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A new Video Switching Panel,
type TC-39A shown above, has
Just been announced by General
Electric at Electronics Park.
This Panel is being acclaimed
for its simplicity, compactness
and low cost, the design being
especially adapted to the re-
quirements of the smaller tele-
vision stations.

The unit provides Video Pro-
gram Switching for 6 picture sig-
nals as well as separate selection
for preview monitoring, program
output and news. Additional fa-
cilities include remote control

for two stabilizing amplifiers,
two film projectors and two slide
projectors.

When used with the new
BC-15A Audio Switching Panel,
simultaneous or separate audio
and video switching is achieved.
This audio panel includes four
mixers—allowing as many as
seven inputs, a master gain con-
trol, VU meter, monitor selector
and monitor level control. The
audio panel may also be used to
extend the facilities of the more
comprehensive BC-11A Studio
Console.

LIMITING AMPLIFIERS
USED EXTENSIVELY

Nearly 500 AM stations
throughout the country are now
using G-E Limiting Amplifiers.
This moderately priced piece of
broadcasting equipment gets the
signal into fringe areas at a low
volume setting and automati-
cally minimizes the effect of in-
terfering signals and noise. The
G-E Limiting Amplifier helps
prevent aural distortion on TV
receivers, helps TV stations meet
competitive modulation levels.

Among the many satisfied sta-
tions now using the Limiting
Amplifieris Station KGON, Ore-
gon City, Ore. Chief engineer Ed
Saxe recently wrote, ‘“We made
a very careful survey of circuitry
and theory behind its operation
and after selection of two BA-5-A
models, found the amplifier per-
formed even better than antic-
ipated.”

After three years of operation,
Saxe found, “. . . the G-E Limit-
ing Amplifier delivers—even

without faithful checking—for |

periods as long as 9 months.”

J. H. Douglas

Mr. Douglas,
as representa-
tive of the
Southwestern
District for
G.E.’sElectron-
ics Department,
isresponsible for
the sale of prod-

5 VH. Douglas
ucts of the G.E. Transmitter Di-

vision in Arkansas, New Mexico,
Oklahoma and Texas. His head-

quarters are at the Dallas offices
of General Electric.

He has been with the company
sincegraduation from Iowa State
College in 1942. First in the test
department, he was later named
a radio electronic field engineer.
A native of Emerson, Iowa, Mr.
Douglas belongs to the I.R.E.
and the Dallas Electrie Club.
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BRINGING television for the first
time to Idaho and Nevada through
vhf grants to Boise and Reno, FCC
last week further pushed process-
ing of uncontested new-station ap-
plications and issued a dozen con-
struction permits—three vhf and
nine uhf.

Two uhf permits went to Pitts-
burgh, where the sole operating
outlet is WDTV (TV) on vhf Ch.
2, and another uhf permit went to
Buffalo, N.Y., where WBEN-TV
operates on vhf Ch. 4. Buffalo
earlier was given two uhf permits,
one commercial and one educa-
tional.

The Commission also approved
an increase in the effective radiated
power of an existing station,
KSTP-TV Minneapolis on vhf Ch.
5, from 24.7 kw visual and 17.3 kw
aural to 100 kw visual and 60 kw
aural. This is the second power
boost to the Twin Cities, the FCC
Broadcast Bureau earlier granting
WCCO-TV on vhf Ch. 4 an increase
in ERP from 17.9 kw visual and 9.2
kw aural to 100 kw visual and 50
kw aural [BeT, Dec. 22].

New station processing last week
pushed Commission action down the
Group A line to Reno, city No. 148.
Buffalo, city No. 181 on the Group
B list, is as far as the Commission
went a fortnight ago in awarding
a commercial uhf permit there.

Stress on A Group

Concentration of FCC attention
to the Group A line, cities now not
having service, was seen by Wash-
ington observers as indicating that
the Commission continues to be
seeking to “clean up” the uncon-
tested requests in those cities as
soon as possible—perhaps virtually
all by the time Congress convenes
and the new Republican Admin-
istration takes office.

Total number of post-thaw con-
struction permits stands at 169
with last week’s actions. Ten of
the total are noncommercial, edu-
cational authorizations. Total num-
ber of TV stations authorized in
the U.S. now is 277. Of this num-
ber, 122 are on the air.

The new station permits issued
last week were:

Muskegon, Mich. (City priority
Group A-2, No. 83)—Versluis Radio
and Television Inc. (WLAV Grand
Rapids), granted uhf Ch. 35, effective
radiated power 270 kw visual and 140
kw aural, antenna height above aver-
age terrain 970 ft.

Meridian, Miss.
101) — Mississippi

(Group A-2, No.
Broadcasting Co.

DOZEN NEW TV GRANTS ~ ooer we

(WCOC), granted uhf Ch. 30, ERP
210 kw visual and 110 kw aural, an-
tenna 500 ft.

Lafayette, Ind. (Group A-2, No. 128)
—WFAM Inc. (WFAM-FM), granted

for Vhf in Ida., Nev.

uhf Ch. 59, ERP 20 kw visual and
10.5 kw aural, antenna 360 ft.
Bakersfield, Calif. (Group A-2, No.
132) — Bakersfield Broadcasting Co.
(KAFY), granted uhf Ch. 29, ERP

LOUIS G. BALTIMORE (1), owner, WBRE-TY Wilkes-Barre, Pa., and A. R.

Hopkins, general sales manager, RCA Engineering Products Dept., are on hand

as uhf equipment is loaded for shipment from the RCA Victor Div. plant in

Camden, N. J. Other stations receiving transmitters are WSBT-TVY South Bend;
WSBA-TVY York, Pa., and WFPG-TV Atlantic City.

UHF-TV
15 ON TS WAY
10
SIATIONWIPG-TV
Atlantic City KJ. 2

20.5 kw visual and 11 kw aural, an-
tenna 460 ft.

Lawton, Okla. (Group A-2, No. 133)
—OQOklahoma Quality Broadcasting Co.
(KSWO), granted vhf Ch. 7, ERP 10
kw visual and 5 kw aural, antenna
540 ft.

Boise, Idaho (Group A-2, No. 135)—
KIDO Inec. (KIDO), granted vhf Ch. 7,
ERP 51 kw visual and 26 kw aural,
antenna 80 ft.

Watertown, N. Y. (Group A-2, No.
136) — The Brockway Co. (WWNY),
granted uhf Ch. 48, ERP 185 kw vis-
ual and 100 kw aural, antenna 570 ft.

Neenah, Wis. (Appleton, Wis., Group
A-2, No. 139) — Neenah - Menasha
Broadcasting Co., granted uhf Ch. 42,
ERP 15.5 kw visual and 8.3 kw aural,
antenna 290 ft.

Reno, Nev. (Group A-2, No. 148)—
Nevada Radio - Television Inc.
(KWRM), granted vhf Ch. 8, ERP 3
kw visual and 1.5 kw aural, antenna
minus 440 ft.

Pittsburgh (Group B-4, No. 180)—
J. Frank Gallaher, Loren Berry and
Ronald B. Woodyard, partnership,
granted uhf Ch. 47, ERP 230 kw vis-
ual and 120 kw aural, antenna 480 ft.
Operating: WDTV. (TV), vhf Ch. 2.

Pittsburgh (Group B-4, No. 180) —
Telecasting Co. of Pittsburgh, grant-
ed uhf Ch. 16, ERP 89 kw visual and

(Continued on page 58)

UHF SERVICE SPEEDS

WITHIN 48 hours following deliv-
ery of RCA’s first four uhf TV
transmitters [B®T, Dec. 22], three
cities began receiving uhf TV sig-
nals and a fourth was preparing to
begin transmission today (Mon-
day) or tomorrow.

The three cities—first to put uhf
broadcasts on the air since KPTV
(TV) Portland, Ore., began last
September—were Atlantic City, N.
J., York, Pa., and South Bend,
Ind. Wilkes-Barre, Pa., was hop-
ing to get its station on the air
today or tomorrow.

On full-scale commercial opera-
tion is WFPG-TV Atlantic City,
which began regular telecasting at
10.45 p.m. Dec. 21, following a suc-
cessful test “pattern broadcast at
8:12 p.m. that day.

WSBA-TV York put a test pat-
tern on the air at 2:06 a.m. Dec.
21, and followed this with a limited
number of network and commer-
cial programs. Full commercial
operation is scheduled in York
Jan, 1.

Out in South Bend, WSBT-TV
put on a test pattern at 11:50 p.m.
Dec. 21. Regular commercial op-

BROADCASTING ® Telecasting

eration began at 7 p.m. Dec. 22,
with two hours a night program-
ming since then.

With the way cleared by New
Jersey State Police, WFPG-TV got
its transmitter at 4:15 p.m. Dec.
19, according to President Fred
Weber. Video test pattern went
out from the station’s 458-ft. an-
tenna at 3 p.m. Dec. 20, but the
transmitter began failing later that
day, Mr. Weber said. For the next
28 hours, RCA officials, including
Lester Lapin, uhf transmitter de-
sign engineer, worked to get the 20-
kw signal on the air and at 8:12
p.m. Dec. 21, a Ch. 46 video and
aural test pattern was transmitted
from the WFPG-TV antenna, Mr.
Weber said. At 10:45 p.m. that
day the station’s dedication began,
with a Philco TV Playhouse kine-
scope of “The Gift” as the first
commercial program, Mr. Weber
reported.

Regular schedule runs 1-5 p.m.,
test patterns; 5 p.m. sign-off for
programs from all four networks,
Mr. Weber announced. Station is
linked by AT&T microwave from
Philadelphia. Local originations

In Four Cities

are programmed from a Telop and
two 16mm film projectors. Cam-
era chains for local live pickups are
due this spring, Mr. Weber said.
Charge is $150 for one-time, Class
A hour program, and $20 for an
announcement.

Ninety miles from the RCA fac-
tory at Camden, WSBA-TV York,
Pa., received its transmitter at 7
o’clock Friday night (Dec. 19), ac-
cording to Vice President Walter J.
Rothensies. Mr. Rothensies said
that a test pattern went out over
the air at 2:06 a.m. Dec. 21, and
continued for a time with slides,
film and live camera shots of per-
sonnel working on the installation.
A limited number of network and
local commercial programs are be-
ing carried by WSBA-TV, said
Mr. Rothensies, but full commercial
operation has not been scheduled
before Jan. 1.

The York Ch. 43 station is put-
ting out 20 kw from its 550-ft. an-
tenna. Rate of $200 for one-hour
one-time Class A program has been
set, with $37.50 for announcements.
Affiliation contracts have been

(Continued on page 77)
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television grants and- applications

Digest of 1"hose Filed with FCC Dec. 19 Through Dec. 24
Grants Since April 14:

VHF UHF Total
Commercial 45 14 159
Educational 2 8 10
Total 47 122 169
Commercial television stations on the air 19 4 1231
1 Includes XELD-TV Matamoras (Mexico)-Brownsville.
Applications Filed Since April 14:
New Amended VHF UHF Total
Commercial 654 323 549 427 977>
Educational 19 e 5 14 19
Total 673 323 554 441 996"
2 One applicant did not specify channel.
2 Includes 169 already granted.
* *
Processing on city priority status Gr. A-2 line has extended to city k 148.

Processing on city priority status Gr. B-4 line has extended teo city number 181.
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NEW STATION GRANTS

Listed by States

BAKERSFIELD, Calif. — Bakersfield
Bestg. Co. (KAFY). Granted uhf Ch
29 (560-566 mc); ERP 20.5 kw vistal,
11 kw aural; antenna height above
average terrain 460 ft., above ground
297.75 ft. Estimated construction cost
$210,083, first year operating cost $300,-
000, revenue $350,000. Post Office ad-
dress P.O. Box 1432, Bakersfield, Calif.
Studio and transmitter location North
end of Sterling Rd. in East Bakersfield.
Geographic coordinates 35° 23’ 52” N.
Lat., 118° 55’ 54” W. Long. Transmitter
and antenna RCA. Legal counsel John
P. Hearne, Hollywood, Calif. Consult-
ing engineer Ron Oakley, La Canada,
Calif. Principals include President
George Crome (3315%), Vice Presidents
Geneva Anderson and Rosalie C. An-
derson, executrices of the estate of
Herman Anderson, deceased (1625%),
Secretary - Treasurer R. F. Harlow
(3315%) and General Manager Sheldon
Anderson (1625%). [For application, see
TV ArppLicaTIONS, B.T, July 7.] City pri-
ority status: Gr. A-2, No. 132.

BOISE, Idaho — KIDO Inc. (KIDO).
Granted vhf Ch. 7 (174-180 mc); ERP
51 kw visual, 26 kw aural; antenna
height above average terrain 80 ft.,
above ground 387 ft.  Engineering con-
dition. Estimated construction cost
$189,018, first year operating cost $91,-
300, revenue $120,000. Post Office ad-
dress Chamber of Commerce Bldg., 709
Idaho St., Boise. Studio and transmit-
ter location 0.2 mi. NNW of Crestline
Drive. Geographic coordinates 43° 37/
50” N. Lat., 116° 10’ 44” W. Long. Trans-
mitter and antenna RCA. Legal coun-
sel Fisher, Wayland, Duvall & South-
mayd, Washington. Consulting engi-
neer Commercial Radio Equipment
Co., Washington. Principals include
president Georgia M. Davidson (93.1%),
Vice President Walter E. Wagstaff
(6.9%), and Secretary-Treasurer Oscar
W. Worthwine. [For application, see
TV ArppLicaTiONS, B.T, June 30.] City
priority status: Gr. A-2, No. 135.

LAFAYETTE Ind. — WFAM Inc.
(WFAM[FM]). Granted uhf Ch. 59 (740-
746 mc), ERP 20 kw visual, 10.5 kw
aural; antenna height above average
terrain 360 ft. Engineering conditions,
Estimated construction cost $158,700,
first year operating cost $75,000, reve-
nue §$75,000. Studio and transmitter
location on McCarty Lane, Lafayette,
40° 23" 40” N. Lat., 86° 50’ 15”7 W. Long.
Transmitter and antenna RCA. Legal
counsel Guilford Jameson, Washington.
Engineer Harry C. Garba, WASK and
WFAM (FM) Lafayette. Applicant is
licensee of WASK and WFAM (FM)
Lafayette. Sole owner is 0. E. Rich-
ardson, who has no other business in-
terests. Post Office address MecCarty
Lane, Lafayette, Ind. [For application,
see TV APPLICATIONS, B.T, June 2.] City
priority status: Gr. A-2, No. 128.

MUSKEGON, Mich. — Versluis Radio
& Television Inc. Granted uhf Ch. 35
(596-602 mc); ERP 269 kw visual, 137
kw aural; antenna height above aver-
age terrain 972 ft.,, above ground 842
ft. Engineering condition. Estimated
construction cost $293,385, first year
operating cost $225,000, revenue $258,-
322. Post office address 6 Fountain St.,
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N. E., Grand Rapids, Mich. Studio
location to be determined. Transmitter
location at intersection of Wilson St.
and 16th Ave., 2 mi. East of Conklin.
Geographic coordinates 43° 07’ 58” N.
Lat., 85° 48’ 52”7 W. Long. Transmitter
GE, antenna GE. Legal counsel Pierson
& Ball, Washington. Consulting en-
gineer Lee G. Stevens. Sole owner is
Leonard A. Versluis, president of Ver-
sluis Radio & Television Inc., owner
of Special Services Co. and 50% owner
of Versluis Studios. He is former
licensee of WLAV - AM - TV Grand
Rapids, Mich. Commission adopted
memorandum opinion and order dis-
missing petition filed by Music Broad-
casting Corp. (WGRD), Grand Rapids,
Mich., on Sept. 19, requesting that Ver-
sluis application be designated for hear-
ing. [For application, see TV AppLI-
caTionNs, B.T, July 28.] City priority
status: Gr. A-2, No. 83.

MERIDIAN, Miss.—Mississippi Bestg.
Co. (WCOC). Granted uhf Ch. 30 (566-
572 mc); ERP 210 kw visual, 110 kw
aural; antenna height above average
terrain 500 ft. Estimated construction
cost $139,050, first year operating cost
$185,000. Post office address P. O. Box
591, Meridian, Miss. Transmitter loca-
tion about 2 mi. south of Meridian on
U. S. 45. Geographic coordinates 32°
19’ 40” N. Lat., 88° 41’ 28” W. Long.
Transmitter GE, antenna RCA. Legal
counsel Harry J. Daly, Washington.
Consulting engineer F. O. Grimwood &
Co., St. Louis. Principals include Presi-
dent and Secretary D. W. Gavin (75%),
general manager, and Vice President
Mrs. R. S. Gavin (25%). Applicant also
is licensee of WJQS Jackson, C
Macon and WACR Columbus, all in
Mississippi, and publishes Clark County
Tribune (Quitman, Miss.) and Meridian
(Miss.) Record. City priority status:
A-2, No, 101.

RENO, Nev.—Nevada Radio-TV Inc.
(KWRM). Granted vhf Ch. 8 (180-186
mc); ERP 3 kw visual, 1.5 kw aural;
antenna height above average terrain
~—440 ft., above ground 217 ft. Engineer-
ing conditions. Estimated construction
cost $160,720, first year operating cost
$104,400, revenue $132,000. Post office
address Riverside Hotel, Reno. Studio
location 19 S. Virginia St. Transmitter
location East 2nd St., 14 mi. E. of
Kistoke Lake. Geographic coordinates
39° 31" 45” N. Lat., 119° 47’ 03” W. Long.
Transmitter DuMont, antenna RCA.
Legal counsel Haley & Doty, Washing-
ton, D. C. Consulting engineer Craven,
Lohnes & Culver, Washington, D. C.
Principals include President Kenyon
Brown (50%), 20% owner of the Row-
ley-Brown Bestg. Co., licensee of KEPO
El Paso, Tex., KWFT-AM-FM Wichita
Falls, Tex.; Secretary-Treasurer Don-
ald W. Reynolds (50%), president and
6625% owner of Southwest Publishing
Co., licensee of KFSA-AM-FM Fort
Smith, Ark. [For application, see TV
ArpLicATIONS, B.T, July 14.] City pri-
ority status: Gr. A-2, No. 148.

BUFFALO, N. Y. — Buffalo-Niagara
Television Corp. Granted uhf Ch. 59
(740-746 mc); ERP 91 kw visual, 51 kw
aural; antenna height above average
terrain 410 ft., above ground 430 ft.
Estimated construction cost $200,000,
first year operating cost $150,000. Post
office address Ellicott Square Bldg.,
Buffalo, N. Y. Transmitter location 391
Washington St. Geographic coordinates

~nance Co. and 45%

42° 53’ 05.4” N. Lat., 78° 52’ 214" W.
Long. Transmitter DuMont, antenna
GE. Legal counsel Frank J. Delaney,
Washington. Consulting engineer John
H. Mullaney, Washington. Principals
include President Charles R. Diebold
(3315%), banking; Vice President Jos-
eph Davis (33'5%), heating and refrig-
eration contractor, and Secretary-
Treasurer Vincent M. Gaughan (3315%),
%Ittcr{lely' City priority status: Gr. B-4,
o. 181.

WATERTOWN, N. Y.—The Brockway
Co. (WWNY). Granted uhf Ch. 48 (674-
680 mc); ERP 185 kw visual, 100 kw
aural; antenna height above average
terrain 570 ft., above ground 362 ft.
Estimated construction cost $285,000,
first year operating cost $150,000,
revenue $150,000. Post office address
120-132 Arcade St., Watertown, N. Y.
Studio and transmitter location Rutland
Ctr. Rd.,, 3.6 mi. East of Watertown.
Geographic coordinates 43° 57’ 23”7 N.
Lat., 75° 50’ 28” W. Long. Transmitter
and antenna RCA. Legal counsel
Fisher, Wayland, Duvall & Southmayd,
Washington. Consulting engineer
George C. Davis, Washington. Prin-
cipals include President and Treasurer
John B. Johnson (1.8%), Estate of Har-
old B. Johnson, deceased (75.6%) and
Estate of Jessie R. Johnson, deceased
(22.6%). Applicant also is licensee of
WMSA-AM-FM Massena, N. Y., and
publishes Watertown Daily Times. [For
application, see TV APPLICATIONS, B.T,
% une 32(.;3 City priority status: Gr. A-2,

0. 136.

LAWTON, Okla. — Oklahoma Quality
Bestg. Co. Granted vhf Ch. 7 (174-180
mc), ERP 10 kw visual, 5 kw aural;
antenna height above average terrain
540 ft., above ground 520 ft. Estimated
construction cost $175,000, first year op-
erating cost $78,000, revenue $90,000.
Studio and transmitter location four
miles East of Lawton. Geographic co-
ordinates 35° 35’ 31” N. Lat., 98° 19’ 08"
W. Long. Transmitter RCA, antenna
RCA. Legal counsel Lyon, Wilner &
Bergson, Washington. Consulting en-
gineer William D. Buford, Lawton,
OKkla. Applicant is licensee of KSWO
Lawton. Partners include R. H.
Drewry (50%), owner of M & D Fi-
owner of KRHD
Duncan, Okla.; T. R. Warkentin (16%),
partner in S. W. Stationery, Lawton,
and 14% owner of KRHD; R. P. Scott
(16%), partner in S. W. Stationery,
Lawton, and 14% owner of 3
J. R. Montgomery (16%), president of
City National Bank, Lawton, and 14%
owner of KRHD, and Dr. G. G. Down=-
ing, M.D. (4%), 3% owner of KRHD.
[For application, see TV APPLICATIONS,
B.T, May 26.] City priority status: Gr.
A-2, No. 133.

PITTSBURGH, Pa.—J. Frank Galla-
her, Loren Berry and Ronald B. Wood-
yard. Granted uhf Ch. 47 (668-674 mc);
ERP 230 kw visual, 120 kw aural; an-
tenna height above average terrain 480
ft., above ground 391 ft. Engineering
condition. Estimated construction cost
$259,800, first year operating cost $200,-
000, revenue $250,000. Post office address
5 South Jefferson St., Dayton, Ohio.
Studio location to be determined. Trans-
mitter location on Chicago St., be-
tween Mazant St. and Aner St. Geo-
graphic coordinates 40° 28" 39” N. Lat.,
80° 00’ 15” W. Long. Transmitter and
antenna GE. Legal counsel Fly, Shue-
bruck & Blume, Washington. Consult-
ing engineer John H. Mullaney, Wash-
ington. Principals include equal (13)
partners J. Frank Gallaher, treasurer
and 8.1% owner of WONE Dayton (per-
mitte of WIFE [TV] there), chairman
of board and 51% owner of The Gal-
laher Drug Co. (chain drugs), Dayton,
and vice president and 50% owner of
Stock Gallaher Co. (building), plus
various real estate holdings and inter-
ests; Loren M. Berry, vice president
and 12.33% owner of WONE, president
of L. M. Berry & Co. Ltd. (nature of
business not revealed in application),
Winnipeg, Canada, president of Buck-
eye Liquidation Co., Dayton, and officer
or director in various telephone com-
panies, and Ronald B. Woodyard, pres-
ident and 17.87% owner of WONE, [For
application, see APPLICATIONS, B.T,
gov. gd] City priority status: Gr. B-4,

o. 180.

PITTSBURGH, Pa. — Telecasting Co.
of Pittsburgh. Granted uhf Ch. 16 (482~
488 mc); ERP 89 kw visual, 50 kw
aural; antenna height above average
terrain 520 ft., above ground 480 ft.
Engineering condition, including re-
quirement that A. D. Faust and L. H.
Israel sever their connections with
WDTV (TV) Pittsburgh before con-
struction permit is issued. Estimated
construction cost $402,430, first year op-
erating cost $660,000, revenue $675,000.
Post office address 2237 Henry W.
Oliver Bldg., 535 Smithfield St., Pitts-
burgh 22. Studio location Pittsburgh,
to be determined. Transmitter location
Rue Grand Vue & Attica St., Pitts-
burgh. Geographic coordinates 40° 26’

45” N. Lat., 80° 02’ 04” W. Long. Trans-
mitter DuMont, antenna RCA. Legal
counsel McKenna & Wilkinson, Wash-
ington. Consulting engineer Commer-
cial Radio Equipment Co., Washing-
ton. Principals include General Part-
ners Thomas P. Johnson (45.5%), part-
ner in Kirkpatrick, Pomeroy, Lockhart
& Johnson (law firm), 10% stockholder
in United Bestg. Corp. (inactive corpo-
ration and pre-thaw applicant for TV
in Pittsburgh); Henry Oliver Rea
(45.5%), part owner of WPOR Portland,
Me., less than 25% in United Bestg. Co.
(above), vice president and more than
259% in Oliver Iron & Steel Corp., gen-
eral partner and more than 25% in
Allegheny Pub. Co.; Managing Partners
A. Donovan Faust (5%), assistant gen-
eral manager of WDTV (TV) Pitts-
burgh; Larry H. Israel (5%), WDTV
sales manager; William H. Rea (1%),
treasurer of WPOR. [For application,
see TV ArpricaTions, B.T, Oct. 6.] City
priority status: Gr. B-4, No. 180.

NEENAH, Wis. — Neenah - Menasha
Bestg. Co. (WNAM). Granted uhf Ch.
42 (638-644 mc); ERP 155 kw visual, 8.3
kw aural:; antenna height above aver-
age terrain 290 ft., above ground 287
ft. Engineering conditions. Estimated
construction cost $129,950, first year
operating cost $75,000, revenue $70,000.
Post office address 101 East Wisconsin
Avenue, Neenah, Wis. Studio and
transmitter location 0.7 mi. South of
Neenah city limits. Geographic co-
ordinates 44° 09’ 36” N. Lat., 88° 27’ 57”
W. Long. Transmitter and antenna
RCA. Legal counsel McKenna and
Wilkinson, Washington. Consulting en-
gineer Walter F. Kean, Riverside, Ill.
Principals include President Samuel
N. Pickard (80%), Secretary-Treasurer
Reinhold D. Molzow (4%), Vice Presi-
dent Don C. Wirth (.54%), Dorothea
W. Pickard (15.4%). [For application,
see TV AppLicATIONS, B.T, June 30.]
City priority status: Gr. A-2, No. 139
(uhf Ch. 42 is allocated to Appleton,
Wis., within 15 miles of Neenah).

GROUP D GRANTS

WBZ-TV BOSTON, Mass., granted
ERP 100 kw visual, 50 kw aural, an-
%e:nna height above average terrain 530

KSTP-TV MINNEAPOLIS, Minn.,
granted 100 kw visual, 60 kw aural, an-
tenna height above average terrain
563 ft.

WCCO - TV MINNEAPOLIS, Minn.,
granted ERP 100 kw visual, 50 kw’
aural, antenna height above average
terrain 540 ft.

KMTV (TV) OMAHA, Neb., granted
ERP 100 kw visual, 50 kw aural, an-
genna height above average terrain 590
t

WOW-TV OMAHA, Neb. granted
ERP 100 kw visual, 50 kw aural, an-
tﬁnna height above average terrain 580
: 5

WBTV (TV) CHARLOTTE, N. C.,
granted 100 kw visual, 60 kw aural,
antenna height above average terrain
1,070 ft.

KRLD-TV DALLAS, Tex., granted
ERP 100 kw visual, 50 kw aural, an-
%enna height above average terrain 460
i,

KEYL (TV) SAN ANTONIO, Tex.,
granted 100 kw visual, 50 kw aural,
antenna height above average terrain
440 ft.

WOAI-TV SAN ANTONIO, Tex,,
granted 100 kw visual, 50 kw aural,
ante%ma height above average terrain
480 ft.

GRANTED SPECIAL
TEMPORARY AUTHORIZATION

KHQ-TV SPOKANE, Wash. — KHQ
Inc. Granted special temporary au-
thorization to operate on commercial
basis until March 11, except without
frequency and modulation monitors
provided frequency measurements are
made at weekly intervals.

NEW APPLICATIONS

DECATUR, Ala.— Tennessee Valley
Bestg. Co. (WMSL), uhf Ch. 23 (524~
530 me); ERP 21.54 kw visual, 11.63 kw
aural; antenna height above average
terrain 118 ft., above ground 180 f£t.
Estimated construction cost $153,000,
first year operating cost $94,000, rev-
enue $138,658. Post office address 520
Bank St., Decatur, Ala. Studio loca-
tion to be determined. Transmitter
location Danville Road, at side of
WMSL transmitter. Geographic coord-.
inates 86° 59’ 27.8” N. Lat., 34° 36" 44.2”
W. Long. Transmitter and antenna
RCA. Legal counsel Harry J. Daly,
Washington. Consulting engineer John
H. Mullaney, Washington. Principals
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include President Frank Whisenant
(84%) and Treasurer Alice Whisenant
(15%), wife of Mr. Whisenant. City
priority status: Gr. A-2, No. 266,

MIAMI, Fla.—East Coast Television,
vhf Ch. 7 (174-180 mc); ERP 316 kw
visual, 158 kw aural; antenna height
above average terrain 439 ft., above
ground 474 ft. Estimated construction
cost $643,240, first year operating cost
$400,000, revenue $500,000. Post Office
address % E. Albert Pallot, 1504 Du-
Pont Bldg., Miami 32, Fla. Studio loca-
tion to be determined. Transmitter lo-
cation West Dixie Highway between
192 and 193 St. Geographic coordinates
25° 57/ 17”7 N. Lat., 80° 08’ 56”7 W. Long.
Transmitter and antenna GE. Legal
counsel Scharfeld, Jones & Baron,
Washington. Consulting engineer Van-
divere, Cohen & Wearn, Washington.
Principals include President Charles
Silvers (30.01%), president and 52%
owner of Adams Engineering Co., man-
ufacturers of aluminum windows and
furniture, and president and 50% own-
er of ABC Equipment Co., Ojus, Fla.,
wholesaler of building equipment and
machinery, and interest in a number of
related firms; Vice President D. Rich-
ard Mead (23.33%), real estate and con-
tracting; Treasurer William Atwell Jr.
(23.33%), stock and bond broker, and
Secretary E. Albert Pallot (23.33%),
Miami attorney. City priority status:
Gr. B-4, No. 193.

CAMBRIDGE, Mass. — Middlesex
Bestg. Corp. (WTAO), uhf Ch. 56 (722-
728 mec); ERP 20.2 kw visual, 1145 kw
aural; antenna height above average
terrain 475 ft., above ground 289 ft.
Estimated construction cost $125,000,
first year operating cost $190,000, rev-
enue $200,000. Post office address 439
Concord Ave., Cambridge 38, Mass.
Studio and transmitter location Zion
Hill, west of Ridge St., in town of
Woburn, west of Winchester at site
of WXHR (FM). Geographic coord-
inates 42° 27’ 18” N, Lat., 71° 10" 45"
W. Long. Transmitter DuMont, antenna
RCA. Le%lz:il counsel Fisher, Wayland,
Duvall Southmayd, Washington.
Consulting engineer George E. Gaut-
ney, Washington. Principal stockholder
is President and Treasurer Frank Ly-
man Jr. (74%) and remaining 26%,
which also is voted by Mr. Lyman, is
owned by Harvey Radio Labs. Inc. City
priority status: Gr. B-5, No. 208.

WICHITA FALLS, Tex.—Parker Tele-
vision Co., vhf Ch. 6 (82-88 mc); ERP
70.92 kw visual, 3546 kw aural; an-
tenna height above average terrain 426
ft., above ground 471 ft. Estimated con-
struction cost $350,000, first year oper-
ating cost $180,000, revenue $200,000.
Post office address 2019 Berkley,
Wichita Falls, Tex. Studio location 724
Indiana St. Transmitter location 112 mi.
west of Wichita Falls on highways 82
and 277. Geographic coordinates 33°
53’ 12" N. Lat., 98° 33’ 13" W. Long.
Transmitter DuMont, antenna RCA.
Legal counsel Lyon, Wilner & Bergson,
Washington. Consulting_engineer W. E.
Billington, San Antonio, Tex. Sole
owner is Garnett Parker, owner of
Wichita: Falls Wholesale Grocery Co.
City priority status: Gr. A-2, No. 56.

RICHMOND, Va.—Richmond Televi-
sion Corp., vhf Ch. 12 (204-210 mc);
ERP 316 kw visual, 158 kw aural; an-
tenna height above average terrain 763
ft., above ground 800 ft. Estimated con-
struction cost $700,000, first year oper-
ating cost $850,000,
Post office address 1013-A East Main
St., Richmond, Va. Studio location 4011
MacArthur Ave. Transmitter location
near intersection of U. S. 250 and Penick
Road. Geographic coordinates 37° 36’
25” N. Lat., 77° 31’ 15” W. Long. Trans-
mitter and antenna RCA. Legal coun-
sel Cohn & Marks, Washington. Con-
sulting engineer Weldon & Carr, Wash-
ington. Principals include President
Morton G. Thalhimer, Vice President
Claude R. Davenport (4.473%), Vice
President Harold Azine (4.473%), Treas-
urer James A. Galleher (0.894%), Sec-
retary Robert T. Barton (1.073%) and
Assistant Secretary Andrew J. Brent
(0.358%). City priority: Gr. B-4, No. 195.

APPLETON, Wis. — Bartell Broad-
casters Inc. (WOKW), uhf Ch. 42 (638-
644 mc); ERP 18.6 kw visual, 9.4 kw
aural; antenna height above average
terrain 288 ft., above ground 340 ft.
Estimated construction cost $112,785,
first year operating cost $120,000, reve-
nue $150,000. Post Office address 710
North Plankinton Ave., Milwaukee 3,
Wis. Studio and transmitter location
Route #2, Old Manitowoc Road, town
of Menash. Geographic coordinates 44°
13’ 04” N. Lat., 88° 24’ 33" Long.
Transmitter and antenna RCA. Legal
counsel Lee K. Beznor, Milwaukee.
Consulting engineer Ralph K. Evans,
Milwaukee. Principals include Presi-
dent Gerald A. Bartell (16.667%), Vice
President Melvin M. Bartell (0.4%),
Secretary ~ Treasurer Lee K. Beznor
(41.266%) and David Beznor (41.667%).

revenue $955.250.

City priority status: Gr. A-2, No. 139.

MADISON, Wis. — Bartell Television
Corp., uhf Ch. 33 (584-590 mc); ERP
17.8 kw visual, 10.7 kw aural; antenna
height above average terrain 434 ft.,
above ground 494 ft. Estimated con-
struction cost $137,285, first year oper-
ating cost $180,000, revenue $250,000.
Post office address 710 North Plankin-
ton Ave., Milwaukee, Wis. Studio and
transmitter location in Township of
Madison, 3.5 miles SW from downtown
area of Madison, at intersection of West
Belt Line and Chicago & Northwestern
Railroad. Geographic coordinates 43°
02’ 10”7 N. Lat., 89° 24’ 55 W. Long.
Transmitter DuMont, antenna RCA.
Legal counsel Lee K. Beznor, Mil-
waukee, Wis. Consulting engineer Ralph
E. Evans, Milwaukee. Principals include
President Gerald A. Bartell (245 shares
subscribed, 5 shares held), president
of WOKY Milwaukee and WAPL Ap-
pleton, Wis., 49% owner of WOKW
Sturgeon Bay, and other broadcast in-
terests including Gerald A. Bartell
Assoc. (sales representatives for radio
and television productions), Milwau-
kee; Vice President Earl W. Fessler
(249 shares subscribed, 1 share held),
owner of WMFM (FM) Madison; Secre-
tary - Treasurer Lee K. Beznor (396
shares subscribed, 4 shares held), sec-
retary-treasurer of WOKY and WAPL
and Milwaukee (Wis,) attorney, and
David Beznor (595 shares subscribed, 5
shares held), stockholder in WOKY
and WAPL and Milwaukee (Wis.) at-
torney. City priority status: Gr. A-2,
No. 30. [Note: Bartell Bestrs. Inc. filed
for TV station have earlier; see TV
Applications, B.T, July 28.]

RCA VICTOR PLANS

Big Advertising Campaign
ADVERTISING and promotion
campaign “surpassing any previous
year’s program’’ has been prepared
by RCA Victor to support its 1953
line of television, radio and Vic-
trola phonograph instruments, J. M.
Williams, advertising and sales
promotion manager of the firm’s
home instruments department, said
last week.

The new TV model will receive
major emphasis, he said, with the
firm advertising on network radio
and television programs, newspa-
pers in 129 markets and regional
and trade magazines. Devoted to
TV receivers will be most of the
commercial time on its Friday eve-
ning RCA Victor Show and its
Sunday afternoon Kukla, Fran &
Ollie, both on NBC-TV. TV sales
also will be strengthened on RCA
Victor’s Sunday evening Phil Har-
ris-Alice Faye Show on NBC radio.

BING CROSBY VISITS KXLY-TV TOWER

rooner Snowshoes to Inspect TV Property

HARRY L. (better known as
Bing) Crosby, part owner of
KXLY-TV Spokane, visited the
station’s tower and transmitter
under construction atop Mt. Spo-
kane Dec. 18, making the last two
miles of the trip up the mountain
by snowmobile and snowshoes.
Accompanying the radio and
sereen crooner on an inspection of

ON SNOWSHOES at KXLY-TV

tower-transmitter site are Mr.
Crosby (r) and son, Lindsay.

the antenna and transmitter site
were Ed Craney, KXLY-TV general
manager, and Mr. Crosby’s young-
est son, Lindsay, 15.

While the Hollywood singer and
party were visiting the site, a crew
working on the tower was forced
down by a snowstorm. The weath-
er also forced Mr. Crosby and his
son to return to Hollywood a day
earlier than planned.

While at Spokane, Mr. Crosby,
who owns 47.6% of KXLY-TV, re-
viewed progress in retuning the
station’s transmitter to vhf Ch. 4.
The RCA transmitter shipped to the
station had been tuned for vhf
Ch. 13. Changeover of the trans-
mitter’s tuning was handled by
Jack Provis, KXLY-TV chief engi-
neer, and Bob Martin, RCA con-
sulting engineer.

The station, with an ERP of
100 kw visual and 54.95 kw aural
and an antenna 840 ft. above aver-
age terrain, expects to go on the
air sometime in early January
1953. KXLY-TV is 50% owned by
KXLY Spokane.

CHECKING progress of tuning changeover of KXLY-TV transmitter
from Ch. 13 to 4 are (I to r) Chief Engineer Provis, RCA consulting
engineer Martin and part owner Crosby.
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PRESIDENT - General Manager

Lawrence (1) and Board Chairman

Roderick of KROD-TV, which went
on the air Dec. 14.

KROD-TV ON AR

Pioneer in El Paso Area

KROD-TV El Paso, Tex., became
the first station in that area to go
on the air with a regularly sched-
uled telecast of local personalities
at 2:25 p.m. Dec. 14, according to
Val Lawrence, president and gen-
eral manager of the Roderick
Broadcasting Corp., licensee.

The new uhf Ch. 4 TV outlet
claims its antenna, 5,285 ft. above
sea level, is the highest above
ground in Texas. The tower and
transmitter were constructed at a
cost of more than $85,000, after a
$35,000 road was ‘“carved out of”
solid rock to haul equipment to the
top of Mt. Franklin, Mr. Lawrence
said.

The road, which ziz-zags for 4,100
ft. and has a grade of 15%, is an
engineering feat in itself, accord-
ing to Mr. Lawrence. The trans-
mitting tower, 200 ft. high, is
topped by an 85-ft. antenna.

Ed Talbott, KROD-TV director
of engineering, worked with local
contractors and supervised con-
struction of the tower, with which
the station expects to bring televi-
sion to a potential audience of about
750,000 within the tower’s 100-mile
radius. It is three miles from
downtown El Paso.

KROD is the key station of the
Southwest Network which includes
KSIL Silver City, N. M.; KAVE
Carlsbad, N. M., and KOSA
Odessa, Tex. Board chairman of
Roderick Broadcasting Corp. is
Dorrance D. Roderick.

KROD-TV is affiliated with
CBS-TV and DuMont TV Network.

Other KROD-TV executives
include Bernie Bracher, television
director, and Dick Watts, sales
manager. KROD-TV’s ERP is 53.3
kw visual and 28.1 kw aural.

Charles Bulotti Jr.

FUNERAL services were held in
Glendale, Calif., December 24 for
Charles Bulotti Jr., 41, director of
production at KTTV (TV) Holly-
wood. Mr. Bulotti died Dec. 22 of
complications following an acci-
dental fall. He was formerly pro-
gram director of Don Lee Network.
Surviving are wife, Geraldine, and
son, Charles, 8.
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D"MONT FORECAST 75 More TV Outlets in ‘53

TELEVISION already “has proved
itself to be the most dynamie; fast-
est growing industry in American
history” and will make 1953 re-
membered “as the year when a
new, strong, psychological bond
between Americans was cemented,”
Dr. Allen B. DuMont, president of
Allen B. DuMont Labs., said in a
year-end statement for release to-
day (Monday).

He said “indications are that
some 75 additional stations will go
on the air in 1953 and that the
manufacturing segment of the in-
dustry will produce upwards of 6.5
million receiving sets.”

Dr. DuMont predicted that “dur-
ing 1953 television will be a prime
instrument in bringing government
closer to the people.” Noting that
in January “television will enable

. more people to view the inaugura-

tion of President-elect Eisenhower
than the total population of the
nation in 1900,” and that more will
be able to see that ceremony than
have seen “all the other previous
inaugurations combined,” he con-
tinued:

“The public’s attitude towards
having a more intimate insight into
governmental workings, sharpened
by video’s coverage of the political
conventions and the campaign, al-
ready has led to discussions for the
televising of sessions of Congress
and the various state legislatures.
Aside from its part in bringing out
the record-breaking 61 million vote,
television has done more to stimu-
late interest in our government
than any other medium in our his-
tory.”

During the past six years, Dr.
DuMont said, TV “has fashioned a
brilliant chronology of achieve-
ment,” and though largely thought
of as an entertainment medium,
also “has taken a serious and con-
structive view of its responsibili-
ties in public service.” For the year
ahead, he asserted, “the industry
is stimulated and inspired to ac-
cept an even greater challenge to
its public service opportunity. Its

NIELSEN SERVIGE

NBC-TV, Others Subscribe

NBC’s television network, Thomas
J. Lipton Co. and Shell Oil Co. have
subscribed to the Nielsen Coverage
Service, Arthur C. Nielsen, presi-
dent of the Chicago market re-
search organization, reported last
week.

Five agencies have also sub-
scribed to the service in recent
weeks. They are: Benton & Bowles,
New York; Leo Burnett Co., Chi-
cago; Knox-Reeves, Minneapolis;
Lennen & Newell, New York, and
J. Walter Thompson Co., New York.
Each has purchased the complete
circulation reports of the Nielsen
Coverage Service for the entire
U. S., Mr. Nielsen said.
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potential is limited only by the
imagination and skill of those using
i

With its growth in 1953, Dr.
DuMont said, television “will
broaden the nation’s horizons as
nothing else ever could. . . . Com-
bining the visual with the auditory,
video’s variety and intensity of im-

pact will prove it to be the most
potent force the world has ever
seen. Television will help raise the
nation’s mental levels, thereby
helping to eliminate some of the
suspicion and prejudice that are at
the heart of many of our prob-
lems.”

He forecast that “during 1953

% On the air, operating commercially.

The New Grantees’ Commencement Target Dates

* Educational Permittees.

HERE are post-thaw TV grantees and the dates on which they expect

to commence operation.

Channels authorized, network affiliation and

national representative, where signed, are given.

LISTED BY CITY ALPHABET

Call City and State Ch. Granted

WAKR-TV Akron, Ohio 49 Sept. 4
WRTV (TV) Albany, N. Y. *17 July 24
KFDA-TV Amarillo, Tex. 10 Oct. 16
KGNC-TV Amarillo, Tex. 4 Oct. 9
WPAG-TV Ann Arbor, Mich. 20 Sept. 25
WCEE (TV) Asbury Park, N. J, 58 Oct. 2
WISE-TV Asheville, N. C. 62 Oct. 30
WPTV (TV) Ashland, Ky. 59 Avug. 14
WFPG-TV Atlantic City, N. J. 46 Oct. 30
KCTV (TV) Austin, Tex. 18 July 11
KTBC-TV Austin, Tex. 7 July 11
KTVA (TV) Austin, Tex. 24 Avg. 21
KAFY-TV Bakersfield, Calif. 29 Dec. 23
WITH-TV Baltimore, Md. 60 Dec. 18
WAFB-TV Baton Rouge, la. 28 Auvg. 14
Capital Television & Bestg.

Co., Baton Rouge, La. 40 Dec. 18
WBCK-TV Battle Creek, Mich. 58 Nov. 20
WBKZ-TV Battle Creek, Mich. 64 Oct. 30
KBMT(TV) Beaumont, Tex. 31 Dec. 4
WTVI (TV) Belleville, IlI. 54 Nov. 20
WLEV-TV Bethlehem, Pa. 51 Oct. 30
WQTV (TV) Binghamton, N. Y. *46 Aug. 14
WILD-TV Birmingham, Ala. 48 Dec. 10
WSGN-TV Birmingham, Ala. 42 Dec. 18

- KIDO-TV Boise, ldaho 7 Dec.23
WICC-TV Bridgeport, Conn. 43 July 11
WSIL (TV) Bridgeport, Conn. 49 Aug. 14
WTVF (TV) Buffalo, N. Y. *23 July 24
Buffalo-Niagara Television

Corp., Buffalo, N. Y. 59 Dec.23
WBUF(TV) Buffalo, N. Y. 17 Dec. 18
WCSC-TV Charleston, S. C. 5 Oct. 30
WOUC (TV) Chattanocoga, Tenn. 49 Aug. 21
WTVT (TV) Chattanoega, Tenn. 43 Aug. 21
KKTV(TV) Colorado Springs, Col. 11 Nov. 28
KRDO-TV Colorado Springs, Col. 13 Nov. 20
WCOS-TV Columbia, S. C. 25 Sept. 18
WNOK-TV Columbia, S. C. 67 Sept. 18
WDAN-TV Danville, 1ll. 24 Dec. 10
WBTM-TV Danville, Va. 24 Dec. 18
WIFE (TV) Dayton, Ohio 22 Nov. 26
WTVP (TV) Decatur, IIl. 17 Nov. 20
KBTV (TV) Denver, Col. 9 July 11
KDEN (TV) Denver, Col. 26 July 11
KFEL-TV Denver, Col. 2 July 1
KIRV (TV) Denver 20 Sept. 18
WFTV (TV) Duluth, Minn. 38 Oct. 24
WKAR-TV East Lansing, Mich. 60 Oct. 16
WEEX-TV Easton, Pa. 57 Dec. 18
WTVE (TV) Elmira, N.Y. 24 Nov. 6
KEPO-TV El Paso, Tex. 13 Oct. 24
KROD-TV El Paso, Tex. 4 July 31
KTSM-TV El Paso, Tex. 9 Avg. 14
WSEE-TV Fall River, Mass. 46 Sept. 14
WTAC-TV Flint, Mich 16 Nov. 20
WCTV (YV) Flint, Mich. 28 July 11
WFTL-TV Fort Lauderdale, Fla. 23 July 31
WITV (TV) Fort Lauderdale, Fla. 17 July 31
KFSA-TV Fort Smith, Ark. 22 Neov. 13
WFMD-TV Frederick, Md. 62 Oct. 24
KMJ-TV Fresno, Calif 24 Sept. 18
WTVS(TV) Gadsden, Ala. 21 Nov. 6
KGUL-TV Galveston, Tex. 11 Nov. 20
Rudman Television Co.,

Galveston, Tex. 41 Nov. 20
WBAY-TV Green Bay, Wis, 2 Nov.13

Commencement Network

Spring 1953
Unknown
March
March-April
March 15
Late 1953
Unknown
Unknown
Dec. 21 %

Branham
Taylor
McGillvra

Unknown
Nov. 27%

Unknown
April 1

ABC, CBS
DuMont, NBC

CBS, DuMont,
NBC, ABC

Unknown
Jan. 1

Unknown
August
May 15
May
May 1
Unknown
Unknown
Unknown
Unknown
July 1
Jan. 15-31
Unknown
Unknown

Meeker

Unknown
April 1
April 1
Unknown
Unknown
Dec. 7%

April
March
April
Unknown

Free & Peters
McGillvra

ABC, CBS,
DuMont

McGillvra

Headley-Reed

Raymer

Everett-
McKinney

Unknown
July
Unknown
Oct. 2%
Spring 1953
July 18%
Unknown
March 1
September
Spring 1953
March
Early 1953
Dec. 14%
dan. 1
May
Unknown
Early 1953
March 1
Unknown
May 1
Unknewn
May 1
April
March 1

. s F;.ri‘o.a' oy
Avery-Knodel
Taylor

Hollingbery

NBC

Unknown
March 1

(Continued on page 76)

“increasing

educators will begin to realize some
of the unlimited potential of tele-
vision as a teaching aid. They will
begin to make the most of their
opportunity to utilize and make a
place for this, the most powerful
means of communication yet de-
vised by science.

“Classroom television will be
able to embrace the objectives of
educating adult school classes, col-
lege or university classes, second-
ary school classes, and in-service
teacher training classes. Public
educational television will be used
in educating the entire viewing
public, special interest groups, and
enrolled students for credit courses.

“Each of these -classifications,
general and specific, requires pro- |
gramming designed and produced = |
with special techniques to attain
their objectives. Already educa-
tional groups all over the mation
are working toward this end.”

Dr. DuMont noted that, apart
from its educational value “in the
varied fields of industry, secience,
research, and in the national de-
fense effort,” TV also “gives daily
assurance of public
service importance in our national
life and safety.” Non-broadecast
television, he continued, is so ver-
satile and has so many still unex-
plored facets that “no one man can
accurately foresee all of its uses in
the future.”

In all of its phases television in
1953 ‘“will serve a better enlight-
ened and educated publiec through
a high level of programming com-
ing into our homes daily,” Dr. Du-
Mont said. “In 20 years we will
be able to look back on 1953 as the
year when the 20th Century inven-
tion in communications began to
help mold the thinking of the
American people in unprecedented
fashion.”

EDUCATIONAL TV

ACLU Asks Filing Extension

AMERICAN Civil Liberties Union
has told FCC that plans of non-
commercial educational TV ap-
plicants to restrict or eliminate dis-
cussion of controversial public is-
sues are ‘“‘contrary to the public in-
terest.”

In a letter to FCC Chairman Paul
A. Walker, the ACLU gave its sup-
port to “the view that television
broadcasters, like radio broadecast-
ers, have, as condition ‘of the grant-
ing of a license . . . responsibility
to present . . . a many-sided treat-
ment of controversial questions of
interest to the communities they
serve.

“Educational broadecasters, so far
from being exempt, would seem to
have, if anything, an even greater
responsibility than commercial
broadecasters in this matter.”

ACLU also, in another letter,
asked FCC to extend the period for
filing educational TV applications
for another year beyond next June.

BROADCASTING ® Telecasting
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1953 TELECASTING

Y2arbook Number

The 2nd TELECASTING YEARBOOK

. . . the encylopedia of television and tele-
vision advertising will be . . .

OUT MiD-FEBRUARY

Here is the television fact source—and the
only one in the business—that reaches every
decision-level time buying executive. Circu-
lation is 16,000 paid, covering every national
and regional television agency and advertiser
of importance.

The TELECASTING YEARBOOK stretches your
promotional dollar—your ad stays alive
and salesworthy for a full year.

For the television suppliers, the TELECASTING
YEARBOOK saturates owners and applicants,
management, programming and engineering
executives—the whole wingspread of those
who buy.

Advertising deadline: Jan. 12 (for proof);
final deadline, Jan. 19. Regular rates.

reserve your space today, write, wire or call ME. 8-1022 collect now!
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Station

Dallas

Tervas' Moot Powerful

Telewisbonw Station
*

SERVES THE LARGEST

TELEVISION

:; MARKET...

Wl Sewtbuest

i DALLAS and
FORT WORTH

More than a Million
urban population in the

50-mile area

More than. TWO MILLION

in the 100-mile area . ..

NOW
196,985

TELE ,ISION HOMES

~n KRLD-TV’S

EFFECTIVE COVERAGE

SIVE (BS

DALLAS-FORT WORTH
AREAS

This Is why

KRLD-TV

- |s your best buy—

Channel 4, .. Represented by

The »BRANHAM Company
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Fifth Graders Prefer

Switch to Switch-off
(Report 248)

A N R S L L L N S S S T S S S SRR T e

OUNGSTERS would rather

be spanked than give up their

favorite television shows when
it comes to punishment within the
family circle. This was reported in
Chicago last week by Scott Radio
Labs., which conducted a survey
among 300 public and parochial
school children attending the fifth
grade in suburban Wheaton.

Fully 20% prefer a spanking to
losing video privileges, with only
13% reporting they would sacrifice
TV to forego a paddling. Some
18% would do without movies be-
fore they would give up TV, and
21% would rather renounce their
allowances after misbehaving.

The favorite form of punishment,
if there is such a thing, is doing
chores around the house. Some
78% said they had to perform
certain household duties before be-
ing permitted to watch video, and
55% reported parents, at one time
or another, turned off the set when
the offspring misbehaved.

‘Lucy’ Loves Top Spot,
Nielsen List Shows
THAT hardy perennial at the top
of television show rating lists,

CBS-TV’s I Love Lucy, maintained
its position on the A. C. Nielsen Co.

report for the two weeks ending
Nov. 22, reaching 13,618,000 TV
homes and 69.7% of TV homes in
areas where is was telecast. Niel-
sen ratings follow:

NUMBER OF TV HOMES REACHED

Homes
Rank Program (000)
1 1 Love Lucy (CBS) 13,618
2 Texaco Star Theatre (NBC) 9,842
3 Arthur Godfrey & Friends
(Liggett & Myers Tobacco) (CBS) 9,551
4 Colgate Comedy Hour (NBC) 9,300
5 Goodyear TV Playhouse (NBC) ‘9,250
6 You Bet Your Life (NBC) 8,674
7 All Star Revue (NBC) 8,472
8 Dragnet (NBC) 8,328
9 NCAA Football Games (NBC) 8,220
10 Phileco TV Playhouse (NBC) 8,018

PER CENT OF TV HOMES REACHED
IN PROGRAM STATION AREAS
Homes

Rank Program %

1 | Love Lucy (CBS) 69.7
2 Texaco Star Theatre (NBC) 58.2
3 Arthur Godfrey’s Scouts (CBS) 57.6
4 Arthur Godfrey & Friends

(Liggett & Myers Tobacco) (CBS) 52.2
5 Goodyear TV Playhouse (NBC) 49.5
6 Colgate Comedy Hour (NBC) 47.4
7 Dragnet (NBC) 459
8 You Bet Your Life (NBC) 449
9 All Star Revue (NBC) 44.8
10 Philco TV Playhouse (NBC) 43.6

Copyright 1952 by A. C. Nielsen Co.

WNBK (TV) Reports
New Rate Card Jan. 1

RATE CARD No. 6 providing for
some increases and expansion of
discounts to program and announce-
ment advertisers has been an-

nounced for WNBK (TV) Cleve-
land, Ohio, by General Manager
Hamilton Shea, to be effective Jan.
1. Card also sets up new Class D
time classification (sign-on to 1
p.m., Mon.-Sat.), with a new low
rate for advertisers. Mr. Shea
pointed out that 126,588 TV fami-
lies have been added to the area for
18.2% ecirculation increase since
Jan. 1, 1952, when the card was is-
sued. Number of TV receivers in
area as of last Dec. 1 was 694,280.

£ * %

U. S. Shows Still Tops
In Canadian TV Area

AMERICAN TV stations and pro-
grams still attract the bulk of
Canadian viewers in the Toronto,
Hamilton, Niagara Falls area,
where more than half the Cana-
dian TV sets are located, according
to the December ratings of Elliott-
Haynes Ltd., Toronto.

The survey, made in the first
week of December, shows 77.1% of
viewers looking at WBEN-TV
Buffalo, and 22.9% watching
CBLT (TV) Toronto. Sets-in-use
index was at highest, 80.3%, since
monthly TV ratings were started
in September. U. S. network shows
claimed top interest, with I Lowve

(Continued on page 61)
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Sets in Area

City Outlets on Air Sets in Area City Outlets on Air
Albuquerque KOB-TV 16,500 Louisville WAVE-TV, WHAS-TV 210,000
Ames WOI-TV 109,771 Lubbock, Tex. KDUB-TV 7,000
Atlanta WAGA-TV, WSB-TV, WLTV 215,000 Matamoros (Mexico), Browns«
Atlantic City WFPG-TV L. ville, Tex. XELD-TV 27,300
Austin KTBC-TV 12,200 Memphis MCT 68,493
Bulhmoro WAAM, WBAL-TV, WMAR-TV 434,207 mifmi ' WTVJ TV :I’gz,zg?
Binghamt: WNBF-TV 98,500 ilwaukee /
s:'r‘.g.:gT:n': WAFM-TV, WBRC-TV 122,000 Minn.-St. Paul sz-’rv WCCO-TV 329,200
Bloomington WTTV 194,050 Nashville WSM-TV 90135:
Boston WBZ-TV, WNAC-TV 986,567 New Haven WNHC-TV 340,
Buffalo WBEN-TV 315,738 New Orleans WDSU-TV 133, ‘213
Charlotte WBTV 268,203 New York- WABD, WBS-TV, WJZ-TV, WNBT
Chicago WBKB, WENR-TV, WGN-TV, WNBQ 1,258,765 Newark WOR-TV, WPIX, WATV 3,059,400
Cincinlnu:‘i vvgch-W,NWKRg;TV, WLWT i;i,ggg Nt;rf:'lk— "
C S, WNBK, WXEL . ortsmouth-
Co‘;::u‘:!l Newport News WTAR-TV 147,437
te5ce UL, e een W il -
- ,000 maha v
Baltme MENS TN, I, T 268,000 ) ladelphia’  WCAU-TV, WHIL-TV, WPTZ 1124585
Ft. Worth KRLD-TV, WFAA-TV, WBAP-TV 196,985 Phoenix KPHO-TV 52;1000
Davenport woc-Tv’ 156,000 Pittsburgh WD'I'V v
Quad Cities Include Davenport, Moline, Rock Ise., E. Moline Portland, Ore.  KPTV ‘ 238,030
Dayton WHIO-TV, WLWD 264,000 Providence WJAR-TV - 45'324
Denver KFEL-TV KBTV 78,198 Richmond WTVR i
Detroit WIBK-TV, WWJ-TV, WXYZ-TV 817,000 Roanoke WSLS-TV Wl
El Paso KROD-TV .. Rochester WHAM-TV 2000
Erie wicu 175,550 Rock Island WHBF-TV 136,
Ft. Worth Quad Cities Include Davenport, Moline, Rock Ise., E. Malme96 750
Dallas WBAP-TV, KRLD-TV, WFAA-TV 196,985 Salt Lake City KDYL-TV, KSL-TV Briclc -
Grand Rapids WOOD-TV 223,961 San Antonio KEYL, WOAI-TV 158050
Greensboro WEMY-TV 141,215 San Diego KFMB-TV 481,000
Honolulu KGMB-TV, KOMA ,750 San Francisco KGO-TV, KPIX, KRON-TV »
Houston KPRC-TV 211,500 Schenectady- 300
Huntington- Albany-Troy WRGB 144.900
. Charleston WSAZ-TV 12;,904 ;eu:‘ﬂe :g‘lNQG;LV 211,
India li WFBM-TV - 292,000 Spokane TV eeassase
Jacksonvills WMBR-TV 88,900 St. Louis KSD-TV m,ggg
Johnstown WIJAC-TV 177,301 Syracuse WHEN, WSYR-TV 2031000
Kalamazeo WKZO-TV 241,832 Toledo WSPD-TV 20 b
Kansas City WDAF-TV ?;!;,g?g 'll;ulsn = KwOK'l;\s lg;:o
L 1] WGAL-TV h tica-Rome B
L:::?nsg" WIIM-TV 123,000 Washington WMAL-TV, WNBW, WTOP-TV, WTTG 425.:8017
Los Angeles KECA-TV, KHJ-TV, KLAC-TV, KNBH Wilmington WDEL-TV ) 126,
T KTLA, KNXT, KTTV 1,422,981 Total Sets in Use: 19,702,297

Total Stations on Air 125*

Editor's Note:
partially duplicated.
and manufacturers,
necessarily approximate.

Totals for each market represent estimated sets within television area.
Teas S'::un:es of set enm?uus are based on data from dealers, dlsmbu!ors, TV cir
Since many are compiled monthly, some may remain ged in

Total Markets on Air 74*

Where coverage areas ovorlcp set counts may be

electric companies
Total sets in all areas are

ve 1es.
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In Atlanta

there is no question about which

| radio station has the audience

t witness:

Of the top 5 radio shows each night in Atlanta,
Sunday through Saturday, WSB carries 32*. The nearest

competitive station carries 6*.

Of the top 5 daytime radio shows in Atlanta, Monday-Friday,
Saturday and Sunday, WSB carries 15*. The nearest competitor
carries 2*. Pulse Reports for September-October

é‘ reveal this strong leadership by WSB.

This dominance becomes even more impressive when viewed
alongside rating comparisons of network stations in

s many major markets. And it is further revelation of the

b unique position WSB holds among radio audiences

of the Southeast.

& ( If you are concerned with how to get a fair shake
| for your radio dollar—buy where you
‘ get the most for that dollar.

Affiliated with The Atlanta Journal
w and The Atlanta Constitution.
Represented by Edw. Petry & Co.

The Voice of the South

\ *Ties account for 3 “extras’
| at night, 2 during day.

|
|

{

]
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Dozen More TV Grants Made

(Continued from page 51)

50 kw aural, antenna 520 ft. Condi-
tional upon A. D. Faust and L. H.
Israel severing their connections with
WDTV (TV)

Buffalo, N. Y. (Group B-4, No. 181)
— Buffalo-Niagara Television Corp.,
granted uhf Ch. 59, ERP 91 kw visual
and 51 kw aural, antenna 410 ft. Oper-
ating: WBEN-TV, vhf Ch. 4. Author-
ized earlier: WTVF (TV), uhf Ch. 23
(noncommercial educational); Chau-
tauqua Broadcasting Corp., uhf Ch. 17.

In the action granting Versluis
Radio a permit for uhf Ch. 35 at
Muskegon, the Commission dis-
missed the petition of WGRD
Grand Rapids which asked that the
bid be set for hearing. WGRD
charged the new grantee was try-
ing to establish a new Grand Rapids
outlet via a Muskegon channel and
alleged Leonard Versluis had
trafficked in a license when he sold
WLAV-TV, now WOOD-TV Grand
Rapids [B®T, Sept. 22].

Pittsburgh Grant

The grant of uhf Ch. 16 to Tele-
casting Co. of Pittsburgh included
a condition that made issuance of
a permit subject to A. D. Faust
and L. H. Israel severing their con-
nections with WDTV (TV).

The Commission also advised
Agnes Jane Reeves Greer, owner of
WKJF (FM) Pittsburgh, that her
application for uhf Ch. 53 in that
city was being placed in the pend-
ing file to await receipt of addi-
tional information.

By memorandum opinion and
order, the Commission dismissed
the petition of WKBS Oyster Bay,
Long Island, to “reallocate or re-
assign adequate television channels
for the area of Mineola, L. I,
Nassau County, N. Y.” Action was
without prejudice to the station’s
re-filing after June 2, end of the
one-year waiting period for such
changes.

Two FCC hearing examiners

heard further testimony in com-
parative hearings part of last week
but most proceedings resume after
the holidays.

Examiner Hugh B. Hutchison
heard more of the Wichita vhf Ch. 3
case on Monday and Tuesday and
then continued the hearing until
Jan. 5. Examiner Thomas H.
Donohue heard more of the Sacra-
mento vhf Ch. 10 case on Monday
and Tuesday, also, recessing until
today (Monday). The Duluth-Su-
perior vhf Ch. 6 hearing is to re-
sume Jan. 26 before Examiner Her-
bert Scharfman. No other is slated
this week.

Meanwhile, three of four uhf sta-
tions receiving RCA’s first factory-
built transmitters are reported on
the air and the fourth plans to com-
merce shortly (see story page 51).

Last week’s grantees also have
submitted operation estimates and
other details.

Walter E. Wagstaff, general
manager of KIDO Boise, said he
hoped to have the station on the
air by July 1. RCA equipment
throughout has been ordered, he
said, but a transmitter building
has to be built. The national rep-
resentative will be Blair-TV. The
station hopes to have NBC basic
and other TV networks until such
time as other services may be avail-
able in the market.

Donald W. Reynolds, KWRN
Reno, said it is hoped to have the
station on the air within three
months and that equipment would
be purchased promptly. No ar-
rangements yet have been made
on station representation or net-
work, he said.

Withers Gavin, president-general
manager of WCOC Meredian, re-
ported GE equipment has been or-
dered and that he hoped to have

to 28,000 watts.

FRANK P. FOGARTY, Gen. Mgr.

" ON OMAHAS

WOW-TV

WOW-TV, as part of its $110,000 improvement and ex-
pansion program, has raised its video power from 17,200
Before this power increase, WOW.TV
was Omaha’s most powerful TV Station. Now, WOW.-TV
is the most powerful TV station in the Mid-West!

Use WOW.-TV’s increased power and increased coverage in
this 160,000 plus set market for better-than-ever sales results.

A MEREDITH STATION

NBC and DUMONT Affilicte
Represented Nationally by BLAIR-TV, Inc.

FRED EBENER, Sales Mgr.
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the station on the air as soon as
the installation could be made. The
station, he said, will be affiliated
with CBS. He plans to negotiate
for national representation shortly.

Hy W. Steed, general manager
of WLAV Grand Rapids, on be-
half of Versluis Radio and Tele-
vision, Muskeegon grantee, -said
the station had no actual target
date because of difficulty in getting
a firm date on delivery of equip-
ment. GE equipment will be used.
No arrangements have been made
on network or mnational represent-
ative. Operation is not anticipated
any time soon—it may be as long
as a year, Mr. Steed said.

KSWO-TV Lawton hopes to com-
mence operation in April using
RCA equipment, according to Paul
Goode, business manager of KSWO
and manager of the TV outlet.

Telecasting Co. of Pittsburgh
has no commencement date at this
time, it depending upon equipment
which yet must be purchased. A.
D. (Don) Faust, assistant general
manager of WDTV (TV), and
Harry H. Israel, WDTV sales man-
ager, have resigned those posts ef-
fective Jan. 1 to meet condition of
the grant.

Don C. Wirth, Neenah-Menasha
Broadcasting Co., Neenah grantee,
hopes for commencement by late
summer. Equipment and networks
are unspecified. George W. Clark
Inc. has been named national repre-
sentative.

Other Reports

Reports also have been received

from others planning commence-

ment soon.

WALA-TV Mobile, Ala., has a
Jan. 1 target date, according to W.
O. Pape, president. RCA - trans-
mittter was en route from Camden
last week, with the antenna shipped
from Atlanta. Headley-Reed will be
TV representative as well as AM.
TV network affiliations include
NBC, CBS and ABC, Mr. Pape said.

WEKAB -TV Mobile expects to
start telecasting Jan. 1, said R. H.
Moore, commercial manager. All
equipment but the antenna had been
set up last week, with the antenna
en route from Syracuse by express.
Forjoe & Co. will represent both
TV and AM stations. TV network
affiliations include CBS and Du-
Mont, Mr. Moore said.

Karl 0. Wyler, president of
KTSM-TV El Paso, Texas, said the
RCA transmitter and antenna had
been erected and several days of

shakedown tests will start early-

this week. He said some miscella-
neous items are en route. “We want
to start off with a good picture,”
Mr. Wyler said. “A great disservice
can be done television and the
public by TV stations if they start
service without proper program-
ming and a technically satisfactory
signal.” He estimated KTSM-TV
would start regular service late
this week. The station will be an
NBC-TV affiliate with George H.
Hollingbery Co. as representative.
Following is the list of mutually-
exclusive applications which FCC
passed over last week when acting
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upon the 12 new grants. Passing
over of contested bids is part of the
temporary expediting procedure
begun Oct. 15 to speed service to
cities now without TV. Applica-
tions passed over:

GROUP A
Applicant Location Channel
Alexandria Bcstg. Co. Alexandria, La, 5
KSYL Inc. & “ 5
Jacob A. Newborn Jr. = L 62
Barnet Brezner “ “ 62 |}
Lemert Bestg. Co. Bukell;sﬁeld, Calif. 10 |

Kern County Bestrs.
Favetteville Bcstrs. *
Rollins Bestrs.
Cape Fear Bestg. Co.
KVOS inc.

Fuye"ﬁville, NI.C. 18 ,

" 2 18 4
Bellin'g’hom, Wgsh. 12 &

Bellingham Telecasters 12
Owensboro-on-the- |
Air Inc. Owensboro, Ky. 14 §.
Owensboro Pub. Co. & 2 14 |
Valley Television k|
& Radio Inc. Ottumwa, lowa 15 |
KBIZ Inc. i 1 15
Evangeline Bestg. Co. Lufuxeﬂe, I;u. 10

Camellia Bestg. Ceo.
Columbia Amusement

Co.
WKYB Inc.
Appalochian Bestg.
Radiophone Bestg. [
Station WOPI Inc. & “ 5 |

Paducah, Ky. 6 |
3 P v
Bristol, Tenn..Va. 5 |

PARAMOUNT TV

Enters Film Production

PARAMOUNT Television Produc-
tions Inc., a wholly-owned subsidi- !
ary of Paramount Pictures Corp.,
has completed arrangements for |
entrance into the TV film produc- |
tion field, Paul Raibourn, president
of Paramount Television and vice §
president of Paramount Pictures, ‘

announced last week. i

Mr. Raibourn said that his firm
has entered into an agreement }
with Edward J. and Harry Lee |
Danziger, independent producers |
of motion pictures for theatres, to |
produce a series of 39 half-hour
dramatic films for television. He
added that 39 scripts already have |
been written for the series and
photography is scheduled to begin
Jan. 5.

“This marks our first venture ¥
into production of films for tele- ¥
vision,” Mr. Raibourn stated. “We §°
believe that television and motion §°
pictures are sister arts and that‘ :
each has a constructive contribu- |
tion to make to the other.” |

Mr. Raibourn has assigned Burt
Balaban, director of programming {§ -
and production for Paramount |
Television, to supervise production
of the programs. An exploitation |
and merchandising campaign is§
now being prepared under the di- .|
rection of John F. Howell, the}
company’s director of sales and [}:
merchandising, - according to Mr. |
Raibourn. -

Daly to DuMont Post

ARTHUR J. DALY, account exec-f
utive for Geyer Adv., New York{.
last week was appointed accounty.
executive in the network sales de-§j
partment of DuMont TV Network
Mr. Daly began his broadcasting
career in 1929 as an executive pro-|

as radio and television director for
the William H. Weintraub Co. ancg ]
Peck Adv. R
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! $2 Million for 7 Stations

CALIFORNIA’S legislature, meet-
ing in January, may be asked to
appropriate up to $2 million for
quick construction of seven televi-
sion stations for eduecational use
throughout the state.

This was among a series of rec-
ommendations to Gov. Earl Warren
| at the close of a two-day state-wide
conference called by him to exvlore

CALF. TV PLAN

.. ways and means of getting the

: ! seven

|
|
i
|
I

channels 1into operation
» [BeT, Dec. 271.

Eight channels up and down the
state have been set aside tentatively
by the FCC for noncommercial
4 educational use. Only one station
actually is under construction, in
Los Angeles.

The conference, attended by more

_gthan 2,000 leaders in education,

business, agriculture, labor and
television, adopted no recommen-
dations as a body. But these pro-
posals were drawn up by various
diseussion groups:

1. The legislature should put up
the money for construction of the
seven stations. But the stations
should be operated strictly under
local controls, and the state funds

the local areas served, if possible.
2. Educational groups in the
areas involved should act now to get
FCC approval for station construe-
tion prior to the June 1953 dead-
line after which the FCC has indi-
, cated it may turn the reserved
channels over to commercial use.

Financing of Stations

3. If possible, areas served
should pay the costs of operating
the stations through use of school
funds of other tax monies, or with
the help of private grants. If
' necessary, the state may be asked
to help pay operating costs for the
first year, or perhaps longer. Where
there is private financial support,
it. should be without private con-
trols.

4. A co-ordinating committee
should be established at the state
level, but the state should leave
station operations and program-
ming entirely up to local groups.
The legislature should create a com-
mission on educational television
for a continuing study of the prob-
' lems involved. The commission

| would submit regular reports to the

% law makers.

5. Programs to be presented by
educational TV stations—and sent
into classrooms, institutions, and
private homes alike—should be en-
tertaining as well as educational,
and should be free from propa-
ganda and politics. Program par-
ticipation should be open to all
races and creeds.

At the conclusion of the confer-
ence Gov. Warren said he will name
a Citizens’ Advisory Committee to
sift the recommendations and draw
up a program for action.

The governor estimated yester-

ultimately should be paid back by"

$1 Million Haul

EACH night last week $1
million worth of jewelry was
to be delivered to WOR-TV
New York’s studio by ar-
mored car and picked up at
the end of the station’s
Broadway TV Theatre pre-
sentation of ‘“The Enchanted
Cottage,” spokesmen said.
Jewelry was worn by dancers
in ballet sequence of play,
and was made available to
the station by Harry Win-
ston, Fifth Avenue jeweler.

day that all the stations for which
educational TV channels are re-
served in California could be con-
structed and operated for one year
for $2 million, which he said repre-
sents a small percentage of the
state’s total contributions for pub-
lic eduecation.

McCALL’S '"MIKES'
Anne Holland Is Top Winner

DESIGNATION of Anne Holland
of WBAL-TV Baltimore as top win-
ner in the second annual McCall’s
“Mike” awards to women in radio
and television and selection of
seven other outstanding women in
three categories of broadcasting
were announced last week by Mec-
Call’s magazine.

Awards were established in 1951
to honor the public service achieve-
ments of women broadcasters and
executives, Winners will receive
their awards, golden microphones,
in their home towns during the
on-sale period of the January issue
of McCall’s. Formal presentation
will be made at a dinner May 3
during the convention of American
Women in Radio & Television in
Atlanta.

Miss Holland was selected for
the accomplishments of her medical
series, Live and Help Live, con-
ducted in collaboration with Balti-
more physicians and the Dept. of
Public Welfare.

Other classifications and winners
were:

Service to community in general: Jo
Stafford, for her ‘“Voice of America”
broadcasts; Mary Morgan, CKLW De-
troit, for her News Digest and its radio
crusade against narcotics, and Christine
Spindel, WDIA Memphis, for her
Workers Wanted program, designed to
raise the standards of living for
Negroes.

Service primarily for women: Evadna
Hammersley, KOA Denver, for her
KOA Home Forum, and Phyllis Adams,
NBC-TV, for It’s a Problem, discussion
program on far-reaching issues.

Service primarily for youth: Made-
line Long, WCCO-TV Minneapolis, for
her Video School, and Nena Badenoch,
director of radio and TV relations for
the National Society for Crippled Chil-
dren, Chicago.

Judges for the 1952 McCall’s
awards were: Irene Dunne, Dr.
Earl J. McGrath, U. S. Commis-
sioner of Education; Mrs. Oscar
A. Ahlgren, president, General Fed-
eration of Women’s Clubs; Eliza-
beth E. Marshall, vice president,
AWRT, and Otis Lee Wiese, editor
and publisher, McCall’s.
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Nielsen Article
(Continued from page 26)

low cost-per-thousand-homes aver-
ages — substantially lower than
for TV; that means daytime radio
serials will be the most economical
vehicles of all; that a number of
TV sponsors will find their costs-
per-thousand reduced to attractive
levels, such as $3 or $4; that sore
of them, on the other hand, will be
spending as much as $18 and $20
per thousand homes.

Even if allowance is made for
increases in rates, in production
costs, and in station lineups to em-
brace new TV markets, the ad-
vertiser still has the possibility of
reducing his cost per thousand de-
livered homes.

Finally, it is pertinent to exam-
ine what advertisers have been do-
ing in relation to these audience
facts, and what trends in market-
ing practices and media selection
they indicate for ’53:

1. Radio can continue to do a
sizable job, despite the inroads
of TV. Regardless of decreases
in AM listening levels, our own
analyses indicate that for many
large advertisers in both media,
radio shows account for the
larger share of their total broad-
cast coverage.

2. Daytime radio is as strong
as it ever was in achieving circu-
lation and impressions at low
cost. Many advertisers have been
using it as an important adjunct
to their nighttime radio-TV brand
promotion, and will undoubtedly
continue this successful combina-
tion.

3. Only the foolhardy buyer of
time will eliminate his radio
schedule to pay for TV alone. We
have considerable evidence that
this practice can be disastrous in

New York : Chicqgo

reducing net coverage and im-
pressions. On the contrary, an
additional radio show (with TV)
is often far more profitable than
an additional TV show. The com-
plementary nature of the media
would indicate that, after careful
analyses, many sponsors will con-
tinue substantial radio efforts
in '53,

4. In TV, alternate-week spon-
sorship may become more popular
with certain advertisers—those
who have found, after analysis, a
greater circulation per dollar in
bi-weekly than in weekly efforts,
despite a consequent loss in fre-
quency of impact.

5. More mnational advertisers
are turning to spot radio and TV
to broaden coverage. Radio sched-
ules are used by TV network
sponsors to hit non-TV markets;
TV schedules are used to increase
coverage in TV markets,

6. There’s a trend toward using
radio facilities selectively, in
which advertisers may buy net-
works tailor-made to their mar-
keting « patterns. This increased
adaptability of radio to sponsors’
needs can be considered a healthy
omen for the networks in ’53.
The broad dimensions of the

changes indicated for radio and
television in the year ahead demon-
strate the nature of the challenge
to all facets of the business: Net-
works, stations, agencies and adver-
tisers. Just as the media themselves
will show that a great deal of their
strength comes from their versa-
tility, flexibility and dynamic qual-
ity, so everyone in broadecasting
must look at 1953 with the same
spirit. Under such conditions, the

-industry can expect a continuation

of its known vitality.

Los Angeles 5 S
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Erickson Article
(Continued from page 25)

vision. The ideal liaison man should
be a sound advertising man with
background in several of the fol-
lowing fields:

(1) Programming and produc-
tion

(2) Merchandising

(8) Research

(4) Network & Station Rela-
tions

(5) Sales

(6) Writing

(7) Business management and
accounting

(8) Diplomacy

As the cost of television rises,
the direct responsibility for actual
production is shifting to the pack-
age producer or the network pro-
ducer, with few exceptions, because
the rising cost of television has
forced more and more advertisers
to reduce their television expendi-
tures to alternate week frequency,
participations, or other plans of
sharing the cost. The agency’s
greatest responsibility under these
conditions is to recommend and de-
liver an affordable method of using
television designed to best take
advantage of merchandising, dis-
tribution and advertising factors
to move merchandise at reasonable
cost . . . and to write and produce
commercials that will make full use
of the media facilities so delivered.

The high cost of servicing tele-
vision is also a factor. Many agen-
cies—especially those of middle or
small size—found that television
was excessively expensive to them
because of the great number of
producers, directors, assistants,
ete., necessary to keep on staff even
during months when they got no
television billing. In addition, it
is not uncommon for a top tele-
vision producer to get as high as
$100,000 a year, a salary which
makes him prohibitively expensive
to any agency staff,

As a result, more and more agen-
cies began buying package shows
where all production ingredients
were included and fully commis-
sionable. The writing and produec-
tion of film and live commercials
is now the agency’s primary and
most imoprtant function.

The Liaison Man

The television supervisor of the
future is therefore beginning to
assume his true identity, He will
vary in stature and income in ac-
cordance with the agency and its
television billing. He will exert
influence on the shows he super-
vises in direct proportion to his
ability, reputation, and diplomacy.

The definition of the ideal liaison
man goes something like this:

He is in his thirties or early
forties.

He dresses conservatively and is
well groomed.

He is social but natural.

He has a good education.

He has responsibilities at home
and is mature.

He has network experience, pref-
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erably as a director and producer.

He has some advertising agency
experience in radio or television.

He can balance his own check-
book and the budgets he is respon-
sible for.

He can sit down and edit a script
or write it, if necessary.

He can negotiate talent con-
tracts and has done so, many times.

He 1is familiar with technieal
aspects and limitations of the
media.

He is aware of the advertising
benefits on a cost per thousand
basis of all media.

He knows all of the important
personnel of networks, talent agen-
cies and other agencies and is on
good terms with them.

He can expedite any request
from the client or his agency
executives.

He never loses his temper.

He is courteous but firm in deal-
ing with all.

He is logical and reasonable at
all times. s

He is persuasive with talent on
the client’s behalf.

He is, therefore, expensive.

The Writer

Increasingly important' in the
advertising agency organization is
the commercial writer. He or she
is assuming a stature never
achieved in radio but frequently
achieved in print media or overall
sales planning. Since there is
nothing magic about television,
sales depend directly on the sell.
The sell comes from the genius of
the writer and the production
ability of the staff that works with
him.

The production of commercials
is now assuming great importance,
generally under the direction of
the writers. New, experienced film
directors are joining agency staffs
to insure quality. The great barns
of Hollywood with their technical
perfection are beginning to re-
place the convenient New York
lofts which “just grew” to serve a
boom time in early television. This
department, too, must grow in im-
portance relative to the print pro-
duction departments but always
subordinate to the creators of the
selling ideas.

It is not unlikely that as pro-
gramming becomes more a matter
of good judgment from the agency
point of view the top writer will
increasingly be the most important
man in the radio-television de-
partment—or head of a separate
department on a level with the
director of the radio-television de-
partment. At these prices you've
got to move merchandise to keep
using the medium.

The Media Men

Of course, not all agencies are
organized so that related media
report to the radio and television
department, but, nevertheless,

there is always a strong relation-
ship, particularly in the buying of
participations or network pack-
ages, between the radio-television
executive and the timebuyers. As
television station licenses are
issued, the present great skill in
getting good television time in
monopoly areas becomes less im-
portant, and it looks as though in
a year or two television time-
buying will be as routine as radio
timebuying.

The media man must therefore
assume new proportions. He should
become a scientist who relies more
on research to guide him in making
his basic decisions. He should be-
come an all around media man who
assists accounts and clients in wide
decisions of allocation of advertis-
ing dollars between print and elec-
tronic media. In effect, the media
man should emerge a far more
important factor in the agency
organization than he ever was in

AS MANAGER of Young &
Rubicam’s radio-TV depart-
ment, Mr. Erickson has plenty
to do. Y&R has 21 major
clients using network tele-
vision, 15 wusing mnetwork
radio, 18 wusing spot and
regional TV, 23 using spot
radio, is second only to BBDO
in radio-TV billings. Mr.
Erickson got his broadcast
training at WHN New York,
KFEQ St. Joseph, Mo., and
WHP Harrisburg, has direct-
ed important radio shows at
NBC and CBS, and in 1946-47
was director of program oper-
ations for WOR New York.
He was radio consultant to
Procter & Gamble for three
years, has been a radio ac-
count executive and assistant
head of radio for Foote, Cone
& Belding, joined Y&R in
- March, 1948, as producer of
We, the People and was
named to his present post
three years ago.

the past when there were absolute
specialists in radio or print.

The Networks

After the present period of un-
certainties, trial and error, new
studios for old, personnel shake-
ups and retirements, and after
FCC decisions are less industry-
shaking, the networks will again
settle down as they did in radio in
the late thirties. The struggles for
power will be over and the new
generations will move in to re-
place the pioneers. Programming
will become increasingly important
since so many advertisers will be
buyers of participations, partial
sponsorships, seasonal programs,
and other types offered by net-
work program departments.

If you agree in general with the
theory of the changing character-
istics of the advertising agenecy
radio and television departments
and their relationships to the in-
dustry, you will readily reduce

these changes to a few handy
axioms.

First is the necessity for change.
A generation has passed since the
radio industry was formed. The W§°
leaders of that industry have done #§"

a remarkable job, but the drains [}
of rigorous pioneering and time §"

are beginning to take a toll of the
leaders. The energies required to |
whip the unending problems of a |

new industry, even more demand- @

ing than radio, are no longer |
theirs. So our first axiom is: New
leadership must arise in television.

Second is the agency changes §

which must occur as major adjust-
ments are made to orient to the
rising percentage of gross billing

going into television. Mergers, de- [
clining agencies which once were #"
major agencies, the ascendancies §"
of the bright new agencies, and §

the continued strength of the big

agencies that prepared for the new §

medium are rampant around us.

Our second axiom is: Advertising '
agencies, in order to survive or {
grow, must adjust to television to "

a greater degree than any other
media in the past. -

Third is the character of the

personnel within the ageney radio 1

and television departments. As the |
costs of television become meas- |
ured in millions of dollars the
television executives will become
increasingly aware that their fune-

tion is not to entertain the public [
but to sell the products manu- §

factured by the agency clients. To
be sure, each major agency execu-
tive will have the training and
ability to step in and produce or
direct a television show. He will §
use this knowledge in the selec- ¥
tion of programs for his client. He
will constantly supervise, police,
and improve the quality of the
programs under his supervision.
His composite talents will insure
his client of high ecirculation pro-
grams.
high ecirculation shows are the ve-
hicles necessary to carry sales

messages, but he will know that §:

entertainment is secondary to the
sell supplied by his commercial
writers.
radio and television executive must
assume the responsibility of sell- §
ing the products advertised on the |
programs he contracts for. i

And, there we hold the mirror |
up to nature and discover our |
latter day radio-television execu-
tive—for better or worse, for |
richer or poorer.

His problems are no fewer and #
his responsibilities are broader and I
more demanding. His eternal |
search for security is more frenetic |
than ever. He remembers with
nostalgic affection his

come back,” but he knows they

never will as he changes the name § \

of his department to “The Tele- ||
vision Department.” He looks at

the huckster selling produce in his §i

suburban community and nods to

him with fraternal understanding. #

He, too, must now move merchan-
dise.
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He will be aware that §

Our third axiom is: The §

haleyon | B
radio days. He longs for them to




Telestatus
(Continued from page 56)

iiLucy receiving the highest rating
75.2 Top Canadian show con-
finued to be The Big Revue with a
‘rating of 47.5, followed by NHL
ockey with 45.3.

est & Worst Programs
oll Shows ‘Lucy’ at Top

EST and worst shows thus far
i %abulated in the annual Television
\Forecast Awards Poll, conducted
‘in midwestern states around Chi-
i feago, are I Love Lucy and Milton
.Berle. Runners-up in the best class
are Arthur Godfrey and Show of
Shows, while Howdy Doody and
Tom Duggan (local WNBQ (TV)
hicago sportscaster) rank in the
worst category.

Final tabulations from readers in
a six-state area will be announced
Jin mid-January. Other current
‘; avorites, according to results al-

.4 Mystery, D'ragnet Racket Squad,
“ he Web; kid, Kukla, Fran & Ollie,
\WHowdy Doody, Super Circus; dis-
‘feussion & educational, Meet the
ress, Quiz Kids, Bishop Sheen;
1tuatlon comedy, I Love Lucy,

idrama, Studio One, Robert Mont-
dgomery, Fireside Theatre.
M.c.-announcer, Arthur Godfrey,
‘Bert Parks, John Daly; male
Isinger, Perry Como, Frank Parker,
Julius La Rosa; female singer,
Dinah Shore, Marion Marlowe, Dor-
othy Collins; mnewscaster, Ulmer
Turner (locally on WBKB (TV)
“Chicago), Clifton Utley (network
and local on WNBQ Chicago), John
ameron Swayze.

© Sportscaster, Bob Elson (local
‘'on WBKB) ; Jack Brickhouse (local
on WGN-TV), Tom Duggan (local
on WNBQ); comedian, Martin &
Lewis, Sid Caesar and Imogene
Coca, Jackie Gleason; quiz show,
“What's My Line, You Bet Your
Life, Strike It Rich; music, Fred
Waring, Hit Parade, Voice of Fire-
stone; variety, Arthur Godfrey,
how of Shows, Garry Moore.

SHAPIRO NAMED
KDUB-TV's Commercial Mgr.

IMIKE SHAPIRO, veteran of
tbroadecasting and advertising in the
“Southwest, has been appointed
“eommercial manager of KDUB-TV
‘"Lubbock, Tex., it was announced
ﬂast week. Mr. Shapiro, who goes
to KDUB-TV from WFAA-TV
#Dallas, will be in charge of all lo-
‘gal, regional and national sales.

. Mr. Shapiro has been manager of
BKECK Odessa, Tex., and has been
rassociated with KTXL San Angelo,

Named to Mr. Shapiro’s commer-
cial staff were George Collie, for-
“merly with XELD-TV Matamoros,
g Jimmie Isaacs, previously
i@with KRUN Ballinger, Tex.;
PKRBC Abilene, Tex.. and WKIK
Burbank, Calif., and John McMinn,
formerly with West Texas Adver-
ising Co., Lubbock.

CANADA IN "33

‘52 Business Up; TV
Impact Projected

TV will make its first impact on Canadian radio early in 1953, and simul-
taneously new Canadian Broadcasting Corp. regulations will change
Canadian station programming. This is the opinion of several broad-
casting industry executives at Toronto,

Generally speaking, advertising
agencies, station representatives
and transcription importers report
business good in 1952 and expect it
to remain about the same in early
1953. There has been a decided in-
crease in radio accounts. National
accounts in the past year have in-
creased more than 25%, with 700
national accounts using Canadian
radio stations at the close of 1952.
Besides, many old accounts were
reported spending more, according
to a survey by the sales division of
the Canadian Assn. of Broad-
casters.

Networks will be using about the
same amount of time in early 1953
as during 1952, according to CBC’s
commercial division. Nearly all
network shows, both Canadian and
U. S., have renewed for the winter,
and seéveral new Canadian shows
are being investigated by adver-
tisers.

It is expected the new draft reg-
ulations of CBC when finalized,
after public hearings in January,
will call for greater Canadian pro-
gram content, based on the Massey
Royal Commission report which
urged more Canadian talent de-
velopment.

Programming Revision Underway

Canadian stations and advertis-
ers already have made such a start
in 1952, with national advertisers
buying local live shows on stations.
This trend is continuing with more
newscasts and commentaries used
by national advertisers. It is ex-
pected new Canadian variety and
musieal shows will be produced at
Toronto, with tape and disc ver-
sions going to stations for national
advertisers. A number of adver-
tisers in recent months bought such
shows produced by All-Canada
Radio Facilities and S. W. Caldwell
Ltd., both of Toronto. This will
answer the Canadian program con-
tent difficulties for some stations
in smaller markets where not much
good local talent is available.

In larger markets individual sta-
tions are having no trouble selling
all possible time, including Mont-
real, Toronto and Windsor, where
TV has made inroads. Some
smaller stations are finding some
national business has passed them
by, in part because of increased
costs of radio advertising. A num-
ber of stations increased rates in
1952, but this trend is expected to
drop off in 1953. Advertising
budgets, however, are heavier, to
take care of the rate increase and
other increased costs.

Canadian telecasting, which
started in September at Toronto
and Montreal, in itself has not
dented Canadian radio, although it
has stimulated TV receiver sales.
This in turn has given nearby U.S.
TV stations bigger audiences.

BROADCASTING ® Telecasting

*
Audiences for the Montreal and
Toronto stations still are small, but
some advertisers are using the two
CBC stations.

Other advertisers are negotiat-
ing for shows and spot announce-
ments on the two stations. Costs
are high, both for time and talent,
and some changes are expected in
costly Canadian AM network .ad-
vertising later in 1953. About half
the Canadian market is in the
Toronto-Montreal area, and an in-
creasing appropriation for Cana-
dian TV is expected to be felt on
network shows heard in the same
area. Currently the CBC TV sta-
tions cannot handle many more
sponsored shows because of staff
and equipment problems as well as
programming which calls for more
Canadian than imported shows un-
der CBC mandate from the gov-
ernment.

A solution to the stalemate on
importation of U. S. TV sponsored
network shows via Kkinescope or
microwave relay is expected to be
reached soon, allowing more inter-
national advertisers with Canadian
subsidiaries to bring U. S. net-
work shows into Canada, and give

PRESIDENT M. T. Harrington (c) of
Texas A & M College accepts TY
transmitting equipment presented by
Westinghouse Electric Corp. to equip
laboratories for expansion of the col-

lege’s TV instruction. L and r are
C. E. Nobles, manager of Westing-
house detection system, and J. A.
Baudino, Westinghouse vice president.

Canadian TV  stations bigger
audiences. Stalemate has been
over the percentage to be paid
U. S. networks on high rates
charged by CBC’s TV stations at
Montreal and Toronto. The rates
at these stations include production
costs regardless of the program
being live, film or relayed.

Biggest threat to Canadian AM
stations is the loss of more aud-
ience in southern Ontario and
southwestern Quebec provinces to
new U.S. TV stations being built
near the international border.
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'DANGEROUS” ASSIGNMENT WAS NO RISK IN INDIANA: i
i

INDEPENDENT GROCERS CLEAR |

MANY A CASE WITH TV

vertising grocery products in

a 2l-county area in south
central Indiana covered by WTITV
(TV) Bloomington has caused one
week of the campaign to be labeled
“The Bloomington Tea Party.”

The occasion was one showing
of Brian Donlevy in Dangerous
Assignment, TV film show (8-8:30
pm. Wed.), after which 56 Inde-
pendent Grocers’ Alliance mem-
bers, served by John R. Figg
Wholesale Grocer Inc., Blooming-
ton, sold 3% tons of Lipton’s tea
in one week—with six tons the
total sale for 1951—as a result of
the weekly NBC-TV Film Syndi-
cate Sales’ program.

The 56 participating grocers, lo-
cated in 21 counties within a 60-
mile radius of WTTV, last Janu-
ary selected Dangerous Assign-
ment, for which each paid a frac-
tional part of the cost instead of
buying space in local newspapers,
according to WTTV. The plan was
adopted after Bob Lemon, WTTV
general manager, had spent sev-
eral months convincing Figg Ine.
of his belief in TV as an area—
instead of a metropolitan—sales
medium.

The success of the IGA sales
plan, which showed by Figg Inec.
figures that the 56 participating

*

TELEVISION’S success in ad-

This store
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HE 56 participating grocers really had nothing to fear when they

chose "'Dangerous Assignment'' as a test of TV's effectiveness as a

sales medium. Success of that experiment substantiates the belief of

Robert Lemon, of WTTV (TV), that television has a powerful impact

for a whole area as well as a metropolitan district. One showing of the
program sold 3l/; tons of tea in a week.

grocers sold several times the
amount of the one or two items
advertised each week than they
had sold formerly, indicates the
correctness of Mr. Lemon’s belief.

None of the grocers were located
in Indianapolis or Bloomington,
but in smaller towns in the 21-
county area.

In the campaign, the grocers
were furnished pictures of Brian
Donlevy. Ads were run promoting
the show in the Indianapolis Times
and TV News. Each IGA grocer
was furnished with large “TV
Special” displays of the items ad-
vertised each week.

WTTYV reported the program an
“immediate success from the
start,” not only for the retailer
but for the wholesaler. Figg Inc.,
the wholesaler, was able to add
larger and better stores to its IGA
list.

Besides the $8,000, 315-ton (583
cases) Lipton’s tea sale, a letter to
WTTV from Figg Inc. shows other
figures for the 56 IGA stores as a
result of the Dangerous Assign-
ment TV show, which compare, ac-
cording to the wholesale firm, with
the 1951 average “20 to 60 cases
per week” of each item sold. Cov-
ering 12 telecasts and 13 items, the
TV-inspired sales showed:

Hunt’s peaches, 444 cases, and

*

remodeled

Hunt’s fruit cocktail, 267 cases
until ran out of stock (both on one
telecast); Green Giant peas, 249
cases; Musselman’s jelly, 183 cases;
Dole or Libby pineapple juice, 356
cases; IGA salad dressing, 342
cases; Marlene margarine, 541
cases; Lipton’s tea, 583 cases; Van
Camp pork and beans, 573 cases;
Stokely’s catsup, 561 cases; Peter
Pan peanut butter, 306 cases; Sno-
Puff marshmallows, 309 cases; RSP
cherries, 504 cases.

The letter added that “sales gen-
erally are very good on replace-
ment stock the week after the item
is advertised.”

Convinced of TV’s potency, Figg
Inec. has completed and distributed
new store promotion signs. A mer-
chandising plan has been formu-
lated for all the IGA food advertis-
ers of WTTV which guarantees
product displays. Herschel Hart,
Figg Inc. supervisor, visits each
store weekly and helps prepare
displays, also sending weekly bul-
letins on the next week’s advertis-
ing effort.

The WTTV live commercials on
the show are delivered by George
Languell, one of the grocers, and
are written by Susan Bartlett,
WTTV continuity director. Each
commercial plugs IGA and the item
advertised, then tells viewers of

*

and then

*

each week’s program where six of [
the IGA stores are located in their §*
communities. e
Success of the “tea party” and |
the show’s other food sales leads
WTTV Manager Lemon to affirm
his belief that TV is an area me- |
dium. “It makes no difference if |
a TV station is located in Podunk
as long as it is on high ground |
and can serve a large population,” |
he says, adding that within a 60- §\:
mile radius of WTTV there are §i'
114 million people, an annual $2 R
billion in retail sales and 170,000 [
TV sets reachable by the station. |
The WTTV tower is 720 ft. above [
average terrain, he adds. |
Mr. Lemon quotes SRDS food
sales figures in the 36 counties in
which WTTV claims coverage as
$312,025,000 annually, or $168,872,-
000 when excluding Indianapolis. |
“The advertiser who buys only the
metropolitan area misses this huge
potential almost entirely,” he says. | ;
“WTTV has hurdled one of
newspapers’ last bulwarks—the old §.
effective grocer advertising myth,” |
says Mr. Lemon. He adds: ‘
“There’s no longer any doubt
that television’s area coverage and
local selling impact make TV the §
most powerful advertising medium
in America today.”
*

used TV . .

A 4]
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| ORKING with a limited
{ W budget, Factor-Breyer Inc.,
w Los Angeles, has built a
Vsmoothlv—mtegrated live and film
Saturday evening half-hour pro-
&ram around 3%-minute filmed
;ﬁlnader Telescriptions for its client,
|Maier Brewing Co., Los Angeles, on
jlbehalf of Brew 028
For about one-twentieth of what
" live program would cost, the mus-
dcal shorts were combined with a
‘ ight club setting and disc m.c.
‘ ‘Alex Cooper to make Club 102, seen
weekly on KNBH TV) I-Iollywood
f - On live camera is shown Mr.
Cooper, seated at a corner table dis-
‘cussing the headline entertainers
| he has stopped in to see. The cam-
rera then dissolves into the filmed
musical numbers, which feature
erb Jeffries, Peggy Lee and Nat
EIKing” Cole and others in similar
inight club settings.
. The switch back and forth be-
i'tween the live and filmed portions
as succeeded in producing the ef-
[fect of a live show, according to
Farlan Myers, director of radio-TV
‘for the agency. The effect is fur-
ther heightened by having one of
1Lthe performers, scheduled on film
Jfor the evening, make a live guest
“"‘appearance with Mr. Cooper.

'Sales B

}INS Telenews has sold its daily
i« TV news service to KOLN-TV Lin-
{ieoln and WWLP (TV) Springfield,
"Mass., and its weekly review of the
jlnews and This Week in Sports to
JKGNC-TV Amarille.

i
I * * *

J WFPG-TV Atlantic City’s new uhf

tatlon, signed a six-month contract
last week for the complete TV film

ibrary of the Atlas Television
Corp., New York. The transaction
was worked out by Edna Latimer,
'station’s film director, Fred Weber,

FPG-TV president, and Jackson
]I,PE Dube, director of eastern sales
Hfor Atlas.

\
(4§
i
I
|

% * =

HAI Simon Productlons, Hollywood,
s filming 13 three-minute TV com-
erc1als for Miller Linoleum Co.,

lﬁKansas City, Mo. The order was

‘placed direct.

! #* * *

| uild Films Inc., New York, has
Jacquired TV distribution rights to
a'136 feature films, produced this year
‘with video programming in mind,
#rom A-B-TV Movies Inc. All are
hldramatlc, adventure, mystery or
stuspense in nature. Stars include

Joan Rice, Valerie Hobson, Michael
“Wilding and Sarah Churchill. The
acquisition marks a new phase in
1 Guild’s expanded operations, ac-
I eording to president Reub Kaufman,

\‘ hance TV series. Firm’s Holly-
i wood office has moved to 8913 Sun-
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tion pictures, with the exception
of “Duel in the Sun,” will be made
available to television on a one-
run basis. Plans include the possi-
bility of introductions by Mr. Selz-
nick or the films’ stars.

Some of the features will be
edited to 54-minutes with others
scheduled to be telecast in two in-
stallments. The package of 26
films will be offered at a reported
$1 million.

. * s

The Alexander Film Co., Colo-
rado Springs, Col., has signed a
six-month contract with KKTV
(TV) Colorado
Springs for time
periods rated as
having the fewest
number of view-
ers.

Don M. Alex-
ander, vice presi-
dent in charge of
production for the
film company,
said the firm
wants to conduct
an extensive series of quality-con-
trol tests of actual telecasts of film
commercials, instead of closed-cir-
cuit viewings. The screenings, to
include various tests of film types,
are to be chiefly for the benefit of
production technicians and research
men at the film company.

Mr. Alexander

* * *

Richard A. Foley Adv. Agency,
Philadelphia, has begun an experi-
mental series of live 20-second spot
announcements on WCAU-TV Phil-
adelphia. These are the first live
20-second spots to be presented in
Philadelphia, according to the agen-
cy, and were prepared for Abbotts
Dairies Inc.

# * *

James A. Nussbaum and Frank
Barrett Jr. announce the formation
of Totem Film Productions, Seattle,
with activity centered around tele-
vision spots for local and regional
accounts.

Mr. Nussbaum has worked pri-
marily in the field of commercial
and illustration photography
(stills), while Mr. Barrett’s spe-
cialization has been mainly motion
pictures. Several of Mr. Barrett’s
films have won national awards in
the non-theatrical field during re-
cent years. He was previously as-
sociated with American Advertis-
ing, Seattle.

Accounts of the new firm include
Heidelberg Beer, RCA television
and radio products, CBS Colum-
bia television sets, public service
activities such as Union Label
Week and the Christmas Seal drive,
and several retail stores.

“With the advent of new tele-
vision stations in the region,” Mr.

BROADCASTING ® Telecasting

Barrett told BROADCASTING ® TELE-
CASTING, “the volume trend of film
production is expected to show a
sharp rise. Present tendency is to
use more film and less live produc-
tion in the TV field.”

The Seattle address of the com-
pany is 912-A Pine St.; telephone
is Mutual 3422.

Film timing chart and cartoons
lampooning television are being
mailed with calendars this week by
Academy Film Productions, Chi-
cago. The chart includes the num-
ber of words and pacing for nar-
rators and the corresponding film

(Continued on page 73)

NCAA CRITICS
Misquote Report—NORC

NATIONAL Opinion Research Cen-
ter charged last week that crities
of the National Collegiate Athletic
Assn.’s 1952 program and of
NORC’s TV survey are using the
findings of the study ‘“out of con-
text to prove their points.”

In a statement from Paul B.
Sheatsley, NORC’s eastern repre-
sentative, the research organization
centered its attack upon a recent
declaration by advertising man
Lester Jordan. Mr. Sheatsley as-
serted that Mr. Jordan’s statement
quoting the NORC report to indi-
cate that “colleges in TV areas
showed a 3.9% rise in gate receipts
in 1950 under unlimited telecast-
ing” was “typical of the way adver-
tising men treat survey findings.”

“The TV-area colleges’ gate re-
ceipts were up 3.9% over the pre-
TV base years,” Mr. Sheatsley
acknowledged. “But where there
was no television competition, gate
receipts were up 17.7%. Further-
more, while gate receipts in non-
TV areas climbed 7.4% over 1949,
in TV areas they actually dropped
back from 1949.”

Mr. Sheatsley declared that a
paragraph in the survey comment-
el significantly that ‘“the larger
differential between the two [TV
and non-TV] areas is on the gate
receipts rather than attendance.”
This section of the study, accord-
ing to Mr. Sheatsley, pointed out
that colleges in TV areas ‘“‘were
hurt worse in the pocketbook than
mere attendance figures show and
the results are further confirma-
tion of the adverse effects of TV.”

Quoting critics of the NCAA plan
as saying that “football is doing
all right in spite of television,” Mr.
Sheatsley replied that if gate re-
ceipts are up 18% without tele-~
vision and 4% with it, it is evident
that colleges “are better off without
television.”

s

A NEW sales format for its early-
morning Today television show
(Mon.-Fri., 7-9.a.m. EST and CST)
—with time to be offered to adver-
tisers only in five-minute segments
—was announced by NBC last
week, effective Feb. 1.

Although some 92% of sales on
the show have been made on the
five-minute basis, officials said, time
also have been available in 7%-, 10-
and 15-minute segments.

The new plan, which was outlined
to advertisers in a letter from
George Frey, vice president and
director of radio and television
sales, will permit four advertisers
to occupy each 25-minute portion
of the program, with each sponsor
receiving one minute of commercial
time. Affiliates will continue to
have five minutes of every half-
hour for local sale, plus chainbreaks
midway in each of the 25-minute
periods.

Rates under the new plan will be
one-fourth of the 30-minute rate,
or 15% of the Class “C” rate,
which increases the cost per par-
ticipation by about $300.

Officials said the new sales for-
mat will give the show greater edi-
torial flexibility and make every
network minute available to adver-
tisers.

82w in POPULATION |

among Sales Management's

162 Metropolitan Areas
°

o Al people are consumers.
| But quality people are bet- |
{ | ter customers. The depth of | =
- | quality in the Quad-City |
| market is an outstanding
| asset of 240,500 people who |
live here. Good ancestry, f =
« fine geographical location
| |and diversified means of
- | livelihood all contribute to
the high standard of Quad-
City living. WHBF is fa-
vored with the loyalty and |
friendship of Quad-Citians,
accumulated during 25
years of service in radio }
broadcgsting. i

| Les Johnson, V.P. and Gen. Mgr. |

FELCO" EUHD!NG RO(K ISL-ANID‘,
Rigipresenned: by Ayery 5K
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Ryan Article

(Continued from page 27)

look is good—but the specific one
for individual retailers is depend-
ent upon a number of factors. Im-
portant among these are his own
advertising plans. And understand-
ing of how he arrives at those
plans should be a basic part of a
radio salesman’s education . .. but
only after our salesmen have a
thorough conception of just what
type of medium it is they’re selling.

They should never forget for a
single minute that they’re selling
the largest, most universal, enor-
mous, widespread advertising me-
dium that ever came down the
pike—a fact borne out by the rev-
elation that 98.1% of all U. S.
homes are radio homes. That means
there are more homes with radio
sets than there are homes that use
white bread or packaged coffee—
or have beds, electricity or indoor
plumbing.

Multi-Radio Homes

Surveys, financed by BAB and
conducted by leading research
firms, now reveal that 66.1% of
metropolitan homes have more than
one radio—and it is interesting to
note that radio-TV homes have
more radios than homes without
TV.

A new pattern has emerged for
radio in the American home—with
the radio set no longer exclusively
found in the living room. Half of
all kitchens in the U.S. now have
a special radio; half the homes have
a bedroom radio—radio has moved
all over the house.

Already more than 10% of all
American homes have four or more
radios. Right now, about one-third
of all homes have two radios, an-
other third have three or more
working radios, and an under-
privileged third have only a single
set. Yet only six years ago the
home with more than one radio was
quite a novelty.

Let’s not overlook our “Listen-
ers on Wheels”—because at least
70.5% of all U. S. automobiles are
radio equipped. 92.4% of all post-
war automobiles have radios. Ra-
dio’s automobile circulation alone
is 27,424,500.

Local application of these facts

should be the basis upon which our
presentations are built.

Absorbing and using these facts
are but step number one . . . be-
cause they’re not worth a plugged
nickel if they’re presented at the
wrong time. And therein lies the
key to the retailer’s thinking be-
cause he lives (or dies) by the
clock. The success of his business
is predicated on good timing. He
has to know what the consumer
wants, when he wants it, in what
amounts, and at what price.

When a media salesman 1is
aware of these factors, he’s then
in a position to make a “realistic”
presentation at a time when the
advertiser is more inclined to be
in a receptive mood. Your key to
his timing, then, is consumer de-
mand . .. and that’s not too diffi-
cult to ascertain because, with few
variations, it remains the same
year after year. The retailer’s
sales figures from the previous
year—item by item . .. department
by department . . . month by month
—are the mirror that reflects the
basis on which the bulk of his ad-
vertising for the coming 12 months
will be planned.

Variables to Watch

This yardstick of past experi-
ence is subject to change, though,
when other factors vary such as
general business conditions, com-
petition, store policies and location
. . . plus media rates and circula-
tion. When any of these material-
ly change—retailer’s advertising
percentage is likely to change.

There are far too many other
ramifications to the media sales-
man’s understanding of the retailer
than we can deal with here—but
the awareness of the importance
of timing alone can mean many ex-
tra advertising dollars.

As for improving the retailer’s
understanding of the use of our
medium—that’s a task we can, and
should, embark on immediately.

Here we have to practically
start from seratch—because there
are few local advertisers in this
country that even know the basic
components of a radio station—
much less have knowledge of such
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finer points as the elements of ra-
dio commercials.

Relatively speaking, radio is the
easiest medium an advertiser can
use. No headaches with art work,
engravings, type selection and the
thousand and one other time-con-
suming features of black and white
advertising.

Each local advertiser represents
an educational job that has to be
accomplished by our medium re-
gardless of whether it’s done by an
individual station or a city-wide
organization representing all the
broadcasters.

It’s time we drained some of the
ink out of the veins of many re-
tailers and replaced it with a little
high potency radio fluid. I'd be
derelict in my duty if I failed to
point out to you that the Broad-
cast Advertising Bureau is the in-
dustry blood bank that can help
you with those transfusions.

EDUCATORS’ TV
Wash. Group Meets Jan. 9

A STATEWIDE meeting of the re-
cently formed Washington Citizens’
Committee for Educational Televi-
sion [BOT, Dec. 8] will be held in
Seattle Jan. 9, BROADCASTING ©
TELECASTING was informed last
week by Ed C. Whiting, chairman.

In addition to officers already
named, chairmen will be announced
at the January meeting for the
following standing committees:
Programming, technical, finanecial
and planning, legislative, legal,
commercial and educational coop-
eration, local organization, public
information.

The citizens committee, Mr.
Whiting reported, represents state
leaders in labor, industry, finance,
the professions, agriculture and ed-
ucation.

Radio Highlights of ‘52

(Continued from page 20)

Supreme Court in his conspiracy suit
against nine former employes.

Oct. 28—FCC eases rebroadecast rule
dropping clause requiring licensees to
file reports within 10 days if they refuse
to t:gx've consent for program rebroad-
casts,

Nov. 8—Radio and TV credited with
swelling national vote by millions.

Nov. 14—FCC Examiner Leo Resnick
recommends that FCC approve long
pending ABC-United Paramount mer=-
ger.

Nov. 20—Exclusion of radio and tele-
vision newsmen from group asked to
accompany President-elect Eisenhower
to Korea brings protests from many,
resulting in change of plans to provide
for media.

Dec. 4—Foote, Cone & Belding resigns
the $5.5 million Toni Co. account. Over
$3.5 million of company’s advertising
was in radio and television.

Dec. 10—NARTB TV board meets at
Cat Cay, Florida coastal island, to dis-
cuss TV code, subsecription TV and
other current problems.

NELSON CASE, TV announcer-m.c.,
is author of article in forthcoming
issue of Academy Magazine. Article is
entitled “Can TV Commercials Be
Improved ?”

Our Respects To
(Continued from page 42)

ever programmed. Not that they [l
are against hillbilly music butf§’
rather, they feel that programming j§"
serious or popular music gives "
KCOH the opportunity to offer
sponsors and advertisers a seg-
ment of the audience unreached by
competition. \

In what has been described as = §
“hillbilly town,” the going was/
rough at first. But Messrs. Smith |
and Meeker and KCOH listeners
feel that the results have beenll.
worth all the headaches. &

At first, classical music was used §
to program the entire broadeast®
day. As the pattern formed, KCOH
expanded programming to include§.
other audience segments. “Pop
shows” were added to morning and§.
afternoon schedules.

High school dise jockeys were|
used as a popular Saturday after-3Ju
noon stint. To reach Houston’s §u
large Negro population, colored§i:
disc jockeys were employed.

of block programming that condi-
tions listeners to expect their§

daily. ‘

Mr. Meeker asserts “KCOH bows
to no other Houston station in the|
size of its daytime listening au-{'
dience on many of its programf|
blocks.” ¢ ¢
Late in 1949, the reward for| -la
KCOH’s success g
Meeker. In a conversation, Mr. .
Smith said, “Bobby, there are lots§
of vice presidents doing nothing}
in every firm. You can’t be vice|
president because you work, sols
from now on you are president and
general manager of KCOH. That’s|§i
your Christmas present. . . . Presi-}
dent.” i

KCOH goes to bed at sunset."
With television having its biggestju!
impact at night, Mr. Meeker isf |
happy the station signs off at night-§
fall. o

Mr. Meeker believes that radiof!
is here to stay regardless of thef
first fright of TV. He points to the
tremendous automobile audience. ¥
The housewife, he says, cannot|
watch television and also do her}
work. I

His hobbies—following football
baseball and other sports such as§
wrestling (“which has developed}
into a terrific dramatic production
these days”)—indicate Mr. Meeker
enjoys an occasional break from his¥
daily duties. For “the most enter-
taining escape,” he admits “it’s the
movies for Meeker.”

As a native of Chicago wherc|
he was born Jan. 10, 1902, Mr |
Meeker has been a long time shak-|
ing off the appellation, “dam-}
yvankee.” But like most everyone
else who has lived in the Lone Stax
State, the infectious Texas spirif}
has corralled him. Though his§
speech may have a trace of northerr
accent, he is apt to greet you with |
“Howdy, podnah.”

BROADCASTING ® Telecastingl




distribution and a good volume of

~ business in North Georgia. Within

the past month our volume has been
multiplied by ten times. This is a
most unusual record.”

One of rado’s weaknesses cen-

A tered around lack of familiarity

- with the selling products of clients.

If we had a radio program or time
period available we tried to find a
customer, not appreciating that
many business firms plan their ad-
vertising months ahead. For in-

"_ stance, some retail groups already
K‘Lare planning their Easter cam-
: hpaigns.

We didn’t know enough about the

f‘.A client’s selling problems when we
sold radio.

Now, in television, we

“lare first studying the problems of

[

il

“Jour customers and prospects, then
‘Isuggesting means by which they
Tan sell merchandise through ad-

vertising. We study industry jour-
nals, familiarize ourselves with the
practices and problems of merchan-

A dising particular products, and find

it much easier to advise a sponsor
on the best use of TV for selling
his wares.

In a multiple-station market such

“Fas Atlanta a TV station must do
(fa lot of local programming. At

WSB-TV we try to produce local
programs that will provide a good

“Joutlet for local clients—TV shows
that fall within local budgets and

create local interest. This is partic-

‘fularly true of participation shows
; ,where there is no heavy talent or

production * charge, but audience

interest runs high.

Local Stressed

For more than four years WSB-
V has averaged 20 hours or more
f local programming per week.
his formula makes the station an
ntegral part of the community
nd provides an attractive vehicle
or sale to local clients. besides
alancing out the schedule.

It has been our experience that
he local advertiser must first be
onipletely sold on the possibilities
f television so he will enter the
edium with confidence. We try to
ake even the smallest prospect
ppreciate that TV combines the

Reinsch Article
(Continued from page 27)

sales appeal of all other media and
then delivers the resounding “plus”
of product demonstration right in
the home.

We feel this indoctrination is
essential to the advertiser’s future
success. It prepares him to follow
this basic formula—buy what you
can afford, buy carefully and stick
with it. This avoids over-extending
the TV budget, with the danger that
TV will be abandoned before it has
a chance to prove its merits. The
account should stay on the low
side rather than risk the hazards
of “shooting the works.” However,
we also dissuade advertisers from
buying an occasional single spot
announcement in the hope that it
will work sales miracles.

At WHIO-TV Dayton a welcome
trend toward local point-of-sale re-
sults is developing. This trend has
become increasingly apparent over
the last several months. Station
account men are reporting less re-
sistance to television among many
classes of local retailers. These
same retailers are admitting results
from television time purchases,
with merchants classifying these
results all the way from fair to
spectacular.

Let’s take a look at four main
classifications in Dayton: 1. Loecal
jewelry sales; 2, automotive cam-
paigns, both new and used car;
3, appliance dealers; 4, miscella-
neous sponsor participations in
local feature film shows.

To go into brief detail, Dayton
jewelers in the past had used TV
sparingly and with some reluctance.
Some months ago a leading jeweler
bought one 15-minute slot weekly,
in cooperation with Gruen Watch.
Results were so satisfying that the
sponsor gradually inecreased time
purchases until today he uses five
quarter-hours weekly, with a yearly
contract of $30,000.

Four Jewelers
Other jewelers soon followed suit.
Each reported gratifying results.
Now four leading jewelers are
using regular campaigns on WHIO-
TV.
Curiously, there is little similar-

A coffee account, using KGW,
increased sales in this area
42 per cent.

Economical and efficient medium for
covering the mass market.

_L....

For Sales Results Use KGW

[ PORTLAND, OREGON \

REPRESENTED NATIONALLY BY EDWARD PETRY, INC.

on the efficient 620 frequency

AFFILIATED WITH NBC
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ity in program content among this
group. One uses a local western
band. Another employs a narrative
story about famous diamonds. A
third uses a half-hour studio audi-
ence participation program, and
the fourth employed live spots dur-
ing football games. '

One point of similarity is worth
noting. Each jeweler uses live-
product demonstration in the stu-
dio, with an individual salesman
(station announcer or freelance
talent) representing the individual
account. Warm, personal selling
technique combined with vivid,
dramatic product demonstration is
used in each case to produce the
results. The half-hour audience
show produced 23 watch sales the
first time it was on the air, and 40
after the second show.

In the automotive group, Dayton
dealers are employing varied pro-
gram vehicles, again obtaining the
same fine results. They, too, use
live studio demonstrations of auto-
mobiles as a sales technique. One
local dealer sold 12 used cars fol-
lowing a single Sunday half-hour
swap-shop program.

Local automotive accounts also
have used spot campaigns. Several
dealers have obtained excellent re-
sults by using saturation spots,
with announcements bracketing the
WHIO-TV schedule from 7:30 a.m.
until signoff,

Appliance Activity

More activity is developing in the
appliance field as local dealers pre-
pare for a period of ‘“hard sell”
campaigns. Tying-in with radio
announcement schedules in many
cases, these dealers are using par-
ticipation programs on WHIO-TV
which allow them flexible time for
live product demonstration. One
dealer, in particular, reports spec-
tacular sales results.

A fourth WHIO-TV classifica-
tion is made up largely of partici-
pation on feature film theatres at
4-5 p.m. daily and 11:15 p.m. Mon-
day through Friday. The afternoon
strip, though bucking the highly
rated NBC Kate Smith Show, has
produced excellent results for most
clients. A local sewing machine
dealer who depends on telephone
leads reported 12 sales after the
first day.

The night feature strip was an
experiment in theatre program-
ming, using the same m.c. each
night. It was built as an arcade,
with various merchants in the
arcade presenting the movie. Open-
ing and closing billboards are em-
ployed, in addition to live cutouts

with camera demonstration. 'The
show 1is currently seliing such
varied items as cameras, sand-

wiches, ice cream, automobile serv-
ice, vacuum cleaners and oil fur-
naces. Significantly, many of the
clients never before used television
ana almost all have renewed after
experimental periods.

Local Gets Results

Our experiences in Atlanta and
Dayton are typical of the effective
job television can do for the local
advertiser. They provide a clear

answer to the charge that TV is
too luxurious for the merchant or
dry cleaner or used-car dealer. The
local businessman who spends his
advertising money wisely in tele-
vision can expect to get results,

As the television industry ex-
pands into every corner of the
country, it will find the local tirm
is the backbone of station revenue
and the businessman in turn will
discover a new and powerful sales
weapon.

SLOAN PREDICTS
6.5 Million Sets in ‘53

BEST year in history has been
predicted for TV receiver sales in
1953 by F. M. Sloan, operations
manager for the Westinghouse
Television-Radio Div., who said he
believed 6.5 to 7 million sets will
be sold during the coming year.

Predicting 50 million receivers
and 2,000 stations in television in
the next five years, Mr. Sloan last
week said the industry now has the
products, “know-how’” and visible
expanding markets “upon which to
build its future.”

TV was established as “the most
wanted product in the American
home” by the “history-making” TV
coverage of the national political
conventions, ecampaigns and elec-
tions, he said. He said Westing-
house has no fears of heavy market
penetration by TV in some areas,
because 1952 research assures the
electronic industry new products
for years.

o il
Fitting a Medium
to a Market

ACUSE

NBC
AFFILIATE

WY

Covers ALL
of the Rich
ral N.Y. Market
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EQRGE NICKSON, vice president and general manager, KXXX
Colby, Kan., to KEEP Twin Falls, Ida., in same capacities.

PAIGE HOLDER and N. E. WALLACE to sales staff, WCOG Greensboro,

N. C.

WILLIAM SNYDER to Avery-Knodel, Chicago, station representatives,

as account executive.

HENRY THIELE to sales staff, WNOE New Orleans.
ALVIN M. BENTLEY to WKNX-AM-TV Saginaw, Mich., as vice presi-

dent and director.

WARDE Q. BUTLER, announcer, WHIZ Zanesville, Ohio, transfers to-

sales staff.

p@‘tﬁaﬁdlﬁ e o o

R. J. ROCKWELL, engineering vice president, Crosley Bestg. Corp.,
Cincinnati, appointed to Ohio Program Commission, group studying pos-

sibility of state TV station. .

. . WILLIAM S. MORGAN, general man-

ager of KNOR Norman, Okla., elected president of Oklahoma Kiwanis
Club of 1953 and received Norman Chamber of Commerce service award
for 1952. . . . CHARLES STANDARD, network salesman at NBC Chi-

cago, father of girl, Patricia, Dec. 9.

Strictly Business
(Continued from poage 16)

former home of the Academy of
Motion Picture Arts & Sciences,
and is redesigning it to house the
first motion picture stage con-
structed for video filming before
an audience. :

A plunge into film is economical-
ly feasible according to Mr. Lin-
denbaum, because “actually costs
are about equal, if everything else
is the same. Additional cost of
film comes mainly from the addi-
tions directors want, such as bigger
and more lavish sets, exterior
scenes, ete.”

Pleased to note that eastern
skepticism to filmed programming
has disappeared almost completely,
he feels there is a trend to decen-
tralize agency and network author-
ity. While final decisions hereto-
fore have had to be made in New
York, “key men of agencies and
networks soon will be and now are
being shifted to Hollywood, so that

decisions may be made on the spot.”

Having filmed the pilot pro-
grams in Life of Riley, Louella
Parsons Show, Two for the Money
with Fred Allen, and Walter
O’Keefe’s Out of the Red series,
Filmeraft is branching out into
the production and distribution of
its own packages. Already in pro-
duction is Small World, a half-hour
series beamed at regional distri-
bution. In the pre-production stage
is The Mark Twain Television
Theatre, scheduled as a prestige
half-hour series for metwork syn-
dication. ;

Mr. Lindenbaum married the
former Regina Levy of Berkeley in
1926. They make their home in the
Sunset Towers on Hollywood’s
famous Sunset Strip. For relax-
ation, Mr. Lindenbaum enjoys
gardening, reading—and watching
television.
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SCBA MEETING

Jan.9-10 at Charleston

SOUTH CAROLINA Broadcasters
Assn. convention Jan. 9-10 at
Charleston will feature a Saturday
trip on the Navy minesweeper
U.S8.S. Rodman, according to SCBA
President John Rivers of WCSC
that city.

The Friday morning session of
the convention, to be held at the
Francis Marion Hotel, will include
talks beginning at 11 a.m. through
luncheon, with L. H. Christian of
WRFC Athens, Ga., addressing the
afternoon session, which begins at
2. A BAB sales clinic will follow
at 3 pm. with a question and
answer period, and a 4:30 panel on
rate cards will feature Wallace
Martin of WMSC Columbia as
moderator with panelists from four
state radio stations.

Mr. Rivers will display WCSC
TV equipment Friday evening.

Bill Stubblefield, NARTB sta-
tions relations director, at 9:30
a.m. will discuss NARTB services
at the Saturday morning session,
which begins at 9. Joe C. Good,
branch manager of the National
Cash Register Co., Columbia, S. C.,
will talk at 9:45 on “How Do You
Sell 77

Some 100 masculine members of
SCBA will take part in the sea
trip, which will last from 11 a.m.
to 4:30 p.m. The women will take
part in luncheon, entertainment and
a trip to Charleston’s Famous
Gardens. Cocktails will be served
at 6 p.m. at the home of President
Rivers.

SCBA’s annual banquet will be
held at 7:30 p.m., with Bevo Whit-
mire of WFBC Greenville as enter-
tainment chairman. Main speaker
will be Tony Vaccaro of the AP’s
‘Washington bureau. '

SUBSCRIPTION TV
RTMA Nomes Committee

SPECIAL eommittee to study sub-
scription television has been named
by President A. D. Plamondon Jr.,
of Radio-Television Mfrs. Assn.
Paul V. Galvin, Motorola Inc., is
chairman, Creation of the commit-
tee was authorized Nov. 21 by the
RTMA board.

NARTB’s TV Board at its Flor-
ida meeting directed President
Harold E. Fellows to name a sub-
seription TV committee [BeT,
Dee. 15]. Chairman is Paul Rai-
bourn of KTLA (TV) Los Angeles.

Serving on the new RTMA com-
mittee with Chairman Galvin are
W. R. G. Baker, General Electric
Co.; Max F. Balcom, Sylvania
Electric Products Ine.; H. C. Bon-
fig, Zenith Radio Ceorp.; John W.
Craig, Crosley Division; Allen B.
DuMont, Allen B. DuMont Labs.;
J. B. Elliott, RCA Victor Division;
Larry F. Hardy, Phileco Corp.; H.
Leslie Hoffman, Hoffman Radio
Corp.; Leslie F. Muter of Muter Co.

BROADCASTING ® Telecastin

CORONATION

Willys to Pay $215,000 °

CBS radio anA television coverage
of the Coronation of Queen Eliza-
beth II will cost Willys-Overland,
whose contract to sronsor it was
announced the weekend of Dee. 20
[BeT, Dec. 22, Dec. 151, a total
of approximately $215,000.

Time and talent costs for CBS-
TV’s coverage of the London cere-
monies were estimated at about
$135,000, while those for CBS Ra-
dio’s broadcasting of the event
were placed at about $80,000.

CBS-TV is understood to be plan- '§
ning to devote a total of about two |
CBS

hours to the Coronation.
Radio was said to be planning
about three hours—one in the
morning, one in the afternoon, and
one during the evening. Final ar-
rancements are being worked out
by Wells Church and Sig Mickelson,

news and public affairs directors §-

for CBS Radio and CBS-TV, re-
spectively.

Willys-Overland also sponsors

the New York Philharmonie broad- §¢

casts on CBS Radio and partic-

ipates in sponsorship of the 90- | §

minute Omnibus program on CBS-
TV. Referring to these shows and
the contract for coverage of the
Coronation next June 2, Ward M.
Canaday, president of the automo-
bile company, said:

“In behalf of the new Aero
Willys passenger ecars, we are
proud to be able to combine the

best in radio and television broad- |
casting in bringing before the pub-

lic the finest in automotive design §°

and production. Willys-Overland
realizes that good taste is the es-
sence of good salesmanship and is
the basis of American apprecia-

tion and acceptance of quality mer- if

chandise.” .

Agency for Willys-Overland is §°

Ewell & Thurber Assoc., New York.

NBC’s radio and television cov- §*
erage of the Coronation will be §°

sponsored by General Motors
[BeT, Dec. 15].

have not been revealed.

CHICAGD FM

19 Stations Join Drive "
FM-AM broadeast

NINETEEN
stations in the Chicago area will
contribute more than 5,000 spot

announcements urging listeners to

ask stores for FM demonstrations,
according to Edward A. Wheeler,
WEAW (FM) Evanston, chairma

of the broadcaster-distributor FM
campaign to be held in February.

Special programs on FM are
being arranged by the group. Vir-
gil E. Otto, Chicago Electric Assn..
is supervising the campaign fo:
the association. C. F. Parsons,
Zenith Radio Corp., is chairman of
the association’s standing radio-T\
committee. At least 80 outdoo:
billboards will be used to promot:
the campaign. John H. Smith Jr.
NARTB FM director, is coordinat
ing the drive to stimulate FM sale
and listening.

Detailed plans




| HOL,DA Y SP’R’T Wreathes Stations’ Programs

STATIONS across the mnation
decked their program schedules
with boughs of holly, in keeping
with the advent of Yuletide.
Among stations which last week
had reported their special Christ-
‘ mas activities were:
WEEI Boston offered a festival

i~ of music to commuters of the Bos-

ton & Maine Railroad for the 14th

| consecutive year. WEEI aired

| seasonal music at Grand Concourse

d of North Station from Dec. 17
through Dec. 24.

1+ WALK-AM-FM Patchogue, Long
4

Island, N. Y., presented several

Christmas transcriptions and re-
' motes, including a program of
‘ carols by combined choirs of all
i Patchogue churches.

WIP Philadelphia went all out
. for Christmas week festivities with
programs designed for fun, music
and the holiday spirit. Schedule
included nationally known stars
and music units.

WDTV (TV) Pittsburgh offered
viewers the most elaborate Christ-

J
_ FTC IN LATHER

Eyes Chlorophyl Ads

,.

CHLOROPHYL — the chemical
agent which has changed many a
pink toothbrush to green and given

1
f gag writers new heart— has fallen

' under the scrutiny of the govern-
. ment. The Federal Trade Commis-
. sion Dec. 19 directed its Bureau of

. Industry Cooperation to hold a con-
il | ference on advertising claims made

3
3 all-inclusive

I for chlorophyl and chlorophyl pro-
[ ducts.
{ The commission said it felt a
| meeting “to be in public interest at
this time because (1) of the many
advertising claims
made in various newspapers and
other media [including radio and
TV], and (2) the conflicting state-
ments made by the experts quoted

1 in such advertising.” ‘
} All available scientific and other

' data will be explored and developed
" by FTC with a view toward taking
possible corrective action, the com-
mission added.

mas programming in the station’s
four-year history.

WPFIL-TV Philadelphia, among
other offerings, presented “The
Story of Silent Night” for the sixth
consecutive year, midnight to 12:30
a.m. Christmas Day.

United Broadecasting Co. held its
annual Christmas party Dec. 14 at
Washington’s Shoreham Hotel for
executives of UBC stations: WOOK
WFAN (FM) Washington; WANT
Richmond, Va.; WARK Hagers-
town, Md.; WSID Baltimore, and

"WINX Rockville, Md.

WRC, NBC outlet in Washing-
ton, D. C., presented “Amahl and
the Night Visitors” Deec. 20.

WNBW (TV) Washington of-
fered Midnight Mass from St. Pat-
rick’s Cathedral in New York from
midnight to 2 a.m. Dec. 25.

WWDC Washington broadcast
the Christmas Tree lighting cere-
mony from the White House front
lawn Dec. 24. Ceremony featured
an address by President Truman.

WGAY-AM-FM Silver Spring,
Md., on Christmas Day, aired a
four-hour “Christmas Festival” for
the fifth consecutive year. Show
featured Christmas stories and
songs.

WATV (TV) Newark, N. J., on
Dec. 23 offered a new play entitled
“Christmas Junction.” Play was
written by Don Luftig, WATV
staff director.

WHIM Providence, R. I., for the
sixth consecutive year, serenaded
downtown Christmas shoppers with
a daily noontime program of holi-
day music.

WGY Schenectady’s Dec. 19
show, “Christmas Around the
World,” featured boys and girls
from Canada, Australia, England,
France, Italy and Greece telling
what Christmas is like in rural
areas in their countries.

WBAL-TV Baltimore began its
Christmas programming Dec. 13
with a slate of Christmas music
sung by combined glee clubs. Dee.
21, the station presented its own
drama, an especially written story,
entitled, “The Christmas Sparrow.”

WMAR-TV Baltimore, for the

©
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fifth straight year, telecast 214
hours of Christmas services Dec. 24.

WTAG-AM-FM Worcester,
Mass., presented the biggest Christ-
mas party in the station’s history
Dec. 13. Two-hour show was pre-
sented in the 3,000-seat Poli The-
ater.

WDSU-TV New Orleans, for the
fifth consecutive year, telecast Mid-
night Mass from the city’s St. Louis
Cathedral, beginning midnight,
Dec. 24.

WDEF Chattanooga, Tenn., en-
tertained more than 5,000 young-
sters at the station’s second annual
Children’s Christmas Party.

WTVJ (TV) Miami, Fla., offered
an original play, “Christmas in
Korea,” Christmas Eve. Play was
written by Arthur L. Gray, WTVJ
national sales manager.

WNOX Knoxville enriched the
city’s Empty Stocking Fund cam-
paign by $2,000, raised through a
special broadcast Dee. 12.

WELP Easley, S. C., helped un-
derprivileged children by promot-
ing the city’s “Doll House,” a col-
lection and distribution center for
toys and other contributions.

WENK Union City, Tenn., for
the fifth consecutive year, gave
enthusiastic support to the local
Junior Chamber of Commerce’s
“Chimes for Charity” project.

WLW and WLWT (TV) Cincin-
nati talent staffs said “Merry
Christmas” to their audiences in a
two-hour “Holiday Hellos” simul-
cast Dec. 21,
~ WJEL Springfield, Ohio, present-
ed two special programs of Christ-
mas musie, featuring a local well-
known blind organist.

KRES St. Joseph, Mo., observed
Christmas Eve by carrying three
separate church services that night
and early Christmas morning.

Kukla, Fron & Ollie (NBC-TV),
under the direction of Burr Till-
strom, entertained at the annual
Christmas Party of the Chicago
Television Council.

Kling Studios, Chicago, present-
ed a special puppet feature, “Jingle
All the Way” for children of em-
ployes, clients and friends.

WJR Detroit, among other sea-
son programs, on Dec. 24 offered
“Bud Guest’s Special Christmas
Party.”

WNAX Yankton, S. D., present- -

ed more than 700 gifts and over
$100 in cash to the nearby Sioux
City (Iowa) Boys and Girls Home,
at its eighth annual Christmas
Party.

KMOX St. Louis, for the 17th
consecutive Christmas Eve, pre-
sented Midnight Mass from what
was reported to be the oldest per-
manent white settlement west of
the Mississippi River. Services
were aired from the historic Cath-
olic Church in St. Genevieve, Mo.

KDYL-TV Salt Lake City brought
Christmas into the children’s wards
of several local hospitals, through

BIG "33 SET SALES

Johnson Sees in Old TV Cities

BIGGEST sale of TV sets will con-
tinue for some time in established
markets where competition is
heavy, supplemented by demand in
areas opening up to the medium,
with both markets offering a po-
tential of six million sets in 1953
if newly licensed stations take the
air when scheduled, in the opinion
of W. C. Johnson, vice president
in charge of sales for the Admiral
Corp., Chicago.

Mr. Johnson estimates the six
million figure after analyzing re-
sults of new television stations go-
ing on the air, replacement of small
screen or obsolescent receivers, and
the “trend” to family ownership of
two or more sets. He believes
750,000 to 1,250,000 of the sets sold
in 1953 will be marketed in new
TV cities, since some 100 stations
have scheduled starting dates that
year.

an entertainment troupe, which in-
cluded a Santa Claus.

KSFO San Francisco on Dec. 21
broadcast a complete performance
of Bach’s “Mass in B Minor.”

KFEL-AM-FM Denver on Dec.
19 aired the Christmas Tree Light-
ing Ceremony from the City &
County Building in Denver. Pro-
gram featured city’s leading choirs.

KROW Oakland presented a five-
hour Christmas greeting to north-
ern California Dec. 24. Program
included carols, cantatas and other
Yuletide musie.

Ragllo
<AS
King!?

King with the listeners!
They’ve given WWDC the best

ratings we ever had — against the
toughest kind of radio and TV
competition.

King with national spot advertisers!

They’ve spent more on WWDC in
the first 11 months of 1952 than in
any similar period in our history.

King with local advertisers!

They spend more money on
WWDC than any other radio station
in the Washington area.

Yes! The king of the advertising
buys is radio! And the king of the
stations in Washington is WWDC!
Let your John Blair man give you
the whole WWDC story. |

|
In Washington,
on a value basis—

WWDC &,

Represented nationally by
] John Blair & Co. i
—=|
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ACLU INQUIRY

Hits Subversive Hearing

AMERICAN Civil Liberties Union
said last week that it has urged the
Senate Judiciary subcommittee
probing subversive infiltration of
radio, television and the entertain-
ment industry to guarantee fairer
procedures for persons accused at
hearings.

In a letter to Sen. Pat McCarran
(D-Nev.), Judiciary Committee
Chairman and subcommittee mem-
ber, ACLU expressed opinion that
activities of the subcommittee in-
vestigation of the Radio Writers
Guild were not in accordance with
due process of law.

The letter declared that persons
attacked in testimony should be per-
mitted “to submit statements to
testify on their own behalf, to eross-
examine and confront their ac-
cusers and to present a limited
number of witnesses.” It noted
that the ACLU did not oppose the
scope of the subcommittee’s inves-
tigations “so long as they are
limited to subversive activities and
do not infringe upon the personal
and political views of individuals.”

ACLU’s letter pointed out that
three previous messages to Sen.
McCarran had failed to elicit a
statement as to the truth or falsity
of a charge that part of the testi-
mony of one witness at the RWG
hearings, Welbourne Kelley, had
been suppressed by the subcommit-
tee. ACLU commented, in this con-
nection, that it did not know
whether testimony had been sup-
pressed, but “merely wished to in-
quire” whether there was any foun-
dation for the charge.

Paley Commission

PRESIDENT Truman last week
thanked the National Security Re-

sources Board for its work in con--

nection with recommendations of-
fered by his Materials Policy
Commission under CBS Board
Chairman William S. Paley. NSRB
agreed with the Paley commission
that a long-range program should
be instituted to assure the U. S. of
adequate raw materials. The rec-
ommendations will be explored at
a national conference on materials
policy, to be held in Washington,
D. C., early next year.
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OB STROH, chief announcer,

WCOG Greensboro, N. C., promo-
ted to program director. BILL OWN-
BEY, announcer, WHPE High Point,
N. C., returns to WCOG in same ca-
pacity. NORMAN GERO, WAYS Char-
lotte, and JOHN PARKER, WGH
Newport News, Va., added to WCOG
announcing staff.

PAUL DROUBAY to KEEP Twin
Falls, Ida., as program director.

JERRY LEIGHTON, chief announcer
and special events director, WSAZ-
AM-TV Huntington, W. Va., to WSBA-
TV York, Pa., as chief announcer and
production manager.

WEBLEY EDWARDS, producer - m.c.
of Hawaii Calls on
MBS, adds duties
of executive pro-
ducer at KONE
(TV) Honolulu.

STU WILSON, pro-
duction manager,
KBIG Avalon,
Calif., adds duties
as public service
director.

WILLIAM N. ROB-
SON, Hollywood
radio-TV writer-director, appointed to
executive council of Radio & Televi-
sion Directors Guild, that city, sue-
ceeding ELLIOTT LEWIS, director of
CBS Radio Suspense, resigned.

MARION BELL appointed publicity
director, WDOXK Cleveland.

J. HENRY BOREN to KSL-AM-TV
Salt Lake City, as merchandising
director, succeeding MELVIN B.
WRIGHT, who has resigned [BeT,
Dec. 22].

KENNETH LLOYD MAPES to WOR-
TV New York as scenic designer,
replacing RAY TEMPLE, who has
resigned.

WILLIAM HOHMANN named research
supervisor at ABC Chicago, replacing
BOB ANDERSON, who has joined re-
search staff of Admiral Corp., same
city.

DICK MILLER to production staff of

Welcome Travelers, aired on NBC-AM-
TV from Chicago.

BOB MARCUS, news bureau, KNX
Hollywood, shifts to editing depart-
ment, CBS that city.

Mr. Edwards

FAMILY

WIBW has been a farm station for
almost a quarter - century. We sell
Kansas and adjoining states because
we've served them well. We’re one of

the family.
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BOB RYAN, news editor, KJR Seattle,
to KING same city, as dise jockey.

DON MORTIMER, production staff,
WBAL-TV Baltimore, appointed film
editor there. JACK MARSH added to
station’s production staff.

ROBERT P. ANDERSEN Jr., director
of television program operations,
KNXT (TV) Hollywood, to KECA-TV
Los Angeles as nighttime supervisor.

PAUL E. X. BROWN, announcer-
sports editor, WERD Atlanta, appoint-
ed chairman of Negro Div., 1953 March
of Dimes campaign.

CHRISTINE PETERSON appointed
record librarian at WSYR Syracuse,
replacing BARBARA FETHERSTONE,
who has resigned. PEGGY CARR re-
turns to cast of WSYR-TV’s The Jim
Deline Gang, as vocalist.

HENRY SCHACHT, agriculture direc-
tor, KNBC San Francisco, has won
Ralston-Purina Co.’s award for best
promotion job done on any program
under its sponsorship in Central Pa-
cific region.

RAYMOND E. NELSON, producer-
writer-reporter of Mutual’'s Rod and
Gun Club of the Air, appointed out-
doors editor of Real, men’s magazine,

VI STOKESBERRY, hostess on Queen
of Clubs program on WTVJ (TV)
Miami, presented with award from
PTA of Liberty City primary school
for “outstanding service to Miami
community ‘in helping to preserve
lives of our boys and girls.”

E. H. MEEKS, director of sales pro-
motion, WTOP Washington, to WMAL
same city, as director of promotional
and publicity activities replacing
JOHN GHILAIN, head of promotion,
and VAN DeVRIES, head of publicity,
who have resigned.

GUY LEBOW, WPIX (TV) New York
announcer and sportscaster, appoint-
ed TV sports chairman of March of
Dimes for fifth consecutive year.

MARY SINCLAIR, CBS-TV actress,
has terminated her motion picture
contract with Paramount Pictures
through mutual consent and returned
to New York for video work.

JOYCE TERRY, Hollywood radio ac-
tress, assigned role in Wisberg-Pol-
lexfen feature film, “The Neanderthal
Man.”

IRENE TEDROW, who portrays Mrs.
Archer on ABC radio Meet Corliss
Archer, assigned role in James Cagney
Productions feature film, “A Lion in
the Streets.”

RON HAGGARTHY, star of Files of
Jeffrey Jones TV film series, assigned
role in 20th Century-Fox feature film,
“Fight Town.”

DUDE MARTIN and SUE THOMP-
SON, star and vocalist, respectively,
on KTTV (TV) Hollywood Dude Mar-
tin Show, were married Dec. 15.
JACK PAVIS, press writer at ABC
Chicago, and Lila Fortier have an-
nounced their engagement.
GEORGE THOMPSON, ABC Chicago
guest relations manager, father of
girl, Chaya Lucette, Nov. 26.
CHUCK FULLER, WORZ Orlando,
Fla. program director, father of boy,
Charles Arthur Hunter, Dec. 15.

BENDIX CANCELS
Closed Circuit Theatre TV

CLOSED circuit theatre telecast to
dealers, scheduled by Bendix Home
Appliances Div. of Avco Mfg. Co.,
South Bend, Ind., has been can-
celled because of clearance prob-
lems. According to Edward C.
Herbert, advertising manager, the
theatre and distributor meeting
availabilities did not coincide, and

the company decided to conduct its

regular sales training sessions in
each individual market as in the
past.

The closed circuit telecast was
to have originated in Chicago Gar-
rick Theatre Dee. 30, with more
than 40 movie houses picking up the
transmission from coast-to-coast
for dealer instruction on the new
(and first) line of kitchen appli-
ances.

Media plans to back the new line
in the biggest advertising cam-
paign of the company’s history are
being completed now in South Bend
and at the Bendix agency, Earle
Ludgin in Chicago, where George
A. Rink is account executive. Radio
and television spots will be used,
but the quantity has not been deter-
mined. Much of the spot business
is expected to be bought on a dealer
coop basis. The company also
plans to use network television, and
tentatively has decided upon par-
ticipation in NBC-TV’s Today.
The broadecast schedule is not ex-
pected to take the air until late
February or March.

SEATTLE SURVEY

Junior League Conducts

A SURVEY of locally produced
television shows began this month
in Seattle, under the auspices of
the Junior League there, with com-
pletion scheduled for Feb. 1. Only
one such survey has been conducted
in the U. S. before—in the Los
Angeles area two years ago, ac-
cording to Mrs. Charles M. Clark,
chairman of the League’s radio
and TV committee.

More than 70 Junior Leaguers
are taking part in the survey, which
will be based on the following !
questions: |

1. What was the program attempting
to put across? Was it accomplished?

2. What was the quality of the pro-
duction? The writing? The sets? The
actors? The director? The camera tech-
nique?

3. Was the pace and timing of the
program good or bad?

4. Was the program televised at a
suitable hour?

5. Was the commercial suitable and
well handled?

6. Any additional criticism?

The questions are to be answered
by set-owning members of the }
Junior League and others of the |

general public, after several |
months’ observation of specific
programs.

Awards are planned for those
programs found to be of high
standard, according to Mrs. Clark.
She asserted the opening of addi-
tional channels in the Seattle area
will raise the standard of programs
already produced on KING-TV
Seattle.

BROADCASTING ® Telecasting
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‘52 SET RECORD

For Electronics—Balderston

ELECTRONICS industry made
greater strides in 1952 than in
“any previous 12 months,” William
Balderston, Philco Corp. president,
said last week. He specified micro-
wave communications, transistors
and color television.

Microwave communications
stepped ‘“from the engineering
stage into reality” during 1952, Mr.
Balderston said, adding microwave
has been used by utilities, pipe line
companies and railroads, with in-
dustry sales of microwave equip-
ment about $25 million and a back-
log of orders in “the hundreds of
millions.”

He said limited use of transistors
may be made in industrial equip-
ment during 1953 and “certainly
in 1954.” He praised “tremendous
strides” in 1952 by the National
Television Systems Committee, a
group representing makers of TV
equipment, for work toward a com-
patible color TV system, although
he said he did not believe color TV
can go on the market for “some
years to come.”

Mr. Balderston predicted a rec-
ord year for manufacturers of TV
receivers, stating, “We expect at
least 6.5 million will be manufac-
tured in 1953,” to compare with
6 million sets in 1952. He said
Philco believes the 7 million radio
sets made in 1952 will be increased
to 8 million in 1953.

Philco sales in 1952 set a record
of $350 million and the firm ex-
pects further sales gains in 1953,
he said. He said Philco’s Govern-
ment and Industrial Div. opera-
tions were increased in 1952 and
that Phileo now has a backlog of
$160 million in orders for defense
equipment.

He said Phileo expects national
income to continue rising in 1953
and government expenditures to
remain high from Congressional
appropriations already made.

RAYTHEON Mfg. Co., Waltham,
Mass., has declared quarterly divi-
dend of 60 cents per share on $2.40
cumulative preferred stock for pay-
ment on Jan. 1 to holders of record
at close of business Dec. 15.

- CHNS

HALIFAX NOVA SCOTIA

A CAPITAL Station
In A CAPITAL City gets
You CAPITAL Results!

Ask
JOS. WEED & CO.
350 Madison Ave., New York

P.S. We now have our 5000 Wat
Transmitter in operationl|
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OHN L. McCAFFREY, president of

International Harvester Co., Chi-
cago, elected a director of AT&T, N.Y.
RICHARD A. GRAVER, vice presi-
dent - general manager, Capehart-
Farnsworth Corp., Ft. Wayne, Ind., to
Hallicrafters Corp., Chicago, as vice
president and director of marketing.
W. J. GOERISCH appointed central
district sales manager, Graybar Elec-
tric Co., Chicago, replacing L. C.
ESTHUS who moves to Des Moines
as firm’s sales manager there. Mr.
Goerisch is succeeded as general
power apparatus sales manager in
N. Y., by B. P. VanINWEGEM.
RICHARD WEINER appointed head
of newly opened Milwaukee office of
Weiner-Morton & Assoc., Madison,
Wis., public relations firm.
A. D. HAMMOND, Atlanta district
manager of Graybar Electric Co.,
N. Y., and J. W. FRAZIER, Kansas
City district manager, elected to com-
pany’s board of directors.
EVERETT BERNARDO appointed
midwest sales representative for H. H.
Buggie & Co., Toledo, electronic de-
vice and component parts manufac-
turer. He will be headquartered in
Chicago.

Zguilzment o o o

BROADCAST EQUIPMENT SPECIAL-
TIES Corp., Richmond Hill, L. I, an-
nounces production of new portable

‘PITCH DEAL’

Whitmore, Green Sued
NEWEST radio pitch deal of Ralph
A. Whitmore backfired Monday
when he and Phillip E. Green, his
partner in Famous Perfumes Co.,
were sued in Los Angeles Federal
Court by three internationally
known perfume companies for
trademark infringement and unfair
competition.

Demanding an accounting of all
profits made, Chanel Inc., Lanvin
Perfumes Inc., and Guerlain Ine.,
in the injunction suit allege the
defendants illegally marketed per-
fumes under trade marks owned by
those three companies.

Gail B. Selig, attorney for the
plaintiffs, said the perfumes mar-
keted by the two men were bottled
in tiny capsules containing a few
drops of liquid with fragrance in-
dicated by varying colors on each.
Suit charges products capsuled by
the defendants and sold for $1 is
of inferior quality.

A defendant in the notorious
1951 Christmas tree ornament
“pitch deal” on radio and TV, Mr.
Whitmore and his then partner
Harold Cowan stood trial early this
year on charges of mail fraud. The
case was thrown out of court when
Federal Judge Leon R. Yankwich
ruled that no intent to defraud had
been proved[BeT, Jan. 21].

The two men reportedly hauled
in more than $100,000 in the
Christmas tree pitch, but later filed
bankruptcy petitions.

BROADCASTING ® Telecasting

tape recorder called Travis “Tapak.”
Unit will be distributed by Terminal
Radio Corp., N. Y. s
RADIO TUBE Div,, Sylvania Electric
Products Inc., Emporium, Pa., an-
nounces production of miniature, high
perveance, double triode, vertical de-
flection amplifier, Type 12BHT7.
WARD E. RICE INDUSTRIES, Gary,
Ind., announces production of Spra-
Kleen, electrical contact cleaner and
lubricant in pressurized dispenser
can. New product eliminates neces-
sity for removing controls and other
components from radio or TV chassis
because of pressure feature.

Technical « o o

JACK ALMON to WCOG Greensboro,
N. C., as control operator.

AP ELECTIONS
N. Y. Assn. Names Brown

ELECTION of officers was held at
annual meeting of New York State
Associated Press Broadcasters
Assn., Hotel Ten Eyck, Albany,
Dec. 7-8. New officers are: Thomas
Brown, news director WGVA Ge-
neva, president, and Monroe Ben-
ton, WNYC New York news direc-
tor, vice president. Norris Paxzon,
Albany bureau chief, was re-elect-
ed secretary-treasurer.

CBS 20-Year Club

AT CBS Hollywood’s annual
Christmas party, 15 new members
of the network’s 20-Year Club were
installed. New members are Edith
Todesca, radio-TV personnel assist-
ant; Les Bowman, radio-TV direc-
tor of technical operations; James
Melick, executive assistant to radio-
TV management; Wilbur Hatch,
CPRN musical director; Fred Ol-
son, radio-TV concert master and
contract manager; Larry Lazarus,
radio-TV budget supervisor, and
radio-TV engineers Paul O’Hara,
Carl Campbell, Harry Felch, Ben
Harper, Leo Shepard, Herman
Bruck and Henry Peterson.
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WEC OUTLOOK

Gwilym Price Optimistic
AMERICAN industry’s postwar
foresight and willingness to take a
risk have paid off for the nation
during 1952, Gwilym A. Price,
president, Westinghouse Electric
Corp., said last week in a year-end
statement.

“The great expansion of produc-
tive capacity since 1946 made it
possible during the past year to
turn out an ever-increasing volume
of defense equipment and at the
same time maintain a high level of
consumer and industrial goods pro-
duction,” Mr. Price declared.

The electrical industry, he contin-
ued, is at the forefront of this
two-pronged productive effort. “It
is aiming at new high levels of
defense production, while at the
same time increasing output of
such consumer goods as appliances
and television sets and industrial
products.”

Since the start of 1946, Mr. Price
said, Westinghouse has invested
$245 million in new plants and
improved facilities. By 1955, he
added, this investment will amount
to some $450 million and the in-
crease in productive capacity will
be 125%.

Mr. Price said “engineering and
production-wise, 1952 marked a
new peak in the history of West-
inghouse growth and accomplish-
ment.”

Optimistically, the WEC presi-
dent commented that “barring an
unexpected turn of events in the
international situation, industry’s
1953 course should be one of con-
tinued high production. . . . We
believe the business outlook for
Westinghouse is most favorable.”

FARM FEDERATION

Espouses TV's Freedom
TELEVISION is “an excellent me-
dium” for disseminating informa-
tion and should be as free as other
media, the American Farm Bureau
Federation declared at its national
convention in Seattle Deec. 11.

The federation adopted a resolu-
tion urging its board of directors
to give “prompt attention” to TV
channel allocations with the objec-
tive of encouraging maximum use
by private institutions.
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DECEMBER 19 THROUGH DECEMBER 24

CP-construction permit ant.-antenna  cond.-conditional
DA-directional antenna D-day LS-local sunset

ERP-effective radiated power N-night mod.-modification
STL-studio-transmitter link aur.-aural trans.-transmitter

synch. amp.-sychronous amplifier vis.-visual
STA-special temporary authorization

unl.-unlimited hours
CG-conditional grant

SSA-special service authorization

Grants authorizing mew stations and transfers, accompanied by a
roundup of mew station and transfer applications, begin on page 95.

December 17 Applications . . .
ACCEPTED FOR FILING
License for CP

WAPI Birmingham, Ala.—License for
CP, which authorized increase in D
power. AMENDED to change name of
applicant to The Television Corp.

APPLICATION RETURNED
License for CP
WJIXN Jackson, Miss.—License for CP
which authorized change in trans. loca-
tion, installation of new trans. and
change in ant. type.
TENDERED FOR FILING
Modification of CP

WDEL-TV Wilmington, Del. — Mod.
CP, which authorized change in facil-

FFOR FINEST TAPE RECORDING
' Nashviﬁle, Tenn. !

U

" _FIRST CHOICE
OF ENGINEERS!

i Only Magnecorder offers all the flex-
ibility, high fidelity and features you
require—at a price you want to pay!

 FITS EVERY PURPOSE — EVZRY PURSE!

PORTABLE — LIGHTWEIGHT
Recorder in one case -
Amplifier in the other. Easy.
handling ~ compact!

QUICKLY RACK MOUNTED
Units can be combined for
studio operation of portable
equipment.

CONSOLE OR CONSOLETTE
Operation availobie by com-
bining unifs in rich Magne-
carder cabinefs.

225 W. Ohio SI, Ch::ugo 10

ities, to change type transmitter from
that specified in application.

December 22 Applications . . .
ACCEPTED FOR FILING

Modification of CP

WLSA Andalusia, Ala.—Mod. CP,
which authorized new AM, for approval
of ant., trans. and studio location.

KBIM Roswell, N. M. — Mod. CP,
which authorized new AM, for approval
of ant., trans. and studio location and
make changes in ant. system.

WBAW Barnwell, S. C.— Mod. CP,
which authorized new AM, for approval
of ant., trans. and studio location.

‘WRIS Roanoke, Va.—Mod. CP, which
authorized new AM, for approval of
ant. and trans. location. AMENDED to
specify studio location.

KCHY Cheyenne, Wyo.— Mod. CP,

CAB VOTE PLANNED

On Survey Standards

CANADIAN broadcasters at their
annual meeting in March at Mon-
treal will be asked to vote on estab-
lishment of standards for listener
surveys. At a joint meeting of
directors of the Canadian Assn. of
Broadcasters and the Bureau of
Broadcast Measurements, it was
decided to ask the CAB annual
meeting to approve of a full-time
BBM research director, who among
other duties would set up standards
for firms making listener surveys.

Duties of the research director
also would include suggestions for
improving the BBM system, ex-
amining systems of listener survey
companies, informing agencies and
advertisers of the merits and
limitations of these survey systems,
and other jobs for improving
audience surveys of all kinds used
for broadcasting.

Real significance of this move is
that it will allow Canadian stations
to use whatever listener survey
service they wish pending a seal of
approval system to be developed
by the full-time research director
to be appointed.

Over $5,000,000.00 in successful sales
compaigns that grossed from $5,000
te $150,000 for some 400 radie and
TV stations from coast-to-coast since

1931. Phone 26239 or 48440.

411 AVALON PLACE, PEORIA, ILL.

which' authorized new AM, for approval
of ant., trans., and studio location.

Replace Expired CP

WANA Anniston, Ala.—CP fo replace
expired CP, which authorized new AM,
to be operated on 1490 ke, 250 w-unl.

Extension of Completion Date

KLCN Blytheville, Ark. — Mod. CP,
which authorized change in frequency,
for extension of completion date,

WJIIM Lansing, Mich. — Mod. CP,
which authorized change in ant. system,
for extension of completion date.

KFYO Lubbock, Tex.—Mod CP, as
mod., which authorized change in facili-
ties, for extension of completion date.

Change Name

KSON San Diego — Mod. license to
change name to C. Fredric Rabell and
Dorothy Johnson Rabell d/b as KSON
Bcstrs.

License for CP

KLIL Estherville, Towa—License for

CP, which authorized new AM

Change Transmitter Type

WEKIK Leonardtown, Md.—Mod. CP,
which authorized new AM, to change
type trans. and make changes in ant.
system.

Replace Expired CP

WLON Lincolnton, S. C.—CP, to re-
lace expired CP, which authorized new
AM, to be operated on 1270 ke, 500 w-D.

License Renewals

Following stations request renewal
of license:

KHUB Watsonville, Calif.; WCVI Con-
nellesville, Pa.; KPKW Pasco, Wash.;
KFEL-FM Denver, Col.; WMBR-FM
Jacksonville, Fla.; WIOD-FM Miami,
Fla.; WHOO-FM Orlando, Fla.; WGBA-
FM Columbus, Ga.; KROS-FM Clinton,
Jowa; KRNT-FM Des Moines; KCSJ-
FM Sioux City, Jowa; KVOL-FM Lafay-
ette, Ind.; WLAP-FM Lexington, Ky.;
KWKH-FM Shreveport, La.; WBSM-FM
Bedford, Mass.; WBCM-FM Bay City,
Mich.; WTCN-FM Minneapolis, Minn.;
KFUO-FM Clayton, Mo.; KCHR (FM)

POWELL ELECTED

Is President of TWA

DICK POWELL has been elected
president of Television Writers of
America, Hollywood group cur-
rently in NLRB hearing over juris-
dictional dispute of video writers
on network shows. He succeeded
Charles Isaacs, pro tem president.

Other officers elected were John
Fenton Murray, vice president, and
Bob White, secretary-treasurer.
Named to two-year terms as board
directors were Jess Oppenheimer,
Charles Isaacs, Ann Kazarian and
Hal Goodman. One-year terms
went to Seaman Jacobs, Shelby
Gordon, Ben Freedman, Ben Brady,
Nate Monaster, Bernie Ederer, Phil
Sharp and Jack Elinson.

Farmington, Mo.; KDRO-FM Sedalia,
Mo.; KTTS-FM Springfield, Mo.; WBT-
FM Charlotte, N. C.; WNAO-FM Ra-
leigh, N. C.; WOHS-FM Shelby, N. C.;
WCAE-FM Plttsburgh. Pa.; WCSC-FM
Charleston, S. C.; WI SC-FM Madison,
Wis.; WJMC-FM Rice Lake, Wis.;
WCRS-FM Greenwood S, Gk WPDX-
FM Clarksburg, W. Va.

December 23 Decisions . . .
BY BROADCAST BUREAU

WOW-TV Omaha, Neb. — Granted
mod, CP to change name to Meredith
WOW Inc., ERP from vis. 16.2 kw, aur.
8.5 kw, to 20 dbk (100 kw) vis., 17 dbk
(50 kw) aur. and change type trans-
mitter.

Remain Silent
WSAJ (FM) Grove City, Pa.—Grant-
ed authority to remain silent for period
Dec. 20 through Jan. 5, 1953, to observe
Christmas vacation.
Cancel License
WIBM-FM Jackson, Mich.—Granted
request to cancel license and delete FM.
WMBI-FM Chicago, Ill.—Granted re-
quest to cancel license and delete FM.

License Granted

WFOB-FM Fostoria, Ohio — Granted
license covering changes in FM; Ch.
244; 1 kw, ant. 215 ft.

WAPI Birmingham, Ala.—Granted li-
cense covering increase in D power
from 5 kw unl. DA-N, to 5 kw-N 10
kw-LS, DA-N unl.

WEVA Emporia, Va.—Granted license
for new AM; 1400 kec, 250 w unl.

Modification of CP

WHVF Wausau, Wis.—Granted mod.
CP to change trans. location to north
of Wausau Ave.; change type trans.
and make changes in ant. system; con-
dition.

WGGA Gainesville, Ga. — Granted
mod. CP to change trans. location; con-
ditions.

Cancel License

KWTN Crystal City, Tex.—Granted
request to cancel license and delete
call letters effective Dec. 15, 1952.

Change Type Transmitter
KSVC Richfield, Utah — Granted li-
cense covering change in type trans.
KOVO Provo, Utah — Granted mod.
CP to change type trans.

Extension of Completion Date

Granted mod. CP’s for extension of
completion dates, as shown:

WBRY Waterbury, Conn., to 2-15-53,
condition; WRDB Reedsburg, Wis., to
2-21-53; KMYC-FM Marysville, Calif.,
to 1-7-53; KTHS Little Rock, Ark., to
4-1-53, conditions; WNAC-FM Boston,
to 1-15-53; KWOC-FM Poplar Bluffs,
Mo., to 7-14-53.

Granted License

KANU (FM) Lawrence, Kan.—Grant-
ed license for noncommercial educa-
tional FM; Ch. 218; 35 kw.

WGAR-FM Cleveland, Ohio—Granted
license for new FM; Ch. 258; 31 kw;
ant. 410 ft.

WEKRC-FM Cincinnati, Ohio—Granted
license covering changes in FM.

Granted CP
WQAN-FM Scranton, Pa.— Granted

SERVICE DIRECTORY

Custom-Built Equipment
U. S. RECORDING CO.

1121 Vermont Ave., Wash. 5, D. C.
Lincoln 3-2705

COMMERCIAL RADIO
MONITORING COMPANY
PRECISION FREQUENCY MEASUREMENTS
Engineer on duty all night every night
JACKSON 5302

P. O. Box 7037 Kansas City, Mo.

e TOWERS o
AM ® M & TV @
Complete Instollations

TOWER SALES & ERECTING CO.
6100 N E. Cotumbia Blvd.

Portiand 11, Oregon

DAV

TELEVISIO

STATION
P.O. BOX 996

DY, NEW YORK
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CONSULTING RADIO & TELEVISION ENGINEERS

——

JANSKY & BAILEY

Executive Offices
National Press Building
Offices and Laboratories
1339 Wisconsin Ave., N. W.
Washington, D. C. ADams 4-2414
Member AFCCE *

JAMES C. McNARY
Consulting Engineer
National Press Bldg.,, Wash. 4, D. C.

Telephone District 7-1205
Member AFCCE *

—FEstablished 1926—
PAUL GODLEY CO.
Upper Montclair, N. J. MO. 3-3000

Laboratories Great Notch, N. J. ~
Member AFCCE *

GEORGE C. DAVIS
501-514 Munsey Bldg. STerling 3-0111
Washington 4, D. C.

Member AFCCE *

Commercial Radio Equip. Co.
Everett L. Dillard, Gen. Mgr.
INTERNATIONAL BLDG. DI 7-1319
. WASHINGTON, D. C.

P. O. BOX 7037 JACKSON 5302
KANSAS CITY, MO.

Member AFCCE *

A. D. RING & CO.

26 Years’ Experience in Radio
Engineering
MUNSEY BLDG. REPUBLIC 7-2347
WASHINGTON 4, D. C.
Member AFCCE *

There is no substitute for experience
GILLETT & BERGQUIST
982 NATL. PRESS BLDG. NA. 8-3373

WASHINGTON, D. C.
Member AFCCE *

Craven, Lohnes & Culver
MUNSEY BUILDING DISTRICT 7-8215

WASHINGTON 4, D. C.
Member AFCCE *

McINTOSH & INGLIS
1216 WYATT BLDG
WASHINGTON, D. C.

Metropolitan 8-4477
Member AFCCE *

RUSSELL P. MAY

1422 F St., N. W. Kellogg Bldg.

Washington, D. C. REpublic 8-3984

Member AFCCE *

E.C. PAGE
CONSULTING RADIO
ENGINEERS
BOND BLDG. EXECUTIVE 3-5670
WASHINGTON 5, D. C.
Member AFCCE *

WILLIAM L. FOSS, Inc.
Formerly Colton & Foss, Inc.
927 15th St., N. W. Republic 7-3883
WASHINGTON, D. C.

LYNNE C. SMEBY

“p, 2 d Prat. * I Ene /]
g Lot -}

1311 G St, N. W. EX 3-8073
Washington 5, D. C.

MILLARD M. GARRISON
1519 Connecticut Avenue
WASHINGTON 6, D. C.

ADAMS 2-2261
Member AFCCE *

KEAR & KENNEDY |
1302 18th St., N. W. Hudson 3-9000

WASHINGTON 6, D. C.
Member AFCCE *

JOHN CREUTZ
319 BOND BLDG. REPUBLIC 7-2151

WASHINGTON, D. C.
Member AFCCE *

GUY C. HUTCHESON
P. O. Box 32 AR. 4-8721
1100 W. Abram

ARLINGTON, TEXAS

GEORGE P. ADAIR

Consulting Radio Engineers
Quarter Century Professional Experience
Rm'iio-;l_'elovisiqn- i

Electr
1610 Eye St., N. W., Wash. 6, D. C.
Executive 3-1230—Executive 3-5851
(Nights-holidays, Lockwood 5-1819)
Member AFCCE *

WALTER F. KEAN

AM-TV BROADCAST ALLOCATION
FCC & FIELD ENGINEERING

1 Riverside Road—Rlverside 7-2153
Riverside, Ill.
(A Chicago suburb)

ROBERT L. HAMMETT
CONSULTING RADIO ENGINEER
230 BANKERS INVESTMENT BLDG.
SAN FRANCISCO 2, CALIFORNIA
SUTTER 1-7545

JOHN B. HEFFELFINGER
815 E. 83rd St. Hiland 7010

KANSAS CITY, MISSOURI

GRANT R. WRATHALL

Aptos, California

Appointments arranged for
San Francisco Seattle Salt Lake City
Los Angeles Portland Phoenis

Box 260 APTOS—3352
Member AFCCE *

GEORGE E. GAUTNEY
CONSULTING RADIO ENGINEER
1052 Warner Bldg.
Washington 4, D. C.
National 8-7757

WELDON & CARR
Consulting
Radio & Television

Engineers
Washington, D. C. Dallas, Texas
1605 Conn. Ave. 4212 S. Buckner Blvd.
Member AFCCE *

A. EARL CULLUM, JR.
CONSULTING RADIO ENGINEERS
HIGHLAND PARK VILLAGE
DALLAS 5, TEXAS
JUSTIN 6108
Member AFCCE *

ROBERT M. SILLIMAN
John A. Moffet—Associate
1011 New Hampshire Ave., N. W.
Republic 7-6646
Washington 7, D. C.

WILLIAM E. BENNS, JR.

Consulting Radio Engineer
3738 Kanawha St., N. W., Wash., D. C.
Phone EMerson 2-8071
Box 2468, Birmingham, Ala.
Phone 6-2924
Member AFCCE *

RAYMOND M. WILMOTTE

1469 Church St.,, N\W. DEcatur 2-1231
Washington 5, D. C.
Member AFCCE *

BERNARD ASSOCIATES
CONSULTING RADIO ENGINEERS
5010 Sunset Blvd.

Hollywood, Calif. NOrmandy 2-6715

Vandivere,
Cohen & Wearn

Consulting Electronic Engineers
612 Evans Bidg. NA. 8-2698
1420 New York Ave., N. W.
Washington 5, D. C.

HARRY R. LUBCKE
CONSULTING TELEVISION ENGINEER
INSTALLATION-OPERATION
Television Engineering Since 1929
2443 CRESTON WAY HO. 9-3266
HOLLYWOOD 28, CALIFORNIA

Fred O. Grimwood & Co., Inc.
Consulting Radio Engineers
S. C. Grimwood, Pres. Ralyh J. Lit: op,ChEng
Chestnut 4977
2026 R. R. Exchange Bldg.

St. Lovis 1, Mo.
Since 1932

CP to make changes in licensed FM;
Ch. 297; ERP 1.8 kw; ant. 1,200 ft.

KNX-FM Los Angeles, Calif.—Grant-
ed CP to change ERP from 59 kw to
72 kw, and ant. from 2,800 ft. to
2,750 ft.

Modification of CP
WAEW Crossville, Tenn. — Granted

mod. CP for approval of ant., trans.
and studio locations; condition.

Extension of Completion Date

KNBR North Platte, Neb.—Granted
mod. CP for extension of completion
date to 2-15-53; condition.

Cancel License
KSTP-FM St. Paul, Minn.—Granted

BROADCASTING ® Telecasting

request to cancel license and delete FM,
Granted STA

WFPG-TV Atlantic City, N. J. —
Granted STA to operate on commercial
basis on Ch. 46 except for waiver of
Sec. 3.687 of Rules with respect to oper-
ation without visual and aural fre-
quency modulation monitoring equip-
ment, for the period Dec. 13, 1952 to
May 13, 1953,

(Continued on page 75)
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Checks and money orders only.
Deadline: Undisplayed—Monday preceding publication date. Display—Tuesday preceding publication date.

Situations Wanted 20¢ per word—$2.00 minimum ® Help Wanted 25¢ per word—$2.00 minimum
All other classifications 30¢ per word—$4.00 minimum ® Display ads. $15.00 per inch

No charge for blind box number.
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iNg expressly repudiates any liability or responsibility for their custody or return.

Send box replies to

BROADCASTING ¢ TELECAST-

Help Wanted

Managerial

Commercial manager, independent,
100,000 New England City. Prefer man
ambitious to learn management. Excel-
lent opportunity. Box 346S, BROAD-
CASTING . TELECASTING.

Opportunity to purchase all or part
and manage independent radio station
in fast growing industrial and agri-
cultural market of 75,000 in state of
Washington. Deal directly with owner
by writing in care of Box 3558,
BROADCASTING « TELECASTING.

Salesmen

Opportunity for aggressive salesman
Northeast indie, TV applicant. Ad-
vancement for good man. Opening
January, February. Box 331S, BROAD-
CASTING . TELECASTING.

Proven background to sell radio in
medium-size 5-station Midwest TV mar-
ket. Must be man who wants to make
good money and take roots in the com-
munity. Salary and commission. Reply.
Box 353S, BROADCASTING . TELE-
CASTING.

Salesman for full time independent in
Major Southern market. Good drawing
account against 15 percent commission.
Contact Commercial Manager, WBGE,
Atlanta, Georgia.

. Announcers

Somewhere there is an announcer-copy-
writer working for a 250 watt station
who is ready to advance in his radio
career: We are looking for such a man
to work for a 5,000 watt CBS affiliate
which takes special pains to provide
advanced training. If you are the man
write giving full details first letter.
Box 264S, BROADCASTING . TELE-
CASTING.

Good announcer with first class ticket,
Permanent, good pay,
conditions. Northeast area. Write Box
%%?(S} BROADCASTING . TELECAST-

Two announcers preferably combo.
Forty-hour week. Northwest. Box 316S,
BROADCASTING . TELECASTING.

Experienced announcer - salesman,
thirty or older, for staff expansion
Midwest kilowatt, network affiliate.
Give all details first letter. Reply Box
%11\;78, BROADCASTING . TELECAST-

Northeast indie, TV applicant, has im-
mediate opening for engineer, with or
without experience. Box 330S, BROAD-
CASTING « TELECASTING.

Announcer with first class license., Ex-
perience necessary. Small town, 25-
watt operation with good salary and
living conditions. Box 341S, BROAD-
CASTING . TELECASTING.

Top flight DJ fo take over morning
spot. Pay is dependent on ability to
build and maintain audience. Box 361S,
BROADCASTING . TELECASTING.

Help Wanted—Announcer on his way
up for progressive Southeastern Mich-
igan station with plans as big as your
ambitions. Good ad lib, emphasis on
news and sports. Send audition and
details to Box 362S, BROADCASTING »
TELECASTING.

Staff announcer, needed by Southern
network affiliate with TV plans. Must
be conscientious and versatile. Salary
commensurate with ability. Box 384S,
BROADCASTING . TELECASTING.

Annouvncer-disc jockey with proven
successful DJ record in competitive
large market operation. $85.00 start with
regularly scheduled increases to $100.00
weekly. Station located large central-
South market. TV future. Send audi-
tion. photo and complete background.
Confidential. Box 369S, BROADCAST-
ING . TELECASTING.

Help Wanted (Cont’d)

Help Wanted (Cont’d)

Average-good announcer with first class
ticket. Engineering knowledge unnec-
essary. Ideal working conditions spa-
cious modern _studios, Start $350.00
monthly plus. KLEA, Lovington, New
Mexico.

Engineer for regional 5 kw with 50 kw
FM. Must enjoy studio control work as
well as transmitter operation. Salary
range from $75.00 to $92.50. Write or
wire William Murphree, Chief Engineer,
WABB, Mobile, Alabama.

Good combo man needed by South-
west CBS affiliate, $91.50 for 6-day
week if you know your business. Mail
complete qualifications, references and
disc to Jim Duncan, KSIL, Silver City,
New Mexico.

good working -

Newsman, announcer, writer for Wyo-
ming pioneer station. Fine equipment
personnel, Advise salary desired. 48
hours weekly. Air mail audition, pic-
ture, full particulars KSPR, Casper,
Wyoming.

5000 watt NBC affiliate in city of 15,000
needs experienced announcer with
copywriting ability. Duties will include
some continuity writing. Send audition,
dise, photo, reference, and detailed let-
ter giving background, marital status,
salary expected and telephone number
to Ray Beels, KVGB, Great Bend,
Kansas.

Newsman to handle major newscasts
on air. Stress is on reporting ability.
Newspaper background will be given
preference. We will work with you on
air style. Our preference is for man
with basic ability, desire to learn, ma-
ture, cooperative. Contact: KWKH
News Bureau, (CBS 50 kw) P. O. Box
1387, Shreveport, Louisiana.

WDOB, Canton, Mississippi needs three
announcer-engineers. $1.60 per hour
plus time and half all over forty hours.
Rush audition, photo, and resume.

Combination announcer-engineer, first
class ticket. Permanent, in fast grow-
ing city. WMDN, Midland, Michigan.

Competent announcer with air person-
ality and civic consciousness. Well pay-
ing job for experienced man., WMIX,
Mt. Vernon, Illinois.

Wanted: Experienced announcer—call,
wire or write Radio Station WRRF,
Washington, North Carolina.

Live wire independent needs person-
ality staff announcer. Pay commen-
surate with ability. Contact WVSC,
Somerset, Pennsylvania.

Combination announcer-engineer, first
class ticket. Permanent. WWGS, Tif-
ton, Georgia.

Technical
First cla;émgin;ér.HNo—ex_p_erieinic’(; 7;;
quired. Virginia network station. Box
%%8(1; BROADCASTING « TELECAST-

Wanted: 3 combination engineer-an-
nouncers, heavy on announcing. Pay is
well. All correspondence held in strict
confidence. Location North Louisiana.
Box 280S, BROADCASTING . TELE-
CASTING. .

Girl announcer-engineer, first ticket,
to originate midnight to morning music
program. $86.40 for 40 hours. Leading
Northwest independent. Box 325S,
BROADCASTING . TELECASTING.

Engineer by station in large Texas city.
Experience unnecessary. Box 329S
BROADCASTING . TELECASTING.

First phone: transmitter operator, no
experience required. Write or call Bill
Ross, KODI, Cody, Wyoming.

Combination engineer announcer
wanted immediately. Must have good
voice. Experience not necessary. Send

details, photo, and tape. KOWB,
Laramie, Wyoming.

Engineer, some announcing. Good
pay, Wadena, Minnesota.

Engineers needed for WACL and WJAZ.
Contact Lloyd McKinney, Waycross,
Georgia. .

First class operator. Transmitter work.
Union. Experience not necessary. Per-
manent. 40 hour week, 112 overtime.
WAOQOV, Vincennes, Indiana.

First class engineer studio transmitter.
Work $57.50, 40 hour week. Experience
desirable, not necessary. WCEM, Cam-
bridge, Md. Phone 1580.

First class transmitter engineer, car
necessary. Phillip R. Hurlbut, WCSI,
Columbus, Indiana.

Engineer with experience . . . Would
consider a combo man. WKRM, Colum-
bia, Tennessee.

Immediate opening for transmitter op-
erator. Must have first phone license
and broadcasting experience. Well pay-
ing job with good hours. Must have
car. Call or wire WMIX, Mt. Vernon,
Illinois.

Combination engineer-announcer. Con-
tact H. Tom Morris, Radio Station
WNCA, Siler City, North Carolina. Po-
sition open at this time. Would like
personal radio history, first phone,
audition disc or tape.

Engineer studio transmitter operator.
Send photo and resume of experience
to WSRS, Cleveland, Ohio.

Wanted: combination engineer-an-
nouncer. Looking for first class man
to take over chief engineer and pull
announcing shift. Announcing must be
good, prefer ad lib experience. Excel-
lent town to settle down and be part
of community. If you've got what it
takes, we will pay. Joe Phillips, WSSO,
Starkville, Mississippi, The Home of
Mississippi State College.

First phone; . transmitter
WSYB, Rutland Vermont.

operator,

Immediate opening, first phone engi-
neer, inexperienced applicants consid-
ered, 1000 watt daytime station, give
full resume first letter.
Pineville, West Virginia.

Production-Programming, Others

Wanted:-news man with good announ-
cing voice to gather, write and edit
local news. Must be experienced or
must have background for position.
Job requires some announcing, news
casting, and use of tape recorder. Sta-
tion has contacts, part time reporter
and excellent local cooperation. Only
live wire male will be considered.
Ability more important than expe-
rience for this kilowatt Eastern Penn-
svlvania dayvtimer. Write Box 351S,
BROADCASTING « TELECASTING.

Exceptional opportunities. Expanding
indie, Pacific Northwest, One account
executive, thoroughly experienced,
who has confidence in the future of
independent AM radio. Also, one ex-
perienced gal salesman. Also one top-
notch gal continuity director. Send
complete resume, background, refer-
ences, photo. Continuity director also
send samples of copy, salary require-
ments. Account execs will be offered

attractive salary plus commission ar-

rangement, These are strictly top-
drawer openings in a rich, largely un-
tapped, major market. We have a
terrific staff now, want first-rate people
to join us. Contact Kelly, KLIQ, Port-
land, Oregon.

Write WWYO,

Help Wanted (Cont’d)

NBC Michigan affiliate needs person
with station traffic experience. Ideal
working conditions plus good salarg.
If interested contact Ray Ulbrich,
gglssAiVI, Saginaw, Michigan. Telephone

Television

Salesmen

WJITV, Mississippi’s first television sta-
tion has opening for one well qualified
salesman. Contact John Rossiter,
WJTV, Jackson, Mississippi.

Production-Programming, Others

TV station in Southeast looking for
experienced news man for permanent
position. TV newsman desiring change
or experienced radio news man desir-
ing enter TV may qualify. Send all
details including salary requirements
and small photo. Box 290S, BROAD-
CASTING . TELECASTING.

Situations Wanted

Managerial

Successful local station manager de-
sires new opportunity. Employers will
recommend. Age 33. Box 294S, BROAD-
CASTING . TELECASTING.

Managed two local stations to high
profits and community acceptance. Box
%%53 BROADCASTING . TELECAST-

General manager of one of most suc-
cessful small station operations in Mid-
west desires change, preferably to
station with TV plans. Experienced in
all phases of radio, solid family man,
leader in civic affairs. This man is in
no hurry to change positions, but is
looking toward his future and yours.
Has complete record of achievements
for inspection during personal inter-
view. Box 344S, BROADCASTING -«
TELECASTING.

Manager-program director. 15 years-
radio experience, all branches, includ-
ing 3 years profitable management.
Sober, reliable, married. Will produce
results with low overhead. Excellent
references. Available immediatey due
to sale of station. Particularly inter-
ested manage new station; build from
ground up. Or PD metropolitan indie
or network. Salary open. Box 345S,
BROADCASTING « TELECASTING.
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