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IN THE WORDS OF THE LISTENERS:

From New Ross, Indiana:

"Sure do appreciate your
weather forecasting, as we
s can plan our work as the
. weather permits.”

Faoar

From Grand Rapids, Michigan:

"We own a greenhouse and vegetable
farm. Our planting of crops is
oftimes determined by your weather
broadcasts." |

From Guntown, Mississippi:

"We listen to your weather fore-
casts every morning....being a

farmer and dairyman, we are very
much interested in the weather."

From Route 1, Ipava, lllinois:

"We are farm folks down in Central
Illinois...and we always are all
ears for the weatherman."

22 years of THESE FEW EXCERPTS FROM WLS MAIL SHOW THE
broadcasting SERVICE VITAL IMPORTANCE OF OUR LONG-ESTABLISHED
SERVICE DIRECT FROM THE WEATHER BUREAU,
5:55 TO 6 AM. THIS IS SUPPLEMENTED BY WEATHER
FACTS ON EVERY NEWS PERIOD, WITH TEMPERATURE-
HUMIDITY AT HALF-HOUR INTERVALS.

The
PRAIRIE
FARMER

N A Cloar, Chrammel Stad

President

SLENR SNYDIR
Konoger

50,000 watts, 890 KC, American Affiliate. Represented by JOHN BLAIR & COMPANY. Affiliated in Management with
KOY, Phoenix, and the ARIZONA NETWORK — KOY, Phoenix KTUC, Tucson KSUN, Bisbee-Lowell-Douglas




The rules of tennis do not limit a
player to one serve. If the first ball
slams 1nto the net, the player has still
another chance to score an ace.

It's the same with newscasting.
Newscasters who use International
News Service are not restricted in scope
—they have the widest choice of news
from which to build a distinctive and
superior program that is high in audi-
ence appeal and individuality.

When you have INS you have the
power of selection from the most
brilliant and complete news coverage
available anywhere. You get ALL the
news from all over the world, written
so that it may be read easily, with all
the human interest that builds a great
radio audience. Take what is most suit-
able for your needs and the news needs
of your audience. Then, as each news-
cast time arrives, you— like the tennis
player—are not limited to just one serve.

INTERNATIONAL NEWS SERVICE




THE LAMD
LIGHTER |

ODAY, as in the past, New Eng-

land has its lamp lighters in a few
localities, retained because of tradi-
tion. For tradition, in New England,
is stronger perhaps than in any other
part of the country.

The local community, the bank, o
church, town hall and its own radio |
station are linked together tradition- HE G SR
ally.

The Yankee Network, in turn, with
its 23 local hometown stations, serves
these key communities as only local
stations can serve them —linking them
together to form New England’s
greatest radio market.

For over all coverage, with direct
impact in each trading area, Yankee
is your only buy.

Aeceptance <o THE YANKEE NETWORK’S Fowndation

THE YANKEE NETWORK, we

Member of the Mutual Broadcasting System

21 BROOKLINE AVENUE, BOSTON 15, MASS. EDWARD PETRY & CO., INC., Exclusive National Sales Representative

Published every Monday, 53rd issue (Year Book Number) published in February by BROADCASTING PUBLICATIONS, INC., 870 National Press Building, Washington 4, D. C.!
Entered as second eclass matter March 14, 1933, at Post Office at Washington, D. C., under act of March 3, 1879. - 8



“(Clos;%rcuii

PRESIDENT Truman’s continuing interest in
radio soon will be manifested in most tangible
way. Vehicle for event should be NAB Board
of Directors meeting this week in Washington.

RADIO wiseacres last week were predicting
return of Paul A. Porter to FCC chairmanship
as soon as Senate acts on life or death sen-
tence bf OPA. But odds were still on his
elevation to Government post possibly of sub-
cabinet rank should he leave OPA.

WILL proposed sale of KQW San Francisco
by Bruntons to CBS for $950,000 cash go
through? Long pending case already has been
tentatively decided and it looks like no dice.
FCC thinking is CBS owns seven rather than
six stations, contending that WCAU Philadel-
phia, while controlled by Levys nevertheless
is inteﬁlocked in CBS ownership by virtue of
Levy holdings in CBS and Paley holdings in
WCAU. Unwritten rule on six station limi-
tation gseems to be guiding FCC policy

CONGRESSIONAL leaders on both sides re-
ported souring on radio—particular some net-
works whose commentators, they say, are
“spouting OPA propaganda and not attempt-
ing to report news objectively.” One high-
ranking Congressman said: “We're fed up
with the complete subversion of radio by the
bureaucrats.” He holds radio responsible, he
said, “since the Communications Act gives to
broadcasters sole responsibility of programs.”
Rep. A. L. Miller (R-Neb.) in House charged
Economic Stabilizer Bowles, OPA Administra-
tor Porter “and a half-dozen radio commen-
tators who depend upon Government for their
inside information” have not been ‘“telling the
people the truth” regarding OPA and price
controls.

J. CEASAR PETRILLO, despite his chastise-
ment by Congress, and his most recent defiance
of new law, is still performing abroad as well
as at home. Even before new 250 w ZBM
Hamilton, Bermuda, got on air (it starts May
12) President Petrillo himself, in person, ex-
acted fee of $5,000 a year from Cole E. Wylie,
operating head, before permitting clearance of
network or transcribed program to Britain
Dominion station.

EVIDENCE that United States Network
project is still active seen last week in proffer
of presidency to well known veteran western
broadcaster who is now carefully surveying
financial backing and long range prospects.
Word on whether it is or isn’t deal is ex-
pected within next week or so after return of
Bernard B. Smith, New York attorney and
proposed board chairman, from trip to Europe.

DON’T write off FCC general counselship
as closed incident, despite appointment of
Benedict P. Cottone as acting chief. With
broadcast matters paramount, there’s strong
sentiment for man trained in such affairs
to head up department. In addition to acting

(Continued on page 90)
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U/acoming

May 6-7: Board of Governors,
Broadcasting Corp., Chateau Frontenac,
Quebec, Que.

Canadian

May é-8: NAB Board of Directors, Statler

Hotel, Washington.

May 9: FMB| Board, Mayflower Hotel, Wash-
ington.

May 9-10: NAB Research Committee, Statler
Hotel, Washington.

May 10: NAB FM Executive Committee, Statler
Hotel, Washington.

(FCC Hearings Schedule page 83.)

Bulletins

BID FOR HIGHER POWER was made by
WOAI San Antonio, 50 kw NBC affiliate, at
FCC clear channel hearings Friday afternoon
as third week of proceedings ended. Hugh
A. L. Halff, president and manager, said sta-
tion had previously applied for 750,000 w and
is “anxious and willing to increase power”
to improve service to listeners. Commission
was told by Paul D. P. Spearman, counsel for
Regional Broadcasters Committee, that re-
gional group would supply several engineers
to assist in preparing data necessary for testi-
mony at clear channel hearings to begin July 1.

OPA order coming out soon expected to in-
crease manufacturers’ prices of all radio
receivers 89, it was learned at OPA Friday.
On new models to come out in future, prices
will be increased from 159 over 1941 level
to 25% on sets under $13 at factory; $13-335
sets, from 129% to 20% over 1941; above $35,
10%9% to 17% 9% over 1941. OPA announced
Friday maximum markups for new and used
radio receiving and sending sets sold by any
U. S. agency or contractor out of war surplus.
Prices about same as retail ceilings.

VICTOR O. WATERS, special assistant to At-
torney General in Anti-Trust Division in
charge of radio, music and entertainment mat-
ters, is in Washington hospital following
heart attack suffered last week. Tuesday he
had argued case before Supreme Court. Mr.
Waters, 37, handled ASCAP consent decree for
Government. His condition is serious.

STRAIN

REVERTING to his old research habits,
CBS President Frank Stanton has pre-
pared an executive strain chart, showing
just how much load an executive can
carry before he weakens under strain
and law of diminishing returns begins
to funection. Chart may result in some re-
alignment of top CBS personnel.

Business Briefly

GUILD REPLACEMENT @ United States
Steel Corp., New York, June 9 for 13 weeks
starts a full-hour mystery program replacing
The Theatre Guild of the Air, ABC, Sundays,
10-11 p. m. Details to be announced later.
Agency BBDO, New York.

C. & S. SUMMER SHOW @ Standard Brands,
Inc. (Chase & Sanborn coffee) negotiating with
Alec Templeton as a summer replacement for
Charlie McCarthy show, NBC, Sunday, 8-8:30
p. m. Agency, J. Walter Thompson Co., New
York.

PREAKNESS SPONSOR @ Emerson Drug
Co, Baltimore (Bromo Seltzer), May 11 will
sponsor 56th running of Preakness, major turf
event, on 130 NBC stations, 5:45-6:15 p. m.
Agency, BBDO, New York.

SINCLAIR SPOTS @ Sinclair Refining Co.,
New York, started 1000 station break an-
nouncements on WOWO KYW WMAQ WTAM
and WRC. More stations expected to be added
this week. Agency, Hixson-O’Donnell Adver-
tising Inc., New York.

RADIO TO FIGHT FOR FREEDOM
OF SPEECH, INSTITUTE TOLD

BROADCAST industry will take militant
stand on behalf of freedom of speech, Justin
Miller, NAB president, told 16th Institute for
Education by Radio at Friday night panel in
Columbus, O. He said it will not docilely con-
sent to program censorship.

Others on panel were Comr. Clifford J. Durr,
FCC; H. B. McCarty, WHA Madison; Nathan
Straus, WMCA New York; Davidson Taylor,
CBS. List of awards on page 81.

Mr. Straus offered four-point program to
stop over-commercialism. He said broadecasters
are not meeting their postwar obligations and
called FCC Blue Book “fair, and dealing with
the most part in facts and statistics.”

Mr. Durr said radio’s course in next few
yvears depends on extent to which it is willing
to grant freedom to technology to tear down
economic barriers to competition and progress.
None of FCC Blue Book, allegations, he said,
have been challenged.

COMMEMORATIVE PROGRAMS
TO MARK V-E ANNIVERSARY

FIRST anniversary of V-E day will be cele-
brated by networks and independent stations
on commemorative programs. CBS has set five
programs on Feature Story broadcasts, May
6-10, entitled One Year After. Series will
be heard 5-5:15 p. m., originating on different
days from Paris, Egypt, Holland, London,
Italy, Balkans, Germany and Moscow.

ABC will present Operation Victory, May
8, 10:30-11 p. m. with Walter Kiernan as nar-
rator. Program will include recorded portions
of statements by Allied leaders.

NBC plans broadcast from schoolhouse in
France where peace was signed.

BROADCASTING o Telecasting



WSB Atlanta NBC
WBAL Baltimore NBC
Rumpel-Stilts-Kin—the little fellow who could WNAC  Boston MBS
WICC Bridgeport MBS
spin gold out of straw—had nothing on radio. WBEN  Buffalo NBC
WGAR Cleveland CBS
. , . WFAA Dallas NBC
Yes, just as Anderson’s Fairy Tales gave the WBAP  Fort Worth NBC
. . . . : KGKO Ft. Worth, Dallas ABC
world the magic of Rumpel-Stilts-Kin so radio gives A e CBS
] ‘e (] i Bs
countless advertisers th f n - MR R etrot ¢

s the formula for turning ordi WHTD  Hortford TABS
nary circumstance into golden opportunity. KPRC ~ Houston REYS
WDAF Kansas City NBC
KFOR Lincoln ABC
Nor is there any magic in making radio work for KARK Little Rock NBC
. KFI Los Angeles NBC
you. Spot radio fits any budget, large or small. It WHAS  Louisville CBS
. e . . . . i . WLLH Lowell-Lawrence MBS
can force distribution, fit distribution or sell an insti- WTM)  Milwaukee NBC
. 5 KSTP Mpls.-St. Paul NBC
tutional idea. WSM  Nashville NBC
WSMB New Orleans NBC
Strong stations bought individually, anywhere, WTAR  Norfolk NBC
KOIL Omaha ABC
any time—that’s spot radio. KGW  Portland, Ore.  NBC
WEAN Providence MBS
WRNL Richmond ABC
] KSL Salt Lake City CBS
WOAI San Antonio NBC
KQwW San Francisco CBS
KOMO  Seattle NBC
KTBS Shreveport NBC
REPRESENTED NATIONALLY BY KGA — Spokane ABC

| WMAS  Springfield - CBS
ﬂ WAGE  Syracuse ABC
KvOO Tulsa NBC
* Kk * kX KFH Wichita CBS
" . WAAB  Worcester MBS
NEW YORK * CHICAGO - LOS ANGELES THE YANKEE AND TEXAS

DETROIT - ST. LOUIS - SAN FRANCISCO QUALITY NETWORKS
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At Washington Headquarters

SOL TAISHOFF
Editor and Publisher

In 1939 and 1940 Boeing Aircraft in Seattle employed about 4,000 EDITORIAL
; o q o ROBERT K. RICHARDS, Editorial Director
people, and produced 12 Clippers and 9 Stratoliners. Today, this Art King, Managing Editor; J. Frank Beatty,
. . Bill Bailey, Aasoci-a,te Fditorg: Fred Fitzgerald,
company has peace-time orders totaling $126,000,000. Employment Asst. to the Managing Editor. STAFF : Jack Levy,
; ing’ le plantis 8.600, and within a f hs will be 14.000 Zurhorst, Aders Porter, Marearer Biboss: Bloenary
orst, e 0 , Margare 3 ean
in Boeing's Seattle plantis 8,600, and within a few months will be 14, B o marter, Margaret Elliott, X
. . . this is more than 3 times as many as in any pre-war year! BUSINESS
o q q 9 . e MAURY LONG, Business Manager
Orders from Pan-American Airways, Swedish Intercontinental Airlines, Bob Breslau, Adv. Production Manager; Harry
. o 1. . 1. . Stevens, Eleanor Schadi, Cleo Kathas. .
American Airlines and Northwest Airlines for 42 new Stratocruisers at AUDITING: B. T. Taishoff, Irving C. Miller,
a cost of $56,000,000 are augmented by military orders totaling CIRCULATION AND READERS' SERVICE
$70,000,000! BERNARD PLATT, Director
; !

Frank Bannister, Dorothy Young, David Acker-
man, Leslie Helm, Pauline Arnold.

Production has already begun and delivery of the Stratocruisers will PROMOTION: Winfield Levi,

begin late this year or early in 1947. This is not a war baby. . . air travel
NEW YORK BUREAU

and aircraft manufacturing are here to stay. The aircraft industry's 950 Park Ave. PLaza 5-8355
. q . q 9n g Qg ; . N York Ed-
payroll in the rich Seattle market is big. .. it is continuing to grow. Hor: Bawin H Tamen aom e Port moite

Florence Small, Dorothy Macarow, Patricia Foley.
KIRO is the only 50,000 watt station in this rich market. . . it brings Columbia Programs ADVERTISING: S. J. Paul, New York Adver-

to Seattle, Tacoma, and the prosperous surrounding country of the Pacific Northwest. tising Manager; Martin Davidson.

CHICAGO BUREAU

360 N. Michigan Ave. CENtral 4115
Fred W. Sample, Manager; Jean Eldridge.

THE PACIFIC NORTHWEST'S HOLLYWOOD BUREAU

MOST POWERFUL STATION 6000 Sunset Boulevard, HEmpstead 8181
\ David Glickman,. Manager; Ralph G. Tuchman,
SEATTLE so,ooo thfs Helen Jean Tobias
1 710 k TORONTO BUREAU
TACOMA c 417 Harbour Commission Bldg. ELgin 0775
C B s James Montagnes, Manager.
Y |

BROADCASTING Magazine was founded in 1931 by

%7 ’ s . Broadcasting Publications Inc., using the E‘itleﬁ
ﬂzcepzd'é’,% m&a@ BROADCASTING—The News Magazine of the Fift
Represenfed by Estate. Broadcast Advertising * was acquired in

FREE and PETERS II‘IC 1932 and Broadcast Reporter in 1933.
4 o * Reg. U. S. Pat. Office

Copyright 1946 by Broadcasting Publications, Inc.

SEATTLE, WASH.

SUBSCRIPTION PRICE: $5.00 PER YEAR, 15¢ PER COPY
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WORK CLOTHES

make payrolls
for the

% NASHVILLE

ared

Ten million dollars worth of work clothes are made here each year-—and payrolls
of this, and many other, well-established industries help make the Nashville area

one of the nation’s most stable markets .

. . One million people with a spendable

income of over 800 million dollars yearly are a rich market for your quality prod-
uct. . . . The primary area of WSIX effectively covers the Nashville market area

with the top-rated programs of both American and Mutual Networks. .

. . Cover

this prosperous territory with a message broadcast economically over WSIX.

WSIX gives you all three:
Market, Coverage, Economy

5,000 WATTS
980 KILOCYCLES

Represented Nationally by
THE KATZ AGENCY, INC.

AMERICAN and MUTUAL

BROADCASTING e Telecasting
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——> AND 67% OF THE TIME FROM 6:00 A. M.
TO MIDNIGHT (YES—INCLUDING ALL THE BIG
NETWORK SHOWS), WAAT HAS AN AUDIENCE IN

NORTH JERSEY EQUAL TO OR EXCEEDING ONE OR

MORE OF THE FOUR NEW YORK NETWORK STATIONS |

Source: The Pulse of North Jersey

———> AND THAT’S ANOTHER REASON WHY:
WAAT DELIVERS MORE LISTENERS PER DOLLAR
IN AMERICA’S 4th LARGEST MARKET* THAN ANY

OTHER STATION —INCLUDING ALL 50,000 WATTERS!

*%Do you realize this market

contains over 3% million

970 KC W
NEWARK,
N. ’.

people; more than these 14
cities combined: Kansas
City, Indianapolis, Roches- | ‘
ter, Denver, Atlanta, Toledo,
Omaha, Syracuse, Rich-
mond, Hartford, Des Moines,

Y

(National Representatives: Radio Advertising Co.)

Spokane,Fort Wayne, Dallas.

 “DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY”

BROADCASTING e Telecasting May 6, 1946 o Page
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into your local
jopulation pool with an

NBC-Recorded show

ONE for the money . .

There’s no better buy than an NBC-Recorded Program . .
built for the advertiser with bigideas . . but a limited budget.

TWO for the show. .

Choose an NBC-Recorded Program for all-around quality
. . produced like a network show with radio’s finest talent,

skilled NBC directors, full-range Orthacoustic recording.

THREE to make ready . .

Write, wire or phone for audition records of any of the

outstanding shows on this page.

FOUR to go . .

With the addition of your own commercials . . your new
NBC-Recorded show will bring a round of applause from

the listeners in your town.

TWENTY-ONE DIFFERENT NBC-RECORDED
SHOWS TO CHOOSE FROM . . HERE ARE SOME:

MERCER McLEOD . . THE MAN WITH THE STORY—actor,
writer, world traveler, colorfully dramatizes strange tales.

Schedule: 2 quarter-hours a week
Available: 26 weeks of broadcasting

ALLEN PRESCOTT . . THE WIFE SAVER — hilarious antics
of Mrs. Housewife’s favorite household adviser. Songs by
Brad Reynolds.

Schedule: 3 quarter-hours a week
Available: 52 weeks of broadcasting

PLAYHOUSE OF FAVORITES—the famous stories of famous
authors put into vivid dramatic form with “name” talent
of stage, screen, radio.

Schedule: 1 half-hour a week
Available: 52 weeks of broadcasting

ART VAN DAMME QUINTET WITH LOUISE CARLYLE—a jet-
propelled musical that jumps with the rhythms of
America’s greatest accordionist and the songs of lovely
Louise Carlyle.

Schedule: 3 quarter-hours a week
Available: 26 weeks of broadcasting

A Service of
Radio Corporation
of America

Radio-R

RCA Building, Radio City, New York « Chicago  Washington « Hollywood « San Francisco

fing Division

DISTRIBUTED IN CANADA THROUGH ALL-CANADA RADIO FACILITIES, TORONTO, ONTARIO



1§ our husiness...

The other day the School of Business and Civic Administration of The City College of New York
announced the winners of its second annual National Radio Awards for program creation and
promotion. And again, as in Variety’s recent “Showmanagement” awards, CBS clearly demon-
strated that leadership is no accident.

For the outstanding entry in each of five classifications, an impartial and professional jury
conferred a major plaque award. Three went to CBS: one to a Columbia-owned station, another
to an affiliate, the third to the Columbia Pacific Network.

The jury then presented 18 Awards of Merit. Columbia broadcasters won six.

Only one award was issued for “the most effective public service radio program developed
by a national network.” It went to CBS, for Assignment Home, the notable series concerning the
problems of veteran readjustment.

Finally, the judges awarded five certificates of Honorable Mention. Columbia-affiliated
stations won three.

To our blushing but worthy affiliated and CBS-owned stations we offer our heartiest con-

gratulations. To The City College of New York and its discerning awards committee go our

thanks and our pledge to maintain the standards they encourage.

The specific citations:

[

Plaques:

WCAU (CBS affiliate in Phil-
adelphia) “for its public service
| program, Crusade for Better Drink-
ing Water.” (Also an Award of Merit.)

WEEI (CBS in Boston) “for its promotion of
the public service program, Life to the Front.”
(Also an Award of Merit.)

COLUMBIA PACIFIC NETWORK “for its
all-over regional network promotion.” (Also an
Award of Merit.)

Qgﬁi Awards of Merit:

{:ﬁ/ . CBS—“for the most effective pub-
< lic service program developed by a
national network, Assignment

Home.”

WGAR (CBS affiliate in Cleveland) “for the
most effective direct-selling sponsored program

developed by a clear channel station, Serenade for
Smoothies.”
KMBC (CBS affiliate in Kansas City) “for the

most effective all-over station promotion by a
regionul station.”

- KFH (CBS affiliate in Wichita)
~ “for an unusually effective public

3

¥ . service program developed by a
regional station, Citizens of Tomorrow.”

KLZ (CBS affiliate in Denver) “for an un-
usually effective public service program devel-
oped by a regional station, W elcome House.”

KSL (CBS aff. late in Salt Lake City) “for an
unusually effective public service program devel-
oped by a clear channel station, This Business of

Farming.”

this is CBS...THE COLUMBIA BROADCASTING SYSTEM



MONTH AFTER
MONTH

Month after month,
FOR brings listeners
in Lincoln's tradz area
nl‘ore public interest
and special event pro-
grams than any other
station. That's because
KFOR is the only sta-
tion programmed spe-
cifically for Lincoln.

KFOR advertisers know
this  public interest,
plus basic ABC and
Mutual affiliations,
pays off. They know
CONTINUOUS, WELL-
PLANNED public inter-
est on KFOR holds a
big, steady audience
in Nebraska's second
market.

i
N

“? LINCOLN

| Nebraskd

“Webraska's
Capital City
Station”

GORDON GRAY, General Mgr.
HARRY PECK, Station Mgr.

BASIC AMERICAN;
MUTUAL NETWORKS
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Represented by Edward Petry Co., Inc.
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Feature of the Week

(Story on clear channel hearings on page 18)

SMELL effects and sound effects—
absolutely unintended—furnished
an exciting accompaniment to testi-
mony presented last Wednesday by
WLS Chicago at the FCC clear
channel hearings. Arthur Moore,
editor of the Prairie Farmenr,
which owns the station, had been
telling of WLS services to live-

'stock producers at the time of the

Chicago stockyards fire in 1934
when, suddenly, the smell of smoke
came into the Archives auditorium,
where the hearing was being held.

Hitler’'s Will?

Commissioner Hyde, presiding,
suggested this might be a good
time for the usual morning recess
from the richly panelled “no smok-
itg” auditorium. As the partici-
pants puffed on cigarettes in the
lobby, someone speculated that per-
haps Hitler’s will, on display in
the building, was being burned,
with the resultant odor.

However, the hearing resumed
following the intermission and
Arthur C. Page, WLS farm pro-
gram director, took the witness
stand. The noon hour was approach-
ing. Mr. Page, who conducts Din-
nerbell Time on the station, had

been testifying that campaigns on
the program in behalf of fire pre-
vention had brought successive
awards last year and this year
from the National Board of Fire
Underwriters.

He had hardly finished with the
word “fire” when the clanging of
gcengs was heard in the auditorium.
In a few moments an Archives at-
tendant asked that the room be
vacated and participants descended
to the outside of the building where
four fire companies had gathered.
Their presence was precautionary,
the alarm being sounded because
of smoke, afterward discovered to
have been spread by the air condi-
tioning system when a motor over-
heated.

On the sidewalk, Commissioner
Hyde adjourned the “hearing”
until the usual afternoon time at
2 p. m. It was the second time in
Commission history that a pro-
ceeding had been interrupted by
fire. Several years ago, a match
carelessly thrown into a waste bas-
ket containing acetate shavings
from a recording machine had
caused a blaze which forced a short
recess.

Sellers of Sales

is one of those few fortu-
nate ex-Army men who con-
siders his Army duties as
being well suited to him—for his
GI career laid the foundation and
was - largely responsible for his
present post as radio director of J.
Walter Thompson Co., Chicago.
When Hal was
commissioned a cap-
tain in the Army
Air Forces in July
1942, most of his ex-
perience had been
in publicity and pub-
lic relations. He was
assigned to War
Dept. Bureau of
Public Relations in
Washington, and
handled production
on many of the AAF
radio programs.
One of these was
Wrigley’s Melody
Ranch, then known
as America in the
Air. Through his

I I AROLD BANDOW RORKE

work on the show he Hal

made many contacts

at J. Walter Thompson Co., Wrig-
ley’s agency for that series. In June
1945, when he was placed on in-

active status as lieutenant colonel,
the agency immediately snapped him
up to replace radio director Tyles
Davis, who left the agency and
moved to New York. In December
1945, he was awarded the Legion

of Merit by Gen. H. H. Arnold,
Commanding General, AAF, for his
work on America in the Awr and
for other services to the AAF.

Hal is now juggling the radio
budgets for ten accounts: Swift &
Co., Chicago; Parker Pen Co.,
Janesville, Wis.; The Seven Up

Co., St. Louis; Elgin Watch Co.,
Elgin, 1Ill.; Libby,
McNeill & Libby,
Chicago; Kraft
Foods Co., Chicago;
Bowman Dairy Co.,
Chicago; The Toni
Co., Minneapolis
(home permanent
waves); Northern
Trust Co., Chicago;

Cole Milling Co.,
Chester, I11.

A native of Chi-
cago, Hal was born
May 26, 1903. Fol-
lowing his gradua-
tion from Senn High
School in 1920, he
moved with his fam-
ily to Los Angeles
and enrolled at Stan-
ford U. After two
years Hal interrupted his schooling
to go to Japan and China.

A friend got him a job as ordi-
nary seaman on the S.S. President
Wilson. Hal was assigned to take
care of five passengers—bovine.

Hal returned to college after his
trip and received his A.B. degree
in 1925. After a brief period

(Continued on page 73)
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BILL ANSON IS CHOICE
OF ADVERTISING MEN!

AGENCIES, PRESS, SELECT
NEW KFWB DISC-JOCKEY

In the most precedent-shattering event in the

history of Radio, Warner Bros. KFWB placed the selection
of a Personality in the hands of Los Angeles and Hollywood
Advertising Agency and trade press representatives! BILL
ANSON, Chicago’s leading record-show conductor, was
elected to take over the West’s No. 1 Disc-Jockey spot, at
the KFWB dinner, April 24, in the Embassy Room of the
Ambassador Hotel. Anson topped a field of more than 100
applicants for the maestro’s job on the three and one-half
hour Record Show, now in its 13th consecutive year on
KFWB! The field was narrowed down, by a series of elimi-
nations, to 7 of the nation’s leading platter personalities

for final selection via live auditions, piped into the banquet

hall by direct lines from New York, Chicago, Philadelphia,

Shown viewing a blowup of Bill Anson, with Robert Alda, Warner Bros. star, -
(right front) and Harry Maizlish, general manager of KFWB (next to Alda) are ond ofher ClICss
members of the agencies who counted the ballots: first row, left to right: Norman

Boroughs, Essig Co.; Wanda Herndon, Tide Magazine; Jack Smalley, Smalley &

Levitt; standing: M. W. Shackelford,
Lockwood Shackelford Agency; J. B.
Kiefer. Sixth committee member, miss-
ing from the photo was Jack Morse,

Dan B. Miner Agency.

Here are the ad men and women who
selected Bill Anson! Scene is the Em-
bassy Room at the Ambassador Hotel,

Los Angeles, where KFWB’s precedent-

shattering national avdition was held.
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CHICAGO: 180 N. Michigan NEW YORK: 444 Madison Ave. DETROIT: 645 Griswold Si. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg."

A LITTLE EXTRA EFFORT
OFTEN GETS A BIG RESULT?

Vet t b

@ Yessir, extra effort is our specialty, here at F&P. Extra foot-

work, when that’s needed, of course. But the goods we specially ALBUQUERQUE

BALTIMORE
BROWNSVILLE
BUFFALO
CHARLESTON, S. C.
CINCINNATI
COLUMBIA, S, C.
CORPUS CHRISTI
DAVENPORT

DES MOINES
DULUTH

FARGO

HOUSTON
INDIANAPOLIS
KANSAS CITY
LOUISVILLE
MINNEAPOLIS-ST, PAUL
OKLAHOMA CITY
PEORIA-TUSCOLA
PORTLAND
RALEIGH
ROANOKE
ST.LOUIS
SEATTLE
SHENANDOAH
SYRACUSE
TULSA

like to deliver are the ideas, the creative salesmanship, the
extra headwork that makes spot-broadcasting so overwhelm-

ingly more effective and profitable for radio advertisers.

If you’re looking for top-notch locally-produced shows—with
audience ratings that bring cost-per-thousand-listeners way,
way down—give us a ring. We will present all the facts about

these shows that get big results!

FREE & PETERS. i~c.

Pioneer Radio Station Representatives
Since May, 1932

EXCLUSIVE REPRESENTATIVES:

KOB

wWCBM

KVAL

WGR-WKBW

WCSC
WCKY
wis
KRIS
wocC
WHO
KDAL
WDAY
KXYZ
WISH
KMBC
WAVE
WTCN
KOMA

WMBD-WDZ

KOIN
WPTF
WDB)J

KSD
KIRO
KMA
WFBL
KTUL -

and WRIGHT-SONOVOX, Inc.

Franklin 6373
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Plaza 5-4130 Cadillac 1880 Sutter 4353 Hollywood 2151

Main 5667
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Petrillo Orders Featherbedding Continued

AFM Must Not Play
Simultaneously

For FM, AM

INTENT on a quick court test of
the Lea Act, James Caesar Petrillo
has ordered members of his Ameri-
can Federation of Musicians to
continue the practice of feather-
bedding.

In a signed article on page 1 of
the April International Musician,
official house organ of the AFM,
Mr. Petrillo told his members they
could not play simultaneously for
AM and FM programs unless they
received dual pay. He told them
they could not play for television
broadcasts “until further notice.”
In the March Internationel Musi-
cian he had restated his prohibi-
tion against the broadcast in this
country of foreign musical pro-
grams except Canada.

On NAB Schedule

Meanwhile the NAB Board of
Directors has scheduled on its
agenda for its May 6-8 meeting at
the Statler Hotel, Washington, the
overall music problem in light of
the Lea Act and Mr. Petrillo’s de-
mands. The Industrywide Music
Committee, named last December,
will meet May 9 at the Mayflower
Hotel, Washington, to discuss fur-
ther steps. At a meeting April 15
in New York a joint subcommittee
of Dbroadcasters and the AFM
agreed to set up a permanent joint
committee to deal with future prob-
lems [BROADCASTING, April 22].

Without reference to the Lea
Act, which became law April 16
with President Truman’s signature
[BROADCASTING, April 22], Mr.
Petrillo warned his membership
that the AFM had “refused to ren-
der services for both AM and FM
broadecasting.” '

“At the present moment, our
ruling still stands, and we cannot
permit the services of our members
for both types of transmitters for
one fee,” wrote the music czar.

On the same page of the April
Musician was reproduced text of a
telegram which, on April 5, was
sent to locals in whose jurisdiction
network broadcasts originate and
to musical directors and booking
agencies engaged in network broad-
casting, warning that all contracts
or renewals other than for staff
orchestras “must be approved by
the Federation.” That order em-
braced “single instrumentalists,

BROADCASTING o

trios, and all types of instrumental
combinations, groups, orchestras,
bands, and leaders.”

Mr. Petrillo’s latest ultimatum
was construed in broadcasting cir-
cles as his first step to take the
Lea Act to the Supreme Court,
following earlier announcement by
Joseph A. Padway, AFM counsel,
that constitutionality of the Act
would be tested.

“The FCC at one time ruled that
broadcasters were not permitted to
use the same program on AM and
FM stations,” Mr. Petrillo in-
formed his members. “Later, this
same Commission reversed itself

and it is now possible to send the
same program over both types of
broadcasting stations. However, the
AFM, unlike the FCC, did not
change its mind, and we refused to
render services for both AM and
FM broadcasting.”

FCC Rules Revised

[Eprror’s NOTE: Originally FM
Rules & Regulations (3.261-b)
provided that each FM station must
devote a minimum of two hours
daily—one before 6 p. m. and one
after 6 p. m. to programs not
duplicated simultaneously on stand-
ard or other FM stations in the

same service area. After hearings
a year ago on revised Rules &
Regulations, however, the FCC de-
cided not to include the duplication
rule in the present regulations.]
Mr. Petrillo charged that a “howl
went up from all the stations as
well as the FCC” that the AFM
was “retarding progress and hin-
dering the development of FM.”
“Here we found ourselves in a
position of adhering to an original
ruling made by the FCC, and, as I
said before, the FCC changed its
mind, then found fault with us for

(Continued on page 75)

King-Trendle to ABC for $3.650,000

Expansion Plan Must

Have Approval
0f FCC

AMBITIOUS PLANS of Ameri-
can Broadcasting Co. to broaden its
operating base took tangible form
last week with the formal an-
nouncement by Edward J. Noble,
board chairman and principal
stockholder, that he had completed
negotiations for purchase of
King-Trendle Broadcasting Corp.
(WXYZ Detroit, WOOD Grand
Rapids and Michigan Radio Net-
work) for $3,650,000. The transac-
tion, insofar as acquisition of the
stations is concerned, is subject to
FCC approval.

Confirming in almost every par-
ticular the report published in last
week’s BROADCASTING, Mr. Noble
made his announcement at St.
Catherine’s Island, Ga., last Thurs-
day, where he was host to the ABC
Stations Planning and Advisory

Committee meeting with ABC of-

ficials. The transaction is related
to the planned sale by ABC of
about 1,000,000 new shares of
stock for approximately $15 a
share, to raise $15,000,000 for net-
work expansion not only in AM
facilities but in television and FM
[ BROADCASTING, April 29].

The overall King-Trendle pur-
chase is second only in magnitude
to Mr. Noble’s purchase of the
erstwhile Blue Network in 1943
from RCA-NBC for $8,000,000. Mr.
Noble, however, has announced his
intention of selling WOOD, 5,000-
watt regional now on NBC, and it
has been offered to a number of

Telecasting

-

Mr. Campbell

firms for a figure in the neighbor-
hood of $1,000,000.

Agreement on the transaction
was reached by Mr. Noble and his
advisors with George W. Trendle,
president, and H. Allen Campbell,
secretary and general manager of
King-Trendle, on April 28, subject
to approval of the respective
boards. Final approval came last
Tuesday. The Avco procedure of
advertising the transaction for 60
cays to give others the opportunity
to meet the ABC terms, will be fol-
lowed.

Stock Offer

Meanwhile, formal word is
awaited on the ABC stock offer,
which will be handled through Dil-
lon, Read & Co., and a nationwide
group of investment bankers. ABC
affiliates already have been notified
of the planned sale and have been
invited to participate in it. It was
reported that the same stock would
be offered affiliates at $14 per

Mr. Noble

Mr. Trendle

share, instead of the $15 figure for
public sale.

The outcome of reported conver-
cations with Bing Crosby to acquire
an ownership interest in ABC was
still unknown last week. These re-
ports were that Crosby had been
invited to take over a regular 15-
minute strip on ABC and that he
would be paid in ABC stock as a
tax-savings measure, since his in-
come from other sources placed him
in the maximum brackets anyway.

Actually ABC would acquire
King-Trendle as a going concern,
taking over its present assets.
These are understood to include
about $750,000—a half million in
cash and some $250,000 in accounts
receivable. That would mean a
stripped price of something less
than $3,000,000 for the two sta-
tions, their physical assets, land
and leaseholds, as well as the good
will attending the MRN, feeding]
programs to seven additional sta-

(Continued on page 74)
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Recording ldentification Rule Studied

American Time Change
Plans Brings
Waiver

REEXAMINATION of the rule
requiring station announcement of
recordings and transcriptions to
determine  whether  permanent
changes should be adopted, will be
made by the FCC within the next
30 days.

Disclosure of such action was
made by the Commission last Mon-
day in granting a 30-day waiver
of the rule to ABC to permit the
network to carry delayed broad-
casts by transcriptions to main-
tain program schedules in -cities
which have not adopted daylight
saving time.

The waiver is applicable only
when the off-the-line recording is
made by ABC at Chicago or Holly-
wood and is broadcast one hour
later by stations operating on
standard time. It is also required
that stations carrying the delayed
broadcasts must make an appropri-
ate announcement at least once a
day that some or all of the pro-
grams are transcribed. The waiver
iIs not applicable where an in-
dividual station makes an off-the-
line recording.

Time Question

In requesting the waiver, ABC
advised the Commission that dur-
ing the period from April 28 to
Sept. 28 some of its affiliates will
be operating on daylight time
while others are on standard time
and that the network would record
practically all of its programs at
Chicago| and Hollywood and then
feed various legs of the network
from records an hour later. The
network represented that announce-
ment of such programs as tran-
scribed, the Commission said,
“would be unduly repetitious and
Hnnecessary since these programs

Three Increase Rates

THREE basic MBS affiliates which
were recently granted construction
permits for 5 kw have announced
new rate increases effective May 1.
KQV Pittsburgh has increased its
basic rate per hour from $240 to
$340, WLOL Minneapolis from
$200 to $275 and WOL Washington
from $200 to $240. All current Mu-
tual advertisers are protected for
one year against the new rates.

Cudahy Switch
CUDAHY PACKING Co., Chicago,
has switched time period of Tena
md Tim on CBS Monday through
Friday from 2:45-3 p.m. to 11:30-
[1:45 a.m. CBS sustainer Time to
Remember, formerly heard in the
:1:30-11:45 a.m. period, has moved
0 2:45-3 p.m. period. Grant Adv.,
Chicago, handles Cudahy Packing
wecount.
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are in effect network programs.”

It was understood that the 30-
day test period was granted by
the Commission to determine what
effect would result from relaxation
of the rule and to provide a basis
of experience on which to consider
further changes. Whether a hear-
ing will be held will depend on
developments during the waiver
period, it was learned, with the
possibility that a proposed amend-
ment to the rule may be promul-
gated.

Mutual Makes Request

A similar request for a waiver
was made by Mutual. NBC and
CBS, which have strict policies
against the use of network tran-
scriptions, are re-arranging their
broadeast schedules to adjust to
differences occasioned by daylight
time.

A Commission source emphasized
that the waiver applies only to net-
work broadcasts. Use of transerip-
tions by stations must be identi-
fied as required under Section
3.407 of the FCC Rules Governing
Standard and High Frequency
Broadcast Stations. The rule was
amended last July to make it un-
necessary to identify each record
in a series interspersed with live
talent.

Long a subject of controversy,
the recording rule has been fought
by broadcasters as being too rigid.
Liberalization of the requirement

Petri Wine Replaces
PETRI WINE CO., San Francisco,
June 3 for 13 weeks replaces The
Adventures of Sherlock Holmes,
MBS, Mon., 8:30-9 p. m., with The
Case-Book of Gregory Hood.
Agency is Young & Rubicam, San
Francisco.

to permit identification at one hour
intervals was sought in 1944 when
NAB led a group of stations in
support of a proposed amendment
offered by the FCC in May of that
year. The amendment was designed
to eliminate constant repetition of
the recording announcement, par-
ticularly in the case of participat-
ing programs.

However, the Commission re-
jected the proposal and instead, in-
serted a provision emphasizing that
announcements must not give the
impression a recorded program con-
sists of live talent.

Network policies, except for rare
occasions, have prohibited record-
ings but affiliates or owned stations
have made transcriptions for later
broadcast. The war brought sev-
eral departures from policy, with
the nets breaking from tradition to
carry several war recordings, in-
cluding the dramatic D-Day re-
cordings of George Hicks of ABC
from London by pooled arrange-
ment.

Policy Broken

All networks broke policy to
rebroadcast President Roosevelt’s
radio talk after his return from

‘the Teheran conference. The Presi-

dent had made his talk in the after-
noon for the benefit of Middle East
listeners. The nets repeated the
broadcast in the evening.

Many stations recorded the net-
work broadcasts of the Roosevelt
funeral services at Hyde Park, re-
peating the programs during the
mourning period for the President’s
death. ABC, however, repeated
Baukhage’s famous broadcast of
the burial ceremonies three times
over the entire network. ABC has
been recording a number of its news

(Continued on page 76)
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“We operate only to local sunset.”

Salt Spots

MORTON SALT CO., Chi-
cago, May 6 begins live spot
campaign on more than 100
stations with contract for
four week period placed by
Hill, Blackett & Co., Chicago.

Gum Labs. Test

GUM LABS,, Clifton Heights, Pa.,
sponsor of Sweetheart Time on
MBS, Sun. 12:30-12:45 p. m.
(CDST), is to start extensive
campaign with transcribed jingles,
piacing through Makelin Assoc.,
Chicago. Agency has preliminary
test campaign on KONO WORL
WXYZ WMOB.

Kerr Glass Places

KERR GLASS Co., Los Angeles
(mason jars), with free canning
booklet offer, April 30 started for
10 weeks using weekly schedule of
spot announcements on 21 stations
nationally. List will be expanded in
May and June to include 54 addi-
tional stations as well as those of
New England Regional Network.
Agency is Raymond R. Morgan Co.,
Hollywood.

Chevrolet Video

CHEVROLET DIVISION of Gen-
eral Motors Corp., Detroit, will
sponsor a series of four consecutive
weekly commercial television broad-
casts in cooperation with ABC on
WABD New York. Format and
starting date of half-hour Tuesday
evening programs have not been
set. Agency is Campbell-Ewald Co.,
Detroit.

Expands Schedule

LUCKY TIGER MANUFACTUR-
ING Co., Kansas City, through its
agency, Merritt Owens Adv., that
city, this month expands its radio
schedule into several markets with
new programs. Firm currently is
using newscasts, musicals, station
breaks and one-minute announce-
ments on WCCO KLZ WAGA
WWL KGKO KNX WLW KMOX
KTRH KVOO WHS KCKN
KCMO KMBC KOAM KFH KANS
KFEQ KTOK KOMA [BROADCAST-
ING, March 11]. Further expan-
sion is planned for June.

Orange Campaign
MUTUAL ORANGE DISTRIBU-
TORS, Redlands, Calif. (Pure Gold
oranges), in a two to four-week
campaign, starting May 6, will use
varied schedule of transcribed chain
break announcements on seven
West Coast stations. List includes
KIRO KJR KXL KEX KJBS
KFRC KROW. This is in addition
to chain break announcement cam-
paign currently being conducted
by cooperative group in 18 major
southern and midwestern cities for
Pure Gold lemons [BROADCASTING,
April 29]. Agency is J. Walter
Thompson Co., Los Angeles.
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Radio Still Puts Public Service First

Ad Council Reports

Free Campaigns

During 1946

RADIO ADVERTISERS, networks
and stations are continuing their
public service activities as they did
in wartime, having given top prior-
ity to 18 major public service cam-
paigns the first three montls of
1946.

That’s the message contained in
the first quarterly report of George
P. Ludlam, radio director, The Ad-
vertising Council, titled “The First
100 Days.” The report shows that
120 national radio advertisers are
using their 200 network programs
to give wide coverage to campaigns
under the Network Allocation Plan,
and that 43 advertisers, sponsoring
60 programs, are taking part in the
National Spot Plan.

In addition to the 260 commercial
programs, the Radio Division of
AC schedules public interest sub-
jects regularly on 150 sustaining
network programs. Scores of local
and regional messages are handled
throughout the country by indi-
vidual stations.

Succeeded OWI

During the first quarter of 1946,
broadcast time contributed by ad-
vertisers and networks to the 18
major public service campaigns re-
sulted in more than four billion lis-
tener-impressions, equivalent to 40
messages per listener, according to
the AC report.

When the Office of War Informa-
tion was abolished last fall, the
Treasury Dept. and other Govern-
ment agencies asked The Advertis-
ing Council to take over where OWI
left off, at least through the 8th
War Loan. Mr. Ludlam, chief of the
OWTI Radio Bureau, was named Ra-
dio Director of the AC. Befcre the
end of 1945 a strong feeling de-
veloped among advertisers, agen-
cies and networks that a mechanism
so effective as the Allocation Plan
should not be dropped.

President Truman personally re-
quested the AC to continue its co-
operation. He established a special
division of the Office of Wazr Mobili-
zation & Reconversion te channel
informational activities of the 40-
some Government agencies and de-
partments, appointing Drew Dud-
ley to head the operation.

A special radio committee was
set up by the Council, composed of
H. W. Roden of American Home
Products Co.; Lee Bristol, Bristol-
Myers Co. and Stuart Peabody, The
Borden Co. It suggested a reduced
version of the Radio Allocation
Plan on a permanent basis and re-
ceived overwhelming support from
advertisers.

Under wartime schedules the
OWI asked every radio advertiser
to carry one message each four
weeks on weekly programs and one

BROADCASTING
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message fortnightly on three or
five-weekly programs, Since the
war ended, however, the Council
has reduced the frequency to once
every six weeks for weekly pro-
grams and once every three weeks
for thrice or five-weekly programs.

ARC Drive

In addition to the allocation plan
the Council set up a “Special Han-
dling” section for additional cam-
paigns. All-told the AC daily aver-
age of public service messages on
networks is 33.7, with 212.2 station
broadcasts of public service mes-
sages by national spot advertisers.

Heaviest radio report scheduled
by the Council in the first quarter

of 1946 was in behalf of the Amer-
ican Red Cross during March. That
campaign was given four weeks of
network and national spot alloca-
tions and additional “special han-
dling” support in February as well
as March. As a result the Red Cross
campaign brought 612,960,000 lis-
tener-impressions.

A breakdown by the American
Red Cross shows that in the 1946
campaign there were 846 network
broadcasts, making a total of 3,-
381,658,856 listener-impressions, as
compared to 590 broadcasts with

2,448,171,184 listener - impressions
in 1945. On Radio Day, March 1, the
Red Cross reported 213 broadcasts
and 611,956,170 listener impres-
sions. During March the Red Cross
reported 579 mnetwork broadcasts
making 2,769,702,686 listener-im-
pressions. Those figures were based
on actual monitored broadcasts,
said the Red Cross, suggesting that
another 20% could be added for
broadcasts missed by Red Cross
monitors.

In addition to the network broad-

(Continued on page 78)

sions.

three-month period.

tisers and networks.

The First Hundred Days

Public Service Advertising in Action

Report of The Advertising Council’s Radio Division

BETWEEN Jan. 1-March 31, 1946:

® 120 national radio advertisers and 43 national spot users sup-
ported the Council’s allocation plan.

® A total of 410 separate programs carried commercial and
sustaining public service messages.

® 18 major public service campaigns received network and na-
tional spot support totaling more than 4 billion listener- impres-

® In addition to advertiser cooperation, the four national net-
works participated in the allocation plan, contributing their
full facilities in support of 12 major campaigns during the

® The Red Cross campaign received top support, with 612,960,000
listener-impressions scheduled for March. Second was Economic
Stabilization; third, Homes for Veterans; fourth, Savings Bonds,

@ Cooperation of individual stations was secured through the
NAB, which distributed to stations throughout the country a
weekly digest of all public service campaigns carried by adver-

ABC Tests Plan for Daylight Savings

Program Schedules Hit
By Different City
Observances

(See story page 16)

BROADCASTERS are watching
with interest the ABC 30-day ex-
periment in rebroacasting tran-
seribed network programs because
of time change in some sections of
the country (see story this page).

With program schedules gener-
ally out of balance, the entire coun-
try was affected at 2 a. m. April 28
when New York and a dozen other
sections returned to prewar cus-
tom of adopting daylight saving
time. Jefferson City, Mo., tried fast
time for three days, gave up and re-
turned to standard time.

ABC late last week reported that
its system of recording and re-
broadcasting  programs, under
waiver of Rule 3.407 as authorized
by the FCC, was working. Charles
E. Rynd, vice president, said that
after a hectic start early in the
week, about 90% of ABC’s affili-
ates were receiving most network
shows in their accustomed order at
the usual local time.

Mutual stuck to a policy of keep-

¢ Telecasting

ing as many live broadcasts on the
network as possible, awaiting word
from its application before the FCC
to waive Rule 3.407. Both ABC and
Mutual leased extra lines to carry
out their rebroadcasting systems.

NBC and CBS reported that few
program changes had been made on
the respective networks to over-
come conflicts in time. Both net-
works left rebroadcasting problems
up to their affiliates. Stations which
found it impossible to carry net-
work programs live because of con-
flicts with local commitments, re-
corded the network programs for
later broadcast.

Added Time

NBC and CBS added an hour of
program service from 1-2 a. m. to
provide for those cities which re-
main on standard time. ABC and
MBS closing time was unchanged,
but NBC’s Boston affiliates are re-
maining on the air until 2 a. m. in-
stead of the usual 1 a. m.

Chicago was the hardest hit of
metropolitan centers by the time
change. As New York went on
Eastern Daylight Saving Time, Chi-
cago adopted Central Daylight Sav-
ing Time, but the three ABC affili-
ates in that city were caught in the

mixup. WENR and WCFL shifted
to daylight time while WLS re-
main on Central Standard Time to
serve its large farm audience.

WLS Contention

As a result, WLS has insisted
that ABC discontinue service to
WCFL where sponsored programs
on the two stations conflict. Conse-
quently WCFL has replaced Break-
fast Club, 8-9 a. m., CST, with
Symphonette at Eight, and Ladies
Be Seated, 2:30-3 p. m., CST, with
Tops in Town.

WCFL will continue to carry
many ABC programs, however, de-
spite earlier reports to the con-
trary. These include Martin Agron-
sky, 7-7:15 a. m.; Ted Malone,
11:45 a. m.-12 noon; Baukhage
Noon-12:15 p. m.; Constance Ben:
nett, 12:15-12:30 p. m.; Glamou:
Manor, 12:30-1 p. m., Raymonc
Swing, 6:15-6.30 p. m., all CDST

When ABC takes over WENR a
4 p. m., CST (5 p. m. CDST), net
work programs are heard in Chi
cago at the regular hours. The
time mixup leaves ABC, in effect
without a local audience at thosi
hours when it is providing servie
to the WLS farm listeners. Floy«

(Continued on page 77)
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Duplication

750-Mile Intervals
For Stations

Expected

By RUFUS CRATER
and JACK LEVY

MOST of the participants in the
clear channel hearings are all but
convinced that the FCC is veering
toward duplication of at least a
portion of the 24 remaining I-A fre-
quencies as the end of the second
phase of the proceedings looms into
sight.

Precisely what will be done must
await conclusion of the final phase
‘which opens in July, at which time
a vast amount of engineering evi-
dence, based on both government
and industry studies, will be pre-
sented. But conversations in both
official and trade circles, spurred
by Acting Chairman Denny’s state-
ment of what the procedure will
be when and if duplication is de-
creed, centered on these prospects:

Reduce 1-A Clears

1. Reduction of the number of
Class I-A clears to perhaps 10
or 12, with duplication at inter-
vals not closer than 750 miles and
with power retained at 50,000 w.
Variations would occur, depending
upon geographical location of sta-
tions and conductivity peculiar to
the area, position of the frequency
in the broacast band, and popula-
tion to }Le served.

2. Retention of Class I-A status
for posdibly half of the channels
but perhaps with some relocations
specified to provide optimum serv-
ice to sparsely settled rural and
remote areas; redefinition of engi-
neering standards possibly permit-

EADING off a parade of wit-
iesses for WHAS Louisville at the
lear channel hearings last Mon-
ay was Mark Ethridge, vice pres-
dent and general manager of the
jourier Journal and Louisville
‘imes Co., licensee of the station.
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of 10 to 12 Cleai's Is Indicated

FAMILIAR figure to broadcasters at last week’s clear
channel hearings was former NAB President Neville
Miller (second from left), participating as counsel
for WHAS Louisville. At extreme left is Paul D. P.
Spearnian, counsel for Regional Broadecasters Com-

ON HAND to testify at FCC clear channel hearings last Wednesday
was this group from WLS Chicago. Front row (1 to r): Arthur Moore,
editor of Prairie Farmer; Glenn C. C. Snyder, WLS manager. Back row
(1 to r): Harold A. Safford, program director; Arthur C. Page, farm
program director; William R. Cline, assistant manager.

ting use of power above 50,000 w
for stations retaining I-A status.

Allied with these speculations
were others: Limitations on the
amount of network service to be
carried by I-A stations authorized
to use power above 50 kw; a mad
scramble among broadcasters for
assignments on duplicated channels
during the 60-day waiting period
promised by Chairman Denny; pos-
sibility of litigation on the part of
opponents of duplication.

FCC sources were officially silent
on the possible outcome, pointing
out that engineering evidence is
yvet to come and that the final de-
cision must await consideration of
all phases of the protracted pro-
ceedings. They emphasized that
Chairman Denny’s statement of
procedure [ BROADCASTING, April 29]
was based solely on an “if,” de-
signed among other things to allay
any immediate rush of applications
for channels that may or may not
be duplicated.

But the fact that he made the
statement was considered by many
as an indication in itself of the
trend of the Commission’s think-
ing. The pressure arising from the
tremendous and still growing num-
ber of applications for standard
broadcast facilities, plus the desire

to provide the best possible service
to the greatest possible area and
the greatest possible number of
listeners, was regarded as a factor
leaving two main alternatives for
an immediate solution: Duplication,
and/or higher power.

Duplication More Likely

In some quarters, duplication was
seen as a more likely prospect than
higher power. It was not thought,
however, that the resolution which
Sen. Wheeler (D.-Mont.) success-
fully sponsored in 1985, putting the
Senate on record opposing use of
power above 50 kw, would be any
material deterrent. Attorneys point
out that the resolution is merely
the opinion of the Senate of that
yvear and has no effect in law.

Relocation, too, was viewed as a
possibility that would involve prac-
tical difficulties which in many
cases might outweigh its advant-
ages.

The effectiveness of litigation
against any move to duplicate chan-
nels also was questioned. It was
pointed out that appeals could be
taken but that, on the other hand,
the Communications Act confers
upon the Commission the power
to classify frequencies. Thus, it was
explained, litigants would be called
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mittee, and in center is Harry Becker, counsel for
FCC. Others are James B. Sheridan, FCC Economics
Division, and Ben Waple, who is administrative as-
sistant in the Law Dept. of the FCC. Comr. Rosel
H. Hyde presided over the sessions.

upon to show that FCC’s action
was taken arbitrarily.

Meanwhile, with the third “chap-
ter” in the proceedings near an
end after a week devoted to testi-
mony by clear channel stations at
the rate of two a day, Andrew G.
Haley, counsel for ABC, on Fri-
day petitioned Presiding Commis-
sioner Hyde for subpoenas duces
tecum to require NBC and CBS to
produce maps showing nighttime
coverage of their owned clear chan-
nel stations and of some of their
affiliated clears. The petition was
part of Mr. Haley’s fight endeavor-
ing to show overlapping of service
areas of clear channel outlets and
duplication of program services
within given areas.

Maps Required

Comr. Hyde ruled that CBS and
NBC be required to introduce maps
to show secondary areas served by
the network stations. The ruling
was made over objections from
CBS and NBC counsel that the
maps were primarily for advertis-
ing promotion and should not be
admissable as engineering evidence.
The data will be entered into testi-
mony Lefore the current sessions
conclude.

The petition was for subpoenas
for Frank M. Russell, NBC
Washington vice president, for
submission of and testimony on
NBC 1944 survey maps showing
nighttime circulation areas of NBC-
owned WEAF WTAM WMAQ KOA
KPO, and NBC affiliates WHAM
WHO WLW WOAI WSB WSM
WBAP WBZ KDKA KYW KFI;
and Earl H. Gammons, CBS Wash-
ington director, for maps and testi-
mony regarding CBS-owned WABC
WCCO WTOP WBBM KMOX KNX
and affiliates WCAU WHAS WJR
WWL KSL.

The petition, it was pointed out,
results from events initiated during
the testimony of Frank Stanton,
CBS president, when Mr. Haley
submitted maps of two CBS out-
lets. At that time Acting Chairman
Denny ruled that ABC could offer
such maps if they were supplied
voluntarily by CBS or the affiliates

(Continued on page 79)
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SPEAKING OF
LISTENER - LOYALTY—

We recently told you the story of WHO’s amazing
record in selling War Bonds by mail—sales to more
than 25,000 individuals (with many “repeating” on
an every-week basis)—sales in 46 States and 4 Ter-
ritories—sales without stunts, movie stars or bally-
hoo! That was a story of clear-channel service.

Today we’d like to tell you a few fairly typical stories
.of listener-loyalty, as evidenced during this same
War Bond sales campaign.

For instance, take the Welfare Enterprising Tigers
—a WHO War Bond Club, formed by loyal WHO
listeners in Summerville, Georgia (pop., 1358).
With some 60 members, this Georgia Club had mem-
bership books printed, sent in weekly orders to
WHO for more than three years, amounting to hun-
dreds and hundreds of War Bonds—even though
Summerville is some 700 air miles distant from Des
Moines!

Or take Littlefield, Texas (pop., 3817). In March,
1943, WHO received a surprise letter from a Little-
field WHO fan, enclosing checks from him and 133
friends, and an order for $14,225 E-Bonds. A few
months later a similar order amounting to $20,025
was received—and later, many others!

Or take the WHO War Bond Club in Mound, Minne-
sota (a suburb of Minneapolis). The Charter and only

member of this “Club” sent us his check for a $100
War Bond every week for two years—and later we
found that these checks had actually represented one-
third of his total income!

Those are just three examples of many. It seems to
us that little comment is necessary—except to point
out that all these wonderful people, and 25,000 others,
could more easily have bought their Bonds at home.
And that WHO can get that same type of listener-loyalty
for you and your products, too! Say when!

WHO

* for lowa PLUS *

Des Moines . . . 50,000 Watts

B. J. Palmer, Pres. J. O. Maland, Mgr.
FREE & PETERS, Inc., National Representatives



Free Radio Key to Prosperity, Says Elder

CCNY Session Told
Parental Critics

Dangerous

By BRUCE ROBERTSON
RADIO advertising must be kept
“free from unwarranted restraints
and excessively arbitrary regula-
tion” to carry out its important job
“in sel)‘ing the goods and services
that must be sold if we are to have
a prosperous America with full
employment.”

That was the opinion expressed
by Robert F. Elder, assistant to
the president, Lever Bros. Co., at
the Wednesday dinner session of
the annual Conference on Radio
& Business held by the College of
the City of New York. A. D. Wil-
lard Jr., NAB executive vice presi-
dent, was toastmaster.

Conference, including Tuesday
afternoon and evening sessions and
Wednesday morning, luncheon, af-
ternoon and dinner meetings, was
held at the Hotel McAlpin, New
York, with Dr. Robert A. Love,
directorL:)f extension, CCNY School
of Business, as director. A com-
bined registration of approximately
350 was reported for all sessions
except that on veterans’ opportuni-
ties in radio, which attracted more
than 500 persons.

Five plaques and 18 certificates,
along with six honorable mentions,
were awarded for outstanding ac-
complishments in radio program-
ming and promotion in 1945. The
plaques were given certificate
holders deemed deserving of spe-
cial recognition. Awards were pre-
sented by CCNY President Harry
N. Wright at the Wednesday din-
ner.

Parental Attitude

Citing the “parental attitude” of
some critics who would like to
dictate what the public should hear
and of others who would circum-
scribe advertising on the air, Mr.
Elder said “the real answer lies
in intelligent self-regulation by ad-
vertisers and broadcasters, who
have a great deal at stake in main-
taining the approbation of the
listening public.

“Let’s keep radio and radio ad-
vertising free to serve the public
as the public wants to be served.
Let those of us who are broadcast-
ers or advertisers not rest on our
laurels, but retain a sober sense
of our continuing responsibility.
But let us be both vigilant and
sturdy in our resistance to those
mho would impose on radio their
>wn pet ideas, when those ideas
ire not shared by a majority of
ihe American people.

“If we can keep radio free—if
ve can retain the favor of the
American public—then there is no
loubt that radio can do its full
thare in helping to build a perma-
1ently prosperous America.”

Edgar Kobak, MBS president,
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CCNY Conference panel on program standards last week in New York

included (I to r): Herschel Deutsch, account executive, Grey Adv.

Agency; Arthur Pryor Jr., vice president in charge of radio, BBDO;

Dorothy Kemble, director of continuity acceptance, Mutual Broadcasting

System; William McGrath, general manager, WHDH Boston; Edward

A. Byron, producer, Mr. District Attorney; D. E. Moser, assistant
director of extension, CCNY School of Business.

discarded his assigned topic of
“Are the People in Radio Meeting
Their Challenge ?” for an informal
discourse on stuffed shirts, which
he asserted are back in style again
now that the war is over. Pointing
out that reconversion is a matter
of people as well as of plants and
machines, he urged his audience to
examine themselves and their rela-
tionships to their jobs, their organi-
zations, their industry. “Review
yourself and be honest about it,”
he ordered. “That is the only way

to meet the challenge to radio.”

The charge that some receiver
manufacturers are holding back
production of FM sets so that
“they can sell an AM set this year
and an FM set next year” was
made by Leonard Asch, owner of
WBCA Schenectady, an FM sta-
tion with no AM affiliate, during
the Tuesday session on the impact
of new stations, particularly FM,
on radio and advertising.

Session opened with a statement
from the panel chairman, Herman

Wigglesworth Says FCC Used Monitors

To Check Commercial Announcements

THE FCC has monitored domestic
programs to collect data as to the
“character, duration and fre-
quency of commercial announce-
ments,” Acting Chairman Charles
R. Denny Jr. advised Rep. Richard
B. Wigelesworth (R-Mass.), it was
learned last week.

Rep. Wigglesworth wrote the
Commission demanding to know
how much, if any, monitoring of
domestic programs was being done
and, if so, for what purpose. The
Massachusetts Congressman. for-
mer member of the House Select
Committee to Investieate the FCC,
said he had been advised that the
Commission was monitoring com-
mercial stations.

Mr. Denny wrote Rep. Wiggles-
worth that the FCC does monitor
commercial stations to ascertain
whether rules and regulations are
being followed, and for such things
as lotteries. obscenity and profane
language. The Commission also
monitors to determine whether
stations remain within their as-
signed frequency bands, but any
program monitoring is “purely in-
cidental” to its enforcement work,
he said.

Mr. Denny admitted, however,
that on July 6, 1945, the FCC as-
signed 10 employes to monitor “all
Programs on six stations in Wash-
ington, D. C.” A total of 278 pro-
grams were recorded, he said.

“The purpose of the recording
was to collect data for the Com-

mission relative to the character,
duration and frequency of commer-
cial announcements,” wrote the
acting FCC chairman. He said the
Washington recordings were the
only “program jobs” assigned since
the beginning of the 1945 fiscal
yvear, July 1, 1945.

Rep. Wigglesworth said he had
been advised that the Commission,
under the Supreme Court decision
in the network regulations case
(May 10, 1943), feels it has author-
ity to determine the “composition
of traffic.”

“The Communications Act spec-
ifically prohibits censorship of pro-
grams,” said Rep. Wigglesworth.
“The Supreme Court held, how-
ever, that the Commission has jur-
isdiction over the composition of
traffic and I suppose the Commis-
sion takes the position that in tell-
ing a station it must carry a cer-
tain percentage of commercial and
a certain percentage of sustaining
programs, it is functioning within
its jurisdiction in the meaning of
the Supreme Court’s decision. I
don’t agree that the Congress ever
intended to give the Federal Com-
munications  Commission  such
powers,”

Rep. Wigglesworth said broad-
casters will face more and more
Government control until Congress
reappraises the Communications
Act in light of the Supreme Court
decision and enacts definitive legis-
lation.

S. Hettinger, director of editorial
extension, Crowell-Collier Publish-
ing Co. (see page 23).

John V. L. Hogan, president of
WQXR New York and its sister
FM station WQXQ, and research
engineer, predicted that when FM
sets are in use in large number
today’s local and regional stations
will be replaced by FM stations,
leaving the channels presently as-
signed to those services open for
reassignment to clear channel AM
stations to provide rural service
outside the FM range. He said
50 kw would be enough power for
these AM stations, which could
be separated by 20 ke.

Linnea Nelson, chief timebuyer
of J. Walter Thompson Co., said
that with advent of FM, advertisers
and agencies will buy stations on
a basis of programming, rather
than facilities, as the station doing
the best programming job will
have the largest audience and thus
be the best buy.

Spots for Locals

Stuart Peabody, director of ad-
vertising, Borden Co., added that
with FM the advertiser’s search
for the most effective medium
might cause an about face in the
present situation, with advertisers
favoring local rather than network
programs.

Mr. Asch said that while fine
commercial shows are built for net-
work broadcasting, “the local sta-
tion winds up with a bunch of
spots.

When Miss Nelson said it would
take a good many years for FM
to develop, Mr. Asch declared that
outside of New York people will
buy FM sets as soon as they can
to escape the fading, interference,
static and poor reception they have
today. He predicted that within six
months 25% will listen to FM,
75% to AM; in a year it will be
50-50; in two years 75% FM to
256% AM “and after that you can
kiss AM goodbye.”

Dual-Broadcasting

Questioned about dual-broadcast-
ing of network programs on both
AM and FM stations of affiliates,
Miss Nelson said advertisers will
not pay extra for the FM broad-
casts as they are not really in-
creasing the audience, but merely
shifting it in part. Mr. Peabody
disagreed, stating that the adver-
tiser might be willing to stand
some of the cost of the transfer
from AM to FM if he believed it
in his long-range interest.

Frank Mansfield, director of sales
research, Sylvania Electric Prod-
ucts, cited surveys of his company
that show two-thirds of the public
intending to buy FM as soon as
they can get it and willing to pay

(Continued on page 88)
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Wanna buy a horse?

Some of the shrewdest buying in the world, it 1s

said, is done at horse sales.

You've heard, no doubt, about the “teeth test.”
But in putting this ad together we learned about a
new one. The “wind test.”” The vet sticks his nose up

to the horse’s nose and listens to the horse breathe.
It takes a lot to fool some of the horse auctioneers.

And sometimes some radio stations must wish that
radio time buyers would put tougher tests to all sta-

tions on their radio lists. .
BROADCASTING e Telecasting

Down here in Baltimore we love it when they do.
Every time they get tough they come up with the fact
that W-I-T-H,

more listeners-per-dollar-spent than any other station

W-11T-H

and the FM Station W3XMB
BALTIMORE, MD.

the successful independent, delivers

in town.

I

S~

Tom Tinsley, President ®  Represented Nationally by Headley-Reed
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to broadcast all games of
- the BROOKLYN DODGERS

play-by-play, all the way,

C} “night or day.
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FM’s Place in Future Broadcast

ROADCAST advertising is
B now in its 24th year. It

may be well, therefore, to

review briefly its progress
since March 1923 and to see if any
principles can be deduced that may
be helpful in appraising radio’s fu-
ture in the FM era.

In 1923 there were approximately
1,000,000 homes equipped with
radios. Today there are 34,000,000
radio families, representing more
than 909 of the nation’s homes.
The number of American radio
homes, therefore, is fast approach-
ing saturation.

We can deduce a most important
principle from this fact. Any sub-
stantial increase in the radio audi-
ence can be effected only by induc-
ing more people to use their sets
more hours of the day and week.

DR. HETTINGER has spent 16
years studying broadcasting eco-
nomics as NAB research director,
professor of marketing at Wharton
School of Finance & Commerce, U.
of Pennsylvania; consultant to FCC
in drawing up FM rules and regu-
lations; consultant at OWI for Gov-
ernment’s economic stabilization
program; consultant in advertising,
marketing and research. In 1944 he
joined Crowell-Collier Publishing
Co. This article is based on excerpts
from a talk, “FM’s Impact on
Broadcasting Economics,” deliv-
ered at the Radio & Business Con-
ference held April 30-May 1 by the
School of Business, City College of
New York.

This, in turn, can be accomplished
only by imaginative, aggressive
programming designed to appeal
not only to the great mass of aver-
age listeners but also to those
groups who today are less prone
to rely on radio for any substantial
amount of entertainment and in-
formation.

In March 1923, there were 556
radio stations, none of which had
power as high as 5,000 w. Today
there are 1,004 stations, the great
majority of which have come into
being since 1936. The increase has
been particularly great in smaller
communities and in hitherto unde-
veloped areas such as the South
Atlantic and South Central States.
Obviously the technical facilities
of current stations are infinitely
better than in 1923.

National networks, as we know
them today, came into being in the
winter of 1926-27. Today there are
four major nationwide networks.
Whereas 69 stations were affiliated
with national networks in 1928 and
194 in 1935, the number now has
reached 799. Particularly in recent
years, national networks increas-
ingly have performed the function
of program sypdication for small
communities as well as large.

Today there is a comparatively
well-integrated broadcasting struc-
ture composed of national networks,
regional networks, various classes

BROADCASTING o
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5,000 Stations Foreseen in Decade,
With AM for Rural Coverage

By DR. HERMAN S. HETTINGER

Director of Editorial Extension
Crowell-Collier Publishing Co.

of stations—clear channel, regional
and local—station representatives,
advertising agencies and other
functionaries, all of whom combine
their skills in the operation of radio

entertainment and information and

as a medium for advertising. -

Didn’t Want High Frequencies

There is one very interesting
thing about the development of our
present radio structure. It did not
grow out of any overall long-range
plan or blue-print. Indeed, there
were times in the early days when
stations had to be bribed with
greatly increased power to accept
assignments in the then-unexplored
frequencies above 1000 kec.

The present broadcasting struc-
ture grew mainly out of the opera-
tion of a free market with Govern-
ment taking a merely stabilizing
role. This is well illustrated by the
evolution of our present station
structure. Clear channel stations
tended to concentrate in major
markets, regional stations in metro-
politan districts of 100,000 popula-
tion and over, and local stations
in smaller communities. These re-
spective concentrations were due
partly to the over-crowded spec-
trum, but mainly to the relative
chances of business success that

each class of community afforded
each kind of station.

Interestingly, a rough kind of
specialization of service grew out
of this semi-automatic diffusion
of classes of stations. Clear-chan-
nel stations came to provide service
either to widespread rural areas or
to the trading areas of our great
cities. They took on a complexion
simitar to our great metropolitan
dailies with sectional distribution.
Unlimited-time regional stations
served the majority of our Ameri-
can cities and were the rough
counterpart of the average daily
paper.

Unlimited-time local stations
geared their program service par-
ticularly closely to local desires of
smaller communities in an attempt
to meet outside station competition.
Daytime regional stations devel-
oped especially strong rural pro-
gram service. Local stations in
large cities provided specialized
service to racial and other special-
interest groups.

Again let me repeat: None of
this occurred by design. It could
not have been foreseen. It evolved.
From that evolution, I am con-
vinced, there came a better struc-
ture than anyone could have laid
out in 1923 or 1928.

Realm

Dr. Hettinger

From this example, I believe we
can deduce a second important
principle: The need of allowing a
great deal of flexibility and a great
deal of room for trial-and-error
in the development of any new
service, such as FM, facsimile or
television.

In 1927, radio advertising totaled
about $5,000,000 of which nearly
$4,000,000 was national network
volume. By 1931, it had reached
about $70,000,000, and in 1935 it
totaled about $80,000,000. Total net
time sales of networks and stations
in 1945 were over $310,000,000 . . .
nearly four times the 1935 volume.

Uneven Growth

The net time sales of all portions
of the radio medium did not grow
proportionately. Since 1935, na-
tional network volume increased
about 3% times; national and re-
gional non-network business nearly
6-fold; and local radio advertising

(Continued on page 61)

FM Revolution Coming,

Armstrong and Jansky
Speak Before N. Y.
Reception

NEW YORK radio and advertising
executives last week were advised
by two believers in FM that they
had better prepare themselves fo
a revolution in radio broadcasting

Prof. Edwin H. Arm-trong, in-
ventor of FM, and C. M. Jansky,
of Jansky and Bailey, Washington,
D. C. radio engineers, gave an ele-
mentary lesson in the mechanics of
FM and toasted a lusty future for
the medium. They spoke at a re-
ception at New York’s Ritz-Carlton
Hotel, sponsored by Thomas Tins-
ley and Robert Embry, of WITH
Baltimore. Approximately 200
radio and advertising representa-
tives attended.

Both agreed that FM’s happy

future was assured. Said Mr.
Armstrong . . . “No one can readily
foresee its possibilities.” Said Mr.
Jansky . .. “It (FM) will revolu-

tionize broadcasting.”

But FM’s lifeblood, said Prof.
Armstrong, depends ‘“on getting
sets into the hands of the public.”
Like many other infant industries,

Telecasting

FM became a commercial foundling
when the nation went to war. Had
there been no war, said Prof. Arm-
strong, “half the listening audience
would have been equipped” with
FM by now. After its nurses no
longer were preoccupied by war
projects, FM suffered a further de-
lay in its growth when the FCC
decided to shift its wavelengths,
said Prof. Armstrong. “That set
us back another year,” he said.

But although FM, the commercial
medium, is hardly out of the diaper
stage, FM, as a weapon of war-
time, was a sudden giant. Prof.
Armstrong reminded his audience
that FM communications were
standard equipment for “all am-
phibious operations” after Tarawa
and were used widely in radio links
which tailed onrushing U. S. land
forces in Europe. Without FM ra-
dio links, he said, General George
S. Patton’s Third Army might well
have outrun communications in its
drive across France.

Like many new scientific de-
velopments, he declared, FM has
been hindered from rapidly be-
coming a major economic factor by
four influences: “Vested interests,
habits, custom, legislation.”

Say Backers

Its inhibitions, however, will soon
be overcome once the public has a
chance to compare it with AM
broadcasting, he predicted.

Without specifying the present
state of scientific experimentation
in the field, Prof. Armstrong said
that it “won’t be long” before “we
have radio links up to 1,000 miles”
to connect FM networks with “bet-
ter quality than present landlines.”

Mr. Jansky, who presented an
elementary but comprehensive les-
son in the peculiar technical ad-
vantages of FM over AM, said that
radio now was “in a bottleneck
which will be broken only by an
increase in facilities.”

“Tn the present system,” he said
“the number of outlets is severely

limited. Competition now is nol
between programs, but betweer
facilities.”

When facilities multiply, he said
the new competition will product
better programs. And better pro
grams will attract more listeners

To the radio and advertising
executives he offered a hope fo
greater sales effectiveness in an en
larged system of broadcasting.

don’t think the audience ha
reached a maximum,” he said.
May 6, 1946 e Page 2



CPA Exemption to Radio Is Doubtful

Cases of Broadcasters
Under Local Board
Jurisdiction

BLANKET exemption of broadecast
construction projects from the
$1,000 limitation imposed by the
Civilian Production Administration
under its Order No. 1 is none too
hopeful, judging by inquiries among
CPA officials who have been con-
sidering appeals submitted on be-
half of the industry by NAB and
Radio Manufacturers Assn.
Reasonable chance for relief from
the building ban is possible on the
local level, however. CPA is com-
pleting its organization of 71 dis-
trict offices, each of which will have
a local advisory committee of seven
members. These offices will receive
applications for exemption of pro-
jects from the $1,000 top placed on

commercial projects, in which

broadcasting is classified.

Broadcasting is the only industry
for which blanket exemption has
been asked, according to CPA offi-
cials. Similar requests have been
received, however, for a number of
service units such as oil burner in-
stallers and other segments of a
particular industry.

Obvious fear is noted at CPA
that if one entire industry were
granted exemption, along would
come a flood of applications and
the whole effort to divert scarce
materials into veterans’ housing
and critically needed projects would
be seriously threatened.

Receipt of the NAB petition
[BROADCASTING, April 227, sub-
mitted by Robert T. Bartley, direc-

tor, NAB Dept. of Government Re- -

lations, was acknowledged last
week by Hugh Porter, Deputy Di-

rector, CPA Bureau of Construc-
tion.

It was learned at CPA that the
NAB petition had been discussed
informally but no definite action
had been taken. Decision within a
few days was believed likely, now
that CPA is working its way out of
organizational details.

Strictly Commercial

Among some CPA officials the
view is expressed that broadcasting
is strictly a commercial enterprise,
though its public service aspects
are recognized, and therefore be-
longs in the “commercial” category
under the building order. This
category carries a $1,000 exemption
for building projects, which means
that a building can be erected or a
repair job undertaken if the cost is
less than $1,000. If the figure is
higher, then stations must apply

SALES OFFICES

NEW YORK @ CHICAGO @ DALLAS
SAN FRANCISCO ® PORTLAND

GENERAL OFFICES
AMARILLO
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Tape Buster

CAUGHT by red tape at the
CPA Cleveland office, Paul
W. Reed, manager of Radio
Division, Review Publishing
Co., a war veteran, headed
for Washington to get a CPA
permit for his Alliance, O.,
FM station. At CPA head-
quarters he was assured local
bureaucracy would be over-
come, Sure enough, when he
got back to Alliance the per-
mit was waiting. He will re-
model a house and garage
for combination office, studjo,
apartment and transmitter
house project.

on form CPA-4423 to the local CPA
district office.

At each of the 71 district offices
of CPA a citizens’ advisory com-
mittee rules on local projects.
These committees are getting into
operation and in some districts
have approved large numbers of
projects deemed essential. Their
verdict in each case is subject to
veto by the CPA district manager.

In a supplement to the original
building order CPA last week ex-
plained that machinery and equip-
ment, other than mechaniecal equip-
ment, may be installed regardless
of the order as long as no altera-
tion to the building is required,
such as foundations or partitions.
Among types of machinery whose
cost is not involved in the $1,000
limitation for projects are radio
towers and other transmitting and
receiving equipment, and theatre
seats.

Equipment Excluded

Equipment outside of and not
attached to a building is not af-
fected by CPA restrictions. Ex-
amples cited include radio towers
and signaling equipment. Cost of
used fixtures or used mechaniecal
equipment need not be included in
cost of a job.

Among fixtures which must be
included in cost of both new struc-
tures and alteration jobs, are air
conditioning equipment (except
when used for humidity or temper-
ature control in industrial process-
ing, or individual units with no
duct systems) ; heating equipment;
lighting equipment; electric and
other signs; plumbing equipment.

WLOL Minneapolis-St. Paul has
been granted local CPA permission
to complete its transmitter house,
with three towers, to be used when
the station increases to 5 kw under
recent FCC grant. Foundations
have been completed and the new
transmitter should be operating in
June, it is reported.

Since CPA’s whole building re-
striction scheme is designed to ease
the housing situation, it is apply-
ing this criterion in reaching de-
cisions: “What is the impact on

(Continued on page 57)
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The Rich Bluegrass
Is . ..

KENTUCKY’S 2nd Market

LAP

S Lexington

. . . gives you NEEDED COVERAGE in
! the rich Bluegrass market, one of the

nation’s top agricultural areas.

The 235,638 people living in the pri-

mary coverage area of this station
like—and listen to—the variety of
good ABC and locally produced pro-

grams.

For Hooper statistics, market data and
other information—write Miller Welch,

Manager.

Represented Nationally by
' THE JOHN E. PEARSON CO.

T

e Nann Stations

. . WCMI Ashland, Ky.
WLAP,  Lexington, Ky S Huntington, W. Va.
W3IR, Knoxville, Tenn. KFDA,  Amarillo, Tex.

Owned and Operated by Gilmore N. Nunn & J. Lindsay Nunn
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SPOT SALES’ new hit-tune record, the “BMI Pin-Up Platter,” may be
less shapely than the cuties in the pictures for which the name was
coined, but these radio men admire it all the same. The Pin-Up Platter
was given a premiere airing on WHOM New York by emcee Jack
O’Reilly (left). Others, left to right, are Enoch Light, orchestra leader
whose music was on the disc; Loren Watson, Spot Sales executive who
thought of the record; Craig Lawrence, manager of WHOM, and Charles
Baltin, WHOM program director. Disc contains eight top BMI tunes,
will be a monthly service to stations.

Louis-Conn Bout Video Rights
Signed by Gillette for NBC

NBC television and the Gillette
Safety Razor Co. last week virtu-
ally cornered the video market in
big-time boxing bouts—including
the June 19 world’s championship
fight between Joe Louis and Billy
Conn.

Previously, J. P. Spang, Jr,
president of Gillette, had an-
nounced company would sponsor
the bout on the entire ABC stan-
dard network in the United States
plus the Dominion Network of
CBC with supplementary stations
bringing total outlets to more than
250 stations. [ BROADCASTING, April
22]. In addition, fight will be
shortwaved. Account is handled
by Maxon, Inc., New York.

Announcement that NBC and
Gillette had signed a contract with
the Twentieth Century Sporting
Club, Inc., whose president, Mike
Jacobs, is America’s biggest boxing
promoter, for exclusive television
rights to the championship fight
and all others promoted by Mr.
Jacobs for a year was made at a
press conference at NBC head-
quarters.

John Royal, NBC vice president
in charge of television, said that
the contract signed by NBC, Gil-
lette and the Twentieth Century
Sporting Club, Inc., included tele-
vision rights to all fights promoted
by the club at Madison Square
Garden and outdoor parks in the
New York area for one year, begin-
ning June 1.

Television of the Louis-Conn
fight will be carried over NB(C’s
New York telestation, WNBT, and
WPTZ, Philadelphia. A closed cir-
cuit, via coaxial cable, will carry
the television to a limited number
of receivers in Washington, D. C.

Five Cameras

O. B. Hanson, NBC vice president
and chief engineer, said that five
cameras, the most ever employed
in a television broadcast, would
cover the championship fight. Three
of them will be of the image orthi-
con, super-sensitive type. Only

; one of these cameras is in existence

BROADCASTING o

now, but construction of the other
two will be completed within two
weeks, Mr. Hanson reported. The
other two cameras at the fight will
be standard orthicons and will be
used for pickup proposes.

Mr. Hanson said that tv:o of the
cameras will be mounted on a plat-
form not far from the ring, one will
be at ringside, and the other two in
an NBC television box on the mez-
zanine floor of the stadium between
first base and home plate.

Pictures thus will be made from
several angles and distances from
the ring, said Mr. Hanson.

All five cameras will be connected
by cable to a central control booth
at the stadium. The signals will
then pass by wire to an ultra-high-
frequency radio relay link from
which they will be transmitted to a
receiving antenna on the RCA
Building, Radio City. The signals
will then be fed through NBC tele-
vision master control board, over
coaxial cable to WNBT’s Empire
State Building transmitter and
antenna and bv coaxial cable to
Philadelphia and Washington.

Price Undisclosed

The price which Gillette and NBC
paid for the exclusive television
rights to the championship fight
was not announced. But although
he declined to give a figure on it,
Mr. Royal remarked: “Things come
high this year.”

Mr. Jacobs, a television enthus-
iast, said he was convinced that
“television will be a great boon to
the fight business.”

Mr. Royal, no less enthusiastic,
predicted that “television coverag-
of the Louis-Conn fight will be the
springboard for the greatest boom
television has ever seen.”

He said NBC’s television cover-
age of the championship fight
would be “by far” the most com-
prehensive coverage of a sports
event in television history.

“And, I might add,” he said, “this
will be in black and white . . . and
auite a few more will be in black
and white too.”

Telecasting



For over 56 years the Northern Trust Company of Chicago has typified
the conservative and dignified service that merits trust and confidence in

the banking business.

And for the last ten years the bank has sponsored its radio program
“The Northerners” over WGN.

This distinctive program provides a half-hour of soothing melody each
Wednesday evening at 9:30. An octet, guest soloists and an orchestra com-

bine to provide entertainment to WGN listeners.

The continuing success of ‘“The Northerners,” and its current Hooperat-

ing, constitute ample evidence of an appreciative audience.

WGN still leads the way . . . still carries more local and national spot
business than any other major Chicago station. Today, more than ever, the

correct answer to coverage of Chicago and the midwest market is WGN.

CHICAGO 11

A Clear Channel Station . . . . . . » IEOI(;OIOI:JVOIS
Serving the Middle West I 7

On Your Dial

MUTUAL BROADCASTING SYSTEM

Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y.
West Coast: Edward S. Townsend Co.. Russ Building. San Francisco, Calif.
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A STORY BOOK ROMANCE -

STANDARD—Hal Mcintyre THESAURUS—Novatime Tria

PIN UP—Enoch Light " George Wright

ASSOCIATED—Galli Sisters LANG-WORTH—Chuck Foster
MacGREGOR—Music A La Carter

ALL THE CATS JOIN IN w

THESAURUS—Jumpin'Jacks LANG-WORTH—Frankie Carle

ATLANTA, G. A =

THESAURUS—Jumpin’ Jacks STANDARD—Leighton Noble
LANG-WORTH—Chuck Foster ASSOCIATED—Galli Sisters
MacGREGOR—Music A La Carter

BLUE CHAMPAGNE «--

ASSOCIATED—Richard Himber THESAURUS—Vincent Lopez
STANDARD—Freddy Martin o George Wright

| DON'T KNOW ENOUGH *2cvr vev.

LANG-WORTH—The Four THESAURUS—Novatime Trio

Knights . U Music of Manhattan
PIN UP—Enoch Light STANDARD—Leighton Noble
WORLD—Charlie Spivak

LAUGHING ON THE OUTSIDE ---

STANDARD—The Californians WORLD—Les Brown
‘“ Pat Kay, Les Paul Trio
MacGREGOR—Don Swan
" Jimmy Greer
LANG-WORTH—Tommy Tucker

THESAURUS—Vincent Lopex
ASSOCIATED—Richard Himber
PIN UP—Enoch Light

MOON OVER BROOKLYN -

WORLD—Guy Lombardo PIN UP—Enoch Light

S0 IT GOES -

MacGREGOR—Red Nichols

PIN UP—Enoch Light
LANGWORTH—DArtego

ves) THERE'S GOOD BLUES TONIGHT

PIN UP—Enoch Light (Eelbassy)

THESAURUS—Jumpin’ Jacks
MacGREGOR—Music A La Carter WORLD—Les Brown
Lou Bush Orch.

WHAT A DEAL -

STANDARD-The Californians MacGREGOR—Don Swan

" Les Paul LANG-WORTH—Frankie Carle .
THESAURUS—Novatime Trio

WITHUUT | Y[]U (TRES PALABRAS)

THESAURUS—Music of Manhattan LANG-WORTH—D'Artega

PIN UP—Enoch Light
MacGREGOR—Aaron Gonzales

ASSOCIATED —Victoria Cordova
STANDARD-—Carlos Moling

B M1 HIT TUNES
ARE AVAILABLE, TOO,
ON MAJOR PHONOGRAPH RECORDS
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Hughes Is Head of Expanded Universal
Radio Sales; Opening New York Office

EXPANSION of Universal Radio
Sales, subsidiary operation of Uni-
versal Broadcasting Co., into the
national station representation
field was announced last Wednes-

day by Wesley I.
2  Dumm, president,
~ coincident with
the appointment
of George E.
Hughes, former
advertising agen-
cy and govern-
ment shortwave
official as vice
president of the
parent company.
Mr. Hughes, who
becomes head of Universal Radio
Sales, has opened New York offices
at 36 West 44th Street. Chicago,
Detroit and Boston offices will be
established, to supplement those
already in Hollywood, San Fran-
cisco and Seattle.

URS will represent KSFO San
Francisco, KXLA Los Angeles and
KXA Seattle, all Dumm stations,
in the national spot field, as well
as Universal Network, employing
these stations as a group for West
Coast coverage. Other stations will
be added later.

In addition to sales representa-
tion URS also will represent Uni-
versal Radio Productions, another
subsidiary with studios and pro-
duction facilities in Hollywood: en-
gaged in producing transcribed
serials and features. Universal Re-
search Laboratories, radio engi-
neering consultants, and Universal
Recorders, makers of transecrip-
tions and recordings in San Fran-
cisco and Hollywood, also will be
served through the new offices.

In announcing Mr. Hughes’ ap-
pointment and the enlargement of
URS, Mr. Dumm said:

“We feel this is a distinct step
ferward in the Universal family.
The growth of Universal facilities
and the expansion of our activities
combine to make it advisable to
cpen our own offices to represent
the multiple units of the organiza-
tion.”

Mr. Hughes recently resigned
from the government’s interna-
tional shortwave operations under
State Department auspices to ac-
cept the Universal vice presidency.
A veteran in radio, he is a part
cwner of WOLF Syracuse and has
had extensive contacts in the
agency and national sales fields.
He operated the Hughes Agency
during 1942 in New York before
entering government service.

During the war he was with the
overseas branch of OWI and took
an active part in the development
and operation of international
shortwave facilities, Since cessa-
tion of hostilities he was manager
of radio station relations for the
International Radio Division of
the State Department.

A native of Boston, Mr. Hughes

was with the New England Tele-
rhone and Telegraph Co. after

Mr. Hughes

graduating from Boston College
and in prenetwork days was iden-
tified with developments of land-
lines for network operations. He
joined Shell Oil’s advertising de-
partment in 1929 and as radio di-
rector handled national network
and spot scheduling and produc-
ticn. In addition to radio, his Shell
activities included also supervi-
sion of national newspaper and
magazine campaigns, sales promo-
tion and merchandising.

GILCHREST - SPRIGGS
STARTED IN BOSTON

PUBLIC RELATIONS, promotion

-and industrial services firm, Gil-

chrest-Spriggs Co., opened in Bos-
ton on Wednesday, with offices at
100 Boylston Street. Partners in
company are
Charles J. Gil-
chrest and Mar-
jorie L. Spriggs
(Mrs. Gilchrest).
Affiliated with
them is Hugh R.
MacLennan, for-
mer advertising
manager of
Filene’s and the
: Jordan Marsh Co.,
R et both in Boston.

Mr. Gilchrest, released from the
Navy as lieutenant commander,
served two years in amphibious op-
erations in the Pacific before going
to Washington to set up and man-
age Navy headquarters for Armed
Forces Radio Service. Prior to en-
tering the Navy, he was chief of the
Radio Section for the Treasury’s
War Finance Division. Before the
war he was general manager of the
Earle Ferris Public Relations office
in New York, director of news and
special events for WBZ-WBZA
Boston-Springfield, and for 13
years prior to that a reporter and
editor with the Chicago Daily
News.

Miss Spriggs became the chief
of the War Bond office in Wash-
ington when Mr. Gilchrest entered
the Navy in 1942. Prior to that
time she did publicity with stations
and theatres in Boston. She was
also director of the Massachusetts
War Finance Committee’s promo-
tion and publicity department.

Abrens Firm

TOM AHRENS, WTOP - CBS
Washington producer-director, has
resigned from the station to start
his own radio production firm with
Juhn  Wildberg, Broadway pro-
ducer of “Anna Lucasta,” “Porgy
and Bess” and “One Touch of
Venus.” Mr. Ahrens has been in
radio since 1932 when he made his
debut as a boy actor in Buffalo.
His top net show with CBS was
Vox Pop which he produced during
the summer of 1945. Firm has
offices in the Hotel Edison, New
York, pending availability of more
permanent office space.
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more supervisory controls
than any other type of
transmitter . . .

BROADCASTING

@ Telecasting

Your job is easier because Westinghouse
AM transmitter controls include everything
from one master switch to a complete indi-
cator lamp system. And the soundness of
Westinghouse design is backed by more
experience in actual station operation than
any other manufacturer. Write today for
the full story. Westinghouse Electric
Corporation, P. O. Box 868, Pittsburgh 30,

Pennsylvania. 308149

Westinshouse

PLANTS IN 25 CITIES , « OFFICES EVERYWHERE
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Represented by

BROADCAST SALES COMPANY
" New York and Chicago

HOMER GRIFFITH COMPANY
Hollywood & Sam Francisco

*

HARRY McTIGUE
General Manager
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Eight Radio Bills Pending at Capitol

Consideration Unlikely
Before Recess

July 10

WITH CONGRESS pushing for
adjournment sine die by July 10,
there appears little chance that the
eight bills pending to amend the
Communications Act of 1934 will
be considered this session, a check
on Capito]l Hill last week revealed.
Foremost of the proposed meas-
ures affecting radio is the Holmes
bill (HR-1109), introduced Jan. 6,
1945, by Rep. Pehr G. Holmes
(R-Mass.). A duplicate of the old
Sanders bill, on which the House
Interstate & Foreign Commerce
Committee held hearings four years
ago, HR-1109 was intended to com-
pletely revise the Communications
Act and reorganize the FCC.
Early in the 79th session Chair-
man Clarence F. Lea (D-Cal.) of
the Interstate & Foreign Com-
merce Committee, announced he
would give remedial legislation
serious consideration. A subcom-
mittee on communications was ap-
pointed, but no hearings were held.
On the Senate side, Chairman
Burton K. Wheeler (D-Mont.) of
the Interstate Commerce Commit-
tee, said late in the First Session
of the 79th Congress that he
planned to introduce radio legisla-
tion early in the Second Session.
With the war ending, however, and
reconversion legislation taking the
spotlight in both Houses of Con-
gress, nothing happened to pro-

posed radio legislation.  Sen.
Wheeler and Sen. Wallace H.
White Jr. (R-Me.), Minority
Leader, co-authored the White-

Wheeler Bill, on which six weeks
of hearings were conducted in the

78th Congress.
Alcoholic Advertisement

Among the eight bills still pend-
ing in committees of Congress are
three to prohibit the advertising of
alcoholic beverages on the air.
These are S-599, introduced Feb.
22, 1945, by Sen. Arthur Capper
(R-Kan.) ; S-623, introduced Feb.
26, 1945, by Sen. Edwin C. Johnson
(D-Col.), and HR-5238, introduced
Jan. 25, 1946, by Rep. John E.
Rankin (D-Miss.).

Aside from the Capper and John-
son bills, no other radio legislation
is pending in the Senate.

On the House side, however,
three bills to restrict radio and
tighten Government controls are
pending. They are HR-3716, intro-
duced July 6, 1945, by Rep. Rich-
ard B. Wigglesworth (R-Mass.);
HR-4314, introduced Oct. 9 by Rep.
Emanuel Celler (D-N. Y.), and
HR-4775, introduced last Novem-
ber by Rep. John S. Wood (D-Ga.),
chairman of the House Committee
on Un-American Activities.

The Wigglesworth bill, designed
to protect freedom of speech on
the air, would make it unlawful for
a licensee to deny any citizen ac-
cess to its facilities, and would pro-
hibit discrimination against “any

citizen of the United States” be-
cause of his views, opinions or com-
ments.

Mr. Celler’s bill is in line with
the FCC’s open-bid policy. It would
require a licensee to advertise his
station before selling, require the
FCC to fix percentages of time for
the broadcast of “public interest”
sustaining programs, would au-
thorize the Commission to pre-
scribe a uniform system of accounts
to be used by all stations and would
give the Commission jurisdiction
over sale prices of stations.

News Commentators

Mr. Wood’s bill would control
commentators, cause licensees to
register each with the FCC, and
require licensees to maintain legal
agents in every state in which their
respective stations are heard. It
would provide that each commen-
tator be identified on every broad-
cast and, if he were using an as-

sumed name, his real name be an-
nounced and his political or other
affiliations be made known.

Last radio bill was introduced
April 17 by Rep. William Lemke
(R-N. D.) requiring the FCC to
allocate FM in the 50-mc band.

Although proponents of the vari-
ous measures have pressed for
hearings before the House Inter-
state & Foreign Commerce Com-
mittee, Chairman Lea has expressed
the view that piecemeal revision of
the Communications Act would not
be satisfactory. He has advocated
a complete revision in light of the
Supreme Court decision of May 10,
1943, in the network regulations
case and in view of FCC policy
tending toward stricter control of
programs.

Only one piece of radio legisla-
tion passed the 79th Congress—the
so-called Petrillo bill (S-63), of
which Rep. Lea was the author. It
is now law.

European Radio Authority

Clarifies

Report on Continental Broadcasting

EDITOR, BROADCASTING:

You quoted in BROADCASTING
April 15 (page 41) some informa-
tion on European stations given in
a new booklet distributed recently
by Fremantle Overseas Radio.* As
indicated in the introduction, this
report is partly based on my study
“Radic Today” published by the
Geneva Research Centre. But the
author forgets to mention that it
was issued in 1942. . . . Things
have somewhat changed in the
meantime, and you would perhaps
be interested to add some correc-
tions and additional information.

FRANCE: In March 1946, there
were 35 medium wave stations, 25
broadecasting the ‘“National Pro-
gram’?; a group of shortwave trans-
mitters broadcast the programs to
French colonies and foreign coun-
tries.

ITALY: An official report which
I received from Rome in October
1945 indicates the operation of 19
medium wave and two shortwave
transmitters. A certain number of
stations were under - construction,
and the Radio Audizioni Italia ex-

Lockhart to BPR

JACK H. LOCKHART, assistant
to John H. Sorrells, executive edi-
tor of the Scripps-Howard News-
papers, and former assistant direc-
tor in charge of the press section
of the Office of Censorship under
Byron Price, will make a survey
of the War. Dept.’s Bureau of Pub-
lic Relations. Mr. Lockhart will be
on loan by Secripps-Howard, and
will serve as civilian consultant to
Maj. Gen. Floyd L. Parks, director
of BPR. Survey, which will be made
during the next 60 days, is for the
purpose of improving the efficiency
and serviceability of the Bureau.

BROADCASTING e

pressed the hope to operate 28 in

this year.-
PORTUGAL: The program mag-
azine of the Portuguese State

Broadcasting Service indicates not
only two but six official stations
(three medium wave and three
shortwave), and no less than nine
private transmitters operated by
radio clubs; the most important of
them is the 30 kw transmitter of
the “Radio Club Portuguese” at
Parede.

BELGIUM: Besides the three
transmitters at Brussels, country
has six regional stations.

The principal changes, however,
concern Radio Luxemburg, the most
powerful private station in Europe.
On Nov 11, 1945, the American
Military Authorities gave the sta-
tion back to its owners, the Com-
pagnie Luxembourgeoise de Radio-
diffusion. It resumed commercial
operation very soon and its pro-
grams are now broadcast on long-
wave (1293 m), with 100 to 150 kw,
and in the evening also by a new
shortwave transmitter (on 49 m).
The original power of 200 kw will
be used as soon as possible.

There exists also another private
station in Europe, Radio Monte
Carlo, which started experimental
transmissions in summer of 1945
and has now a regular schedule. In
the fall of 1946 or early in 1947,
the station will be equipped with a
120 kw medium wave transmitter
and two 25 kw shortwave transmit-
ters under construction in France.

ARrRNO HuTH

April 25 Forest Hills, L. 1.
* EDITOR’S NOTE—Booklet referred
to is an analysis of the availability
to U. S. advertisers of European
radio time., Mr. Huth, upon whose
book the report is partly based, is
an authority on European radio,
and is now in this country.
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KYW'’s “Morning Salute” reaches a multitude of solid citizens
who are up and doing before the clock strikes seven. Factory
workers. Alert executives. Farmers. Commuters. Not only in
Philadelphia. . but in the rich, rural areas of Eastern Pennsylvania,
New Jersey, and Delaware.

What attracts these early birds?

Headline news every fifteen minutes. Weather reports. Up-to-
the-second market data. Correct time at five-minute intervals.
In short, information the public wants. . plus the refreshing per-
sonality of Peter Roberts, one of Philadelphia’s most popular
announcers.

“Morning Salute” is available for sponsorship in one-, five-, and
fifteen-minute segments. Don’t overlook this early-morning
medium in the nation’s third market. NBC Spot Sales can tell you
what portions are open, and who your neighbors will be.

oy ///

Philadelphia’s early birds
start the day with KYW

WESTINGHOUSE
RADIO STATIONS e

\
PHILADELPHIA Y /NBZ » WBZA « KDKA » WOWO * KEX * KYW
// Represented Nationally by NBC Spot Sales—Except KEX.

50,000 WATTS \
KEX Represented Nationally by Paul H. Raymer Co.

PV Nl A
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o0 00 Set tO MUSiC

Designed by KOA craftsmen and presented each Sunday evening by
Pl The Public Service Company of Colorado, ““Treasure Trails of Melody”
pays musical tribute to the vast Mountain Plains area. It speaks of

) v service to Rocky Mountain families.

For listeners from Canada to Mexice, this popular local feature is
presented with the same skill and artistry that characterizes the daily
I KOA-originated NBC Network programs. Under the baton of Milton
Shrednik, KOA Musical Director, The Treasure Trails Orchestra pro-
vides a perfect setting for the striking voices of Norma Lee Larkin and

p Ivan Schooley.

ok For more than ten years, The Public Service Company of Colorado
i has used KOA—the only 50,000-watt station within 500 miles of
Denver in any direction! All of which is just one more way of saying,
“Programs . . . Power . . . Results—these are the fundamentals of

KOA’s popularity.”




In the Public Interest

KIDO Bottle Appeal
IN JUST five minutes KIDO Boise,
Ida. helped considerably to relieve
a serious milk bottle shortage in
that city. An interview on the sta-
tion with local dairymen brought
hundreds of calls to Boise dairies
to pick up old milk bottles. One
man returned 240 bottles, some
dating back so far dairymen had
never seen them before. A series
of seven station breaks as a com-
munity service feature are now be-
ing used to aid in the drive.

y g
Ed o £

MacFarlane Aids Vets

| THROUGH the efforts of Ian Ross
. MacFarlane, news analyst of WITH
Baltimore, 158 veterans have been
granted permits to operate their
own taxicabs. Last summer when
a disabled vet was advised by his
surgeon that he should chauffeur or
drive a cab for a year or so before
taking any other type job, he ran
into trouble with the Baltimore
Public Service Commission which
insisted on not raising the limit of
the 1000 cabs already licensed in
that city. The veteran’s wife, a fan
of Mr. MacFarlane’s, wrote to him
about the situation. Despite a
strong protesting publicity cam-
paign by present cab owners, Mr.
MacFarlane was successful in ob-
taining a license not only for the
disabled vet, but also for 157
others. One stipulation was that
there would be no religious or racial
discrimination in the vet cab driv-
ers organization.

sk sk

Secures Blood Donors
ABANDONING its commercial
schedule, WDLP Panama City,
Fla. on April 23, answered an emer-
gency call from the Men’s Bible
Class of the First Methodist Church
of Panama City. Station after sev-
eral appeals for blood donors in
the proper classification, found
enough for a member of the Bible

, N ) class who was seriously ill in a hos-
@® Here's a participating program that's a pital inl Dothan, Ala.

paying proposition. THE FARM BREAKFAST : *
HOUR, featuring that happy gang, Smith’s Daly Rewarded

‘ e THROUGH his one-man crusade
Tennesseans, will introduce your product or to find housing for returned vet-

erans, Ranny Daly of WING Day-
ton, has been given recognition by
Military Order of the Purple Heart
of Dayton. Vets appear on Mr.
Daly’s Man-in-the-Street program
at the rate of five a day. As the
show is a 15-minute Monday-Sat-
urday program, 12:15 p.m., the
number of veterans is considerable.
He now has a waiting list for two
months. The men tell of their war
service and housing needs. Listen-
ers with available rooms, apart-

JUST ASK KATZ
ments or houses call WING and

contact the interviewee direct. Over
350 men have found living quar-
ters since the start of the show.

WCPZ) Gets I;onors
TOLEDO, OHIO

SMITH'S TENNESSEANS

Farm Breakfast
Hour . ..

service to their vast, loyal rural audience—
the people who control the “purse strings”
in the rich agricultural market of Northwest-
ern Ohio and Southern Michigan. WSPD’'s
Farm Breakfast Hour, 6 to 7 A.M., Monday
through Saturday,
RESULTS!

delivers audience and

WCPO Cincinnati brought immedi-
ate results with two appeals broad-
cast within 24 hours of each other.
Responding to a request from a
Cinecinnati housewife, Arthur
Reilly, news analyst, carried an

Page 34!‘ o May 6, 1946

BROADCASTING e

appeal for volunteer blood donors

and was told at the hospital less
than an hour later that more than
enough donors had applied and
telephone calls were still coming
in. Next afternoon, Newscaster Paul
Dixon reported that two small chil-
dren were missing from their
home, and a woman who had heard
the broadcast spotted and detained
the young absentees shortly after-
ward.
Demand for Trees

THE Colorado State Board of For-
estry is virtually “without a tree
to look at” as a result of a recent
broadcast by Farm Reporter Lowell
Watts of KLZ Denver. At the re-
quest of the board Watts made a
special appeal to farmers to take
advantage of a forestry depart-
ment offer of evergreen and
broadleaf trees for shelter belt
and windbreak planting. As a re-
sult, the board wrote Watts “we
are about 50,000 trees short, and
the orders are still pouring in!”

Ed sk 3k

WHYN Joins in Search

WHYN Holyoke, Mass., was partly
responsible for locating a child re-
ported missing from his home at
7:45 p.m. on a recent Saturday
night. Within a few minutes after
the announcement went on the air
along with a description, the sta-
tion and the police were swamped
with calls from people who had
seen children resembling the miss-
ing three-year-old. The clue from
Williamsett seemed to be the most
likely one, and by 8 o’clock police
had caught the man with the child
coming out of a movie. The man
was intoxicated and said he simply
wanted to give the child a good
time.

3 % *

Firearms Measure

TO CALL attention to an editorial
it broadcast on the need for con-
trolling sales of firearms, WCHS
Charleston, W. Va. recently used
about 60 reminders during the
ccurse of a broadcast day urging
listeners to “tell your councilman
to listen to WCHS tonight at 6:10
p. m.” As a result a member of the
city council announced he would
introduce legislation to restrict the
purchase of firearms. The station’s
eaitorial followed a murder in the
city which was attributed to laxity
in local firearms laws.

Radar on Steamer
INSTALLATION of the first ex-
perimental radar aboard a Great
Lakes ship has been announced by
Western Electric Co. as part of a
project sponsored by the Lakes
Carriers Assn. First ship to be
equipped with radar was the S.S.
John T. Hutchinson, newest ship
of the Lakes fleet. Western Elec-
tric, largest supplier of radar dur-
ing the war, announced that even-
tually all of the 340 large ships
now sailing the Great Lakes prob-
ably will be equipped with radar.

Telecasting
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Tt is the monogram that James Whistler used to sign his

paintings and etchings. He got the idea for this symbol from /
his own initials, and it has become world known as the C’
emblem that identifies Whistler’'s masterpieces. r

BUTTERFLIES az¢ BROADCASTING % ‘%)g%

® In Baltimore the initials WCBM, like the butterfly, have
been blended into a symbol of prestige.

For timebuyers and sponsors these letters gﬂa“me ¢ ‘Zcm”mg' ﬁd&t

spell a means of exceeding sales quotas
and building good will in the Baltimore
Market. Have you looked into what
WCBM can do for you?

MUTUAL BROADCASTING SYSTEM

Free & Peters, Inc.

Exclusive National Representatives

JOHN ELMER, President GEORGE H. ROEDER, General Manager
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Continental Solves Air Traffic Problem

Load Factor Improves
By Use of Spot
- Campaign
By ROBERT B. McWILLIAMS

Radio Director,

Galen E. Broyles Co., Denver
SPOT RADIO announcements,
dramatized and localized for each
city, are regularly moving airline
passengers through the ticket of-
fices and out to the planes of our
client, Continental Air Lines.

Radio and newspapers in “on
line” cities throughout Continen-
tal’s six-state 3,000-mile system are
now being used regularly to sell
airline tickets. During the calendar
year just ended the expenditure
per dollar for newspaper was
matched by that in spot radio.

And it’s paying off in a dramatic

{3

way! The 20th century medium of
communication, radio, is working
hand in glove to produce business
for transportation, 20th century
style, the airliner!

Fresh Approach

Precedent decreed that we stick
to newspapers. Qur airline compe-
tition, big and little, has used the
printed advertisement with over-
whelming regularity, except, we
found, on infrequent occasions
when they opened new routes
through new cities and wanted to
build up the fanfare with a few
hastily whipped together radio an-
nouncements.

An emergency, in the nature of
a weak load factor on our line be-
tween Denver and Kansas City,
prompted our entry into spot ra-
dio on KCMO Kansas City, and
KOA Denver, in May of 1945.

The drop-off in ticket sales indi-
cated to us and Continental that
we needed a fresh approach, a new
medium to startle the public, to
complement our long established
newspaper advertising. Something
drastic, and different, was needed.

We persuaded Continental to
experiment with spot radio, obvi-
ously because only spots would en-
able us to tailor our campaign for
every on-line city on our route,
without wastage.

Quick Response

For atmosphere in our transcrip-
tions, the noises of an airport wait-
ing room were selected, with an an-
nouncer calling off in authentic
airport style these opening words,
screened behind a sound chamber:

“Your attention, please! Conti-
nental Air Lines . .. Flight 60 . ..
now ready for immediate departure

s
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IN OKLAHOMA'S NO.1 MARKET

You just can't "tear 'em away' from KTOK here in
Oklahoma's No. | Market—a fact which is proved
by a glance at your latest authenticated Listening
Surveys. Yes, KTOK has a top-flight, concentrated
audience—Morning, Afternoon, Night, and Sundays
—in a highly concentrated market of substantial,

PERMANENT incomes.
KTOK can attract dollars to what YOU have to sell,

OKLAHOMA CITY
" AFFILIATED WITH

AMERICAN BROADCASTING CO., INC.

KEY STATION OKLAHOMA NETWORK >

TAYLUW% 8

N\

YOUR SUPER SALESMAN IN THE
OKLAHOMA CITY TRADE AREA
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FACING a traffic problem, Con-
tinental Air Lines solved it with
spot radio and now uses $3,000 a
month in air time. Mr. McWilliams,
who tells about it in this article is
28, and a native
Oklahoman. After
graduation at Ok-
lahoma U., where
he corresponded
for the Daily Ok-
lahoman and Ok-
lahoma City
Times, he went to
work for the pa-
rers. Entering ra-
Mr. McWilliams dip as announcer
at KTUL Tulsa, he moved to Den-
ver in 1940 as KFEL news editor,
moved to the Rocky Mountain
News, resigned in 1941 to join the
Broyles agency where he is radio
director and account executive.

at Gate 1 for Topeka and Kansas
City, with connections to St. Louis,
Chicago, Washington and New
York.”

This opening, we later discovered
through a great number of chan-
nels, was not only unique for radio,
but it immediately caused the lis-
tener to drop his paper, his book,
or his conversation, and listen.
The announcement had a little of
the atmosphere of the old time
railroad caller, and of course, in
the minds of the listeners, it con-
jured visions of travel, of escape,
of bright new horizons.

After this sound chamber opener,
Announcer Bob Petre came in
with a direct selling message, de-
livered in a machine gun fashion
as follows: “Yes, if you're going to
Topeka or Kansas City, there’s a
seat for you on one of Continen-
tal’s 21-passenger Luxury Liners.
Continental offers three convenient
flights daily. Kansas City is only 3
hours 10 minutes from Denver via
Continental Air Lines, the fare
$24.95. Phone Dexter 1561 and let
your friendly Continental ticket
representative plan your trip. For
three-mile-a-minute transportation
throughout the West, fly Continen-
tal Air Lines.”

The contrast between the slow,
deliberate, travelogue-y delivery of
the opening, and the fast sales mes-
sage of the finale, lent a good pace
to the spot, which was augmented
by the roar of a transport between
the voices and at the end.

Frankly, on the basis of past ex-
perience with radio, we in the
agency didn't look for immediate
results. However, about the second
day the response began to show.
People began coming into ticket of-
fices in Denver and Kansas City,
asking information about schedules
and fares, and buying tickets! Con-
tinental’s old customers, who had
stayed off airplanes during the war
period because of priorities, and be-
cause they began to feel that it was
virtually impossible to get a seat,
now began trickling back.

Radio, with its power to create
atmosphere as a direct aid to sell-
ing, was drawing all sorts of com-
ment, especially among our own

(Continued on page 69)
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WELL NATCH!
. . . AND FOR
- THE SECOND
YEAR, TOO!

THE CITY COLLEGE OF NEW YORK

Award of v

“ FREDERIC W. ZIV (0.

CINCINNATI, OHIO

s TR,
= [ides
= S i

200 YEAR 2

WINS C.C.N.Y. AWARD WITH
“CALLING ALL GIRLS"

- FOR THE MOST EFFECTIVE PROMOTION OF A SPONSORED
NATIONAL RADIO PROGRAM BY A TRANSCRIPTION PRODUCER

FOR THE YEAR 1945

- CALLING ALL GIRLS

B OUR 140 DEPARTMENT BY THE C(m()bi];‘T-TE;I:)EIIE'}Oﬁl:‘[EAR‘DS oF
B some soovons W | BRI R B
REALLY GET A BAN G APRIL THIRTIETH AND MAY FIRST 19.-f6 . " i,
OUT OF THIS! ‘ THE ITY ’COI;LE NE:‘Y':;: .
e e R e .

WE'RE HAPPY ~g
ABOUT THE 1
.4

WHOLE THING ‘5%%
Ny
-

Never has there been a program
designed exclusively for depart-
ment stores that has achieved

such a phenomenal record.
Ask D. H. Holmes Co., Ltd,

. . . BUT DEH!

New Orleans, Crowley Milner, v / NN
Detroit, Hechts,Washington,
D.C.—all three year sponsofs.
EW YOREK +» CHICAGO ™&. HOLLYWOOD
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