up
to its motto “First in Sports”. High stand-
ards of transmission sustain picture qual-
ity. From the day the station went on the
air, General Electric tubes have helped
to keep performance up, costs down,

ROADCASTING ® Telecasting

September 15, 1952 ® Page 9




THE GREATER PORTLAND AREA

where continued tremendous growth offers KGW-advertised
national brand products the greatest listening audience in the

Northwest!

MAYO R Morry Director -of - |
the Manhattan dis-
trict declares, “KGW continues to be
the leading advertising medium in this
area with its proven merchandising
plan and will always be the buyer’s

choice for listening popularity.”

Celebrating our 3Ist Year

of Leadership and Community Service

Tage 10 ® September 15, 1952

PORTLAND
OREGON

Radio still dominates this rich market! And KGW
continues to dominate the radio medium in this
Oregon-Southwest Washington area! KGW reaches

more people, more often, than any other radio sta-

tion in this area. This wide circle coverage plus pro-
gram popularity and a successful merchandising
program for KGW-advertised national brand prod-
ucts makes this the most desirable radio medium in
the Columbian Empire! Reach the buyers you want

to sell now with KGW, the pioneer station in its 31st

year of continuous broadcasting!

PORTLAND, OREGON

BROADCASTING ® Telecastin
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DRGG.ST John W. Towsley, Jr.,

Foster Road Pharmacy,
says, "KGW-advertised products are first in sales.
We all know the value of good radio audiences
in selling a product, and here in Portland we
know KGW delivers the largest radio audience.”

Samuel H. Rogoway of
the Manhattan district,

JEWELER

reports, “Successful merchandising plus the top
radio audience makes KGW a ‘must’ for adver-
tisers wishing to sell the Portland area. It is the
outstanding choice of.the people in our district.”

lA" “ D RYM A " Richard (Dick)

Hattrick, owner-
operator of Manhattan drycleaning business,
states, “For our money you can’t find a better
way to deliver a message to the Portland area
people than with KGW. It continues to bring us
the largest audience with its program popularity
and prestige. The choice in our area.”

GCE R Omer J. Ferguson, manager‘y

of the largest Safeway store
in the Portland area, reports, “In our Foster-
Manhattan district, KGW continues to be the
voice of the people. You can’t buy a better radio
medium in the Portland area.”

Zm/ﬂ//(m e

rtland district wh

c lE R K Jean Murray, asserts, “More

housewives call for products
advertised on KGW than on any other local radio
station. They remember KGW for its outstand-
ing leadership, prestige, popularity ... truly the
‘people’s choice’ in Portland.”

ere the

s and buyers alike,

“People, S Cbo iCC” .
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REPRESENTED NATIONALLY BY EDWARD PETRY & CO., Inc.

IBROADCASTING ® Telecasting

September 15, 1952 ©

Page 11

eSS e




3 CHATTANOOGA, TENNESSEE

B WDEF :

CHATTANOOGA

CARTER M. PARHAM, Pres . KEM FLEM

* According fo the latest available Hooper study.
Represented by BRANHAM
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OHN T. SOUTHWELL, formerly with BBDO and Young & Rubicam.
both N. Y., to Hirsch & Rutledge, St. Louis, as vice president and
director of radio-TV.

ROBERT WECHSLER, public relations director of New York Mountain
Hotelman’s Federation, to public relations department, Anderson &
Cairns, N. Y. ]

RHODA ROSENTHAL, assistant to general manager, WNBC-WNBT
(TV) New York, to Rand Adv., that city, as director of television, in
charge of all television production.

JOHN R. GILMAN elected vice president of Roy S. Durstine Inc., N. Y.

A. B. CRAMPTON, advertising manager, Stahl-Meyer Ine., to Dowd.

Gen'l Mar:

Redfield & Johnstone Inc., N. Y., to head food and grocery division.

FAY R. TONDU and WENDELL P. PARKER to Ross Roy Inc., Detroit,

on copy staff.

DAVID M. MIXTER returns to Benton & Bowles, N. Y., as assistant
account executive on Maxwell House Coffee account, after tour of duty

with ‘Marine Corps.

 fCE N .S A S AL AN . A A L A AL AR A L A A A L A LA L LA AL C AR R C R LM AR RBRRRRR®
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HE ATTRACTIVE blonde

strode with confident grace

through the plain wooden
door marked “Criminal Attorney”
and confronted the occupant of
the desk with a manner that told
him clearly she “belonged.”

And she did, too. The “attrac-
tive blonde”’ was no character out
of Raymond Chandler fiction but
a respected member of the office
force of the famous law firm of
Broderick brothers, New York
Today the girl,
Helen Martha Wil-
bur, is equally re-
spected as chief
radio-TV timebuyer
for Doherty, Clif-
ford & Shenfield,
New York.

Miss Wilbur, a
native New Yorker,
was educated at
Brooklyn College
and Columbia U.
School of Business,
and upon graduation
from the latter
school applied for
and was accepted as

female functionary Miss WILBUR

in the celebrated law

office. There she

learned more about

life than she felt it was necessary
to know, so she finally appealed
to Columbia’s Placement Service,
which offered her rehabilitation in
the shape of a job with the New
York Times advertising depart-
ment.

BROADCASTING ® Telecastingl,.

It was her first media post.
After two years she qualified as
a print expert and joined the ad-
vertising agency, Pedlar & Ryan,
as an estimator on newspapers
and magazines., A few years later
she switched to the radio depart-
ment and eventually worked her
way up to the role of timebuyer.

In the spring of 1944 when five
executives of Pedlar & Ryan broke
away from the agency to form
Doherty, Clifford & Shenfield, New
York, she went with
the new contingent
as its one-girl time- §
buying department.
Gradually the staff
increased and Miss [
Wilbur was named f
chief of the division./ .

Among the radio
and television ac-f
counts under her su-§w
pervision are: Ipana§:

Toothpaste, Ipana
A. C., Vitalis andjy
Vitalis hair

cream, Mum, Bor-ji;
den’s Instant Coffee,]
Weleh Grape and
Tomato Juice, the
pioneer division ofj:,
Borden’s, Feen-a- |, |
Mint, Chooz, and
Standard Milling.

Miss Wilbur lives at home with §*
her folks in Scarsdale, N. Y. Her§*"
hobbies include reading mystery
stories, sketching in charcoal, and § *
gardening.
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)/ JOHN W. DeWOLF and RICHARD H. TALMADGE, group account man-
i agers, G. M. Basford Co., N. Y., elected vice presidents of firm.

ol ROBERT A. MOGGE, media and research director, Arthur R. Mogge
¢ Agency, Chicago, elected president of Ad Club of Chicago.

TrsJAMIE HOLLAND appointed spacebuyer with Ad Fried Adv., Oakland,
| Calif.
i

{LOUIS MEISEL, formerly with Liggett-Rexall, Leows Inc., and S.
A Yz""‘Duane Lyon Inc., to Hilton & Riggio Inc.,, N. Y., as aceount executive.

LI IRWIN KURTZ, assistant production manager, Milton Weinberg. Agdv.
Co., L. A, to Tilds & Cantz Adv., Hollywood, as media director.

q
DONALD C. TABER appointed head of creative and copy departments,

i

G . g A TR YR

Ecoff & James Adv., Phila.
{

-

' » CKAC Montreal celebrated its
30th birthday on Sept. 7. It claims
to be the oldest Canadian station
on the air.

*k % %
» WBOW Terre

Haute, Ind.,

|+ elimaxed its 25th anniversary cele-

| bration by going to the fair—the
# Vigo County Fair. Station set up
. a special booth and aired a program
i with Herman LaMasters trio. High-
lights of backdrop display were
i white stars showing names of its
- key programs and these slogans:
“Wherever You Go There’s Radio,”
. “25 Years Your Radio Host—25
. Years Your Listening Post.”

" WBOW is licensed to Banks of the

Wabash Ine. and is an NBC af-
filiate.

Ed * *

» TWENTY-FIVE years of nutri-
tion and public-health broadcasting
" on WOR New York begun by Al-
fred W. McCann and continued
after his death in 1931 by his son,
| Alfred W. McCann Jr., was marked
during McCanng at Home program
from 9:30-10 a.m. EDT Sept. 8.
The program, titled originally The
McCann Pure Food Hour became
McCanns at Home when Alfred

\—nd

il JEAN A. MONTE, Radio Programme Producers Ltd., Montreal, named
radio director of Walsh Adv. Co. Ltd., same city.

, PAUL VISSER, NBC Chicago agriculture staff, to Brown Bros. Adv.,
St. Louis, as Purina regional account executive.

SYBIL ROBERTS appointed account executive in charge of retail adver-
tising division of Curtis Adv. Co., N. Y.

I. A. GOLDMAN & Co., Baltimore, moves to Goldman Bldg., 102 E.
Pleasant St. Telephone is Lexington 7670-1.
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Jr.s wife, Dora, joined program
in 1947.

#* ok %

» FRANK BECKLEY (BECK)
SMITH today completes 25 years
in radio, the past 17 years as news-
caster on WJAS Pittsburgh under
sponsorship of Kaufmann's de-
partment store there. After grad-
uation from his home town high
school in Huntington, W. Va., in
1927, he started selling radio re-
ceivers, shortly afterward becom-
ing an announcer on WSAZ there.
After seven years he went to
WJAS.

® & X

B> A GOSPEL-singing group in
Richmond, Va., known as the Har-
monizing Four, noted a double
anniversary Sept. 7 with a special
broadcast over WRNL that city.
The group marked its 25th year
of organization and also the begin-
ning of its 15th consecutive year
of broadcasts on WRNL.

L

» MUTUAL’s The Shadow, spon-
sored by Wildroot Co. (Sun., 5-5:30
p.m, EDT), celebrated its 20th an-
niversary with its broadcast yes-
terday (Sunday).

BROADCASTING ® Telecasting

THE EVENING STAR STATION #

September 15, 1952 ©® Page 13




e e e e e L L L S L L S e R eSS R RS S RN SRS S S SN

: . ‘
WHO PUT THE; el BUsiness B
IN THE BRUNCH? |-l

Network o o o

X WILDROOT Co., Buffalo (hair preparations), will sponsor Tues.- |
Thurs. broadeasts of Titus Moody Speaking series, starting Sept. |
29 on Mutual. Program will be heard five times weekly, 7:55-8 p.m. |

® Punch did you say? Quite un- Agency: BBDO, N. Y. .
usual—we agree—to have it
at such an early hour of the VOICE OF PROPHECY Inc., Glendale, Calif., renewing The Voice of
day. .. for brunch! But the Prophecy on ABC radio, Sun., 9:30-10 p.m. EDT, for 52 weeks effective
punch in this instance, hap- yesterday (Sunday). Agency: Western Adv., L. A.
pened to be the sales punch : )
scored by WDSU for an ex- BRISTOL-MYERS Co., N. Y. (Sal Hepatica), started The Jimmy Wakely

Show on 13 CBS Pacific Network radio stations, Sun., 3:30-4 p.m. PDT,

. alt
elusive INesQriaaus spasialif for 39 weeks from Sept. 14. Agency: Young & Rubicam Inc., N. Y.

store™*.

NATIONAL BISCUIT Co., N. Y (Milk-Bone dog food), started alternat-

® The details ran something like ing Tues. and Thurs. Mr. Information on 17 CBS Pacific Network radio
this: a special sale of women’s stations, 4:30-4:45 p.m. PDT, for 39 weeks from Sept. 2. Firm also
“Brunch Coats” was featured sponsors thrice weekly The World Today on same station line-up, 5:80-
on radio spots over WDSU. 5:45 p.m. PDT, for 39 weeks from Sept. 1. Agency: McCann-Erickson
An equal amount of money Inc., N. Y.

was allotted for advertising
these coats in a competing
medium.

GENERAL FOODS Corp., N. Y. (Jello), renews Frank Goss News on 16
CBS Pacific Network radio stations, alternating days, Mon. through
Sat., 5:45-5:55 p.m. PDT, for nine weeks from Oct. 7. Agency: Young &
Rubicam Ine., N. Y.
® And what were the results?
An impartial survey (by Audi- .
ence Research Bureau, Inc.) 147“’“9 'gf"l“’"'tme"t’ SR eR.
showed that 91.7% of the
customers who heard the news
via WDSU made purchases.

REAL SILK HOSIERY MILLS Inc., Indianapolis, appoints Bozell & |
Jacobs Inc., Chicago.

Only 46.2% of the customers AMERICAN CHICLE Co., N. Y., appoints Dillon-Cousins & Assoc., same
attracted by the competing city, to handle advertising in Colombia.

medium purchased the mer-

chandise. GARDINER Mfg. Co., Oakland, Calif. (Waterspike), and MARTIN CON-

STRUCTION Co., same city (High-Pressure paints), appoint Ad Fried
Adv., Oakland. Radio and TV are being used for former; radio only for

5 i isn’
And as if that isn’t proof latteraccoan

enough ... WDSU’s radio cus-

tomers accounted for 44.6% WHITEHALL PHARMACAL Co. appoints Cecil & Presbrey Inc., N. Y.,
of the total dollars spent, for new chlorophyll deodorant.
while customers of the com-
peting medium spent only HELENE CURTIS INDUSTRIES, Chicago, names Ruthrauff & Ryan,
21.5%! same city, to handle national advertising for Spray Net, Milky Shampoo
and Shampoo Plus Egg. Broadcast media are used.
@ Dollar for dollar, WDSU adds BELLAIRE PRODUCTS Inc., Bellaire, Tex. (Dip-N-Rinse liquid silver
' extra punch (unspiked that is) cleaner), names Mogge-Privett Inc., L. A., for Pacific Coast advertising.
to your sales picture in the '
“Billion Dollar New Orleans PIERCE BROS. Santa Barbara, Calif. (abalone processors), names
Market”! Rockett- Laurltzen, L. A. Radio is being used.
*(Name and details on request) DEMOCRATIC PARTY OF SOUTHERN CALIFORNIA appoints Leon-
ard Shane Agency, L. A. Radio-TV is being used.
" . INTERSTATE ENGINEERING Corp., El Segundo, Calif. (vacuum
® Write, Wire, cleaners), names Geoffrey Wade Adv., Hollywood. SNOWDEN HUNT Jr.
or Phone Your is account executive.

JOHN BLAIR Man!

FLO-BALL PEN Corp., San Gabriel, Calif. (pens), names BBDO, L. A. |
CHARLES J. HAWKINS is account executive.

ﬁa{/aeaplc e o o

LEONARD NELSON, associate editor, Apparel Arts, N. Y., to Pruden-
tial Insurance Co., L. A., as member of adveltlsmg sales promotion
staff. .

WILLIAM H. HITCHCOCK, sales manager, Holsum Products Co., ap-
pointed sales and merchandising manager, Gettelman Brewing Co.,
Milwaukee.
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why
WICC

1§ tops
in the
RICH

BRIDGEPORT

NEW HAVEN
MARKET*

® WICC Promotion

Contest produced
largest movie house
for ’52

® WICC Merchandising

Complete Sponsor
Identification.

® WICC Personalities

Wallie Dunlap, (left)

area’s highest-rated

afternoon deejay.
(2:30-5, Mon.-Fri.)

Bob Crane, (right)
pulls 65% share of
audience.

(6-9 AM, Mon.-Sat.)

* For confirmation of above claim,
refer to New Haven Pulse, Jan. ‘52
and Bridgeport Hooper, March ‘52.

REPRESENTED NATIONALLY BY
ADAM YOUNG, JR.




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 I3

FIRST in WASHINGTON

980 KC

Represented by NBC SpotSales | .

5,000 Watts o
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T PAYS to radio-advertise on
Ithe hottest day of the year—

even when you are selling skid
chains, snow tires and anti-freeze.
At least that’s what a New Eng-
land warehouse proprietor found to
his great satisfaction.

He is John E. Cambria, better
known as “Friendly Jack,” owner
of a warehouse in Lowell, Mass.
The station that did the job “out
of season”’—like selling refriger-
ators to Eskimos—is WCAP that
city.

Last July when the temperature
hovered around 100 degrees for
five days running, Friendly Jack
reasoned that if anyone had enough
ambition to turn on a radio, a
summer sale to dispose of his win-
terizing specialties would be in
order. He contacted WCAP for
100 spot announcements, to be
aired strategically around the
clock. Within a week, he disposed
of carloads of items and resold
himself on radio’s pulling power.

While the idea was, of course,
novel in its concept, Friendly Jack
also offers a diversified line of
other produets, including radios,
seat covers, paint, gasoline, oil and
trucking transportation service.

Mr. Cambria has been successful
in business for more than 25 years.
A firm believer in advertising, he
first used radio and newspapers
alternately. In recent years, ac-
cording to WCAP, Mr. Cambria
has shown a three-to-one prefer-
ence for the broadcast medium.

For Bill Warren, WCAP man-
ager, the summer sale proved grat-
ifying. Only a month before the
July sale he convinced Friendly

eature of the week

PCSNCC S CE C LSS S SR N

“Friendly Jack” signs a mew con-
tract with Mr. Cronin.

Jack he should use radio to adver-
tise a raccoon coat for $5. A
woman driving along in her car
heard the spot and bought the coat
literally before the echo of the
announcement had died away. An-
other series of 20 one-minute spots
brought a sellout of auto seat cov-
ers in five days.

Friendly Jack now uses WCAP
six days a week for announce-
ments when he wants to call at-
tention to big doings at the ware-
house. He recently signed a 52-
week contract with Gerry Cronin,
WCAP commercial manager, for
3,000 spots.

Mr. Cambria’s idea, like his
warehouse, is off the beaten track
but, apparently, it pays big divi-
dends to himself and to WCAP.
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strictly business
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ILLTAM LINDSAY WAL-
WLACE, west coast manager

of Adam J. Young Jr. Inec.,
station representatives, advocates
strict adherence to the rate card
and is quite rabid on the subject
of ‘“under the table” and special

package deals entered into for
business.

While Mr. Wallace, who head-
quarters in Hollywood, acknowl-

edges that “maybe” some AM and
TV stations should adjust their
rates, he maintains that any sta-
tion can be sold on a legitimate
basis if it is worthy of staying in
business.

Rz

dio is still the greatest mass
and when an advertiser
on time he gets twice as
that for which he pays,

inued on page 54)

Mr. WALLACE

BROADCASTING e

4 If 5 (overage

that Counts!
=

The great exploits of
mighty, powerful, Paul
Bunyan with his big ax,
his great ox, his ability tc
survey all the land be-
cause of his giant propor-
tions, are all examples o
coverage that counts.
And so it is with the buy-
ing of radio time here in
this big 400,000 popu-
lated mining-manufactur-
ing market. You need
WEBRE to give you cover-f
age that counts in lis-§
tening audience, in sales
volume, in client’s satis
faction, for WBRE is the
Paul Bunyan of Wyoming
Valley's “earway.”
Headley-Reed, Representat

ive

AM-FM S AFFILIATE

Telecasting




and here’s why...

Diversified industry is the main reason why Milwaukee
maintains top rank as one of America’s leading markets.

Diversified local programming is the main reason more
people in Milwaukee and in Wisconsin listen to WTMJ
than any other radio station.

One example of listener pull: Annual early morning pro-
gram promotion, a Gourd Give-Away, set a 1952 record of
23,435 packages mailed out.

Your Henry I. Christal representative will tell you, “You
can’t do a successful radio selling job in Milwaukee and
Wisconsin without WTMJ, because only WTMJ gives you
primary blanket coverage of 628,916 of Wisconsin’s total
of 968,253 radio homes.” Ask him for all the facts on how
WTMJ dominates in Milwaukee and Wisconsin.

THE MILWAUKEE JOURNAL RADIC

5,000 WATTS e 620 KC

Represented by THE HENRY 1. CHRISTAL C0. New York e Chicago
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MR. W. D. CLICK

AVAILABLE

SEPT. 15™

TIME: 7:00 - 7:15 AM
Monday thru Saturday

Program Information
Mr. Click will Inter-
view Agriculture Agents,
Farmers . . . he will give
daily Market Reports on
Crops and Livestock, as
well as all available Farm
Information to benefit

the Farm and Family

Radio WSAZ Covers the
Tri-State . . . Kentucky,
Ohio and West Virginia.

@ Radio Station WSAZ

"The First Station of
W. Va." operating on
5000 Watts, Covering
29 Counties of the Tri-
State Area.

AVAILABLE

SEPT. 29™
TIME: 12:00 NOON
Monday, Thursday, Friday
Program Information
. Interviews with Nati-
onal and Local Farm
Personalities . . . Farm
Products of Local Nature
will be Viewed by TV
Audience . . . Farm Infor-
mation, Stock and Grain
Markef Data, Gardening
Procedure. will be inte-
grated in this New Farm
Program.

® WSAZTY . .. First
and ONLY TV Sta-
tion in W. Va., ... "The
World's Most Powerful
Television Station" . .

Channel 3 100, OOOWaHs

MR, WILLIAM D, CLICK, widely known in the Tri-State Area as "Farmer
Click,” was Cabell County agricultural agent for 22 years and for nearly 38
years served as a county agent in West Virginias Mr. Click writes a column
"HOW'S YOUR GARDEN" for The Huntington Herald-Dispatch in addition
to his many other activities. The veteran county agent will conduct farm in-
formation radio and television programs, as well as personal appearances,
writing of farm letters, etc. For more information, call or write: L. H. Rogers,
General Manager, WSAZ-TY, or Tom Gartin, Station Manager, Radio Sta-
tion WSAZ, Huntington, West Virginia,

.RAD]|O

WSA

TELEWS/O/V

MUNTINGTON WVA.

Page 18

® September 15, 1952

T T T T T CECESTICE S SS SN S SRS RS AR R R R A SRR S R A A L R A A S 88 N

open mike

e T T C e T T T C S ECT TS S SSE SRS RSN S SRR R SR SRR R R B R 8 S 8 8 % % &

Right Source

EDITOR:

I have been reading your pages
devoted to TV station grants and
applications, and I would appre-
ciate some information. )

I want to keep in close touch with
applications and grants and am
wondering if I need to go to any
source outside of your magazine?

. If T can get everything in
BROADCASTING ® TELECASTING, no
need for me to spend time or money
searching elsewhere.

Will you give me the lowdown?

John Orr Young,

John Orr Young & Assoc.

New York
{EDITOR’S NOTE: Mr. Young, co-
founder of Young & Rubicam, can save
his time and money. Complete and up-
to-the-minute reports of all TV activ-
ity at the FCC appear weekly in this

publication.]
* * *

On the Map

EDITOR:

I would like to express my per-
sonal opinion, which is shared by
many other members of this agen-
¢y, that your new map, “The Map
of Telecasting 1952-1953,” is one
of the finest jobs of representation
of television network coverage in
this country that I have yet seen.
The map is clearly drawn, easily
studied and a pleasure to use in
conjunction with television prob-
lems. My heartiest congratulations
to you and your staff!

Ted Palmer
Lambert & Feasley Inc.
New York

%

Thunk-You Note

EDITOR:

Many thanks for the proofs of
the “Strictly Business” sketch pub-
lished in the Aug. 4 issue . .. I
am deeply grateful for the honor
bestowed upon me by your fine
magazine.

Karl K. Vollmer

Vice President, Director
of Marketing

Falstaff Brewing Corp.

St. Louis

* % *

Happy Birthday
EDITOR:

Sunday, Aug. 31, was the third
anniversary of Price, Robinson &
Frank Inc.

For us, these three years have
meant important new clients— com-
panies such as Reynolds Metals Co.,
the Toniec Co., Allied Chemical &
Dye Corp. (Swerl Products Divi-
sion), J. P. Smith Shoe Co. (Brit-
ish Walkers), and also new assign-

-only a good deal of hard work

2
(I

ments from the Quaker Oats Ca.,

one of our original clients. _ . .
We believe that the growth of

our agency is the result of net

on our part but also the close co-
operation and friendship of people:
like yourself. . . .
Clinton E. Frank
Executive Vice President
Price, Robinson & Frank
Chicago

* *

Self Confidence

EDITOR:

Much as we respect BAB and
its ideas, we can’t go along with
its suggestion that we insert BAB
prepared ads on the effectiveness
of radio in our local newspaper.

If radio is so damned effective,
why do we turn to newspapers to
tell cur story? We tell our clients
they don’t need newspapers; yet
BAB asks us to set an example for
those very clients by scheduling a
page or half-page ad . . .

We think radio is as good as
BADB’s ads say it is, For that rea-
son, we're going to use radio.

Frank C. McIntyre

Vice President-General
Manager

KLIX Twin Falls, Ida.

* * *

Full Disclosure
EDITOR:

I was interested in your quota-
tion from Welbourn Kelley’s tes-
timony [before the MeCarran
subcommittee investigating Com-
munism, B®T, Sept. 1] as to the
meaning of BBDO. I have been
reading BROADCASTING ® TELECAST-
ING for a number of years now, and
as far as I can recall this is the
first time your publication has ever
identified that agency by its full
name. I suppose anyone who
doesn’t know what BBDO means
kas no business reading BROAD-
CASTING ® TELECASTING.

John W. Willis
Washington, D. C.

[EDITOR’S NOTE: BeT does not wish
to be obscure, but other news would be
crowded from the magazine if Batten,
Barton, Durstine & Osborne were writ=
ten out in every story mentioning that
agency.]

Ghost Story
EDITOR:

. an excellent article (“TV:
Specter Can’t Bite,” B®T, Sept. 1)
and particularly timely now tha
agencies and national advertisersj
are being promoted by the net-
works to ask reductions in evening]
rates all along the line. . .

Arch Shawd

President

WKBZ Muskegon, Mich.
BROADCASTING ® Telecastingfho




“Lady, your man’ll love Gladiola biscuits!”

| news and
whoop-de-do help
Texas housewives
agree ...

“H E'LL stuff in those GLADIOLA biscuits until he
can just hardly see . ..” Ah, the lilt in those hon-
eyed words! This has been the basic pitch for GLADIOLA
Flour on WFAA — and for fifteen years it’s stirred the
heart of the housewife who stirs up those light, fluffy
GLADIOLA biscuits. )

Fifteen years ago, the Fant Milling Company — millers of
GLADIOLA — was a husky country youngster with lots of
vision, plenty of courage, and an excellent product to sell.

In 1937, the opener was a five-minute WFAA newscast.
Today, our regular noon news across the board is
GLADIOLA news — has been for many years! Add to this
a walloping whoop-de-do known as the Saturday Night
Shindig, 30 minutes once a week, in its eighth year! Then,
another 4 shows a week with Murray Cox, WFAA Farm
Editor, for SUNGLO Feeds.

Results? Today, more Texas housewives buy GLADIOLA
flour than any other
family flour!

Success? The Petry
man sells it. Its call let-
ters are WFAA!

MORNING NEWS

EDWARD PETRY & CO., NATIONAL REPRESENTATIVES e ALEX KEESE, Station Manager @ RADIO SERVICE OF THE DALLAS
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WI‘I‘H THE UHF EQUIPMENT and accessories illustrated here, you
can build a 1-kw UHF plant capable of delivering up to
20 kw, ERP. RCA has the transmitter. RCA has the antenna.
RCA has the indispensable accessories needed to complete the
installation —transmission line, mitred -elbows, line transformers,
spring hangers, dummy loads, wattmeters, frequency and modu-
lation monitors, filterplexers, etc. In short, everything—from ONE
responsible manufacturer!

What about a power increase later? The 1-kw transmitter can
be used to drive an RCA 10-kw high-power amplifier.

Like this 1-kw package, RCA has UHF combinations to meet
power requirements—up to 1000 kw! Your RCA Broadcast Sales
Representative can tell you what you’ll need for the power you use
't . —show you a practical plan for a minimum outlay. Call him today.

RADIO CORPORATION of AMEkICA

ENGINEERING PRODUCTS DEPARTMENT CAMDEN.N.J. !

EVERY_ TECHNICAL ACCESSORY FOR A UHF TRANSMITTER PLANT
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Like salt goes with pepper

Fast, profitable results and W-1-T-H go together just as naturally as salt and
pepper. And how the local merchants do know it! W-I-T-H regularly carries the

advertising of twice as many of them as any other station in town.

Here’s why: W-I-T-H delivers more listeners-per-dollar than any other radio or TV station

in Baltimore. And this BIG audience, at such LOW rates, produces low-cost results!

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

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

- - ! I‘
IN BALTIMORE A~

TOM TINSLEY, PRESIDENT . REPRESENTED BY FORJOE AND COMPANY

September 15, 1952 BROADCASTING
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| By RUFUS CRATER
"ABC was reported set last week
‘to follow the lead of CBS Radio
tand NBC by cutting its evening
‘radio time charges an average 25%
hile boosting Mon.-Fri. daytime
frates 5% but adjusting afternoon
discounts to keep those charges at
current levels. Morning costs go
up about 5%.

The blueprint also was said to
call for a straight 15% cut in the
‘network’s rate of compensation to
its affiliates. This is the same fig-
ure set by CBS Radio and one
percentage point.above that pro-
posed by NBC.

Top officials whipping the plan
into shape were understood to be
planning to put affiliation-contract
amendments and explanatory let-
ters into the mails to affiliates over
the weekend, in hope of securing
station approvals within a week and
of effectuating the changes Oct. 1.

NBC Gets Acceptances

While ABC was in the process
{ of becoming third of the four na-
tional radio networks to revise its
rates-and-discount structure, NBC
was beginning to get back from its
affiliates acceptances of the plan
' presented them a week ago calling

for similar changes [B®T, Sept. 8].

'!.fNBC officials hoped to have signed
 contracts from “substantially all”
iof their affiliates by tonight (Mon-
(day), and to put their plan into
effect Sept. 29. CBS Radio’s plan
became effective Aug. 25.

As NBC officials awaited com-
plete returns from affiliates (text
of NBC rate letter, this page), an-
icipating no major turndowns,
critics leveled fire on eﬁ‘ects of the
plan’s extension of “contiguous
wrate" benefits to nighttime pro-
i grams of daytime strip advertisers.

Although affiliates at the net-
‘work’s Chicago “rate convention”
{the preceding week had felt the
‘new contiguous plan ‘“can’t hurt
(us,” because any business it attracts
“ will be new, critics last week sharp-
i ened their pencils and figured the
| affiliate’s “take” on a daytime strip
| program would be reduced consid-
terably beyond his casual expecta-
I tion for any day in which the adver-
{tiser added a nighttime program.

For instance, they said: An ad-
| vertiser sponsors a quarter-hour
| daytime strip. Under NBC’s revised

station compensation plan, the affili-
ate’s revenue from the network is

BC'S RATE CUT PLAN

cut back a straight 14%. But if
the daytime strip advertiser adds,
say, a weekly half-hour nighttime
program, then, through the work-
ings of the contiguous benefits plan,
the affiliate’s compensation for the
quarter-hour daytime program on
that particular day is reduced not
by the straight 14% figure but
by a total of 41.67%. On the ad-
vertiser’s nighttime half-hour, these
arithmeticians estimated, the affili-
ate’s reduction will amount to a
total of 23.55%, rather than the
straight 14%.

Mutual, meanwhile, gave no in-
dication it intended to move on the
rate question immediately, although
it was conceded that as a competi-
tive matter changes would be in-
voked. There was some speculation
final action might not come before
Sept. 30, when MBS’ board meets.

William H. Fineshriber Jr., Mu-
tual executive vice president, as-
serted that “we are studying the
situation very carefully—we are
not going to get panicky.” He

Reportedly Follows CBS Radio, NBC

said the network has “many figure
studies under way, but we have
reached no decision yet.”

ABC’s plan, like those of CBS
Radio and NBC, would achieve an
average of about 25% reduction in
evening radio time charges by in-
creasing discounts rather than by
cutting the published rate—al-
though straight rate cuts of as
much as 35 and even 45% were at
one point considered.

Points at Divergence

Other features of the proposal
were understood to contain several
divergencies from the plans ad-
vanced by other networks, however.
Among these were said to be:

(1) Revision in Sunday after-
noon discounts to bring the adver-
tiser’s cost for these periods down
to a level approximating these of
NBC and CBS Radio.

(2) Extension of the present
daytime “vertical contiguity” rates
to include nighttime programs of
the same sponsors, but on a more

liberalized basis than the new day-
night contiguous rate plan ad-

“ vanced by NBC.

(3) Increased weekday afternoon
discounts to be made applicable to
Saturday morning time, so that
Saturday morning and Saturday
afternoon charges become equal.

(4) Where NBC and CBS Radio
boosted daytime card rates 11.1%
to restore the 109 rate cut effec-
tuated in-1951, ABC’s 5% boost in
daytime rates puts this portion of
the ABC card 5% ahead of its
pre-1951 level. This results because
CBS and NBC achieved the 1951
reductions by a straight 10% cut
in rates, while ABC (along with
Mutual) made equivalent cost re-
ductions through increased dis-
counts but left the gross rates un-
changed.

Under the ABC plan, it was
learned, affiliates will share in the
benefits of the boost in both morn-
ing and afternoon rates as well as

(Continued on page 36)

FULL TEXT OF NBC LETTER TO AFFILIATES ON RATES

TEXT of letter sent by NBC to
its radio affiliates last week spell-
ing out proposed changes in the
network’s rate-and-discount struc-
ture [BeT, Sept. 8; also see story
this page]:

“Gentlemen:

“Reference is made to the agree-
ment between us for affiliation of
station with the NBC radio net-
work. This letter will constitute
an amendment to such agreement
effective when signed by both you
and us.

“1. The network station rate for
such station for periods between
8 am. and 6 p.m. is increased
11.11% (computed to the nearest
dollar on a one hour basis) effective
on the effective date of this amend-
ment (subject to usual rate pro-
tection to advertisers). However,
in view of the overall adjustments
to advertisers, such increase will
not be included in computing sta-
tion compensation for any network
commercial programs broadcast
on such station.

“2. The station compensation
for such station for all network
commercial programs broadecast on
such station on and after the effec-
tive date of this amendment shall

'BROADCASTING ® Telecasting
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be reduced by an amount equal to
149% of the station compensation
otherwise computed in accordance
with the affiliation agreement as
amended.

“3. An advertiser using two or
more non-contiguous periods of
time of at least 15 minutes each
for network commercial programs
on such station on any one day may
be given the benefit of the rate
for such periods of time which such
advertiser would have had if such
periods of time had been con-
tiguous, provided such advertiser
purchases at least one such period
of time for a minimum of five (5)
consecutive days per week. In
applying this provision, the periods
of time of such advertiser on such
day will be added together to de-
termine the total time of such ad-
vertiser on such day. The rate ap-
plied to such total time will be the
rate provided in the affiliation
agreement for a program of the
total duration of the separate
periods. If the separate periods
occur in different time classifica-
tions (such as day and evening)
the charge for the period in each
classification will be in the pro-
portion that the amount of time

in such classification bears to the
total amount of time. (e.g., an
advertiser buys a morning half-
hour period Monday-Friday and a
night half-hour period on Wednes-
day. The total time on Wednesday
is one hour and therefore the gross
rate applicable to the advertiser is
100% of the hour rate. Since half
of the time is at night and half
in the morning, the rate applicable
to the advertiser for the Wednes-
day evening half-hour is 509% of
the evening hour rate and the rate
applicable to the advertiser for the
Wednesday morning half-hour is
509% of the daytime hour rate).
Computation of station compensa-
tion as provided in the affiliation
agreement as hereby amended shall
reflect the application of the con-
tiguous rate where an advertiser
is given the benefit of the contigu-
ous rate pursuant to the foregoing.
Very truly yours,
National Broadcasting
Company Inec.

Vice President
“Accepted and agreed

“This . Day of September, 1952
L 2 I o 2
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CITRUS BUY

Set for 17 Markets

FLORIDA Citrus Commission ap-
proved purchase of a new radio
program for use in 17 southern
markets at a meeting Wednesday
in Lakeland, Fla.

The 15-minute program, to be
aired three times weekly, features
a men’s quartet singing folk songs,
spirituals and hymns. Program’s
title was not disclosed.

J. H. (Jack) Forshew, Lakeland
representative of J. Walter Thomp-
son Co., which handles the account,
said the program is “wonderfully
suited” for the southern area. The
Commission already has authorized
$50,000, or a quarter of its budget,
to the southern and south central
area, which represents a quarter
of its market.

The 17 markets will be at At-
lanta, Augusta, Ga.; Birmingham,
Jackson, Miss.; New Orleans,
Shreveport, Greenville, S. C.;
Charleston, S. C.; Greensboro,
N. C.; Raleigh, Memphis, Knox-
ville, Nashville, Chattanooga,
Houston, Dallas and San Antonio.
Stations will be announeced in about
10 days. Only six southern mar-
kets were used last year.

Don Francisco, J. Walter Thomp-
son Co. vice president from New
York, who was at the Lakeland
meeting, termed the program as
the best buy. David Corey, also
present from the agency’s New
York office, said plans are under
way for additional spot radio ad-
vertising east of the Mississippi.

The Commission revealed its
Happy’s Party, Saturday morning
TV show for children, originating
in Pittsburgh to four markets, will
cost $48,179 for its 17-week test
period Nov. 6 to Dec. 27, with test
and production costs $1,000 a week.

Commission manager Robert C.
Evans and Mr. Francisco said the
citrus group has an option to con-
tinue the TV puppet show in 13-
week periods, with production
costs to rise to $1,500 a week live
or $5,000 on film. The Commission
has an option to buy the show out-
right before July 1, 1954, for
$350,000, Mr. Evans said.

b T it

FRANKLIN M. DOOLITTLE (),
president, WDRC-AM-FM Hartford,
Conn., and Elliott M. Sanger, execu-
tive vice president, WQXR-AM-FM
"{=w York, sign agreement by which
AR programs will be aired on
/DRC-FM (see story, page 71).
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RENEWS LICENSES

‘Racing’ Doubt Cleared

LICENSES of a group of stations
put on temporary license early this
_year because of horserace pro-
grams were renewed Wednesday by
the FCC. The licenses were re-
moved from the hearing docket
following evidence racing pro-
grams had been discontinued or
curtailed.

Stations receiving renewals were
KWKW Pasadena, Calif.; KJBS
and KSAN San Francisco; KVSM
San Mateo, Calif.; WWPB-FM
Miami, Fla.; WAAF-FM Chicago;
WLAP Lexington, Ky.; WITH Balt-
imore; WBNX New York; WGPA
Bethlehem, Pa.; WRIB Providence,
R L.

The FCC also removed from
hearing and granted application by
WMIE Miami, Fla., for license to
cover CP. It granted petitions of
KLAC-TV Los Angeles, and WPIX
(TV) New York insofar as they
involve removal from hearing of
applications for licenses to cover
CP.

Removal of the temporary license
status for the 19 stations had been
proposed by the FCC’s Broadcast
Bureau [Be®T, Sept. 1]. Stations
were said to have discontinued ob-
jectionable flash or running ac-
counts of races,

Hills Buys ‘Ashton’

HILLS BROS., San Francisco, will
sponsor Rush Ashton, effective
Sept. 22, on 22 CBS Radio Pacific
Coast stations (4:40-4:45 p.m., five
times weekly). N. W. Ayer & Son,
New York, is the agency.

Kids’ Show

.

Drawn for BROADCASTING e
TEeLEcASTING by Dick Wang

JOINS K&k

Owen & Chappell
To Dissolve

OWEN & CHAPPELL Inc., New York, will dissolve and its officers and
four major accounts will join forces with Kenyon & Eckhardt, New York,
effective Nov. 3. The move will mean an approximate $3% million worth
of billing [CLOSED Circult, Sept. 8] added to Kenyon & Eckhardt’s $39

million.

John H. Owen will become a
K&E vice president and account
supervisor while Charles Chappell
will become a K&E consultant and
vice chairman of the review board.
0&C has a staff of 43 people, part
of whom also will join K&E.

Effective the same date, K&E
has been appointed to handle the
advertising of four accounts now
serviced by Owen & Chappell:

National Brewing Co. of Balti-
more for National Premium and
National Bohemian Beers (which
spend approximately $700,000 in
television); Browne-Vintners Co.,
New York, for White Horse Scotch
Whiskey; Frankfort Distillers
Corp. of New York for Hunter &
Wilson Whiskies; Renfield Import-
ers of New York for Martini &
Rossi Vermouths, Piper Heidsieck
Champagnes, and Remy Martin
Cognacs. Other accounts of Owen &
Chappell amounting to about $400,-

*
000 are looking for new agency
associations.

At a news conference last
Wednesday, Mr. Owen explained
that “60 days ago” he didn’t know
anyone at K&E but at that time
he decided to join forces with the
agency because he believed that
although his agency has had its
best year last year, the rising costs
made it important for a small
agency to join a larger one to
absorb the increase. Having great
confidence in K&E, he said, he
called Thomas D’Arcy Brophy,
chairman of the board, explained
his project and emphasized that he
wanted a “good place for my people
and clients and for me.”

Mr. Brophy explained to the
group that this was not a merger
or a purchase and that “no money
had passed” between the princi-
pals, but that the clients and per-
sonnel were simply joining K&E.

ETHICS BOARD

NARTB Moves on Rate Cuts

NARTB took its first major step
against rate-cutting practice last
week with announcement by Presi-
dent Harold E. Fellows that a
Radio Standards of Practice Com-
mittee has been named [BeT,
Aug. 25].

The committee will study revival
of the broadcast standards and go

into the ethical side of rate-cutting

in line with a directive from the tn

NARTB board.

W

Named chairman of the standards§ «

committee is John F. Meagher,
KYSM Mankato, Minn. [CLOSED

s
i

CirculT, Sept. 1]. Other members § «
are William B. McGrath, WHDH§ "
Boston; Carleton D. Brown, WTVL§ T

Waterville, Me.; E. R. Vadebon-
coeur, WSYR Syracuse; Walter E.
Wagstaff, KIDO Boise, 1da.; Clyde
W. Rembert, KRLD Dallas, and
William D. Pabst,
Francisco.

First meeting of the new com-
mittee will be held this autumn
but no date has been announced.
The session will be held prior to
the NARTB Radio Board’s Nov.
20-21 meeting.

The broadcast standards, adopt-
ed in 1948 following clamors from

civic and educational groups, arej}

still in effect although the charge
is’ made now and then that radio
stations are ignoring widely the
provisions.

Over 90 of the 109 U. S. tele-

KFRC Sanj

¢l
)
0

vision stations are conforming to § :

the TV Code that went into opera-
tion last March 1. Both member
and non-member stations are eli-
gible to subscribe. The TV Code

carries a seal of approval to pro-|

mote enforcement but the radio
standards carry no enforcement
weapon.

NARTB district meetings, now
nearing the half-way point, have
discussed the rate-cutting problem
at length. Todd Storz, KOWH
Omaha, aroused industrywide in-
terest in a proposal that a seal
plan be adopted by NARTB for
stations that stick to their rates.

NADA CAMPAIGN

Radio-TV Sales Seen |

THERE may be a carload of busi-
ness for broadcasters in the Na-
tional Automobile Dealers Assn.
“get-out-the-vote” drive, according
to J. Saxton Lloyd, NADA head.

The NADA has instituted a na-
tional public service program of
offering transportation to and from
the polls in November.

Mr. Lloyd, himself a new car |

dealer in Daytona Beach, Fla,,
said that he has urged NADA

members to use all media to make |

sure that the public is aware of
the program.

For the benefit of dealers, the
NADA has prepared promotion
material, including a kit containing
radio spots and video slides. Mr.
Lloyd believes that broadcasters
would find it worthwhile to con-
tact local NADA branches.

BROADCASTING ® Telecasting
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FIVE ADVERTISERS Lcunch ‘iggest Campoign

By FLORENCE SMALL

FIVE important advertisers will
be spending more money in more
radio and TV markets this fall
than ever before in their respective
histories, according to a special
BROADCASTING ® TELECASTING check
of industry action last week.

Ranging the field from candy
manufacturing to retail clothing,
three of the quintet of sponsors
will rely heavily on spots in a
series of campaigns variously de-
seribed by their originators as the
“largest,” “greatest” and _“most
ambitious” in their experiences.
The two others will use network
TV.

The clients include Robert Hall
clothes, Peter Paul candy, National
shoes, Scott toilet tissue, and Wes-
ton cookies.

Robert Hall has launched the
“most ambitious advertising cam-
paign” in its history to celebrate
the 10th anniversary of the chain
operation. The firm, which claims
to be the heaviest retail user of
radio advertising in the U. S,
divides its overall budget, with 50%
applied to radio and TV and the
other half to newspapers.

Jerry Bess, vice president of
Frank B. Sawdon Inc., New York,
agency which services Robert Hall,
reported the campaign includes spot
announcements on more than 180
radio stations in 70 markets
throughout the country, and said
“sybstantial TV coverage is being
added for the New York and Chi-
cago markets.” :

Radio Big Factor

“We find that radio is still a
most important factor in carrying
the Robert Hall ‘low overhead’
message to millions of potential
buyers in markets from coast-to-
coast,” Mr. Bess said. He also

- confided the agency had reviewed

each market before renewing its
radio commitments.

Advertising throughout Septem-
ber will concentrate on special 10th
anniversary sales values, he said.

Peter Paul Inc. announced its
fall and winter advertising plans,
in support of Mounds, Almond Joy
and the new Mounds Miniatures,
emphasized a local impact.

John H. Tatigan, president of
Peter Paul Inc., described the cam-
paign as the “greatest localized-
national advertising program in
the history of the confectionery
trade.”

Highlights of the promotion in-
clude local 5-and-10-minute radio
news programs plus spot announce-
ments in approximately 150 urban
and rural trading areas starting at
various dates during September.

In addition, Mr. Tatigan said
his firm would use television fol-
lowing the same basic principle by
buying “home-town” spots and local
participations. Maxon Inc., New
York, is the agency.

National Shoe Co., 95-unit New
York chain of shoe and accessory

BROADCASTING *

stores, is stepping up its use of
all media in the biggest fall ad-
vertising push in the company’s
history. °

The accelerated radio schedule in
New York City now includes Ger-
man, Spanish, and Polish broad-
casts, in addition to the English
and Italian schedule heretofore
used. National also continues spon-
sorship of its 10 a.m. Sunday
Time for Adventure children’s
show on WNBT (TV) New York.

Outside New York City, the fall

broadeasting campdign includes
Syracuse, Gloversville, Newburgh,
Binghamton, Poughkeepsie, Kings-
ton, and Peekskill in New York
State plus Asbury Park and Tren-
ton, N. J., Danbury, Conn., and
Pittsfield, Mass.
Scott’s $30,000 Show

Scott Paper Co., which has been
absent from TV network in the
past three years, effective Oct. 8
lJaunches an estimated $30,000

weekly program entitled Scott
Music Hall on NBC-TV (Wed.,

MBS POS

Poppele Quits as Engineer VP;

Johnson Succeeds

RESIGNATION of J. R. (Jack) Poppele as vice president in charge of
engineering for MBS and the appeintment of E. M. (Pete) Johnson,
MBS vice president in charge of station relations, as his sucéessor, along
with his present duties, was announced in New York last week.

Mr. Poppele, who also has served
for the past 30 years as director of
engineering for WOR New York,
key MBS outlet, resigned Wednes-

day. He announc-
ed he will or-
ganize his own
_consultant firm,
specializing in de-
velopment and
construction  of
new TV studios
and transmitters
for clients cur-
rently receiving
construction per-
mits from the
FCC. WOR-TYV is said to be one
of his clients.

Appointment of Mr. Johnson to
absorb Mr. Poppele’s duties along
with his present responsibility was
announced Friday. Before the in-
tegration of WOR and Mutual a
few months ago, he was in charge
of engineering as well as station
relations.

Mr. Poppele’s decision ends a
relationship that began Feb. 18,
1922—four days before WOR be-
gan broadcasting. He was the
station’s first engineer and its first
chief engineer.

In 1941, Mr. Poppele was ap-
pointed vice president and a mem-
ber of the WOR board and in these
capacities, he has directed WOR-
AM-FM-TV and facsimile engi-
neering projects.

Mr. Poppele is credited with be-
ing one of the outstanding broad-
cast engineers in the country and
one who has pioneered in the
various phases of the field. He was
an early explorer of the possi-
bilities of FM and one of the
pioneers in broadcasting FM pro-
grams.

In recent years, Mr. Poppele has
been active in designing and direct-
ing construction on several post-
war projects—building of the then
WOIC (TV) Washington (now
WTOP-TV) and of WOR-TV’s
transmitter at North Bergen, N. J.,
and its production building, Tele-
vision Square, in Manhattan.

Along with many veterans on the
technical side of broadcasting, Mr.

Mr. Poppele
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Poppele learned the A-B-Cs of
wireless as a “ham” while still a
teen-ager in Newark, where he
was born Feb. 4, 1898.

Mr. Poppele studied electrical
engineering at Newark Tech and
Penn State before World War I led
him into radio as a career. He
served as an operator on com-
mercial vessels and in the Army
Transport Service during the war
and this experience led to his af-
filiation with WOR in 1922.

Widely active in broadeasting
and engineering circles, Mr.
Poppele was one of the founders
and a director of the Television
Broadcasters Assn. and its presi-
dent for seven years until its
merger into the NARTB last year.
He is also a fellow and director of
the Institute of Radio Engineers,
executive member of the Engineer-
ing Committee of the NARIB,
president of the Radio Pioneers,
charter member of the Veteran
Wireless Operators Assn. and a
member of the American Television
Society.

Johnson’s Background

Mr. Johnson, who joined the en-
gineering department of MBS on
Nov. 1, 1945, was named director
of engineering the following year.
He was given much of the credit for
development of Mutual’s “Listen-
ability,” a new engineering cover-
age measurement. In February
1949 he was appointed vice presi-
dent in charge of engineering and
station relations.

A 1940 graduate of the college
of engineering at the U. of Cin-
cinnati, Mr. Johnson served first
with the FCC, starting as a moni-
toring officer but transferring in
1941 to the Broadecast Division of
the Commission’s Washington en-
gineering department, where he
became assistant chief of the
Standard Broadcast Section. In
June 1944, he was shifted to the
operational research staff, office of
the Signal Officer, War Dept.,
where he specialized in studies of
antenna development and in propa-
gation of radio waves.

8:30-9 p.m.). The show will have
a variety format.

The budget for the television net-
work show, it was understood, is
“new” money. Firm sponsored

Dione Lucas on CBS-TV about |

three years ago. Scott also used

a short-term radio spot campaign |

this past summer. J. Walter |
Thompson, New York, is the
agency.

Weston Biscuit Co., through W.

Earl Bothwell (soon to be merged ||
with Geyer, Newell & Ganger, New §

York), is contemplating a quarter-

hour television network program ||

for the first time in its history.
The program—still in the negotia-
tion stage—probably would be pre-
sented on part of the NBC-TV net-
work. Final details are expected
to be resolved within a fortnight.

SHOLIS NAMED

To Assist Stevenson Drive

APPOINTMENT of Viector A.
Sholis, vice president and director
of WHAS-AM-TV Louisville, as ex-
ecutive administrative assistant to
Wilson Wyatt, personal campaign
manager for Gov. Adlai Stevenson,
was announced last Monday by the
Louisville  Courier-Journal and
Times station.

Mr. Sholis Mr. Cline

Neil Cline, sales director of
WHAS-AM-TV, will assume charge
during Mr. Sholis’ absence the next
two months. Mr. Cline has been
sales director of the station since
November 1949,

As administrative assistant to
Mr. Wyatt, who also hails from
Louisville, Mr. Sholis will include
in his duties the supervision of the
Democratic Presidential nominee’s
radio-TV appearances. His leave
of absence is slated to terminate
Nov. 10.

The name of Mr. Sholis thus is

" another to be added to the growing

roster of radio-TV personages now
active in the political campaigns
[BeT, Aug. 4, et seq.]

Mr, Sholis, a political writer for
the Chicago Times (now Sun-
Times) in the ’30s, has been di-
rector of WHAS Inc. since 1947.
After service as special assistant
to Harry Hopkins, former Secre-
tary of Commerce, he became di-
rector of the Clear Channel Broad-
casting Service in Washington.

During World War II he served in |

New Guinea and the Philippines.
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AT&T COST DATA

Movie-TV Groups Ask Again

NOT satisfied with the AT&T
answers two weeks ago [B®T, Sept.
8], counsel for motion picture
theatre-TV interests sent another
formal request to the Long Lines
Div. for cost information based on
specifications furnished last April
[BeT, April 28].

The figures are needed, it was
emphasized, to prepare for the Oct.
20 accounting and engineering as-
pects of the FCC theatre-TV hear-
ings.

Referring to data submitted by
AT&T, based on the use of present
facilities, the motion picture re-
sponse stated that they were ‘“of
no value in the proceeding.” Letter
went on:

For the kind and quality of television
our clients require and propose to make
available in theatres, your existing
service is wholly inadequate and un-
satisfactory. Obviously if we could
use, or expected to use, the existing
quality of common carrier service for
our system, there would be no need
to request cost estimates since the
data could be easily computed from
your filed tariffs. .

Motion picture counsel chided
the telephone company for ques-
tioning whether the requirements
specified were necessary or prac-
tical for theatre TV. In bristling
terms, motion picture counsel said:

In the first place, a great many tech-
nical experts within and without
the motion picture industry have de-
voted many, many years and hundreds
of thousands of dollars in research on
the question of what is necessary or
practical for a satisfactory theatre tele-
vision transmission service. In the
second place, it would appear self-
evident that the motion picture indus-
try is itself best qualified to judge
what type of a theatre television serv-
ice should be supplied to its theatres.

In answer to the AT&T’s pro-
test that much of the equipment is
not available and would have to be
developed and manufactured, the
motion picture counsel claimed
that some of the equipment is avail-
able or nearly so and that it can be
developed and some estimate made
as to costs.

Letter ended with assurance that
cost estimates requested need not
be firm quotations, but present best
estimates.

Signing document were Vincent
B. Welch, Welch, Mott & Morgan,
Washington, and James Lawrence
Fly, Fly, Shuebruk & Blume, New
York, counsel for Motion Picture
Assn. of America; and Marcus
Cohn, Cohn & Marks, Washington,
counsel for the National Exhibitors
Theatre Television Committee.

Duff Heads SWG Group

WARREN DUFF has been named
chairman of the nominating com-
mittee of Screen Writers Guild by
its executive board in Hollywood.
Nominees are to be selected by
Sept. 28 and the list mailed to
SWG membership by Oct. 1. Serv-
ing on Mr. Duff’s committee are
Ivan Goff and Howard Green (ex-
ecutive board), Valentine Davies,
Marvin Borowsky, Leonard Spigel-
gass, DeVallon Scott, Edmund
Hartman, Curtis Kenyon and Adele
Buffington (general membership).
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COMPLETING plans for sale and syndication of new and
established film properties of NBC-TV Film Div. are
(seated, | to r) Dan Curtis, salesman; Richard Cahill,
Midwest sales supervisor; John B. Cron, national sales
manager; Robert W. Sarnoff, vice president in charge of
Film Div.: Stan Osgood, film production manager; Len

Warager,

Eastern

regional sales manager, and Bill

Grainger, salesman; standing, H. Weller Keever, salesman;
Stan Yentes, traffic manager; Jack Kiermaier, assistant
to Mr. Osgood; Robert Anderson, financial analyst; Jim §

Fuchs, sales trainee, and John Burns, salesman. !

SMPTE MEET

TV Papers Include
NTSC Report

SERIES of television meetings will feature the 72d semi-annual con-
vention of the Society of Motion Picture and Television Engineers,
meeting Oct. 6-10 at the Statler Hotel, Washington.

Group of papers, arranged by the SMPTE Papers Committee, will

cover visual and sound techniques
used in television. Joseph E. Aiken,
Naval Photographic Center, Wash-
ington, is chairman of the program
committee.

R. D. Chipp, DuMont Television
Network, will present a paper at
the opening session on film pro-

" jection with image orthicon cam-

eras, reciting experience gained in
a 10-month experience at WABD
(TV) New York. Frank Gillette
and Louis Raitiere, General Preci-
sion Lab., New York, will discuss
TV camera lens of variable focal
length, described as having many
superior features.

NTSC Data Slated

Work of the National Television
Systems Committee in color TV,
along with recommendations, will
be presented by A. V. Laughren,
Hazeltime Corp. J. E. Hayes,
Canadian Broadcasting Corp., will
describe television facilities of
Canadian Broadcasting Corp.

Influence of echoes on TV trans-
mission will be explained by Pierre
Mertz, Bell Telephone Labs.

The Tuesday television program
includes a review of work on
dichroic mirrors and their light-
dividing characteristics by Mary
Ellen Widdop, RCA Victor Divi-
sion. Ralph E. Lovell, NBC Holly-
wood, will describe time-zone delay
of TV programs by use of kine-
scope recording, based on 35mm
film for the picture and magnetic
recording for sound. The technique
is said to insure high-quality re-
production.

Mr. Lovell and Robert M. Fraser,
also NBC Hollywood, will discuss
devices employed in the kinescope
recording process including ex-
posure control devices and sito-
metric control. The devices are

S
said to take much of the guesswork
out of kinescope recording.

John S. Auld, of the Signal Corps
Photo Center, Long Island City,
N. Y., will demonstrate the Signal
Corps mobile television system, de-
signed to explore utilization of TV
as a tactical and training medium
in the Army. TV cameras will be
placed in the street near the trucks
containing equipment and receivers
will be distributed through the
SMPTE meeting room. A 6x8 foot
projection receiver is included.

Lighting of live motion pictures
for television will be illustrated by
Karl Freund, of Desilu Produc-
tions, Hollywood. Ferenz Fodor, of
Filmeraft Productions, Hollywood,
will explain” a camera control sys-
tem permitting motion picture
cameras to be cut in and out of
line as needed during filming of
such shows as You Bet Your Life
and Two for the Money. The
process has a syne marking cue-
track system simplifying film edit-
ing.

Sessions on film processing and
an international symposium on
high-speed photography are sched-
uled during the convention. Main-
tenance of 16mm equipment along
with sound recording and reproduc-
tion sessions are scheduled. Con-
cluding session Oct. 10 will deal
with magnetic striping of film.

RCA Thesaurus Series

RCA THESAURUS’ annual foot-
ball continuity series, Pigskin
Parade, was sent to the transcrip-
tion library’s subscribers last week.
First of the program’s 10 quarter-
hour scripts is scheduled to be
launched Sept. 27.
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FISHER NAMED
Succeeds McLaughlin at ABC

JOSEPH FISHER, sales manager
of WENR-TV Chicago, has been
appointed manager of national spot
sales of ABC’s Central Division,
succeeding the late Roy W. Me-
Laughlin, who died last month
[BeT, Sept. 1].

Mr. Fisher, who was named
WENR-TV sales manager last
April, will retain his present title
for that station. He will direct
local TV sales activity in Chicago |
and Milwaukee not covered by
Blair TV Inc., named to represent
nationally WENR-TV and WXYZ-
TV Detroit [B®T, Sept. 8]. |

With ABC since 1943, Mr. Fisher
joined the network’s guest rela-
tions department before entering |
the service in 1944, He returned

to the department in November B

1946 and joined ABC-WENR spot
and local radio sales in February
1947. Two years later he assumed
similar duties with ABC-WENR-
TV. Last April he was named
sales manager.

72-76 mc Report

TECHNICAL background report !

was released by FCC last week | :

pertaining to the Commission’s |

proposed rule-making proceeding §

to establish a new policy governing
the assignment of certain non-
broadcast fixed stations in the 72-76
mc band [B®T, Sept. 8]. Titled |
“Potential Interference From Oper-
ational Fixed Stations on 72-76 me
to Television Channels 4 and 5,”
the study was prepared by Arnold
G. Skrivseth, chief, Technical
Standards Branch; Harry Fine,
chief, Low Frequency Propagation
Branch, and William C. Boese,
chief, Technical Research Div., and
assistant chief engineer, all of
FCC’s Office of Chief Engineer.
Copy of the study, T.R.R. Report
No. 5.3.5, will be made available !
by the Commission to interested
parties. FCC’s proposed new rules
make the non-broadeast stations
involved responsible for alleviating
interference to TV reception.
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By J. FRANK BEATTY

THE nation’s major theatre opera-
tors, heartened by signs attendance
is on the upgrade, open their an-
nual convention in Washington to-
day (Monday) with many exhibi-
tors-interested in ways to live with
television.

Over 600 members of Theatre
Owners of America and guests
from related industries are as-
sembling at the Shoreham Hotel to
tackle major problems affecting
their commercial lives.

Owners of TV stations, holders
of construction permits for new
TV outlets and over a half-hundred
station applicants come from the
theatre industry’s ranks. Mitchell

- Wolfson, president of WTVJ (TV)

Miami and operator of Wometco
Theatres, is president of the thea-
tre association, with Gael Sullivan,
executive director. Charles P.
Skouras, National Theatre Amuse-
ment Co., is board chairman and
S. H. Fabian, Fabian Theatres,
chairman of executive committee.

Several ecritical theatre indus-

‘try problems involving Washington

legislative and regulatory agencies
will dominate the convention
agenda, a factor that influenced
TOA in holding meetings right at
the source of many difficulties fac-
ing 700 exhibitors representing
10,000 theatres. ]

Seek Tax Repea

High on the list of TOA projects
is the industry-wide campaign to
obtain repeal of the 209 federal
amusement tax. This hatchet over
the heads of exhibitors is a relic of
World War II that legislators
haven’t seen fit to remove. TOA
has a committee working on the
subject and its individual members
are working at the grassroots level
to acquaint congressmen and Sena-
tors with their story.

Next, TOA members are inter-
ested in television and what to do
about it. Many exhibitors are ap-
plicants for TV stations; several
own existing TV outlets, and sev-

eral recently approved applications .

have theatrical interests
sented in their ownership.

An important discussion will cen-
ter around the future of theatre
television, with four-score theatres
in 50 cities already equipped to
project TV programs. Consensus
of exhibitors is that theatre TV is
in its infancy. They cite fast
growth in the past year along with
proposed development of “selective
communications” such as sales
meetings.

As to TV’s impact on the box-
office, exhibitors have not sched-
uled this subject as a major item
on the convention agenda. The
matter probably will come up in
informal panel and corridor dis-
cussions, judging by past TOA
meetings. Most exhibitors accept
television as a rival consumer of
the public’s time and money. Hav-

BROADCASTING ®

repre-

Mr. SULLIVAN
. .. 18 executive director

* %

ing discovered that TV’s arrival
in a community isn’t fatal to sound
theatre enterprises, exhibitors are
meeting competition by improving
their service to the public. Results
have been more encouraging than
most exhibitors might have be-
lieved three or four years ago.
Another problem with a Wash-
ington source is the Dept. of Jus-
tice suit to compel sale of 16mm
films to television. Most exhibi-
tors feel the government was ped-
dled a bill of goods when it filed
this and they figure some fancy

TOA SUES P 11 TV ROBLEUS o

Mr. WOLFSON

. . . heads theatre group

politicking is involved.

Finally, TOA delegates will de-
vote attention to purely exhibitor
problems such as arbitration meth-
ods in the distribution of films and
rising operating costs.

Starting with Sunday committee
meetings, the TOA convention will
wind up Thursday night with the
President’s Dinner. Attendance of
more than 700 is expected at this
dinner, to be addressed by Eric
Johnston, president of the Motion
Picture Assn. of America.

An important feature of the

week’s proceedings will be the
trade show, featuring exhibits of
equipment and services. A lineup
of entertainment features has been
arranged for delegates, guests and
their families. Attendance includes
theatre managers, exchange em-
ployes, film salesmen, bookers, of-
fice managers and key executives
from allied entertainment fields.
Today’s entertainment program
includes Southern Hospitality
Brunch and a film premiere. Top-
ping Tuesday’s entertainment is a
cruise to Mount Vernon, with a
fashion show and lunch for women.
A seafood dinner is slated Wednes-

' day and the Thursday dinner winds

up the convention program.
Women guests are invited to the
White House Wednesday morning
to meet President and Mrs. Tru-
man in the Rose Garden. They
will be taken on a tour of the
White House and embassies.
Presidents of leading Hollywood
film studios have been invited to
the TOA meeting. The list includes
Harry M. Warner, Warner Bros.;
Milton R. Rachmil, Universal; Ar-
thur B. Krim, United Artists;
Nicholas M. Schenck, Loew’s; Spy-
ros P. Skouras, Twentieth Century-
Fox; Herbert J. Yates, Republic
Pictures; Ned E. Depinet, RKO
Radio Pictures; Barney Balaban,
Paramount; Harry Cohn, Colum-
bia; Steve Broidy, Allied Artists.
Members of the FCC have been
invited to take part in a number
(Continued on page 56)
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Movie and Allied Interests Owning or Seeking TV Stations
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EXHIBITORS and related thea-
trical groups will become an im-
portant segment of the TV station
ownership industry, should their
applications receive FCC approval.

More than 60 applications for
TV stations have been filed by
theatrical interests, according to
an analysis of FCC records by
BROADCASTING ® TELECASTING.

In addition, several existing sta-
tions are owned by theatrical in-
terests and some recent FCC grants
of TV construction permits have
theatrical representation in owner-
ships.

List of TV station applications,
construction permits and existing
stations, based on a study of FCC
records, follows:

[At the end of each application
listing is city priority status (group
and number) by which FCC will
handle that application, as set forth
in the Commission’s temporary proc-
essing procedure [BeT, May 26, April
14]. Applications in Group A-2 (no
present service) and Group B (vari-
ous degrees of service, divided into
sub-groups B-1, etc.) are being pro-
cessed concurrently. All Group B
cities are numbered consecutively,
without regard to sub-group num-
bers. Other abbreviations: vhf—very
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high frequency; uhf—ultra high fre-
quency; ERP —effective radiated
power; kw—kilowatts.]

EXISTING STATIONS

CHICAGO — WBKB (TV) owned by
United Paramount Theatres (negotia-
tions pending for transfer to CBS).

LOS ANGELES—KTLA (TV) owned
by Paramount Pictures.

MIAMI—WTVJ (TV) owned by Wo-
metco Theatres (Mitchell Wolfson),
also holds interest in Florida-Georgia
Television Co., TV applicant for Jack-
sonville, Fla.; Orange Television Bestg.
Co., for Tampa, and Piedmont Elec-
go%ics & Fixture Co., for Charlotte,

UTICA, N. Y.~WKTV (TV) owned
by Kallet Theatres, (Also applicant for
Buffalo, N. Y.)

TULSA—KOTV (TV) half-owned by
J. D. Wrather Jr., president and 50%
owner of Jack Wrather Productions,
and president and 609% owner of
Wrather Tv Productions, both Los
Angeles.

CP GRANTS

HONOLULU — Hawaiian Bestg. Sys-
tem Ltd. (KGMB), vhf Ch. 9, ERP 107
kw [BeT, Aug. 11, July 21]. Stock
owned by Consolidated Amusements
Co. Ltd. (56%), Honolulu Star-Bulletin
Ltd. (24%) and Corporation of Presi-
dent of Church of Jesus Christ of Lat-
ter Day Saints (20%). .

PEORIA, Ill.— West Central Bestg.
Co. (WEEK), uhf Ch. 43, ERP 170 kw
[BeT, Sept. 1, July 14]. Principals in-
clude C. B. Akers, 25% stockholder in
Theatre Enterp-ises Iac.,, Dailas (owns
theatres in Kansas, Missouri, Nebraska,
New Mexico and Texas) and 5.3%
stockholder in Video Independent The-
atres Inc.,, Oklahoma City (owns the-

atres in Oklahoma and Texas), 3% in
grantee.

ROCKFORD, Ill. — Winnebago Tele-
vision Corp., uhf Ch. 39, ERP 153 kw
[BeT, July 14]. Half-owned by H&E
Balaban Corp. (Harry and Elmer Bala-
ban, president and assistant secretary-
treasurer of applicant, respectively),
which owns theatres in Illinois and
Michigan. Irwin, Rosalind and H. W.
Dubinsky (River Lane outdoor theatre)
own other 50% of applicant.

SPOKANE, Wash. — KXLY-TV, vhf
Ch. 4, ERP 100 kw [BeT, July 21].
Principals include Bing Crosby, 47.6%
owner, and KXLY, 509, owner.

TV APPLICANTS

ARIZONA

PHOENIX — Maricopa Bestrs. Inc.
(KOOL), vhf Ch. 10, ERP 316 kw [BeT,
July 7). President and 85% stockholder
is Gene Autry, motion picture, radio
and TV star, who also is principal in
Old Pueblo Bestg. Co. (KOPO), TV ap-
plicant for Tucson. City priority status:
Group B-4, No. 200.

TUCSON — 0Old Pueblo Bestg. Co.
(KOPO), vhf Ch. 13, ERP 316 kw [BsT,
July 7]. Principals include Gene Autry,
motion picture, radio and TV star, 48%
stockholder, also president and prin-
cipal of Maricopa Bestrs. Inc. (KOOL),
TV applicant for Phoenix. City prior-
ity status: Group A-2, No. 91.

ARKANSAS

LITTLE ROCK—Great Plains Televi-
sion Properties, uhf Ch. 23, ERP 174
kw [BeT, Aug. 25]. Owned by Trans-
continental Properties Inc. Principals
of Transcontinental Properties Inc. in-
clude Herbert Scheftel, president and
19% stockholder in Telenews Produc-
tions Ine. and part owner of various
newsreel theatres, president and 25%
stockholder; Alfred G. Burger, execu-
tive vice president and 16% stockholder

(Continued on page 99)
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PLEASE BE CAREFUL

By BEN LUDY
General Manager, WIBW Topeka and KCKN Kansas City, Kan.

HE MAN who presented him-
self at the offices of our ad-
vertising agency was obvious-

ly a business executive and also
obviously curious. He introduced
himself as the

WIBW began using president of a

direct mail 16 years
ago. Top panel shows
the first four in 1937.
Desk ruler, lower
right, was first ‘three

large mnail polish
company.

“Would you mind
telling me,” he

dimensional” mailing. asked politely,

“why on earth a
radio station wants several thou-
sand bottles of red nail polish?”

Although this incident happened
in the early 1940’s, the explana-
tion of why a radio station (you
guessed it—WIBW) needed a large

quantity of nail polish goes back

SECOND year start-
ed with announcement
of promotion of Ben
Ludy from assistant
manager to manager.
Other early mailings
are shown.

even further. The
story really be-
gins on a spring
day in 1937,
when several hun-
dred executives in
advertising agen-

cies and advertis-
ing departments looked at their
mail.

In that mail was a large enve-
lope inscribed, “Enclosed is a
small, useful gift—plus some valu-
able facts about how to sell Kan-
sas!” The envelope contained a
four-page folder, and attached to
the folder was a plastic desk ruler.
On the ruler and the folder were
printed these words: “By the yard-
stick of LISTENERS . .. WIBW
is TOPS!”

This was the first of WIBW’'s
three-dimensional

NEW Problems,
new formats. Boxed
mailings like this tea
strainer,. and. pull
matches were refine-
ments of earlier fold-
er format, proved sue-

direct mail pieces
—the first in a
long and consistent
campaign that is
still maintained to-
day. The idea of

cessful.

three-dimensional
direct mail was originated for
WIBW by our advertising agen-
cy, The Carter Advertising Agency
of Kansas City, and through the
years The Carter Agency has con-
tinued to create and prepare for
WIBW an average of six three-
dimensional mailings a year. Re-
finements and additions to the orig-
inal formula have developed, but
the basic idea steadfastly remains
the same.
A WIBW three-dimensional mail-
ing consists of a printed piece
(box, folder or

FOUR of most effec-
tive mailings, judg-
ing on basis of reply
cards returned and
number of extra gad-
gets requested, are
shown in this group.

other form) plus a
“gadget.” The gad-
get is completely
integrated with
the rest of the
mailing and serves
toillustrate a

when we used plastic holders—to
hold hot ears of corn—in a 1946
mailing, the copy tie-in was,
“There’s No Kansas Selling Prob-
lem too Hot for WIBW to Handle.”

During the early years of the ‘
campaign, a single gadget was at-
tached to each mailing, and no
offer of free “extras” was made. |
About 1939 we began the practice |
(still continued) of sending extra
gadgets free of charge to those
requesting them. A postage-free
business reply card attached to
the mailing gives the recipient an
opportunity to send for extra gadg-
ets and/or to inquire about WIBW
time availabilities. We think that
the offer of extras both creates
goodwill for WIBW and gives us
a chance to check on the attention-
getting power of our mailings.

Since WIBW did pioneer in this
type of direct mail advertising,
the early mailings not only caused
considerable excitement but re-
sulted in some unusual—and amus-
ing—situations. The incident of |
the red nail polish is just one. As
vou may have guessed, the polish
was purchased for a mailing, in a
quantity sufficient to take care of
both initial needs and anticipated
requests. In those days the use of
such products for promotional pur-
poses was still very rare and the
company president, being unaware
of the real purpose of the order,
evidently felt that he might have
been overlooking a market oppor-
tunity—red nail polish for radio
stations!

Since every executive is deluged
with mail, one of the problems of
any direct mail program is to make
sure, first, that the mailing gets
to the executive’s desk and, second,
that he open$ and reads it. We
have always been proud that so |
many people on our mailing list
have written to say, in effect, “Over
my desk pass countless mailing
pieces, but yours is one of the few

which do not go into the waste- §=

basket.” i
An integral part of the WIBW §.

campaign has been to produce | '

mailing pieces that are well worth @
reading, and we have also made §.
every effort to see that each mail-
ing looks interesting, so that the
busy executive will be encouraged
to open it. As the WIBW direct
mail campaign snowballed during
the late 30’s and early 40’s, our

specific sales point we want to
make about WIBW. For example,

BROADCASTING ® Telecasting
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WOV-WHOM TEAM UP

[ 1f_(Also see story on WBML-WNEX

Joint Application, page 79)

M 8N WHAT is considered a highly

X
4

0
1|

|
3

51gn1ﬁcant move, two major com-
‘[ petitors in New York’s foreign-
language broadeasting field teamed
‘up last week to (1) coordinate

§ | ‘their radio programming, and (2)
5| jointly apply for a television sta-

-tion.

The alliance brought WOV and
IWHOM—independents and veteran
Soreign-language stations — to-
igether on a blueprint to broaden
"their combined program services
to specialized radio audiences while
(their respective owners joined in
/lan FCC application for a TV out-
let which they would own on a
150-50 basis.

. The announced plan for a joint
TV application added impetus to
‘the already developing pattern of
““marriage of applicants” whereby

V} local radio stations combine forces,
I |! for reasons of economics or channel

g
i
A

i e s

i searcity, in seeking TV outlets.
The WOV-WHOM television ap-
| plication, prepared by the Wash-
ington law firm of Cohn & Marks
and expected to be filed with FCC
“this week, will seek the only vacant
«commercial channel allocated to
!New York—uhf Channel 31—which
the City of New York (WNYC)
ralso is seeking. It is the only uhf
cecommercial channel in the area,
. where seven vhf stations currently
~operate and one mnon-commercial
‘uhf channel has been allocated.
The proposed TV station would
be owned in equal shares by the
| Fortune Pope interests, which own
“WHOM and also publish the in-
. fluential Il Progresso Italo-Amer-
| icano, and the present WOV own-
_ership, which includes President
| Richard E. O’Dea, Executive Vice
President Ralph N. Weil, and Vice

HENRY LADNER
Former NBC VP Dies

- HENRY LADNER, 51, president

- of Ballantine Labs. Inc., Boonton,

A N. J., and formerly administrative

!‘j’vwe president of NBC, died

|+ Wednesday in Morristown, N. J.,
. General Hospital.

| Mr. Ladner was a native New
Yorker who was graduated with
an electrical engineering degree
from Brooklyn Polytechnic Institute
" in 1921 and with a law degree from
* New York U. Law School in 1935.
. He worked as an engineer with

AT&T and the Cruikshank Co. New
. York realty firm, before joining
NBC’s legal department in 1935.

In 1943 Mr. Ladner was named
' assistant general counsel of NBC
and in 1948 was elevated to admin-
istrative vice president. He re-
signed from NBC in 1949 to take
up private practice of law in New
York for one year before assuming

his post with Ballantine Labs., an

electronics research firm.
Surviving is his wife, Mrs. Vir-

ginia Gibson Ladner of Boonton.
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President and Program Director
Arnold Hartley.

Their announced plans promised
a ‘“‘cosmopolitan” program service
“differing in its entirety from that
now offered to New York area
viewers.” A substantial portion of
the programs would be presented
live, under the plan, with these
“balanced by film features not
currently available to New York
viewers.” They said WOV’s Rome
office has been arranging rights for
such features from Western Euro-
pean producers and itself has
started production of short subjects
directed at specialized audiences.

Programming also would be di-
rected at other important "audi-
ence groups in addition to the
Italian, in which both WOV and
WHOM have long been interested,

On Radio: Apply for TV

and music as ‘“the international
language” would be stressed
through a number of features.

The stations’ radio programming
plans provide for WOV to con-
tinue to emphasize Italian-lan-
guage programming and to add
evening hours in this language
while WHOM develops its early-
morning and Sunday Italian time
but otherwise gives primary atten-
tion to Spanish, Polish, German,
and Negro programs.

No change in the ownership of
the respective stations is contem-
plated.

Effective today (Monday),
WHOM will start Italian program-
ming at 7:30 a.m. and continue
until 9:30 a.m., at that time advis-
ing Italian listeners to tune to
WOV for further programs di-

PETRY SHIFT

New Executive Posts
Announced

REALIGNMENT of the top executives of its radio and television divi-
sions has been accomplished by the Edward Petry & Co., station repre-
sentation firm, coincident with its appointment to handle sales for ABC’s
WJZ-AM-FM-TV New York, KGO-AM-FM-TV San Francisco, and

KECA-TV Los
Sept. 8, 1].

Henry E. (Hanque) Ringgold, a
vice president and director of the
company and also general sales
manager of the AM div., has been
named to the general sales man-
agership of the TV div., while
Larry Fields, formerly his as-
sistant, has been appointed to suec-
ceed him as general sales chief for
radio, it was understood last week.

In his new post, Mr. Ringgold
succeeds Douglas MacLatchie, who
has moved to the television sales
staff for more direct concentration
on active selling.

The changes became effective

Angeles [BeT,

*
about Sept. 1.

The Petry organization’s acquisi-
tion of sales representation for
ABC’s New York and San Fran-
cisco stations, as well as its Los
Angeles television property, also
became effective on that date. At
the same time John Blair & Co.
was named by ABC to represent
its WENR Chicago and WXYZ
Detroit, while Blair-TV took on
representation of WENR-TV and
WXYZ-TV. Arrangements for
representation of ABC’s only other
owned station—KECA Los An-
geles—had not been completed last
week.

rected toward them. WOV’s Italian
programming will run from 9:30
a.m. until at least 8 p.m., at the
conclusion of which WOV will ad-
vise its audience to tune WHOM
for further Italian fare at 7:30 a.m.
the next day.

WHOM also will carry Italian
broadecasts on Sunday from 9 a.m.
to 7:30 p.m., with features pro-
duced by WOV facilities in Italy
being made available for WHOM's
use during this period.

Weekdays; WHOM is expanding
its Spanish and Negro programs,
which will extend from 2 p.m. to
1 a.m. During the morning, Polish
and German segments will be in-
creased.

The tie-up also extends to Il
Progresso, of which WHOM Presi-
dent Fortune Pope is publisher.
The newspaper, described as
largest Italian-language daily in
the U. S.,, and WOV will share
news-gathering facilities for aug-
mented Italian news coverage on
WOV during the weekend and on
WHOM on Sunday. Il Progresso’s
Rome bureau and WOV’s short-
wave monitoring setup will be used.
Additionally, WOV will use the
newspaper for promotional cam-
paigns and the newspaper
feature WOV
promotion.

Italian-language

Opposes McFarland

RUNNING against Sen. Ernest W.
McFarland (D-Ariz.), Senate
majority leader and author of the
McFarland Bill (S 658) amending
the Communications Act [BeT,
July 21], is Barry Goldwater,
Phoenix department store owner.
Mr. Goldwater won the GOP nom-
ination from Lester Kahl, Tuecson
contractor.

STANDARD

HARRY FOX, agent and trustee,
representing some 450 publishers
for electrical transcription pur-
poses, last week sent a letter to all
U. S. radio stations notifying them
that if they buy the Standard
library service under the new out-
right purchase plan, they will
have to “obtain proper clearance
of the mechanical and other rights
involved from the owners and pub-
lishers thereof” before they can use
the Standard recordings on the
air.

Standard Radio Transcription
Services plan, in essence, is to dis-
continue the monthly releases of
its library service after October
and to offer the library, complete
or in part, to station operators on
an outright sale basis. Price will
vary in accordance with number of
discs each station buys as well as
with the rental price previously

Telecasting
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paid by the station for the library
service.

Mr. Fox’s office estimated that
some 300 musical compositions for
which he handles the mechanical
(recording) rights are included in
the Standard library. The only
form of license now issued, it was
explained, is the one which has
been taken by Standard and the
other library services, calling for
annual payments of $10 for each
composition, which may then be
used on an unlimited number of
pressings and by an unlimited
number of radio stations.

Such a fee, amounting to some
$3,000 a year, would be prohibitive
for a single station, and presum-
ably a new type of license will
have to be worked out for station
use if the proposed outright sale
of the Standard library is to go
through. Mr. Fox’s office, however,

1

¥ Clearance Viewed

said that no such new license is
yet in preparation.

Milton Blink, a top level execu-
tive of Standard, told BROADCAST-
ING ® TELECASTING Friday that
the company had been advised by
a “top copyright attorney’ that
it has every right to make an out-
right sale of its recorded library
if it so wishes. The stations pur-
chasing the library, Mr. Blink said,
are not liable for the mechanieal
rights fees but only for the per-
formance fees paid to ASCAP,
BMI and other performance right
associations.

Asked where Mr. Fox would col-
lect the annual mechanical license
fees previously paid by Standard,
Mr. Blink replied “that is strictly
his problem.”

Letter, dated Sept. 10, reads as
follows:

“We understand Standard Radio

(Continued on page 38)
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RATES may be cut and
allocations reshuffled,
but all radio-TV is con-
vinced pulchritude is here
to stay. Station promo-
tion people submitted
these ‘52 beauty con-
testants. While not one
to squelch the finer things of life, B®T offers its yearly Beautyrama with o
word there’ll be no more cheesecake until ‘53.

|

l Top left—Louise Hayes, WAGA-AM-TV receptionist and ‘“Miss Atlanta
of ‘52" who placed second at the “Miss Georgia’* contest; center—Iris Anne

Fitch, ““Miss Washington’ in the WWDC-conducted competition; top right—

Mrs. Gloria Heinz, ““Mrs. Radio Cleveland of 1952” in the WHK contest.

" ﬂeautytdma

““MISS TV,” Bobbie Mathis, is crowned in Baltimore, surrounded by (I to r)
Harold Kuff, Kuff & Feldstein, agency; Elmer B. Free, Elmer B. Free Adyv.;
Frank Jenkins, sls. mgr.,, American Brewery, which conducted contest; Ken
' Carter, WAAM(TV) gen. mgr.; Nick Campofreda, WAAM sports dir.; Ken
8 Calfee, WAAM dir. for ““Miss TV"" shows.

Above left—Mrs. Edwin Warfield (c), ““Mrs. West Yirginia’’ receives scroll
from Fairmont Mayor J. H. Hanway and Elaine Hutchinson, women’s dir.
for WYVW-WIPB(FM) Fairmont, sponsor of contest; above right—Mrs.
Patricia Stern, ““Mrs. Virginia’’ is interviewed at finals, covered by WLOW
Norfolk; below—Mrs. Faye Anue (c), “Mrs. Hawaii’’ is flanked by two
contest runnersup as well as R. M. Fitkin, pres., KHON Honolulu, which had
exclusive rights to contest, and Clare Justice, KHON prom. staff.

‘MISS AMERICA’
WOND Bows to IBEW Threat

BLACKOUT of the “Miss America”
pageant in Atlantic City Sept. 6
was avoided at the last minute
when WOND Pleasantville, N. J.,
withdrew its microphones follow-
ing threat of IBEW workers to pull
stage lights. WOND had set up
facilities along with WMID and
WFPG Atlantic City.

Don Rich of WOND said the

dispute resulted from a complaint
made to the union by Fred Weber,
of WFPG. Mr. Weber said WFPG
had called attention of the local
Central Trade Council, which par-
ticipates in Atlantic City union ne-
gotiations, to the fact that the sta-
tion’s IBEW contract carried pro-
tective provisions.

E. M. Thompson, Convention Hall
manager, informed WOND late
Sept. 6 that auditorium electricians
had been instructed to pull the
switches if WOND opened its
microphones. Mr. Rich said the
station withdrew rather than em-
barrass the city and pageant. John
Struckell, WOND manager, said
the station had sold the broadcast
to Motorola and Goodyear, assert-
ing station’s engineering staff “is
paid comparable with union scale.”

BALFOUR JOINS IKE

Will Be ‘Advance’ Man

ROBERT L. BALFOUR, formerly
with the Booth radio stations and
Forjoe & Co., station representa-

tives, has been named an “advance’"

man for Gen. Dwight Eisenhower,
GOP Presidential candidate.

Mr. Balfour will travel through-
out the country, setting up ar-

rangements for the nominee’s
speaking engagements [CLOSED
CirculT, Aug. 18]. Mr. Balfour

was Illinois campaign manager for
Harold Stassen earlier this year.

Now president of Protect-O-Seal
Waterproof Paint Corp., Mr. Bal-
four was vice president and general
manager of Forjoe in Chicago from
1949 to 1951. In 1947 he helped
build and assumed management of
WBBC Flint, Mich., one of three
outlets owned and operated by
Booth Radio Stations Inec. He also
was vice president of Booth sta-
tions from 1947 to 1949 when he
joined Forjoe. He left the station
representative firm in June last
year, going on special assignment
for the Navy in Korea.

New KFAC Service

KFAC Los Angeles is now equip-
ped to edit and revise already re-
corded commercial material to gear
clients’ messages to the station’s
serious musiec audience, Calvin J.
Smith, KFAC  general manager,
announced last week. With the
addition of two Model 300 Ampex
Tape Recorders, Mr. Smith de-
clared that commercials will be
tailored, free of charge, to fit each
client’s need.

BROADCASTING o

WOODALL TOUCH

Brings Title to Georgia

SUCCESSFUL summer marked
the Columbus, Ga., Chamber of
Commerce and affiliated Junior

Chamber, as “Miss Georgia,” spon-
sored by Columbus Jaycee unit,
won the “Miss America” title at
Atlantic City.

Since Allen M. Woodall, WDAK
Columbus president, became C. of
C. president earlier in the year the
Chamber has enjoyed these suec-
cessful projects also: )

1—Sunshine Biscuit Co. se-
lected Columbus for $5 million
plant.

2—Chamber’s candidate for
National Soap Box Derby won.

3—Jordan High School, Co-
lumbus, won national band cham-
pionship at American Legion
convention in New York.

Mr. Woodall and “Miss America’

RATING STUDY
Work on ARF Plan Underway

WORK on the development of a
“detailed overall plan” for the Ad-
vertising Research Foundation’s
study of the controversial subject
of radio and TV rating methods is
underway, President Edgar Kobak
reported last week in the ARF Sep-
tember newsletter.

E. L. Deckinger of Biow Co.,
heads the committee in charge of
the study, expected to cost about
$25,000. Other members of the
committee, which met in late July
and has been split into four sub-
committees to work on various
phases of the overall planning, are

Hugh M. Beville, NBC; Harper

Carraine, CBS Radio; Wallace T.
Drew, Bristol-Myers; Gordon A.
Hughes, General Mills; Fred B.
Manchee, BBDO; J. James Neale,
Dancer-Fitzgerald - Sample; Rich-
ard J. Puff, Mutual; Oliver Treyz,

ABC, and G. Maxwell Ule, Kenyon

& Eckhardt. :

To meet the estimated $25,000
study cost, BAB has contingently
earmarked $15,000 as radio’s con-
tribution, with the rest expected to
come from the television industry.

Mr. Kobak reported that ARF,
reconstituted a year ago, had
grown from two subscribers at that
time—American Assn. of Adver-
tising Agencies and Assn. of Na-
tional Advertisers—to a total ex-
ceeding 150 now and, “We hope to
top the 200 mark in the next few
months.”
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PLANS for CBS Radio’s fall program promotion campaign
were outlined in New York fortnight ago by these net-
work executives standing before a display of CBS Radio
talent pictures (I to r): W. Eidon Hazard, CBS Radio
sales manager; George Bristol, director of sales promo-
tion and advertising; John Karol, vice president in charge
Louis Hausman, administrative vice

of network sales;

d

president; Adrian Murphy, CBS Radio president; Charles

Oppenheim,

inistrative g
and advertising, and Lester Gottlieb, vice president in
charge of network sales.
ever You Do, You Enjoy It More With Radio,”” with
promotion aimed at selling CBS Radio’s program lineup
as well as network and affiliated stations and radio in
general. Clinic was in New York [B®T, Sept. 8].

for sales promotion

Keynote of fall drive is ““What-

LIBEL RELIEF

BROADCASTERS were urged
Thursday by Sen. Edwin C. John-
son (D-Col.), chairman of the
Senate Interstate & Foreign Com-
merce Committee, to ask Congress
to amend Sec. 315 of the Com-
munications Act, covering political
broadcasts.

Speaking at the NARTB District
14 meeting at the Cosmopolitan
Hotel, Denver, Sen. Johnson said
the Horan proposal to give broad-
casters relief from political libel
was dropped from the McFarland

NEWS LISTENING
WOR Claims Pre-TV Level

A SURVEY which it said showed
radio news listening is as strong
as ever, despite TV’s claimed in-
roads, was released last week by
WOR New York.

Conducted by Pulse Inc. and an-
nounced by WOR Research Direc-
tor Robert M. Hoffman, the survey
showed that 68.19% of New York
families surveyed had listened to
radio newscasts during the first
week in August—when, Mr. Hoff-
man said, news listening is nor-
mally at the year’s low point—
and that among TV families the
total was 82.6%.

Mr. Hoffman said the study de-
monstrated that news listening is
“almost a must among New York-
ers, TV or no TV.”

Asserting that the results showed
WOR dominance in the news lis-
tening field, the report said WOR'’s
average audience per newscast,
Monday through Friday, was 133,-
100 families for the January-June
period this year as compared to
133,730 for the same -period in
1946, when TV sets were few.
These figures are based on ‘“at-
home” listening, due to the absence
of 1946 data on the out-of-home
audience, the report said. It added:

“. . . . With the big jump in
‘out-of-home’ listening in recent
years, the 1952 WOR news audience
would undoubtedly be well above
the 1946 level if that audience
had been included.”
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Johnson Urges Broadcasters’ Action

Bill (now law) because no hear-
ings were held on the subject.

William C. Grove, KFBC
Cheyenne, Wyo., District 14 di-
rector, presided at the Thursday-
Friday meeting. Wayne Coy, KOB
Albuquerque, former FCC Chair-
man who was to have joined Sen.
Johnson in a discussion of radio
regulation and legislation, was un-
able to attend. He is at the Mayo
Bros. clinic, Rochester, Minn.

Sen. Johnson said he did not
feel radio-TV coverage of Con-
gress was a legislative problem.
He found opposition to broadcast
and telecast of witnesses when
serious charges are involved but
agreed it would be proper if the
witness did not object.

Speaking of political broadcast
rates, Sen. Johnson declared some
stations were charging double for
such programs, and sometimes
such rates were highest on the sta-
tion’s books. Candidates with “large
cash resources” could pay high
rates, he said, but most could not
afford them.

McFarland Law

The McFarland Law is not per-
fect, he said, but he believes it
will work out. Later he told
BROADCASTNG ® TELECASTING the
objective of the legislation was
to clarify and speed up FCC action
and bring about better relations
between Commissioners and the
staff. He said he had heard, via
the grapevine, however, that some
persons are fighting the new law
and are giving it “unsympathetic
observance.”

Congress isn’t interested in per-
sonnel problems of the FCC, he
said, but in giving good service to
the public.

The entire act is “a trial and
error experiment,” he said, and
the original objectives will not be
abandoned “because some one feels
it is cramping his style.” He hoped
for a “sincere and honest adminis-
tration” of the law.

Bernard . Koteen, Washington
attorney and special counsel for
NARTB’s special committee study-
ing proposals to amend FCC opera-

I EEEEEEEEEEEE—————

tor requirements, reviewed develop-
ments in that field.

NARTB President Harold E.
Fellows reported to the member-
ship on association affairs.

WREC MILESTONE
Outlet Marks 30 Years

WREC -Memphis celebrates its 30th
anniversary today.
The station, now on 600 ke with
5 kw, began life as a 10-watter in
Coldwater, Miss., some 40 miles
south of Memphis on Sept. 15, 1922.
It was then operating under the
call letters of KFNG. In 1923, at
the request of the Secretary of
Commerce, the call letters were
changed to WREC, which stood for
the Wooten Radio & Electric Co.
In 1924, the station was moved
to Memphis. It has been a CBS
Radio affiliate since 1930.
Throughout the three decades of
its existence, the station has been
owned by Hoyt B. Wooten, who
today serves also as general man-
ager. Other staff members include
Hollis R. Wooten, commercial man-
ager; Roy Wooten, program direc-
tor; Jack Michael, promotion man-
ager, and Wilson Raney, chief
engineer.

WILSON EWING

Held KWKH, KTHS Posts

WILSON EWING, 50, vice presi-
dent and a director of KWKH
Shreveport and a director of
KTHS Little Rock (formerly at
Hot Springs), died last Monday at
Monroe, La., after a heart attack
the previous Friday.

Also chairman of the board of
the Shreveport ZTimes and the
Monroe News-Star and Morning
World and editor-publisher of the
Monroe newspapers, he was elected
to the board chairmanships after
the death less than four months
ago of his brother, John D. Ewing,
on May 17 [Be®T, May 26]. The
latter was president of KWKH and
KTHS, editor - publisher of the
Shreveport Times and president of
the Monroe publishing firm.

BROADCASTING ® Telecasting

|

WTNJ LICENSE

FCC Rescinds Revocation
FCC has given WTNJ Trenton,

N. J.,, a clean bill of health, re-

scinding a 20-month old order
which had revoked the station’s
license for alleged unauthorized
transfer of control and other prac-
tices.

The Commission rescinded its
order of Dec. 20, 1950, covering
WOAX Inc., licensee of WTNJ
which operates with 250 w daytime
on 1300 ke. At the time of original
order, WITNJ promptly requested
hearing on the revocation, with
FCC rescinding it Sept. 4.

The Commission said it found
that Erling C. Olsen did not as-
sume control of the licensee, as
originally charged, but “only acted
as the lawfully designated agent”
of Charles E. Loew and Julie V.
Loew, major stockholders. He also
was found to be the duly-elected
vice president, treasurer and di-
rector of WOAX Inc.

FCC claimed evidence had shown

initially that Mr. Olsen has as- |

sumed control of the station with-
out Commission consent, and that
he had assumed- full day-to-day
supervision over station operation
[BeT, Dec. 25, 1950].

WTNJ had also filed an applica-
tion under which Mr. Olsen was to
become trustee for the major stock-
holders through transfer of 65
shares from the Loews.

William T. Pickering

FUNERAL services for William
T. Pickering, 64, president from
1933-45 of Heintz, Pickering &
Co., Los Angeles advertising agen-
¢y, and more recently publisher of
Sea Magazine, were held at Pasa-
dena, Calif., Sept. 10, with burial
at San Gabriel cemetery. Mr.
Pickering died Sept. 6. His wife,
Margaret, survives.

Everything to Gain

WWDC Washington has an
all night record and news
show, Night Beat, with Jack
Rowzie, an ex-cop, as m.c.
Show has a standing practice
of sending $1 to listeners who
call in an usable news tip.
Best news tip of the week
gets $5. Last Wednesday A.
Leo McGreery, night manager
of the Court Hotel, Washing-
ton, was robbed of $7. He
called police, then WWDC.
Prize money $1. A few min-
utes later police arrested a
suspect. Mr. McGreery, be-
ing a witness, was informed
immediately. He called
WWDC again. Another $1.
Thursday Mr. Rowzie decided
that Mr. MecGreery had
turned in the best news tip
of the week and awarded him
another $5. Result: McGreery
had won $7, the amount he
lost, and is still hopeful
police would recover the orig-
inal $7 from the arrested
suspect.
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Why do some songs lead the parade — and ‘ &

remain popular throughout the years?

Why do other songs flare up like a rocket —
and then fade into oblivion?

Nobody knows the answer. Popularity cannot
be predicted. The man who could guess right even
25% of the time could command any reward he
asked from the entertainment industry.

But, Mr. Showman — you don’t have to pick
hit songs in advance!

Impartial surveys show that ASCAP composers

and authors wrote 9 out of 10 of the top tunes
over the past 10 years. Your ASCAP license assures
your patrons of heing able to hear the music they
demand — the tunes that are tops in listener appeal
~— today — tomorrow — always.

A single ASCAP license gives you the right to
use quality music — the music that continues in
popular demand. These are the tunes created and
published for you by the more than 2,500 com-
posers and authors, and 450 publisher members

of ASCAP.

Your ASCAP license is the smallest item in
your entertainment budget. Yet it brings you the
biggest return in customer satisfaction and gooduwill.

Give your patrons the finest music available

— give them ASCAP Music.

This is the third of a series of advertisements
telling the story of ASCAP

AMERICAN SOCIETY OF COMPOSERS, AUTHORS AND PUBLISHERS

575 MADISON AVENUE, NEW YORK 22, N. V.
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DuMONT G

By EARL B. ABRAMS

WHETHER Paramount Picture
Corp.’s 25% stock interest in Allen
B. DuMont Labs. constitutes con-
trol was argued last week in pro-
posed findings submitted to FCC
Hearing Examiner Leo Resnick by
those two companies and the FCC’s
Broadcast Bureau.

Both Paramount and DuMont
urged that the examiner find that
Paramount does not control Du-
Mont, thus permit each of them
to obtain the maximum five TV
stations permitted by the FCC.

The Broadcast Bureau argued
that neither DuMont nor Para-
mount ‘“affirmatively” controls Du-
Mont and that Paramount exer-
cises negative control over DuMont.

Also last week, the FCC turned
down a DuMont petition which
sought to have the three-year-cut-
off on anti-trust activities apply
to the control issue.

The control issue is one of sev-
eral in the consolidated Paramount
case which began last January
[B®T, Jan. 21 et seq.]. It also in-
cludes the merger of ABC with
United Paramount Theatres Inc.,
the sale of UPT-owned WBKB

ABC-UPT MERGER
DuMont Sees Threat

IF the merger of ABC and United
Paramount Theatres is approved,
that network might engage in “tie-
in” sales to force clearances from
TV affiliates—through its radio
network and theatre ownership
operations. So implied Allen B.
DuMont Labs. in proposed findings
submitted last week in connection
with the Paramount-DuMont con-
trol issue (see main story). Some
idea of how DuMont feels about
the proposed merger, which it
strongly opposed during the seven-
month-long hearing, was contained
in the following words in its brief
last week:

During the next few years all types
of TV outlets and particularly vhf out-
lets will be scarce in major markets
throughout the nation. There will not
be enough stations to simultaneously
clear the live programming of the four
networks. Under similar circum-
stances during the ‘“freeze’” those tele-
vision networks, including the Ameri-
can Broadcasting Co., which also
operated standard broadcast networks
whose standard broadcast affiliates be-
came operators and owners of televi-
sion outlets, had an enormous ad-
vantage in securing clearances for tele-
vision programs without regard for
television program quality, but based in
large measure on a tie-in with the
standard broadcast network time sales,

Should the Commission permit the
proposed merger of United Paramount
Theatres and ABC, the hydra-headed
combination of a standard broadcast
network, 2 television network, and the
largest theatre exhibition chain in the
United States could add new restraints
to competition in television network-
ing. The ABC television network di-
vision of the merged company might
very well clear its television program-
ming in scarcity markets not by the
quality of its programming, but by a
tie-in of affiliates with motion picture
distributors through the theatre chain.
It may also secure benefits by selling
both its network outlets and theatre
houses to sponsors for exhibiting spon-
sors’ films.
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(TV) Chicago to CBS for $6 mil-
lion and the license renewal of
Paramount Pictures-owned KTLA
(TV) Los Angeles, among other
factors.

Proposed findings in the merger
and other issues are due this
Friday.

At present, Paramount Pictures
owns only the Los Angeles TV out-
let. DuMont owns WABD (TV)
New York, WTTG (TV) Washing-
ton and WDTV. (TV) Pittsburgh.
Among the issues in the case is
the license renewal of WABD and
the grant of licenses to WI'TG and
WABD (both now are operating
under a special temporary author-
ity from the Commission).

DuMont is also a TV applicant
for Cleveland and Cincinnati, but
has indicated that it will drop these
and apply for Boston and St. Louis
if it is permitted to own the maxi-
mum number of TV stations.

FCC regulations limit the num-
ber of TV stations owned by the
same entity to five.

Paramount Pictures owns all of
the 560,000 Class B shares of Du-
Mont and 43,200 (2.4%) of the
1,801,054 outstanding and issued
Class A shares. It paid $164,000
for these stockholdings.

Twice previously, Paramount was
adjudged in control of DuMont. The
first time was in 1946 when the
Commission granted Paramount
what is now KTLA (TV) Los
Angeles. The second time was in
1948 when then FCC Hearing
Examiner Jack P. Blume found that
Paramount controlled DuMont.
This was a proposed decision, never
affirmed by the Commission, in a
special hearing on the subject in-
volving Paramount TV applications
for Boston, Detroit and San Fran-
cisco, and DuMont TV applications
for Cleveland and Cincinnati.

Stockholder Control

According to the organization
of the DuMont company, the Class
A stockholders (led by Dr. DuMont,
who owns 3% in his own name)
elect the president and vice presi-
dent of the company plus five mem-
bers of the eight-man board of
directors. Paramount, as sole
Class B stockholder, elects the
secretary, treasurer and assistants,
plus three board members.

Bulk of the argument that Para-
mount does not control DuMont
was made by DuMont. Its main
arguments were:

(1) Paramount - controlled officers
perform only “ministerial’” duties.

(2) Quorum of board is four mem-
bers; therefore, Class A stockholders
can always outvote Class B directors.

(3) In three instances where Para-
mount directors opposed Class A di-
rectors they were outvoted.

(4) Paramount has tried to sell its
DuMont stock, but was unsuccessful
because prospective buyers could not
thus obtain control of DuMont.

(5) Paramount is competing with Du-
Mont through its interests in Chroma-
tic Labs. Inc. (manufacturers of Law-
rence color tube), International Tele-
meter Co. (developers of a coin-op-
erated subscription TV system),

_‘._____—¥, i

Paramount Stock Interest Arqued at FCC

KTLA Los Angeles (which competes
with the DuMont affiliate there
(KTTV) and which sells kinescope
recordings in competition with Du-
Mont Network’s teletranscriptions).
(6) Although the DuMont certificate
of incorporation permits Paramount
to exercise negative control, that is a
remote possibility. The DuMont brief
listed findings by courts, the Secu-
rities & Exchange Commission and the
FCC itself in common carrier cases
which held that although minority
stockholders could exercise negative
control that could not be made the
basis for finding that minority stock-
holders “controlled” the company.

DuMont strongly urged that the
issue of control be settled once and
for all. It pleaded its need for the
maximum of five TV stations in
order to obtain affiliates’ clearances
and for competitive reasons.

Paramount Pictures, in arguing
the same proposed findings, em-
phasized that it has never solicited

.proxies among Class A stock-
holders and had no intention of
doing so.

Paramount said that it “does not
exercise any power of control and
cannot unless it takes unusual
affirmative action, such as engag-
ing in a proxy fight, purchasing
more Class A stock, ete. . . . There
is no evidence that it ever desired
or attempted to obtain such con-
trol.”

Bureau’s Points

Broadeast Bureau’s call for the
examiner to find that Paramount
controls DuMont was based on two
principal points: (1) That neither
Dr. DuMont and associates nor
Paramount have affirmative control
of DuMont company, and (2) Para-
mount, through power to veto or
block action ‘“on many basic de-
cisions,” has negative control of
DuMont.

In line with this conclusion, the
Broadcast Bureau called attention
to the DuMont certificate of in-
corporation which provides that
approval of the majority of the
owners of both Class A and B
stock must be obtained to (a)
amend articles of incorporation,
(b) reduce capital, (¢) dissolve or
liquidate corporation, (d) consoli-
date or merge with another com-
pany, (e) sell assets or franchises,
(f) change voting rights or privi-
leges ' of both classes of stock-
holders, (g) amend existing by-
laws or enact new bylaws with-
out approval of both Class A and B
stockholders.

Significance was also seen in the
fact that the majority of DuMont
officers represented Paramount in-
terests (are in fact, Paramount
employes) and that Paramount di-
rectors on the DuMont board are
top Paramount executives—Presi-
dent Barney Balaban, Vice Presi-
dent Paul Raibourn and General
Counsel and Director Edward
Weisl.

The Commission denied the Du-
Mont petition that the three-year-
cut-off be applied to the control
issue on the ground that it was
necessary to trace the history of

the past two years, bills filed to |

Paramount’s holdings as far back
as required.

DuMont also has asked that the
three-year-cut-off not apply to
United Paramount Theatres, since
it is not a licensee in the meaning |
of the Commission’s August 1
opinion [B®T, Aug. 4]. The Com-
mission held that UPT was an off-
shoot of Paramount Pictures, which
was a licensee. It therefore denied '
the DuMont request. |

The Commission also denied Du- .
Mont’s further request for sever-.
ance of the control issue from the:
rest of the Paramount case and for
revocation of its Aug. 1 opinion.

FCC’s Opinion Cited

In its Aug. 1 opinion, the FCC
ordered the hearing examiner to
disregard evidence of Paramount’s
anti-trust activities which ante-
dated August 1948. This was after
ABC, UPT, Paramount Pictures
and CBS petitioned the Commis-
sion to speed up the hearings.

DuMont’s proposed findings were
filed by attorneys William A.
Roberts, Everett D. Johnston and
Morton R. Galane, all of Roberts &
MeclInnis; Paramount’s, by Paul A.
Porter and Reed Miller, of Arnold,
Fortas & Porter; Broadeast Bur-
eau’s, by Frederick W. Ford, Max
D. Paglin and James O. Juntilla.

BOSTON SQUABBLE

TV Induces Stormy Session

A BITTER political squabble
erupted last week over telecasting §
of a special session of the Massa- §
chusetts legislature.

The special session had been
called to consider repeal and re- §
vision of pensions and lunch and |
travel allowances for legislators. §
“Repealer” session resulted from §
“special  privilege”  legislation
whisked through in the closing
hours of the 1952 session.

In a pool telecast, WBZ-TV and
WNAC-TV Boston carried the 20-
minute afternoon address by Gov.
Dever.

After the session had recessed,
the burning question became |
whether video should be permitted
to air the debate, which promised
to be tense.

Rep. Robert F. Murphy, Demo-
cratic floor leader, offered an order
to permit TV and radio coverage
of meetings of the special session,
subject to approval of the rules
committee. This order was opposed |
by Rep. Charles Gibbons, GOP
House leader, who called for throw- |
ing all sessions of the legislature
open to both broadeast media. |

The wrangling ended with the
House turning the whole question
of TV coverage over to a bi-
partisan committee for study. In |

permit telecasting of Massachu-
setts legislative committee hearings |
have failed.
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RADIO
PROFIT

HAZLETON, PA. NBC-MBS
(Represented by Robert Meeker Associates).
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ALLENTOWN; PA. CBS
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Diehm Says:

/

Remember the thrilling mystery story . . . “7 Keys to Baldpate’?. ..
and the amazing and captivating circumstances surrounding the holders
of each key? Well, if you've read the story fine, if not, forget it, for
I have a story to tell you that will keep you awake day and night, pack-
ed with all the suspense of any first rate thriller.

There's a station up in Maine, call letters. .. WIDE ... right in the
heart of that State’s resort area, plus a prosperous year-round manu-
facturing payroll from the famous textile plants of Pepperell, Bates and
Saco-Lowell. Last year’s retail sales $30,000,000. And then there’s
... WHLM.. .. in Bloomsburg, Pa. right smack in the center of a rich
manufacturing and agricultural area. Such famous plants as Magee
Carpet Co., American Car and Foundry, Wise Potato Chips and the
widely known Bloomsburg Fair are located in this trading area.

Traveling over the mountains and through the beautiful Cunningham
Valley, we come to Hazleton, Pa., Where . .. WAZL ... is located in
Pennsylvania’s highest city of wealthy anthracite mining and manufac-
turing plants. This station from 8:00 in the morning ’til 10:30 at night
gives you 70% of the radio listening audience. The final key that un-
locks a wealth of thrilling sales results for the advertiser is . . . WHOL
.. . located in prosperous, progressive Allentown, Pa. where there’s a
payroll every day from any one of the hundreds of industries in Lehigh
Valley . . . Bethlehem Steel Co., Mack Trucks, cement, paint, rugs,
textiles, tools, etc., plus a rich farming area.

Any one or all of the keys on my ring will open unlimited sales for your
client’s products. Sales results are no mystery to us, we produce the
thrillers.

WHLM

BLOOMSBURG, PA. i _
(Owned and Operated by Harry L, Magee). ‘Edward Devney)
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ABC’s Rate Cut Plan

(Continued from page 23)

help absorb the evening cut. Their
daytime increases and evening re-
ductions average out to the 15%
figure for overall reduction in com-
pensation, it was said. :

On this point, NBC’s plan calls
for a 14% cut in station compen-
sation, with affiliates not sharing
in the increased daytime rates to
advertisers (actually, as a result
of adjusted discounts, NBC morn-
ing charges will go up about 4%
while afternoon costs are not
changed). CBS Radio’s plan calls
for about a 5.5% increase in day-
time charges to advertisers, this
to be passed along to affiliates
while the network absorbs the re-
mainder of the 11.19% daytime card
rate hike.

Taking into consideration this
5.5% increase in station compensa-
tion when it becomes effective next
February (when the daytime rate
increases take effect for current
advertisers), it is figured that
the 159% reduction in CBS Radio
affiliates’ compensation will aver-
age out at about 14.9¢% for the
full year.

No Affiliate Meet Called

In another departure from both
other networks’ systems, ABC
officials decided against calling a
general meeting of all affiliates
to acquaint them with details
before soliciting their acceptance.
Their reasoning was that it is
“inevitable” that the network must
“get competitive” with NBC and
CBS Radio, and that the affiliates
are aware of the fact. Thus, they
feel attendance at a general, special
meeting would be an unnecessary
expense for the stations—and that
more can be accomplished, in any
event, at the smaller, annual
regional meetings with affiliates,
which start Sept. 29.

The network accordingly was
preparing to distribute the revised
contracts, with accompanying ex-
planations, over the weekend. To-
day, the stations are to be notified
verbally by ABC officials in a con-
ference call. Affiliates are asked
to put the signed contracts into
the return mail not later than
Friday.

The first of the regional meetings
—which are not being held for the
sole purpose of rate discussions,
although rates obviously are ex-
pected to be an important part of
the agenda—is slated to be held
in Hollywood Sept. 29 for West
Coast and mountain states affili-
ates. The rest of the schedule has
not been completed, but about a
half-dozen sectional sessions are
contemplated, following previous
years’ custom.

The revision in Sunday afternoon
charges, it was understood, would
put these rates to the advertiser at
52.509% of the evening rate for the
period from noon to 6 p.m., and
100% of the evening rate there-
after. By comparison, the ABC
rate on Sunday heretofore has been
iwo-thirds of the evening rate for
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the period from noon to 4 p.m.
and three-fourths of tlie evening
rate from 4 to 6 p.m., with 100%
applying after 6.

The new ABC Sunday afternoon
rate, it was said, would compare
with NBC and CBS Radio’s straight
50% of the evening rate.

The extension of the “contigu-
ous” rate system—like NBC’'s—
would give the contiguous conces-
sions for day and night programs
sponsored by the same advertiser.
But where NBC requires the ad-
vertiser to sponsor at least a
quarter-hour program Mon.-Fri.
before being eligible for the con-
tiguous rate on a program in the
opposite section of the broadcast
day, ABC’s plan will require only
a day and a night purchase on the
same day. In the case of both
NBC and ABC, the programs in-
volved must be at least 15 minutes
in length.

Where NBC currently has no
advertiser eligible for the addi-
tional concessions of its new plan
—that is, no current daytime strip
advertiser also sponsors an evening
program—ABC radio .does have.
Sterling Drug sponsors My True
Story across the board in daytime,
and also has signed for Mystery
Theatre on Wednesday night. Also
General Mills will get some addi-
tional benefits under the ABC plan.

The overall blueprint, it was
understood, was settled upon after
lengthy deliberations in which
serious thought was given to
achievement of the nighttime re-
duction in charges via a. straight
cut in card rates. There was dis-
cussion of cuts ranging as high
as 35 and 45% —with discounts ad-
justed downward so the advertiser’s
cost would still have been cut about
25%—but in the end it was de-
cided to follow the CBS and NBC
lead and reduce by an average of
around 259%—through additional
discounts.

FILM SCORING
Producers-AFM Reach Pact

INDEPENDENT Motion Picture
Producers Assn. has accepted
terms of a new contract now being
drafted by the American Federa-
tion of Labor, it was announced
last week.

Under the new contract, the pro-
ducers may release their motion
pictures to television by paying
each original musician 50% of the
current picture - scoring salary
scale, which is $25.

AFM had hitherto insisted upon
full re-scoring of musical tracks.
With this threat removed, it is
expected that many old movie films
will shortly be released to video.

The new contract contains also
a provision for a 5% trust fund
royalty formula, to be paid by the
distributor or producer, should the
producer negotiate his film sale
directly.

NARTB ““Register & Vote’’ Committees in various states have been meeting
with the states’ governors to spur the program. Victor C. Diehm (4th from 1),
WAZL Hazelton, Pennsylvania committee chairman, confers with (I to r)
John Brkich, Croatian Fraternal Union; B. Carl Wharton, National Assn. of
Life Underwriters; Gov. John S. Fine of Pennsylvania; Mr. Diehm; E. Brooke,
Life Underwriters, and Ellsworth Brininger, American Library Assn.

WHUM-TVY CLAIM
Sees 100,000 Sets by Dec.

WHUM-TV Reading, Pa., uhf sta-
tion currently under construction,
claimed last week that 100,000 re-
ceivers would be operating in the
area by time it goes on the air in
December.

In answer to the numerous
questioners who wanted to know
how they expect to accomplish this
uhf feat, spokesmen for the Chan-
nel 61 station broke down their
figures as follows:

About 40,000 sets are there now,
tuned in on community antenna
setups, and arrangements have
been made for the community an-
tennas to tune WHUM-TV for
these sets. WHUM-TV officials
also have arranged with General
Electric to supply 15,000 uhf con-
verters and uhf-vhf combinations
each month for 10 months. And
Admiral Corp. was said to have
15,000 converters in that area now,
not to mention the activities and
plans of other receiver-converter
manufacturers, plus uhf-equipped
sets already sold there.

.S. JOB SPOTS

‘Politics,” Says Candidate

WCBS-TV New York last week
cancelled three public service an-
nouncements by the U. S. Civil
Service Commission designed to
assist recruiting of personnel after
a New Jersey political candidate
protested they constituted “politi-
cal propaganda.”

Craig Lawrence, station man-
ager, said the cancellation would
be in effect only for the rest of the
present political campaign and was
ordered because the films might
‘“prove too controversial.” He dis-
agreed they constituted “political
propaganda,” as was charged on
Monday by Alexander J. Matturi,
Republican candidate for Repre-
sentative from New Jersey’s 10th
Congressional Distriet.

BROADCASTING e

HOOPER DATA

To Measure 40 TY Markets

NEW “complete” TV audience
measurement service was an-
nounced today (Monday) by C. E.
Hooper Inc. Starting next month,
it will be produced regularly in 40
major TV markets, containing 90%
of the nation’s video receivers.

Characterizing the new service
as “not only the most extensive
market-by-market coverage but also
the most extensive analysis to date
of individual programs,” C. E.
Hooper, president of the research
firm, said that the service’s features
include:

Sampling of homes throughout
a TV station’s full service area;
dual ratings, expressed in terms
of Hooperatings (based on all
homes), Teleratings (based on TV
homes only) and sets-in-use, based
on both all-homes and TV-homes;
projection of ratings expressed in
number of viewing homes, and share
of audience for each program.

Others are composition of audi-
ence and number of viewers per set;
audience data on all telecasts from
sign-on to midnight, or 24-hour
data if required; ratings for indi-
vidual quarter-hour periods by in-
dividual days and evenings; weekly
cumulative audience measurements
as well as daily audiences for pro-
grams broadcast more than once
a week; family size; program dupli-
cation city area versus outside and
similar source material; optional
summary of findings, compiled up
to three times a year in regional
reports; continued Pocketpiece sum-
marizing of both Teleratings and
projections.

Technique for collecting the “TV-
Area Hooperatings,” as the new
service is called, is the combina-
tion coincidental and home diary
method previously tested in “Radio
Area Hooperatings,” Mr. Hooper
said. New service, he said, will
“fill television’s desperate need for
a single uniform standard audience-
size measurement.”
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Just released ..
a comprehensive survey
of adult radio-television
'listening habits in New England

compiled by Dr. Forest L. Whan I

A partial list of contents

. Ownership of multiple sets in the home

i Rooms in which sets are located

' Simultaneous use of radio and TV

" Share of audience going to radio and TV,

by quarter-hours

. Stations preferred for news, weather,

early morning entertainment, auto listening

~ Ownership of automobile radios

. Car radio ownership by counties

. Use of car radios, different days of week

| Recalled use of time spent with various media

Media preferred for broadcast news
Location of TV sets, by counties
Extent of TV reception

Size of the daily television audience
Share of audience by stations
Homes equipped to receive FM
Location of FM sets by counties

BROADCASTING ® Telecasting

This complete, fully documented, up-to-date report is of
tremendous value to advertisers interested in New England sales.
Copies are limited but you may see one by getting

in touch with Free & Peters, NBC Spot Sales, or

WBZ | WBZ-TV |

BOSTON |

{WJ) WESTINGHOUSE RADIO STATIONS Inc |

KYW * KDKA « WOWO - KEX  WBZ » WBZA - WBZ-TV

By
National Representatives, Free & Peters, except for WBZ-TV: b ;
for WBZ-TV, NBC Spot Sales f
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WORD

1 ‘1 of

| Spartanburg

‘. on

910 kc

with

| NBC

Now serves 84,000 Radio
Homes in Rich Carolina
Piedmont Section

g 92,3%of5par+anburg
| Homes Listen to Spartan-
burg Stations—Ten-Year
(1942-52) Hooper-Conlan
Average

47,3% Listen to

WORD and its FM affiliate
WDXY—1June 1952 Con-

lan Report
| 910 KC 1000 Watts

1 Spartanburg, $. C.

i l Established 1940, bringing to S§%%

i Spartanburg area its first full-
time and first network station. [IHILEA

See Hollingbery
WDXY-FM @ 10,000 Watts
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BANKERS TRUST

Names TV Loan Specialist

RECOGNITION of the growth of
the television broadcasting field to
that of a major industry was
evidenced last week when Bankers
Trust Co., New York, announced
appointment of Herbert L. Golden,
trade newsman, as administrator
of loans to firms in television,
radio, films and related fields.

A spokesman for Bankers Trust
declared this move represents, to
his knowledge, the first time a
major financial institution has ap-
pointed a specialist to supervise
financing in the television field.
He indicated the appointment was
based largely on the tremendous
growth of the industry, although
he noted that Mr. Golden would be
responsible for activity in radio,
films and related fields.

“Bankers Trust has specialists
to supervise and administer loans
in diverse fields, such as petroleum,
steel and so on,” he explained.
“The bank feels that the television
broadcasting industry has reached
the point where a specialized fi-
nancing program is justified.”

In the past, Bankers Trust has
financed motion picture produec-
tions and, on ocecasion, television
shows, the spokesman said. These,
however, were not processed by a
specialist but through regular
bank channels.

Mr. Golden, a staff member of
Variety 14 years, resigned from
the amusement trade publication
last week and assumes his new
duties today (Monday). He will
serve in a new entertainment in-
dustries division of the bank,
headed by Vice President Harry
Watkins. His headquarters will be
at the bank’s Radio City branch,
51 Rockefeller Plaza.

EVANS TRIBUTE
Submitted by BAB Board

A RESOLUTION in tribute to the
late Walter Evans of Westing-
house Radio Stations, member of
the BAB Finance Committee and
board of directors until his death
May 28, was adopted by the BAB
board of directors last week.

The resolution expressed “deep
personal sorrow and bereavement
at his untimely demise.” It will
be presented to Mr. Evans’ widow
by Joseph E. Baudino, Westing-
house vice president and a member
of the BAB board of directors.

BAB also presented a special
citation to Edgar Kobak, chairman
of BAB’s Executive Committee, for
“distinguished service and out-
standing leadership” in the organi-
zation. Charles C. Caley, BAB’s
board chairman, made the presen-
tation.

Mr. Kobak, one of the five in-
corporators of BAB and its, first
chan‘rn(m of the board, was cited

. ging the necessity for
tion of BAB within
1dustry” and for pro-
lominant leadership in
about its incorporation.”

bringing
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Carmas.

NARTB District Meeting Schedule

Date Dist. Hotel City

Sept. :

15-16 12 Lassen Wichita

18-19 13 Texas Ft. Worth

22-23 10 The Elms Excelsior

Springs, Mo.

25-26 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

Sept. 14-18: Theatre Owners of Amer-
ica annual convention, Hotel Shore-
ham, Washington, D. 3

Sept. 15: BAB Sales Clinic, Little Rock.

Sept. 16: Premium Advertising Assn.
of America, Hotel Astor, New York.

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 Authonty 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 Electronics
Conference, eighth annual confer-
ence, Sherman Hotel, Chicago.

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

Oct. 8-9: Second annual High Fidelity
and Audio Show, Broadwood Hotel,
Philadelphia.

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

Oct. 9-11: Alabama Broadcasters Assn.,
U. of Alabama.

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

Oct. 13-14: Kentucky Broadcasters

Standard Radio

(Continued from page 29)

Transecription Services Inc., 140
North La Brea, Hollywood, Calif.,
is offering their electrically tran-
scribed library service for sale on
an outright purchase basis.
“This is to notify you that cer-
tain musical compositions owned
and controlled by the publishers
which I represent, as per the en-
closed listing, have been licensed
to Standard each month on a yearly

basis, and although some of these

compositions have been in the
library for more than one year,
renewal fees have been paid. How-
ever, such transcriptions are for
use on lease only by the subseribers
to this service and the agreements
do not cover the outright sale of
any of the transeriptions contain-
ing any of the copyrighted musiecal
works owned by my principals.

“If you plan to purchase any of
these transeriptions, please under-
stand that your use of the same
will be subject to your obtaining
proper clearance of the mechanical
and other rights involved from the
owners and publishers thereof.

“I shall be glad to arrange such
clearance in behalf of those pub-
lishers who have authorized me to
act on their behalf and I shall be
pleased to give you any informa-
tion in my possession relating to
this subject. If there is any addi-
tional data you require, please
feel free to communicate further
with me.”

Assn., Henry Clay Hotel,
Kentucky.

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

Oct. 13-14: Engineering Conference,
Central Canada Broadcasters Assn.,
Royal Connaught Hotel, Hamilton,
Ont.

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

Oct. 20: Theatre TV hearing begms,
FCC.

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

Oct. 20-22: IRE-RTMA Annual Meet-

Ashland,

ing, Hotel Syracuse, Syracuse, N. Y.

U rippon

WNBFS

(See Front Cover)

CHICAGO 7

(Glear Channel Home of the National Barn Dance
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1+ more than 25 years has maintained the largest staff

The life of Johnny, an average KOIN listener, has been
directly influenced by the sound local programming
of Portland’s top station!

' In order to bring Johnny and the whole community the
finest in entertainment and information, KOIN for

of local artists of any station in the Pacific Northwest.
Musical productions presented by KOIN's staff orchestra
provide Johnny and the community with music they desire.

The educational and entertainment programming by KOIN's staff
of expert, experienced radio personalities provide the cultural
stimulus that is necessary for the proper growth of every community.

Now, Johnny probably isn‘t aware of the powerful impact of radio
upon him and his future . . . but KOINis! This thought

has dominated KOIN’s policies . . . to consider sincerely

and honestly the interests of listeners first and at ALL times.
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Therefore, the value of a station depends not only upon the
. number of its listeners but also upon their FRIENDSHIP and
RESPECT.

Throughout the years, this policy has been safeguarded and
developed to such a point that today its soundness is
permanently proven by KOIN's enviable position as first
choice of radio listeners. The value of a station to its
community is measured by the services it performs.

JOHNNY’S FUTURE as an individual and the future of
his community IS KOIN’s RESPONSIBILITY!

AVERY-KNODEL, Inc.
NATIONAL REPRESENTATIVES
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New Vnaurs Money-Makerf

Actor, singer and
writer of musicals . . .
composed ‘| Wonder

Who's Kissing Her

Now." Joe E. Howard
emcees the show with
the real pep and
Aavor of the
Gay Ninety days when

he was already a
seasoned performer

g
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All these top radio shows in the complet:
““The Freddy Martin Show’’ “Date i ¢

y Roth™ - . . the library that pays its own way with more than 30
Phil Spitalny’s “Hour of Charm™’ *“The

3 easy-to-sell shows . . . with a complete range of show-making
and sales-making aids (sound effects, time and weather jingles,
holiday and special-events features, commercial and
shopping announcements, etc.) all ready for use.

“The Tex Beneke Show" “Swing and Swe ammy 2z

“Hank Snow and His Rainbow Ranch Boys™

Complete with brochures, promotion kits and audition dises



for Fall selling!

Quarter-hour show with America’s favorite Western group

— 9

E Now, a complete library program series starring the

with N WSponsor-selling brochure! famous SONS OF THE PIONEERS who for over |5 years
have built tremendous listening audiences and moved

i NE audience-building promotion kit! merchandise for sponsors across the country.

Familiar favorites of movie, radio and TV audiences, they've
averaged over a million record sales a year since 1944!

! NE _sales-clinching audition disc!

S

sl

& o )
!//,—[%W/ I i b i ry T mke® THE NEW ERA |Ng\2 - @'CD ii%cgn;g@

N~—— SERVICES

RADIO CORPORATION OF AMERICA

i P‘lone or W'”H'e "Dday ‘{6"' Contact Dept. B-90: RCA DIVISION

! 630 Fifth Avenue 445 N. Lake Shore Drive 1016 N. Sycamore Ave. 522 Forsyth Bidg 1907 McKinney Ave.
WESAURUS BROCHURE I New York 20, N. Y. Chicago 11, Ill. Hollywood 38, Calif. Atle 3 Ga. Dallas 1, Texas
L4 JUdson 2-5011 WHitehall 4-3530 Hillside 5171 Riverside 1371




RADIO RATE FACTS  Kobok Urges Cost Study

SUGGESTION that a cost account-
ing firm with research assistance
might succeed,
where advertising
and broadeasting
men have failed,
in providing facts
on which a sane
and satisfactory
solution to the
difficult radio rate
problem might be
based, was ad-
vanced last week
by Edgar Kobak,
veteran broadcaster
consultant.
“Everyone is telling the broad-
casters to face the facts of present
day conditions in setting rates for
stations and networks,” Mr. Kobak
told BROADCASTING ® TELECASTING
last week. “But,”. he declared,
“neither the broadcasters nor their

Mr. Kobak

and business

critics have pinned down the facts
which must be faced.

“Certainly, a major set of essen-
tial facts comprises the cost of
operating radio stations and net-
works and the allocation of these
costs among time units,” Mr. Kobak
said. “Yet, to my knowledge, no
such data are generally available.”

While the base rate dollar
charges set by radio broadcasters
have more or less corresponded
with the number of radio homes
within the station’s or network’s
service area, the formulas for set-
ting rates for the wvarious time
periods have in the main been the
result of guesswork rather than for
any really factual reasons, Mr.
Kobak noted.

He admitted to his share in the
responsibility of this, as during his
long career as NBC and ABC vice
president and as president of MBS

he played more than a small part
in establishing network practices.
Even before that, in the late 20s
when he was still a McGraw-Hill
executive and network broadcast-
ing was in its infancy, Mr. Kobak
recalls sitting in on rate-setting
discussions with officials of NBC.

“Why should the time charge of
a half-hour program be 60% of the
hour rate?” Mr. Kobak asked.
“Why should a quarter-hour cost
409 of the hour rate? Is there any
cost-of-operating reason why these
percentages are the right ones, or
should they perhaps be 5% or 10 %
lower—or higher?

“Why should the daytime charges
be exactly half the nighttime
rates? Maybe it once was logiecal
to say that when the man of the
house came home from work the
audience in front of the family
loudspeaker was doubled, but it

£
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Year in Flint
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FLINT JOURNAL, July 21, 1952
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Yes Sir—folks in Flint have money—
. but they’re thrifty, too!
They must be SOLD—and they CAN
Last year they were sold
$315,840,000.00 retail dollars worth. .
Follow the lead of more than 600 Flint
merchants—SELL your product over
| cr2 Flint’s FIRST station—WFDF.

int
hr ts
5 depost pemoc
ExectVE L cavings 1oty \™ yickes i
aay their 5 nis! a v lots of it . .
said 1O pest 10 i
< o me ree| endY §
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of W ol ime
w be sold.

BASIC AMERICAN BROADCASTING COMPANY
910 KILOCYCLES

Associated with WOOD Grand Rapids—WFBM and
WEFBM-TV Indianapolis—WEOA Evansville.

REPRESENTED BY THE KATZ AGENCY

FLINT
MICH.
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hardly seems to fit today’s multi-
set home.

“Let’s face it: The traditional
radio rate structure is an out-of-
date, out-of-line piece of machinery
which is not going to be improved
by any across-the-board slashes of
109, or 25% or more.”

“What radio needs is an accurate
analysis of costs, made not by a
broadcaster who is sure he has nm |
reason for everything he does al-
though he can’t quite explain it
to an outsider or by a committee
of advertising experts who would
like to buy radio time more cheaply,
but by a cold-blooded, unprejudiced
cost accountant. The printing in-
dustry and others, including many
publishers, make such audit-analy-
ses on a frequently recurring basis
and it is no secret that increases
in the cost of printing and paper
are normally followed with rises in
space rates, regardless of circula-
tion changes, and in some instances
rates are lowered. Other lines of
business constantly study and ad-
just their prices, based on cost
studies. Why not radio?

“Radio broadcasters,” Mr. Kobak
stated, “should act as if they were
going into radio for the first time,
as if there had previously been no
radio industry. With the benefit
of their experience, they should
then decide which of the industry’s
customary practices make sense
today and which should have been
discarded years ago. An exhaus-
tive, analytical. industry wide audit
should be the first step in the pro-
cedure.”

Conduct of Study

Mr. Kobak said he did not know
whether the study should be con-
ducted under the auspices of BAB
or NARTB (he is a member of
both boards stemming from his
ownership of WTWA Thomson,
Ga.) or neither. He said he did
not feel such a study falls within
the purview of the Advertising Re-
search Council, which he serves as
president. He stressed his con-
viction, however, that the spon-
soring body should be representa-
tive of the radio industry as a
whole including networks and sta-
tions and perhaps station repre-
sentatives as well and not of any
special group of broadcasters, so
that the results of the study may
be generally applicable to all sta- |
tions.

Once the study is agreed on, Mr,
Kobak said, it should be widely
publicized to all advertisers and
agencies as well as to all radio
station operators. The buyers of
radio’s facilities, he said, should
be made to understand that when
the study is complete it will be
used as the basis for radio rate
revisions and that until it is fin-
ished no further general rate ad-
justments will be made, and no
deals.

The study, as Mr. Kobak en-
visages it, should investigate |
radio’s discount structure as well
as its price policy. “Why”, he

(Continued on page 44)
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*EVERY FOURTH RADIO STATION IN AMERICA

J

' Every Fourth One Belongs!

IS A KEYSTONE AFFILIATE.... AND YOU MAY
USE ONLY A PART OR ALL 615 OF THEM TO
REACH HOMETOWN AND RURAL AMERICA!

Only the Keystone Network offers real flexibility—only

the number of stations you actually need, where you need

them and announcements or programs at the time of day —

that produces the best results for you in reaching the purses
of this RICH market—Hometown and Rural America!

BONANZA/

Read more about this rich
hometown and rural market—
where more than half of the
nation lives and buys. Send for
BONANZA, our informative
brochure on this market!

L
—==

KEYSTONE BROADCASTING SYSTEHM. INC.

New York: 580 Fifth Avenue -

Chicago: 111 W. Washingion
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New AL Ad Champs

McCANN - ERICKSON de-
feated Kenyon & Eckhardt 5
to 4 for the softball cham-
pionship of the American
League of the New York Ad-
vertising League, in a post-
season play-off game in Cen-
tral Park, New York, last
Thursday. MeCann-Erickson
will meet the champions of
the Nationals of the Adver-
tising League for an ad-
vertising “world series,” as
soon as the latter team is
decided upon.

WITH 100 sponsors in 100 days as
its goal, KBIG Avalon, Calif., which
has been on air since June 1, count-
ed 107 active clients Sept. 8, in ad-
dition to 46 others whose contracts
have been completed, according to
Robert J. McAndrews, commercial
manager.

HILL INQUIRY

Program Probe
To Resume

PROBE into radio and TV programming resumes in Washington to-
morrow and Wednesday with representatives of NARTB, ABC, MBS

and DuMont to be heard.

Next week, Sept. 23 and 24, the seven-man House Commerce subcom-

mittee under the chairmanship of
Rep. Oren Harris (D-Ark.), will
hear testimony from CBS and
NBC witnesses, and from the Na-
tional Television Film Counecil.
Hearings will be wound up in
Washington Sept. 25 and 26 with
the following scheduled to testify:
U.S. Brewers Foundation, Ameri-
can Civil Liberties Union, National
Assn. of Catholic Men, National
Assn. of Gagwriters, and the FCC.
Other witnesses, who have in-
dicated a desire to testify, may be
from National Academy of Broad-
casting, Rhode Island Committee
on Radio & TV, and the Radio-TV
Committee of St. James Parish,

*
Falls Church, Va.
Scheduled to appear are the

following :
NARTB, Thad H. Brown Jr., TV di-

rector, and Ralph W. Hardy, govern- .

ment relations director; ABC, Geral-
dine B. Zorbaugh, general attorney;
MBS, Hollis M. Seavey, director of
Washington operations; DuMont, C. J.
Witting, director, DTN; NBC, Charles
R. Denny Jr., vice president; CBS,
Jack Van Volkenburg, president, CBS-
TV; National Television Film Council,
Melvin Gold.

New GE Tube

DEVELOPMENT of a new 27-inch
rectangular TV picture tube was
announced last week by General
Electric.

“To what radio station does your family lis-
ten most?” As part of an independent survey
made by students at North Dakota Agricul-
tural College, this question was asked of 3,969
farm families in 22 prosperous counties with-
in 90 miles of Fargo. 74.6% of the families
named WDAY, 4.4% said Station “B”, 2.39%,
Station “C”, 2.1% Station “D”, and so on.

WDAY was a 17-to-1 choice over the next
. a 3Vs-to-1 favorite over all other

WDAY . nec

FREE & PETERS, INC., Exclusive National Representatives

station . .

970 KILOCYCLES o

JAS

stations combined!

In Fargo’s home county, WDAY was the
first choice of 87.2% of the families, as against
5.8% for Station “B”. Here WDAY was a 15-
to-1 choice over the next station . . . a 6Y-to-1
favorite over all other stations combined!

BMB figures, Hoopers and mail-order re-
turns all tell the same amazing story on WDAY
and the rich Red River Valley. Get all the
facts. Write us direct, or ask Free & Peters!

5000 WATTS
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Radio Rate Facts
(Continued from page 42)

asked, does radio give an adver-
tiser a discount for staying on the
air for 13 consecutive weeks while
many leading magazines follow a
‘flat rate’ policy of so much a
page, regardless of the number of
insertions? Why should the ad-
vertiser who buys five quarter-
hours in five days pay 200% of
the hour rate (5 x 40%) when the
advertiser who buys five continuous
quarter-hours pays only 125% of

the hour rate? And do we really

need so many discounts and so
many kinds of discounts?”

The cost analysts should also
cast a careful eye at the networks’
stations relations payment policies,
Mr. Kobak suggested. Is the tra-
ditional method of stations paying
for network sustaining service in
free commercial hours still valid
today? Wouldn’t it be better for
the networks to pay their affiliates
for all the time they devote to
network commercials and to charge
them for each network sustaining
program they broadeast? Wouldn’t
this latter policy lead to a rapid
improvement in the quality of net-
work sustainers, perhaps enabling
them to become successful co-ops
shows or even network commer-
cials? .

“These are only a few of the
questions which should be included
in what might well turn out to be
radio’s most important quiz show,
with the industry’s gross annual
time sales of three-quarters of a
billion dollars as the jackpot, to be
won or lost by all radio broad-
casters,” Mr. Kobak stated. “I
don’t know what form the study
would finally take. All I know is
that some study of this kind must

be made, and must be made soon.

“Don’t strangle radio with old-
fashioned rate-making,” he con-
cluded. “Follow the lead of other in-
dustries and develop new methods.
'l match my time as a broad-
caster to help get the job under
way and get it done fast.”

Harbach Renamed

OTTO A. HARBACH was elected
president of ASCAP for a third

term, ending next April, by the |

board of the Society at its meeting
Thursday. Mr. Harbach, who is
79, wished to leave the office at
the end of his second term and
has been serving pro-tem while the
board unsuccessfully has sought to
find a successor on whom it could
agree. Mr. Harbach has served as
a director of ASCAP since 1920,
as vice president since 1936 and as
president since 1950.

RADIO SHACK Corp., Boston (mail
order distributor of radio, TV and
electronic equipment), has published
its 30th anniversary catalog. Book
contains 32-page rotogravure section
devoted to components of high-fidel-
ity custom music systems.

Telecasting




Northern California covemgeibattern of radio KNBC’s

50,000 watt transmitter, non-directional

f : . this
- .. while ——> '/ narrow elipse

represents the coverage pattern of the other two dominant |

P J‘ |
50,000 watt San Francisco stations, both divectional I

i

S
{ .and —-b
California’s TV coverage.

) tiny civcle represents Northern

Now put them all together, and you get I
a complete and accurate pz'cture of vadio and TV coverage
in the great Northern California markets

—a coverage pattern l1ke this 9

KNBC'’s wide circle coverage...plus KNBC’s

low frequency (680 KC) which gives more “muscle”

to its 50,000 watts...plus KNBC'’s program popularity

...all combine to make...

_> KNBC iz San Francisco i [l
the No. 1 Advertising Medium |
in the thriving markets of
Northern California

Represented by NBC Spot Sales. 1n the Southern States, represented
FJ by Bomar Lowrance and Associates, Inc., Charlotte, North Carolina.
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big game takes big gun

Let’s not beat about the bush. There’s big game at stake in “Non-TV America”.

Here is a 45-state tract of over 17,000,000 radio-only families, dwelling beyond

reach of TV—more, in fact, than there are TV families in the rest of America.

Here are some 60,000,000 people—as mény, in fact, as there are in all 477 U.S.

cities of over 25,000 population.

Big game...worthy of the best gunning equipment available to advertisers today.

And the big gun needed for this big game has now been identified.

A 1,000,000-interview research into all of “Non-TV America” (by J. A. Ward, Inc.;
Feb.-Mar., ’52) reveals that Mutual is the name of the network regularly dialed by 41%

of all the radio sets in these 45 states...compared to 22% for the next-best network.

Over on the opposite page, the trophies won by all four networks are hung up—
together with the gun-rack revelation of why Mister PLUS bags the best:
Mutual serves “Non-TV America” with 416 stations...more than all other networks

combined. (MBS serves all America with 560 stations, don’t forget.)

If you agree that a prime sales trophy would decorate your board-room nicely,

we invite you to sight along the gun barrel of the Mutual Network.

the M UTUAI. network of 560 affiliates

THE NUMBER ONE ROUTE TO NON-TV AMERICA...AND THE LOWEST-COST ROUTE TC ALL ANI A




BORDER STUDIO PLAN sty i 1

(Also see.o'egistration, pictures,
page 105)

ATTACK against proposed esta-
blishment of studios in San Diego
of XEAC-TV Tiajuana, new station
in Mexico, was made by NARTB
Distriect 16, meeting Monday and
Tuesday in Coronado, Calif. (see
registration list, page 105).
Delegates agreed to petition
the FCC that such a procedure by
a “licensee of a foreign country”
violates Sec. 325 (b) of the Com-
munications Act. The district also
unanimously adopted a resolution
declaring it “is strongly opposed
to the establishment within the
United States of studios and/or
transmitting equipment which will
be used for the transmitting of

' radio and/or television programs

from the United States to any
foreign country for broadeasting

. ber,

or rebroadcasting purposes from
such foreign country.

Much of the discussion at the
Distriect 16 meeting centered
around possibility that XEAC-TV,
slated to start operating in Novem-
will microwave programs
across the border.

Johnsons Presides

Albert Johnson, KOY Phoenix,
Ariz., Distriet 16 chairman, pre-
sided at he meetings. NARTB
President Harold E. Fellows, re-
viewed NARTB operations in his
opening talk Monday morning. He
addressed the Tuesday luncheon,
with wives present, on the subject,
‘“How to Live With a Broadcaster.”

Ralph W. Hardy, NARTB gov-
ernment relations director, dis-
cussed Washington legislative and
regulatory problems. Richard P.
Doherty, employe-employer rela-

tions director, conducted a man-
agement-labor relations clinic. Wil-
liam T. Stubblefield, station rela-
tions director, and William K.
Treynor, West Coast representa-
tive of NARTB, led a membership
session.

Role of radio and TV in promo-
tion of civic events and other pub-
lic services was lauded at the Mon-
day luncheon by Mayor John But-
ler, of San Diego, and Rear Adm.

John Roper, commandant, 11th
Naval District.
Campbell Arnoux, WTAR-TV

Norfolk, Va., NARTB TV Board
member, conducted the Tuesday
morning television session, flanked
by Thad Brown, NARTB TV di-
rector. Participants in a TV panel
included Phil Hoffman, KECA-TV
Los Angeles; Howard Chernoff,
KFMB-TV San Diego; Robert Pur-

-

program sponsors.

-

ness man or club

record.

GREAT D.J. SHOWS!

oNn KLRA '

“SUNNYSIDE UP”

The oldest d.j. show on this station, now in its eighth
year. This is a sprightly, easy-to-listen-to across the board
early morning show. The time, the temperature, and the
weather news is given between each musical selection. It's
Arkansas’ ““get ready for work and school’ listening habit.
Sorry, nothing’s open now, but you never can tell.

“TIME AND TUNE PARADE”

A later version of ‘‘Sunnyside Up,” this record show gives
the time and temperature for late risers, and
who have just gotten hubby and the kids on their way.
It takes off at 8:30 A
All sold out at present.

housewives

M. and is open to announcement or

““MERRY GO ROUND”

Here’'s @ Monday thru Friday half hour (11:30-12:00 noon)
show that sells the goods. A daily merchandise prize is
offered for the correct answer phoned in to us for a simple
musical question. You should hecr the phone ring every
morning—and advertisers say the goods move out—but fast.
Availabilities are scarce, but you might ask!

“AROUND THE TOWN"

Monday thru Friday from 5:00 to 5:30 P.M. Jim Key spins
the platters people want to hear. A feature of each pro-
gram is a guest—a prominent visitor, a well-known busi-
ness woman, or just ole John Q. Public who
is interviewed briefly and introduces his or her favorite
It's our newest d.j. show but it is catching on
fast. Minute participations are available.

“A LA CARTE”

Here is the only show of its type in town. Broken into
segments, Bob has a half hour of “hot music,”” a ‘“Moment
with Miller” (Glen that is), his nightly “Collector’s ltem’’
featuring an old-time recording, and a segment of “‘sweet’’
music. It's a grand late night (10:30 to 12:00 midnight)
across-the-board buy that has a large teen-age and adult
audience. Competition is limited to colored d.i.’s and net-
For a low cost participation it can’t

work dance bands.
be beat in Arkansas.

Page 48 ® September 15, 1952

10,000 WATTS DAYTIME
; 5,000 WATTS NIGHT
1010 KC - CBS RADIO
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BOB PARKER

|\ For the Complete KLRA Story, Ask any O. L. Taylor Office
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LITTLE ROCK

Politico’s ‘Schizo’
DEMOCRATIC Presidential
nominee Adlai Stevenson
really started something
when he injected the word
“schizophrenia” in the poli-
tician’s lexicon. The Demo-
cratic National Committee
has built a new radio char-
acter around the word.
“Schizo” made his radio
debut last Monday on a new
series of Democratic pro-
grams on ABC. Committee
described him as a “two-
voiced chararter ... who re-
veals one instance of the split
personality of the Repub-
licans on each show.” Series
started on twice-weekly basis,
and will be ecarried daily
through Nov. 4.

cell, KTTV (TV) Hollywood; Don
Tatum, ABC-TV Los Angeles, and
Mr. Doherty.

Resolutions urged a strong
NARTB membership campaign
and expanded field solicitation;
supported NARTB efforts to secure
amendment of FCC operator re-
quirements because of improved
equipment and shortage of techni-
cians; commended NARTB for its
group insurance program; praised
speakers; lauded Mr. Fellows’ ad-
ministration and commended Mr.
Johnson’s services as district di-
rector.

Members of the Resolutions Com-
mittee were Frank P. Redfield,
KIFN Phoenix, chairman; Robert
J. McAndrews, KBIG Avalon, and
Albert E. DeYoung, KERO Bakers-
field.

NEW WSAI LINEUP

Explained to Listeners

AFTER revising its daytime pro-
gramming schedule to conform with
its listeners’ preferences, WSAI
Cincinnati Friday aired to its audi-
ence a 45-minute taped recording
used to acquaint and inform ad-
vertisers with the new lineup.

Station Managing Director J.
Robert Kerns said the broadcast
followed inauguration Sept. 1 of
the revised WSAI daytime sched-
ule, made after more than a year’s
study of fan mail, letters and tele-
phone calls from listeners for the
various hours, in which they ex-
pressed their preference for the
performers and artists who pro-
duce and direct the new programs.

Charles Black, WSAI program
director, acted as narrator of the
taped broadecast, explaining and in-
troducing capsuled portions of each
new program with its talent.

Commenting on the new WSAI
lineup of its daytime programs,
Mr. Kern said: “We're going to
give our radio listeners what they
want. We think this is it. Since
WSAI doesn’t have television to
distract it, it can concentrate on
the best in program content and
production. We're remembering
that twice as many radio sets were
sold last year as TV sets.”

BROADCASTING ® Telecasting
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What's YOUR cut on a
Six Billion Dollar Deal?

YOU'VE GOT A
" POWERFUL HAND
—17 RICH OHIO
COUNTIES, AND THE
STAKES AMOUNT
| TO...

'FOR
BETTER RESULTS, :
IT’S

WJW offers its help — a new folder
of useful sales statistics, compiled especially for you

e Cleveland’s Strongest Signal who sell to the great Northern Ohio market. Send

e Best Local Programs for your copy now!
Play your cards right . . . let Cleveland’s CHIEF
Station Sell Ohio’s Chief Market for YOU!

o Favorite Network Shows
e Sales Minded Merchandising

Station WIW
WJW Building
Cieveland 15, Ohio

Please send me copies of your
Northern Ohio Market folder.

5000 WATTS BASIC ABC ar
WJW BUILDING CLEVELAND 15, OHIO e
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