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inner Bell rings — and the rural Midwest
listens to its own program!

In farm family homes all across the
grain-growing prairies, there are two din-
- ner bells: the one they use in harvest or
plowing time to call the men from the
fields, and the one they tune in at 12
o’clock noon each day from their radio station—WLS-Dinner Bell,
America’s pioneer farm service program.

Mother’s special mcerest is apt to be the blushing young newlyweds

(192 pairs visited Dinner Bell last year) who ring the opening bell at
the WLS studio —or perhaps Dr. Holland’s brief words of inspiration ar
program end. Dad and the boys listen for down-to-earth farm experts,
introduced by the neighbor-across-the-road voice of Art
Page. The whole family is alerc for the frequent remote
broadcasts direct from Midwest farm events —4-H, Future
Farmer, Fire Prevention meetings, Soil Conservation groups.

We know they listen because they write to us—a sizeable share of our million
letters.a year are inquiries, thank-yous and comments directed to Dinner Bell. We
know they listen because they visit our shows at State Fairs and other events — they

come to our studio noon after noon to meet their “personal friends”” of Dinner
Bell Time.

Like Morning Devotions or School Time, like Quizdown or Farm News
and Service or Feature Foods or the news, Dinner Bell is planned for people
— given family appeal for the Midwest folks who have become neighbors
of ours through more than two decades. We give them what they want

and need — genuine friendliness, sincere service, family-style entertainment.
WLS Programs For People.
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y JOHN BLAIR & COMPANY, Affiliated in Management with
Phoenix « KTUC, Tuecson + KSUN, Bisbee -Lowell-Douglas
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Dinner for two in a smart hotel—or the family’s night out at the neighborhood cafe
—both help to swell total restaurant sales in this area. . . . During the last prewar
year, people in the Nashville market area spent more than 11 million dellars in
eating places alone. . . . This is just an indication of the buying market that you can
count on for year in, year out sales. . . . Expand your sales in this territory by selling
190,000 radio families first. . . . They have the most money to spend—and a large
part of them listen to the many popular shows broadcast over WSIX.
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[Closed Circuit

WHEN NAB President Justin Miller lunches
with FCC acting Chairman Denny today
(Monday) under “new era” plan evolved at
NAB convention, main topic is expected to be
modification of proposed transeription rule on
identification of records. Judge Miller expected
to have in tow T. A. M. Craven and Clair
McCollough, as board member observers.

CONVINCED that BMB can be salvaged if
certain procedural alterations are made, NAB
board at its post-NAB Convention session non-
dered desirability of breathing spell during
which reins could be tightened. Feeling was
that 1946 information should suffice for next
couple of years anyway and that such changes
as may be justified could be incorporated in
study to be undertaken perhaps in 1949.

REMOVAL of price controls from radios last
week was hardly necessary, if OPA quick in-
ventories mean anything. Dealers generally
found themselves overstocked in small table
models, notably AM. Market ahead is largely
for FM, with television demand in those areas
now providing video service.

AMBITIOUS proposal for setting up of regu-
lar awards for radio following Hollywood
“Oscar” scheme now practically one dead duck.
Both old NAB board and new one which took
office in Chicago after convention ignored it.

THOUGH NAB has doubled headquarters staff
in year further expansion is in works to meet
demands for service. Besides creation of Pro-
gram Dept. and appointment of public rela-
tions director, headquarters office drafting
plan for new Television Dept., to follow lines
of FM Dept. by serving new medium without
promoting it separately. Engineering Dept.
likely to be enlarged.

WHEN NAB board meets in early January
in San Francisco one of main orders of busi-
ness will be proposed increase in annual dues
approximately 20%. Income from dues ag-
gregated nearly $700,000 in fiscal year which
ended Aug. 1, 1946.

NAB MEMBERSHIP in Inter-American Ra-
dioc Congress, formed in Mexico City month
ago, was approved “in principle” at post-NAB
Convention board meeting Oct. 25 but with
payment of dues and initiation fee to hold
over until next board meeting scheduled in
January at which 1947 budget of association
will be considered. Both Campbell Arnoux,
WTAR Norfolk, and Hugh A. L. Halff, WOAI
San Antonio, observers at Mexico City ses-
sions, recommended membership [CLOSED Cigr-
culrt, Oct. 21].

SECOND Chicago-originated program Vaude-
ville Hotel, auditioned Tuesday by ABC execu-
tives, may be sponsored by first of year by
nationally-known Chicago radio manufacturer.
Packaged by MKN Radio Productions, pro-
gram is on “must” list by ABC Central Divi-
sion as part of policy to encourage Chicago
originations.
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Nov. 4-6: Ninth Annual Western States
Convention, Pacific AAAA, Biltmore Hotel,
Santa Barbara, Calif.

- Nov. 9-11; Steering Committee and subcom-

mittees, new FM promotion group, to meet
in Washington on organization.

Nov. 18: 1946 Eastern Annual Conference,
AAAA, Waldorf-Astoria Hotel, New York.

Other Upcoming Page 92.

Bulletins

RADIO CORRESPONDENTS Assn.’s 1947 an-
nual dinner for President announced Friday
for Feb. 1, Washington, with Charter Heslep,
MBS Washington director, arrangements
chairman.

WGN Chicago granted CP Friday for com-
mercial television station to operate on Chan-
nel 9 (186-192 mc). Station will have 18.4 kw
visual, 11.4 kw aural power with 496-foot an-
tenna.

WARTIME Order 102 relaxing requirements
for operators of aeronautical and aeronautical
fixed stations would be cancelled under FCC
proposal (Order 102-A) announced Friday.
Written objections to be accepted through
Nov. 15; oral argument if necessary.

26 AMs Granted in

NEW ALL-TIME AM grant record estab-
lished when FCC Friday announced 26 new
standard stations, including 13 locals on 250
w, 2 unlimited 1 kw, 5 daytime only 1 kw, 5
daytime 250 w and 1 daytime 5 kw.

KHWA San Mateo, Calif., Amphlett Print-
ing Co., granted modification of CP, which
authorized new 250-w station on 1550 ke,
increasing power to 1 kw, using directional
nights. Grants follow:

Brewton, Ala.—Wm. E. Brooks, 1240 kc 250 w un-
limited, cond.

Russellville, Ark.—Clyde R. Horne, Jerrell A..Shep-
herd d/b The Valley Bestrs., 1490 k¢ 250 w unlimited,
cond.

Redding, Calif.—Wonderland Bestg. Co., 1340 ke
250 w unlimited, cond.

Yreka, Calif.—Siskiyou County Bestg. Co., 1340 kc
250 w unlimited, cond.

Craig, Colo.—Newell S. Cahoon, tr as Craig Bcestg.
Co., 1230 kc 250 w unlimited, cond.

New Haven, Conn.—New Haven Bestg. Co., 1260
kc 1 kw day, cond.

Jacksonville Beach, Fla.—Jacksonville Beach Bcstg.
Co., 1010 kc 250 w day, cond.

Canton, Ill.—Fulton County Bestg. Co., 1560 kc
250 w day, cond,

Crowley, La.—Max Thomas d/b Acadia Becstg. Co.,
1450 kc 250 w unlimited, cond.

Natchitoches, La.—Natchitoches Bestg. Co., 1450 ke
250 w unlimited, cond.

Flint, Mich.—Booth Radio Stations Inc. (WJLB
Detroit), granted petition severing from consolidated
hearing, granted 1330 k¢ 1 kw unlimited, DA.

Kansas City, Mo.—Midland Bestg. Co. (KMBC), 550

ke 5 kw day, transm. to be located Concordia, Kan.,
subj. studio being located according to FCC Rules
& Regs. (See separate story page 93).

Lackawanna, N. Y.—Leon Syszatycki d/b Greater

Business Briefly

BEER FIRM ADDS @ National Brewing Co.,
Baltimore (National Premium Beer), added
to schedule: Boston Blackie, WFBR Baltimore
thrice-weekly; Art Brown, organist, WOL
Washington five-weekly; Bill Brundige and
National Moondial, WOL five-weekly; Nu-
tional Moondial, WIEJ Hagerstown, Md., five-
weekly. Contracts for 52 weeks. Agency:
Owen & Chappell, N. Y.

EVANS SHIFTS AGENCY @ David G.
Evans Coffee Co. (Old Judge), St. Louis, trans-
ferred account from Ruthrauff & Ryan, Chica-
go, to Glen R. Stocker & Assoc., St. Louis.
R&R, which placed account in 25 markets, and
advertiser decided on change when it was
found product was overlapping another R&R
competitive account, Safeway Stores (Edwards
coffee). '

RENEWS AFTER HIATUS ® American
Home Products, N. Y., which dropped spon-
sorship on Oct. 4 of Real Stories From Real
Life, 9:15 p.m., five times weekly on MBS,
signed new 52-week contract for same show
starting Jan. 1. Dancer-Fitzgerald-Sample,
N. Y., agency.

AUTO GROUP PLANS
AUTOMOBILE dealer associations of six New
England states planning series of weekly 15-
minute broadcasts on Yankee Network to give
factual information on manufacturing and dis-
tributing problems of automobile industry.
First program tentatively Nov. 15.

Record FCC Output

Erie Bestg. Co., 1120 ke 1 kw day, cond.

Liberty, N. Y.—Bernard K. Johnpoll, 1240 kc 250 w
unlimited, cond.

Corvallis, Ore.—Pacific States Radio Co., 1340 kc
250 w unlimited, cond.

Nanticoke, Pa.—Radio Anthracite Inc., 730 ke 1 kw
day, cond.

Upper Darby, Pa.—Suburban Bestg. Corp., 1170 kc
1 kw day, cond.

Brenham, Tex.—Tom S. Whitehead, newspaper pub-
lisher, 1280 k¢ 1 kw day, cond.

Cleburne, Tex.—Marti Inc., 1120 kc 250 w day,
George W. Marti (64%), pres., formerly with KTAT
KFJZ. g

Del Rio, Tex.—Del Rio Bestg. Co., 1230 ke 250 w
unlimited, cond., principals: Joe H. Torbett, Wash-
ington manager, Press Assn., Thomas O. Mathews,
former Army major; Richard J. Higgins, county
atty., Angleton, Tex.; James A. Clements, managing
partner, Bay City Bestg. Co. (1/6 int.), formerly with
KPAC Port Arthur, each 259%,.

Edinburg, Tex.—James Cullen Looney, 710 kc
250 w day, cond.

Lamesa, Tex.—Riley Orlan Parker, 690 k¢ 250 w
day, cond.

Monahans, Tex.—Monahans Bestrs.,, a corp., 1340
ke, 250 w unlimited; principals: Charles W. Stuckey
(50%), president, former announcer KPAC; Barney
Hubbs, (20%), publisher-businessman; Jack Hawkins
(20%), formerly with KAVE, owns half int.; is gen-
eral manager, KIUN Pecos, Tex., owns 109 XRIG
Odessa, Tex., 40% Big Bend Bcstrs.,, Alpine, Tex.:
Harry Boehnemann (109%), former chief engineer
KAVE, owns $1.000 in Big Bend Bcstrs.

Sulphur Springs, Tex.—Howard S. Smith et al d/b
Hopkins County Bestg Co., 1230 ke 250 w unlimited,
cond.

Uvalde, Tex.—Edward J. Harpole et al d/b Uvalde
Bestrs., 1490 kc 250 w unlimited; principals: Edward
J. Harpole, Uvalde Gen. Supply Co. salesman: Wm.
T. Kamp, manager, KVOP Plainview, Tex.: W. J.
Harpole, principal owner KVOP.

Neenah, Wis.—Neenah-Menasha Bestg. Co., 1280 kc
1 kw day.
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Market Data

Within our primary
coverage area are
19.35%, of the Total
Population of Canada
25.289, of the Total
. Retail Sales in Canada
23.559%, of the Total
Food Sales in Canada
32,579, of the Total
Drug Sales in Canada
based on the latest
Dominion Bureau of §
statistics figures.
Coverage according to
preliminary measure-
ments of R.C.A.

Represented By
Metropolitan ‘Broadcasting Serv1ce,
Toronto, Ont.

Horace Stovin Co.,- Montreal,
Winnipeg.

Adam J. Young Jr. Inc., New York,
Chicago, Lios Angeles.

L0 ¥n0A NO 006 ¥ 1Tvid ¥n0A NO
4 ON YOUR DIAL % 900O0NVYOURDIAL x 900 ON YOUR DIAL * 900 ON YO

HAMILTON-ONTARIO. .

4l * 900 ON YOUR DIAL % 900 ON YOUR DIAL 5\

BROADCASTING o Telecasting November 4, 1946 e Page 5



BROADCASTING

TELECASTING

[ ] n *
Published Weekly by Broadecasting Publieations, Ime,
u U n ew y = Executive, Editorial,

Advertising and
Circulation Offices: 870 National Press Bldg.

Washington 4, D. C. Telephone: ME 1022
IN THIS ISSUE . . .

FCC Sets Record for Actions_________ 15

La Roche, Greig Firm Seeks WHUM, WPOR__ 15

BROADCASTING TRENDS:

Who Helps American Radio Most?_____ 16
RCA Shows Electronic Color T _ 18
Dry leaders Sve CBS_____________ 18
Researcher, Manager Flay BMB__________ 20
BMB Cited as ABC Parallel____________ 20
Julian Price Dies____________ """ 22
Campaign Set for Radio Week__________ 22
Koop Book on Wartime Censorship______ 27
Technique of Radio Power Analyzed_____ _ 27
Ft. Worth, Pittsburgh Grants Proposed____ 30
Padway Gives AFM Stand on Lea Campaign_ 32
AAAA Membership at High____________ 67
Transcription Firms Bow to Petrillo______ 83
Reinsch to Address Georgia Institute______ 84
WADC Disputes FCC Action_________&»__ g5
Station Grants Proposed for Four________ 86
Seven New FM Stations Authorized_______ 87
AFRA—Network Negotiations Delayed_____ 91
63 AMs Renewed, 18 on Temporary______ 91

DEPARTMENTS
Agencies _______ 56  Our Respects to___50
Allied Arts ______ 58 Production ______ 70
Commercial _____ 58  Programs _______ 64
- * Editorial _______ 50  Promotion ______ 60
FCC Actions _____ 68 Sponsors _______ 62
: Management ____ 54 Technical _______ 72
News __________ 62  Turntable ______ 72
B En Upcoming ______ 92

At Washington Headquarters

: ]
SOL TAISHOFF
Editor and Publisher
EDITORIAL

ROBERT K. RICHARDS, Editorial Director

Art King, Managing Editor; J. Frank Beatty,
Bill Bailey, Rufus Crater, Associate Editors; Fred
Fitzgerald, Asst. to the Managing Editor, STAFF:
Ward Archer, Lawrence Christopher, Irving
Kipnes, Mary Zurhorst; EDITORIAT, ASSIST.

é&NTS: M?‘garet Elliott, Cleo IKathas, Kathryn
. ‘ o wanson, rances Tymann; Eleanor J. Brum-
Cover the big Detroit market with station CKLW baugh, Secretary to the Publishey
' . BUSINESS
and Fu1t0n LeWiS, jr., WhO happens to be avall' MAURY LONG, Business Manager

= . Bob Breslau, Adv. Production Manager; Harry
able* for sponsorship in this important area. Stevens, Eleanor Schadi.

AUDITING: B. T. Taishoff, Irving C. Miller,
Viola Sutherland.

CIRCULATION AND READERS’ SERVICE
BERNARD PLATT, Director

Dorothy Young, David Ackerman, Leslie Helm,
Pauline Arnold.

On 213 stations throughout the United States,
local and national advertisers find the Fulton
Lewis, jr. audience well worth reaching. His PROMOTION

program is the NUMBER ONE COOPERATIVE WINFIELD R. LEVI, Manager

. NEW YORK BUREAU
on the air today. 250 Park Ave. PLaza 5.8355
EDITORIAL: Edwin H. James, New York Editor;

R o Florence Small, Hilliard H. Wolfe Jr., Patricia
Wire, phone or write us immediately for Ryden, Dorothy Macarow.
K

Bruce Robertson, Senior Associate Editor,

. . ADVERTISING: 8. J. Paul, New York Adver-
complete lnformatlon- tising Manager; Martin Davidson.,

CHICAGO BUREAU

» L 360 N. Michigan Ave, CENtral 4115

* ff d SUh ect tu Prlnr Sale Fred W. Sample, Manager; Jean Eldridge.
ere j HOLLYWOOD BUREAU

6000 Sunset Boulevard, HEmpstead 8181
David Glickman, Manager; Ralph Q. Tuchman,
Patricia Jane Lyon.

COOPERATIVE PROGRAM DEPARTMENT

MUTUAL BROADCASTING SYSTEM E[I[IP

TORONTO BUREAU
417 Harbour Commission Bldg. ELgin 0775
James Montagnes, Manager, .
BROADCASTING * Magazine was founded in 1931 by
Broadcasting Publications Inc., using the title:

1440 BROADWAY, NEW YORK 18, N. Y. - BROADCASTING *—The News Magazine of the Fifth

GO il ILL Estate. ?roadc%st Adﬁ'erti::ng" Wfagsaaacquired in
. 1932 and Broadcast Reporter in 3
TRIBUNE TOWER, CHICA ; gadeast, Reporter in 19:

Copyright 1948 by Broadcasting Publications, Ins.

SUBSCRIPTION - PRICE: $5.00 PER YEAR, 13¢ PER COPY. |

6 BROADCASTING o Telecasting
Page 6 o November 4, 194



. in 1944

. again in 1945

. . . and again in 1946

WFIL

wins
ABG award

"For Qutstanding

Audience

Promotion”

Nationally Represented by
The Katz Agency

BROADCASTING e Telecasting

Three out of three is the WFIL
score for this annual ABC award.
For the THIRD successive year,
the American Broadcasting Com-
pany's poll of advertising

agency account executives has
placed the accolade on WFIL
“For Qutstanding Audience
Promotion on American Broad-

casting Company Programs.”’

To the advertising agencies and ABC,
our sincere thanks for this
recognition of our planned program

of promotion —one of the reasons for

WFIL's potent appeal to advertisers.

AN 560
ABC AFFILIATE 4%4'2‘ ON YOUR DIAL

The Philadelphia Inquirer Station
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Not since the gold rush in 1849 has there
been such world-wide interest in Northern Cali-
fornia as today. During the war the entire state
grew tremendously, and what’s important . . .
the upward trend continues. On the basis of
the latest population estimates, California is
now the second largest state in the Union.

For nearly 100 years the earth of Northern
California has yielded vast quantities of gold
ore. Today, mining continues to be an im-
portant activity, but the richest gold being taken
from the earth is in the form of agricultural
products. The vast output of fruits, field crops,
truck crops, poultry and livestock has made
California the leading state in cash farm income.
Of the nation’s 10 wealthiest farm counties, five
are in the KPO primary listening area.

Because of the important role of agriculture
in the economy of Northern California, KPO

still gold in Northern California

has always put service to the farmer high on
its list of program activities. In 1943 KPO
originated

THE FARMER’S DIGEST

... a program specifically designed to serve the
farmers, fruit growers and ranchers of this great
productive area. Directed by Henry Schacht,
national authority on farm problems, and spon-
sored by Standard of California, The Farmer’s
Digest provides a program of agricultural news
and information of practical value to the
rural listeners of Northern California.

KPO CULTIVATES LISTENERS

For over 24 years KPO has been raising a crop
of its own . . . a tremendous crop of loyal and
responsive listeners. This careful cultivation of
KPQ’s listeners has resulted in increasingly
larger, more attentive audiences for sponsors’

sales messages. Why not for yours?

THE NATIONAL BROADCASTING COMPANY



A “CAPITAL” IDEA

Lincoln is not only
Nebraska’s second market,
but also the home of two
great institutions, the
State Capitol and the
University of Nebraska.

15 There is only ONE ra-
dio station in this rich
market that concentrates
on serving the people in
the Lincoln area alone.

best in ABC and Mutual
shows, powerful local pro-
grams, and a continuous
stream of public interest
events for and about the
Lincoln area.

Write for the attractive
booklet that tells the com-
plete story of how KFOR
is selling Lincoln for
others, and can sell Lin-
coln for you.

Represented by
EDWARD PETRY CO., INC.

e

i LINCOLN, NEBRASKA

and General Manager
HARRY PECK, Station Manager

BASIC ABC-1240 KC

LOCAL CHANNEL
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| That is KFOR, with the | |
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Feature of the Week

ST. LOUIS had not enjoyed, prior
to 1946, the rewards of daylight
saving time.

A majority of the citizenry and
of course the broadcast stations
approved the summer change, but
KXOK decided to conduct a sur-
vey to sample public opinion. The
station mailed 1400 post card ques-
tionnaires, 50 going to each of the
28 wards in St. Louis.

The poll revealed that 53% de-
sire continuance of daylight sav-
ing time in 1947. The cards were
mailed Sept. 30. A fortnight later
KXOK devoted its public discus-
sion forum, Wake Up, St. Louis, to
the poll.

Of the 1400 cards mailed, 312
were returned, with 165 in favor
of daylight time and 147 opposed.
In the sixth ward 100% of the
cards opposed daylight time. Ex-
planation offered is that the ward
centers around Union Station, with
many of the residents working
for railroads.

Question asked by KXOK on its

questionnaire follows: “Did you
like daylight saving time this year?
I am asking a number of repre-
sentative people that question to de-
términe the desires of St. Louisans
about daylight saving time. I will
be grateful if you would complete
and mail the attached stamped
card as quickly as is convenient.
No signature is necessary and the
number on the card only identifies
the ward in which you live. Thank
you very much. Bruce Barrington,
news editor, Radio Station KXOK.”

The alderman who introduced
the daylight time ordinance origi-
nally has changed his mind and
now is pressing for its repeal.

“The subject of daylight time
has always been of major im-
portance to our industry,” accord-
ing to C. L. (Chet) Thomas, KXOK
manager. “There must be some
way we can convince Congress that
uniform time across the nation is
the answer to this problem. Per-
haps surveys of this type made in
every major city would be of some
value.”

Sellers of Sales

NLY firm resolve brought
him face to face with his
first sales prospect, he re-

calls. That was preceded by
a walk around the block calculated
to delay the inevitable.

Others advised him that he was
never cut out for sales. Yet today
Sydney Gaynor is general sales
manager of Don Lee Broadcasting
System with offices in Holly-
wood.

The answer is
simple, according to
Syd. Aggressiveness
may help some
salesmen, he says,
but careful prepara-
tion for a sales
career is an equal-
ly valuable ap-
proach, bolstered
by continuing study
of the profession.

That’s a long
speech from a quiet-
mannered gentleman
whose sales organ-
ization does an an-
nual Dbusiness of
close to $3,000,000.
He oversees an ag-

gregate staff of 30
salesmen,

Gaynor, Oct. 28, 1903, at Coon
Rapids, Iowa. His family moved
to Des Moines when he was five.
He was raised there, graduating
from North High School in 1921.
Later he attended Drake U. for 18
months before hay fever brought
himto Seattlefor thesummer of ’23.

Liking it so well, he remained
and enrolled at U. of Washington
for two and a half years. Sum-
mers he worked at lumber mills.
Following college he took perma-

SYD
He was born Sydney Ballachey

nent employment with a lumber
mill until he came to Los Angeles
in spring of 1927.

For the next two years Syd
wrote original stories for various
movie studios. Then in September
1929, he became assistant pub-
licity and advertising manager of
Southern Counties Gas Co., re-
maining in that capacity until
spring of 1933.

At that time he formed a part-
nership and entered
wholesale and re-
tail sale of divers
gas equipment. As
such he remained
until September
19356, dissolving
partnership to join
Don I.ee Broadcast-
ing System as an
account executive.

In June 1937, he
was named assist-
ant commercial man-
ager of KHJ Holly-
wood. Exactly one
year later he was
advanced to com-
mercial manager. In
September 1942 he
attained his present
position.

When his boss at Southern Coun-
ties Gas Co. hired a new secretary
in fall of 1931 Syd first met Lu-
cille Frances Codori. On Septem-
ber 2, 1933, she became Mrs. Gay-
nor. Now they are five, including
Jeffrey Kenneth, 5; Pamela, 3;
Christopher, 22 months.

Organization rosters carrying
his name are Los Angeles Ad Club,
Hollywood Rotary, Sales Execu-
-tives of Southern California and
Psi Upsilon.

BROADCASTING o

% Profitably, economically,

consistently. Thi§ -popu\:r,
progressive station reaches

a prosperous, spendn‘ng-
market comprising: Dela
ware, southern New Jerseyc;
parts of Maryland an

Pennsylvania.

5000 WATTS

- DAY AND NIGHT

R:eprese-nted by

RADIO
ADVERTISING
COMPANY

New York e
San Francisco

Dallas L Chicago
® Hollywood
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NETWORK

STATION NETWORK

STATION

NETWORK
STATION

NETWORK
STATION

1941

C. E. Hooper morning, afternoon and evening

indexes of June-July 1941, and June-July 1946.

HOTEL CHASE, ST. LOUIS

- PAUL H. RAYMER, REPRESENTATIVE
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HUGH BAILLIE'S WORLD-IMPORTANT INTERVIEW WITH

alALIN

Radio stations the world over topped news-
casts this week with another historic United
Press exclusive story—Hugh Baillie’s world-

important interview with Premier Stalin.

From London the U. P. president wired Stalin
31 forthright questions, based on conversa-
tions with diplomatic, military, political, pub-

lishing and other leaders in Europe and Britain.

Stalin answered ali 31. His statiements to the

United Press, besides their global public in-
terest, were subjects of immediate study and
comment in top national and international

circles everywhere.

As timely and newsworthy as his interviews
with MacArthur, Hirohito and Chiang Kai-Shek
in 1945, Baillie’s Stalin dispatch is a news high-
light of 1946—another dramatic example of
“the world’s best coverage of the world's
biggest news.”

Koes % o






‘A LITTLE EXTRA EFFORT
OFTEN GETS A BIG

@In radio as in everything else, nobody gets results by settling

Frankhan 6373
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down on his nest-egg. It takes extra effort to hatch big achieve-
ments, and F & P knows it. s

A
K

That’s why Free & Peters has secured the best men we know in
this business — why we devote so much time and money to market
and media research — why each of our six offices is ideally staffed
and equipped so that each of our “Colonels” can spend the maxi-

mum time in constructive work.

Long on effort, short on ballyhoo, F & P is the kind of outfit most

people like to have serve them. Else why should we be running

' s0 many points ahead of spot-broadcasting in general ?

FREE & PETERS. i~c.

Pioneer Radio Station Representatives

Since May, 1932

| 'CHICAGO: 180 N. Michigan NEW YORK: 444 M adtf:;)nAtre. DETROIT: 3463 Pencbscot Bldg. SAN FRANCISCO: 58 Suster HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palme

P}au-i-’4130 Cadillac 4255 * Sutter 4353
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RESULT?

EXCLUSIVE REPRESENTATIVES:

Hollywood 2151

ALBUQUERQUE ROS
BALTIMORE wWCeBM
BEAUMONT KPDM
BROWNSVILLE KVAL
BUFFALO WGR-WKBW
CHARLESTON, S. C. WCSC
CINCINNATI wceky
COLUMBIA, S. C. wis
CORPUS CHRISTI KRIS
DAVENPORT woc
DES MOINES WHO
DULUTH-SUPERIOR WDSM
FARGO WDAY
HOUSTON KXYZ
INDIANAPOLIS WISH
KANSAS CITY KMBC
LOUISVILLE WAVE
MINNEAPOLIS-ST. PAUL WTCN
NEW YORK WMCA
OKLAHOMA CITY KOMA
PEORIA-TUSCOLA WMBD-WDZ
RALEIGH WPTF
ROANOKE wWDBJ
SAN DIEGO KSbJ
ST. LOUIS KSD
SEATTLE KirRO
SYRACUSE WFBL
TULSA KTUuL

i

rBldg.

Main 5667
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FCC Sets Record for Volume of Actions

Handles 150 liems
In Week After
NAB Meet

By RUFUS CRATER

FCC OUTDID ITSELF last week,
establishing an all-time record for
volume of actions turned out.

In the week’s grist:

Grants for 26 new AM stations—
a record within a record.

Conditional grants for 26 FM
stations including 13 for Los An-
geles, and construction permits for
24.

Approval of eight transfers ag-
gregating $1,820,000 and designa-
tion of two transfer applications
for hearing.

Proposed decisions affecting 36
AM applications which had been in
hearing, final decisions dealing
with four others, order approving
seven FM applications in hearing
and proposed denial of another.

One television grant, for WGN
Chicago.

License renewals for 63 AM
stations and temporary extensions
for 18.

Fresh from the previous week’s
NAB Convention for which they

Stories on FCC actions on pages
15, 28, 30, 36, 42, L4, 68, 72, 78,

74, 75, 76, 77, 85, 86, 87, 91, 92,

93, 94.

by-passed their own regular week-
ly session for one of the few times
in a year, the Commissioners last
Thursday sat down to a record
agenda of approximately 150 items.

By the end of the day, counting
a relatively substantial flow of ac-
tions taken earlier in the week,
they had turned out what FCC
authorities reported was the heavi-
est one-week volume in the history
of Federal radio regulation.

Not all of the 150 items on the
agenda were passed upon definite-
ly. Some were studied and put aside
for a decision later. But all 150
were considered.

They embraced virtually the en-
tire field of broadcasting, plus
common carrier matters. In stand-
ard broadcasting alone there were
61 items. In FM there were ap-
proximately 40; in television, two.
The material covered by the agen-
da mounted up to well over 700
pages.

The Commission was reported
to have fixed the issues on

which will be heard at least some
of the seven “Blue Book renewal

cases’—stations with whose pro-
gramming FCC found fault
[BROADCASTING, Sept. 23]. They

were expected to be available Fri-
day afternoon or this week.

Not among them yet, however,
according to reports, are the issues
for the renewal hearing of WBAL
Baltimore, first of the seven to be
set down for hearing on program-
ming considerations. They have
been expected almost momentarily
for several weeks.

Long Session

Reaching Thursday’s decisions
was an all-day job for the Commis-
sioners. The session lasted from
about 9 a.m. to 5 p.m. Yet despite
the volume of work accomplished,
it was by no means the longest
meeting the Commission has held.
Frequently the Thursday sessions
run until 6 p.m. or later.

The record turnout came just a

year after the Commission resumed
normal licensing operations in Oc-
tober 1945, when lifting of the war-
time “freeze” policy found FCC
facing more than 1,100 new-station
applications in addition to all the
others.

The past week’s pace, while fast-
er, nevertheless was in keeping
with that the Commission has
maintained throughout the year.
Months ago all previous years’ rec-
ords had been surpassed.

Acting Chairman Charles R.
Denny Jr., in his speech at the NAB
Convention in Chicago the week
before, gave an indication of the
size of the job FCC has done
[BROADCASTING, Oct. 28].

“To the applicants who say we
move too slowly,” Mr. Denny de-
clared, “I answer that in the last
12 months we have done almost 11
years’ work.

“In the 11 years between 1934
and October 1945 the Commission
licensed 451 new AM stations.

LaRoche, Greig in New Firm
Seeking to Buy WHUM, WPOR

PLANS for acquisition of WPOR
Portland, Me., and WHUM Read-
ing, Pa., by a new corporation in-
cluding Chester J. LaRoche of La-
Roche & Ellis, advertising agency,
former ABC directing head, Hum-
boldt J. Greig, ABC sales execu-
tive, and some of the minority
stockholders of both stations, were
revealed in an application reported
by FCC last week.

The application requested FCC
consent to the sale of Centennial
Development Co.’s 95.89% interest
in WPOR to Oliver Broadcasting
Corp. for $96,250 and reported that
the Commission also will be asked
to approve Oliver’s purchase of
WHUM for approximately $100,-
000. WHUM owners include Mr.
Greig and his wife, who have ap-
proximately 40% interest, and
Murray Carpenter, former media
director of Compton Adv.,, now
WPOR manager and Oliver vice
president, about 99.

FCC also was asked to approve
the sale of Assistant Secretary of
State Donald S. Russell’s 38.5%
interest in WSPA Spartanburg,
S. C., to A. B. Taylor, WSPA presi-
dent, for approximately $150,000.
Mr. Taylor already owns 38.5%.

BROADCASTING o Telecasting

Mr. LaRoche Mr.

Greig

Other stockholders include Walter
J. Brown, former special assistant
to the Secretary of State, now
WSPA vice president and general
manager, 10.5%; Cassie Connor,
Washington, D. C., 8.3%.

Oliver Full Owner

Since less than a controlling in-
terest is being sold, even though
Mr. Taylor would attain control,
FCC’s Avco public-bidding rule
presumably would mnot apply.
WSPA is on 950 ke with 5 kw
fulltime.

In the WPOR application it was
pointed out that William S. New-
ell already has transferred his
4.29% interest to Oliver Broadcast-

(Continued on page 91)

And . .. in the 12 months between
October 1945 and October 1946 we
authorized 448 new stations, only
three short of equalling the total
actions of the precediny years.”

Those 448 were standard stations
only. Not counted are the FM
glants—well over 500—or the tele-
vision construction permits, num-
bering more than 30.

Nor do these figures indicate the
multitude of other matters requir-
ing the Commission’s attention:
Changes in facilities, modifications
of permits, renewals, transfers and

' a551g1nnents, experimental opera-

tions, ete.

in the broadecast field
alone. ’

Holdover Is Heavy

A part of last week’s volume was
attributed to holdover matters
which ordinarily would have been
passed upon the week before, while
three of the Commissioners and
many of their top staff executives
attended the NAB Convention.

But FCC authorities did not
count the convention week as a
week lost from FCC work. Most of
the Commission’s 900 Washington
employes were at their desks car-
rying on the normal FCC routine.
Those who went to the convention
went prepared to work, too. Some
carried application forms, copies of
policy statements, and releases of
general information and distribut-
ed them to broadcasters in count-
less conferences.

Chairman Denny told the con-
ventioners:

“We are here to consult with
you, to learn your problems, to ad-
vise you in any way and in every
way that we can.”

Although the past week's and the
past year’s output of Commission
actions were both record-breakers,
the workload still on hand is also
unprecedentedly large. The Com-
mission came through September
still facing 1,218 applications for
new stations of all types [BROAD-
CASTING, Sept. 30].

The number of applications
awaiting action has increased
steadily since October 1945, but,
it was pointed out, the increase has
slowed in recent months. In AM,
the Commission almost kept pace
with in-coming applications from
mid-August to mid-October. Even
so, the number increased from 859
to 871 in that period [BROADCAST-
ING, Oct. 28]. There are also ap-
proximately 300 FM applications
pendlng, and about 35 for tele—
vision,
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BROADCASTING TRENDS

Who Does Most to Improve Radio?

(Copyright 1946 by Broadcasting)

BROADCASTING Magazine’s first
Station Managers’ Poll (announced
as a continuing feature Oct. 21st)
was planned as a survey of indus-
try opinion about radio program-
ming
A representative cross-section™
of managers of U. S. commercial
broadcasting stations was asked:
(1) To indicate which organiza-
tions were most instrumental in
stimulating good programming.
(2) Which had done most to re-
tard program improvement and
(3) Which had the greatest re-
sponsibility for program improve-
ment. s

CBS, NBC Lead Networks
In Answer to Question 1

Station managers believe that
local stations and listeners are
most instrumental in stimulating
good [programming (see Chart 1).

CBS and NBC lead the four na-
tional networks, in the opinion of
station managers, as the principal
contributors to program improve-
ment with 30% and 29% respec-
tively. ABC is third (16%) and
MBS fourth (12%).** “National
networks,” without individual des-
ignation, were indicated by an
additional 129 of the panel.

Twenty-two percent of the panel
feel that the FCC has been most
instrumental in program improve-
ment-—considerably more than
those who so credit the NAB
(16%). The rating services also
received the vote of 229 of the
sample.

Sponsors, advertising agencies
and transcription services are not
regarded by station managers as
influential forces for program bet-
terment, receiving the votes of
only 7%, 7% and 8% respectively.
More votes were cast for the FCC
as a force for good programming
than for advertising agencies and
sponsors combined.

Analysis of responses to this
question by network affiliation, by
size of station and by geograph-
ical. area furnishes an interesting
insight into the way station man-
agers evaluate networks and other
organizations which influence pro-
gram and program schedules.

Managers of stations of 250
watts or less are more likely to
emphasize the contribution of the
individual station (449%) than
larger stations (39%). They are
less impressed with the importance

* The sample was constructed to repre-
sent all U. S. commercial AM sta-
tions in operation Sept. 1, 1946, con-
trolled for proper balance by city
size, network affiliation, base hour
rate, and geographical area.

*% Percentages add to more than 100
throughout, because of the combin-
ing of votes for first, second and

third choice.
of .rating services (159%) than

managers of stations of greater

Page 1‘6 e November 4, 1946

Listeners Give More Aid Than Agencies

First Managers’ Poll Shows

THE MAN WHO listens to American radio has done more to

improve it than the man who pays for it.

This is an outstanding conclusion to be drawn from a com-
prehensive survey among broadcasting station managers con-

ducted for BROADCASTING by Audience Surveys, Inc.

Station managers generally credit the networks, local sta-
tion activities and rating services with contributing strongly
to program improvement—and they rate sponsors, with agen-

cies, at the bottom of the scale.

The FCC is credited with greater effectiveness toward im-
provement than is the NAB—but, perhaps reflecting the in-
dustry’s uncertain reaction toward regulation, an equal number
of panel respondents condemned the FCC as having exerted

a strong influence toward retarding improvement.

Generally speaking, smaller stations feel NAB should bear
more responsibility toward improving programs than the FCC.
Larger station managers fail to see much help in the future

from NAB or FCC.

Full text of the report starts in the left column.

whole 2.....

Percent 0 5

|

Which of the following do you feel have been most instrumental |
in stimulating good programming in the radio industry as a

10 15 20 25 30 35 40 45

Local Stations .. .. ..
Listeners .. .

Columbia Broadcasting System .

Nationa! Broadcasting Company . '

Rating Services
Federal Communications Commission .
National Association of Broadcasters .
American Broadcasting Company
All National Networks
Mutoal Broadcasting System |8
Transcription Services .

Advertising Agencies

Spomsors

1st Choice

2nd Choice 2
3rd Choice / |

Percentages total more than 100
because respondents were asked
to make more than one choice

Avdience Surveys, Inc.

power (27%). Twenty-six percent
of the managers of small stations
consider the FCC a factor in pro-
gram improvement compared with
199% of the larger stations. Small
stations also have a higher regard
for the program contributions of
ABC and MBS than do larger sta-
tions.

Each network received a heavier
vote of approbation from its own
affiliates, of course, than from the
rest of the sample. However, more
than twice as many CBS (74%)
and NBC (709%) stations voted
for their networks as ABC (33%)
and MBS (339%) affiliates. Sta-
tions not affiliated with any net-

work rated the program improve-
ment efforts of the four networks
in this order: CBS 18%; NBC
189%; ABC 9% ; MBS 69%. Appre-
ciation of the rating services was
highest among NBC stations
(309%) and lowest among those
associated with Mutual (13%).

The FCC, on the other hand, was
most appreciated by non-network
and ABC stations, each of whom
out-voted NBC stations by 3 to 1,
and CBS stations by 2 to 1 in
crediting it with an important role
in program improvement.

In order to determine the effect
of station dollar volume upon the
attitudes of respondents, the sam-
ple was divided into 3 rate groups:
Those with Class A hour rates of
over $200, $100 to $199, and under
$100.

The smaller-volume stations, as
one would expect, placed more em-
phasis on the importance of the
local station and less on the net-
works than the larger stations.
Appreciation of NBC increases
with station volume; appreciation
of MBS decreases as station vol-
ume increases. Approval of the
sponsors’ role in program improve-
ment is highest among small-vol-
ume stations, lowest among large-
volume stations—presumably be-
cause small stations more often
deal directly with the sponsor.
Conversely, approval of the adver-
tising agency contribution to pro-
gramming was greatest among
large-volume stations and lowest
among small-volume stations—per-
haps because large stations more
frequently deal with agencies.

Smaller volume stations, ex-
pressed a higher regard (21%)
for the NAB’s effort to improve
programming than medium (19%)
cr large stations (39%). To be seen
in proper perspective, however,
these figures must be considered in

AUDIENCE SURVEYS Inc., 347
Madison Ave., New York, has been
commissioned by BROADCAST-
ING Magazine to conduct continu-
ing surveys among station mana-
gers, advertising agencies and
sponsors on important questions
facing broadcasting. The initial
survey is reported in part here-
with. The second and concluding
installment on this questionnaire
delineating replies from the station
managers’ panel, will be published
November 18. Audience Surveys
Inc., through its extensive research
facilities, polled managers through-
out the nation to obtain this report.
Panel members are selected to re-
flect an accurate consensus of all
geographic areas with categorical
breakdowns and according to size
of station, network affiliation and
dollar volume of base hour rate.
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Which of the following do you feel have the greatest
responsibility for improving radio programming 2.....

Percent 0 10

20 30 40 50 60 70 80

Local Stations

National Networks
Sponsors ... . .

Advertising Agencies ... ...
Listemers___ . . ... -

Regional Networks . '.

Federal Communications Commission____.__. it
Transcription Services .| CI 3
Rating Services _________ | 1
Other . ] 1

1st Choice

2nd Choice

3rd Choice B

Percentages total more than 100
because respondents were asked
to make more than one choice

Audience Surveys, Inc.

- Which of the following do you feel have done the most
to retard improvement in programming 2.....

Percent 0 5
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Advertising Agencies
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Federal Communications Commission _____ NS

Local Stations

Rating Services
LiSTRNETS — cammmeraimmim
National Broadcasting Company .
Transcription Services

Mutual Broadcasting System

Columbia Broadcasting System ...

Regional Networks
National Networks .. ... . ..
American Broadcasting Company

National Association of Broadcasters ____ ' l

15t Choice

2nd Choice

3rd Choice

Percentages total more than 100

because respondents were asked
to make more than one choice

Audience Surveys, Inc.

conjunction with the answers to
the next question.

Agencies, Sponsors Credited
With Retarding Improvement

Station managers overwhelming-
ly believe that advertising agencies
and sponsors have done most to re-
tard improvement in programming
(see Chart II). Responses to the
question “Which of the following do
you feel have done most to retard
improvement in programming?”’
placed agencies in first place and
sponsors in second—without close
competition for third place. Anal-
ysis of the answers to this question
revealed no disagreement in choice
of first and second place resulting
from differences in station size,
dollar volume, network affiliation
or geographical area. Managers of
every variety of station in every
region concurred in the opinion
that agencies were the most and
sponsors the next most retarding
influence on radio programming.

The FCC was designated by 23%,
the rating services by 21%, indi-
vidual stations by 21% and listen-
ers by 10% as having done most to
arrest program improvement.
Since the FCC and the ratings serv-
ices both scored about the same in
the first as in the second question,
they seem to have approximately
as many detractors among broad-
casters as they have boosters. This
indicates that industry opinion
about these two elements in the

program problem
vided.

Balancing all the answers to
these two questions (Charts I and
IT) produces the rough score card
of relative praise and blame shown
in the following table. This table
was obtained by subtracting the
“done most to retard” votes from

is sharply di-

the “been most instrumental in
stimulating good programming”
votes:

NET SCORE
(“Done Most to Improve” Votes

Minus “Done Most to Retard”

Votes.)
Listeners ... ... +25
CBS . . +23
NBC o +22
Local Stations ............... .. +20
NAB o et e—mes +15
ABC . +13
National Nets ... ... + 8
MBS s i - + 5
Ratings ... ... + 1
Transcriptions . ... + 1
OO = —— e = — 1
Regional Nets
Sponsors ... e —37
Advertising Agencies ... —40

Low power and small dollar vol-
ume stations considered the FCC a
retarding influence more often
than larger stations—36% of 250-
watters compared with 13% of sta-
tions of reigonal power or better;
8% of over-$200-per-hour stations
compared with 29% of under-$100-
per-hour stations. FCC program

BROADCASTING o Telecasting

regulations, apparently, affect the
little fellow most.

The frequency of criticism of the
FCC among smaller stations ruuns
counter to the frequency of praise
of the FCC observed among them
in the discussion of question I.
These two conditions are not mu-
tually exclusive. Perhaps this is
a partial explanation: Compliance
has put more of a strain on their
funds and personnel, and they have,
for the most part, no network to
share their programming burden.
In any case, the FCC is stressed
more in their thinking than in the
thinking of large station mana-
gers. This emphasis has crystal-
ized into more pronounced opin-
ions about the FCC—some of it
approving the FCC’s role in radio
programming, some of it disapprov-
ing, with the result that stations
with small dollar volume are more
exercised over the FCC, both posi-
tively and negatively, than large
volume stations. As will be seen
below in the discussion of Ques-
tion III, they also shoulder the
FCC with greater responsibility
for program improvement than do
large volume stations.

Industry self-criticism was al-
most as general as criticism of
the FCC or the rating services, and
twice as frequent as censure of
listeners. “Local stations,” desig-
nated by 21% of the entire panel
as having done most to retard pro-
gramming, were more frequently

blamed by network affiliates than
by managers of independent sta-
tions. None of the four national
networks was censured by many
panel members: ABC 3%, MBS
7%, CBS 7%, NBC 7%.

Final Responsibility
Rests With Stations

The third question which station
managers were asked to answer
was “Which of the following do
you feel have the greatest responsi-
bility for improving radio pro-
gramming?”’ Their replies (see
Chart III) indicate the firmness of
their opinion that final responsi-
bility for improvement rests first
with themselves and second with
the networks. This was the over-
whelming opinion of managers of
stations of every size, network
affiliation and geographical area.

Advertising agencies and spon-
sors were each saddled with re-
sponsibility for program improve-
ment by 31% of the respondents,
followed by listeners (19%), NAB
(16%), and FCC (9%); the greater
number placing responsibility on
the NAB than upon the FCC under-
scores broadcasters’ belief that pro-
gram improvement must come
from within the industry.

The distribution of replies plac-
ing responsibility for program im-
provement on the NAB indicates
that the smaller stations look for
more help or activity from the in-
dustry’s trade organization than do

(Continued on page 77)
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RCA Shows Electronic Color Television

Holds to 1950 Date

For Earliest

Home Use
By BRUCE ROBERTSON

COLOR TELEVISION pictures
produced by an all-electronic sys-
tem devoid of rotating dises or
other moving parts were given
their first public demonstration last
Wednesday by RCA in the com-
pany’§ laboratories at Princeton,
N. J. Some 40 radio writers wit-
nessed the reproduction of tele-
vised pictures in full color on pro-
jection model receivers with view-
ing screens 15 by 20 inches.

Describing the demonstration as
evidence of the greatest advance
in television since the elimination
of the scanning disc and its re-
placenment by the cathode-ray tube,
Brig. Gen. David Sarnoff, RCA
president, declared that as that
made commercial television pos-
sible, so does this all-electronic
color process make commercial
color television possible.

“Comparing electronic color with
mechanical color,” he stated, “is
like comparing a Stratoliner with
a horse and buggy.”

Although the demonstration
proved that the basic process is
right, Gen. Sarnoff said, there is
still much to be done before color
television becomes a practical op-
erating service. “We still take the
same position that we did last De-
cember, that it will take until five
yvears from then to bring any sys-
tem of color to the point of public
service that the black-and-white
system renders now,” he said, ad-
ding that this estimate may be a
few months off but that it is ap-
proximately correct.

Even to move black-and-white

WITH ITS vitals exposed, the new
RCA all-electronic color television
receiver is being checked by Karl
Wendt, research engineer. In the
lower center is the ‘“trinoscope”
projection assembly, consisting of
three kinescopes which separately
receive red, green and blue signals
and project them on the screen.

television up into the higher fre-
quencies would be a “difficult, time-
consuming job,” he said. He pointed
out that before color television can

begin a full commercial servics,
transmitters and receivers must be
designed, built and tested, stand-
ards must be set, stations must be
erected, field tests must be made.

Gen. Sarnoff warned the radio
writers to pay no attention to any
one who says that color television
is here now. “That’s the bunk,” he
declared. “There is no color avail-
able today.”

Most of the demonstration con-
sisted of still pictures of flowers,
girls in brilliant costumes, scenery
and the like. These pictures, on
35 mm Kodachrome slides, were
televised by a new camera de-
veloped by RCA in which a light
beam from a kinescope is focussed
through the slide and separated
into component colors by a system
of mirrors and photo-electric cells.
Three images are transmitted—
red, blue and green—and each is
made up of 525 lines and scanned
to produce 30 pictures a second
just as in black-and-white video.

Each color transmitted occupies
a band roughly as wide as that
used for black-and-white transmis-
sion, the green signal taking up 6
me, the others slightly less, so
that in actual broadcasting the
three colors would require an over-

RCA’s demonstration of an all-
electronic color television system
last week causes no revision of its
December 1945 prediction that
color would not be available for
five years, RCA officials said. But
in the light of the long-standing
debate on color television, the event
takes on added significance. CBS,
which claims a practicable system
of mechanical color television now,
will be heard by the FCC in a pe-
tition for setting of commercial
standards Dec. 9. RCA, which may
participate in the hearing, contends
its simultaneous system is far su-
perior to the CBS method which
dépends on a color wheel. CBS, at
its demonstrations, replied that the
wheel, in its 10,000 years of service,
has proved thoroughly reliable.

all band width of 16 to 18 me.
Adoption of this system would,
therefore, require that television
be moved to the higher frequencies
where enough space is available to
provide such wide bands for an
adequate number of video stations.

Each receiving set is equipped
with three 3-inch kinescopes which
separately receive the signals rep-

(Continued on page 80)

Dry Leaders

Mandatory Enforcement
Of FCC Opinion,

Order Asked
MANDATORY ENFORCEMENT
as law of an FCC Memorandum
Opinion and Order is asked by Rev.
Sam Morris, Texas evangelist, and
Henry M. Johnson, Louisville at-
torney, in a suit for $33,063,048
filed Wednesday in U. S. District
Court, Western District of Ken-

‘Drawn for BROADCASTING by Sid Hix

“He refuses to be sworn—says he’s an atheist.”
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Sue CBS for

tucky, Louisville, against CBS, five
of its stockholders, Schenley Dis-
tillery Corp. and Schenley Distil-
leries Inc., sponsors of CBS pro-
grams.

Filing on behalf of the National
Temperance and Prohibition Coun-
cil, ‘“hundreds of thousands of
citizens” and “on behalf of the
boys and girls” of the nation,
Messrs. Morris and Johnson seek:

Dissolution of CBS; appointment
of a receiver; revocation of the
seven CBS-owned station licenses;
impounding of more than
$18,000,000 of earned and built-up
surplus; three-fold judgment to-
taling $15,063,048; to enjoin CBS
from ‘“over commercialization”; to
“enjoin defendants from other il-
legal acts”; mandatory sale of
“choice time” to plaintiffs to pre-
sent ‘“non-drinking messages.”

Stanton Statement

In a statement to owned stations
and affiliates, Dr. Frank Stanton,
CBS president, said “Morris and
Johnson have been threatening suit
for nearly two years because we
declined to sell them time and
thereby break down Columbia’s
long-established policy of making
free time available for controver-
sial discussion and for religious
programs.”

Dr. Stanton’s statement that
“within the past 10 days Morris
has turned down offer of four
broadcasts over the Columbia net-
works” was corroborated by Mr.

$33,063.,0438

Johnson who told BROADCASTING
over long-distance from Louisville,
“We don’t want free time. We want
to pay for it.” He said CBS had
offered four programs in a pro-
posed series on alecohol and its
evils, but that Mr. Morris had re-
jected the offer.,

In some legal circles the suit
wag seen as something far deeper
than a damage action, based on
Mr. Morris’ contention that he and
his forces had suffered because
CBS had “consistently refused to
sell” them time. It could presage,
some thought, possible court deter-
mination of the Commission’s pow-
er to legislate by administrative
procedure. a

The suit follows failure of Mr.
Morris to have the license of
KRLD Dallas revoked last spring
because the station refused to sell
him “choice time” for prohibition
talks. In its Memorandum Opinion
and Order of March 28 [BROAD-
CASTING, April 1], the FCC denied
the Morris petition and subse-
quently renewed the KRLD license,
but in its opinion and order said:
“It is the Commission’s view that
the problem raised by the petition
is of industrywide proportions and
is not restricted solely to KRLD.”

Mr. Morris, in his petition
against KRLD, criticized CBS for
failure to sell him time and the net-
work was permitted to intervene.
“In considering the problem of

(Continued on page 78)
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A sale at radio speed

D C___ _, recently back from military
service, is an independent agent for a large insur-
ance company. His company sponsors the 8:00—

8:05 morning news on WLEE in Richmond.

His first program was on Friday, April 19. Five

minutes after the program, at 8:10 A.M., a WLEE
listener telephoned C___ at his home. An
appointment was made for 10:00 A.M. At 11:00
AM. C__  had sold this listener a policy.

The premium is enough to cover C____ ’s adver-
p g

tising costs on WLEE for TWO MONTHS.

W-L-E-E

Mutual...in Richmond

TOM TINSLEY, Director IRVIN G. ABELOFF, Gen. Mgr. Represented by Headley-Reed
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Researcher, Station

Field Strength Expert Decries Claims
Of Distant Market Coverage

EDITOR, BROADCASTING:

Radio statistical research has
showP a tiresome tendency to child-
ish controversy but BMB is setting
a new pace. Brought into being by
a last minute maneuver at the close
of a skeleton wartime convention,
its technique formulated without
the skilled counsel of many who
have devoted their lives to the de-
velopment of radio sales data be-
cause they were absent in the serv-
ic, sold to radio stations by strong-
arm district meetings with ill-con-

DIRECTOR of Radio Coverage
Reports since he founded it in
1935. Edgar H. Felix has long been
a believer in tests of field strength
as an important part of audience
research. He has been interested
in field strength tests since his
service as an Army Signal Corps
officer in World War 1. In 1942
he returned to this branch of the
service and became a major before
being released last spring. Former
promotion and public relations
manager of WEAF New York, he
is author of several books and
once worked for N. W. Ayer & Son.

cealed implications of agency and
advertiser boycott, and finally
forced to deny most of its pro-
jected claims in a last minute re-
treat, there is little, at first sight,
to encourage an effort to resurrect
the BMB fiasco, the third and no
doubt the last joint industry effort
at station area claim validation.

The attempt by agency and ad-
vertiser association employes to re-
assure broadcasters that a form
of doctored BMB map will be ac-
cepted as valid listener area claims
will deceive no one. Feltis now
says that BMB finding has no sig-
rificance in how much or how often
respondents listen. Therefore it
hardly seems likely that any arbi-
trary figure chosen by the broad-
caster himself to replace the dis-
credited 10 per cent BMB figure
for his county claim will carry any
more weight than the original
BMB maps.

But it is unfair to BMB to blame
it alone for its $1,250,000 fiasco.
The BMB survey result is precisely
what the participating stations
ordered when they signed their
contracts. The managements must
have known and recognized fea-
tures of the familiar CBS listening
area technique just as every ex-
perienced and competent time buy-
er did. But, instead of urging a
more conservative and reasonable
approach, many station manage-
ments asked for inclusion of all
counties in their maps in which
they obtained as little as five per
cent response.

The CBS listening area proce-
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dure by Paul Kesten in the early
thirties, long before the full force
of the able engineering and alloca-
tion developments corrected the
enormous original disparity be-
tween CBS and NBC coverage. It
provided CBS with a selling claim
for most of the area then claimed
by NBC. The CBS listener ques-
tioning approach was an inspired
and brilliant capitalization of the
listener’s willingness to declare
himself a patron of any station
whose call letters he can distin-
guish, despite interference, fading
and background noise. The rural
listener of today, encouraged by
proferred premiums and the
thought of possibly still more
prizes, is no less ready than in
1930 or 1935 to claim regular lis-
tenership under the most tenuous
circumstances. Only in congested
areas, where one high-level station
after another rolls in as the listen-
er turns his dial, does his over-
taxed memory fail to recall all the
minor and rarely used services.
Perhaps the first proposition
made by the BMB questionnaire:
“List below: the Call Letters of
all Radio Stations which you or
someone in your family listen to
at home—AT ANY TIME” en-
couraged listeners to even greater
(Continued on page 82)

Manager Flay BMB

WWJ Manager Says NAB Session on BMB
Was ‘Mutual Admiration Society’

MR. HUGH FELTIS,
President, Broadcast Measurement
Bureau.

On my return from the NAB
convention, I found on my desk
the BMB bulletin issued under date
of October 18, 1946. With all the
good will in the world, and more in
secrrow than in anger, I must tell
you that this bulletin is to me just
another chapter of a study in fu-
tility.

When I received the BMB audi-
ence report a few weeks ago, I had
the overwhelming impression that
the mountain had labored and
brought forth a mouse, and I wait-
ed for the NAB meeting to see if
I was alone in this feeling. A
preliminary check with other sta-
tion men quickly showed that I was
far from being alone, but rather
that there was almost complete un-
animity among broadcasters that
we had wasted our money and our
hopes on BMB, and the further
I checked, the more this convic-
tion was confirmed. ’

On Tuesday afternoon I sat
through the session on BMB in the
Red Lacquer Room of the Palmer
House and was totally bewildered
at what I heard and saw. You put
on a great show, a mutual admira-
tion society in a honeymoon atmos-
rhere, while outside in the rooms

Agency Research Head Finds
BMB Exact Parallel To ABC

“BMB HAS provided for the radio
industry the exact parallel to the
ABC circulation figures of printed
media,” Dr. Hanz Zeisel, manager
of research development for Me-
Cann-Erickson, stated at the fifth
annual luncheon of The Pulse Inc.,
Thursday, at the Biltmore Hotel,
New York. Dr. Svdney Roslow,
Pulse director, presided.

Both BMB and ABC, Dr. Zeisel
said, determine “circulation” in the
sense that with relatively ‘little
effort—turning a radio dial or a
printed page—somebody in the
home will be exposed to whatever
is broadcast on the wave length or
printed on the page turned to.

But, he averred. the timebuyer
who uses only BMB figures and the
spacebuyer who uses only ABC
figures are both neglecting the
same important variable: The
amount of time the family in any
of the homes covered devotes to
listening to the particular station
or to reading the particular maga-
zine. The impatience of the radio
industry with what is accepted for
printed media, Dr. Zeisel pointed
out, “is only an expression of the
radio industry’s high standard of

measurement methods.”

Studying the problem of refining
BMB figures so as to give a more
definite answer to the timebuyer’s
ultimate question: “How many
homes are going to listen to my
program?”’ the MecCann-Erickson
research department decided that
BMB figures give the first approxi-
mation to this problem, the station
share-of-audience gives the second,
Dr. Zeisel reported. “If station
share-of-audiences are known, the
timebuyer knows what to expect
in the way of an audience for an
“average program’” on this sta-
tion,” he said.

Diary Comparison

Radio listening diaries were se-
lected as a record from which both
types of data—BMB and station
share of audience—can be com-
puted from an identical sample of
families, Dr. Zeisel said. With a
series of charts based on 1,000
diaries supplied by Audience Sur-
veys, he showed that computed
“diary—BMB” figures closely re-
sembled the original BMB data,
that when BMB figures were

(Continued on page 79)
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and corridors of this same Palmer
House there was resentment, dis-
illusionment and utter disapproval
by those who paid the major por-
tion of the bills.

If you were unaware of this
contrast then you and those re-
sponsible for running BMB are
sadly out of touch with the rank
and file. If, on the contrary, you
were cognizant of the unfortunate
reactions, then in my humble opin-
ion it would have been much wiser

AMONG the better known broad-
casters of the nation is Harry Ban-
nister, general manager of WWJ
Detroit. He presented the station
manager’s viewpoint at the annual
AAAA meeting in New York last
spring, and, as his letter to Hugh
Feltis, BMB president, points out,
he has long been interested in ob-
taining the most accurate statistics
possible on audience measurement.
Mr. Bannister, herein, tells Mr.
Feltis some of the things some
broadcasters are thinking about
BMB, but didn’t get a chance to
say at the Chicago NAB session.

to discard entirely the elaborate
program planned for the session on
BMB and to throw open the full
session to a frank and honest dis-
cussion of what had been attempted
and of what might be done in the
future; as it is, I doubt if the
future holds anything worthwhile.

As far as my station is con-
cerned, I would like to state that
ever since its inception, WWJ has
steadily understated and under-
sold its coverage area; your re-
port considerably inflates our own
conceptions. I am told by others
that this factor of inflation is pres-
ent in many other BMB station
findings.

I also want to state that for
at least 15 years, my station has
based its sales and program poli-
cies on professional surveys. We
were buying Ross Federal and
Hooper-Holmes surveys back in
the days when most stations fur-
nished coverage data originated by
station employees, working usually
after business hours, by telephone.
I tell you this merely to establish
the fact that at WWJ we are
highly statistically-minded.

I further feel that the broad-
cast industry has established the
technique of program ratings as
the basis of its circulation calcula-
tions. I went into BMB because 1]
was led to believe that anything
you did at the beginning would
merely be a testing and proving
ground for the eventual develop-
ment of a continuing measurement

(Continued on page 79)
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'THIS BOOK

ANSWERS ALMOST

EVERY QUESTION
YOU CAN ASK!

O yvou kNow which radio stations are “listened-
to-most” in Jowa—day and night? The per-
centage of the total audience that prefers each sta-
tion — how these figures break down by age, sex,

place of residence (urban, village, farm) ?

Do you know which stations are preferred for news-
casts — for farm programs?

Do you know what proportion of the total audience
actually listens at each half-hour period during the
day and evening? The same for urban people, vil-
lage people, farm people? Effect of sex on these
figures? Effect of age?

Do you know the answer to practically every question
that time-buyers, account executives and advertising
managers ask about the Iowa radio audience, and its
reactions to radio in Jowa?

If not, mail the coupon for your free copy, now. The
supply is limited. Requests will be filled in order
of receipt.

d= WHO for IOWA Plus! =

DES MOINES . . . 50,000 WATTS

B. J. Palmer, President
J. O. Maland, Manager

Free & Peters, Inc., National Representatives
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THE 1946 IOWA
RADIO AUDIENCE SURVEY

is the ninth annual study of the Iowa radio audience.
It was compiled from interviews with families, in
every county of Iowa, and represents one interview
for every 80 radio families in the State.

It was conducted by a recognized authority, Dr.
Forest L. Whan of the University of Wichita, follow-

ing accepted “sampling” procedures.

In addition to bringing you completely up-to-date
information on Iowa listening habits, the 1946 Sur-
vey gives you several vital break-downs of the same
material over a five-year period, so that you can
study the trends and more intelligently evaluate your
present and future plans.

Its statistical data is profusely “visualized” with de-
tailed maps and pictographs. It is the most authori-
tative and helpful study available; it is a MUST for
every thoughtful advertising or merchandising man
doing business in Iowa.

Station WHO
914 Walnut Street

Des Moines 7, lowa

Gentlemen: Please send me, without obligation, my

FREE copy of the 1946 Iowa Radio Audience Survey.

Name

Company
Street
City

State

e e e e e e - =
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JULIAN PRICE, 78, chairman of
the board of Jefferson Standard
Life Insurance Co., chief owner of
WBT Charlotte and WBIG Greens-
boro, N. C., was killed in an auto-
mobile accident Oct. 25 near North
Wilkesboro, N. C.

Mr. Price’s car, driven by a
chauffeur, went off the highway
and struck an embankment. The
insurance executive received a
blow on the forehead and was pro-
nounced dead on arrival at a North
Wilkesboro hospital. Injuries of the
other occupants were not consid-
ered serious.

Maj. Edney Ridge, head of
WBIG and its licensee, North Caro-
lina Broadcasting Co., attributed
the success of that station to Mr.
Price’s purchase of control for Jef-
ferson Standard in 1934. In May
1945, when CBS sold WBT, Mr.
Price’s bid of $1,505,000 for Jef-
ferson Standard was accepted, al-
though below the other 20 bids, be-
cause CBS considered Mr. Price’s
firm best qualified to operate the
50 kw station.

Long friendly to radio, Mr.
Price arranged Jefferson Standard
loans to other radio stations. The
latest assistance was given to the
Philadelphia Record in the pur-
chase of WCAU Philadelphia.

Born in Richmond

Mr. Price was born near Rich-
mond and grew up amid the dis-
couragement of reconstruction
days in the South. One of his first
jobs was cutting and selling wood
to the Southern Railway for wood-
burning locomotives. He later
worked as a clerk, ticket agent and
chief dispatcher for the railroad,
and from 1903 to 1905 was a trav-
eling representative for the Ameri-
can Tobacco Co. In the latter year
he joined Greensboro Life Insur-
ance Co., which consolidated with
Jefferson Standard in 1912,

At that time Mr. Price was made
vice president and agency manager
of the new company, succeeding to
the presidency in 1919, when the
firm had assets of $9,703,325 and
insurance in force of $81,644,994.
Today Jefferson Standard has as-
sets of $174,600,000, insurance in
force of $655,000,000 and ranks
30th among insurance companies.

Mr. Price was a member of the
Greensboro City Council for a num-
ber of years, and served as head
of the North Carolina Salary and
Wage Commission, 1924-28. He
owned a majority interest in the
Greensboro Record for nine years,
and was president of the Atlantic
and Yadkin Railway until his death.
At one time Mr. Price was presi-
dent of the Federal Home Loan
Bank of Winston-Salem, N. C. Last
spring he received an honorary
Doctor of Laws degree from the
U. of North Carolina.

A member of numerous clubs and
organizations, and recipient of hon-
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Julian Frire

Mr. PRICE

ors from many of them, Mr. Price
was also known as a philanthropist.
When his wife, the former Ethel
Clay, whom he married in 1897,
died three years ago, Mr. Price,
who was not a Catholic, gave
$400,000 for a Catholic Church and
rectory in her memory.

WBIG on its 'Neath the South-
ern Moon Oct. 26, paid a special
tribute to Mr. Price, eulogizing his

XEO Formal Inaugural
Planned for Next Month

FORMAL inauguration of XEO,
new Matamoros, Mexico, station, is
planned for December, J. M. Gon-
zalez, owner, announced last week.
Operating on 970 ke with 750 w,
the lower Rio Grande station has
been on the air since Oct. 1.

In addition to Matamoros, sales
offices are maintained across the
river in Brownsville, Tex. The
present 8 a.m. to 8 p.m. schedule
will be extended to 16 hours soon,
Mr. Gonzalez said. New transmit-
ter and studio equipment was con-
structed especially for the com-
bined studio transmitter installa-
tion, five miles west of Matamoras.
A special news service is received
direct from Mexico City. Mr. Gon-
zalez said XEO offers the only full-
time service to about 250,000 Span-
ish speaking inhabitants of south
Texas and northern Mexico.

life and playing a number of his
favorite pieces of music.

Surviving are a son, Ralph C.
Price, president of Jefferson Stan-
dard since his father’s accession to
chairman of the board last Janu-
ary; a daughter, Mrs. J. M. Bryan,
both of Greensboro; a sister, Mrs.
T. S. Neal of Orlando, Fla., and
six grandchildren.

Funeral services were held Oct.
27 at the First DPresbyterian
Church in Greensboro with burial
in a cemetery there.

FINAL GRANTS MADE
FORTWO PROPOSALS

PROPOSED GRANTS for new
250-w fulltime stations on 1490 ke
at Meadville, Pa., and Morgan-
ton, N. C., were made final by
FCC last week, with accompanying
denials for mutually exclusive ap-
plications in each case.

The Meadville grant went to
H. C. Winslow, Meadville surgeon
and businessman, on grounds that
a greater diversification in the con-
trols of mass communications me-
dia- would result since the compet-
ing applicant, Meadville Tribune
Broadcasting Co., is associated in
ownership with the city’s only
daily newspapers [BROADCASTING,
Aug. 12]. Dr. Winslow also has
a conditional FM grant for Mead-
ville.

On similar grounds the Com-
mission made final its proposed
Morganton grant [BROADCASTING,
Oct. 21] to Nathan J. Cooper, for-
mer WFTC Kinston announcer
and salesman and now in charge of
a credit company’s branch office at
Goldsboro, N. C. The application
of Beatrice Cobb, Morganton
newspaper publisher, was denied.

Name of the manager of Dr.
Winslow’s Meadville station was
not disclosed, but Dr. Winslow told
the Commission that he had made
an agreement with the manager of
an existing station who will take
the job and also receive a 40%
interest in the new outlet “for a
nominal sum.”

Intensified Drive Set for

RMA and NAB Plan
Participation
In Event

HIGH-PRESSURE campaign to
organize the combined broadcast-
ing and radio manufacturing in-
dustries for -celebration of Na-
tional Radio Week Nov. 24-30 got
under way last week, Spearhead-
ing the drive is the Radio Manu-
facturers Assn., with NAB join-
ing the movement now that its
convention is out of the way.

Representatives of the two asso-
ciations went into joint action
Wednesday, with RMA outlining,
at a Washington luncheon, its na-
tionwide dealer campaign by
which 30,000 stores and distribu-
tors will promote the medium as a
stimulus to set sales.

NAB’s part in National Radio
Week will be directed by A. D.
Willard Jr., executive vice presi-
dent, aided by Edward J. Heffron,
executive assistant, public rela-
tions, and Charles A. Batson, di-
rector of information.

Under direction of W. B. Mec-
Gill, advertising manager of West-
inghouse Radio Stations Ine., and
member of the RMA Advertising
Committee, posters, display pieces
and streamers have been prepared
for dealers and distributors. A

broadside contains brief instruec-
tions on their use along with sug-
gestions for advertising in printed
and other media. It presents in
terse form the entire RMA pro-
gram. The display kit will go to
broadcast stations as well as
stores. It will be ready in a few
days.
AWD Contest

A feature of the week will be a
letter contest under auspices of
the Assn. of Women Directors, of
which Alma Kitchell, WJZ New
York, is president. The contest is
being directed by Dorothy Lewis,
NAB director of listener activity.

All women directors belonging
to AWD will promote the letter
contest on their programs. Twelve
radio receivers will be given away
as prizes in each of the 17 NAB
districts, a total of 204 sets.

NAB is completing plans for na-
tionwide participation of networks
and stations in the week. By this
means the entire nation is to be
made aware of the part radio plays
in the national life and in preser-
vation of the democratic way of
living,

The AWD Contest is designed
“to encourage listeners to be more
articulate; to learn more about
listeners’ program preferences; to
build closer listener-broadcaster
relationship; to stimulate appreci-
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Radio Week

ation of the American system of
broadcasting.”

Letters are to be not over 200
words and must be postmarked not
later than Dec. 6. They must be
addressed directly to the woman
broadcaster over whose program
the contest is announced, and call
letters must be mentioned.

Each woman broadcaster will
screen letters, which will be titled
“What I Think About Radio.” The
five best letters will be sent to a
national board of judges. All lis-
teners may participate except em-
ployes of the radio industry. Win-
ners will be announced about
Feb. 1.

Board of Judges

National judges will be: Bond
Geddes, RMA executive vice presi-
dent; Henrietta Harrison, radio
chairman, National Council of
YMCA’s; Bruce Robertson, senior
associate editor, BROADCASTING;
Gertrude Broderick, Federal Ra-
dio Education Committee, Office of
Education; Mrs. George Fielding
Elliot, radio chairman, Women’s
Action Council; Mrs. Harper Sib-
ley, president, National Council of
Church Women; Mrs. Luella Lau-
din, radio director, National Coun-
cil of Women; Max Wylie, Young

& Rubicam; Jean = Rindlaub,
BBDO; George Rosen, Variety;
Frank Burke, editor, Radio

Daily.
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Perhaps no station in America

has three more remarkable

people than those presented on the

following pages. Weekday after

weekday, hundreds of thousands

of WOR listeners follow them

faithfully and, just as faithfully,

buy the products and services

they so deftly recommend. One, or

all, of this high-powered trio

can be bought at a very low price
by getting in touch with WOR—
that power-full station, at

1440 Broadway, in New York.

..‘4
’
0

MUTUAL



a behind-the-scenes description of one of the most remarkable air salesmen

available for immediate sponsorship on WOR today.

seller |

HE CALLS HIMSELF a “reporter”, but that’s one of the most modest claims made East of
the Mississippi in a year. He’s FULTON LEwIS, Jr., crack WOR commentator on the
national scene; weather-vane of the storms that sputter from Capitol Hill; fearless scoop-
digger; influencer of public opinion and public action. Every Monday through Friday at
7:00 PM. on WOR, he is heard in a weekly total of 1,798,600 homes. (He’s also the
nation’s #1 co-op; sells everything from insurance to hot rolls and beer on 193 Mutual
stations.) On WOR in New York, however, Lewis hits top selling speed. Proof ...Plough,
Inc, sponsor of FULTON LEWIS, Jr. for three solid years on WOR, says: “Using Lewis as
our only advertising in the area, we upped the sale of our product Mexsana 169% in two
years!”. FULTON LEWIS, Jr., slotted between WOR’s Stan Lomax and The Answer Man, is
one of the most unique, low-priced, audience-laden buys in New York now. Reach for

your phone and call Pe-6-8600.



Every morning at 6:35, George Monaghan greets
thousands of WOR yawners with one of the most
novel combinations of records and chit chat that’s
ever been aired. The show’s a simple one and the
technique’s, actually, rather old hat. But George
is neither. He’s, to put it unoriginally, a “person-
ality”. With a voice and sense of humor as Irish as
the Shannon, his charm is as disarming and effec-

tive as seasonal Spring fever. Discharged from the

Army in 1946, as a Sergeant, he was immediately
nabbed by WOR. The station sort of banked on
the fact that any man who had entertained more
than 9-million Allied troops, who pulled more
than 1,000 letters a day, who was voted “the most
popular announcer on the BBC” by “The Melody
Maker”, which is England’s “Variety”, could make
things stir in one of the greatest station territories
on the Eastern Seaboard. George did, and still
does. There couldn’t be a greater confirmation of
this than his string of discerning sponsors. People
like, Si_mon Ackerman; Tidewater Corp.; Emerson
Drugs; Rem & Rel, and the BC Drug Co. Added
proof is his standout rating. WOR will be glad to
tell you how effectively and economically George
Monaghan can do a job for you. The address is—
WOR, that power-full station, at 1440 Broadway,
in New York.



00r-opener

THIS SMILING LADY opens doors in more

ways than here pictured. As one of the most
literate saleswomen on the air today, she is
known to approximately 167,000 WOR
listeners every weekday afternoon as
Martha Deane. Privately, she is a New York
housewife, mother of twins, ex-NEA woman’s
feature editor-writer, beauty and fashion ad-
viser; not to mention that she’s consistently
Hooper-rated among the highest -ranking
woman personalities in New York radio
today.

Her present WOR sponsors include such
astute promoters as Abraham & Straus, Pure
Food Co., N. Y. Herald Tribune, Burlington
Mills, etc. What they think of her couldn’t

be more accurately mirrored than in the un-

solicited comment of an executive of the
O’Cedar Corp.: “Miss Deane has a large and
loyal following. She successfully — and in an

amazingly short time — established our prod-

I

uct in Greater-New York.” She shrugs this
off. But her record brilliantly contradicts
such modesty.

Now entering her sixth year of WOR
popularity, she has to her credit such kudos
as — First award, 1945, from Ohio State
University for “The most stimulating pre-
sentation of ideas and information.” She was
chosen best woman commentator in 1942
by hundreds of radio editors in the United
States and Canada in a poll conducted by
Motion Picture Daily. Locally, says the N. Y.
Daily Neéws, “...her material packs plenty of
interest ... copy is splendid.” Says the N. Y.
Times, “This show has really advanced the
art of the woman’s program.”

A few openings are immediately avail-
able on WOR’s Martha Deane program for
those advertisers, or their agencies, who are
interested in the tactful, but always power-
full, selling of Martha Deane. The address
is— WOR, at 1440 Broadway, in New York.



Behind the Wall of Wartime Censorship

Koop Book Describes
Radio in lts
First War

WEAPON OF SILENCE. By
Theodore F. Koop. 304 pp. Chi-
cago: Uniwversity of Chicago Press.
$3.50.

HOW the Office of Censorship pi-
loted the tortuous channel between
the Secylla of leaking valuable in-
formation to the enemy and the
Charybdis of destroying free radio
and press is related in the new
book of Theodore F. Koop.

Mr. Koop, chief of the news
bulletin service of the National
Geographic Society, served as spe-
cial assistant to Byron Price, Di-
rector of Censorship, and later as
his assistant director and deputy
director. He is thus intimately ac-
quainted with the problems, meth-
ods and solutions of censorship,
and what is more important, he is
able to see their significance as
delicate balance points between
free institutions and the authori-
tarianism demanded by total war.

While the book is replete with
interesting yarns of the ingenious
tricks of enemy agents and the
more ingenious means by which
they were forestalled, Mr. Koop’s
chapter on “Broadcasting’s First
War” is perhaps the most com-
pletely documented and discerning
account yet published on the public
service contributions of radio,
which had come into being as a
mass communications medium
since World War I and was, be-
cause of its speed and range, po-
tentially a much more dangerous
medium than the press.

Severe Test

“Now,” Mr. Koop writes, “radio
was to undergo a severe test on
which its very survival as an in-
dependent  business enterprise
might depend. Always in the back-
ground was the threat of complete
government regulation. In contrast
to the press, radio from its incep-
tion had been under federal license.
One slip in time of war, and the
supervision might easily shift from
the paternal to the autocratic.
Even before the broadcasting in-
dustry had a chance to prove its
wartime competence, there were
persons high in the administration
who earnestly advocated that ra-
dio stations be controlled physi-
cally by the government for the
duration. Only in that way, they
contended, could the nation be sure
that its interests were being
served. Theirs was no proposal
that could be lightly brushed
aside; they were in a position to
present their case vigorously to
President Roosevelt.”

Since the case for complete gov-
ernment control of radio as the
most direect and immediate form of
communication with the enemy had
considerable merit as well as high
support, it was up to the friends
of free speech to make every effort
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to prevent it. Fortunately, as Mr.
Koop points out, Byron Price was
one of those friends.

While Censorship, in dealing
with editors, considered only facts
presented, it recognized the deli-
cate nature of radio and the need
of going further. Mr. Koop quotes
from the original Broadcasters’
Code:

“Radio is advised to steer clear
of dramatic programs which at-
tempt to portray the horrors of
combat; to avoid sound effects
which might be mistaken for air
raid alarms. Radio is one of the
greatest liaison officers between
the fighting front and the people.
Its voice will speak the news first.
It should speak wisely and
calmly.”

Alarm Incident

When the Pennsylvania State
Defense Council proposed an air
raid drill in which stations would
sound the alarm—although in an
actual air raid they would go off
the air—the Office of Censorship
cited this comment, and the coun-
cil dropped its suggestion.

Although the news section of
the Broadcasters’ Code was vir-
tually the same as the Press Code,
and few difficulties arose, one com-
mentator, who frequently had come
close to the danger line, received
an informal call from the censors.
When he objected that his broad-
casts were written not for the
enemy but for American women,
the censors seized advantage and
arranged for a woman employe of
the station to edit his scripts.

But the news was, of course,
only the smallest part of radio
censorship. “Security,” Mr. Koop
points out, “might be endangered
by various types of programs—re-
quest numbers, quizzes, interviews
—in fact, any broadcast in which
persons other than trusted em-
ployes had a part.” To safeguard
against coded messages being car-
ried by request musical numbers,
stations were asked to accept only
written requests and hold them for
an unspecified, irregular time.
Man-in-the-street interview pro-
grams had to be stopped, as well
as other popular types of audience
participation shows, and the sta-
tions’ revenue suffered because
substitutes were more expensive.

Broadcasters, however, proved
resourceful in devising replace-
ments, and, for the most part, ac-
cepted their lot without complaint.
When one foreign-language broad-
caster said it would be economical-
ly impossible to employ a monitor
censor as required, the NAB urged
the station to comply with the vol-
untary code at any cost rather
than imperil voluntary censorship.
In August 1943, the broadcaster
discontinued his foreign-language
programs.

Small Staff

Despite the wide range of activi-
ties it covered, the Broadcasting
Division had an even smaller staff
than the Press Division. J. Harold
Ryan, vice president of Fort In-
dustry Co., was chief until 1944
when he became interim president
of NAB. His successor was John

THEODORE F. KOOP, author of
“Weapon of Silence,” first came
under the influence of Byron Price,
wartime Director of Censorship,
during Mr.
Koop’s years
with the Associ-
ated Press. He
later returned to
be Mr. Price’s
assistant in the
the Office of Cen-
sorship, that
amazing Govern-
ment agency
which hung up
its own “Out of

Mr.

Koop
Business” sign the day after VI
Mr. Koop is now chief of the news
bulletin service of the National
Geographic Society.

E. Fetzer, owner of WKZO Kala-
mazoo, Mich.

Mr. Koop praises not only the
efficiency of the censors, but the
“unselfish restraint of broadcas-
ers” which, he points out, has pro-
vided “an unanswerable reply not
only to those who sought arbitrary
wartime controls but also to those
who would impose fresh restric-
tions after the cessation of hos-
tilities.”

From the overall censorship ex-
perience, Mr. Koop draws a lesson
which cannot be repeated often
enough in a world entering the
Atomic Age. It is that the different
freedoms are interdependent one
on another. Isolationism among the
media of expression has become as
untenable as we now know it to be
among the nations of the world in
politics.

Technique Of Radio’s Power Analyzed

Professor’'s Book Studies
Psychology of Kate
Smith Appeal

MASS PERSUASION: The Social
Psychology of a War Bond Drive.
By Robert K. Merton. 210 pp.
New York: Harper & Brothers.
$2.50.

THE WARM voice, hoarse now
from hours of repeated begging,
cajoling, almost demanding, was of
undeniable appeal.

(The mother of a bombardier
later recalled: “I remember she
say, ‘If you buy a bond, you buy a
ticket for your son to come home.’
. . . The way she speaks to moth-
ers, it would break your heart.
... I wouldn’t NOT have the money
to help my son. I wouldn’t be able
to rest.”)

It was a September morning,
back in 1943, and Kate Smith was
well into an 18-hour marathon of
war bond selling on CBS. The
marathon, before the day was done,

inspired listeners to subscribe to a

staggering $39 million worth of
war bonds.
(A Brooklyn housewife whose

Telecasting

only son was overseas remem-
bered: “The way she was talking,
I had all I could do to get to the
phone quickly. She was telling the
story of a young fellow—I remem-
ber his name, Merrill—that didn’t
have any legs or arms. . .. It got
me so. I ran from the phone right
over.to his (her son’s) picture and
started to cry. And I said: ‘Sonny,
if this will save one hair of your
head, I thank God’.”)

What tricks of human conscious-
ness make millions susceptible to
such appeals? Last week, in a
scholarly book of 210 pages, a Co-
lumbia U. professor sought to de-
scribe them.

Broadcasters Should Read

Mass Persuasion, as written by
Columbia Prof. Robert K. Merton,
is just what its title implies, a
study of the use of persuasion over
the radio in swaying great num-
bers of people. Broadcasters might
well read this remarkable volume
to perceive more intimately the
fantastic power they control.

Throughout the entire book, Mr.
Merton seeks to answer just one
question: Just how and by what

special techniques of persuasion
was a radio star able to sell $39
million worth of war bonds during
the course of one day’s broadcasts?

The finished product, looking
much like the final thesis of a
Ph.D. candidate, is the direct re-
sult of three inter-related sets of
exhaustive, comprehensive studies:
(1) content analysis of the Smith
radio broadcasts; (2) intensive
“focused’’ interviews with 100 per-
sons who listened to her broad-
casts during the day in which she
sold the bonds; (8) polling inter-
views, restricted to several specific
questions, with a cross section of
almost 1000 people.

Discussing the research value of
Kate Smith’s marathon bond sell-
ing campaign, Mr. Merton writes:
“The Smith bond drive satisfied
many requirements of a study in
social psychology. It was, first of
all, a real-life situation rather than
a synthetically arranged event.
Secondly, the bond purchases pro-
vided an index, however crude and
tentative, of effective persuasion.
Thirdly, the situation was emo-

(Continued on page 70)
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Area ‘Flea Circus’ Opens in January

Meeting of NAB Board
In San Francisco

Slated Jan. 5-7

CONDENSED version of the NAB

“flea circus,” clipped in itinerary
but replete with an extra heavy
program of BMB, BMI, AFM and
kindred problems, is tentatively
slated to open in San Francisco
after the scheduled Jan. 5-7 meet-
ing of the board of directors.

At that time the new ‘“area”
plan by which the 17 district meet-
ings would be boiled down to eight
combined meetings, followed by
separate district sessions is slated
to go into operation [BROADCAST-
ING, Oct. 28]. The new NAB board
adopted the area plan at its Oct.
25 meeting immediately after close
of the Chicago convention.

C. E. Arney Jr., NAB secretary-
treasurer, who last week took a
week’s rest at French Lick Springs,
Ind., after organizing what indus-
try spokesmen describe as the
smoothest convention in history,
was instructed by the new board
at its Oct. 28 meeting to sound out
feeling among stations all over the
country on the area meeting proj-
ect.

Eases Load on Officers

Purpose of this plan is to cut
in half the difficult expedition of
NAB headquarters executives. Un-
der the district meeting setup key
executives must attend all 17 of the
annual district meetings, a trying
assignment that seriously interferes
with operations at headquarters
and taxes those who make the
trips.

By reducing the number of
meetings through the area plan dis-
trict autonomy would be retained
but all member stations would have
a chance to take part in meetings
addressed by headquarters person-
nel.

The board adopted a recommen-
dation by a subcommittee consist-
ing of Leslie C. Johnson, WHBF
Rock Island; Hugh B. Terry, KLZ
Denver, and William B. Smullin,
KIEM Eureka, Calif. The recom-
mendation specifically provided
that the autonomy of the district
setup is in no way affected and that
district meetings will be held in
conjunction with each area meeting.
Responsibilities of district direec-
ters would not be affected.

The areas would be set up as
follows under the subcommittee’s
plan:

A—District 15 (No. Calif.,, Nev., Ha-
waii); 16 (Ariz., So. Calif., N. M.); 17
(Alaska, Ore., Wash).

B—District 14 (Col., Idaho, Utah, Wyo.,
Mont., western S. D.).

C—District 10 (Ia., Mo., Neb.) ; 12
(Kan., Okla.).

D—District 8 (Ind., Mich. except 2
counties); 9 (Ill., Wisc. in part); 11
(Minn., N. D.,, Mich. in part, eastern
S. D))

E—District 13 (Texas).

F—District 5 (Ala., Fla., Ga., P. R.);
6 (Ark.,, La. Miss.,, Tenn.).
G—District 4 (D. C., N. C, 8. C,, Va.,
W. Va.); 7 (Ky., Ohio).

H—District 1 {Conn., Me., Mass., N. H.,
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R. I, Vt.);
Pa., Md.).

Another convention development
was a plan to expand participa-
tion of small market stations in dis-
trict meetings. Active in this move-
ment are A. E. Spokes, WJOY
Burlington, Vt.; Paul Wagner,
WPAY Portsmouth, Ohio; John
Alexander, KODY N. Platte, Neb.;
and Allan Curnutt, WOSH Osh-
kosh, Wis. They contended at the
meeting of Small Market Station
district chairman that their plan
would permit better control over
problems of such stations; provide
an interchange of business practices
and labor relations experience, and
stimulate national, regional and
local sales projects.

By-Laws Need Change

Modernizing of the NAB by-laws
and refinement of NAB’s geogra-
phical districting will be considered
by the association’s headquarter’s
staff prior to the San Francisco
board meeting.

Present by-laws were adopted at
the time of the NAB reorganiza-
tion in 1938. They have been
amended numerous times, leading
to need for rewriting of the text
to eliminate technical flaws. Two
amendments were adopted at the
NAB convention in Chicago. They
provided for referendum ballots by
which the board can submit
changes in charter or by-laws to
the membership; and vested au-
thority in the board to promulgate
standards of practice or codes,
along with provisions for their en-
forcement.

Several changes in districting
have been proposed informally by
member stations. One plan would

2 (N. Y, N. J); 3 (Del,

transfer part of the Texas Pan-
handle, now in the 13th District
(Texas) to Distriet 14 (Mountain
States). Some New Mexico stations
have suggested transfer from Dis-
trict 16 (So. Calif., Ariz. and
N. M.) to District 14 on the ground
that their interests are closer to
those of other Mountain States.
They also contend that transpor-
tation to prinecipal cities in District
14 is less difficult.

Suggestion has been made that
South Dakota and Wisconsin
should be districted along State
lines instead of being split. South
Dakota is divided among Districts
11 and 14, with Wisconsin di-
vided among Districts 9 and 11. A
small portion of Michigan lies in
District 11 but the bulk of the
State is in District 8.

FCC Oral Argument

ORAL ARGUMENT is scheduled
Wednesday before FCC en banc,
starting at 10 a.m., on three pro-
posed decisions of the Commission:
(1) Denial, without prejudice, of
license renewal application of
WJOL Joliet, Ill., because of a
free-time agreement with a for-
mer owner; (2) grant of Cleveland
Broadecasting Co.’s application for
a new Cleveland station on 1300
ke with 5 kw directional fulltime,
and denial of Scripps-Howard Ra-
dio’s application for the same fa-
cilities, and (3) grant of Fetzer
Broadeasting Co.s request for
1230 ke with 250 w fulltime for a
new Grand Rapids station and de-
nial of Ashbacker Radio Corp.’s
application for the same assign-
ment for its WKBZ Muskegon.

Ring Recovered

THROUGH an NBC broad-
cast from Tokyo last week
a Marine Corps officer will
be able to recover a good luck
ring taken from him by the
Japanese following capture
of Wake Island. An ac-
quaintance of the officer after
hearing the newscast over
WRC Washington phoned
the network’s Capital key to
affirm identification of the
ring as possibly belonging to
Lt. Col. Herbert C. Freuler
at Quantico, Va. NBC Wash-
ington contacted Colonel
Freuler who appeared on
World News Roundup the
following night to relate his
experiences with the Japs.
The ring, bearing his name,
had been made by his wife
before their marriage.

Video Indoctrination

WFIL Philadelphia will start a
series of weekly television indoc-
trination classes for its staff mem-
bers to familiarize the employes
with the television field. Thomas
Hutchinson, station’s television con-
sultant, will supervise. At the same
time WFIL continues its course in
television receiver maintenance and
repair for nearly 100 radio service
men.

Margaret Coleman

MARGARET ADELE COLE-
MAN, 27, Hollywood freelance
writer, died in that city Oct. 24.
She worked on CBS Stars Owver
Hollywood and ABC Dark Ven-

ture.

ATTENDING annual meeting of promotion managers
of CBS owned stations Oct. 7-10 at Hotel Pierre, N. Y.,
were (1 to r standing): Grant Theis, assistant to
director of radio sales promotion for CBS; John P.
Cowden, director of promotion service for owned sta-
tions; Thomas D. Connally, director of program pro-
Louis Hausman, manager of presentation
division; Howard S. Meighan, vice president and
director of station administration; David Frederick,
director of sales promotion and advertising; Carl
Ward, WCCO Minneapolis-St. Paul; Ralph Taylor,
KNX Hollywood and CBS Pacific network; Jules

motion;

Dundes, WCBS N. Y.; Howard Stanley, director of

promotion for radio sales; John Fox, manager of pro-
duction for sales promotion and advertising; Irving
Miller, art director for owned stations, and William
Hylan, assistant to director of station administration.
Seated (1 to r): Jeanne Rogers, copywriter in owned
stations promotion service; Guy Cunningham, WEEI
Boston; George Taylor, WTOP Washington; Robert
Savage, WBBM Chicago; C. W. Doebler, KMOX St.
Louis; Robert Covington, promotion manager of WBT
Charlotte; William Golden, associate director of sales
promotion and advertising, and Janet Wood, assistant
in production details.

BROADCASTING
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with the observance of Yational Farm Safety Weelx,

WKY receives...

For the second consecutive year, the
National Safety Council has honored
WKY with a top award for what it rec-
ognizes as distinguished service in pro-
moting safety on the farm.

fact, equal it either in scope or practical
usefulness.

Longtime, self-starting enterprise in
sensing and serving the needs and inter-
ests of Oklahoma listeners combined with
a program menu appealing to most of the
people most of the time explains why

This twice-won recognition has come
to what actually is only a routine phase

of the total service program of WKY’s
Farm Reporter, but it is indicative of the -
quality of service rendered by this pro-

WKY attracts and holds the largest habi-

tual audience in the state, a fact again
substantiated in the recently published

gram in all phases of special farmer in-
terest. Few farm programs anywhere, in

statewide study of radio listening con-

ducted by Dr. F. L. Whan.

ADDITIONAL WKY AWARDS IN 1946

BILLBOARD— 15th Annual Radio Editors’ Poll namd WKY’'s “Save the Soil”

tops in local public service.

CITY COLLEGE OF NEW YORK— Award of Merit for the most effective promotion

by a regional station of a sponsored radio program.

BILLBOARD— Second among regional channel stations in over-all promotion.
Ninth Annual Radio Promeotion Exhibit and Competition.




New Fort Worth, Pittsburgh
Stations, WGOYV Regional Seen

NEW 1 kw stations for Fort
Worth (fulltime) and Pittsburgh
(daytime) and a regional assign-
ment for former Georgia Gover-
nor E. D. Rivers’ WGOV Valdosta
were anticipated in proposed deci-
sions announced by FCC Ilast
Wednesday.

In the Pittsburgh case the
Commission invoked its multiple
ownership rule to deny Liberty
Broadecasting Co.’s FM application
but approved its AM request for
730 ke with 1 kw, daytime only
(see separate story on Pittsburgh
FM grants). There was no com-
peting application. The proposed
AM grant was conditioned on the
Liberty stockholders’ disposing of
their interests in WJPA Wash-

ington, Pa., within 30 days.

The proposed grant for Fort
Worth, for 1360 ke with 1 kw, di-
rectional antenna at night, went to
Fort Worth Broadcasting Co., with
a proposed denial for Luck-Mec-
Donald Co., which sought the same
assignment.

Mr. Rivers’ WGOV request for
a change from 1450 ke with 250 w
to 950 ke with 5 kw day and 1 kw
night, directionalized fulltime, won
a proposed grant over Valdosta
Broadcasting Co.’s application for
a new station on the same assign-
ment despite FCC’s frequent dis-
position in such cases to grant the
new-station application.

The Commission found both
WGOV and Valdosta Broadcasting

Co. qualified. But, the proposed
decision declared:

“Taken alone, the consideration of
the establishment of an additional and
competitive broadcast service would be
persuasive of a grant to the Valdosta
Broadcasting Co. However, we cannot ac-
cept this factor as controlling. Other-
wise, an existing station seeking to im-
prove its coverage by a change in fre-
quency and increase in power would
always be barred by a qualified appli-
cant proposing to construct a new sta-
tion on the operating assignment re-
gquested by the existing station.

‘“We are of the opinion that in this
case consideration should also be given
to the past performance of WGOV and
to its efforts to improve its facilities
. . . and also to the fact that the fre-
quency now being used by WGOV
would be available for assignment to a
qualified applicant proposing to estab-
lish an additional station in Valdosta
or proposing to establish a station in a
nearby community having a greater
need than Valdosta for the use of this
operating assignment.”

Rivers Pioneering
FCC noted that Mr. Rivers “pio-
neered radio broadcasting in Val-

dosta” and that his efforts to ex-
pand WGOV coverage dates back
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TAYLUR OWE SNOWDEN
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Magic Market in

It’s almost like magic the way the crops keep roll-
ing out of the Valley the year ’round, and the
money keeps rolling in! To Valley folks, there
is no slack season. Here is a PERMANENT
market that has a steady effective buying power . ..
income pet capita is over $650.00, totalling 165

million dollars. Look to KRGV, the station that
dominates Magic Valley from one end to the other.

affiliated with
NATIONAL
BROADCASTING
LONE STAR CHAIN

1000 WATTS

WITH A MAIN STREET 65 MILES LONG
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to 1941. The station’s service since
it was founded in 1940 was de-
scribed as “commendable.”

The competing applicant, FCC
added, also “is composed of local
residents, and the programs pro-
posed by this applicant are found
to be as meritorious as those pro-
posed by Mr. Rivers.”

Valdosta Broadcasting is owned
by George B. Cook, president and
33% owner, who is in the insur-
ance business; A. Julian Strick-
land Jr., textile manufacturer,
33%; L. O. Smith, in the automo-
bile business, 33%, and Tom B.
Smith, retail druggist, 1%.

The Fort Worth grant was
based on the fact that the three
owners of Fort Worth Broadcast-
ing are Fort Worth residents and
would take part in station opera-
tion, while only one of two part-
ners in Luck-McDonald lives in
Fort Worth and that one would
not participate in operation of the
station.

Owners of the proposed grantee
are Frank M. Skinner, owner of
a retail clothing store at Austin,
Tex., and supervisor of all its
radio advertising activities, who
owns 97.6%; Russ M. Lamb, pro-
gram director and production
manager of a Fort Worth station,
who owns 2% and would be man-
ager, and John R. Crouse, Fort
Worth station engineer, who has
0.4% and would be chief engineer.

Luck-McDonald Owners

Luck-McDonald is owned by Dr.
Leskie Halton Luck, optometrist,
who conducts a radio program ad-
vertising his business, and Myron
Birdsell (Pat) MecDonald of San
Antonio, formerly with several
Texas stations. Their ultimate in-
terests would be 519% for Dr. Luck
and 499% for Mr. McDonald. Mr.
McDonald would be manager.

In the Pittsburgh ecase FCC
found that some overlap would
develop between Liberty’s proposed
FM station and that of the FM
station of WSTV Steubenville,
Ohio, in which the seven major
Liberty stockholders own 87.7%
interest. The overlap would in-
crease, FCC added, if WSTV-FM
requested normal maximum power.
On that basis the Commission pro-
posed to deny the FM application,
Comr. E. K. Jett dissenting.

But the overlap between Lib-
erty’s proposed AM station and
WSTV, the Commission concluded,
would be ‘“negligible’”—not enough
to require denial of the application
under the duopoly rule.

Liberty is a partnership com-
posed of John J. Laux (WSTV
manager), Jack N. Berkman,
Charles C. Swaringen, Alex Teitle-
baum, Myer Wiesenthal, Louis
Berkman, and Richard Teitlebaum
(13% each) and Joseph M. Troesch
and John L. Merdian (4.5% each).
All nine are interested in WJPA
Washington, Pa., 26 miles from
Pittsburgh, but have agreed to give
up these interests within 30 days
after the Pittsburgh grant becomes
final.

¢ Telecasting



How to star
he day night in Indiang

At 8:15 a.m., Monday through Friday, something ap-
proaching a mass migration takes place here in Indiana.
Out on the farm, in town and in the cavalcade of work-
bound cars there’s a swirling and a twirling of radio
dials as Hoosier listeners turn to 1070 for “The WIBC
Coffee Shop.”

Here’s a spirited half-hour session of top tunes,
sprightly banter, dramatic interludes and last-minute
flashes concerning news and the weather. Emcee of

this sparkling wake-up show is versatile, popular Sydney

Orwned card ﬁ/&%w/ea’ Jy 77 Jna’wu%aﬁd Nerws
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WE TALENT .. MWE 10
YOUR Q“MMERQ\M .
“B“:.Ql“\”:. No.200{'c e

Mason—WIBC’s “man of many voices” —supported
by an all-star cast of Indiana radio favorites including
Mike Dunn, announcer; “The Percolators,” instru-

mental trio; ““The Dixie Four,”

vocal quartet; Binnie
Krafton and Dave Hamilton, vocalists.

No unrehearsed, ad lib production, “The WIBC
Coffee Shop” is a highly polished, carefully planned
product of the WIBC live talent staff. And for the
morning-minded sponsor with an eye on Indiana sales,
time now available on “The WIBC Coffee Shop”
represents one of the best buys at Indiana’s favorite
radio station. So speak to your John Blair man now
about starting your Indiana sales right with a 15 or 30
minute sponsorship on this program that starts each
week day right for the residents of Central Indiana.
Your JBM can give you full details, too, on other
WIBC live talent shows, expressly tailored to your

commercial objective. See him today!

JOHN BLAIR & COMPANY » NATIONAL REPRESENTATIVES

Mutual

Outlet in-
Indianapolis
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WMTland embraces lowa’s richest farmland—Iowa
that contains 4 of all the nation’s grade A farm area—
leading all states in cash farm income last year . . .

a great, accessible market for you.

your “"BEST BUY" to reach
Eastern lowa's buyers
economically & completely

AT 600 KC's—IOWA’S FINEST FREQUENCY
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Represented by KATZ Agency Member of MID-STATES Group

to the heart of the
greatest farm area
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GREETING Norman Corwin (1), CBS writer-producer, on his return
to Los Angeles after 36,000 mile round-the-world trip were (1 to r):
William N. Robson, CBS Hollywood executive producer; Harry W. Witt,
general manager and assistant to Donald W. Thornburgh, CBS Western
Division vice president, and Ernest Martin, CBS Hollywood director of
network programs. Mr. Corwin will broadcast a report of the trip,
awarded to him by Freedom House, Wendell Willkie Memorial

AFM Would Oppose Lea in Election,
Padway Tells House S pecial Commitiee

JAMES CAESAR PETRILLO
and his American Federation of
Musicians would “do everything
within their power within the law”’
to defeat Rep. Clarence F. Lea (D-
Calif.), chairman of the House
Interstate & Foreign Commerce
Committee and author of the Lea
Act, the House Special Committee
to Investigate Campaign Expendi-
tures was told last week by Jo-
seph A. Padway, AFM general
counsel.

Appearing on Dbehalf of four
unions affiliated with the American
Federation of Labor, Mr. Padway
said the AFM “might ask each
member to make a house-to-house
campaign” in Mr. Lea’s district,
“to solicit votes against him.”

Harry J. Steeper, first assistant
to President Petrillo, told a slight-
v different version. Said Mr.
Steeper, in substance: The AFM
has not discussed the Lea Act nor
Congressman Lea; hag “not urged
any of our members to vote one
way or the other”; takes no part
in politics at all, other than to ap-
prise its members through the In-
ternational Musician of the records
of Congressmen.

Purchase of Time

Mr. Padway appeared before
the committee Monday after advis-
ing the AFM, International
Brotherhood of Teamsters, United
Garment Workers and the Laun-
dry Workers International Union
to ignore questionnaires sent out
by the committee to more than 300
organizations. The questions asked
are ‘“invasion of private rights,”
the union attorney contended. He
identified himself as general coun-
sel of the AFL and the four unions
which had refused to answer the
questionnaires.

Rep. Frank Fellows (R-Me.),
who sat with Chairman J, Percy
Priest (D-Tenn.) and Rep. Oren
Harris (D-Ark.), referred to the
Corrupt Practices Act and asked
Mr. Padway if he thought “the
purchase of radio time and the

preparation of script in behalf of
a candidate or against some other
candidate’” would be considered a
“contribution of value” under the
law. Mr. Padway said, “In general,
sir, yes. For instance, the pur-
chase of radio time by the AFM to
explain to the public or at least to
the citizens in the district of Con-
gressman Lea, his attitude on the
Lea bill and that it has been
against the interests of the AFM
and will have a detrimental effect
upon them, and they want the peo-
ple to know that Lea had not been
a friend of the AFM, I do not think
that could be construed as pro-
hibited as a political contribution.”

Mr. Steeper told the Committee
that the International Musician
published an article “excoriating
Congressman Lea for .the obnox-
ious—to us—bill that was passed
under his name, but there was no
intimidation, nor any instructions
contained in that article as to how
the members should vote.”

Reference was made to Mr. Pe-
trillo’'s violent denunciation of
Representative Lea at the AFM
June convention in Florida. “It
was said in the heat of an oratori-
cal display,” explained Mr. Steep-
er. “But it was an expression of
the true sentiments felt by Presi-
dent Petrillo,” interjected Counsel
Padway.

“You said it; you can repeat
that,” exclaimed Mr. Steeper. He
denied, under cross-examination,
that the AFM had taken any “po-
litical action” against Representa-
tive Lea and said he knew of no
plans for such action.

Chairman Priest said the com-
mittee would adjourn further hear-
ings until after the election. It
was understood that some commit-
tee members favored subpenaing
certain radio commentators who
have supported Administration
candidates, but Chairman Priest
reportedly turned down any such
move on the grounds that the com-
mittee might be intruding on the
right of free speech and free press.
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Jwo for. One Pruce
KFJZ-Fort Worth %  WRR - Dallas

One ax — two whacks . . . and these bitds are on their way to
becoming a first-class Thanksgiving Dinner. . . .

Radio coverage of the billion dollar Fort Worth-Dallas markets
can be garnered in much the same way: KFJZ and WRR . ..
two 5000 watt stations for one price ... and you have the
Best Radio Buy in Texas.

Yes Sir, this double helping of KFJZ and WRR is available at
simultaneous or separate hours . . . for one price. Check the
coverage and listener loyalty of the KFJZ-WRR audience, and

serve yourself a double portion of real sales power.

f» TEXAS BEST RADIO BUY%

N AT! ONA AL R EPRESENTATIV

; 172 U o A
WEED & COMPANY %\

TWO STATIONS FOR ONE PRICE

NEW YORK ® CHICAGO L DETROIT L ATLANTA ® BOSTON L4 SAN FRANCISCO L HOLLYWOOD

THE BEST RADIO BUY IN TEXAS
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DON’T GIVE THE AX TO YOUR OUTSIDE AUDIENCE

on the Pacific Coast, too!

*Approximately half the retail sales on the Pacific Coast are made outside the

counties in which Los Angeles, San Francisco, Oakland, San Diego, Portland, Seattle

and Spokane are located—only Don Lee completely covers the OUTSIDE as well as

the INSIDE half...a C.E.Hooper 276,019 coincidental telephone survey proves it.

Pacrric coasT outsiders have a keen interest
in your radio show-but if it isn’ton Don Lee,
this big audience (around 6 million people)
can’t hear it.

All of the four Pacific Coast radio net-
works cover the inside, or seven major met-
ropolitan county areas. Don Lee, however, is
the only network with enough stations to
deliver the outside audience also. (The outside
audience, incidentally, represents about half
the population and accounts for nearly 509,
of the ¢ billions in Pacific Coast retail sales
each year!)

Don Lee gives exclusive coverage of the
rich plum which is the outside market because
of its great number of stations. Don Lee, with
40, has more stations than all other Pacific Coast
networks combined. And it takes many sta-
tions to do a complete coverage job on the

Pacific Coast. Most markets of the region are
surrounded by mountains 5,000 to 15,000 feet
high, and thelong-range broadcasting of oth-
er networks can’t reach them. Only Don Lee
has a station located within every important
mountain-surrounded market.

Give the big, money-spending outside au-
dience a break on the Pacific Coast. Put your
radio show on Don Lee and there will be
thanks-giving from these folks all year long.
Remember: More than 9 out of every 10 radio
families on the Pacific Coast live within 25
miles of a Don Lee station.

CITY EXAMPLE NO. 7 : EVERETT, WASHINGTON
An exclusive Don Lee outside market

$44,520,000
Sales Management, 1946, Survey of Buying Power

TOTAL RETAIL SALES

The Natiwon’ Greatest Regional Network .
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October Listening
Jumps 8% On Pulse

Rating Service Places Hope
First on List With 19.7
INCREASE of 8% in the October
average quarter-hour sets-in-use
in New York over the September
rating was reported last week by
The Pulse, New York. Listening
rose from 22.6 in September to 24.5
in October, an increase of 1.9 over
October 1945.

The top 10 evening and daytime
shows in New York for October as
listed by the Pulse were: Evening:
Bob Hope Show, 19.7, Lux Radio
Theatre, 19.0, Walter Winchell, 17.7,
Chase-Sanborn Program, 17.7, Jack
Benny Show, 17.7, Red Skelton, 17.3.
Mr. District Attorney 17.0, Fred
Allen. Show, 17.0, Fibber McGee &
Molly, 16.0, Suspense, 16.0. Day-
time: Aunt Jenny, 6.6, Kate Smith
Speaks 6.6, News-Harry Clark, 6.1,
Big Sister, 6.1, Helen Trent, 5.8,
Our Gal Sunday, 5.5, WOR 8 a. m.
News 5.5, Arthur Godfrey, 5.5, My
True Story, 5.3, When a Girl Mar-
ries, b.3.

Saturday and Sunday Daytime:
World Series, 21.0, Army vs. Mich-
igan, 14.0, Quick as a Flash, 10.7,
Counterspy, 10.3, C. Foster Orches-
tra, 8.3, Children’s Hour, 6.3, Eve-
ning Ballroom, 6.3, Stars Owver
Hollywood, 6.0, News-C. McCarthy,
6.0, News-G. Putnam, 5.7.

Philadelphia Increase

Radio listening in Philadelphia
showed an increase of approximate-
ly 8% in the September-October
average quarter-hour sets-in-use
over the July-August Pulse rat-
ings. Listening rose from the low
for 1946 of 19.1 in July-August to
20.6 in September-October, and
above the 20.4 attained in the same
period in 1945.

The top 10 evening and daytime
shows in Philadelphia as listed by
the Pulse were: Evening: Dr.
Christian, 20.0, Lux Theatre, 19.8,
Charlie McCarthy, 17.8, Suspense,
17.8, Your Hit Parade, 17.5, Mr.
District Attorney, 15.8, Mr. Keen,
14.0, Screen Guild, 13.8, Big Town,
13.5, Dick Haymes Show, 13.3,
Walter Winchell, 13.3. Daytime:
Breakfast Club, 9.8, Ma Perkins,
8.9, Big Sister, 8.9, Kate Swmith
Speaks, 8.9, Breakfast in Holly-
weood, 8.6, Aunt Jenny, 8.6, Helen
Trent, 8.6, Our Gal Sunday, 8.5,
Road of Life, 8.3, Young Dr. Ma-
lone, 8.2. Saturday and Sunday
Daytime: Children’s Hour, 15.3,
Grand Central Station, 8.8, Arm-
strong Theatre, 8.0, Let’s Pretend,
7.8, Ranger Joe, 7.5, Sheaffer Pa-
rade, 7.5, RCA Victor Show, 7.5,
Stars Owver Hollywood, 7.0, One
Man's Family, 6.5, Quick as a
Flash, 6.3, Harvest of Stars, 6.3.

More Decontrols
OPA has released from price con-
trol articles of electronic equip-
ment sold to consumers as kits for
assembly into microphones, record
players, amplifiers, loud speakers
and other devices using batteries
or electricity.
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WELCOMING KPOA, new 5 kw Honolulu station on
630 ke, were members of Edward Petry & Co., sta-
tion representatives, at the Chicago NAB Convention.
Seated (1 to r): Earle H. Smith, Petry San Fran-

G. Sandison; Charles Grisham; Bill Cartwright, De-
troit manager of Petry; Jim Parsons; Edward Petry;
Henry I. Christal, New York manager; Ed Voynow,
Chicago manager; Jack Harrington; Jim Thompson;

cisco manager; Irvin Gross; Hanque Ringgold; Jack Chet Matson, Los Angeles manager; Mike Me-
Keating and Elroy McCaw, of KPOA; Turk Righter, Guire; George Kercher, St. Louis manager, and
and Louis Smith. Standing: Buell Herman; James John Ashenhurst.

INDEPENDENT INDIA WDAY SCOOP More Llsteners erte,

WILL ADD BUSINESS

PETER DE PETERSON, manager
of the Calcutta office and a direc-
tor of J. Walter Thompson Co.,
who is on tour of the company’s
United States offices, last week pre-
dicted the event-
ual development
of a strong, inde-
pendent jute busi-
ness and further
extension of for-
eign business in-
terests in the
new, independent
India.

In mentioning
advertising in In-
dia, he pointed
out that one of the great problems
is the wide diversity of languages.
Radio advertising presents a real
problem because of the language
situation. The development of an
all-India radio network to supple-
ment the present BBC system, he
said, has been hampered by the
fact that radio owners are widely
scattered throughout the continent
in widely separated language areas.

Mr. Peterson

Canada Proposal

LEGISLATION to stop the CBC
from “the power it has to publish
newspapers and periodicals” is to
be brought before Parliament at
Ottawa at the next session, accord-
ing to a statement make by John
G. Deifenbaker (Progressive-Con-
servative member for Lake Center,
Sask.) at Regina. He is reported
to have told the Saskatchewan
Progressive - Conservative Assn.
that the CBC “might conceivably
commence to exercise that power’”
with the extra $2,000,000 granted
to it by Parliament at the session
this past summer. (Grant was
earmarked by CBC for three new
50 kw and one 10 kw transmit-
ters.) Mr. Diefenbaker stated that
the P-G party believed the CBC
“should not dominate the private
stations” of Canada.

Feeds Network Transcribed
g Interview with Suspeci

USING a transcribed interview
with the captured suspect in a two-
month old killing case, WDAY
Fargo, N. D., fed a scoop to an
eight-station network. According
to the station, the story was on the

- air three and one-half hours before

the local newspapers hit the street.

Tipped off by a bus driver on
the night run from Minneapolis to
Fargo, police had apprehended the
alleged slayer at a bus stop 45
miles from Fargo. One-half hour
later.at 7:30 a.m., the WDAY news
room was rounding up Announcers
Howard Nelson, Jim Baccus and
Gil Swenson. Aided by Operator
Frank Cook, they cut interviews
with the suspect, the police chief,
the arresting officers and the bus
driver.

In the WDAY interview, the
suspect acknowledged doing the
shooting, according to the station.

Fraenckel Honored

VICTOR H. FRAENCKEL, Gen-
eral KElectric Research Lab. sci-
entist, has been presented the
Medal of Freedom, a special civ-
ilian award of the War Dept., by
Lt. Col. William L. Purcell, chief
of the Rochester, N. Y., AAF
Procurement Field Office. Award
was presented to Mr. Fraenckel
for “meritorious service in Eu-
rope as expert consultant, office of
the Secretary of War, from March
1944 to January 1945 and from
March 1945 to May 1945. As spe-
cial adviser on radio and radar
counter-measures to the Command-
ing General, U. S. Strategic Air
Forces in Europe, he served with
distinction, formulating many of
the operational policies and tech-
niques which greatly contributed
to the effectiveness of the Radio
Counter-measures program in our
strategic air effort.”

Urge Mature Programs

“IF PEOPLE don’t write as a con-
testant to win a prize, they're
writing to find out how to get on
the show,” Rodney Erickson, WOR
New York director of programs,
said last week in a report on the
station’s mail count. In the past
year the number of letters received
from listeners at WOR has more
than doubled and has been the
biggest mail in the almost quarter
of a century the station has been

. on the air.

Mr. Erickson feels that it is
part of an important trend now
that the war~is over and people
have more time to listen to the
radio and write in their opinions
on the various shows. “The ‘give-
away shows’ offering hard-to-get
items to listeners have been even
a greater incentive to write radio
stations,” Mr. Erickson pointed
out. “Invariably, the writer makes
some comment on the show and
these off-hand criticisms are inval-
uable in planning future shows. It
means that American people are at
last taking an active interest in
radio and the demand is definitely
for more mature shows. It’s one
of the best things that has ever
happened to radio,” he concluded.

Aviation Channels

ALLOCATION of frequencies be-
tween 108-132 mc to the aviation
service was announced by FCC
last week, effective upon adoption
(Oct. 25). Licensees affected by
the plan have ‘“at least” until
Jan. 1 to make necessary operat-
ing adjustments. The Commission
also made public a letter asking
Aeronautical Radio Inc., Wash-
ington, to continue present experi-
ments with an eye to recommenda-
tions for an assignment plan
probably based on a system of geo-
graphic or route assignments
rather than assignments to com-
panies.

BROADCASTING e Telecasting



“AS TRUE TODAY

AS IT WAS THEN”

BENJAMIN FRANKLIN said. ..

“Whoever would overthrow the liberty of a nation

must begin by subduing the freeness of speech.”

o
<@

ELBERT HUBBARD said . ..
“There is no freedom on earth . . . for those who deny

freedom to others.”

&
b

ABRAHAM LINCOLN said ...

“| want every man to have the chance . . . in which
he can better his condition. . . . And freedom of the

press will maintain it.”

&
v

Guardian of PRESIDENT TRUMAN said . . .

American

Freedom . Radio "must be maintained as free as the press.”

&
v

THOMAS JEFFERSON said . ..
“Equal and exact justice to all men—freedom of
religion, freedom of the press, freedom of the person.

. These Erinciples form the bright constellation of

democracy.”

THE GOODWILL STATION, INC., DETROIT o 50,000 WATTS

Wichigan'e éwm‘edt %dmmmg MHediam

CBS BASIC AFFILIATE. REPRESENTED BY PETRY

&
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as helpful
as that
point after
touchdown'!

—the station with the billion dollar market area

MC

* MEMPHIS o NBC e 5000 WATTS

Page 38

When the score is 6-6, that goal is a mighty

important point, and i

t's mighty helpful

when the ball sales over the bars for that

margin of victory.

WMC can be that margin of increased ef-

fectiveness for your radio campaign in
Memphis. With top NBC programs and

outstanding local productions,

with a

proven record of listener loyalty since
1923, with its 5000 watts in the center of

the dial at 790, WMC has assets no other
station in Memphis can offer.

DAY AND NIGHT
‘OWNED @\ND OPERATED BY THE COMMERCIAL APPEAL

NATIONAL REPRESENTATIVES, THE- BRANHAM- CO.
MEMPHIS -DOMINANT RADIO STATION

“WHEN IT'S MEMPHIS YOU WANT,

IT'S WMC YOu m:w'”

November 4, 1946

RADIO EXECUTIVES discuss plans for the Radio Executives Club of

New York for the 1946-47 year, with the first of a series of semi-monthly

luncheon meetings. (Left to right) Arthur Pryor Jr:, BBDO vice president

and member of the REC program committee; Robelt D. Swezey, Mutual

vice president and general manager, REC president; Frank Stanton,

CBS president and member of the REC advisory council; Justin Miller,
NAB president, also member of the club’s adv1sory council.

Pioneer Dr. DeForest Charges Radio
Has Been ‘Debased’ by Broadcasters

DR. LEE DeFOREST, industry
pioneer, today protested his role of
unwanted step-child at the NAB
convention in Chicago, where, he
charged, he was not “even invited
to attend as a guest.”

Dr. DeForest, whose invention of
the vacuum tube first gave radio a
voice, himself voiced his objection
at what he termed had made radio
a “laughing-stock” with its over-
commercialization.

To vent his ire on the industry
which sprang from one of Ameri-
ca’s most creative geniuses in 1907,
Dr. DeForest was forced to resort
to another, and older media—the
“Letters To The Editor” column of
The Chicago Tribune.

In answer to his own question,
“What have you done to my child?”
Dr. DeForest said, “He was con-
ceived as a potent instrumentality
for culture, fine musie, the uplift-
ing of America’s mass intelligence.
You (the broadcaster) have de-
based this child, you have sent him
out in the streets in rags of rag-
time, tatters of jive and boogie-
woogie to collect money from all
and sundry for hubba-hubba and
audio jitterbug. You have made of
him a laughing-stock to intelli-
gence, surely a stench in the nos-
trils of the gods of the iconosphere;
you have cut time into tiny cub-
lets, called spots (more rightly
stains) wherewith the occasional
fine program is  periodically
smeared with impudent insistence
to buy or try.”

Assails Daytime Serials

“The nation has no soap, but
soap opera without end or sense
floods each household daily. Said
a man, ‘I have to use their alkaliz-
ing; their commercials upset my
stomach.’

“Murder mysteries rule the
waves by night and children are
rendered psychopathic by your
bedtime stories. This child of mine,
now 30 years of age, has been reso-
lutely kept to the average intelli-
gence of 13 years.”

Dr. DeForest said British radio
has had a different up-bringing
and he praised the British radio
for being simon-pure which he de-
clared was an ‘“anathema” to

BROADCASTING o

American broadcasters,

“Yet, withal, I am still proud of
my child,” he wrote.

“Here and there from every sta-
tion come each day some brief
flashes worth the hearing, some
symphony, some intelligent debate,
some playlet worth the wattage.
The average mind is broadening,
and despite all the debasement of
most of radio’s offerings, our
music tastes are slowly advancing.
Some day the program directors
will attain the intelligent skill of
the engineer who erected his tow-
ers and built the marvel which he
now so ineptly uses,” said Dr. De-
Forest.

Denies Report

Dr. DeForest also denied, in an
interview with BROADCASTING, any
knowledge of a previously reported
project which would utilize one of
his most recent inventions to put
television on the nation’s billboards.

The invention is a new projec-
tion tube using an are-lamp sys-
tem which would project a tele-
vision image on a screen the size
of the average motion picture
screen. He said its advantage lies
in that it makes no use of fluores-
cent material such as used today
in the cathode beam. The tube will
be for black-and-white only, unless

a color-disc is used such as experi-

mented with by CBS as the radio
inventor does not believe a projec-
tion tube can pick up bhasic colors
in sufficient amounts to transfer
them tc a screen.

He said reports that a billboard
firm was applying for a television
license from the FCC had no con-
nection with his experiments in
television.

Navy BAT Training

THE NAVY has started a pro-
gram of training fleet aircraft per-
sonnel in technical and operational
use of the BAT, radar-guided
glider bomb. The BAT was used
during the last year of the war in
the Pacific as the first fully auto-
matic guided missile to be success-
fully used in combat by any nation.
Training will be centered at Naval
Aviation Ordnance Test Station,
Chincoteague, Va.

Telecasting



Marksmanship

Baltimore's Listening Habit

WCB

MUTUAL BROADCASTING SYSTEM

Free & Peters, Inc.

and Markets

® The bullseye has long been the accepted symbol of
accurate fire, concentrated on a single target. From
the earliest turkey shoot or Indian raid, American
marksmanship has continued as a valued and important

national asset.

For the radio time-buyer, WCBM is the symbol for
targeting sales efforts directly on the Baltimore market.
To achieve the maximum in results with economy and
certainty, you'll want to find out how the concentrated
selling power of WCBM can help you market your
product in this rich and densely populated area. Inves-
tigate this asset now for profits later.

Exclusive National Representatives

John Elmer, President



]9]4 Werld's first vacuum tube re- ]9]9 These Western Electric ampli-

peater amplifier; designed by fiers powered the mightiest
Bell Telephone scientists and made by sound system of its day, used at New
Western Electric for transcontinental York’s "Victory Way” Celebration after
telephony, was the start of modern World War I. There were 113 loud-
electronic communications. speakers in the system.

HEN Bell Telephone scientists
designed and Western Electric
manufactured the first vacuum tube re-
they

opened a vast new frontier of communi-

peater amplifier back in 1914,

cations and sound distribution. Up to
that time, telephone communications—
both by wire and radio—could cover
only limited distances and produce
relatively low volumes.

For more than 30 years, this team has
produced ever better amplifiers for

almost every use —long distance wire
and radio telephony, radio broadcasting,
sound distribution systems, mobile radio,
sound motion pictures, disc recording,
acoustic instruments and radar.

Equipped with unexcelled tools of re-
search, experience, skill and manufac-
turing facilities, the Bell Laboratories-
Western Electric team will continue to

design and build amplifiers outstanding

in quality, efficiency and dependable
performance.

= QUALITY COUNTS ==

BELL TELEPHONE LABORATORIES

World’s largest orgamzatwn devoted exclusively to research
and development in. dll "phases of electrical communications.

Western Electric

anufacturmg unit of the Bell System and the nation’s largest
producer ofa)mmumcatwns equipment.

gt T
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]922 The Western Electric 8A was the

first commercial broadcasting
amplifier. Today, 24 years later, some
of these 8A's are still in use. This long
life speaks volumes for the quality
built into them,

]946. The brand new 124H and J
' amplifiers for wired music and
public address systems are small and
light weight, yet deliver 20 watts. They
are setting new standards of quality

for music reproduction.

]928 This ac operated amplifier, one

of the first made, reduced main-
tenance costs and did away with cum-
bersome batteries and charging equip-
ment, It was used to record some of the
earliest sound motion pictures.

from the largest guns.

]946 The 1126C is the latest design of Western

* Electric's popular level governing amplifiers.
In operation it acts as a program-operated gain
control to prevent overmodulation in AM or FM
broadcasting. It immediately reduces gain when
an instantaneous peak exceeds a predetermined
level, slowly restores it when the peak is passed.

]94 _ This compact and powerful unit

for battle announce systems is
typical of Western Electric amplifiers
designed during the war. It operated
dependably when mounted a few feet

1934. Western Electric was an early

leader in making compression
type amplifiers to enable higher speech
intensity between noise level and over-
load point. This eauipment was used in
overseas radiotelephony,

]938. Negative feedback is another

of Bell Laboratories’ many con-
tributions to amplifier design—now in
general use. This amplifier for disc re-
cording was able to supply as much as

50 db of feedback.




NO. ¥ OF A SERIES

Like two or three
other people we can
think of, Tommy’s dad
is la hard-working
guy. And when he
comes home, he
usually wants to
listen to the radio
and relax. He finds
he gets a lot more
relaxing done when he
leaves the dial set
at WICN, instead of
Jumping around.

We haven’t figured
out if it’s a compli-
ment, but Tommy’s dad
says WTCN carries
less stuff you have
to turn off!

e DOUBLE-DUTY

STATION

Serving two-thirds of the
state’s buying power
rural—vurban

ABC... plus High-listener locals!

FREE and PETERS
National Representatives
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WPTZ Signs F irst Network
Television Contract With NBC

WHAT IS BELIEVED to be the
first regular network affiliation
contract in television has been ne-
gotiated between NBC and WPTZ,
Phileo video station in Philadel-
phia. According to Noran E. Kers-
ta, manager of NBC’s television
department, the video contract is
a short version of NBC’s regular
affiliation contract with its AM out-
lets, providing for certain hours
to be optioned to NBC in accord-
ance with FCC regulations, for
WPTZ to carry NBC commercial
programs and to rebate a certain
percentage of its card rate to the
network, and for the networking of
programs of WPTZ origin to
WNBT, NBC’s video station in
New York, and other future NBC
television affiliates.

Much of the contract is neces-
sarily nebulous at present, Mr.
Kersta said, with the purpose of
leaving the document as flexible as
possible so that it may be changed
as the development of network
television indicates without the ne-
cessity for continuously drafting
new contracts. He declined to re-
veal the financial details of the

REGION MEN MEET

IN FCC CONFERENCE

REPRESENTATIVES from five
FCC enforcement offices and four
monitoring stations, all located in
the North Atlantic region, met
last week for a three-day confer-
ence in New York with Charles C.
Kolster, regional manager of field
engineering and monitoring di-

vision.
The North Atlantic region,
which Mr. Kolster has headed

since July 1, covers all territory
from the Canadian border to the
South Carolina line. Work of the
district offices is coordinated un-
der the regional manager and is
subject to regular inspection by
him.

Discussion at the econference,
first to be held since FCC set up
the North Atlantic region, was
centered around topics directly
connected with work performed by
the FCC offices under jurisdiction
of the engineers present at the
session.

Representing the enforcement
offices were: Walter Butterworth,
Boston; Arthur Batcheller, New
York; Forest F. Redfern, Phila-
delphia;: Hymen A. Cohen. Balti-
more; Edward Bennett, Norfolk.
Primary monitoring stations were
represented by Charles T. Man-
ning of the Millis, Mass. station,
and A. Anderson of the station
at Laurel, Md. Present at the ses-
sions from the secondary monitor-
ing stations, which are less elabo-
rately equipped than primary sta-
tions, were Vernon K. Wilson of
the Searsport, Me., station, and
T. B. Cave of the FCC base at
Scituate.

contract, explaining that they are
tentative and subject to change as
experience, of which there is little
as yet, may dictate.

Football Games First

Among the first programs to be
broadcast under the new agreement
are three football games—the New
York Giants’ professional game
with the Philadelphia Eagles yes-
terday, Army-Pennsylvania contest
Nov. 16 and the traditional Thanks-
giving Day Penn-Cornell game Nov,
28. All three telecasts will originate
at WPTZ and be sent to New York
via the AT&T coaxial cable be-
tween the two cities.

The two Penn games will provide
the first video co-op programs, be-
ing sponsored by Atlantic Refining
Co. on WPTZ and by Goodyear
Tire & Rubber Co. on NBC. Ar-
rangements were eased somewhat
in as much as both advertisers have
the same agency, N. W. Ayer &
Son. The pro game was broad-
cast as a sustaining program.

WPTZ has for some years picked
up WNBT programs for rebroad-
cast under an informal agreement,
utilizing the direct signal of WNBT
which was picked up by a relay
station at Mt. Rose, N. J., and re-
transmitted to the WPTZ trans-
mitter for rebroadecast in Phila-
delphia. WRGB, General Electric
video station in Schenectady, al-
so rebroadcasts WNBT programs.
Both WPTZ and WRGB also broad-
cast programs produced by ABC,
but these are local presentations
and not networked.

Radios Found on 87.79,
Of Farms In Colorado

RADIO receivers were found on
87.7% of occupied farms in Colo-
rado (39,956 out of 45,582 farms)
as of Jan. 1, 1945, according to the
Census of Agriculture conducted
by the U. S. Census Bureau. The
farms had 22,106 telephones and
27,643 had electricity the census
showed. Principal production of
farms consisted of livestock.

In Louisiana only 50.29% of
farms had radios (63,025 out of
125,461 farms), the census shows,
with 6,434 having telephones and
31,5658 having electricity. Field
crops were the main agricultural
produect.

F&P Elects Three

FREE & PETERS, New York,
elected three new vice presidents at
a meeting of their board of direc-
tors in Chicago last week. Elected
were: John A. Cory, former sales
manager of the Chicago office, who
became vice president in charge of
midwest sales, Lloyd Griffin, who
was elected vice president and as-
sistant manager of the Chicago
office; Jones Scovern, former sales
manager of the New York office,
who in his new capacity will con-
tinue to flirect eastern sales.

[WKMO
f CHAMPIONSHIP

wit

TROPHY for first annual city golf
tournament was donated by WKMO
Kokomo, Ind.,, as Joe Jordan,
WEKMO sports editor, looks it over.

HOX, New Panama City
Station, Goes on Air

PRESIDENT don Enrique A. Jim-
inez, of the Republic of Panama,
dedicated HOX Panama City when
the station went on the air at
noon Oct. 12, it was reported last
week in New York.

HOX, which operates with 1000
w on 940 ke, features international
and domestic news and frequent
dramatizations of Panama’s his-
tory in its program structure, ac-
cording to Joseph Tilley, general
manager. HOX is owned by Radio
Centro Americana whose other
officers are Arturo Mueller, presi-
dent; don Paul Jiminez, brother
of the Panamanian president, vice
president, and don Camilo Quelou-
jeu, secretary. Coincidentally with
HOX, short wave stations HOXA
and HOXB went on the air, carry-
ing the same programs.

KTFS Takes Air Nov. 6;

Staff Erects Own Tower

KTFS Texarkana, Tex., MBS affil-
iate and new outlet on 1400 ke
with 250 w, is scheduled to begin
operations Nov. 6 with formal
opening planned for Nov. 10. Sta-
tion was to begin broadcasting
two weeks earlier, but has been
delayed by equipment. Staff mem-
bers lessened delay by erecting
and painting antenna themselves.
KTFS is owned and operated by
David M. Segal, general manager,
who formerly was manager of
WROX Clarksdale, Miss.,, and
Henry N. Fones, chief engineer,
who also is part owner of WDSG
Dyersburg, Tenn.

Station has employed an all-vet-
eran staff. Les Eugene, formerly
with WROX, is program director.
Announcers are Don Anderson and
Bob Lawrence. Station equipment
includes Collins transmitter and
Raytheon console. Wincharger
tower is employed.

BROADCASTING e Telecasting



PORTLAND’S
““One-man
Chamber of
Commerce”

His name, Ken Mason. His program, “News
Dramas.’" His station, KEX. And his 3-times-a-
week audience embraces untold thousands of
Oregon boosters. Ever hear of an Oregonian who
WASN'T a booster?

How does he do it? Ken knows that NAMES
MAKE NEWS. With a technique combining show-

manship and intense regional pride, he brings

to his microphone the Northwest’s most news-

(o

T 3
55 mMm&‘»" S ,Cf L

worthy names. A 100-year-old Oregon pioneer,
for example. The nation’s youngest newspaper
columnist. An eminent atomic scientist. A world-

famous athlete..

Selling Portland is duck soup to Ken Mason..
who also can become a slightly terrific performer
on YOUR sales staff. As this magazine goes to

press, ‘‘News Dramas’’ is available. Better ask Help Celebrate National Radio Week

the KEX Sales Department if that's still true. Nov. 24-30
WESTINGHOUSE RADIO STATIONS Inc
KYW KDKA WBZ WBZA WOWO KEX

National Representatives, NBC Spot Sales— Except for KEX For KEX, Paul H. Raymer Co.
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TWO VIDEO MODELS

DISPLAYED BY RCA

TWO TYPES OF RCA Victor
home television receivers, to be
available early this month, were
displayed last week at the Park-
way Hotel, Chicago. Several other
manufacturers agreed to make

their first public showings next™

March.

Models available soon, according
to H. C. Chapman, in charge of
RCA Chicago distribution, are a
table-type receiver with 52-square
inch picture on 10-inch direct view
tube, retailing at $350, and a 23-
square inch picture on 7-inch tube,
retailing at $225. Cost does not
include tax, antenna or installa-
tion.

Early in 1947 RCA Viector will
introduce two more models, he
said. One will have television, Vie-
trola and AM-FM-shortwave re-

ceiver, with 10-inch tube. The other
will have large-screen television,

GIN RUMMY trophy of Kenyon & Eckhardt is presented to first an-

nual winner, Ian Smith of the age

ncy’s Detroit office, by Betty Johnson

of the K. & E. staff. Good losers, all of the agency’s Radio Dept., are the
others (1 to r): Arthur Moore, producer of County Fair; Tom Carpenter,
continuity director; Hal Davis, radio publicity head, and Bob Wolfe,

assistant r

adio director.

with AM-FM-shortwave.

Dan H. Halpin, RCA Victor tele-
vision receiver sales manager, said
the new sets would produce bright-
er, cleaner and steadier pictures.

A special circuit holds the picture
steady and keeps out interference.
Sets will receive all 13 channels
and have automatic station se-
lector.

THE BRANHAM COMPANY

Cheicago
New York
Detroc!
| Sllerla

Dallas
Clailolte
S1. Lorecs
Mempties

Hernseas .-(é/(f/y'
T

e g .
s (st Saanciica

Yoo }*Znyﬁ los
. 7 . ,
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WMOB . . .
WLAY . . Mu
KTHS . . . .
KFMB . . .
KWKH . . .
WCPO . . .
WTJS . . .
WNOX . . .
WMC . . . .
KRIC. . . .
KWBU . . .
KRLD . . . .
WCHS . . .
WBLK . . .
WSAZ . . .
WPAR . . .

saforasending

Mobile, Ala.
scle Shoals City, Ala.
. Hot Springs, Ark.
. San Diego, Calif.
. . Shreveport, La.
. Cincinnati, Ohio
. . Jackson, Tenn.
. Knoxville, Tenn.
. Memphis, Tenn.
. Beaumont, Texas
Corpus Christi, Texas
. . Dallas, Texas

Charleston, W. Va.

. Clarksburg, W. Va.

Huntington, W. Va.
Parkersburg, W. Va.
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Promotion Slated

In Radio Teaching

14-Point Program Adopted
At Chicago Meeting

A 14-POINT program for radio
councils and other lay groups to fol-
low in assisting radio eduecation
was issued at the “Radio Councils
Spark Plug Radio Education” ses-
sion of the School Broadeast Con-
ference, Oct. 21-23 in Chicago.

Panel, chairmanned by Dorothy
Lewis, NAB Coordinator of Listen-
er Activity, made the following
recommendations for councils and
other community radio organiza-
tions:

(1) Devote one meeting a year
to radio education. (2) Encourage
group study of children’s listening
habits. (3) Invite students to be
come members of council evaluation
committees. (4) Promote school
and other educational broadecasts.
(5) Maintain standing radio edu-
cation committees. (6) Encourage
Assn. for Education by Radio
chapters in their areas. (7) Devel-
op more local programs by students.

(8) Support PTA and library
activity. (9) Arrange shelves of
books on radio in school and city
libraries. (10) Arrange for articles
on radio in appropriate journals
and house organs. (11) Encourage
superintendents of schools to keep
items about radio in inter-office
bulletins. (12) Promote the ap-
pointment of a radio coordinator in
every school to serve on over-all
radio committee. (13) Help to de-
velop radio workshops in all high
schools and colleges. (14) Make a
study of ways and means to as-
semble a local library of trans-
criptions and scripts.

The group further recommended
that stations and mnetworks be
urged to supply each council with
advance information about educa-
tional programs so they can be
more adequately promoted.

In addition to Mrs. Lewis, panel
members were: Mrs., Margaret
Stoddard, Cedar Rapids, Iowa;
Mrs. Arch Trawick, Nashville,
Tenn.; Mrs. Charles Guyer, St.
Paul; Dr. L. H. Hightower, Kala-
mazoo, Mich.; Mrs. Clella Darby,
Des Moines; Uberto Neely, Cin-
cinnati; Mrs. Pear]l Broxam, Cedar
Rapids; Mrs. Norma Stiegelmier,
Normal, Ill.; Miss Olive McHugh,
Toledo; Mrs. W. F. Ottmann,
Omaha.

Dismissal Granted

THE HUGHES TOOL Co. petition
to dismiss without prejudice ap-
plications for FM and television
stations in Los Angeles was
granted last week by FCC. Still
pending is their request to delete
a conditional FM grant for San
Mateo, Calif. [BROADCASTING, Oct.
28.] It was reported that Mr.
Hughes would also drop his San
Francisco video application but
no such request has ycl heen made.

Telecasting



AMARILLO

New industries, oil, cattle, wheat, whole-
sale facilities, and other factors combine
to make the Amarillo market one of the
most progressive in the country.

In addition to being one of the nation’s
greatest beef producing centers, it is also
one of the great oil and gas areas of the
nation.

Three-fourths of the world’s supply of
carbon black, used in making tires,
ink, and other products, are Panhandle
produets.

It is not only an immense wholesale dis-
tributing center for West Texas (whole-

sale volume over $150,000,000) but for

the entire Southwest.

You can’t overlook Texas—and that
means—Amarillo!

KFDA programming Keyed to Suit
Local Tastes

That’s why ABC programs and locally
produced features have gained a large
and receptive KFDA audience in the
densely populated areas of the Amarillo
market. Ask a John E. Pearson represent-
ative for the real facts or write Howard
Roberson, Manager.

One of the 5 Major Teras WMaskets

Nunn Siations: KFDA, Amarillo, Tex.;
WLAP, Lexington, Ky.; WBIR, Knoxville,
Tenn.; WMOB, Mobile, Ala.; WCMI, Ashland,
Ky.-Huntington, W. Va.

ABC OUTLET FOR THE AMARILLO MARKET
°

KFDA

A NUNN STATION-

A NUNN STATION IS A PART OF THE AREA IT SERVES
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New York Stations to Cancel Regular
Schedules for Election Tuesday Night

NEW YORK stations have planned
extensive coverage of the Nov. 5
elections. Mutual’s WOR, NBC’s
WNBC, ABC’s WJZ, and CBS’s
WCBS will augment regular net-
work returns of regional and sec-
tional election results with local
election news throughout the eve-
ning.

Most independent stations will
devote much of Tuesday evening
to analyses of results. Some will
do remotes from local party head-
quarters.

WQXR will air returns compiled
by the New York Times. WAAT
Newark will present latest results
on the half-hour, with direct tie-
ins to several New Jersey poll
headquarters. WBYN will broad-
cast results as they come in over
leased wires.

WHN plans remote broadcasts
from New York City Democrat and
Republican headquarters and from
Tammany Hall, WINS will give
bulletins from the two political
party headquarters and will pre-
sent national results as reported
over news wires. WMCA has can-
celled all scheduled programs after
8:30 p.m. to provide listeners with
election news.

From Headquarters

WOV will break into regularly
scheduled programs for late re-
sults. WNEW plans to discard all
commercials and regular programs.
WNYC has requested permission
of the FCC to remain on the air
Nov. 5 past the usual 10 p.m. sign-
off time. It will do remote pickups
from police headquarters, Republi-
can, Democrat and ALP headquar-

ters and from points in Times
Square, Albany, Syracuse and
Buffalo.

WHOM will give complete cov-
erage beginning at 9 p.m. after
polls have closed. It will continue
broadcasting results until majori-
ties are obtained in gubernatorial
and congressional races through-
out New York and New Jersey.

OIR BROADCASTING
MEET IS POSTPONED

EDITOR, BROADCASTING:

I should like to congratulate you
on your Convention Number which
contains highly interesting infor-
mation on American broadcasting.
I appreciate the great effort you
contributed toward this publication
which, in my opinion, is a valuable
contributon to radio literature.

I am awfully sorry that I should

“ask you for some corrections, but

the titles given to my article on

IN PHILADELPHIA

IT'S ALL DONE

\ WITH HEARERS ™

More hearers per dollar of radio time

bring you more sales for each
dollar invested. That's why WDAS is
carrying so many new advertisers

.and so many renewals.

FOR SALES IN PHILADELPHIA, BUY TIME ON WDAS
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WITH DUST still rising from the
collapse of this Sioux City, Iowa,
building, KSCJ had the news on

the air. Gene Flaherty, station
manager, looked out his office win-
dow and saw the building tumble.
Don Stone, special events an-
nouncer, was doing an on-the-spot
broadcast 15 minutes later.

international problems [BROAD-
CASTING, Oct. 21] are somewhat
erroneous: they should read “Con-
fusion Reflected in International
Broadcasting” (instead of “Short
Wave Radio”), and “OIR. UIR
Dominated by Controlled Radio
Services” (instead of “Controlled
Nations”).

You may be interested to learn
that, according to an official com-
munique, the Administrative Board
of the “Organisation Internation-
ale de Radiodiffusion” has post-
poned its planned world broadcast-
ing conference for a few weeks. At
the request of the U. S. Govern-
ment, the Board decided to await
the results of the International
Telecommunications Conference in
Moscow. It proposes to convene
immediately after this meeting,
and to invite official delegates of
the United States, Great Britain,
France, and U. S. S. R., who par-
ticipated in the Moscow Confer-
ence. In the meantime a General
Assembly of the O. I. R. has been
called for Brussels on Oct. 24,
1946.

ARNO HUTH,
International Radio Expert.
Oct. 22, 1946.

Educational Committee

Established for AMA

AMERICAN MARKETING
ASSN. last week announced for-
mation of an educational committee
to bring the teaching of marketing
into closer touch with the commer-
cial practice. The overall plan, as
announced . by George Howard
Allen, AMA president, encompasses
keeping all marketing students and
educational groups aware of ever—
phase of the program of the AMA,
and plans are being developed to
allow more student observation of
and participation in commercial
group activities.

Members of the new committee
are as follows: Dr. Robert A. Love,
director of the Evening and Ex-
tension Division of the City Col-
lege of New York, chairman; Prof.
Ralph S. Alexander, professor of
marketing, school of business,
Columbia U.; Prof. Dale Hough-
ton, professor of marketing, NYU
and Prof. Paul Edwards, dean,
School of Commerce, Rutgers U.
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SM, Incorporatecl,

jon of the broadcasting operation from the

This change offects a separat

insurance business of the National Life and Acciclent Insurance Company;,
the former licensee of this station. The policies of WSM and its managerial
11 be u‘nchangecl. We will continue to furnish

adcasting gervice which has

effective November 1, 194.6.

Announces the formation of W

and operating personnel wi

listeners and advertisers the same type of bro

for the past 21 years:

our
been our privﬂege to provide

HARRY STONE

Vice President and Genera’ Manager

EDWIN W. CRAIG

President

ELDON B. STEVENSO‘N
Vice Presidenf

JESSE WILLS

Secretary - Treasurer

HARRY STONE, Gen. Mgr

JACK HARRIS, Asst. Gen. Mgr

w | |
INSTON S. DUSTIN, Comm. Mgr

EDWARD PETRY & CO., National

e

Representatives

" Dhe ?edtc‘é Broadeasting’ WSM

NASHVILLE




finding local shows that “have everything”

like the RUSH HUGHES SHOWS
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RUSH HUGHES

St. Louis’ No. 1 Radio Personality

PRESENTED THREE TIMES DAILY

12:00 Noon - 1:00 p. m. - 6:00 p. m.
in person on. ..

XOK

SAINT LOUIS 1, missouri

OWNED AND OPERATED BY THE ST. LOUIS STAR-TIMES
630 K.C. + 5,000 WATTS « FULL TIME . Affiliate AMERICAN BROADCASTING COMPANY



buy-wise sponsors are currently
“MAKING HAY'’ on KXO0K
with the RUSH HUGHES shows

Top national names, including Super Suds, Vel, Milani Products,
Colgate Hand Cream, United Fruit Company, and representa-
tive local advertisers are set to harvest results from these new
KXOK shows...and no wonder! Rush Hughes, coast-to-coast
success on transcriptions (check the Hoopers!), is St. Louis' No. 1
radio personality —in person!...this area's leading expo-
nent of popular music, newest records...and featuring per-
sonal appearances by top stars such as Benny Goodman, the
'/ Andrews Sisters, Woody Herman, and Perry Como. Keep an
/eye on the/Hooper ratings. Watch Rush Hughes climb fl':e

£€ 4 £ oun & i At e s 8
'/platjers 1o /new/ Hoopel recordshd.




BROADCASTING TRENDS: |

WE PUBLISH in this issue (pages 16 and
17) results of our first survey of station man-
agement opinion. The survey is concerned
with a lively issue of the day—programs. It
was completed by Audience Surveys Inc. and
the language of the report was written by
that organization’s executives, not by a
BROADCASTING staff member.

Note that the report is a factual delineation
of the results, virtually devoid of comment or
interpretation. A book could be written if one
undertook a thorough job of analysis.

A few evident conclusions can be drawn,
however, without analytical study. Station
managers have not forgotten that their obli-
gation is to the listeners. They report over-
whelmingly that the listeners, more than any
other group, have done most to improve pro-
grams.

In this category, the FCC—which has de-
signated as its principal motive in issuing
the Blue Book a desire to improve programs
by Government influence or intimidation, to
call it by its right name—ranks far down the
scale. However—and this seems significant—
the FCC does score higher in this bracket
than does the NAB.

This can lead to one or two deductions:
The FCC exercises too much influence, or the
NAB exercises too little. Hundreds of station
managers—many of whom voted in this poll—
pay membership fees in the NAB. If, as their
opinions here would indicate, they feel the
NAB exercises relatively little influence to-
ward better programming, something’s wrong
with the NAB. It emphasizes more than ever
the need for a strong program department at
national association headquarters.

Or, let’s take the positive viewpoint: If the
NAB more aggressively backs the effort to-
ward better programs, the FCC’s influence in
this direction—which should not be permitted
because it is contrary to law and free radio—
would decline.

One finds support of this simple logic in the
replies to the question concerning manage-
ment opinion on which category should exer-
cise influence toward better programming. In
this case, the NAB scored above the FCC.
But topping the list were the managers them-
selves. The survey proves, beyond doubt, that
the managers feel greater responsibility de-
volves upon them in this regard than upon
anyone else. The manager considers himself
the custodian of the people’s welfare in radio.
This appears to conflict with the FCC’s theory.

Station managers look wupon advertising
agencies and sponsors as an influence for ill
insofar as programming is concerned,

Above all, this survey proves that station
managers are thinking in terms of better pro-
gramming. They think they will be guided
toward it by the listeners. They believe they
will not be propelled into it by the Govern-
ment or any other vested interest. But they
have permitted themselves, by evidence of
their own replies, to be driven toward bad
programming by their clients.

That this unhappy situation will not exist
In perpetuity is proven by the managers’
forceful assertions that they themselves are
responsible for improvement.

Corscious of this responsibility, we ean
foresee that they will take the initiative in
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resisting unusual and destructive demands
from advertisers ard agencies alike.

The steps they have taken in the past, with
quotations from respondents, will be published
in our Nov. 11 issue. What they intend to do
in the future will be the subject of another
survey. And, of course, future surveys on
this and related subjects will seek the opinions
of agency executives and advertisers.

The purpose of BROADCASTING TRENDS is to
clarify day-to-day issues facing those who
work in radio. Our hope is that we can bring
constructive thinking out of the cloakroom.

Radio’s Silent War

BROADCASTERS will read with satisfac‘tion

Weapon of Silence by Theodore F. Koop, who -

served as assistant to Byron Price, wartime
Director of Censorship. (Reviewed on page 27.)

In it Mr. Koop tells how American radio
met successfully what may have been the

greatest threat of government control it ever .

faced.

As the war began there were many persons -

high in the administration who believed that

radio should be ruled physically by the gov- .

ernment for the duration. They argued that

only in that way could the nation be sure its
interests were being served, an argument that
parallels present advocates of government pro- -

gramming control for the “benefit” of the
listener.

The war story is an object lesson in the self-
sufficiency of American broadcasting. As Mr.

Koop points out in concluding his radio chap-
ter “the system’s efficiency and the unselfish
restraint of broadcasters were an unanswer-
able reply not only to those who sought arbi-
trary wartime controls but also to those who
would impose fresh restrictions after the ces-
sation of hostilities.”

On the Record(s)

SOMEWHERE along the line business could
take a lesson from organized labor. In New
York last week the nation’s commercial tran-
scription makers abjectly bowed before the
demands of James Caesar Petrillo for a 50%
wage increase with fringe requirements.

Mr. Petrillo hinted broadly at Chicago that
he’d settle for 37% %-—the amount agreed to
earlier by record manufacturers. Transcrip-
tion makers huddled. They countered with a
lower figure. Individual transeribers wanted
to make separate deals. Petrillo saw the united
front crumble. He held out for 509%. He
threatened a strike; set a deadline. They came
through. Petrillo won again!

In some quarters the transcription manu-

. i
facturers—most of whom are associate mem-

bers of the NAB—felt the NAB had let them
down. In the final analysis, however, they let
themselves down when they failed to work
together.

When the present “unemployment fund”
kicker to the AFM expires on Dec. 31, 1947,
featherbedding will be unlawful under the Lea
Act (providing the Supreme Court upholds its
constitutionality). There’s a loophole in the
Act, however. Such practices are not illegal
if the employer voluntarily enters the deal
with his employes or an organization (such
as the AFM).

Will the record and transeription manufac-
turers stand on their rights or will they “vol-
untarily” agree to kick in to Petrillo’s private
social security fund? Unless they acquire more
stamina than they displayed in negotiations
the past fortnight, Petrillo will continue to
collect his bounty—probably at an increased
figure—and he’ll be within the law.

Oa‘z }Qe.dlaect.d 7:)—

ALBERT MacNAUGHTON CAIRNS

dian broadcasting industry association is
Albert MacNaughton (Bert) Cairns, dy-
namic 35-year-old manager of CFAC
Calgary. On August 6 the Western Association

YOUNGEST PRESIDENT of any Cana-

~of Broadcasters elected him president of their

group. A few months earlier, in May, he had
been elected a director of the Canadian Asso-
ciation of Broadcasters.

Mr. Cairns was born in Edmonton, Alberta,
April 4, 1911. He traces his radio activities

- back to 1929 when he did play-by-play broad-

casts of the football and hockey games of the
University of Alberta on CKUA Edmonton,
station owned and operated by the university.
That was his first appearance before a miecro-
phone, and he liked it so well that throughout
his student days at the U. of Alberta, he did
programming on CKUA and arranged special
student features on the station.

He graduated from the U. of Alberta in the
midst of the depression. Getting a job in those
days was a major operation, and especially on
a radio station. But Bert Cairns wanted to
get into commercial radio, and he kept after
his goal till he landed as a salesman on CFTP,
a station long since forgotten. That wasjin
1934. CFTP was a small station with a small

~ staff, and when Mr. Cairns was not out selling,

he was an announcer, or busy writing program
and advertising copy.

He was fortunate in getting on CFTP, for
the station was the start of a big radio busi-
ness for the owners, Taylor and Pearson, who
were in automobile supplies and sold radio re-
ceivers. With Harold Carson, who was in a
similar line of business in Lethbridge and Cal-
gary, owned CJOC Lethbridge, and had stock
in CFAC Calgary, Mr. Taylor and Mr. Pearson
formed an operating company, All-Canada
Radio Facilities, and started operating sta-
tions on a management fee basis.

The firm took over operations of CJCA Ed-
monton, owned by the Edmonton Journal, in
1934 and shortly after Mr. Cairns joined
CFTP he moved to CJCA, where he was copy
editor and later production manager.

In 1937 All-Canada Radio Facilities decided
that since most of the national advertising in
Canada originated in Toronto, it would estab-
lish an office there to sell the stations it oper-
ed in western Canada. Mr. Cairns went along
with the group of young men who opened of-
fices in Toronto under the firm name of United
Broadcasts Sales. They brought new life to
eastern Canadian broadecasting. Mr, Cairns was
one of the aggressive salesmen who went the

(Continued on page 54)
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twice as many winter sports lo

_as any other na
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Mrs. Vecchio was desperate. The
doctor had left two hours before.
His advice, given so casually at
the time, now seemed a horrible
mockery. ‘“‘Bananas,” he’d said
. . . a banana diet for her baby, so -
deathly sick he had been unable to retain food

for three days. '

Few food stores were open. Those that were
had no bananas. As precious time rolled by,
Mrs. Vecchio’s sister spoke up. “The radio
station . ..”’ she said, “maybe WMBD can help.”’

The call came in during the popular 10 P.M.
newscast. WMBD’s night staff got the story on
the air during the local news portion of the
program.

Results were instantaneous. Several Peorians
by-passed the station and called the Vecchio’s
home directly.,. WMBD’s switchboard was
swamped with over 150 calls in less than an
hour from grocers and householders with
bananas. One mother with three bananas for
her own baby offered to give up two.

The sick baby thrived on the banana diet . . .
the crisis quickly passed . . . and Mrs. Vecchio
is thankful that WMBD is first in Peoriarea
and that the HEART of Peoriarea is BIG.

dar .ﬁBI T B B Charles C. Caley

President Executive Vice President

FREE & PETERS, Inc. .. National Representatives



PROMOTION of the Young & Rubicam programs returning to the
networks this fall is inspected proudly by Harry Rauch (right), overall
director of publicity and promotion of the agency’s radio division, and
Gerry Murray, head of promotion for Y & R radio. Autograph-covered
center of attraction is Archie’s apron, from Bristol-Myer’s Duffy’s
Tavern. Additional displays are from Baby Smooks Show, Adventures of
Ozzie and Harriett, Aldrich Family, Vox Pop, among others, which
were sent to station managers and radio editors.

Canada Meeting

MANAGERS of stations operated
by Northern Broadcasting & Pub-
lishing Co., Timmins, Ont., held a
two-day convention at Toronto in
latter October to discuss mutual
problems. At convention dinner A.
D. Dunton, chairman of the board
of governors of CBC, was guest,
with Roy Thomson, president of
Northern Broadcasting, as host.
Attending convention and dinner
were J. M. Davidson, supervisor
of Northern stations, Toronto; H.
C. Freeman, manager of CKGB
Timmins; B. G. Shellon, manager
of CJKL Kirkland Lake; C. W.
Pickrem, manager CFCH North
Bay; R. Hoff, manager CKWS
Kingston; H. G. Burley, manager
CHEX Peterborough; Geo. Young,
CBC station relations supervisor,
Toronto; Norm Brown, Bud Mun-
ro, Paul Mulvihill and Cliff Win-
grove of National Broadcast Sales,
station representative, Toronto;
Sid Chapman, secretary-treasurer
of N.B.&P. Co.; R. F. McGuire of
National Programs Ltd., Toronto.

Donley Injured

HAROLD B. DONLEY, manager
of the Home Radio Division, West-
inghouse Electric Corp., is con-
valescing in a Mansfield, Ohio, hos-
pital from multiple fractures suf-
fered in an automobile accident.
The car in which Mr. Donley was
riding sideswiped a trailer truck,
Westinghouse officials said.

MUTUAL, TOO, GIVES
TIME TO GOP REPLY

REVERSING its earlier position,
Mutual joined the other three ma-
jor networks in giving the Repub-
lican National Committee equal
time to answer President Tru-
mans’ meat decontrol broadcast of
Oct. 14. Rep. Joseph W. Martin
(R-Mass.), House Minority Lead-
er, slated to be elected Speaker
should the Republicans win the
House, was heard on MBS Oct. 24
at 10 p.m.

NBC presented Rep. Clarence
J. Brown (R-Ohio), campaign di-
rector of the GOP National Com-
mittee and chairman of its execu-
tive committee, on Nov. 1. Mr.
Brown will be interviewed by Rich-
ard Harkness, 11:15-11:30 p.m.
EST. The night of President Tru-
man’s speech, in which he blamed
Senators Taft and Wherry for the
“unworkable” OPA bill, CBS called
Republican headquarters, offering
the 10-10:15 p.m. spot Oct. 15.
Carroll Reece, GOP chairman, ac-
cepted.

Congressman Brown spoke on
ABC Oct. 24. NBC offered time.
Robert D. Swezey, MBS vice pres-
ident and general manager, said
Mutual did not consider the Presi-
dent’s talk as “political.” Several
Mutual affiliates are understood to
have protested the rejection. MBS
subsequently reversed its position
and offered the 10-10:15 p.m. spot
Oct. 24.

In

NBC

1000 Watts
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RENO, NEVADA
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rounds of the agencies and spon-
sors to get business for the western
Canadian stations. Later he be-
came station time department man-
ager of the office, which by that
time had amalgamated with the
parent company, All-Canada Radio

Facilities.

Well-known in Toronto for his
dynamic presentation of western
Canada’s stations, Mr. Cairns de-
cided to add to his knowledge and
see the radio business from an-
other angle. He became radio di-
rector of McKim Advertising Co.
Ltd., in 1940, with his office in
Toronto. He had been away from
the west a long time by now, and
felt he needed a contact with the
west. So he went back to Calgary
long enough to marry Mary Brace
Cadzow, who was continuity edi-
tor of CFAC at that time.

By the end of 1941 Mr. Cairns
had had enough of eastern Canada,
and resigned from McKim Adver-
tising to rejoin All-Canada Radio
Facilities at Calgary. A few months
later he was appointed manager
of CFAC, a post he still occupies.

When he has time Mr., Cairns
likes a game of golf and is a good
bridge player. Amateur theatricals
have interested him since univer-
sity days, and are still among his
chief diversions. He has a four
year old son, Micheal. He is a
Kiwanian, belongs to the Renfrew
Club and the Calgary Golf and
Country Club.
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CBC DEFICIT CALLS
FOR PROGRAM CUTS

WITH A DEFICIT of $78,000 fac-
ing the Canadian Broadcasting
Corp. this year, a drastic economy
campaign has been started on the
entire CBC system, according to
A. D. Dunton, CBC board chair-
man. CBC operates on a basis of
keeping current operating ex-
penses in line with revenue, and as
listener license fees have fallen off
in the past few years due to lack
of new receivers and old receivers
being discarded, CBC has had an
operating deficit the past two years.
This year receipts are set at
$6,132,263 and expenses $6,210,-
689.

Savings are to be made in the
program department and where-
ever else possible. Program expens-
es are highest on the CBC list,
since it supplies 16 hours daily on
Trans-Canada Network in five time
zones, four hours daily on Domin-
ion Network, and 16 hours daily on
French Network in one time zone.

While operating expenses are to
be cut, there is no intention of re-
ducing the CBC expansion program
of three new 50 kw stations and one
10 kw station, to be in operation
by next June. For this Parliament
at Ottawa recently voted CBC
$2,000,000, and this is capital ex-
pense [BRJADCASTING, Sept. 9].

Budget difficulties are constant-
ly referred to at CBC headquarters
in all departments. CBC deficit
will, however, be much greater than
expected if Ontario courts rule on
costs CBC must pay Gooderham &
Worts Ltd., Toronto, distillers, for
rent of former CKGW, ruling on
which from London, Eng., has beeu
announced.

COL. FLORIMOND DUKE, director of
foreign operations for Greek War Re-
lief Assn. of the U. S., has returned
to the U. S. from Greece and may be
reached through Day, Duke & Tarleton,
New York.

ILLARD E. BOTTS has been named

manager of WMOC Covington, Ga.

Active in broadcasting since 1931,
he formerly had been in the technical
department of WJEJ Hagerstown, Md.,
and WIP Philadelphia. Mr. Botts served
in the Army for five years,

WILT GUNZENDORFER, manager of
KROW Oakland, Calif., has been elec-
ted secretary of Northern California
Broadcasters Assn. He replaces RAY V.
HAMILTON, who resigned because of
new duties in Universal Broadcasting
Co. which removed him from the op-
erations of KSFO San Francisco.

BRIAN. SHELLON, manager of CJKL
Kirkland Lake, Ont., who recently was
discharged from the Canadian Army
with rank of major, has been awarded
by the Belgian Government the Croix
de Guerre with Palm and appointed a
Chevalier of the Order of Leopold II.

WALTER HAASE, station manager of
WDRC Hartford, Conn., has been ap-
pointed to a special public relations
committee of Trinity College, Hartford.

DON §S. ELIAS, executive director of
WWNC. Asheville, N. C., for his active
interest in promoting commercial avia-
tion, has been awarded an honorary
captaincy commission by PCA-Capital
airlines.

CARL M. EVERSON, vice president and
general manager of WHKC Columbus,
Ohio, has been elected a district gov-
ernor of Rotary International, world-
wide service organization, for fiscal
year 1946-47. He was one of 158 district
governors elected at the Rotary Conven-
tion in Atlantic City to supervise Rotary
activities in North and South America,
Europe, Asia, Africa and islands of the
Pacific. He will coordinate activities of
55 Rotary clubs in Ohio.

VAL LAWRENCE, general manager of
the Southwest Network and KROD El
Paso, has been in New York.

LOUIS LEPROHON, manager of CKSB
St. Boniface, Man., is on an extended
trip in eastern Canada. He was ten-
dered a luncheon at Toronto Oct. 28
by Wm. Wright, station representative.

F. H. ELPHICKE, manager of CKWX
Vancouver, B. C., is in eastern Canada
on business and to attend a director’s
meeting of the Canadian Association of
Broadcasters Nov. 4 at Toronto.

JAMES LINCOLN STIRTON, assistant
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