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Magazines, newspapers, department stores, news reels—everywhere
you see SQUARE DANCING! Today’s favorite! WLS takes special
interest because we have been known for 25 vears as the home of
square dancing and folk music—the originator of the WLS {
1y

National Barn Dance. For more facts about the quarter-century-old
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Barn Dance or any of the friendly programs on “the square dance

station,” see your John Blair man or Sales Manager, WLS, Chicago 7.

PRAIRIE
FARMER
STATION

CHICAGO 7

890 KILOCYCLES-50.000 WATTS-~ABC AFFILIATE
REPRESENTED BY JOHN BLAIR AND CO.



St. Louis . . .

KWK oooinces

the appointment of

Jhe KATZ AGENCY

as its National Representative
offective Auguat 15th
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FCC’S VIEWS on its own role in liquor-adver-
tising question (story page 25) are due to be
revealed early this week. Asked by Sen. Ed C.
Johnson (D-Col.) to join fight against hard
liquor commercials, Commission has prepared
reply which reportedly points out that it has
no federal law under which to operate spe-
cifigally in this field, though in many cases
the;"e are state prohibitions against such radio
advertising. FCC ruled three years ago that
alccholic beverage advertising can be “con-
troversial” and warrant reply time for drys.

NBC TOP level realignment, launched with
recént appointment of Sylvester (Pat) Weaver
as vice president in charge of television, will
inc]dee not only AM opposite number for Mr.
Weaver, but also executive head for owned-
and-operated stations (AM and TV). It's
understood this post some months ago had
been offered Hugh L. Terry, general manager
of KLZ Denver, who declined in order to
par'ticipate in ownership of that outlet.

ALTHOUGH FCC Chairman Wayne Coy and
entourage will return to United States from
prolonged European conference mission this
week, Mr. Coy is not expected to pick up FCC
gavel for another several weeks to enable him
to take vacation. Talk of his likely retire-
ment from "FCC has all but evaporated now
that prospect for increase in FCC pay from
$10,000 to $15,000 or $16,000 appears almost
ceriain.

N. ‘W. AYER & SON, New York, recommend-
ing| radio spot announcement campaign to its
clignt, Charms Co., Asbury Park, N. J.

IT’S FOREGONE conclusion that U. S. dele-
gatiion to NARBA conference which gets under
way in Montreal Sept. 13 will insist upon ob-
ser'vance of U. S. engineering standards by
NARBA signatories to bring about uniform
resplts and minimize interference.

DON’'T LOOK for comments on color TV from
either of principal antagonists, RCA-NBC
and CBS, before Aug. 26 deadline for submis-
sion of data to FCC in preparation for VHF-
UHiF-color hearing which starts Sept. 26.
Th!ey’re both working hard, saying nothing.

CONVERSATIONS under way looking toward
retention by Daytime Petitioners Assn. of
Royal V. Howard, former engineering director
of INAB, to represent it at NARBA sessions in
Mantreal next month. Daytime group seeks
fulltime on Mexican clear channels and topic
falls within purview of NARBA sessions.

REPRESENTATIVES have been asked for
availabilities for 26-week campaign of 15-min-
ute and half-hour hillbilly shows in 35 markets
for Consolidated Royal Chemical products
Pe{[una and Kolor-Bak. Agency is Harry

O’Neil Inc.

MUTUAL reportedly was approached by high-
(Continued on page 70)
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Upcoming

Aug. 16: RMA Television Committee meeting,
Hotel Roosevelt, New York.

Aug. 25-27: Georgia Assn. of Local Stations,
St. Simon Island, Ga.

Aug. 29: Government-industry NARBA prepara-
tory committee, Departmental Auditorium,
Washington. .

Sept. 13: Third NARBA conference convenes,
Windsor Hotel, Montreal.

(Other Upcomings on page 69)

Bulletins

HOUSE of Representatives Friday voted un-
animously to authorize Select Committee to
probe lobbying activities of government agen-
cies and private industries. Chairman Adolph
Sabath (D-IIl.) termed investigation ‘“very
necessary,” citing $2 million expenditure by
158 lobbyists during first three months of
1949. Speaker Sam Rayburn (D-Tex.) will
appoint group. House previously adopted joint
Senate-House resolution last May, but measure
was bottled up in Senate Rules Committee
until last week.

SHOTWELL MFG. Co., St. Louis, will expand
one-minute participations there to more mar-
kets in early fail on behalf of Puritan marsh-

mallows. Areas being chosen now by agency,
Wade Adv., Chicago.

0-CEDAR Corp., Chicago, introduces new mop
line on Chicago TV stations with test spots
early next month. Expansion planned to na-
tional markets if response meets expectations.
Agency, Young & Rubicam, Chicago.

PROSPECTS BRIGHTEN
FOR ASCAP-TV ACCORD

PROSPECTS for early settlement of ASCAP
fee scales for television believed brighter as
result of meetings last week at which officials
of several stations joined Robert P. Myers,
NBC assistant general attorney and key ne-
gotiator for broadcasters, in arguing their case
with ASCAP executives.

Agreement reported to be nearly reached
on some points in dispute, but one participant
cautioned against too optimistic conclusions al-
though he said progress had been made. Pres-
ent at meetings were G. Richard Shafto, WIS
Columbia, S. C.; Clair R. McCollough, WGAL-
TV Lanecaster, Pa., and G. Emerson Markham,
WRGB (TV) Schenectady and newly appointed
television chief of NAB. For ASCAP negotia-
tors were Fred E. Ahlert, president, and Her-
man Finkelstein, counsel.

TWO NAMED VICE PRESIDENTS

KASTOR, FARRELL, CHESLEY & CLIF-
FORD has appointed two vice presidents.
They are Jack Peters, New York media direc-
tor, and David D. Brown, manager of Chicago
office and account executive on Blatz Brewing
Co. account.

Business Briefly

MYSTERY SERIES @ Petri Wine Co., San
Francisco, Sept. 21 to sponsor Adventures of
Sherlock Holmes on approximately 60 ABC

stations, Wednesday, 8:30-9 p.m. Contract,
52 weeks. Agency, Young & Rubicam, San
Francisco.

SPOT TEST @ New Products Co., South
Bend, Ind., starting spot test eampaign this
week on WPTR Albany for Jack’s cheese-
flavored corn twists. One-minute commercials
will be used through east if sales results are
favorable. Agency, MacDonald-Cook, Chicago.

REDDI-WIP PLANS @ Reddi-Wip, St. Louis
(canned whipping cream), readying AM re-
gional spot campaign. TV commercials have
been submitted by agency, Ruthrauff & Ryan,
Chicago, but no decision made.

SEALY NEWS @ Sealy Mattress Co. Los
Angeles, starts Chet Huntley news Tues,
Thurs., on 8 CBS Pacific California stations
and renews Sat., 5:30-5:45 p.m. (PST), 52
weeks. Agency, Alvin Wilder, Los Angeles.

SEALTEST SIGNS @ National Dairy Prod-
ucts (Sealtesty Sept. 27 starts sponsorship of
Kukla, Fran & Ollie on NBC-TV, Tues,,
Thurs., 7-7:30 p.m. [CLoseEp CIRCUIT, Aug. 8].
RCA continues Mon., Wed., Fri. sponsorship.
Sealtest also buys 10:45-11 a.m. strip on
NBC. Sealtest agency, N. W. Ayer & Son,
New York.

NEWS RENEWAL @ Christian Science
Monitor renews news commentaries by Erwin
D. Canham on ABC Tuesday, 9:30-9:45 p.m.,
52 weeks, effective Aug. 30 on 75 ABC stations.
Agency, H. B. Humphrey Co., New York.

OIL SERIES RETURNS @ American Oil
Co., Baltimore, renews Carnegie Hall on 107
ABC stations. Program, now heard Sun., 7:30-
8 p.m., will move to Tues., 8-8:30 p.ni, effect-
ive Sept. 27. Agency, Joseph Katz Co,,
Baltimore.

QUAKER CONTINUES @ Quaker Oats Co.,
Chicago, renews Talk Your Way Out of It on
ABC Mon., Wed., Fri, 3-3:30 p.m. effective
Sept. 12. Agency, C. J. LaRoche & Co., New
York.

THREE RENEW ON MBS

R. B. SEMLER Co., through Erwin Wasey &
Co., Friday renewed Gabrie! Heater newscasts
over MBS for two years, effective Jan. 5.
Network spokesman said fact renewal signed
six months before expiration of present con-
tract indicates sponsor satisfaction with
Heater program. Also renewed at MBS:
Williamson Candy Co. (O’Henry Candy Bars)
through Aubrey, Moore & Wallace, Tirue
Detective Mysteries, Sun., 5:30 to 6 p.m., effect-
ive Sept. 4, and Wander Co. (Ovaltine) through
Hill Blackett & Co., Captain Midnite, 5:30 to
6 p.m., Tuesday and Thursday, effective Sept.
20.

BROADCASTING ® Telecasting



“Today’s Woman”
Recommends
Springerle. ..

.

ANNE HAYES—mother, homemaker, and popular

Mid-America radio personality.

at a Very Low Cost per 1000 Coverage!

Ever tried Springerle? It’s a lirtle white cookie. You beat the mixture by
hand for an hour . .. and the cookies are delicious! (They should be!)

50,000 WATTS DAY

10,000 WATTS NIGHT =
810 Kc.

Out Mid-America way, you might have picked up this recipe from
“Today’s Woman” (Anne Hayes, director of KCMO’s women'’s activi-
ties). For on her Monday-thru-Friday “Today’s Woman” show, she
gives many a recipe, homemaking tip, and (ah, yes) plug for
sponsored products.

If you have a story to tell to "better-halves” of Mid-America families,

let Anne Hayes give them the word. It will be well-told...and told at

a low, very low, cost per 1000 coverage. Kansas City’s most powerful

ﬁr, station, KCMO, serves 213 Mid-America counties with a potential
65 ’ a[ listenership of over 5,435,000 inside its 50,000 watt measured *2¢ mv.

Q’ c rage area.
0&4 PN(\'AmeH coverag

e
ne st:\“
OOne rate c (\.\"‘\ 2
spot O 4 texter® )
One of 1 e )
One ¢

and KCMO-FM...94.9 Megacycles

KANSAS CITY, MISSOURES
Basic ABC for Mid-America

National Representative: John E. Pearson Company
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FRANK SILVERNAIL
Chief Time Buyer, BBDO

Frank, with only the supervision of all of
BBDO's tremendous spot and network radio

buying to occupy his days,

has been given the additional responsibility of
master-minding all BBDO TV buying as well.

When things get too rough, Frank,

make use of the Patroon membership you received
today from the Rambeau rep . . . come to
Patroonland for rest and relaxation.

FACT OF THE WEEK

Advertisers’ success stories
are proof positive that
WPTR delivers: -

* Sales, not tales
* Orders, not oratory

* Customers, not claims PATROON

Aristocratic Landholder
of the Hudson Valley

50,000 Watts
Night and Day

L ALBANY—SCHENECTADY—TROY

PATROON BROADCASTING CO., ALBANY, N. Y,

August 15, 1949
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TRUSCON

TOWER OF STRENGTH

Meeting FM and TV Needs for

WRVB, Richmond, Virginia

® Rising high above the Tideland, this Truscon Self-
Supporting Steel Radio Tower helps flash the cream
of FM and TV entertainment to a great circle of
Virginia audiences. The business end of this slender
steel beauty mounts both an R.C.A. 2-section pylon
FM antenna, and an R.C.A. G-section TV antenna.

This outstanding installation emphasizes again the fact
that every Truscon Steel Radio Tower is fitted exactly
to its specific location. Truscon Radio Towers today are
operating faithfully under world-wide extremes of
weather . . . under almost every possible combination

485

HIGH

|

i

b

|
\ 4

OVERALL
ol

woss oo TOWERS

of temperature, humidity and wind conditions . . . in
mountains, deserts, plains and coastal areas.

Truscon engineers are ready now to put their vast
experience at your service—ready to design and erect
just the tower you need for AM, FM and TV broad-
casting . . . tall or small, guyed or self-supporting, of
uniform or tapered cross-section. Call the Truscon
office nearest you or write our home office in
Youngstown. There is no obligation.

TRUSCON STEEL COMPANY

YOUNGSTOWN 1, OHIO
Subsidiary of Republic Steel Corporation

TRUSCON ;|| *

SELF-SUPPORTING

August 15, 1949 ®
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Exclusive
RL:presentatives:
Radio

Albuquerque KOB
Beaumont KFDM
Boise KDSH
Boston-Springfield WBZ-WBZA
Buffalo WGR
Charleston, S. C. WCSC
Columbia, S. C. WIS
Corpus Christi KRIS
Davenport WOC
Des Moines WHO
Denver KVOD
Duluth WDSM
Fargo WDAY
Fu. Wayne WOowO
Ft. Worth-Dallas WBAP
Honolulu-Hilo KGMB-KHBC
ngston KXYZ
Indianapolis WISH N
Kansas City KMBC-KFRM
Louisville WAVE
Mhnneapolis-St. Paul WTCN
New York WMCA
Norfolk WGH
Omaha KFAB
Pe¢oria-Tuscola WMBD-WDZ
Philadelphia KYw
Pittsburgh KDKA
Portland, Orec. KEX
Raleigh WPTF
Roanoke WDBJ
St. Louis KSD
Siattle KIRO
Syracuse WFBL

Television
Baltimore WAAM
Ft. Worth-Dallas WBAP-TV
Louisville WAVE-TV
Minneapolis-St. Paul WTCN-TV
New York WPIX
St. Louis KSD-TV

San Francisco KRON-TV
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Although Old Colonel F&P had 318
years of varied and successful busi-
ness experience under his belt before
joining Free & Peters, his average
age is actually just under 40 years!
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COLONEL F & P—

Who's Done Evenything
Eveept Tnvent Gunpowder!

:IF OR 12 years before joining Free & Peters,
this versatile old boy ran the darndest combi-
nation of businesses you ever heard of. He
worked for radio stations and newspapers,
managed the radio department of a fine
agency, headed up a successful travel com-
pany, manufactured automatic vending ma-
chines, was associated with the FBI, and did
a lot of other things, to boot!

Old Colonel F&P is all the men at Free &

Peters. He represents a cross-section of suc-

cessful experience that would be hard for any
organization to match!

With this backlog of experience, all us
F&P Colonels know how to make business
sense to business men when we talk about
national spot radio and television. We know
how to help make “national spot” more prof-
itable for our customers.

Ask us for whatever you need. We will
give you the right answers, in a hurry!

FREE & pETERS, INC.

Pioneer Radio and Television Slalion Represenlatives

Since 1932
NEW YORK CHICAGO
ATLANTA DETROIT FT. WORTH HOLLYWOOD SAN FRANCISCO



TRACING NBC's foll publicity cam-
paign which will carry these press
members into every state are (I to r)
Jack Slocum, Josef Dine, Jack Ryan,

Les Roaddatz, Sydney Eiges, v. p.
charge of press; Sam Kaufman, War-
ren Cromwell, Ursula Halloran,
Michael Dann.

TWO funsters, CBS’ Arthur Godfrey
:‘Q and Clellan Card of WCCO Min-

apolis, test gags from Card's
CQracks, jokebook being offered to

ATTENDING WSJS Winston-Salem
luncheon meeting on farm problems
are (I to r) Wallace Carroll of Wins-
ton-Salem Journal and Sentinel

(WSJS owner); O. F. McCrary, farm
agent; Robert C. Estes, WSJS prog.
Harvey Dinkins,
farm service dir.

WwsJS

mgr.;

L

TOMMY REYNOLDS (r), sports an-
nouncer for KCOR San Antonio, Tex.,
interviews Monty Stratton, famed
one-legged baseball pitcher, during
warm-up broadcast on KCOR.

N

N

lTteners on Mr. Card’'s WCCO show.

ISTENERS get behind-the-scenes

stories as Harmon Hyde (r), program
irector of WPJB (FM) Providence,
R. I., interviews Arthur Fiedler, con-
ductor of Boston ‘‘Pops’’ Esplanade
Orchestra,
Hatch Memorial

during broadcast from
Shell in Boston.

OPENING night of Mae West's "'Dia-

mond ‘Lil’” at U. of Denver Opera

House brought out this KOA Denver

crew (I to r): Evadna Hammersley,

Eart Ferguson, Martha Chapman

{dir. Rocky Mountain Radio Council),
Bob Petre and Don Allen.

00O
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Lusiness

A

LOCK DRUG Co., through its :agency Redfield-Johnstone, New York, is

preparing spot announcement campaign in radio for Sterakleen, Poslam,

Allenru, Omega oil and rub. Approximately 60 markets will be used.
Contracts are for 26 weeks.

A. E. STALEY Mfgs. Co., Decatur, 111, names Ruthrauff & Ryan, Chicago, to
handle national advertising for its Sweetose syrups, Cream Corn starch,
Cube starch and Sta-Flo starch. Radio is expected to be used.

INDUSTRIAL FEDERAL SAVINGS & LOAN Assn., Denver, appoints Arthur
G. Rippey & Co,, that city, as agency. Radio will be used with other media.
HARRY A. LAZIER is account executive.

JOHN F. JELKE Co., Chicago, subsidiary of Lever Bros., starts extensive
radio campaign in Southern California to introduce its margarine and salad
dressing. Participations have been placed on six shows, five five-a-week and
a quarter-hour on Meet the Missus, and on three Lever programs, Aunt Jennie,
Big Town and Winner Takes All. One-minute spots are being aired in four
other markets. Agency is Tatham-Laird, also Chicago. National AM-TV
schedules not expected to be drawn before fall.

THE 6TH ARMY, San Francisco, re-appoints Russell, Harris & Wood, that
city. Radio will continue to be used along with other media.

R. GERBER Co., Chicago, will use TV and radio in promotion of new produect,
package containing pop corn and popping oil. Newby & Peron Inc., same
city, is agenecy.

NATIONAL BARGAIN BUYERS CLUB OF AMERICA Inc, Los Angeles (mer-
chandising and distributing organization for releasing mass quantities of
liquidated merchandise direct to consumer via mail), appoints Davis-
Harrison Simmonds, Hollywood, as agency. Advertising appropriation of
$100,000, which includes radio and television, has been approved. NORMAN
G. TYRE is agency account executive.

PERMA-FIT Co. Chicago, will use radio in promotion of Perma-Fit (plastic
strip for permanent denture fit). Agency is Newby & Peron Inc., same city.

ALJOHN Co., Oakland, Calif. (Enduv, new product for prevention of runs in
women’s hosiery), appoints Elliott, Daly & Schnitzer, that city, as agency.
Radio is to be used. BLAISDELL GATES is account executive.

ADMIRAL Corp., Chicago, names Kudner Agency Inc., New York, to handle
radio, television advertising and public relations.

Wetwork Mecounts o o o

ALLIS-CHALMERS MFG. Co. renews National Ferm and Home Hour for
fifth year on full NBC network for 52 weeks from Sept. 10 through Bert S.
Gittins Agency, Milwaukee. Program aired Saturday, 12 to 12:30 p.m. CDT.
GEORGE DIEFENDERFER is NBC Chicago account executive.

PHILCO CORP., Philadelphia, through Hutchins Adv. Co. same city, signs
52.week renewal contract with ABC for continued sponsorship of 9:45-10 a.m.
segment of Mon.-Fri. Breakfast Club. Contract covers 271 ABC stations, and
is effective Aug. 29. This is Philco’s fifth year with program.

ELGIN AMERICAN Co., Elgin, Ill. will start Groucho Marx Show on CBS
Oct. 5, one week later than originally announced.

'ﬂdpaop/a o o o

NORBERT NOLAN, formerly partner in Avery & Nolan, San Francisco
agency, appointed copy chief in advertising department of Golden State Co. Ltd.,
that city (dairy products).

TOM VINNEDGE becomes promotion manager for farm
Centennial Flouring Mills Co., Seattle.

feeds division of
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E. MORGAN, vice president of Richard A. Foley Adv., Philadelphia,
eclected to board of directors. Mr. Morgan has been member of organ-
ization since 1930.

FRANK N. RIGGIO, with Dancer-Fitzgerald-Sample, Chicago, since 1944,
named vice president of company.

I. C. (Red) HARBOUR appointed account executive for Tim Morrow Adv,,
Chicago. Mr. Harbour formerly was assistant sales manager for Whiting
Corp., Harvey, Ill., and most recently director and sales manager of Comfort
Products Corp., Dallas,

DON TOMKINS and JOHN COLEMAN join TV section of Campbell-Ewald Co.,
Detroit. Mr. Tomkins, who has written, directed and produced shows for stage,
radio and television, becomes TV production supervisor. Mr. Coleman joins
production staff.

EDNA HOEY, formerly media director of Carter Products Inec., joins New
York office of Wilhelm-Laughlin Wilson & Assoc., as account executive.

DICK DONALD Adv., Los Angeles, elected member of Southern California
Advertising Agencies Assn.

ROBERT R. BURTON, account supervisor at Young & Rubicam, Chicago, super-
vising the agency’s preparation of copy for Advertising Council kit on traffic
accidents. National Safety Council is cooperating. Volunteer coordinator
for campaign is WESLEY I. NUNN, advertising manager, Standard Oil Co.
of Indiana.

WILLIAM A. YOELL, formerly head of his own research organization, ap-
pointed director of research and marketing at Harry B. Cohen Adv. Co.,
New York.

C. W. FRANKLIN, for eight years with business department of Puget Sound
Power & Light Co., Seattle, elected treasurer of Pacific National Adv., same
city.

DON BELDING, chairman, executive committee of Foote, Cone & Belding,
New York, named one of ten conference leaders at Merchants and Manu-
facturers Assn. (Los Angeles) Seventh Annual Employer-Employe Relations
Conference to be held in Palm Springs, Calif.,, next October. Mr. Belding
will be assisted by JACK SMOCK, vice president of FC&B.

FRANCES H. VAN DEVENTER, formerly with Day, Duke & Tarlton and J.
Walter Thompson Co., joins Hewitt, Ogilvy, Benson & Mather as account
executive. All are New York agencies.

FREDERICK R. RHODE, former retail appliance sales manager at Montgomery
Ward and Co., Chicago, joins creative staff of Fuller & Smith & Ross, same
city. He works on Fiberglass account.

INNES HARRIS, commercial supervisor at Young & Rubicam, Hollywood,
transferred to New York office in same capacity.

SAMUEL WIEDER, former copy chief of Paul Klemter & Co., Newark, N. J.,
joins copy department of Lewis & Gilman Inec., Philadelphia.

BILL LIPSEY, who supervised his own accounts for past four years at S. K.
Lenby Adv., Chicago, resigns to open his own agency, Bill Lipsey & Assoc., at
64 E. Lake St. Telephone STate 1-0687. Mr. Lipsey is handling prospective
radio and television accounts.

WILLIAM R. DUGGY, freelance art director in television for more than two
years and staff artist with McCann-Erickson, New York, prior to that, returns
to agency as television art director.

CLARA PRENDERGAST, formerly with Time Inc., New York, joins staff of
Associated Adv., Los Angeles.

FRANCES KEITH, vice president and executive merchandising counsel of
Abbott Kimball Co. of California, San Francisco, has resigned.

JOHN T. LYONS of public relations-publicity staff of Gray & Rogers, Adv,,
Philadelphia, named publicity director of Junior Chamber of Commerce.

CEDRIC W. TARR resigns as copy director of Buchanan & Co., San Francisco.

LECHE & LECHE Inc., Dallas, Tex, moves to new offices at 1008 Mercantile
Bank Bldg., Dallas.

T. J. MULGREW named assistant account executive on Pepsodent at Foote,
Cone & Belding, Chicago, where he has worked a year as trainee.

BROADCASTING ® Telecasting

ON THE

WASHINGTON SCREEN

THE EVALYN TYNER SHOW—every Friday evening at 10-—a half hour of delight-
ful music by "The First Llady of the Piano” ond her trio from the beautiful
Embassy Room of The Hotel Statler. It's the first regular remote TV show from
o hotel ond The Washington Post says, “there couidn’t have been o happier
choice of subject, for Evalyn’s style is strictly from her to you, personally.”

MONDAY THRU FRIDAY

AT 7:00 P.M. IS SERIAL
TIME IN WASHINGTON! WMAL-TV's
seriols are fops in enterfainment,
tops in rotings, and tops in adver-
tising impact. The serial thriller is
reaching more men, more women,
ond more children than any other
show seen in Washington at that
hour! Like “Frontier Theater’”, the
serial is breaking all early evening
viewing records in Washington!

LAUGHTER, C. O. D. —
Everything hoppens on
C.0.D.” (Thursdays, 10

A

"Laughter,
p.m.) from goat milking to house

painting contests. Zany Gil Hodges
(above) engineers the antics and
awards handsome prizes to his
“vietims.”!

SHIP’S REPORTER—(Tues., Wed., 7:30 p.m.; Thurs. 10 p.m.} Jack
Mangan introduces televiewers to some of the world's great luminaries

A

as they arrive and depart by liner or plane from New York. Mangan presents
cosual, “off guard glimpses’’—his interviews ore friendly, informative, and
personal.

(One minute announcements available within each program.)

WMAL-TV

THE EVENING STAR STATIONS
WASHINGTON, D. C.

WMAL WMAL-FM
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The listeners
had their say. ..

it’s KSL by more than 3 to 1!

KSL — the only 50,000-watt station between
Denver and the Pacific Coast — is the first
choice throughout 74 county units of Inter-
mountain America.* Has the most listeners
during 68.1% of the total 532 quarter-hours
of the week. Gets the biggest audience during
more than twice as many quarter-hours as all
Salt Lake City stations and regional networks

combined!

That’s what the listeners told Benson and Benson,
Inc., when this independent research organiza-
tion conducted the most far-reaching and
thorough study ever made in Intermountain
America. This Listener Diary proves KSL is the
favorite throughout a quarter-million-square mile
market where one million of your customers

spend one billion dollars a vear.

To make your product the favorite of Intermoun-
tain America, buy the listeners’ favorite — KSL.
You’ll find KSL costs less per customer than
any other Salt Lake City station or regional

network.

*50.1000% BMB Audience Arca
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By EDGAR KOBAK

Business Consultant
THE CURRENT series of articles
in BROADCASTING on the general
subj}ect “How the Buyers’ Market
Can| Mean Business for Broadcast-
ing’l has been of extreme interest
to me.
have been looking after grand-
children while vacationing. Grand-
children and salesmen have a lot
in dommon—they usually are in-
clingd to do what is fun and what
might irritate parents and bosses
—n¢t sticking to the main job of
being good boys. But they all want
to he good.

Sp on this hot and humid Sunday
noon back in New York where
re keeping out of crowds and
c, I take my Hermes on my
nd will knock out a few points
may help those who are held

—

ere is nothing new in the list
—sqme have been written by

ere driving for business.

hat would I do if I were a
salesman fighting for business—
now that the transom business has
slowed up to a slight breeze and it
takgs selling?

‘What I Would Do’

ell, I would do some of the
follpwing. I would look on my
job|as though I were in business
for imyself. Being in business for
youfself is a real challenge these
You have to set up some
pretty high goals. You have to
plan ahead, so that you can make
endk meet at the end of the month,
in 2 business way. In a personal
way, you have to think of such
things as taking care of your fam-
ily,| stepping up your income, get-
ting ahead financially, and, of
course, proving to yourself that
you can do a good job.
I| would tell myself that regard-
. les§ of the cooperation I get from
my| associates and the industry
actjvities such as BAB, that in the
end my success depends on my own
effgrts and how well I ran my

Il seven of the “How the
Buyers’ Market Can Mean
Business for Broadcasting”
series are being printed in
bpoklet form. Send for your
fice copy. Additional copies
ay be obtained at a nom-
imal charge. Address
ROADCASTING, “Busi-
ss for Broadcasting’’ Se-
ries, 870 National Press
uilding, Washington, D. C.
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THERE’S nothing Ed Kobak
would rather do than develop
sales plans and help others
carry them out. He's spent
much of his life in that role
and those who have competed
with him in the pursuit of
sponsorial contracts can tes-
tify eloquently aos to his suc-
cess.

Mr. Kobak is a believer in
careful planning, hard work
and some 25 assorted varia-
tions on these themes. They
carried him from high posts at
McGraw-Hill to an ABC sales
vice presidency in 1934; a vice
presidency at Lord & Thomas;
then back to NBC as Blue ex-
ecutive v.p.; and finally in
1944 to MBS where he served
as president until last spring.
He now operates a business
consultant’s office at 341 Park
Ave., New York.

This is the last of a series
of seven articles by a represen-
tative list of industry execu-

Mr. KOBAK

LA I

tives familiar with the prob-
lems of selling and how to go
about solving them.

business. Here are a few things
I would want to do to insure the
success of this business of mine:

1—I would go over my prospect
list, revise and organize it, and
check with the mailing list to make
sure that all the right people are
included. I would analyze each
prospect, get to know him and his
business, and I'd work to serve
him.

2—I would find a reason (or
even an excuse) to write each pros-
pect about once a week—about new
programs, coverage improvements,
cost data, comparative data with
competition and other media. I'd
keep him posted on my organiza-
tion and build myself into his con-
fidence by sending him sound and
honest material. I know that if
I owned my own business, I would
do just that.

8—I would make it my business
to call regularly on all important
people in the companies which are
my prospects. (My clients, too.)
Particularly I'd cultivate the men
who can say “Yes.”

Listen to Programs

4—1 would to listen to all pro-
grams, sustaining and commercial,
and get to know just what is on
the air.

5—I would listen to as many
recordings as possible of shows
that we have for sale, but are not
on the air.

6—1I would use all of the people
in the organization to help me in
my sales work. And be ready to

thank and praise them for their
help. :

7—I would sell time by selling
programs.

8—1I would plan each day’s work
the night before.

9—I would plan each week’s
work during the weekend.

10—I would set for myself defi-
nite goals and then check up on
myself to make sure that I was
meeting the challenge.

11—I would make it a point to
visit with the people in all depart-
ments of my company—network or
station—to find out what goes on
that is new—looking always for
ideas and information that would
help me in my selling.

Read Trade Press

12—1I would read the trade press
—not only the radio but the adver-
tising books—and other trade pa-
pers, too.

13—I would read the financial
pages of at least one metropolitan
daily every day.

14—1 would make a check of
most of the general magazines and
women’s magazines to get a line on
the advertising done by my pros-
pects, or concerns that I would
want as my prospects. If I were
a local salesman, I would study ad-
vertising done in all local media—
even the Red Book.

156—I would make it a point to
go over my work with my sales
executive as often as possible, and
get the benefit of his advice and
help. 1 would get him to make
calls with me.

BROADCASTING *
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16—I would write my own pres-
entations, at least outline them
get my facts marshalled together,
and then if we have a promotion
department let them finish the job.
I know that in preparing my own
presentation, I'll understand it bet-
ter, and this will help me to make
a sales impression.

17—I would take lessons in pub-
lic speaking. This is important.
Even though you may never be
called upon to make a speech, you
are called on to talk to small
groups in advertisers offices and
in agencies. I wouldn’t try to be a
salesman if I couldn’t get up and
tell my story. I'd learn to speak
clearly without putting my hands
in front of my face and without
stuttering.

18—I would get started early,
waste as little time as possible
and stop wasting thé time of my
associates. (They don’t buy time.)

19—I'd make each lunch hour
count, and I would arrange my
evenings to be with clients and
prospects.

20—I would make it a point to
give presentations to prospects and
advertisers as often as possible,
just to make sure that they get our
story, and to keep in practice.- The
buyer’s memory is short—keep tell-
ing him to repeat his story to your
audience.

21—1I would make sure that I be-
lieve in advertising, in broadcast-
ing, and particularly in the partic-
ular network or station that I am
representing.

No. 7
. « . The Consultant

22—And T would be relaxed at
all times. Relax your prospect—
they can’t buy when they, or you,
are tense.

23-—I would stop hanging around
the friendly accounts. You waste
the time of the man already sold
as well as your own.

24—I would put my heart in my
job the way you do when you work
at golf, gin rummy or even red
heads. .

26—I would use ideas, imagina-
tion and strategy in selling. The
real inside secret of selling is mak-
ing calls. No matter how smart
you are the prospect won't know
what you know unless you call on
him and write regularly.

Readers, there are many more
items that can be added to this list!
You go to work and add a few—
then make them work. This will
help you to enjoy the rewards and
satisfaction that come from doing
a good job.

There can be a recession, but a
good hard working and hard hit-
ting salesman can make his terri-
tory just the opposite of recession.
When the buyer says “No,” the
selling begins.

Telecasting



YOU MIGHT CAST A
183 F1.—

TROUT FLY

BUT ...

YOU NEED WKZO-WJEF
TO LAND BUSINESS -
IN WESTERN MICHIGAN! =

WKZO and WJEF catch the biggest audi-
ence, the best list of advertisers and the
greatest results in Western Michigan. Both
get top Hoopers in their respective cities.
WKZO geis a 58.4% Share of Audience in
Kalamazoo, and WJEF gets 26.8% (Total
Rated Periods, Mar.-Apr. *49).

Furthermore, BMB figures show that

this strong combination’s rural coverage is

just as impressive as its urban.

But, best of all, WKZO-W JEF are avail-
able at a combination rate that costs less
than the next-best two-station selection in
our two markets.

Write us or Avery-Knodel, Ine. for all
the proof of how we deliver about 40%
more Western Michigan listeners, for 20%

less cost!

* Dick Miller of Huntington Beach, California, holds this world’s record.

/ﬂ'&d&" iIN KALAMAZOO

and GREATER WESTERN MICHIGAN
(o :19]

Wl EF

/Jm‘ IN GRAND RAPIDS

AND KENT COUNTY
((4:19}

BOTH OWNED AND OPERATED BY

FETZER BROADCASTING COMPANY

AVERY.KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES
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FIRST TO GET THE STORY OF
W, SMASH-HIT, Z—HOUR SHOW!*

IT'S THE SENSATIONALLY SUCCESS-
FUL ANSWER TO YOUR DEMAND
FOR A HARDER-SELLING PROGRAM!

Here’s today's most refreshing, most informal,
‘most _informative show! Here's today’s new
listening habit—""Meect The Menjous.” It's
paying off far sponsors with bigger audiences,
fastet sales, greater profits—at lower cost! That
the public prefers the new and exciting ““Meet
. The Menjous'’ technique is evidenced by the
_instant and sensational success of this power-
- packed program wherever it is tunning!
“There’s magic in the MENJOU name—sales
~ magic that enables yout sponsors to capitalize
- on their fame. The readily-recognized Menjou
. faces—publicized by powetful promotion on
ndteds of great Hollywood movies--lend
?r‘ggl'ges perfectly to hard-selling, localized
cam 'gh’gp;tsilgg' are. hiering the jackpot for
nde n . .

BROADCASTING ® Telecasting

“MENJOU’’ NAME IS OPEN SESAME TO
BIGGER AUDIENCES AT LOWER COST!

The combination of the increasingly popular
“Meet The Menjous™ programming technique,
plus the terrific nation-wide acceptance for the
big, box-office “"Menjou’’ name accounts for
the instant success of this sensational program!
Listeners are impressed with the glamour and
magic of Adolphe Menjou and Verree Teasdale
Menjou—regard them as America’s most
happily married Hollywood couple—con-
sistently tune in ro them because they repre-
sent today’s most vital and charming sounding
board of American folk, fact, and fancy.

ity y

Cz)
7 .
529 44 " /)/?ﬁ/(//ng‘
New Yory -‘-0,{’ 20 ’% _\9

Chicy G'o 7 77 7 4
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“The Pay-Off” is PEOPLE!

WMBD's consistently high Hoopers . . . 22-year experi-
ence in the rich Peoria market . . . increased power . .
FM at no extra cost—they‘re all important, but it takes
PEOPLE to put a station ’way—;ul in front and keep it
there!

PEOPLE at WMBD make up a winning team that has
established WMBD as the biggest attraction in Peoriarea
despite five-station competition.

These WMBD staff members are specialists. With years
of broad radio experience, special training and individ-
val skills. The result: PEOPLE who know how to inter-
est, entertain and SELL Peoriarea.

In the twenty years in which WMBD was the only Peoria
station, they developed the listening and buying habits
of this rich area!

WMBD DOMINATES Peoriarea

PEORLIA, ILLINOIS

See Free & Peters

CBS AFFILIATE

AM 5,000 watts FM 20,000 watts

A 0 A A G

Ojaen Mike s

(Letters are welcomed. The editors reserve the
right to use only the most pertinent portions.)

O

‘Real Industry Job’

EDITOR, BROADCASTING:

Your series on “How This Buy-
ers’ Market Can Mean Business
for Broadcasting” is one of the
most outstanding things ever done
by any trade publication. I sin-
cerely hope that reprints are avail-
able. . . .

Every article seems to get bet-
ter and better. I swear as I read
each particular one, I say, “This is
the best yet,” only to revise my
estimate when the next issue comes
out.

It’s a real industry job. . ..

Frank E. Pellegrin,

National Sales Manager

Transit Radio Inc.

Chicago
[EDITOR’s NOTE: Thanks. We hope all
readers will find this series useful. A
reprint in booklet form is available
free to those interested. Extra copies
may be obtained for a nominal charge.
Address BROADCASTING, “Business
for Broadcasting” series, 870 National
Press Building, Washington, D. C.]

Ed * *

Consistent Reader

EDITOR, BROADCASTING:

Since entering the radio indus-
try in 1935, I have been a con-
sistent reader of your fine publica-
tion and consider it to be a pri-
mary source of information on
progress and developments in radio,
television and allied fields.

Bill Welsh

General Manager

Allied Adv. Agencies Inc.
Los Angeles

* £ *

Story Gets Results

EDITOR, BROADCASTING:

I want to thank you for the
wonderful story you gave me in
your magazine. Just about the
same time that this story appeared
we sent out a circular letter to all
television stations telling them
about our plan. You may be in-
terested to know that more televi-
sion stations wrote in as a result
of your story than because of our
circular letter.

By Friday following the Mon-
day the story appeared I had over
20 letters from television stations
referring to the story in BROAD-
CASTING and asking for preferential
position on key station status. . ..

Samuel H. Cuff

Retailers Television Film
Service Inc.

New York

E

A Monday Ritual
EDITOR, BROADCASTING:
... I know it is a Monday morn-

BROADCASTING e

ing ritual with me to read BROAD-
CASTING as one of my first duties
to keep up with the activities in
the industry. . . .

Thomas Velotta

Vice President

American Broadecasting Co.

New York

3 * *

‘Ham' Praises Stand

EDITOR, BROADCASTING:

Let me congratulate you on an-
other fine editorial!

Of course I am referring to
“Hams & Bad Eggs” in the Aug. 8
issue of your fine magazine. As
one of the more than 60,000
“Hams” in the United States, let
me thank you for the stand you
have taken.

Amateur radio, as a hobby, will
fast disappear if the federal gov-
ernment tries to ‘“blueprint” our
existence. Amateur radio is far
too important to the life blood of
the nation to have some ill-advised
government employe throw the
“monkey wrench” into the “works.”

Gerald D. Coleman
Chief Engineer
WBUT-AM-FM
Butler, Pa.

I I

Face Competition
EDITOR, BROADCASTING:

The question is asked over and
over, will television hurt AM broad-
casting and if so, how soon?

Personally, I think it will hurt
some markets very soon and others
perhaps later. One of the surest
ways of letting television dig into
the AM revenue is for a station
to have poor enough sales manage-
ment to get afraid of competition
or declining business and cut rates.

When AM cuts rates, advertisers
underestimate the value of the
finest advertising medium. Psy-
chologically speaking, if it is not
worth contract then there must
be a better medium.

Every time a salesman cuts under
his rate for anyone, it encourages
the advertiser to bargain with the
station at every opportunity. Then
as soon as there are enough ad-
vertisers looking for bargains, the
station finds that they have to
take anything that they can get
for their time. Consequently, they
find themselves losing money very
fast. This is when production be-
gins to drop. After production
drops, circulation drops, the listen-
ing public will decide that they need
something more entertaining—the
clue to the question will be a televi-
sion set. So you can plainly see that
television would be the successor
to AM broadcasting unless sales

Telecasting



management becomes better than
it is today in many markets.

Don't let competition of any de-
scription make you cut rates, in-
stead I think it is wiser for com-
petitive stations to agree on a
new rate card even if the rates
fall far below present rate card
terms.

Sales management plus promo-
tion management will have a great
bearing on whether AM will last
or television will take over.

Jas. B. Childress
General Manager
WOXF Oxford, N. C.

%* * *

Removing Barriers

EDITOR, BROADCASTING:

I have noticed several news arti-
cles in BROADCASTING recently on
the subject of discrimination
against Negroes in radio.

WDIA in the past eight months
has done a great deal toward re-
moving the barriers which have
traditionally confronted members
of the Negro race, particularly in
the southern sections of the coun-
thVe,» s o

We have three Negroes as full
time members of our staff, and de-
vote approximately 75% of our

time to programs particularly ap-
pealing to Negroes. . . .
Bert Ferguson
Partner-Manager
WDIA Memphis
e * i

More On Liquor Ads

EDITOR, BROADCASTING:
. I was very pleased with
your editorial entitled “Beware
The Hangover!” It is a very timely
and sound warning, which I hope
will be heeded by both network
and station executives. In my
opinion, even the discussion about
taking hard liquor ads certainly
is sowing the wind, and sure to
reap the whirlwind, if the networks
on their owned and operated sta-
tions should break the ice and
accept hard liquor advertising.
Perhaps in the big cities broad-

casting cfficials may be misled by
a more “liberal” viewpoint on hard
liguor advertising; but in the rest
of the country, it would stir up an
avalanche of criticism and action
that would make radio feel like
it had been hit in the face with a
bulldozer. Certainly, business is
not so bad that we have to com-
promise our standards to that
extent.

Campbell Arnoux

President

WTAR Norfoll, Va.

e

0

» This month marks the silver
anniversary of WFBG Altoona,
Pa., owned and operated by the
Gable Broadeasting Co. Going on
the air 25 years ago, with 100 w
power from the second floor of the
Gable store, WFBG today is affili-
ated with NBC and has modern
headquarters on the fourth floor

Mr. Gable
of the Gable Arcade.

Mr. Snyder

In 1947, an
station, WFBG-FM, was
added. During the war activities
WFBG was cited by the U.S.
Navy, V.F.W.,, American Legion
and Disabled Veterans of the
World War for outstanding serv-
ice to community and nation. The
station also has been given awards
by the American Cancer Society
and the Treasury Dept. Jack
Snyder has been manager of
WFBG and WFBG-FM since 1947.
On a special anniversary program,
George P. Gable, president of
Gable Broadcasting Co., expressed
pride in the station’s past and
confidence in its future.

BROADCASTING e
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» Russell Naughton, chief an-
nouncer of WDRC Hartford, Conn.,
is celebrating his seventh anniver-
sary with the station this month.
Mr. Naughton joined WDRC in
1942, and later served with the
Air Force for several years.

» Grace Jean Beck, traffic man-
ager for KWK St. Louis, has cele-
brated her 20th anniversary with
that station. Miss Beck started
working with KWK as a pianist
for auditions and secretary to the
program director. Since 1942 she
has been in traffic exclusively.

» Eleanor Nickerson, secretary to
Franklin M. Doolittle, president
of WDRC Hartford, Conn., is ob-
serving her 13th anniversary with
the station. Miss Nickerson, who
also is chief bookkeeper of WDRC,
joined the CBS outlet in 1936.

» Singing of hit numbers of 1924
was one feature of the celebration
of 25th anniversary in radio by
Walter Preston, m.c. on Show Shop
program for WOR New York. Mr.
Preston has been with Show Shop
for past six years.

» Eddie Edwards has marked his
20th anniversary with KMBC
Kansas City, Mo. Mr. Edwards
does character roles and produces
Brush Creek Follies, Rhymaline
Time, and Of Health and Happi-
ness. A fourth show, Lucky Cor-
ners, is produced by Mr. Edwards
over KFRM, KMBC’s affiliate sta-
tion for Kansas.

Telecasting
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KMLB is the No. 1 sales voice of

5000 Watts Day

HSH 56/57' tKS

“5/74';;'.744/515

WINNSBORO, LA.

The JITNEY QUIZ is whammin’
Mclemore’s Jitney Jun-

Winnsboro, La. . . . 40

‘em

Northeastern

visiana’s largest independent

has renewed the
fad

show!

ortheastern Lovisiana

Monroe, Lovisiana
1000 Watts
Affiliated with

Represented by

9

1\440 KM I-B 1440

Night

American Broadcasting Company

Taylor-Borroff & Co., Inc.
KMLB FM—17,000 Watts—Now

Operating Full Time!
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Max Tendrich

Weiss and Geller, Inc.
Naw York City, N. Y.
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Algy

Charleston, W. Va.
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MEANING nwoney for the winner
and considered an extremely suc-
cessful promotion idea is a weekly
contest now being
used at WBTM
(AM-FM) Dan-
ville, Va.

Contest is based
on the statement,
“I buy and save
in Danville be-
cause ........."
answered in 25
words or less.
Fifty dollars in
savings bonds is
being given .away every week for
four weeks.

Pointing out that contest is not
a lottery, WBTM General Manager
R. Sanford Guyer says the program
is offered only to present or past
clients of WBTM.

He says: “We sell the merchant
a packaged deal. Merchants get
four 75-word spots to run on a
given day for four weeks. These
four broadecasts for each merchant

On Al

MOST PEOPLE, upon comple-

Mr. Guyer

tion of their formal educa-
tion, feel that they need at
least a few weeks to rest up from
the rigors of enforced learning
before launching out into a career.

Not Arthur William Gudelman.
Two days after graduation from
Hollywood High School in 1927,
Art, complete with the knowledge
of an advertising course he had
taken, took a chance and applied
{for a job with Logan & Stebbins
agency (now Barton
A. Stebbins Adv.),
Los Angeles. It was
a good try. He’s been
with the agency ever
since.

Starting in the
production depart-
ment, and later ad-
vancing to space and
time buyer, Art to-
day is assistant to
Barton Stebbins,
present agency own-
er, and account exec-
utive on Signal Oil
Co., Los Angeles,
account. Sponsor of
high -rating CB S
The Whistler pro-
gram, the oil firm
spends in excess of
$200,000 yearly on radio.

Now a loyal Californian, Art
was born in Quincy, Il in 1907.
He had little time to absorb the
cultures of the Midwest, however,
for when he was two years old,
the Gudelmans moved to Los
Angeles, where he has been ever
since.

ART

will be presented at the same time
each week for four weeks. Their
commercials will be read, and they
will be mentioned in the closing of
the program as a business estab-
lishment where contest forms may
be obtained.

“Programs will be presented by
WBTM every day Monday through
Friday at 10:45 to 11:15 a.m. and
4 to 4:30 p.m.—one hour per day
for four weeks.

Mr. Guyer says that the mer-
chant also will be mentioned in
large newspaper ads which will
precede opening of the contest. And
there will be a continuous ad in the
local newspapers every day pro-
moting the theme, “Buy and save
in Danville.”

Another point Mr. Guyer men-
tions is that all commercials for
the various merchants will tend to
show why people can buy and save
in Danville,

“Every commercial will be di-
rected toward this theme,” Mr.
Guyer said.

-ﬁccoant.a

In 1932 he cemented relations
with Canada when he married
Ursula Smythe. She had been in
the United States about three
years when they met. Sharing the
board at their home on the out-
skirts of Glendale are Kathleen
(Pinky), 16; and Arthur William
Jr., 10.

The location of his home—within
niblick shot of Oakmont Country
Club—accounts for his chief hobby,
golf. Recent winner of a 4A tour-
nament, Art’s a 14
handicap golfer.

In the realm of
clubs, Art is cur-
rently chairman of
Southern Calif.
Chapter, 4A’s Ra-
dio Time Buyer
Committee; and past
member of Chapter’s
board of governors.
He chairmaned the
first of the annual
4A examinations for

those wanting to
break into advertis-
ing.

Extracurricularly,
Art iz business man-
ager for an active
little theatre group,
which lets him turn
actor every once in a while. The
group usually puts on two or
three plays a year for the publie,
in addition to monthly workshops
at his home.

And on Tuesday nites, Art can
be found “swinging his partner”
in the weekly square dances held
on his badminton court.
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“"AMERICA’S FINEST
WESTERN ACT"!

The Texas Rangers, stars of
stage, screen, radio and tele-
vision, early this summer made
a personal appearance tour in
the Midwest. They are pictured
here in Oklahoma City, when
they were commissioned hon-
orary Colonels of the State of
Oklahoma by Governor Roy
J. Turner.

The Texas Rangers transcrip-
tions, used on scores of stations
from coast to coast, have
achieved Hooperatings as high
as 27.4.

Advertisers and stations — ask
about our new sales plan!

Wire, write or phone

ARTHUR B. CHURCH Productions
KANSAS CITY 6, MISSOURI

Telecasting



memo: to radio stations

anywhere in the united states:

We offer rights in your area to broadcast
play-by-play all games of Philadelphia

Eagles, champions of the National Football
League. Famous announcer, direct from

field. For all information, call at once:

Jack Rensel, Locust 4-3526, Philadelphia,

SPORTS BROADCAST NETWORK, Room 701-702,

Weightman Building, Phialdelphia 2, Penna.

sports broadcast network, room 701-702 weightman bldg.
philadelphia 2, pa.
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in your sales picture

WDE |.-TV, an effective new voice.

The only television station located
in this important market area. The
WDEL-TV audience is growing
rapidly thanks to NBC, DuMont

and other network shows, local

programming and a clearer picture.

Scores of advertisers are now find-

ing this a profitable sales medium.

Operated by WDEL, Inc., established 1922

WGAL-TV, television’s initial

service in this prosperous market. It

offers advertisers their first opportu-
nity to show their products, to talk
about them to the residents of this
thriving area. WGAL-TYV is serving

i
2 .

T et an amazingly large audience with

local shows and NBC, CBS, ABC
—— . . S and DuMont programs.

O @ @ % . Operated by WGAL, Inc., established 1922

STEINMAN
Represented by STATIONS

ROBERT MEEKER ASSOCIATES

New York San Francisco Chicago Los Angeles

AFFILIATES
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BASEBALL BROADCASTS

By RUFUS CRATER

A SHOW DOWN LOOMS in the
Justice Dept.’s probe of organized
baseball’s broadcasting policies
which may drastically open up the
field for play-by-play broadcasts of
both major and minor league
games throughout the country.

This prospect was seen last week
on the evidence of Justice Dept.
negotiations with both baseball
spokesmen and the radio stations
which have protested baseball’s
tight control over the airing of
games [CLosED CIRCUIT, Aug. 8].

The tenor of the negotiations
makes clear that high department
officials consider some of baseball's
fundamental practices on broad-
casting and telecasting rights to
be obvious violations of the anti-
trust laws, including the policy of
awarding World Series rights to
a single network and perhaps also
the arrangements for Western
Union play-by-play service. It also
indicates that baseball spokesmen
are prepared to relent, though not
to abandon existing policies com-
pletely.

Probe in Second Year

The investigation initiated on
complaints of which that of Radio
Attorney Frank U. Fletcher, co-
owner of WARL Arlingtion, Va.,
was among the first, has been in
progress within the department
for almost two years [ BROADCAST-
ING, Oct. 6, 1947; Aug. 2, Dec. 13,
1948; Feb. 14, May 23]. Other
stations which have reported diffi-
culties in securing play-by-play
rights, and in at least some in-
stances have filed complaints,
include WISR Butler, Pa.; KHMO
Hannibal, Mo.; WSAY Rochester;
WDXB Chattanooga, Tenn.; WDIA
Memphis; KLIF Dallas; WATL
Atlanta, and WSOY Decatur, Il

The views reached by Justice
officials were revealed in two con-
ferences a short time ago with
attorneys for Baseball Commis-
sioner A. B. Chandler. The depart-
ment has maintained its customary
official secrecy on progress of its
studies, but details of these ses-
sions were learned- by BROADCAST-
ING on high authority last week.

There were several indications
aside from the tone of the con-
ferences which indicated the case
is nearing the final stages.

One was the high level of author-
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ity represented at the conferences.
Justice participants at one or both
of the sessions included Assistant
Attorney General Herbert A. Berg-
son, head of the Anti-Trust Divi-
sion; Holmes Balbridge, chief of
the Litigation Section; George B.
Haddock, Mr. Balbridge’s assist-
ant, and James Browning, another
assistant who has been detailed
to baseball work. Counsel for the
baseball commissioner included
John Lord O’Brian of the Wash-
ington law firm of Covington, Bur-
ling, Rublee & Schorb, of which
Secretary of State Dean Acheson
is a. former member.

Another indication of early de-
velopments was seen in letters sent
by the department early this month
to stations which have filed pro-
tests. Implying that a consent
decree may be in the offing, the
letters ask the complainants’ views
on a plan limiting the extent of
various clubs’ control over the
broadcast of games of other clubs.
Despite this evidence of the depart-
ment’s view that existing practices
are restrictive, leaders of the op-
position feel the suggested plan
itself would have no practical value
and are preparing to fight it.

It appeared almost certain that

$7.00 A YEAR—25¢ A C

Justice Dept. Showdown Looms

the first two Justice-baseball con-
ferences would be followed by an-
other, or perhaps several others.
Counsel for Commissioner Chandler
reportedly were assured that the
department would respect an
‘““‘understanding’’ between Mr.
Chandler and Attorney General
Tom Clark to the effect that no
suit would be filed until the Com-
missioner had been notified and
given a chance to be heard. It was
understood this is customary pro-
cedure in such cases.

Exploratory Session

The first conferences, on April
7, was an “exploratory” session
from the baseball representatives’
standpoint. They made clear then
that they represented not the
leagues or clubs but the commis-
sioner, and that their interest was
in helping him administer the
affairs of baseball. The follow-up
meeting, on June 2, canvassed the
problem in greater detail. At that
time, BROADCASTING learned, de-
partment officials pointedly chal-
lenged the légality of several
practices of the clubs and leagues.

The chief of these, and appar-
ently the source of most of the

other practices which have aroused
complaints, was the major leagues’
Rule 1 (d). This prohibits the
broadcast or telecast of any major
league game in any city without
the consent of all major and mindr
league clubs in that city and within
50 miles.

Said to Be Restraint

Justice officials branded this a
clear restraint of interstate broad-
casts and telecasts—and therefore
a restraint of interstate commerce
and in violation of the anti-trust
laws. They were adamant in their
view that some amendment of this
rule is essential, despite the base-
ball lawyers’ attempt to break
down the department’s legal theory
and their insistence, also, that
many and perhaps most minor
league clubs would go out of busi-
ness if major league games could
be broadcast and telecast—espe-
cially telecast—in their home com-
munities while they themselves
were playing.

The plan subsequently circu-
lated by the department to pro-
testing stations reflects an attempt
to compromise on this point. The

(Continued on page 67)

MCFARLAN

HOPES for adoption of the Mec-
Farland Bill (S 1973) at this ses-
sion of Congress were boosted last
week as House Interstate Com-
merce Committee leaders promised
early study of the FCC reorganiza-
tion measurz following unanimous
Senate approval on Tuesday.

“If the bill proves to be merely
procedural and non-controversial,
as I have been informed,” Com-
mittee Chairman Robert Crossar
(D-Ohio) told BROADCASTING, “the
chances are that a hearing would
not be necessary and we could re-
port it out in one meeting.”

That meeting, he reported, may
be held early this week. He said
he would assign the bill to staff
members “to sound out their senti-
ment” on it and get a report before
the meeting.

He thought it may not be neces-
sary to refer the measure to the
Commerce Subcommittee on Com-
munications, headed by Rep. George
Sadowski (D-Mich.), though he

Telecasting
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said this question has not been
decided.

If a hearing is held, authorities
thought it might be a brief session,
possibly consuming no more than
a day. The Senate Commerce
Committee heard witnesses for two
days before evolving and approv-
ing the revised version which the
Senate adopted without change last
Tuesday [BROADCASTING, June 20,
July 25].

Sen. E. W. McFarland (D-Ariz.)
wrote the bill as a non-policy, non-
controversial measure in hopes of
enactment at this session to speed
FCC action on its workload, pro-
mote personnel stability by increas-
ing the salaries of Commissioners
and key executives, and clarify the
respective rights and responsibili-
ties of -‘FCC and applicants. "The
Senate Committee, reporting it out,
said that as revised it had the
“unanimous approval” of broad-
casters who participated in the
hearings and FCC approval of “the

Approved by Senate

majority of its provisions.”

The bill is the first major com-
munications legislation to pass the
Senate "since the Communications .
Act was adopted in 1934,

But even with prompt House
committee action, final passage at
this session would depend, in the
view of observers, upon (1) the
time element, and (2) the absence
of major opposition.

Time Element

Congress is hopeful of adjourn-
ment by early or mid-September
at the latest. But the House has
got its affairs into relatively good
condition, so that observers felt
the time element need not be too
great a deterrent once the measure
reaches the floor.

Rep. Crosser, however, noted
that his committee is “over-
jammed,” which could mean that a
hearing, if one is deemed necessary
and particularly if opposition de-

(Continued on page 69)
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By ROBERT LUCE

MOST people who watch the busi-
ness situation are pleased and
surprised by the definite improve-
ment in our domestic economic
health,

We've been out on a limb on this
point—generally hopeful that the
scare headlines weren’t the whole
truth about our economic position.
Though the nation is certainly un-
dergoing some vital economic
changes, we’ll still hold to our
belief that a disastrous depression
won’t oceur in any immediate fu-
ture.

For the first time in many
months, some of the important
business measures have stopped
dropping—and have risen slightly.
This in itself is enough to distin-
guish our current business dip
from any former depression.

Perzonal income was reported
last week at a level 2.6% above the
first zix months of 1948—the na-
tion’s best-ever business year!

Included in the increase of in-
come was the total paycheck of
factory workers—the first time
since last September that this has
happened.

Tha stock market has climbed
steadily in recent weeks—a pos-
sible indication that businessmen
are casting off some of the early
pessimism of 1949.

Employment Up

Praduction is no longer dropping
off, although it is still moderately
below the level of last year. Em-
ployment in manufacturing indus-
try has increased.

Although unemployment has
reached a high level—employment,
too, has reached its highpoint for
1949. This apparent paradox re-
sults from the fact that many
more people are in the labor force
than sver before.

Total employment in June was
59.6 million compared to 61.2 mil-
lion in June of 1948. Of this total,
about 50 million was non-agricul-
tural, and the rest agricultural.
Total number of persons out of
work was 3,778,000—the highest
number of unemployed since early
1942.

Thi: is a cloud on an otherwise
bright, business sky. It cannot be
permiited to continue for long—
not only because of the privation
it causes among untold numbers
of families—but also because such
a large number of persons out of
work is a considerable drag on
the total vitality of the economy.
It’s an economic loss.

The other major dark spot in the
economic picture is in a foreign
sky—hut might travel fast to our
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own. There are indications that
in spite of ERP, the recovery of
Europe and reconstruction and ex-
pansion of other parts of the world
is not going ahead as well as we
had hoped. Britain’s ecrisis is not
a singular one—other nations of
Europe are finding it more difficult
to buy from us at the rate neces-
sary to sustain our own economy
and theirs.

‘Wage Controversy

At home, the controversy about
wage increases has not yet been
resolved.

At this stage in the readjust-
ment of the economy there are two
proposals—one by the CIO through
its Nathan Report, another by the
Chamber of Commerce—through
its president, Herman W. Stein-
kraus.

Very briefly, Mr. Nathan argues
that the best way to sustain pros-
perity is to increase purchasing
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Economic Health Shows Improvement

power by maintaining and increas-
ing wage rates, while holding the
price level steady. He says the
worker’s real income hasn’t
changed since 1946—and that it
must increase in order to main-
tain full production and full em-
ployment. (See Chart.)

Sees Continued Sales

In this way Mr. Nathan believes
business will profit in continued
sales, a possibly lower profit mar-
gin, and the economy will continue
to prosper.

Business says wage raises in-
crease prices; that some industries
can’t pay higher wages; and that
wage raises by those industries
that can pay are unfair, because
they give some workers an advan-
tage over others.

Mr. Steinkraus and Mr. Nathan
do agree on one point—that the
most desirable way to increase the
buying power of most people is to
lower prices. The only difference
is that Mr. Steinkraus thinks busi-
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ness will move quickly to adjust

its prices to meet the market, while

Mr. Nathan argues that it won’t.
Mr. Nathan:

Interestingly enough, many of those
who urge price cuts rather than wage
increase do mnot practice what they
greach. . . . Wage raises can raise the

uying power of workers more sub-
stantially and quickly than creeping
price declines.

Mr. Steinkraus:

Higher wages for a few and higher
prices for the rest is not the answer,
While prices were going up, wages had
a hard job keeping up with them.
While prices are falling, wages are not
taking corresponding reductions, and
purchasing power is thus increasing.

What it amounts to is that both
seem to accept the necessity for
a better ratio of wages to prices
to keep the economy going—but
Mr. Steinkraus says it will come as
prices adjust themselves, and Mr.
Nathan says labor will have to go
out and fight for wage increases to
improve its position.

We've heard both present their
arguments, and both are sincere
in their positions. Each has a
sense of responsibility to the pub-
lic. They differ in fundamental
approach to economics.

The truth of the matter is that
some industries will grant wage
increases, other industries will cut
prices—and a lot of industries will
go along on a stable basis for the
remainder of the year.

Buying Still Heavy

Meanwhile, the people who buy
goods and support all economic
activity are still buying heavily.
‘Retailers who have rushed to get
rid of inventories now find they are
having to stock up again to satisfy
consumer demand. As they do, it
raises the level of industrial pro-
duction.

The level of retail sales is below
that of 1948, of course, but mod-
erately below. Retail trade in in-
denendent stores is only 1% below
last June. Department store sales
are off about 10%.

We're still of the opinion that
this economy is, on the whole,
healthy. True, it’s supported heav-
ily by ERP and military aid, and
by veteran’s pdayments, unemploy-
ment insurance and other payments
to the public. True also that there
is a need for a lower price level
to increase purchasing power all
along the line. In the absence of
a major drop in the cost of living,
some wage adjustments may have
to be made.

Yet we’ve been through about
nine months of decline—and longer
than that in some industries—and
it hasn’t crashed into a depression.
Business sentiment is more hope-
ful. We think its optimism is
justified.
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THIRD NARBA

By J. FRANK BEATTY

THE FATE of billions in broad-
cast and other electronic invest-
ment will be at stake this autumn
when envoys for North American
nations convene in Montreal Sept.
13 to draw up a third NARBA.

Prospect of a quick and congenial
settlement of inter-nation broad-
cast problems is not too bright,
judging by views of industry and
government spokesmen who will
handle Uncle Sam’s end of the
diplomatic foray.

The concluding meeting of the
joint U. S. preparatory committee
has been called for Aug. 29 by the
committee chairman, Rosel H.
Hyde, member of the FCC. The
committee was formed last Dec. 7
to aid in preparing the U. S. pro-
posals and to advise the U. S. dele-
gation.

Those close to the NARBA situa-
tion are worried. They see a series
of danger points as they scan the
southern horizon and wonder what
Cuba and Mexico are going to ask.
They know the two nations will ask
a lot but they haven’t any definite
data because the countries failed
to submit their demands last May,
as requested by Canada, the host
nation. The U. 8. position was
made clear, as far as possible, in
time for the mid-May deadline, but
other countries have preferred to
act coy and not let the U. S. know
their plans.

A complete upsetting of the
broadcast band can occur if the two
Latin nations come in with heavy
demands, and play hard-to-get
when the actual dickering gets un-
der way.

Should the conference end in an
impasse, the end result would be
an electronic battle royal, includ-
ing split frequencies, with Uncle
Sam standing to suffer brutally be-
cause of the heavy investment in
broadcast operations and related
industries.

Cost Could Be High

And should Uncle Sam’s dele-
gates yield any of the present chan-
nels or agree to a juggling of
channels in reaching an agreement,
the end result would be a fabu-
lously expensive rebuilding of the
vast U. S. transmitting plant.

Two of broadcasting’s newer de-
velopments—FM and television—
may get into the Montreal spot-
light before the delegates start
back home.

First, other nations conceivably
can tell the U. S. it has the advan-
tage of the coverage provided by
hundreds of FM stations (see FM
coverage story page 32).

Second, they can suggest that an
important share of the U. S. audi-
ence now has TV reception.

Progress in FM and TV is slow
in other countries, with TV just
eetting under way in Mexico and
Cuba.

The U. S. delegation may insist
that an article recognizing FM and

TV be inserted in the treaty, with
provision for machinery to nego-
tiate technical standards. For some
time the FCC and Latin regulatory
officials have been discussing TV
transmitter location.

Pre-conference fears have been
expressed that the U. S. once again
will lose a substantial swatch from
its electronic shirt but fortunately
our envoys have been showing their
muscles in recent months.

A number of unfavorable factors
darken the pre-NARBA air. Most
critical, many feel, is the FCC’s
failure to hand down its clear chan-
nel decision. Prospect of a decision
prior to convening of the Montreal
NARBA is considered dim.

Sound Position Hard

Without such a decision the U. S.
delegation is unable to draw up a
sound position in advance of the
conference. Its bargaining posi-
tion will be difficult when the horse
trading starts, especially if Latin
delegates happen to remind that
FCC called the clear channel hear-
ing in April 1945. The proceedings
have dragged on and on, with no
decision yet in sight.

The present American position,
drafted with the handicap of regu-
latory blinders, is to insist on the
status quo in North American
broadcasting plus the right for day-
time stations on six channels to
operate at night just as Canada
and Cuba are permitted to do on
these channels. The daytime con-
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Dark Clouds Seen on Southern:Horizon

Mr. HYDE

cession was a sop to Mexico when
that country pouted after the first
NARBA was adopted in the late
’30s. It now is argued some sta-
tions on these channels—730, 800,
900, 1050, 1220 and 1570—could
operate at night without hurting
Mexico.

Mexico will enter the conference
with a series of demands that may
include two additional clear chan-
nels, moving of two of its present
six clears to the lower part of the
broadcast band, and the grouping
of clears below 1140 ke, regionals
from 1150 to 1640 ke and locals to
a 1550-1600 kc block. These are
Mexico’s demands as submitted a

year-and-a-half ago at the prepara-
tory NARBA engineering confer-
ence held at Havana.

What Mexico’s new demands will
be is a Washington mystery. The
nation is known to favor high
power on clear channels and all of
its clear channel stations operate
with power of 100 kw and upward,
whereas U. S. stations are pre-
vented from using more than 50 kw
power.

Cuba, like Mexico, has maneu-
vered itself into a good position for
Montreal jockeying. It refused to
sign the extension of the second
(1946) NARBA last March 28, with
the result that the continent has
operated since that time without
benefit of a broadcast treaty.

Cuba advocated ‘“national chan-
nels” instead of clear channels at
the Havana engineering conference,
drawing quick U. S. opposition. It
asked for additional frequency as-
signments on the ground that its
present assignments were inade-
quate but other nations are in the
same hole and can’t provide the
service they feel their people should
have. Cuba had asked for 12
clears at the second NARBA in
1946. Conceivably Cuba is in a po-
sition to get tough and upset the
channel cart by asking for a com-
pletely new North American allo-
cation.

All the separate problems that
face the third NARBA boil down
to one basic issue: Can we get an -
agreement? Then: Can we get an

(Continued on page 50)

HARD LIQU

STATIONS were divided about 60-
40 against acceptance of hard liquor
advertising in a survey conducted
by BROADCASTING among station
representative firms in New York
last week as the controversy over
possible lifting of radio’s voluntary
ban continued.

Of 12 firms checked, few re-
ported complete returns from their
client stations. But it was gener-
ally agreed that enough replies had
been received to indicate a substan-
tial segment of the broadcasting
industry is ready to take the plunge
into their new advertising revenue
field.

Conflict With Biow Reports

The findings diverged slightly
from reports of the Biow Co.,
agency for Schenley Industries Inc.,
which is leading the move to buy
time for its hard liquor products
despite opposition of the Distilled
Spirits Institute, Congressional dry
leaders, and private anti-liquor
forces. Biow Co. reported about
half of the stations heard from
were willing to break their tradi-
tional policy against hard liquor
commercials.

Of the 12 representative firms
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R Tempest Continues on Ad Question

reporting in BROADCASTING’s check-
up, six said 50% of their client
stations would accept hard liquor
advertising; one said 47.3% would
accept; two said 20% would and
80% wouldn’t; one said six out of
seven stations would; another said
two out of 29 would, and another
said none would.

Firms’ Reports

By firms, the reports were:

Avery-Knodel Inc.—With 9712% of its
stations heard from, 47.3% voted to ac-
cept and 52.7% to reject liquor adver-
tising. Those voting to accept did so
with qualifications on time of broad-
cast and right to script review, with
many stating copy selling liquor drink-
ing as a pastime in itself would be
clearly unacceptable.

The Branham Co.—With all stations
heard from, all were against accepting
liguor advertising, mainly because of
local law prohibitions.

Thomas F. Clark Co. Inc.—QOut of
seven replies, six stations Were for and
one against liquor advertising.

Donald Cooke Inc.—More than 50%
of its stations will accept liquor ad-
vertising.

Everett McKinney Inc.—Twenty per-
cent of its stations thus far heard
from are for and 80% against liquor
advertising. Those accepting had not
carried such advertising before.

Free & Peters Inc.—With some sta-

tions still to be heard from, returns
were 20% for and 80% against liquor
advertising. Stations accepting retain
right to review copy scrupulously.

George P. Hollingbery Co.—With 30%
of returns in. 50% of its stations were
for and 50% against liquor advertising.

Headley-Reed Co.—With almost all
stations heard from, 50% were for
and 50% against hard liquor adver-
tising. Those against took that si-
tion mainly because of local statutes
or ordinances.

Robert Meeker Assoc, Inc.—With al-
most all stations heard from 50% for
and 50% against liquor advertising.

The Walker Co.—Out of 29 replies,
only two definitely were for liquor
advertising, some of the “No's" stated
that their policy might be changed if
the networks were to accept such
commercials.

Weed & Co.—With 25% -of its sta-
tions heard from, 50% were for and
509 against liquor advertising.

Adam J. Young Jr. Inc.—Replies
running 50-50 with stations accepting
all wanting to retain right to review
copy. Company also represents Liberty
Network, which has 53 stations in
Texas, Oklahoma, Arkansas, Missis-
sippi and Louisiana. That network in-
dicated it will accept such commercials
as a network although its affiliates in
dry areas will not or could not carry
such announcements.

Vice President Walter E. Benoit
meanwhile asserted that the radio
and television stations of the West-
inghouse group will not alter their

(Continued on page 49)
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SPAULDING

Sponsors Tennis Airing

A. G. SPAULDING & Bros., New
York, for the second successive
year will sponsor the broadcasts of
the| Davis Cup tennis matches at
Forest Hills, L. 1., over a special
seven station tie-up.

The tennis matches will be
played Aug. 26, 27, 28 and will be
fed| by WQXR New York to the
following stations: WPAT Patter-
son} N. J.; WCFL Chicago, KMPC
Los Angeles, WCOP Boston, KYA
Sarn Francisco and WPI Philadel-
phia. All stations will carry the
brophdecasts at 3 p.m. except WQXR
in New York which will start at
3:05 p.m.

Hanley, Hicks & Montgomery,
New York, is the agency.

MBS CHANGES
Yacancy Also Is Filled

REORGANIZATION of the MBS
program department last week re-
sulted in the streamlining of its
funptions, and the filling of the va-
caney created by the death of Elsie
Dick July 12 [BROADCASTING, July
18]} according to William H. Fine-
shriber Jr., vice president in charge
of programs.

Divisions of religious and educa-
tiorial programs have been consoli-
dated under Dorothy Kemble, con-
tinyity acceptance department di-
. rector. Joan MacGowan, script
-editor, has been appointed assistant
dirI::bOr of religious and education-

al |programs, reporting to Miss
Kemble.

Miss Kemble joined MBS in May
1945 to.establish and head its con-
tinnity acceptance department. She
had headed the same department
at (ABC, and was formerly with
thel Red and Blue Networks of
NBC.

iss MacGowan joined MBS last
Jarjuary, after six years with the
story department of 20th Century-
Fox in Hollywood. Previously she
had been assistant fiction editor of
MecCall’s magazine.

£I5t0 KID' ADDS

Six Outlets To Series
T]-JE Frederic.W. Ziv Co., Cin-
innati and New York, announced

last week that its Cisco Kid west-
en% series is now heard on these

outlets in addition to WOR New

York:
GCM Gulfport, Miss.; WHBS
Huntsville, Ala.; KCMO Kansas

City, Mo.; WBIR Knoxville, Tenn.;
WILAM Lewiston, Me., and KFYO
Lubbock, Tex.

WINS Revenues Up 10%

EIbON A. PARK, vice president
of the Crosley Broadcasting Corp.,
reported last week that WINS New
York July revenues are up 10%
over those of 1948.
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FOREIGN GROUP

Network Plans
Formulated

FIRST regular meeting of the Foreign Language Quality Group was
held at WOV New York last Monday and the organization voted to
set itself up as a network offering its individual stations’ facilities and

services as a group purchase.

At an all-day meeting, the group
also decided:

@ To change its name to For-
eign Language Quality Network.

@ To operate as a non-profit
organization.

@ To limit participation at
first to Italian and Polish broad-
casting.

WOV President Ralph Weil,
chairman of the group, said that
he hoped the network would be in
operation by the end of this year
and possibly as early as October.
He also indicated that when the
network machinery is tested and
functioning well, other language
broadcasts will be added. Spanish
broadcasts probably will be the
first to be added.

Claude Barrere, New York pro-

SPOTS OKAYED

ABC Permits Co-op Sales

ABC last week announced it would
permit affiliated stations to sell
spot announcements to be broad-
cast within network cooperative
programs. The new plan, effective
today (Aug. 15), will let stations
sell to either local or national ad-
vertisers. Two or three spots per
program will be allowed. All but
two currently scheduled ABC co-
operative programs will be open to
the spots. The two exceptions are
the hour-long America’s Town
Meeting and the half-hour, across-
the-board Breakfast in Hollywood.

Explaining the adoption of the
new policy, Murray Grabhorn,
ABC vice president in charge of
owned and operated stations and
cooperative program sales, said the
network had recognized an increas-
ing interest by advertisers in spot
radio,

*
gram representative, is to be per-
manent secretary of the organiza-
tion. He will send out question-
naire-requests to stations in 19
states to obtain statistics on listen-
ership, coverage, rate cards and
such data essential to building
standards for the network.

The next meeting of the network
was scheduled for Sept. 12.

Members, in addition to Mr.
Weil, are, Frank Blair, WSCR
Scranton; George Lasker, WBMS
Boston; William Jory, WHLB De-
troit, and Samuel Sague, WSRS
Cleveland.

Firms Plan Campaign

AMERICAN Gas Assn. and Gas
Appliance Mfg. Assn.,, through
their agency McCann-Erickson, are
planning a $1 million promotion
campaign this fall. The agency
will back the promotion of local gas
utilities and dealers with radio,
newspapers and direct mail adver-
tising. Records of programs are
available to local dealers for their
use on local stations.

Sterling Drug Reports

STERLING DRUG INC., one of
radio’s biggest advertisers, re-
ported $7,269,322 net profit for first
six months of 1949 compared with
$7,534,5673 for 1948. Earnings per
share for the six-months period
were $1.85 as against $1.94 for the
like period in 1948. ‘Second quarter
earnings amounted to 74¢ per share
compared with 87¢ for 1948’s sec-
ond quarter. The board declared
60¢ per common share regular divi-
dend payable Sept. 1 to holders of
record Aug. 18.

“Joe Blow tipped the ball, It's going back into the stand . . .

Drawn for BroapcasTiNG by Sid Hix
glug!”
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ACME BEER

FC&B Gets $1 Million Account

ACME BREWERIES (Acme Beer)
San Francisco, an approximate $1
million account, has appointed
Foote, Cone & Belding, San Fran-
cisco and Los Angeles office, to
handle its advertising. Acme Beer
was serviced by Brisacher, Wheel-
er & Staff, San Francisco, for past
18 years.

The firm is a heavy user of spot
and regional radio.

The switch in agencies repre-
sents one of the largest West Coast
accounts to do so in recent years.
It was understood that approxi-
mately eleven other agencies had
presented bids in recent months to
the advertiser.

Don Belding, chairman, execu-
tive committee, of FC&B, and Ford
Sibley, account executive, are the
two key personnel involved in the
supervision of FC&B’s newest ac-
count.

TRANSIT RADIO

In Baltimore Busses

BALTIMORE, Md., last Wednes-
day joined the ranks of cities
whose transit nders enjoy Transit
Radio Ine’s “music-while-you-
ride” fare. The service was ex-
tended to 60 Baltimore Transit Co.
busses by WMAR-FM, the Sun-
papers FM outlet, on a daily 12-
hour basis, according to the Balti-
more Sunday Sunm which Aug. 7
featured a two-column spread ex-
plaining the operation.

Public reaction previously had
been tested in that city in March
1948 when WMAR-FM polled ri-
ders in conjunction with the Tran-
sit Co. This time the first 120
days of broadcasting will be con-
ducted as an experiment to deter-
mine the type of music most suit-
able to riders at various hours, it
was said. Independent surveys will
ascertain preferences, to be used
as a guide in future programming.
The Baltimore Transit Co. is keep-
ing the Public Service Commission
abreast of developments.

Philco Earnings

PHILCO Corp., understood to have
geared its TV production to 500,-
000 sets for the next 12 months,
is estimated by Dow Jones to have
earned in the June quarter more
than the $915,000, or 49 cents a
common share, reported for the
March quarter, although less than
$2,2566,000 or $1.44 a share, in the
second quarter of 1948,

MacGr_eg-or Plans Branch

C. P. MacGREGOR Electrical
Transcriptions, Los Angeles, will
open a Chicago branch office at
612 N. Michigan Ave. shortly.
William Mertz Jr., formerly with
Transcription Sales Inc., has been
named midwest representative, ac-
cording to Eastern Manager Nat V.
Donato of New York.

Telecasting



‘STAR TIMF’

By CARL MARK
Executive Vice President & General
Manager WTTM Trenton, N. J.

THE WEEKLY broadcast of Star
Time over WTTM Trenton, N. J.,
sponsored by the Hurley-Tobin Co.,
one of Central New Jersey’s larg-
est department stores, is unusual
in many respects. Chief among
them is the fact that it is guar-
anteed not only not to bring in any
direct business, but also in that it
paralyzes activity so not a sale
can be made in the store while it
is on the air. Nevertheless it is
an unqualified sucecess.

The program originated in the
imaginative brain of Joseph Tobin,
vice president and general man-
ager of the store. Looking for a
summer series to replace his heavy
in - season radio advertising, he
noted that nearby Princeton is host
to straw-hat productions which
features top-rank Hollywood and
Broadway personalities during the
12-week summer season.

Arrangements Set

In 1947 WTTM and Mr. Tobin
worked out an arrangement with
the McCarter Theatre in Princeton
by which the stars would appear
in a 15-minute interview program
every Tuesday afternoon from the
main floor of the store. We're now
in our third year of the Star Time
broadcasts and all hands are de-
lighted with the results.

Activity begins early on Tuesday
morning. The entire main selling
floor is cleared of all merchandise
and fixtures right back to the
counters lining the walls. Five
hundred camp chairs are set up,
theatre style. A stage is erected
at the back of the store. Until
after the broadcast, not a penny’s
worth of merchandise ean be sold.

ARG LLLLLRRRRRERRRRRRRRRR

ALTHOUGH bearing the impressive
title of WTTM executive vice presi-
dent and general manager, Carl
Mark takes a more than administra-
tive interest in the programming of
his station. Mr. Mark is no novice
in the programming field. During
his radio career he has been an-
nouncer, director, producer, writer,
special events director and account
executive. His early announcing
and producing jobs were with WHK
Cleveland, WBNX New York and
WHN New York {now WMGM). In
1943 he joined the Al Paul Lefton
Co. in New York as director of radio
and television. While with that
agency he appeared as narrator and
personality on some 30 television
shows in one year over WABD (TV)
New York. He also created, wrote
and produced numerous shows on
WABD for Al Paul Lefton accounts.
Late in 1947, Mr. Mark purchased
half interest in WTTM and took over
its active management in 1948,
With this background Mr. Mark is
well-equipped to give a thorough
analysis and explanation of Hurley-
Tobin Co.'s successful use of radio
via WTTM.

ChlLlllaaluLRRRRRRTUBRRBRRR
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At 12 noon, Harry Barnam,
WTTM account executive, drives
to Princeton, 11 miles away, picks
up the star and returns to the
store. There the star huddles with
Announcer Wes Hopkins in rough-
ing out the ad-lib interview. By
1:80 p.m. every seat on the floor
is filled. By 2:15 p.m. standees
are jammed back to the walls. The
elevators and the upper selling
floors are shut down. The entire
store personnel drops everything

Business of

Lroad. c\aﬂ tiny

One of a Series

M. uilulllinuLUULRRRRRRES

and repairs to the main floor to see
the show. The broadcast takes
place from 2:45 to 3:00 p.m. and
during the last three minutes mem-
bers of the audience form a single
line at one side of the stage.
They're permitted to ask the star
one question, and the question pe-
riod continues until time’s up. Fol-
lowing the broadcast, the star
signs autographs until everybody’s
had a copy of the coveted signa-
ture. By the time all is cleared
out, the camp chairs removed, and
the merchandise and fixtures re-
turned to normal, the business day
is practically over.

Galaxy of Personalities

Stars who have appeared on the
broadcasts represent a galaxy of
the topmost personalities in show
business. They include Jeffrey
Lynn, Sarah Churchill, Joan Blon-
dell, Lizabeth Scott, Lucille Ball,
Miriam Hopkins, Gloria Swanson,
Edward Everett Horton, Zasu

.Pitts, John Payne, Joan Caulfield,

Larry Parks, Guy Madison, Cesar
Romero, Louise Rainer, Nancy
Carroll, Neil Hamilton, William
Eythe, Doris Dowling, Kay Fran-
cis, Bert Lahr, Jean Pierre Au-
mont, Ilka Chase, Alfred Drake,
Marsha Hunt, Sylvia Sidney, Signe
Hasso, Brian Aherne and Dane
Clark.

Artistic temperament? Practi-
cally unheard of. We have had
exactly two last-minute cancella-
tions. Last year Nancy Walker
was hurriedly called to New York
late Tuesday morning and can-

celled out. This year Tallulah
Bankhead became “indisposed”
and couldn’t make it. At the last

minute we grabbed Jeffrey Lynn
off the train from New York,
whence he was going to rehearse
the following week’s show, and
rushed him to Trenton where he
pinch-hit in yeoman fashion. The
following week he came down for
his regularly scheduled appearance

Telecasting

Sells Goodwill for Hurley-Tobin Co.

with Sarah Churchill, with whom
he starred in “The Philadelphia
Story” at the McCarter Theatre.

Most of the stars are over-
whelmed by the turnout of their
fans and are delighted to sign
autographs to the point of numb-
ness. They are grateful for the
opportunity to meet the public
face-to-face and learn their likes
and dislikes.

The Hurley-Tobin Co. promotes
Star Time to the hilt. Large-space
ads are run in Monday newspapers
inviting Trentonians to see the
show. Extensive window displays
herald the appearance beginning
several days in advance. Radio
announcements carry the good
word over WTTM into listeners’
homes.

Traffic Builder

What does the Hurley-Tobin Co.
get out of the broadecast? Cer-
tainly not the direct sales results
which so many retailers demand of
their radio advertising. First,
they get store traffic—that vital
prerequisite to any successful re-
tail enterprise. Over the course of
a 12-week summer series over 5,000
persons make direct, personal con-
tact with the Hurley-Tobin Co. by
going into the store. Few of them
buy immediately, but over the
years Mr. Tobin knows that a large
percentage of the people who have
made the acquaintance of the store
through the Star Time broadcasts
have come back as customers.

Incidentally, the air shows con-
tain absolutely no commercials
whatever. The store takes an open-
ing and closing identification as
the site of the broadcast and that
is all.

An important point of value in
the broadcasts is the identification
of the Hurley-Tobin Co. with the
glamour and style inherent in big
Hollywood names. Trentonians
know the Hurley-Tobin Co. as the

ANNOUNCER Hopkins (1) calls

time out for autographs during a

WTTM Star Time broadcast fea-

turing movie star Jeffrey Lynn.
* » =

Star Time store and that when the
big names go to Trenton they go
to Hurley-Tobin.

Most importantly, the broadecasts
help to create that indefinable
something called “store character.”
Hurley-Tobin Co. is a place where
things happen in Trenton—it has
become a focal point of community
activity.

Show Pays Off

All ‘of these things are intan-
gibles—the sort of things that
most retailers shy away from in
the ceaseless quest for direct sales
returns for every nickel spent on
advertising. Yet they-have paid
off—and paid off well for Mr.
Tobin—in the growth of his store
to a position among the top few
in the Trenton area.

Actually, Star Time is only a
portion of the Hurley-Tobin radio
effort. The same philosophy per-

(Continued on page 48)

RELAXING after « WTTM Star Time broadcast, Actress Sarah Church-

ill, daughter of Britain’s war-time minister, lights a cigarette for Joseph

Tobin, vice president and general manager of Hurley-Tobin Co. Jefirey

Lynn, with whom Miss Churchill co-starred in “The Philadelphia Story”
at the McCarter Theatre, is at left.
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| sc - WAR Columbia, RCA To Let Public Decide

THII BATTLE of the rpm’s be-
tween Columbia Records Inec. and
RCA-Victor last week appeared to
be spittling down to a long war in
which customers voting with dol-
lars (will determine the winner.

That conclusion could be drawn
from a review of a record forum
held as part of the 1949 convention
of the National Assn. of Music
Merchants. There, Edward Waller-
atein, president of Columbia, and
J. B. Elliott, vice president in
charge of RCA-Victor consumer
products, expressed determination
of their companies to stick to their
respective positions.

M, Elliott said his company
would continue to promote its 45
rpm| record “indefinitely,” adding
that| a sales job “is not done in 30
day4 or in five years.”

MEYER TO WPOR

Succeeds Carpenter

HAROLD H. MEYER, general
mangager of WXKW Albany, N. Y.,
last | week was appointed station
manuger of WPOR Portland, Me.,
succreding Murray Carpenter, who
resigned. Mr. Carpenter continues
as a board member and important
stockholder.

Mr. Meyer, a radio veteran of
21 years, has moved to Portland.
He said present WPOR policies
will be maintained, with all em-
ployes remaining in their present
jobs, He previously had been at
WSTC (formerly WSRR) Stam-
ford, Conn., and at Florida and
Califfornia stations.

. Carpenter said he hadn’t

Mr. Meyer Mr. Carpenter

. his 20% interest in WPOR. At
present he is planning the first
vacation in a decade, he added.
He said the resignation resulted
from disagreement with the com-
pany’s directors about WPOR pol-
icies, “Differences of opinion come
up in the best of families,” he
sai. “When the president of a
conipany disagrees with his ma-
Joriey stockholders, it's time to
quit.”

fore joining WPOR in 1946
Mr.| Carpenter was timebuyer at
Conipton Ine.,, New York agency.
He | became WPOR president in
1947,

airman of the WPOR execu-
tive committee is Chester J. La-
FRoche, president of -C. J. LaRoche
& [fo. It7was understood Mr.
Clarpenter’s differences centered on
the |station’s TV policies.
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Mr. Wallerstein, whose company
is on the market with the 33% LP
record, said he was content to let
the decision rest with the public
but that he could not agree with
Mr. Elliott “that it was the right
or the smart thing for him to take
the attitude that he would go on
indefinitely with the product.” Mr.
Wallerstein said Columbia, for its
part, would “bow out” if it found
its 33% rpm was not finding public
acceptance.

He indicated that Columbia did
not intend to enter the 45 rpm field
because it had received no demand
from either dealers or the public
for such a dise. He offered to ex-
pose his company’s files on the sub-
ject “if anybody else is willing to
expose their files.”

The position of Messrs. Elliott
and Wallerstein was diametrically
opposed at several other points.
Mr. Elliott said the 45 rpm disc
was aimed at the popular record
market, which he claimed repre-
sented more than 80% of the record
market.

-Mr. Wallerstein denied that the
“Pop” records were so important,
asserting that when the record
business is on a sound basis, it is
“strictly a classical business.”

He asserted that the original
Victor company’s own success was

built on classical records, that the
rebirth of the record business dur-
ing the '30s was due to classical
records and that Columbia was
basing its confidence in the future
on the importance of classical rec-
ords. He said that although classi-
cal records might represent only
20% of Columbia’s unit volume it
was 35 to 45% of its dollar volume
and that for lots of dealers it rep-
resented 60% of the total volume.

The meeting itself was not chary
about putting the two executives
on the spot. Dealers attending
even went so far as to take a vote
as which record, the RCA 45 rpm
or the Columbia 33% rpm disc,
has met with the best consumer
acceptance to date.

The Columbia discs won the bal-
loting on a show of hands by a
large majority.

President Ben Chodash of the
Chicago Record Dealers Assn. said
that a survey of association dealers
in Chicago showed that sales of the
45 rpm machine “has been a fail-
ure” and that the Columbia 33%
discs, on the market 14 months as
against the Victor four months,
are a success. He said that the
Columbia LP record sales were “in-
creasing right along.” He called
upon the manufacturers to end “the
confusion” in the record industry.

NBC PROMOTION

Network Sets
Fall Plans

A FALL promotion and publicity campaign, described by the network as
“the largest and costliest in [radio] history,” was announced last week

by NBC.

The network and its stations will use radio, newspapers and national

magazines in promotional phases
of the campaign. A flood of pub-
licity material also will be un-
loosed.

Actual cost of the proposed cam-
paign was difficult to appraise. The
network will buy 21 full pages in
leading national magazines, an in-
vestment which, it was thought,
might approximate $200,000. Affil-
iated stations will buy newspaper
space in which they will run adver-
tisements prepared by the network.
Total cost of the newspaper adver-
tising was incalculable and would
depend on the degree of coopera-
tion offered by the stations.

On-the-air promotion will include
trailers on sustaining programs,
cross-reference announcements on
commercial shows, announcements
in chime cue-time and live and re-
corded chainbreak, commentator
and disc jockey announcements, the
network said. An all-star Show
case program will be broadcast
early in the fall, and two “regu-
larly scheduled promotional pro-
grams will continue throughout
the season,” according to the an-
nouncement. None of these pro-
grams has been :ggmpleted yet.

Charles E. Hammond, vice presi-
dent and assistant to the president,
said the promotional phase of the

*
campaign would use radio pri-
marily at the outset and then build
up with newspaper and magazine
space. Two “kick-off” newspaper
ads will be run by stations in co-
ordination with the opening of the
network’s magazine campaign.
Identities of the magazines were
not revealed.

Sydney H. Eiges, NBC vice presi-
dent in charge of press, said the
publicity phase of the campaign
involved the distribution of pub-
licity material and personal visits
throughout the country of NBC
talent and press representatives.

Personal tours of stars and pub-
licity representatives have already
begun, Mr. Eiges said, and will con-
tinue through the next two months.
A publicity kit has been sent to
stations covering “every major fall
program, sustaining or sponsored,”
Mr. Eiges said.

The ambitious promotion-publici-
ty campaign was undertaken in
response to demands by affiliates,
at a meeting of NBC stations in
Chicago last February. Detailed
discussion of the campaign plans
occupies a high place on the agenda
of the forthcoming NBC affiliates
meeting at White Sulphur Springs
Sept. 7-11. (See story page 31.)

FCC ACTIONS

GRANTS for one new FM
and five new AM outlets were
authorized by FCC last week.
A final decision would delete
an AM station. Five existing
outlets received improved fa-
cilities. Thirteen stations re-
ceived transfer grants. De-
tails of these and other FCC
actions are carried in FCC
Roundup on page 68.

COURTROOM BAN

Law Bars Broadcasts

DIRECT or recorded broadcasts of
proceedings in a courtroom are pro-
hibited in Wisconsin under a bill
which became law when Gov. Oscar
Rennebohm last Monday signed
legislation that has been pending
several years. The law becomes
effective next July 1.

Gov. Rennebohm indicated he
would have vetoed the anti-radio
bill had it come up as separate
legislation, according to Robert
Lindsay, news editor of WKOW
Madison. However, the radio ban
was part of an omnibus crime code
bill and Gov. Rennebohm felt he
could not veto the entire code be-
cause of the discriminatory radio
feature. Many of the code provi-
sions are badly needed, he ex-
plained.

Opposition had been voiced by
NAB and the National Assn. of
Radio News Directors to the Wis-
consin ban, which many broadcast-
ers termed a violation of the state
constitution.

In a broadeast on WKOW, Mr.
Lindsay said the bill “is close to
being downright silly” as wzll as
unconstitutional  because radio
newsmen will not be allowed to
“inform the public by way of a
direct or transcribed broadcast
what might go on at a Wisconsin
courtroom proceeding.” He added
that “those same newsmen can at-
tend the proceeding along with
other newsmen, and—on a news-
cast or other program—recite those
same proceedings word for word.”

ERIKSON IS VP
Gets New Post With M-E

LEONARD F. ERIKSON, who re-
signed from Kenyon & Eckhardt,
New York, as vice president and
radio director [BROADCASTING, Aug.
1], was officially appointed to the
post of vice president and general
executive of McCann - Erickson,
New York [CLoseEp CIrRCUIT, Aug.
8], iast week by Marion Harper
Jr., president of McCann-Erickson.

Before his association with K &
E, Mr. Erikson was business man-
ager with BBDO and prior to that
general sales manager with CBS
in New York and western sales
manager in Chicago.
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THE 1950 decennial census of pop-
ulation, agriculture and housing
will include a count of radio sets—
provided Congress approves the
Census Bureau’s budget request.

Unlike the complete counts in
1930 and 1940, next year’s census
will ask the radio question in one
of every five dwellings. The ques-
tion will be included in the housing
portion of the census.

In tentatively approving the
radio set question, the Census
Bureau rejected requests that the
question be broken down to show
ownership of FM and television
receivers.

The FM question was rejected on
the ground that enumerators would
not be able to ask the question prop-
erly and receive accurate answers
from respondents. The bureau’s
position is that the average person
does not know the difference be-
tween an AM and an FM set, par-
ticularly in view of the fact that
so many stations use combination
AM-FM identification.

No TV Count

The bureau considered the sug-
gestion that a count of TV sets be
made. It noted that Radio Mfrs.
Assn. and other groups provide
considerable data on TV set distri-
bution and ownership. A practical
objection from the bureau’s stand-
point is the effect of a TV question
in areas where there is no primary
service.

Enumerators would be subject
to ridicule in many instances, it
was explained, since occupants
would wonder why the government
asks such a question when there
aren’t any stations around. The
bureau said it would be costly to
confine a TV question to areas
where service is available.

The radio set question, as now
tentatively approved, follows: “Is
there a radio in this unit?” The
wording was adopted after a series
of trial runs conducted earlier in
the year.

In 1940 the question was
in Dwelling, Yes—; No—.

Taking of the housing portion
of the 1950 census was authorized
by Congress in the general housing
law enacted last month. The hous-
ing count now becomes a perma-

“Radio

»

nent feature of the decennial
census.
The 20% sample will provide

just as useful results as a 100%
count in most cases, according to
the bureau. The sample basis was
adopted as an economy technique.
Actually, the bureau had been
chilly toward inclusion of a radio
question in 1950 until advertiser,
agency and broadcasting groups
heard of the attitude [BROADCAST-
ING, May 3, 1948]. Since that time
the bureau has received hundreds
of requests from organizations for
a 1950 radio count. NAB, Radio
Mfrs. Assn.,, FM Assn. and many
other groups adopted resolutions
calling for a 1950 set tabulation.

BROADCASTING

COUNT

It was explained that the sam-
pling error in a 20% sample is
smaller than the normal response
error in taking a census, in the
case of large areas. Actually the
sampling error is insignificant
except in small areas. ’

A bureau official said that the
chance of sampling error in a
“census tract” of 3,000 to 4,000
persons might run as high as 2%
in making a radio nose count. In
an average county of 20,000 per-
sons, where 1,200 of the 6,000
dwelling units would be asked the
radio question, the average ex-
pected error is 1%. This is based
on a 20% sample where 85% of
homes have radios.

Small Error Seen

In an area of 100,000 persons,
the expected error would be less
than 0.5% and in larger areas it
would be even less.

Thus, at the county level the
20% sample will provide just as
good a radio set count as a 100%
sample, it was stated.

An interesting feature of this
sample, it was explained, is that
the sampling error and response
error tend to offset each other.

The bureau says it has been able
to retain the 1940 questions and
add new ones by use of sampling,
increasing the overall value of the

Inclusion in 1950 Census Likely

1950 census. Because of budget
problems it otherwise would have
been forced to eliminate a number
of questions, besides trimming the
organizational setup and deterio-
rating the quality of the tabulation.

Total cost of taking the 1950
census is estimated at a little
over $88 million. This is based on
a $70 million budget for the popu-
lation and farm half of the census
and $18.5 million for the housing
questions. An expanded series of
mortgage questions will require $3.3
million of the housing budget.

Populatiqn Increases

The 1940 census showed a popu-
lation of 131,660,000 in continental
United States. An increase of 19
million is expected in 1950, bring-
ing the total to over 150 million.

The following data will be col-
lected in the 1950 population
census:

100%—Name, age, race, sex, relation-
ship, and marital status; state or
country of birth; employment status;
occupation; industry, and class of
worker.

20% Sample—Migration status; coun-
try of birth of parents and mother
tongue; citizenship; school attendance
and attainment; weeks worked last
year and hours worked last week:
individual and family income; veteran
status of males.

31439 Sample—Occupation,
and class of worker for persons who
worked last year but not last week;
times married and years in present

industry,

marital status;
ever borne.

The census of housing will in-
clude:

100%—' e of living quarters and
type of structure; number of rooms;
occupancy and tenure; vacancy status;
bathing, tollet, and water facilities;
kitchen sink; contract rent for ten-
ants; gross rent for tenant-occupied
units; condition; mortgage status; value
of owned home; year built.

209, Sample—Heating, cooking, light-
ing and refrigeration equipment; cook-
ing and heating fuels; radio.

This list excludes the 1940 items on
exterior material, conversion, and
estimated rent of owner-occupied
dwelling units,

It is proposed that mortgage data be
obtained in 1950 in a supplementary
sample survey, to be conducted after
the regular census enumeration has
been completed. It is planned in the
supplementary survey to secure the
information from the owner or per-
son who is best acquainted with the
characteristics of the mortgage débt
and to make as many call-backs as
necessary to obtain complete and ac-
curate information. This survey is
being designed to provide current
data for the United States, 5 regions,
and 30 metropolitan districts.

Preliminary drafts have been
prepared of the schedules for the
Territories and Possessions as
follows:

Alaska—Population and Housing.

American Samoa—Population.

Guam—Population.

Hawaili — Population and_ Housing
(same as for continental U. S.).

Panama Canal Zone—Population.

Puerto Rico—Population and Housing
(pretest in English and 8
Infant Card

U. 8.

q ‘g/irgin Islands—Population and Hous-
ng.

number of children

)
(same as for continental

WIBK DENIED

WIBK KNOXVILLE, the station of Radio Evangelist J. Harold Smith,
was refused a license by FCC last week and given 90 days to wind up

its affairs.

WIBK is assigned 1 kw daytime on 800 kc.

In a final decision which also denied WIBK'’s bid for a new FM outlet

and dismissed Rev. Smith’s re-
quest to sell his interest in WIBK
to two local businessmen, the Com-
mission supported the findings of
an initial ruling by ex-Comr. Clif-
ford J. Durr that the evangelist
was unqualified to be a broadcast
licensee [BROADCASTING, July 5,
1948]. The conclusions of the final
decision repeated virtually ver-
batim those of Comr. Durr.

FCC’s rulings were made by
Comrs. Paul A. Walker, Rosel H.
Hyde, E. M. Webster and Frieda B.
Hennock. Chairman Wayne Coy
and Comrs. Robert F. Jones and
George E. Sterling did not partici-
pate.

Marvin I. Thompson, part-owner
and general manager of WIBK, re-
affirmed to BROADCASTING that the
case would be appealed and pur-
sued through to the Supreme Court
if necessary. In event of an ap-
peal, the Commission would grant
continued authority to operate the
station until completion of the liti-
gation. WIBK has been operating

‘under program test authority since

July 1947. The permit was granted
in October 1946.

FCC found that the permittee,
Independent Broadcasting Co.,
failed to report changes in stock-

Telecasting

*
holdings among the principals and
the method of station financing in
applications filed at later dates
with the Commission. Initially Mr.
Thompson was to own 50% of
WIBK and Rev. Smith and his wife,
Myrtice Rhodes Smith, the other
50%, the decision said. At present
each of the three holds eaual
amounts of voting stock and Rev.
Smith holds 100% of the preferred
stock, FCC reported.

Conclusions

Concerning the changes it said
were not properly reported, FCC
said ‘““we can only conclude that the
misrepresentations contained in
these statements were the result of
deliberation or carelessness and
recklessness of so gross a nature
as to approximate deliberation.”

FCC pointed out that much of
the information in the record,
which “is replete with confusing
and contradictory statements,” was
not voluntarily submitted but was
obtained through the Commission’s
own investigation and through
cross-examination at the hearing
[BROADCASTING, Oct. 27, Nov. 24,
1947]. Further difficulty was found
in “the lack of books and other rec-

FCC Upholds Durr

ords of the Reverend Smith’s ac-
tivities and the confusion of his
personal affairs and religious activ-
ities.”

Here the Commission referred to
the intermixture of Rev. Smith’s
personal accounts and records with
those of his Radio Bible Hour
programs on which he solicited
“free-will offerings,” the Southern
Bible Institute and The Carolina
Watchman, religious newspaper.

Regarding the financial reports
filed by Rev. Smith, FCC declared
them incomplete and cited omis-
sions revealed during the hearing
relating to personal notes, oil prop-
erties and other real estate, insur-
ance, the Carolina Watchman and
contracts with XERF Villa Acuna,
Mexico. FCC said it “should be
able to and does rely upon informa-
tion set forth in applications and
reports which applicants, permit-
tees and licensees file. In view of
the foregoing circumstances which
we believe indicate this applicant’s
lack of candor, the Commission
could not have confidence in reports
or applications it may be required
to or would file.”

The Commission declared that
Rev. Smith’s loans of some $100,~
000 to XERF to finance its eon-
struction, in return for program
time and other considerations, did

(Continued on page 50)
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FM SET MAKERS

TWi-PLY charge that most set
manpfacturers are ignoring the
public's “need and demand” for
morg and better FM receivers was
madT last week.

First, FM Assn. accused set
makérs of a “public be damned”
attitiide toward FM’s development.
It sybmitted an FM coverage map
to support its service claims.

Serond, Millard C. Faught, econ-
omi president of the Faught
Co., INew York, asked NAB and
Radil» Mfrs. Assn. why they are
fal]l g to promote FM.

Edward L. Sellers, FMA execu-
tive |director, pointed to a Cald-
well-[Clements map comparing AM
and FM coverage in the U. S.- He
said [the map—compiled from files
of (lear Channel Broadcasting
Service, FCC, FMA and other
souries-—showed that over three-
fourths of the total U. 8. popula-
tion js within the primary range of
one ir more FM stations both day
and night.

Hr.%fdded that already 22 states

are jretting better receotion from
FM f{han AM outlets. These states
are |New York, Pennsylvania,

Maryland, Virginia, West Virginia,
Tennessee, California, North Caro-
lina, | South Carolina, Georgia,

AFRA MEET

Opens Aug. 25 in S. F.

PLADE of the radio actor in tele-
vision and numerous other prob-
lems are on the agenda of the 1949
AFRA national convention to be
held | Aug. 25-28 at the Palace
Hotel, San Francisco.

At that time, the whole plan of
the 4-A’s Television Authority is
expected to be brought before the
convention for its vote. Under the
Authority plan, a new union with

. jurisdiction over television, is to

be created with AFRA support
_and the support of other unions,
like AFRA, which are branches of
the Associated Actors and Artistes
of Aimerica (4-A’s).

Among other problems listed for
consifderation of the convention is
that nf regional transcription rates.
AFH/A locals can now set up a
lower rate for transcription per-
formances restricted to one city
than the national rate. The ques-
tion to be raised at the convention
is whether, in accord with the de-
sires| of some transcription com-
panigs, such a liberalization of fees
is to|be extended .to.whole regions.

Alo up for discussion are such
matters as the rates to be charged
netwprks for taping shows for
repeat broadcasts; whether an-
nounters can also perform “engi-
neering” work such as handling
contiols, and whether there should
be esira fees where there is simul-
tanejus AM and FM Broadcasting.

Dikcussion also will be held on
political activity for the Taft-
Hartley repeal.
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Florida, Alabama, Mississippi,
Louisiana, Arkansas, Nevada, Wis-
consin, Michigan, Maine, Vermont,
New Hampshire and Ohio.

States receiving complete and
equal FM and AM coverage, he
said, are Illinois, Indiana, Del-
aware, New Jersey, Rhode Island,
Connecticut and Massachusetts.

Within the four-year postwar
period FM has developed almost
as much coverage as AM, he con-
tended, doing the job with 740
stations as compared to AM’s
2,000-plus outlets. In many popu-
lous areas the only reception avail-
able is FM, AM being unable to
put a reliable, non-fading signal
into the areas, he claimed.

Charged With Ignoring ‘Demand’

In the south, Mr. Sellers added,
the public must have FM to get any
dependable day and night service
because of skywave interference,
terrain and soil conduectivity fac-
tors as well as high static level.

Having dropped the “Don’t Buy
a Radio Without FM” slogan at
RMA'’s request, FMA is consider-
ing a new slogan, he said. This
would be, “Don’t Buy Half a Radio
—Be Sure Your Next Set, Whether
It Be TV or AM, Has FM.”

In his letter to the presidents of
NAB and RMA, Mr. Faught said
he had just completed a 9,000-mile
“grassroots” tour of the country
where, incidentally, he found no
evidence of a business depression.

STATIONS LAUDED

Solons Cite Public Service Programming

PUBLIC SERVICE programming
of individual clear channel stations
has elicited tributes and anniver-
sary messages from Senators and
Congressmen alike on Capitol Hill
within the past fortnight. Stations
cited were WCAU Philadelphia,
WGN and WLS Chicago, WHO
Des Moines. In addition, one 250
w network station—WCTM Trav-
erse City, Mich.—drew warm
praise for distinguishing itself on
the local level. WGN and WLS
are celebrating 25th birthdays.

A tribute to the public service
programming of WCAU was
voiced Aug. 4 by Rep. William
Green Jr. (D-Pa.) along with tacit
endorsement of clear channel serv-
ice, a rising issue under Congres-
sional scrutiny. He extended his
remarks in Congressional Record.

Noting that WCAU’s signal
gives listeners “a signal which is
free of much of the interference
so common in broadcasting today,”
Congressman Green said WCAU's
experience “proves that a large city
station can be more than an out-
let for network programming
when it has a purposeful under-
standing of the usefulness of radio
in service to the community.”

His tribute cited the station’s
28 years of operation, the needs
of its community, public service
programming, awards, and letters
of commendation received by the
station.

WHO drew the praise of Rep.
Paul Cunningham (R-Iowa) for its
public service policies and “highly
valued service” to farmers. His
floor remarks were extended in the
Congressional Record Aug. 1.

Pointing out that most of the
farmer’s daily source of agricul-
tural information derives from ra-
dio, Congressman Cunningham said
that “WHO with its clear chan-
nel is able to reach from . . .
Des Moines . . . to serve vast
farm regions which would other-
wise have little or no radio serv-
jice . . .” The statement included
an 'enght-pomt review of WHO

farm policy plus a list of awards
and citations won by the station.

Accolades for WLS were in-
cluded in remarks by Rep. Sidney
R. Yates (D-IIl.) and Sen. Scott
Lucas (D-II.). The Senate ma-
jority floor leader inserted into the
record the address of the station’s
Arthur Page before the NAB Pro-
gram Clinic at Northwestern U.
(Chicago Division) last June. Mr.
Page talked on the importance of
farm broadcasting and noted that
“any radio station has a right to
be proud if it has earned their
(farm and city folk) trust and
confidence by giving them genuine
and thorough service.”

Rep. Yates cited WLS’ pioneer-
ing service to farmers and observed
the station “has achieved a posi-
tion of great esteem in the broad-
casting industry” with its clear
channel signal. He listed press
comments about WLS and its long-
time favorite, the WLS National
Barn Dance.

Distributes Reprints

Reprints of Rep. Yates’ state-
ment have been distributed by
WLS to over 2,000 agencies, clients
and potential sponsors. The leaflet
was accompanied by a letter from
Glenn Snyder, general manager,
outlining the station’s activities in
providing weather, markets, news,
music and advertising information.
Its 50 kw signal fans out into four
states—Illinois, Indiana, Michigan
and Wisconsin—he reminded.

Saluting 25th anniversary of
WGN, Chicago Tribune outlet, Sen.
Paul Douglas (D-Ill.) paid tribute
to its “commendable balance in

. programs,” including musical,
educational, and discussion fea-
tures, and to its leadership in the
new fields of TV and FM.

He also inserted in the Record"

appendix copies of congratulatory
messages to General Manager
Frank Schreiber of WGN from
Illinois Governor Adlai Stevenson,
Chicago Mayor Martin H. Ken-
nelly, AFM President James C.
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Set dealers are unhappy, he said,
because of slow demand for AM
and the phonograph mixup; they're
interested in FM, and the public’s
TV desire is tempered by talk
about color, UHF, TV eye strain,
more stations and high prices.

He observed AM and FM signals
all over the nation during the tour
and found FM as good or better
than AM in major population and
marketing areas, with FM even
better at night and much better at
all times in the south.

Mr. Faught contends advertisers
are questioning AM coverage
claims, asking lower and more
realistic rates. He deplored the
tendency to look on FM as “some-
thing for nothing,” and wondered
why advertisers divert money from
AM to TV pioneering yet fail to
take advantage of FM. Manufac-
turers should provide good low-
priced FM sets to meet the public
demand, he argued.

Several hundred independent
FM stations are starving to death
because of manufacturer, broad-
caster and advertiser apathy, he
indicated.

RMA Committees Set

TWO new committees-—Excise Tax
and Cathode Ray Safety—have
been named by Raymond C. Cos-
grove, Avco Corp., president of
Radio Mfrs. Assn. S. Insull Jr.,
of the Stewart-Warner Electric Di-
vision, was named chairman of the
tax group. The cathode ray safety
group was reappointed in its en-
tirety, with R. E. Carlson, Tung-
Sol Lamp Works, continuing as
chairman.

Petrillo, and John S. Boyle, States
Attorney of Cook County.

Maintaining that “it is not the
distant, powerful station that
solves local problems—it is the
local station that meets the local
challenge for quick help,” Sen.
Edwin C. Johnson (D-Col.), arch
foe of super power, Aug. 8
inserted in the Congressional Rec-
ord a copy of a telegram from Les
Biederman, president and general
manager of WCTM. He pointed
up a local incident in which his
station distinguished itself.

Mr. Biederman recounted how a
dog had died of rabies after it had
bitten an unidentified child, and the
local county health officer gave
WCTM the job of locating the vice-
tim. Station dropped all program-
ming for a number of announce-
ments designed to establish imme-
diate contact with the child. Two
hours later the announcements
turned up the victim, who was
placed in a hospital, Mr. Biederman
said. Three other victims also
were located. Mr. Biederman had
wired the data to Sen. Johnson
upon the latter’s request for data
on the need for more local stations
and fewer clear-channel outlets.

Telecasting



TOM MOORE

Quits ‘Ladies Be Seated’

TOM MOORE, emcee of Ladies Be
Seated (ABC sustaining, five-a-
week, 2-2:30 p.m., CDT) has re-
signed from the show effective
Aug. 19. His final broadcast will
originate at the Illinois State Fair
instead of Chicago.

Mr. Moore also announced with-
drawal of his firm, Tom Moore
Production, as the Ladies Be
Seated producing agency. Phil
Patten, his partner, worked for the
network as show producer. Inter-
ference from New York network
executives was given as the main
reason for the move by Mr. Moore,
who asserted that eastern officials
“continue to think of Chicago as a
hitching post.” He announced no
future plans.

It was understood jn Chicago
that the program will originate in
New York if ABC plans to carry
it after Aug. 19. Buddy Rogers,
orchestra leader and screen actor,
was reported to have been audi-
tioned last week as a possible re-
placement.

JAMES STIRTON
Heads ABC Central Sales

JAMES L. STIRTON, general
manager of ABC’s Central Division
in Chicago, was
appointed last
week to work also
as AM and TV
network sales
manager of the
division. John H.
Norton Jr., divi-
sion vice presi-
dent, announced
that the appoint-
ment becomes ef-
fective today

Mr. Stirton

(Monday).

Mr. Stirton replaced Gil Berry,
who resigns Sept. 1 to become sales
manager of the DuMont network
Midwest Division [BROADCASTING,
Aug. 8]. Mr. Stirton will work
closely with Mr. Norton in super-
vising the sales and general opera-
tions of the division.

The new sales manager has been
in radio for 20 years, having
started in the NBC mail depart-
ment in July 1929. Transferring
to the network’s artists department
shortly after, he left NBC in 1937
to form his own talent manage-
ment firm. When the Blue Net-
work, ABC’s predecessor, was
formed in January 1942, Mr.
Stirton became program director
for its Central Division.

He was made general manager
following his discharge from the
Marine Corps in November 1945.

Walker Named Richards

BRADLEY A. WALKER, account
executive for Eastern Air Lines at
the Fletcher D. Richards Inec.
agency, New York, was elected
first vice president of the agency
last week. Mr. Walker is also a
member of the agency’s board of
directors.

BROADCASTING o

OUTSIDE view of new $15,000 studios ot WCSI Columbus, Ind., showing

offices and newsroom.

Completely air conditioned and soundproof, the

WCSI building contains four studios, program offices and observation lounges.

ANA MEETING

40th Session Oct. 10-12

THE 40th annual meeting of the
Assn. of National Advertisers will
be held at the Waldorf Astoria in
New York Oct. 10 through Oct. 12,
William Connolly, chairman of the
ANA'’s board of directors and ad-
vertising manager of S. C. Johnson
& Son, announced last week.

Howard Chapin, director of ad-
vertising of General Foods Corp.,
has been elected as chairman of
the Program Committee for that
meeting.

The first two days of the session
will be restricted to association
members and invited advertiser
guests as in the past. On the third
day, representatives of advertising
media and agencies also will be
guests of ANA.

GOODMAN NAMED

Heads Gumbinner Agency
MILTON GOODMAN, executive
vice president of the Lawrence C.
Gumbinner Advertising Agency
Inc., New York, was last week
elected to the presidency of the
firm. He has been with the agency
for more than 20 years. Lawrence
C. Gumbinner, relinquishing his
presidency, became chairman of
the board.

Gumbinner radio and/or televi-
sion accounts include The Odell Co.,
Newark, using radio and television
spots for Trol Hair Tonic; S. A.
Schonbrunn Co., New York, radio
spots for Savarin Coffee; Loft
Candy Corp., Long Island City,
radio; Chap Stick Co., Lynchburg,
Va., radio participations; Amer-
jcan Tobaceco, who for Roi-Tan
cigars recently purchased the CBS
package Leave It To Joan expected
to start Friday at 9 p.m. in Sep-
tember; Norwich Pharmacal Co.,
sponsor of The Fat Man on ABC,
Friday at 8 p.m. for Pepto-Bismol.

Paul Gumbinner is radio and
television director of the agency.
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WYNN NAMED

‘Atlanta Journal’ Ad Director

RESIGNATION of J. Mac Wynn
sales manager of WHAS Louis-
ville, to become advertising direc-
tor of the Atlanta Journal, effec-
tive Aug. 22, was
announced last
week. Victor A.
Sholis, WHAS
director, said Mr.
Wynn’s successor
has not yet been
selected and that
Rodney Will of
the sales depart-
ment will super-

vise sales until
Mr. Wynn  an appointment
is made.
Myr. Wynn joined WHAS in

November 1947, from the parent
Courier-Journal and Louisville
Times, where he had served since
1944 as promotion and public re-
lations director of the Bingham
properties. He had joined the
Courier-Journal in 1929 as a clas-
sified advertising solicitor and in
1937 was promoted to national ad-
vertising manager.

As advertising director of the
Atlante Journal, Mr. Wynn will
succeed John Ottley Jr., who has
resigned to enter private business.
The newspaper owns and operates
WSB and WSB-TV Atlanta.

ITALIAN MARKET

Pulse Plans Sample Study

PULSE Inc. announced last week
it is establishing a standardized
sample for Italian-language studies
in the New York metropolitan
area.

Its sample will be basad on
distribution of Italian-language
population in the area and will be
identical on all such studies. Studies
themselves will be available jointly
to all radio stations on a partie-
ipations-of-cost basis.

KBKW OPENS

Independent Starts Aug. 16

KBKW ABERDEEN, WASH,,
took the air Aug. 16. Independent
station is owned and operated by
Ben K. Weatherwax, veteran news-
caster and sports announcer in
Paciflc Northwest.

Station was designed by Mr.
Weatherwax as a combined opera-
tion with three studios and control
and transmitter rooms. Combined
unit is located at 701 East Heron
Street, Aberdeen, with an addi-
tional studio and office in the Emer-
son Hotel, Hoquiam, twin city to
Aberdeen.

Dick Crombie, former manager
KBRO Bremerton, has been named
manager. John Bradshaw, former-
ly with KVOS Bellingham, will di-
rect the Hoquiam studios. Per-
sonnel also includes News Editor
Bill Fox, formerly with KGY
Olympia; Chief Engineer Dick
Pooley, from WGRC Pendleton,
Ore.; Combination Man Will Mill-
er, formerly. at KXLA Pasadena,
Calif.

Other staff members include Bill
Bloom, combination; Sam Whit-
acre, sales; Rosemary Welsh, wom-
en’s programs; Bill Kalenius, con-
tinuity and production, and Frank
Petty, sales.

AFFILIATES
NBC To Hold Convention

MOST of NBC’s 170 stations will
be represented at the network’s
annual affiliates convention at the
Greenbrier Hotel, White Sulphur
Springs, W. Va., Sept. 7-11, the
network said last week.

Niles Trammell, NBC president,
will head a group of key network
executives who will meet with rep-
resentatives of the affiliates. The
agenda, although incomplete last
week, will include discussions on
fall program, promotion and pub-
licity plans.

The network does not intend to
schedule discussion of its adminis-
trative and operational reorganiza-
tion [BROADCASTING, July 18], but
the matter is of such interest that
it was believed a reference to it
would be difficult to avoid.

CASE HISTORIES

To Be Discussed by CFAC

AGENCY radio and video execu-
tives will discuss their work and
give case histories in specialized
clinics during the 13th annual fall
educational series of the Chicago
Federated Advertising Club.

Radio and TV sessions will be
planned by a media chairman and
his committee, as yet unselected.
More than 300 persons are ex-
pected to enroll for the series, ten-
tatively planned to start Sept. 19.
Ten to 12 sessions will begin with
four preliminary lectures, which
all enrollees will attend, preceding
five specialized clinics stressing
media, production, copy and mer-
chandising, and two open meetings
in conclusion.
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OM MOVE

w
ral Argument Requested

CON[TENDING it renders a spe-
"cialiged service in foreign program-
ming| to the entire New York
metropolitan area and not Jersey
City | alone, WHOM Jersey City
last |week took exception to the
FCCls initial decision which would
deny| the station’s request to move
its main studio to New York

[BROADCASTING, July 25].

WHOM requested oral argument
on tﬂe ruling of Hearing Examiner
J. D] Bond. The station explained
that |a denial of its request, in the
light| of the examiner’s reasoning
that | WHOM has a responsibility
to program for local Jersey City
needs, “would be a decision by the
Cominission that WHOM program-
ming is not in fulfillment of the
licenbee’s responsibility to operate
in tHe public interest.”

On the other hand, WHOM said,
a grant . . . would be consistent
with|the Commission’s previous ac-
tiond approving [WHOM’s] pro-
posajs for programming . . . as a
New| York metropolitan area for-
eign| language station and would
enable it to better fulfill its repre-
sentations to the Commission.”

WHOM presently devotes 95%
of its time to foreign language
shows. Only 15 minutes per week
are |aired from Jersey City, the
petition said. WHOM claims its
language audience includes

@

HOWARD MEIGHAN

n Hollywood Assignment
HOWARD MEIGHAN, CBS vice
president and general executive, ar-
rived in Hollywood last week to
fill in for three weeks (alternating
with|J. Kelly Smith, vice president
in charge of station administra-
tion), pending selection of a West-
ern Division vice president.

H¢ was understood, however, to
have several additional assign-
ments, including recommendations
with| respect to the appointment of
a syccessor to Donald W. Thorn-
burgh, now president of WCAU
Phiﬁ:delphia, in the Western Divi-
sion| vice presidency. He also is
expected to negotiate for network
television studio space, possibly in-
cluding a theatre site, and .explore
the television film field.

'70-32-14-5'

WSB Atlanta has been run-
nj

A

hj

ing a series of ads in The
tlanta Jowrnal depicting a
uman ear on part of which
i written, “70 to 32 to 14 to
” TFigures are results of
Hooper survey of 123
oadcast:- periods checked
ring three months (April,
ay, June). “Of the periods
the ad states,
SB was first in number
listeners 70 times, second
station was first 32 times,
third station was first 14
tjmes and the fourth station,
rst ’5 times. 70 to 32 to 14
5.”
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FM COVERAG

Lowering of Requirements
Proposed by FCC

RECOGNIZING the “economic problems affecting FM broadcasting,”
FCC proposed last Thursday to lower its minimum coverage require-
ments for both Class A and Class B stations.

The Commission also proposed to repeal its present prohibition against

assignment of Class A FM stations
in central cities of metropolitan
districts having four or more AM
stations. “There appears to be no
further need for this restriction,”
FCC said.

Authoritizs predicted that the
minimum-coverage changes, which
FCC proposed to accomplish via re-
visions of its FM Rules, would
mean little relaxation of require-
ments in the larger metropolitan
areas but would allow a substantial
reduction in total area covered by
outlets in smaller communities.

The minimum standard would be
the existing engineering require-
ments with respect to minimum
field intensities over the commu-
nity, city, or metropolitan district
to be served. The size of the com-

MONOPOLY

Further Hearings Slated

HOUSE Judiciary Subcommittee on
Monopoly Power confirmed last
week it will hold further hearings
in October to re-examine anti-
trust laws and propose specific
curative bills for introduction in
the second session of the 81st Con-
gress. Present series of hearings
ended Aug. 5.

Chairman Emanuel Celler (D-
N. Y.) already has indicated that
NAB will be invited to appear on
behalf of the industry to trace de-
velopments in the radio industry
[BROADCASTING, July 18, 25].
NAB’s general counsel, Don Petty,
turned down an invitation to ap-
pear last month.

In a re-examination of previous
testimony, Rep. Celler noted that
witnesses had brought up the ques-
tion of “concentration of power” in
many industries, sometimes “as an
obstacle to new enterprise or free
experimentation” and noted the
fall hearings wil serve to clarify
“the American policy on these vital
questions.”

EXTENSION DENIED

By FCC in Two Cases

KJAN Opelousas, La., “on basis
or apparent lack of diligence of
permittee,” last week was denied
further extension of completion
date by FCC. KJAN Broadeast-
ing Co. Inc., permittee, had been
assigned 1 kw fulltime on 910 ke,
directional night. FCC said that
if a hearing were requested within
20 days, the denial would be set
aside pending outcome of the pro-
ceeding.

Meanwhile, the Commission last
week also denied further time to
Redlands Broadecasting Co. for
completion of its Class A FM sta-
tion at Redlands, Calif. Lack of
diligence also was cited.

* :
munity would be largely control-
ling.

The change would be accom-
plished by removing the present
minimum value of equivalent radi-
ated power and antenna height.

Heretofore, Class A stations have
been required to meet minimum
standards providing for coverage
over a radius of approximately 23
miles. For Class B stations in
Area 1 (Northeast U.S.), those in
cities of more than 250,000 popu-
lation have had to serve over an
approximately 27%-mile radius,
while those in Area 2 (rest of the

FM_SURVEY

Chicago Assn. Seeks Data

DOOR-TO-DOOR survey of Chica-
go-area FM listening habits, in-
cluding data as to why specific pro-
grams are heard and why FM
sets are purchased, will be con-
ducted in September by the FM
Assn. of Chicagoland.

This was decided Tuesday morn-
ing at a regular board meeting,
according to President Ralph J.
Wood Jr., president and general
manager of WMOR. The survey,
which supersedes original plans to
gain opinion on FM problems in
monthly projects, will be partici-
pated in cooperatively by personnel
of association member stations. A
small sample of about 400 homes
will be used because of high costs
in this method of research, Mr.
Wood explained.

Members of the group moved to
keep confidential results of a sim-
ilar telephone coincidental check on
FM program preferences which
was made a fortnight ago. “Re-
sults did, however, confirm our
original statistics,” the president
said. Among them was the claim
that 20% of radio homes in the
area have FM.

In an effort to promote frequency
modulation as an advertising me-
dium, the association this fall will
prepare an elaborate brochure for
agencies and advertisers which will
point-up with factual information
product success stories involving
local stations.

The FAC will follow its recent
letter to FCC Commissioners on
the low number of FM hours pro-
grammed by network stations in
Chicago with letters reporting the
same in formation for all stations,
including independent FM outlets.
“Our ultimate aim,” Mr. Wood said,
“is to have all of the network sta-
tions duplicate entirely.”

Directors on the board went on
record as being opposed to paid
program logs, which the four Chi-
cago dailies are instigating in Sep-
tember. (See separate story.)

BROADCASTING *

U.S.) have had to meet require-
ments equivalent to coverage over
a 17-mile radius.

The Commission proposed no
change as to maximum powers. It
would retain minimum transmitter
sizes of 250 w for Class A stations
and 1 kw for Class B outlets.

FCC invited comments on its pro-
posal until Sept. 16 and said oral
argument would then be called if
the comments warrant.

WIFM ON AIR
FM Station In Elkin, N. C.

WIFM (FM) Elkin, N. C., owned
and operated by the Yadkin Valley
Broadcasting Co., went on the air
last week on frequency of 100.9
mc with power of 350 w.

WIFM will operate 12 hours
daily with 15 hours on Sunday and
will serve three counties, Surry,
Wilkes and Yadkin, which cover
a large industrial and agricultural
section of the Yadkin Valley. Sta-
tion employs UP news service and
Capitol transcription service.
Equipment is R. E. L. transmitter,
Raytheon console with Gates turn-
tables and Andrews antenna.

Sole owner of WIFM is John A.
Hinshaw. George C. Yarbrough,
formerly with stations in North
Wilkesboro and Lenoir, is general
manager. Program director is
Charles W. Whipple III, formerly
with WIRC Hickory, WMAP Mon-
roe, WIST Charlotte and WGTL
Kannapolis. Other members of
staff include Clay Watts, announc-
er-salesman; Harry Johnson Jr.,
announcer; Hassel Bailey and
John Maines, engineers, and Miss
Vicky Alexander, receptionist-
stenographer.

KMAC STUDIOS
Open Formally With 5 kw

POWER increase from 250 w to
5 kw marked the formal opening
of a new building hous‘ng the fa-
cilities of KMAC San Antonio, Tex.
The station, licensed to The Wal-
mac Co., operates on 630 ke. How-
ard W. Davis is owner and general
manager. KMAC is an affiliate
of MBS and Texas State Net-
work.

The building, which also houses
KISS, KMAC's FM outlet, it at
222-224 W. Commerce St., San
Antonio. Twenty-seven air-condi-
tioned studios and offices occupy
the entire third floor, with all
rooms completely remodeled and
refurnished with the latest equip-
ment. Plans and construction of
new facilities took over two and
a half years.

Katherine Sorensen

MRS. KATHERINE SORENSEN,
45, wife of Roy A. Sorensen, owner
of Sorensen & Co. agency, Chicago,
died Aug. 8, apparently as a result
of suffocation. Survivors, in addi-
tion to Mr. Sorensen, are two sons,
Robert, 12, and Randall, 10.
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The Johns Hopkins University in
Baltimore recently made a survey*
of radio listening habits in grocery

stores, drug stores, taverns,

barber shops, and beauty parlors.

) The results are especially interesting

‘ because none of the standard

measuring organizations take this big

% audience into account.
®

\* This Hopkins survey shows that

) _ in barber shops, for instance, of all

radios playing, 49.3% were tuned to

W-I-T-H. Our nearest competitor
was tuned in on only 16.2%

of the total.

The survey is chock-full of com-
pelling facts about this big plus
audience that W-I-T-H delivers

in Baltimore. It contains many more
reasons why W-I-T-H is your best

buy in Baltimore. If you haven’t

BARBER SHOPS —This chart shows the already received a copy of this survey,
percentage of radios playing in barber shops
tuned to each Baltimore Station. 49.3%, were We’ll be happy to Send you one

tuned to W-I-T-H.

*‘A Questionnaire Survey of Radio Listening Audiences in
Con cial Establish ts in Baltimore City,” prepared
as a Senior Research Report, under the supervision of the
Dean and Faculty Members of the School of Business,
Johns Hopkins University.

WITH

BALTIMORE, MD.

TOM TINSLEY, President LI Represented by HEADLEY-REED
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CHICAGO LOBS

Fee for Extra Listings

TWO| CHICAGO dailies have
jumped on the Chicago Tribune
bandwagon and will charge sta-
tions |and sponsors for extra news-
paper program listings starting
next |{month [BROADCASTING, July
25]. | They are the Daily News,
whiclhh made an official announce-
ment| last week, and the Herald-
American, a Hearst paper. The
fourth major Chicago daily, the
Sun-fimes, is expected to follow
suit shortly.

Although unpaid listings on pop-
ular AM, FM and TV features will
continue to be printed, the three
papeys are conducting an all-out
drive| for advertisers. Coordinated
log formats and rate schedules
were | pre-determined at a general
meeting of advertising executives
fromjthe four papers which was

called by Chesser Campbell, Trib-
une Co. treasurer. The Tribune,
owner of WGN, WGNB and WGN-
TV, was first to go into action
after this disecussion. It recently
announced sale of from three to 14
lines at a daily line cost of $2,
with $2.50 for Sunday listings, ef-
fective Sept. 6.

The News, which starts the sys-
tem Sept. 12, and the Herald-
American, which begins its listings
Sept. 6, will charge $1.25 per line
per day, with no frequency dis-
counts. Unpaid listings will be
printed “as a public service,” rep-
resentatives of the papers report.

Sponsors or stations buying the
most lineage will be given top po-
sition in each time bracket. An
asterisk will denote a paid listing
in all the papers.

Both the Tribune and News last
week circulated a press proof of a
sample log. In the unsigned letter
from the News, which accompanied
the proof, it was stated “We feel

there is no reason for radio and
television advertisers to be
alarmed. In fact, it should help
both the station and the advertiser,
through this medium, to be of
greater service to the reading and
listening audience.”

Opposition seems to be unani-
mous among station executives
queried by BROADCASTING. One of
the first organized groups to voice
its disapproval is the FM Assn.

of Chicagoland. (See separate
story.)

Hardy Feted

RALPH W. HARDY, assistant

manager of KSL Salt- Lake City
and recently appointed director of
the new NAB Audio Division, was
honored at a luncheon given by the
Salt Lake Executives Club. Mr.
Hardy has been feted by other civic
and church groups in Salt Lake
City. He assumes his new office
Sept. 1.

Kansas farmers are selling the third largest
wheat crop on record. And they’re spending
this staggering cash income. They’re build-
ing, remodeling, refurnishing. They’re buy-
ng both staples and luxuries. Yes, luxuries—
just take a look at the latest Level of Living

gures for Kansas farm homes.

w1

B W

But here’s what’s important to you! These
families are buying more WIBW -advertised
goods than any others. That’s the final proof
of WIBW’s acceptance and sales influence
among the farm families of Kansas and ad-
joining states. Let us prove it for you, too—

by INCREASED SALES.

SERVING ANb SELLING i,
“THE MAGIC CIRCLE”

"M WIBW - TOPEKA, KANSAS -

WIBW-FM

4

Rep:

CAPPER PUBLICATIONS, INC. * BEN LUDY, Gen. Mgr. * WIBW - KCKN

Page 34 ® August 15, 1949

BROADCASTING ¢

GIVING LAST MINUTE instructions
on use of ’'’Minitape’’ recorder to
Marjorie Cooney, director of women's
activities, WSM Nashville, Tenn., are
George Reynolds, WSM chief engi-
neer and Aaron Shelton (r), studio su-

pervisor. Miss Cooney sailed for six

week tour in Ireland, England, France,

Switzerland and Italy on [le de
France, July 30.

‘AUDIO FAIR'
AES Will Sponsor Event

AUDIO ENGINEERING Society
is sponsoring what it claims to be
the Nation’s first “Audio Fair” to
be held Oct. 27-29 at the Hotel New
Yorker.

At a meeting Tuesday in New
York to explain the purpose of the
fair, Charles J. LeBel, president
of the society, said technical papers
on the latest advances in the audio
field would be presented along with
the exhibits. A report made at
the meeting indicated that 509% of
the exhibit space has already been
contracted for. Microphones, loud-
speakers, amplifying equipment,
recording and reproduction equip-
ment will be among the items dem-
onstrated.

My. LeBel also explained that
it was decided to hold the fair in
a hotel rather than a big exhibit
hall so that each exhibitor might
have a private room in which to
show his sound effects. He pointed
out that equipment exhibits for
audio products in the past have
hampered such demonstrations in
the interests of preventing bedlam.

The Audio Society is adopting
as its convention theme the prin-
ciple—“If it doesn’t sound good, it
isn’t good,” said Mr. LeBel.

LANG-WORTH INC.

Board Changes Announced

REALIGNMENT of the board of
directors of Lang-Worth Feature
Programs 1Inc. has been an-
nounced by President C. 0. (Cy)
Langlois in line with conversion
of the Lang-Worth library to the
new eight-inch transcription.

John D. Langlois becomes secre-
tary of the corporation, in addition
to his duties as eastern sales rep-
resentative and advertising agency
contact. Cy Langlois Jr. is named
treasurer and will be in charge of
plant and studio operations in
Manhattan, Long Island City, and
Maspeth, L. I. Pierre Weis con-
tinues as vice president in charge
of national sales, while W. O’Keefe
remains as vice president in charge
of artists and repertoire.

Telecasting



WKJG PURCHASE

Set by WFTW Ft. Wayne

NEGOTIATIONS for purchase of
WKJG-AM-FM Fort Wayne, Ind.,
by WFTW, Fort Wayne daytimer,
were completed last week subject
to FCC approval.

The owners of WFTW plan to
use the 1380 ke, 6§ kw facilities of
WKJG along with WKJG’s trans-
mitter and Mutual affiliation, while
retaining WFTW’s studios. The
license of WFTW (1090 ke, 1 kw,
day) and permit for WFTW-FM
will be returned to the Commission.

The merger is being accom-
plished through H. L. Popp and
Clarence Schust, minority stock-
holders of WFTW’s licensee firm,
Fort Wayne Broadcasting Inc.
They will acquire all the stock of
Northeastern Indiana,Broadcasting
Co. Inec., operator of WKJG and
WKJIG-FM. Fort Wayne Broad-
casting will then be merged with
Northeastern, which will be the
surviving corporation.

The sale involves a total of ap-
proximately $162,000 in money and
obligations assumed by Fort Wayne
Broadcasting and Messrs. Popp and
Schust.

After the merger, Messrs. Popp
and Schust will each own 28% of
Northeastern, the surviving firm,
as compared with their present
combined holdings of 21% in Fort
Wayne Broadcasting. President
and General Manager E. G. Thoms,
and Walter Thoms, Indianapolis
drug store owner, who have had
33.76% each, will have 18.56%
each. The remaining interests will
be held by present minority stock-
holders of WFTW: Earl Groth Jr.,
whose family owns a Fort Wayne
department store; President John
A. Toothill of Burns-Smith Co., sta-
tion representative, and Herbert
Willis, Fort Wayne attorney.

Present owners of WKJG are
William A. Kundel 3d, who controls
62.5% as administrator of the es-
tate of William A. Kundel Jr., and
Gilmore S. Haynie.

The two stations are continuing
their respective operations pending
FCC approval of the transfer. Ap-
plications for Commission consent

are being prepared by the Wash-
ington law firms of Pierson & Ball
representing WFTW and Dempsey
& Koplivitz representing WKJG.

WFTW went on the air Aug. 10,
1947, and WKJG commenced opera-
tions three months later, Nov. 15,
1947.

CAPT RESIGNS

Directed Census Bureau

JAMES C. CAPT, 60, director of
the Census Bureau since April
1941, resigned
Tuesday because
of ill health.
Philip M. Hauser,
professor of so-
ciology at U. of
Chicago and a
member of the
United Nations
Population Com-
mission, was
named to fill the
post temporarily.

Mr. Capt. had been in ill health
following a kidney operation some
months ago, but had remained in
active charge of the bureau during
preparations for the 1950 decennial
census. He joined the bureau in
1939 as assistant to director
William L. Austin in assembling
the staff for the 1940 census.

IBEW-CBS TALKS

Seek New Sound Men Contract

IBEW’s Local 1212 in New York
began bargaining Tuesday with
CBS for a new contract covering
20 sound effects men in the New
York area, it was announced by
Charles Calame, business agent of
the local.

The union is seeking for the
sound effects men parity in wages
with technicians who the week be-
fore closed a CBS contract calling
for a top of $128.50 [BROADCASTING,
Aug. 8]. Top for sound effects men
presently is said to be $120 weekly.
The union is also seeking an 8-hour
day, 40-hour week instead of the
present 40-hour week which per-
mits a 10-hour day.

Mr. Capt

T
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WHAT IS IT?

®
) See Centerspread This Issue (
®

ON THE AIR EVERYWHERE 24 HOURS A DAY

LEI, e
WCK

CINCINNATI

50,000 WATTS OF SELLING POWER
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He Doesn’t Let It Grow
Under His Feet

Manicuring the lawn with a mechanized mower or trim-
ming the ears off a “shilly-shallying fuzzy-duzzy,” he is
a tireless worker who cuts through grass and the complex-
ities of big government with equal facility.

As a widely listened-to network news commentator, he
brings his intense energy to bear nightly on “the top
of the news as it looks from Washington.” His aggressive
reporting has built a weekly audience estimated at
13,500,000, great numbers of whom regard him with
esteem akin to religious fervor.

Currently sponsored on more than 300 stations, his
broadcast—the Fulton Lewis, Jr. program—is the original
“news co-op.” It offers local advertisers network prestige
at local time cost, with pro-rated talent cost.

Since there are niore than 500 MBS stations, there may
be an opening in your city. If you want a ready-made
audience for a client (or yourself), investigate now.
Check your local Mutual outlet — or the Co-operative
Program Department, Mutual Broadcasting System,
1440 Broadway, NYC 18 (or Tribune Tower, Chicago, 11).
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il THE LATEST WCKY STORY |
it sy |
HIGH RATINGS Average Rating 5.30-7.00 PM Mon-Fri* P
f WCKY 81 e
Sta A 4.8 2
L Sta B 5.7 : [
F Sta C 6.1 wiie
Sta D 4.5
f ;
'||'::I LOW RATES Open 14 hour rate 6.00-8.00 PM Cincinnati Stations ;
fyit
|;||l WCKY  $120.00
Sta A 100.00
Sta B 136.00
Sta C 479.00
Sta D 120.00
POWER
\
| WCKY 50.000 Watts
Sta A 250 watts
Sta B 5,000/1,000 watts
Sta C 50,000 watts
T Sta D 5,000 watts
‘ 5
[ RESULTS
(f
‘v “Since using WCKY . . . our sales in Cincinnati have increased better
than 30% and our sales in the Southern States had an increase even
| higher.”
Mel A. Block, President
BLOCK DRUG COMPANY
||! “Announcements on WCKY . . . proved successful beyond our expec-
iy tati we wer letely sold out of Hot Point washers in 1
T ations . . . we were completcly sold out of Hot Point washers in less
l'|I' f than 3 weeks.”
|::| Ray Worrell, Sales Promotion Manager
f

Il INVEST YOUR AD DOLLAR WCKY'S-LY

G-E Supply Co., Cincinnati.
\ (*—Cincinnati Pulse, May-June 1949)
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THE LATEST WCKY STORY

A proven formula for successful time buying
in Cincinnati

“igh Rafings + Low cosf + 50,000 Waffs Power
] | | ] L] |

Remember . . . For results in Cincinnati

YOUR BEST BUY IS WCKY

Call collect Tom Welstead £
Eastern Sales Manager W R m

53 E. 51st St

Phone: Eldorado 5-1127
TWX: NY 1-1688
or

C. H. “Top” Topmiller
Cincinnati: Cherry 6565

TWX: Ci-281 CINCINNATI

FIFTY THOUSAND WATTS OF SELLING POWER
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| ELditorial

The Rating Season

ONE| OF these days radio is going to do
something about regaining control of its own
business. It should do this voluntarily, but
if it doesn’t, the decision will be forced upon it.

W¢ refer, of course, to program ratings. A
few hundred telephone calls in a few dozen
cities| or a few thousand recording devices in
a handful of metropolitan areas now more or
less |govern. a half-billion dollar business.
Ther¢ are no standards. Yet time is bought
and psold on them, without regard to the
soundness of the techniques. :

It fis because of these surveys—call them
Hoopers or Nielsens or Conlans—that radio in
recent years has gone giveaway berserk. A
giveaway is a sure-fire rating builder. Adver-
tisery generally buy the ratings.

It fnay be sheer coincidence that newspaper
adventising has made great gains in these
post-war years when the radio giveway has
taken over.
giveaway lesson long ago. So did the movies.

The ratings are applauded by those net-
works and stations which, for the nonce, may
be on top. They are damned by. all others.
You [really can’t blame the rating services
(despite incredible disparities). They deliver
what|the traffic will bear, and they’ll continue
to opgrate on the same bases as long as there
are cpstomers to pay the freight.

There are those who take this situation
light! The giveways, they say, will run their
course, -But they forget the free rides of the
manufacturers who give things away like mad
for the air credits, and who therefore buy no
time jof their own. They forget also, that the
compptitive media are making deeper inroads
and that when, inevitably, the change must
be mpade, radio will start not at scratch, but
behind it.

Everyone deprecates “buying” of audiences.
The NAB Standards of Practice, which in these
buyers’ market days appears to be a voice in
the rpdio wilderness, states:

‘Any broadcasting designed’to ‘buy’ the '
radio audience, by requiring it to listen in
hope of reward, rather than for the quality
of |its entertainment should be avoided.”

Voluntary adherence to that principle would
bring an end to the giveaway. And it would
end [the artificial stimulation of audiences,
which in turn would take a big nick out of the
ratings. But to think that giveaways will be
terminated overnight short of an official edict
from| Uncle Sam is illusory.

The answer will come in the establishment
of survey standards. A year ago it was pro-
posed that Broadcast Measurement Bureau
broaden its scope to include an overall mea-
surement operation. But there was timidity
in radio ranks. And then BMB itself was
confronted with a survival fight. Today there’s
lip service to radio’s own ABC of audience
surveys—but it’s practically an inaudible
whisper. )

Where’s the leadership? Is NAB the logical
sourde? President Justin Miller, in his new
role pf executive manager-as well as inspira-
tional leader, should initiate action—before
the NAB (or some other organization) is
forced to undertake it. We have our mis-
givings about association committees. They’re
usually about as good as the men who serve.
There are qualified men in the NAB if Judge
Millgr will reach out. There’s no job more
basid for the economic welfare of radio.
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The newspapers learned their’

One Down; One to Go

MANY RADIO observers are still rubbing their
eyes in amazement over the passage last week
by the Senate of the revised McFarland Bill
(S 1973). There wasn’t a murmur of opposi-
tion.

The surprise was engendered because it is
the first major legislation dealing with radio
to pass either House of Congress in the last
15 years. The fact that the measure passed by
vnanimous consent certainly is indicative of
the feeling that reforms are needed in the
regulation of radio. It is a tribute to the leader-
ship of Chairman Ernest W. McFarland, who
ram-rodded the measure through his Communi-
cations Subcommittee, the Interstate Commerce
Committee and now the Senate.

The bill goes to the House. It is still con-
fronted with a race against adjournment—
which both sides covet in these sweltering days.

The McFarland Bill may not be perfect;
legislation rarely is. But it’s the closest ap-
proach to reasonable legislation designed to fit
modern communications problems we've yet
encountered. We hope the House, with its
eye on the clock and its mind on the taxpayer,
will follow through in tempo with the Senate.
We have no doubt that the President will sign
the measure forthwith with gusto.

A BRITISH Government Cominisgion is
studying the BBC to determine whether
the state monopoly system, underwritten
by a $4 annual license fee on receivers,
gshould be continued. As always we as-
sume consideration will be given to the
“American Plan” of commercial spon-
sorship, if a change is to be made when
the BBC charter expires in 1951. In-
stead of restricting its study to BBC
bureaucrats, intereseted in perpetuating
themselves in office, the Beveridge Com-
misston would be well advised to get the
“American Plan’ story at first hand—
from Americans. Why mnol invite our
network heads or representatives of the
FCC to testify? And why not turn to
the commercial broudcasters of their
own Dominion of Canada?

Double-Talk in Red

WHERE THERE’S red smoke there’s usually
Communist fire. That applies to the creative
and artistic end of radio as it does to the other
arts and professions.

Therefore, efforts to gloss over talk of pos-
sible Communist infiltration of radio is dan-
gerous. And that’s why the current discussion
in New York radio and talent circles about the

existence of a “blacklist” barring performers’

from programs- because of Communist sym-
pathies shouldn’t blandly be disregarded.

Communists and Communist sympathizers
have no place on our air. It is the duty of
the station licensee (and the network to which
a portion of that responsibility necessarily is
delegated) to ascertain that those who harbor
views contrary to ou> form of government be
denied access to our microphones.

Union small-talk about unions assuming re-
sponsibility is magnanimous but meaningless.
It is not their job. :

Radio memories would be short indeed to
forget the performances of the Lord Haw
Haws, the Axis Sallys and the Tokyo Roses.
Or the armed guards around station transmit-
ters and the “no admittance” signs at studios;
the bans on audience participations and Man-
on-the-Street pickups.

Can you conceive of anyone more potent
when an emergency strikes than the man at
the mike—the network mike? That should be
sufficient to guide broadcast management in
the screening of personnel.

Oat kgﬁpectj To —_—

CHARLES MICHAEL MICHELSON

ADIO PEOPLE from coast to coast call
R transcription man Charles Michelson one

of the friendliest men in radio. As
president of Charles Michelson Ine., his name
has become a synonym for goodwill.

It is a well established fact that the success
of any business depends in large part on the
goodwill existing between customer and sup-
plier. In the radio programming business this
fact takes on even added significance and Mr.

' Michelson recognized it early in his career.
He holds firmly to the belief that there is no
effective substitute for personal contact and
his own unique success as a radio producer
bears him out.

Station men from practically every town and
city in the country know Mr. Michelson per-
sonally and feel free to call on him any time
to discuss their problems and ask his advice
about programs. His New York office is re-
garded by station men as a clearing house for
transcribed programs. Here, he often ar-
ranges group meetings for program discus-
sions and he is frequently consulted about per-
sonnel problems. More than a few production
men have found good jobs in small stations
through him.

Records show that a large proportion of
approximately 2,000 radio stations in this
country use Mr. Michelson’s transcribed pro-
grams or his sound effects records. He knows
the needs of the smaller stations because he
has visited most of them and studied their
problems and requirements first hand.

Charles Michael Michelson is a native New
Yorker. He was born Aug. 26, 1909, and was
educated at De Witt Clinton High School and
Columbia U., where he served as manager of
the baseball team. He studied economics and
his first job was with the New York Stock
Exchange. After a brief apprenticeship there,
he entered the exporting field as manager of
the electrical division of Michelson & Stern-
berg Inc., an exporting firm that handles a
number of international accounts and is pre-
sided over by his father.

In 1934, Michelson & Sternberg Inc. received

- an inquiry from one of its accounts in Aus-
tralia that was to change the whole course of
young Charles’ life. Could Michelson & Stern-
berg, the client wanted to know, find some
transcribed American radio programs for their
market? This was at the time when com-
mercial radio was just getting started in
Australia. The job was handed over to the
young electrical manager and he found himself
scouting about in an unfamiliar field looking

(Continued on page 40)
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ROM mountain goat to city slicker, from the first crack of dawn on the
banks of the Hudson to the setting sun on the Ozarks, the song of
America is the song of the prairie. Music that helped push the Covered
Wagon across the western plains, music that told of a dying day and a new
tomorrow—this is America’s music whether it be in Two Forks, Nebraska

or right here in New York where 13,000,000 people live in an area smaller
than a Texas ranch.

ROSALIE ALLEN, nationally acclaimed sweetheart of the prairie, pre-
sents her program of America’s music nightly on WOV from 9 to
11:00 P. M. Her loyal responsive audience 649, of whom are women

has a record of sales results and listener loyalty that keeps her program in
constant demand.

OV has recently completed a special Audience Audit on Rosalie
Allen’s Prairie Stars, a program of proven sales effectiveness for every

type of household product. We would like to show you how you can
“TAKE THE GUESS OUT OF BUYING” by buying

PRAIRIE STARS
a WOV production

T 0 DT D=

Presented by
ROSALIE ALLEN

Monday through Saturday 9 to 11:00 P. M.
Now selling for Fall and Winter sponsorship.
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Respects
(Continued from page 38)

for a program guaranteed to enter-
tain the Australians. It wasn’t
an eapy assignment and before he
had finished with it, he had made
an important discovery—namely,
that the transcription business was
still largely in the trial and error
stage.|

Mr. Michelson.saw it was an un-
explored field with great possibili-
ties not only for export business
but also for local domestic develop-
ment land decided to do a little in-
vestigating. He started on a cross
country tour to find out what small
stations wanted in the way of
transcriptions and how much they
couldﬁpay for them. He soon dis-
covered that they all wanted net-
work | quality shows at low local
rates.| This sounded like a tall or-
der, but Mr. Michelson decided that
it probably could be done if he
could ffind some programs that had
wide ir;ough appeal.

He went back to New York and
organjzed Charles Michelson Radio
Produkctions, one of the first inde-
pendent producing firms to special-
ize in open-end transcriptions. Not
forgetiting his earlier experience,
he also made a thorough study of
the A:l\:xstralian market and ques-
tioned visting businessmen regard-
ing the radio tastes of their coun-
trymen. Omar, the Wizard of
Persio, enjoyed the distinetion of
beinglthe first transeribed show

»

© 1949. waCkER
Aluays out 1n front!

3502

g Eco S o

WS

Page 40 ®. August 15, 1949

BASIC NETWORK

5000 UATTS
WEED & CO.

NATIONAL REPRESENTATIVES

Gifts From WNAR

WNAR Norristown, Pa., is
celebrating its third birthday
this week and, in so doing, is
reversing the usual proce-
dure. During the week, be-
tween the hours of 6:15 and
8 p.m.,, WNAR will present
its advertisers with a gift in
the form of free air time.
Howard W. Kriebel, WNAR
commercial  manager, says
the gift is in appreciation of
time bought by advertisers in
the past.

Mr. Michelson sent to his waiting
listeners Down Under and it
proved so popular that several
hundred others of Mr. Michelson’s
choosing have followed during the
intervening years.

The open-end transcription busi-
ness got a big push from Mr.
Michelson in 1939 when he negoti-
ated arrangements with Street &
Smith Publications to transcribe
The Shadow. Within a short time,
that program was heard live or
transcribed in French, Spanish and
Portuguese for export. Special re-
cordings also were made for the
Australian market.

As the years passed, Mr. Michel-
son added more and more programs
to his transcribed repertoire. The
Avenger, Count of Monte Cristo,
Smiling Ed McConnell, Chanou,
the Magician, Blackstone, Magic

AKRON’S TOP staTIiON
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Detective, and The Sealed Book are
just a few of the varied types of
programs he has to offer. In
all, he’s been responsible for the
national distribution of more than
125 program series.

An amusing incident occurred
during one of his trips when a wire
from Mrs. Michelson announcing
birth of their boy in New York
reached the former high Demo-
cratic party official of the same
name in Washington. The baby
was three days old when Papa
Michelson got back to New York
and heard the news.

On his visits to small stations
he was displeased with their play-
back equipment. To get better
reproduction of his programs he
built his own portable playback and
found a good market for the device.

Starts Sound Effects

Mr. Michelson entered the sound
effects record business in much the
same way. Station managers often
complained to him about how lim-
ited in type the available sound
effects records were. After mak-
ing certain that this feeling was
practically universal among small
station men, he approached Harry
Gennett Jr. and relayed these sug-
gestions about enlarging his sound
library. The result was he became
one of the largest distributors of
sound records in the country. His
firm distributes both the Gennett
and Speedy-Q sound effects li-
braries. Now the small stations
just tell him what they need and
he locates the proper record—or
has one made.

Many of these specialized sound
records did service during the war.
Recordings of gunfire, airplane mo-
tors, etc.,, were used in training
troops and his recordings of the
U.S.A. 16-inch naval guns which
he made during the war at the
Naval Proving Grounds in Dahl-
grin, Va., were used by Montgom-
ery at El Alamein to confuse the
Germans.

He believes that transeribed
shows, to be successful, must be
one step ahead of live shows,
pioneering in the field of co-
operative transcribed program de-
velopment. His method is to sell
a sponsor the idea of making the
records, then go out and sell the
distributors, in cooperation with
the stations, the program and time
on local stations. The unique suc-
cess of Blackstone, the Magic De-
tective on 150 stations proves that
the ET cooperative idea is a nat-
ural for some sponsors.

Mr. Michelson also introduced
Canada’s popular program The
Happy Gang to U.S. audiences via
transeriptions and Musical Comedy
Theatre from Australia.

Some six years ago, the Michel-
son firm branched out to include
live package shows and such pro-
grams as Nick Carter, and Chick
Carter and Frank Merriwell were
offered and placed under the Mich-
elson banner. His current live
package shows include Horatio
Alger, The Witches’ Tale and The
Avenger.

Lookimg at TV, Mr. Michelson
again demonstrates his interest in

BROADCASTING ¢

THOMAS BEECHAM
WQXR Fall Series Planned

A SERIES of weekly programs,
Sir Thomas Beecham Turns the
Tables, featuring the internation-
ally known conductor, will be pre-
sented by WQXR New York start-
ing in the fall.

Arrangements for the programs,
for which Sir Thomas will act as

Sir Thomas Beecham records the
commentury for his mew program
to be heurd on WQXR.

* % Ed

musical commentator, were con-
cluded in New York between Tow-
ers of London Ltd., represented by
Oliver W. Nicoll, vice president,
and the New York station.

The first 26 programs will be
produced in London and will be 55
minutes in length. The conductor
is currently transcribing the com-
mentary for the programs, music
for which will be provided by rec-
ords, for the most part by orches-
tras conducted by him.

the small station. They’ll want
network talent for TV at local
rates and the only answer to that
at present is special TV films
which he hopes to be able to offer
in the near future.

Though he’s on the road a lot,
Mr. Michelson finds time in sum-
mer to enjoy his country home in
Connecticut with his wife, Vivian
(nee Worth), and their sons, Bobby,
6, and Stephen Paul, born this July
28. This leisure time is largely
devoted to boating, an enthusiasm
shared by all the Michelsons. Mr.
Michelson is a member of Templar
Knights Club and a Beta Iota Phi.

WICH

Norwich, Conn.

In Eastern Connecticut it’s
WICH—the station for complete
coverage in New London County.

Norwich—the Shopping Center of Eastern

Conn. §38,000,000 retail sales in 1948,
250 WATTS - 1400 KC
(FULL TIME)

JOHN DEME, GEN. MGR.

Telecasting
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INTER-CITY TV RELAYS

FURTHER expansion of AT&T’s
inter-city television relay facilities
was approved by FCC last week
through granting of construction
permits for new microwave cir-
cuits between several cities.

New circuits approved for both
television and telephone use, are
between Pittsburgh and Chicago,
Chicago and Des Moines, Albany
and Syracuse, Richmond and Nor-
folk, and Madison, Wis.,, and Mil-
waukee. Total estimated cost is
$17,800,000.

The authorizations support the
telephone company’s announcement
last December that it planned to
triple its existing facilities within
the next two years to keep pace
with the ever increasing demand
for more TV network channels
[TELESTATUS, Dec. 6, 1948; May
30 and June 6, 1949].

The Pittsburgh-Chicago radio

link, involving 20 intermediate
stations, will parallel existing
coaxial cable facilities which have
been in use for some months be-
tween New York and Chicago. Two
new TV channels in each direction
will be provided. Radio link al-
ready is installed from Pittsburgh
to New York. Some 1,900 chan-
nel miles are involved. Total cost
of the microwave chain is esti-
mated at $12 million.

Chicago-Des Moines Link

From Chicago to Des Moines will
be built 14 intermediate stations
covering 1,000 channel miles. Two
TV channels to Des Moines and
one channel in the opposite direc-
tion will be provided. The link in-
cludes Minneapolis and St. Paul.
Coaxial facilities already are avail-
able from Des Moines to Minneap-
olis. The Chicago-Des Moines ra-

WORLD SERIES

Television Rights
Still Undecided

WORLD SERIES telecast rights will cost more than last year, but
final "decision on price will not be made until Baseball Commissioner
A. B. (Happy) Chandler returns to Cincinnati this week from a road-trip.
He is empowered to set the final figure.

This was reported to BROADCAST-
ING late Thursday by Walter W.
Mulbry, secretary-treasurer of
baseball, after a closed session
conducted early that morning by
the commissioner. He talked with
members of the major and minor
leagues executive council, includ-
ing William DeWitt of the St.
Louis Browns and Frank McKinney
of the Pittsburgh Pirates.

Although ‘“‘no specific discussion
concerned television,” Mr. Mulbry
said a Brooklyn theatre-owner sub-
mitted to the group a proposal for
adapting the series to large-screen
TV. Decision on his presentdtion
will be made later, according to
Mr. Mulbry.

Cost Will Be More

He said the cost for Series rights
“will certainly be more than last
year,” which was $140,000 paid by
Mutual. Some provision will prob-
ably be made for post-game theatre
and television showings also. Iden-
tity of the purchaser will not be
announced for a month, he said.

Paul Jonas, Mutual sports di-
rector, was in Chicago at the same
time to confer with the commis-
sioner Thursday afternoon. He
also helped with production on
Mutual’s broadcast of the All-Star
Football Game from the city’s Sol-

BROADCASTING ¢
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dier Field Friday night. MBS
President Frank White was also
in town.

Mr. Jonas outlined the arrange-
ment by which MBS has exclusive
AM rights through 1951. Mutual
had exclusive television rights last

year, and has first and last refusal
as specified in a renewal clause of’

the contract, he explained.

There was speculation that the
series telecasts would be carried on
a single network, rather than on a
pooled basis as last year. In that
event, in view of Mutual’s option
on TV rights and Mutual President
White’s former association with
CBS, it was felt CBS-TV holds the
preferred position.

Queried about expected price,
Mr. Jonas said several figures have
been speculated about but none
has been set. He explained the
original cost set by the commis-
sioner last year was $175,000, but
that this was lowered to $140,000
because of delay in installation of
the coaxial cable which prevented
games being shown in the Midwest.

Both men agreed the games
would “very definitely” be telecast.

Gillette will again sponsor the
AM broadeasts on Mutual. Gillette
also sponsored the telecasts last
year.

Telecasting

AT&T Expansion Plan Approved

dio link will cost $4 million, FCC
reported.

Five intermediate stations will
provide two TV channels between
Albany and Syracuse. Branches

VIDED CO-0PS

BAB Releases List

FIRST BAB dealer co-operative
advertising releases produced espe-
cially for television stations are
currently being mailed to member
stations. '

Seven manufacturers are named
who share time costs with their
dealers for local video advertising,
and one advertiser is listed who
produces filmed commercials com-
plete with tie-in identification for
local merchants. The TV service
is identical to the five-year old AM-
FM format. The services for TV
and AM-FM operate on a continu-
ing basis. Details on advertisers
who have cooperative policies are
released as rapidly as verified by
BAB.

also are to be provided to Sche-
nectady and Utica, FCC said. Cost
of this installation, covering some
290 channel miles, is estimated at
$1,055,000. Coaxial service already
is provided between New York and
Albany.

One TV channel is to be provided
from Richmond to Norfolk, in-
volving four relay stations, at
estimated cost of $635,000. Dis-
tance is 85 channel miles. Rich-
mond already receives network TV
service via Washington.

Ready for Grid Season

‘The Madison, Wis., to Milwaukee -

link is expected to be completed
in