tv buyers—did you know?

l s That WOR-tv, channel 9, is fops in local sports,*
Tues. thru Sat.?

o 2- That WOR-tv — the newest tv station in
New York — is 4th in national spot business?
That WOR-tv clocks more spot business than the
two leading independent tv stations and one
leading network outlet?

3- That 10 WOR-tv shows attract audiences of
more than 1/4-million viewers per broadcast?

4- That WOR-tv’s wrestling matches are the
top-rated for real sock-seeing in New York?*

5- That one WOR-tv program, “The Merry
Mailman”, has averaged at least 2,000 pieces of
mail per week during the past two months?

... that’s selling! that’s getting tv audience!

that’s why you are losing tv money if you’re

WOR-tv

channel

*January 1951 Pulse
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Here are some of America’s most successful salesmen.

They sell scores of products to thousands of eager
customers. They are invited guests into these customers’
homes . . . invited because they are homemaking

experts and entertainers. Their endorsement of

the products they sell gives people confidence in

buying. Their record of sales successes is impressive.

Here are the salesmen who are setting sales records
for delighted advertisers in the most vital markets of
the land. They are leading spot television personalities
who are unusually equipped to sell your product too.
They sell when people buy. .. by day.

e o o s o s

* 4 4 e e o & s s & s 6 o+ »

@ Kathi Norris . ... WNBT
© Herbie Mintz. .. . WNBQ |
© Chef Milani . ... KNBH
@ Ermie Kovacs. . . . . WPTZ

@ Polly Huse . ... WBZ-TV
® Mildred Funnell. . WNBK
@ Nancy Osgood . . .WNBW
© Bob Stone . .. ... WRGB

'NBC SPOT SALES

NEW YORK CHICAGO CLEVELAND
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$7 annually, 25¢ weekly

By FRED FITZGERALD

_READY within the lengthening
adows of material shortages
ought on by the accelerated de-
1se measures, the nation’s set
akers last week gave further
ngible evidence of the conserva-
»n techniques that are being
 adied for production lines
roughout the industry.
In Washington, Philco Corp. un-
iled a
iich was described as the out-
owth of a two-year engineering
oject at Phileco. According to
slie J. Woods, vice president,
search and engineering, the new
! chassis “has proved its superi-
ity in field performance tests and
i conserves many critically
arce materials.”
Meanwhile, RCA made its report
st Friday on the fruits of its
soratory research towards the
d of conserving scarce materials.
JA through its patent pool li-
1ses the major portion of the
1i0-TV industry.
At the Phileco showing last
ursday it was brought out that
: new chassis eliminates the use
cobalt entirely and the amount
aluminum needed is reduced
7 ; silicon steel, 589 ; ferrite,
7% ; copper, 26%; and nickel,
Jc. Most of the savings are ef-
ted through substitution of non-
ategic materials as well as re-
digning and reducing some parts.
was emphasized by Mr. Woods
at the completed receiver
:hieves an over-all performance
el superior to present TV sets.”

Techniques Available

‘“According to Philco, which stated
.t all its economy techniques are
iilable to other set manufac-
rs who desire to utilize them,
such a conservation .plan had
‘n instituted by the industry
'ing 1950, there would have been
otal estimated savings of about
100 tons of copper, 27,600 tons
silicon steel, 440 tons of co-
t, 224 tons of nickel, 2,950 tons
ferrite (which includes 207
kel oxide); 2,100 tons of alum-
m. These figures were prem-
1 on a 1950 production .figure
nearly 7% million television
| \mong the more important
nges in the new TV chassis of
lco are “more efficient and eco-
aical” deflection circuits. These
‘uits control the electron beam,
h horizontally and vertically, as

lecasting ®

new television receiver -

ONSERVATION TECHNIQUES =

it traces the picture on the tele-
vision screen. Amnother develop-
ment is the design of a new power
supply, including two selenium
rectifiers in a voltage doubler cir-
cuit, which works with the new
deflection circuits and eliminates
the wusual heavy power trans-
former.

Third step by Philco is a new
electrostatic - focus picture tube
which is specifically designed for
use with the aforementioned de-
flection circuits and power supply,
which gives “excellent picture qual-
ity” and also saves important
quantities of scarce materials.

Philco said it would have the
innovations in its production line
by April with possibility of com-
plete changeover by June.

RCA, in its report, elaborated
on technical developments which
industry-wide “will save millions
of pounds” of critical metals and
still enable radio and TV manu-
facturers to maintain present high-
quality standards.

Officials said the developments
include an electrostatic picture tube
and redesigned loudspeakers.
These alone, they said, cut the
amount of critical cobalt by 90¢
in the average TV receiver.

RCA President Frank M. Folsom

Set Makers Ready Plans

said that ‘“when these conservation
steps are applied by the industry,
they will save millions of pounds
of cobalt, copper, nickel, aluminum,
brass, steel, and other critical
metals.”

Growing out of stepped-up con-
servation research work initiated
at the outbreak of the Korean war,
the developments have already been
made available by RCA to radio,
television, and tube manufacturers
throughout the industry, RCA re-
ported, adding that the manufac-
turers were assured that additional
engineering advances will also be
made available.

Find New Ways

Mr. Folsom noted that manufac-
turers have been able to maintain
a substantial level of production
by finding new ways to use scarce
materials, but said the length of
time during which the current pro-
duction rate can be maintained will
depend both on restrictions imposed
by the nation’s mobilization pro-
gram and on manufacturers’ con-
tinued ingenuity in meeting con-
servation needs.

For every million average 17-
inch TV sets produced by the in-
dustry, Mr. Folsom said these ma-
terial savings would be made:

NBC TELEVISION SPAC members (see story page 25) are (I to r): Standing,

Martin Campbell,

WFAA-TV Dallas, and Dean Fitzer, WDAF-TV Kansas

City; seated, E. R. Yadeboncoeur, WSYR-TV Syracuse, SPAC secretary for

TV, and John T. Murphy, Crosley Broadcasting Corp.
WLWD Dayton, WLWC Columbus),

BROADCASTING

(WLWT Cincinnati,
SPAC vice chairman.

‘estimated ~

Alnico, an alloy containing 249%
cobalt and other scarce materials,
732,800 pounds; steel, 784,000
pounds; copper, 510,700 pounds;
aluminum, 224,000 pounds; brass,
146,400 pounds; nickel, 46,000
pounds.

Officials said the conservation
program has been extended by
RCA Service Co. to include instal-
lation of television sets, with a re-
designing of the antenna which cuts
the use of aluminum by 509 and,
on an industry - wide basis, would
result in an annual savings of 2
million pounds for each million in-
stallations. Use of copper in trans-
mission lines also has been reduced

(Continued on page 68)

SNOW CROP SALES

Hamilton Lauds TV Results

TELEVISION has been doing a
tremendous job for Snow Crop
products, H. T. (Tom) Hamilton,
advertising manager of Snow Crop
Marketers, Division of Clinton
Foods Inc., told BROADCASTING ®
TELECASTING last week.

In the past few months the
trend in sales on frozen coffee,
which was introduced and pro-
moted through television only, has
risen steadily.

Snow Crop Marketers has been
sponsoring Your Show of Shows
Saturday night on NBC-TV, but
cancels it in mid-March [BROAD-
CASTING ® TELECASTING, Feb. 5]
to buy a film, dramatie, half-hour
shows twice a week on afternoon
station option time in 30 to 40
markets. Approximately three-
quarters of the stations are already
lined up, Mr. Hamilton said.

One of the reasons for cancelling
the network program and starting
the new series ‘“is that the network
can’t clear the specific markets that
we want,” Mr. Hamilton declared.

Although Snow Crop was cover-
ing 53 markets by sponsoring part
of Your Show of Shows, they were
not necessarily the urban type of
market that the company is in-
terested in, Mr. Hamilton ex-
plained. . )

The network show cost the firm
approximately $30,000 weekly for
time and talent. Mr. Hamilton
:that the new series
would probably run on a simila:
budget.
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“Mass Auto Sales |

t

With a

Personal Touch

HEN 17-year-old Jim Mo-
Wran opened his own filling

station in 1936, he adopted
a simple get-ahead formula. He
said to each and every customer:
“Good Morning (Afternoon or
Evening) ;” he asked: “How are
you?,” whether or not the patron
liked it; he closed with: “Hope you
drop in again.”

Men who have watched the pro-
gress of tow-headed James Moran,
president of Chicago’s Courtesy
Motor Sales Inc., say his manner
hasn’t changed one iota in 15
years.

“It isn’t what Jim Moran says
to you, it’s the way he says it,” is
the comment of one of Jim’s first
customers. “At that Sinclair sta-
tion up in Rogers Park where I
first met him, he was always quick
to check my car for oil and water,
wash the windshield—even before
he was asked to do so. But a lot
of station attendants did that. The
difference between Jim and the av-
erage salesman was that he looked
you in the eye when he talked to

you. You felt that you were trans-
acting business with a friend. You
found yourself going back to see
him again.”

This friendly approach, which
Jim calls common courtesy—the
name he gave his Hudson automo-
bile agency in 1948—has carried
Jim Moran to phenomenal heights
in the automotive sales world. His
sales volume totaled $20 million in
1950.

Jim is the first to acknowledge
that, were it not for television, he
would be “just a mneighborhood
success.”

Today, two years after Courtesy
Motor Sales bought its first TV
time, a few Chicago advertising
men still are asking what makes the
Courtesy TV campaign click. The
answer is: It has Jim Moran’s per-
sonal touch. A “nice guy” to every-
one he meets—shoeshine boys, ele-
vator operators, mechanics, grease
monkeys, and doormen and wait-
ers at the Illinois Athletic Assn.,
where he often dines with fellow
members—Jim is the perfect ex-
ample of a low-pressure saleman.
It is his simple charm, together
with husky good looks (176 pounds,
6 feet, engaging grin, close-crop-
ped, curly, blond hair) that puts
him over.

When he first took television
seriously in the fall of 1948 (auto-
mobile dealers then were having
to do a selling job for the first time
since World War II), he at once
sensed its “auto showroom” pos-
sibilities. But he also saw in the
new medium an opportunity to
project his comparatively quiet,
subdued technique of selling,
which had brought him sueccess

* * *

LARGE sign, featuring likeness of Jim.

Moran doffing his hat, lets motorists

on Chicago’s West Grand Ave. know

where Courtesy Motor Sales does

business. View is looking east

‘ on Grand Ave. at Central
Park.
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whenever he found time to deliver
a piteh in person.

Early in his business career he
had found himself penalized be-
cause there are only 24 hours in
one day. As long as he had one
filling station, he stayed on the
job from 7 a.m. to 11 p.m. and at-
tracted an increasing number of
patrons. But when he expanded his
early operations to four stations,
business at one or the other fell
off in his absence. Now, through
television, he can do a personalized
mass selling job.

By February 1949, he became
“Jim Moran—the Courtesy Man” on
WENR-TV (ABC) Chicago, spon-
soring wrestling matches Wednes-
day nights from Rainbo Arena. He
made a personal appearance five
times during each program when
the camera shifted to “Opera
Drive” in front of the station’s
headquarters at the Civic Opera
Bldg. Here, alongside a pro-
cession of new Hudsons and highly
polished used cars, beautified by
klieg lights, Jim calmly pointed
out the best features of his cars
during each announcement period.
There was no hokum, no come-on
to his selling. He was “courtesy”
personified.

Sets Pattern
For Other Dealers

This $1,200-per-week show set a
pattern for other Chicago auto
dealers to follow, resulting in a
bonanza for the city’s TV stations.
The Courtesy wrestling show
brought such prosperity to Jim
that within eight months he was
able to bankroll Courtesy Theatre
on WGN-TV, the Chicago Tribune
station. This Sunday night show,
most highly rated of his TV ven-
tures, brought Chicago viewers
their first feature-film TV theatre.
Mr. Moran wisely chose to break in
for an announcement only once
during the program.

Last February he unveiled the

Telecasting ©

-onds for commercials, which

ing a contest last spring, Jim -

QUICK to senmse the “‘auto she
room’’ possibilities of television, ..
Moran personally handles Courtes
commercials. With the informa’
of an in-store salesman, he poi
out the best features of his cars d

ing each announcement period |

Friday night Courtesy Hour,
60-minute variety show wi
himself as m.c., at WENR-T !
Civie Studio. This show is int
rupted only 2 minutes and 56 s

proaches Jim Moran’s ideal of ‘|
commercials at all-—Courtesy
speak for itself.”

From the beginning of his
activities Jim has worked with
count Executive Hal Barkun,
Malcolm-Howard, Chicago ager
who spends much
of his time on the
Courtesy account.

Mr. Moran’s
1950 expenditure
of $36,000 month-
ly for TV paid off
handsomely. Last
May, he sold 1,-
436 new and used
cars. His sale of
690 new Hudsons
that month topped
every other auto ]
dealer in the United States. T

e
Mr. Barki

awarded Hudson Motor Car (|
“Oscar” for having sold more ¢
than any other Hudson dealer, |
ceeding his quota by 218%. |
sentation of the award was m|
July 15 in Chicago by Rol|
Smith, district manager of E!
son Sales Corp. Currently, he :!
more Hudson “Baby Hornet” n!
els than any other because h
pushing this exclusively Cour
development. The car is reall
Hudson Pacemaker souped-up
improved by Moran mechanies |

Courtesy Motor Sales, W
BROADCASTI
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'«j’-ned for business May 1, 1948,
12 40-foot storefront at Grand
q Central Park Avenues, on Chi-
J'0’s west side, now occupies three
%gcks with facilities valued at $1,-
1,000. This includes a $500,000
qvice center, where 61 cars can
| “Courtesy-conditioned” at one
ie, and an “assembly line” where
id cars are reconditioned and
len a 6,000 mile guarantee.
artesy has 167 mechanics, and a
ia] of 346 employes, as compared
'h 14 in its pre-TV days.

Judson officials in Detroit think
much of Jim Moran’s merchan-
ing and advertising methods that
y seek his counsel from time to
e on national policies, and send
wups of dealers to Chicago to
dy his far-flung operations.
Jne of the Courtesy Man’s most
amendable practices is to cam-
gn for the automobile industry
a whole. He has never been
>wn to rap a competitor. His
wutation for square deals has
‘ead far beyond the borders -of
cagoland, attracting orders
m as far as the East and West
asts and south to Florida. He
& : shipped cars to England,
| ince and Norway.

furtesy Noted
#¢ Community Service

“ocally, Courtesy Motor Sales
‘¥ tinguishes itself by contribut-
“  heavily to the Community
ad, Boy Scouts, Christmas
aring House, and giving bene-
TV shows for such drives as
e annual Cancer Campaign.
“Liny churches and charitable
4 ups raffle off Hudsons because
4 irtesy furnishes them at cost.

n December, Santa Claus was on
job at Courtesy headquarters
ry night during the week before
ristmas from 7 to 10 p.m. He
e away toys valued at $9,850
deserving children. Courtesy’s
“#iy cart, drawn by the show
iiies, “Honey” and “Sugar,” ap-
“red in Chicago’s big pre-Christ-
s parade on State St. Jim
ran spent a total of $14,000
‘ing the Christmas season on
rious charitable projects. A
e amount went toward a gala
ristmas Eve party which was
>cast.

'he Moran organization has
1 the same set of officers since
| beginning. Jim is president.
nley Rodine, secretary, and
u# er De Met, treasurer.

i
ITSL Goes CBS April 1
‘SL (TV) Los Angeles, which
S bought last Dec. 31, becomes
network’s Los Angeles TV
‘#let April 1, when the CBS
‘K liation with KTTV (TV) Los
:,. | geles, in which the network
“Fned 499 of the stock, termi-
f§ es. Merle S. Jones, general
nager of KTSL, KNX and the
| umbia Pacific Network, said
A4 t about 22 hours of network
4§ grams would be added to the
4/SL schedule on that date.

i

PETRY MANUAL

Gives Full TV Sales Data

SALESMEN of the TV division of
Edward Petry & Co. have just re-
ceived a 220-page sales manual
containing complete descriptions of
the 287 local programs currently
being telecast by the 12 TV sta-
tions represented by Petry. Also
included are market data sheets
and coverage maps of the stations,
program pictures and success
stories.

The book is prepared in looseleaf
form =0 the salesman can leave
with the advertiser or agency the
pages on any station or program as
“tangible, factual, sales-conducive
reminders of each station’s avail-
abilities” (to quote from the
manual).

Publication of the sales manual
is the fourth step in a long-range
program to improve, expand and
standardize all sales service ma-
terial of the company’s TV divi-
sion. First step, made last Sep-
tember, was a survey of Kkey
timebuyers to determine what kind
of material they wanted from TV
station representatives, the form
in which they wanted it and the
preferred method of delivery.
Next, facts about each station were
collected and published as stand-
ardized single-page station market
data sheets. Third, program in-
formation was gathered and pro-
cessed along the lines indicated as
preferred by the buyers. Finally,
all this information was collected
in the manual, which will be kept
up-to-date by a weekly bulletin,
“TV News in Review.”

WAAM SEMINAR
102 Students Register

REGISTRATION of 102 students
for the first annual Regional Tele-
vision Seminar, held in Baltimore
last Friday and Saturday, was an-
nounced late last week by WAAM
(TV) Baltimore. The students
represent 18 colleges and univer-
sities from Pennsylvania to North
Carolina. The educational insti-
tutions are co-sponsoring the pro-.
ject with WAAM [BROADCASTING @
TELECASTING, Feb. 5].

Four of the major addresses at
the seminar were slated to be tele-
cast. WAAM reported it had
cleared time for talks by rep-
resentatives of three networks and
one leading advertising agency.

Seminar officials said time had
been cleared for addresses by
Charles Underhill, general man-
ager, CBS-TV; William I. Kauf-
man, casting director, NBC-TV;
Robert Saudek, vice president,
ABC, and a script editor from
BBDO.

Titled “Career Opportunities in
Television,” the seminar was to
conclude with a summing-up ses-
sion in which students, educators
and broadcasters reviewed results
of the meetings and the outlook for
careers in TV. All meetings were
held at the WAAM building.

Hllccasting ® BROADCASTING

LOUIS HAUSMAN, v. p. in charge of CBS promotion; Milton Dammann,
chairman of board, American Safety Razor Corp.; Robert Q. Lewis, star, Silver
Star Blade-sponsored The Show Goes On, end Victor Strite, v. p. in charge of
sales for the razor corp., celebrate renewal of show on 40 CBS-TV stations.

FINAL negotiations for renewal of Hoffman Hayride on KGO-TV Sen Fran-
cisco are set by (I to r) Gayle V. Grubb, general manager, KGO-AM-TV;
Walter Epstein, general manager, Hoffman Sales Corp.; Robert Selby, vice
president, Walter McCreery Inc., agency representing Hoffman in San Fran-
cisco, and Dude Martin, program star.

% . LSBT i o
HERMAN MERGARD Jr., owner of bowling alley chain, takes sponsorship of
WCPO-TV Cincinnati’'s Midday Merry-Go-Round. L to r: Wilfred Guenther
and David Brown, pres. and v. p., respectively, Guenther, Brown & Berne Inc.,
agency; ‘‘Big Jim’’ Stacy, program m.c.; John Patrick Smith, WCPO-TV
representative, and Mr. Mergard.

GOING OVER detailed plans for sale of Bing Crosby Enterprises’ filmed TV
products are, seated (I to r) Everett Crosby, firm president, and Edward Petry,
president of Edward Petry & Co. Standing are Charles B. Brown, TV sales
director, Crosby Enterprises; Tom Dawson, mancgazr, TV Div., Petry Co.;
Richard J. Dorso, president, Century Artists Ltd., and executive v. p., United
Television Programs [Broapcasting ® TEeLEcAsTING, Jam. 22]; Basil Grillo,
sec.-treas., Crosby Enterprises, and Jerry King, head, Standard Radio Tran-
scriptions Services Inc., and UTP president.
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More than ever, television-wise
sponsors are giving TV news shows
their close scrutiny...then snapping
up the choice availabilities fast.
News today is a hot commodity!

ever...

Ever consider TV news for your
product? The best in Alabama is on
WAFM-TV —twice daily: 12-12:15
p-m., Monday thru Friday; 11-11:15
p-m., Monday thru Saturday.

Alabama’s

Alabama’s finest news coverage is
combined with the world-wide films
of International News and Telenews
Productions, then edited especially
for Alabama viewers.

best

Best is just one way to describe
these fifteen-minute newscasts (ten
minutes of film, five of local news by
a top local reporter). They're com-
plete, accurate, up-to-the-minute.

TV news

TV news in Birmingham is good
news for you. Because Birmingham
is loaded with new industry...and
booming with new industry’s fat
payrolls and heavy spending.

buy

Buy time on these TV news shows
for your product and you'll have a
headliner on your hands in no time
at all. For complete details, get in
touch with Radio Sales, or

WAFM-TV

“TELEVISION ALABAMA”
Live Camera - CBS in Birmingham
Represented by Radio Sales
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lore than FREEDOM TO VIEW

Choice Limited,
Hennock Says

DECLARING that people have no freedom to choose what they want to
view, Comr. Frieda B. Hennock last week lamented the fact that there is

“only the choice of viewing what is offered or turning off . . .

seeing nothing at all.”

Comr. Hennock, guest of honor at
a dinner of the Philadelphia Adult
Educational Council last Thursday
when she received a special award
for her espousal of the educational
cause in radio and television
[BROADCASTING @ TELECASTING,
Feb. 12], went on to cite educa-
tional stations as the answer to
this problem.

“The establishment of educa-
tional television stations will, in
effect, be giving the public an
alternative—their long delayed
freedom of choice,” she said.

Comr. Hennock described TV
as “perhaps the ultimate mass
medium of communications. It is
a synthesis of radio, the press and
the film; it is superior to each and
all of them.”

She cited the “great” effect of
video upon the culture and mores
of our society and, labelling the
medium “the educators” challenge,
maintained “we must work with
television and not in competition
with it.”

Some crities of the plan for re-
servation of TV channels for edu-
cational station use have main-
tained that education has operated
“well-enough without television’s
benefits,” Comr. Hennock asserted.
She continued:

To answer this we need only to
examine the history of our country.
Through education we have developed
the world’s greatest democracy. This
democracy has in turn helped to de-
velop the greatest and most produc-
tive forms of industry. This indus-
trial structure has created television.
To complete the eycle, television must

THAWING FREEZE
Far Away Places Get TV

FROZEN TV areas—those too far
away from a station to receive
signals—may be thawed out con-
siderably when and if a commun-
ity TV aerial system produced by
Jerrold Electronics Corp., Phil-
adelphia, comes into general use.

At Lansford, Pa., a Jerrold 85
foot tower was installed at the top
of a mountain and the boosted sig-
nal carried by wire to individual
homes, piping in reception from
three Philadelphia stations more
than 70 miles away. The system was
originally designed for apartment
houses. Some think it will soon
be possible to insert a local com-
mercial from a local control room
by breaking into a distant station’s
commercial time.

President Milton Shapp said
that TV stations could more than
double their coverage areas if—
and it’s a big if—materials for
building the systems do not become
impossible to obtain. Jerrold of-
ficials estimate that the systems
can be supplied for the next six
months.

sets and

*
now be utilized to expand and vitalize
education.

Comr Hennock praised the far-
sightedness of the Philadelphia
Board of Education and the “pub-
lic-spirited cooperation” of three
local stations— WPTZ (TV),
WCAU-TV and WFIL-TV—for set-
ting up “a working model” of how
video can be used for educational
purposes. Although she conceded
these programs to be “a shining
example,” Comr. Hennock never-
theless said it was necessary for
educators to have their own “in-
dependent stations, controlled and
operated by educators” in order to
realize the “full educational po-
tential” of the medium.

“Education is too important to
be handled on a half-way basis.
Commercial broadcasters, no mat-
ter how cooperative and willing,
cannot devote sufficient time to
meet . . . educational needs.”

TV COSTS DOWN

Dannenbaum Cites Rates

TELEVISION circulation costs
and per-impression rates are going
downward, not upward, according
to Alexander W. Dannenbaum Jr.,

commercial manager of WPTZ
(TV) Philadelphia.

Disagreeing with claims that
TV is “too ex-

pensive,” Mr.

Dannenbaum re-
minded that the
medium is not
charged with fail-
ing to deliver an
adequate return
for monies in-
vested.

Referring to an
article titled
“Runaway Costs.”
in the Jan. 22 BROADCASTING
TELECASTING, in which a discussion
at the Television Assn. of Phil-
adelphia meeting was reviewed,
Mr. Dannenbaum said a paragraph
in the story did not properly rep-
resent his position. The paragraph
quoted him as saying during in-
formal debate that TV is merely
trying to get back some of its
original investment.

His position, Mr. Dannenbaum
said, was that TV is delivering a
high return per dollar invested.
Referring to “an incipient crusade
by some timebuyers to establish
the premise that television rates
are too high,” he said, there have
appeared “seeds of fact concerning
the ability of advertisers to afford
the costs” but these ‘“become lost
in charges that the rates are not
realistic and not worth the price
asked.

“It is my belief that most people,
when they speak of advertisers

Mr. Dannenbaum

Telecasting ® BROADCASTI?]
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WALTER WINCHELL is present
the second annual Champion Spor!
man of the Year Award for his unt!
ing efforts on behalf of the Dam
Runyon Cancer Fund and for his cc
tributions to all humanity. L to
Frank Stranahan, of the Champi
Spark Plug Co., which originated t
award last year; Harry Wismer, Al
sports director, and Mr. Winche
Award was presented on Mr. Winc
ell’s ABC program Feb. 11.

being unable to afford increas
rates, are arguing not that t
rates are too high for the adw
tising delivered but that the budg!
of some given advertiser cani
afford the cost of a specific type
program he may desire,” )
Dannenbaum said. “In my opinis
the answer rests in the adv.
tiser’s TV purchases being tailo:
to meet the size of his budget.
“The responsibility for findi
more ways of adjusting the te
vision advertising dollars re
with the advertisers, agencies, n
works and stations alike. Ma
steps in this direction have alrea
been taken. Prime examples :
the Kate Smith participation tj
of sponsorship and the Saturc
Night Revue approach. Still m
recent arrangements are the p«
cies being followed by Pet M:
Norge and Motorola on the N
Wednesday 8-9 p.m. program. H
each advertiser sponsors a shj
every third week. The two we
he is off the air he receives an id
tification of his sponsorship on
other sponsors’ shows.
“Television is the most force
selling tool yet devised. But I
not forget that it’s a new tool w
new uses and new applicatic
It’s up to all of us to find and
them. i
“Rather than criticize televis
costs per se, let’s look at televis |
in respect to what it delivers
dollar invested. This is the
vertiser’s approach to any ot?!
medium; why not television?
in television honestly believe t |
the present rates are justified. /
we believe we always will be a!
to justify our rates.”

Jurien Hoekstra \

JURIEN HOEKSTRA, 57, conc:
singer, actor and at one time w !
KMOX St. Louis as public relati
director, died Feb. 12 at his ¢
in Kalamazoo. Mr. Hoekstra |
just returned from a trip to org |
ize March of Dimes campaigns
Baltimore and other cities.

|




WOC-TV Sells! It is now pulling more than 1,000 proofs of purchase a month “
(4,698 in January) for a cracker concern using a l4-hour local live show a week! !

WOC-TV Selis! It enabled an auto dealer, sponsoring a weekly wrestling film, to !

move into third place last summer—and the dealer’s car is an independent make NOT o
i
b in the low price field! Ll

.. WOC-TV Sells! It helped a potato chip maker, using two one-minute live announce- )

ments a week, increase his sales 4009, a week.

WOC-TV Sells! And it has a host of success stories like the above to prove it sells! o f

If you want sales in the rich Quint-City market, you want WOC-TV! Get the facts from i //
your nearest F & P office—or from WOC-TV direct. ' =

%

WOC-TV, Channel 5 Free & Peters, Inc. /

/
Davenport, lowa Exclusive National Representatives / /

B. J. Palmer, President
Ernest C. Sanders, Resident Manager
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YESTERDAY
and
TODAY

Central Indiana

WEBM-TV

I:JMM g !' N {4

Yesterday .. ..

On May 30, 1949 there
were 2500 Sets in WFBM-
TV’s coverage area.

Today
there are

Sets in use
in WFBM-TV's
coverage area

In planning your TV cov-
erage remember to TAKE
A CLOSE LOOK at the
Central Indiana Market—
COMPLETELY COV-
ERED by WFBM-TV.

Represented nationally by
The Katz Agency Inc.

Wi
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MORE network TV time was aired
during the Pulse survey week in
January 1951 than in December
1950, Multipulse program trends
indicate. Most of the increase went
to comedy-variety, musical-variety
and interview programs.

In the order of average ratings,
the 10 top-ranking program types
for January were:

Boxing (including Louis-Beshore fight) 26.0
Westerns & Serials 19.6
Talent Programs 16.9
Drama & Mystery 16.8
Pres. Truman (all nets combined) 15.9
Comedy Situation 15.1
Comedy Variety 13.3
Musical Variety 13.3
Children Shows 11.3
News - 11.2

Comedy-variety shows lead the
listing of Multipulse programs by
types in the period Jan. 2-8. Top
10 types follows:

#Va Avg

Hrs. Rtg.
Comedy-Variety 133 13.3
Children Shows 97 11.3
Drama & Mystery 72 16.8
Quiz-Audience Participation 67 10.3
Women’s Interest 60 59
Musical Variety 40 13.3
Interviews 26 7.7
Comedy Situation 20 15.1
Wrestling 18 8.8
Basketball 18 9.0

O

‘Star Theatre’ Tops
Nielsen Report-

NATIONAL Nielsen ratings of
television programs for the two
weeks ending Dec. 23 show Texaco
Star Theatre in first place. Your
Show of Shows was in second place

e

in number of homes reached. Com-
plete list follows:
HOMES REACHED IN TOTAL U. S.

Homes 7 4 m. to 11 p.m. Sunday, $100; |
Rank Program (000) p i
1 Texaco Star Theatre 5,475 Class B, 4:59 p-m. to 6‘:59 p-m. |
g g:ow oi ?}'\ows ((%ras!ey) - g,;gg Monday through Friday, sign-on to !
ow o oWS articipation i . = ] |
4 Toast of the Towh - 707 1 p.m. Sunday, sign-on to 6:59 p.m. |
5 :hllcod TthPlayhouse ggg; Saturday, and 11 p.m. to sign-off |
6 ireside eatre B .
7 Show of Shows (Snowcrop) 3,521 Sunday through Saturday, $80;
8 You Bet Your Life 3,253 (Class C, $50
9 Martin Kane, Private Eye 3,216 o
10 Stop the Music (Lorillard) 3,067 ’! i
% OF TV HOMES REACHED Amerlcan Research ‘
IN PROGRAM STATION AREAS v Repoﬂ‘s anuary R(ﬂ'ings ;
omes
ank Texuromg:::“Theuire (%) LATEST report on televiewing by |
2 Fireside Theatre . 491 American Research Bureau shows |
i ?2::‘; :{ fé‘:“{.i“(,';""""’“'i“g) 452 Texaco Star Theatre as the leading |
5  Show of Shows (Crosley) 413 program in January. ARB reports |
6 Robert Montgomery Presents 40.6 = 3 i
7 Bhiles TV Playhiucs 396 the s}}oyv was seen in an _es}:lmated |
8  Show of Shows (Snowcrop) 38.6 7.6 million homes by 25 million per- |
9 ér;lhur Gpdfrely’; Scouts g;; sons _
10 illette Cavalcade . o . |
(Copyright 1951 by A. C. NIELSEN CO.) ARB TV-Nationals were reported 5

New Time Rates

Network Programming Trends ‘
Reported by Pulse

|
|
(Report 151) |
§
|
I

or slides, on a one-time basis, run |
as follows: Class A, 6:59 p.m. to !
11 p.m., Monday through Saturday; | '

for January as follows:
RANKING BY POPULARITY RATING

1. Star Theatre 57’;;
” 2. Cavalcade of Sports i
Announced by WNS'TV 3. Comedy Hour ggg
9 4. Talent Scouts . |
WBNS-TV Columbus, Ohio, an- 5. Fireside Theatre 520 ¢
nounces a new evening one-hour, ;'- (Y;:z';r:’w: ;fs SF':?e‘:;s g“,-g ‘
one-time rate of $450, effective wi‘fh 8. Philco ;lu\!house 488 |
its new Rate Card No. 3, now in 13' greufle‘s' :,:gh's ﬁ;
effect. It lists Class B time, 5-7 i ";!I:N‘I’(INHG“BY wanes reacuio | B
p.m., Monday through Friday; (Add 000)
sign-on to 1 p.m. Sunday; sign-on é"”. Lheudre 2"5’28
ome our o
to 7 p.m. Saturday and 11 p.m. to  coUiClde of Sports 5450
sign-off Sunday through Saturday, Your Show of Shows 4,950
as $337.50 an hour; Class C, all Gdfrey & His Friends P
other hours is now $225, on a one-  Greucho Marx 4,660
time rate CGreatest Fights 4,408
N . Talent Scouts 4,25
Announcement rates, either film  Fireside Treatre 4,100
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City Cutlets On Air Sets in Area City Qutlets On Air Sets in Area
Albuquerque KCB-TV 7,000 Louisville WAVE-TV, WHAS-TV 78,553 (
Ames WOI-TV 42,006 Memphis WMCT 75,117
Atlonta WAGA-TV, WSB-TV 91,225 Miami WTVJ 52,500
Baltimore WAAM, WBAL-TV, WMAR-TV 264,865 Milwaukee WTMI-TV 212,880
Binghamton WNBF-TV 32,700 Minn.-St. Paul KSTP-TV, WTCN-TV 238,200
Birmingham WAFM-TV, WBRC-TV 36,000 Nashville WSM-TV 23,040
Bloomington WTTV 13,800 New Haven WNHC-TV 136,500
Boston WBZ-TV, WNAC-TV 650,000 New Orleans WDSU-TV 47,179
Buffalo WBEN-TV 181,957 New York WABD, WCBS-TV, WJZ-TV, WNBT
Chgrlo”e WBTV 56,631 777 WOR-TV, WPIX 2,150,000
Chicago WEBKB, WENR-TV, WGN-TV, WNBQ 815,471 Newark WATV Inc. in N. Y. Estimate’
Cincinnati WCPC-TV, WKRC-TV, WLWT 50,000 Norfolk WTAR-TV 56,783
Cleveland WEWS, WNBK, WXEL 422,503 Oklahoma City WKY-TV 73,370
Columbus WBNS5-TV, WLWC, WTVN 132,000 Omaha KMTV, WOW-TV 64,019
Dallas, Philadelphia WCAU-TV, WFIL-TV, WPTZ 784,000

Ft. Worth KRLD-TV, WFAA-TV, WBAP-TV 105,319 Phoenix KPHO-TV 30,150
Davenport ~~ WOC-TV 44,668 Pittsburgh WDTV 212,000

Quad Cities Include Davenport, Moline, Rock Ise., E. Moline Providence WJIAR-TV 105,355

Dayton WHIO-TV, WLWD 170,00¢ Richmond WTVR 62,867 '
De_'roif WIBK-TV, WWJ-TV, WXYZ-TV 405,000 Rochester WHAM-TV 73,375 |
Erie wicu 46,230 Rock Island WHBF-TV i
F:. Worth- Quad Cities Include Davenport, Moline, Rock Ise., E. Moline )

Dallas . WBAP-TV, KRLD-TV, WFAA-TV 105,319 Salt Lake City KDYL-TV, KSL-TV 7,500 1
Grand Rapids San Antonio KEYL, WOAI-TV 40,124

Kalaomazoo ~ WLAV-TV 107,297 San Diego KFMB-TV 81,000
Greensboro WFMY-TV 49,812 San Francisco KGO-TV, KPIX, KRON-TV 143,406 |
Houston KPRC-TV 65,238 Schenectady WRGB 139,600 ;
Huntington Albany-Troy

Charleston WSAV-TV 35,250 Seattle KING-TV 68,200
Indianapolis WFBM-TV 120,000 S:. Louis KSD-TV 254,000
Jacksonville WMBR-TV 27,000 Syracuse WHEN, WSYR-TV 101,405
Johnstown WIAC-TV 68,125 Toledo WSPD-TV 120,000
Kalamazoo- Tulsa KCeTv 61,085
Grand Rapids WKZO-TV 120,269 Utica-Rome WKTV 6,000 i
Kansas City WDAF-TV 100,600 Washington WMAL-TV, WNBW, WTOP-TV, WTTG 219,760 |
Lonraster WGAL-TV 80,553 Wilmington WDEL-TV 57,757 11
Lansing WIIM-TV 42,500
Los Angeles KECA-TV, KFI-TV, KLAC-TV, KNBH,

KTLA, KTSL, KTTV 877,421

Markets on Air 63

Stations on Air 107

Estimated Sets in Use 10,959,400
Ed: fors Note: Totals for each market represent estimated sets within televiewing area. Where coverage areas overlap set counts may be

parially duplicated.
and manufacturers.
necessarily approximate.

Sources of set esiimates are based on data from deolers, dlsmbutors ™ Clrcu'uhon committees,

electric companies |

Since many are compiled monthly, some may r in

Total sets in all areas is

ive ies.
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‘The CLIENT with « SOLE. JER

fe and good

Business

| P~ .i Sense, too

Sunday Evening February 18th marks the 171st consecutive
time that the Century Shoe Repairing spot has flashed on
WMAR-TV’s Channel 2 just before Ed Sullivan’s much loved
“Toast of the Town.” That the Century people are pleased

) with their spot is self-evident.

Spot business is good business—premium time guaranteed
. by contract. Within the range of any budget, the client makes

quite sure his message reaches and stays with a vast audience.

Century Shoe Advertising is placed on WMAR-TV by Dundon &
Rosenbush Company

WMAR-TV

CHANNEL 2 % BALTIMORE, MD.

Represented by THE KATZ AGENCY, INC. NEw YORK e DETROIT e KANSAS CITY e SAN FRANCISCO

CHICAGO @ ATLANTA o DALLAS @ LOS ANGELES % TELEVISION AFFILIATE OF THE COLUMBIA BROADCASTING SYSTEM
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They're buying
a new product

The show is sponsored by a new brand of .
toothpaste. And tomorrow, the housewife

will Le asking her druggist for it. So will
thousands like her. We know. We planned

it that way.

Radio Sales TV analyzed this advertiser’s
sales and distribution problems in a major
metropolitan market. Recommended a
homey, live-talent show on the Radio Sales-
represented TV station. A show built to hit

home with children and adults alike.

So well did we fill the bill for this sponsor
that he wrote, “We have had phenomenal
success with the sale of the toothpaste. In
checking drug stores, we have found many
instances in which customers asked for the

toothpaste ‘mentioned on the program.””

By getting an early start in television...
by getting to know the medium from every
angle, Radio Sales TV has learned all the
ins and outs of selling all kinds of products

...yours included. As you will see when

Radio Sales

Radio and Television Stations
Representative ...CBS

you call..

Representing WCBS-TV. New York; WCAU-TV. Philadelphia;
KTSL, Los Angeles; WTOP-TV. Washington; WBTV, Charlotte;
KSL-TV, Salt Lake City; WAFM-TV, Birmingham; CPN and
the leading (the CBS) radio station in 13 major markets,
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APPROXIMATELY ONE HALF
OF THE MORE THAN 70,000

TELEVISION SETS IN THE MEMPHIS

AREA TUNED IN DA YTIME!

SETS-IN-USE SURVEY CONDUCTED BY
INDEPENDENT MARKET RESEARCH FIRM

The resules of a television own-
ership survey conducted among
Memphis television set owners
by the Psychological Service
Center have just been released
(the Psychological Service Cen-
ter is a survey and research
organization directed by W. R.
Atkinson, Ph.D.).

The findings of this study
prove conclusively that ap-
proximately 50% of WMCT's
more than 70,000 television
homes have their sets tuned
in between 12:00 Noon and
6:00 p. m.

The survey employed the usual
coincidental manner. Telephone
calls to set owners were sched-
uled on a half-hour basis, and
the results carefully tabulated.
Between December 4 and De-
cember 10, 1950, the survey
compiled 3,840 interviews dur-
ing the hours of 12:00 noon to
6:00 p. m. The following high
percentages for half-hour lis-
tenership are significant: 52%
high Monday through Fri-
day, 62% for Saturday, and
79% for Sunday. The survey
establishes the following
averages:

‘i 38.3% of the more than 70,000
« television sefs in this area were
2:60 noon to 6:00 in the
Monday through Friday.

in use from 1
afternoon . . .

41.6% of these 70,000 sets were
. in use on Saturday afternoon.

53.25% of these 70,000 sets
« were in use Sunday afternoon.

1224222222222 222222222222 2
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Here iy an assured andience of
tremendous proportions, which
you can reach in the daytime.
In Memphis, this takes on extra
importance for you, in that this
television andience is unbroken.
WMCT is the only television
station in the Memphis market
area—the onc and only station
telecasting to the entire Mem-
phis area.

A Sales Demonstration in these
Memphis homes atonly $.0015 each *

This survey proves that you can
show your product to an as-
sured audience in the Memphis
market area at a cost of $.0015
(fifteen one-hundredths of a
cent) per home. In other words,
you could make 648 such sales
demonstrations for only $1.00.

Day and night, here is the entire
television audience in Mempbhis
and the Mid-South, ready to re-
ceive your sales message. May
we suggest that you call or wire
your nearest Branham office for
availabilities. They're going fast!

To sell Memphis
you need the
undivided audience n

% Based on the
W MCT one
minute class”'C"”
weekday rate.

Mem" h|s ONI.Y
TV Station

T wme wm:r WMCY
National Representatives

The Branham Company
Quned and operated by
The Commercial Appeal
CHANNEL 4 o MEMPHIS
AFFILIATED WITH NBC
. Also affiliated with
CBS, ABC and DUMONT

‘ASSET OR LIABILITY*

‘Town Meeting’ Weighs TV as Teaching Tc

TELEVISION was variously de-
sceribed as the most powerful teach-
ing weapon ever created and as an
educational liability during debate
on the Town Meeting of the Air
program on ABC last Tuesday,
9-9:45 p.m.

Participants in the discussion
were Ralph W. Hardy, NAB
government relations director;
Charles A. Siepmann, head of com-
munications, New York U. School
of Education, and Telford Taylor,
counsel for Joint Committee for
Educational Television. Hurling
questions at the trio were Robert
J. Landry, editor of Space & Time,
and Edwin A. Falk, counsel for
Television Broadcasters Assn.

Program was under the auspices
of the National Assn. of Secondary
School Principals and was spon-
sored cooperatively. Topic was,
“Is Television an Asset or Liability
to Education,” with George V.
Denny as moderator.

On the premise that TV is “the
greatest teaching tool ever put in
the hands of man,” Mr. Hardy said
all of man’s creative genius is
needed to develop the medium’s

TV GHANNELS

Educator Wants to Share

EDUCATIONAL and commercial
television do not conflict, and can
live side-by-side as supplements, in
the opinion of Dr. Dallas W.
Smythe, an associate in the insti-
tute of communications research at
the U. of Illinois.

Dr. Smythe, who co-directed the
New York video study which based
an educational TV presentation to
the FCC in solicitation of educa-
tional channel allocations, spoke to
members of the Chicago Television
Council last Thursday.

“Despite contrary impressions in
the press, education wants to be
friends with commercial television,”
Dr. Smythe said, decrying “the
popular intellectual prejudice
against television.” Pointing out
that educational and commercial
telecasting need not be competitive,
the speaker suggested the two fac-
tions are supplementary in nature.

Regarding sources of income for
educational institutions which want
to support a TV station, he said
“sources other than advertising
could be tapped. These might in-
clude foundations, tax support or
contributions.”

Outlining highlights of the recent
New York study, in which Dr.
Smythe and his colleagues checked
programming on all seven stations
from sign-on to sign-off for a week,
the speaker concluded that commer-
cial and educational telecasters can
work together “in terms of program
ideas, experimenting with new
forms and program schedules” and
profiting mutually “by living to-
gether in the same community and
on the same bands.”

Telecasting ® BROADCASTING]|

potentialities. He placed this
sponsibility squarely on the '!
licensees, who are selected by 1
FCC. He termed Mr. Taylor’s !
quest for TV educational chann |
a great waste of facilities. .
The basic challenge, Mr. Har |
said, is to make the blessings {
knowledge and enlightenment av:
able to the largest number of pi|
ple. “I like to think of educat(!
worrying about their Hooper:|
ing,” he concluded. :

Says TV Price High

Mr. Siepmann, co-author of t}
FCC “Blue Book,” said he felt t |
price of TV is too high and claim |
it could not offer much that ﬁlr;
cannot offer. Time is not i}
portant, he felt. He put TV ‘|
on the list of priorities amor |
media of education.” TV, |
feared, “will compound radic
felonies” and “make us a nation
pzssive gapers.” He advocated tl
reserving of channels wholly dec
cated tc education.

Mr. Taylor said TV is a “tr
mendous potential asset to educ .
tion” but now offers very little ('
true educational value. He call¢
for development of education
programming, with improved ser
ice for children in after-scho
hours, better adult programs i
the evening and svnecial materi:
for farm areas and other group
Universities should operate st:
tions. he declared. H

Mr. Siepmann agreed with M
Falk that placine of the blame fo
some of TV’s weaknesses on th
medium was like blaming the prini
ing press “for all the trash pul!
lished.”

AT&T PROBE !
Postponed Until Aug. 2('

INVESTIGATION of AT&T rate
for interstate and foreign com
munications services has bea 'l
postponed until Aug. 20. In th
original order of Jan. 19 [Broap |
CASTING ® TELECASTING, Jan. 22]

AT&T and 22 Associated Bell com

panies -had been given until Marcl

23 to show why present rates%
should be held “unjust and un-,
reasonable” and why interim re

duction should not be orderec !
pending completion of the probe

Hearing was to start April 16.

In its order last Thursday, fc
which Acting Chairman Paul Ai
Walker and Comr. Freida B. Hen: j
nock dissented, the date for filing
answers by the telephone com-
panies was also extended to July“
16.

Investigation is seen as having!
little effect on radio and TV with
any possible reductions that
might materialize aceruing in long-'
distance message charges Rates
for intercity TV service are already i
in hearing and that proceedmg,;
was not consolidated in the gen-
eral hearing.




WBAL-TV
TOPS

"IN TV AUDIENCE SURVEY

AMERICAN RESEARCH BUREAU SURVEY PROVES
VIEWERS IN BALTIMORE PREFER WBAL-TV~

| TOPS | TOPS

in over=all rating in total programs of the week
1

{ WBAL-TYV scored 16.4 against 13.3 for 6 out of 7 days .. .. daytime

I its nearest competitor. 4 out of 7 days . . . . nighttime

5 out of 7 days . . . . over=all

TOPS

Monday thru Friday —daytime It all adds up to this: The greater the
3 WBAL-TYV polled 7 out of 7 firsts in audience . . . the greater the potential
i highest rated daytime programs. market . . . the more reason to use

| WBAL-TYV in Baltimore.

T ° P s *While all stations were televising—Jan. 15, Quarierly Survey

. in number of 15 minute periods

: WBAL-TYV scored 145 firsts against 90 Ask Your Petry-TV Man
/ for its nearest competitor. «++ He’ll Tell You More

NBC CHANNEL 11
Affiliate B Baltimore, Md.
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Conservation Techniques
(Continued from page 57)

and still further savings may be
made, RCA said.

The new electrostatic picture
tube was described as fully com-
parable to present picture tubes
from the standpoint of perform-
ance, while eliminating the need
for a large external focusing mag-
net, the largest cobalt user in a
TV set. A new magnet structure
in the redesigned loudspeakers also
permits a substantial saving of
cobalt, RCA said.

Hold Quality Up

RCA’s conservation research,
authorities said, was designed to
maintain product quality by taking
advantage of new mnon-critical ma-
terials wherever possible.

Mr. Folsom said in a letter to
manufacturers:

I know you will join with us in
earnestly pursuing this conservation
program, not only fer the resulting
substantial savings in vital metals,
but also to demonstrate to our gov-
ernment officials the industry’s re-
sourcefulness in this time of emer-
gency. ‘

Only by doing everything possible
to help itself can the industry feel
morally justified in asking the help
of government agencies in supplying
sufficient critical materials to permit
continued production of peacetime
products which, in turn, enable us
to hold together our technical skills
and our trained workers until they
are needed to produce electronic
equipment for the military services.
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film report
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ALEXANDER FILM Co., Colorado
Springs, announces production of
film commercials for 10 sponsors,
including American Central Div. of
Aveo Mfg. Corp., through Ruth-
rauff & Ryan, Chicago; Apex Elec-
trical Mfg. Co., through Meldrum
& Fewsmith, Cleveland; Culligan
Zeolite Co.; The Hoover Co.; Kai-
ser-Frazer Co.; Lennox Furnace
Co., through Henri, Hurst & Mec-
Donald, Chicago; Philco Corp.,
through Julian G. Pollock Co., Phil-
adelphia; Seiberling Rubber Co,
through Meldrum & Fewsmith,
Cleveland; Seven-Up Co., through
J. Walter Thompson Co., St. Louis,
and Union Pacific Railroad, through
Caples Co., Omaha.

THE AMERICAN JEWISH Com-
mittee has produced three animated
ballad cartoon films especially for
television and is making them
available free of charge for use
during Brotherhood Week, Feb. 18-
25.

RADL-GODAL-HOFFMAN AS-
SOC., New York, is a new pro-
duction firm, specializing in ani-
mated cartoon films for TV. Of-

nothing but smiles
under our umbrella!

HUSKEGDN

NOW — 107,297 SETS

LAV-TV

CHANNEL 7 — GRAND RAPIDS
LIVE — INTERCONNECTED

Represented by John Pearson
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fices are in the Hotel Sulgrave,
67th St. and Park Ave. Firm is
composed of Dr. Otto Peter Radl,
motion picture photographer, pro-
ducer and director; Eric Godal,
cartoonist and artist, and Richard
H. Hoffman, radio commentator
and publicist.

TELEVISION ARTS PRODUC-
TIONS has moved from Berkeley,
Calif., to 1505 Kingsley, Hollywood.
J. T. Ward is president and Alex-
ander Anderson is production man-
ager. Firm is currently engaged
in doing animation work for
JERRY FAIRBANKS PRODUC-
TIONS’ TV film series, Crusader
Rabbitt, '

RELIGIOUS GROUPS

Two Signed by ABC-TV

TWO RELIGIOUS groups last
week signed as sponsors with ABC-
TV.

America for Christ Ine. (non-
profit organization under guidance
of the Methodist Church) will spon-
sor The Circuit Rider, 11-11:30
p-m., Monday, starting March 5.
Agency is Turner & Dyson Inc.,
New York. Lutheran’s Laymen
League will sponsor Bringing
Christ to the Nation, one time, 4-
4:30 p.m., Feb. 25. Agency is
Gotham Adv. Co., New York.

SWG ISSUES
Picture Strike Averted

THREATENED Screen Writers
Guild strike against the major
motion picture studios on television
and other issues [BROADCASTING @
TELECASTING, Deec. 18, 1950] was
averted last week, when the
groups came to an agreement on
basic terms of a new collective
bargaining contract following two
weeks of intensive negotiations re-
opened early this month. Pre-
viously the 18-month discussions
between the two parties on a con-
tract to replace an extended one
which expired Feb. 15 ended in a
stalemate with SWG filing strike
intent Nov. 15, 1950.

The contract marks a victory for
the guild on the major issues of
television and separation of rights.
It provides for reopening of the
contract every two years on the
question of television, with a fur-
ther provision for reopening any
time the producers make offer con-
cerning TV to Screen Actors Guild
or Screen Directors Guild.

TBA Meeting Postponed

BOARD meeting of Television
Broadcasters Assn. was postponed
from last Thursday (Feb. 15) to
Feb. 27 when four directors re-
ported themselves unable to at-
tend last week’s session.

Telecasting ©®
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Telecasting Limite |

ONLY three Pacific Coast Leagu’
baseball clubs  will permit telecasf
ing of games this season. L¢!
Angeles team has granted right
on a limited basis, to KLAC-T'
Los Angeles. Hollywood Star
club is holding out for a $150,00
guarantee based on sliding attenc
ance figures and will permit n
telecasts unless attendance figur
hits 600,000 or more.

The Seattle baseball club i
working on arrangements to dupli
cate last season’s set-up of tele
casting Wednesday and Thursda
night games as well as Sunda
afternoon double-headers.

San Diego club tested on KFMB
TV last season and, according ¢
Bill Starr, club president, foun
TV satisfactory, but explains tha
station time is not available thi
year. San Franecisco and Oaklan: |
tried TV on a limited scale las .
season and blame the medium fo
poor gate attendance. Hence n
TV this year. Sacramento am
Portland location of other PCI
teams, have no TV outlet.

Eastside Beer Sponsors

KLAC-TV for $40,000 acquiret
TV rights to 87 Los Angeles Angel:
home games and a contract wa;
expected to be signed this pas
weekend with the Los Angele
Brewing Co. (Eastside beer) t
sponsor the series at a similal
figure, plus station time and facili
ties. Beer company has firs
refusal. !

Under the contract, only daj;
games will be completely televised
with Friday night contests elimi
nated because KLAC-TV has priol
commitments. KLAC-TV will start
telecasting night games at 9 p.m.
45 minutes after regular starting
time of 8:15 p.m. Television rights
last season went to KFI-TV for
$25,000. :

Eastside beer, it is understood, |
would also like to sponsor the
Hollywood Stars games but shied-
off because of the price.

‘Show of Shows’ Sponsor

SWIFT & Co., Chicago, has bought |
the 9-9:30 p.m. CT portion of Show
of Shows on NBC-TV starting
March 10 for 18 weeks, through J.
Walter Thompson, also Chicago.
The company’s current contract for
two participations weekly in the
Jack Carter Show ends March 3.
Meats and other Swift products |
will be advertised on the full, live
and cable NBC-TV network lineup.

New TV Series

PHILBIN - BERGMANN Produe-
tions, New York, announces a new
half-hour television series, Meet Me
at the Waldorf, to originate in the
Peacock Lounge of New York’s ‘
Waldorf-Astoria, available in 15-
minute or half-hour segments, Mon-
day-Friday.
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television transmitting equipment

-

Wherever you wish eyes and ears to extend beyond their ° ' YEAR ALLEN B. DU MONT LABORATORIES, INC

physical range . . . wherever you wish to have
many eyes see a.closeup A whether‘ in color or in black-and- A‘S“PlONEER' ~ TELEVISION TRANSMITTER DIVISION
white TV — Du Mont equipment assures you of the : ) 3
finest in precise, dependable, economical performance. *_ B e CLIFTON, N. ).
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and different in

Something new
the way of television programs now
comes to the KPIX screens with the
inauguration of KMA 438,

Specifically designed to inform
and educate the public in the work-
ings of the San Francisco Police
Department, the fifteen minute pro-
gram is handled by Inspectors John
Kane and Ed Comber.

KMA 438—the radio call letters
of the S. F. Police Department
— brings viewers behind-the-scene
glimpses of all divisions' of the Po-
lice Department, and includes over-
all administration, the Patrol Force,
Inspectors’ Bureau, crime investiga-
tions, burglary and robbery details.

. Emphasis is also given to crime
investigations of general interest to
the public, with guest interviews,
maps, charts and special exhibits,
further supplementing the discus-
sions.

The unique program feature, in
which KPIX works in close cooper-
ation with the San Francisco Police
Department, is the result of the in-
creased interest in the “Wanted and
Missing Persons” series, which has
been seen on the station since Jan-
uary of 1949,

CAMPUS TIME
‘Campus Time’',
on KSFO's

a regular feature
“Take It Easy Time" is
gaining in popularity throughout
the area. Three nights a week,
emcee Glenn Hurlburt, salutes the
greek lettered organizations of sur-
rounding universities and colleges,
with background stories and musi-
cal requests. Mail response to the
campus feature further attests to
its overwhelming popularity with
KSFO listeners.

AD AIRINGS

Faye Stewart has recently added
a new link to her KSFO-KPIX air-
ing schedules, with the introduc-
tion of “Mr. Cook” . seen weekly
on KPIX for the Pioneer Appliance
Co. Each week Faye plans and pre-
pares meals for the audible but in-
visible “Mr. Cook”—the universal
man—who delights in doing the
cooking for himself.
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SECURIT

Internal Problems Under Study;
Broadcasters Mull Implications
THE NATION’s internal security jigsaw puzzle was being

pieced to-

gether on several fronts last week, although broadcasters could detect
few immediate practical applications within the radio and television

industry.

(1) The newly-created Senate
Judiciary Subcommittee on Un-
American Activities, which pre-
pared to probe enforcement of the
Subversive Activities Control Act.

(2) The House Un-American
Activities Committee, which hint-
ed that it may re-inquire into
Communist influence in the enter-
tainment field.

(3) The Nimitz Commission on
Internal Security, which last Mon-
day was ‘“inducted” by President
Truman to look into security and
individual rights without “witch-
hunting.” ‘

(4) The Subversive Activities
Control Board, with the Chief Ex-
ecutive sending to Congress formal
nominations of members now serv-
ing under recess appointments.

Out of the maze of developments
on the governmental level came only
an indication that the Communist
issue in radio-TV may be broached
inadvertently during the course of
possible hearings on entertainment
talent in general.

Fresh Expense Fund

Authorities at the House Un-
American Activities Committee,
newly armed with a fresh $200,000
expense fund, said last week that
no probe is contemplated for the
industry specifically, although it is
conceivable that the issue may arise
in individual cases.

Authorities declined comment, in
view of controversy within the
radio-TV industry the past year, on
whether the issue had arisen in any
correspondence between broadcast-
ers and the committee. Previous
committee reports had served in

COLOR TUBE
Also Receives Black and White

A TV manufacturer and a uni-
versity professor announced last
week that they have developed a
color television tube which can
replace the black-and-white tube
in any present set.

The researchers are Kugene
Singer, the manufacturer, and Dr.
Irving Rehman, X-ray expert and
anatomist in the U. of Southern
California School of Medicine.

The professor said that his tube
will receive either colorcasts or
black-and-white telecasts.

Dr. Rehman said the tube uses
the color transmission method of
CBS but that it also is adaptable
to RCA’s system. '

In the Rehman-Singer plan, a
color phosphor disc rotates within
the vacuum of the tube. The col-
ored image 1is created -electron-
ically within the tube on the disc
and then is projected by lens onto
the TV screen. The scientist added
that there is no limit to plctule
size.

The Communist issue cut across many areas embracing:

*
part as the basis for Red Channels,
a controversial booklet which
stirred protests within the indus-
try by naming radio-TV enter-
tainers allegedly affiliated with
subversive organizations.

The entertainment probe orig-
inally was proposed by Rep. Fran-
cis Walter (D-Pa.), committee
member, who has promised a thor-
ough airing and stated that it
will inevitably” lead to protracted
hearings on Hollywood entertain-
ers.

At present the Senate subcom-
mittee has no plans for a probe
beyond those involving the Insti-
tute of Pacific Relations and a pos-
sible followup to Communist-in-
government charges by Sen. Jos-
eph MecCarthy (R-Wis.).

COLOR TV PROBE

Hill Group Postpones

AN AMBER light has been given
the color television probe by the
Senate Select Small Business Com-
mittee, it was learned last week.

The cautious approach is being
taken because of court proceedings
still in progress and because of the
stir created in the broadcasting in-
dustry, authorities have disclosed.
RCA, it is understood, has com-
plained privately to committee
staff members that the committee’s
review summary released last
month [BROADCASTING ® TELECAST-
ING, Jan. 22] in effect justifies the
FCC decision on color, even though
that decision now is a matter of
legal contention [CLOSED CIRCUIT,
Feb. 12].

It is understood further that
staff members, conveying their at-
titude to Senators on the commit-
tee, have wanted to let the issue
drop because of the “hornets nest,”
which they felt had been poked up
in the industry as a result of the
report.

Wait for Court

At a closed session Feb. 9, Sen-
ators agreed to shelve the color
issue at least until the court makes
its final determination. There is
speculation that the U. S. Supreme
Court may act not later than
spring [BROADCASTING ® TELE-
CASTING, Feb. 12].

Meanwhile, it was revealed that
Sen. Ed C. Johnson (D-Col.),
chairman of the Senate Interstate
& Foreign Commerce Committee,
has been in touch with the small
business unit, which is headed by
Sen. John Sparkman (D-Ala.).
Sen. Johnson turned over his cor-
respondence with FCC and CBS
which had been made public last
fall [ BROADCASTING © TELECASTING,
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DOROTHY DOAN (seated, 1), star ofi
the CBS-TV show Vanity Fair, ad-

mires a souvenir program designed by
WCAU-TV Philadelphia before ad-
dressing a dinner-meeting of The

Philadelphia Club of Advertising
Women last month at the Poor Rich-
ard Club. With her are (I to r) Gladys
Webster, WCAU-TV star and chair-
man of the meeting; Robert N.
Pryor, vice president of WCAU-TY,
and Alice Lynne Mooney, club pres-
ident.

FCC REVOKES

Amateur Station License |

AMATEUR operator and station %
licenses of John Mark Vandling
were revoked by FCC last week |
on grounds he participated last
fall in operation of an unlicensed
TV station at Williamsport which
picked up and rebroadcast pro-

grams from WFIL-TV Phila-
delphia. '
FCC indicated others involved

were the manager of a local elec- |
trical appliance distributor and the

proprietor of a radio service com- |
pany. The Commission reported |
the ‘‘illegal” station was located |
on a farm and that it was operated |
on Channel 2 during September, |
October and November, when it

was stopped. FCC said its investi-

gation showed the station had been °
built in order to “bring television

to Wllhamsport” and to sell TV

receivers,

FCC stated it learned 30 sets |
had been sold with the “guarantee”
that programs would be supplied .
for five days of the week.

Mr. Vandling was given 15 days
in which to request a hearing and
should such a request be made, the’
revocation order would be held in
abeyance pendine disposition of |
that proceeding, FCC said.

Nov. 20, 13, 1950] at the insistence
of Pilot Radio Corp. and in the §
heat of the post-color decision con-
troversy.

It was said that these files are
the only material supplied the
Small Business Committee by Sen. |
Johnson, which bear directly on
controversial aspects of the color !
issue. \

Sen. Sparkman told the com- |
mittee members during the execu- |
tive session that the committee !
should “keep its eye” on color de-
velopments, but that no further
investigation or hearing would be
conducted. :
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another great new G-E
triode for FM and

TELEVISION

@ Has an output over one-third
higher than the famed GL-

9C24, its predecessor.

Plenty of output... Two GL-6039’s
will put out 25 kw in FM—10 kw in
television. Here’s sufficient final
power for medium-size transmitters
. . . or output to spare for the in-
termediate stage of large commer-
cial installations.

Low operating cost... The modest
5-v, 78-amp requirement of the
GL-6039’sfilament, slashes by three-
quarters the watts needed for Type
GL-9C24,itselfa pioneering FM-TV
triode with fine performance. Thor-
iated-tungsten construction,among
other filament features, cuts your
power bills materially.

Real v-h-f operation ..., 220 mc at

max plate input gives you full FM-
TV band coverage.

Easy to install , ., . The GL-6039
needs no neutralizing, when em-
ployed in a properly designed

® Requires 1,100 w less fila-
ment power, or a 75-percent
reduction.

grounded-grid amplifier circuit.
Features which help make the tube
so efficient, are its low lead induc-
tance, the fact that all outer metal
parts are silver-plated to cut r-f
losses, and the large terminal-con-
tact areas made possible by G-E
ring-seal design.

Sturdy, dependable ... Newest of a
family of modern G-E power tubes
for FM-TYV <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>