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Pipe smokers say they get a lot of satisfaction
—a world of peaceful relaxation and pleasure,
out of a quiet smoke. To rea! pipe fans a pipe
is, in fact, a mighty important part of their
everyday living.

To people living in any one of the seven

cities listed below, a local Fort Industry Sta-

Peace Plpe’

tion, too, is a part of everyday life. As a local
institution, each Fort Industry Station seizes
every opportunity to join in the furtherance of
community enterprises—to render public serv-
ice. For advertisers this means that the seven
stations listed below speak with a voice that’s

listened to, believed in, acted upon.

THE FORT INDUSTRY COMPANY

WSPD, Toledo, 0.

WWVA, Wheeling, W. Va. -

WMMN, Fairmont, W. Va,

WLOK, Lima, 0. « WAGA, Atlanta, Ga. + WGBS, Miami, Fla. « WJBK, Detroit, Mich.

National Sales Headquarters: 527 Lexington Ave., New York 17, Eldorado 5-2455




KANSAS CITY

KANSAS

Light gray area shows Kansas City’s primary trade
territory as determined by Dr. W. D. Bryant, Kanaas
City researchist.

Dark gray area, plus all counties within KFRM's KFRM's estimated .5 millivolc
heart-shaped coverage contour, shows KFRM listen- contour.

ers in 231 counties in 9 states

~ Red lines show KMBC's
proved .5 millivolt contour and

The KMBC.KFRM Team is Custom-Built and 231 counties the first two weeks it was

to provide complete, economical, simul- on the air—you have the only real combi-
taneous coverage of the Kansas City trade nation for covering the Kansas City market.
territory. When you add KMBC's audi- A study of the map above will show we’re
ences in metropolitan Kansas City to really talking turkey when we talk of
KFRM's—it had listeners in at least 9 states Custom-Built Coverage to fit the market.

KMBC:

of Kansas City ' for Kansas Farm Coverage
Represented Nationally by Free & Peters, Inc.




Hard-shelled New Englanders

are really ¢ ‘/

It's just that you must learn to get
under their shells. New Englanders like
to trade in their local communities with
local merchants they know.

To really sell New Englanders you
must cultivate their patronage by means
of a friendly approach. You can do this
best by using the Yankee Network with
its 23 hometown stations. Each Yankee

station, over a period of years, has be-

come an integral part of local community
life — a locally accepted source of the
finest in entertainment — a locally ac-
cepted medium for sales promotion.

The Yankee Network takes you into
New England's most important markets,
penetrates city and suburban trading
zones completely. It's your best means
to get the effective local impact you
need throughout New England.

sPccepptance o THE YANKEE NETWORK'S ‘Poundation

THE YANKEE NETWORK,

INC.

Member of the Mutual Broadeasting System

21 BROOKLINE AVENUE, BOSTON 15, MASS.

Represented Nationally by EDWARD PETRY & CO., INC

Published every Monday, 58rd issue (Year Book Number) published in February by BroabcasTING PUBLICATIONS. INC, 870 National Press Building, Washington 4, D. C.'

Entered as second class matter March 14, 1933, at Post Office at Washington, D. C.. under act of March 3, 1879.
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Closed Circuit

SEVERAL top executives have been inter-
viewed personally during past week by Vin-
cent Riggio, American Tobacco Co. president,
for the position of advertising manager, re-
cently resigned by George Washington Hill
Jr. Definite announcement expected within ten
days.

STANLEY HUBBARD, president and gen-
eral manager of KSTP St. Paul, now is also
sole ownler. He has paid off obligation to Aveo
Mfg. Co., amounting to $869,500, having nego-
tiated straight loan from Mellon National Bank
& Trust Co., Pittsburgh. Understood loan en-
tails no strings on control of corporation.
FCC will get full aceounting in usual course.
Mr. Hubbard originally held 25%.

[T’s not| so much upstairs vs. downstairs in
TV that’s bothering telecasters but what to
do about low band versus high band down-
stairs, Despite FCC’s proposed TV realloca-
tions, ultimately looking toward opening of
500 me range, telecasters are wondering how
long it will be before fast-moving mobile
services will force preemption of lower end
>f low band for their use. Curbstone opinion
s that [“upper seven” (channels 7 through
13) should be good for maybe ten years but
:hat “lower five” (2 through 6) may not be
ible to withstand pressures longer than two
»r three years,

SENATE radio inner councils now seriously
:onsidering fusion of White Bill (S-1333) and
-evision of Communications Act with Johnson
3ill (8-2231) on clear channels in hope of
wction this session. Talk is White may give
n objectionable Seetion 326 giving FCC right
0 review programs on renewals while John-
ion might settle on partial breakdown and
vith no arbitrary power limit.

ROSPECTS of lush advertising market in
ransit vehicles for FM broadcasters looms
right. Transit Radio Ine., Cincinnati, now
elling $1,200 time weekly on WCTS-FM for
wwograms to Cincinnati area bus and trolley
iders [BROADCASTING, April 5].

JUT in AT&T charges by Illinois Bell effective
‘une 1 when rate for relay from Chicago
Vhite Spx park for WGN-TV will be $%455
ronthly with no installation charges. Games
rom Wrigley Field cut to $545. Previously
Jstallati]m charge alone was $550, with regu-
ir tariffs on airline miles.

VESTINGHOUSE officials are mum but it’s
nderstood they’re getting good results in
tratovision tests from B-29 based at Martin
lant in Baltimore. Signals said to have been
icked up on TV band No. 6 (82-88 mec) in
ittsburgh. Tests..delayed by rudder trouble
n Armytowned plane. FCC to be notified soon
> staff can monitor tests.
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May 17-18: NAB Management Conference,
Biltmore Hotel, Los ‘Angeles.

May 17-21: 63rd Convention of Society of
Motion Pictures Engineers, Santa Monica,
Calif.

May 18-19: CBC Board of Governors, Wind-
sor Hotel, Montreal.

May 19: New NAB Board of Directors meet-
ing, Biltmore Hotel, Los Angeles.

May 20-21: NAB Engineering Conference,
Biltmore Hotel, Los Angeles.

May 22: IRE North Atlantic Region Meeting,
Hotel Continental, Cambridge, Mass.

{Other Upcomings on page 54}

Bulletins

PATRICK JOSEPH STANTON, whose FCC
grant for new Philadelphia 10-kw daytime sta-
tion on WCKY’s 1530 ke was set aside by
court [BROADCASTING, April 19], Friday was
given G-month special authorization for 1540
ke, 1 kw, day only. FCC also granted applica-
tion of O. E. and O. L. Bohlen, trading as
Francisco Rental Co., for new 5-kw daytimner
on 960 ke at Victorville, Calif.

SIMMS JOINS WASEY AGENCY
RAY SIMMS, assistant manager, Kenyon &
Eckhardt timebuying department, New York,
has resigned to join Erwin, Wasey & Co,,
New York, as manager of radio and television
timebuying department. He succeeds Keith
Shaffer, who has joined KMBC-KFRM Kansas
City in charge of sales for KFRM [BRoabp-
CASTING, May 10].

KTBS Shreveport, La., applied for TV sta-
tion, Channel 4 (66-72 mc), 14.25 kw visual and
aural powers. It’s second Shreveport bid; four
channels available, one may be added. Esti~
mates: $238,052 construction; $8,000 monthly
operating costs first year; $3,000 monthly reve-
nues.

Business Briefly

GOODRICH CO-OP @ Monogram Radio Pro-
grams Inc., Chicago, announces sale of new
transcribed show, Breakfast in the Blue
Ridge, to B. F. Goodrich Co., Akron, Ohio.
Series is being made available on cooperative
basis to more than 5,000 Goodrich outlets.
Intensive retail merchandising campaign
planned. Program features Lulu Belle and
Scotty.

SPIC AND SPAN TO BIOW @ Biow Co,
New York, to take over Procter & Gamble’s
Spic and Span (soap) account July 1, busy
mapping out campaign plans. Dancer-Fitz-
gerald-Sample, Chicago, former agency. No
budget figure revealed.

FORM PLAN ELIMINATES
MUCH PROGRAM DATA

DEMAND for commercial-sustaining percent-
age breakdowns on program types—entertain-
ment, religious, ete.—would be eliminated from
FCC application forms, under extensive form
reorganization plan proposed by FCC Friday.
Also proposed for elimination: requirement
that network affiliates list network sustainers
they rejected during “composite week.”

Annual measurements of equipment per-
formance by AM and FM stations would be
required under proposed rules change, which
would set out exact information needed. So-
called ‘“Blue Book” program log analysis
(commercial and sustaining) would be retained
in forms, but definition of *“non-commercial
spot announcement” would be amended to keep
promotional announcements for sustaining
programs out of straight spot announcement
category.

Proposed changes, described as largely edi-
torial, affect applications for new or changed
facilities; for licenses, renewal, assignment
and transfer, extension of completion date.
Comments will be accepted by FCC to May 31.
The FCC said it would then ecall for oral
arguments if comments justified.

NLRB Probing AFM Ban on Transcriptions

NATIONAL LABOR Relations Board began
probe Friday of charges by Associated Pro-
gram Service, Lang-Worth Feature Programs
and Standard Radio Transcription Services
that AFM transeription ban constitutes see-
ondary boycott, illegal under Taft-Hartley
Law. Complaint, detailed in joint statement by
Richard Testut of APS, Gerald King of Stand-
ard, C. 0. Langlois of Lang-Worth, said in
part:

“We are . . . seeking relief under the pro-
vision of the National Labor Relations Act,
which: makes it illegal for a union to compel
its members to refuse to work for a business-
man against whom the union has no eclaims,

in an indirect effort to get at his customers...”

Statement said transeriptions “afford the
only means of supplying music to local broad-
casters, referred to remarks by James C.
Petrillo, AFM president, before House commit-
tee that he stopped work for transcriptions
to deprive broadcasters of transcriptions use.

APS and Lang-Worth complaints filed with
NLRB'in New York Thursday. Standard filed
same day in Los Angeles. Secondary boycott
investigation by NLRB gets top priority un-
der Taft-Hartley Act. Complainants repeated
charge that Mr. Petrillo has refused to dis-
cuss matter, or answer letters asking for con-
ference.
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SOLD VIA WSIX

WSIX sells electrical appliances, too. At least some of the nation’s most suc-
cessful producers must be convinced by sales results. Electrical appliance com-
panies use time ranging from daily quarter hours and spots to weekly half
hours; and they've stuck to this schedule for two, three and

more years without a break. See what WSIX
can sell for you in Nashville’'s 51-

county retail trade area. Your Katz
representative has additional informa-

tion to help you judge for yourself.

ABC AFFILIATE
5000 W e 980 KC

Represented Nationally by

THE KATZ AGENCY, INC.

And WSIX-FM @ 71,000 W e 97.5 M(

WSIX gives you all three: Market, Coverage, Econom)

BROADCASTING ¢ Télecasting
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BOOK OF THE MONTH

IN_Dudianapolis

"Broadcast Measurement Bureau”

® It is comforting (at the comparatively old age
of twenty-four) to receive documentary proof of
honesty! For years WFBM has claimed listeners
| within a 50-mile radius of Indianapolis . . . veri-
fying our 400,000 radio-home potential with good
old half-millivolt maps, heavy mail respoase areas,
and personal contacts.

Now—in effect—BM B has put a notary seal on
our published figures . . . for, the 10%-or-more
counties in Indiana credited to WFBM fit our
claims “hand in glove.”

Skip the bonuses if you like . . . five-state mail
on almost every contest offer; registered daily
listeners in 82 of 92 Indiana counties (WFBM's
membership “Quiz Club”); and actual, measured
sales results owtside our claimed listening area . ..

But credit WFBM with exclusive, basic CBS
coverage in Indiana; top over-all Hoopers in
Indianapolis 16 months in a row; and almost two
million people in BMB counties. Let us show you
that we sell by radio any product that can be sold!

WFBM is “First in Indiana” any way you look at 11!

BASIC AFFILIATE: Columbia Broadcasting System

Represented Nationally by The Katz Agency

Published Weekly by Broadeasting Publications, Ine.
Executive, Editorial, Advertising and
Circulation Offices: B70 National Press Bldg.

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

SOL TAISHOFF
Editor and Publisher

EDITORIAL
ART KINC, Managing Editor
J. Frank Beatty, Rufus Crater, Associate Editors;
Fred Fitzgerald, News Editor; Paul Fulcomer,
Asst. to the News Editor. STAFF: Lawrence
Christopher, Jo Hailev. Ed Keys; Tylor Nourse,
Joseph M. Sitrick. Mary Zurhorst; EDITORIAL
ASSISTANTS: Yvonne Caldwell, Nancy Diehl,
Grace Hargrove, Mary McCauley, Doris Sullivan.
Eleanor J. Brumbaugh, Secretary to the Publisher.

BUSINESS

MAURY LONG, Business Manager
George L. Dant, Adv. Production Manager; Harry
Stevens. Eleanor Schadi.

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

SPECIAL PUBLICATIONS
BERNARD PLATT, Director

Estelle Markowitz,
CIRCULATION AND READERS' SERVICE
WINFIELD LEVI. Manager

David Ackerman. Warren Sheets, Chapalier Hodg-
son, Jeanette Wiley, Elaine Suser.

NEW YORK BUREAU
250 Park Ave., Zone 17, PLaza 5-8355

EDITORIAL: Edwin H. James, New York Editor.
Florence Small, Irving Marder, Marjorie Ann Don-
nell, Anita Lamm.
Bruce Robertson, Sé¢nior Associate Editor.
ADVERTISING: S. J. Paul, Advertising Director;
Tom Stack.

CHICAGO BUREAU
360 N. Michigan Ave., Zone 1. CENtral 4115
William L. Thompson, Manager; John Osbon.

HOLLYWOOD BUREAU
€000 Sunset Boulevard, Zone 28. HEmpstead §181
David Glickman. West Coast Manager: Ralph G.
Tuchman, Hollywood News Editor; Ann August.

TORONTO
417 Harbour Commission Bldg. ELgin 0775
James Montagnes.

BROADCASTING * Magazine was founded in 1831 by
Broadcasting Publications Inc.. using the title:
BROADCASTING *—The News Magazine of the Fifth
Estate. Broadcast Advertising * was acquired in
1932 and Broadecast Reporter in 1933.

* Reg. U. S. Pat. Office
Copyright 19:8 by Broadcasting Publications, Ine.

Subsctription Price: $7.00 Per Year, 25¢ Per Copy
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serving the Pacific Northwest
with 50,000 watts

4
<
w
v
(o)
v
w
%)
<
a

OREGON

BMB coverage maps of KEX now are as out-of-date as a tight skirt. Watch
for new ‘‘interim reports’’—coverage maps based on mail response to KEX’s
new 50,000-watt voice. The only 50,000-watt station in Oregon, KEX now
gives advertisers one-station coverage of the tremendous Portland market-area,

which means most of Oregon and much of Washington.

KEX THE 50,000-WATT ABC AFFILIATE IN PORTLAND, OREGON

WESTINGHOUSE RADIO STATIONS Inc

KYw . KDKA  WBZ . WBZA + WOWO . KEX

National Representatives, NBC Spot Sales—Except for KEX . For KEX, Free & Petors
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 BLANKET A STATE

or “Wrap Up” a Community . . .

BE IT AM, FM or T/V, it isn’t the size but the satisfaction that
counts. With a service covering everything from initial surveys
to final operation, Godley jobs have a reputation for being properly
completed and delivering a margin above expected performance—
with emphasis on the common sense approach and economy.
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S

—

]
Y

B LAST PRE-WAR
e 50,000 Watt Station

Waterloo, lowa—a Josh Higgins
station, ABC aoffiliate, started oper-
ation July, 1942. (Westinghouse
transmitter)

‘!“—i'r
\

FIRST POST-WAR |
50,000 Watt Station

ma’s only 50,000 watt station,
commenced operation February,
1947.(Western Electric transmitter).



Ciermont

NOW in Construction
50,000 Watis

Indianapolis, Ind. —owned by Indian-
apolis News —the only 50,000 watt
station in the State. To start operation
Fall, 1948. (RCA transmitter).

PAUL GODLEY Company

Mellen-  Philmont
7]

Nearing Compleiioﬁ
50,000 Watis

Miami, Florida — a Fort Industries sta-
tion and the only 50,000 watt plant in
Florida. To start operation Fall, 1948.
(RCA transmitter).

CONSULTING RADIO ENGINEERS

Established 1926 - Laboratories: Great Notch, N. J. Phone: Little Falls 4-1000
At the Notch in the Watchung Mountains




ADVANCE REGISTRATION FOR NAB CONVENTION

Pre-registration List ag of May 4

—Management Conference—

A

Adams, Birton M. NBC New York,
Biltmore,

Adler, Arthur, KWS8D Mt. Shasta, Callf.,
Biltmor

Akerberg, il V., CBS New York

Albertson, Fred' W., Dow, I..ohnes & Al-
bertson, Washmgton. Bllt

Albertson, Roy L., WBNY Buﬂ’alo. Bilt~
more

Alexander, John, KODY North Platte,
Neb,, Biltmore

Allen, Walter, KRMD Alexandria, La.,
Biltmore

Anderson,] H. Vernon, XKLOU Lake

Charles, La., Biltmore

Anderson, Mrs. H., Vernon, KLOU Lake
Charles, La., Blltmore

Anthony, [EaTle C., KFI Los Angeles,
Biltmore

Arnold, George, Jr., WTAD Quincy, I,
Biltmore

Arnoux, Campbell, WTAR Norfolk, Va.,

Blltmore
Ashby, Kermit, KPET Lamess, Tex.,
Biltmore
Avery. Lewis, H., Avery-Knodel, New

York, Biltmore
B

Balley, Howard, KGW Stockton, Callf,,
Blltmorg

Balley, Wm. C., Navy Dept., Washington

Baker, Lisle, Jr.,, WHAS Louisville, Bilt-
more

Baker, Phillp M. Baker & Thompson,
‘Washington, Alexandrla

Baker, Ray, KOMO Seattle, Biltmore

Ballard, John, WIAP-Nunn Stations
Lexington, Ky., Blltmore

Baltimore, Louis G., WBRE Wllkes-
Barre, Fa., Alexandrla

Banks, M Dolly, WHAT Phliladelphia,
Pa., Ambassador

Banks, William A., WHAT Philadelphia

Bannister] Harry, WWJ Detroit, Bilt-
__more
Barnes, Clark N., Burn-Smith Co., Los
Angeles
aron. Amos T., KSDJ San Diego

Bartlett, |Paul R., KERO Bakersfield,
Calif., Biltmore

Barton, Jack, Capitol Records, Holly-
wood, Blltmore
Baskervilie, Charles G., WFLA Tampa,

Fla., Biftmore.
Baﬁehﬁm Edward F., WPAG Ann Arbor,

B%??' pavld M., WJMO Cleveland,

Baziuk, Walter. KERN Bakersfield,
Callf.. iltmore

Begmlel, 1lllam J.,, KWKW Pasadena,
allf.

Beatty, |J. Frank, BROADCASTING

Magazine, Washington. Biltmore
Beaver, . K., KTBS Shreveport, La.,
Blltmore
Beggs, B, L., Weed & Co.,
EBlltmore
Bell, Edgar T., WKY Oklahoma City.
Bennett, Sam H., KMBC Kansas City,

New York,

Biltmore

Bernard, J. J., KOMA Oklahoma City

Bernhei, Phll KRCC Richmond, Callf.
Blitmore

Bice, Mgx H., KTNT Tacoma, Wash.,
Biltmore

Bl:ll Edgar L., WMBD Peoria, Ambassa-

Blgls. 1? D. 8r., WLBH Mattoon, Ill.,
¢ Clarl
le;gham, George W., WKIP Poughkeep-

Bishop, Frank L., KFEL Denver, Bllt-

more |
Bltner. arry M., Jr.,
, Blltmore

WFBM India-

Tams, KBIX Muskogee,

., (Blltmore

Blackley, Cahrles P., WTON Staunton,
Va., Bjltmore

Blackman. E. G., WLAC Nashville,
Tenn.,| Biltmore

Blair, Jghn, John Blair & Co., Chicago,
Biltmgre.

Boler, John W. KIOCA Des Molnes

Bonebrake, M. H., KOCY Oklahoma
City, Okla.

Borland/ R. D., United Broadcasting
Co., Cleveland, Biltmore

Boyd, Gérald F., WPAY Portsmouth, O,
Blltmqgre

Brandborg, Qustay, KVOO Tulsa

Bratton,| Verl, WREN Topeka, Kan.,

. Hollywood Plaza.

Brazeal,| R. Wallace, KHQ Spokane,
ash.

Breed, wis B., WSPR Springfield,
Mass.
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Breen, Edward, KVFD Fort Dodge, Ia.
Biltmore

Bremer, Frank V., WAAT Newark, N. J,,
Rossl.

yn

Brett, Qeorge W., The Katz Agency,
New York, Biltmore

Broadhead, Daken K., Allled Record
Mfg. Co., Burbank, Calif.

Brown, Charles B.,, KFI Los Angeles,
Blltmore

Brown, F. Kenyon, KWFT Wichita
Falls, Tex.

Brown, Hal, KMJ Fresno, Calif., Bilt-
more

Brown, Orrin H., KSBR San Bruno,

Calif., Blltmore

Brown, R. M., KALE Portland, Ore.,
Biltmore

Brumbaugh, Eleanor J.,, BROADCAST-

Magazine, Washington. Blltmore

Ralph R., KQW San Fran-
cisco, Ambassador

Buckalew, Ed, KNX Los Angeles, Bilt-
more

Buchen, Maurice D.. KKLA Los Angeles

Buford, Pat, KHBG Okmulgee, Okla.,

Biltmore
Bulllt; Mrs. A. Scott, KING Seattle,

as
B\glkgr. Harry 8., WKIP Poughkeepsie,
Burda, Orville F.. KDIX Dickinson, N. D.

Burke. Harry, KFAB Omaha. Biltmore
Burkland, Carl, CBS New York, Am-
bassador
Burrell, M, W,, Collins Radlo Co., Cedar
Rapids. la.
Burton, Robert J., BMI, New York

C
Caldwell Erskine, KCNA Tucson, Bilt-

Caldwell Louls G.. Kirkland, Fleming,
Green, Martin & Ellis, Wa.shlngt.on.
Blitmore

Caldwell, P. GQ,, GE, Syracuse, N. Y.

Caley, Charles C., WMBD Peoria, Ill.

Campbell, Martin, WFAA Dallas, Am-
bassador

Caén)lall‘)ell. Patrick, KHJ Hollywood,
allf.

Campbell, Wendell, KMOX St. Louis

Carlson, H. A., WCVS Springfleld, Ill.,
Biltmore

Carpenter, H. K., United Broadcasting
Co., Cleveland

Carr, John P., Dow, Lohnes & Albertson,
Wa.shlng'bon

Carson, Harold R., All-Canada Radlo
Facllitles, Calgary, Alta. Ambassador.

Carter. Hervey C.. WMUR Manchester,
N. H., Ambassador

Caswell, Paul H., KDON Monterey, Callf.

Chandler George C., CJOR Vancouver,

C., Canada.

Chandler H. J., KFLW Klamath Falls,
Ore., Clark

Chapln Wells R., KWGD St. Louls, Mo..
Blltmore

Chappell, Edward A., WKIP Pough-
keepsle

Chatterton, C. O.,, KWLK Longview,
Wash., Blltmore

Chernoff, Howard L., WCHS Charleston,
W. Va., Blltmore

Chetkin, Mildred, BMI New York City

Cl;atggh Arthur B., KMBC Kansas City,

Churchlll, Clinton H., WKBW Buffalo,
Biltmore

Cisler, 8. A, WWSO Springfield, O,
Biltmore

Clark, Plez S., KFH Wichita, Biltmore

Clarkson, Robert J. Columbia Transcrip-
tions, N, Y.

Clay, Henry B.,, KWKH Shreveport, La.,
Alexandria

Cleghorn, John, WRBC Jackson, Miss.

Clifford, Marie E., WHFC Chicago, Ill.,
Biltmore

Clochessy, Henry, Compton Adv. Inc.,
New York

Clough, Charles E., KFDX Wichita
Falls, Tex., Clark

Colhn Marcus, Cohn and Marks, Wash-

ngto
Colllns. Keith, KFBK Sacramento, Bilt-

Conwell Frank, KCIL Houma, La,

Cook, Charles R., WJPF Herrin, Il

Coombs, Clyde F., KARM Fresno, Calif.

Cott, Ted, WNEW New York

Cox, H. Quenton, KGW Portland, Ore.,
Ambassador

Cox, James L.. BMI. New York

Crandall, Mark C., KFEL Denver, Bllt-
more

Cranston, George, WBAP Fort Worth,
Tex., Biltmore

Crater. Rufus, BROADCASTING Maga-
zine, Wasmngton. Biltmore

Craven, T. WOL Washington,
Blltmore

Cribb, Wavne W., KHMO Hannibal, Mo.,
Biltmore

Crutchfield, Charles H., WBT Charlotte

Curtls, James R., KFRO Longview, Tex.,
Blltmore

Cushing. Harry, Automobile Mfg. Assn.,
Detroit, Biltmore

D

Dabadle, J. Roy, WJBO Baton Rouge, La.

Dadisman, Amos C., KFH chhlta Bilt-
more

Danbom, M. E., KTBB Tyler, Tex., Bilt-

more

Daniel, Harben, WSAV Savannah, Ga.,
Blltmore

Davls, Donald D.. WHB Kansas City

Davis, Donn P.. KFWB Los Angeles

Davis, George C.. COnsultlng Radlo En-
gineer, Washin;

Davison, Walter B Capltol Records Inc.,
Hollywood

Dean, Robert J., KOTA Rapid City, S. D.

Dean, Graham M., KWRN Reno, Nev.

Dellar, Lincoln, KXOA Sacramento.
Callf., Ambassador

Denny, Charles R., NBC, New York

the Biltmore theatre.

on the second floor.

opens Wednesday.

on the light exhibit floor.

Alexandria—210 W. Fifth St., Madi-
son 6-7484
Ambassador—3400 Wilshire Blvd,,
Drexel 7011
Beverly Hills—9%641 Blvd.,
Crestview 1-8131
Biltmore—515 S, Olive, Michigan 1011
Clark-—426 S. Hill St., Michigan 4121
Commodore—1203 W Seventh St.,
Trinity 7431
Blvd.,

Figueroa—939 S.
8971
Gaylord—3355 Wilshire Blvd., Expo-

Sunset

Figueroa
Trinity

NAB CONVENTION FACTS

MAIN activities center at the Biltmore Hotel, Los Angeles, includ-
ing the Management Conference Monday-Tuesday and the Engi-
neering Conference Thursday-Friday. Management meetings are in

Heavy equipment exhibition is in the Biltmore foyer-ballrcom.
Transcription and program services, and similar light displays, are

The Tuesday banquet and the luncheon sessions will be held in
the Biltmore Bow]. The Monday fashion luncheon for ladies will be
held in the Crystal Room of the Beverly Hills Hotel.

Delegates register on the Biltmore Galleria floor for beth Man-
agement and Engineering Conferences. Engineering registration

BROADCASTING Meagazine’s headquarters are in rooms 2235-6-7

List of convention hotels follows:

sition 4161
Hayward-—-206 W. Sixth St., Michigan

5151

Hollywood Plaza——1637 N. Vlne St.,
Gladstone 1131

Mg{gln—sms W. Eighth st Fitzroy

Mayéalr—lzss W. Seventh St., Fitzroy
4161

R%ssslllyn—lll W. Fifth St., Michigan

Town House—2961 Wilshire Blvd.,
Exposition 1234
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deRussy, John 8, NBC, Hasbrouck
Helghts, N. J.
De Ryder, Herbert WAAT Newark, Ross-~

lyn
Dewing, Harold L., WCVS8 Springfield,
Ill., Blltmore
DeWitt, John H.,, WSM Nashville
DeYoung, Gene, KERO Bakersfield, Bllt-

more

Dibble, Compton Adv.,
York, Hollywood Plaza

Dirks, Dletrlch KTRI Sloux City, Iowa,
{ltmore

Dolberg, Glenn, BMI, New York

Dnolittle, Franklin M WDRC Hartford,
Blltmore

Muriel, New

Engineering Conference
Registration
Starts on page 26

Dorrell, W. Ward, C. E. Hooper Inc.,
New York, Biltmore

Drake, Dale, WRR Dallas, Biltmore

Draughon, Jack M., WSIX Nashvlille,

Biltmore
Louis R., WSIX Nashville,

Draughon,
Biltmore

Drewry, R. H, KSWO Lawton, Okla.,
Hollywood Plaza

DuMond, Joe, KXEL Waterloo,
Biltmore

Dunning, R. O, KHQ 8pokane, Wash.

Dunville, Robert E., WLW Cincinnati,
Ambassador

Duvall, T. W., KGBX Springfield, Mo.,
Alexandria

Iowa,

E

Eltel, W. W,, KSBR San Bruno, Callf.,
Blitmore

Ekdrem. T. C., KVOD Denver, Ambassa-
or

Ellls, Ray C., Raytheon Mfg. Co., Wal-
tham, Mass., Biltmore

Elphlcke l-"rank H.,, CKWX Vancouver,
B. C., Ambassador

Enoch, Robert D., KTOK Oklahoma City,
Biltmore

Eppel, Ray, KMHK Mitchell, S, D.

Esau, John, KTUL Tulsa, Biltmore

Essex, Harold, W8JS Winston-Salem,
Ambassador

Evans, C. Richard, KSL Salt Lake City

Evans, Ralph, WOC Davenport and

WHO Des Moines, Blltmore

Evans, T. L., KCMO Kansas City, Bilt-

more
Everson, C. M., WHKC Columbus, Bllt-
more
F

Fairbanks, R. M., WIBC Indianapolis

Fast, H. E.,, WKRC Cincinnatl, Blltmore

Fedderson, Don, KYA San Francisco

Fehlman, Robert C., WHBC Canton,
Blltmore

Fellows, Hal, WEEI Boston, Ambassador

Feltls, Hugh M., BMB, New York, Bilt-

more
Ferguson, Herb, KXOB Stockton, Calif.
Fetzer, John E., WKZO Kalamazoo,

Colllns Radio Co., Cedar

ids, Ia
Finley, Ruth. KSRO Santa Rosa, Calif.
Fischer, F. W., Westinghouse Elec. Corp.,
Baltimore, Biltmore

Fisher, C. H.,, KUGN Portland, Ore.
Fisher, C. O.,, KUGN Portland, Ore.
Fisher, O. W., KOMO Seattle

Fltzer. Dean, WDAF Kansas City, Bilt-

Fletcher, Earle, KGVL Greenville, Tex.,
Hollywood Plaza

Fletcher, Henry H., KSEI Pocatello, Ida.,
Alexandria

Fox, 8. 8, KDYL 8alt Lake City, Bilt-
more

Franco, Carlos A., Young & Rublcam
Inc., New York

Freebairn-Smith, Thomas,
Angeles

Fulton, John, WGST Atlanta, Blltmore

G

Galnes, James M., NBC, New York
Gamble, Frederic, AAAA, New York, Blit-

more
Garber, Milton, KCRC Enid, Okla.
Gardner, Florence M., KTFI Twin Falls,
Ida., Alexandria
Gartland, Willlam, NBC, New York
Geelan, Jerry, KMO Tacoma, Wash.
Qeorge, Leonard M., WGPC Albany, QGa.
Glllin, John J., Jr., WOW Omaha, Town

KFWB Los

House
Gimbel, Benedict, Jr., WIP Philadelphia
Gleeson, W. L., KREO Rlverside, Calif.
Godley, Paul F., Paul Godley Co., Great
Notch, N. J., Alexandria

(Continued on page 12)
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Before or after the NAB convention,
you’ll enjoy seeing all of this spectacu-
lar Southern California country that
makes us almost as boastful as Texans.

KFI wants you to see it for a very
gselfish reason—so you can believe all
the supersize facts about the market.

This is a capsule guidebook to places
and things that might interest you. For
complete information, we suggest the
All-Year Club Free Visitors Bureau,
517 W. Sixth Street—just around the
corner from Convention headquarters
at the Biltmore.

NORTH OF LOS ANGELES: Take High-
way 101 at the foot of Wilshire Blvd. for
a leisurely, two-hour ride along the ocean
to Santa Barbara.

Santa Barbara is the city Chicagoans
dream about on January evenings—a
clean, urbane community of white
stucco walls and red tile roofs, full of
flowers, picturesque Spanish California
architecture, and high retail sales.

You'll find three or four of the best
hotels in America here. See the El Paseo’s
unusual shops. Drive along the ocean to
the yacht harbor. Don’t miss the Mission
with its century-old gardens.

Buellton, an hour north of Santa Bar-
bara, has the world’s best split pea soup
—if you're that hungry for split pea soup.

That’s Ventura county you pass through
on the way north —cattle ranches, oil wells
in the ocean, and vast citrus groves.

Take the inland route back —through
the San Fernando Valley. Ten years ago
the Valley was mostly bean fields. Now,
350,000 people live here.

Footnote for those who can’t forget the
radio business: BMB says that KFI is the
dominant Los Angeles station with Santa
Barbara and Ventura counties’ 46,000
radio families.

BROADCASTING o Telecasting

~ SANTA BARBARA

PALM SPRINGS

SOUTH OF LOS ANGELES: It’s three
hours by car to San Diego. Take longer —
there’s so much to see. (Santa Fe runs
a comfortable streamliner if you're tired
of driving.)

Along the ocean, you’ll find:

Signal Hill bristling with oil derricks;
Long Beach—where 200,000 refugees from
the Midwest now live; the Pacific Coast’s
largest harbor—Los Angeles-Long Beach;
Laguna’s art colony; Newport’s land-
locked harbor with 4000 pleasure craft
afloat; the racetrack a Mr. B. Crosby built
at Del Mar.

Like zoos? San Diego has one of the
best. It has huge parks, a harbor full
of battlewagons, and an adobe Old
Town not more than a few minutes
from one of the world’s great aircraft
manufacturing centers.

Old Mexico is simple to get in and out
of. You might enjoy watching jai alai—if
you're of a blood-thirsty turn of mind.

Return through Santa Ana and the heart
of Orange county—some of the richest
farm land in America.

The KFI commercial: San Diego is a
market of a half-million people. Its
metropolitan area is comfortably
ahead of Houston or Indianapolis in
retail sales. But for KFI advertisers—it’s
simply a bonus.

EAST OF LOS ANGELES: This is the
Palm Springs-Lake Arrowhead tour.

You can’t do it in less than several days—
San Bernardino county alone is larger thamn
Massachusetts, Rhode Island, Delaware, and
New Jersey combined.

Go out through Pasadena and Cucamonga
(that’s only the world’s largest vineyard you’re
passing) to San Bernardino, up to the Rim
of the World (but easy driving) highway to
Lake Arrowhead or one of the other
mile-high resorts.

Down the mountain, through San Bernar-
dino and Riverside, sniff that orange-scented
air. There's a cherry festival this month at
Beaumont, on the road to Palm Springs. The
Palm Springs season ends this month but it
should still be cool enough to enjoy this
famous playground. Coachella Valley’s pic-
turesque and profitable date farms are not
far away.

Some trip, huh? Well —that’s the reason we
have 5,000,000 people out here and more
coming every year.

A double-edged KFI sales talk: Listen to
the reception from Los Angeles stations in this
area. Note how much clearer —by far—KF¥ is.
Second sales talk: This is agricultural coun-
try, some of the richest in the world. KFI is
the West’s foremost station in agricultural
service—frost warnings nightly, a noon farm
report that is 7-1 the choice of Western farmers.

LOS ANGELES ITSELF: Of course, see
Catalina, Griffith Park Planetarium,
the inside of the Strip night spots, and
Hollywood Park where the bangtails start
running soon.

But don’t miss Mount Wllson—lf you're
in radio or advertising.

From Mount Wilson you can look down
on thousands of square miles of lights (on
homes where KFI has a large and growing
lead on other Los Angeles stations).

And you can look up at the darndest
collection of FM and television transmit-
ters you have ever seen. (One is KFI-TV’s,
soon to be in operation.)

Have fun.

INC.
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A

DVANCE REGISTRATION FOR NAB CONVENTION

MANAGEMENT CONFERENCE (Continued from page 10)

olub, Harfy, KDYL Salt Lake City,
Biltmore

raham, Sterling, WHK Cleveland
ramling, Qliver, Associated Press, New
York, Biltmore

tanicher, Burton C., McCann-Erickson
Inc., San Francisco, Biltmore

ray, Gordgn R., WIP Philadelphia
reen, J. A, Collins Radio Co., Cedar
Rapids, Iqwa

+ ~enbaum/| Milton L., WSAM Saginaw,
na.ch,, Ambassador

riffin, John, KTUL Tulsa A& KOMA
Oklahoma| City

willlam C., KFBC Cheyenne,
Wyo., Bil§more

rubb, Gayle V., KGO San Francisco,

Biltmore

ulick, J.|Robert, WGAL Lancaster,
Pa., Biltmore

unther, 1‘1rank A., Radio Eng. Labs,,
Long Island City, N. Y. Biltmore
unzendorqer, Wilton, KROW Oakland,

Calif., Bijtmore
‘uyer, R. Sanford, WBTM Danvlille, Va.,
Alexandrip

H
ackathorn] K. K. WHK Cleveland,
Biltmore
agan, James A., WWNC Asheville, N. C.
agenah, Gius, Standard Radio Tran-

scription,| Chicago, Biltmore
ager, Koljn, SESAC, New York, Bllt-

-more

Geoyge R.. KSOO Sioux Falls,
,8. D., Ambassador
al;eyé Andrew G., KAGH Washington,

A. L, WOAI San Antonio,
Ambassador

amlyn, Jghn J., McClatchy Broadcast-
Bacramento, Calif., Biltmore
anna, Elgise H.,, WBRC Birmingham,
Biltmore
anna, Michael R.,, WHCU Ithaca, N. Y.,
Biltmore
annon, William A., Employers Reinsur-
ance Corp., Kansas City, Biltmore
arding, {[George T., Branham Co.,
.Dallas, Bjltmore

ardy, Ralph W, KSL Salt Lake City,
Biltmore
arlow, Rqy, BMI, New York

arpole, W. J., KVOP Plainview, Tex.,
+Biltmore
arre, Arthur F., WJJD Chicago, Bilt-
more
arris, Jack, KPRC Houston, Blltmore
arris, Wiley P.,, WJDX Jackson, Miss.,
Biltmore|
art, John P.,, WBIR Knoxville, Tenn.,
Alexandrja

artenbower, E. K., KCMO Kansas City,
Biltmore|
atcher, Ralph, CBS, New York, Bilt-
more
auser, Cayroll R., KHUM Eureka, Calif.,
Biltmore|
averlin, Garl, BMI, New York

ayes, Arthur H., CBS, New York, Am-
bassador]|
aymond, (Carl E., KMO Tacoma, Wash.
eadley, Frank M., WSAR Fall River,
Mass,, tmore

earne, John, KYA San Francisco
ecker, Cqn, KVOD Denver, Ambassador
edges, Willlam 8., NBC, New York,
Ambassador

[-))

‘eintz, Jack, KUSN San Diego, Calif.,
Alexandria
enkin, Morton, KSOO Sioux Falls,

8. D., Ambassador

enry, Fred, KYA San Francisco
erbert, Guy Fairfax, All-Canada Radio
Facllities, Toronto, Ambassador
erman, A. M., WBAP Fort Worth, Bilt-

more

.ickox. 8heldon B., Jr., NBC, New York,
Biltmorg
iggins, Cteorge J., WISH Indianapolis,
Biltmore
irsch, Ogecar C., KFVS Cape Girardeau,
Mo., Bilfmore

pfiman, Edward, WMIN St. Paul, Bilt-
more
offman, [Phil, KRNT Des Moines, Am-
bassadoy
ogg, John L., KOY Phoenix, Biltmore
ollingbery, George P., Geo. P. Holling-
bery Co|, Chicago, Biltmore

ollister, R. H., Collins Radio Co., Cedar
Rapids, [Ta.
onea, B.|N., WBAP Fort Worth, Holly-
wood Plaza

ooper, 4. E.,, C. E. Hooper Inc., New
York, Blltmore

organ, R, F., KYA San Francisco
osains, |Cecil B.,, WWNC Ashevlille,

N. C.
ough, Harold, WBAP Fort Worth, Bilt-
more

owell, Rex, KFXJ Grand Junction,
Colo., Glark

urd, Frgeman L., IBEW, Washington

utchings, W. C., WBS, Chicago, Bllt-
more

ynes, Eqward, C. E. Hooper Inc., New
York, Biltmore
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Inch, Merrill, KWRN Reno, Nev.

Irwin, Earl T. KVI Tacoma, Wash,,
Biltmore
Irwin, Mrs. Vernice, KVI Tacoma,

Wash., Biltmore

J

Jackson, A. H., Blaw Knox Co. Pitts-
burgh, Biltmore

Jackson, Aubrey, KGNC Amarillo, Tex.,
Biltmore

Jacobs, Lee W., KBKR Baker, Ore., Am-
b

assador
Jadassohn, Kurt A., SESAC, New York,

Biltmore
Guiltord, FCC Bar Assn.,

Jameson,
Washington
Jarman, J. F.,, WDNC Durham, N. C.
Jayne, Dan E. WELL Battle Creek,
Mich., Biltmore
Jensen, R. V., KSAL Salina, Kan., Bilt-

more

Johnson, Albert D., KOY Phoenix, Ariz.,
Biltmore

Johnson, George W., KTSA San Antonio,
Biltmore

Johnson, Leslle C., WHBF Rock Island,

Ill1., Clark

Johnston, Col. George C.,, WBDO Or-
lando, Fla., Biltmore

Johnston, George, SESAC, New York,
Alexandria

Johnston, Henry P., WSGN Birmingham,
Biltmore

Johnstone, G. W., NAM, New York,
Hollywood, Knickerbocker

Jones, E. Z.,, WBBB Burlington, N. C,,
Alexandria

Jones, Merle, WCCO Minneapolis

Jones, Paul, KUSN San Diego,
andria

K

Kahle, Douglas D., KCOL Fort Collins,

Alex-

ol

Kaney, A. W., NBC, Chicago, Ambassador

Kapner, Leonard, WCAE Pittsburg, Bilt-
more

Kaye. Sydney, BMI, New York

Keasler, Jack, WOAI San Antonio, Am-
bassador

Kees, Hugh, KOH Reno, Nev.. Biltmore

Keese, Alex, KFYO Lubbock, Tex., Bilt-
more

Kelley. Boyd, KPLT Paris, Tex., Holly-
wood Plaza

Kendall, John W., Black & Kendall,
Portland, Ore.

Kenkel, F. H,, C. E. Hooper Inc. New
York, Biltmore

Kennedy. John A., WCHS Charleston,
W. Va., Biltmore

Kern. George, Benton & Bowles, New

York
Kiley, Willlam F., WFBM Indianapolis,
Biltmore
King, Art, BROADCASTING Magazine.
Washington, Biltmore
Jan, KECK Odessa, Tex., Am-
Kirchner. Thelma, KGFJ Los Angeles
Kline. Willard L., KEPO El Paso
Knightlinger. Ted, KMO Tacoma. Wash.
Knode. Thomas E., NBC, New_York
Knodel. J. W., Avery-Knodel Inc., Chi-
cago, Biltmore
Knowland. J. R.. KLX Oakland, Calif.
Koerper, Karl, KMBC Kansas City, Bilt-
more
Krelsteln, Harold R., WMPS Memphis
Krueger, Herbert L., WTAG Worcester,
Mass.
L

Lafount, Harold A., WNEW New York,
Biltmore

La Marque, J. W, Graybal
New York, Biltmore

Landis, DeWitt, KFYO Lubbock, Tex.,
Biltmore

Lane, C. Howard, WJJD Chicago, Chap-
man Park

Lanford, T. B, KRMD Shreveport, La.,
Biltmore

Langley, Cort, BMB, New York, Biltmore

Langlois, C. O., Sr., Lang-Worth Feature
Programs, New York, Biltmore

Langlois, John D,, Lang-Worth Feature
Programs, New York, Biltmore

Lasensky, M. M., Wincharger Corp.,
Sioux City, Ia., Biltmore

Lasky, Philip G., KSFO San Francisco,
Biltmore

Laubengayer, R, J., KSAL Salina, Kan.,

Biltmore
WCOP Boston, Bilt-

Lawrence,

more

Lawrence, Val, KROD El Paso, Biltmore
Pa., Ambassador

Layne, C. N., KID Idaho Falls, Idaho

Leake, James C., KTUL Tulse & KOMA
Oklahoma_City, Biltmore

Lee, Terry, KXYZ Houston

Lemper, Miss Genevieve, Foote, Cone &
Belding, Chicago, Gaylord

Lewlis, Richard O., KTAR Phoenlx

Slect. Co.,

Cralg,

Linder, Harry W. KWLM Willmar,
Minn., Biltmore
Lindman, George E., KSOK Arkansas

City, Kan., Biltmore
Littick, Clay, WHIZ Zanesville, O., Bilt-

more

Little. Lee, KTUC Tucson, Ariz., Bilt-
more

Livesay, Ray, WLBH Mattoon, Ill.

Lodge, Willlam, CBS, New York, Chap-
man Park

Loggan, Frank H., KBND Bend, Ore,,
Biltmore

Lohnes, Horace L., Dow. Lohnes & Al-
bertson, Washington, Biltmore

London, Howard J., National Foundation
for Infantile Paralysis, New York

Long, Dewey, WMOB Moblile, Ala., Alex-
andria

Long, Maury, BROADCASTING Maga-
zine, Washington, Biltmore

Lottridge, Buryl, WOC Davenport, Ia.,
Ambassador

Lovelace, Ed, KOJM Havre, Mont., Bilt-
more

Loyet. Paul A., WHO Des Moines, Bilt-
more

Lundy, David E.. KYA San Francisco

Lyons, J. C., Weed & Co., New York,
Biltmore

M

MacGregor, C. P, C. P. MacGregor Co.,
Hollywood. Biltmore

Mackall, Robert B., WFMJ Youngstown.
O.. Biltmore

Maizlish, Harry. KFWB Los Angeles.
Biltmore

Manship,
Rouge

Marget, M. M., KVOX Moorhead, Minn..
Mayan

Marks. Leonard H. Cohn & Marks.
Washington

Martin, Al, BMI, New York

Marquardt. Maynard, World Broadcast-
ing System. Los Angeles. Biltmore

Martin, Dwight M. WLW Cincinnati.
Ambassador

Mason, Richard H., WPTF Raleigh, N, C.

Mason, Robert T., WMRN Marion, 0.,
Biltmore

Msthews. Frank,
Biltmore

Matushak. L. R., McClatchy Broadcast-
ing Co.. Sacramento, Biltmore

Mauldin, W. D., KPAC Port Arthur. Tex.

Meagher, John F.. KYSM Mankato,
Minn.. Blltmore

Meighan. Howard, CBS, New York. Town
House

Meyer, A. G.. KMYR Denver

Meyers, M. M.. WOW Omaha

Michel, John. KPDN Pampa. Tex.

Midgley, C. E., CBS. New York. Blltmore

Mikesell, Lee, KSAN San Francisco

Miller, C. W., Westinghouse Elec. Corp..
Baltimore, Biltmore

Miller, Roy, Katz Agency,
Biltmore

Mills, Gordon H., Kudner Agency, New
‘York. Biltmore

Minchin, Paul, Capitol Records, Holly-

Douglas L., WJBO Baton

KFH Wichita. Kanl.

Chicago,

wood

Mitchell L. S., WDAE Tampa, Fla,,
Biltmore

Mitchell, Maurice, WTOP Washington.
Biltmore

Moore, Willlam I. WBNX New York,
Alexandria

Morency, Paul W., WTIC Hartford

Morgan, Clem, KVGB Great Bend, Kan.,
Biltmore

Moroney, J. M., WFAA Dallas

Morton. J. Archie, KJR Seattle, Am-
bassador

Mosby, A. J., KGVO Missoula, Mont.,
Biltmore

Moseley, T. B., Collins Radio_Co., Dallas

Muniz, Tomas, WIAC San Juan, P. R.

Murphy, Adrian, CBS. New York, Town
House

Murphy, Jim, KMO Tacoma, Wash.

Murphy, John T. NBC, New York,
Biltmore

Murphy. Kingslev H.,, KSO Des Moines

Myers, Frank O., KCMC Texarkana, Tex..

Clark

McAllister, Bert, KRPL Moscow, Idaho

McArdle, Rod. KXA Seattle, Figueroa

McBoyle, John A., KSWS Roswell, N. M.,
Biltmore

McCaw, J. Elroy, KELA Centralia. Wash.,
Biltmore

McClatchy, Eleanor, McClatchy Broad-
casting Co., Sacramento, Calif., Bilt-
more

McClung, Hugh. Jr., KYOS Merced,
Calif., Biltmore

McCollough, Clair R.. WGAL Lancaster.

McConnell, James V., NBC, New York

McCormick, Glenn, KSLM Salem, Ore.,
Biltmore

McCormick.
Ambassador

John, WTAM Cleveland,

BROADCASTING o

. Olson,

McCullough, J. A, KSBR S8an Bruno,
Calif., Biltmore

McCready, 8. W., KUGN Eugene, Ore.

McDermott, G. B.,, KBUR Burlington,

Ia.
McDonald, Joseph A., ABC New York
McDonald, Patt, WHHM Memphis, Bilt-
more
McEvoy, Maurice F., KSWS Roswell,
N. M., Biltmore
McEvoy, Paul B, KSWS Roswell, N. M.
McGlashan, Ben 8., KGFJ Hollywood
McKenna, James A., Jr.,, KAGH, Wash-
ington
McMurry, Emmet H., Jr.,, WIJPR Green-
ville, Miss., Clark
McTigue, Harry, WINN Louisville, Ky.,
Alexandria
N

Nasman, L. E.,, WFMJ Youngstown, O.

Nax, Charles W.,, KWGD St. Loulis, Bilt-
more

Neary, John F., Lehigh Structural Steel,
New York, Biltmore

Nelson, James, NBC New York

Nelson, Linnea (Miss), J. Walter Thomp-
son Co., New York, Biltmore

Newens, William J., KOIL Omaha, Clark

Nolte, Vernon A. WHIZ Zanesville, O.,
Ambassador

Novik, M. 8., UAW Brdestg. Co., New
York, Alexandria

Nunn, Gilmore N.. Nunn Stations. Lex-
ington, Ky.

0

O'Fallon. Gene, KFEL Denver,
wood Plaza

Ogle, Byron, KRGV Weslaco, Tex.

O'Hagan, James E., Allied Record Mfg.

Co., San Marino, Calif.

Holly-

O'Hara, J. M., WMAN Mansfield, O.
Biltmore

Ohrt, Herbert R., KGLO, Mason City,
Ia.. Biltmore

Oliphant, Paul, WLAC Nashville, Bilt-
more

Olsen, Tom, KGY Olympia, Wash.

Olson, H. O, Collins Radio Co., Cedar
Rapids, Ia.

R. W., KWOA Waorthington.
Minn., Biltmore

O'Neil, Thomas F.. WNAC Boston

Osman, Doyle J.. KXO El Centro. Calif.

Outler, John M., Jr, WSB Atlanta.
Biltmore

Overton. Eugene, KFI Los Angeles

Owen, Henry B., KING Seattle. Wash.

Owings, Dorsey, BMI New York

P

Pack. Richard M., WNEW New York

Pattee. Lin. BMI, New York

Patterson. S. H., KSAN San Francisco

Pavl. 8. J., BROADCASTING Magazine,
New York, Biltmore

Peck, Harry D., KFOR Lincoln.

k
E. F., KGDM Stockton, Calif.,
Biltmore

Pefferle, L. P,, WCVS Springfleld, Ill.,
Biltmore i

Pepper, John R., WDIA Memphis, Bilt-
more

Neb..

Peterson, Howard O., KMA Shenandoah,
Towa, Blltmore

Phelan, J. D, Collins Radio Co., Los
Angeles

Phillips, B. N., KUGN. Port Angeles,
W

ash,
Pollock. Reed. KDON Monterey, Calif.
Preis, Rex, KTSA San Antonio, Blltmore
Prendergast, F. J.,, MV E. St. Loulis,
I1l., Bliltmore
Pryor, Emerson J.,, WRRN Warren, O.,
Biltmore
Purcell, W. J.. WGY Schenectady, N. Y.
Pyle, K. W., KFBI Wichita, Kan., Bilt-

more
Pyle, W. D.,, KVOD Denver, Ambassa-

dor
Q

Quarton, Wm. B.,, WMT Cedar Rapids,
Iowa, Biltmore

Quinones, Jose Ramon, WAPA San
Juan, P. R., Biltmore
R
Rabell, Fred, KSON San Diego, Calif..
Biltmore
Rambeau, Willlam G., Wm. G. Rambeau
Co., Chicago

Rankin, J. D.,, KMA Shenandoah, Iowa,
Biltmore

Ratner, Victor, CBS New York, Biltmore
Ray, Wm. V., KFWB Los Angeles
Reams, Crystal, WTOL Toledo, Ohlo
Reams, Frazier, WTOL Toledo, Biltmore
Reinecker, Reese, KXYZ Houston, Tex.
Reineke, Earl, WDAY Fargo, N. D

(Continued on page 16)
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The best way to reach teen-agers

is Radio!

® Teen-agers . . . whether you’ll admit it or not. . . are an
undeniable buying influence. They criticize your clothes,
choose your cars, plan your trips and give you tips

on almost everything!

Everyone who knows (well—just about everyone) says “the
best way to reach kids is radio!” And ... in the great
Cleveland market . . . the best way to reach teen-

agers is with WJW’s Teen-Timer Revue,

Teen-Timer Revue, in its Sunday slot, is a hot spot for any
all-family product that needs added promotion in

the great Cleveland market.

® Chuck Plotz...
whose WJW show
by teen-agers for
teen-agers is a
skillful blend of

styles, sports, safety ]

hints and hot music i \ \ Y

.. . is a junior ¥ a0 .}'l
sensation in teen- Y, \ 3
age circles. - ’

@ Alert,aggressive,
articulate, this
group . . . the cast
of WJW's Teen-
Timer Revue . ;3
packs a powerful
wallop with the
younger set. And
what they do to
parents couldn’t
happen to nicer
people!

» sl
Bill O'Neil, President

\\/'\\,"i/y\"/m)g}‘:' i)
. '{h? ’\-‘I. !

BASIC
ABC Network CLEVELAND 5008:)()\’;:atts

REPRESENTED NATIONALLY BY HEADLEY-REED COMPANY

BROADCASTING ¢ Telecasting May 17, 1948 ® Page 1



IT PAYS TO PROGRAM
- WITH ZIV SHOWS!

4 Radio's most brilliant dramatic
[ half hour, with Mr. Ronald Col-
: “man as host and narrator. Out-

F’; standmgmcas}\ includesBenitas= ; L Sh
1»'3,- Hume, Edna Besi, Lionel Stander, F 0W

5 , Vincent Price, Lurene Tuttle: i
't--.-. - Symphonic orchestra, Clavde A glorious half hour fea-
- Sweeten, musical director - W turing the incomparable
! i g music of the waltz king,
- s Tl “ his golden saxophone and &

- = i 2 \%F his orchestra, with vocals™

e . el ; ’ i by Nanc)g»ﬁvans—and/ﬁ:rry X

il ' : L Dovglas; Franklyn Mac-- =~ =

ﬁOOD CHEER &< 2

-r A choir of gorgeous voices,
\ and guest soloists, in a
_*guarter hour of favorite
s sgoﬁgs Orchestra directed
by Vigdimir Selinsky; nar-
'.rcnor, lowrencefllrd, TS

=] A sparkling quarter-hour
‘\ musical, starring America’s
“ Mufavorite romantic tenor,
with-_Jimmy Woallington,

p B, : - Donna Due;.and.the_music— X
P - © . of Buddy Cple and his X

3 - ¢ men.

PLEASURE .
PARADE

Starring Pappy Cheshire,

= 1 - famous western story-
! tell‘er\,' dhd o.big el o Vincent Lopez, Milton
q - yocqlusts__ gpe IastrsMentsls /\ Cross, Jimmy Wallington,
q ists inSs@pgs of the open e d lf‘ ‘the Modernaires, Paula
e fange Kelly;-Dick Brown, Lillian
. Cornell, the Pleqsure Pa-
N L o o rade orchestra and guests

. ; - aaid in a lavish quarter-hour- B

<

2 musical.




. where . . . Louisville, 21.7

BOSTON
BLACKIE

One of radio’s top mystery
shows. Top ratings every-

. .. Youngstown, 21.3 ...
Cincinnati, 16.9 . . . Min-
neapolis, 16.5. Radio's
best point-per-dollar buy.

OMBARDO

SHIOW \

\
“The Sweetest Music This\
Side of Heaven'' in a
star-studded half hour of
musical showmanship at
its sensational best. Star-
ring the Royal Canadians
with Guy, Carmen,-Lebert
Lombardo; David Ross;
Don Rodney; Kenqy
Gardner,

VANCE

S. S. Van Dine's famous
detective character in a
high-rated half-hour mys-
tery drama. Each program
a complete story.

MORE PROGRAMS FOR MORE
SPONSORS, ON MORE STATIONS

VISIT OUR EXHIBIT AT THE NAB CONVENTION:
ROOMS No. 2200-2201, EXHIBIT FLOOR.

ES

America's funniest hus-
band and wife in a three
or five a week strip. A
leading network show for
years, with great ratings
everywhere.

BARRY OB
WOOD X
SHOW

A smooth-as-silk quarter
hour, with your singing
host, Barry Wood, the
lovely voice of Margaret
Whiting,~the Melody
Maids, and the brilliant
arrangements of Hank
Sylvern and his orchestra.

The bund of a thousand
gadgets and a million
laughs . ... presenting a
wide variety of music
ranging from the classics
to comedy and novelty
Ttunes. A




einholdt, Robert B., KWIN Ashland,
Ore., Biltmore
einsch, J. Leanord, WSB Atlanta, Bilt-

more

eiter, H. ¥|, BMI New York

embert, Clvde W., KRLD Dallas, Bilt-

more

eAyx:(olds, Dgnald W., KFSA Fort Smith,
r

eynolds, George, WSM Nashvilie, Bilt-
more

ichmond, R. W., WHKK Akron, Bilt-
more

iple, willigm A., WTRY Troy, N. Y.,
Biltmore

oberson, Howard, KFDA Amarillo, Tex.
oberson, W. R., Jr., WRRF Washing-
ton., N. C., Biltmore

obinson, King H., KATL Houston,
Biltmore

ogers, Naylor, KBS Chicago, Biltmore

ohn. Bill, KSOO Sioux Falls, S. D,
Ambassador

ollo, Ree T.. Kirkland, Fleming,
Green, Martin & Ellis, Washington,
Biltmore

osenhause, Irving R., WAAT Newark,
Rosslyn |

oss, Byrng, KLPR Oklahoma City,
Alexandria

oss, George, KDON Monterey, Calif.

oth, Eugene J., KONO San Antonio,
Biltmore

owan, B. J.,, WGY Schenectady
udolph, Rudy, C. P. MacGregor Com-
pany, Hollywood

uegg, Fred. KQW San Francisco

uelman, Stanley, Katz Agency, Los
Angeles
unyon, C| R., III, REL Inc.. Long

Island Cipy, N. Y., Biltmore

Advance Registration
MANAGEMENT CONFERENCE (Continued from page 12)

Russell, Frank M., NBC Washington,
Ambassador

Russell, Percy H., Jr., Kirklane, Flem-
ing, Green, Martin & Ellis, Washing-
ton, Blltmore

Ryan, J. Harold, Fort Industry Co..
Toledo, Biltmore

Ryan, Willlam B., KFI Los Angeles,
Biltmore

S

Saddler, Owen, KMA Shenadoah, Iowa,
Biltmore

Sambrook, A. B., World Broadcasting
System, New York, Biltmore

Sanders, Theo, KFWB. Los Angeles

Sanders, Wayne, KCNA Tucson, Bilt-
more

Sandford, F. Eugene, WKYW Louisville,
Biltmore

Scanlan, Gertrude, BBDO, New York

Schacht, John H., KSMO San Mateo.
Calif.

Schrade, Andrew J., Columbia Tran-
scriptions, Hollvwood

Schulz, Paul. KYA San Francisco
Scraner, E. Fred, KFH Wichita, Kan.,
Biltmore

Scripps. W. J., WWJ Detroit, Ambassa-

or
Seebeck. Charles E.. WTON Staunton.
Va., Biltmore

Service, C. W., Collins Radio Co., Los
Angeles

Shade, Hal, KOOS, Coos Bay, Ore.

Shafto, G. Richard, WIS Columbia, S.C.

Shapiro, M. H., BMI New York

Sharp. Ivor, KSL Salt Lake City, Biit-
more

Sharp, Thomas E., KFSD San Diego,
Calif., Biltmore

Shaw, Glenn, KLX Oakland, Calif.

Shearer, T. Rodney, A. C. Neilsen Co.,
Chicago, Gaylord .

Shepard, John, Yankee Net.. Boston

Sherwood, Alex, Stand. Radio Trans.,
New York, Biltmore

Sholelds. Arthur T., KRUL Corvallis,

re.

Sholis, Victor A.,, WHAS Louisville, Am-
bassador

Shomo, E. H.,, WBBM Chicago, Biltmore

Shouse, James D.. WLW Cincinnati,
Ambassador

Shultz, John W.. WMVA Martinsville,
Va., Biltmore

Sillerman., Michael M., KBS New York,
Biltmore

Silvernail, Frank G.. BBDO. New York

Simon, Arthur, WKBW Buffalo

Simonds. L. P., Weed & Company, New
York. Biltmore

Sinn, John L., Frederic W. Ziv Co., New
York

VOO M

Leo. J. (*’Fitz’’) Fitzpatrick
I. R. (“lke’’) Lounsherry
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Slavick, Henry W., WMC Memphis,
Alexandria

Smiley, Joseph E., WDAE Tampa, Fla,,
Biltmore

Smith, Calvin J.,, KFAC Los Angeles,
Ambassador

Smith, C. E., UBC Cleveland, Biltmore

Smith, J. K., CBS New York

Smith, Pat, WBS Los Angeles

Smucker, Ray C.. KYUM Yuma, Ariz.

Smullin, Wm. B., KIEM Eureka, Caiif.,
Biltmore

Soule, O. P., KTFI Twin Falls, Ida..
Biltmore

Southwick, Royl, KID Idaho Falls.

Sowell, F. C., WLAC Nashville, Tenn..
Biltmore

Sparnon, Ken, BMI New York

Speck, Jim H., KCNC Ft. Worth, Bilt-
more

Spence, Harry R.. KXRO Aberdeen.
‘Wash., Ambassador

Spight, Lindsey H., John Blair & Co..
San Francisco

Spina, Robert, SESAC New York, Alex-
andria

Spratlin,
Biltmore

Springgate, V. N., KXOK St. Louis., Bilt-
more

Squire, Burt, BMI New York

Staley, Don, Katz Agency, San Fran-
cisco

Stanton, Frank. CBS New York., Town
House

Stapp, Jack, WSM Nashville, Biltmore

Staubitz, E. J., Blaw Knox Co., Pitts-
burgh, Biltmore

Stoddard, Robert L., KATO Reno. Nev.

Stone, Harry, WSM Nashville, Biltmore

Storer, George B. Fort Industry Co.,
Detroit, Bilimore

Stout, Clair L., Dow, Lohnes & Albert-
son, Washington, Clark

Streibert, Theodore C., WOR New York

Strouse, Ben, WWDC Washington, Bilt-
more

Sugg. Proctor A., WKY Oklahoma City.
Ambassador

Frank M., WGST Atlanta.

Taft. David G., WCTS Cincinnati, Bilt-
more

Taft, Hulbert, Jr., WCTS Cincinnatl,
Blltmore

Taishoff. Sol, BROADCASTING Maga-
zine, Washineton. Biltmore

Tapv. Jay E.. KNOB Long Beach, Callf.

Tavlor, Archie J.,, KANS Wichita, Kan.,
Ambassador

Tavlor, Gerald L., KMBC Kansas City,
Blltmore

Taylor., Lawson, KFMJ Tulsa, Biltmore

Tavlor, O. L. (Ted), KGNC, Amarillo,
Tex.. Ambassador

Taylor, S. P., Western Electric Co.. New
York, Biltmore

Terry, Edward L.. KSGN Sanger., Cal.

Terry, Hneh B.. KLZ Denver

Testut, Richard S.. Associated Program
Service, New York. Biltmore

Thayer, Edwin F., Tide Magazine, New
York, Blltmore

Thieriot, Charles. KRON San Francisco

Thomas, C. L., KXOK St. Louis, Bilt-
more

Thomas. Eugene S, WOR New York.
Biltmore

Thomas, George H., KVOL Lafayette.

La.

Thompson, Roscoe L.. WKRO Cafiro, Ill.,
Biltmore

Thornburgh. Don, KNX Los Angeles

Thwaltes, Ernest N., KFUN Las Vegas.
N. Mex.. Biltmore

Timlin, Joseph F., Branham Co., New
York, Biltmore

Tincher, Robert R., WNAX Yankton.
S. D., Ambassador

Tolboe, Clifton A., KOVO Provo, Utah.
Alexandria

Toothill, John A., Burn-Smith. Chicago

Trammell, Niles, NBC New York. Bilt-

more
Travers, Linus, Yankee Net, Boston
Tromlitz, L. W., KORE Eugene, Ore.
Biltmore

Tuhy, Stephen, Jr.. Washington. Clark

Tyler, Haan J., KFI Los Angeles, Bilt-
more

U

Ulmer, Jas. G., KGKB Tyler, Tex.,
Clark

Ulmer, James G., Jr., KGKB Tyler, Tex.

Unger, Alvin, Frederic W. Ziv Co.,, Cin-
cinnati. Biltmore
Dean R.

Alexandria

Upson, WKH Shreveport.

La.,

van Konynenburg, F., WICN Minneap-
olis. Biltmore

van Volkenburg, J. L., CBS New York

Vickers, Marjorie R., KPAC Port Arth-
ur. Tex.

Vocalis, James Charles, WLBB Carroll-
ton. Ga., Biltmore

Volger, George J
Iowa, Alexandria

KWPC Muscatine,

w
wagner, Jack R., KSYC Yreka, Calif.
Wagener, Wm. D., WHO Davenport, Iowa,
Biltmore

(Continued on page 26)
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RAYMOND M. WILMOTTE INC.

Consulting Radio Engineers
and

Constructors of Complete Broadcast Stations

AM . Tv . FM
FACSIMILE . RADIO RELAY

Raymond M. Wilmotte, President Paul A. de Mars, Associate

1469 CHURCH ST., N. W.

Washington 5, D. C. DEcatur 1231
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‘WO out of three television
zceivers/bought by the Amer-
:an public are table models,
idicating that a majority of
ideo viewers want the most
icture they can get for the
oney, according to produc-
.on figures of the Radio Man-
facturers Assn.

This follows a pattern
ymewhat [similar to that of broad-
st receivers, where table sets
ir exceed console units in popu-
rity, acecprding to RMA'’s records.
MA figures represent about
Y% of the total production of
rceivers.
.As in the case of broadcast sets,
1yers of video consoles want the
works” fwhen they invest the
rger sums represented in the
arket price of these models. RMA
wund thdt late in 1947 one out

seven | TV buyers wanted a
msole with a record player. About
le same number purchased lower-
siced consoles without a record
‘ayer.

One out of 15 TV sets made
st year| was a console with a
rojected | picture, several times
e size ¢f the images in the di-
et view models. No table models
ere manufactured with projec-
on screens because the cabinets
:e not large enough. However,
is possible to buy magnifying
nses to increase the size of the
cture sden in direct-viewing mod-
s. No figures are available on
ie number of lenses sold.
Only a small percentage of pro-
ction model TV consoles con-

Jan. Feb.
Television converters — —
Radjo table models 32 27
Radio consoles:
(a) Direct viewing 22 46
(b) Projection —_ -
Radio-Phonograph comb.:
(a) Direct viewing 1 —
(b) Projection -— —
TV sets (All classes) 55 73
Jan. Feb.
Television converters — 10
Radio table models 4,790 5,362
Radio consoles:
(a) Direct viewing 548 786
(b) Projection 67 94
Radio-Phonograph comb.:
(a) Direct viewing —_— —_
(b) Projection 32 1
Television Sets
(All classes) 5,437 6,253

* Adjustment of Data

tains record-playing equipment, ac-
cording to the RMA production
data.

Rate of production in 1947 sky-
rocketed between January and
December as manufacturers got
their production lines in operation.
Total TV output was 5,437 in Jan-
uary, not far from the 6,476 total
in the entire year 1946.

By June the TV output had
risen to 11,484 units. The summer
pace was around the same level,
annual factory vacations cutting
down the total. Then in September
the rate shot up to 32,719, record
month for the year.

In January of this year the pro-
duction rate again increased,

‘though the 30,001 total represented

only four weeks of production
as against five weeks in December.
A proportional increase in con-

o)

L e T, T T T

(REPORT 7)

VIDEO SET PRODUCTION

TELEVISION SET PRODUCTION, 1946
March April May June July Aug. Sept. Oct. Nov. Dec. Total
- —_ 29 22 41 3 -'_1- 187 1,551 3,171 5,000 _
—_ — —_ 2 —_ —_ 6 622 285 361 1,34
— — — — - s s — 5 oy 10
- - — — - — . - - — 1
— — — — — —_— 1 18 3 28 51
e — 29 24 41 3 19 827 1,844 3,561 6,476
TELEVISION SET PRODUCTION, 1947
Marc4h "‘;{;’.} May June July Aug. Sept. Octs. Nov. Dec. Tot;;l
— = 8 == e _— —
5,346 3,971 5,646 7,654 5,546 7,984 23,185 13,503 14,674 17,763 115,424
1,179 2,242 1,614 2,242 2,406 2,181 2,158 3,456 2,182 2,861 25,055
87 87 92 181 185 92 4,831 3,258 1,396 1,604 11,984
21 686 1,207 1,278 1,860 2,008 1,965 3,452 5,225 6,972 24,674
2 40 131 119 2 1 *(-20) 15 58 145 543
6,639 7,886 8,690 11,484 10,007 12,283 32,719 23,693 24,135 29,345 178,571
TELEVISION SET PRODUCTION, 1948
January February March
Television converters — - =
Radio table models 16,742 25,594 37,833
Radio consoles:
(a) Direct Viewing 4,999 4,287 5,313
(b) Projection 2,116 1,272 1,693
Radio Phonograph comb :
(a) Direct Viewing 5,967 4,671 7,187
(b) Projection 178 65 51
TV Sets (All classes) 30,001 35,889 52,137
sole models was noted in January, February’s T V output was

the figure being 13,261 consoles
compared to 16,742 table models.

The total January TV output
actually represented a rise of
101.6% over the monthly average
in 1947.

Again in February production
soared sharply, RMA members
reporting the manufacture of 35,
889 television receivers. At this
point 250,937 TV receiving sets
had been manufactured since the
end of the war.

5,888 greater than that in January,
representing an annual produc-
tion rate of over 430,000 and up
141% over the average 1947
monthly output.

Of the February production,
two-thirds again were table models,
with most of the remainder con-
soles and radio-phonograph com-
binations.

March’s production of 52,137
TV sets set an alltime record.

(Continued on page 34)

TELEVISION SET MODELS BY PRICE

585 S &
Type of 5% 23 ] e8 . s
inufacturer Model Service «2 EAE28 8 8g
N S, 98 .8 = &9
(21 ZoBNO & -
RECEIVERS FROM $150 TO $200
licrafters Co. Table TV 7 in. 19 13 $169.50 |
! T-54 Tube |
ytorola Inc. Table TV 7 in. 15 2 8 $179.95 $35.00
VT-71 Tuabe |
-ilco Corp. Table TV 7 in. 23 2 8 $199.50 $55.00
700 Tube |
TECEIVERS FROM $200 TO $400 |
‘miral Corp. Console TV 10 in. 25 3 13 $319.95 $55.00 |
' 30A-16 Tube
Imont Radio Table TV 7 in. 18 2 13 $250.00
rp. 22A-21 Tube ]
osley Div., Table TV 10 in, 26 3 13 $375.00 $55.00
co Mfg. Corp. 307-TA Tube
| (Spectator)
Wald Rddio Mfg. Table TV 10 in. 29 13 $364.95 $65.00
rp. BT-100 Tube l
1erson Radio and Table TV lg hl:. 25 13 $375.00
on Corp. 545 ube
Sl P Table TV 10 in. 21 7 13 $269.50 l
571 Tube
rnsworth TV and Table TV 10 in. 8 $375.00
dio Corp. GV-260 Tube |
ilco Corp. Table TV 10 in. 23 3 8 $399.50 $55.00
T 1001 Tube i
A Victor Div. Table TV 10 in. 18 2 13 $325.00 $55.00
| 121-T8 Tube
Table v 10 in. 26 3 13 $375.00 $55.00
8-TS-30 Tube

* Llstngs based on CBS figures.

ge 18 | May 17, 1948

CATEGOR

Y

o 585 3 &
Type of s E 2 S Ep & =
Manufacturer Model Service [ R~ =11 g,g 5 b 3 =
NG S, o3 & T EE
wna, ZS BN L [ -
Sightmaster Corp. Table TV-FM 10 in. 24 13 $375.00 $50.00
10-8-1 Tube
Sonora Radio Table TV 10 in. 23 13 $350.00 $45.00
and TV Corp. (The Grand- Tube
stand)
U.S. TV Mfg. Corp. Table TV 10 in. 21 2 13 $375.00 $55.00
T10823 Tube
RECEIVERS FROM §400 TO $600
Cleervue TV Corp. Console TV-FM 10 and 12 in. 13 $450.00
(The Holly- Tubes (10 in.)
wood) $499.50
(12 in.
Console TV-FM 12in. $475.00
(The Suburban) Tube
Allen B. DuMont Table TV-FM 12 in. 13 $455.00
Labs. Inc. (The Chatham) Tube
General Elec- Table TV-AM-FM 10 in. 22 3 13 $499.50 $75.00
tric Co 803 Tube
Console TV-AM 10 in. 20 3 13 $495.00 $65.00
801 Tube
Motorola Inc. Console TV-AM-FM 10 in. 25 3 13 $495.00 $65.00
VK-101 Tube
Philco Corp. Console TV 10 in. 23 3 8 $449.50 $50.00
1050 Tube
RCA Victor Div. Console TV 10 in. 26 3 13 $450.00 $65.00
630-TCS Tube
Console TV-AM-FM-10 in. 27 3 13 $595.00 $69.00
730-TV1 Phono Tube

(Continued on page 34)
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THE A. S. ABeLL COMPANY

FULL LENGTH FEATURES
~TOPS IN UNIVERSAL
FAMILY APPEAL.

WMAR-TV has obtained the exclu-
sive television rights in this area for
24 star-studded major films produced
by Sir Alexander Korda.

Never before have feature films of
this quality been available to televi-
sion audiences. The release of these
pictures is regarded as one of the
biggest developments in television
programming.

Among the motion pictures in
this list are such screen classics as
“The Ghost Goes West,” ‘“The

The Best Bu

uy in

Scarlet Pimpernel,” “The Private Life
of Henry VIII,” “The Man Who
Could Work Miracles,” “Rembrandt,”
“The Thief of Bagdad,” ‘“‘Catherine
The Great” and ‘‘Elephant Boy.”

And these pictures include such
stars as Lawrence Olivier, Merle
Oberon, James Mason, Gertude
Lawrence, Raymond Massey, Valeria
Hobson, Leslie Howard, Elizabeth
Bergner, Rex Harrison, Miriam Hop-
kins, Jean Parker, Robert Donat,
Vivien Leigh, Roland Young, Sabu.

Television!
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% The RCA 10-KW AM trans-
mitter, Type BTA-IOF, is iden-
tical in size and appearance
to the BTA-5F you see here.
Over 125 transmitters of this
series now in operation.

(Photo courlesy of Radio Station KOOL,
Phoenix, Arizona)

BROADCAST EQUIPMENT

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT, CAMDEN, N.J.

In Canada: RCA VICTOR Company limited, Montreo!




with 10-kilowatt insurance

BTA-5F. The one 5-KW AM Trans-
mitter that insures easy increase to 10
KW at any time! Power changeover is
simple. .. inexpensive... quick. Because
it was planned that way.

When you install the BTA-5F Trans-
mitter for 5-KW operation there is just
one tube in the power amplifier stage
(left-hand cubicle in view below). But
note the additional tube socket already
mounted in place. To increase power to
10 KW, you need only buy the simple
modification kit (described in box at
right). With the parts contained in this
kit...and the few simple circuit changes
required, changeover can be made “over-
night.”” It’s easy...it’s inexpensive. You
need lose no air time.

Naturally, you can also buy this trans-
mitter originally for 10-KW operation
(specified as Type BTA-10F). Both mod-
els—the BTA-5F for 5-KW operation,
and the BTA-10F for 10-K'W operation
—have the same sleek, well-finished,
business-like appearance shown by
KOOL’s installation on the opposite
page. Both models have the true unified
front . . . an exclusive feature of RCA
high-power AM transmitters. This front
isan integral piece separate from the com-
partment enclosures. 1t greatly facilitates
flush-mounting...and improves appear-

ance of the installation by several times.

And careful planning like this goes
right on through. For instance, this trans-
mitter is equipped with one of the most
complete centralized control systems
ever designed for any transmitter . . . with
all the necessary controls, circuit break-
ers and relays needed for fully automatic
operation or step-by-step manual oper-
ation. It has push-button motor-tuning
for its high-power stages...and instan-
taneous power control reduction. It can
be furnished with matching cabinet end-
extensions for housing antenna phasing,
monitoring, test and audio equipment.
These extensions have front sections
that become an integral part of the over-
all unified front—another exclusive RCA
feature of great importance in station
appearance. And note this too: the 5-KW
BTA-5F uses only 24 tubes (6 different
tube types); the 10-KW BTA-10F uses
only 27 tubes (6 different types).

Here, we believe, is the finest stream-
lined station installation ever engineered
for standard-band broadcasting...with
all basic circuits proved in more than
125 transmitters of this series now op-
erating throughout the world. Get the
details from your RCA Broadcast Sales
Engineer, or write Department 19-E.

This simple kit (MI-7267-A)
takes the BTA-5F to 10 KW...
inexpensively and without one
change in station layout.

® One blower
® Two filament transformers

® One 10-KW modulation
transformer

@ One reactor
® All necessary hardware

The Transmitter Control o

Console —standard equipmen
with every BTA-5F and BTA-10F.

THE 5-KW BTA-5F (open view). Sweet and simple... with everything up front where you can reach it.

. — ooy —
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ZANESVILLE, OHIO
A NEW
MAJOR MARKET
WITH
112,000

URBAN POPULATION

FOUR CITIES in the WHIZ
primary area (all within 25
air miles of Zanesville) have
more than 112,000 Total
Urban Population.

Population

City
Zanesville 42.000
Newark 38.000
Cambridge 19,100
Coshocton 13,500

Total [Urban

Population 112,600

ZANESVILLE is the Ninth
Largest Trading Area in the
State of Ohio with a total
population of 260,000 and
retail sales in excess of

-$150,000,000.

AND WHIZ dominates in
this rich industrial-agricul-
tural irading area with a
60-percent share of audi-

ence. (Conlan—November,
1947)

NBC AFFILIATE

John E. Pearson Co.

age 22| o May 17, 1948

| Feature of

WHEN SOMETHING new and
novel was needed to liven up the
activities on Studio Party, broad-
cast Saturday afternoons on
WSAM Saginaw, Mich.,, “Sam”
was invited to the party. “Sam”
is a baby pig and right now he is
the center of a ‘fattening-up”
contest.

Each week one of the studio
contestants is chosen to take the
pig home and give him loving care.
Ample feed has been supplied by
a local livestock concern and that
goes along with “Sam.” Object of
the contest is to add as much
weight as possible to the pig dur-
ing the week.

Each Saturday Rob Downey,
m.c. of Studio Party, and Jack
Parker, program director of
WSAM, have a weighing-in cere-
mony. An official weight record is
kept, and at the end of the con-
test the participant who has added
the most “ham” to the porker will
receive a grand prize. Contest is
to run ten weeks.

the Week

Everyone comes to WSAM’s “Stu-
dio Party.”
PR

Additional gimmick is the fact
that contestants are not told that
the grand prize for which they are
competing is “Sam.”

The baby pig’s name was taken
from WSAM'’s trade name, “Sales-
man Sam.”

On All Accounts

advertising agency execu-

tive said to Mary Cardon:

“If you want to go places
and do things, try to join J. Waiter
Thompson Co.” Mary followed that
advice at once, tried to get on as
copywriter, was hired as research
assistant, soon became head of the
research department. For the past
six years she has been head of the
research and media departments
of JWT’s Montreal office.

Mary knows radio,
as Canadian Broad-
casters who had
never met her found
out at recent con-
vention of Canadian
Assn. of Broadcast-
ers, when she asked
pertinent questions
and sat on a rate
structure panel.
Broadcasters from
all parts of Canada
drop in to see her
about local and re-
gional programs
which she places.
French language
stations, programs
and announcement
campaigns are
something she is
especially familiar with and can
discuss authoritatively.

Mary is a native Montrealer, and
in her brief business career before
joining JWT was a school teach-
er, book-seller and librarian. She
holds a master’s degree in psy-
chology from MeGill U. She joined
the agency shortly after it opened
a Montreal office, spent several

EIGHTEEN YEARS ago an

MARY

years ringing doorbells and get-
ting to know eastern Canada in a
search for answers to clients’ ques-
tions.

Mary married a Montreal physi-
cian shortly after joining JWT,
but her career was never inter-
rupted by domestic duties. In 1942
she took on the job of media direc-
tor, and came directly into contact
with station people, though she
knew radio from her research work.

In the sixyearsshehasheld theme-
dia directorship, she
has placed network
accounts originating
in the United States
on Canadian net-
works, including
Standard Brands’
Charlie McCarthy

Music Hall. She also
has placed French
network programs
originating in Can-
ada, such as Kraft’s
Le Cafe Concert,
Standard Brands’
Juliette Beliveau and
J. B. Williams’ Les
Chansons de Roland
Bedard.

Mary has done
considerable travel-
ing throughout Canada in her
research work. She has talked on
such varied topics as mental hy-
giene, vocational guidance and ad-
vertising to clubs and school groups.
When she has time she finds relaxa-
tion in reading at least one “who-
dunit” a week, getting acquainted
with a growing record library and
romping with her black spaniel.

BROADCASTING o

Show and Xraft's

THIS
IS AN
ADVT.

Yes, we've got some-

thing to sell.

What? Radio time os-
tensibly ; more custom-

ers, specifically.

We're talking about
WMC, the Memphis
NBC outlet, WMCEF,
the first FM station in
Memphis and the
Mid-South, and com-
ing soon, WMCT
(Television).

With 5000 watts day
and night, at 790 kil-
ocycles, WMC has
been the leader in
Memphis and the Mid-
South since 1923, al-
most since the incep-

tion of radio.

Get the facts from
the nearest Branham

man.

Telecasting



~ Onthie Ball

}\ IN INDIANAPOLIS. ..

= \ RN\

“-ll‘\. * " \
One thing makes"\‘bt%_e station STAND OUT!

\

Your sales story in Indianapolis soon mu;hrooms

out into many other media ...all part of (l]t‘ ;rcgu]ar
fo]lo“--lhrongl\" that goes with every WISH program.
For example—sce the flood of extra publicity given
to S(crliug Brewers, Evansvi“c, Indiana, in spongor-
ing the Indianapolis Bascball broadcasts 1t pl)o}\,'s
the WIsH idea of ..

I Newspaper
Per W‘ Advertising
Cyp, ONay \ el
Ll Rasebal EC TR HE
¥ AWEES
o

program Ad

Ne Wspaper
Advem'sing

Store
Displays

f?(‘)ndi(mapolis

CAPITOL BROADCASTING COMPANY
FREE & PETERS, I5c.

d Exclusive National Repraeniasive
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UNITED STATES

ALABAMA

Annistos
Birmingham.
Brewton
Dothon....
Gadsde
Huntsvill
Mobite.
Mabile. .
Montgomery..
Sylacouga.

ARIZONA
Flogstaff. ... _KWRZ
Mesa.
Phoe!
Phoent:
Tucson!

|

‘ ARKANSAS

Fort Smith _KFSA
Helena| KFFA
Hope.., KXAR
Hot Spgings..... KTHS
Little f“k' -

Magnolia. .

West Memphis............ KWEM

CALIFORNIA
Alamedo.. ..

Long Beach..
Long Beach
Los Angeles.
Los Angeles.
Los Angeles.
Modesto......
Oakfond...
Oroville
Pasadena
Red Bluft.
Richmpnd. 5
Sacramento. ... ... KXOA
San Diego
San Diego s o]
San Froncisco ... KJBS
San Francisco d
San Lyis Obispo........... KPIK
San Muteo e KSMO
Son Rifael R 1]
Santa|Barbaro. ... KTMS
Santa|Maria. KCoY
Santa| Rosa. KSRO
Vallejo KGYW
Visalin KTKC
J COLORADO
Boulder KBOL
Colorgdo Springs. . KRDO
Denver. . KMYR
Denver ... KvOD
Grand Junction KFXJ
Greeley. KFKA
Pueblo. KCS4
Trinidad KCRT
CONNECTICUT
Hartford. WTIC
New Haven. WELI
DELAWARE
Wilmington. WILM
Wilmington. WAMS

WASHINGTON, D.C.

Washington. CWINX
Washe’ngmn. LWOL
Washjngton. WTOP

FLDRIDA
Crestview. . WCNU
Daytona Bench. WMF)
Goinesville.. .. ... WRUF
Hollywood .. WINZ
Jacksonville.... . WIHP
Miami WGBS
Miami Beach. .. .WLRD
Ocala. . .. . WTMC
Orlando. ... .. WLOF
Palatha ... WWPF
Pensacola...... WBSR
Quincy.... .. WCNH
Sonford...... .. WTRR
Sarasota. ... WSPB
Tompa. s WART
Tompo.. . WFLA
West Palm Beach. . WIRK

GEORGIA
Atlanta
Atlanta.

Atlanta
Augusta...
Brunswick .
Cortersville....
Cafumbus.
Bawson.......
Fitzgerald.
Gainesville.
Macon......
Rome..
Savonnah.
Thomasville....

IDAHO
Coeur d'Alene. . .. KvNl
Lewistown. ... KRLC
Nampa KFXD
Pocatello. KSET
Twin Falls, KTF)
Weiser v KWED

ILLINOIS

Alton.
Aurora
Bloomington.
Canton.
Centrulia.....
Chicago.
Chicago.
Chicago......
Chicago....
Cicero. ...
Decatur.
Effingham.
Joliet

Lo Salle.
Pekin
Peorin
Quincy.
Springfield.

INDIANA
Bloomington. ... WTOM
Evansville.. . WEOA
Fort Wayne....... WGL
Indianapolis. .. WIBC
Richmond. ... . WKBY
South Bend. _WIVA
Terre Haute. . WTHI
Vincennes................. WAOV

10WA
Cedar Rapids. . WMT
Council Bluffs.... _..kswi
Davenport
Des Moines. ...
Des Moines. .
Fort Dodge. ..KVFD
fowa City. .. KXic
Keokuk. : KOKX
Mason City.... ... KSMN
Sioux City. . 414
Waterloo.. KAYX

KANSAS
Dodge City. KGNO
Goodland. .. KWGB
Great Bend. ..KVGE
Hutchinson. ... .. KWBW
Independence..... ...KIND
Pittsburg. ... KSEK
Salina. ....KSAL
Topeka. ... . WIBW
Wichita....... ....KANS
Wichita. ...XFH

KENTUCKY
Lexington.. ..
Louisville
Louisville
Owensbor
Paducah.

LOUISIANA
Alexendria. ..

Bastrap

Baton Rouge..
Lake Charles.
New Orleans.
New Orleans.

Bangor. WGUY
Portland. WGAN
MARYLAND
Annapolis WANN
Baoltimore WASA
Bethesda .WBCC
Bradbury Heights. . WBUZ
Hogerstown. WIE)
Silver Spring. WOOK
MASSACHUSETTS
Boston............. WEEI
Boston. WHDH
Boston. WMEX
Brockton. .....WBET
Fall River. .. WSAR
Holyoke. ... ... WHYN
Pittsfield..... WBEC
Salem WESX
Springfield. WSPR
Walthem. ... WCRB
Worcester..... WORC
MICHIGAM

Battle Creek. .

Bay City
Benton Harbor
Dearborn
Detroit
Detroit.
Detroit.
Detroit.
Detroit
Flint. ...
Flint....
Flint.

Grand Rapids
Grand Ropids.
1ron Mountain
Ishpeming.
Lansing
Maorquette.....
Port Huren. ...
Saginaw. .
Soult Ste. Marie

MINNESOTA
Bemidji KBUN
Craokston..... <o KROX
Duluth . KDAL
Eveleth WEVE
Grand Rapids. ... KBZY
Mankato . KYSM

oup

600 Radio Stations say, “‘Soup’s on!” 600 Lang-
Worth affiliates make available a NEW and spe-
cialized commercial program service for advertisers

Minneapalis. . KSTP

Minneapolis w0
St. Cloud .. KFAM
Worthington. . "KWOA

MISSISSIPP)

Brookhaven ... WIMB
Greenwood. . ... WGRM
Hattiesburg.

Meridian. .
Natcher.
Vicksburg

MISSOURIL

Columbia
Farmington
Jeflerson City.
Joplin.
Kansas City...
Kansas City
Lebaron

St. Genevieve.
St. Louis.

St. Louis.

St. Lovis.

MONTANA
Araconda..
Billings
Bozeman.
Butte,
Great Falls.
Hetena..
Livingston.
Missoula....
NEBRASKA
Lincoln. .....KFAB
Lincoln. .. KOLN
Narfolk ... WIAG
North Platte. . KODY
Omaha ~KOAD
NEVADA
Rena. ...koLo
NEW HAMPSHIRE
Claremont.... WLOB
Concord WKXL
Manchester WFEA
NEW JERSEY
Asbury Park.... LWILK
Atlantic City. ... WFPG
New Brunswick WDHN
Paterson. ... WWDX
Vinelond. WWBZ
NEW MEXICO
Alburquerque KVER
Roswell. ... KGFL
NEW YORK
Buffalo..... ... WEBR
Buffalo.. oo WBEN
Elmira
Ithaca. .. SWHCU
New York City. ....W(BS
New York City. ... WNEW
Ningaro Falis.. WHLD
Niogara Falls. WL
Rochester.
Rome.
Schenectady.
Schenectody.
Syracuse.
Syracuse.
Troy

and agencies — Come and get it}

NORTH CAROLINA

Asheville.
Asheville...
Burlington.
Chartotte.
Duna
Burham. .. -
Elizabeth City....
Fayetteville,
Forest City....
Gaostonia.
Henderson..
High Point
Jacksonville.
Kannapolis.
Kinston........
Lenoir...
Lexington
Morganten. .
New Bern
Roonoke Rapids.
Rockingham.
Solisbury.
Tarboro..
Washingten ...
Waynesville.
Winston Salem

NORTH DAKOTA
Mandan KGCU

OHIO
Akron.
Alliance
Ashlond. ..
Ashtabula.

i. .
Cleveland His..
Columbus...
Columbus.
Coshocton....
Duyton. ..

East Liverpool.
Findlay

Lima

Marietta
Middletown,
Sandusky
Springfield.....
Toledo.
Toledo.
Warren
Worthington
Youngstown
Zanesville.

OKLAHOMA

Muskogee .. KMUs
Oklahoma City. ... KBYE
Oklahoma City. KTOK
Okmulgee.
Shownee. ...
Tulsa. ..
Tulsa
Woodward

OREGON
Astoria....
Bend.
Corvallis.
Eugene..
La Grande...
‘Medford
Oregon City...
Portland.
Partland.....
Partland..

PENNSYLVANIA
Allentown. ... WKAP
Altoona. .. WFBG
Altoona. ... . WYAM
Braddock. . WLOA
Butler .WISR

¢ o

The following Radio Stations are Lang-Worth affiliates

Connellsville. ...

Johnstown.....
Lancaster. ...
McKeesport..
Meadville
Norristown.
Philadelphia.
Philodelphia.....
Scranton
Sharon. ...
Stote College
Sunbury..
Washington.
Wilkes Barre.

RHODE ISLAND

Providence. .....WPRO
Providence. _..WPJB

SOUTH CAROLINA

Anderson.
Cherleston.....
Florence. ...
Gaffney..
Greenville.
Orangeburg..........
Rock Hill ..
Spartanburg.
Sumter.

SOUTH DAKOTA
Sioux Falls. KIsp

TENNESSEE

Bristol.
Chottanoaya.
Cleveland.
Cookeville.
Johnson City. .
Kingsport,
Knoxville.....
Knoxville....

Memphis.....
Nashville
Paris.

Tullahoma.

TEXAS

Abilene,
Alice.
Amarillo.
Athens
Austin. .
Beaumont.
Borger.
Breckenridge.
Brenham.
Brownwood,
Corpus Christi
Corsicana.
Dalhart.
Dallas.

El Campo.

El Paso.

El Paso...
Fort Worth....
Fort Warth.
Goose Creek
Houston....
Houston.
Haouston. ..
Jacksonville.
Littiefield.
Longview..
Lubbock.
Lufkin. ...




McKinney. ...

Nuocogdoches KOSF
Odessa.............. KECK
Port Arthur . .. KOLE
Son Antonio.. ... ... KTSA
San Antonia. ... KMAC
Stephenville. .. KSTV
Sulphur Springs. KSST
Temple...
Tyler.......
Wesloco
Wichita Falls. ...
UTAH
Ogden.. ... ...KOPP
Salt Lake City. KNAK
YERMONT
Montpelier. WSKI
VIRGINIA
Alexandria........... WPIK
Arlington. o WEAM
Blackstone. L WKLY
Danville. WBTM
Fredericksburg... WFVA
Lynchburg. .. WLVA
Newport News. ... WHYU
Richmond. ... . . WMBG
Richmond. WRVA
Richmond. WXGI
Richmond. ... WLEE
.Roanoke . wps)
Roancke. ... WROV
Suffolk. ... . . WLPM
Waynesbaro.. ... WAYS
Winchester............. WINC
WASHINGTON
Ellensburg. ... KXLE
Omak..... ... KOMW
Seattle. ... KING:
Seattle - Komo
Seattle. ... KRSC
Spokene. ... . KXLY
Spokane KREM
Tacoma Lokl
Walle Walla.... KU)
Yakima. .. KIMA
WEST VIRGINIA
Charleston. WCAW
Clarkshurg. . ... .WBLK
Fairmony. . WMMN
Huntington. . WSAL
Wheeling. ... WWVA
WISCONSIN
Appleton. WHBY
Eou Clgire. ... WEAU
Green Bay. wouz
Jonesville WweLo
Kenosha wLIP
La Cross WKEH
Merrill JWLIN
Milwavk - . WMLO
Milwavkee. L WMAW
Rhinelander ... WoBT
WYOMING
Sheridan. KWYo
ALASKA
Anchorage. .KFQD
Fairbonks. ... KFRB
Juneay.. KINY
Ketchiko - KTKN

HAWA(L

Hile. ... . .. KIPA
Honolulu. . KHON
Honoluly. . -KPOA
Maui. . .. kKmvl
PHILIPPINES
Manila. _KIRH
CANADA
ALBERTA
Calgary N .. CFCN
Edmonton..... . . CFRN
Lethbridge.. ...2J0c
BRITISH COLUMBIA
Kelowno. .. .. Kov
Fort Albeeni. . (AvV
Vancouver. ... CKWX
MANITOBA
Flin Flon CFAR
Winnipeg. -CKRC
NEW BRUNSWICK
St. John . . CHSJ
NOVA SCOTIA
Antigenish. COFX
Halifox... . CHNS
ONTARID
Kingston.. .
Kirklond Loke.
London.
North Bay. .. ...
Ottawo.
Peterborough.
Port Acthur. .
St. Thomos.....
Sarnia. ...
Timmins.
Toronto..
Toronto,
Toronta..... ..

Toronto, ..
Winghom........... ... CKNX
PRINCE EDWARD ISLAND
Charlottetown. CFCY
QUEBEC
Montreal CQaD
Montreal. (KAC
Quebec. ... - CHRC

Ste. Anne de lo
Pocatiere. CHGB
Verdun... KL
SASKATCHEWAN
Moose Jaw. CHAB
Regina. CKRM
Saskatoon. -CFac
©

FOREIGN MARKETS

This specialized com-
mercial program service
is also available from
Lang-Worth affiliated
radio stations located in
many foreign markets:
South America, Mexico,
China, Madagascar,
Tangiers, Ethiopia —
station listing furnished
upon request,

The story behind Lang-Worth’s Specialized Program Service
for Advertisers is well worth the telling. Suffice it to say,
however, that 3 years of planning and several hundred
thousand dollars have gone into its fulfillment!

Its greatest endorsement is its success — first offering, THE
CAVALCADE OF MUSIC, announced March 1, 1948, is now
50% sold out!

As of this date, you can still sponsor ‘‘CAVALCADE’’ (via
transcriptions) in a few open territories . . . but hurry! Each
“CAVALCADE’’ show is $5,000 worth of big-time production
. . . a half-hour musical featuring D’Artega’s Pop-Concert
Orchestra and 16-~voice chorus and starring headline guests
. . . Tommy Dorsey, The Modernaires, Anita Ellis, Vaughn
Monroe, The Riders of the Purple Sage, Tito Guizar, Frankie
Carle, Tony Russo, Rose Murphy, The 4 Knights and others
— scheduled for 52 weeks.

Available June 1: THROUGH THE LISTENING GLASS . . . a
half-hour production revealing a “*Wonderland of Music.”
Romantic songs by Johnny Thompson, Joan Brooks and
Dick Brown. Memory melodies with The Lang-Worth Chor-
isters and starring the radiant voices of The Silver Strings
— scheduled for 52 weeks.

Additional Feature Programs, conceived, designed and pro-
duced especially for commercial sponsorship, will be made
available by all Lang-Worth affiliates at intervals of 30
days, beginning July, 1948. Coming up:

THE COTE GLEE CLUB — 15 minutes, 5 times weekly. Stars
the most popular male singing aggregation in radio. Spot-
lights a ‘*memory corner’’ in each show (52 weeks).

GIT ALONG COWBOY — Songs of the Golden West, starring
Foy Willing and The Riders of the Purple Sage, Elton Britt,
Slim Rhodes, Rosalie Allen and Jack Pennington. Special
interest spot is a 2-minute romantic yarn of the pioneer
west designed as a feature for the station announcer. 15
minutes, 3 per week, 52 weeks.

For costs and time availability covering these or any other
Lang-Worth Transcribed Features, from 5 minutes to 60,
contact any Lang-Worth Affiliate or its station representa-
tive. For complete information on talent, program format,
promotional material and future releases, contact Lang-
Worth direct.

SOUP’'S ON — COME AND GET IT!




Wagstaff, 'Walter E., KIDO Boise, Ida.,
Biltmore

Waliles, Ltie B., Fort Industry Co., De-
troit,. Billtmore

Wallace, James W., KPQ Wenatchee,
Wash.

Wallack, Chester,
Kan., Biltmore
Wardell, Gordon,
Mo., Alexandria
Warner, Jack L., KFWB Los Angeles
Warren, Charles C., WCMI Ashland, Ky.,

Biltmore
Watts, Duane L., KHAS Hastings, Neb.
Watts, Pdte, KYOR San Diego, Alex-
andria |

KVGB Great Bend,
KGBK Springfield,

Waugh, Irving, WSM Nashville, Bilt-
more
Wayland, Charles, Washington, Alex-
andria
Weed, C. C., Weed & Co. New York,
Biltmore
Weed, Joseph J., Weed & Co., New
York, Biltmore

Wehrmann, Henry F., WTPS New Or-
leans, Alexandria

Weiss, Lewis Allen, KHS Hollywood

Weldon, illlam H., John Blair & Co.,
Chicago, Biltmore

Wentworth, Ralph, BMI New York

Westlund, Arthur, KRE Berkeley, Calif.,
Biltmore

Wetzel, Grant, Collins Radio Co., Cedar

Rapids, | Iowa

Wheelahan, H., WSMB New Orleans,
Biltmore

Wheeler, Chet, KWIL Albany, Ore., Bilt-
more |

Advance Registration
MANAGEMENT CONFERENCE (Continued from page 16)

Wheeler, Edward A., WEAW Evanston,
Il1., Biltmore

Wheeler, Edwin K., WWJ Detroit, Clark

Wheeler, Willilam A., Columbia Trans.,
Hollywood

Wilkins, Berne W., KFWB Los Angeles

Wilkins, J. P., KFBB Great Falls, Mont.,
Biltmore

Wilkinson, Vernon L., KAGH Washing-

on

Willls, J. E., WLAP Lexington, Ky.,
Biltmore

Wilson, Davld, KPLC Lake Charles, La.,
Biltmore

Wilson, Willilam M., Wm. G. Rambeau
Co., New York, Biitmore

Winger, Earl W., WDOD Chattanooga,
Tenn., Biltmore

Wwitt, Harry, KNX Los Angeles

Wolever, Jack, KTHS Hot Springs, Ark.

Wollenhaupt, Arthur F., WKIP Pough-
keepsie

Wood, Phil,
Biltmore

Woodruff, Jim W., Jr., WRBL Colum-
bus, Ga.. Hollywood Plaza

WFMJ Youngstown, O.,

Woolley, Easton C., NBC New York.
Ambassador
Wooten. Hovt B., WREC Memphis,

Hollywood Plaza

Wyckoff, Marion S., Alvin Epstein
Agency, Washington
Wylie, Margaret. J. Walter Thompson

Co., Chicago, Biltmore
—Engineering

Albertson, Fred W., Dow, Lohnes &
Albertson, Washington, Biltmore

Anderson, Arthur C., KTAR Phoenix

Anderson, Vernon H. KLOU Lake
Charles, La., Biltmore

Antony, W. E,, KWKH Shreveport, La.,
Alexandria

Arnold, George, Jr., WTAD Quincy, Ill.,
Biltmore

Arnow, B. B. UAW, Detroit

Barnes, Bertram B., WAPO Chattanooga,
Tenn.
Bauridel, John, KIEM Eureka, Calif.,

Beatty, J. Frank, BROADCASTING,
Washington, Biltmore
Belle Isle, A. G., WSYR Syracuse, Biit-

more

Benedict, E. J.,, Fed. Tel. & Radio,
Clifton, N. J.

Bernard, J. J., KOMA Oklahoma City

Bice, Max H., KTNT Tacoma, Wash.,
Biltmore

Page 26 o
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~” IN ONE YEAR —

1=CITY COLLEGE OF NEW YORK

OVER-ALL PROMOTION

2-B/LLBOARD MAGAZ/INE
OVER-ALL PROMOTION

VIS MEMORIAL
ANNOUNCER AWARD

4~ PABST SALES AWARD

et

EDDIE CANTOR CAMPAIGN

BROADCASTING o

Wynn, J. M., WHAS Louisville, Ambas-
sador

Wynne, Lee, KGER Los Angeles

Wynne, W. A.. WEED Rocky Mount,
N. C., Biltmore

Yarbrough, James E., WDBO Orlando,
Fla., Biltmore

Yoder, Lloyd E., KOA Denver, Biltmore

Young, Frances E., J. Walter Thompson
Co., San Francisco

Young, William E. Capitol
Hollywood, Biltmore

Records,

Conference—

Bicket, Harold. KTAR Phoenix

Binns, F. D.,, WLAC Nashvllle, Biltmore

Birkenhead, Warren, Capitol Records,
Inc.., Hollywood

Bishop, J. Dige, WCTA Andalusia, Ala.

Black, H. Neil, KSMO San Mateo, Cal.

Blatterman, H. L., KFI Los Angeles

Blaylock, L. B., Fed. Tel. & Radio, Clif-
ton, N. J.

Bloom, J. D.,, WWL New Orleans

Bookwalter, Louis S., KOIN Portland,
Ore.

Boundy, Glenn G., Fort Industry Com-
pany, Detroit. Biltmore

Bowman, Les, KNX Los Angeles

Bovd, Gerald F., WPAY Portsmouth, O,
Biltmore

Breed, Lewis B., WSPR Springfield,
Mass.

Breeding, Charles S.. KRUX Phoenix

Bremer, Frank V., WAAT Newark, Ross-

lyn

Brl}égs, M. R., Westinghouse, Baltimore,
Biltmore

Broadhead, D. K. Allied Record Co.,
Hollywood

Brown, J. S., Andrew Corporation, Chi-
cago

Brcv%n, Orrin H.,, KSBR San Bruno,
Calif., Biltmore

Brawn, R. M., KALE Portland, Ore..
Biltmore

Carson, Harold R., All Canada Radlo,
Calgary, Alta., Ambassador

Chandler, George C., All Canada Radio,
Vancouver, B, C.

Chandler, H. J., KFLW Klamath Falls,
Ore., Clark

Wells R, KWGD St. Louls,
Biltmore

Church, Arthur B.,, KMBC Kansas City,
Biltmore

Cisler, S. A., WWSO Springfield, O.,
Biltmore

Clark, Plez S., KFH Wichita, Biltmore

Clark, Robert W., WNBT New York

Clay, Henrv B., KWKH Shreveport, La.,
Alexandria

Clayton, Vincent, KSL Salt Lake City,
Biltmore

Cogshall, P. C., Fed. Tel. & Radlo, Clif-
ton, N. J.

Cole, H. J.,, Fed. Tel. & Radlo, Clifton.
N. J.

Cook, George R., WLS Chicago

Cormack, Alan N., KQW San Francisco,
Biltmore

Cosman, J. W., Fed. Tel. & Radlo, Clif-
ton, N. J.

Cox. G. Russell, Andrew Corp., Chicago,
Biltmore

Craven, T. A. M., WOL Washington,
Blltmore

Crumbaugh, Luther, KGER Long Beach,
Calif.

Curran, George, KFI Los Angeles

Curtis. James R.. KFRO Longview, Tex.,
Billtmore

Dabadie, J. Roy, WJBO Baton Rouge,
La.

Dadisman, Amos C., KFH Wichita, Bilt-
more

Davidson, Herb, KWIL Albany, Ore.

Davis, George C., Washington

De Ryder, Herbert, WAAT Newark,
Rosslyn

Dickinson, Irvin. McClatchy Stations,
Sacramento, Biltmore

Dieringer, Frank A., WFMJ Youngs-
town, O., Biltmore

Doolittle, F. M., WDRC Hartford

Ebel. James A., WMBD Peoria, Ill,, Am-
bassador

Eitel. W. W., KSBR San Bruno, Calif..
Biltmore

Elphicke. F. H.,, CKWX Vancouver, B. C.,
Ambassador

Enoch, Robert D., KTOK Oklahoma
City, Blltmore

Evans, A. E.,, KGO San Francisco, Bilt-
more

Fehlman, Robert C., WHBC Canton, O,
Biltmore

Felthousen, Arthur Q., C. P. MacGregor
Co., Hollywood

Fetzer, John E. WK2zZO Kalamazoo,
Mich., Ambassador

(Continued on page 30)
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OW.LAND’S banks are bulging with money—its RADIO STATION

farmers are the richest in the world. What a market
for whatever you have to sell!

And in this market—WOW can do your advertising
job ALONE!

Call your nearest John Blair office or Webster 3400 INC.
in Omaha. OMAHA, NEBRASKA

590 KC - NBC ~ 5000 WATTS

*96% (77 out of 80) NBC shows have
better Hooperatings on WOW than they Owner and Operator of

do. metonsily’ KKODY A1 NORTH PLATTE
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Albuquerque
Beaumont
Boise
Buffalo
Charleston, S. C.
Columbia, S. C.
Corpus Christi
Davenport

Des Moines
Denver

Duluth

Fargo

Ft. Worth-Dallas
Honolulu-Hilo
Houston
Indianapolis
Kansas City
Louisville
Milwaukee
Minneapolis-St. Paul
New York
Norfolk

Omaha
Peoria-Tuscola
Portland, Ore.
Raleigh
Roanoke

San Diego

St. Louis
Seattle

Syracuse

Terre Haute

WHO

KVOD
WDSM
WDAY
WBAP
KGMB-KHBC
KXYZ

WISH
KMBC-KFRM
WAVE
WMAW
WTCN
WMCA

WGH

KFAB
WMBD-WDZ
KEX

WPTF
WDB]J

KSDJ

KSD

KIRO

WFBL
WTHI

Television

Fort Worth-Dallas

New York
St. Louis

WBAP-TV
WPIX
KSD-TV

CBS
CBS
CBS
NBC
NBC
NBC
NBC
ABC
ABC
NBC
ABC-NBC
CBS

ABC
CBS
NBC
ABC
ABC
IND
ABC
CBsS
CBS
ABC
NBC
CBS
CBS
NBC
CBS
CBS
ABC
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ATLANTA DETROIT

][F you' believe that “a big nighttime show”
is the answer to every radio advertiser’s
prayer, take a look at the Hooperatings for your
favorite programs in a dozen different cities.
They’ll vary all over, because of wide differ-
ences in sectional tastes, in the power and accept-
ance of each individual station, etc., etc.

The only way you can use the best station in
each market (and the kind of programs that
each audience likes best) is with spot broadcast-
ing—Bull’s-Eye Radio. You can buy more audi-

ence-per-dollar with spot broadcasting than with
any other medium. And that’s what WE call
“more effective radio”.

Free & Peters are pioneer station representatives.
We know spot radio as you know the intricacies
of your own industry—the opportunities as well
as the places “fools rush in where angels fear
to tread”. We like nothing better than to share
our experience with agencies and advertisers
who want more effective radio. May we—

with you?

FREE & PETERS, inc.

Pioneer Radio and Television Slalion Represenlatives
Since May, 1932

NEW YORK
FT. WORTH

CHICAGO

HOLLYWOOD SAN FRANCISCO
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Flétcher.( Henry H., KSEI Pocatello,
Ida., _g.exandria ]
Flynn, ®R. M., KRLD Dallas, Clark o -
Foss, Willlam L., Washington AdVGI’\CG REQISfI'G'l'IOI’\
Godley, |[Paul, Upper Montclair, N. J. ENGINEERING CONFERENCE (Conti 6
Gray, Wjlliam A., Raytheon, Waltham, E = ( Cag from page 2 )
Mass., (Biltmore
Gxﬁe.ssham, Stokes, Jr.,, WISH Indianapo-
Hoffman, Edward, Fed. Tel. & Radio, La-Marque, J. W, Graybar, New York
. Griffiths| A. E.,, KOTA Rapid City, 8. D. Clifton, N. J. City, Biltmore ’
Grove. Wm. C.,, KFBC Cheyenne, Wyo., Hoskins, WWNC Asheville, N: C. Lamons, Robert, Fed. Tel. & Radlo,
GBlltt.}rln rem N do B e Hocwell.cR,ei(‘. KFXJ Grand Junction, Clifton, N. J.
- Gunthe nk A., Radio Eng. Lab., ol., Clar La: . N. F
“Long fuiand Oity] N. ¥, Biltmore ~  Hurd, Freeman, IBEW Washington  Lovimson, Col. Nathan, KFWB Lot An-
Hass, G Harvey, KFSG Los Angel Hurt, Edward P., KFXD Nampa, Idaho geles : '
, C. 0 ngeles
_  Ing, George W. KONO San Antonio, Livesay, Ray, WLBH Mattoon, Il
A, Bilvmore o7 WBRG Birming phlemandrla e Francico,  Aagton, Ciiford, KTUC Tussen,
. R. A, n sco, B
H‘g;ﬂ:r'x réolse LIS R e b Alexandria Lodge, ;Nﬂ:{ B., CBS New York, Chap-
H%ﬁ?‘tg b }? JA-. Fed. Tel. & Radlo, Jackson, A. H., Blaw-Knox Div., Pitts- m’{,’z’e‘s E};ornce L., Dow, Lohnes and
o R Eh I S burgh, Blltmore Albertson, Washington, Biltmore
srmony R. N, Westinghouse Corp., Jeffers, Charles L., WOAI San Antonio j,vet Paul A., WHO Des Moines, Bilt-
Baltimore, Biltmore Johnson, Albert D. KOY Phoenix, Gre ’ '
Hl:grlsOﬁ, g J., Fed. Tel. & Radlo, Clif- Biltmore
LN Johnson, Leslle C., WHBF Rock Island,
. Haselman, Communications Products I, Clark ¢ g:c? 1:::;“'F.Benksﬁ K%ﬂ;fhl,{,?lm“gm-
Co., Keyport, N. J., Alexandria Johnson, Seymour, KFI Los Angeles L0 B S 0255 Sy
Hassett,|Verne, KSRO 8anta Rosa, Calif. Johnson, Col. Geo. C., WDBO Orlando, M J D. W Philadeiphi
Hathawgy, Jarrett L., NBC New York, Fla., Biltmore %llﬁﬂn: ames D., WPTZ elphia,
Alexagdria Jones, Donald L., KCIL Houma, La. o 3 YT (]
Herbert,| Guy F., All Canada Radlo, To- Maddox, R. G., Fed. Tel. & Radlo, Clif-
ronto,| Ont., Ambassador Karpisek, Wm. J., KCNA Tucson, Ariz., ton, J.
Herold, Joseph, WOW Omaha, Alexan- Hayward Malone, E. A.,, KUIN Grants Pass, Ore.,
dria Konynenburg, F. Van, WTCN Minne- Alexandria
Hirsch, (Oscar_C., KFVS Cape Glrar- apolis Martin, L. I, KFXD Nampa, Idaho
deau, |Mo., Biltmore Krelstein, Harold R., WMPS Memphis Mason, Curtis W., KFI Los Angeles
di // invited | t
ou are coraida y tnutte 0O mee
of
[11 9 29
Art Baker’s Notebook
and
Jimmy Scribner
creator of
[11 99
Sleepy Joe
'
: at the
6000 SUNSET BLVD.
HEmpstead 1177
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Merino, John, KFSD San Diego, Bilt-
more

Miller, Dr. Burt, KFWB Los Angeles

Mlller, Clifford R., KOY Phoenix, Ariz.,
Biltmore

Mills, Gordon H., Kudner Agency, New
York, Biltmore

Milton, Vern, KUSN San Diego, Calif.,
Alexandria

Morgan, Clem, KVGB Great Bend, Kan,,
Biltmore

Morrissey, Col.,
Biltmore

Mpyers, Harry, KFWB, Los Angeles

T. G., KFEL Denver,

Nickell, G. E.,, KUIN Grants Pass, Ore.,
Alexandria

Oakley, Ron, KFAC Los Angeles, Am-
bassador

O'Hagan, J. E., Allled Record Co., Hol-
lywood

Olson, Alvor E., KIEM Eureka, Calif,,
Biltmore

Pangborn, H. W., KNX Los Angeles

Pepper, John R., WDIA Memphis, Bilt-
more

Pyle, K. W., KFBI Wichita, Biltmore

Ranger, R. H., Rangertone Inc., Newark,
Biltmore

Rees, David H., KWSD Mt.
Calif., Blltmore

Reineke, Earl, WDAY Fargo, N. D.

Reinholdt, Robert B., KWIN Ashland,
Ore., Biltmore

Reinsch, J. Leonard, WSB Atlanta, Ga.

Rhinow, A. W. Fed. Tel. & Radlo,
Clifton, N. J.

Rosenhaus, Irving R., WAAT Newark,
N. J., Rosslyn

Shasta,

Runyon, C. R, III, Radio Eng. Lab.,
Long Island City, N. Y., Biltmore

Schroeder, R. J.,
Iowa, Biltmore .

Scott, George, Fed. Tel. & Radlo, Ciif-
ton, N. J.

Shipeley, Larry, WJMO Cleveland, Bilt-
more

KMA Shenandoah,

Simon, C. J., General Electric Co., Syra-
cuse, Rosslyn

Slavick, H. W., WMC Memphis, Alex-
andria

Smith, Carl E.,, WHK Cleveland, Bilt-

more

Snider, Robert E., KTUL Tulsa, Bilt-
more

Snyder, Glenn, WLS Chicago

Staubitz, E. J.,, Blaw-Knox Co., Pitts-
burgh, Biltmore

Stone, Earl J.,
Mich., Biltmore

Strampfer, John, Presto Recording, New
York, Biltmore

8tudebaker, Gordon, KSON San Disgo,
Biltmore

WEIL Battle Creek,

Telbott, Edward P.,, KROD El Paso,
Alexandria

Taishoff, Sol, BROADCASTING Maga-
zine, Biltmore

Tapp, Jay E., KNOB Long Beach, Calif.

Taylor, Gerald L., KMBC Kansas City,
Biltmore

Taylor, Ted O. L., KGNC Amarillo, Tex.,
Ambassador

T%m}lr;. Raymond B., KNOB Long Beach,
alif.

Torrey, W. H., KGNC Amarillo, Tex.,
Alexandria

Towne, Alfred E.,, KSFO San Francisco,
Biltmore.

Towner, Orrin W. WHAS Loulisville,
Biltmore

Treaster, L. A.,, KSGN Sanger, Calif.

Wallace, James W., KPQ Wenatchee,
Wash.

Wallack, Chester,
Kan., Blltmore

Webster, Norman B., McClatchy Sta-
tions, Sacramento. Biltmore

Wehrmann, Henry F., WIPS New Or-
leans, Alexandria

KVGB Great Bend,

Weldon, James O., Washington, Bllt-
more

Wheeler, Chet, KWIL Albany, Ore,
Biltmore

Wheeler, Leavenworth, KYUM Yuma,
riz.

Wilcox, Nathan, KFMJ Tulsa

Willlams, Nathan, Consult. Eng., Osh-
kosh, Wis., Clark

Wilson, George A., WKRC Cincinnati,
Biltmore

Woodruff, Jim W., Jr., WRBL Columbus,
Ga., Hollywood Plaza

Wooten, 8. D, Jr., WREC Memphis,
Hollywood Plaza

Wright, Omer, N., KDON Monterey,
Calif.

Wyckoi"r, Marion 8.,
Agency, Washington

Yarbrough, James E., WDBO Orlando,
Fla., Biltmore.

Alvin  Epstein

Telecasting



RAYTHEON
AM - FM - TV
BROADCAST EQUIPMENT

LOOK TO RAYTHEON
FOR ALL YOUR NEEDS




RAYTHEON Presents

A complete line of

RAYTHEON MANUFACTURING COMPANY

COMMERCIAL PRODUCTS DIVISION
WALTHAM 54, MASSACHUSETTS

Industrial and Commercial Electronic Equipment,
FM, AM and TV Broadcast Equipment, Tubes and Accessories




BOSTON, MASSACHUSETTS
Chris F. Brauneck
1124 Boylston Street
KE. 6-1364
CHATTANOOGA, TENNESSEE
W, B. Taylor
Signol Mountain
8-2487

CHICAGO 6, ILLINOIS
Warren Cozzens, Ben Farmer
COZIENS & FARMER
222 West Adams Street
Ran. 7457

DALLAS 8, TEXAS
Howard D. Crissey
414 East 10th Street
Yale 2.1904

LOS ANGELES 135, California
Emile J. Rame
1255 South Flawer Street
Rich. 7-2358

NEW YORK 17, NEW YORK
Henry J. Geist
60 Eost 42nd Street
MU. 2-7440

SEATTLE, WASHINGTON
Adrian VanSanten
135 Harvard North
Minor 3537
WASHINGTON 4, D. C.
Raytheon Manufacturing Co.
739 Munsey Building
Republic 5897

EXPORT SALES AND SERVICE IN FOREIGN COUNTRIES —Raytheon Manufacturing Co., International Division, 50. Broadway, New York 4, N.Y., WH 3-4980




Television Set Mod-el

Number
B R R of Tubes

»
8 &

28
28

25

36

22
24
21

36
26

26

23
23
23
23

29

(Continued from page 18)
Type of 3
Manufadturer Model Service M
R
Yifa
Sightmaster Corp. Table TV-FM 12 in.
12-8-1 Tube
Club TV-FM 15 in.
15-C-11 Tube
Home TV-FM 15 in.
15-C-12 Tube
Stromberg- Console TV 10 in.
Carlson TV-10-L Tube
Westinghouse Console TV 10 in.
Electric Corp. H-181 Tube
RECEIYERS FROM $600 TO $900
Andrea Radio Table TV-AM-FM 12 in.
Corp. T-V312 Tube
Console TV-AM-FM 12 in.
C-vJiz Tube
Cleervue TV Console vV 12 in.
Corp. (The Twinset) Tube
Console TV-FM 15 in.
(The Regency) Tube
Consolidated Bar Model VvV 15 in.
TV Corp} BM-100 Tube
(Tele-King)
Crosley Div., Console TV-AM-FM-10 in.
Avco Mfg. Corp. 348-CP SW-Phono Tube
(Deluxe
Spectator)
Garod Elec- Console TV-AM-FM-10 and
tronics Corp. 42FMPT2 SW-Phono 12in Tubes
(Royal)
General Elec- Console 'rv- M-FM 10 in
tric Co. 602 Tu
Philco Cprp. Console TV 15x20 in.
2500 Proj.
RCA Victor Div. Console TV-AM-FM-10 in
730-TV2 Phono Tu
Consele TV-AM-FM-10 in.
= Phono Tube
Remington Radio Console TV-FM 12 in.
Corp. ‘rube
(Rembrandt)
Console TV-FM 15 in.
Tube
(Rembrandt)
Stewart-Warner Console TV-AM 10 in.
Corp. T711 Tube
Console TV-AM 10 in.
T711M Tube
Console TV-AM 10 in
T712 Tube
Console TV-AM- 10 in.
TCR721 Phono Tube
U.S. TV Mfg. Corp. Console TV-AM-FM-10 in.
T502 Phono Tube

RECEIVERS FROM $900 TO $1500

8ndr¢a Radio
Bace TV Corp.

Colonial TV Corp.

Allen B. DuMont
Labs. Inc.
General Elec-
tric Co.

Industrjal TV Inc.

RCA Vittor Div.

Sports-View
TV Co.
Stromberg-

Carlson|Co.

Stromberg-
Carlson| Co.

Telicor Corp.

Console
C0-VJ12

Table
150

Table

0
(Rainbew)
Table
2000

2001
(Club DeLuxe)
Console
1545
(Jefferson)
Table
(The Club)
Custom
910
Commercial
3R (Essex)

Console
648-PTK

Custom
(The Clubman)
Table
(Club Assembly)
Console
TV-10-P1
Console
TV-12-PGM

(The West-
chester)

Commercial
(The Teluxe)

RECEIVERS FROM $1500 TO $3000

Bace TV Corp.

Brunswick Div.,
Radio & TV Inc.

- Colonial TV Corp.

Page 34 o

Table
200
Console
(The Metro-
politan)
Mobile Console
2300

6300
(Vision Master)

May 17, 1948

TV-AM-FM- 12 in.

Phono Tube
vV 18 in.
Tube
vV 18 in.
Tube
TV 20 in.
Tube

TV-AM-FM-15 in.

Phono Tube
TV-FM 15 in.
Tube
TV-AM-FM-18x24 in.
28W Proj.
TV-FM 15 in.
Tube
TV-AM-FM 13xz;) in.
TV 15x20 in.
Proj.
TV 15 in.
Tube

TV-AM-FM-10in.
Phono Tube

TV-AM-FM- 12 in.

SW-Phono Tube
VvV 15x20 in.
Proj.
TV 20 in.
Tube
TV-AM-FM-36x48 in.
Phono Proj.
TV Wall
Proj.

28
37
23

32

23

k1)

40
40

25

42

k1)
46

38

Rectifier
Tubes
% Channels

[ T I PUR )

Price
nstalla-~
fon

R ]
g1
g t

$475.00
3 $595.00
3 $595.00

—

$50.00
$50.00

—

7 $560.00 $65.00

8 $485.00 $55.00

13 $695.00
3 $795.00

$83.50
$83.50

—

—

3 $605.00
$750.00

$195.00 $100.00

8 $795.00 $70.00

13 $695.00
(10in.)
$795.00
(12 in.)

13 $725.00 $85.00

8 $795.00 $85.00

13 $675.00
$69.00

13 $795.00 $79.00

13 $695.00 $75.00

13 $895.00 $100.00

13
13
13

$674.00
$675.00
$675.00
$785.00

$64.00
$64.00
$64.00
$75.80

13 $745.00 $79.00

13 $995.00 $95.00
13 $1,145.00 $50-100
13 $950.00 $100.00

13 $1,350.00 $160.00

13 $1,095.00 $100.00

13 $1,095.00
13 $1,470.00 $165.00
13 $1,145.00

installed N.Y. area
13 $1,195.00 $95.00

13 $1,495.00
13 $1,050.00 $50.00
7 $985.00 $85.00
13 $1,195.00

Installed
13 $1,495.00 $100.00
13 $1,650.00 $50-100

13 $3,000.00 $225.00

13 $2,195.00 $100.00

VIDEO SET DISTRIBUTION IN THE NEW YORK VIEWING AREA
(Based en a survey of 33,074 TV set owners made by WPIX New York)

Home Sets Bar Sets Total

CITY AND SUBURBS 96.0 4.0 100 %
NEW YORK CITY. 51.3 1.9 53.2
Brooklyn 21.4 0.5 21.9
Queens -—- N3 0.4 1.7
Bronx 8.9 0.3 9.2
Manhatt 8.5 0.6 9.1
Richmond . 1.2 * 1.3
SUBURBS 44.7 2.1 46.8
Westch S 7.8 0.2 8.0
Essex — 7.4 0.3 7.7
N 6.9 0.2 7.1
Bergen - 4.7 0.1 4.8
Hud 4.6 0.3 4.9
Union 4.3 0.2 4.4
Passaic 2.6 0.1 2.7
Middlesex 1.8 0.2 2.0
M sth - - 1.7 * 1.7
Morris 0.9 * 1.0
Suffolk 0.6 * 0.6
Somerset 0.6 0.1 0.7
Fairfield 0.4 * 0.4
Ocean 0.2 * 0.2
Rockland _ 02 * 0.2
Mercer ___ . - * * 0.1
Sussex * * *
Putnam * * *
Hunterdon * * *
Orange . * * *
Warren * * *

* less Than .1 of 1%

BREAKDOWN OF NYC HOME SETS ACCORDING TO INCOME LEVELS:

Economic Rating No. of Sets % of All Income Levels
“A" (High!
A" (Hig - 2,123 12.5 |- ~5.5%
B (Upper Middle) ____________ 2,378 140 [
“C" (Middle) _____ = 10,196 60.1 |
“D” (Lower Middle} 1,257 7.4 }73.5%
“E" (Poor) __________________. 1,007 6.0 )
TE|ESfC“US vision bottleneck, since they must

(Continued from page 18)

Noticeable drop in projection mod-
els occurred during the month.

Sharp increases in TV output
are expected every month this
year, with the skyward trend sched-
uled to hold for several years,
at least. With some 250 stations
likely to be on the air by 1950,
the number of receiving sets in
the hands of the public is ex-
pected to be from 2,500,000 to
3,000,000 at the very least.

Manufacturers are quite aware
of these predictions, and are plan-
ning accordingly. Just a few weeks
ago RCA announced that it was
putting up a new cathode tube
plant at Lancaster, Pa., which
will double production of the big
viewing tubes.

These tubes still provide a tele-

be carefully made and are a costly,
custom-built item in an era of
mass production. As in all new
arts, manufacturers are learning
how to turn out cathode tubes in
quantity. RCA’s new tube build-
ing is to be completed by mid-
summer, indicating that a con-
stantly increasing public demand
for TV receivers is anticipated
by the company responsible for
much of television’s progress.

Moreover, manufacturers are
starting to produce lower-priced
models. Already several types are
available under $200 retail, though
they employ the small 7-inch tubes.
RCA is understood to be getting
a big 16-inch tube ready for large-
scale production, which eventually
is expected to bring into a lower
price range the sets equipped with
the popular 10-inch tubes.

Allen B, DuMont Console TV-AM-FM-15 in. 13 $1,795.00
Labs. Inc. (The Devonshire) Phono Tube
(Plymouth)
(Sherwood)
Console TV-AM-FM-20 in. 13 $2,495.00
(The Hampshire) Phono Tube
(Westminister)
Custom TV-AM-FM 20 in. 13 $1,795.00
(The Custom) Tube
General Elec- Console TV-AM-2FM 18x24 in. 35 7 13 $2,100.00 $165.00
tric Co. 901 2SW-Phono Proj.
Industrial TV Inc. Commercial TV-FM 20 in. 38 13 $1,995.00
1R Tube installed N.Y. area
Stromberg- Console TV-AM-FM-12 in. 22 3 7$1,195.00
Carlson Co. TV 12-Plm. Phono Tube installed
U.S. TV Mfg. Corp. Console TV-AM-FM 19x25in. 29 6 10 $1,595.00 $150.00
TS525 PIC Proj.
525L
Console TV-AM-FM-16x21in. 29 6 10 $1,795.00 $125.00
T507 Ph Proj.
Console TV-AM-FM 224%x 29 6 10 $1,795.00 $150.00
T-530L 30 in. Proj.
Console TV-AM-FM-16x21 in. 29 6 10 $1,795.00 $125.00
Té621 Phono Proj.
BROADCASTING e Telecasting



YOU MIGHT RACE AN AUTO ,
AT 403 M.P.H.'— Sl

BUT ...

YOU COULDNT

SMASH THROUGH
THE RADIO WALL
AROUND WESTERN MICHIGAN!

No matter how much power yon use from out-
side Western Michigan, you won’t really reach
this rich area. Why? Because the district is
surrounded by a wall of fading that outside

Mondays through Fridays, from 12:00 Noon

stations just can’t penetrate with any degree
of dependability.

By using WKZO in Kalamazoo and WJEF in
Grand Rapids, you’ll get your message across
to more people in Western Michigan than any
other station or combination of stations in
the area can reach. The figures from the latest
Hooper Report prove it.

* John R, Cobb was timed at 403.135 m.p.h. in a run at B

ille, Utak, S

to 6:00 p.m., for instance, WKZO shows a
55.2 Share of Audience—36.5 above its best
competition. WJEF shows 26.7—4.5 above
its best competition. The combination is in-

vincible, and at bargain rates. (Hooper Re-
port of Jan.-Feb., 1948.)

For further facts and figures, write us, or ask
Avery-Knodel, Inc.

ber 16, 1947,

WK0

jiM&" N KALAMAZOO
and GREATER WESTERN MICHIGAN

Wl EF

fa’k&‘ N GRAND RAPIDS

(CBS)

BOTH OWNED AND OPERATED BY

AND KENT COUNTY
(CES)

FETZER BROADCASTING COMPANY

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES

BROADCASTING o Telecasting
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MOST EFFECTIVE
PROGRAMS

another reason why CPN

18 the West’'s COMPLETE

Regional Network

COMPLETE IN COVERAGE, PROGRAM PRODUCTION, PROGRAM PROMOTION,



Just ask any Columbia Pacific Network advertiser

Here’s selling power. . .

A Columbia Pacific audience participation show brought
111,352 product labels (and 111,352 twenty-five cent
pieces) for a miniature ball point pen advertised by

one of the sponsors only 18 times.

Here’s low cost. . .

A Columbia Pacific Network sponsor of a news program
gets listeners for 57¢ per thousand for time ... 53.7%
less than the average cost per thousand for time on all

regional network news programs.

Such success does not merely happen. It is made to happen
by the sixty-one people in CPN’s program department...
people with more creating, writing and directing skills

than any other regional network on the Coast.

Our job is to create the most effective programs and the ’
epresented by

most effective advertising in the West. So when you think - RADIO SALES,
Radio Stations

of the Coast...and want the Coast to think of you... Representative, CBS;

) : . New York, Chicago,
think first of Columbia Pacific. l:,w A,.;raes, 1;:?:.1

San Francisco,
and Memphis

Columbia Pacific Network

The West's Complete Regional Network

NEWS REPORTING, ENGINEERING, MUSIC AND SOUND, STUDIO FACILITIES



NORTH CAROLINA
IS THE SOUTH’S
No. 1 STATE
AND
NORTH
§ CAROLINA’S

Vo]
| Salooman

\ l/.L}
WATTS
680 . I

RALEIGH, North Carolina
National Representative FREE & PETERS INC.

NBC

AFFILIATE




CODE COMES T0 L A

By J. FRANK BEATTY

TOP-LEVEL industry execu-
tives—nearly a thousand of
them—met in Los Angeles
over the weekend to face an
array of top-level problems,
headed by the Standards of
Practice.

Meeting for the first time
at an NAB Management Con-
ference, they will chart the
imhediate future of scheduled
broadcasting. Sessions, Monday
and Tuesday at the Biltmore Hotel,
feature the annual NAB conven-
tion week proceedings.

An agenda loaded with dollar-
mark topics includes the code,
along with labor relations, criti-
cal soaring of station operating
costs, and the pressure of intra-
industry and inter-media compe-
tition.

These down-to-earth operating
questions will vie for delegate at-
tention with pressing legislative-
regulatory problems. In the back-
ground of the agenda, but well in
the foreground of delegate discus-
sion, is the impact of the delicate
international situation on broad-
cast management.

Technical aquestions will come
before the Engineering Confer-
ence to be held Thursday and Fri-
day.

Hotel facilities for the 1948 con-
vention appeared well in hand at
the weekend, contrasted to the
chaos at Atlantic City last Sep-
tember. Main problem is the nor-
mal Los Angeles matter of get-
ting from one place to another in
the vast city area.

Reservations startad picking up
early last week, reaching 800 by
Wednesday, according to C. E.
Arney Jr., NAB’s convention man-
ager. Removal of danger of a pre-
convention rail strike had little
effect other than juggling of space
among rail and plane facilities by
delegates, he said.

Mr. Arney predicted that possi-
bly 1,200 would be registered by
Monday morning when the conven-
tion gets underway. Registration
at the Engineering Conference had
long since passed the 200 mark,

1948 Advertisers
By Product Groups
. .. Page 54-G

BT

TSR T

Judge MILLER

with indications it might reach 320

by Thursday when the two-day

technical session gets underway.
Top topic among broadcasters

Tops NAB Management Agenda

on convention eve is the Standards
of Practice, as was the case last
September at Atlantiec City. Since
that convention the code has gone
through four revision processes.

It comes to the Los Angeles con-
vention in abbreviated and dehy-
drated form, though still a tough
document calling for serious re-
vamping of practices at many sta-
tions (text of code published in
BROADCASTING, May 10).

Best pre-convention guess was
that the code may be submitted
to the NAB membership for a
mail referendum vote after the
convention, though there is a
chance the new Creed may receive
immediate industry and board ap-
proval.

Facing the board is a petition
already signed by some 300 mem-
bers calling for a referendum vote
on removal of the board’s code-
writing powers from the By-Laws.
Though the board is not obligated
to act on the petition during this
convention, according to an in-
formal interpretation of the By-
Laws, it is thought the expression
of industry sentiment will get seri-
ougs study Wednesday when the

new board meets. The old board’s
last meeting was scheduled Satur-
day, with new members-elect as
guests.

Actually the board can ignore
the code petition, instigated by Ed-
ward Breen, KVFD-KFMY Fort
Dodge, Ia., director-elect for small

BROADCASTING
Headquarters

HEADQUARTERS for
BROADCASTING'S staff during
the NAB Convention will be
connecting rooms 2235, 2236
and 2237, Biltmore Hotel.

stationg, until its late summer
meeting, it is believed.

Board action will depend to a
considerable extent on debate dur-
ing the Monday afternoon code dis-
cussion. Since a number of indig-
nant and vocal members are plan-
ning to enter the code arena with
heavy ammunition, repetition of
the Atlantic City battle royal
would not be surprising.

On the other hand, many of the

(Continued on page 41)

PROBE FIR

By JOE SITRICK

& RUFUS CRATER
BITTER CLASH Dbetween
Sen. Charles W. Tobey (R-
N.H.), acting chairman of the
Senate Interstate Commerce
Committee, and Committee
Member Homer E. Capehart
(R-Ind.) broke into the open
last Thursday in what was to
have been the final session of
the committee’s FM and tele-
vision probe.

The hearing, davoted largely to
re-airing FM Inventor Edwin H.
Armstrong’s charges that RCA and
FCC impeded FM, was carried
over to an as yet unnamed date
after Sen. Capehart precipitated
an acrimonious dispute with his
charge that Sen. Tobey ‘“has al-
ready made up his mind that RCA
is wrong and the other side is
100% lily-white.”

The session is slated to resume
‘“one afternoon” this week to per-
mit Paul A. deMars, Washington

WU RKS Tobey, Capehart Clash

consulting radio engineer, to com-
plete the statement he was making
when the Tobey-Capehart battle
developed. Sen. Tobey, who insti-
tuted the investigation single-
handedly at the end of the John-
son clear-channel bill hearings
[BROADCASTING, April 26], said
that would be “all for the present”
but promised more for the future.

The disagreements between the
New Hampshire and Indiana Sen-
ators had smouldered throughout
the day-and-a-half hearing, but
flarad Thursday afternoon, with
Sen. Albert W. Hawkes (R-N.J.)
also taking some part on Sen.
Capehart’s side.

Sen. Tobey told his Indiana col-
league that he had not known Prof.
Armstrong eight or ten years ago
but that he had since found that
he is “clear white and has a pure
soul.” He contended “the record of
the other side is not that way,”
and declared that “when you see

L o O W N
Sen. Tobey at the hea,rings-»

Sarnoff [Brig. Gen. David Sarnoff,
RCA president and board chair-
man], coaching witnesses, it's a
sordid picture and a rotten mess.”

The hearing produced an early
test of strength in which Acting
Chairman Tobey failed to muster a
majority of his colleagues in sup-
port of his argument that the hear-

(Continued on page 46)




[

Convention, Code,

EIGHT MONTHS ago the nation’s broadcast-
ers met in Atlantic City in annual convention.
The all-consuming issue was Standards of
Practice, or the code, if you use its nick-name.

Today, as the NAB meets in Los Angeles,
the burhing topic is still the code.

It shouldn’t be.

It shouldn’t be because:

Stamdards are the necessary first step to-
ward voluntary self-regulation.

Self-regulation is the necessary first step
toward retrieving for radio its full freedom,

removing the Government from the
torbibden field of program control.

To remove the FCC from program control
now Lntalls remedial legislation. You can’t
get legislation until radio affirmatively roots
out program ad commercial abuses.

We doubt whether there is a single broad-
caster in the land who doesn’t recognize the
validity| of these arguments. The proposed
code has undergone four revisions. More chang-
es will come at the convention. And there will
be chal}ges that will become manifest as the
radio ant progresses. That’s because radio can-
not and |does not remain static. Television alone
introdudes a host of problems.

So the code comes up Monday afternoon.
' There will be volcanic discussion. There should

be. But there should be no procrastination. This
time the barn should be locked while the horse
is inside.

NAB President Justin Miller will have a
story to| tell. Since the Atlantic City conven-
tion he has been on the firing line before Con-
gress and the FCC, on the White Bill and the
editorializing (Mayflower) proceeding. Both
presentations boil down to the same issue, be-
cause there is but one issue: Radio’s right
to be frde. At the Senate hearing, Judge Miller
was subjected to a brand of inquisition that
.made broadcasters’ blood boil. He stood his
ground mgainst legislation which he insisted
“would ve the effect of legalizing the Blue
Book, with its implications of program censor-
ship.

Judge| Miller was a warrior without a lance.
His learned dissertation on the Constitution
and the Bill of Rights and his inspired quest

for full freedom for radio fell upon too many
deaf ears. He was not armed with an affirma-
tive showing that broadcasters were helping
themselves. Senators wondered why radio had
not put its own best foot forward. They knew
only of the harangues against too much com-
mercialism, higher rates for political time,
whodunits and soap operas. The do-gooders
had gotten in their licks.

There had been criticism in certain quarters
about NAB affairs. There's talk of too much
paper work, too much service for the new-
comers with the older established stations pay-
ing the freight, over-organization and what-
not. Some of this criticism may be justified.
NAB functions for its membership and the
top-level members at this first Management
Conference can call the shots.

Judge Miller was given one big job. That
was and is the Herculean task of preventing
Government from impinging upon radio’s free-
dom. It's up to the broadcasters to give to
Judge Miller—or to whomever this assignment
is delegated—the primary ingredient which
can make that possible. It would be a miracle
if the job could be achieved without this in-
gredient.

So let’s have uninhibited discussion of the
code. But let’'s get out a code.

And then let’s get on with the broadcasters’
business.

The world situation is frightening. A single
overt act, or a wild shot, might touch off hos-
tilities. Defense plants are working again.
Soon it will be overtime. Government agencies
are taking on people and more people. The
Washington atmosphere is reminiscent of 1939
and 1940.

The electronics and communications arts
and industries are in their greatest periods of
expansion. It doesn’t take a long memory to
recall the solid freeze on broadcasting equip-
ment of World War II. There are quiet as-
surances that nothing approaching a freeze is
in sight. Whose assurances?

The truth is the whole picture can change

Conscience & Conflict . . . .

AN EDITORIAL

next week or next month. The political com-
plexion, irrespective of who wins in Novem-
ber, will undergo sweeping revision next Janu-
ary. Now isn’t the time to invoke restrictions.
It’s a campaign year.

Before the last war there were secret plans
for the military to take over all radio, on se-
curity grounds. They were nipped—to the ever-
lasting credit of certain Washington-fronters.
And a plan for a high-powered Government
network, which was half-sold to President
Roosevelt, went by the boards too, thanks to
saner heads.

These are matters to be explored at Los
Angeles. Plans should be made to alert radio
and to condition it for any national emergency.
There’s actually an emergency now, but we
don’t call it by that name.

These matters cannot be dealt with if the
convention is to be thrown into another tail-
spin over a code.

Radio, as the newest (and most potent) of
the mass media, looks to precedent in older
media for guidance. It behooves us to reflect
upon what has happened in the motion picture
industry. About 30 years ago it was bedevilled
with an internal fight over a code. It became
stymied. It did nothing.

As you delegates to this NAB convention
make the Hollywood rounds, observe what goes
on in the front office of the film studios, where
the policies are made. You’ll find, we suspect,
that the greatest concern is over what we in
radio would call continuity acceptance. There
are state boards of review to be considered. A
national board, too. There are legions of de-
cency and other unofficial groups in the do-
gooder category. And those boards have what
we might call “program standards” which the
movies must observe.

We call it censorship.

Eric Johnston, president of the Motion Pic-
ture Assn., will tell you, we believe, that these
boards exist because the movies didn’t get
around to promulgation of their own standards
of practice until it was too late.

r—

MANAGEMENT CONFERENCE
AGENDA
Engineering Conference
Agenda, page 47

MONDAY

10 all to Order, Howard Lane,
WJJD hicago, Chairman, NAB Board
Convention Committee. Greetings
from hdst, Southern California Broad-
casters Assn., President William J.
Beaton, KWKW Pasadena.

10:02 a.m.—Greetings, Willilam B. Ryan,
General Manager, KFI Los Angeles,
NAB 16rh District Director.

10:05 a.m.—Greetings from Los Angeles,
Mayor Fletcher Bowron.

10:15 a.m.;—“Radio Broadcasting—A Pro-
fessxon Justin Miller, NAB Presi-

10‘45 a‘ts —“NAB—Your Association,”
illard Jr.,, NAB Executive Vice
President
1 a.m. — “Controlling Labor Costs,”
Richard|P. Doherty, NAB Director, Em-
ploye-Employer Relations. Panel, “Un-
scrambling the Labor Jig Saw Puzzle.”
Mr. Doherty, moderator; Joseph A.
McDonajid, ABC Vice President and
General Attorney; William D. Pabst,
General\ Manager, KFRC San Fran-
cisco; Arthur F, Harre, General Man-
ager, JD Chicago. Discussion.

E. Fellows, General Manager, WEEI
Boston; John Meagher, General
Manager, KYSM Mankato, Minn.; and
Harold Fair, Director, NAB Program
Dept.

5:00 p.m.—Recess.

TUESDAY

10 a.m.—Call to Order, President Miller.
Carl Burkland, CBS Manager of Radio
Sales and Chairman, NAB Research
Committee, presiding. ‘“Facts for the
Future—The Broadcaster’s Stake,” Dr.
Kenneth H. Baker, NAB Director of
Research.

10:30 a.m.—““The How Many and Where
of Audience Research,” Hugh M. Fel-
tis, President, BMB.

10:40 a.m.—*Your Stake in BMI’'s Fu-
ture,” Carl Haverlin, President, BMI.

“Harmony or Discord,” ASCAP dis-
cussion, Theodore C. Streibert, Presi-
dent, WOR New York and Chairman,
NAB Music Advisory Committee.

LUNCHEON
12:30 p.m.—Wayne Coy, Chairman, FCC.

AFTERNOON SESSION

2 p.m.~—“Broadcasting-Horizons Unlim-
ited,” President Miller presiding.
Panel on Outlook for AM, FM, TV,
Facsimile: Mark Woods, President,
ABC; Frank Stanton, President, CBS;
Lewis Allen Weiss, Chairman of
Board, MBS, and Vice President and
General Manager, Don Lee Broadcast-
ing System; Roger W. Clipp, General

LUNCHEON

12:30 p.m.—*‘Democracy’s Newest Weap-~
on,” Charles G. Mortimer Jr.,, Vice

o Presidenﬁ General Foods Corp. and
: Chairman of the Board, Advertising
Council.

AFTERNOON SESSION

of WOR New York and Chairman, NAB
Sales Managers Executive Committee;

Drawn for BROADCASTING by Sid Hix
“Gentlemen, now that we’re all together at last. . . .

Manager, WFIL Philadelphia; Noran
E. Kersta, NBC Director of Television
Operations; Clair R. McCollough,
President, WGAL Lancaster, Pa.; Ev-
erett L. Dillard, President, WASH (FM)

Victor M. Ratner, CBS Vice President
in Charge of Advertising.

Washington; H L. Hoffman, President.
Hoffman Radio Corp., and Member of
Board, Radio Manufacturers Assn.;
Frederic R. Gamble, President, AAAA.

-

2 p.m.—NAB’s All-Radio Presentation:
Eugene 5. Thomas, General Manager
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Gordon Gray, General Manager of WIP
Philadelphia and General Chairman
of All-Radio Presentation Committee;

2:30 p.m.—Proposed Standards of Prac-
tice, Judge Miller presiding, with
members of Board Committee; Harold

BROADCASTING

.m.—NAB Business Meeting.
Report of Resolutions Committee.
8:30 p.m.—Annual Banquet.

¢ Telecasting

.



Mr. WEISS

Code to L. A.

(Continued from page 39)

code clauses that drew heaviest
fire last September have been cut
out of the current version. For ex-
ample, changes in the commercial
time limits and dropping of the
ban on religious program offers
are certain to temper criticism.

Heavy opposition is expected
once more from independents de-
spite the changes since last Sep-
tember. Many of the Southern
California operators are known to
be violent opponents of some code
provisions.

The overall picture of industry
progress and problems will be of-
fered by President Justin Miller
in his Monday morning keynote
address following the call to
order by Howard Lane, WJJD
Chicago, chairman of the NAB
board’s special convention planning
committee and greetings by Wil-
liam J. Beaton, KWKW Pasadena,
president of Southern California
Broadcasters Assn. Presiding will
be William B. Ryan, KFI Los An-
geles, retiring director for District
16.

Speaking under the title “Radio
Broadcasting — A Profession,”
Judge Miller is expected to review
developments in radio regulation
along with legislative activities.

Progress in association efforts
to insure freedom of speech for
broadecasters, including events in
the Mayflower proceedings, are
slated for detailed discussion by
Judge Miller. The effect of inter-
national relations and possibility
of a world erisis are likely to come
in for attention.

An ardent advocate of self-reg-
ulation, the association president
is expected to analyze the whole

Mr. GAMBLE

Mr, STANTON

Mr. KERSTA

. . . Participants in “Horizon Unlimited” Panel Tuesday

OFFICE OF THE MAYOR
CITY HALL
LoS ANGELES 12, CALIFORNIA

April 30, 1948

Mr. 8ol Taishoff

Editor and Publicher
Broadcasting Magazine

870 National Press Building
Washington, D. C.

Mayor Bowron

Dear Mr. Talshoff:

Los Angeles is looking forward with pleasure to
playing host to the 1948 convention of the National Asso-
ciation of Broadcasters the week of May 16.

Having first-hand knowle dge and aporeciation of
the workings, the value agnd influence of radio broadcast-
ing, we are alwaye glad to meet and greet those who make
the great Americen radio induetry tick.

It is significant that the Association has
choeen Los Angeles, a key city in radlo for its convention.
Our standard statione have helped to blaze the trail in
radio with ploneering effort that has ensbled the industry
to make the noteworthy strides which, in turn, have brought
about 1ts fabulous growth. Thle cycle now seems to be re-
peating itself in behalf of televielon and frequency
modulation. Not only that, but that part of Los Angeles
known to the world as Hollywood is now the focal point. of
long-range broedcasting, the center of network program
activities for the entire country and as much of the world
as will listen to free speech in the democratic tradition
and those of any nationality or race whose .prejudices and
habite do not deny them the freedom of flicking the dial as
they chooege in response to the universal appeal of music.

I should like to take this opportunity, as chief
executive of Loe Angeles, to congratulate Broadcasting on
ite special editlon dedicated to the twenty-sixth annual
convention of the National Association of Broadcasters.
Your magazine has kept pace wlith the expansion of radio,
gaining an outstanding position among radic trade Journals.

Very truly yours,

e o B

FB:P MAYOR

Mr. McCOLLOUGH

Standards of Practice question. At
Atlantic City last fall he gave an
exhaustive account of the code
history and problems, and then

presided at the heated floor dis-
cussions.

Just a fortnight ago—April 30
to be specific—Judge Miller per-

. . Participants in “Horizon Unlimited” Panel Tuesday

Mr. CLIPP

Mr. MORTIMER

Mr. WOODS

Mr. DILLARD

sonally went over the proposed
standards word for word. As
chairman of a board-authorized re-
styling committee he rewrote the
Foreword and Creed into a single
Creed and made a number of im-
portant changes in code provisions.

Judge Miller has insisted .all
along that the industry must be,
given every chance to reach a sat-
isfactory and workable solution to
the code problem. He has insisted
that all code opponents get a hear-
ing.

Should delegates get all their
code sentiments off their chests by
5 p.m. Monday when a recess is
scheduled, the decision will be up
to the board at its Wednesday
meeting. But should one after-
noon be inadequate, as was the
case at Atlantic City, the possi-
bility of a Monday evening session’
arises or even an unscheduled ses-.
sion Wednesday morning.

The board is scheduled to meet
Wednesday morning, but concur-
rent discussion of the code could
be handled if necessary. This pro-
cedure would be strictly of an
emergency nature, of course.

Following Judge Miller Monday
morning will be A. D. Willard Jr.,
NAB executive vice president, who
will discuss “Dollars and Sense.”
Taking the practical, station man-,
ager's perspective, Mr. Willard
will base his talk on two immedi-
ate problems—control of station
costs and means of increasing reve-
nues.

He will review NAB’s efforts
along these lines and explain ac-
tivities planned during the com-
ing months, using the premise that
if radio is to be free and useful
as an instrument of democracy

(Continued on page 50)

Mr. HOFFMAN



FCC VACANCY

THE WEST is pressing hard for
the upcoming vacancy on the FCC
to be created by the retirement of
Comr. Clifford J. Durr, Alabama
Democratic left winger, but the
South cojld be in the driver’s seat
as far as the administration is
concerned.

Two well-known western figures
—both of whom qualify from the
“practical broadcaster” standpoint
—have heen strongly endorsed at
the White House. They are Ed-
ward J. Jansen, general manager
and part owner of KRAM Las
Vegas, Nev., and John A. Reilly,
former manager of KOY Phoenix,
and ex-Army major.

No inkling has come from the
White House as to President Tru-
man’s predilections other than that
if a qualified Southerner can be
found, he might be given prefer-
ence on the geographical count, if
rione other. It is believed the ad-
ministration would not be adverse
to placating the South, because of
the civil rights issue and because
an FC( post is regarded as a
patronage plum. The West already
is represented by Comr. Rosel H.
Hyde (R-Idaho), it is pointed out.
Vice-chgirman Paul A. Walker is

Sharing of Antenna
Avuthorized by FCC

One Litensee Held Responsible
For Maintaining Structure

FCC last week ordered into effect
its proposal to permit the sharing
of an antenna or antenna structure
by different licensees, provided that
one licensee assumes “complete re-
sponsibility” for maintaining,
painting and illuminating the
,structure [BROADCASTING, March
15]. The new rule is effective June
21.

In what the stations believed was
the first arrangement to take ad-
vantagd of the change, WQQW
Washington and WFAX Falls
Church, Va., announced plans for
common use of WQQW’s AM tower
at Falls Church.

Prereqjiisites to an authorization for
.common| use of antenna structures, FCC
stipulated, are (1) “submission of com-
plete verified engineering data showing
that satisfactory operation of each sta-
tion will be obtained without adversely
affecting| the operation of the other sta-
tion,” and (2) ‘“compliance with [FCC
'Rules] with respect to the minimum
antenna| height or field intensity for
each standard broadcast station con-
. cerned.”|

Seeks Senate Seat

REP. LYNDON B. JOHNSON, of
Johnson City, Tex., last Wednes-
day announced he was a candidate
for thd U. S. Senate Democratic
nomination, running against Sen-
ator W. Lee O'Daniel, incumbent.
 Mrs. Johnson is president and
principal owner of KTBC Austin,
Tex. |
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West Wants Jansen or Reilly

an Oklahoma Democrat.

Mr. Jansen’s candidacy first was
espoused by Sen. Pat MecCarran,
Nevada Democrat, who wrote the
President May 4 urging his ap-
pointment as “an actual broad-
caster” who has been in radio since
1929. Sen. Sheridan Downey (D-
Calif.) promptly seconded the en-
dorsement, as did Sen. George W.
Malone (R-Nev.). Sen. Harry P.
Cain (R-Wash.) also is understood
to have urged his appointment.

Maj. Reilly, now ih public rela-
tions in Phoenix, was urged for
the vacancy by Sen. Ernest W.
McFarland (D-Ariz.) when he
called on President Truman 10

days ago. Maj. Reilly, it is under-
stood was asked whether he would
be available for the post, if prof-
fered, but was given to under-
stand that the inquiry was not
tantamount to an offer of nomi-
nation.

Meanwhile, FCC  Chairman
Wayne Coy flatly denied a pub-
lished report that he had been of-
fered a high Democratic party
post—inferentially that of execu-
tive director of the Democratic
committee in succession to Gael
Sullivan who recently resigned—
when he called on the President
a fortnight ago. He declined to dis-
cuss the subject of the White

and every month of the year.

radio help to make possible.

Mr. MORTIMER

AD COUNCIL MESSAGE TO NAB
By CHARLES G. MORTIMER Jr.
Chairman, The Advertising Council Inc.

TONIGHT, and tomorrow night, tomorrow morning and the next
afternoon American radio’s most valuable and effective programs
and time periods will contain material enlisting public action to
help solve some critical problem.

When someone inquires what broadcasting is doing about a
public service project, we at The Advertising Council can name
names and give dates and programs . ..
Council arranges for these messages every day and every week

That’s one big reason why we are so proud of The Council,
and of The Council’s radio operation, which so many people in

Since its inception, The Advertising Council has been dedicated
to the proposition that “What Helps the Nation, Helps Busi-

tising, as developed and used by a free American business, there
exists today the greatest single force for informing and activating
public opinion the world has ever seen. In consequence, the respon-
sibility of selecting the most urgent, deserving and non-partisan
projects from among the mass of appeals for help has become both
difficult and demanding. It is at this point that The Advertising
Council takes on a role which is not quite as well understood as
some of its other performances.

For obvious reasons, radio and radio advertisers are considered
fair game for doers of good whose name is legion. Hardly a day
goes by that every network advertiser doesn’t get from two to a
dozen letters demanding free time on their programs to plug

(Continued on page 146)

we know, because The

ness.” And we never let up
in our job of trying to sharp-
en the understanding of The
Council and telling why we
believe that in the last five
years American Democracy
has gained a revolutionary
new instrument of great pow-
er—public service advertis-
ing.

During the past five years,
the broad information facili-
ties available to The Council
have been devoted to the task
of helping solve some of our
most serious national prob-
lems—problems which simply
would not yield unless the co-
operation of the American
people was secured.

Now virtually every priv-
ate, non-profit organization
in the country, along with
every department of govern-
ment, has discovered that in
the mechanism called adver-

Mr. Reilly

Mr. Jansen

House conversations, but specula-
tion centered upon the impending
Durr vacancy.

Maj. Reilly, in his fifties, is a
veteran of both World Wars. He
was director of special events of
both the New York and Chicago
Fairs before joining KOY. He has
been a close friend of Senator Me-
Farland for many years, it is
understood.

The name of Brig. Gen. Telford
Taylor, chief prosecutor at the Nazi
war trials, now in the United
States, automatically figures in

(Continued on page 138)

WGST ATLANTA GOES
TO MBS IN AUTUMN

WGST Atlanta is scheduled to
switch affiliation from CBS to
MBS Sept. 25, Mutual announced
last week. At the same time CBS
will replace WGST with WAGA,
former ABC affiliate [CLosep Cir-
CUIT, May 10]. WAGA relinquished
its ABC affiliation last December.

The WGST change culminated
drawn-out negotiations and legal
proceedings in which violation of
FCC network regulations had been
charged. WAGA is owned by the
George B. Storer interests.

NBC outlet in Atlanta is WSB,
Atlanta Journal station and one
of the J. M. Cox Jr. group. ABC
outlet in Atlanta is WCON, owned
by the Atlanta Constitution.
WATL has been the MBS outlet in
Atlanta. It becomes an independent.

Lamb Files $500,000 Suit
Against Rival Newspaper

EDWARD LAMB, attorney and
station owner whose FCC grants
have been under Congressional fire
[BROADCASTING, May 10], has filed
a $500,000 libel suit against the
Evrie (Pa.) Times on grounds that
the paper called him a Communist
in its stories and headlines.

The suit claims that “the ma-
licious libel uttered by the defend-
ants was instigated for the purpose
of harming Attorney Lamb in his
professional, business and social
activities . . . and was published
with the hope of harming the com-
petitive position of the Erie Dis-
patch,” of which Mr. Lamb is
president.

Earlier, Rep. F. Edward Hebert
(D-La.), a member of the House
Un-American Activities Commit-
tee, promised an “expose” of FCC’s
action in granting five permits to
Mr. Lamb.

BROADCASTING o Telecasting



MULLEN LEAVES NBC

WITH THE resignation of
Frank E. Mullen as execu-
tive vice president of NBC, to
assume the presidency of the
G. A. (Dick) Richards sta-
tions (WJR Detroit, WGAR
Cleveland and KMPC Los An-
geles), formally announced
last Thursday, NBC Presi-
dent Niles Trammell has ef-
fected a reorganization of the top
echleon of the network. A bat-
tery of administrative vice presi-
dents will conduct day-to-day op-
erations [Closed Circuit, May 10].
Mr. Trammell himself, in effect
resumes general management.

Sidney N. Strotz, West Coast
vice president, effective with Mr.
Mullen’s departure July 1, becomes
administrative vice president with
primary duties in television. In
that respect he will take over the
major functions of Mr. Mullen’s
office. Mr. Strotz will divide his
time between Hollywood and New
York, according to Mr. Trammell.
NBC expects Hollywood to develop
as an important video center, Mr.
Trammell said.

John H. MacDonald, one of the
first three administrative vice
presidents to be appointed by NBC
some time ago was put in charge
of operations and finance. Many
of the operational responsibilities
to be assumed by Mr. MacDonald
were those vested in Mr. Mullen.

Charles P. Hammond, vice pres-
ident who has been executive as-
sistant to Mr. Mullen, was made
assistant to Mr. Trammell. NBC’s
advertising and promotion, re-
search, information and guest re-
lations departments will report to
Mr. Hammond.

Noran E. Kersta, who has been
director of the television depart-
ment, was appointed executive as-
sistant to Mr. Strotz, and Carle-
ton Smith, until now manager of
the television department, will be-
come director of television opera-
tions. Norman Blackburn, national
television program manager, re-
ports to Mr. Smith.

Mr. Mullen, second in command

Capital News Service

Offered to CBS Stations

A SPECIAL CBS Washington
news service for affiliates was an-
nounced May 13 by Herbert V.
Akerberg, network vice - president
in charge of station relations. These
services will be offered CBS affili-
ates on a regular or one-shot basis:
Recorded weekly 15-minute inter-
views with members of Congress or
government officials from area of
individual station; query service on
selected news events; recorded
dubbings of special shows not
‘broadcast on the network.

The new project is supervised by
‘Theodore F. Koop, Washington di-
rector of CBS news.

BROADCASTING

Mr. MULLEN

at NBC since 1940 and a veteran
of 25 years in the RCA-NBC or-
ganization, will take over active
direction of the three Richards sta-
tions. He will headquarter in Los
Angeles. While terms of the agree-
ment were not disclosed, it is un-
derstood the contract is for five
years at a six-figure stipend
and with participating interest in
the three operating companies.

Network Top Echelon Revamped

i §

Mr. RICHARDS

Conversations with Mr. Mullen
had been in progress in New York
for a fortnight prior to the dis-
closure in BROADCASTING that the
presidency had been offered him.
The actual agreement, however,
had not been reached until Satur-
day, May 8, after the May 10
issue had gone to press. Mr. Rich-
ards has been in frail health for
several years. His family and his

STATION SALES

Over 22 Millions
Are Involved

STATION SALES aggregating more than two and a half million dollars

were approved by FCC last week.

Actions included $1,200,000 puchase of WSYR and WSYR-FM Syra-
cuse by Publisher S. I. Newhouse from the Harry C. Wilder interests

and $875,000 sale of KXYZ Hous-
ton, Tex., by M. Tilford Jones and
associates to Glenn H. MecCarthy,
oil financier.

Other major transfers approved
were: Sale of WALB Albany, Ga.,
for $150,069 to James H. Gray,
editor of the Albany Herald; pur-
chase of KWHK Hutchinson, Kan,,
from James E. Murray for $120,-
000 by Manager Vern Minor and
Engineer Kenneth W. McCrum and
associates; and consolidation of
KGAK Gallup, KTRC Santa Fe
and KOAT Albuquerque, all New
Mexico, with considerations total-
ing $144,800.

Comr. Clifford J. Durr voted for
hearing in the WSYR and KXYZ
transfers.

The individual transactions re-
ceiving FCC approval were:

WSYR and WSYR-FM Syracuse, N. Y.
Transfer of control over Central New
York Broadcasting Corp., licensee. Al
18,000 shares outstanding common and
all 300 shares preferred stock are ac-
quired for $1,200,000 by Radio Projects
Inc,, headed by S. I, Newhouse, New
Jersey and New York publisher and
chief owner of the Syracuse Herald-
Journal and Post-Standard. Mr. New-
house and his immediate family own
Radio Projects. Of the Central New
York common stock, 15,000 shares have
been owned by Harry C. Wilder, presi-
dent and general manager of WSYR
since 1932; his wife, Isabelle H. Wilder,
and his father, Mark S. Wilder. Re-
maining 3,000 shares have been held
by 12 WSYR staff members. WSYR is
5 kw fulltime, 570 ke, and is an NBC
basic affiliate.
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KXYZ Houston, Tex. Transfer of con-
trol of Harris County Broadcast Co,,
licensee. For $875,000 consideration,
Glenn H. McCarthy, multimillionaire
oil man and real estate owner, acquires
full interest from: H. Tilford Jones,
88% owner; Audrey Jones Beck, 5%;
Reese H. Reinecker, 1.5%; William A.
Bennett, 1.5%; Earl R. Scholton, 1.3%;
Gerald R. Chinski, 13% and W. W,
Moore, 1%. Mr. McCarthy, who plans
to move KXYZ into his new $12,000,000
Shamrock Hotel now under construc-
tion, buys station in name of Sham-
rock Broadcasting Co., owned by him-
self and family. New operation to
include television. KXYZ, ABC outlet,
is 5 kw fulltime on 1320 kc. Deal was
handled by Blackburn-Hamilton Co.

WALB Albany, Ga. Transfer of con-
trol of Herald Pub. Co., licensee. James
H. Gray, editor of the Herald Pub.
Co.’s Albany Herald, acquires 79.3539,
for $233,995.50 with $150,069 of that
representing the WALB price. Mr. Gray
had been acquiring interest over a
period of time from Deceinber 15946
with a 51.449% share being bought for
$135,000 from Henry T. Mclntosh and
his wife. Mr. Gray succeeded Mr. Mec-
Intosh as president, the latter be-
coming editor emeritus. WALB is 1
kw fulltime, 1590 kc, and is an MBS
affiliate.

KWHK Hutchinson, Kan. Assignment
of license from James E. Murray to
KWHK Broadcasting Co. Mr. Murray,
sole owner, for $120,000 sells to new
firm composed of the following: C. L.
Burt, local contractor, director and
259, owner; R. L. Evans, farmer, presi-
dent 25%; Vern Minor, station manager,
secretary-treasurer 12.5%; Kenneth W.
McCrum, station engineer, director
12.5%; Frank Fee, vice president 12.5%,
and John K. Richard, director 12.5%.
A Keystone affiliate, KWHK is assigned
1 kw daytime on 1130 ke.

WFRS (FM) Grand Rapids, Mich. Re-
organization of Grand Rapids Broad-
casting Corp., permittee, whereby con-
trol passes from present nine owners

physicians have urged him to re-
tire from active direction of the
properties.

Mr. Mullen has been one of
radio’s top policy figures since he
became chief aide to President
Trammell in 1940. He has spear-
headed NBC’s highly successful
postwar television program. Mr.
Richards, under the revised align.
ment, becomes chairman of the
board of his properties and will
continue to reside in Los Angeles.

Friends and associates repre.
sented Mr. Richards as feeling
that the rigors of expansion of op-
erations, including television
would be too severe for him an¢
that he was desirous of finding
“the best man in radio” to heac
his operations.

Under the new NBC alignment
Mr. Strotz will flank three admin,
istrative vice presidents who have
held office since August, 1947
These are Harry C. Kopf, in charg:
of sales; Ken R. Dyke, in charge
of programs, and Mr. MacDonald
Charles R. Denny, vice presidem
and general counsel, and forme)
FCC chairman, also sits on th
policy level.

Mr. Trammell announced tha
the executive changes in no wa

(Continued on page 124)

to new enlarged group of stockholders
Reshuffle necessitated by failure o
certain subscribers to take their stocl
and partial dispositions of holding
by others. Nine original owners are
Gordon A. Thorpe, president; Robet
Y. Pelgrift, vice president; Morto
G. Mack, secretary-treasurer, and Di
rectors James W. Riddlesperger, Harr
D. Donahey, Robert L. Epstein, Richar
K. MacCatherine, A. James Ebel an
F. Leo Dias. All hold 129% each excer
Mr. Dias, who holds 4%. All drop ou
except the following who realign thei
holdings: Mr. Riddlesperger, 6%; M
Epstein, 11%; Mr. Ebel, 10%, and M
Dias and his wife, 6%. Some 16 ne
stockholders enter firm, paying tot:
of $30,300 for new holdings.

KGAK Gallup, KTRC Santa Fe an
KOAT Albuquerque, N. M. Consolids
tion of ownership. Albert E. Buck an
Merle H. Tucker, co-partners doin
business as Gallup Broadcasting Co
assign KGAK license for $50,000
Rio Grande Broadcasting Co., license¢
of KOAT in which they are part owner
New Mexico Pub. Co., owned by Fran
C. Rand Jr., assigns license of KTR
Santa Fe to Rio Grande, in which h
also is part owner, for $75,000. M
Buck, president and 66-1/3% OWI
(398 shares) of Rio Grande, sells 1!
shares in that firm for $19,800 to M
Tucker, vice president, so that the thr
individuals will hold equal interest
Mr. Rand is Secretary treasurer .
Rio Grande. At the same time K
Grande issued to each of the thn
stockholders 167 new shares at §ll
per share. KGAK is assigned 250
fulltime on 1230 kc; KTRC 250 w ur
limited on 1400 k¢, and KOAT 2
w fulltime on 1450 kc. All three a
ABC affiliates. !

WSKI Montpelier, Vt. Assignme)
of license from partnership to ne
corporation of same name, Montpelie
Barre Broadcasting Co. Co-partne
Bernard M. Jackobsen and Carl |
Taylor become president and vice pres
dent respectively, and 36.8% own
each, of new corporation. Remainir
interest is held by Christian Lead
Pub. Co., Jersey City, N. J., non-prof
religious publisher. Secretary of ne
firm is Fletcher Plumley, attorne
Partnership turns over assets of $26,1
with corporation assuming liabiliti
of $16,169 and {issuing 1,400 shar
(73.6%) of 2,000 shares, $10 par,
former partners. WSKI has 250 w fu
time on 1450 kec.
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PARAMOUNT—DuMONT

By LARRY CHRISTOPHER
>ARAMOUNT PICTURES Ine.
1either controls nor has any part
n the day-to-day operations of
Allen B. Du Mont Labs. Inc., FCC
vas told last week at a further
nquiry hy the Commission into
‘he movie firm’s multiple television
nterests.

In fact, Paul Raibourn, Para-
nount vide president in charge of
elevision, testified his firm has
)een unable to dispose of its 29%
olding in Du Mont because pros-
sective purchasers have charac-
erized the interest as of a non-
ontrol investment nature only.
Ie said the asking price is in the
ieighborhood of $10,000,000 and
alks have been going on for some
iine months.

Last week’s hearing, held Mon-
lay and| Tuesday before F CC
Iearing Examiner Jack P. Blume,
nvolved 'a re-examination and
urther study of Paramount’s in-
erest in Du Mont and whether
hat interest constitutes control
rithin meaning of the Commis-
ion’s rulds, FCC earlier had ruled
he holding was control in its
remorandum opinion and order
ranting a television permit to
‘elevision| Productions Inc., a Para-
ount suybsidiary, for KTLA
0s Angeles [BROADCASTING, Dec.
3, 1946].

The session is part of an over-
11 compalrative hearing upon ap-
}ications by Paramount subsidiary
rms, Du/Mont and a number of
ther int¢rests to determine as-
ignment lof television permits in
sveral cities across the country.
hould FCC determine that Para-
ount does effect control over
lu Mont the pending applications
£ these two firms would be dis-
iissed frgm their respective hear-
igs. Between them they now have
ve video authorizations, the limit
llowed under Sec. 3.640 of FCC's
ales.

Bothi Have Applications

Du Mont is licensee of WABD
‘ew York and permittee of WTTG
Tashington and WDTYV Pitts-
argh. Pdramount, in addition to
mtrolling KTLA, is 99% owner
! Balabah & Katz Corp., licensee
! WBKB| Chicago.

‘DuMont has applications pend-
g for Cincinnati and Cleveland
hile Paramount has requests
:nding, through subsidiary inter-
its, in Boston, Detroit and San
rancisco. Paramount’s Boston ap-
icant is New England Theatres
1c., a 100%-owned subsidiary.
1 Detroit it is United Detroit
heatres Corp., 74% directly owned
r  Paramount with remainder
vned by| Balaban & Katz. Tele-
sion Productions is the San Fran-
sco applicant.

The other applicants competing in-
i1de: Boston—Boston Metropolitan
devision Co., New England Television
1, Massachusetts Broadcasting Corp.

FCOP), Cherry & Webb Broadcasting
. (WPRG Providence, R. 1), CES

ige 44 & May 17, 1948

(WEEID, Inc.
(WHDH), Anthony & Sons and
Twentieth Century-Fox New England
Corp.; Cleveland—The WGAR Broad-
casting Co. (WGAR), United Broadcast-
ing Co. (WHK), WJW Inc. (WJW),
and Cleveland Broadcasting Co.; De-
troit—WJR The Goodwill Station Inc.
(WJR); San Francisco—S5. H. Patter-
son (KSAN), KROW Inc. (KROW Oak-
land), Leland Holzer, CBS, Television
California Inc. and Twentieth Century-
Fox California Inc.

Matheson Radio Co.

The Detroit hearing was held in
mid-March. The San Francisco ses-
sion is set to begin May 24 with
Cleveland scheduled June 14 and
Boston June 28. Any further hear-
ing is expected to be postponed,
however, in view of the Commis-
sion’s proposed new allocation pol-
icy announced a fortnight ago
[BROADCASTING, May 10] and which
is to be considered in public hear-
ing beginning June 14. Under
changes proposed the two channels
open in Boston would be cut to one
while the two open facilities in
Cleveland would be reduced to one.

No change is seen regarding De-
troit’s one open channel or Cincin-
nati’s one open facility. On Thurs-
day Don Lee Broadcasting Co.
(KFRC) was taken out of the San
Francisco consolidated hearing
along with the facility it requested,
leaving two channels open there.
Don Lee’s TV request was switched
to the renewal proceeding on its
AM and FM stations.

All of Monday’s session and part
of Tuesday was devoted to testi-
mony by Mr. Raibourn with Tues-
day afternoon featuring Dr. Allen
B. Du Mont, founder and president
of the television manufacturing
and broadecasting firm. Mr. Rai-
bourn is treasurer of Du Mont as
well as Paramount vice president
in charge of budget and planning,
advertising and publicity. He is
president of Television Productions
and a director of Television Broad-
casters Assn.

Asked by FCC Counsel John
E. McCoy about Paramount’s in-
terest in Tri- States Meredith
Broadcasting Co., purchaser of
KSO Des Moines subject to FCC
consent, Mr. Raibourn stated the
firm is owned equally by Tri-States
Theatre Corp. and Meredith Pub.
Co. He indicated Paramount owns
50% beneficial interest in Tri-
States Theatre with local manage-
ment owning 50% management

Movie Firm Denies Control of TV

interest. Both Tri-States Meredith
Broadcasting and KSO have video
applications pending.

The Paramount television ex-
ecutive related that in 1937 and
1938 his firm became interested in
video and undertook to study and
experiment in the medium. He
said he approached several large
manufacturers, including R CA,
General Electric, Farnsworth and
“the telephone company” and
learned that GE and Farnsworth
had no equipment to sell. Mr. Rai-
bourn continued that RCA and
“the telephone company” had the
equipment but “wouldn’t let us
have any.”

Paramount, according to
Raibourn, then sought an equip-
ment source of its own and found
Du Mont, chiefly making cathode
oscillographs, willing to undertake
mutually advantageous develop-
ment of video. Under a basic agree-
ment of July 1938 Du Mont sold
Paramount part interest and se-
cured financial support of its
efforts.

Stock Issue Increased

Mr. Raibourn said Du Mont’s
56,000 shares of common stock were
increased to 56,000 shares of A and
56,000 shares B common issues at
$1 par. Paramount acquired 3,000
shares of A stock and 14,000 shares
B (100% B outstanding). During
the next couple of years loans to
Du Mont totaling some $73,000
were made and 42,000 shares more
of B stock were acquired. In 1939
Paramount took $108,000 worth of
10-year 5% convertible notes of
some $700,000-plus issued.

By May 1943 Paramount had
sold all of the A stock it held
but in June of that year it turned
$25,000 of its convertible notes
into 10,000 shares of new Class
A stock and in July the remaining
$83,000 in notes was converted
into 33,200 more shares of new
A stock. At the same time the
56,000 shares B stock (100%)
held by Paramount was converted
into 560,000 shares of B at 10c
par. Thus the film firm is owner
of 2.9% of the A issue and 100%
of the B.

The Paramount representative
testified that the total investment
as of May 5 amounted to $164,000
but the stock’s book value of that

Television stories, on other pages, in this issue:

Grant for New Omaha TV Outlet Goes to KMA Licensee______ 51
Des Moines Class B FM Construction Permit Set Aside________ 52
WREC Seeks New Yidea Avutharization 52
$10 Million Television Ad Program Seen 52
12 More TV Applications 52
Radio-TV Plans Discussed for Philadelphi 548
TV Plans Stressed in Change by General Mills 54C
Hallicrafters Video Unit Features Chicago Show 54F
D. C. Television Set Market in Baom 12
WCAU-TY Starts Full Operations May 23 190

For television personnel changes, programs, etc., see wvarious notes
departments in this issue.

Mr. '

date was about $3-$4 per share
with the market value at about -
$8,000,000, or $12-$13 per share.

Questioned if Paramount’s $10,-
000,000 value was fair, Mr. Rai-
bourn said Du Mont “has patents
and developments which have not
yet resulted in earning power and
which are carried on the books
at comparatively small values. This
is a rapidly developing business.

In answer to a direct question
Mr. Raibourn said that in his op-
inion Paramount would be willing
to accept grants to its subsidiaries
upon condition of disposal of the
DuMont holding. He pointed out
that the DuMont disposal matter
has not been presented to the Para-
mount board as yet since it is still
in the informal talk stage.

Mr. Raibourn said that Para-
mount has never applied in the
same city with DuMont, as the
policy of the film company has been
to seek video where it has a large
personnel group already in the
amusement business. He indicated
he didn’t think he or Paramount
had ever suggested a market or in-
fluenced a selection by DuMont

Paramount and DuMont have no
joint training or research pro-
jects, Mr. Raibourn testified, and
there is no inter-loan of personnel.
The movie firm has nothing to do
with DuMont’s day-to-day opera-
tions and has never audited the
DuMont books, he emphasized.

Du Mont Testifies

On Tuesday Dr. DuMont related
the background of his firm’s sta-
tions and applications. He said the
market choices represented the pat-
tern considered basic for establish-
ing a national network. He offered
a number of exhibits to support
earlier Paramount presentations
on stock and ownership matters.
Dr. DuMont stated his firm gave
no priority priviliges to Paramount
on equipment purchases.

Dr. DuMont testified that the
assets of DuMont Labs. on March
28 totaled $9,097,777, including a
surplus of $6,107,449. He said cur-
rent assets on that date were $6,-
732,688 and current liabilities were
$2,468,770. He confirmed Mr. Rai-
bourn’s estimate that DuMont stock
now has a market value of $13-$14
per share.

The DuMont president told the
Commission there had been some
minor talks with Paramount to buy
out its holding at something less
than $6,000,000, but the movie firm
was not interested at that price.
Asked if Paramount’s $10,000,000
for the 29% holding was a fair
value, Dr. DuMont said it was
hard to say.

Asked if there had been disagree-
ment on the DuMont board between:
the A directors (DuMont) and the
B directors (Paramount), Dr. Du-
Mont replied that records show that:
when agreements were reached.
they were unanimous.
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TOWER SOLUTION

By ED KEYS

A DOCUMENT is under prepara-
tion which holds promise of rem-
edying some life-long ills of the
radio industry through the un-
precedented establishment of ob-
struction standards permitting
automatic FCC approval of trans-
mitter sites, it was learned last
week.

The exact character of the min-
imum standards has not been fi-
nally decided.

One reliable government source
was confident that portions of the
standards advocated by the Civil
Aeronautiecs Administration, were,
at best, an empty gesture, setting
up such stringent qualifications
that few applications would meet
them.

FCC and CAA officials have been
privately laboring the past three
months to develop a working doc-
ument to streamline application
processing procedures and curtail
the heavy criticism of broadcasters
stemming from regulation of tower
locations, heights, and lighting.
Such matters represent one of the
radio industry’s perennial thorns-
in-the-side [BROADCASTING, April
26]. Dissatisfaction of broadcast-
ers, stymied in their construction
operations, have produced a con-
tinual wail in FCC chambers,
which, it is believed, has inspired
an FCC challenge of the sky
sovereignty allegedly usurped by
the CAA.

Meeting This Week

CAA and officials of the FCC
aviation and broadcast divisions
will hold their fifth meeting this
week-—probably Thursday—to re-
solve and draft the final points of
the CAA-FCC Obstacle Rules and
Standards document, it was author-
itatively reported.

The draft will then be trans-
mitted to a full Interdepartmental
Committee, for injection of views
of Army and Navy officials and also
members of the committee who did
not sit through the original meet-
ings, it was understood. The com-
mittee of which Comr. George
Sterling is chairman, will in turn
establish recommended standards
and transmit them to the Commis-
sion for en banc consideration.

Advices conflict on whether the
Commission would, at that time,
open the matter to public hearing.
Contents of the document, as ap-
proved by the Commission, would
be published in the Federal Reg-
ister for a period of 30 days. If
strenuous objections are voiced the
Commission is required to submit
the document to public hearing.

A CAA official intimated that
broadcasters would be jubilant over
new policy changes and that im-

proved radio-aviation relations
would result.
Most promising controversy-

buster, the CAA spokesman said,
BROADCASTING o

would be the obstruction standards,
dealing in specific terms with land
surfaces and tower heights, which
would allow FCC to make blanket
approval of transmitter sites with-
out referring specifications to CAA
for investigation. Special consider-
ation by CAA of transmitter sites
would be given only in the case of
specifications not conforming with
proposed requirements.

Reviewing complaints of broad-
casters, with which he had been
acquainted, the CAA spokesman
indicated that:

@ Radio towers shielded by other
buildings or structures would not
be required to carry any more
lighting equipment than surround-
ing objects. He acknowledged that
there was justification for charges
by radio interests that, in some

Standards Would Obviate CAA Stamp

cases, they were required to pro-
vide superfluous and expensive
lighting equipment.

@ The allegedly slow CAA proc-
essing procedure would be almost
eliminated by the obstacle stand-
ards, which he declared would per-
mit the majority of broadcasters’
applications to receive blanket ap-
proval.

@ Alleged delays resulting from
CAA surveys of transmitter sites
of all competing bidders before
the final FCC grant was made
would be drastically cut by the
approvals.

@ Charges by the radio indus-
try that CAA officials are imprac-
tical in their consideration of trans-
mitter sites near aircraft areas
would be considered by the com-
mittee.

Mr. WEST

its laurels.

ANA'’s Message to NAB Delegates

By PAUL B. WEST
President, Assn. of National Advertisers Inc.
IN THE immediate future the radio industry—and the advertisers
who sponsor the medium’s programs-—have an opportunity at least
as great as during radio’s infancy.
Technical advances in the science of radio have, in effect, created

thinking of the industry, agencies and advertisers—has been put
on a continuing basis and provides the basic measurement of radio’s
audience potential. Private research organizations, too, are step-
ping up the volume and value of the data they provide. And last,
but by no means least, the industry through its care and thorough-
ness in preparing a code of operations will protect the advertiser’s
investment against adverse public reaction to the medium.

These are all signs of progress, indications that radio has ma-
tured as an advertising medium and as a public service. Much
more can and will, I feel sure, be done. But radio’s technical
advances preclude the possibility of the industry sitting back with

What has been achieved for standard broadcasting techniques
must be matched and surpassed for television and FM. The poten-
tialities are staggering, but before they become actualities broad-
casting’s newest media must be prepared to prove themselves good
places to invest advertising dollars.

a new medium in television,
opened up new vistas for
sound broadcasting through
FM, and are constantly im-
proving traditional radio
techniques. The future can be
unlimited for the publie, for
the industry and for adver-
tisers.

At the same time the needs
of radio advertisers—their
basic requirement that facts
and figures be made available
to substantiate their tremen-
dous radio investment—are
closer to being fulfilled than
ever before.

For one thing, the ANA
Radio Council, under the
presidency of Thomas H.
Brown, is now in operation
providing advertisers with
the detailed, constant repre-
sentation and service the me-
dium called for. The Broad-
cast Measurement Bureau—
representing the combined

Telecasting

@® The committee would con-
sider factors involving potential
air routes, which had been the
basis in some cases of CAA find-
ings transmitted to the FCC, which
caused denial of transmitter sites. -

@ It was other groups, not the
CAA, who had protested television
and FM towers off the beaten
aerial path. The CAA, he ex-
plained, is concerned with only
such factors as tower’s location
with respect to airports and air-
ways.

It was generally felt in FCC
and CAA circles that the original
draft would be subjected to more
restrictive amendments by Army
and Navy officials, who are in-
clined to demand more severe rul-
ings regarding towers near mili-
tary airfields.

In the Midwest meanwhile, a
tower controversy was boiling to
a head. :

While the two agencies were
weighing the highly controversial -
tower problems, the State of Wis-
consin initiated action which may
establish a legal precedent on air
sovereignty.

Threatening mandamus action
against the FCC in the U. S. Dis-
trict Court of the District of Co-
lumbia, Wisconsin Attorney Gen-
eral John E. Martin, in a telegram’
to the Commissioners April 26,
challenged FCC’s jurisdiction in
denying a construction permit on'
the basis of CAA findings on tower
sites, it was learned last week. '

Attorney General Martin, acting
as attorney for the State Radio
Council, U. of Wisconsin, demand-
ed that a construction permit be
issued the Council for a new non-
commercial educational FM station
on Rib Mountain near Wausau,
Wis. )

FCC, he recalled, had condition-
ally authorized a construction per-.
mit to the Council with the site
subject to CAA approval.

“The site in question,” Mr. Mar-_
tin explained, “is a public park
owned by the State of Wisconsin,
in its sovereign capacity. The park"
is under administrative jurisdic-.
tion of Wisconsin Conservation
Commission, which has authorized.
construetion.”

He then referred to a U. S.
Supreme Court ruling which ex-
pressed the rule, which he said had
no contrary, that “a landowner
owns so much of the space above'
ground as he can make use of,
in connection with the enjoyment
of his land, and that such right’
varies with his needs and is co-
extensive with them.” The same
case, the attorney general pointed.
out, further held that no one can,
acquire right to space above land
that will limit the landowner.

Washington CAA officials told

(Continued on page 50)
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Probe Fireworks
(Cuntinued from page 89)

ing shonld open with RCA testi-
mony.

Sen. Homer Carehart (R-Ind.),
pointedl{ questioning the “tactics”
by which the investigation was
launched, insisted at the outset that
'Prof. Armstrong should be called
back first for questioning on the
charges he had made. After an in-
formal executive session Sen. Tobey
announced the issue had been com-
promised and that Prof. Armstrong
would be put on the stand at the
start for 30 minutes. Under cross-
examingtion by Sen. Capehart and
other committeemen, he was on the
stand for more than an hour.

Charges bv Prof. Armstrong and
Sen. Tohkey that RCA had withheld
a report vital to FM in a 1936 FCC
hearing provoked lengthy question-
ing by other committeemen who
wanted to know why Prof. Arm-
strong himself had failed to put
the repart into the record when
RCA failed to do so.

Prof. Armstrong reiterated that
it had not seemed conceivable that
FCC wauld react as it did to that
hearing_ Sen. Tobey interjected at
one point that RCA, not Prof. Arm-
strong, was “on trial.”

Recalled to the stand near the
end of Wednesday’s session, Prof.
Armstrong said the FM situation
could be “largely repaired” if 3 me
of the low band—presumably
around 50 mec—were reserved for
FM for three to five vears. To a
large extent this was the substance
of the arguments of Prof. Arm-
strong and other FM interests in
testimony on the Lemke Bill. which
FCC meanwhile has rejected by as-
signing the 44-50 mc area to fixed
‘and mohile services [ BROADCASTING.
May 101. Prof. Armstrong indicated
this F{IC decision may be fought
out in the courts.

Dr. C. B. Jolliffe, executive vice
president in charge of the RCA
‘Labs. was the manufacturing com-
pany’s principal witness in refuta-
tion of sharges by Prof. Armstrong
and Sefi. Tobev that RCA had
“stifled’] FM and influenced FCC.
‘He confrnded RCA had pioneered
developinents which advanced FM,
and deriied RCA had been “silent”
‘about the merits of the new phase
of the hroadcasting art.

Withaut referring to FCC’s re-
cent order calling hearings for
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Prof. Armstrong testifies.
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Sept. 20 on the merits of opening
the “upstairs band” for commercial
television [BROADCASTING, May 10],
he declared that video could “ex-
pand into” the higher frequencies
but that “no television at all” would
result if all television were moved
up.

“New vacuum tubes capable of
generating high power at these fre-
quencies must be developed and
manufactured,” he declared. “Much
needs to be learned about the facts
regarding wave propagation at
these frequencies. In short, we need
to learn how to use these frequen-
cies to render a reliable television
broadcast service to the public.”

Virtually all of the Senate com-
mittee took part in the hearings.
These included Sens. Tobey, Clyde
M. Reed (Kan.), Owen Brewster
(Me.), Hawkes, E. H. Moore
(Okla.), and Capehart, all Repub-
licans, and Edwin C. Johnson
(Colo.), Warren G. Magnuson
(Wash.), Francis J. Myers (Pa.),
and Brien McMahon (Conn.),
Democrats.

Wednesday

Session-by-session account:

Over Sen. Tobey’s protests, Sen.
Capehart insisted as the hearing
opened Wednesday that “continu-
ity” be preserved by giving him an
opportunity at the outset to cross-
examine Prof. Armstrong on his
testimony at the opening of the in-
vestigation April 23 [BROADCAST-
ING, April 26]. If the purpose of the
probe “is purely to excite the peo-
ple and get our names in the news-
papers,” he added, then “that’s an-
other thing” and “I question wheth-
er hearings should be held.”

After a brief executive session
Sen. Tobey announced that a “com-
promise” had been reached, with
Prof. Armstrong to take the stand
for 30 minutes of cross-examina-
tion.

Under. questioning by the Indi-
ana Senator, Prof. Armstring said
he had a “substantial” stock in-
terest in RCA, that he didn’t think
an FM set could be built without
infringing on his patents but that
he had tried to get the issue out
in the open and had “not yet” filed
patent suits. He said there are 25
or 30, “perhaps more” licensees un-
der his patents.

He repeatedly attacked FCC’s
treatment of FM but lauded for-
mer Chairman James Lawrence
Fly’s attitude and said FM now ap-
pears to be headed for “clear sail-
ing in the main.”

Asked where he got the report
which he and Sen. Tobey contend
would have substantiated his views
on FM in 1936 but was “withheld”
from FCC by RCA, he said Dr. W,
R. G. Baker, then RCA chief engi-
neer, now with General Electric,
turned it over to him in November

1935 on instructions from RCA

President David Sarnoff.

Sen. Tobey interjected that Gen.
Sarnoff had full knowledge of the
report when he “made a grandilo-
quent offer” to make full disclosure
of RCA’s information on FM dur-
ing the 1936 hearings, yet kept
back this report.

He couldn’t give it to FCC, Sen.
Tobey shouted, yet eight copies
were made available to Russia.

Sen. McMahon thought it “pecu-
liar” that Prof. Armstrong him-
self failed to turn the report over
to FCC when Gen. Sarnoff failed
to do so. The inventor agreed that
he had already received a copy but
said he didn’t have it with him at
that time and “in fact, I had for-
gotten about it.”

It had seemed “inconceivable,” he
reiterated, that FCC would limit
FM allocations after that hearing.

Sen. Hawkes said he felt Dr.
Baker should be summoned. One of
the most important factors of the
entire question, he said, was the
fact that Prof. Armstrong had had
the report for five years before he
made it public.

Dr. Jolliffe’s direct statement,
largely a summation of the testi-
mony he presented in April during
the House Interstate Commerce
Committee’s hearings on the Lemke
FM Bill (HJ-Res. 78). stressed
RCA’s contributions to FM, which
he said dated to 1924 and have
made possible many advances in the
art.

“It is particularly significant that
when Armstrong avpeared before
vou three weeks [after the Lemke
hearinzs] he did not even attempt
to refute any of the facts which I
nresented on that occasion,” Dr.
Jolliffe declared.

‘Published to the World’

Answering the charges that RCA
had withheld information vital to
FM. he said the company’s regard
for FM had been “published to the
world” by RCA engineers in Jan-
uary and May 1936. The report re-
ferred to bv Prof. Armstrong and
Sen. Tobey, he declared, was a “ten-
tative” report which “states on its
face that its conclusions appear to
be too optimistic.”

After explaining that RCA li-
censees were free from all restrie-
tions and were charged “reason-
able” royalty rates, Dr. Jolliffe
took up one by one the auestions
which Sen. Tobev had asked of Rav-
mond Guy, NBC manager of radio
and allocations engineering, in the
previous hearing [BROADCASTING,
April 261.

He told the committee that (1)
RCA has many [basic] patents for
black-and-white television, some of
which are now in litigation; (2)
he could not say whether CBS
holds the basic patents for color
television since he could not fore-
cast what will happen in television;
(3) RCA does not license on an
overall basis, but has a group of
different licenses for different ap-
paratus. Licensee pays for inven-
tions used and can use any others in
that field under the standard form,

BROADCASTING

Sen. Capehart listens.
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which has proved acceptable to
most licensees; (4) royalty amounts
to about 2% of selling price.

To Sen. Tobey’s inquiry on the
amount the public has spent for
RCA sets, Dr. Jolliffe revealed that
as of March 31, 301,698 TV re-
ceivers had been sold at a total
value of $79,375,000.

Sen. Tobey then called Conway
P. Coe, RCA vice president in
charge of patent matters, and
asked if it were not true that RCA
has 10,000 patents for which it
grants licenses. The witness did not
know the exact total but said that
in the fields in question, RCA had
about 100 TV patents, 256 of which
are in litigation, and about 80 FM
patents.

Chairman Tobey then came to
one of his main bones of contention
with RCA, charging that while oth-
er companies such as AT&T, Gen-
eral Electric and Westinghouse
gave the government the use of
their patents free of charge during
the war, RCA negotiated a deal
with the late President Roosevelt
whereby it received $4,000,000 a
year for its patents.

Before Mr. Coe gave an answer,
John T. Cahill, RCA general coun-
sel, jumped to his feet and offered a
reply. Sen. Tobey ordered him to
“sit down until called.” When Sen.
McMahon identified Mr. Cahill and
stated that it was onlv fair to let
him answer, Chairman Tobey called
him to the stand.

Mr. Cahill explained that corvo-
rate officers were under obligation
to earn monev for stockholders and
had no lawful right to make a gift
to anybody. He pointed out that al-
though other companies may have
furnished the patents free, they

* made money in one of two other

ways—either by adding on to the
price of the product or making an
assessment for epgineering assist-
ance.

The RCA counsel said RCA made
a great deal less than it would if
there had been no war. Asked the
exact amount, he said he would
furnish the figure for the record.

Taking issue with Chairman
Tobey, Sen. Hawkes stated that
“Mr. Cahill is absolutely right in
his position.”

Returning to his questioning of
Dr. Jolliffe, Sen. Tobey asked about

(Continued on page 48)
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NAB’s Convention TECHNIBAL PAPERS Summaries of Talks

Comparative Field Measurements,
Comparison of Propagation Char-
acteristics between Channel 4
and Channel 7 in the Washing-
ton Metropolitan Area—E. C.
Page, Consultant, Washington,
D. C.

A comparative study and analy-
sis of the coverage of two tele-
vision stations, one operating on
Channel 4 (66-72 mc) and the
other on Channel 7 (174-180 mc)
is presented.

The technique employed consists
of simultaneous mobile field inten-
sity recordings of both stations,
employing the method specified in
.the FCC Standards of Good En-
gineering  Practice  Concerning
Television Broadcast Stations. The
recordings are analyzed to present
the field intensities exceeded for
10, 50, and 90% of the sector dis-
tances. The measured results are
compared to the calculated cover-
age. Associated problems arising
in connection with such field in-
tensity surveys are also treated.

Mr. Seibert

Television and FM Transmitting
Plants—Raymond F. Guy and
John L. Seibert, NBC
This paper will deal with unique

problems which arise in connection

(Continued on page 194)

ENTERTAINMENT SLATE
FOR CONVENTION WEEK

(Also see What's to Do in Los
Angeles, page 239)
SERIES of entertainment events
and side meetings, formal and in-
formal, will feature NAB conven-
tion week proceedings. The list
was not complete as this special
convention issue of BROADCASTING

went to press.

SUNDAY—Atwater Kent flesta, Bel
Air, 2-6 p.m.; Icecapades, evening per-
formance, Pan Pacific Auditorium.

MONDAY—Movie studio tours.

TUESDAY—Joint meeting, Assn. of
Women Broadcasters and Advertising
Assn. of the West, Crystal Room, Bev-
erly Hills Hotel, 9:30 a.m.; fashion show
and luncheon, 12:30 p.m., same room;
MBS-Don Lee luncheon at new build-
ing, 1313 N. Vine 8t., for press and
agency personnel.

WEDNESDAY—NAB convention golf
tournament for BROADCASTING Mag-
azine trophy, California Country Club
(busses leave Biltmore at 8:30 a.m.; for
detalls contact BROADCASTING head-
quarters, rooms 2235-6-7); tour of Cata-
lina, open to men and women; MBS-
Don Lee luncheon for affiliates at new
building; MBS board meeting, Wednes-
day and Thursday at MBS-Don Lee
bullding.

FRIDAY—Evening inspection tour,
MBS-Don Lee building for Engineering
Conference registrants (busses leave
Biltmore 5:30, 6, 6:30 p.m.

SATURDAY—Inspection tour of Mt.
rgll.son)(busses leave Biltmore 9:30 to

a.m.).

BROADCASTING

Mr. Page

ENGINEERING and management officials alike will take part in the
two-day NAB Engineering Confreence Thursday and Friday at the
Los Angeles Biltmore, first such conference ever held in connection
with convention week proceedings.

The Management Conference Monday and Tuesday has no formal
engineering items on its agenda, technical aspects of industry problems
being assigned to the Thursday-Friday meetings.

The two-day technical schedule has been prepared with a practical
appeal, with scientific formulas pushed aside in favor of more earthy
discussions. Thus the technical programs will appeal to management
as well as engineers, according to Royal V. Howard, NAB engineering
director, and Neal McNaughten, assistant director.

Papers during the technical discussion will cover a wide range of
operating problems, with emphasis on new developments and dollar-
mark aspects. Television will be dealt with at length in the papers.

A feature will be the final Friday afternoon event, the annual FCC-
Industry roundtable. Last year the roundtable at Atlantic City went
far beyond its scheduled close. With rapid developments in all facets
of industry operation, the roundtable will draw even more interest
this year. Effects of government defensive measures will be discussed.

The FCC participants in the roundtable will include Commissioner
George E. Sterling, a pioneer radio engineer. On the Commission panel
also will be John A. Willoughby, Acting Chief Engineer; Cyril M. Braum,
Chief, FM Broadcast Division; James A. Barr, Chief, Standard Broad-
cast Division; Hart S. Cowperthwait, Acting Chief, TV Broadcast
Division.

Representing the industry will be Mr. McNaughten; Orrin W. Towner,
WHAS Louisville; Jack R. Poppele, WOR New York; Frank Marx, ABC;
Paul A. deMars, Raymond M. Wilmotte Inc.

On the Thursday program are a number of television papers, with
10 TV engineers describing video progress and problems. They will
start with the radio wave as it leaves the transmitter and go into
propagation habits of TV frequencies, transmitter problems, studio
equipment, field pickups, coaxial lines and on through to servicing of
receiving sets in the home.

Discussions and demonstrations of magnetic tape recording will close
the Thursday program. FM will be discussed Friday morning. A high-
light of this session will be paper describing a new system of measuring
co-channel interference, deemed an important step forward in that it
permits measurements of interference from other stations without
shutting down any of the stations involved.

Stereophonic sound will be described and demonstrated Friday, along
with relay broadcast equipment.

Friday evening the engineers will inspect the Mutual-Don Lee studios
in Hollywood. Concluding event is a Saturday tour to Mt. Wilson to
inspect station projects and the 100-inch telescope.

The NAB Engineering Executive Committee is scheduled to meet
early Tuesday.

Display of heavy equipment in the Hotel Biltmore Lobby will be
open from Monday morning to 5 p.m. Friday. Light equipment and
broadcasting service exhibits are on the second floor in sample rooms.

At left are summaries of papers to be heard at the Engineering

Conference. Agenda is at right.
Radio Now Billion Dollar

PARTS BOOM oy sere e

VOLUME of orders taken by component parts manufacturers at the
1948 Radio Parts & Electronic Equipment Show in Chicago last week
ranged from 10 to 209% more than last year’s business, it was estimated
Thursday by Charles Golenpaul, show president. All previous registration

figures were broken as more than
13,000 persons—about 4,000 of
them students—viewed 163 displays
in the Stevens Hotel’s Exhibition
Hall.

The show, sponsored by Radio
Manufacturers’ Assn., Electronic
Parts & Equipment Manufacturers,
Sales Managers Eastern Group
and National Electronic Distribu~
tors Assn., wound up a week’s ac-
tivity Friday. Mr. Golenpaul an-
nounced that next year’s show, in
mid-May, will be held at the Ste-
vens. It will be followed by the
annual meeting of RMA, and the

¢ Telecasting
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two groups will hold their annual
dinner jointly, he said. Next year
the West Coast Electronics Manu-
facturers Assn. also will be a co-
sponsor.

Exhibits featuring television
components stole the show,

“Television is not a boom, but
merely a natural and orderly de-
velopment reaching a point of use-
fulness and acceptability,” Bond
Geddes, executive vice president of
RMA, observed. “It is another
radio service, the same as FM—a
new and supplementary service

ENGINEERING CONFERENCE
AGENDA

THURSDAY (9:30 am.)

Jack R. Poppele, WOR-MBS vice presi
dent, presiding.
“Comparative Field Measurements—
Comparison of Propagation Character
istics Between Channels 4 and 7 i1
Washington Area,” E. C. Page, RCA

Victor consultant.

“Television and FM Transmittin
Plants,” Raymond F. Guy, managei
Radio and Allocations Engineering
NBC, and John L. Seibert, projec
engineer, NBC.

“The Communlty Television Stations,!
James B. McLean, commercial man
ager, Philco Television Broadcastin
Corp.

“TV Studio Systems,” M. A. Trainer
manager, television equipment, RCA
Victor.

“Light Sources for Television Studi
Lighting,” F. E. Carlson, Lamp Dept
General Electrlc Co., from a pape
by Richard Blount, GE Lamp Depl

“Remote Control Television Lighting,
Capt. W. C. Eddy, director of tele
vision, WBKB Chicago-Balaban &
Katz Corp.

LUNCHEON (12:30-2:15 p.m.)
Royal V. Howard, NAB Engineering di
rector, presiding.

“The Engineer’s Role in Broadcasting,

NAB President Justin Miller.

Richard Hodson, director of televisio:
operations, Paramount Pictures In¢
Demonstration of Paramount’s syster
of off-the-air pickup of television pro
grams.

AFTERNOON SESSION (2:30 p.m.)
Frank Marx, ABC engineering vice
president, presiding.

“The CBS Grand Central Televisio:
Studios,” William B, Lodge, CBS gen
eral engineering director, from
paper by A. B. Chamberlain, CB
chief engineer. '
“Television Field Broadcasts, Includin
Radio Relay,” Robert W. Clark, NB¢

“Network Facilities for Audio am
Video Broadcasting,” Ernst F
Schreiber, Pacific Telephone & Tele
graph Co.

“Installation and Maintenance of Tele
vision Receivers.” Edward Edison
RCA Service Co., Los Angeles.

“Absolute Speed for Magnetic Tap:
Demonstration of Tape Reproductio
at 30-inches per Second,” R. ¥
Ranger, president, Rangertone, In¢

“Magnetic Tape Editing Device,” H. W
Pangborn, assistant chief enginee:
KNX-CBS Hollywood, from a pape
by R. 8. O'Brien, CBS New York. -

FRIDAY (9 am.) .

Paul A. deMars, consultant, Raymon

M. Wilmotte Inc., presiding.

“The Economics of Coverage in F?
Broadcasting,” Everett L. Dillar¢
WASH Washington - KOZY Kansa
City, president of FM Assn. and mem
ber-elect, NAB Board of Directon

A Studio to Transmitter Radio Rela
System,” W. G. Broughton, assistan
sales manager, Broadcast Equir

(Continued on page 210)

that definitely will not displac
radio.”

Mr. Geddes said that the “tre
mendous impetus” of FM and T"
during the past year has “spurre
receiver and parts production to
new high.” )

“Although the total productio
of sets is less than the 20,000,00
reported last year, dollar volum
for 1948 will equal and possib}
surpass last year's,” he adde(
“Higher television parts cost an
increased use are both contributin
factors in boosting retail sale
price and subsequent dollar incom:
Radio has become a billion dolla
industry as a direct result of F}
and TV production during 1948:
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e peecemens TEGHNIGAL EXHIBITS

[EWEST developments in broadcast equipment, ranging all the way
rom powerful transmitters to lighter transcription and studio equip-
tent, feature the annual NAB convention week exhibit opening Monday

wrning at the Biltmore Hotel, Los
Over 10,000 feet of space is re-
azired for the heavy display on
1e lobby-foyer floor of the Bilt-
ore, according to Arthur C.
tringer, NAB department head in
1arge of the exhibit. In addition
yme 80 rooms on the second floor
rovide diisplays of transcription,
rogram and related companies.
Though the convention is being
2ld far from the manufacturing
:nters in| the east, the displays
re up to normal standards. Miss-
g from this exhibit, however, are
je high towers set up in the At-
ntic City Convention Hall last
eptember. Manufactuvers com-

Angeles.

plained in some cases that they
were forced to prepare double dis-
plays because of the adjacency of
last week’s Radio Parts Show in
Chicago.

Despite the problems involved,
and the uncertainty created by
railroad labor negotiations, exhibi-
tors are presenting displays that
will hold interest all through the
five-day schedule. Exhibits close
Friday afternoon just as the En-
gineering Conference concludes its
sessions.

New associate miembers who will
be represented at the Biltmore are

Collins Radio ‘Federol Telephone

Ensco Derrick Equipment Co., Los
Angeles and Houston, and Allied
Record Mfg. Corp. DuMont plans
to show teletranscription record-
ing direct from cathode tube. Ray-
theon has a coaxial cable from the
ballroom to its suite for demon-
stration.

Indicative of the interest shown
by exhibitors is the two-carload
display of RCA, with a complete
studio setup for projected televi-
sion. Exhibitors on the second floor
will be able to give actual demon-
strations of their programs as
against the “silent” displays at
Atlantic City last autumn. That
inability to demonstrate programs
and library services caused con-
siderable grumbling at the coast
resort.

In the displays of heavy equip-
ment everything is being shown
from television transmitters and

At Convention

-exhibited, Amperex is featuring a

new line of recently developed
forced-air radiation external anode
tubes of greatly reduced dimensions
which are lighter in weight than
earlier designs of similar function.
Savings in physical dimension have
been accomplished without sacri-
ficing electrical efficiency.

S. E. Norris, executive vice pres-
ident in charge of sales, is super-
vising Amperex exhibit in Rooms
2212 and 2214 at the Biltmore.

* * *

Andrew Corp.

FEATURING the Andrew exhibit
(Continued on page 22})

Displays Described on the

Co. & Radio Corp. antennas right through FM and Following Pages:
AM equipment and on down to .
RCA tubes. Company representatives will Equipment
be on hand to answer questions Amperex _ 48  Rangertone ___227
-‘-\ about all the items shown. Andrew . 48  Ravtheon _____ 227
\ Following are brief descriptions CoMins ——.....22¢ .. 227
. \ £ th hibit d DuMont ___
4 Gates Radio Co. of most of the exhibits, as made /. o0 "0 U s, Record-
available to BROADCASTING by the  gogera; TR _ 224 ing .. 229
. - exhibitors in advance of the con- Gates .. _____ 225 Western Elec. 229
\_Western Electric Co.and vention: GE 2225 Herman Hosmer
N\ \ Graybar Electric Co. B = Magnecord ;gg Scott _____ 229
\ 7 . ;::;: e Westinghouse 231
\ " — -+ |Westing- | Amperex Electronic Corp. "ian. "% 221 Wincharger _23
N / BMI hofss AMPEREX is exhibiting a com- Production, Allied Arts, Etc.
\\ Electric plete line of transmitting, rectify- . ociateda __ 234 MacGregor ____ 237
. = ing and special purpose tubes for BMB Mayfair ______237
= Corp. g p p ! y
General A il Raytheon E Acr;c:r:w P radio communications and indus- BMI ____ pike & Fischer zg;
. . T % 2 g R . Capitol ______. SESAC _____ -
Electric Co. Manufacturing H trial applications. Included ' z.ne i sdat STandira a7
\ | Co. : tubes for AM, FM and television gqystone world 238
= - transmitter applications. Lang-Worth _ 237  Ziv 238
First Floor of Exhibits. Besides many tubes previously
] Trammell made final arrange- Mars stated that in his judgment ing the committee that all Senators
Probe Fireworks ments. RCA had exercised “undue influ- were wanted on the floor for a

(Continued from page 46)

ie hiring' of former FCC Chair-
an Charles C. Denny and wanted

know who first approached him
1d when. Dr. Jolliffe said he first
Sproached Mr. Denny during the
:;ptember| 1947 Telecommunica-
ons Conference in Atlantie City,
it that NBC President Niles

Sens. Tobey and Myers agreed
that cases like Mr. Denny’s were
examples of insufficient salaries
paid by the government.

Prof. Armstrong returned to the
witness chair and was asked by
Sen. Capehart why he and RCA
didn’t sit down and settle their
personal matters instead of bring-
ing them before a Senate commit-
tee. Sen. Tobey answered that he
called the hearings because the mat-
ter affected the public interest. Sen.
Capehart then added that FM had
made “great strides,” but FCC was
better qualified to make decisions
on the question.

Thursday

Mr. deMars, consulting engineer,
began the session by tracing his
experience with and support of
FM through the years.

In reply to Sen. Tobey, Mr. de-
LY Yo o WV P PV .

Dr. Jolliffe on stand.

ence” on FCC down through the
years. This prompted Sen. Hawkes
to assert that other engineers
probably could be found to say the
opposite. “If you have them, bring
them on,” retorted Sen. Tobey.

The Indiana Senator charged
that the Chairman had been mak-
ing a “stump speech” and was de-
liberately saying one side was
right and the other wrong. He said
he “objected strenuously,” and that
“it’s unfair, unwarranted and un-
called for in the U. 8. Senate.”

Sen. Capehart charged further
that the Chairman had allowed
Prof. Armstrong to proceed as he
wished, but had instructed RCA
witnesses to answer yes or no.

Chairman Tobey vigorously de-
nied the charge and turned to Dr.
Jolliffe to ask whether he had been
allowed to read his statement and
had been given “fair treatment.”
The RCA executive replied that he
had.

Sen. Magnuson succeeded in
breaking up the battle by remind-

vote in five minutes.

Before the session was adjourned
Mr. Cahill was called on to furnish
the figures for the record which he
had promised the previous day. He
pointed out that RCA’s profit dur-
ing the war years was less than
during the eight years preceding
the war. He also produced figures
to show that RCA’s $4,000,000
contract with the government dur-
ing the war saved the armed serv
ices $100,000,000 during that time.

Capitol Cars

CAPITOL RECORDS Inc. is
supplying convention limou-
sine serviece from the Bilt-
more to Hollywood every
hour on the hour and from
Hollywood on the half-hour.
At its Biltmore convention
suite Capitol is holding a
daily drawing for Califone
transeription playbacks.




' PUI_ITI[: AI_ BRU ADE ASTS Schedules Unaltered, Trends Finds

POLITICAL broadcasts are an im-
portant facet of a Presidential
election year, and, while broad-
casters are almost unanimous
(99%) in saying they plan to sell
time for such broadcasts [BROAD-
CASTING, April 12], a majority
(79%) have indicated they will
refuse to alter important segments
of their schedules to make way
for the politicos.

This latter fact is among those
brought out in the second portion
—presented herewith—of a study
of broadecasters’ plans and policies
for handling political broadcasts.
The study, conducted exclusively
for BROADCASTING Magazine by
Audience Surveys Inc., represents
the ninth survey of station man-
ager opinion, thirteenth in the
BROADCASTING TRENDS series.

Most television stations, like AM
stations, Audience Surveys con-
cluded in the second portion of the
study, “plan to sell time for politi-
cal telecasts; to let the business
.come to them rather than solicit
it; to charge regular card rather
than special rates; allow agency
commission on such business; in-
sist on seripts in advance; and
collect in advance of broadcast.”

In making its political broad-
casts survey Audience Surveys fol-
lowed its usual custom of canvass-
ing a representative cross-section*
of the managers of commercial
AM stations, and, because of the
interest in how operators of tele-
vision stations plan to handle po-
litical telecasts, submitted the
same questions answered by the
AM panel to video stations already

*A sample of U. S. commercial AM
stations in operation Sept. 1, 1946, con-
trolled for proper balance by city size,
network affillation, base hour rate, and
geographical area.

CHART 1

If you plan to sell or give time
to political parties, are there any
programs on your schedule which
you will not cancel or shift for
political broadcasts?

% of all respondents

YES-79 %

o K
NO-14% DONT KNOW OR

NO ANSWER-7%
BROADCASTING o

CHART I

If you have programs on your
gchedule which you will not cancel
or shift for political broadcasts,
what types of programs?

% of those

who have programs

which would not be

cancelled or shifted
News and commentators____-___ 69%*
Religion
Farm service —————___
Children’s programs

Sports 38
Di i and talks. 28
Household __________________ 23
Mystery _________ _________ 15
Drama 14
Comedy 13
Quiz 12
Music 9
Would not cancel any programs__ 6

*Percentages add to more than 100
because many respondents indicated
more than one type of program.

on the air or expected to start
before the campaign period.

Detailed results of the second
portion of the political broadcasts
study follow:

If you plan to sell or give time
to political parties, are there any
programs on your schedule which
you will not cancel or shift for po-
litical broadcasts? (See Chart I).

The majority of broadcasters

LOBBY ACT EXEMPTION
FOR RADIO IN S$-2575

RADIO news services would be ex-
empted from the Regulation of
Lobbying Act, under a bill (S-2575)
favorably reported to the Senate
by the Committee on Expenditures
in the Executive Departments.

The bill would amend the Legis-
lative Reorganization Act of 1946.
The Committee report declares:

Newspapers and periodicals are pres-
ently excluded from the necessity of
registration under the Regulation of

bbying Act in appearing before &
committee of Congress in support of
or opposition to legislation. The amend-
ment merely adds the radio to the list
of exempted activities.

Registered under terms of the
Act are these radio officials: A. D.
Willard Jr., executive vice presi-
dent, and Don Petty, general coun-
sel, for NAB; Earl H. Gammons,
Washington vice president, for
CBS; Frank M. Russell, Washing-
ton vice president, for NBC; Glen
A. Wilkinson, Washington counsel,
for KSL Salt Lake City; Victor
Sholis, director, and Louis G. Cald-
well, counsel, for Clear Channel
Broadcasting Service; Harry J.
Daly, counsel for a group of sta-
tions.

Two advertising agencies are on
the list: Leo Burnett Co., Chicago,
for margarine manufacturers, and
N. W. Ayer & Son, for National
Assn. of Electric Companies.

Telecasting

CHART 11l

If your network sells time na-
tionally for a political broadcast,
will you:

% of all respondents

Carry the progrom
stroight

Corry the progrom with
o preceding discloimer

Not o network
offitiote

Refuse to corry the

progrom *

Donlt know ond no
onswer

5%

*/ess than one percent

will refuse to upset important seg-
ments of their schedules to ac-
commodate special political broad-
casts. Approximately four out of
five stations have programs which
they will not shift or cancel for
political broadecasts.

Fourteen per cent of the stations
reported that they would not con-
sider any programs on their sched-
ule immovable or non-cancellable,
and that they would accommodate
political broadeasts in any pro-
gram periods.

If you have programs on your
schedule which you will not cancel
or shift for political broadcasts,
what types of programs? (See
Chart I1I).

Among the stations which have
programs which would not be can-
celled or shifted to make time
available for political broadcasts,
a majority or better would not
budge news and commentators
(69%), religion (65%) and farm
service programs (54%). Thirty-
nine per cent would not let their
children’s programs be affected,
38% their sports programs.

About a quarter of the stations
would keep their discussions and
talks programs on (28%), and
their houshold programs (23%).

Approximately one of seven sta-
tions regard their mystery, drama,
comedy and quiz programs as im-
portant enough to refuse to move
or cancel them in favor of political
broadcasts, while 9% feel music
programs should not be affected.
Six per cent would not cancel any

TBA Fund Drive

TELEVISION Broadcasters Assn.
is raising from member stations a
fund of about $25,000 to finance its
campaign for revision of the inter-
city video rates filed in April by
AT&T and Western Union [BROAD-
CASTING, April 5], a TBA official
disclosed last Thursday. FCC hear-
ing on the rates, which TBA claims
are ‘‘unreasonably burdensome,” is
slated for June 15 [ BROADCASTING,
May 3].

programs on the schedule for a
political broadcast.

If your network sells time na-
tionally for a political broadcast,
will you carry the program
straight, carry it with a preceding

disclaimer, or refuse to carry it? '

(See Chart III).

Originally asked only of those
stations which did not plan to sell
time, replies on this question were
received from virtually all re-
spondents, whether or not they
planned to sell time.

Fifty-nine per cent of the sta-
tions plan to carry network broad-
casts straight, 19% expect to
precede such programs with a dis-

claimer. An insignificant number, °

less than 1%, would refuse to
carry the program — consistent

with the very few number of sta- '

tions which will not sell time for
political broadcasts.

Time for Opponents

If you carry the nebwork pro- .

gram and are asked to provide op-
ponents with local time to answer
it, will you do 30? (See Chart IV ).

Sixty-three per cent of the sta-
tions which expect to carry net-
work political broadcasts will pro-
vide opponents with local time to

answer the network speaker if

asked to do so—almost six times as
many as will not do so (11%).
Many of those who will not pointed
out that, in their opinions, pro-
viding equal time would be a net-

work rather than a local problem. ’

A significantly large group (26%)

are uncertain of what policy they -

will adopt in such a situation.

This year for the first time in
a Presidential campaign, television
will be available for use by politi-

(Continued on vage 150)

CHART IV

If you carry the metwork pro-
gram and are asked to provide op-

ponents with local time to answer .

it, will you do so?
% of those who would carry
network political broadcasts

YES-63%

Y

DONT KNOW AND
NO ANSWER-26%

May 17, 1948 o Page 49



Code at L. A.
(Continued from page 41)

it must pe in sound financial con-
dition.

Theme of the final portion of
the Monday morning program will
be employe problems. A panel of
broadcasters will take part in a
discussign titled ‘“Unscrambling
the Labor Jigsaw Puzzle.” Mod-
rerator will be Richard P. Doherty,
NAB Employe-Employer Relations
Director

Harold Essex, WSJS Winston-
Salem, N. C., scheduled to be one
of the |panel participants, was
forced tp cancel his plans.

. Mr. Doherty will speak after
the pangl discussion on the subject
“Controlling Labor Costs.”

Noon [speaker Monday will be
Charles | G. Mortimer, vice presi-
dent of | General Foods Corp. and
board chairman of the Advertis-
ing Council. Mr. Mortimer is slated
to take part in the Tuesday morn-
‘ing program.

Opening the Monday afternoon
progran will be an explanation of
the All{Radio Presentation.

J udg% Miller will preside at the

code ddbate. On the platform to
answer | questions will be Harold
Fellows; WEEI Boston, and John
Meagher, KYSM Mankato, Minn.,
of the |[board’s code review com-
mittee. [Willard D. Egolf, WBCC
Bethesda, Md., of the committee,
notified] NAB headquarters last
. week he would be unable to attend

WOMEN BROADCASTERS
"HOLDING  DISCUSSION

PROBLEMS of women broadcast-
ers come before a joint meeting
scheduled Tuesday morning at the
' Beverlyl Hills Hotel.

Assn] of Women Broadcasters,
NAB gffiliate, and women of the
Advertising Assn. of the West will
meet af 9:30 a.m. to discuss “The
"Mike $ide of Radio.” Moderator
" will be|Claire Drew Forbes, owner
of Fotbes Adv. Agency, Santa
Barbarp. Speakers include Norma
Young,| director of Happy Homes
on KH‘% Hollywood; Jeanne Gray,

» “Women’s Voice” of KMPC Holly-
. wood; [Frances Scully, of Stargaz-
ing. With Secully on KECA Holly-
t wood; | Kay Kennedy, “Nancy
Dixon” at KHJ; Helen Murray
- Hall, promotion manager of NBC
Westenn Network.

Secopd session starts at 10:30
with Nancy Holme, director of ed-
ucation, CBS Western Network,
as- mogerator. Panel participants
includg: :

. Pat Grifith, NAB director of women'’s
- activities; Ethel Bell Mack, executive
: secretary, Southern California Broad-
casters |Assn.; Dorothy Lewis, coordi-
nator gf women's broadcasts, United
Nations{ Mrs. Ralph Lewis, president,
. Federation of Community Coordinating
Councils of Los Angeles County and adi-
. rector, Public Welfare Dept.; Mrs. Helen

, Rachford, audio-visual director, Los An-
geles County Schools.

A cpmbined fashion show and
lunche¢n will be held in the Crystal
Room after the meeting under aus-

_ pices of Southern California Broad-
' castery Assn.
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the convention because of busi-
ness conflicts. Harold Fair, NAB
Program Dept. director, custodian
of the code since its early days,
will appear with the board com-
mittee.

A 5 p.m. recess is scheduled
Monday but code discussion may

Monday night. Tuesday morning
opens with a frank look into the
business of broadcasting by Dr.
Kenneth H. Baker, NAB director
of research. Presiding will be Carl
J. Burkland, general sales man-
ager of CBS Radio Sales, serving
as chairman of the NAB Research

continue until 6 or later. No for-
-mal convention event is scheduled

Committee.

Hugh M. Feltis, BMB president,

AAAA’s Message to NAB Delegates

By FREDERIC R. GAMBLE
President, American Assn. of Advertising Agencies
HOW DOES radio look today from the advertising agency view-
oint?
? The answer is indicated, it seems to me, by a recent development
in the American Assn. of Advertising Agencies. We have just
overhauled and streamlined

all the national standing
committees that determine
AAAA policy; after the

shuffle, two out of our eleven
standing committees are con-
cerned entirely with radio, a
third deals partly with radio,
and we also maintain a spe-
cial committee on radio and
television policies. Certainly
this is evidence that agencies
are vitally concerned with
radio as a medium.

It is meaningful, too, that
we have now incorporated
“television” into the titles of
all our radio committees. It
reflects a conviction among
agency people that television
is coming into its own at top
speed. If anybody doubts this
feeling, I refer him to the
program of our recent AAAA
annual meeting—there were
three separate talks on television as well as a special film presen-
tation on television commercials and programs.

Much of this concern with radio and television is due, of course,
to mutual problems. In our view, here are some that need solution:

On the business side, we again urge that networks and stations
which have abandoned the customary twelve-month rate protection
should restore it as soon as possible. As expressed in a resolution
of our board, we believe that absence of this protection tends to
discourage the planning of campaigns on an annual basis and
results in losses to broadcasters.

We also believe that many more stations need to adopt the cus-
tomary 2% cash discount on national advertising—and soon. De-
spite progress in the past year, radio still lags far behind all
other media in providing for this financial safeguard.

We hope that broader industry support will be given to Broad-
cast Measurement Bureau. Certainly support should be greatly
broadened by 1949, so that BMB study No. 2 will provide again
a uniform measurement for a maximum number of stations.

We shall watch with interest the developments at the NAB
convention on the proposed code of Standards of Practice. We
stand ready, as the advertisers have also stated they do, to lend
our support—if the code adopted can be approved by us and recom-
mended to agencies—in order to facilitate application of the code.

A major and persistent problem, still, is the lack of any recog-
nition body in the broadcasting industry. We believe most broad-
casters already recognize that the calibre and effectiveness of
advertising broadcast by the station is very much the station’s con-
cern, that high-calibre advertising is the product of skilled and
experienced agencies and that some recognition machinery is
therefore needed to evaluate advertising agencies.

In listing some problems that continue to exist, there has been
no space to summarize here the very notable advancement that has
been made during the past year toward the solution of many other
problems. This steady advance is due to close understanding and
effective teamwork between the NAB and the AAAA. It is a bright
token of our good relations and of the promising future.

Mr, GAMBLE

will discuss audience research, fol-
lowed- by BMI-copyright explana-
tions by Carl Haverlin, BMI presi-
dent, and Theodore C. Streibert,
WOR New York, chairman of the
NAB Music Advisory Committee.

Luncheon speaker Tuesday is
Wayne Coy, FCC chairman.

Second anything-can-happen
event of the Management Confer-
ence, besides the code debate, is
the “Broadcasting-Horizons Unlim-
ited” panel Tuesday afternoon.
Three network heads will take
part, along with other key industry
authorities on AM, FM, TV and
facsimile, and discuss the place of
these broadcast forms in the future
radio picture.

Winding up the Management
Conference will be the annual bus-
iness meeting, with report of the
resolutions committee. The annual
banquet will be held Tuesday night.

The four networks have provided
NAB with press department rep-
resentatives to aid Robert K.
Richards, NAB public relations di-
rector. They are: ABC, William
Tusher; CBS, Don Sweeney; MBS-
Don Lee, Jim Parsons; NBC, Blake
Chatfield.

At the NAB banquet, starting
Tuesday at 8:30 p.m., Jack Carson
will be m. ¢. Entertainers will in-
clude Danny Thomas, Eddie Can-
tor, Abe Burrows, Dinah Shore,
Margaret Whiting, Dennis Day,
Andrews Sisters, Johnny Mercer
and the Pied Pipers.

ENTIRE KOLYNOS RADIO

AD ACCOUNT TO D-F-S

WHITEHALL Pharmacal Co., New
York (Kolynos Division), has ap-
pointed Dancer-Fitzgerald-Sample,
New York, to handle all radio for
it, effective immediately.

The radio budget for Kolynos is
close to a million dollars a year.
D-F-S has been handling part of
the radio budget for Kolynos with
the Helen Trent and Mr. Keen
shows, but effective at once the
agency also takes over Front Page
Farrell on NBC as well as any fu-
ture radio plans. Latter show for-
merly was handled by Duane Jones
Co.

The advertiser also has ap-
pointed Sullivan, Stauffer, Colwell
& Bayles, New York, to handle the
space budget for Kolynos.

Tower Solution
(Continued from page 45)

"BROADCASTING that CAA does not

have any statutory right to regu-
late tower heights or locations,
but insures the absence of air navi-
gation hazards indirectly through
FCC, which has the statutory right
to refuse construction permits.

FCC will conduct hearings at
10 a.m. May 28 at Madison, Wis,,
to determine the matter. Concern
of FCC is reportedly manifested by
its decision to have Chairman
Wayne Coy serve as presiding of-
ficer at the hearings.

BROADCASTING o Telecasting



MANAGEMENT CONFERENCE
Late Registration
(Earlier Registration page 10)

Rolland L, Adams, WGPA Bethlehem,
Pa.; Mahlon R. Albridge, KFRU Colum-

bia, Mo.; Arne Anzjon, KXLF Butte,
Mont.; Bob Athearn, KBOW Butte,
Mont.; Allen S. Austin, E. Cleveland;

Ed. L. Barker, KLOK San Jose, Calif.;
Lyman Bloomingdale, WABF New York;
Otto P. Brandt, ABC New York; A. M.
Cadwell, WLCS Baton Rouge, La.; Rob-
ert Carpenter, MBS New York; James
H. Connolly, ABC New York; E. B.
Craney, KXLF Butte, Mont.; A, W.
Crapsey, KNBC San Francisco;
Dunlavey, New York; Ken R. Dyke,
NBC New York; John W. Elwood, KNBC
San Francisco; Harry M. Engel, KWKW
Pasadena, Calif.

G. David Gentlino, KROC Rochester,
N. Y.; Glenn D. Gillett, Washington;
C. L. Harris, WGRC Louisville; Ernest
Lee Jahncke Jr., ABC New York; E. P.
H. James, MBS New York; E. M. John-
son, MBS New York; Norman Jorgen-
sen, WARK Hagerstown, Md.; Edgar
Kobak, MBS New York; Dalton Lema-
surie, KDAL Duluth, Minn.; James Ma-
honey, MBS Chicago; Donald Manson,
Canadian Bestg., Toronto; F. R. Meyer,
Chicago; Jue Micciche, L. A. County,
Los Angeles; Fred C. Mueller, WEEK
Peoria, Ill.; M. A. Mulroney, KGU Hon-
olulu; Lawrence W. McDowell, KFOX
Long Beach, Calif.; David McKay, KOLO
Reno, Nev.

Fred Nahas, KXYZ Houston; John H.
Norton Jr.,, ABC New York; L. E. Par-
sons, KAST Astoria, Ore.; Odin Rams-
land, KDAL Duluth, Minn.; Richard E.
Ryan, KLOK San Jose, Calif.; Rosa Lee
Samuels, KFXJ Grand Junction, Col.;
Robert A. Schmid, MBS New York;
Clyde H. Smith, KSEI Lubbock, Tex.;
Harmon L. Stevens, WHLS Port Huron,
Mich.; Robert D. Swezey, MBS New
York; Muriel Wageman, Chicago; Wythe
Walker, KXLF Butte, Mont.; E, A. Weir,
CBC Toronto; H. G. Wells, KOLO Reno;
Gunnar O. Wiig, WHEC Rochester, N,
Y.; Mark Woods, ABC New York.

ENGINEERING CONFERENCE
Late Registration
(Earlier Registration page 26)

George P. Adair, Washington; Arne
Anzjon, KXLF Butte, Mont.; Frank
Dunn, KPAS Banning, Calif.; J. W.

Eriksen, Austin Co., New York; Jos. A.
Flaherty, WDAF Kansas City, Mo.; Glen
J. Gillett, Washington; George F. Ley-
dorf, WJR Detroit; Donald Manson,
CBC Toronto; Frank Marx, ABC New
York; M. A. Mulroney, KGU Honolulu;
Fred Nahas, KXYZ Houston; Kenneth
Owen, KOLO Reno, Nev.; L. E, Parsons,
KAST Astoria, Ore.; Charles J. Sher-
burne, KSDJ San Diego; C. E. Snow,
Western Electric, New York; Paul W,
Spargo, KWKW Pasadena, Calif.; Wm.
Steothman, KGVO Missoula, Mont.;
E. A. Weir, CBC Toronto; Gunnar O.
Wiig, WHEC Rochester, N. Y.; Herbert
L. Wilson, Washington.

AFM HAS_LIFTEb BAN

ON DISCS 137 TIMES

GRANTING of 137 transecription
sessions by the American Federa-
tion of Musicians, in spite of its
“halt” order last Dec. 31, was an-
nounced last week by AFM.

Exceptions to the ruling of “no
musical transeriptions” have been
granted in the case of “legitimate
and worthy public causes,” the
union declared. Decisions also have
been based on whether the request
was “truly non-profit and non-
commercial.”

A breakdown of the grants in-
dicates that religious groups re-
ceived exemptions on 25 occasions,
government agencies 28, welfare
and education.groups 71 and mis-
cellaneous  (patriotic, cultural,
ete.) 13. A blanket permission also
was granted the Armed Forces
Radio Service to produce unlim-
ited recordings for use of troops
overseas and in U. S. Army hos-
pitals.

11 FM GRANTS

6 Awarded to Baptist
Groups in Texas

SIX Texas Baptist organizations which plan to operate as an FM net-
work were among 11 applicants given conditional FM grants by FCC

last Wednesday.

The Commission also issued FM construction permits to 11 other

applicants, including six for Rural
Radio Network in New York State,
and granted requests to vacate au-
thorizations previously issued to
three others.

The Texas church groups, all
authorized to build Class B sta-
tions, will form a network with
which Mary Hardin Baylor Col-
lege’s KMHB (FM) Belton, Tex.,
also plans to affiliate [BROADCAST-
ING, Jan. 26]. Church spokesmen,
who said $175,000 was appropri-
ated a year ago toward the project,
reported the network’s objective is
to provide “wholesome” programs
with emphasis on the moral and
religious aspects.

Two of the other conditional
grantees are also AM licensees
(KBTM Jonesboro, Ark.,, and

WDEF Chattanooga, Tenn.).

KTOW-FM Oklahoma City gave

up its Class B authorization (Chan-
nel 270) with the explanation that
not enough sets are available in
the area to make the operation
practical and that the firm also is
considering entrance into televi-
sion. WINW.FM Winchester, Ky.,
had its Class A grant vacated
(Channel 261) on grounds that
there are only about 100 sets in
the community, that the public has
displayed a “lack of immediate in-
terest” in FM, and that other FM
service is available. Telair Co., giv-
ing up its Class B grant for WTTL
Detroit (Channel 258), offered no
explanation.

“In lieu of previous conditions,”
WHB-FM Kansas City was issued

<+
x

a new Class B construction permit
for Channel 271 (102.1 mec) with
42 kw effective radiated power and
antenna height of 500 feet.

List of Grants

Conditional grants and proposed
channel assignments:

Howard Payne College, Brownwood,
Tex.—Class B; Channel 290 (105.9 mc).

First Baptist Church of Beaumont,
Tex..—Class B; No. 300 (107.9 mc).

Buckner Orphans Home, Dallas, Tex.—
Class B; No. 300 (107.9 me).

Wayland Baptist College, Plainview,
Tex.—Class B; No. 297 (107.3 mc).

Southwestern Baptist Theological
Seminary, Fort Worth—Class B; No. 227
(93.3 mc).

San Antonio Baptlst Assn., San An-
tonio—Class B; No. 289 (105.7 mec).

Voice of the Rockies Inc., Preston,
Ida~—Class B; No. 223 (92.5 mc). Dr.
Leo Hawks and Dr. R, L. Smith, Preston
physicians, own 49%-plus each. J. L.
Peterson, in the radio service business
there, is president, and Al Biorge, for-
mer sales manager of KVNU Logan,
Utah, is secretary.

Science Education Foundation Inc.,
Shaker Heights, Ohio—Class A; No. 228
(93.5 mc). A nonprofit scientific organ-
jzation, the Foundation will operate
a commercial station. Its trustees are
A. L. Boegehold, Detroit; F. B, Foley,
Philadelphia; H. K. Work, Pittsburgh;
E. L. Spanagel, Rochester, and W. H.
Eisenman, Cleveland.

Earl W. Fessler, Madison, Wis.—Class
A; No. 285 (104.9 mc) Mr. Fessler is in
the radio service and distributing busi-
ness in Madison.

Regional Broadcasting Co. (KBTM),
Jol;esboro, Ark.—Class B; No. 270 (101.9
me),

WDEF Broadcasting Co.
Chattanooga, Tenn.—Class B;
(102.1 mc).

(WDEF),
No. 271

Construction permits were issued
to the following (power is effective

FINAL arrangements for site of 1949-1950-1951 NAB conventions, to be held at

Stevens Hotel, Chicago, were P

d recently. Going over plans are {l to r)¢

C. E. Amey Jr.; NAB secretary-treasurer; Howard Lane, radio director of Field Enter-

prises and chairman of NAB convention committee; R. L. Collison, sales director, Hilton

Hotels, and Robert F. Quain, manager of the Stevens. Next year’s convention will
be held April 8-13.

BROADCASTING ¢ Telecasting

Now Over 2,000

NAB membership passed the
2,000 mark just prior to the
1948 convention, an increase
of 489% since the Atlantic
City convention last Septem-
ber. Present membership, as
of last week, totaled 2,035
consisting of 1,271 AM sta-
tions, 650 FM and 3 TV; as-
sociates, 3 networks, 107
others.

radiated power; antenna height is
height above average terrain):

WLFM Lewiston, Me,—Class B; Chan-
nel 275 (102.9 mc); 15 kw; 270 ft,

WBBC-FM Flint, Mich.—Class B; No.
260 (99.9 mc), 6 kw; 330 ft.

WMBO-FM Auburn, N, Y.—Class B;
No. 241 (96.1 mc), 18 kw; 520 ft.

WVCV (Rural Radio Network Inc.)
Cherry Valley, N. Y—Class B; No. 270
(1019 mc), 1.4 kw; 1,080 ft.

WVCN (Rural Radio Network) De
Ruyter Village, N. Y.—Class B; No. 286
(105.1 me); 1.3 kw; 560 ft.

WVBT (Rural Radio Network) South
Bristol, N. Y.—Class B; No. 270 (101.9
me); 1.3 kw; 990 ft,

WYVFC (Rural Radio Network) Ithaca,
N. Y.—Class B; No. 236 (95.1 me); 1.3
kKw; 890 ft.

WVBN (Rural Radio Network) Turin,
N. Y.—Class B; No. 299 (107.7 mc); 13
kw; 680 ft.

WFNF (Rural Radio Network) Weth-
ersfield, N. Y.—Class B; No. 299 (107.¢
me); 1.3 kw; 460 ft,

WFRC-FM Reidsville, N. C.—Class B;
No. 291 (106.1 mc); 7.2 kw; 320 ft.-

WFFV Suffolk News Co., Suffolk, Va
—Class B; No. 291 (106.1 mc); 3.1 kw,
250 ft.

Omaha TV Granted
To KMA Licensee

GRANT for a new television sta.
tion at Omaha was issued by FCC
last Thursday to May Broadecasting
Co., licensee of KMA Shenandoah
Towa. '

The grant was for use of Chan-
nel 3 (60-66 me) with 8.9 kw aura’
and 17.8 kw visual powers. It i:
the second video authorization fo)
Omaha, where WOW-TV is now
under construction. Installation o
the new station is expected to cos
$189,000, while first year’s operat
ing costs are estimated at $100,00(
and revenues at $40,000 [BROAD
CASTING, March 1]. :

Meanwhile the Commission with
drew Don Lee Broadecasting Sys
tem’s long-pending San Francise
television application from th
group awaiting hearings ther
May 24, and consolidated it instea:
with the record on Don Lee’s A}
and FM renewal proceeding, whiel
apparently has held up action o
the San Francisco bid. With Do
Lee’s application withdrawn, th
May 24 hearing will cover seve
San Francisco applications. s

The Commission also took out o
hearing the request of Associate
Broadeasters (KSFO San Fran
cisco) for additional time to com
plete its KWIS (TV). FCC ex
tended the completion date by si'
months but specified that a prc
gress report be filed in 90 day:
Fort Industry Co. was granted
six-month extension for completio
of its WIVO (TV) Detroit.
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HOLINER, L&M RADIO

HEAD/ AND VP, QUITS
RESIGKATION of Mann Holiner,
head of Lennen & Mitchell’s radio
operations and vice president and
‘directar of the
agency, to devote
his interests to
other projects,
‘'was announced
last week by Phil-
ip W. Lennen,
agency’s board
‘chairman,

Mr. Holiner
will remain with
L&M until July
1, to hslp com-
plete the radio plans of the agency
for the fall. No successor has been
‘named.

WREC _Seeks New
TV  Auvuthorization

WREC Memphis, one of the pi-
oneer stations in television experi-
mentation, applied to FCC last
week for a new commercial video
authorization—
20 years almost
tothe month
from the time it
received its first
TV experimental
grant.

Hoyt B. Woot-
en, WREC owner,
whose first televi-
sion grant was
issued June 26,
1928, for experi-
mentation with “mechanical” video
in the 4£700-4900 ke band, asked
that WREC’s proposed commercial
station he assigned Channel 7 (174-
180 me) with 24 kw visual and
aural poiver.

Mr. Wooten’s current application
estimates installation of his pro-
posed stution will cost $180,500.

$10 Million Video

Ad Program Seen

ADVERTISING expenditures of
more than $10,000,000 for televi-
sion programming in 1948 was fore-
seen by NBC, as reported in an
advertisiwg panel last week dur-
ing the U. 8. Brewers Foundation
zonvention in Atlantic City.

i+ Cyril B. Hartman, J. Walter
Thompson Co., spoke on television
18 & meidium in the absence of
Noran E. Kersta, NBC television
lirector. Mr. Hartman presented
naterial prepared by NBC.

Mr. Holiner

Mr. Wgaten

Schwerin Research Corp.

signs Mutual Contract
MUTUAL last week contracted
with the Horace Schwerin Re-

iearch Carp., which for nearly two
rears has been testing NBC pro-
rrams and commercials, to apply
ts investigation to MBS shows.

. Under a 52-week contract, effec-
ive ‘June |1, the Schwerin organi-
iation will test three selected Mu-
ual programs weekly.
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PREPAREDNESS

Need Is Stressed
by Sarnoff

AGAINST a backdrop of accelerated defense preparations, nearly 300
leaders of industry and the Armed Forces pooled experiences at the
second annual convention of the Armed Forces Communications Assn.
in Dayton, Ohio, May 10-11 to discuss ways to implement communications-

electronies preparedness.

In keeping with the association’s
aim to keep the interests and prob-
lems of.all three branches of U. S.
Armed Forces in the foreground,
the convention program empha-
sized Air Force progress and re-
quirements.

At a national defense sympo-
sium Tuesday morning, the AFCA
members heard Maj. Gen. Harry
C. Ingles, former Chief Signal
Officer and now president of RCA
Communications; Rear Admiral
Earl E. Stone, chief of Naval
Communications; Maj. Gen. Fran-
cis L. Ankenbrandt, Air Force
communications director, and
Maj. Gen. F. O. Carroll, of the
Air Material Command, outline
the nature of their respective
functions.

Brig. Gen. David Sarnoff, RCA
president and board chairman, who
is also AFCA president, in a ban-
quet address Monday evening saw
television as “a substantial aid to
victory in any future war.” Gen-
eral Sarnoff warned that a nation
which is complacent faces possible
oblivion.

The RCA official read a message
from President Truman, who, in
wishing the association success,
stated: “This association’s pro-
gram for maintaining close rela-
tions between the Armed Forces
and the communications, elec-
tronics and photographic indus-
tries is an important contribution
to the industrial preparedness
which must buttress the future se-
curity of our country.”

General Sarnoff recalled that
“World War II stimulated ad-
vances in many branches of elec-
tronics and communications. They
forced into discard many previous
concepts of warfare. They taught
us the importance of an ever-
closer relationship between the
communication services, the armed
forces, and industrial research.
Upon this relationship depends our
ability to adapt new developments
to military uses before—instead of
after—war comes.

“Television is a case in point.
We all know that this new science,
which combines radio, electronics
and photography—fields in which
our Association is primarily in-
terested—has almost unlimited pos-
sibilities in its application to mili-
tary as well as to industrial and
entertainment activities. No doubt
television can be a substantial aid
to victory in any future war. The
day may come when, through tel-
evision, the Commander-in-Chief
in Washington will be able to
watch distant military activities
and maneuvers, even overseas.”

Possibilities of military televi-

sxon which are apparent, Gen-
eral Sarnoff said, included: Re-
mote control and direction of pilot-
less bombers and crash boats laden
with  explosives and directed
against enemy targets; use in ob-
servation planes for artillery spot-
ting, gun control, mapmaking and
other reconnaissance work; obser-
vation of dangerous operations
from remote or protected positions;
guidance of radio-controlled aerial
bombs, flying torpedoes and other
guided missiles.

In conclusion General Sarnoff
warned that: “Preparedness must
be our watchword. Any war of the
future will be fought with new
weapons. There will be no waiting
period for mobilization . . . It is
our task, yours and mine, to evalu-
ate new developments in relation
to national security.”

Des Moines Video
Action Set Aside

RADIO STATION Des Moines
Inc’s Class B FM construction
permit, issued April 28, was set
aside last week by FCC, which
noted that apparently there have
been transfers of company stock
that the Commission has had no
opportunity to consider.

Announcing its action vacating
the grant—for Channel 222 [ BRoAD-
CASTING, May 3]—the Commission
said

It appears that since this applica-
tion was conditionally granted certain
transfers of the capital stock of appli-
cant corporation have been effected
which may have resulted in a transfer
of control . . . and that the Commission

has not had an opportunity to con-
sider these transfers.

The company also is permittee
of KUMB Des Moines, authorized
to use 740 kc daytime with 250 w.
When that grant was issued last
fall, the firm was headed by Myron
J. Bennett, vice president and gen-
eral manager of KTJW-FM Sioux
Falls. He then had 18% interest.
It was reported that he since has
withdrawn.

TV BIDS

12 More Applications
At FCC

A DOZEN applications for new commercial television stations, includ-
ing eight from current broadcast licensees and two from newspaper
interests, were filed with FCC last week.

New applicants and facilities:

Fresno, Calif. —Televuion Fresno Co.,
Channel 7 (174-180 mc), 22.65 kw visual,
11.92 kw aural, antenna 50 5.6 ft. above
average terrain, Initial cost $197,475,
first year operating cost $96,000, revenue
first year $108,000. Corporation, formed
in Feb. 1948, is composed of following
businessmen: Harry Markowitz, 250 sh.;
Frank E, Beckett, 75% owner Fresno
Dodge-Plymouth agency, 250 sh.;

E. O'Neill, farmer, 250 sh.; J. J. Phelan,
president Fresno Motor Sales Co., 250
sh.; G. R. Edwards, two-thirds owner
Hotel Fresno Inc., 250 sh.; R. Bernard
Dickey, vineyard manager, 250 sh.; Paul
L. Fairchild, Fresno district manager
California Chamber of Commerce, 125
sh.; John Prunty, insurance broker,
125 sh.; Joseph C, Jones, sole owner
transfer firm, 250 sh.; Estey H. Walton,
partner in sanger (Calif ) packing
firm, 125 sh.; J. A, attln, investor
and real estate, 125 sh.; A. M. Stein-
torf, 250 sh. For services rendered Roy
D. Howard, radio consultant and em-
ploye of Graybar Electric Co., San
Francisco, and Strother P. Walton,
Fresno attorney, are to receive up to
total of 500 shares. Mr. Walton and
his cousin, Estey H. Walton each own
20% interest in KSGN Sanger, Calif.

Grand Rapids, Mich.—Furniture City
Broadcasting Corp., Channel 9 (186-192
mc), 21.6 kw visual, 15.4 kw aural, an-
tenna 420 ft. Initlal cost 3136,975, first
year $60,000, revenue $50,000. Applicant
is sole owner of WFUR Grand Rapids.

Holyoke, Mass.—The Hampden-Hamp-
shire Corp., Channel 3 (60-66 mc), 8.5
kw visual, 4.25 kw aural, antenna 1004.5
ft. Initial cost $173,735, first year $50,-
000 to $100,000, revenue unknown. Ap-
plicant is owner of WHYN and WHYN-
FM Holyoke.

Lowell, Mass.—Lowell Sun Pub. Co.,
Channel 6 (82-88 mc), 16.18 kw visual,
8.36 kw aural, antenna 630 ft. Initial
cost $252,300 first year $150,000, revenue
unknown. l-Irm publishes daily Sun and
Citizen-Leader.

Memphis, Tenn.—Hoyt B. Wooten d/b
as WREC Broadcasting Service, Channel
7 (174-180 mc). See story this page.

Norfolk, Va.—Commonwealth Broad-
casting Corp., Channel 13 (210-216 mc),
Initial cost §150, 975, first year $36,000,
revenue $25,000. Applicant is licensee of
WLOW Norfolk.

Oklahoma City, Okla.—W. Harry John-
son d/b as Midsouth Television Broad-
casting Co., Channel 5 (76-82 mc), 16.6
kw visual, 8.3 kw aural, antenna 482 ft.
Initial cost $159,500, first year $100,000,
revenue $75,000. Applicant is raiser of
livestock, owner of real estate com-
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panies, brick and tile plants, and sub-
stantial owner in several bus lines and
Chicago and Southern Airlines.

Rockford, Ill.—Rockford Broadcasters
Inc., Channel 12 (204-210 mec), 30.1 kw
visual, 15.9 kw aural, antenna 155 ft.
mitial cost $208,900, ‘first year $60,000,
revenue unknown. Applicant is licensee
of WROK and permittee of WROK-FM
Rockford.

Sacramento, Calif.—Ewing C. Kelly,
David R. McKinely and Vernon Hansen
d/b as Central Valleys Broadcasting Co.,
Channel 6 (82-88 mc), 25.9 mc visnal,
12.9 kw aural, antenna 365 ft. Initial
cost $189,026, first year $60,000-$120,000,
revenue not estimated. Applicant is co-
partnership and is owner of KCRA and
KCRA-FM Sacramento.

Seattle, Wash.—Queen City Broadcast-
ing Co., Channel 11 (198-204 mc), 30.04
kw visual, 153 kw aural, antenna 2,067
ft. above mean sea level atop Squak
Mt., near Issaquah, Wash. Initial cost
$175,705, first year operating cost un-
known, revenue unknown. Applicant is
owner of KIRO and KIRO-FM Seattle.
Firm owns controlling interest in Boise
Valley Broadcasters, licensee of KDSH
Boise, Ida., and owns one-third of stock
in’ Symons Broadcasting Co., licensee
of KXLY Spokane.

Tampa, Fla.—Tampa Times Co., Chan-
nel 5 (76-82 mc), 26.8 kw visual, 13.4
kw aural, antenna 497.5 ft. Initial cost
$276,372.05, first year $100,000, revenue
unknown. Applicant is licensee of WDAE
and permittee of WDAE-FM Tampa.
Firm also publishes daily Times.

Waterbury, Conn.—Connecticut Radio
Foundation Inc., Channel 12 (204-210
me), 29.6 kw visual, 14.8 kw aural, an-
tenna 500 ft. Initial cost $261,200, first
year $130,000, revenue unknown. Princi-
pals: Harry C. Wilder, 37.4% owner
WSYR Syracuse and 519% owner WTRY
Troy, N. Y., president and 26.56%; his
father, Mark S. Wilder, 32.5% owner
WSYR and 17.7% owner WTRY, 19.76%;
Richard W. Davis, general manager
10%; Thomas W. Rourke, 7.3% owner
WTRY and 6.6% owner WINR Bing-
hamton, N. Y., vice president, 5.52%;
Samuel E. Aronwitz, secretary WTRY,
5.37%; Robert H. McCarthy, 3.8%
owner WTRY and part owner WINR,
3.64%; William A. Riple, general man-
ager WTRY, vice president-treasurer,
3.64%:; Mrs Nancy W. Sleighel, daughter

of Harry C. Wilder, 3.12%; Troy Broad-
casting Co, WTRY licensee, 5.25%;
John B. Grant, attorney, secretary,

0.27%; A. J. Hornsby, part owner WSYR,
1.81%; Lewis G. Ryan, Syracuse at-
torn‘;’y, part owner WSYR and WTRY,
0.83%.

¢ Telecasting
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By
ROBERT C. DEIGERT

and
DAVID NORTON YERKES

Deigert & Yerkes, Communications
Architects, Washington

HE PROBLEMS that con-
I front broadcasters who pro-
pose to enter the television
field revolve primarily around
questions of cost, both of facilities
and of operation. This discussion
is directed toward the prospective
telecaster who must put his op-
eration on a sound economic basis
by keeping his investment and op-
erating expenses at a minimum.

Television programming and stu-
dio operation are in the initial
formative period, and experimen-
tation and operating experience
continually demand changes in the
facilities needed for programming.
It is almost impossible therefore
for the broadcaster to anticipate
the facilities his station will re-
quire to do an adequate job in his
community five years from now.
He is faced with the danger of in-
vesting heavily in a plant which
may well become obsolete within a
relatively short time.

Sound economic planning for the
development of small television sta-
tions indicates the wisdom of in-
stalling minimum facilities at the
beginning of operation. To this
basic plant additional facilities
can be added as the state of the
art advances and as revenue from
the station increases. It should be
remembered that there will be
much wider variation in the fa-
cilities needed for rendering com-
plete video service to individual
communities than in aural broad-
casting. The characteristics of the
local audiences, the station budget,
availability of facilities, and spe-
cial programming requirements;
will make every station an indi-
vidual problem requiring careful
analysis and expert planning.

Prospective Telecasters Given Economic Views:

The four stages outlined below
permit the logical development of
television facilities on a reason-
able economic basis.

FIRST STEP—Install transmitters
and minimum film equipment.

SECOND S T E P—Purch bil

rou'rn oL ﬁP MONITORING_-'::'E?II

equipment.

THIRD STEP—Build minimum
studio facilities.

FOURTH STEP—Expand studio fa-
cilities to provide for complete pro-
gram service for the particular
community served by the station.

The first step puts the station
on the air with minimum initial
expenditure and minimum operat-
ing costs. Programming will be
limited to film and slides. It will
probably be found that 16mm is
the most satisfactory for a num-
ber of reasons. Free and commer-
cial films are available in consid-
erable quantities and 16mm film is
printed on a safety base which,
under most city building codes, re-
quires no special fire protection for
the projection room or for storage
areas.

Probably the most economical op-
eration for this first stage will be
to combine the film projection and
transmitter facilities in one build-
ing if that is possible. If an exist-
ing AM or FM site is suitable for
television transmission and an
existing tower can be used for sup-
porting the television antenna, a
considerable saving will be ef-
fected.

The building problem will be
further simplified when space is
available in the existing transmis-
sion building for the installation
of the television transmitter and
the film equipment. Additional
space required for television is as
follows: (1) An area of 400-600
8q. ft. for the 5 kw video and aural
transmitters, including space for
a control console and for tuning
and servicing transmitters; (2)
a minimum of approximately 120
sq. ft. for film projection equip-
ment.

If sufficient space is not avail-
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Fig. 2: SECTION through studio and control room layout.

able in the transmitter building
the alternative is to build an ad-
dition to the existing structure.
The necessary floor area in the ad-
dition will normally result in cubic
contents ranging from 7,000-10,000
cubic feet.

If a new transmission building
must be built, the following ele-
ments should be considered:

(a) Control and transmitter
room. This area may or may not
be separated into two rooms. The
combined size of a 5 kw video trans-
mitter and 5 kw aural transmitter
is approximately 12% feet long
and two feet deep, and the area
required for servicing, control con-
sole, etc., will again range from
400-600 sq. ft.

(b) A video receiving and equip-
ment room may be needed even-
tually if not immediately. This
will house racks containing re-
ceivers (if a radio link to the stu-
dios is used), audio and video am-
plifiers, and perhaps in the future,
a film projector to be used in case
of line failure. An area of 120-
150 sq. ft. should be provided.

(¢) Laboratory, shop, and stor-
age space should be between 100-
150 sq. ft.

(d) Living quarters for the chief
engineer: 200-300 sq. ft.

(e) Combined office and lounge
150-200 sq. ft.

(f) Miscellaneous accessory area:
such as an entry, bath room, spac«
for a heating unit, closets, ete.
150-200 sq. ft.

(g) A visitors’ lobby, if required
will demand the enlargement of
the entry to an area of approxi
mately 200 sq. ft.

(h) A garage for passengei
cars may be desirable, especially
in severe climates or in isolatec
areas. It should include an area of
at least 200 sq. ft. If a remote
pick-up truck is to be housed, s
larger garage will be needed.

(i) A motion picture projector
room containing a slide projector
and one or two film projectors
(either 16mm or 35mm), and a
work bench. If 16mm film is used,
the film pick-up camera can alsg
be installed in this room; for 35mm
film the camera and projector must
be separated by a masonry wall.
The size of the room should be be-
tween 70-120 sq. ft., and the area
where the film camera 'and moni-
toring equipment are located must
be electrically shielded. At the time
when the film equipment is moved
to a permanent studio location the

(Continued on page 54)
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area it }uccupies can be allocated
to other facilities.

Some of these elements may not
be needed in a particular locality
and they may be related to each
other in/ a number of different
ways. The figures given represent
average [space requirements. Spe-
cific total requirements may vary
from 1,000-2,5600 sq. ft. for a sim-
ple, if not minimal operation. The
cubic contents will range from
12,000-32,000. A typieal transmit-
ter building incorporating film serv-
ice is shqwn in Fig. 1.

Step two entails the purchase
of mobilef equipment. This will al-
low programming of local sports
and civic events and will make
possible jsome studio presentation
through Fhe use of rented space in
local auditoriums and theaters,
utilizing the field cameras and field
monitoring equipment. This step
involves | no additional building
construction.

Step three requires the building
of a single studio and control room
with minimum adjunective facilities.

At the present time there are as
many opinions regarding studio
and control room design as there
are television operators. At the
risk of incurring some criticism,
and with the hope of encouraging
discussion, a new type of studio-
control yoom layout is shown in
Fig. 2. This plan offers simplified
camera | placement in shifting
scenes, provides for audience view-
ing, audience participation, or
straight studio work. Flexible ar-
rangements for from one to five
sets of varying sizes are provided
in a minimum area. The control
room is placed on the second floor
level with a convenient stair for
access to the studio. The ceiling
height is| 22 ft., allowing room for
sizable sets yet giving sufficient
height flor lighting, high angle
camera placement, ete. The studio
(including eontrol room) has about
1,800 sqg. ft. of floor area, and
contains  approximately 40,000
cubic feet.

In step four the facilities are
added which are necessary to bring
the station to full programming
capacity for the community it
serves. The operating know-how
and experience gained by the broad-
caster prior to this stage will en-
.able him to determine the facili-
ties- required for a complete pro-
‘gramming service. Limited space
prevents a discussion of all the
elements to be considered for com-
plete facilities, but a brief outline
check list is given below.

CHECK LIST OF ELEMENTS DESIRED
1. Studios
(a) Ap“proximate sizes

B e =

[
(b) Audience de-
| sired._
(1) in which studio__.__.___.
(2) size of audience_.______
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2. Master contro

3.8ub eontrol____.____________________ 14,
15.
(a) Projection booth_____ _______
(b) Film storage_ ________________ 16.
(¢) Film camera room ___________ 17.
L) () — 18
6. Video effects shop. oy — ’
7. Equipment storage___________ = 19%
8. Scenery and property shop__. _ =
9. Scenery and property storage_______ 20.
10. Powder room_____________ . 2L

DRESSING ROONS

SGCENERY

/

|
jajuie e

FIRST FLOOR plan arranged for audience participation.

(c¢) Audience viewing 11.
----------- 12.

desired
(1) in which studio._____.__

(2) size of audience________ 13

(d) Clients viewing desired.
Where._

Emergency powder room___ ________
Air conditioning and heating
room________________
Dressing rooms____________
(a) Stars _.__
(b) Male talent
(¢) Female talent _
Costume storage.. _______
Toilet facilities
(a) Operators
(b) Staff _
(c) Talent _ =
(d) Public _________
(e) Office -
Musicians’
Instrument
Lobby (public)____
(public telephone)
Reception—telephone switch-

Staft
Talent

CLIENTS VIEWING ROOM

AUXILIARY
VIEWING ROOM

UPPER

SGENERY
PLAGEMENT

PART OF STUOIO

SECOND FLOOR plan showing studio ond control room arranged for programs

with no audience or with non-participating audience. Four sets in place.
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22. Omces
(a) Station director_______
(b) Program director_.
(c) Chief engineer__
(d) Sales manager._
(e) Sales office_ ——
(f) Bookkeeping._ =
(8) Traffic e oo e
(h) Public relations.
(i) Program Dproducers—
. 4 producers___ -
(1) Script writer_____
(k) Special events director
(1) Art director.__________
(m) Library =
(n) General office.._. ____
(o) Office supply storage. _______

Our postwar experience shows
that costs today are two fo three
times as high as those of 1939,
and in general this applies to
all sections of the country. The
usual rule of thumb for estimating
building costs is the cubic foot
basis. To obtain the cubage in your
proposed structure, measure from
the top of footings to the upper
surface of the roof for the height,
and multiply this by the area of
your building in square feet. For
unfinished spaces such as base-
ments and garages the cost can
be estimated as two-thirds of that
of the finished portion of the build-
ing. Our experience with transmit-
ter” buildings built during the last
year in all parts of the country re-
veal a cubic foot cost from $1.25
to $1.50 in locations easily accessi-
ble for building operations.

Inaccessible locations such as
mountain tops, ete., where materi-
als and workmen must be trans-
ported a considerable distance, will
increase the cost. In general, stu-
dio construction will be more ex-
pensive than transmitter building
construetion due to the incorpora-
tion of air conditioning and acous-
tical work. Cubic foot costs will
depend largely on the degree of
elaboration of your studio layout
and will vary from $1.35 a cubic
foot to $2.50 a cubie foot or higher.
Prices are for finished studios.

Your architect should be a com-
munications specialist. He should
have a thorough understanding of
television operation and equip-
ment, since he is the final eoordina-
tor of the requirements for your
engineering, programming, air con-
ditioning, electrical service and
plumbing. The structure and work-
ability of your plant will be largely
dependent on him. Allow as much
time as possible for planning your
facilities, for your success will be
directly velated to the painstaking
development and coordination of
each of the elements of your sta-
tion.

(The authors wish to express their
appreciation of the guidance given
in preparing this article by the fol-
lowing television experts: J. Henry
Hoskinson, WMAL - TV Washington;
Millard M. Garrison, Chambers & Gar-
rison, consuiting radio engineers; and
Philip Merryman, Anderson & Merry-
man, consulting radio engineers. The
authors take full responsibility for the
ideas expressed.) B

u,acominy

June 13-16: AFA Annual Convention,
Netherland Plaza. Cincinnati.

June 13-17: Advertising Assn. of the
West. Annual Convention, Sacra-
mento, Calif.

June 21-25: AIEE Summer general meet-
ing, Mexico City, Mex.

Telecasting



FIRST 15 PACIFIC HOOPERS—APRIL 1948
No. of YEAR AGO
Checking Hooper- Hooper-

Program Points Sponsor & Agency ating ating —+or—Pos.
Jack Benny* [ American Tobacwo (FC38) 31.0 383 -73 1
Bob Hope Pepsodent Div-lever (FC&B) 27.2 283 -1 2
Walter Winchell

2 mos.)* [ Andrew Jergens (Orr) 270 246 425 4
Fibber McGee & Molly 6 S. €. Johnson & Son (NL&B) 250 213 437 6
Red Skelton 6 B. & W. Tobacco (Seeds) 22 274 -42 3
Bandwagon 6 F. W. Fitch (Ramsey) 222 185 437 10
Amos ‘n’ Andy 6 Lever Bros. (R&R 21.0 133 477 26
Charlie McCarthy 6 Standard Brands (JWT) 208 216 -—08 S
Truth or Consequences 6 Procter & Gamble (Compton) 202 182 +2.0 N
Fred Allen 6 Ford Dealers (JWT) 19.5 195 00 38
Taoke It or Lleave It 6 Eversharp (Biow) 190 120 +7.1 36
Radio Theatre 6 Lever Bros. (JWT) 17.7 168 +09 15
My Friend lrma é Lever Bros. (Y&R) 7.4 —— —
Bing Crosby 6  Phitco (Hutchins) 168 151 417 18
Life of Riley 6 Procter & Gamble (B&B) 6.4 137 +27 25

* Includes second broadcast

WLS ELECTID

Edwards Named to Head

- Firms Butler Owned

JAMES E. EDWARDS, for 35 years an associate of the late Burridge
D. Butler in the management of WLS-Prairie Farmer, Chicago. was
elected Tuesday to the presidency of the Agricultural Broadcasting Co.,
WLS licensee, and the Prairie Farmer Publishing Co.

Glenn Snyder continues as vice
president and general manager of
WLS, and also as a director, along
with Mr. Edwards, in the manage-
ment of the two companies.

Mr. Edwards, who leaves his

TV Profits Baitle Ends;
N. Y. Boxing Is Resumed

THE BATTLE over television
profits which caused a six-week
hiatus in big-time New York box-
ing was settled amicably last Mon-
day when the Boxing Managers
Guild agreed to accept half of the
video profits collected by the
Twentieth Century Sporting Club,
which controls boxing in Madison
Square Garden.

In actuality, the managers will
collect one-quarter of Garden tele-
vision profits, since the Garden
management. which reserves a full
half for itself, has steadfastly re-
fused any further split. The Guild’s
share of the video take will amount
to about $25,000 a year, accord-
ing to Sol Strauss of the Twen-
tieth Century Sporting Club.

Mr. Strauss offered to make the
same deal with the Guild several
weeks ago, but later withdrew the
offer at the urging of the Garden
management.

CBS Adds Two Outlets;
One Is in Philippines

CBS last week announced the ad-
dition of KZBU Cebu, Philippine
Islands, and VVHOL Allentown, Pa.,
to the network, making a total of
178 affiliates.

Norman Paige manages KZBU,
owned and operated by the Philip-
pine Broadcasting Corp., Manila.
It operates with 1 kw fulltime on
1250 ke.

WHOL joins CBS as a basic sup-
plementary station ahout Aug. 1,
to operate with 250 w unlimited
time on 1230 ke. The station is
owned and operated by the Allen-
town Broadcasting Corp.

post as advertising manager of
Prairie Farmer, announced it will
be his purpose to continue the poli-
cies of service to agriculture which
have characterized the organiza-
tions through the years.

Post of secretary of the two com-
panies, also held by Mr. Edwards,
was filled by the election of Ar-
thur C. Page, WLS farm program
director and associate editor of
Prairie Farmer for 21 years.

In addition to Mr. Snyder,
George R. Cook, treasurer of WLS,
and Thomas E. Murphy, vice presi-
dent and general counsel of both
companies, continue in their pres-
ent capacities.

Since the death of Mr. Butler,
his majority share of ownership
has been in the hands of a board
of six trustees, all directors.

‘patch Publishing Co.’s

JOWA, ALA. GRANT

Decision Reversed
In 1450-kc Case

REVERSING one proposed decision and upholding another, FCC last
week granted the applications of Cedar Rapids Broadeasting Corp. for
a new 250-w fulltime station on 1450 ke at Cedar Rapids, Iowa, and
Alabama-Georgia Broadcasters for a fulltime 250-watter on 1240 ke at’

Eufala, Ala.

Radio Corp. of Cedar Rapids,
which was nominated for a grant
in the proposed decision last Octo-
ber, and Moline (Ill.) Dispatch
Publishing Co. were given denials
in the 1450-ke case, while Andrew
College Broadcasting Co., Cuthbert,
Ga., was denied in the 1240-kc pro-
ceeding.

While FCC’s proposed decision
on 1450 ke had preferred Radio
Corp. of Cedar Rapids largely on
the basis of its program plans and
extent of executives’ participation
in station affairs [BROADCASTING,
Nov. 3, 1947], the final decision
found “no significant difference”
between the two Cedar Rapids ap-
plicants on this score. Instead, it
preferred Cedar Rapids Broadcast-
ing because negative control (50%)
of the other applicant is held by
Interstate Finance Co. and James
D. Carpenter, who together control
(567%) WKBB Dubuque.

“Greater diversification of con-
trol of the broadcast medium as
well as a greater local control
would be obtained bv a grant to
Cedar Rapids Broadcasting,” the
Commission concluded. Moline Dis-
compet-
ing application was eliminated
from consideration on engineering
grounds.

Coy and Hyde Dissent
The reversal brought a dissent
from Chairman Wayne Coy and
Comr. Rosel H. Hyde, who thought
Radio Corp.’s application should
be granted. Comr. Hyde held that

WARNS EDUCATOR

Coy Says FM
Must be Used

FM CHANNELS reserved for educators might have to be assigned to
commercial broadcasters if left unused, Wayne Coy, FCC chairman de-
clares in a bulletin, “FM for Education,” just released by the Federal

Security Agency.

Warning educators they must
make full use of their 20 channels
(88-92 mc), Chairman Coy pointed
to progress in commercial FM
broadcasting. His article is titled
“FCC Views FM Educational
Broadcasting.”

The chairman repeated a view
expressed by former FCC Chair-
men Charles R. Denny, Paul A.
Porter and James Lawrence Fly
that the Commission expects FM to
replace AM in all but remote rural
areas.

“To judge the value of this sec-
tion of the ethereal public domain
which the Commission has just al-
located for education,” Chairman
Coy wrote, “I suggest a look at the
spirited competition which has
arisen for assighments in the 80
channels allocated for commercial
broadcasting.

“Although only relatively few

BROADCASTING ¢ Telecasting

FM receivers are in the hands of
the public, 400 commercial FM sta-
tions are now in operation, 600 are
under construction, and 120 appli-
cations are pending. This activity
is building potential audiences for
the FM educational broadcaster. I
look for from 2,000 to 3,000 FM
stations on the air within the next
few years. Eventually the Commis-
sion expects FM to supplant AM
in all but the sparsely settled rural
areas.”

John W. Studebaker, Commis-
sioner of Education, said the new
edition of “FM for Education” pre-
sents “encouraging evidence of the
rapid growth in the utilization of
this valuable educational tool since
the end of the war.” He said 100
school systems and institutions are
on their way to FM station owner-
ship.

*
Radio Corp.’s “service plans . . .
are better designed to meet the in-
terests of the community” and
charged that the majority’s deci-
sion was contrary to FCC policy on
similar cases in which “program
plans . .. were made the controlling
factor.”

Comr. E. M. Webster did not
participate in the Cedar Rapids
case and neither he nor Comr. Rob-
ert F. Jones took part in the 1240-
ke proceeding. In the latter case,
Andrew College Broadcasting’s ap-
plication was turned down inde-
pendently for want of a satisfac-
tory transmitter site.

Principals Involved

Ownership of the new grantee
companies:

Alabama-Georgia Broadcasters—M. M.
Moulthrop, in the poultry and pecan
business at Eufala, is president and
owns 23%. 8. H. Coleman, in the mov-
ing picture business, and E. B. Fussell,
Post Office employe and radio repair-
man, also own 23% each. J. T. Ownby,
manager of WCTA Andalusia, Ala., and
formerly with other stations in Ala-
bama and Georgia, owns 13% and will
be manager. J. Dige Bishop, chief engi-
neer of WCTA, owns 16% and will in-
stall the new station’s facilities.

Cedar Rapids Broadcasting Corp.—
There are 16 stockholders, the largesi
interest (26.6%) being held by W. §
Jacobsen, controlling owner (89%) ol
KROS Clinton, Jowa. Second largesi
stockholder (14%) is KROS Genera
Manager Morgan Sexton, who will be
general manager of the new station
Paul Huston, Cedar Rapids banker, it
president and owns 7%. Remainder ol
the stock is held by Cedar Rapid:
and Clinton business and professiona
people including Darline Gordon, Lu-
cille de Leers and Doris Gray, employe:
of KROS; William J. Barron, John W
Beck, Scott McIntyre, A. L. Smulekoff
Frank C. Byers, Frank C. Welch, ant
Theodore J. Welch, all of Cedar Rapids
and Walker D. Norris Jr.,, Fred C
Hendricks, and Willlam T. Oaks o
Clinton. )

NBC LEASES 3 STUDIO!
FOR VIDEO PROGRAM:!

NBC has leased three New Yorl
sound studios from RKO-Pathe fo:
video production, including one de
scribed as “the world’s larges
television studio,” the network an
nounced last Tuesday.

The studios, located at 106th Si
and Park Ave., are to be used fo
live as well as film productior
NBC said, and bring to five th
number of NBC video studios i
New York. The largest of th
three new studios measures 97 b
74 feet. The others are 62 by 3
feet. The lease 2lso covers an ern
tire floor of office space at th
same location.

Occupancy of the Pathe studio:
on a five-year lease, is set fo
July 1. Acquisition of the new stt
dios is part of the network’s tel¢
vision expansion program whic
calls for 16 inter-connected outlet
from Massachusetts to Missouri i
operation by the end of this yea’
according to NBC.
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POLITICS

- By HERMAN BRANDSCHAIN

WORLDJs greatest assemblage of
-working |[radio and television per-
sonnel wijll be on hand for the com-
ing political conventions in Phila-
delphia, [according to Edward T.
Ingle, radio and television divi-
sion dirgctor of the Republican
National| Committee.

Mr. Ingle made that report to
the “50 Club,” an organization of
publicity} public relations and pro-
motion officials in the Philadelphia
area at 4 May 3 luncheon session
devoted to plans for coverage of
the conveéntions.

Equal | time in discussing the
plans also was given to John L.
Redding,| publicity director of the
Democratic National Committee,
and to Will Baltin, secretary of
the Teleyision Broadcasters Assn.
Many of the Quaker City’s top
radio exgcutives were present as
guests off the club.

“There will be the greatest as-
semblage| of radio and television
personnel anyone has ever seen,”
said Mr. [Ingle. “In fact, there will
be more| vice presidents of net-
works sHaring twin beds than in
the history of networks. Working
televisionl and radio people, how-
ever, will be adequately taken care
>f.” He added that the Philadel-
phia Mayor’s Auxiliary Housing
Committee has done a good job at
finding speh accommodations.
© His onganization has received
requests [to date from 450 inde-
oendent stations which wish to do
special broadcasts, he said, in ad-
{ition to carrying network conven-
Jion programs.

“I'm frank in stating I hope they
ion’t all come,” he added.

In repirting that he considered

;he convéntions a great opportu-
ity to bQost television, he asserted
;hat it already is certain that
nany of|the top AM news com-
nentators with national follow-
ngs will |be televised for the first
:ime, thus helping to give TV a
)oost.

Lelevision's Role
Mr. Redding was more cautious
n his estimate of television. He
isserted |that he was ‘not com-
letely sdld” on the idea that tele-
rision will be the major media this
:ampaign| year. He added, however,
hat the [Democrats’ first TV re-
aote insfantaneous pickup a few
veeks agp was a huge success and
e predicted a growing importance
or the medium.

. “Television is in a position
vhere in| the next few years it
aay take|over from radio or news-
eel coverage—and do so before
hose latter media have even
eached their peak in performance
nd eﬁ‘echlveness."

For thjs year, however, he be-
ieved thd4t newspapers and news-
eels, anfl especially the latter,
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will provide the most important
impact for political campaigners.

As the campaign shapes up at
present, the Democrats are not
getting the great play over the
radio or in the newspapers that
is being given the Republicans,
Mr. Redding complained. As an
example he asserted that Repub-
lican Candidate Taft could make
the same speech five days consecu-
tively and get a good play on the
radio and in the press, whereas “a
Democrat can make the same
speech twice but hit publicity with
it only once.”

Mr. Baltin related that the tele-
vision industry decided to pool its
efforts because lack of space in
the Convention Hall made such
cooperation imperative. “This co-
operation was not a simple mat-
ter to work out because of the
highly competitive nature of the
groups,” he said.

The four television cameras in-
side the Hall will each have four
lenses so that 16 different angles
can be seen, he said, and a fifth
camera will be at the Hall’s en-
trance to interview dignitaries as
they enter.

“These cameras will give the
television director an array of five
screens from which to choose
which picture goes on the air,”
he said. “It will be the first time
in history a television director
will have had such a choice.”

The TV announcer, he said, will
be headquartered in a booth where
he will be able to see both the TV
sereen and the Hall. Three or four

other announcers will be able to
wander through the Hall and by
signal get picked up to air inter-
views. .

He reported, too, that AT&T
will have two new coaxial
cables in use for the conventions,
with the present cable to be used
during the conventions exclusively
for non-convention coverage. One
of the new cables will be kept open
all day to carry proceedings of
the conventions, “from starting
gavel to closing gavel,” he said.
The other new cable will be avail-
able to any television station which
wishes to lease it for an individual
program.

Telecast Expenses

Mr. Baltin estimated that costs
of the pooled telecasts will be in
excess of $75,000, while the costs
of all telecasts of the conventions,
including individual station ex-
penditures, “will run well into six
figures.”

“But this will mean to television
what the 1924 convention meant
to AM radio,” he said.

He estimated the wire charges
at $25,000 alone and asserted that
the pooled television newsreel cov-
erage will cost an additional $50,-
000. He reported that plans on the
latter coverage are to shoot a 40-
minute newsreel, which will be de-
veloped, printed and released to
each member station off the coaxial
cable at the same time. It will
then be the responsibility of the
individual station to fly its news-
reel to its area.

LIMITED LICENSE

FCC Operator Permit
Plan Argued

WIDELY DIFFERING views on FCC’s plan to create a “limited broad-
cast operator license”—lowest of three grades of operator permits which
the Commission proposes to establish—were expressed by NAB execu-
tives and representatives of unions in oral argument before FCC last

Monday.

Royal V. Howard, NAB director
of engineering, said a survey of
stations and engineers found the
proposed changes “preeminently
satisfactory.”

He argued that “if the small sta-
tion has as a regular fulltime em-
ploye, a qualified technical person
in charge of the station, and upon
whom responsibility can be placed,
the mere operation of the station is
not one requiring vast technical
knowledge.”

He contended this position “is
adequately supported by the war-
time operating record of radio sta-
tions under the limited permit then
granted by the Commission.”

" Union spokesmen on the other
hand opposed the creation of the
lower-class license as “degrading,”
insisted that stations should be re-
quired to keep highly qualified op-
erators on duty as a safety meas-

ure and took issue with Mr. How-
ard’s assertion that in many areas
first-class operators are not avail-
able.

FCC witnesses submitted exhib-
its showing a year-to-year tabula-
tion of first-class radiotelephone
authorizations, with a total of 29,-
162 valid permits reported out-
standing at the end of fiscal 1947,
an estimate that 7,400 would be
issued this year and that the num-
ber outstanding by July 1 would
be 31,500. Another exhibit showed
AM stations with more than 1 kw
power averaged 9.7 first-class op-
erators each (fulltime and part-
time) as of Oect. 11, 1947, while
those under 1 kw averaged 4 each.
The overall average was 5.3.

In a third exhibit Commission
witnesses estimated 49.9% of the
2,996 AM and FM stations would
be permitted to employ limited

(Continued on page 120)

EXTRA PHILLY SEATS

150 Video Sets, 6,000 Seats
Adjoining Convention Hall

LATEST WORD on the number of
television sets to be used for vis-
itors to the political conventions in
Philadelphia this summer is that
150 receivers, instead of 100, will
be installed in Commercial Museum
adjacent to Convention Hall.

Installation of the receivers is a
cooperative venture of several
manufacturers, with the way still
open for others to join. Those al-
ready in are: Crosley, Farnsworth,
General Electric, Motorola, Philco,
Pilot, RCA Vietor and Westing-
house.

The sets will permit visitors to
see conventions’ doings even though
they may not be able to gain ad-
mittance to Convention Hall itself.
Seats in the Museum’s 113,000
square foot floor area will be ar-
ranged for 6,000 viewers.

Sections of the Museum are be-
ing allocated to the manufacturers
by lot. Members of the committee
making arrangements are: J. J.
Shallow, Phileo, chairman; G. B.
Fadden, Philco; C. L. Smith and
H. A. Crossland, GE; Hector Cos-
tellucei, Farnsworth; H. N. Moyer,
Motorola; and Harold D. Desfor,
RCA Victor.

KFI Won't Air Speeches

By Political Aspirants

TAKING its stand against broad-
casts by Presidential, state, city
and county political aspirants,
KFI Los Angeles will not release
NBC Living—1948 broadcasts of
speeches by Sen. Robert Taft, Gov.
Earl Warren, Henry Wallace, Nor-
man Thomas and Gov. Thomas
Dewey, according to William B.
Ryan, KFI general manager.

Broadcasts of political conven-
tions will be carried, Mr. Ryan
states, but “talks or programs, fea-
turing individuals . . . who have
not yet been nominated by their
parties, will not be accepted by this
station unless such talk or partici-
pation in a program is a contribu-
tion to a non-political cause in the
public interest.”

FMA Joins in Campaign
For Set Count in 1950

FM ASSN. last week followed up
action by its board and Region 4
by starting a “concerted effort”
to rally broadcasting groups be-
hind its move to obtain a radio
set question in the 1950 U. S.- de-
cennial census. Bill Bailey, FMA
executive director, wrote a score
of trade associations and over
1,000 FM broadcasters to join the
campaign.

FMA acted following publica-
tion by BROADCASTING in its May
3 issue of the fact that the Census
Bureau might drop the radio set
question. FMA desires the bureau
to obtain figures showing the num-
ber of FM, TV, facsimile, FM-AM
and AM receivers in use.
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U.S. HOOPERS iziober secee' rops win 2425

WITH an average audience of 8,-
449,000 radio homes and a Hooper-
ating of 24.85-US, Fibber McGee
& Molly, broadcast on 141 NBC
stations, was the nation’s most-
listened-to program in January
and February of this year, accord-
ing to preliminary returns of the
first U. 8. (projectable) rating sur-
vey of C. E. Hooper Inc. Unlike the
network program Hooperatings, re-
stricted to telephone homes in the
36 cities of four-network program
availability, the U. S. Hooperat-
ings cover a cross-section of all
U. S. radio homes, without phones
as well as with them.

Figures for non-telephone homes
are collected by the use of diaries
on which set-owning families re-
cord their listening. These data are
brought into line with the results
of the Hooper coincidental tele-
phone survey results so ilat the
projectable ratings can be ex-
pressed in the same terms as the
familiar network Hooperatings
[BROADCASTING, Feb. 9].

Top five January-February pro-
grams, according to the projectable
ratings for the entire country were,
in addition to the tov-ranking Wist-
ful Vista family: Truth or Conse-
quences, on 137 NBC stations, rat-
ing .24.26-US or 8,248.000 homes;
Charlie McCarthy, on 143 NBC sta-
tions, rating 23.78-US or 8,085,000
homes; Jack Benny, on 161 NBC
stations, rating 23.62-US or 8,030.-
000 homes; Bob Hope, on 128 NBC
stations, rating 23.40-US or 7,956,~

TV Plans Stressed
In Changes by GM

FORMAL ADOPTION of televi-
sion as an advertising medium by
General Mills Inc., Minneapolis,
was assured last Tuesday when the
radio-minded company announced
the appointment of Edward G.
Smith as director of radio and tele-
vision production.

Samuel C. Gale, vice president
in charge of advertising and pub-
lic service, said that Mr. Smith, for
the past 11 years radio program
manager of the firm, will immedi-
ately assume his new duties of ex-
ploring video for program possi-
bilities.

Mr. Gale also disclosed that the
company’s film department, under
the direction of Thomas W. Hope,
will be transferred to the supervi-
sion of Mr. Smith.

Mr. Hope has headed the film de-
partment since its inception two
and a half years ago and will con-
tinue in that capacity. The new ar-
rangement will facilitate utiliza-
tion of the film organization in
television projects under Mr.
Smith’s direction.

Department was formerly under
the wing of Lowry Crites, admin-
istrative assistant to Mr. Gale.

BROADCASTING o

000 homes. (See table for city, town
and rural ratings.)

Comparison of the standard 36-
city Program Hooperatings with
the Urban Full-Measure Ratings
covering 84 cities shows but minor
changes in either rating size or
rank order, despite the shift in
size of the city base and the ex-
panding factor resulting from the
inclusion of all sets in the home in
the B84-city figures. Comparison of
the 36-city ratings with the pro-
jectable U. 8. Hooperatings, while
relatively minor for the top five
programs of broad appeal, may be
expected to increase substantially
on lower rating programs which
either have less appeal to all or
some listeners or can be heard less
well by them, the Hooper release
noted. On the first five programs,
the January-February comparisons
were:

A, Program Hooperatings

(38-City)

I. Fibber McGee 27.6
II. Radio_Theatre 27.2
III. Jack Benny 26.7
IV. Bob Hobe 26.3

V. Fred Allen 26.2

B. Urban Full-Measure*
(84-City)

I. Fibber McGee 9.7
II” Jack Benny 29.0
II1. Radio Theatre 28.6
1V. Bob Hope 27.9

V. Fred Allen 26.8

C. U. S. Hooperatings*
{Projectable)

I. Fibber McGee 24.85-US
II. Truth or Conseq. 24.26-US
III. Charlie McCarthy 23.78-US
IV. Jack Benny 23.82-US

V. Bob Hope 23.40-US
* Other things being equal, measure-

ments expected to be uniformly higher’

than Program Hooperatings, due to

inclusion of listening to all sets In

each home in sample.

“Network radio audience meas-
urement consists of two compo-
nents, depth and breadth,” C. E.
Hooper, president of the research
firm, told the Radio Research Coun-
cil, comprising top network, station
and agency research executives, last
Monday. “The appeal of the pro-
gram, to persons who can hear it,
may be said to be the program’s
depth. The quantity and quality of
the facilities purchased to take it
from studio to listeners constitute
the coverage, or program’s breadth.
Program appeal (depth) multiplied
by program coverage (breadth)
may be said, at the risk of over-
simplification, to equal program
audience. In the U. S. Hooperatings
report the coincidental establishes
the depth, the diary makes the nec-

essary national adjustments for
differences in breadth.”

Each U. S. Hooperating, Mr.
Hooper said, “will reflect each of
the 48 states’ proportional contri-
bution of coverage variations
wherever they are. In some states
one network affiliate will be the
source of practically all of that net-
work’s listener coverage. Such is
the case of Station WAA (which
he subsequently identified as WHO
Des Moines) in Iowa. In other
states a comparable total of the
same network’s coverage will stem
from many affiliates. Such is the
case in Kansas, where it takes
eight affiliated stations to pile up
29% for the same network which
WAA supplies with 34% of the
total listener service in Iowa.”

In the question period following
Mr. Hooper’s talk, Hans Zeisel, as-
sociate director of research, Me-
Cann-Erickson Ine., asked Mr.
Hooper to publish the ratios be-
tween coincidental and diary rat-
ings in matched telephone homes,
between telephone and non-tele-
phone homes in the 84 cities in
which both are made, and between
these cities and the rest of the
country for each individual pro-
gram. Mr. Hooper answered that
the decision on publication of such
data would be made onlv after de-
tailed studv of the program in-
formation developed by the survey.

.Langhoﬂ: Addresses 4A

New York Agency Meet

A REPEAT program of two talks
given in Virginia Beach at the
American Advertising Assn. of
Advertising Agencies meeting was
held in New York May 10 by the
New York Council. About 450 rep-
resentatives of advertising agen-
cies attended.

Dr. Peter Langhoff, director of
research, Young & Rubicam, New
York, described “Dimensions of the
Young Television Industry.” An
hour-film presentation was nar-
rated by Walter Craig of Benton
& Bowles, New York, chairman of
the AAAA committee on radio and
television production. George Hyde
of the Federal Advertising Agency
and chairman of the New York
council presided.

KFl Suit Charges
California Judge

CHARGING “conspiracy” and de-
nial of “its right to freedom of the
press” KFI Los Angeles filed a
$150,000 civil suit in U, S. District
Court May 11 against Judge Ken-
neth E. Morrison and KVOE Santa
Ana (Voice of the Orange Empire
Inc.).

KFI claims that Judge Morrison,
of Orange County, joined in a
“conspiracy” with KVOE to deny
them in addition to freedom of the
press, “the equal protection of the
law, its property without due proc-
ess of law and its right to engage
in interstate commerce.”

Action refers to denial of ad-
mission to KFI microvhones dur-
ing trial of Beulah Overell and
George Gollum for alleged murder
of the former’s parents.

Judge Morrison “arbitrarily end
capriciously refused to grant K¥[
the same rights to broadecast” the
trial verdict as had been granted
KVOE, according to the KFI brief.

Further, KFI contends that a
courtroom official, under Judge
Morrison’s orders, seized a miero-
phone set up outside the courtroom
and aided by two devuty sheriffs
placed a station engineer “in re-
straint.”

In a statement coincident with
the legal step taken, Eugene Over-
ton, vice president and general
counsel of Earle C. Anthonv Inec:
said “while the action of the
judge resulted in serious damage
to KFI, this case goes beyond that
and is an effort to settle once and
for all, for the benefit of all gather-
ing agencies, fundamental rights
guaranteed by the constitution.”

On the contention that a propertv
right is involved, Mr. Overton said
that news dissemination via radio.
picture, or press is a “right” and
“persons engaged in such business
have rights that the law will pro-
tect.”

He recognized that a judge of a
court “does possess broad powers
in the control of his court room”
and may refuse “any radio broad-
casts to be made from his court
room.” But Mr. Overton pointed
out that “once a judge decided thai
a trial may be broadcast, then we
believe all radio stations and the
press should have the same rights.’

* * *
Network U.S. Total

& Hooper- Homes .
Program Statlons  Sponsor Agency ating Reached City Town Rural

Fibber McGee Needham, Louis
& Molly NBC-141 8. C. Johnson & Brorby 24.85-US 8,449,000 27.53-C 23.97-T 22.35-F

Truth or

Consequences NBC-137 Procter & Gambhle Coropton 24.26-US 8,248,000 24.22-C 24.70-T  23.98-F
Charlie McCarthy NBC-143 Standard Brands J. Walter Thompson 23.78-US 8,085,000 25.27-C 24.87-T 21.14-F

Jack Benny NBC-161 American Tobacco Foote Cone &
Belding 23.62-US 8,030,000 27.50-C 24.08-T 18.61-F

Bob Hope NBC-128  Pepsodent Div,, Foste Cone &
P Leegr Bros. Belding 23.40-US 7,956,000 28.10-C 21.68-T 19.19-F
Fred Allen NBC-160 Ford Dealers J. Walter Thompson 23.29-US 7918000 25.86-C 23.67-T 19.92-F
Radio Theatre CBS-152 Lever Bros. J. Walter Thompson 22.89-US 7.782.000 29.25-C 19.34-T 18.10-F
Amos 'n' Andy NBC-149 Lever Bros. ;,\lthm\g[ & Ryan 21.05-US 7,157,000 22.63-C  20.38-T 19.71-F
Your Hit Parade NBC-160 American TobaccO 'oote one & . .
Belding 20.22-US 6.874,000 19.86-C 22.41-T 18.87-F
Bandwagon NBC-159 F. W. Fitch L. W. Ramsey 20.12-US 6,840,000 21.60-C 21.62-T 17.16-F
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BLACK INK OPERATION

By LOUISE C. ALLEN
Instructor in Journalism

Texas Technological College
ISSUANCE OF PERMITS to ap-
proximately 700 new stations with-
in the last two years has thrown
a bombshell into the financial calm
of local station operation. Recent
surveys show that well over 50%
of these| “post V-J day” installa-
tions are operating in the red.

An outstanding exception is
KCBD, 1-kw Mutual station in
Lubbock, Tex. Although the third
station to bid for advertising in
this market, KCBD has been in the
black since the first day of opera-
tion. Fr%lm May 14, 1947, when the
station went on the air, to Jan. 1,
1948, thé station grossed well over
six figures.

Lubbogk is more adaptable to ra-
dio than many small cities because
of its distance from other markets.
The retail trade territory has a
radius of 100 miles, whereas some
Eastern markets are spaced about
15 miles apart.

Stockholders in the company are
men who have helped build the
city, in their respective fields of
agriculture, medicine, merchandis-
ing, banking and civic enterprises,
from a town of 5,000 in 1921 to
60,000 in 1948. From the very in-
ception of the idea to put in an-
other station in Lubbock, the corp-
oration fhas gone all out in every
department to transform the plan
from the idea stage into practical
application. A total of $30,000 was
expended to construct one of the
‘most modern studio facilities in
the Southwest. Another $75,000
‘'went into installation of the finest
technical equipment.

What are the other differentiat-
ing factors? Staff, organization,
progranming, and community ac-
ceptance, says Manager Joe H.
Bryant, although the actual keynote
to KCBD’s success is the manager’s
interprétation of these factors.

“One thing we've got is a very
definite, continual record of where
we are, which I think essential
in any| business,” he explains.
Although Mr. Bryant has had sev-
eral yezTrs of radio experience, he

has for the past seven years been
the successful owner of a theatre.
Many principles of theatre organi-
zation apply to radio.

“The same things are true of
any service business,” he says.
“Most people in radio come from
merchandising fields ‘and do not
keep an up-to-the-minute record of
every procedure. As a result, there
is often not much organization,
little departmental structure, no
definite assignment of responsibili-
ties to a definite person. In other
words, no good sound organization
practice.”

Manpower No. 1 Problem

In selection of KCBD’s staff, Mr.
Bryant tried to avoid the journey-
man tendency in radio personnel
and build a permanent staff. He
felt that the mushroom growth of
radio, with no adequate training
facilities for personnel, had made
manpower the No. 1 problem of the
business.

“A good salesman can sell fish or
fur coats, battleships or pins—we
likewise believe a good thinker is
a good thinker wherever he serves,”
he explains. “Our staff was selected
from competent local people who
had proven themselves in related
activities.”

“Except for the announcers and
engineers, the staff has not had ra-
dio experience as such. We wanted
to have a fresh local viewpoint. We
tried to choose people who were
tied to the community, who were
stable morally and intellectually.
Our chief engineer, Frank Lee, is
a former electronics instruetor. Our
22 employes have a total of 73 vears
of college training to their ecredit.

“We have tried to make it at-
tractive enough that they do net
want to change. Every member of
the staff is covered by both health
and life insurance, and 30% of the
net profits go back into the hands
of employes in the form of bonuses,
thus making each employe feel an
individual responsibility for the
station’s success.”

Robert Snyder, assistant man-
ager, was chosen to bring into the
organization a practical, workable

KCBD Function Cited

system of setting the business up
and supervising its various func-
tions, His experience qualified him
to operate a business where records
of all procedures are so important.
He also brings in the listener’s
viewpoint regarding programming,
which is the criterion for KCBD’s
program policy. The assistant man-
ager functions as program director
and has responsibility for internal
operation of the station, including
business management, accounting,
billing, personnel employment,
traffic, announcer and continuity
supervision.

Mr. Snyder concurs with the
manager in the belief that high
quality personnel is important:
“Production is made up of person-
nel,” he says. “We have no manu-
factured product, but service, for
sale. And so the way our sales-
men offer it, the way the copy is
written, the way the announcer
presents it, make up the quality of
what we have to sell.”

George Dale, commercial man-
ager, who was experienced in pub-
lic utility advertising before going
to KCBD, has worked with all ad-
vertising media and so can advise
station clients effectively regarding
use of these media. He is respon-
sible for the functioning of the
sales department. He and each of
his salesmen maintain a close per-
sonal contact with their accounts,
making one or two personal calls
a week to get copy ideas, check on
special features, etc.

Salesmen Fully Informed

The station maintains only one
contact with each advertiser: that
is the salesman assigned to serv-
ice the account. Continuity works
through him to the account and
vice versa, so that the salesman is
completely informed at all times on
the status of the account. The sales-
men are not messengers or copy
boys, but each has a definite part
in planning radio campaigns and
takes responsibility for their execu-
tion. “A strong service policy is our
sales policy,” Mr. Dale says.

Mr. Bryant, the general manager,
also does some selling, both locally

KEY PERSONNEL of KCBD Lubbock talk things over. L to r:
Frank Llee, chief engineer; George T. Dale, commercial man-

ager; JoF H. Bryant, president and general manager; Robert

Page 54D o May 17, 1948

L. Snyder, vice president and assistant general manager; and
Lleroy Land, promotion manager.
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and on national accounts, has over-
all responsibility for operation of
the station, and helps with station
promotion, which he thinks essen-
tial to success.

“Through the 15 years that sta-
tions had a virtual monopoly,” he
says, “when business came over
the transom, there was no incentive
for an aggressive service or pro-
motion policy. We believe in what
we sell. We feel that a radio sta-
tion’s organization,. its programs,
its public service functions, must
be sold to the community as is
the product and service of other
businesses. A great deal of empha-
sis has been given to station pro-
motion.”

A full-time man, Leroy Land,
who had ten years’ experience in
motion picture theatre business,
has been employed to do this job
for KCBD. His experience has
taught him how to use every possi-
ble means of reaching the public in
the sale of entertainmeut. News-
paper tie-ins on special features
and national accounts, product dis-
play, display banners at the busi-
ness houses of advertisers, over
100 lighted blinker displays in
stores—these and other devices
keep the public aware of KCBD.

The station has made a positive
approach to programming:

“Since programming is the ve-
hicle or motivating force on which
all service of a radio facility is
based, we felt before going on the
air that a very rigid standard
should be established regarding our
program policy,” Mr. Bryant ex-
plains. “Instead of selling what you
can sell, it is our idea to produce
programs and sell them, thus main-
taining a strict control on what
listeners are offered.

Limitation on Commercials

“For example, we have a limit
of 375 words of commercial copy
to each quarter hour. This auto-
matically eliminates a great num-
ber of distasteful programs as far
as listeners are concerned. In some
stations the advertiser appears as
a 15-minute commentator regard-
ing the merits of trading with him
or purchasing his product. We feel
that programming of this kind has
no listener appeal at all. Not only
does it accomplish nothing for the
advertiser; it destroys the effective-
ness of the programs following.

“We do not believe all considera-
tion should be given to the adver-
tiser. We feel that in a competitive
situation, if any station is to sue-
ceed, the emphasis must be given
to the listener. This in turn should
be the advertiser’s first interest if
he is to get maximum return from
his investment in promotion.”

When the difficult problem of a
religious policy arose this well-de-

(Continued on page 144)
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Radio’s War Role STAR-SPANGLED RADIU Ad-Lib Success

STAR-SPANGLED RADIO by Edward
M. Kirby and Jack Harris; Ziff Davis
Publishing Co., New York. $3.50

“AS LONG as no M-Day plan for
radio for the future exists, so long
will the public welfare be imper-
illed,” eo-authors of the book Star-
Spangled Radio, released May 10,
admonished after reviewing the
“lucky” manner in which American
radio ad-libbed its way through
World War IT without government
control.

This warning was sounded by
Edward M. Kirby, former NAB
public relations chief and World
War II radio adviser to the Sec-
retary of War and his wartime
executive officer, Jack W. Harris,
in the 18th and final chapter of
their stirring new book.

Before raising the storm flag
the authors in preceding chapters
paint a panoramic picture of ra-
dio’s activities, triumphs and trou-
bles during the war years. Famous

i Wi
Col. Kirby

Mr. Harris

soul-stirring commentaries, such as
the Army Hour broadecast from
shattered Corregidor are blended
with accounts of humor, pathos
and heroism, many unpublished
heretofore. BBC is taken to task
for its alleged selfish interests dur-
ing the war in a chapter entitled
“How to Develop Anglo-American
Friendship Despite the BBC.”

“There is secant comfort in the
fact,” the authors point out, “that
when the Japs bombed Pearl Har-
bor no plan existed for the use of
radio as an instrument of either
defense or offense, or for anything
else, for that matter.” They
charged that for this oversight both
government and the radio industry
might be criticized.

The authors feel that “it is not
too early” to determine the role
radio will play in the event an
atomic, scientific war is thrust
upon us. “It is not warmongering
to talk about war, any more than
it is inviting fire to insist on fire-
escapes,” they reason.

“American radio,” the book cau-
tions, “cannot permit its future
during another war ecrisis to be
left to improvised planning after
the war is upon us . .. let us not
overlook radio’s responsibilities to-
day, should men fail each other
again tomorrow.”

Among the recommendations of-
fered was regular liaison between
the Armed Forces, the State De-
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partment, FCC and the radio in-
dustry, and unity of control and
purpose in a strong international
radio plan.

Readers are reminded that “with
the first radio-controlled missile,
with the first germs to infest our
reservoirs, with the first terrify-
ing blast of atomic energy over
some American target would come,
simultaneously, the effort to seize
or destroy our radio communica-
tions facilities. Destroy an army’s
lines of communications and you
destroy the Army.” The authors
visualized every transmitter in the
nation as a potential target for
enemy seizure or destruction.

Brig. Gen. David Sarnoff, presi-
dent and board director of RCA,
in a foreword to the book, declared
that “considering that there exist-
ed no precedent for the radio job
that was to be done, the accom-
plishments recorded in Star-
Spangled Radio seem truly aston-
ishing. The authors credit success
to the fact that, due to their in-
sistence, experienced radio person-
nel ultimately was installed in all
theaters.”

“They concentrated,” General
Sarnoff continued, “on this need
and devised programs of training
and indoetrination to provide aids
in helping field commanders in all
parts of the world to solve the diffi-
cult problem of reporting the war
to the people back home. Here is
a book which proves that the

*American way of radio, as in de-

mocracy generally, serves better
than any other system in achiev-

ing happy results for the millions
of protagonists in life's great
drama.”

General Sarnoff said “it was
fortuitous that the man who was
selected in 1941, as adviser for
radio to the Secretary of War—at
one dollar a year—was Edward M.
Kirby. . . . As his executive of-
ficer, Kirby chose Jack W. Harris.
They helped develop procedures and
policies behind radio at home and
overseas which gave the nation the
greatest war coverage in history.”

The final chapter, bearing the
title “Beamed Toward the Future,”
assumes added significance in view
of increasingly delicate world af-
fairs. Text of the chapter reads as
follows:

Beamed Toward the Future

“There is only one conclusion
to be drawn from this summing-
up: American radio was lucky. It
ad-libbed its way through the first
war—and without government con-
trol. Private management continued
to operate on public franchise, and
at a profit. The industry sent forth
its young men and women and they
made the American concept of ra-
dio under free enterprise work even
during wartime.

“There is scant comfort in the
faect that when the Japs bombed
Pearl Harbor no plan existed for
the use of radio as an instrument
of either defense or offense, or for
anything else, for that matter.
For that oversight both govern-
ment and the radio industry may
be eriticized. Furthermore, as long

as no M-day plan for radio for
the future exists, so long will the
public welfare be imperilled.

“Our age has been transformed
from the electronic age to the
atomic age. It is not warmonger-
ing to talk about war, any more
than it is inviting fire to insist on
fire-escapes. No one is eager for
more bloodshed, but if the nation
learned anything from the recent
conflict, it was the need for prepa-
ration. Yesterday’s weapons are to-
day’s museum pieces. Our entire
war machine has been outmoded
by the development of atomic en-
ergy. Split seconds, as well as split
atoms, are now in the calendar of
Mars. Now, every human being on
the face of the earth is exposed
to the possibility of germ warfare,
guided missiles and atomic bombs.
Without warning ruthless machines
of destruction may descend through
the night, and large segments of
the population may be cut off and
isolated. Then will rumor spread
and multiply—and rumor, too, de-
moralizing as it is, must be reck-
oned with as a weapon of war.

“What can be the role of radio
in such a war? It is not too early
to ask the question. American ra-
dio cannot permit its future dur-
ing another war crisis to be left
to improvised planning after the
war is upon us. Neither war nor
peace can be won merely with good
intentions. By all means, let us
endeavor to have radio speak the
language of brotherhood and un-

(Continued on page 54-F)

NEWLY-FORMED television

of Broad M e

ment Bureav began its exploration of primary needs of tele-
vision research, including determination of video set owner-
ship, at its first meeting April 21 in New York.

Seated, ) to r: Don Jones, George P. Hollingbery Co.; Ed-
ward Codel, The Katz Agency; Daniel Denenholz, The Katz
Agency; William Fay, WHAM Rochester, N. Y.; Carl Plehaty
Jr., Standard Brands; Hugh Feltis, BMB; Edward Evans, ABC;
E. P. H. James, MBS; George Moskovics, CBS; Albert Leonard,
Gillette Safety Razor Co., and Jack Greene, NBC.

Peters;

Standing, | te r; Jack Kurie, Assn. of National Advertisers;

Telecasting

Headley-Reed Co.;
and Philip Frank, BMB.

Other committee members and guests not present whe
picture was taken include Herald Beckjordan,
ert Coe, WPIX (TV) New York; Charles Durban, U. S. Rub
ber Co.; William Forbes, Young & Rubicam;
WABD New York; Paul Mowrey, ABC; H. P. Peters, Free
Howard Reilly, J.

Hugh M. Beville Jr.,, NBC; Lewis Avery, Avery-Knodel; Johi
Churchill, BMB; Peter B. James, Weed Co.; Robert Reuschle

Cort Langley, BMB; Will Baltin, TBA

AAAA; Rob
John McNeil

Walter Thompson Co. and -Crai
Smith, Gillette.
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Star Spangled Radio
(Continued from page 54-E)

derstanding between all peoples at
home and abroad. But let us not
overlook| radio’s responsibilities to-
day, should men fail each other
again topmorrow.

“As al first step, regular liaison
should Be established between the
Armed [Forces, the State Depart-
ment, the Federal Communications
Commisgion, and the radio indus-
try. The mechanism is at hand in
Washington. The National Associa-
tion of Broadcasters is well-geared
to handle such an important as-
signment.

“A strong plan for radio should
thereforge contain certain provisions
for the |use of radio on an inter-
national] basis, if the contingency
arose. When we went to England’s
assistance we were in a position
to stipulate certain conditions; but
we were improvising, and hardly
knew what our next step would or
should Be. While the overall radio
‘results were generally satisfactory,
they were achieved only after end-
less bickering and negotiation. With
full cooperation on every hand a
truly sy perlative job might have
been done.

“Radip and the public welfare
will bengefit from a unity of control
and purpose. In too many cases
inexperignced regular Army of-
ficers, rather than take a chance,
played the old Army game of do-
nothing|{ The movement of infor-
mation to the public and to the
troops cannot be accomplished by
‘buck passing.’ In other situations,
officers frained in the ways of daily
newspaper were in control of me-
dia whigh they did not understand,
or which they resented. Many times
an alert enemy caught the ear of
the American audience by resort-
ing to shortwave radio, thus scoop-
ing both our press and our radio.
It is poor psychology to be forced
to confiym later what one’s enemy
has stated first, for that builds
confidenge in enemy sources and
undermines confidence in one’s own.

“The |psychological block which
seems Po separate our Armed
Forces from our citizens in time
of peace, should be broken down
once and for all. As General Rich-
ardson gaid repeatedly: The Ameri-
can Army and the American people
are one| and the same. In radio,
the Armed Forces have a medium
through| which this understanding
may be|brought about. The radio
industry, in turn, has an oppor-
tunity to add to its service chev-
rons—if] it undertakes in its own
manner |this peacetime mission to
bring apout better understanding
of our |military services. No na-
tion ever owed more to those men
at armg who carried on to keep
this nafion strong. For they cer-
tainly got little reward save the

satisfaction of serving honor, duty

and couptry.
“In this atomic age the interests
»f the givilian are identical with

those of the soldier. Now in our
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quest for peace and security the
good soldier and the good citizen
are one, as exemplified in the role
of George C. Marshall as soldier
and statesman.

“Certainly, as they work for
peace, the good citizen and the
good soldier must keep war in
mind. For in another war, our
enemy will have a plan before he
strikes. We would have no time
for conferences or compromises.
The time for preparation is now.
With the first radio-controlled mis-
sile, with the first germs to infest
our reservoirs, with the first ter-
rifying blast of atomic energy over
some American target would come,
simultaneously, the effort to seize
or destroy our radio communica-
tions facilities. Destroy an army’s
lines of communications, and you
destroy the army.

“Without a plan for radio’s pro-
tection and utilization in time of
emergency we might find our great
resources transformed into a na-
tional liability, a perilously vul-
nerable point in the armor of na-
tional defense. Every radio trans-
mitter in the country will become
a potential target for the enemy
. . . to seize or to destroy.

“While we hope fervently that
radio, henceforth, will bring only
tidings of peace throughout the
world, let American radio draw
upon its great potential to fortify
the peacemakers, that mankind
may be spared another—possibly
a last—fearful holocaust.

“But let the broadcaster be real-
istic in appraising the possibilities
of war. For American radio can-
not hope to ad-lib its way through
World War IIL”

The appendix of the book was
occupied by an American radio
honor roll, a roster of war cor-
respondents, the list of members
comprising the Broadcaster’s Com-
mittee on Development of a Code
of Wartime Voluntary Censorship,
and a roll call of radio, movie and
stage personalities who entertained
overseas.
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FIFTH NETWOR

Bids by Titus to WLS,
WINS Reported

PAUL M. TITUS was still in New York last week seeking support for his
proposed fifth network, Radio America Inc.

His activities in connection with the project have been playing hide
and seek in the news since early in the year with stories in connection

with his indictment in California
for alleged illegal stock sales.

In New York, where he report-
edly had been talking with WINS
officials, Mr. Titus refused to di-
vulge the state of negotiations.
He also refused to comment on
renorts that he had solicited WLS
Chicago as an affiliate and offered
its manager, Glenn Snyder, an ex-
ecutive post.

Contacted in Chicago by BROAD-
CASTING, Mr. Snyder said he had
been approached by executives of
the network project on one occa-
sion. Functioning on his customary
“open door” policy, Mr. Snyder
said he advised them he would be
interested in hearing their story.
The conversation, he said, was
hardly of a nature where any de-
cision could be reached and could
be regarded as only exploratory.

From time to time other promi-
nent Midwest broadcasters have
been mentioned as identified with
the network plan. In each instance,
however, the situation appeared
generally similar to that involv-
ing Mr. Snyder.

Announcement Soon

Mr. Titus said he would prob-
ably have an announcement to
make soon. He had nothing to say
on the status of a San Francisco
Superior Court action charging
him and two other principals in
North American  Broadcasting
Service, the forerunner of Radio
America Inc., with the illegal
stock sales. His trial on that charge
was postponed for the second time
a fortnight ago [BROADCASTING,
May 3] until May 26.

Although neither Mr. Titus nor
officials of WINS would comment
on the proposals Mr. Titus was of-
fering, it was understood that he

REVISED DRAWING of proposed Chicago Television City, being promoted by the
Walter Butler Co., St. Paul contractor [BROADCASTING, May 103, shows 1,050-

fr. #r ge along Chi

’s Outer Drive.

Equal-sized studios for ABC, CBS,

WGN-Mutual, and NBC are planned. New plon calls for bvilding studios facing
west along the Outer Drive first. Office building and tower, in background, would
be erected later.
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had advised that his network
would begin operations June 15.

Mr. Titus told WINS executives
that Radio America Inc. was con-
structing a new building in Den-
ver and intending to buy a large
building in New York. He would
not reveal the identities of finan-
cial backers.

In response to questions report-
edly directed at him regarding ar-
rangements with the telephone
company for trans-continental lines
to feed his propased network, Mr.
Titus was said to have insisted
that he had been promised such
service by June 15.

The AT&T long lines depart-
ment, following its policy, would
not comment on Mr. Titus’ alleged
arrangements for network lines.

The selection of his staff, he re-
portedly told WINS, was in prog-
ress but as yet unsettled.

Several months ago Mr. Titus
told a BROADCASTING representative
that his organization would begin
operation May 15 with between
200 and 250 affiliates [BROADCAST-
ING, Jan. 26]. At that time Howard
L. Pear], said to be a Denver min-
ing engineer and secretary-treas-
urer of Radio America Inc., said
that the network by May 15 would
possess ‘“a backlog of $4,300,000
plus large commercial commit-
ments.”

Mr. Titus is under indictment
with Rudolph J. Fjellstrom and
Charles J. Husband, all involved in
North  American Broadcasting
Service, for violation of the Cali-
fornia Corporate Securities Act.

The Titus firm allegedly sold
stock in California without authori-
zation from the state corporations
commissioner. Mr. Titus has denied
the charges.

Hallicrc;fter Video Unit

Features Chicago Show

HALLICRAFTERS Co. scooped
competing television manufactur-
ers last week by exhibiting a new
set at the annual Radio Parts &
Electronic Show in Chicago under
the guise of four separate elements.
No other manufacturer of a com-
plete TV unit had space at the
show. '

The Hallicrafters exhibit con-
sisted of a magnetic projection tri-
ode (cathode ray tube); an optical
unit that reflects and projects the
magnified image; a high-voltage
unit chassis and Hallicrafters new
TV receiver. When assembled, the
component parts become an unfin-
ished set, featuring a 16 x 12-inch
image.

Entire set is to sell at below
$500, William J. Halligan, presi-
dent, said.

Telecasting



BILLINGS STILL RISE

By BRUCE ROBERTSON

BUSINESS was good for
broadcasters in the opening
months of 1948. It should con-
tinue good during the remain-
der of this year, provided the
country’s general economic
atmosphere is not seriously
disturbed by war, strikes, re-
armament, foreign aid pro-
grams, the Presidential cam-
paigns or other extra-business
factors which may develop during
the summer and fall.

Time sales of the national net-
works, only segment of the broad-
casting business for which com-
plete records are available, were
on the upgrade in the first quarter
of the year after a slight decline
in 1947. Publishers’ Information
Bureau, whose running record of
gross network time sales showed
1947 down 1.1% from the 1946
total—$190,930,336 in 1947 against
$193,009,599 in 1946—reported that
in Janudry-March of 1948 the
gross time sales of the four nation-
wide networks totaled $52,061,123,
a gain of 7.7% over the combined
gross of $48,361,127 for the cor-
responding part of 1947.

$200 Million Mark

If continued at this rate through-
out the year, the network’s gross
billings for time would pass the
$200 million mark, topping last
year’s gross by 9.1% and surpass-
ing the all-time high of 1946 by
7.9%. Making due allowance for
summer layoffs of a number of net-
work sponsors, 1948 seems headed
for a new record as far as network
time sales are concerned.

Such exact sales data are not
avaliable for spot or local radio,
but indications are that they, too,
are operating on a high level and,
unless general business conditions
are radically changed, will con-
tinue to do so throughout the year.
With the immediate postwar de-
mands for goods of all kinds satis-
fied to a large degree, a buyers’
market is beginning to appear in
the apparel, household equipment
and furnishings and other fields of
business activity, bringing with it
increased competition and increased
selling efforts by manufacturers
and retailers. Advertising of these
lines will also increase, with radio’s
share depending on the aggressive-
ness of time salesmen in competi-
tive selling against the sellers of
space.

Television has entered the na-
tional advertising picture this year
for the first time and while its total
circulation—about 300,000 sets in
use as of May 1—is not very im-
pressive in comparison to the coun-
try’s 37,000,000 radio homes even
without considering portables, auto
radios and second, third and fourth
home sets, it is attracting not only
national advertisers but retailers

BROADCASTING

$200 Million Possible for 48

BREAKDOWN and analysis of the product groups will be found on

the following pages:

Agriculture & Farming . . 56
Automotive ........... ... .. 62
Amusements ................ 76
Aviation ......... . ... .. ... 64
Beer, Wines, Liquor ........ 64
Building Materials, ete. ... ... 66
Clothing, Footwear, etc. .... 56
Confectionery, Soft Drinks ... 68
Consumer Services .......... 68
Drugs & Remedies .......... 72
Food & Food Products ..... 76
Gas, Lubricants, ete, ........ 78
Horticulture .......... .. ... 80

Household Equip. & Supplies .. 82
Household Furnishings

Industrial Materials ...... ... 84
Insurance .................. 84
Jewelry, ete. ................ 84
Local Retailers ............. 188
Miscellaneous .............. 212
Office Equip. & Stationery .. 86
Publishing & Media ........ 86
Radios, Phonographs &

Musical Instruments ...... 185
Smoking Materials .. ....... 188
Soap & Cleansers .......... 24
Sporting Goods .... ....... 196
Toiletries . ................. 196
Transportation ............. 212
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of all types of merchandise to its
sponsor lists. Early surveys indi-
cate that even mediocre video fare
is more attractive to most TV fam-
ilies than the best programming
the sound broadcasters have to
offer, pointing to more serious com-
petition of TV, as its circulation
and programming improve, to
sound broadcasting as well as to
newspapers, books and magazines,
the movies and other competing
bidders for the non-working hours
of the American public.

But for the remaining months of
1948, sound broadcasting’s outlook
is good, if the general economic
picture remains favorable. The
chances for that, while viewed dif-
ferently by various economic proph-
ets, seem on the whole to be favor-
able, although not preponderantly
so. Civilian employment in April

was up a million from March
to a total of 658,330,000, according
to the Census Bureau, and Ewan
Clague, director of the Bureau of
Labor Statistics, predicted that if
our economy follows its normal pat-
tern this spring, early summer
will find employment at “a new
peak, exceeding last year's record
of 60,000,000.” Personal income in
January was running at the rate
of $210.8 billion, better than De-
cember’s $210.4 billion and 11%
ahead of January 1947, with the
income tax reduction beginning
May 1 to give an increase in take-
home pay to millions of wage
earners.

Some economists see the tax re-
ductions as a definite inflationary
threat, but J. B. Wallach, business
news editor of the New York Sun,
after pointing out that a family of

Network Gross by Product Groups

JANUARY-MARCH, 1947 & 1948

Class

-

. Agricultural & Farming_ . ______

2. Apparel, Footwear & Accessories__

3. A ive, A ive A ies
& Equir

4, Aviation, Aviation Accessories &

5. Beer, \;Vine & liquor__________
6. Building Materials, Equip. & Fixtures
7. Confectionery & Soft Drinks_______

8. C Services -
9. Drugs & R i
10. Entertai & A

11. Food & Food Products___________
12. Gasoline, Lubricants & Othar Fuels
13. Horticulture ___________________
14. Household Equip. & Supplies______
15. H hold Furnishing
16. Industrial Materials
17. 1 e
18. Jewelry, Optical Goods & Cameras__
19. Office Equipment, Stationery & Writ-
ing Suppli
20. Publishing & Media
21. Radios, Phonographs, Musical Instru-
ments & A ies.
22. Retail Stores & Shops____________
23. Smoking Materials
24. Soaps, Cl s & Polishers.
25. Sporting Goods & Toys___________
26. Toiletries
27. Transportation, Travel & Resorts____
28. Miscell

o Telecasting

$48,361,127 100

1947 % 1948 %
378,990 0.8 $ 338,158 0.7
322,624 0.6 372,467 0.7

1,679,989 3.5 2,109,205 4.
646,103 1.3 315,610 0.6
401,520 0.8 282,434 0.5

1,357,109 2.8 1,995,582 3.8
616,799 1.3 718,3N 1.4

7,430,566 15.4 6,009,553 11.5

3,265 0.0 — -
11,240,391 23.2 12,892,404 24.8

1,593,539 3.3 1,684,790 3.3
129,923 0.3 71,30 0.1

1,311,641 2.7 2,099,357 4.0
268,032 0.5 325,250 0.6
513,107 1.1 554,428 1.1

1,201,756 2.5 1,100,721 2.
137,342 0.3 160,577 0.3

1,396,772 2.9 730,677 1.4
752,951 1.6 453,177 0.9
465,109 1.0 584,332 1.1

4,017,382 8.3 5,163,517 9.9

4,568,876 9.4 4,729,937 9

7,292,261 15.1 8,707,095 6.7

59,163 0.1 —_ —
595,919 1.2 661,690 1.3

$52,061,123 100

four with an income of $2,500 a
year will have $78 a year more to
spend, with the extra money
amounting to $90 if the family in-
come is $3,000, $157 if it is $5,000,
$501 if it is $10,000, $1,126 if $15,-
000 and $2,002 if $20,000, com-
mented: “Everything points to
the attaching of greater import-
ance than ever before to the class
market. The wage earner will be-
come more solvent rather than
more affluent . . . While luxury
goods may take a new lease on
business life, it is equally prob-
able that necessaries made luxuries
by heavy taxes will meet the strong-
est demand.”

Probably the most powerful in-
flationary factor in the present
picture is the demand of a large
segment of organized labor for
another round of wage increases. .
As this was written (May 10), the
railroad unions were pondering a
strike for increases larger than
the 15% cents an hour proposed
by a government fact-finding board
and agreed to by the railroad com-
panies. More than 70,000 United
Automoblie Workers (CI0O) were
due to walk out of the Chrylser
plants on May 12, after bargaining
had failed to win company ac-
ceptance of their demands for a
30-cent-an-hour boost in pay. The
strike against the Big Four of
the meat packing industry—Swift,
Armour, Cudahy and Wilson—in
its 56th day was threatening to
expand rather than end.

Price Reductions

Early in the year, General Elec-
tric, Westinghouse and U. S. Steel,
followed by other companies, had "
announced price reductions which
these companies stated were de-
signed to combat the inflationary
trend and had further denied the '
demands of their unions for wage
increases. Steelworkers grumbled
but said they would stand by their
two-year no-strike contract. The
United Electrical, Radio & Machine
Workers of America (CIO), under
no such wraps, pressed their de-’
mands unsuccessfully and, as this
was written, seemed on the verge
of issuing strike ultimatums
against GE, Westinghouse and the
electrical division of General
Motors. United Rubber Workers
of America (CIO) on May 10
were to start negotiations over
their demands for 30 cents an
hour more in wages with Good-"
year Tire & Rubber Co., with talks
with B, F. Goodrich Co. scheduled
to start May 21.

If these unions should prove suc-
cessful in thelr fight for higher .
wages, like increases for other
workers would be inevitable, with
higher prices equally certain.
Lengthy strikes, cutting down pro-
duction and retaining or restoring
the sellers’ market for many goods, *

(Continued on page 54-H)
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Billings
.(Conftinued from page 54-G)
would allso boost or hold prices at
a high level, In addition, the effect
of a stifike can not be confined to
the strpek industry itself. This
is brutdlly obvious when one con-

siders the probable effects a pro-
longed railroad strike could have
on all American economy and on
all American life as well.

Iron Age estimated that the early

spring coal strike cost the steel
industry alone a loss of 1,500,000
tons of steel, enough to make
300,000 autos, 20,000 tractors,
200,000 refrigerators, 200,000 stoves
and 200,000 washing machines.
And John L. Lewis this month will
present his new demands to the
mine owners, with legal prelimi-
naries all set for another coal
strike on June 30 should no agree-
ment be reached by that date.
Commenting on the action of

S;]?ot Accounts Active During 1947

(Acc
in each quarter of the year,
Rorabajtgh Report on. Spot Radio

AGRIQULTURAL
Coconuf Meal. .....
Dunlop|[Challen;
Fruitong................ ...

Fee:
Kerr Baby Chi
Kingscyost Hyhnd Seed Corn. .

Plllshury Feeds oa
Pilot Brand Oyster Shells. ............
Pioneef Hi-Bred Corn. . ao
Ralstog Feeds.

Steriing Feeds )
Swift & Co. (Agricultural Research) . . . .
Swift's Plant Food
‘Transpjanione. . .. . .
WeeddRe.........oooiiiinnn voniann

AUTOMOTI VE
Atlantlc Gas & Oil. .. ................
Chrysier Corp. (Inst.)
Cisco Soivent.......

Esso

Ford Dealers.
Genergl Motors (Allison Di
General Motors (Inst ),
Generpl Tires and Tubes
Johnagn's Carnu,
Keystone Auto Ciuh ........

Lee Tires

Mobilgas & Mobi
Packard Cars
Pennzjp & Pennzoil

Texacp Gas & Ol ... ... ..., . ...
Tydol|& Veedol. . ....................

RAGES—ALCOHOLIC

Cadillac Wines & Liquors. ............
Carlings Red Cap Ale.
Champagne Velevet Beer
Coicombet Wlne!
Colony bo Wine. .

01d Grown Beer
Old English Brand Ale. .
Old Reading Beer. ...
Peeriess Beer.
Prior [Beer. .

R & M Beer.
Raini¢r Beer & Al
Ramg Head Ale. .
Ruppert Beer & Ale..
Sunshine Beer. ...
Tromymer’s Beer. ..
Utica|Club Beer.
Forge Beer. .
Virgigia Dare Wine...................

BEVERAGES—NON-ALCOHOLIC

Alta 1]
Astor|
Birds;
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unts, by product names, with average number of stations nsed
based on the monthly tabulation of the

Advertising for 1947.)
AVERAGE NUMBER OF STATION%

18t 2n th
QUARTER QUARTER QUARTER QUARTER

3 3 3 3
1 1 1 1
2 2 — —
8 4 [ 6
2 pa— — pa—
6 7 2 —
1 —- = —
12 13 5 19
2 2 3 4
7 8 8 8
12 13 5 19
1 1 — —
3 2 — —
— — — 2
— 12 35 35
2 2 2 2
9 20 6 —
2 2 — —
12 13 5 19
— — 1 1
16 — — —
2 2 — —
2 2 — —
3 44 43 70
3 — — 2
2 1 — —
— —_ — 2
2 2 2 2
— — — 1
53 52 51 51
18 222 13 106
o 4 = -
12 12 12 12
—_ — — 1
7 — — 25
— 3 12 15
7 7 7 7
26 29 29 29
12 39 39 30
— — — 265
26 28 29 29
— —_ 31 34
3 2 2 1
35 35 37 34
21 21 21 24
12 39 39 30
8 8 8 8
1 8 10 3
1 1 1 _
3 2 — —
5 5 5 5
— — 1 1
12 20 27 15
1 1 1 1
1 1 1 2
19 26 22 35
1 —_— —_— —
5 4 1 —
1 — —_— p—
65 35 — —
*k *k % 10
— — 2 3
4 13 12 9
— 4 8 7
17 23 23 23
— 14 6 5
4 4 4 4
9 11 12 15
— — — 1
8 11 11 n
1 2 2 2
15 17 22 17
8 I 11 11
11 15 27 20
3 5 2 5
3 3 9 9
9 11 12 15
8 11 1 11
65 35 — 137
- - — 3
2 8 — —
- —_ - 2

(Continued on page 140)

GE, Westinghouse and U. S. Steel
in reducing prices to a total of
some $25 million and denying
further wage increases, Harvey
Runner, business editor of the New
York Herald Tribune, wrote on
April 24: “This pattern—price re-
ductions and a denial of wage in-
creases—will, if followed widely,
have a real effect in stemming the
tides of inflation . . Retailers,
on their part, believe that if war
scares can be avoided for another
few months, prices will move down-
ward to a point where the public
will be able to buy in greater
volume.”

The European aid program,
another possible inflationary faec-
tor, is not generally seen as in-
creasing exports to a dangerous
level, however. Pointing out that
exports this spring are running
behind last spring’s record high,
Lewis L. Schellbach, vice-presi-
dent, Standard & Poor’s, wrote in
the New York World-Telegram of
May 1, “As ERP gains momen-
tum, some gain is likely, but the
year’s total probably will not equal
that of 1947.” He predicted that
the boom, *revitalized by the re-
armament program, ERP and

lower personal income taxes, prom- .

ises to continue over the next
few months,” and warned that in
July two factors ‘“must be reckoned
with: the possibility of another
coal strike and mass vacations,”
either of which might curtail pro-
duction. .
Boom End?

Others, however, see signs that
the boom is ecoming to an end,
that by fall or early next year
business will experience a slight
recession. Backed by the growing
consumer resistance to high prices
of apparel and household goods,
with retailers’ buying noticeably
slow at the furniture and shoe
markets early this year, a “How’s
Business” survey made in March
among 400 credit and financial
executives by the New York Credit
Men’s Assn. found less than two
percent looking for a real de-
pression but 77% anticipating a
slowdown in business in the last
quarter- of this year or the first
quarter of 1949. A similar out-
look was reported by 185 leading
packing and packaging companies
(whose activities are said to pro-
vide an index of general business)
when surveyed by American Man-
agement Assn. Two thirds of this
group foresaw a mild recession this
fall or early next year, lasting
from six months to a year.

A third survey, of business ex-
ecutives, made by the National
Industrial Conference Board, found
a general feeling that the break
in commodity prices early in the
year had not materially changed
the business outlook, but that large
scale remobilization might change
it considerably. A little more than
half of the respondents expected
production levels for the first half
of the year to continue through
the last six months, with one in
four anticipating a decrease in

BROADCASTING o

demand, one in five an increase.
Finding the sellers’ market a thing
of the past, these executives say
that more aggressive selling is
needed if the full output is to be
sold. Their consensus, backed up
by the first quarter figures of a
number of major companies, was
that profits this year will repre-
sent a smaller percentage of sales
than formerly, but that increased
production and sales will leave
the net earnings about the same
as for 1947.

The effects of the national re-
mobilization program ecannot well
be predicted at this time, although
it is obvious that the requirements
of a large peacetime army would
affect the supply of goods for con-
sumer use, notably in the men’s
clothing field.

The advertising outlook is good,
leading agency executives told the
New York Times following the
April convention of the American
Assn. of Advertising Agencies.
They agreed that the continuing
high national income and the cut
in income taxes would more than
outbalance any curtailments of
consumer goods, as far as adver-
tising is concerned.

Getting back to radio, the first-
quarter network times sales table
shows increases for 15 of the 28
categories in comparison to the like
period a year ago, with decreases
in 10 categories and no expendi-
tures for either year in three. Of
the major users of radio, only
drug advertisers were off this year
as against last, network advertis-
ing of foods, tobaccos, automotive
products, candies and soft drinks,
and toiletries all showing first-
quarter increases for 1948 over
1947.

Political Aspect

A new element will enter the
broadcasting picture early this
summer, when the major political
parties begin buying time for their
candidates, particularly the Presi-
dential nominees. In 1944 the Demo-
eratic and Republican national
committees spent close to a million
dollars apiece for network time
and talent, with sizable expendi-
tures for local and regional politi-
cal broadcasting not accounted
for. This is not all profit, however,
for the major political broadcasts
are usually from evening meet-
ings whose time coincides with
that of the top evening commercial
programs. Therefore, in making
a place for these political pro-
grams, the broadcaster is fre-
quently obliged to ask a sponsor
to release his time to the political
party with no increase in revenue
except the difference between the
long-term rate the regular spon-
sor would have paid and the one-
time rate charged the political
party. For many broadecasters the
entire extra revenue of the cam-
paign months is more than matched
by the cancellation of commercial
programs.

Break Down by Business
Categories Starts Page 56

Telecasting
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57 1T TAKES Bt
MORE THAN

f POWER

(which we have!)

f;) to dtfrdct and hold
dn dudience!

HE best “step” a radio station can take is
to put more, more and still more emphasis on

skillful programming in the public interest.

WHO was founded with that coneept, and has
stuck to it. The result shows up again in the
ring of 31 counties at the right—which average
approximately 100 miles from our transmitter,
and which are closer to many stations than to
WHO. In these 31 counties, according to the
1947 Iowa Radio Audience Survey, WHO’s per-
centage of total listening, from 5:00 a.n.
through 6:00 p.m., is actually 47.19,!

There iz only one answer to such listener-
preference. That answer is Top-Notch Program-
ming—Outstanding Public Service. Write for

Survey and see for yourself.

,(/M__

/ LMEPE N S

o/
/%WQ\

4

WIiHO

+ for lowa PLUS #

DES MOINES . .

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
FREE & PETERS, INC., National Representatives

. 50,000 WATTS
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I—FARM OUTLOOK

[HE EXTENSIVE and energetic
'mployment of radio by American
yusiness 'to sell its wares to the
;ich farm market is poorly de-
asicted in 'the table of network agri-
:ultural | advertising, which lists
ly three advertisers whose com-
bined expenditures for network
iime during the first quarter of
1948 accounted for less than one
per cent of the total network time
sales for that period.

Most network advertisers are in-
terested in the farm market as
a prospdrous segment of the gen-
eral population, a group whose
income has more than doubled
since 1940 with an anticipated
family income of $6,000 for 1948,
making its members good prospects
for clothes, cars, candy bars and
all the iother goods designed for
general consumption. But the sta-
tistics of that advertising appear
in the @apparel, automotive, con-
fectionery and other product class
tables and are not segregated under
the agricultural heading.

The farmer’s professional needs
generally vary in accordance with
the location of his land, so nat-
urally most advertising of seeds,
stock and poultry feeds and the
like is placed on a regional or
sectiona) basis. Nine feed accounts
are currently active in spot radio,
according to the Rorabaugh Re-
port a'\;d our own files: Allied
Mills flor the sixth consecutive
year is| using an early morning
transcribed program, Let's Go
Visiting, on 26 stations in the east

and central states for Wayne
Feeds. Dunlop Milling Co. pro-
motes its Challenger feeds with
a weekly quarter-hour on WSM
Nashville. El Dorado Oil Works
uses announcements on three Cali-
fornia stations for Coconut Meal.
Moorman Mifg. Co. also uses an-
nouncements, on four midwestern
stations, for its feeds.

Murphy Products Co. advertises

Three Advertisers Carry Load

shells. Pillsbury Mills advertises
its feeds with daily spots on four
midwestern stations. Quaker Oats
Co. is also using midwestern sta-
tions for its feeds advertising, a
program called Man on the Farm.

DeKalb Agricultural Assn. is
advertising its hybrid seed corn
with five-minute programs in 32
markets. Garst & Thomas Hybred
Corn Co. has 10-minute and quar-

feeds with programs ranging from ter-hour programs on four mid-

stations for Lick-a-Brick; Kerr
Chickeries, advertising its baby
chicks with three announcements
a week on WOR New York; Sher-
win-Williams Paint Co., which was
preparing a campaign for Weed-
No-More spray. In March, two
plant food campaigns were started.
Swift & Co., which has been broad-
casting five quarter-hours a week
on KLZ Denver in the interest of
agricultural research, has begun

Leading Network Advertisers

Program Product

National F-rm & Home Hou

Harvest ol Stars Truck & Farm
Machinery
Harvest of Stars Truck & Farm
Machinery
RALSTON-PURINA CO., $118,263*
Checkerboard Jamboree Chow Products
* First quarter 1947.

Class 1. AGRICULTURE & FARMING........

ALLIS-CHALMERS MANUFACTURING CO., $105,702*
NTE RNATIONAL HARVESTE&IQ CO 51 55, ORS‘BC R $156,026*

** First quarter 1948.

Network Time Costs
First Quarter 1947 1948
$378,990 $338,158
Network, Starting Ending
No. Stations Time Date Date Agency
$106,379**
'g' 1-1:30 p.m. 9/5/45— Bert S. Gittens

Sun., 2:30-3 p.m. 10/7/45-3/28/48 McCann-Ericksan, Inc.

CBS-165 Wed., 9:30-10 p.m, 4/7/48— McCann-Erickson, Inc.
$75,753%*
MBS-167 M-F., 1:45-2 p.m. 1/5/46— Gardner Adv. Agency
Source: Publishers’ Information Bureau.

five to 30 minutes, broadcast once
to six times a week on 10 mid-
western stations. Also in the Mid-
west, Northrup, King & Co. spon-
sors thrice-weekly announcements
on 17 stations, programs on three,
for Sterling Feeds and the com-
pany’s seeds and seed corn. Oys-
ter Shell Products has weekly
announcements on 35 stations, from
Boston to Denver, for Pilot Brand

western stations, while Pioneer
Hybred Corn Co. of Illinois uses
two spots a week on WLS Chicago.
Funk Bros, Seed Co. also has a
program on WLS and a spot cam-
paign was being planned last
month.

Other spot advertisers in this
class include Blackman Stock Medi-
cine Co., sponsoring five announce-
ments a week on 14 southern

an announcement campaign for
its plant food on 54 stations from
coast to coast. Armour Fertilizer
Works, for Velvetgreen plant food,
used 21 spots a week on WTAR
Norfolk during March. Detailed
information on local advertising
is not available, but the local
sponsor lists for network co-op
programs show about 20 in this
category.

JI—CLOTHI

NETWORK advertising of cloth-
ing, shpes and accessories in the
first quarter of this year consumed
air time with a gross value of
$372,467, roughly 15% above the
total for the same period last
year, putting this class into a
tie with agriculture and farming
advertising for 17th place in the
network roster.

In the national spot field the
situation is about the same as

G INCREAS

for the networks. Celanese Corp.
uses announcements, five-minute
and 15-minute programs on 22
stations for its fabrics; Rosedale
Knitting Co. participates in
women’s program’s in 16 markets
in a spring campaign. Bond Stores
(men’s clothing chain) advertises
on 42 stations in cities in which
these stores are located, using
mainly quarter-hours, three to 12
times a week. Hat Research Foun-

Brown Shoe Company Leads List

dation sponsored a seven-week
spring campaign on 83 stations
in 22 major markets.

Brown Shoe Co., in addition to
its network children’s program,
is sponsoring the transcribed Barry
Wood Show on 53 stations. Mel-
ville Shoe Corp. advertises Thom
McAnn shoes using three to six
quarter-hours a week on nine
stations. Goodyear rubber soles
and heels are plugged with spot

ACCESSORIES

Leading Network Advertisers

* First quarter 1947,

** First quarter 1948,

Network Time Costs
First Quarter

Class 2. APPAREL, FOOTWEAR &

Network, Starting Ending
Program Product No. Stations Time Date Date Agency
BROWN SHOE CO., ‘105,61 2‘ $106,301**
Smilin’ d McConnelI Brown Shou NBC-160  Sat. 11:30 a.m.-noon 2/26/44— Leo Bumett Co.
K H. LEE CO., $87 505‘ $97,397%=

Drew Pumn Lee Hats ABC-240  Sun., 6-6:15 p.m. 12/2/45— Wm. H. Weintraub & Co.
q PIEDMONT SHIRT CO., o

William L Shlru Wings Shirts MBS-261 Sun., 1-1:15 p.m. 1/4/48— Wm. H. Weintraub & Co.

MOUNT CLOTHING CO 553 200% $99,710%*

Sherlock Hol mes Clipper Craft Clolhu MBS-299 Sun., 7-7:30 p.m. 9/28/47T— Wm. H. Weintraub & Co.
4 TEENTIMERS, INC,, $62,793* $4,

Teentimers Club Dresses & Cumcllu MBS-98 Sat., 11:30 a.m.-noon 3/13/48— Buchanan & Co.

1947

$322,624

Source: Publishers' Information Bureau.

1948

$372,467
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announcements on 85 stations.
Most apparel advertising by
radio, however, is placed at the
local level by the retail dealer.
Extent of this advertising is in-
dicated by fact that network co-op
shows have more than 175 cloth-
ing and department stores as
sponsors, 14 shoe stores and three
furriers. Kate Smith is the most
popular program with this group
of local advertisers, having 30
department and clothing stores
on her sponsor list. Martin Agron-
sky is second with 17 such stores,
Harry Wismer third with 15 and
Baukhage and Fulton Lewis jr.
are tied for fourth with 13 each.
In his “publicity predictions for
1948,” Howard Abrahams, direc-
tor of the sales promotion division
of the National Retail Dry Goods
Assn., reported that an NRDGA
survey of its department and spe-
cialty store members indicated in-
creased promotional activity by
retailers during 1948. “Fashion
advertising will hold its own or
increase in practically all stores.
Brand names advertising will come

(Continued on page 62)
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12l USED CARS  souGHT SOLD TRADED US_ED__CARS

Advertising exclusively on WLEE for a test week,
the Richmond Motor Company reports:

“Despite adverse weather conditions, activity that
week was 50% greater than in any week in the past
six months.”’

For more than 32 years, the Richmond Motor Com-
pany has served Richmond Ford owners. Today it is
one of the top-ranking Ford dealers in the entire
country.

It is the only Ford authorized engine and small parts
rebuilder in the Norfolk branch. Its operations include
one of the largest and most modern lubritoriums in the

TOM TINSLEY, President

WLEE pays off for Richmond Motor

W-L-E-E

Mutual ... in Richmond

IRVIN G. ABELOFF, Gen. Mgr.

s RICHMOND MOTOR

R
604 4
i {

South, containing eight safety pits, each equipped with
Auto-Rock and Alemite lubrication systems.

Its large fleet of 10-wheel Ford trucks cover a trading
area of more than 300 miles through Virginia and
North Carolina.

The Richmond Motor Company is a heavy user of
newspaper space and radio time. Its current radio cam-
paign on used cars and used trucks has been outstand-
ingly successful. And the great bulk of Richmond
Motor’s radio appropriation is on WLEE!

Take a tip from Richmond Motor—if you want to
sell something in Richmond, call in the Headley-Reed
man and ask about WLEE.

) 4

Represented by Headley-Ree:

BROADCASTING o Telecasting
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Friends and neighbors love to visit the McCanns. It’s such a friendly house, they say.

In one career (and not out the
other)! Dora McCann joins

her husband’s famous program

but continues her role of housewife
and mother.

The McCann house in
Yonkers, N.Y.

“Alfred can fix anything
outside the house”,

says Dora,

“but inside!

He’s all thumbs!”




love me, love

WHEN DORA MARRIED into the right-eating McCann family,
I I I a friend joshed: “Poor you, marrying a man who knows
all about food! You’ll be up to your pretty earealsin cereals.”
But Dora was not perturbed; if Alfred said that whole wheat
grain and raw carrots were good for you, she’d jolly well
serve them. She jolly well does. Today, Dora McCann is
as much a crusader for correct eating as any McCann

di et S

in one career (and not out the other)

Late in July, 1947, a pretty, sweatered girl sat with
her husband at a table in the children's playroom. Her
heart banged. The WOR engineer (set up next to a little

how D ora mar”’ed boy’s tricycle) raised a hand—and one of radio’s oldest

’s Alfred McCa and most honored radio programs, WOR’s “The McCann

AR fr Ll Pure Food Hour”, became a husband and wife program.

and a radio career, Title: “The McCanns at Home.” Said Dora McCann, em-
barking on a 5-day-a-week radio career: ‘“But I have noth-

ing to offer.” What she had to offer was immense. A simple,
disarming, ungarnished charm that falls like manna on the
ears of thousands of housewives.

Dora McCann doesn’t pretend to be a homemaker who
rolls a food cart up Main Street on marketing day; she IS
one. Like her listeners, Dora has a house to manage (in
Yonkers, N. Y.), a cleaning woman just twice a week, and
children to care for (Patsy, aged 9%, Kevin, aged 414).
Housewives say she’s their spokesman; that she is one of the
few women in radio whose problems are identical to theirs.

as well

“it’s alfred’s program”

Dora’s ego is as microscopic as a pinch of salt. “I don’t
count”, she says, “it's Alfred’s program.” She knows that
one reason why many a family on the Eastern Seaboard is
well-fed, is because a McCann has been on WOR for 21
years, teaching people how to eat properly.

In 1931, when young Al was a junior in college, his
famous father died. Along with a handsome profile, a vigor-
ous voice and a passion for truth, Alfred inherited a radio

continued



continued

program from his father: WOR's “The McCann Pure Food
Hour.” It was the first food program on the air. McCann,
senior, had fought food frauds, had started a revolution in
eating. Young Alfred carried on. He has seen everything
that grows in )\merica, grow. He has inspected over 1,000
food plants in the U.S. and Europe.

Today, Alfred McCann knows as much about nutrition
as almost anyone in the country. His word is gospel to
women in the 18 states where WOR can be heard; a fact
that gives WOR a glow of pride. For Alfred McCann, like
so many WOR personalities, is part of the very foundation
of this great and friendly station.

these happy two

Today, WOR's “The McCanns at Home", heard week-
day mornings at 9:30, is still the housewife’s bible. New-
comer Dora gives it the feminine touch; a golden touch that
has already added considerably to its listening audience.
If Dora chances to mention that she uses, never wastes, beet
greens—grocers for miles around are plagued by customers
asking for beets with nice, leafy greens. Such is her influ-
ence! And when the Mc¢Canns recommend a product, house-
wives act on that recommendation-—and buy!

Alfred handles most of the food facts on the show; Dora
chats about cooking, keeping house and children . .. sub-
jecls she knows from the ground up. Together, this admir-
able husband and wife discuss the problems of day-to-day
living. Son Kevin, aged 414 is adopted and knows it. ““We
told him while he was young so he wouldn’t be bothered by
the knowledge later”, says Alfred. And Dora beams: “Kevin
knows he’s special. He knows we chose him out of dozens
of habies for our own.” Such is their warm and common-
serise approach to all problems, and WOR listeners love it!

“Al likes to play

4ennis. I prefer

having him out on the
courts rather than

in the kitchen,” Dora
laughs, “But I'll

have to admit it;

he makes wonderful coffee.”

WOr ...

heard by the most people

Christmas at the McCanns, as in any American home,
is a family day complete with toys
underfoot. “Don’t want my pitcher taken,” Kevin frets.

the shades are up

To many of the 34,057,161 people who can hear WOR,
“The McCanns at Home” is a slice of American life; a daily
peek in the playroom window when the shades are up. Since
the program comes straight from the McCann’s Yonkers
house, it has a rare and real-life intimacy, one that is worth
considerable cash to a sponsor.

Yes, a sponsor buys a priceless ingredient in the
McCanns. Women trust them; trust the products they
recommend. Little wonder that sponsors stay so long with
WOR and the McCanns. Dugan Brothers has-been on the
‘WOR McCann show for 21 years, the Hawaiian Pineapple
Company for 19 years, The Richmond-Chase Company for
19 years. The list is long and ever-growing. Why do spon-
sors stay so long? Because WOR and Alfred McCann sell
their products!

where the most people are






Clothing

in for greater publicity than even
last yean. There will be a striking
increase? in general merchandise
advertising versus institutional
themes, | possibly reflecting the
retailers] need for stronger pro-
motions fo achieve sales volume.”

Reporfing that “an overwhelm-
ing percentage of the stores sur-
veyed plan to increase their ex-
penditurgs over last year,” with
10% the pmount generally indicated
and many stores planning on 156%
and 20% advertising increases,
Mr. Abrahams said that “radio
presents| a varied picture. Gen-
eral increases are shown by stores
which have been strong users of
this medium while many of the
recent users of radio are decreas-
ing this| activity. Perhaps this is
because many stores which recently
turned tp radio used it as a tem-
porary fill-in for other unavail-
able promotion tools. Increases in
radio range to as much as 50%,
although| the greatest emphasis is
n 5%."|(See also Class 22, Retail
Stores apd Shops).

Increase

(Continued from page 56)

Apparel advertisers, always in-
clined to use pictures as well as
words in their printed advertising,
have taken avidly to television
which permits them to show as
well as talk about their products
on the air. Video advertisers of
this class in recent months include
Simon Ackerman Clothes sponsor-
ing a weekly newsfilm on WNBT
New York; Barney’s Clothes using
spots on WABD, WCBS-TV New
York; Botany Mills advertising its
neckties with weather forecasts on
seven TV stations; Brownstein
Louis participating in Shopping at
Home on KTLA Los Angeles for
Hendan Shirts; B.V.D Corp. using
weather spots on six stations;
Brentwood Sportswear with weath-
er spots on three stations; Jay
Bucknell participating in WABD’s
Doorway to Fame for its shirts;
Calvert Hats using video spots
on WMAR-TV Baltimore; Jay
Day participating in WABD's
Birthday Party for its dresses;
Caspar Davis using spots on

KTLA for millinery; Fashion Shop
using spots on WMAR-TV; Fair
Store sponsoring a weekly news
show on WBKB Chicago; Howard
Clothes sponsoring boxing on
WABD; Hecht Department Store
sponsoring Fashion Story on
WNBW Washington; J. L. Hudson
Store sponsoring Sketchbook on
WWJ-TV Detroit; Jay Jay Junior
advertising dresses via Mary Kay
and Johnny on WABD; Hat Corp.
of America sponsoring sports
events for Knox Hats on WCBS-TV;
Lucele Ltd. (furrier) using Door-
way to Fame on WABD; Pelta Furs
using announcements on KTLA;
Powell & Campbell advertising
shoes with A. Sagner’s Son spon-
soring telecasts of the Pimlico
races on WMAR-TV for Northeool
(summer suits), announcements on
WABD; Stewart’s (men’s clothes)
using spots on WNBW, WTTG
Washington; Zlotnick the Furrier
using announcements on WTTG.

Television Fashions on Parade,
weekly series on WABD, has been
presented under the auspices of
various smart New York women’s
stores, with a number of apparel
and accessory manufacturers dis-

playing their wares on the broad-
casts. Frank H. Lee Co., sponsor
of Drew Pearson on ABC, has an-
nounced that this fall it will also
sponsor a video News Review of
the Week in every city in the coun-
try in which TV facilities are avail-
able. Brown Shoe Co. late in April
started Roblee Fan Fare for Rob-
lee Shoes, 15 minutes preceding
the Yankee baseball telecasts on
WABD, featuring interviews with
prominent players and fans.

Government plans for mobiliza-
tion are being closely watched by
the men’s clothing industry and, if
put into effect, they would not
only take a lot of potential clothes
buyers out of circulation but would
also divert much of the produec-
tion from civilian wear into uni-
forms. A questionnaire as to the
ability of the men’s clothing in-
dustry to handle Army orders was
circulated in April at the request
of the Quartermaster Corps.

Overall, the apparel industry’s
retail sales in the early months of
the year were running slightly
(less than 5%) ahead of the same
months of 1947, according to Dept.
of Commerce estimates.

lI-AUTO B

DESPITIE A BACKLOG of orders
for aut¢mobiles which seems to
put a buyer’s market for new cars
it least|a year away, automotive
advertising on the air boomed dur-
ng the first quarter of 1948, with
:he outlgok indicating further ad-
vances during the rest of the year.
Network billings for cars @&and
:rucks, tires and accessories, to-
;aled $2,109,205, up 25.5% from
che same period of 1947.

The increase in automotive ad-
sertising more than parallels the
sostwar| production record rung
ap by |[the automotive industry
luring the quarter, according to
William|J. Cronin, managing di-
rector gf the Automobile Manu-
facturers Assn., who told BROAD-
SASTING [that “despite the fact that

OMS

some materials were in short. sup-
ply, output of cars, trucks and
buses jumped 11% in the first
three months of 1948 as com-
pared with the same period last
year.”

Citing an AMA estimate that
1,273,000 units were produced be-
tween Jan. 1 and March 31, “equiv-
alent to an annual rate of slightly
over 5,000,000 units,” Mr. Cronin
declared that “the April coal strike
is expected to upset forward op-
erating schedules for all concerns.

. The delayed action effect of
crippled transportation and slashed
steel production undoubtedly will
be felt in the weeks and months
ahead.

“Though nearly 6,500,000 pas-
senger cars have been produced

Further Advances Are Indicated

since the war’s end,”” Mr. Cronin
stated, “the buyer’s market for
motor cars still appears at least
a year or more away. Huge back-
logs of orders still remain on
most dealers’ books.”

First of the automotive adver-
tisers, at least from the network
billings viewpoint, was Ford Motor
Co., whose gross network time
purchases for the first quarter of
1948 exceeded half a million dol-
lars, up 143% from the like period
of 1947. Then Ford’s network ac-
tivities were the Dinah Shore Show,
a half-hour on CBS. Today the
company sponsors Ford Theatre
for a full hour on NBC late Sun-
day afternoon and, in the name of
its dealers who pay a share of
the cost, the half-hour Fred Allen

Network Time Costs
First Quarter

Class 3. AUTOMOTIVE, AUTOMOTIVE

Leadjng Network Advertisers
Program Product

(HRYSLER CORP.,
. Christophdr Wells

ELECTRIC AUTO-LITE CO 5221 ,010*
Dick Haymes Show S P

FIRESTONE TIRE & RUBBER CO

ACCESSORIES & EQUIPMENT..........

$215,403
PIYmaulh & De

g s, Bllt«ln

97
Voice of Firestone Tires & Tubes
FORD MOTOR CO., $208,476*
. Ford Theater Autumobiln
Fred Allep Show lomobiles
ENERAL MOTORS CORP S!M1
Hanry J. Institutional
AISER-FRAZER CORP.,
N ‘Automabiles
Newscope Automobiles
* First quarter 1947. ** First quarter 1948,

Network,
No. Stations Time
s
Soto CBS-162 Sun., 10-10:30 p.m.
$299,028**
CBS-164 Thuss., 9-9:30 p.m.
730‘ $196,209**
NBC-138 Mon., 8:30-9 p.m.
$506,068**
BC 1 Sun., 5-6 p.m.
Sun., 8:30-9 p.m.
5265,974”
BS-433 M., F., 7:30-7:45 p.m.

Ml
$391,082%*

MBS-75 Sat., 7:30-7:45 p m.
Sun,, 8:45-9 p.
MBS-428 T, T., 730-745 p.m.

Source:

1947

$1,679,989

1948

$2,109,205

Starting Ending

Date Date Agency
9/28/47— BBDO
10/10/46— Ruthrauff & Ryan
12/3/28— Sweeney & James Co.
10/5/47— Kenyon & Eckhardt
1/4/48— J. Walter Thompson Co.
12/21/45— Kudner Agency
11/4/41— Swaney, Drake & Bement
11/4/47— Sweney, Drake & Bement

Publishers’ Information Bureau
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program on NBC Sunday evening.
Spotwise, the Ford dealer an-
nouncement campaign has declined
from a peak of 267 stations in
March 1947 to 92 stations in the
same month of this year, possibly
due to the acquisition of the Allen
program from Standard Brands
the first of the year.

Ford’s out in front also in tele-
vision. Its winter schedule of
sports telecasts—boxing on KTLA

. Los Angeles, wrestling on WWJ-

TV Detroit, varied events from
Madison Square Garden on WCBS-
TV New York—has been expanded
by a video baseball schedule that
includes coverage of the Brook-
lyn Dodgers (with Old Golds) on
WCBS-TV, the Chicago Cubs and
the Washington Senators (both
shared with Chesterfields) on
WBKB and WTTG, respectively,
the St. Louis Cardinals (unshared)
on KSD-TV and the Milwaukee
Brewers (shared with Ford deal-
ers of that area) on WTMJ-TV.

Kaiser-Frazer Corp., which last
summer entered radio with a spot
schedule that, currently covering
some 300 stations in 125 markets,
probably makes K-F the number
one spot automotive advertiser,
ranks second in the network list.
Its quarter - hour Newscope on °
Mutual, using 428 stations on Tues-
day and Thursday, 76 on Satur-
day and Sunday, accumulated a
gross time bill of nearly $400,000
for the first three months of 1948.
K-F also made its video debut
during the quarter, sponsoring the
Original Amateur Hour, a video
version of the erstwhile Major

(Continued on page 64)
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WMPS
0, 000 WATTS

680 K.C.

Hao Produced

101,309 REPLIES

from 453 counties in 30 States for our
advertisers during the period beginning
September 21, 1947** and ending April
24, 1948.

*5000 WATTS AT NIGHT

*%x DATE OF OUR CHANGEOVER

W M P S -Memphis I‘

Affiliated with American Broadcasting Company
Represented by Taylor-Howe-Snowden
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3owes show, on the DuMont net-
vork., Although the program
ichieved [the top Hooper telerating
ary, with 46.8% of the
tuned in, the company

to the
vision, GM sponsors & 10-minute
Sunday | evening news review on
WNBT [New York for Oldsmobile
and a 2D-minute news show Tues-
day evepings on WABD New York
and WITG Washington for Chev-
rolet. This GM car was also ad-
vertised| with a special video series
of filmg of the Winter Olympics
on eight stations and plans for a
more extended country-wide video
campaign for Chevrolet are re-
portedly now in the works.
Chrysler Corp., not on the net-
work gdir a year ago, returned
to CBY last fall with a Sunday

Avuto Booms

(Continued from page 62)

evening dramatic series, Christo-
pher Wells, advertising Plymouth
and DeSoto cars, for which it
bought more than $200,000 worth
of network time in the first three
months of 1948 In mid-April
Chrysler-Plymouth dealers in 16
cities began broadcasting Animal
World Court, a five-minute series
of stories of animal heroism. Stude-
baker Corp., during the quarter,
continued its newscasts by Bob
Garred three mornings a week on
a West Coast CBS hook-up.

Newest automotive network ad-
vertiser is Tucker Corp., which
last month started Speak up Amer-
ica, quarter-hour Sunday after-
noon discussion series, on ABC.
Novel touch is having the com-
mercials delivered by Preston
Tucker, president of the company
and now a paid up member of
AFRA.

Tire advertisers on the net-
works during the January-March
period were Firestone Tire & Rub-
ber Co., whose Voice of Firestone
is now in its 20th year as a Mon-
day evening NBC program, and
Goodyear Tire & Rubber Co.,
whose Sunday evening Greatest
Story Ewver Told series on ABC
has won for its sponsor a galaxy

of honors as 1947’s outstanding

commercial radio innovation. U. 8.
Rubber Co. sponsored a one-time
broadcast of the Winter Olympics
on Mutual in February and a film
series on the Olympics telecast on
WCBS-TV, also sponsoring two
pickups from the New York Sports-
man’s Show on that station in addi-
tion to its regular Friday night
Sports Time series on NBC’s tele-
vision network. Firestone, which
sponsored a film series on WNBT
New York during 1945 and 1946,
returned to television last month
and is currently sponsoring Ameri-
canae Quiz on the NBC video net-
work in the same time period that
the Voice of Firestone is broad-
cast on NBC's AM network.

Production of automotive tires
hit an all-time high in 1947, with
95,548,391 casings produced during
the year, according to the Rubber
Manufacturers Assn. The pace
slackened in the opening months
of this year, RMA reported, with
production for the first two months
of 1948 down 13.3% from the like
period of 1947 and with February
production of automotive casing
18.7% below the January figure.

In the automotive accessories
field, Electric Auto-Lite Co. con-
tinued its Dick Haymes Show on
CBS and Champion Spark Plug
Co. its Champion Roll Call series
on Mutual. In July, Haymes will
be replaced by a dramatic series,
Suspense. Spotwise, the Rora-
baugh Report shows Keystone Auto

Club using seven stations and
Johnson’s Carnu advertised on 14
Latin American stations.

Local dealers for automobiles
and automotive products are ac-
tive radio advertisers, with more
than 300 currently listed as spon-
sors of the various network co-op
shows alone. Fulton Lewis jr.
is the most popular co-op with the
automotive dealers, with 74 spon-
sors from this class, Martin Agron-
sky placing second with 26 and
Harry Wismer third with 22. This
group is also becoming active in
television, BROADCASTING'S Tele-
status report for February show-
ing 22 automotive sponsors of
video broadcasts, mostly at the
local level. .

IV—AVIATION
No Network Time

THE manufacturers of airplanes
and their accessories and equip-
ment made no expenditures for
network radio time during the
first quarter of 1948 or the full
year of 1947, according to the
records of Publishers Information
Bureau. Nor were any local or
spot advertising campaigns re-
ported for this class. Airline ad-
vertising is included in Class 27,
covering transportation, travel and
resorts.

V'FETTERS UN ALBUHUL But ':ncréase in Advertising Expected

DESPI[TE an anticipated decline in
sales [esulting from voluntary
reductipn in the use of grain, which
is making itself felt in the lower
production of beer and ale, the
‘brewing industry is expected this
year td match its 1947 expenditures
of abopt $5,000,000 for radio ad-
‘vertising, according to the United
States | Brewers Foundation.

This| estimate, the Foundation
said, ‘lis predicated on the main-
tenance of current economic con-
ditions, continuation of grain
‘supplies at the present levels and
absence of any new laws that
‘would | tend to wreck the adver-
tising [program of the entire al-
cohol |everage industry.”

The|“new laws” reference is to
‘the perennial Capper Bill which
would | prohibit any alcoholic bev-
erage | advertising in interstate
commerce, tantamount to banning
it from the air entirely, and to
two spbstitute measures more re-
cently| introduced by Senators
Reed jof Kansas and Johnson of
Colorgdo. The Reed Bill would
fgrbi advertising beverages as
benefi¢ial to health or to social
or business standing or as tra-
ditional in American family life.’
This js aimed specifically at the
USBR “Home Life in America”
series| of magazine advertisements.
The Johnson Bill would limit ad-
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Leading Network Advertisers
Program

FALSTAFF BREWING CO.,
Music rom the Heart of Anterica

PABST SALES CO., $186,786*
Eddie Cantor Show

WINE GROWERS GUILD, $96,600%

Murder & Mr. Malone Wines

* First quarter 1947.

Class 5. BEER, WINE & LIQUOR..............

Product

eer
$187,210%*
Blue Ribbon Beer

Network Time Costs
First Quarter

Network,
No. Stations Time

$21,648**
NBC-31 Thurs., 9:30-10 p.m.

NBC-146 Thurs., 10:30-11 p.m.
$106,752%*

ABC-65 Sat., 9:30-10 p.m.

** First quarter 1948,

1947
$646,101

Starting Ending
Date Date Agency
2/25/48— Dancer-Fitzgerald-Sample
9/26/46— Warwick & Legler
1/11/41— Honig-Cooper Co.
Source: Publishers’ Information Bureau.

1948
$315,610

vertising of alcoholic beverages
to a “facsimile of the bottle, con-
tainer and label of such beverage.”

Passage of any of the three
bills would radically reduce, if not
eliminate completely, radio’s rev-
enue from brewers and vintners,
the latter group currently spend-
ing perhaps a million a year for
radio time. Advertising of hard
liguor has been kept off the air as
a matter of policy concurred in
by both broadcasters and dis-
tillers.

Brewers and vintners, never
sizeable network users as a class,
in the first quarter of this year
spent only $315,610 for. network
time, less than half their billings
for the same part of 1947. Wine
Growers Guild’s Murder and Mr.
Malone, Saturday night mystery

on ABC, is the sole wine program
on any network, compared to four
last year when Petri, Roma and
Cresta Blanca wines were all
advertised with network shows.
The beer column shows an increase,
however. Falstaff Brewing Co.
late in February started Music
from the Heart of America on
NBC which, added to Pabst’s Eddie
Cantor Show, gives that network,
and network radio, two beer pro-
grams.

But most breweries have only
local or regional distribution and
their advertising follows the same
pattern. During the early months
of 1948 some 80 beer companies
sponsored programs or announce-
ments on one or more stations,
with expectations of appreciable
increase both in the number of

beer advertisers and stations used
as warm weather brings on the
traditional beer drinking season.
Larger users of spot radio in
the first quarter included: G.
Kreuger Brewing Co., using three
newscasts & week on the full
Yankee Network and WOR New
York, plus announcements on 14
South Atlantic stations; Iroquois
Brewing Co., sponsoring the tran-
scribed Guy Lombardo program
on 14 stations in New York and
Pennsylvania; John F. Trommer
Inc., with announcements on 10
East Coast stations; Terre Haute
Brewing Co., using programs from
15 minutes to two hours long on
some 40 stations in the East and
East Central states and announce-
ments on a dozen more stations
(Continued on page 66)
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© ROCHESTER, N. Y.

*‘Best Test City in New York and
the Middle Atlantic States,”
says the Sales Management
Fall 1947 Test City Survey.

OSTATION WHEC

“*Best Listened To Station in
Rochester” says Hooperatings =
(and has been for past 4 years!)

c:nT;uopu PROGRAM ]

LAY 6215, WHEC!

el’f?gr::ngn

WHEC not only "airs’ your pro-
gram, but promotes it with the
combined force of spot announce-
ments, newspaper advertisements,
*Jumbo-size” buscards, outdoor
posters, lobby displays and mail.

WHEC uses daily advertisements in
both the Rochester Democrat &
Chronicle and the Rochester Times-
Union,—often buys extra space for

special merchandising promotion. )j

WHEC's consistent and continuous ‘r__é,f o e ~—

direct mail campaign is directed not — —? .ﬂ_l‘.‘l.._"iﬁ,( ﬂ

only toward key radio audiences \ a [ g G }j k "_XQ }

but also toward special lists of the  p . N e I W
trade—dealers, distributors, trade w' Y @g p/g’ D
association members, etc. N , X

Write, phone or wire for avoilobilities

N. Y.
5,000 WATTS

National Representatives: J. P. McKINNEY & SON, New York, Chicago, San Francisco
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n the same area; Rainier Brewing
Jo,, with [station breaks on 16 West
Joast stations; Jackson Brew-
ng Co., [using 23 stations in the
jouth, mostly with daily quarter-
our programs; West End Brew-
ng Co., sponsoring announcements
m 16 stations in New York and
New Erngland; Dawson’s Brew-
rry, with announcements on 36
Jew England stations; Gluek
3rewing | Co.,, with spots on 10
itations [in Minnesota and North
Jakota. |In April Haffenreffer &
Jo. started an announcement cam-
»aign on| 18 New England stations
0 introduce Pickwick Beer into
‘hat market. Goetz Brewing Co.
1as bought the CBS co-op show,
‘'t Pays to Be Ignorant on 12 sta-
ijions in |[the St. Louis area.
Garrett & Co., with announce-
nents r Virginia Dare Wine
»n more [than 100 station and five
;0 15-minute programs on another
L0 outlets, was the largest spot
18er reported among wine adver-

Fetters on Alcohol

(Continued from page 64)

tisers. Fruit Industries also uses
announcements for its Fi and Dolly
Madison wines on the Montana
7Z network as well as in scattered
markets from coast to coast.

Schenley Distillers, however, has
started a video campaign of one-
minute animated film spots on
eight TV stations for Cresta
Blanca Wines. Robinson - Lloyds,
after more than a year of sponsor-
ing sight - and-sound announce-
ments on WABD New York for
Dry Imperator Champagne, plans
to expand its video advertising to
some 10 stations across the country
this spring.

Always active in sponsoring
sports broadcasts, brewers have
enthusiastically moved into the

.video sports field. During the late

winter and early spring, wrestling,
boxing, basketball and other sport
telecasts were sponsored regularly
by Atlas Prager Brewing Co.
(WBKB Chicago); Barbey’s Inec.
(WPTZ Philadelphia) ; Esslinger’s

Inc. (WPTZ); Globe: Brewing Co.
(WMAR-TV Baltimore; WNBW
and WMAL-TV Washington) ; Get-
telmann Brewing Co. (WTMJ-TV
Milwaukee) ; Gretz Brewing Co.
(WPTZ); Gunther Brewing Co.
(WNBW); Hyde Park Breweries
Assn. (KSD-TV St. Louis); Na-
tional Brewing Co. (WTTG,
WMAR-TV); Scott & Grauer
(WFIL-TV); Wiedemann Brewing
Co. (WLWT Cincinnati) ; Atlantic
Brewing Co. (WGN-TV Chicago).

Baseball Sponsors

The advent of the 1948 base-
ball season finds the brewing in-
dustry well represented among
sponsors of ball game broadcasts,
video as well as sound broadcast-
ing. In New York, P. Ballentine
& Sons are sponsoring telecasts
of the Yankees’ home games on
WABD and sharing sound broad-
casts of the same games with
General Cigar Co. on WINS. Nara-
gansett Brewing Co. is co-sponsor-
ing with Atlantic Refining Co.
the home games of both Boston
teams, the Red Sox and the
Braves, on a New England net-
work of 17 stations. Gunther Brew-

ing Co., also with Atlantic Refining,
sponsors the full night game sched-
ule of the Baltimore Orioles on
WITH, the games away from home
being reconstructed. :

In Cincinnati, Burger Brewing
Co. is sponsoring telecasts of the
Reds home games on WLWT and
sound broadcasts on 13 stations in
four states, originating at WCPO.
Goebel Brewing Co. is another vid-
eo baseball advertiser, sponsoring
the Detroit Tigers on WWJ-TV.
Standard Brewing Co. foots the bill
for broadcasts of the Cleveland In-
dians games on WJW and WJW-
FM.. The St. Louis Cardinals
broadcasts are sponsored by Grie-
sedieck Brothers Brewery Co. on
41 stations (26 AM, 156 FM) in
five states, originating at WTMV.

In the far west, Rainier Brew-
ing Co. is sponsoring broadcasts
of the San Francisco Seals for the
seventh consecutive year on KYA.
Tieing in with baseball, F. & M.
Schaefer Brewing Co. is sponsor-
ing Sports Album, five-minute
filmed video program, on WCBS-
TV New York immediately preced-
ing that station’s broadcasts of the
Brooklyn Dodger games.

Vi—BUILDI

RADIO @mdvertising of the building
and building equipment industries
is chiefly placed at a local level.
Well over 100 builders, lumber
yards, heating equipment firms,
paint dealers and the like spon-
sored network co-op shows alone
during the first quarter of 1948,
compared with only four network
accountg—of which one is seas.nal
and twq more are confined to the
Pacific Coast—and four spot cam-
paigns qn 10 or more stations. Net-
workwige, this group ranks 21st
among the 28 categories, account-
ing for|one-half of one per cent
of the fotal network billings for
the qugrter, about a third less
than in|the same period of 1947.

This field would seem to be one
worthy [of more intensive cultiva-
tion by [the sellers of time on the
air. Dun & Bradstreet last month
reported that “the cumulative total
of building permit values in 2156
cities i the first three months of
1948 was $859,390,900, or 53.8%

6 FORECA

above that of the corresponding
1947 period. This was the highest
first quarter total on record; it
was slightly above the previous
peak touched in 1928.”

The Federal Works Agency Of-
fice of Economic Research report-
ed a total construction activity of
$1,088,000,000 in March, 31.7%
above the March 1947 total. Of
this sum, $852,000,000 was spent
for private construction, which
was 31.5% above that for March
of last year. The National Paint,
Varnish & Lacquer Assn. reported
January sales by 680 companies,
comprising about 90% of the in-
dustry total, as $88,473,000, 6.2%
ahead of January 1947 and 56.1%
better than January 1946. This
group last year passed the billion-
dollar sales point and NPVLA
President Joseph F. Battley in his
March bulletin to members cited
government estimates to show that
“the annual physical volume of our
finished product$ could be doubled

Largely on Local Level

or more than doubled by 1955.”

A possible increase in competi-
tion between brick companies
which might stimulate advertising
of this industry may result from
a cease-and-desist order issued
April 28 by the Federal Trade
Commission against 37 companies,
producing more than three-fourths
of the country’s bricks and other
refractory products, designed to
end an alleged price-fixing con-
spiracy.

Johns-Manville

The current network advertisers
in the building material class in-
clude Johns-Manville Corp., with
its five-minute mid-evening news
period on CBS; Benjamin Moore
& Co., sponsoring its annual spring
campaign of Saturday morning
home-brightening talks on ABC,
and two West Coast firms, the
Fuller paint company which start-
ed a news show on CBS Pacific
last summer, and Day & Night

Network Time Costs
First Quarter

Class 6. BUILDING MATERIALS,

': EQUIPMENT & FIXTURES..................

Leading Network Advertisers

Network, Starting Ending
Program Product No. Stations Time Date Date Agency
D DAY & NIGHT MFG. CO., $2,340%*
Dr. Wallace Sterling ! Heaters BS-16 Sat., 5:55-6 p.m., PST 1/24/48— Hixon-O'Donnell
.P. FU{LER 4 Co, $36,192%*

News aints 5 Mon., Sat., 8:55-9 p.m., PST 7/28/47— McCann Erickson

OHNS-MANVILLE CORP., $215,296* $222,630**
Bill Henry—News nsulation M-F., 8:55-9 p.m. 12/23/46— J. Walter Thompson Co.

ENJAMIN MOORE!a CO., $23,291* $91,979%*

Your Hoge Beautiful Paint ABC.2923 Sat., 10-10:15 a.m. 3/6/48-5/29/48 St. Georges & Keves

*Firt Quarter 1947. ** First Quarter 1948.

Source: Publishers’ Information Bureau

1947

$401,520

1948

$282,434
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Mfg. Co., which in January of this
year began a Saturday newscast
on the same network.

Marshall-Wells Co. in March ex-
panded the list of stations used
to advertise its paints and appli-
ances from 2 to 46, using three
quarter-hours a week on WCCO
Minneapolis and KBMY Billings
and from three to ten announce-
ments a week on the others, to be-
come the largest spot advertiser
in this class, according to the
Rorabaugh Report for March.
Other leading spot users in the
class include Martin Rosenberger
Wallpaper Co., with three to nine
spots a week on 256 stations;
Southern States Iron Roofing Co.,
with six to 16 spots a week on 12
stations, and S. C. Johnson & Son,
using five announcements a week
on 10 West Coast stations for its
water-repelling Drax.

This class is represented in tele-
vision by: American Blower Corp.,
using video spots on WWJ-TV De-
troit; Dushoff Distributing Co.
(tile products), with announce-
ments on WFIL-TV Philadelphia;
National Weather Window Co., al-
so with announcements on WFIL-
TV; All-Weather Products, build-
ing materials distributor, with a
five-minute weather report five
nights a week on WPTZ Phila-
delphia. Not yet a video advertiser
but wanting to be one, M. A. Bas-
kind, head of a wallpaper firm, has
written KQV Pittsburgh, applicant
for a TV station, ordering time
to start whenever KQV-TV is
ready for business.

" Business Index Continues
on page 68
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TWIN-JETS £
for Speed and Climb! g2 .

TWIN-
oS TATIONS

for

¥/ SELLING
" POWER

WRR-KFJZ Area

(100 Mile Radii)
Population . . . 1,857,000
Income . . . .. $2,257,516,000*
Bank Deposits . $1,904,769,000
Retail Sales. . . $1,784,833,000*

DO”B‘ [ - ( 0 V[RA GE is tlle A nswer I Wholesale Sales $1,861,658,000°

, Radio Families . 410,033%
in the Dallas-Ft. Worth Area L

DOUBLE your sales-power in a region where folks have over
$2,000,000,000.00 annually to spend! Only 35 miles apart,
WRR-Dallas and KFJZ-Fort Worth give you a double-
shot at a powerful audience as Texas radio’s top COM-
BINATION. Either simultaneous or separate schedules

on a single, economical, billing. In Dallas-Ft. Worth, it’s
WRR-KF]JZ!

|

N ATI1 ONA AL R EPRESENTATIVE

W EED & COMPANY

NEW YORK L CHICAGO L DETROIT L ATLANTA ® BOSTON L SAN FRANCISCO L] HOLLYWOOD
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BUYING resistance to higher
‘candy prices, greatly increased
competition in the soft drink field
—both gonditions calling for ener-
getic advertising—are reflected in
the network time purchases of con-
fectioners and bottlers in the first
three months of this year. The
gross fqr the class was $1,995,582,
.nearly 350% ahead of the gross of
$1,367,109 in the same period a
year a Even if there is no fur-
.ther adceleration during the rest
of 1948] which seems unlikely, the
year’s tptal will be in the neighbor-
hood of] $8 million as compared to
the $5,629,166 spent for network
time in| 1947.

Foremost problem of the candy
makers| is the inflated cost of in-
gredient materials, the National
Confectioners’ Assn. told BRroap-
CASTING. “Cocoa beans, peanuts,
eggs, sugar, glucose (corn syrup)
and niilk comprise 91% of all
candy ipngredients,” NCA explained,
reporting that prices for April 1,
1948, as compared to 1941 prices,
show the cost of cocoa beans up
606% ; | peanuts up 221%, with a
249% fincrease estimated for the
1948 crop; eggs up 160%; sugar
up 80%; glucose up 68% and milk
up 47%. (Raw sugar prices de-
clined the end of April to 5.2 cents
a pound delivered in New York,
lowest since sugar was decontrolled
last f4ll and more than a cent a
pound |under the government ceil-
ing of [6.32 cents.)

“Inflated ingredient costs,” NCA

, stated, “are of course reflected in
the higher costs of the finished con-
fectiontery products. In some cases
the consuming public has evidenced

, buying resistance, but on the whole
sales Jare holding firm. The in-
creased demands for confectionery
produ¢ts that occurred following
the wartime shortage have been
met by greatly increased candy
produgtion and the 1948 manufac-
turerd feel that a leveling out
period is at hand for the industry,
rathey than a recession as fore-
cast in other leading industries.”

- Production of candy bars—ma-

" jor radio-advertised confections—

for Jgnuary and February was up
9% ip tonnage, 32% in manufac-
turers’ values over the first two

- months of 1947, compared to a 3%
poundage increase and a 17% dol-
lar value rise for the whole candy
industry, with bulk goods off 22%
in wdight, up 2% in dollar value.

Network candy advertisers, in

. addition to the leaders shown in
the table, include Bunte Brothers,
sponsoring World Front, half-hour

_ Sunday noontime program on
NBC; Curtiss Candy Co., with
Warnen Sweeney’s five-minute 11
a.m. newscasts on CBS Saturday
and Sunday; Peter Paul Inc., with
a three-times-a-week 16 - minute
early| morning news program on

i MBS} plus Bob Garred’s newscasts

Page [68 o
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VII-CANDY UP 50%

Billings Near $2 Million

Network Time Costs
First Quarter 1947 1948
Class 7. CONFECTIONERY &
SOFT DRINKS...........o.o.ooooeooeoceenn.n $1,357,109 $1,995,582
Leading Network Advertisers
Network, Starting Ending
Program Product No. Stations Time Date Date Agency
COCA-COLA CO., $57,623* $604,933%*
Spotlight Revue ‘Coca-Cola cBs-159  Fii., 10-30-11 p.m. 10/3/47— D'Arey Adv. Co.
Pause That Refreshes on the Air  Coca-Cola CBS-168 Sun,, 6:30. 8/17/41— D'Arcy Adv. Co.
Morton Downe oca-Cola MBs-352 T, T, S-l 1 1 15 11:30 p.m. 2/5/45— D*Arcy Adv. Co.
k NS INC,, $209,574%*
Strike It Rlcll Fifth Ave. Candv Bu CBS-157 Sun., 10:30-11 p.m. 11/2/47— J. M, Mathes, Inc.
MARS, INC., $294,872* $370
Curtain_Time ndy Bars NBC-130 Gat., 7:30-8 p.m. 7/6/46— Grant Adv., Inc.
Dr. I. Q. Clndv Bnn NBC-131 Men 9: 30 10 p m. 5/10/39— Grant Adyv., Inc.
Dr. 1. Q.. Jr. NBC-41 ., 5-5:3 3/6/48— Grant Adv., Inc.
UNIVERSAL MATCH CO 31 33 81 3* $154,060%* )
Counterspy ‘ullcr ndy ABC-227  Sun. ., 5:30-6 p.m. 2/3/46— Schwimmer & Scott Adv.
Padded Cell er Candy CBS-13 Sat., 6:30-7 p.m., PST 2/21/48—5/15/48 Russel M, Seeds Co.
WILLIAMSON CANDY CO 31 18 430‘ $125,342%* o
True Detective Mysteries Oh chry Candy Bars MBS-457 Sun., 4:30-5 p.m. 3/3/46— Ai{Y‘l,"IL’c Moore &
al {3
WILLIAM WRIGLEY, JR,, CO., 196,573* 3200 805+
Gene Autry Show [ cwmg Gum 53 Sun., 7-7:30 p.m. 9/22/46— Ruthrauff & Ryan
© *First quarter 1947, ** First quarter 1948. Source: Publishers’ Information Bureau

on CBS Pacific three mornings and
three evenings weekly; Shotwell
Mfg. Co., which in February
started True or False as a late
Saturday afternoon series on Mu-
tual.

Widest spread spot campaign for
candy is that of Brock Candy Co.,
using one to seven announcements
a week on 96 stations. Rockwood
& Co. advertises Chocolate Bits
with announcements in participa-
tion shows on 41 stations, includ-
ing the Yankee Network. New
England Confectionery Co. in
February launched an announce-
ment campaign on 37 stations. Wil-
bur-Suchard Chocolate Co. uses
half-hour weekly programs on four
stations, announcements on 14.

Paul F. Beich Co., using well
over 100 stations for its candy
bars, and Brock Candy Co., with
96 stations, lead off the spot ad-

-vertisers of candies, followed by

Rockwood & Co., using 41 stations;
New England Confectionery Co. on
37; Wilbur-Suchard Chocolate Co.
on 18; with Life Saver Corp.,
Charms Co., Fanny Farmer Candy
Shops, M & M Ltd., Peter Paul
Inc., Mason Au Magenheimer Con-
fectionery Mfg. Co. also on the
spot radio list.

American Chicle Co. and Leaf
Gum Co. are the major users of

spot radio for chewing gum, Ameri-
can Circle reportedly spending
more than $1,000,000 and Leaf
about $750,000 for this medium.
Paris Bubble Gum Corp. of Amer-
ica sponsors Superman, MBS co-
op, on eight Texas stations.

Reporting that 1947 production
of soft drinks very nearly reached
the industry’s all-time high of
623.5 million cases produced in
1944—140 bottles per capita for
the country—but that as on Jan.
1, 1948, there were 6803 bottling
plants in operation, more than
12% over the 1940-1946 average,
John J. Riley, secretary, American
Bottlers of Carbonated Beverages,
told the annual meeting of Arkan-
sas bottlers the end of March that:
“If the industry is to maintain its
position and if that sales curve is
to go up . . . it will be because
bottlers whose trucks are on the
street have succeeded in getting
soft drinks into every retail out-
let through intelligent and ag-
gressive use of their advertising.
their merchandising, their public
relations and their sales training
programs.”

Coca-Cola Co. is the dominant ra-
dio advertiser of the soft-drink
group, with a five-a-week daytime
quarter-hour spotted on 290 sta-
tions in addition to its three net-

work shows. Chas. E. Hires Co.,
sponsoring Here’s To You, Sunday
afternoon quarter-hour on CBS for
its root beer, is the only other net-
work advertiser in this field.

Spot advertisers among bottlers
include White Rock Corp., which
in February started using an-
nouncements on 8 Florida stations
and in March extended the list to
58 stations across the country;
Pepsi-Cola Co., which is now using
video spots for Evervess on WCBS-
TV New York in addition to its
sound broadcasting spots; Nutri-
Cola International Corp., expand-
ing on a market-by-market basis;
Cliquot Club Co., which plans to
add 7 Los Angeles stations in May
and June to the 10 used elsewhere
for its ginger ale; Canada Dry
Ginger Ale, which is using spots on
10 TV stations to run through the
baseball season, in addition to its
announcements on 7 AM stations;
Orange Crush Co., which is plan-
ning to extend to U. S. stations the
Canadian announcement campaigns
begun in March for Orange Crush
and Kik Cola; Vess Beverage Co.,
using announcements on 42 sta-
tions in 34 cities in 10 states.
Other bottling companies are ac-
tive in local radio, with about 25
sponsoring network co-op shows in-
their localities.

VIllSERVI

UNDER the general heading of
“Consumer Service,” Publishers In-
formation Bureau’s new classifica-
tion includes advertising for edu-
cational institutions, professional
services, communications and pub-
lic utility companies, financial
firms and the Federal Government.
Insurance advertising has its own
category, Class 17.

Traditionally the group has used
radio for institutional promotion,
with such programs as the Tele-

E GROUPS

phone Hour and the Electric Hour
designed to keep the public in-
formed about and impressed with
the quality of service they receive
from the Bell System and the
country’s local electric power com-
panies. Household Finance and
American Express, however, are
using network radio to sell per-
sonal loan service and travelers
checks, respectively, while on the
Pacific Coast, Bekins sponsors both
music and news.

BROADCASTING o

Using Some Time

Outside the network field, banks
comprise the largest number of ad-
vertisers in this class, with well
over 100 banking and building and
loan companies sponsoring net-
work co-op programs in their home
communities. Fulton Lewis jr.,
whose first sponsor, incidentally,
was the American National Bank
of Denver, on KFEL, leads in this
field with 26 sponsors. Cedric Fos-
ter, with 17 is second, followed by

(Continued on page 72)
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"GIMME ONE
LIKE THIS~-UN,
ONLY BIGGER!T”

ESSUH, us hicks, hayseeds and plow jockies in the
Red River Valley have more dough to spend on
necessities and luxuries than similar apple-knockers in

almost any other section you can think of!

The average family in WDAY’s area, for instance, has
an Effective Buying Income of $4493 as against an aver-
age of 33466 for Iowa, Kansas, Minnesota, Missouri, Ne-
braska and the Dakotas, combined! (Sales Management,
1947.)

For 26 years, WDAY has been the big radio habit in the
Red River Valley. Most people hardly ever even think of

any other station. May we prove it to you?

FARGO, N. D.

FREE & PETERS, INC. Exciusive National Representatives @. NBC @ 970 KILOCYCLES @ 5000 WATTS

BROADCASTING e Telecasting May 17, 1948 ® Page 6¢
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to the transition

of the broadcast wave as a vehicle

for the visual as well as vocal . ..

WPIX brings three decades’ experience

in the development of the visual as a vehicle
of information, significance, entertainment. . .
by The News, New York’s Picture Newspaper,
entrepreneur in the transition of print

from the wholly verbal to partly visual.

 three decades

| of learning how to make pictures interesting
and keep people interested . ..
of acquiring the techniques of visual approach,

. expression and transmission . . .

of men and methods matured by experience . ..
of rich records of pictures and sources . . .

of camera contacts and craftsmanship . . .

of securing {acilities for fine, fast production...
will constitute some of WPIX’s working capital.
The TV equipment and operating personnel
are the known best available . . .

And always in support is the newspaper

with the largest circulation in this country.

o anficipate

that WPIX will approach perfection

in production at the outset . ..

or escape the inevitable average of error. ..

is neither warranted, nor claimed.

After all, Television must be its best teacher! ...
But WPIX will try to par its field. ..

become worthy of its mission and market. THE NEWS TELEVISION STATION

_ 220 East 42nd Sireet, New York City.
g g PH:X e Chamnel I1 ¢« New York City

is owned and operated by News Syndicate Co., Inc.
Station Manager Robert L. Coe, Commercial Manager B. Q. Sullivan
and is represented outside New York City by

FREE & PETERS, 444 Madison Ave., New York 22, N.Y. |

ARRRLL



Service Groups
(Continued from page 68)

America’s Town Meeting of the
Air, with 14, and Information
Please with 13, although news or
news commentary programs are
generally preferred by these ad-
vertisers.

Descrilling the use of co-ops by
banks in an article in the December
1947 issue of Banking, John B.
Mack Jrl, manager of the adver-
tising department of American
Bankers | Assn.,, writes: “It may
well be that cooperative broadcast-
ing . . . offers to banks one solu-
tion to that knotty, often-asked
question: ‘How can a bank make
effective use of radio at a reason-
able cost?’”

One banker’s answer is quoted
in the aiticle, a letter written by
0. M. Jorgenson, president of the
Security Trust & Savings Bank,
Billings,  Mont., which reads: “I
like to think of radio advertising
as not only the possibility of bring-
ing in new customers but conserv-
ing the business we already have.
When we buy a new automobile,
new stoyve or refrigerator, when
that particular article is adver-
tised in a national magazine, for

Network Time Costs
First Quarter 1947 1948
Class 8. CONSUMER SERVICES................ $616,799 $718.331
Leading Network Advertisers Network, Starting Ending
Program Product Nao, Stations Time Date Date Agency
AMERICAN EXPRESS CO., $189,471%*
Vox Pop NS ST Gravelérs Cshgeq;esg* BSCQ-G-QBO Wed., 8:30-9 p.m. 10/1/471— J. M. Mathes, Inc.
BEKINS VAN & RAGE C 2,28
Charles Collingwood—News Movmg & Slor-ge S-7 T..T.,5at., 5:30-5:45 p.m., PST 9/23/46— Brooks Adv. Agency
usic Hour hom Hollywood oving & Storage NBC-9 ,9:30-10 p.m., PST 10/—/47— Brooks Adv. Agency
TELEPHONE SYSTEM 3221 220* $208, 323** )
Telephone H Ins NBC-15 Mon., 9-9:30 p.m. 4/29/40— N, W. Ayer & Son
ELECTRIC COMPANIES ADVERTISING PROGRAM, 51 36, 253* $1 40 758%**
Electric Hour nstitutional Sun ., 5:30-6 p.m. 9/29/46 N. W. Ayer & Son
QUSEHOLD FINANCE CORP $130,785* 31 52, g
Charles Collingwood Personal Loans M W., F., 5:30.5:45 p.m. 11/4,/47— LeValley, Inc.
The Whistler Personal Loans CBS-65 Wed., 10-10:30 p.m. 3/26/47— LeValley, Inc.
* First quarter 1947, ** First quarter 1948, Source: Publishers’ Information Bureou
instance, we, as an owner, have a campaigns for the Army, Air state and Michigan Bell Telephone

certain sense of pride and we are
glad to see these ads; in fact, we
look for them in subsequent issues
of the magazine. I think that is
quite true of bank advertising—
our customers like to see our ads
and certainly many of our cus-
tomers who listen to the newscast
each day like to think that it is
their bank that is responsible for
the news broadcasts.”

The U. S. Government is not
shown in the network table despite
a number of network recruiting

Force, Coast Guard and National
Guard, as the time was donated
by the networks for these cam-
paigns. Similarly, some 500 indi-
vidual stations donated time for a
series of four quarter-hour tran-
seribed programs urging Marine
Corps enlistments, and stations and
networks alike have given full co-
operation to the Treasury Dept.
for all of its savings bonds drives.

Bell Telephone Co. of Pennsyl-
vania used two to six announce-
ments a week on 60 stations in that

Co. sponsored three quarter-hours
a week on 16 Michigan stations
during the first quarter of the
year, only spot users in this class,
according to Rorabaugh Reports.

In Philadelphia, Western Sav-
ings Fund Society is using video
announcements preceding the Tues-
day night wrestling matches on
WPTZ, while Reynolds & Co., in-
vestment house in that city, spon-
sors Leaders of Industry, weekly
interviews with business big-wigs,
on the same station.

DRUG PRODUCTS THIRD

3-Month Billings Top $6 Million

Network Time Costs
First Quarter 1947 1948
Class 9. DRUGS & REMEDIES................ ... $7.,430,566 $6,009,553
Leading Network Advertisers
Network, Starting Endlng
Rrogram Product No. Stations Time Date Date Agency
AMERICAN HOME PRODUCTS CORP., $1,074,065* $688 499+
Hollywoaod Star Preview Anacin NBC-1%26 Sun., 6:30-7 p.m. 7/28/47— Sulli\gn,ISlau"u, Colwell
& Bayles
Just Plain Bill Anacin NBC-59 M.-F., 5:30-5:45 p.m. 9/14/36— Dancer-Fitzgerald-Sample
Zeke Manners Drugs ABC-11 M.-F., 7:45-8 a.m., PST 2/18/46— Dancer-Fitzgerald-Sample
Front Page Farrell Hill(ls ICold Tablets, NBC-58 M.-F., 5:45-6 p.m. 9.12/42— Dancer-Fitzgerald-Sample
olynos
Our Gal Sunds CBS-80 M.-F., 12:45-1 p.m. 9/16/46— w ) »
ARTER PRODUCTS, INC 3506 426* $388,045+*
Jimmie Fldler Show Carlel; s Little Liver ABC-718 Sun., 10:30-10:45 p.m. 1/1/46— Sullivan, Stauffer, Colwell
Pills— Arri & Bayles
Jimmie Fidler Show Cageﬁ s L:&tle Liver MBS-200 Sun., 8:30-8:45 p.m. 9/7/47— Sullivan, Staufer, Colwell
ills—. & Bayles
Gabriel Heatter Cugelll' s LXII: Liver MBS-310 M., W, 9-9:15 p.m. 12/30/46— Sullivan, Stauffer, Colwell
MILES LABS., INC., $1.491 81’5"‘ " $1,412,914%* avies
Queen for a Day Alka-Seltzer MBS- M;Fi,sﬂiﬂs::f p.m., or 10/29/45— Wade Adv. Agency
:15-2:30 p.m.
News of RL World Alka-Seltzer NBC-142 M, W, F, 7:15-7:30 p.m
. itamins NBC-131 T,T, 1:15-7:30 p.m. 3/24/41— Wade Adv. Agency
Quiz Kids Al{:;»Selher NBC-146 Sun. 4-4:30 p.m. 9/99 /46— Wade Adv. Agency
itamins
Fred Peck-News Alka-Seltzer CBS-12 M-F, 7:45-8 a.m. PST 6/29/41— Wade Adv. Agency
|hm|ns
Lum 'n’ Abne One-A-Day Vitamins CBS—1 M.-F., 5:45-6 p.m. 9/29/41— Wade Adv. Agency
HARMACO INC., $164 766* $434,334*
Charlie Chan ‘\eox 85-238 Mon., 8:30-8:55 p.m. 9/29/47— Ruthrauff & Ryan
Oficial Detective Chooz MBS-92 Tues., 8:30-8:55 D m. 1/20/48— Ruthrauff & Ryan
Jim Backus Feen-a- Mml MBS-90 Sun., '9:30- 10 o. 1/7/41— Ruthrauff & Ryan
Sang of the Stranger Feen-a-Mint MBS-133 M., W F.3: 30 3. 45 o.m.  9/29/47-3/26/48 Ruthrauff & Ryan
SERUTAN CO.,, $292,173* $296,929%*
Gabriel Heaner eruhn & Nuhex MBS-203 T.,T., 9-9:15 p.m 1/12/46— Roy S. Durstine, Inc.
Vicetor H. Lindlahr erutan & Nutrex MBS-98 M. F 12:15-12:30 o.m. 10/1/45— Roy S. Durstine, Inc.
c STERLING DRUG, INC., 31 ,130,215% $1,854,077%%
American Melody Hour Baver Aspmn CBS-139 Wed., 8-8:30 o.m. 4/21 /49— Dancer-Fitzgerald-Sample
American Album of Familiar Music Baver Aspirin NBC-150 Sun., 9:30-10 p.m, 10/11/31— Dancer-Fitzgerald-Sample
Lorenzo jones Aspizin, Milk of Mag- NBC-145 M.-F., 4:30-4:45 o.m 4/25/31— Dancer-Fitzgerald-Sample
nesia, Phillips Creams
Bride & sroom Various Produets ABC-21%2 M.-F., 2:30-3 o.m. 1/7/46— Dancer-Fitzgerald-Sample
Young Widder Brown Halev s M-O Tooth- NBC-145 M.-F., 4:45-5 p.m, 9/26/38— Dancer-Fitzgerald-Sample
paste
Big Town| lron;xed Yeast, Milk  CBS-152 Tues., 8-8:30 p.m 10/22/46— Pedlar & Ryan
agnesia
Waltz Time Milk of Magnesia NBC-149 Fri., 9:30-10 p.m. 9/927/33— Dancer-Fitzgerald-Sample
Stella Dallas Milk of Magnesia, NBC-145 M.-F., 4:15-4:30 p.m. 6/6/38— Dancer-Fitzgerald-Sample
Double Danderine
| Source: Publishers’ Information Bureau
* First quarter 1947, ** First quarter 1948,
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DRUG product advertising, not
including toiletries which have
their own category (Class 26) com-
prised the third largest spending
group for network time during the
first quarter of 1948, just topping
$6 million for the three-month
period. Class total, however, is
some 20% below the almost $7.5
million rung up in the same part

of 1947, resulting from the loss
of such network programs ' as
American Home Products’ Bob

Burns, Ellery Queen and Real
Stories From Real Life; Carter
Products’ Policewoman; Lewis-
Howe’s Pot O’ Gold; Grove Labs’
Reveille Roundup, and American
Cyanamid’s Doctors Talk It Over,
all of which were on the air during
the first quarter of 1947.

Major plus factor in the net-
work picture for this group is the
expanded activity of Pharamaco
Inc., which had four programs on
Mutual the first three months of
this year, contrasted with a single
entry, Double or Nothing, in the
same part of 1947. Billy Rose’s
twice-weekly five-minute newsecast
on Mutual for Musterole Co., which
started last October, is another
addition since the first quarter of
1947.

Other network drug programs
not included in the table are:
Emerson Drug Co.’s Inner Sanc-
tum, CBS. Monday evening half-
hour chiller for Bromo-Seltzer;
A Date With Judy, sponsored by

(Continued on page 76)
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TIME BUYERS ARE PEOPLE, T0O!

DRAWN BY BASIL WOLVERTON

GEORGE WEBER

Mac Wilkins, Cole & Weber
Seattle, Washington

Although Seattle is now, and has been
since 1937, your stamping-ground,
Portland always will consider you a native

son, George Weber. That’s where you

were born, went through high school,
and on to the University of Oregon.
It’s a good thing for your advertising
agency that your early leanings
toward a musical career were
sidetracked back in 1929 when you
deserted your piano for a typewriter.

Your rise in the agency which

o (0071117,
ml‘!"‘.'l
now bears your name has been i
meteorie, and the long list of civie
and service organizations which
claim your time and talents
bespeak your interest in current
affairs. We know you know full
well the great future that faces the
Pacific Northwest, And we can il ///‘ :
| II/ //7/
i
I

."
1

assure you that Station KGW

will in the futurc as it has in the

BASIL
WOLVERTON

past, continue to serve this great

and growing area.

REPRESENTED NATIONALLY BY EDWARD PETRY & CO. PORTLAND, OREGON
AFFILIATED




CA7AS

IN CLAY COUNTY!

Clay County, Tennessee lay in the path of devastating
flood waters.

There was no newspaper link with the outside world to warn

the people. Telephone lines were down.
No means of communication — save one. WSM.
Yes, WSM was there. Keeping Clay County listeners
abreast o.f the flood news. Warning them in time to save
lives and reduce destruction. Directing sufferers to relief

stations and safety.

This flood was not an everyday occurrence. But it was typical
of WSM’s constant service to our listeners. Service that has
earned the confidence of folks who look upon WSM, not

as just another radio station, but as a trusted friend.

WsM

N A s H v I L L E HARRY STONE, Gen. Mgr., IRVING WAUGH, Commercial Mgr. ¢ EDWARD PETRY & CO., Nat’| Reprs.



The American National Red Cross
STATE RELATIONS OFFICE
333 THIRD NATIONAL BANK BUILDING
NASHVILLE 3, TENNESSEE

February 24, 1948

...WSM was the only means
of contacting the rural
population of Clay County
...Thanks to your splen-
did cooperation in time of
emergency approximately
30 families reached
chapter headquarters

for assistance...

JOHN J. BECK
State Relations Officer

Ng¢
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tine, Pepto-Bismol), whose annual
report credits this program with a
major part in making last fall’s
sales the best for that period in the
company’s history; Jimmy Dur-
_ante’s Wednesday night NBC Rex-
all Co. |broadcasts, to be replaced
for the| summer on June 30 by
Rexall 1"heat‘re.

Leading spot advertisers in the
drug fipld include: Chattanooga
Medicing Co., using three quarter-
hours a| week on some 60 stations,
announdements on about 35 more,
mostly |in the South for Black-
Draughty, Cardui and Zyrone;
Whitehgll Pharmacal Co., using
announgements on some 50 stations
for Fredezone, which recently re-
placed GGuards Cold Tablets as the
advertised product; Grove Labs,
which in April started an 18-week
campaign for Tasteless Chill Tonic,
using 10 announcements a week
on abouf 70 stations in the South;
Carleton & Hovey Co., with three
to six announcements a week on
24 statigns for Father John’s Medi-
cine; iles Labs, using five an-
nouncements a week on 78 sta-

tions for Nervine; Dolein Corp.,
with spots and 15-minute shows on
38 stations; Lydia E. Pinkham
Medicine Co., using quarter-hours
three to six times a week on 23
stations; Seeck & Kade, advertis-
ing Pertussin with spots and
quarter-hours on 51 stations; Stan-
back Co., with 90 stations carrying
15-minute programs and spots for

the company’s headache powders;
Emerson Drug Co., which late in
April was seeking evening chain-
breaks in major markets to expand
its spot campaign.

First drug advertisers reported
in television are Vick Chemical Co.,
sponsoring weekly weather reports
on WNBT New York, Rexall Drug
Co., program on KTLA Los An-

geles; Cunningham Drug Stores,
sponsoring ten-minute sports news
telecasts on WWJ-TV Detroit pre-
ceding station’s broadcast of the
Tigers games.

In the medical appliance field,
allied to drugs and remedies, the
outstanding radio advertiser is Bel-
tone Hearing Aid Co., using 2,500
spots a week on major markets.

X—AMUSE

AMUSEMENT industry, never a
large purchaser of radio time, ran
true to form in the first months
of 1948. Network expenditures of
this group were zero, $3,265 below
the gross for the first quarter of
1947, when Ice Capades bought a
New Year’s Day quarter-hour on
ABC and RKO Radio Pictures
sponsored six 15-minute programs
on the same network to promote
a.picture called “San Quentin.”
More or less extensive spot cam-
paigns {(mostly less) for various
pictures were sponsored by Sam
Bischoff, Allied Artists, RKO Ra-
dio Pictures, Screen Plays, Film
Classics, Golden Pictures, Para-
mount Pictures, Enterprise Pro-
ductions and Selznick Releasing
Organization. Outlook for more
movie business is brighter for the
rest of the year, since movie ad

NTS

budgets, pared along with other
Hollywood budget items when the
English banned American films
last year, may be expanded follow-
ing concessions won for U. 8. pie-
tures from British Government by
Eric Johnston this spring.

Test video campaigns for new
pictures were conducted by Argosy
Pictures, who used two-minute vi-
deo spots on WBKB Chicago for
three consecutive days in the in-
terest of “The Fugitive,” and RKO

. Theatres in New York, which used

a video trailer for “Tycoon,” aired
on WNBT New York daily for a
week preceding the picture’s debut.
Academy Theatres, Detroit movie
chain, in February started a Tues-
day night quarter-hour video se-
ries, Inside Hollywood, on WWJ]-
TV Detroit.

The Long Theatres sponsor three

Using Spots

MBS co-op shows on KIOX Bay
City, Tex., Tell Your Neighbor,
Cedric Foster and Fulton Lewis
jr., all Monday-through-Friday
quarter-hours. Fourth and final
co-op sponsor in the entertainment
category is Top Hat Billiards, spon-
soring Inside of Sports on WMON
Montgomery, W. Va.

Ringling Bros. and Barnum &
Bailey Circus used daily one-min-
ute spots on all New York stations
during its stay in that city,
planned to use radio announce-
ments in other cities along the
show’s route, as well. Clyde Beatty
Circus bought $5,000 worth of ra-
dio time in Los Angeles during its
two-week stand.

Trotting race operators in New
York, Chicago and Los Angeles
planned radio advertising for their
racing meets.

“THE first quarter of 1948 brought
to the grocery industry convineing
proof tHat spirited competition for
the congumer dollar is returning in
full forge and that the need for
top-flight salesmanship and full-
scale advertising is vital to the
nce of sales volume,” Paul
, president, Grocery Manu-

The first quarter of 1948 also
provided convincing evidence that
‘radio rgnks high with food adver-
tisers im their full-scale advertis-
ing efforts. Gross network billings
of this flass, which is the largest
buyer pf network time, totaled
$12,892,404 for the first three
months [of the year, 14.7% ahead
of the shme period of 1947. If food
advertiging continues at its pres-
ent pace for the remainder of the
year it$ network gross time bill
for 1948 will exceed $50,000,000.

“Unless war, threats of war, or
prepareflness for war, act to coun-
ter the |evident movement back to
adequate supplies of consumer
goods and a buyer’s market, 1948
should find all of the techniques of
successful merchandising in full
use—anf that includes radio adver-
tising,” |Mr. Willis continued.

“Food store sales in the United
States dlimbed from $10 billion in

(Cpntinued on page 78)
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GRUBER'ES BIGGEST BUYER In Network Time Field

Network Time Costs .
First Quarter 1947 1948
Class 11. FOOD & FOOD PRODUCTS.... $11,240,391 $12,892,404
Leading Network Advertisers
Network, Starting Ending
Program Product No. Station Time Date Date Agency
CAMPBELL SOUP CO., $931,274* $1,746,499%¢
Club 1 Soups CBS-1535 M,-F., 7:30-7:45 p.m. 6/30/47— Ward Co.
Doublc or Nothing Soum CBS-108 M.-F,, 3-3:30 p.m. 6/30/47— Werd Co.
Meet Corliss Archer CBS-152 Sun., 99:30 p.m. 4/6/47-3/8/48 Ward Co.
Edward R. Murow—N ih'“l Pork l Beans CBS-150 M.-F., 7:45-8 p.m. 9/29/47— Woard Wi Co.
GENERAL FOODS CORP., $1,907,3 $1,484,635%*
When & Girl Marries Calumet, Swumdovm NBC-7 M..F., 5-5:15 p.m. 9/29/41— Benton & Bowles
Baby Snooks Show Jell- BS-152 Fri., 8-8:30 p.m. 9/6/46— Young & Rubicam
Aldrich Family Jell-O NBC-143 Thurs., 8-8:30 p.m. 9/5/46— Young & Rubicam
House of Mystery Cormn Toasties MBS-443 Sun., 0 p.m. 9/15/45— Benton & Bowles
Portia Faces Life Bran Cereals, Postum  NBC-89 M.-F., 5:15-5:30 p.m, 10/2/44— Benton & Bowles
Burns & Allen Maxwell House Coffee NBC-145 Thurs., 8:30-9 p.m. 9/20/45— Benton & Bowles
Dann Thomas Show nka CBS-150 Fri., 8:30-8:55 p.m. 1/2/48— Young & Rubicam
y Warren nwcll Houn Coffee CBS-146 M.-F., 12-12:15 p.m. 6/23/47— Benton & Bowles
GENERAL MILLS, iNC., 51 355,194% $2,013,597+
Woman in White sq elt 'NBC 138 M.-F., 2:15-2:27 p.m. 6/5/44— Knox Reeves Adyv,, Inc.
Holly Sloan Pyequick NBC-138 M.-F., 2:27.9:40 p.m. 9/1 /47— Knox Reeves Adyv., Inc.
Betty Crocker Solhlllk Cnlu Flour NBC-138 M.-F., 2:40-2:45 p.m, 5/30/38— Knox Reeves Adv., Inc.
Light of the World Soktasil ke Flour  NBC-61 M.-F., 2:45.3 p.m. 12/2/46— Knox Reeves Adyv., Inc.
Green Hormet Betty Crocker Cereal ABC-144 Tues., 7:30-8 p.m. 6/3/41— Dancer-Fitzgerald-Sample
ray
Famous Jury Trials Chunos, Kix ABC-141 Sat., 8:30-9 p.m. /47— Dancer-Fitzgerald-Sample
Lone Ranger Cheetios, Kix ABC-176 M., W,, F., 7:30-8 p.m. 8/30/46— Dancer-Fitzgerald-Sample
This Woman's Secret ry F{ouv, Cereals NBC-11 M.-F., 4-4:15 p.m., PST 3/19/45— Knox Reeves Adv., Inc.
m Hayes SDF‘W Flou'v‘, \z.fﬂc NBC-8 M.Sat., 7:45-8 a.m., PST 8/14/39— Knox Reeves Adv., Inc.
our, Wheaties
Betty Crocker Magazine of the Air  Various Products ABC-184  M..F., 10:25-1 0-45 am. 9/1/47— Dances-Fitzgesald-Sample
Today's Children Wheaties NBC-137 M -F,, 2-2:15 p 12/13/43— Knox Reeves Adv., Inc.
Jack Armstrong Whesties, Churios, ABC-194 . Fe, 5:3 6/3/46— Knox Reeves Adv., Inc.
Kix, Soul Aitcmntc wuks, 5 :§0-6 p.m.)
NATIONAL DAIRY PRODUCTS 3497 855* $594,313%*
Kraft Music Hall Chee: BC-144  Thurs., 9-9:30 p.m. 6/26/33— J. Walter Thompson Co.
Sealtest Village Store Mllk Iec Cream NBC-93 Thurs., 9'30-10 p.m. 3/1/40— McKee & Allright, Inc.
Great Gildersleeve ¥, Kraft Dinner NBC 146 Wed., 8:30-9 p.m. 8/31/41— Needham, Louis & Brorby
QUAKER OATS CO., 36!7 11 3% 367
Ladies Be Seated ‘F"ll‘ Jcn&m}l’nnukc ABC-233 M.-F., 3-3:15 p.m. T/1 /46— La Roche & Ellis
lour, Muffets
Those Websters Qatmeal MBS-460  Sun,, 6-6:30 3/3/46— Ruthrauff & Ryan
Terry & The Pirates ugcd th’;:, Puffed ABC-219 -F 5:15. 5 30 p.m. 1/1/46— Sherman & Marquette
ice Sparkies
SWIFT & CO., $674,057* $874,719%+
Breakfast Club Any Products ABC-265 M.-F,, 9:15:9:45 a.m. 10/28 /46— J. Walter Thompson Co.
Archie Andrews Meat Products NBC-161 Slt 10:30-11 a.m. 8/9/41— J. Walter Co.
Meet the Meeks Allsweet Margarine  NBC-161 11.11: 30 . m 11/8/47— J. Walter Co.
v King Peter Pan Peanut Butter ABC-194 f 5:30.6 10/28/46— 3. Walter Co.
Derby Canned Meats (A ternate \anu, M., W., F., 5:30-6 p.m.)
* First quarter 1947, *4 First quarter 1948. Source: Publishers’ Information Bureau.
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Groceries
(Conltinued from page 76)
|

1939 to $31 billion in 1947, largely
because [of a high national level
income and the scarcity of con-
sumer goods for which that income
could be spent. The people had
more mgney to spend for food and
thus learned to eat more food and
better quality food.

“Our fjob in the grocery indus-
try today—and tomorrow—is to in-
sure thdt our people continue to
spend fér food a percentage of
‘their disposable income which will
result, first, in a well-fed and
healthy ([America, and, second, in
the mairtenance of the dollar vol-
ume salqs at the grocery store.

“I do pot see how we can attain
these objectives without taking full
advantage of every effective adver-
tising medium at our disposal.”

Generg! Mills, with 12 network
programg during the first quarter
of this | year, was top network
spender in the food category, buy-
ing morg than $2 million worth
of time| (at gross rates), 30%
ahead of| its expenditures for net-
work time in the first quarter of
1947. Pace will not be maintained
throughdut the year, however, with
Today’s |Children and Women in
White (first half of the GM 2-3
p.m, pelf‘od on NBC five days a
week) cancelled as of May 28.

Move follows a severe slump in
the demgand for flour, company’s
major product, which caused GM
to shut down its Buffalo flour mill-
ing plant, largest in the world,
early in April. Company planned to
reopen lgter that month on a basis
of half-papacity operation. Con-
tributing factor has been cut-down
in flour exports, which even
when Eyropean aid program gets
under wpy are expected to run
only half| to three-quarters as much
as last Year. This condition may
well cauge further advertising cur-
:.ailments by other millers.

Secon%ranking network food ad-
vertiser, Campbell Soup, in the first
juarter pf this year spent nearly
twice as much for network time as
n the like period of 1947. Like
Feneral Mills, Campbell will spend
at a slower rate for the rest of
1948, having dropped Meet Corliss
Archer the end of March. Com-

pany is also splitting its network
business, which has been concen-
trated on CBS, on May 81 moving
Double or Nothing into the 2-2:30
p-m. Monday-Friday period vaca-
ted by General Mills.

General Foods, ranking third in
this group, spent just under $1.5
million for network time during
the quarter, 27.4% below its net-
work time purchases in the same
period of last year. This may re-
flect drop in GF net for 1947 of
$5 million from 1946, despite all-
time high sales in 1947. If so, GF
may buy more network time later
this year, as first-quarter 1948 net
earnings were 26.5% above those
for that quarter of 1947. Only
change announced by May 1, how-
ever, is replacement of Fanny
Brice by Mr. Ace & Jane on CBS
Fridays. Miss Brice ends two-year
run in that spot May 28.

Swift & Co.’s network time pur-
chases for the first three months
of 1948 were up 29.7% above the
same period of 1947 and, despite the
packing house strike which reached
its 47th day May 1 with no end in
sight, neither this company nor
other meat advertisers had shown
any signs of slackening their net-
work purchases.

Not in Table

Network advertisers in the food
class not shown in the table in-
clude: American Meat Institute
(Fred Waring, two morning half-
hours a week on NBC); Armour
& Co. Queen for a Day, two 15-
minute periods a week on MBS;
Hint Hunt, M-F quarter-hour on
CBS; Ballard & Ballard Co. Ren-
fro Valley Folks, two half-hours,
two quarter-hours a week on
CBS); Borden Co. (Borden Show,
replaced in April by Your Song &
Mine and County Fair, each a
weekly half-hour on CBS); Bosco
Co. (Land of the Lost, Sat. a.m.
half-hour on ABC); Bowey’s Inc.
(Stars Over Hollywood, Sat. noon
half-hour on CBS); California
Prune, & Apricot Growers Assn.
(Knox Manning, § min., Sun. p.m.
on CBS Pacific); Carnation Co.
(Contented Hour, Mon. p.m. half-
hour on NBC); H. C. Cole Milling
Co. (Ernie Lee Show, Sun. after-
noon half-hour on MBS); Con-
tinental Baking Co. (Grand Slam,
M-F 15-min. on CBS); Cream of
Wheat Corp. (Let’'s Pretend, 25

min., Sat. a.m. on CBS) ; First Na-
tional Stores (Guy Lombardo
Show, weekly evening half-hour on
ABC); International Milling Co.
(Queen for a Day, three quarter-
hours a week on MBS); Kellogg
Co. (Breakfast in Hollywood,
Galen Drake, each M-F 15 min.
on ABC); Lever Bros. Co. (Aunt
Jenny, 15 min., M-F, on CBS;
Arthur Godfrey’s Talent Scouts, 25
min., Mon. p.m. on CBS); Libby,
McNeill & Libby (My True Story,
25 min., M-F, on ABC); W. F.
McLaughlin & Co. (Manor House
Party, four evening quarter-hours
a week on NBC); Minnesota Val-
ley Canning Co. (Fred Waring,
Fri. a.m. half-hour on NBC);
And: National Biscuit Co. (Paul
Whiteman Record Club, quarter-
hour, M-F, on ABC); Nestle’s
Milk Products (Paul Whiteman
Record Club, quarter-hour, M-F, on
ABC) ; Pet Milk Sales Corp. (Mary
Lee Taylor, Sat. a.m. half-hour,
Saturday Night Serenade, half-
hour, both on CBS); Pillsbury
Mills (Grand Central Station, Sat.
afternoon half-hour, Meet the
Missus, three daytime quarter-
hours a week, both on CBS);
Planter’s Nut & Chocolate Co.
(Elmer Peterson, four quarter-
hours, CBS Pacific); Procter &
Gamble Co. (Welcome Travelers,
M-F quarter-hour on ABC; Young
Dr. Malone, M-F quarter-hour on
CBS); Ralston Purina Co. (Tom
Mix, M-F 15 min. on MBS) ; Safe-
way Stores (Aunt Mary, M-F 10-
min., Dr. Paul, M-F b6-min., both
NBC Pacific) ; Southern Cotton Oil
Co. (Paul Whiteman Record Club,
M-F quarter-hour on ABC; Noah
Webster Says, weekly half-hour
on NBC Pacific) ; Standard Brands
Inc. (One Man's Family, Charlie
McCarthy Show, each a Sun. half-
hour on NBC) ; Sunnyvale Packing
Co. (Meet the Missus, three
quarter-hours a week on CBS
Pacific) ; Tillamook County Cream-
ery Assn. (Bennie Walker's Tilla-
mook Kitchen, Sat. quarter-hour
on NBC Pacific}); Wander Co.
(Capt. Midnight, M-F quarter-
hour on MBS); Washington Co-
operative Farmers Assn. (Jack
Gregson Show, Sat. a.m. half-hour
on NBC Pacific); Washington
State Apple Commission (Knox
Manning, three a.m. guarter-hours
a week on CBS Pacific); Welch

XIl—PETROLEUM UP

JAS, OIL and other fuels ranked
tinth as|a class of network adver-
isers in|the first quarter of 1948,
ts threetmonth gross billing for
:ime runping slightly (6%) ahead
f the like period of 1947. In spot
‘adio the situation seemed also
ibout on|a par with last year, with
he major oil companies again
ooming rarge in the list of spon-
ors of play-by-play baseball broad-
‘asts whiich this year include vi-
leo as well as sound.

As to |[the outlook, William R.

dage 78 |  May 17, 1948

Boyd Jr., president of the Ameri-
can Petroleum Institute, in an ex-
clusive statement to BROADCASTING,
said:

‘“The current supply and demand situ- ~

atlon in the petroleum industry is still
in delicate balance. Last year, and dur-
ing the first quarter of 1948, petroleum
production was at an all-time high, sur-
passing even the peak wartime year of
1945. Present indications are that, with
average dally crude output over 245,-
000,000 gallons, production in 1948 will
exceed 1947.

“Since the war, however, the demand
for oll products has increased at a tre-
mendous rate, with petroleum consump-
tion approximately 59% above 1948. Dur-

Billings Rise 6%

ing the past unusually severe winter,
demand for fuel oil exceeded supply in
some areas, resulting in spot shortages.
Cooperation on the part of the public
in using fuel oll wisely was a major
factor in preventing serious hardship.

“In addition to the current national
magazine advertising and special radio
and newspaper tie-in advertising, the
oll industry placed special radio an-
nouncements and newspaper advertise-
ments during the first quarter of the
year, explaining the nature of the fuel
oil situation, with advice to the public
as to how they could cooperate in saving
fuel ofl.

“The petroleum industry is spending
over $4,000,000,000 on new equipment

(Continued on page 80)

Grape Juice Co. (Meet the Missus,
two quarter-hours a week on CBS
Pacific).

Nor does radic food advertising
stop with the national networks.
The Rorabaugh Report lists 118
food products advertised with spot
campaigns in March. Leading spot
advertisers of food produets in-
clude: National Biscuit Co., using
three quarter-hours a week on 196
stations, including Don Lee and
Yankee Networks, for Nabisco
Shredded Wheat, five, ten, 15-min-
ute programs and announcements
on 24 stations for NBC Bread, an-
nouncements on 25 stations for
Nabisco 100% Bran; American
Home Foods, with announcements
on 167 stations for Chef Boy-ar-
dee Spaghetti; Ward Baking Co.,
plugging Tip-Top Bread with pro-
grams and announcements on 100
stations; Continental Baking Co.,
with spots on 117 stations for Won-
der Bread and on 65 stations for
Hostess Cake; Miami Margarine
Co., with spots on 90 stations for
Nu-Maid Margarine; Swift & Co.,
advertising ice cream with station
breaks on 86 stations; General
Foods Corp., with spots on 78 sta-
tions for Birds-Eye Frosted Foods,
on 64 stations for Minute Rice, on
17 stations for Minute Tapioca, on
nine stations for Swansdown Gin-
gerbread Mix and scattered spots
and programs for other GF prod-
ucts; Florida Citrus Commission,
using announcements on 74 sta-
tions; Kroger Co., with five-a-week
15-minute programs on 28 stations
for Hot-Dated Coffee, on 23 sta-
tions for Kroger Bread and on
20 stations for Tenderay Beef.

The popularity of radio with lo-
cal food organizations is shown by
the sponsor lists of the network
co-op shows, which include 72
bakeries, 45 dairies, 39 grocery
product companies, 24 groceries, 14
restaurants and 12 packing houses.

Food advertisers active in tele-
vision in recent months include:
General Foods Corp., sponsoring
Author Meets the Critics, Sunday
evening half-hour on the NBC
Television Network, for various
products, also advertised on spe-
cial event telecasts from Madison
Square Garden on WCBS-TV New
York, and weather spots for
Sanka Coffee on WABD New
York; Swift & Co., with the Swift
Show, half-hour Thursday evening
variety program on the NBC video
net; National Dairy Products
Corp., sponsoring the 60-minute
Kraft Television Theatre, Wednes-
days on the NBC network; C. F.
Mueller Co., advertising macaroni
with Missus Goes A-Shopping on
WCBS-TV; New Era Potato Chips
Sales Corp., sponsoring the Bamn
Dance on WBKB Chicago; Fischer
Baking Co. sponsoring Small Fry
on WABD; Food Fair, using Meet
Your Neighbor on WFIL-TV Phil-
adelphia. Video spots are spon-
sored by American Packing Co. on
KSD-TV St. Louis; Knox Dairy
and Better Ice Cream Co. on
WMAR-TV Baltimore; L. S.
Briggs (meats) on WNBW Wash-
ington.
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There’s a lot more to it than this...

The real question is — where and to whom is that commercial
message going? . . . and what is it going to do when it gets there?
Radio waves travel indiscriminately in all directions.

So do a lot of sponsors’ sales stories. In advertising this means
waste circulation, a very expensive luxury.

If your aim is to reach exactly the people you want in exactly
the markets you want . . . if you appreciate being able to
concentrate your sales effort in one area and go easy in another

.. if the flexibility of short-term contracts appeals to you . . .
if you like to select your own program times regardless of zone
differentials . . . if you want to make every advertising penny count
(and who doesn’t!) . .. then — the place for a large share of your
advertising budget is National Spot Radio . . . and the place to get
all the information, guidance, facts and figures about Spot Radio is...

W e e d radio station representatives

new york =+ boston + chicago < detroit

com pan Y san francisco . atlanta . hollywood
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Petroleum

(Continued from page 78)

and facilities, which will result in even
greater production. At the same time,
current reserves are at an all-time peak,
.exceedingl a trillion gallons. Future de-
mand is| the unknown factor as to
whether pr not the public will get all
the petrojeum products desired.’

Richfield Oil Corp., not listed
among the top network advertisers
in this plass, has sponsored Rich-
field Reporter for 17 years on an
NBC western network and is con-
tinuing [this quarter-hour late eve-
ning neWws program, reversing an
earlier gecision to cancel it when
Californfia’s daylight time move
pushed the program’s time from 10
to 11 p.m. Also on the West Coast,
Signal @il Co. sponsors The Whist-
ler, Weflnesday evening half-hour
on a CBPB hookup, and Standard Qil
Co. of | California sponsors the
Thursday morning half-hour
Standar{l School broadcast and the
Sunday |evening Standard Hour on
NBC Pdcific networks.

Skelly Oil Co. uses a midwestern
NBC ho¢okup for an 8-8:15 a.m.
series presenting Alex Drier with
early [morning news Monday
through| Friday and This Farming
Business on Saturday. Union Oil
Co. joined the regional network
sponsor [list April 26 when it began
.sponsoring Fleetwood Lawton’s
news commentaries on the full Don
Lee Network.

In the¢ solid fuel group, network
advertlsgrs include Appalachian
Coals Inec., sponsoring Alvin Hel-
fer’s newscasts, 7:15-7:20 p.m.,
-Monday| through Friday, on Mu-
tual; IDDelaware, Lackawanna &
Westerny Coal Co., perennial spon-
sor of The Shadow, also on Mutual,
Sunday, 5-5:30 p.m., and Hudson
-Coal Cof, broadcasting the D & H
Miners, | 9:45-10, Sunday morning
on NBQ. In March Philadelphia &
‘Reading Coal & Iron Co. began
.sponsoring Gangbusters, ABC Sat-
‘urday, 9-9:30 p.m., co-op show in
22 east markets. The Gangbust-

Class 12. GASOLINE,

Leading Network Advertisers

Program Preduct
AMERICAN OIL €CO., 384, 655‘
Professor Qui

il
CITIES SERVICE CO,, $152,' 280‘
Hlshways m Mclo
OIL CORP., $149, 448‘
We The Peop (3

il
E OIL CO $154,909*
Knllcnbem Edlls The N
N OIL CO 3248 399%
Thue-Sm Exlv

Texaco S(u Theater
Texaco Star Theater
Metropolitan Opera

*First Quarter 1947.

Gas & Oif
Ges & Ol

OTHER FUELS......

roducts
$162,808%*
Petroleum Products
255,936%*
Gas, Oil, Fuel Oil
XAS CO., $343,849* $572,209%*
Ges & Oil

** First Quarter 1948,

Network Time Costs
First Quarter

LUBRICANTS &

Network,
No. Stations Time
$89,994**
ABC-110 Sat., 10-10:30 p.m.
$154,680%
BC.82 Fri., 8.8:30 p.m.
$155,673%*
BS-118 Tues., 9-9:30 p.m.
NBC-35 M.-F., 7:45-8 p.m.
NBC.33 M.-F., 6:45-7 p.m.
CBS-166 9:30-10 p.m.
ABC-243 w.é 10:30-11 p.m.
ABC-255 Sat., € p.m. to conclusion

1947

1948

$1,593,539 $1,684,790

Starting Ending

Date Date Agency
1/24/46— Joseph Katz & Co.
2/18/27— Ellington & Co.
/12/46— Young & Rubicam
5/14/40— Leo Burnett Co.
9/29/47— Roche, Williams & Cleary
9/99/46-3 /24 /48 Kudner Agency
12/31/47— Kudner Agency
11/15/47— Buchanan & Co.

Source: Publishers’ Information Bureau

erg contract is for a year and calls
for an exclusive expenditure of
$250,000 which ABC Vice-President
Murray Grabhorn termed “the
largest single time sale in the his-
tory of cooperative programming.”

General outlook in the coal field
seems to be as delicately balanced
as that for oil. After a walkout of
soft coal miners in April had re-
tarded production of automobiles
and other products, United Mine
Workers President John L. Lewis
on April 30 asked the mine opera-
tors to meet with the union May 18
to begin negotiations for a new con-
tract to succeed the one expiring
June 30. By this formal notice, he
legally paved the way for calling
another coal strike June 30, should
he so desire at that time.

Spotwise and sportwise, Atlan-
tic Refining Co., which annually
spends some $750,000 for sports
broadcasting in the eastern states’
in which its gas and oil are sold,
entered the baseball season as spon-
sor of play-by-play broadcasts of
the Philadelphia Athletics and
Phillies home games on an 11-sta-

tion hookup fed by WIBG Philadel-
phia, the Pittsburgh Pirates home
games over a 16-station network
with WWSW Pittsburgh as origi-
nating station, home games of the
Boston Braves and Red Sox on 17
New England stations with WHDH
Boston as the key, and all night
games of the Baltimore Orioles
(games away from home recon-
structed) on WITH Baltimore. Co-
sponsoring these baseball broad-
cast series with Atlantic were two
dairies—Supplee-Wills-Jones Milk
Co. in Philadelphia, Rieck-Mec-
Junkin Dairy Co. in Pittsburgh—
and two breweries—Narragansett
Brewing Co. in New England, Gun-
ther Brewing Co. in Baltimore.

In the West, Signal Oil Co. is
sponsoring broadcasts of games of
four Pacific Coast League teams—
Oakland Oaks on KLX Oakland
with Remar Baking Co. as co-spon-
sor; Hollywood Stars on KLAC
Hollywood with Pabst Sales Co.
(Blue Ribbon Beer); Los Angeles
Angels on KMPC Hollywood with
Brown & Williamson Tobacco Co.
(Wings), and Seattle Raniers on

XII-FEW SEEDS

'ONE ddvertiser sponsoring one
15-minufe program a week is about
as small as a class can get and still
be reprpsented, so it is not sur-
.prising that horticultural advertis-
ing ranks last of all classes of bus-
iness which made any expenditures
for netWork time during the first
three months of 1948. This class
was down 45% in time purchases
from a |year ago, when the single
.advertiser had two programs.

Burden Rests With Ferry-Morse

In the spot field, two advertisers
were active in April. Doughton
Seed Co. was sponsoring Garden-
ing with Gambling, a half-hour
show Saturday mornings on WOR
New York, participating in Kier-
nan's Corner on WJZ New York
and using announcements follow-
ing news on WHDH Boston.
Stumpp & Walter Co. was advertis-
ing its seeds with announcements
on the early morning Clyde Kitell

program on WNBC New York. A
third sponsor was a possibility,
Centennial Flouring Mills, which
in April was planning the use of
radio in Spokane and Yakima,
Wash., and Moscow, Idaho, for a
new product, called “Stopweed.”

Perhaps this field of business
might be worth cultivating, or may-
be people with lawns and gardens
to worry about have no time to
listen to the radio.

Cla

Leading Network Advertisers

$s 13. HORTICULTURE

Program Product
FERRY-MORSE SEED CO., $129,923*
Garden Gate Seeds
*First quarter 1947. **First quarter 1948.

Network Time Costs
First Quarter 1

Network,
No. Stations Time
$71,331%*
CBS-161 Sat., 10-10:15 a.m.

Source: Publishers’ Information Bureau

$129,923

1/17/48-5/15/48

947 1948

$71,331

Starting
Date

Ending

Date Adgency

MacManus, John &
Adams

Page 80| o May 17, 1948
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KING Seattle with Hanson Baking
Co. Utah Oil Co. (with Utah Pow-
er & Light Co.) is broadcasting
baseball on the Intermountain Net-
work.

Looking ahead to fall, Tidewater-
Associated Oil Co. has been given
exclusive broadcasting rights to all
Pacific Coast Conference games for
1948. Union Oil has bought video
rights to the 15 games of the pro
football team, Los Angeles Rams,
for $32,000, and will broadecast
them on KFI-TV Los Angeles. At-
lantic Refining has not yet an-
nounced fall plans but can be ex-
pected to have a heavy football
schedule throughout the East, both
college and high school, and with
video as well as sound broadcasts.
Atlantic is sponsoring telecasts of
the Philadelphia baseball games on
WPTZ Philadelphia, with Davis
Buick Co. and Philco Distributors
as co-sponsors. Standard Oil Co. of
California is also a video sports
sponsor, having paid some $50,000
to telecast the home games of the
Los Angeles Angels on KTLA Hol-
lywood.

Continuing its non-sports video
advertising, Gulf Oil Co. sponsors
You Are An Artist, weekly draw-
ing lesson, on the NBC video net-
work, and a weekly news program
on WCBS-TV New York. Texas
Co. has bought the 8-9 p.m. Tues-
day period on NBC television, but
has not settled on a program as yet.

In the spot broadcasting field out-
side of sports, Esso Marketers con-
tinue the Esgso Reporter five-min-
ute newscasts on 42 stations in the
East and South; Shell Oil Co. uses
five-, ten- and 15-minute programs
on 32 stations; Phillips Petroleum
Co. has five to 30-minute programs
on 30 stations and Standard Oil
Co. of Indiana has a similar vari-
ety on 21 midwestern stations; Soc-~
ony-Vacuum Oil Co. uses five, ten
15-minute shows on 10 scattered
stations. Locally, some 25 oil and
fuel companies sponsor network co-
op programs in their communities.

An unusual one-time telecast was
sponsored by Union Oil Co., which
used nine TV stations to broadcast
a 22.minute film which in essence
was a pictorial report on the com-
pany’s operations, income and ex-
penses for the past year.

¢ Telecasting
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%.
with a Jan. 1 cut of 3-10%

prices of refrigerators,
stoves pnd radio and video sets,
which |the company’s president,
Charles| E. Wilson, said would save
the buyjng public some $50 million
a year.

This anti-inflationary move sub-
sequently was followed by West-
inghousL, Electric Corp., which cut
electric | stove prices 2%-5% and
refrigedator prices 4-7%; Crosley
Division of Avco Corp., which re-
duced prices of refrigerators 7-
16%, and Bendix Home Appliances
Inc.,, which decreased automatic
washer |prices 20%.

The ihcreased competition among

in the

Products Co., which sponsors Club
. Time o
" quarterthour, for its utensils.

Two advertisers have joined the
networlf class since the first of
_April. [Nash-Kelvinator Corp. is
now sponsoring Edwin C. Hill's
. five-minjute commentaries five eve-
' nings a| week on ABC for Kelvina-

General Electric Co. -

ABC, a weekly morning -

Quarter Sees 60.3°A Rise

SUPPLIES

Leading Network Advertisers

Program

ANCHOR-HOCKING GLASS CORP.,
Crime Photographer

HILCO CORP., $330,1580
Breakfast Club

SEEMAN BROTHERS, 31 1 3 01 1“
Hollywood Hudhncs u W c
Monday Momlng Hea

Ted Malone

* First Quarter 1947.

Product

Anchor-Hocking
Glass, Fire King Oven

CBS-
3311 6739
Rchigcmau, Radios,

ABC-2
WEST NGHOUSE ELECI‘RIC CORP $183,329* 33
Lnundvomah Irons,
Rerigeratars, etc.

** First Quarter 1948.

Network Time Costs
First Quarter

Class 14. HOUSEHOLD EQUIPMENT &

Network,
No. Stations

$200,499* $206,3674%
CBS-146 Thurs., 9:30-10 p.m.

Time

Lass
GENERAL ELECTRIC CO ?203,734“ $840,995%*
G. E, Houseparty Il Products CBS-161 M.-F., 3:30.3:55 p.m.
Fred Waring lnmmhaul NBC-160 Mon., 10:30-11 p.m.
Willie Piper & Bulbs ABC-165 Thurs., 9-9:30 p.m.
GENERAL MOTORS CORP 3206 874% $178,766**
Man Cnllcd 161 Sun., 8:30-8:55 p.m.

ABC-258 M.-F., 9:45-10 a. m.
$147,347+*
BC126 Sat., 10301045. m.

Sun 6 15-6:30 p.

ABC-2 -F 11:45 a.m.-noon

Source: Publishers’

1947

$1.311,641

Starting Ending
Date Date Ageney

8/8/46-3/25/48 Wm. H, Weintraub & Co.
12/1/41— b4 & Rubi
bt} BB
9/4/41— BBDO

4/3/47— Foote, Cone & Belding
9/2/46— Hutchins Adv. Co.
9/26/46— Wm. H. Weintraub & Co.
6/14/44 McCann-Erickson

1948

$2,099,357

Information Bureav

tor refrigerators, ranges, etc.
Regionally, Leo J. Meyberg Co.,
San Francisco distributor of Ben-
dix washers, is sponsoring George
Fisher’s commentaries, also five-
minute periods a week, on 13 west-
ern CBS stations.

Luthe Hardware Co. is sponsor-
ing Speak Up or Pay Up on nine
Iowa stations, program originating
each week in a different city. Gen-
eral Electric Appliance Division
in March began testing weather
reports in New York and Phila-
delphia. But most of this class of
advertising is placed locally by lo-
cal dealer or distributor, ranging

from one announcement a week to
such schedules as that of the Norge
Appliance Dealers of Charleston,
W. Va., using 780 newscasts a year
on WKNA Charleston, and West-
inghouse Supply Co. in Chicago,
sponsoring Symphonic Hour for a
full hour nightly on WGNB (FM)
Chicago. Sponsors of network co-op
shows in this class total about 90,
chiefly hardware stores and appli-
ance dealers.

Nash ' - Kelvinator, sponsoring
Alma Kitchell's Kelvinator Kitchen
on NBC video network as a weekly
demonstration of the simplicity of
storing and preparing foods with

Kelvinator equipment, is the only
network television advertiser in
this group, but Gimbel Bros. de-
partment store in Philadelphia has
been enthusiastic about television
as a means for demonstrating—
and selling—appliances in that city
via its programs on WPTZ, where
it currently sponsors The Handy
Man. Wilf Brothers Appliances Inc.
also uses programs on WPTZ,
Havens Electric Co., Albany, spon-
sors news on WRGB Schenectady,
and Apex Electrical Mfg. Co. is
using spots on WABD New York
for Fold-a-matic ironers.

V—FURNI

NETWORK advertising of house-
hold fulnishings was up 21.83% in
J anua:jV-March 1948 compared with
the same period a year ago, largely
' because| of a 50% increase in net-
"work time purchases for the quar-
ter on [the part of International
» Silver Co., one of the group’s two
-network advertxsers

Sealy| Mattress Co., which in the
first unrter of 1947 bought $9,360
worth ¢f time on an ABC western
hookup [to broadcast Alvin Wilder,
-this year has turned to co-op

HINGS RISE

shows, sponsoring Baukhage on one
station, America’s Town Meeting
of the Air on one, and Cecil Brown
on 11, all in California. Furniture
and furnishings radio advertising
seems to be placed largely at the
local level, with the network co-op
sponsor lists including more than
125 furniture stores.

Currently active in spot radio
are Alexander Smith & Sons Carpet
Co., using announcements five times
a week on 50 stations in major
markets, and William Brenner

International Silver Ups Total

Furniture Mfg. Co., which is itself
sponsoring the transcribed Box 18
dramatic series on WKRC in the
company’s home town, Cincinnati,
and is offering to share the cost
of similar advertising by its deal-
ers on a 50/50 basis.

The Smith firm is also a video
pioneer with its Magic Carpet
travel programs, now several years
old, on WABD New York. Purofied
Down Products Corp. uses spots
on the same station for its pillows.
The P. J. Nee Furniture Co.

Leaging Network Advertisers

Program

Theater of Today
Oazzie & Harriet
* First Qparter 1947.

Class 15. HOUSEHOLD FURNISHINGS....

Product
ARMSTRONG CORK CO 51023 ,308%

INTERNATIONAL SILVER €& ¥ a6 ,250%
Silver, Silverplate

** First Quarter 1948.

Network Time Costs
First Quarter

Network,
No. Stations

$108, 141 (S

321 9.5
CBS-155

Time

Snl 12-12:30 p.m.
Fvl 9:30-10 p.m.

Source: Publishers’ Information Bureau

1947
$268,032

Date Date Agency
10/4/41 BBDO
10/8/44— Young & Rubicam

1948
$325,250

Starting Ending
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(sports on WNBW Washington),
Pennsylvania Linoleum Co. (an-
nouncements on WITG Washing-
ton), Stoumen Rug Co. (announce-
ments on WFIL-TV Philadelphia);
I. B. Van Belle (carpets) (an-
nouncements on WFIL-TV) and
Wilf Bros. (rugs) (boxing on
WFIL-TV), were among the video
advertisers reported in BROADCAST-
ING’S Telestatus survey for Feb-
ruary.

Outlook for the furnishing in-
dustry seems to be one of increased
consumer resistance, particularly on
higher-priced items, with buyers
becoming choosy for the first time
since the war. A lull in furniture
orders at factories was found in
a March survey made by the Na-
tional Assn. of Furniture Manu-
facturers, with 10% reporting a
sharp decline in orders, another
30% reporting more than seasonal
let-downs ard only 8% reporting
increased business. April, however,
showed considerable improvement,
the NAFM reported.

Telecasting
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in building profitable sales

These six progressive stations are effectively creating sales
for many national advertisers. Their unusual sales-producing ability

is based on outstanding listener loyalty—developed and
held through skillful local programming and NBC Network Programs

—the best shows in radio. Write for full information and rates.

STEI NMAN STATIONS

Represented by

ROBERT MEEKER ASSOCIATES

New York San Francisco Chicage Los Angeles
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XVI—STEELS, duPONT OFF

DESPITE lower net profits for the
first quapter of 1948, there seemed
no quest{on about U. S. Steel and
duPont institu-

tional network radio campaigns.
duPont’s net was down to $2.46
a share for January-March opera-

continuing their tions this year against $2.60 a

But They Will Use Radio

share for the same period of last
year in spite of a sales increase of
nearly 20% for the quarter. Rea-
son for the decreased net was high-

Network Time Costs
First Quarter

Class 16. INDUSTRIAL MATERIALS

Leading Network Advertisers
Network,
*ro.nn Product No. Stations Time
E. . DU PONT DE NEMOURS CO., $204,282¢ $207,603%*
Cavalcade| of America ona BC-150 Mon., 8-8:30 p.m.
. S. STEEL CORP., $308,! ‘!5‘ $346,825%*
Theatre Glild on the Alr Institutional ABC.241 Sun., 9:30-10:30 p.m.

** First quarter 1948. Source: Publl

* nnT quarter 1947,

1947
$513,107

1948
$554,428

Starting Ending
Date ate Agency
1/2/40— BBDO
9/8/46— B8BDO

ishers’ Information Bureau

er costs of labor, materials and
transportation, according to duPont
officials. Curtailed production re-
sulting from the March coal strike
brought U. S. Steel’s net to $3.18
a share, compared with $3.78 for
the opening quarter of 1947.

Portsmouth Steel Corp. broad-
casts a nightly community public
service and good will program on
WPAY Portsmouth, Ohio. A few
other companies in this class spon-
sor network co-op shows, but by
and large this category cannot be
counted as one of radio’s major
sources of income.

XVII—INSURANGE DEGLINES

Timebuying Drops 8.4%

NETWORK time purchases by in-
surance companies in the first three .
months |of this year were down Neé\'ﬂorkOTlme Costs
8.4% f?})‘m the corresponding pe- irst Quarter 1947 1948
riod of 1947. All network advertis-
ers in this category are listed in Class 17. INSURANCE ............................. $1,201,756 $1|100|721
the aceqmpanying table. Only one Leading Network Advertisers
‘insurande organization, Metropoli- Network, smting Ending
tan, was active in the national spot Program Product No. Stations Time Date Date Agency
field. Metropolitan used spots, five, CALIFORNIA MEDICAIi ASSN., $*? $7,956%* ;
:ﬁn ang 1?;“1{1“'99 ngm‘l?s froZn':ll c‘“‘om“Ec.Q’l..l‘l':":ABLE LIFE ASSUR':‘:C':‘S-E:C:FE":;YQ:gF;‘:::J: 31::"5,9:‘3 N p.:;o:s:aﬂ e Loxlm:o:;s‘:fy“wd

ree lmes a week on This Is Your FBI Trs ABC.§ v, 8:309 pm, 4/6/45— Wardwick & Lesler
,stations/ G bi!IOHN HANCOCK MUTUAII. LIFE INSURANCE CO 31 50‘]0‘30‘l 3396 ,105%* e ETeT VIS

q g g q olnt Sublime on, [} 10/6/47— 3 «Ericks

tTtL"S s :E line with thebge}‘el‘al e soos METROPOLITAN LiFE INSURANCE €O, s99.853 °  $119 {13867 1"{ . ™ o aer ; onn ': °on

state o e insurance business, tic Sevare N7/41— oung & Rubicam
N MUTUAL BENEFIT HEALTH A ACCIDENT ASSN OF OMAHA 31 19 518* $180,145%*
according to 2 Staéer;lent jrade o | G R UBENTIAL INSURANCE €57 OF AMERICA, 488 691*5""'1§490 8635 LSt Arthur Meverhoff & Co.
BROADCASTING by Holgar J. John- |, , o S}0 Insirance NBCA4D  M.F., 11:30-11:45 am.  9/30/46— Benton & Bowles
son, président of the Institute of Family Hour Insurance CBS-155  Sun., 6-6:30 p.m. 5/26/46— Benton & Bowles
Life Ingurance, who said in part:
| * First quarter 1947, **Fjrst quarter 1948, Source: Publishers’ Information Bureau

“New life insurance written during
1:}\ei frst quartler of 19148 %oxiltinueit:h;n
satisfactdry volume, sales being wi n . . . . . .
29, of the record volume written in living °°Sts-h- . . The (i“thOIi‘ f;" the  which shows 25 insurance firms in ance affiliate of the Marvin Sim-
corresporiding months of last year, Ac-  Dalance of the year, as I see it, is rea- 1 lightl th 1 £ C ltors and devel
tually. fhle sales pas‘tinn nf thn horinacs  SONably good. But, barring reduction all, or shightly more an 1% o mons (o., realtors an evelopers
s not quite so strong as these figures in living costs, I would be very much  all co-op sponsors. Most unusual of Glen Hills.”
would indicate, since they reflect some SurPrised if the life insurance business local i di . Onl id byl
carry-avep of ihsurance bought in an- should prove able to equal the record ocal msurance radlo campaign re- niy video use Y Insurance
ticipatiori of the revision of premiun S5alcs performance of 1547, ported so far is that involving the turned up by BROADCASTING’S Tele-
;f‘?;i:g pan. rleli‘:gy‘l’l’;:vg‘;salfhfhgvgzﬂ Extent of local radio advertising sign-offs of WBCC Bethesda, Md,, status survey was that of Ameri-
tinued  dgxpansion in group insurance from the insurance business is in- which state: “This station’s return can Automobile Assn., Detroit, us-
sa}f’:h | oy —— dicated by the network co-op to the air tomorrow is insured by ing announcements on WWJ-TV in
begmmng v ey program sponsorship breakdown, the Howland A. Sarra Co. insur- that city.

E to feel the squeeze of rising
.

XVIl—JEWELERS LIMIT

WITH |only two network adver- radio, until one remeipbers that
tisers in this class, the jewelry bus- time signals are radio’s punctuation
iness wpuld seem to be boycotting marks and that most of them are

Use

Only Time Signals

sponsored by watch companies.
Companies like Bulova and Benrus
have radio appropriations well over

Network Time Costs
First Quarter

s 18. JEWELRY, OPTICAL GOODS
& CAMERAS ..

Clas

Leading Network Advertisers
: Network,
|Progum Product No. Stations Time
HELBROS WATCH CO., $104, 076* $116,748%*
Quick MBS-367 Sun., 5:30-6 p.m.
REVERE CAMERA CO., $9, !33‘ $43,829**
Jan August C-mcus, Projectors MBS-34 Thurs., 8-8:15 p.m.
quarter 1947, ** First quarter 1948. Source: Publ

* Fi

1947

$137,342

1948

$160,577

Starting Ending
Date Date Agency
116/44— Wm. H. Weintraub & Co.
2/15/47— Roche, Williams & Cleary

ishers’ [nformation Bureau

Page 84 o May 17, 1948
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a million dollars a year, while some
of the smaller companies’ use of
radio is limited to a few stations.
Notable also among watch com-
pany radio advertisers is Longines-
Wittnauer Watch Co., whose 30-
minute transcribed Symphonette is
broadcast by more than 100 sta-
tions, accounting for some 60% of
the company’s million-dollar-a-year
advertising budget. Tieing up with
sports, Longines also has started
a series of spots preceding the New
York Yankee baseball broadcasts
on WMCA New York and station
breaks on WAAT Newark, to run

through the baseball season.
To augment its extensive time

( Continued on page 86)
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MAY 14 was T-Day in Buffalo. e
After three years of planning and three months of experimental telecasting,
WBEN-TV is on the air with a commercial program schedule. It's Buffalo’s
first television station. ® WBEN-TV, like WBBN-FM, operates as a de-
partment of Station WBEN. Over-all executive and engineering supervision
has been broadened to include the video station. Thus, Buffalo television
benefits by the experience of the executive and planning personnel that
has kept WBBN “the station most Buffalo people listen to most of the
time.” ®* WBEN, The Buffalo Evening News station, has been first choice
of advertisers for years past. Now WBEN-TV offers advertisers the eyes,
as well as the ears, of Western New York. Time is available; programs

are in production. For details write or call your nearest Petry office.

REPHESENTED NATIONALLY BY EDWARD PETRY & €O, IN

May 17, 1948 & Page 85’
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Jewelers
(Coptinued from page 84)

signal schedule, Bulova Watch Co.
this year has released four open-
end recprdings for use by its deal-
ers. Folk Dances and Sweetheart
Songs |have one-minute spots on
one side, station breaks on the
other; In Any Language is for one-
minute |spots; In Just One Minute
is for {tation breaks. Pioneer with
video time signals, which have
been aired since WNBT New
York’s inaugural broadecast as the
nation’s first commerecial video sta-
tion, Bulova now is using video
spots apross the country.

Elgin National Watch Co. also

is using video spots on a number
of TV stations, and Breitling
Watch Co. last month began a 52-
week series of three pre-signoff
announcements a week on WABD
New York. In Philadelphia, Barr’s
sponsors a video series on the his-
tory of the diamond, The Eternal
Gem, on WPTZ.

Spot radio jewelry advertisers
outside the watch field include
Abelson’s Ine., New York and New
Jersey jewelry and optical chain,
using spots on stations in both
states; Schubach Jewelry Co., op-
erating in Salt Lake, Ogden and
Boise and sponsoring shows on four
stations in that area; Service Opti-
cal Co., Des Moines, planning ex-

pansion of its extensive use of ra-
dio in that city to stations in other
Towa cities. Stern & Stern Inc,
New York manufacturing jeweler,
is planning a country-wide spot
campaign through local dealers.

Locally, radio is used by many
jewelers. The extent of program
sponsorship outside of announce-
ments is indicated by the inclusion
of 41 jewelry stores, four optical
companies and two camera shops
on the lists of sponsors of network
co-op shows.

Of the two network advertisers,
Revere Camera Co. has replaced
its Jan August series on Mutual
with a variety program, All-Star

Review, same day, time and net-
work. Helbros Watch Co., on June
6 will replace its current MBS pro-
gram for the summer with a psy-
chological quiz show, What Makes
You Tick?

Together, these two sponsors
spent 17.2% more for network time
in the first three months of 1948
than in the like period a year ago,
when the Revere program did not
start until mid-February. Outlook
for this type of advertising may be
gauged from the Dept. of Com-
merce report that retail jewelry
store sales in February totaled $71
million, off 7% from February 1947
and off 99, from January 1948,

XIX—STATIONERY DROPS evershere. rarker concotoons

STATIONERY advertising on the
networks took a decided dip in the
first quarter of this year. It was
down 47.7% from the like period
of 1947, when Eversharp sponsored
Maizie | for a weekly half-hour on
CBS ag well as Take It or Leave It,
which was then also on CBS, and
Parker| Pen Co. sponsored Infor-
mation| Please and a pair of five-
minute| newscasts a week, also on
CBS. A slight upturn for the rest
of the year oceurred May 7, when
Evans [Pen Corp. began participat-
ing in Meet the Missus on a west-
ern CBS hookup of 28 stations,
Fri, 3;15-3:30 p.m. (PST).

Twd| spot advertisers in this
group |are Joseph Dixon Crucible
Co., using announcements on seven
stations, five five-minute programs
a week on WGN Chicago, for Ti-

STATIONERY & W

Leading Network Advertisers

Network Time Costs
First Quarter

Class 19. OFFICE EQUIPMENT,

RITING SUPPLIES....

Network,
Program Product No. Stations Time
EVERSHARP, INC., $430, 496* $209,233**
Take it or Leave [t & Pencils NBC-161 Sun., 10-10:30 p.m.
HALL BROTHERS $206, 706* $208,281**
Reader's Digest—Radio E Edition Gnellng Cards CBS-157 Thurs., 10-10:30 p.m.
W. A. SHEAFFER PEN CO., $25¢2,2 $166,507+*
Sheaffer Parade Pens, Penclls, Sknp NBC-16 Sun., 3-3:30 p.m.
Adventurers' Club Pens, Penmls, Skrip,  CBS-156 Sat., 11:30 a.m.-noon
L. E. WATERMAN CO,, ‘1 84 821"‘ $146,656**
Gangbusters Pens, f’cnc"s, Ink ABC-201 Sat., 9-9:30 p.m.
* First quarter 1947, ** First quarter 1948. Source:

1947

$1,396,772

Starting Ending
Date Date Agency
8/3/47T— Biow Co.
9/12/46— Foote, Cone & Belding

9/20/42—
1/11/41-1/3/48

9/14/46-3/6/48
Publishers’ Information Bureau

1948

$730,677

Russel M, Seeds Co.
Russel M. Seeds Co.

Charles Dallas Reach

conderoga pencils, and Mittag &
Volger Inc.,, which in March be-
gan an announcement campaign

on four stations in Oregon and
Washington for M & V carbon
papers. Local stationers accounted

for 13 of the more than 2,000
sponsors of network co-op pro-
grams.

XX—PUBLI

NETWORK advertising of pub-
lishing| companies declined 409 in
the ﬁrlst quarter of 1948 as com-
pared with the like period of last
year. In the 1947 first quarter Wil-
liam Wise & Co. maintained a reg-
ular schedule on ABC, Triangle
Publishing Co. spent more than
$100,000 to advertise Seventeen

HING PICTU

hold Chemicals’ sponsorship of the
Sunday Evening Hour on ABC ran
for more weeks (over $100,000
worth more) than this year.

In the spot field, William H.
Wise & Co. is the leading adver-
tiser of this class, according to the
Rorabaugh Report, which shows
Wise using from two to 27 day-

Not Bright

RE

stations during March and 27 day-
time half-hour shows on WHDH
Boston in that month for the Han-
dy-Man’s Guide, which was also ad-
vertised on the company’s special
Washington Birthday broadcast on
Mutual. Wise also advertised a
knitting book with quarter-hours
and spots on a few stations (six in

Magazine on Mutual and Reich- time quarter-hour programs on 26 February, three in March, the
Network Time Costs
First Quarter 1947 1948

Lepding Network Advertisers

Class 20. PUBLISHING & MEDIA..............

| Network, Starting Ending
Program Product No. Stations Time Dete Date Agency
AMERICA'S FUTURE, |NC 367 236* $94,805**
Sam Pettingill ABC-245 Sun., 1-1:15 p.m. 5/19 /46— Gahagan & Turnbull
CHRISTIAN SCIENCE PUBLlSHlNG SOCIETY, $77,830% $78,266** )
Momlo{ Views the News hnsmn Sc:encc ABC-75 Tues., 8:15-8:30 p.m. 9/5/46— H. 8. Humphrey Co.
CURTIS CIRCULATION CO 3244 540% 3203 445
Lnslemqg Post Mag ABC-220 M W., F., 10:45-11 a.m. 8/6/46— 8BDO
1 REICHHOLD CHEMICALS, |NC 3194 697+ 373 050
Sunday|Evening Hour usical b|g¢sl 16 Sun ., 89 p.m. 1/19/47-1/25/48 Kenyon & Eckhardt
Magumc
x Records
WiILLIAM H. WISE & CO 561 077* $3,819%
Sydney| Walton Books ABC-37 Sun., 10:45-11 p.m. 2/92/48-2/22/48 Huber Hoge & Son
o l{mt quarter 1947, **First Quarter 1948, Source: Publishers’ Information Bureav

$752,951

$453,177

Page qs o May 17, 1948
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Modern Encyclopedia with quarter-
hours on seven stations, announce-
ments on one; Modern Home Phy-
sician with daytime quarter-hours
on 20 stations, announcements on
one; a sewing book with daytine
quarter-hours on 14 stations, and
for Popular Decorator in March
began a weekly quarter-hour on
KDKA Pittsburgh.

Doubleday & Co., whose agency
is Huber Hoge & Sons, which also
handles the Wise advertising, in
March used 15-minute daytime
shows on 20 stations (down from
69 in February) for the Dollar
Book Club, and announcements on
WNEW New York for High School
Self-Taught.

Time Magazine in February be-
gan a test campaign to promote its
sales in small markets, using four
spots on Thursdays and Fridays
on six small-city stations. The New
York Times used announcements
on five stations in that city for two
weeks in April to announce that
Churchill’s war memoirs were run-
ning serially in the Times. The
Chicago Tribune ran a heavy an-
nouncement schedule on nine Chi-
cago stations to advertise the pa-

(Continued on page 185)
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N BC Network Television is a working real-
ity in 1948 —rather than a vague potential.

Today there are fourteen NBC stations on the air. By vear’s
end, there will be thirty-three.

In the east, the NBC Television Network consists of seven
stations—two of which are owned and operated by NBC:

WNBT, New York and WNBW, Washington.

In the midwest, there are now five NBC afhliates inde-
pendently operating television stations. These, together
with NBC’s own stations in Chicago and Cleveland (now
under construction), will be joined with two other affiliates
in Buffalo and Toledo into a regional network this fall.

The midwestern and eastern networks will be joined
before the end of 1948. And NBC’s Los Angeles station
will be linked with San Francisco by the end of the year
to serve as a focal point for an expanding western network.

Here in these pages are profiles of the 33 stations.

In television’s experimental stage—ichen RCA initiated, cham-
pioned and perfected today’s black-and-white system —NBC’s con-
tributions were first in the field . . . a field of great promise.

Through all of television’s development, NBC’s recognized lead-
ership, and its heavy investinent, helped to keep that promise alive.

But a network can’t operate on promise alone.

Today—delivering performance rather than press releases—this

is the NBC Television Network.
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Facilities

Much is promised about television facilities. But again, as in radio, NBC has the most and

the best—now. Studios for every production . . . mobile units for all outside pick-ups ...

these, plus trained crews, advanced technical equipment and experienced direction, handle

anything in television. Joined by coaxial cable and micro-wave relay (New York

and Washington operate on both) are the seven stations of the NBC Eastern Television Network.

Other affiliates receive programs on film until they are linked

directly. NBC has always had the top facilities in broadcasting. It

has them now in television and it will have them from now on.

NBC...AMERICA’S No.

1 TELEVISION NETWORK

NBC Television Stations

For 1948, thirty-three stations operated
by NBC radio affiliates—plus new televi-
sion affiliates—will beam America’s No.1
Television programs to their audiences.

Those audiences, of course, are tele-
vision's largest. And more television ad-
vertisers, network and local, are already
identified with NBC than with all other
broadcasters.

Here are highlight outlines of these
stations . . . leaders in sight, as they are
in sound.

WNBT—New York

Focal point of America’s first television
network, WNBT’s history is practically
the history of Ainerican television since
its inception. Starting in 1928 under the
experimental call letters W2XBS, this

pioneer New York station was the first
practical outgrowth of RCA’s famous lab-
oratory discoveries in the field of video.
By 1933 the kinescope and iconoscope
had both heen introduced by RCA, and
with them came the first all-electronic
system of television—the system now
in use in all practical television broad-
casting. By January, 1937, W2XBS was
telecasting programs with a scanning
linage of 411 per frame. and that
same month saw the station’s first mo-
bile unit on the streets of New York.
By 1941 commercial telecasting had
begun under the new call letters,
WNBT—with four advertisers standing
the cost of programs with 525-line pic-
tures. It was the first commercial tele-
vision license granted by the FCC—and
the first time a television rate card had

ever been published. Today, WNBT

broadcasts lelevision’s finest program-
ming to NBC's seven-station East Coast
Network, sports 25 national and local ad-
vertisers, puts 28 elecast hours per week
on the air, and has recently opened for
regular operation the largest and most
modern television studio in the world.

WPTZ —Philadelphia

Back in 1932, WPTZ began television
broadcasting in Philadelphia as an ex-
perimental station—W3XE. Nine years
later, under the call letters, WPTZ, it re-
ceived its license for commercial tele-
vision, built a radio relay system to New
York, and started chain television broad-
casting of programs received from that
origination point. Last year a reverse re-
lay system was installed, permitting Phil-
adelphia-originated shows to be relayed
to New York and farther north. With six-
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A view of NBC's new Radio City studio, 8G, recently opened as television’s finest production unit.

teen years of television experience, and
the first Lelevision station in Philadelphia.
WPTZ covers an area wilh a potential
audience of 3,306.000 viewers. Over
thirty-five thousand sets are already
installed in greater Philadelphia—an au-
dience of more than 179,000. Tvpical
commercial “success story”: $24.505
worll of sales for one retailer as the direct
result of six quarter-hour “budget” tele-
vision programs.

WWJ-TV—Detroit

WW], one of America’s pioneer AM sia-
tions. and a member of the original NBC
Network, has again blazed trails in the
Maotor City with its television afhiliate,
WWJ-TV. On the air experimentally in
March of 1947, connmercial operation he-
gan as long ago as June, 1947. WW]-TV
now averages more than thirty-two pro-

gram hours per week with additional
Lwenty hours of test patterns. The number
of sponsors has climbed to twenty-one
and the population served by the fifty
mile picture radius is approximately
4,200,000. In programming, too, WWJ.
TV has pioneered with its organizalion of
local amateur groups into the Television
Amateur Boxing Association. These
groups presen! weekly ring programs
with WWJ-TV underwriting all cosls.
Currently the station is televising two
Tiger haseball games a week and plans
to carry two foothall games per week as
it did last fall. Total set population esti-
mated for the end of this year in the
Detroit region—>50,000.

KSD-TV—St. Louis

The first completely post-war-equipped
television station in America, KSD-TV

began experimental broadcasting Febru-
ary 3. 1947. Now it averages 66 programs
in its 20-hour week and sports 22 current
sponsors. Of St. Louis’s 1,500,000 poten-
tial viewers, over 50.000 are now enjoy-
ing television; KSD-TV, itsel, contrib-
uted $30.000 in its first year to promote
sales of lelevision receivers in its cover-
age area. KSD-TV is firmly entrenched
in the St. Louis picture; several pro-
erams each week are devoted to discover-
ing and developing local 1alent, arrange-
ments have been made with the local
school hoard and colleges for educational
features and permission has been ob-
tained to telecast all sports, including
major league baseball, with the single
exception of professional boxing.

WNBW—-Washington

The Capital District’s first television sta-



This month, Gertrude Lawrence delighted critics and
her brilliant starring role in George Bernard Shaw's “Grgﬁ Cutheririe

iences with
gier

cameras ten years ago i
with scenes from “Susan and God.”

Miss Lawrence first pl(':yed héI’drp"NBC's

ne, 1938,

tion—WNBW —Dhegan experimental tele-
casting in June, 1947, and was licensed
for commercial operations the following
Deccember—the first post-war commercial
television license granted by the FCC.
Network video origination point for all-
important political events, WNBW has
fed ten such to NBC’s television network
since the first of the year and broadcast
many more in the Capitol area. With an
average viewing radius of 35 miles in all
directions from Washinglon, this NBC-
owned station has a staff of 40 people, 5
tmage orthicon cameras, a fully equipped
mobile unit, and facilities for botlt 16 mm.
and 35 mm. film service (the only video
station in Washington with both). Twen-
ly-nine national and local advertisers
already sponsor a substantial portion of
WANBW’s 84 time segments and 47 regu-

lar programs per week.
WTMJ-TV—Milwaukee

Eighteen vears ago—in 1930—WTM]-
TV, Milwaukee. began broadcasting ex-
perimentallv. In December, 1947, com-
mercial telecasting began. And now
WTMJ-TV is transmitting an average of
50 programs a wcek to Milwaukee’s
42,300 viewers. Thetelevision fare offered
has amazing varietv—from yacht regat-
las to spelling bees. from teen-age pro-
grams to lobby interviews, all with an
eye to luring Milwaukee’s 940.728 poten-
tial viewers. From WTMI-TV’s 23 cur-
rent SpONsors come many success stories.
A local departnient store dragged 300
viewers o ils cosmetic counter after only
one announcement offering a sample
lipstick.

WLWT—Cincinnati, WLWD—Dayton,
WLWC—Columbus

When WLWT recently held open house
at its “Mount Olympus” studios. more
than 32,000 visitors swarmed up the hill
to see what was going on. What they saw
was one of Lhe country’s most advanced
television stations. Located in Cincin-
nati’s rich (over $£971.000,000) market
with 1,330,400 potential viewers, WLWT
is now delivering between 25 and 30
hours of programs; and that after only
three months of operation. In addition
to programs ol national significance,
through NBC films, WLWT plans strong
emphasis on local programs. To this end,
they have facilities for taking and speed-
developing film, a microwave (ransmitter
for on-the-spot coverage, and a 300.000



Programs

Top facilities would mean nothing without programs—and in tele-

vision, too, NBC means America’s No. 1 shows ... whatever most people

watch and listen to most. Regularly scheduled dramatic programs range from musical

comedy to melodrama, from classic tragedy to mystery . . . featured news

vrograms are supplemented by spot news and special events pickups . . . variety shows are building

new names and new acts—and are furnishing today’s top showcase for vaudeville's

great . . . sports are beamed to NBC viewers by television’s most experienced teams of

able sportscasters, engineers and technicians . .

. music turns from the full

mag:ficence of the NBC Symphony to the bright rhythms of swing trios . . . children are

endlessly delighted by programs featured regularly for them alone. These, and the

whole expanding scope of television entertainment, are on NBC, now, in 1948.
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cu. ft. studio sound stage, which Variety
has compared to a Hollwood studio lot.
WLWD in Dayton, with a polential view-
ing audience of 339.000 and WLWC,
Columbus, with a potential of 803,000,
are projected for commercial operation
October 1. These two new stations, tied in
with WLWT, will form a strong local net-
work with close to 3,000,000 potential
viewers in a combined two billion dollar
market.

WRGB — Schenectady

One of the nation’s pioneer slations in
television. WRGB continuously developed
new techniques of production and stag-
ing in video even during the war years.
And ample time was given for these many
sided developments—for though WRGB
began experimental telecasting in Nov-
ember. 1939, that station started com-

mercial operations only in December,
1947. Present viewing audience: 28.000:
polential viewing audience: a half mil-
lion. Averaging 68 programs and 39
hours of telecasting a week (plus test
pattern time) this deservedly famed sta-
tion of the tri-city area operated the first
television relay in the United States,
originated outstanding new lechniques in
video. conducts ambitious auditions for
new talent. and tops off its commercial
endeavors by pulling customers from a
50-mile radius.

KDYL-TV—Salt Lake City
By April's end. NBC-affiliated television

reached its westernmost operating point
when KDYL. Salt Lake Citv. started ex-
perimental telecasting (April 19) under
the call letters. WOXIS. With mid-May
set for the beginning of commercial

operations under the call letters, KDYL-
TV, the Utah station currently telecasts
nine hours per week and will soon in-
crease its weekly schedule to fourteen or
more hours. Located in a valley, sur-
rounded by the Wasatch Mountains, this
stalion’s television coverage includes a
twenty mile radius of rich territory with a
concentrated and prosperous population.

WBAL-TV—Baltimore

WBAL-TV broadcast its first experimen-
tal signal in Baltimore, February 20. In
March it went on the air commercially.
With less than two months of operation
under its belt. but with 37 sponsors al-
ready, WBAL-TV is luring Baltimore’s
32,200 viewers with an average of 77 tele-
vision programs during a week’s 66 hours
on the air. The nation’s sixth largest
market. Baltimore itself has a potential



Originations

Network broadcasting not only offers viewers a full variety of program types, but

adds a wide choice of program sources. Just as NBC broadcasters have for twenty-two years

proven to be first in radio, so NBC stations are America’s first in lelevision operating experience

and programming showmanship. Whether from today’s great talent centers of New York,

Hollywood and Chicago, from the news center of Washington or from any point on the

network, top programs and important events wherever they occur in network cities are

available to audiences of NBC Television—now, in 1948.
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viewing audience of 1.200.000. WBAL-
TV regularly programs NBC network
shows; it is now carrying on a mass tal-
ent search for local programs. having au-
ditioned 750 Baltimorians so far.

KSTP-TV—S5t. Paul

KSTP-TV began experimental broadcasts
in June of 1939 and commercial telecast-
ing a month ago. Now broadcasting an
average of 56 programs per week on a
23-hour schedule lo Minneapolis and St.
Paul’s 30,000 viewers, KSTP-TV esti-
mates the television audience will grow to
135.000 hy the end of 1948. a large slice
of the 2.000.000 potential. Currently.
there are 14 sponsors picking up the chit
on KSTP-TV. Regularly scheduled tele-
casts of Minneapolis baseball games are
now being enjoyed by KSTP-TV viewers.

WTVR—Richmond

WTVR recently—April 22 of this year—
began commercial operation with five
hours of continuous broadcasts. Opening
night parties were arranged in dealers’
establishments. department stores and
private homes throughout Richmond and,
as a result. an estimated 30.000 viewers
watched the first programs. Over 1,000
sets have already been sold in the area
and orders are pouring in. Now WTVR
is scrvicing Richmond set owners with
12-13 hours of programming each week,
with additional programs planned for the
near future.

WBZ-TV—Boston

The Hub will have its first television sta-
tion this month. when WBZ.TV goes on
the air with a regular series of programs.

It will beam its sight-and-sound enter-
tainment in the field of drama. news,
sports and special events to a potential
audience of three million viewers in its
14 millivolt contour area. WBZ-TV boasts
a 656 foot tower; a seven-relay AT&T
microwave system for network program-
ming to and from other stations of NBC’s
East Coast Television Network; a well
trained staff of technicians and producers.
and actual experience in experimental
telecasting to the network. Greater Boston
reverberated this month with the sta-
lion’s ambitious talent hunt, and video set
dealers are primed for action. Rate cards
were released two weeks ago.

KOB-TV—Albuquerque
Deep in the great Southwest, KOB-TV is

already buzzing with television prepara-
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Boston beamed to NBC. Origination is Boro
Fish Pier.

PHILADELPHIA—The Army-Navy game of 1947 is
televised from Philadelphia’s municipal stadium

tions. All equipment is now on hand for
studio and remote programming. and ex-
perimental studio production starts this
month. Actual transmitting operations
will lie a fact by the end of the summer.
Already in possession of a commercial
license, this New Mexico NBC affiliate
will telecast to a potential viewing audi-
ence of more than 150,000 even in that
arca of comparatively sparse population.
Explanation: transmitting station will be
moved before long to an 11,000 ft. Sandia
Mountain peak, affording a 100-mile line
of sight in all directions.

WRTV—New Orleans

What promises 1o be one of the most
colorfully-programmedtelevisionstations
in the country, WRTV. New Orleans,
plans 10 go on the air experimentally in
the fall of 1948. Commercial operation

will begin in January, 1949—in time for
the Mardi Gras. New Orleans offers a
wealth of 1alent sources which will be
thoroughly pictured by WRTV.

WBEN-TV—Buffalo

From the highest point in Buffalo,
WBEN-TV has been transmitting experi-
mentally since February 2, commercially
since May 14. Already it is broadcasting
14 to 16 hours of television programs
every week to Buffalo viewers. Two thirds
of the programs are studio or film-orig-
inated with the accent on drama. using
local talent. The rest is on-the-spot tele-
vision relaved with the use of completely
equipped RCA field trucks. Soon,
WBEN-TV plans added hours of tele-
casting as the number of viewers in

Buflalo’s 1,000,000+ potential grows.

WSPD-TV—Toledo

In June WSPD-TV bLegins commercial
telecasting to the Toledo region’s 400.000
potential viewers. The signal delivered
from its 550 foot tower will service north-
western Ohio and southern Michigan’s
rich industrial and rural area. Intensive
local sports coverage is planned; the
American Association home games have
already been sold commercially. For its
local programs WSPD-TV has gathered
together a complete staff of trained, ex-
perienced personnel and the latest in
video equipment.

WBAP-TV—Fort Worth

Deep in the Heart of Texas, WBAP-TV
expects to bring television to the Fort
Worth and Dallas areas by August 15th—
first experimentally and one month later



As Maestro Toscanini, inlhi; second memorable concert over NBC Television, appearea
to.some 370,000 viewers in the New York, Washington, Philadelphia,
Baltimore and Schenectady areas. (The program: Beethoven’s Ninth Symphony.)

on a conunercial basis. The potential
population to be served is 860.000. A
special ground floor television huilding
is now under construction. The main
ground floor studio, measuring 43 by 85
feet, will be of a unique drive-through de-
sign so that it will be possible to televise
under lights the passing of a parade right
through the studio. Horses, cattle and
automobiles will be driven through
WBAP-TV’s specially designed western
style studio. Two additional studios are
planned for more formal programs. The
accent in the WBAP-TV picture will be
on action the Texas way and plans for
local talent are well matured. Rising 502
feet in the air, the antenna will be midway
between Dallas and Fort Worth and will
also be the tallest point between the two
cilies. Since it is of the sectionalized type,

should the antenna not be tall enough, it
will be hoisted to 800 feet.

WNBQ — Chicago

Key station of NBC’s mid-western tele-
vision network. WNBQ will be one of the
most important video outlets in the na-
tion when it comes on the air early in
September. Shortly after its debut the
Chicago station will be linked with
WTMJ-TV, Milwaukee; KSD-TV, St.
Louis and WWJ-TV, Detroit. These sta-
tions will form the nucleus of the net-
work serving the vast middle weslern
region. Eventually they will be linked
with NBC’s East Coast network in another
step toward transcontinental lelevision
service. WNBQ’s transmitter and antenna
will Le located on the Civic Opera Build-
ing, a Chicago skyline landmark. The

entire Chicago engineering personnel has
been through a basic television course
and a plan is under way whereby WNBQ
will exchange production and engineer.
ing members with WNBT, New York, to
gain still more experience. Commercial
operation of WNBQ is set for October,
1948.

WDEL-TV—Wilmington

Experimental operation by November 15
and commercial broadcasting by Christ-
mas are in store for WDEL-TV in Wil
mington. A heavy promolion campaign,
using newspapers, billboards and dealer
cooperation. is projected for early Fall.
That television interest is already high is
indicated by rapidly increasing receiver
sales among the area’s 1,730,000 poten-
t1al viewers.




WIJAR-TV—Providence

With its transmitter located at Rehoboth,
Massachusetts, WJAR-TV, Providence,
will be on the air by the Fall of this year,
covering a highly industrialized area with
a busy potential viewing population of
1,700,000 ranging through Rhode Island
and Massachusetts. This station will make
communications history in Rhode Island
for the second time when it starts tele-
vision broadcasting—in 1924 its parent
station, WJAR, together with two other
out-of-state stations. took the first com-
mercially sponsored program to be broad-
cast on a network basis.

WMCT—Memphis -

With the prospect of experimental broad-
casting in August and commercial opera-
tion in November, WMCT has already
begun an intensive campaign to promote
television in Memphis. For the Cotton
Carnival, the week of May 10. a large
scale demonstration of direct wire tele-
vision was staged in Memphis’ historic
Court Square. An estimated 750,000
watched this preview of television. By
January, 1949, it is expected that three to
four thousand video sets will be in
use in WMCT’s coverage area.

KNBH —Los Angeles
KNBH, NBC'’s Owned and Operated sta-

tion in Los Angeles and Hollywood. glam-
our center of the nation, isspeedingtoward
operation. Experimental telecasting will
begin this summer, with an outstanding
schedule of commercial and feature pro-
grams planned to start in the fall. Located
5.600 feet above the Pacific on famed Mt.
Wilson, the KNBH transmitter will flash
images to one of America's greatest pop-
ulation centers—some 3,900,000 in the
Los Angeles area with another 1,000,000
potential viewers between San Diego to
the south and Santa Barbara to the north.
By its very location KNBH will be one of
the leading television stations of the na-
tion. In the heart of a great industrial
center leading in agriculture. petroleum,
aircraft production, motion pictures, fash-
ions, fishing and tourist trafic, KNBH
will not lack for local and national spon-
sors. At the same time KNBH will be able
to draw from the greatest talent reservoir
in the world—the thousands of Holly-
wood stars of today and tomorrow and
all the experts in writing, production,
lighting and photography. From all these
sources NBC will originate programs for,
in the beginning, a Southern California
audience; shortly after that. a Pacific
Coast audience; and eventually a coast-

to-coast audience.

WNBK—Cleveland
WNBK, NBC’s Owned and Operated tele-

vision station in Cleveland. Ohio, will
serve as the network’s video anchor be-
tween the East Coast and the Middle
West. One of the most important Great
Lake Metropolitan regions, Cleveland
will have much to offer the eventual East-
ern-Middle Western network and WNBK
will prove an important origination point
for many programs of national interest.
Plans call for WNBK to be on the air dur-
ing December, 1948, serving the largest
urban population in the state of Ohio. To
greet WNBK, it is expected there will be
23.000 telzvision receivers in operation
in the Cleveland area by the end of 1948.

WIAC-TV—Johnstown

WJAC-TV promises to flood Johnstown
once again—this time with great enter-
tainment. A 165 ft. antenna will be
erected at a 2.700 ft. site on Laurel Ridge
near Johnstown, and broadcasts will be
made on channel 13. with a radiated po-
er of 29,400 watts on pictures, 2,800 on
sound. The transmitter and other neces-
sary equipment have been purchased
from RCA, and the station is now in the
stage of technical planning. Potential
viewing audience: 198,000.

WOW-TV—Omaha

Plans have been drawn for the most mod-
ern video studios in a new building and
WOW engineers have been training for
television for months with the finest of
technical equipment. The production staff
of the new station has also been under-
going extensive training. Experimental
telecasts from cameras to receivers via
cable have included all types of sports,
variety, comedy. news and the gamut of
programming. WOW-TV expects to serve
a sixty-five mile radius about Omaha in
which there are 200,000 city and farm
families.

WBRC-TV—Birmingham
WBRC-TV expects to begin experimental

operation in October, with commercial
telecasting slated for the end of the year.
The studio-transmitter location is consid-
ered to be one of the best in the country—
atop Red Monntain. For its coverage
potential of close to a million persons.
WBRC-TV plans a heavy schedule of re-
mote telecasts and sports. In anticipation
of its debut, distributors in the area are
already collecting large stocks of video
receivers.

WGAL-TV—Lancaster

November 15, 19148, is the date set for the
first test operations of WGAL-TV, Lan-
caster, Pennsylvania. In time to make pic-
torial Christmas presents to viewers of
the Lancaster region, this station will be
operating on a commercial basis as an
NBC affiliate. The estimated viewing au-
dience will be nearly 600,000. During the
summer general talent auditions will be
held and plans will go speedily forward
for a variety of broadcasts. including
tele-pick-ups of collegiate, cultural and
sporting events, city symphony orchestra.
baseball and nationally famed cattle auc-
tions.

WAVE-TV—Llouisville

WAVE-TV will be on the air commer-
cially vithin one month after it starts
experimentally September 1, with full
response from all quarters in the Louis-
ville area—whose potential television au-
dience nudges 600.000. By the end of
April all necessary equipment was on
hand with the exception of the tower,
antenna and micro-wave relay facilities.

KRON-TV—San Francisco

Before the end of 1948, NBC’s San Fran-
cisco television affiliate, KRON.TV, will
be completed and on the air. Assigned
to channel 4, its programs will be avail-
able to a potential viewing audience of
two and a half million people in the
San Francisco metropolitan area. Coaxial
cable facilities are already under con-
struction along the West Coast to link
up this San Francisco station with NBC-
owned KNBH in Los Angeles and with
other television station points along the
coast. And by 1950 KRON-TV will see
coast-to-coast television over NBC’s na-
tional video network. Transmitter loca-
tion: San Bruno Mountain. Owner of
station: San Francisco Chronicle.

WSB-TV— Atlanta

Plans of the Atlanta Journal, owners of
WSB. include a new transmitter building
for WSB-TV now being erected at the
studio site. An especially designed thirty-
by-fifty foot studio is also under con-
struction. RCA equipment is being used
throughout the transmitter building and
studio. Both the engineering and produc-
tion personnel of WSB-TV have been
training in television for the past two
years. When WSB-TV goes on the air in
the fall of 1948 they will be ready to bring
to the viewers of the great Atlanta area a
complete television schedule of drama,
sports, special events and remote pickups.



To viewers, the excitement of great programs. ..
To advertisers, television’s greatest audiences. ..
To affiliates, America’s No. 1 Television Network. ...
To the industry, the standard of sight-and-sound

broadcasting today ...
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Omaha, crossroads of
the nation, claims the head-
quarters of the UNION PACIFIC,
the BIG railroad in the West. And
serving the Middle West with the Union
Pacific is the BIG radio station, KFAB. To cover
a BIG market, in a BIG areq, in a BIG way, use
the BIG Mid-west radio station, KFAB.

50,000 WATTS

KFAB

@mﬁ&”n&aféﬁoﬂ
OMAHA, NEBRASKA

Represented by  FREE & PETERS, INC. General Manager, HARRY BURKE
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STATIONS

SERVE 5 MARKETS

. . EFFICIENTLY-ECONOMICALLY!
B IR Knoxville, Tenn.

(ABC)

WLAP Lexington, Ky.

- (ABCO)

WMOB Mobile, Ala.

(ABC)

CMI1 Ashland, Ky.

(CBS)

| Huntington,W.Va.
F D A Amarillo, Tex.

(ABC)

S U O O S S S S O BN B S5 N N AR A

These Stations Serve The Advertiser
Best by Serving The Listener First

We realize that programs are our end prod-
uct and that each show should be designed
to recruit the maximum number of listeners.
The audience is the object of our operation
because the audience is what the advertiser
buys. That’s why we say “The NUNN Sta-
tions serve the advertiser best by serving
the listener first.”

Each of the Nunn Stations gives the needed
coverage in the basic, populous areas of their
respective markets. Let them “‘penetrate the
potential” on a low cost per listener basis.

£ o o o o A A O S

THE NUNN STATIONS

OWNED AND OPERATED BY GILMORE N. NUNN
AND J. LINDSAY NUNN
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STUDENTS LEARN BY RADIO

Formation and Operation of FM School of the Air
In Upper New York Described

By LANSING B. LINDQUIST

Coordinator of Television and FM, WSYR Syracuse, New York,
Empire State FM School of the Air

EMPIRE State FM School of the Air, the first FM network set up to
serve public and parochial schools, is operating successfully in five

Upstate New York cities, with at least two more to be added shortly.
The network operates entirely on an air-line, re-broadcast basis,

with WWHG Hornell; WKNP
Corning; WHFM Rochester;
WSYR-FM Syracuse and WIBX-
FM Utica now participating. Soon
to join are WKRT-FM Cortland
and WHLD-FM Niagara Falls.

The Empire State Group first be-
came interested in school program-
ming when the Rochester School of
the Air moved from WHAM to
WHFM in September 1947. Paul C.
Reed, head of Radio-Visual Edu-
cation for the Rochester Public
Schools, has seen the program
through a long and distinguished
record of service.

WSYR-FM had already made
plans to supply schools with FM-
AM radios, and when the Empire
State Group heard of the Rochester
School, we began to see possibilities
in a network schools program. In
Rochester, the Kiwanis Club gave
about 135 radios to schools. In
Syracuse, Harry C. Wilder, pres-
ident of WSYR, gave about 70 sets,
and this, added to gifts by the
Junior League and others, brought
the total of FM-AM receivers in
the schools to about 120. Similar
plans went forward in Utica and
Hornell, and are moving forward
in other cities within reach of the
relayed programs. According to
Fred C. Jibson, head of the public
relations department of the Syra-
cuse Public Schools, approximately
7,000 children listen in classrooms
to each broadeast in Syracuse.

First Meeting

We called a meeting early in
December, after the first Empire
State FM School broadcast was
actually made Dec. 1 to outline pos-
sibilities and discuss problems. Ed-
ucators and broadcasters from the
entire Upstate area were in at-
tendance. We urged broadeasters
to hold the school time of 1:30-2:00
p.m. safe from sale indefinitely,
so that long-range plans could be
made. Mr. Reed and Max U. Bild-
ersee of the New York State Edu-
cation Department urged educators
to accept their responsibilities for
programming, and Kenneth Bart-
lett, director of Syracuse U. Radio
Workshop, outlined tentative plans
for a summer school for teachers
at the university. This course, now
well organized, will instruct teach-
ers both in utilization and produc-
tion.

A  Steering Committee was
named to be responsible for sched-
uling, liaison between stations and
school systems, and conformance
with curriculm.

The committee quickly saw that
educational radio programs for
classroom use imposed a double
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burden on broadcasters. Programs
are now planned by educators in
the public school systems. As far
as possible, they are broadcast by
teachers. As broadcasters, we have
the responsibility for facilities, and
to see that air shows meet Lroad-
cast standards of quality.

We are now working out a sys-
tem whereby to determine the num-
ber of students are listening to
each broadcast. Of the nine shows
now on the schedule, four come
from Rochester, three from Syra-
cuse, and one from Utica. The ninth
program is produced locally except
when the Rochester Civie Or-
chestra presents a special -chil-
dren’s concert, which is on the net-
work. The service runs five days
a week for a half-hour a day. As
our chain expands each new area
will contribute programs, lessening
the producing activity in any one
community.

Claiming a “first” in these fast-
moving radio days is risky busi-
ness. But we feel that here in Up-
state New York we have the first
large-scale development of in-class-
room radio on a network basis. It
is successful, and will continue to be
so, as long as it continues on the
firm base of cooperation between
broadcasters and school authorities.
No one is willing to take credit for
creating the idea. It seemed to oc-
cur to at least four people simul-
taneously. No member of the co-
operative effort has time to worry
about the identity of the originator.
We are all too busy keeping ahead
of the time demands!

BETWEEN two lovelies is Bob Mason,
WMRN Marion,
Ohio, smiling happily over the station's
“Weekend at the Waldorf"” contest. Ar-
line Marie Davis (r}, contest winner, was

general manager of

chosen the area’s most outstanding senior
girl. She and her mother received an
all-expense trip to New York, a suvite at
the Waldorf-Astoria, and Easter outfits,
On the left is Carol Reed, one of Ma-
demoiselle Magazine's fashion editors
who was chairman of judges for the

WMRN contest.

Telecasting



IN COMBINATION DELIVER
1,156,920 RADIO HOMES
... AT ONE PRICE

The largest billboard campaign in the Pasadena area will promote one of the best buys in the quality Los
Angeles market . . . the combination buy of KAGH and KAGH-FM. Both stations promote FM. The one
objective in FM programming is to produce programs so fine that the listener will feel he's missing some-
thing unless he's listening on FM. Here's how this combination works . . .

In the great migration West much

KAGH and KAGH-FM cover the

MARKE‘ quality Los Angeles market. L.A. f of today's population in the Los

is the nation’s third largest mar- ::,::h,:,w‘:: °un':"::ml°t:1§::ﬁ,?
ket for retail sales totalling $2.660,866,000 (Sales KAGH-FM reqularly salutes other U.S. cities and for.
Management. 1947). Effective buying income eign countries in hour-long shows. Transcribed salutes
per family is $4.131 . . . well over the national are received in return. So fine are these programs
average. that even Prime Minister de Valera spoke during the

Irish salute, followed by songs by John McCormack
and music by the Irish Symphony.

Integrated promotion of KAGH
and KAGH-FM will include the
most forceful billboard and
newspaper campaign in the area. Arrange-

KAGH and KAGH-FM in D v
combination today have sur- =
prisingly low rates. Together,

ments are under way with outstanding stars they offer a valuable sales opportunity in

of West Coast radio and movies to appear the nation’s third market. Ask about our

before the KAGH and KAGH-FM micro- national spot and local successes. Write,
__phones. wire or call.

Erm=iiz ——RADIO CITY ON A RANCH — Even station facilities are part of our FM promotion.
Studios are on a western show place-—the sweepingly beautiful Hastings Ranch.

RACH - KACH-I'M

LUCKY 1300 KC 1000 WATTS — 98.3 MC  CENTER OF THE DIAL CHANNEL 252

«

Pasadena 1, California
JOHN R.RIDER, Mgr.




AUSTRALIA

By W. P. GOODWIN

BROADCASTING of debates of
the Parliament of Australia have
been of far-reaching importance.

Previgus to inauguration of the
broadcasts July 10, 1946, the Parlia-
ment transacted its business in se-
clusion jat Canberra, the national
capital. |Canberra is far removed
from thle state capital cities, and
only a |small proportion of Aus-
tralians| have opportunities to visit
it, and [then usually when Parlia-
ment is fin recess. Public knowledge
of its jloings, therefore, was for
the avdrage citizen of necessity
largely |confined to newspaper re-
ports, l:ondensed by space con-
sideratipns and selected according
'to newF values and newspaper
policy. |

By ‘every vote of farm folks, WIBW ranks as
the |primary* favorite. Personal interviews from
one|end of the state to the other reaffirm this by
Lverwhelming majority, year after year.

an

Men, women and children voice such outspoken

Parliament Broadcasts a Success

Now, the sittings of Australia’s
legislators are projected right into
the homes of the great majority
of Australians, for there is one
radio listening set for about every
four persons.

Of the success of the venture
there can be little doubt. The peo-
ple’s appreciation both of the en-
tertainment value of the broad-
casts and of the opportunity they
afford for wider knowledge of
what so closely concerns them was
shown by a Gallup poll taken last
October. This disclosed that six out
of every ten persons had listened
in at least once to the current
parliamentary session. Answers to
the question, “Do you think broad-
casting from Parliament should be
continued. reduced or stopped?”’ re-
vealed that 64% favored continu-

opinions as, “They're our kind of folks”; “WIBW
has never given us a bum steer”; and “They're

|

|
* first, Itbat is, son!

|

ance, 5% reduction, 15% cessa-
tion, and 16% had no opinion.

What amounts to a practically
unlimited enlargement of the public
gallery of the Australian Parlia-
ment followed careful inquiry by
a special Parliamentary broad-
casting committee, which was able
to avail itself of the experience of
Australia’s sister dominion, New
Zealand, where the national Parlia-
ment has been on the air with
public approval since 1936. The
New Zealand debates quickly be-
came popular.

Channels Limited

In presenting the Parliament
broadcasts the Australian Broad-
casting Commission experienced
difficulties, not the least of which
was the limitation of available
broadcasting channels. This left no

always one jump ahead with the newest, most
helpful farm service and information”.

Because of this widespread acceptance, it’s easy

to sce why WIBW gets such consistent results—
why it's the primary* favorite of advertisers, too.

W T

Rep.: CAPPER PUBLICATIONS, Inc.

imjlies of Agriculture . .

LN ET AT

BEN LUDY
Gen. Mgr.
WIBW-KCKN

|
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|

|
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BROADCASTS of proceedings of
Australian Parliament, inaugurat-
ed less than two years ago, not
only have proved successful from
a technical standpoint but have
been of far-reaching importance in
bringing the commonwealth’s law-
making activities into the homes
of Australian citizens. This is the
conclusion presented in the accom-
panying article by W. P. Goodwin,
of the Australian News and In-
formation Bureau.

alternative to some curtailment of
existing programs.

The Australian broadcasting sys-
tem comprises two networks of the
Australian Broadcasting Commis-
sion—and 100 other stations be-
longing to commercial interests.
A.B.C., or national, programs con-
tain no advertising and provide
alternative programs for different
groups of listeners. They are fi-
nanced from the proceeds of li-
cense fees. A pound ($3.20) a year
is charged for a single set, ten
shillings ($1.60) a year for each
additional set.

Commercial stations, on the oth-
er hand, derive their revenue from
advertisements broadeast during
programs. One of Australia’s na-
tional networks was complete be-
fore the war intervened. The other
reaches only the capital cities and
Newecastle, the iron and coal cen-
ter in New South Wales. It was
decided to limit Parliamentary
broadcasts to the uncompleted net-
work in order to avoid interrupt-
ing, when Parliament is sitting, the
broadecasting of many services to
people in country districts. Never-
theless, this network reaches fully
two-thirds of electors.

Control of the broadcasting of
Parliament is vested in a commit-
tee of six members, including the
president of the Senate and the
speaker of the House of Represent-
atives. The Senate having only 36
members, compared with 75 in the
House, its sittings occupy consid-
erably less time. When only the
House or the Senate is sitting, the
whole of its debates goes over the
air. When both Houses are sitting
simultaneously, the committee al-
locates broadcasting time between
them.

Technical Setup

Special equipment had to be in-
stalled before the Parliament
broadecasts could be launched. Tiers
of microphones were set up, look-
ing not unlike miniature captive
balloon barrages. From a sound-
proof control room built in a corner,
the whole of the Chamber is visible
and here the amplifying equipment
is accommodated. A total of 26
microphones—11 in the Senate, 13
in the House of Representatives
and one in each of the two control
rooms for the announcers-—com-
pleted the job.

The microphone switching keys
and faders are mounted on con-
trol panels, inscribed with a dia-

(Continued on page 92)
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We’ve got more peaches
than the whole

Page 9

g

We don’t want to talk anybody down. But there's

| o legend about peaches that needs righting.

Spartanburg County shipped 6,342 carloads of
peaches last year—a $5,000,000 crop. More
than were shipped by the whole state of Georgia!

But the wealth of the Piedmont isn’t in the land
alone. Textiles, farm machinery, wood
processing and other industries balance the

WSPA-Piedmont’s billion-dollar economy.

It’s not surprising, then, that when the
Piedmont people go to market they’ve got
$1,054,811,000 to spend.

And for the last 19 years they’ve

P
2Rsen
Wseh

SPARTANBURG
SOUTH CAROLINA

gone to market over WSPA,
South Carolina’s oldest station,
dominant in 17 counties of the

Carolina Piedmont.

Represented by Hollingbery
Roger W, Shaffer, Man. Dir.
Guy Vaughan, Jr., Sls. Mgr.
CBS Station for the Spartanburg-Greenvilie Market

® May 17, 1948

| seating accommodations

Australia Radio
(Continued from page 90)
grammatic plan of the members’
in each
~hamber. The operator switches on
the appropriate mierophone when

a member rises to speak.
The distance of any member
from the nearest microphone varies

| from about three to twelve feet,

and the system must be capable of
sperating satisfactorily from wide-
ly varving microphone levels. Dise-
recording equipment is provided,
and “Question Time” session, with
which both Houses usually begin
their day’s sittings, are recorded
and rebroadcast at 7:30 that even-
ing, when audiences are normally
greatest.

“Question Time” consists of a
maximum of one hour daily, dur-
ing which members may address
questions without notice to any
member of the Government.

Each broadcast is prefaced and
concluded by a short summary of
proceedings by an announcer of
wide Parliamentary experience,
and the names of speakers are in-
terposed at appropriate moments,
as well as occasional short ex-
planations of procedure.

Because of the fuller and more
balanced information received
through the Parliament broadcasts

| many more people are now gaining

a far wider knowledge of affairs

of public importance. This must
gradually reflect itself in sounder
judgment, since there is clear evi-
dence of awakening public interest
in Australia in much that was
formerly remote or taken for grant-
ed.

Speeches Better Now

On the side of Parliament, too,
the broadcasting of debates has
had an appreciable effect. Not only
has it meant greater care in the
preparation of speeches, but it has
tended to stimulate particular keen-
ness on the part of members, when
the red lights show that the House
is on the air. Members are un-
doubtedly conscious that they now
address an infinitely greater au-
dience.

Tangible proof that the broad-
casts are effective is afforded by
streams of telegrams to members
while debates are in progress.

The tendency has been for mem-
bers to shorten their speeches, to
make them clearer and more to
the point, and generally to im-
prove their content.

For the first time in Australian
history. broadcasting has made the
personality, voice and manner of
speech of each representative fa-
miliar to all who desire to listen.
It is certain that whatever its
ultimate outcome, the broadcasting
of Parliamentary debates in Aus-
tralia has come to stay.

CALL CUES

More Backgrounds
On Call Letters

IN BROOKLYN it’s “botl”; in Houston it's KATL. Call letters pho-
netically pronouncing ‘‘cattle” were considered appropriate for the
station because of its location—Houston County, “the largest cattle-
shipping county in the U. 8.” The quotes are those of Fred Weber, who

with W. H. Talbot, King Robinson
and E. A. Stephens, comprise Texas
Broadcasters, owners of KATL.

In BROADCASTING’S quest for the
story behind the call, several more
interesting call letter histories in
addition to KATL have arrived in
the mails. For instance, there is
KOPR Butte, in the copper coun-
try, still in the phonetic vein.

Tom Watson Jr., general mana-
ger of WSWN Belle Glade, Fla,
comes through with a delightfully
original angle to the call letter
story. “When the FCC set aside
WSWN for the Seminole Broad-
casting Co.s 1000-watter here in
rural South Florida, company
heads were frankly stumped for
a slogan utilizing the assigned call
letters. It remained for Chief En-
zineer ‘Curly’ Clemans to solve the
problem. He took his first look at

| this wealth-producing but admitted-
!'ly monotonous muckland, ground

his teeth on his corncob pipe and

| grunted, “Humpf! WSWN for my

money means ‘Why Sherman Went
North. Even Georgia looks bet-
ter!”

KLIX Twin Falls, Idaho, thinks
its call is the “most merchandisable
in the business,” according to
Frank C. MclIntyre, general mana-

BROADCASTING o

—

ger. At station breaks, the station
is referred to as “This is CLICKS
K-L-I-X Twin Falls.” The entire
promotion program is built around
the “clicks” angle—programming
that clicks, coverage that clicks,
ete.

And there are several programs
on KLIX with “clicks” in the titles
—The Clicks Club, Music That
Clicks, Clicks Clock.

Boise has capitalized on the “Gem
State” designation with KGEM, a
fact also gleaned from Mr. Me-
Intyre. From the same source,
BROADCASTING is reminded that B.
J. Parrish in Pine Bluff, Ark, in
the cotton area, has the call KOTN.

“Jack Richards, down at Price,
Utah,” writes Mr. McIntyre, “is
in the heart of a coal producing
area. Some years ago I suggested
he change his call from KEUB to
KOAL.” FCC granted the request.

The call, KOPP, at Ogden, Utah,
is building “into a real factor,”
Mr. McIntyre continues. There are
large traffic cop signs on the high-
ways promoting the letters.

There must be more stories be-
hind the calls. BROADCASTING is in-
terested, so send them along.

Telecasting



FROM THIS DESK oo.™

THE RESULTS OF SOUND CONSULTING ENGINEERING

COMPLETE engineering service from site selection to sig-
nal. Our organization, founded in 1941 as Ring & Clark,

— =
/
O

has made reliability the watch word. Experience in planning,
allocation, construction and design assures minimum outlay for
maximum performance. We irvite your inquiry.

A.D. RING & CO.

CONSULTING RADIO ENGINEERS

MUNSEY BUILDING . . . . . WASHINGTON, D. C.
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1 DRIVER

. standard Westinghouse
FM 3 Transmitter with all features
including ‘‘draw-out”” MO and

MP units.
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2 RECTIFIER
... six 872A tubes, capable

of supplying 5,000 volts to the
plates, are normally operated be-
low 4,000 volts for 10-kw output.



AMPLIFIER
. uses grounded grid tubes. All

operating tuning controls are motor-
driven, operated from control panel.
Rectifier controls are on amplifier con-
trol panel . . . allow for installation
flexibility. Rectifier can be located re-
mote to amplifier.

Complete supervisory control system
for the rectifier and amplifier cubicles
is located on amplifier control panel.

William U. Dent can help you in the
Pacific Coast area

Your Westinghouse Salesman has at his
finger tips complete facilities to help
you with your broadcast problems . . .
from planning to operation. Mr. W. U.
Dent, one of several Westinghouse Sales
Engineers, ably assists him throughout
the Pacific Coast area, plus Alaska and
Hawaii. His 19 years of radio engineer-
ing and supervisory experience with
Westinghouse make him  very well
qualified for this work.

See ourdisplay in booth No. 1
at the NAB, Hotel Biltmore,
Los Angeles, May 17-21.

Safeguards your investment 4 ways . . .

e For future expansion . . . driving unit for the new Westinghouse
50-kw FM.

e Insures basic investment . . . incorporates the Westinghouse 3-kw
FM as its driver cubicle.

o Forestalls obsolescence . . . all key circuits are in two drawers
for immediate replacement to allow for new FM developments.

o Keeps you on the air. .. “On call” Westinghouse service,
nation-wide.

Here are more Westinghouse FM features!

o replace tubes in a matter of seconds

o “finger-tip reach’ for all tubes from FRONT of transmitter

o only one control to adjust output power

o unit cubicle construction

e S. W. R. indicator monitors operating conditions of transmitter
line and antenna.

Your Westinghouse Salesman is anxious to give you the full details

on the new Westinghouse FM 10. Or, write Westinghouse Electric

Corporation, P. O. Box 868, Pittsburgh 30, Pa. J0z2151

’IR:"OFA“ ce®

IN BROADCASTING

Westinshouse

PLANTS IN 25 CITIES . . . .‘ OFFICES EVERYWHERE




MAKING DEMUCRACY WURK New Role for Special Events

By STUART NOVINS

Diréctor of Special Events
BS Pacific Network
FOR

OST stations, inde-
pendenit or network, the day
has departed when the spe-
cial-events man is concerned
only vx1ith fires, floods or dis-
asters.| True, the special
events|reporter must be pre-
pared [to cover this type of
news story but the last few
years have indicated that he
now muyst put most of his effort
into a new kind of radio journal-
ism. Arld this new type of news
coverag% is something that can be
handled| not only hy networks with
the nec¢ssary budgets, but also by
the sniall independent station
working on a narrow expense ac-
count.

What is this new kind of report-
ing that has brought special events
reporting into its own?

In our CBS Pacific Network op-
eration, we have experimented
with several different types of spot
news shows and we find the same
underlying premise applicable to
all.

You can’t wait for spot news to
break; you've got to get out and
create your story.

The station can identify itself
with its own community by putting
its special-events man to work dur-
ing those long intervals between
fires and floods.

Here’s how it has worked out
for us.

Although Columbia has its na-
tional documentary unit, we found

on the West Coast that we had
community problems important to
us but not “national” enough in
scope to warrant a report by the
documentary unit. Consequently,
we set out to supplement the work
done by the New York document-
ary unit. We were faced with the
problem of doing a show of equal
calibre with the network origina-
tions, but on a much smaller budg-
et.

Instead of waiting for some big
story to come to us, we went to the
story., We selected issues that were
important to the people of our
community. We chose from a long
list, those things which we felt
should be clarified in order that
the people of our community might
become aware of them.

THE

Chicago

Charlotte

New York

St. Louis

BRANHAM

Detroit Dallas

Memphis San Francisco

COMPANY

Atlanta

Los Angeles J S0

ﬂﬁ%ﬂ:&ﬁ' ;
Sy RSN

" Mobile, Ala.

Muscle Shoals, Ala.
Hot Springs, Ark.
San Diego, Calif.

We consider the work of prepar-
ing documentary programs a new
kind of radio news coverage. It
is done without editorializing and
without hysteria. We do the re-
search, sift the facts, and put
those facts before the people.

% e s

PERHAPS some good examples are

documentaries produced by our
special events department within
the past year. The first was called,
Menace in White, an expose of il-
legal practice of medicine. It was
a one-man assignment. Our report-
er decided that the best way to
get information was to masquerade
as a patient. For weeks, he went to
different quack doctors as a pa-
tient. Under an assumed name, he
gathered the data that was the
basis for an hour-long dramatic
program.

In this show, because it was
broadcast to the entire western
region of the CBS net, we went
all out with a studio orchestra, a
dramatic cast and all the fixin's.
Obviously, it would be unusual for
an independent station, serving a

A NATIVE of Boston, the author
broke into radio in ’39 with WESX

Salem, Mass.,
joining WEEI
Boston a year

later as head of
news., He entered
the Army in 1942,
rising to captain
after service in
Africa, Italy,
France and Ger-
many. In 1945 he
joined CBS Holly-
wood as writer
and was named
special events director in 1946.
Theatre has been his hobby since
college days at Boston U., where
he graduated in '35. He has spent
11 summers with stock companies
as actor and director.

Mr. Novins

smaller area, to equal the budget
for that show. But the same show
could have been done on a smaller
scale in your own community, by

the use of spoken report, tape re-
cording, or by using an organ in-
stead of the full orchestra.

Another example was our 30-
minute report on the movement of
the 200-inch mirror from Cal Tech
to Mt. Palomar. This particular
show was broadcast over the en-
tire CBS network, but at no great-
er expense or effort than we would
have used if it were a local KNX
broadcast because it, too, was
handled by a single reporter.

Actually, there was very little
of spot news importance in the
movement of the mirror. It was
no niore than a truck carrying a
load of hardware up the side of a
mountain.

But our special events reporter,

Columbus, Ga.
Shreveport, La.
Jackson, Miss.
Cincinnati, Ohio
Oklahoma City, Okla.
Jackson, Tenn.
Knoxville, Tenn.
Memphis, Tenn.
Beaumont, Texas
Corpus Christi, Texas
Corsicana, Texas
Dallas, Texas
Charleston, W Va.
Clarksburg, W Va.
Huntington, W. Va.
Parkersburg, W Va.

(Continued on page 98)
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OCTOBER-FEBRUARY HOOPER

/ FALL-WINTER REPORT
/ MORNINGS AFTERNOONS

(% of sets in use)
Yes, WHBF delivers the daytime audience in the Quad-

P Cities—the largest market in lllinois and lowa outside of
Chicago—over 200,000 urban population—four cities
nestled together forming one market.

; . g0
C\“c:ag
e —
; g o miles £roL. Lowis
\ o S 'E-Yomoma“a e NO

LoCr m\\e’i\' ™ eaptiS cou-

— B0 ailes 0o xely
220 "rom o oden® m
= F

s

VK

ROCK  MOLINE
1SLAND

Les Johnson, V. P. and Gen. Mgr.
Affiliate of Rock Island Argus
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RADIO STATION REPRESENTATIVE
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Making Democracy
(Continued from page 96)

together |with a tape-recorder engi-
neer, spent almost three full days
on this [show. He recorded about
eight hopirs of material, including
interviews with astronomers of Cal
Tech who were able to bring to
popular [imagination the implica-
tion of this Big Eye that could
peer millions of light-years into
space. He recorded the voices of the
workmer] who for eight years or
more had painstakingly ground
away tons of quartz in order to
bring the accuracy of the mirror
to within 2-millionths of an inch.

He recorded a “play-by-play”
descriptipn of the loading of this
delicate jnstrument on the bed of
the truﬂk He talked with almost
every one who had had any con-
nection With the mirror during its
ten year| history. And then, with
the tape{recorder still grinding, he
zovered [the actual movement of
the mirrpr until it arrived safely
at the tqp of the mountain.

The recorded material provided
a good, tight, half-hour show.
* * *

UR most recent venture into

the field of research reporting
was a program that went to a
special lpop of CBS stations in
Arizona [and California. It was
The Last Waterhole, a T5-minute
ocumentary program that used
still a different technique. One of

the biggest issues of controversial
nature in the Southern California-
Arizona area is the question of
water-rights in the Colorado River.

Although the issue was “dyna-
mite,” we felt the people of both
states had been exposed to too
much misinformation. We felt that
a democratic settlement could be
achieved only if the people of both
sides were given the true picture.

Our special events man went
after the story. Again, intensive
research was employed. He went to
Arizona and got their side. He
went to California and got that
side. The program itself was broken
into three portions. The first 50
minutes was a dramatic documen-
tary presentation of the history of
the dispute and a clear objective
report on the contentions of both
disputing parties. This portion was
followed immediately by an unre-
hearsed ad lib debate between rep-
resentatives of Arizona and Cali-
fornia. And the program was ended
with transcribed statements from
both Governor Warren of Cali-
fornia and Governor Osborn of
Arizona.

The reactions indicate there is
a definite place in radio for this
type of reporting. From both Cali-
fornia and Arizona, organizations,
private individuals, official repre-
sentatives and schools and uni-
versities have swamped us with let-
ters of congratulation on the fair-
ness, the objectivity and above all,

LARRY IS THE NAME
Sportscaster in Kansas City
Finds Parents Like It

KCKN Kansas City’s director of
sports, Larry Ray, is proud that
two babies have been named after
him, but has confessed that he
hopes the idea doesn’t spread.

First to take on the nameé was
the infant son of Mr. and Mrs.
James Nauss, Kansas City, Kan.,
who are baseball enthusiasts. The
child was born last August and his
crib was promptly placed close to
the radio so he could hear his god-
father broadcast the Kansas City
Blues games.

Mr. and Mrs. Hershel Dillon,
Kansas City, Mo., also liked base-
ball and listened to Larry Ray’s
play-by-play descriptions all sum-
mer. But it was a football broad-
cast last November, when their
first child was born, that led them
to select the first name, Larry, to

Larry Ray No. I—Larry Nauss—
receives an autographed baseball
from big Larry Ray.

* O ¥ 0*

go with Ray, a family name of
Mrs. Dillon’s.

To each child named after him
big Larry Ray has presented an
autographed baseball.

the “public service to the commun-
ities of both states.”

The climax came when the Gov-
ernor of Arizona proclaimed, of-
ficially, that a day would be set
aside for all the citizens of Ari-
zona to listen to a rebroadcast of
the program. The rebroadcast was
done by transeription from KOY
Phoenix over a special chain of

every station in the state includ-
ing all the networks and independ-
ents.

These are some of the ways that
our special events department has
found to go after a story, instead
of waiting for one to break. They
demonstrate that the special-
events man is a mature reporter
helping to make democracy work.

-

Formerly Colton & Foss, Inc.

WILLIAM L. FOSS,

ELECTRONIC CONSULTANTS

Broadecasting

Public Service Communications
Industrial Heating Tests

Radio and Radar Development

William L. Foss

John A. Moffet

Edmund E. Pendleton
Sampson P. Holland, Jr.

OFFICE and LABORATORY: 927 15th Street N. W., Washington, D. C. REpublic 3883
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IF THE QUALITY IS HERE

RIGH
THEN THE SAME A QUALITY IS HERE, TOO!

SILVER NITRATE PROCESSING OF SUPERIOR QUALITY

GENUINE “VINYLITE' BRAND PLASTIC PRESSINGS

NON-FLEXIBLE

PHONOGRAPH RECORDS

ALLIED RECORD MANUFACTURING (€O.,INC.

HANDLED SPECIALLY

FOR
1041 N. LAS PALMAS AVENUE » HOLLYWOOD 38, CALIF. + HOllywood 5107
SPEEDY DELIVERY

k'
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AUDITING PROBLEMS Handling Radio Station Accounts

By F.|C. SOULE, C.P.A, and
HOWARD V. SWARTZ, C.P.A.

THE prij‘ncipal form of income of a
sroadcasfing station is from the
advertisers who sponsor the pro-
grams. Since this business is very
largely one of selling the advertis-
ng, it mgy be observed that there
are a goad many plans in most sta-
tions under which contracts for
time are|sold, In fact, it is in this
section of the accounts and due to
the geneyal intangible character of
the service rendered, that we be-
lieve most of the problems of audit-
ing pecukliar to the regular broad-
;asting Business, will be found.
We hgve not been able to ob-
serve in|any instances coming be-
fore us [procedures in use which
zive the| total amount of income
resulting from any one day’s broad-

= 5

DA
WIND WMAQ WGN
560 670 720
000
A

cast. The method used in account-
ing for revenue by a broadcasting
company is described below.

Revenue is created by selling
broadcast services to a sponsor.
These services include time on the
air and the services of an an-
nouncer and may include talent, the
use of special telephone lines for
remote program origination, or the
use of news services or reporters.
The basic record used in account-
ing for revenue is the contract with
the sponsor.

The contract covers among other
things the following items, all of
which are essential in determining
the amount to be billed to the
Sponsor:

Length of broadcast in minutes; the
hour of the day when the broadcast is
to be performed; the day or days of
the week in which service is to be ren-
dered and the total number of times

In the center of the dial

CHICAGO

WBEM | WAIT M",’;,fn
780 820 890

per week; the total number of broad-
casts to be made during the life of the
contract is givem as a guide to when
the time will again be available for
sale. The starting date is given and the

SPECIAL accounting and auditing
problems face broadcasting com-
panies. These problems are reviewed
by Messrs. Soule and Swartz,
based on their joint experience. Mr.
Soule is treasurer of WFBL Syra-
cuse and formerly was with Price,
Waterhouse & Co. Mr. Swartz is a
partner in the firm of Hurdman &
Cranstoun and has been a director
of the New York State Society of
Certified Public Accountants, of
which Mr. Soule is a member. The
adjoining comments are excerpts
from an article appearing in the
March issue of ‘The New York
Certified Public Accountant.’
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expiration date.

Finally, the contract covers billing in-
formation in money:

(a) The charge per breadcast or per
week or per month for time on the air
with applicable discounts for number of
times broadcast or agency discount.

(b) Talent and special announcer
charges per broadcast, if any.

(¢) Telephone line service,

(d) Other charges, as news service.

(e) Total per broadcast or per other
suitable period.

The information contained in the
contract is transeribed to a con-
tract Kardex card record. In addi-
tion to the written information this
card contains spaces for 31 days a
month, January through December.
The proposed broadcast schedule is
entered in the proper spaces. One
broadecast in one day is entered as
an “X.” More than one in a day is
noted by using the . appropriate
numeral.

Program information and any
changes from the original contract,
such as time of day, missed broad-
casts and make-ups is entered on
the back of this card.

Once the card is filled out the
only notations in the program
spaces would be a line through an
entry indicating the last broadcast
billed each billing period, an entry
over an “X”, “NO” indieating not
on, or a note to look on the back
of the card for program interrup-
tion information. Where a “not on”
is made up the same day, no nota-
tion is made on the face of the
card, but the facts are recorded on
the reverse.

Companion Card

A companion card carries a his-
tory of billings under the particu-
lar contract.

A work book is prepared each
month from the contract card rec-
ord showing the name of the spon-
sors alphabetically and sufficient
related information to identify the
program as to time of day, length
of broadcast, day of week, and
type of program. Space is provided
to write in any new sponsors ac-
quired during the month and any
changes in existing contracts. This
record is only an intermediate
record between the contract card
record and the station log.

The station log is the basic rec-
ord of the broadecasting station,
and is preseribed by FCC. It is
kept by the engineer on duty in
the control room whose license is
subject to forfeit if he makes a
false entry in this record. The
log shows by the minute and second
every program, electrical tran-
seription and announcement which
goes out on the air. It also shows
where the program originated, the
name of the announcer, the serial
number of transeriptions, the spon-
sor, if any, and is signed by each
engineer at the end of his shift.

Entries in the log constitute
proof of performance. There is also
noted on the log any program in-
terruption with its time and cause,
if known. Program interruptions

(Continued on page 102)

o Telecasting



WELDON & CARR

CONSULTING RADIO ENGINEERS

WASHINGTON: D.C. DALLAS, TEXAS




Auditing Problems
(Contknued from page 100)

occuring |at the transmitter are
noted on|the transmitter log and
are chechd back to the control
room log and billing records as
a separate operation.

The station (control room) logs
are checked each day and all spon-
sored bjoadcasts are entered in
the work book mentioned above.
The work book is checked back to
the contract card record to deter-
mine that broadcast service was
rendered| as required and that
every sponsored broadcast was
covered by a contract.

At the end of each month, in
the casej of ordinary continuing
contracts, or oftener as may be
required | in special cases, or by
termination of contract, billings
are prepared from the contract

card record information. The
amount of each billing is entered
in the contract companion card
and with its analysis in the sales
journal,

Billings are posted to indivi-
dual accounts receivable from the
sales journal and the total is posted
to the general ledger control ac-
count.

The degree of internal control
of the broadcast income will be
more effective in some stations
than in others. The auditor should
examine into this feature in each
particular case and extend his de-
tailed examination of each step in
the preparation of the entry of the
income where internal control
seems less adequate.

A measure of control of income
which does exist and should not
be overlooked by the auditor lies
in the following conditions:

1—Charges and credits made
to the chain broadcasting affilia-

tion may be checked against state-
ments prepared by the office of
the chain broadcasting system.
These furnish a basis of establish-
ing income from national adver-
tisers through the network.

2 _Salesmen for the station
entering into contracts with local
advertisers, may be compensated
by commissions on their customers’
contracts. If the commission is
paid to the salesman by the station
only after the collection of the
account from the sponsor, the sales-
man’s commission statement would
probably show the broadcast rev-
enue of the month by sponsors
whose accounts he services and
it would also show payments col-
lected from these sponsors. The
commission expense of the station
is calculated from the first list
and the commissions now payable
to the salesman are calculated from
the second list. Comparison and
reconciliation of these statements

FOR A NEW HIGH N RESULTS

A NEW | oy IN COST-PER-SALE

Have you something to sell to women in the San Francisco

| & Bay Area? Try Katherine Kerry’s potent participating program.

Journalist, commentator, fashion expert Kerry’s unique, col-

| umnist-like coverage of the woman's world provides a perfect

‘ setting for your sales message. Guest-speaking at fashion-shows,

women's clubs and other gatherings keeps her in the public eye

May 17, 1948

—adds authority to what she says about your product.

EXCLUSIVELY %’

Delivers the Calumbia 14 County
San Francisco-Oakland Bay Market!

Yes, in this multi-billion dollar market it's Katherine Kerry

on KQW for sales in maximum quantity at minimum unit cost.

Pacific Aricultural Foundatton, Ltd.
San Jose, Colifornia

.= San Francisco Studios
2 Palace Horel

Ropresentsd Notionally by Edword Petry & Co.lnc.

BROADCASTING

Pure, Cool Water

DROUGHT-STRICKEN Cal-
ifornia has at last gotten
help—from ‘“dust bowl” Ok-
lahoma, of all places. P. A.
Sugg, manager of WKY
(NBC) Oklahoma City, sent
50 bottles of pure Oklahoma
water to several NBC execu-
tives and radio stars. The
label showed an Indian blow-
ing a rain cloud toward tor-
rid California “. .. to helpum
Gobi Desert No. 2, also
known as Sunny California,
C. W. R. P. (California Wa-
ter Relief Project No.3441).”

will give a measure of confirmation
of the local broadcast revenue.

3—Similar conditions prevail
with respeet to nationally adver-
tised products; the salesman in
this case is the station’s national
representative,

Nothing of unusual nature seems
to us to occur in the accounting
procedures for expenses of the
broadecasting companies. They gen.
erally do not incorporate into their
accounting records a formal pro-
cedure for determining depart-
mental costs or costs by pro-
grams, since there are no product
inventories during or at the end
of an accounting period. Expenses
are recorded in a manner caleu-
lated to produce understandable
analyses for management and for
the annual report to the FCC. In-
formal costs can be prepared from
these classifications from time to
time as needed.

Replacement policy for tubes
and certain other supplies or
equipment may be such that in-
ventory records on the reserve sup-
plies may be kept. Often this seems
to be unnecessary since quantities
held in reserve are relatively small
and would not fluctuate extensively
from time to time. Therefore, we
see no problem, other than the one
outlined on accounting for the in-
come, in auditing a radio broad-
casting company which might not
be found in a great many com-
panies or in any number of diverse
industries.

In the classification of general
ledger accounts the fixed asset
accounts and the reserves for de-
preciation accounts should per-
mit the information required on the
FCC report to be drawn off direct.
This requires the following break-
down:

TRANSMITTER PROPERTY

Technical Equipment

Transmitter Equipment (Main and
Auxiliary)

Radiating Systems

Other Technical Transmitter Prop-
erty (Including Mobile Units and
Their Vehicles)

Total Technical
Property

Nontechnical Property
Land and Land Improvements
Buildings
Vehicles, Exclusive of Mobile Tech-
nical Units
Furniture and Fixtures

(Continued on page 118)
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YOU CAN FIND NO BETTER EQUIPMENT OR
MORE COMPLETE RECORDING LABORATORY
AND STUDIOS ANYWHERE BETWEEN

New York =~ Hollywood
" than at WFAA

QUALITY recording has long been standard
practice at WFAA, and now WFAA offers to
agencies, advertisers and other radio stations the
very best in equipment, technical know-how,
studios, talent and production for recording.

New Scully recorders plus WFAA’s adherence
to NAB's recording standards, enables WFAA to
offer the finest and most complete high fidelity
transcription service.

Agencies and their clients, sales organizations,
industrial and business concerns of all types, and
other radio stations are finding it both efficient
and profitable to let WFAA take care of their
recording needs. Suggestions and advice in plan-
ning, as well as our complete facilities, studios,
and the service of outstanding recording engineers
are available. Published Rate Card and full details
will be supplied upon request.

s FARA

ADVERTISERS AND LISTENERS CONTINUE TO RELY

oN WFAA 10 LEAD THE WAY IN THE SOUTHWEST DALLAS, TEXAS

* Largest Most Experienced Staff * Complete Modern Facilities

* Proven, Popular Programming * Complete, Effective Coverage | 820 "Bc s 'o ABc

'I'EXAS QUAI.I'I'Y NE'I'WORK_‘

EDWARD PETRY AND COMPANY IRAciorSeryiceor thesDollps M°”‘['_‘,-_-. NS S e

Represented Nationally by
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. OPEN HOUSE TO

N.A.B.

DELEGATES

MAY 17 TO 21 “ MUTYAL-DON |gr

AD GASTING|SysTEm|

The Nation’s
Greatest Regional Network

The World's
Largest Radio-Television Center

ADDRESS...1313 NORTH VINE STREET, HOLLYWOOD 28, CALIF.
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MUTUAL BON g
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AN EVENT OF HISTORIC IMPORTANCE to the entire radio industry
is the dedication of the new Mutual-Don Lee Radio-Video Building,
the largest and most modern studios in the world ever built for simul-
taneous radio (AM and FM) and television transmission.

Engineers estimate the new Mutual-Don Lee Headquarters to be at
least 5 years ahead of any network operation in existence. Eighteen
radio channels, 8 FM channels and 8 television channels feed out of a
10-ton master control panel, largest such electronic brain in the world.

The 4 vast audience studios, each seating 350 people, contain the
world’s largest radio stages. In addition, there are 12 smaller studios
and over 70 offices and recreation rooms.

Credit for the vision, planning and completion of this functionally
beautiful radio center belongs to Thomas S. Lee, President; Lewis
Allen Weiss, Vice-President & General Manager; and Willet H. Brown,
Vice-President, who cordially invite the radio and advertising profes-
sions to preview the new Mutual-Don Lee Headquarters.

DON LEE G

BROADCASTING SYSTEM , \‘-
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CITY'S SUCCESS

By SIMON GOLDMAN

ADIO is the ideal medium by
R whjiich progressive firms and
organizations can do an ef-
‘ective public relations job at the
ocal level. Every manufacturer
ind assodiation needs a good pub-
ic relatidns program. But, as in so
nany other instances, they usually
lon’t realize the extent of this need
mntil someone shows them the
ight.
WJTN| and WJTN-FM have
nade a cpncerted effort to educate
nanufactiurers and associations on
‘he need,| and secondly, to provide
‘he righﬂ radio vehicle to supply
hat ne¢d. The Manufacturers’
Assn. of Jamestown had started a
:omplete [campaign in 1944. It is
itill in operation.

The manufacturers decided to
‘oresake p “do nothing” attitude in
‘avor of | one that would present
t real capdid picture of industry’s
‘ole in the community—the stake
iveryone |has in its success.

The ofiginal radio campaign,
racked up by a newspaper cartoon
eries, cpnsisted of a 15-minute
ommentary on Tuesday from
':45-8 p.m., by Julius King, public
‘elations counsel, author, and lec-
urer. This series was so success-
ul that another quarter-hour,
':45-8 p.m. on Thursday, was

.

Business Groups Buy Time

added, featuring William Joyce,
secretary of the association. This
program is designed to have more
direct approach in the discussion
of labor and management prob-

lems.
* % %

ECENTLY the ABC co-op pro-

gram, America’s Town Meet-
ing, which for a year was spon-
sored by the local newspaper, was
made available and the Manufac-
turers’ Assn. decided it offered an
ideal vehicle within which its story
could be told on a positive basis
during a program which has a rep-
utation for giving both sides of the
question complete airing.

To swing it budget-wise, it drop-
ped the Julius King commentary
and newspaper space.

The manufacturer or association
using public relations programs
has three objectives:

1. Selling their organization to the
community (public relations).

2. Selling their organization to its em-
ployes (employe relations).

3. Recruiting labor for their plant.

The job of showing manufactur-
ers and associations the necessity
of public relations on the local level
is a difficult one. The public rela-
tions idea and its benefits must
first be sold and then a radio series
built to deliver these benefits. The
approach must be carefully worked

out. Our plan with firms interested
primarily in “pure public rela-
tions”—selling their organization
to the community and to their own
employes—is based along the fol-
lowing lines:

1. Business, particularly Lndustr{, is
in the position of a man fighting bees
No sting is conclusive in itself, but the
effect is cumulative and becomes harder
and harder to defend.

2. Business has plenty of sympathetic
friends but they appear to be unorgan-
ized, inarticulate and impotent. Each
unit in business must do what it can
to save its own position, and if enough
units are successful, the tide of attack
can be arrested, If not reversed.

3. You are located here, wedded to
this community for better or for worse.

4. The stake of this community in
your business is just as great, perhaps
greater, than your stake in the com-
munity. Each member of the commun-
ity should be aggressive, articulate,
militant partisans of your company.
They can be made continually aware
of their stake in your well-being . . .
their attitudes can be converted from
niegative or passive to positive or ac-
tive.

5. But you’ll have to do it. If you
deserve the goodwill and championship
of your community—it will be yours
by getting the community to really
know you, what you stand for, and
your importance to them.

6. Your interest in the goodwill to-
ward the community can be established
by example and suggestion; it cannot
be established by assertion. Once estab-
lished it must be maintained.

In other words, we give the rea-
sons why a positive program of
hometown cultivation should be a
continuing policy of every impor-
tant producing unit in the area.

NATIONWIDE drive to convince
business and industry of radio’s
value in promotion of public, cus-
tomer and em-
ploye relations has
been started by
NAB [BROAD-
CASTING, March
29]. An example
of what can be
done in a small
city by an aggres-
sive station is
that provided by
WJIJTN and
Mr. Goldman WITN-FM in
Jamestown, N. Y., live manufactur-
ing community. Manager of the sta-
tions is Simon Goldman, who at-
tained chairmanship of NAB's
Small Market Stations Executive
Committee after conducting a se-
ries of regional research projects
for the committee.

Then we show how this can be
done by the use of radio. The pro-
gram series must demonstrate the
company’s interest in and goodwill
toward the community and also
must educate the community on the
importance of the company to lo-
cal business, city and county and
individuals.

Here's where the station must
be resourceful. Not every program
will accomplish these objectives.
The education of its youth is of

(Continued on page 108)

GEORGE P. ADAIR

Radio Engineering Consultants

ﬁXEcunvs 1230
EXECUTIVE 5851

l

1833 M STREET, N.W.
SECOND FLOOR

WASHINGTON 6, D. C.
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...for AM-FM and TV

Seal-O-Flange Transmission Lines incorporate exclusive
features that have practically revolutionized previous con-
cepts of coaxial line installation and operating efficiency.
They eliminate special sections—anti-creep devices, anchor
sections, differential expansion fittings — completely. Gas-
tight seals are attained without the use of torches or pains-
taking cleaning operations. The only tool required to
assemble these lines is a pair of small hand wrenches—an
important factor when working on a tower. Seal-O-Flange
performance is time-proven in over 400 major installations
all over the world. |

Seal-O-Flange Transmission Lines are sold by RADIO
CORPORATION of AMERICA and GENERAL ELEC-
TRIC COMPANY. They are distributed nationally by
GRAYBAR ELECTRIC CO., and internationally by
WESTREX CORPORATION.

C-P PRODUCTS ON DISPLAY —
See them at Room 2217, Biltmore Hotel in
Los Angeles. NAB Convention May 17 to 21st
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You just can't beat experience in tower con-
struction and maintenance-——especially when
it's such successful experience as we've en-
joyed over the past ten years. Operating
numerous skilled crews throughout the coun-
try places our superior services at your com-
mand for any sched:led or emecrgency jobs.

A phone call, wire, or letter brings you our
Consultation Service without any obligaiion.

402 Commerce Bldg. Sioux City 9, Iowa Phone 5-6761
° ?a((c 7am Sua'wx . matuam . éwmu( Sya&m
e 77’( ﬂm a«d &amt 7u¢amdu A'wu

"TOWER CONSTRUCTION CO.

You are invited to

Lancl
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KIEy\'\ 1,000 watts  HEART OF REDWOODS, Eureka, California

KUIN 250 watts

NORTH REDWOQOD HIWAY, Grants Pass, Ore.
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City’s Success
(Continued from page 106)

primary importance and a radio
series which contributes something
to the community’s well-being that
every man, woman and child will
applaud is one answer. Therefore,
in two instances we designed shows
which were built around youth and
in each case they are accomplish-
ing the objective desired.

We have, in addition to the man-
ufacturers’ program, the Art Metal
Scholarship Award program Thurs-
day, 8:30-9 p.m., under sponsor-
ship of Art Metal Construction
Co.; the High School Radio Work-
shop from 8:15-8:30 p.m., Tues-
day under the sponsorship of the
Automatic Voting Machine Co.;
and the Julius King commentary,
7:45-8 p.m. Tuesday for the Em-
pire State Mutual Insurance Co.
whose home offices are in James-
town.

Art Metal Show

The Art Metal program, which
was the first large scale public re-
lations plan of the company lo-
cally, has been most successful.
All the objectives have been met
and the scholarship award pro-
gram is a permanent part of the
company’s planning.

The Julius King program does
for Empire Mutual what it did
previously for the manufacturers’
group, except that in this case it's
the Empire Mutual that’s generat-
irg the goodwill and getting its
story across in a positive manner.

The High School Radio Work-
shop was worked out in the same
manner as the Art Metal program.
If equally successful it will also
become permanent in the company’s
planning.

* %

THE group desiring not only

to accomplish the pure public
relations objectives, but also to
bring prospective employes into the
plant, is easier to sell because the
types of programs offered will
draw maximum audiences and at
the same time have enougch prestize
to create the proper attitude for
the commercials which are deliv-
ered within the program structure.
The recruiting of workers requires
the same type of selling as a re-
tailer or any other firm who wants
“to sell.”

National Worsted

National Worsted Mills of Fal-
coner (suburb of Jamestown) has
done one of the finest jobs of using
radio to make the community
aware of its stake in National
Worsted as well as actually re-
cruiting workers. The program
started in 1942 when Martin
Agronsky was sponsored Monday
through Saturday. The program is
still on and has been so successful
that the Mills added the Barry
Wood Show, Monday, Wednesday
and Friday, 6:15-6:30 p.m. The
primary objective of the evening
show is to recruit workers, whereas
the Agronsky show is a combina-
tion of both public relations and
recruiting.

The National Worsted Mills also
used heavy space in the newspaper
to recruit workers, but the radio
campaigns have been so effective
that the entire budget has been
coneentrated in radio with only
classified ads used in the news-
paper. The mill is at its highest
peak of employment since it began
operations. And because of its con-
sistent public relations campaign, is
today the best-known manufacturer
in this area.

Labor Series

Another series is sponsored by
the Central Labor Council, which
presents ten minutes of local labors’
point of view each Sunday, 6:20-
6:30 p.m. Content and objectives
are entirely pure public relations.

The Radio Scrapbook at 7:45-8
a.m., Monday through Friday, is
sponsored by Jamestown Retail
Merchants Assn. The objective is
to sell outlying communities on
Jamestown as headquarters for
shopping, working and playing, as
well as to create greater apprecia-
tion by Jamestowners. The pro-
gram has been on since 1942.

With industrial firms giving in-
creasing attention to public and
employe relations, radio stations
owe it to these firms and associa-
tions in their area to give profes-
sional guidance and show them the
way to conduct an effective public
and employe relations campaign.

CLOUD MILKING
Rain-Making Experiment
Undertaken By KOCS

NOT CONTENT with sending en-
tertainment through the ether,
KOCS Ontario, Calif.,, recently
tried to milk the atmosphere of
rain, through dry ice experiments,
in response to pleas of drought-
plagued ranchers and growers in
the Pomona valley area.

The switchboard of KOCS KOCS-
FM was swamped with calls of
relief-seeking listeners after the
stations broadecast a description of
a rain-making experiment near Sa-
linas, Calif.

Securing 200 pounds of dry ice
from a local creamery and the use
of a plane from an airline, Bob
Hergonson, KOCS program direc-
tor, a newspaperman and airline
officials flew to 10,500 feet over the
parched valley and sowed the dry
ice in what appeared to be rain-
laden clouds. Cloud domes mush-
roomed to a height of 1,000 feet
above the plane, KOCS reported.
Dropping under an ice-salted cloud,
the experimenters found no sign of
rain immediately, but after circling
and passing beneath the cloud
again, they encountered a few
drops of rain on the plane’s wind-
shield. Returning a few minutes
later, the plane was pelted hard by
rain, the station said.

All operations during the flight
were recorded on a tape recorder
and rebroadcast over KOCS and
KOCS-FM at conclusion of the ex-
periment.

BROADCASTING e Telecasting
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LOW-PRICE PROMOTION

By JACK O’'MARA

FTHOSE

ABC WESTERN DIVISION

fUCH-HERALDED citadels of exploitation, New York and

_os Angdles, may harbor some great minds and ideas, but today as
1ever befpre the real heroes in promotion’s battle to add listeners and
nake salés are the men and women in the field who execute promotion

deas for| the local radio stations.
They Have to be more heroic
han ever. Their battle has been
omplicated by many factors:
Aore stations competing for au-
lience anf business; resurgence of
‘ompetition from printed media as
/aper shqrtages recede; a general
lesire on{ the part of advertisers
o hold dpwn advertising expendi-
ures; anfl a desire on the stations’
'wn part, in view of increased
osts of every operation, to hold
ut-of-pocket promotion expenses
o a minimum. The old refrain so
aniiliar to promotion men, “What
ve want |is not so much to spend
aoney as to use ingenuity and
deas to| capture attention,” is
aore than ever the number one

une on [management’s “Hit Pa-
ade.”
Looking over ABC stations along

he Western seaboard indicates
1any spdts where ingenuity is the
rilliant |ingredient, cash strictly
he minor factor.

KUGN!
xample.

in Eugene, Ore, is an
Manager L. W. McCready

b
x

and Promotion Manager Austin
Chaney (who since moved to KFBK
Sacramento and was replaced by
Jim Prior) introduced a couple of
simple gimmicks that earned great
recognition for the station.

One is a “SOLD” tag, of the type
often seen on furniture and appli-
ances on showroom floors. Mec-
Cready and Chaney simply added
three magic words to make the tag
read “SOLD—via KUGN Adver-
tising” and distributed these inex-
pensive tags to local advertisers.

Another is the parking-meter
courtesy card, a device probably
used before and certainly used
elsewhere since KUGN tried it in
Eugene. When the city installed
parking meters, station salesmen
were equipped with coins and in-
structed to watch for expired me-
ters as they made their calls. In
each case they insert a coin in the
meter and a card in the automo-
bile, letting the errant driver know
that the station saved him a fine.

Warth o Prins g

Ty

Effect at Little Cost

ABC’s jeep promotion is viewed by Norman Nelson (1) and Ernest Felizx,
both of ABC.

®
KUGN doesn’t really lose many
pennies that way, and the cards
cost very little to print.

KUTA in Salt Lake City is a
storehouse of effective promotion
ideas, not the least of which is the
KUTA 570 Klub, product of the
fertile brain of Promotion Direc-
tor Al Thomas. An easily-produced
and economical mimeo bulletin

*

*

goes to 4578 youngsters every six
weeks, plugging KUTA kid shows.
And every summer Mr. Thomas
stages a series of Saturday morn-
ing theatre parties for Klub mem-
bers who can show their badge and
membership card, with the theatre
providing entertainment and with

(Continued on page 11})
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Glre Music Halion”

FOR SOUTHERN CALIFORNIA

| 645 SOUTH MARIPOSA

selling the Southern California market. That's proven conclusively by long-

with television sets.

term contracts for quality advertisers.

Bullocks, retail
(16 years)

So. California and
So. Counties Gas Co.
(7 years)

W. & J. Sloane

STREET,

(3 years)
And many others.

LOS ANGELES 5,

We believe in Music . . .

Fine music is not a visual experience; that's why we believe that we'll still

have our large and discriminating audience when the market is saturated

KFAC, Southern California’s Music Station, invites you to listen to some

of our great musical programs while you're in Los Angeles.

Good Music. ..

Broadcast to a population of four million, with 5000 watt coverage, is

Slavick Jewelry Co.
General Brewing Co.

Gateway to Music

(3 years)
(6 years)

(2 years)

CALIFORNIA
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HOLLYWOOD WELCOMES YOU

NATIONAL ASSOCIATION
OF BROADCASTERS

26th ANNUAL
CONVENTION

BILTMORE HOTEL, LOS ANGELES
MAY 17-21

~ WE'LL WELCOME YOU IN SUITE 2128-2129...

OR AT OUR OFFICES—> [} HOLLYWOOD
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EXCLUSIVE!

* Day and Night Primary
 Coverage . ..
* Prestige Programming . ..

The Voice of America’s
Foremost Desert Resort

MR MAR RN A NARNR A AR ARNARENARNERNARA-

RADIOASIS

PALM SPRINGS i
CALIFORNIA

REPRESENTED BY: W. S. GRANT CO., INC.

|
|

RCA

TUBES ...

the Aiundurd of

» Takedhe 833-A,forinstance. Orig-
nally designed by RCA engineers,
his power triode features a giant
rirconium-coated anode for greater
lissipation, shielding that eliminates
sulb bombardment, and a filament
‘hat has iremendous emission reserve
‘or peak loads. Result—dependable
>peratign . . . long life . . . operating
:conomy.

RCA lims a complete line of power

|

TUBE DEPARTMENT

] @’
tomparison in AM I

/

RCA 833-A

tubes for standard.-band and short-
wave services. For your convenience,
these tubes are now available directly
from RCA or from your local RCA
Tube Distributor.

For information on any RCA tube,
write RCA, Commercial Engineer-
ing, Section EP 36-2, Harrison, N. J.

The Fountainhead of
Modern Tube Development is RCA

RADIO CORPORATION of AMERICA

HARRISON. N. J.

age 1120 o May 17, 1948

D. C. Set Markef
In Boom

WASHINGTON, D. C. today is one of the nation’s best video markets

from the standpoint of television circulation, according to Irving V. Dalo,.

sales manager of Southern Wholesalers Inc., regional RCA dealer.
The number of TV sets in operation in the nation’s capital is eight

times greater than it was a year
ago. More than 9,000 receivers are
now in private homes.

Close cooperation between the
video stations, wholesalers and dis-
tributors is considered by Mr. Dalo
to be the paramount reason for
this rapid and steady growth in
Washington. Each is cognizant that
circulation gains represent mutual
benefits and consequently they have
joined hands in promotional efforts,
Mr. Dalo says. Unlike the early
days of AM, the many television
companies and their dealers are
actively supporting their new
medium by paid time, which is
producing excellent cash register
results.

When Mr. Dalo joined the elec-
trical appliance wholesale firm in
April of 1947, only 643 video sets
were in operation.

T-Day was just a short time
away when Mr. Dalo came to
Washington to gain recognition
and acclaim in industry circles for
his outstanding work as liaison
representative between stations
and dealers.

He immediately devised a sales
formula to tie in with the opening
of WNBW in June 1947.

How He Promotes

Devoting almost as much time
to promotion of WNBW and other
TV stations as to his own business,
he:

1. Organized sales meetings with
dealers to discuss the fundamental
points of television. Practical dem-
onstrations were given and sales-
men were warned to avoid techni-
cal aspects of television in their
discussions with customers. He
suggested that customers be en-
couraged to tune the sets being
demonstrated, in order to simplify
video in the public mind.

2, Arranged proper displays in
store windows, shops, hotels and
other congregating spots. The im-
prudence of displaying sets in
cramped quarters or in disorderly,
haphazard fashion was stressed.

3. Started and sponsored full
page newspaper advertisements,
with his firm paying one half the
cost and the remainder prorated,
at about $12 a week, between the
50 dealers in the Washington area.
Spot announcements, alternating
names and addresses of dealers,
were carried on local stations.

4. Encouraged local TV stations
to present afternoon programs so
that actual demonstrations might
be given by salesmen during busi-
ness hours.

5. Sponsored a video show Local
Crowd over WNBW to stimulate
parental interest in television. The
show features high school students

BROADCASTING o

displaying singing, dancing, an-
nouncing and other talents.

G. Supported the establishment
of a clearing house where would
be furnished set sales figures by
all dealers, so that advertisers
might have a ready reference on
the number of sets in operation
and the estimates of the viewing
audience.

7. Sponsored two-hour evening
sports telecasts, Tuesday through
Friday, to reach the public during
its leisure hours.

8. Contracted for services of ad-
vertising agency to insure volume
and quality in promotional efforts.

A heavy backlog now on most
models has only inspired Mr. Dalo
to intensify his efforts.

He is presently contemplating
an elaborate billboard campaign in
behalf of his dealers and additional
video shows.

Mr. Dalo believes the key to tele-
vision sales is the simplifying of
television in the minds of laymen
and elimination of anything which
serves to confuse the public on
matters concerning video.

The owners’ policy, which guar-
antees one year's maintenance of
sets and the reorienting of aerials
to catch new signals, is considered
by Mr. Dalo as “one of our most
potent sales weapons.” Home dem-
onstrations, which are becoming
more popular, are considered es-
sential by Mr. Dalo. “We went
through the same thing with radio,”
Mr. Dalo said, “They want to see
how it works in their home-—not
on the fioor.” The distributor also
believes that more video shows
should be designed for afternoon
viewing by the housewife.

A Record for KTBS

When it comes to a high
Hooper at low cost KTBS
Shreveport, La., has found
the formula. It’s Cowboy
Jamboree  aired  Monday
through Friday for an hour
and three-quarters starting
at 11 p.m. With hillbilly and
cowboy music featured the
show beat all competitors
in the Fall-Winter Hooper
according to KTBS. Best part
of the whole thing is that
since the show started last
July only one record has been
purchased as far as anyone
can remember. All the rest
have been donated by listen-
ers or recording firms or have
been in the KTBS files so
long that no one can trace
their origin.

Telecasting



DIXIE B. McKEY
AND ASSOCIATES

—Standard Broadcasting

—High Frequency Communications
— T elevision

—Antenna Design

—Field Surveys

CONSULTING
ENGINEERS

1820 Jetterson Place, N. W.

Washington 6, D. C. REpublic 7236
REpublic 8296
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LYNNE C. SMEBY

CONSULTING RADIO ENGINEERS

Former Director of Engineering for
National Association of Broadcasters
25 Years Professional Radio Experience
Co-Author of Text Book “Fundamentals of Radio”

Past Chairman of the Detroit and W ashingion
Sections of the Institute of Radio Engineers

820 13th Street, N. W.
Washington 5, D. C.
EXecutive 8073

'age 114

Complete with handset
: and mike battery.

® [These Army surplus field telephones are ideal for Broadcast
use on remotes, from shack to transmitter, etc.

@ Installation quick and easy, No outside power required. Simple,
rugged, built to operate sure-fire under difficult conditions. You
shEuld have a half dozen in your supply room.

@ Blightly used, checked and inspected, and guaranteed in excellent
condition. Dimensions: 5 x 6; x 9. Shipping weight 16 pounds.

LR S IR IR DI I I B I B R N

Wt% are World’s largest distributors of
brpadcast name plates for microphones,
automobiles, television cameras, etc.

N

STANDARD RADID & ELECTRONIC PRDDUCTS CO.
(X

SECOND ST DAYTON 7. OHIO.

May 17, 1948

HOUSE OF DAVID aggregation (abovel represents a total of 112 years in radio.
Qccasion was celebration of John T. Schilling’s 26th anniversary as general manager
of WHB Kansas City. Mr. Schilling (the old gentleman on the chair) claims he has
managed one station longer than any other man in the world. Other WHBearded
beauties are (1 to r): Don Davis, president; Dick Smith, news and special events
director; John Wahlstedt, program director; John F. Cash, vice president and treasurer.

Low Price
(Continued from page 110)

the various kid show sponsors pro-
viding merchandise and prizes for
the parties. KUTA spends a mini-
mum on this promotion, yet real-
izes great impact from it.

KECA Los Angeles makes an in-
expensive traveling billboard out

of a jeep which delivers inter-office

ABC mail in Hollywood; in San
Francisco Promotion Manager Bob
Laws has frequently been able to
get station call letters on theatre
marquees—a spot no amount of
money could buy—when ABC per-
sonalities are starred in movies
playing the theater.

Station Manager Ralph Miller of
KVOS in Bellingham spends very
little money but gains much from
a mimeo news bulletin prepared in
late-morning, distributed at lunch-
eon clubs and containing, besides
news, a plug or two for KVOS
shows of that night.

Promotion Manager Chuck Bur-
row of KEX Portland gets beau-
tiful displays in a jewel-box show-
case in station’s lobby-—but most
of the money and time consumed
in building the display are spent
by advertiser representatives.

But among the most economical
and yet most effective of all pro-
motions is that used by General
Manager Jim Wallace at KPQ in
Wenatchee, Wash. His station has
so integrated itself into its com-
munity that Mr. Wallace sensibly
concludes his program log is news
to the community just like an elec-
tion or sports event. So KPQ news-
casts carry the KPQ program log
or highlights daily.

Certainly it is in the local sta-
tions, always long on ideas but
sometimes short on funds, that one
finds the greatest promotional in-
genuity today. There ought to be
more decorations for these unsung
heroes, but perhaps the fact that
they are winning their promotion
battles by adroit and efficient ac-
tion is enough satisfaction in itself.

Recording Cue

THREE BEEP NOTES
give the cue to announcers
and control room operators
on the new Audiocue Intro-
ducer, developed by Dominion
Broadcasting Co., Toronto,
for use on all types of record-
ers, including discs, paper,
tape and wire. Dominion
Broadcasting has taken out
Canadian patents for the
audiocue and has applied for
patents in the United States,
Harry S. Goodman Radio
Productions, New York, has
been appointed United States
licensee for the development.
Three high notes produced by
a timed oscillator are pro-
duced on the recording just
prior to the announcement,
eliminating counting grooves
in discs or holding back dises
for proper timing. After the
third beep the announcer
knows he is to go on the air.
Recordings produced in Can-
ada for various campaigns
in recent months with the
new development have met
with approval of station men.

WQAM Aids

USING spot .announcements and
five-minute programs prepared by
members of its staff over a 30-day
period, WQAM Miami, Fla., re-
ceived contributions of more than
$1,300 from its listeners in a “Care
for Furopean Babies” campaign.
Supplementing the national CARE
drive, which is concerned with ob-
taining necessities of life for all
needy Europeans, WQAM pitched
its campaign toward raising funds
to buy food and clothing for babies.

CBL-FM Toronto has new RCA self-
supporting 4 bay turnstile FM antenna
on roof of Canadian Bank of Commerce
Bldg. Station now operates with 3-kw
RCA transmitter on 99.1 mec.

BROADCASTING e Telecasting
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E-CREATES the stirring era of ambition, adventure and excite-

ment of the Klondike Gold Rush days. Sgt. Preston of the
Northwest Mounted Police and his dog, King, fight for law and order
in the gold-mad Klondike.

Each half-hour program combines the excitement and drama of

“The Lone Ranger” with the suspense, mystery and. intrigue of the -

Frozen North. “Challenge of the Yukon™ appeals to every age
group. It’s a “natural” for alert advertisers. Hear it now on ABC
(sustaining) each Saturday, 7:30-8:00 P.M.

WRITTEN AND

PRODUCED BY THE CREATORS OF...

Telecasting

THE GREEN HORNET

. . a favorite for nearly 8 years. As a movie thriller “The Green
Hornet” has been second in popularity only to “The Lone Ranger.”
While broadeast locally, “The Green Hornet” successfully sold all
types of merchandise, from dairy products to men’s shirts.. Now
it’s sponsoréd coast-to-coast ABC hy General Mills.

THE LONE RANGER

. « « the half-hour program that has built a Hooper ranging from
9 10 12 for over fifteen years. More than ten million people eagerly
await the ery of “Hi Yo Silver” three times each week. No half-
hour dramatic program has ever topped this record! That’s why
General Mills has it' coast-to-coast on ABC.

1700 Stroh Building .

May 17, 1948

i TRENDLE-CAMPBELL BROADCASTING CORP.
- Detroit 26, Michigan
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The |Question

Riissel M. Seeds Co.
Ailve
Chicago

rtising

“...your results are so phe-

nomi
ing 1

nal...how are you do-
o

The |Answer

WFBC
Cireenville, S. C.

. nothing extra. Six an-
nouncements—pulled 288 re-

quest

s for your catalog from

8% towns, and

FBC covers
South Carolina’s
P MARKET

FOR ALL

a NBE rHree

’
WF

GREENVYILLE-SPARTANBURG-
ANDERSON MARKETS

GREENVILLE
SOUTH CAROLINA

5000 Watts 19 Hours Daily

THE HEWS-PIEDMOMT STATION

REPR . ENT

ED BY AVERY.KNODEL, INC.
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RETAILER'S RADIO RX Smelf Memphis Shop Scores

By LEON FERGUSON
FERGUSON'S RECORD SHOP
MEMPHIS, TENN.
STARTING OFF unknown in a
suburban ldcation in June 1946,
my record shop developed into one
of Memphis’ largest within less
than a year’s time due to the right
advertising, mostly on WHHM
Memphis, Tenn., 24-hour broad-
casting station, and to new mer-
chandising ideas that backed up

this advertising.

_ T had little choice of location but
did get on a good suburban street,
even though there was little foot
traffic in my block, so had to de-
pend heavily on advertising to
bring in customers. I started out

using a small newspaper ad each’

week listing the top tunes.

Then I heard that another record
shop had used a quarter hour
weekly on another Memphis sta-
tion and had built its sales up to
around $200 or $250 a week, so I
tried a 15-minute weekly program
on the same station.

Soon after this program started,
Don Lynch of WHHM (which sta-
tion had only been in operation
a short time then) talked with me
about using WHHM. WHHM was
featuring music practically all day
and I thought this might attract
more actual record buyers than
stations did with their mixed
schedules. I started out with two
15-minute programs a week; one
featuring Hit Parade records at
5:30 p.m. each Thursday, the other
featuring hillbilly and western
records at 5:15 p.m. each Friday.
Actually I was spending about 25%
of my gross sales for advertising,
but I hoped to make this up as my
volume developed.

Self-Service

To digress for a moment and ex-
plain how I could put so much into
advertising: My record shop was
designed mostly for self-service,
a new idea for this part of the
country. Many stores had albums
on display but few or no single
records. I designed self-service
racks for single records and had
them built specially.

At the time I started my two
WHHM programs, October 1946,
four months after opening up, sales
were running about $700 or $800 a
month. This was all on rooular and
hillbilly records, as I had no class-
ical stock then. It wasn’t until the
middle of December that I began
putting in classical records and
they weren't too plentiful then.
However, due to the heavy, con-
vincing pull of my WHHM adver-
tising. I was able to do a $3.100
record business in December 1946.

After Christmas, there was little
letdown in sales; they continued
running well over $2,500 a month
and the WHHM programs con-
tinued to draw.

As I was then beginning to de-
velop classical racord business also,

I decided to try a third radio pro-
gram. Unfortunately, the only time
open on Sunday was 6 p.m. (op-
posite two_strong network shows)
and a few weeks’ trial indicated
results didn’t justify this program,
so I dropped it. Then in July 19486,

when the 11:30 a.m. to noon spot °

on Sunday was available, I started
back with a light classical program
on WHHM. My other two programs

. PUTTING his advertising chips on

radio, Leon Ferguson, owner of
Ferguson’s Record Shop, Memphis,
proved that a retailer doesn’t have
to be a large concern to effectively
utilize the radio medium. Deft use
of programs on the local WHHM
paid real dividends, and here he
tells how.

on that station had paid off so well
that I thought it best to continue
all my radio advertising with the
one station. We started off this
Sunday program featuring a dif-
ferent operetta each Sunday (some
of the same operettas then being
given at the Memphis Open Air
Theatre), then in the fall grad-
ually changed to a little heavier
music of the light classical and
concert type; what Sigmund Rom-
berg calls “middlebrow” musie.
This program has helped me to
build up a considerable classical

record clientele during the past
year, and while it doesn’t bring in
as many customers as the popular
programs, they are usually heavier
buyers and more apt to stick. At
this time I was spending about
$250 a month on radio advertising,
plus another $150 or so on news-
paper, theatre, telephone and mis-
cellaneous advertising or promo-
tion aids.

In late 1947, the hillbilly pro-
gram was changed from an after-
noon to an evening spot, which
drew better, but at the end of the
year hillbilly record sales didn’t
justify this advertising. Whether
the ccst of living had hit this type
record buyer harder than others,
I don’t know, but hillbilly records
weren’t doing nealy so well in com-
parison with popular and classical
record sales.

Record sales for 1947 were a
little over $35,000, a surprising vol-
ume for a suburban record shop
that had only opened up in June
1946, and I believe only a few of
Memphis’ 17 or so record depart-
ments and shops did a greater vol-
ume. Of the $4,636.47 I spent for
advertising in 1947, around $3,000
went for WHHM programs. The
balance went into newspaper . ad-
vertising, a trailer in a nearby

(Continued on page 118)

NOW! DIRECT

PUBLISHER-TO-STATION N

SERVICE ON

RADIO PICTURE ALBUMS

Take advantage of the know-how gained by
our personnel in almost 10 years of preparing
and publishing radio picture albums utilized profitably
by nearly 200 stations . . . coast to coast!

New plan distributes albums throughout your

-broadcast area . . . at no cost to you . . . at no

cost to your listeners, Will produce new

accounts . . . increase station revenue.

for exclusive
representation in

:  your city ... write or
phone 49180

i
1
|
[
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By IRVING MARDER

IF THE INFANTS of tomorrow
say ‘“Roger and over” before they’ve
learned to say “mama” and “da-
da,” credit Maj. J. L. Wood, for-
merly of KVI Tacoma and future
commanding officer of the Armed
Forces Radio Service in Japan.
Maj. Wood is the man who crossed
radio with baby-sitting.

The major is a resident of
Shanks Village, New York (for-
merly Camp Shanks). Like many
other couples in this community of
student veterans, the major and
his wife were ocecasionally con-
fronted with the problem of finding
a sitter for their two small chil-
dren when there were not enough
sitters to go around.

Maj. Wood fixed things with typ-
ical army resourcefulness. He in-
vented the Wood Master Control
Baby-Sitting System. Overnight he
electrified the baby-sitting indus-
try, with the aid of a few surplus
microphones and amplifiers, and
the radio experience acquired at
KVI and in the Army.

Each subscriber to the service is
supplied with a microphone placed
near his child’s crib, and linked
with an amplifier in Maj. Wood’s
home. Each amplifier is labeled
with the name of the child under
surveillance. If the infant cries ex-
cessively or otherwise registers a
need for personal attention over
the amplifier, an operative is dis-
patched to the scene from Master
Baby Control. As a double-check, a
sitter makes the rounds each 20
minutes, always leaving a stand-by
at headquarters.

Thus assured of constant atten-
tion for their infants, Shanks Vil-

Retailer Radio RX

(Continued from page 116)

neighborhood theatre, a classified
ad in the phone book, and mis-
cellaneous literature and displays.
Thus over 12% of my gross went
into advertising but it did the
business. Due to especially designed
self-service fixtures, I require only
part-time help; two of us can
handle the volume that it would
take several clerks to handle in
the. old-style record shop where
practically all single records are
stocked on shelves. As for profits,
there was no loss in the first seven
months in 1946; and while 1947 net
profit wasn’t sensational, yet it
was pretty good, and I am happy
to have done this well at the start.
With little money to waste on
doubtful advertising; the results
indicate that the decision to concen-
trate on radio advertising over
WHHM was a wise one and I ex-
pect to continue both my popular
and classical programs for 1948.

SITTER PROBLEM SOLVED

Maij. J. L. Wood, Formerly of KVI, Rigs up Radio
System to Keep Watch Over Infants———

lage mothers and fathers are free
to take an occasional evening off,
with the knowledge that Maj.
Wood’s radio trouble-shooters can
meet any emergency.

The major, who headed AFRS
in Panama in 1945 after serving
with a tank-destroyer outfit, is
studying at Columbia U. Teachers
College before leaving in August
for the AFRS post in Tokyo. A
regular Army man, Maj. Wood
views his contribution to sociology
without dramaties. “It’s just a mat-
ter of logistics and tactical con-
trol,” he says.

Auditing Problems
(Continued from page 102)

Other Nontechnical Transmitter
Property
Total Nontechnical Transmitter
Property
Total Transmitter Property

STUDIO AND OFFICE PROPERTY
{(Main and Other Studios)
Technical Equipment
Speech Input Equipment
Control Desks, Consoles and Panels
Other Technical Studio Equipment
Total Technical Studio Equip-

ment
Nontechnical Property
Land and Land Improvements
Buildings
Vehicles, Exclusive of Mobile Tech-
nical Units
Musical Instruments, Including
Pianos and Organs
Furniture and Fixtures
Total Nontechnical and Studio
and Office Property
Total Studio and Office Property
OTHER PROPERTY
Construction Work in Progress
Improvement and Replacements to
Property Leased from Others and
Not Included Above
All Other Property Not Classified
Above

Total Property Other than
Transmitter, Studio and Office
Property

Total All Property
Recently, many stations have
been licensed to broadcast on FM,
as well as on the regular AM sys-
tem. Since FM requires special
equipment for both broadcast and
receiving, the general ledger classi-
fication would provide for separate
FM fixed property and deprecia-
tion reserve accounts, and for sep-
eration of certain income and ex-
pense accounts between the AM
and FM systems of transmission.

Oldsters’ Day

DAILY morning audience
participation show on WCMB
Lemoyne (Harrisburg), Pa.,
features prizes for youngest
and oldest members of the
studio audience, but the old-
sters got most of the atten-
tion one day recently when
six members of the Dauphin
(Pa.) Cane Club—they all
carry canes—attended the
program. The six oldsters,
all women and ranging in
age from 81 to 90, were duly
honored by WCMB.
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A REPORT ON THE

CBS-TV NETWORK




CBS AND ITS AFFILIATES
IN CREATING A REAL

To those who are deepest in Television, the crucial role of NETWORK Television in the

pattern of the future is becoming clear.
NETWORK coverage and NETWORK service are essential in Television —far
more even than in Radio—to amortize program costs to the point of making them

most quickly profitable to advertisers and stations alike.

AS OF APRIL I5TH (when we went to press with the “score” far from complete)

~—THE CBS-TV NETWORK IS NOW SERVING, WITH 3 OPERATING
AFFILIATES, 11 CITIES OVER 100,000 POPULATION*

—(and 7 more cities over 60,000 population)*

—~THE CBS-TV NETWORK NOW HAS 9 ADDITIONAL AFFILIATES _
WHOSE TV FACILITIES (ALREADY APPROVED BY THE FCC)
WILL SERVE 7 MORE CITIES OVER 100,000

—(and 4 more cities over 60,000)

—~CBS AFFILIATES NOW HAVE 30 ADDITIONAL TV APPLICATIONS
BEFORE THE FCC, TO SERVE 37 MORE CITIES OVER 100,000

—(and 26 more cities over 60,000)



TAKE THE I.EADERSHIP
NE'I'WORK IN 'I'EI.EVISION'-"‘

Station operators ulreudy know this. That is why the CBS-TV record below—- -
and on the next page—has more meunmg ihun may meet the casual eye

It not only reports that CBS und its offllluies huve iuken current NETWORK )
leadership in Television. It is both a record und a promise that CBS and its affiliates -

will stay at the top...in Television too.

—29 OTHER CBS AFFILIATES ARE READY TO Appw FORTV
FACILITIES, TO SERVE 19 MORE CITIES OVER mo,ooo

‘—(and 9 more cities over 60 OOO)‘

'I'I'IE 'I'O'I'AI. SCORE of U.S. cities (over 60,000 population) to be served by o
CBS affiliates who already have or-are building TV facilities, and who have
opplred or wnll soon upply for them: e 4
| 74 CITIES OVER 100,000 POPULATION
. —67% of all U.S. cities over IOO OOO.
I20 CI'I'IES OVER 60,000 POPUI.A'I'ION
—60% of all U S. cities over 60, OOO '

*The cities indicated throughout this report include only those for which SALES MANAGEMENT osti d 1947 populati U.S. cities
of 60,000 population and over — with the single exception of Stockton, Calif. (58,900 pop.). See back cover for names of cities. All
allocations of individual cities into TV service areas are based on FCC standards, as applied by the CBS Engineoring Dept.




THE C|T|Es*—NOW SERVED BY THE CBS-TV NETWORK

NEW YORK ....... 7,454,600 Bayonne ........... 90,000 Camden ........... 132,500
Newark ........... 443,000 No.Hempstead Township 83,400 Trenton ............ 125,500
Jersey City ......... 315,000 Mt Vernon ........ 75,000 Wilmington ........ 12},500
Hempstead. Toynship . 285,000 East Orange . ...... « 72,500 Chester .. ,... o .. 72,500
Yonkers .. .......... 147,500  Passaic ........... . 62,000 Upper Darby ..=.... 70,000 g
Elizabeth .......... 116,000  PHILADELPHIA ....2,05,500 BALTIMORE ....... 932,900

—IN SERVICE AREA OF NINE ADDITIONAL CBS-TV 'AFFII.IAi‘ES

CINCINNATI ...... 488,000  Covington....... ..+ 68,000 CHARLOTTE ....... T15000
DALLAS ........... 466,300 - - COLUMBUS . ...... 334,800 BINGHAMTON .... 97,500
INDIANAPOLIS .... 420,000 DAYTON ......... 252,500 © STOCKTON, CALIF. . 58,900
LOUISVILLE ....... 375000 Springfield; O. .. ... 91,000

—IN TV SERVICE AREA OF 30 CBS AFFILIATES WITH TV
APPLICATIONS PENDING

CHICAGO ......... 3,600,000 Lynn ..o £ @ e 105,100 PROVIDENCE ..... 260,500
Gary s, i aafi w980 127,500 -~ Somerville ........ 104,500 - Eall River .......... 115,100
Hammond .......... 77.800. Lawell «o..ovvun... 102,000 Pawtucket . ......... 77,500
Evanston ........... 70,000. ° Lowrence .......... 86,000 OMAHA ...... +... 252,000
Oak Park . ........: 69,000 QUINEY L.veeiiannnn 81,600 JACKSONVILLE .... 230,300
Cicero ...... B S B 68,000 Newton . .v..ovv.vs 77,300 RICHMOND ....... 228,600
East Chicago , ....... 66,000 Medford .. ......... 68,600 MIAML . .......... 214,300
DETROIT .........,.1,815,000 Brocktori v..,....... 65300 WORCESTER ...... 201,500
Dearborn . v.... .., 89,100 Malden............ 60,100 HARTFORD ....... 183,500
: Pontiac ...:........ 75,000 PITTSBURGH- ...... 730,000 New Haven ........ 175,000
CLEVELAND ,...... 900,000 MILWAUKEE ...... 629,600 New Britain ....,... 75,000
“Lakewood ... .. .. 70,000 - BUFFALO ......... 605,000: - DES MOINES ... ... 178,000
Cleveland Heights ... - 64,000 Niagara Falls ........ 85,500 YOUNGSTOWN ... 175,000
SAN FRANCISCO .. 827,400. - NEW ORLEANS .... 562,200 - Warren ...... ... .. 60,000
Oakland . .... ... 400,900 HOUSTON ..... ... 478,500 KANSAS CITY, MO. 419,200
Berkeley ........... 100,000 . DENVER .,...., ... 375,000 Kansas City, Kansds ... 140,000
Richmond ......:.«. 93,700 ATLANTA ., ....... 365700  St.Joseph .......... 87,000
Alameda .......... 89,900 SAN DIEGO ...,.:. 362,700 SOUTHBEND ...... 119,600
SanJose .. ....+.v.. 84,000 ROCHESTER ....... 331,500 HARRISBURG ..... 86,000
BOSTON .......... 766,400.. - BIRMINGHAM . .. .. 315,000 TOPEKA .......... 81,000
Cambridge ,........ 113,200 ~AKRON...... veas . 28400000 WHEELING ..... ,7. 65,500
;CBS-S'avion Cities in.mpimi letters. Other major cioin.m:o}yin TV Service Area in light face.immediately following. See # : »b on previous-page.

<« pace-setter in NETWORK Television
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1. ST. LOUIS PLANTATION, Plaquemine,

Louisiana. With its spacious lawns and live
oaks, this is a favorite mecca of tourists.

2. ESSO OIL REFINERY, Baton Rouge.
Louisiana’s annual crude oil production is valued
at more than 204 million dollars (1946 report).
With vast natural resources and growing plant
facilities, WWL-land exceeds national average in
increased income, increased buying power, and
general prosperity.

3. WWL's COVERAGE
OF THE DEEP SOUTH
50,000 watts—high-power, low-cost
dominance of this new-rich market.

The Greatest SELLING Power
in the South's Greatest City

N\
WWL PRIMARY NIGHT-TIME COVERAGE
2,000,000 RADIO HOMES

e NS L S S LA S S

50,000 WATTS " CLEAR CHANNEL

NEW ORLEANS CBS AFFILIATE

A DEPARTMENT OF LATOLA-LUNIVERSITY Represented Nationally by The Katz Agency, Inc.
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... another step in KDYL's March of

LEADERSHIP
IN UTAH!

ALT LAKERS hailed the advent of tele-

vision the evening of April 19 — the
first regularly scheduled telecast between
St. Louis and Los Angeles. Dealers’ show-
rooms and the sidewalks in front of win-
dows were crowded with enthusiastic
“televiewers’’ — and still are, at the thrice-
weekly experimental telecasts. Regular
commercial telecasting will begin in the
near future,

Thus KDYL begins its 27th year of serv-
ice to the people of Utah with another
important *“first.”

Utahns expect leadership of KDYL in
every department of radio. KDYL has the
showmanship know-how that builds and
holds audiences.

National Represer;laiive: John Blair & Co.
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Limited License
(Continued from page 54-B)

broadcast operators under the pro-
posal, and that these stations now
employ 37.7% of the 15,900 first-
class operators employed by all
stations.

A lively controversy was touched
off by FCC'’s introduction, late in
the hearing, of an exhibit showing
the number of waivers granted to
licensees to permit temporary use
of non-first class operators—110
from July 381, 1946, through the
end of that year; 19 in 1947, and
none this year. So far as Wash-
ington FCC officials know, the wit-
nesses testified, there have been no
requests for waivers this yar.

Coy’s Observation

The exhibit prompted FCC
Chairman Wayne Coy to observe
that it “means one of two things:
either that they have plenty of op-
erators out there, or that they have
decided not to ask the Commission
for a waiver because the chances
are they wouldn’t get it.”

Bryce Rea Jr., NAB attorney, in-
sisted that the exhibit did not show
how great the demand for waivers
might have been except in 1948.

Ray A. Wood, representing New
York Local 1212, Radio and Tele-
vision Broadcast Engineers Union,
insisted that the rules should re-
quire two men on a watch at a
transmitter, that the requirements
should include a knowledge of first
aid, and that there should be no
differentiation between stations on
the basis of power “for anything
other than market reasons.”

Lawson Wimberly, assistant to
the international president, Inter-
national Brotherhood of Electrical
Workers, told the Commission that
“I don’t believe the licensees . . .
will avoid putting responsibilities
upon [the] lower-class license
holder that he should not assume.”

In addition to the “limited broad-
cast-operator license,” FCC’s pro-
posal would create a “broadcast
engineer-operator license,” which
would be top-ranking, and “broad-
cast technician-operator ‘license,”
second ranking [BROADCASTING,
Aug. 4, 1947; March 29].

Clifford Gorsuch, national repre-

sentative of the National Assn. of
Broadcast Engineers & Techni-
cians, told Comr. Sterling, in an-
swer to a question, that he thought
the entire problem could be solved
simply by bringing the require-
ments for the present radiotele-
phone first-class license into line
with developments that have been
made in the radio art, including
FM and television.

At one point Thomas X. Dunn,
attorney for NABET, challenged
FCC’s right to hold the oral argu-
ment, claiming the law’s require-
ments had not been fully met with
respect to notice and reasons for
the proposed changes. Commission
counsel denied the charge, contend-
ing the session was a proper pro-
ceeding.

Chairman Coy gave all the par-
ties until May 24 to submit addi-
tional comments on the proposals,
and extended the same privilege to
the American Communications
Assn., which was unable to be rep-
resented at the oral argument.

Coloring of U. S. Foreign
News Charged by Taylor

FOREIGN NEWS coverage by
U. S. correspondents for radio net-
works as well as newspapers and
wire service is colored to a dis-
turbing degree by sensationalism
not supported by facts, Davidson
Taylor, CBS vice president and di-
rector of public affairs, said last
week. Mr. Taylor returned to New
York early this month from a five-
week tour of inspection of CBS
outposts in Britain, continental
Europe, and the Middle East.

Mr. Taylor indicated he was not
referring to one or two isolated
cases of irresponsible reporting.
He was amazed, he said, at the ex-
tent of distortion in the news from
abroad.

CBS is sending Red Barber, Bill
Henry, and John Derr to London
this summer to cover the Olympics,
Mr. Taylor disclosed. They will be
assisted by the CBS news staff in
London, headed by Stephen Laird,
who takes over in June as a tem-
porary replacement for Howard X.
Smith when the latter vacations.

DON’T FAIL...

TO GET AN AUDITION PLATTER OF

ADMIRAL ZACHARIAS'
TOP SHOW

“WORLD INTELLIGENCE REPORT"
WORLD INTELLIGENCE REPORT is a specialized

evaluation of facts of vital importance to our people
and our future national security.

ORDER YOUR PLATTER TODAY
Write, Wire or Phone
ED HART & ASSOCIATES
1737 H Street, N. W,, WASH,, D. C,

RE. 4312

BROADCASTING
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Available for Sponsorship!

KENNY SARGENT

For twelve years featured vocalist and saxophonist

with
GLEN GRAY’S CASA LOMA ORCHESTRA
* * *

Running His Own Disc Jockey Show
on WHHM

RECORDINGS RADIO APPEARANCES

Decca Came] Cigarettes—3 years
Brunswick Burns & Allen—13 weeks
Victor Fitch Bandwagon

World Transcriptions Coca-Cola Spotlite Bands

Check with Forjoe & Co. representatives for
spot participations and program availabilities

Pott MCDonOIdI manager w “ H M

Forjoe & Co., tati . ' :
ories & on representatives The Mid-South's only 24 hour Station

Memphis, Tennessee
BROADCASTING o Telecasting May 17, 1948 o Page 121
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(A) IDEAL AMPLIFIER existing only in theory.
Output exactly duplicates input, except for
amplification.

DISTORTION

YOLTAGE WTRODUCED
L | Y ANRURER
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(8) AMPLIFIER WITHOUT FEEDBACK. Signal
suffers distortion, shown as separate a-c
voltage accompanying output signal.

a0 N . WY 0 W 00, W 4 WY s W 0 W,
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(C) AMPLIFIER WITH STABILIZED FEEDBACK.
Sample voltage, containing signal and dis-
tortion in same ratio as in output, is fed
back in opposing phase to input. Distor-
tion portion is ampli in opposition to
distortion arising in amplifier.

LIKE many other major advances in
electronics, the development of sta-
bilized (negative) feedback was a
direct outgrowth of telephone prog-
ress. To produce telephone repeaters
with the necessary gain stability and
low distortion, H. S. Black, of Bell
Telephone Laboratories, took a sample
voltage of the amplifier output and
fed it back into the amplifier in oppos-
ing phase. Before-and-after effects
are shown in simplified form in the
accompanying figures.

How Feedback Reduces Distortion
Signal portion of feedback subtracts
from input signal. (In practice, input
receives additional amplification to
maintain original output voltage.)
Distortion portion, encountering no
opposing voltage in input, is ampli-
fied in opposition to distortion volt-
age arising in amplifier. Hence distor-
tion voltage largely cancels itself out
— output corresponds closely to input.
Noise originating in the amplifier is
reduced in a similar way.

How Feedback Stabilizes Gain
The relations of input, output and gain can be shown as follows:

Voltage Gain Fesdback Voltage Net Input Overall
without Fesedback Total Input {negative) {less fesdback) Output Gain
1000 10.1 10 1 100 9.9
500 10.2 10 .2 100 9.8

As shown, the gain of the amplifier
stages incorporating feedback can
drop 50 percent, with a drop in over-
all gain of only 1 percent.

Hence gain remains virtually con-
stant, regardless of changes in power
supply or performance of components.

Users of all line and power amplifiers
and all AM transmitters designed by
Bell Laboratories and made by West-
ern Electric benefit by these outstand-
ing advantages of stabilized feedback:
greatly reduced distortion and noise,
virtually constant gain.

BELL TELEPHONE LABORATORIES

World’s largest organization devoted exclusively to research

and. development in all phases of electrical communieations.



WIHILE stabilized feedback is now
accepted as an indispensable tech-
nique in the communications art, ac-
tual design of a stabilized-feedback
amplifier calls for painstaking mathe-
matical analysis and control of phase
and gain characteristics over a wide

frequency spectrum. Without such
control, feedback may introduce new
faults more objectionable than those
eliminated. The extensive experience
of Bell Laboratories engineers gives
to the users of Western Electric equip-
ment assurance that the outstanding
advantages of feedback will actually
be realized.

Assurance of Quality Performance

As used in all Western Electric Audio
Amplifiers (except one-tube pre-am-
plifiers) properly applied stabilized
feedback insures flatter gain-fre-
quency characteristic and automatic
suppression of noise and distortion
arising from sources within the ampli-
fier. In new loudspeaker amplifiers

(which include the output coil within
the feedback loop ), output impedance
is so low that matching to multiple
loudspeakers is as simple as adding
lamps to a lighting circuit.

Flat Frequency Response

Flat frequency response is maintained
in Western Electric AM Transmitters
by stabilized feedback actuated by the
final radio frequency output. Hence
attenuation of high modulating fre-
quencies is virtually eliminated. No
hum suppression circuits are needed,
because of reduction of noise and dis-
tortion from all sources, including
final amplifiers.

Stabilized feedback, correctly applied,
is just one of the factors in the out-
standing performance of Western
Electric Amplifiers and AM Transmit-
ters. For full information on all oper-
ating features, call your local Graybar
Broadcast Representative, or write
Graybar Electric Company, 420 Lex-
ington Avenue, New York 17, N. Y.

rr Electric

Htmuﬁu I!urmrr unit ﬂ_f the Bell System and the

Correctly applied

feedback gives you
these advantages

IN AMPLIFIERS

Feedback as you want it keeps gain
virtually constant in Western Elec-
tric Audio Amplifiers — cuts noise
and distortion down to & minimum.

IN AM TRANSMITTERS

Feedback designed by Bell Labora-
tories does away with need for
hum suppression circuits ~ main-
tains flat frequency response.

= QUALITY COUNTS -

orncEs ™ e 'll!tl'

DISTRIBUTORY: 1MW, 5 A= Graybar
Elactric -Compony, IN CANADA AND NEW
FOUMDLAMD =Marthern Electric Co., Lid,

nation’s Ir:.rgf?s! prr:adm:er of communications eqmpman.L




HERE'S THE SCORE

¢ SYRACUSE

FALL-WINTER REPORT—SYRACUSE—OCT. 194T7—FEB. 1948

WFBL LEADS with on average Rating of 6.47 for all
40 Quarter-Hour Daytime Periods . . . IN SYRACUSE.

STATION B .51 STATION D .2.54
STATION C ..3.85 STATION E .1.78

WFBL Leads

‘WFBL LEADS with an average Rating of 6.77 for all
20 Morning Quarter-Hour Periods.

STATION B.......ccvvvenen. 6.36 STATION D........cueee. 2.07
STATION C..covvvvnnnnnne. 3.2 STATION E....vvnvnnnenenn 1.16

WFBL Leads

WFBL LEADS with an average Rating of 6.27 for all
90 Afternoon Quarter-Hour Periods.

STATION D
STATION E

...... 3.01
...... 2.40

STATION .96
STATION C.........cuuns 388

WEBL Leads

WFBL LEADS with 7 Quarter-Hour Daytime Periods
with Ratings of 10 or better.

STATION B,..1; STATIONS C, D, & E...NONE

WEBL Leads

WFBL LEADS with 13 Quarter-Hour Daytime Periods

with Ratings of 7.5 or better.
STATION B...S5; STATIONS €, D, & E... NONE

WFBL Leads

WFBL LEADS with 26 Quarter-Hour Daytime Periods

with Ratings of 5 or better,

STATIONB.............o..0. 16
STATION C....0cvvnninnnnn 11

STATION D.......

ASKE FREE & PETERS to show you complete
Hooper measurements of
radia listening Fall-Winter. It
shows WFBL first in
share of audience in
total rated time
periods.

CUSE IT'S WFEL & B

CRS @& 5000 WATTS
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STATION E..............NONE

B

Mullen Leaves NBC
(Continued from page 43)

affected Messrs. Dyke and Kopf,
whose jobs remain the same.

That Mr. Trammell was resum-
ing executive responsibilities here-
tofore carried out by Mr. Mullen
was evident in the president’s an-
nouncement that all officers and
department heads who were not
otherwise directed in the new order
and who formerly reported to Mr.
Mullen would now report to him.

One of Mr. Mullen’s first ac-
tions, it is expected, will be selec-
tion of a general manager for
WJIR Detroit. The station has func-
tioned under Harry Wismer, na-
tionally known sportscaster, who
has doubled in brass as assistant
to Mr. Richards since January,
1947. Whether Mr. Wismer would
continue as assistant to the presi-
dent when Mr. Mullen assumes his
new duties six weeks hence or as
assistant to Mr. Richards as the
new chairman, remained to be de-
termined.

Changes in the operating align-
ment of the other Richards sta-
tions are not foreseen. John F.

W W W il

Statements by Messrs.
Trammell & Mullen

TEXT of a statement issued by
Niles Trammell, NBC president.
announcing ' the resignation of
Frank E. Mullen, NBC executive
vice president:

«It is with genuine regret that I an-
nounce the resignation of Frank E.
Mullen, executive vice-president, effec-
tive July 1, 1948, Mr. Mullen became
associated with NBC at the time of its
organization in 1926. He joined the Ra-
dio Corporation in 1934, where he was
elected vice-president in 1939. In 1940
Mr. Mullen re-joined the National
Broadcasting Co. as vice-president and
general manager and in 1946 was named
executive vice-president. Mr. Mullen has
contributed materially to the success
of the company during his association
with NBC and his resignation will be
received with the feeling of definite loss
to his many associates and friends with-

in and outside the comipany.”
* * *

TEXT of a statement issued by
Frank E. Mullen, executive vice
president of NBC, upon his resig-
nation from the company:

“My decision to leave the National
Broadcasting Co., to which I have de-
voted almost 22 years of my. life, was,
of course, a difficult one to make. Those
years have been fruitful and rewarding
to me and I take great pride in the
National Broadcasting Co.'s Success as
the nation’s ouUtstanding medium of
service to the public.

“I have enjoyed particularly my close
association with General David Sarnoff
and Niles Trammell and wish to ex-
press my appreciation of their constant
cooperation and assistance in making
my work effective.

“Since I am continuing in the field
of broadcasting I am fident that our
common aim to be of still greater serv-
ice to the American public will bring
us together on many future occasions.
I am deeply conscious of the constant
cooperation and loyalty of all my asso-
ciates and fellow workers in the com-
pany and to them I say a special word
of thanks and appreciation.”

W W

Patt, vice president and general
manager of WGAR, is highly re-
garded as one of radio’s most
capable executives. His roots are
deeply planted in Cleveland where
he has been for two decades. Rob-
ert O. Reynolds is vice president
and general manager of KMPC.

The Richards’ stations have been
under FCC investigation for sev-
eral weeks because of complaints
filed against Mr. Richards himself
alleging slanting of news on
KMPC. FCC investigators have
interviewed executives at each of
the three stations, and have exam-
ined station news and correspond-
ence files. Meanwhile, the FCC has
given WGAR a temporary renewal
instead of the customary three-
year license extension from May 1,
pending the outcome of the inquiry.

While no inkling of possible
action has been forthcoming from
the FCC, in the ordinary course of
events, it was presumed that the
proceedings would reach the stage
of a formal hearing on license
renewal of KMPC. Clete Roberts,
former news commentator on
KMPC, had charged that Mr. Rich-
ards instructed him to slant news
in favor of Gen. Douglas Mac-
Arthur, and others had alleged
that he had ordered attacks on
those with Communistic leanings.

Mr. Mullen’s experience and
background in radio, from begin-
nings as an announcer and agri-

(Continued on page 130)
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radio programs iac.
LOWELL E. JACKSON, President
75 EAST WACKER DRIVE, CHICAGO, ILLINOIS

Southern Sales
MONOGRAM BUILDING, NASHVILLE 3, TENN.
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MARKET DATA - TOTAL AREA

Retail Sales
Foad Sales
Drug Sales
Net Efficiency

Buying lncome

Gross Farm Dollars

Daytime

$1,571,310,000
381,428,000
74,505,000

1,928,073,000
734,422,000

Nighttime
$1,199,756,000
294,214,000
57,054,000

1,498,039,000
510,694,000

Source: Sales Mgt. Survey of Buying Power, 1947

BROADCASTING

Telecasting

A BIG SLICE

and it's spread thick!

1% BILLION DOLLAR MARKET
SPREAD OVER TWO STATES

You've got to think in big terms when you think
about KWFT! Here’'s what we mean. If you
take our BMB Audience Coverage Map and
match it with the latest Sales Management
“buying power’’ figures, you'll see that KWFT
reaches a billion and a half dollar market that
spreads over two great states. A letter to us ar
our '"'reps’* will bring you all the facts, as well
as current availabilities. Write today.

THE TEXAS - OKLAHOMA STATION

WICHITA FALLS-5,000 WATTS-620 KC-CBS

May 17, 1948
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NEW Pl DEALS

PER INQUIRY offer has been sub-
mitted by executives of an NAB
member station to “only one sta-
tion in a town” on behalf of Calsa-
dol Tablets. It is one of a series of
PI deals submitted recently to sta-
tions.

Making the offer is the firm of
Connor & Campbell, radio advertis-
ing agency with offices in the
WBRC Bldg.,, Birmingham. Offi-
cers of the agency are Leslie W.
Connor and Don D. Campbell, co-
commercial managers of WBRC.

NAB told BROADCASTING, in re-
sponse to an inquiry, that the asso-
ciation is historically opposed to PI
and free time deals. Resolutions to
this effect have been adopted by
NAB conventions, the board and
Sales Managers Executive Commit-
tee.

The Connor & Campbell letter,

NAB Member Makes Offer

signed by Mr. Campbell, says:

“When I tell you we have the hot-
test ‘PI’ that ever hit the air, don’t
take’ my word for it . . ., Calsadol
tablets will be ready to start rolling
good hard cash into your bank ac~
count in about 30 days. A tried and
tested campaign is now ready to
turn your open time into a proposi-
tion that will net you ‘better than
your general rate’.

“The deal is clean-cut. Calsadol
tablets come in two sizes—100 tab-
lets for $2. Economy size bottle of
500 tablets for $9. You make 50c on
the $2 size and $2.25 on the $9 size.

. The Calsadol Co. is_a trade
:ame of the Veltex Co. of Birming-

am

Another proposal from a broad-
casting executive, Edwin A. Kraft,
has been submitted by Northwest
Radio Adv. Co., Seattle, of which
Mr. Kraft is president. He has
been interested in station owner-
ships in Alaska, according to FCC
records.

The Northwest proposal says,

“We are looking for hot mail pro-

ducing spots and will appreciate
any suggestions you have to offer.
At present we are using around 200
stations for several accounts calling
for direct mail orders. This is very
lucrative business, and on many
stations of the country provides the
backbone of monthly revenue.
Whether or not you can and do
produce large mail response, is in a
large measure determined by your
own station policies, and we have
no desire to persuade you to change
those policies. . . . We handle no
other type of business. We believe
we know something about this par-
ticular type of broadcasting, and we
would thoroughly enjoy working
with you to add substantial billing

during the spring and summer
months.”
“Summer hiatus” opportunity

submitted to stations by R. J.
Potts-Calkins & Holden Adv.,
Kansas City, covers an offer for a
book of floor plans of ranch-house
style homes. According to Gene W.
Dennis, radio director:

“This is a high-type offer that will
in no way impair the prestige of

KSEL'S CASH-REGISTER-ABILITY

One Account states . . .

“ . .....concerning results we have obtained thru advertising over
KSEL. Perhaps the answer is best evidenced by the fact that we con-
tinue to use your station, just as we have for the past several months.”

The aggressive merchants of the South Plains, who are very
sharp business men, buy the medium which produces buy-
ers. You're invited to survey our accounts concerning KSEL'S
cash register ability.

Test campaigns invited—prefer difficult type

950 KC

LUBBOCK, Texas

L

HAL HOLMAN,
National
Representative
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your station., We will pay 25¢ on
each $1 order. . . . This PI oppor-
tunity is offered on an exclusive
basis in each market. Stations that
prove themselves with sufficient
mail returns will be given the op-
portunity to take the orders on
straight time contracts.”

Timely News Photos Inc., 165
Broadway, New York 6, N. Y., an-
nounces it is “engaged in the busi-
ness of publicizing radio stations
without. charge to them for recip- °
rocal advertising of a limited na-
ture by the radio station for local
merchants in your broadcast area.”
According to A. H. White, of the
company, the plan includes a news
picture display service which is
sold to merchants. These displays
usually carry the call letters of the
radio station, including radio sta-
tion copy, according to the letter.

Agency Claims

Shaffer Brennan Margulis Adv.
Co., St. Louis, claims to handle
“what we believe may be the larg-
est volume of mail order radio ad-
vertising in the country,” listing
seven major stations. The agency
says, “If you are interested in mail
order advertising, and can produce
a satisfactory volume of returns,
we can give you a nice volume of
business.”

The Ball Clinie, operated in Ex-
celsior Springs, Mo., by Dr. Ball's
Health School Inc., wants “to give
away our free book on rheumatism
to listeners of your station, and
we will pay you 50c net per in-
quiry.” V. M. Hodgins, advertis-
ing manager, adds, “We have noth-
ing to sell as we do not prescribe
or treat by mail—we do want all
sufferers from rheumatic conditions
to read our books.”

SINN HEADS ZIV'S TV
FIRM; TWO JOIN STAFF

APPOINTMENT of John Sinn as
president and the addition of two
staff members were announced last
week by Ziv Television Programs
Inc., wholly-owned television sub-
sidiary of the
Frederic W, Ziv
Co. (Cincinnati,
New York, Chi-
cago, Holly-
wood).

Mr. Sinn has
been  associated
with the Ziv com-
pany for ten
years, He has
been executive
vice president in
charge of radio production, sales
and merchandising for the firm
fdr the last six years.

The two additions to Ziv Tele-
vision Programs, which produces
films for use on television exclu-
sively, are Donald Jacques as film
editor and Saul Shames as libra-
rian cutter. Mr. Jacques will work
under his twin brother, Robert,
head of Ziv’s television film de-
partment.

Mr. Sinn commented that the
rush of new television business
had necessitated the personnel ad-
ditions.

Mr. Sinn

Telecasting
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Listerine . . . to make ’em mouth happy

Abe Burrows . . . to make ’em laugh happy

WMT To Make ’em RESULT Happy

Abe Burrows regales the Saturday evening audience with
his special brand of laugh-type music and satire. WMT provides
the exclusive Eastern Iowa outlet for this fine CBS show.
It’s another on the long list of programs that command
loyal listeners in the double-barreled market that is WMTland.
Advertisers get results on WMT because their programs
get heard by prosperous farmers and workers in Iowa’s hooming

industries . . . a potential audience of 1,131,782 (within 9
the 2.5 MV line) raring to become product-
purchasers. Get the complete data from

the Katz Agency man . . . and get results on WMT.

600 xc., s000 watts  CEDAR RAPIDS DAY AND NIGHT

Basic Columbia Network
BROADCASTING o Telecasting May 17, 1948

CBS STARS ARE ALWAYS SHINING OVER EASTERN IOWA VIA WMT
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(CTELEVISION

What the American Broadcasting Company did in experimental

television work ... When ABC will have a coast-to-coast television

network ... Who is in charge of television operations at ABC.

J

A timely progress report on TELEVISION from the American Broadcasting Company

According to the Radio Manufacturers Associa-
tion, the production of television sets is now
approximately 35,000 sets a month. And the rate
of production is increasing. This means that tele-
vision is already well out of the baby stage. By
the end of 1948, the number of homes in several American cities
that are reached by television will be as numerous as those
reached by important metropolitan newspapers.

In New York City, for example, it is estimated that there will be
400,000 sets in use this year. With a conservative estimate of
5 viewers per set, this means a total New York audience of
2,000,000. And in other cities, it is an audience of proportionate
size. Television, then, has arrived.

T
Where does ABC stand ?

ABC’s television operations began in 1945. During its experi-
mental stages, ABC was producing more commercial programs
—in more cities—for more sponsors—than any other network.
These operations have now expanded into the firm nucleus of a
coast-to-coast television network. ABC has at the present time,
either owned or afhliated, TEN television stations: owned and

® May 17, 1948

operated stations in NEW YORK + CHICAGO + DETROIT « SAN
FRANCISCO « LOS ANGELES and afhliated stations in PHILADELPHIA
+ WASHINGTON, D. C. + MINNEAPOLIS + SAN DIEGO - NEW ORLEANS.

ABC is currently negotiating with ten other licensees who have
stations that are already on the air or are under construction.
ABC expects to have a total of at least 30 television affiliates by
the end of 1948.

Already a network

On Sunday, the 18th of April, ABC inaugurated its regularly
scheduled television programming on an Eastern regional net-
work. The cities: New York, Philadelphta, Baltimore and Wash-
ington. The program: “On the Corner” with Henry Morgan.
The sponsor: Admiral Radio Corporation. This was the first in a
series of many features programmed by Charles Barry, v.p. in
charge of radio and television programming. As many as 15 hours
a week of regularly televised programs will be broadcast each
week during the summer . . . in addition to the special programs
from Philadelphia during the Republican and Democratic con-
ventions. “Our intention,” says Robert Kintner (exec. v.p.), “is to
increase programming steadily, first on an Eastern regional network,
then on Midwestern and Pacific Coast networks, and, finally, to
connect these networks inio one national network with origination
points in the key citles.”’

BROADCASTING o Telecasting



ABC’s key television cities

New York. At present ABC has a working agreement with
television station WATV in Newark to use that station for tele-
casting ABC programs in the New York area...and WABD
is also available at certain times for ABC programs. Construc-
tion of ABC’s own station, WJZ-TV, is underway. The station
will be on the air in August . . . originating from the most unique
new television studios in the nation! Until August most ABC
television programs will originate from WFIL-TV, Philadelphia.

Chicago. On the air, September, 1948. The transmitter site is
atop the Civic Opera Building.

Detroit. On the air, October, 1948. From the Maccabees
Building.

San Francisco. December, 1948, From Mount Sutro.

Los Angeles. December, 1948. From atop Mount Wilson.

All of these key ABC stations will occupy Channel 7, which is in
the middle of the television dial and is the first channel in the
higher frequencies.

All-important cities

ABC’s grants in these five key cities are of tremendous impor-
tance. Here are the major markets in the land. And here, too, (in
New York, Hollywood and Chicago) are the great origination
points for talent. ABC’s firm foothold in these all-important
centers is the foundation on which the network is expanding.

ABC’s fast-growing television department is one of the best-
trained groups of video experts in the country. They are men
and women who have had long years of practical experience in
television (and radio). They are geared for full-schedule, nation-
wide television. To mention a few:

Top television men

Paul Mowrey, National Director of Television. His position
as perhaps the best-known figure in television has enabled him
to assemble an outstanding staff.

Richard Rawls, Manager of Television Operations. For-
merly manager of television studio operations with CBS. Follow-

4 -BC American Broadcasting Company
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ing a management career in the theatrical and motion picture
fields Rawls has had 9 years in television.

Lawrence R. Algeo, Jr., Eastern Television Program
Manager. Five years in writing, directorial, acting, production
capacities at General Electric’'s WRGB. Working with him are
such veterans as Richard Goggin, recently television program
director with WFIL-TV, Ralph Warren, formerly television
director with CBS, Bobbie Henry with 9 years in television.

Burke Crotty, Director of Television News and Special
Events. Eleven years with NBC- television. Later television
director of WMAL-TV, Washington, D.C. Generally regarded
as one of the most experienced men in television today . . . an
achnowledged expert on remote pickups. '

Charles Holden, Television Production Manager. For-
merly production manager for CBS television, supervising scen-
ery, lighting, props, costumes, make-up for nearly 3000 shows.

James McNaughton, Television Art Director. Four years
NBC television, 2 years CBS television, 2 years head of pro-
duction for WATV.

Marshal Diskin, Director. Six years with CBS television,
during which he handled camera work on 2800 shows.

Tops in Programming

And, almost as important, we also have long years of radio experi-
ence behind us, too. Television will differ from radio in that
power will not be a competitive factor: all stations will have
more-or-less equal strength and will compete almost entirely on
the basis of programs.

In radio, ABC has been outstandingly successful in program-
ming. For example, the network’s new type of daytime program-
ming has won millions of listeners for the network, has revolu-
tionized daytime radio fare. The same programming skills that
helped make ABC the ONLY network last year whose ratings
substantially increased will play a vital part in developing top-
notch entertainment on ABC-TV.

It adds up to this

There have been three stages in the growth of television: 1) ex-
perimental, 2) engineering, 3) operating. We are now entering (at
full speed) the third stage. If it is true that facilities, experience
and programming are the factors that will spell success in tele-
vision, then it is obvious that ABC will play a dominant role in
the development of this great new medium.
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Mullen Leaves NBC

(Continued from page 124)

cultural director, to second in com-
mand of the nation’s first network,
eminently qualify him for the pres-
idency of the three major market
stations controlled by the Richards
family.

Frank Ernest Mullen was born
on a farm near Clifton, Kan., on
Aug. 10, 1896, the son of a county
judge. He went to school in South
Dakota, and selected a career in
“agricultural journalism” by en-
rolling at Iowa State College at
Ames. He graduated in 1922. Two
other figures prominent in radio
matriculated at the same school—
Frank M. Russell, NBC vice presi-
dent, and Harry C. Butcher, owner
of KIST Santa Barbara, Calif.,
former CBS Washington vice pres-
ident, and Gen. Eisenhower’s naval
aide (as a Captain in USNR) dur-
ing the war,

Mr. STROTZ

In 1923—one year out of college
—Frank Mullen joined the Stock-
man and Farmer, an agricultural

Mr. HAMMOND

weekly in Pittsburgh, and prompt-
ly was assigned to producing a
radio program for KDKA, which

CKLW makes ‘em REACH” for

gour product
in the Detroit Area

' Adam J. Young, Jr., Nat'| Rep.

5,000 Watts Day and Night ® 800 kc. ® Mutual Broadcasting System

*You'll reach more buyers
for less because CKLW has
the lowest rate of any
major station in this market!

J. E. Campeau, President

H. N. Stovin & Co., Candian Rep.
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three years earlier had gone on
the air as the first regularly 1li-
censed station. He was identified
with the handling of the first “net-
work” programs carried over
KDKA, WEAF and WJZ, and in
1926, when NBC was formed, he
arranged for its first agricultural
broadcasts. The following year he
was with NBC as Chicago mana-
ger, and in the same year he origi-
nated and produced the National
Farm and Home Hour for the net-
work.

In 1934, Mr. Mullen was ap-
pointed director of information of
RCA by David Sarnoff, and in 1939
he was elected a vice president of
RCA in charge of public relations,
publicity and advertising. The fol-
lowing year he was elected vice
president and general manager of
NBC, serving .under Niles Tram-
mell, who had been his chief and
co-worker as vice president in
charge of NBC’s Central Division,
headquartered in Chicago.

Mr. Mullen relinquishes, in addi-
tion to his executive vice presi-
dency at NBC, a directorship in the
company, and in Radiomarine Cor-
poration of America and RCA In-
stitutes Inc. He is married, and has
three sons, Russell, of college age,
and Frank Jr., and Peter.

Illness Causes Move

Mr. Richards, a self-made man,
and a strongly opinionated one,
became ill a decade ago, and his
doctors recommended the mild Cali-
fornia climate. He has made peri-
odic trips to the Middlewest, but
generally has left operations of the
stations, other than KMPC, to the
managing heads.

George Arthur (Dick) Richards
was born in Crete, Ill., in 1889, and
began supporting himself as a
youth. In 1911, he became a sales-
man for Firestone, and a year later
was branch manager in Columbus.
In Detroit, from 1917 to 1921, he
was top tire salesman in the
nation for Firestone.

From tires he went to automo-

(Continued on page 132)

Mr. MacDONALD
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K.S.SELLOGRAM )z

YOU CAN REACH CONSUMERS, DISTRIBUTORS, AND RETAILERS
ALIKE WITH ONE MEDIUM - KSL - IN AN AREA OF 1,049,800
PEOPLE, THE HEART OF THE GREAT KSL MARKET. THIS AREA,
WITH RETAIL SALES OF 695 MILLIONST IN WHICH 50 TO 100%
OF THE PEOPLE® LISTEN TO KSL REGULARLY IN THE DAYTIME,
COINCIDES ALMOST COUNTY FOR COUNTY WITH THE SALT LAKE
WHOLESALE DISTRIBUTION AREA.

KAY S. SELL

*Broadcast Measurement Bureau, 1946

1Sales Management Survey of Buying Power, 1947




Mullen Leaves NBC

(Continued from page 130)

biles and in 1925 his Richards-
Oakland Co. became a radio adver-
tiser with two weekly 15-minute
programs over WJR Detroit, then
a 5,000 w part-time station owned
by Jewett Radio and Phonograph
‘Co. The Jewett company went
broke and Mr. Richards bought
WIJR in bankruptey for “under
$100,000.” The station soon became
one of the most successful inde-
pendently-owned operations in the
country, and has been a fulltime
clear channel 50,000 w outlet since
1935.

Afterward, he purchased two
part-time Ohio stations and merged
them into WGAR Cleveland. The
station, managed by John F. Patt
from the start, began operating

with 50,000 w in July 1947. He
originally purchased KMPC in 1937
—then a 500 w daytimer. Now the
station operates 50,000 w day and
10,000 w night, and holds a con-
struction permit for 50,000 w full-
time.

Mr. Richards feels so strongly
about freedom of speech as vital to
America that he designed a figure
he calls “Free Speech Mike,” which
he uses as the trade mark of his
stations.

The Richards maintain their
home in Beverly Hills. Their
daughter, Rozene, a graduate of
Stanford, is now on the staff of
KMPC.

Mr. Strotz joined NBC in 1933
as manager of the program and
artist service of the central di-
vision. In January 1939 he became
manager of the division succeed-

ing Niles Trammell and in De-
cember of the same year was ap-
pointed a vice president. In Oc-
tober 1940 he went to New York
in charge of the program depart-
ment and in less than two years
was put in charge of the Western
Division.

Mr. MacDonald joined NBC in
1935 to install a cost accounting
system and became budget officer.
Three years later he was assigned
to the radio recording division as
business manager. When the Red
and Blue networks were separated
Mr. MacDonald moved up to the
executive floor of NBC and became
a right hand man to Mr. Mullen.
He was made a vice president in
December 1942. He was later ap-
pointed an administrative vice
president in charge of the control-
ler’s, treasurer’s, budget, general

5000 Watts Day
REPRESENTED NATIONALLY BY THE KATZ AGENCY,

Attention to local news and events,
programming that serves the com-
munity, knowledge of what the
home folks like .. .that's all part of
the local touch. WGST has it.

WGST

ATLANTA

1000 Watts Night
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Mr. Smith

Mr. Kersta

service, personnel and guest rela-
tions departments. His recent as-
signment has included the post of
assistant secretary.

Mr. Hammond was appointed in
1943 to the post of assistant to
the director of advertising and
promotion of NBC. Less than a
year later he became director of
advertising and promotion. His
success was so outstanding in that
position that last October he was
elected a vice president and made
assistant to Mr. Mullen.

Mr. Kersta was employed by
NBC in 1932 as a clerk in the au-
dience mail division. Concentrat-
ing on television he continued eve-
ning classes in engineering at New
York U. and later left the network
to study at the Massachusetts In-
stitute of Technology. In 1935 he
came back to NBC to develop tel-
evision, FM and facsimile plans.
Through gradual promotions he
became a member of the president’s
executive staff and in 1939 when the
network set up a television depart-
ment he became assistant to the
vice president in charge, Alfred
H. Morton. After serving in the
Marines during the war he re-
turned to NBC in 1945 as man-
ager of the television department
and when top level duties were re-
aligned in September 1947 was
placed in charge of the network’s
broadcast operations of the ex-
panding television division.

Smith’s Background

Mr. Smith started with NBC
Washington as an announcer in
1931. During Roosevelt’s adminis-
tration he was NBC’s Presidential
announcer. He became assistant
manager of WRC and WMAL
Washington when WMAL was a
member of the Blue network. In
1942 he was made manager of
WRC and in February of this
year was made manager of the
NBC television department with
headquarters in New York.

Jones Quits Buchanan

MARTIN JONES has announced
his resignation as radio director
and vice president of Buchanan
Agency, New York, a $30,000-a-
year position, to form his own tel-
evision packaging firm. His first
production will be False Witness,
a half-hour show valued at $3,500
weekly on a 18-week contract. Mr.
Jones first produced and directed
the program in 1945. No replace-

I N C. menthas been named at the agency
as yet.
BROADCASTING e Telecasting



HAVE YOU A CONSTRUCTION PERMIT FOR TELEVISION?

To Furnish a More Complete Television Service

We are pleased to announce

Daniel O. Hunter

. that Mr. Daniel O. Hunter has joined our staff. Dan Hunter, formerly Chief Engineer of
WMAL, WMAL-TV and WMAL-FM, key stations in the Nation’s Capitol, is a graduate radio engineer
with extensive television broadcast engineering experience having had direct charge of the installa-
tion and operation of WMAL-TV. This television station on Channel No. 7 is the first one to begin
regular operation in the upper part of the television band.

Mr. Hunter’s unique experience in the television field particularly qualifies him to assist Jansky
& Bailey clients with the many technical and operational problems with which they will be confronted
in activating their television construction permits. The addition of Mr. Hunter to our staff augments
the service we have already heen rendering our clients in connection with the preparation and filing
of television applications.

We can prove to you that proper engineering guidance in the selection of equipment, studio and

station installation planning, and training of technical personnel, will result in greater efficiency and
substantial savings.

JANSKY & BAILEY

Consulting Radio Engineers

National Press Building, 1339 Wisconsin Avenue, N. W.
Washington 4, D. C. - Washington 7, D, C.
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To commemorate the Louisiana
Purchase the Jcfferson National
Expansion Memorial proposes this
development of the St. Louis river front.
Central feature of the plan as
concetved by Eero Saarinen and
Associates is the illustrated stainless
steel arch rising majestically to a
height of 590 feet — symbolic of

St. Louis “gateway to the west.”

The arch is to be equipped with

an elevator to take visitors to an ,
gbservation corridor at the top. The
plan also includes the preservation
of old landmarks, landscaping and
construction of memorial buildings.







Editorial

Democracy at Work

THE NAB is a democratic organization. It
_exists, tze lads at headquarters in Washing-

ton will| tell you, to carry out the wishes
of its members. Yes sir, it's a service organi-
zation.

We think that’s swell. But there’s one thing
that strikes us as just a mite odd. Why is
it that a democratic organization like the
NAB, which stands firmly for free radio,
free spebch and the right of every man to
have his/ own opinion, has arbitrarily decided
through its board to hold all future conven-
tions in the spring in one city, Chicago?

Chicago’s a fine place. It’s in the middle
of the country, with important radio con-
tacts, adequate hotel and entertainment fa-
cilities. Personally, we’re for it, but we be-
lieve in majority rule too.

It’s just that less than a year ago a BROAD-
CASTING TRENDS poll of station managers
showed 75% wanted the annual meeting in
a different place every year. Only 14% voted
for the same city. And 37% favored fall,
with only 28% espousing a spring meeting.
Of course, the Atlantic City fiasco may have
had a depressing effect upon resort sites.

Where did the democratic wheels slip a
cog? Did the board forget the station man-
agers’ mandate when it voted for the Chi-
cago meeting? Did high echelon executives
on the NAB staff influence the decision? Or
Jis it another case of a few deciding what
they think is “best” for the majority?

We'’re just curious.

Ll
CC’s Little Lamb -

IT WAS inevitable that Congress some dav
would eatch up with the rather bizarre deal-
ings at the FCC in favor of left-wingers.
'This is manifest in the blast by Representa-
tive Hébert (D-La.) against grants to Ed-
‘'ward Lamb, Toledo attorney and owner of
'WTOD, as well as holder of six authorizations
for TV and FM.

For many months we have called attention
in these columns to these untoward and oft-
times unexplained actions. The FCC legal
staff hqs been uncommonly persuasive in get-
ting the Commission to smile benignly on the
radical elements, while raising unshirted
ned with corporate applicants or licensees,
notably| those identified with newspapers.

This fis not to condemn all seven members
of the present FCC—five of whom have served
two years or less. Nor is it an indictment of
all of Jthe Commission’s lawyers, It is a
reflection upon—or a compliment to—that
small clique of lawyers and so-called experts
and economists who have trumped up these
situations and sold them to the Commission,
largely through the offices of Comr. Clifford
J. Durr, the Alabama Democrat whose term
ends June 30.

The FCC complains it is overburdened with
work and is understaffed. Most of that bur-
‘den has developed in the artificial stimula-
tion of crusades in the broadecast field.

Many of the FCC troubles, we venture,
will evaporate with the departure of Stormy-
Petrel Durr. For then the long-haired boys
in the back room won’t have their Charlie
McCarﬁhy on the Commission talking out of
the left side of his mouth.
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Hearts & Flowers

JIMMY PETRILLO’S public relations—nil
a few months ago—now are the best.

He called on President Truman 10 days
ago. He talked music and his “free con-
certs” paid for through the now Taft-Hartley
outlawed royalties derived from recordings
and transcriptions. He had a hand-out all pre-
pared, which made it easy for the newsmen
covering the White House to write their
sprightly little pieces with nary a mention
of “Caesar” or labor bossism.

The transformation is lovely. It is wonder-
ful tribute to Hal Leyshon, ace publicist who
used to run WIOD in Miami, while editing
the Miami Daily News, and who probably
had his headaches with Jimmy while paying
his station’s overhead.

Maybe the change is permanent. Jimmy
says he had $3,000,000 in that royalty fund
which permits him to provide those “free”
concerts. We imagine he can call ’em “free”
even though the money came from the re-
corders, who in turn must have added the
cost on the selling price.

Jimmy, of course, wants the copyright laws
amended so he can get his royalties without
defying the Taft-Hartley or the Lea (anti-
Petrillo) laws. He wants to use hearts and
flowers now, very soft. He wants to forget
the thunder and brimstone business.

It’s all very nice. The Leyshon system is
working wonders. But let’s play elephant,
and not forget. Let’s make sure there isn't
an amendment to the Copyright Act of 1909
that will saddle every broadcaster with a
performing rights fee on every record. Be-
cause if there is, many stations won’t be
able to stay in business, and Mr. Petrillo will
have more power over radio than the FCC.

Ungolden Silence

WITH media costs rising, advertisers are
taking time to analyze their budgets. Alert
to this development, competing media are re-
stating their cases and doing it well. The
“war-fund” of newspapers alone is over
$1,000,000 for competitive research, not in-
cluding promotion and other phases of the
campaign.

The answer to the lavish and vigorous
anti-radio campaigns of newspapers and maga-
zines is supplied by the All.Industry Presenta-
tion Plan. With a modest $200,000 or so, the
committee in charge has developed an idea
that will promote radio among advertisers
everywhere. The plan comes before this NAB
convention. Assessments are relatively small,
as a study of the committee’s booklet, Radio
Has Been Strangely Silent, will quickly show.

Much thought has gone into the idea. The
resulting presentation - should be one every
broadcaster will be proud and eager to show.
More important, it will supply answers to
competing media claims while affirmatively
reciting the radio case at a time such a reci-
tation is badly needed.

Shop Now for 49 DST

AFTER a late and all-too-lethargic start,
the proponents of uniform time got in their
licks before appropriate committees of Con-
gress at this session.

It all came after the clocks had shifted
last month, and with snafued time now in
vogue, as far as radio is concerned, in those
states which do not have DST.

But a start has been made. Congress quits
in June. The new one convenes in January.
If all interested elements get to work early,
there can be uniform DST in 1949. If they do
not, the time folly will continue.

Our }Qu,aecu To—

CALVIN JAMES SMITH

HEN CALVIN J. SMITH confronts
WNAB Treasurer “Bee” Arney in Los

Angeles this week with his travel
voucher for his first NAB Board meeting, his
chit will be for bus fare.

That’s because the new director can claim
conveyance only from KFAC, on Mariposa
Avenue, to NAB Headquarters at the Biltmore
at Fifth & Olive Sts.

Cal Smith was the last director to be elected.
His was an old-fashioned runoff campaign
against Harry Witt, CBS assistant general
manager, also of Los Angeles. It was a battle
of network against independent and in south-
ern California, they take their independence
seriously.

Cal Smith has epitomized rugged individual-

" ism in radio. He has been in the forefront of

just about every fight involving basic radio
issues that has developed in California or, for
that matter, in the nation, during the past
decade. But labor relations and negotiations
have been his forte. With an engineering
background that started in the “brass-pound-
ing” days, he has the tenacity of a toy bulldog
when he gets into an affray. Because he has
been a disciple of the “fine music” school in
radio, he has zealously guarded broadcasters’
rights in the music copyright and performance
field.

Cal Smith was wearing his Buster Browns
when he first collided with radio. That was in
1914 in Cincinnati, when several youngsters in
his neighborhood demonstrated the wonders of
a crystal receiver. It wasn’t long before Cal
wound some wire around a Quaker Oats box
and became the proud owner of a crystal set.

And from the starting curiosity arising
from the making of a crystal set grew the
stimulus for further technical knowledge. But
as Cal Smith had never been formally advised
that licensed recognition was even necessary,
it was 1922 before he took the steps necessary
in the procurement of an official license.

Although he has lived in California for 33
years, he started life in Cincinnati, Dec. 17,
1904. Eleven years later the family moved
West, settling first in Los Angeles for a year
before moving to the Imperial Valley.

Since his dad was trying to run a small
ranch, with no hired help, Cal Smith soon
became an active hand “milking cows for three
years” until they moved again to San Diego.
After a year in the latter city, the Smiths

(Continued on page 138) .
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Meet "Sells-man"

BURT FARBER i .

For 14 ycars, a leading musical
personality of the Queen City, Burt
has been WSAIl-promoted until his
name is a household word, his
ability to sell for a sponsor proved
in every field.

On Burt's distinctive afternoon -
show, brilliantly highlighted by the
Farber piano and his pleasing and s
informed commentary on contem.
porary recorded music, sponsors '
have found a medium of marked f
sales receptivity in the Cincinnati
metropolitan market.

wit

A far cry from the ordinary platter
spinner, Burt's “audience wise"”
stage manner makes his show one
of Cincinnati's most popular studio
audience programs . . .

-\ pROMOTED
PERSONALITIES!

:‘«'- .

A

¥ L
U by tJ LEdf, [} ,‘,L\u(u.u Z2008

Cincinnati's street cars and buses

36] do their part with dash cards from

city limit to city limit.

CINCINNATI

A MARSHALL FIELD STATION REPRESENTED BY AVERY-KNODEL

Colorful billboards on Cincinnati's
main thoroughfares help build the
“Farber legend" . . .

Taxicabs add their note to the
town's promotional Farber chant . .
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Respects
(Continued from page 136)

decided that Los Angeles was to be
home.

Following graduation from Los
Angeles High School in January
1924, he turned to sea as ship radio
operator aboard a lumber schooner
plying between Los Angeles and
Portland. And in the fall of 24 he
enrolled at Whittier College, out-
side Los Angeles.

With summer vacation he took
his radio to sea again, this time as
operator on a Standard Oil tanker
bound for London from Los An-
geles, After one round-trip he was
back at college in '25. Early in ’26,
he was offered a spot as engineer
at KFSG Los Angeles and took it.

When the job conflicted sharply
with attendance at Whittier, he
split his|scholastic schedule, taking
half his Istudies at U. S. C. and the
rest at Whittier, in addition to his
knob duties at KFSG. When school
ended he took off with a mobile sta-
tion operated by Warner Bros. and
known as 6XBR which toured the
country in the interest of Vita-
phone.

After several months of touring
he returned to Los Angeles, and
with his friend, Ben MecGlashan,
set out to get a radio station. KGFJ
was licensed to Mr. McGlashan
late in 1926, although the two were
operating as partners.

Since| no partnership can long
survive without operating capital,

*ay -
€40 ov ‘anown, 1NC*

LAING 5
ot i,

radjo programs inc.
LOWELL E. JACKSON, President
75 EAST| WACKER DRIVE, CHICAGO, ILLINOIS

Southern Sales
MONOGRAM BUILDING, NASHVILLE 3, TENN.
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Mr. Smith put to sea intermittently
in an effort to transfuse the station
exchequer.

By the fall of ’27, young Mr.
Smith decided it was about time he
completed his college studies; after
some time divided between Whit-
tier and Stanford, he was gradu-
ated from the latter with his B.A.
in 1930.

While at college, he had aimed
for a banking career; the depres-
sion cut such plans short. Instead
he turned back to radio and went
to the Orient with the President
Taft, which was the first short-
wave-equipped ship. Thus he par-
ticipated in a bit of radio history
by handling communications for
the first ship which was in touch
with San Francisco, Honolulu and
Manila 24 hours of each day at sea.

Joins KF1

Contracting typhoid, in the proe-
ess of three round trips, Seaman
Smith came back to land again for
a rest. After recuperation, he
joined KFVD Los Angeles as an
engineer. A couple of months later
when E. L. Cord, station owner,
acquired Century Pacific Airlines,
Cal Smith shifted over to that
operation as chief of radio. The
pioneer automotive manufacturer
married Mr. Smith’s sister-in-law.

Then in 1932 he became chief
engineer of both KFVD and KFAC.
Early in 1934 he took over as gen-
eral manager of KFAC, a post he
has held ever sinec.

Industry-wise, Calvin Smith has
been a member of the original code
committee, the labor relations com-
mittee and the music group. He
also served an earlier term as NAB
16th District Director. He has also
been active as a member of the
Southern California Broadcasters
Assn. as well as being a vice presi-
dent of newly organized state-wide
Cal:fornia Broadcasters Assn.

Donna Jean Madsen became Mrs.
C. J. Smith on May 5, 1945. Since
that time she has learned to fly in
order to keep up with her husband,
who has logged more than 600
hours in the air. Long-range they
aim to own a plane which would
provide the vehicle for a tour of
Central and South America.

They do own a boat which sails
as La Jota. Asked what it means,
Mr. Smith advises that it’s the
name of a Spanish dance, which
he’s seen performed but can’t do
himself. Weekends the Smiths are
usually at home at sea, cruising

the channel islands between En-
senada and Santa Barbara.
Still a ‘*“ham” operator, Mr.

Smith operates the 800-w W6BRD.

FCC Vacancy
(Continued from page 42)
this speculation. He was consid-
ered for the Denny successorship
when Mr. Coy was appointed last
November, but he was in the throes
of the Nuremberg trials at the

time.

Among others mentioned for the
Durr vacancy are:

Edward Cooper, of Montana, for

ten years communications expert
of the Senate Committee on Inter-
state and Foreign Commerce and
a former newspaperman.

Benedict P. Cottone, FCC gen-
eral counsel.

John A. Willoughby, FCC act-
ing chief engineer.

William J. Norfleet, FCC chief
accountant, who becomes eligible
for retirement within the next few
months.

Mr. Jansen has made known he
would dispose of his 20% interest
in KRAM if he should win appoint-
ment. Politically he regards him-
self as an independent, explaining
that as a broadcaster, he has never
indulged in partisan polities.

Sen. McCarran pointed out that
Mr. Jansen has had wide experi-
ence in management of every type
of station, from local to clear chan-
nel. In addition, as manager of As-
sociated Broadcasters in San Fran-
cisco, owner of KSFO, a standard
station, and of KWID and KWIX,
international shortwave stations,
he said Mr. Jansen would be fa-
miliar with the problems of propa-
ganda as it pertains to shortwave
and the dissemination of informa-
tion to the Armed Services outside
the continental United States.
“This would enable him to under-
stand any of the problems con-
fronting Armed Services broad-
casts as well as those of the State
Dept.,” Sen. McCarran said.

‘Few as Well Fitted’

Sen. Malone, in writing Presi-
dent Truman May 10, said he felt
there “are few men in public po-
sition today as well fitted for their
job as Mr. Jansen is for the posi-
tion to which he aspires.” He
pointed out that broadcasting gen-
erally is a “little understood field,
highly technical and, of course, af-
fects our entire population in the
matter of information and enter-
tainment.”

Gen. Taylor told BROADCASTING
upon his arrival in Washington
to report to Pentagon headquar-
ters, that he would return to Nur-
emberg in mid-May to complete
his prosecutions. He is leaving his
wife and children in the States and
desires to complete his Army tour
of more than five years by mid-
August, at which time it is as-
sumed he plans to return to civilian
life or to government service. So
far as is known, he has not been
a caller at the White House since
his return to Washington a week
ago.

Gen. Taylor, 40, technically is
on leave as general counsel of the
FCC, having served in that ca-
pacity from 1940 to 1942. Regarded
as a liberal, he was a chief lieuten-
ant of FCC Chairman James Law-
rence Fly. He took leave of the
Commission in 1942 to enter the
Army as a major and won rapid
promotion.

Mrs. Taylor was painfully in-
jured in an Army plane crash in
Germany several months ago. Gen.
Taylor also was in the accident
but was less severely injured.

BROADCASTING o

Gen. Taylor and Mr. Cooper are
well acquainted, having worked to-
gether on the Senate Interstate
and Foreign Commerce Committee
under former Chairman Burton K.
Wheeler, of Montana, during the
railroad investigations of a decade
ago. Mr. Cooper, 44, is not an
avowed candidate for the Commis-
sion but is being supported by a
number of Senators, it is under-
stood. His appointment, however,
would entail amendment of the
Congressional Reorganization Act,
which provides that professional
staff members of Congress may not
be employed by governmental agen-
cies until a year following separa-
tion from Congressional service.
This is not regarded as an insur-
mountable obstacle, however.

Messrs. Cottone, Willoughby and
Norfleet are all FCC “career men,”
the latter having been the only
occupant of the chief accountant’s
post since creation of the Commis-
sion in 1934. Both Messrs. Cot-
tone and Willoughby have risen
through the ranks, having served
initially as staff attorney and en-
gineer respectively.

Political Implications

The Durr term is for a period
of seven years from next June 30.

In some quarters it is thought
that nomination of any Democrat
might become enmeshed in the an-
nounced Republican policy of with-
holding confirmation where party
balance might be affected. With
Congress planning to recess in mid-
June, however, it is entirely con-
ceivable that the President would
seek to fill the vacancy on an in-
terim basis, subject to reinstate-
ment when the new Congress con-
venes next January.

Whether appointments of such
figures as Gen. Taylor or Mr.
Cooper would win confirmation
likewise was the subject of specu-
lation. Gen. Taylor’s distinguished
war service would augur in his
favor, it was pointed out. The fact
that Mr. Cooper is well known to
members of the Senate, by dint of
ten years of service, might readily
win for him a waiver of the ex-
pected partisan political proce-
dures.

= =

Oo0PS, SORRY!

Now KELO, Sioux Falls,
| has won 5 awards.

@ Please add “Honorable
Mention Citation” for out-
standing public service 1947
Fire Prevention from the
National Board of Fire Un-

derwriters.

(See page 26 for other awards)
|
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oveevene in DOVERAGE

WHAS 50,000 WATTS « IA CLEAR CHANNEL « 840 KILOCYCLES

Represented Nationally by Edward Petry and Company
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STORIES OF THE MODERN WEST,
AUTHENTIC  COWBOY  BALLADS
FﬁATURING THE REPUBLIC PICTURE STARS

FOY WILLING
and his
RIDERS OF THE PURPLE SAGE

Ten-Piece All Star Western Orchestra

37 — 10 MINUTE TRAMNSCRIEED PROGRAMS

SPECIAL GUEST STARS

JERRY COLONNA
MONTIE MONTANA
JACK HOLT

NICK LUCAS

MONTE HALE

and many, many others

AND LOOK AT THESE HOOPERS!
Kansas City, Mo. 13.5
Omaha, Nebr. 13.2
South Bend, Ind. 134
Muskegon, Mich. : 145

Broadcast live over KNX in Hollywood, Calif.
Now available for syndication.

Write, wire or phone =
HARRY $. GOODMAN RADIO PRODUCTIONS o

19 E. 53rd Street, New York 22, N. Y. i L
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Spot Accounts

(Continued from page 54-H)

Bireley’s Chukker. ... .. 800000000

Bliss Coffee.

Borden's lnstunt Coffee.
Bubble-Up.............

Canada Dry Sparkling Water

Chcqnnt Club Gingerale. .. ..

Duffy-Mott Apple .
Duffy-Mott Apple Juice

Hires Root Beer. ...
Hot-Dated Coffee.

Lipton Tea (Canadian)
Martinson’s Coffee. .. ..
Maxwell House Coffee. .. ...
Maxwell House Instant Coffee.
Minute Maid Orange Juice.. ..
Neseafe..................
0-80-Grape. .

Sanka Coffee.

Tetley Tea. .......

Walter Baker’s Cocoa. ..
White Rock Sparkling Water
Yuban Coffee. . ............
Zest Tomato Cocktail. . ...

CIGARETTES & TOBACCO
Alligator Cigarettes -
Dill’s Best Tobacco.

Dutch Masters Ciga:

Harvester Cigars.

Havana Cigars. .

Lucky Strike Cigarettes.
Old Gold Cigarettes. . ........
Par'iament Cigarettes........ B0
“Tamps” Cigars......................

CONFECTIONS
Bao'ster Bar. .. ..
Brock Candy Ba
Fanny Farmer Candy.
Good & Plenty...............
L De Manin; Mixed Nuts. . ..

Nutti Brittle Candies......... .....
Pecan Pete Candy Bar. ...
Planter’s Cocktail Peanuts.
Rockwood Chocolate Bits . . .
Suchird Chocolate Bars. ... .....
Suchard Clmcolate Squlrea ........
Whiz Candy Bar. .

DRUGS

Algaederm. .. . e
Alka-Seltzer. ... ....................

Cystex. 5
Dr. Pierce’s Favorite Prescription. .
Dr. Pierce’s Golden Medical. .. ... 5
Father John’s Medicine................
Horlick’s Malt Tablets. . . .
J ohnsnn '3 Back Plasters
Luden’s Cough Drnps
Medrex. . ..
Mendaco.
Mentholatum .
Meritt Medicated Powder. ...
Musterole. ................
usteroie Brand Liniment. . 250
I T8 11 CHA R A AE a0 80 Baa0 06080806800
No-Doz Awakeners.
Omega Oil.......
Omega Rub. . 50000
Pertussin..................
Piso’s For Coughs.
Poslam...
Romind
San-Cura (O
Serutan-Nuirex-R.D.X..

Smith Brothers Cough Drnps .
1 T 15 aeEe 5000858 0586080060 8550000 500
FOODS

Abbotts Detuxe “A”™ Milk. . .
Abbotts lce Cream. ......

Airy Fairy Coffee-Cake Mix
American Beauty Macaroni
Armour Meat Products. ...
Arnold Bread..........
Aunt Hannah’s Bread.
Aunt Jemima Flour. ..
Beatrice Foods. . ...
Betty Crocker Soup... ..
Betty Lou Potato Chips. .
Birds Eye Frosted Foods.
Bisquick...............
Bllck Hawk Meats. ........
Blue Label Kelclmp & Chill..
Booth Frozen Foods.. . .. ..
Borden’s Dairy Products
Borden’s Dairy Delivery

yrup
Calumet Baking Powder.
Campbell Soups........
Capital Bread & Cake..... ..
Carnation Evaporated Milk.
Castleberry’s Foods & Sauces.

Chestnut Farms Milk. . .
Conti-Luna Macaroni. .
Corkhlll Meat Prodncts

AVERAGE NUMBER OFdSTATIONS
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1st 2nd 1
QUARTER QUARTER QUARTER QUARTER

1 1
3 4
6 4
o~ 2
19 5
12 21
e 259
= 1
1 —
= 1
6 6
27 27
1 2
2 2
1 1
e 1
9 3
— 1
2 2
2 2
1 1
1 1
1 2
5 6
21 17
1 1
11 1t
35 31
1

7 =
110 116
19 21
1 1
1 1
- 38
118 126
* 41
5 12
7

118 126
** 1
15 —
14 40
- 1
e 3
7

* 16
o 7
9 =
o 1
*k 1
33 32
1 1
1 22
S 6
17 51
e 3
1 10
. 1
- 1
4 3
76 25
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There’s More Than
One Way
To Whip A Mule

o
7 - 4

. T MELODY oz 2
i/ MEET 1 N P ‘
: /
.z T

Program and audience rating of Knoxville, Tennessee ® Greatest Coveroge
Radio Stations from 7 A. M. to 7 P. M., Monday
through Friday, April 1948.* ® Greatest Audiences

periop | ST | wroL [sTATION[sTATIoN]sTATIONfsTATION

[ ]
e Lower Cost

7:00-8:00
AM 263 46.5 336 12.0 6.0 1.9

8:00-12:00

0121001 232 | 434 | 275 | 179 | 55 | 55 ‘
‘2:‘,’&'\5100 247 | 406 | 296 | 180 7.4 4.3
6:00-7:

0001 281 | 418 | 398 | 89 | 56 | 33

*From a monthly anolysis of listening K N o x v I L L E
hobits sponsored by the Rodio Stations of 1 4
Knoxville, Tennessee.

*#Coincidental telephone survey method 5000 WATTS 620 KC.
used. 14,400 colls were made. WROL FM NOW 76.000 WATTS

JOHN BLAIR AND CO, NATIONAL REPRESENTATIVES
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This is Free Speech Mike — symbol of America's most vital
freedom. He was conceived with the Declaration of Inde-
pendence and is a unique figure in a world in which dictator-
ships have thrived only through the absence of free speech.
Even in America, Free Speech Mike is unpopular with certain
groups—folks who have a distorted idea of their own greatness
or who have been swayed by strange philosophies born overseas

—men and women who would destroy American liberty to fur-
ther their own selfish ends. True Americans see in the freedom
of radio and the press an assurance of the privileges and oppor-
tunities found only in the American Way of Life. WJR and its
affiliated stations, WGAR, Cleveland, and KMPC, Los Angeles,
hope, through Free Speech Mike, to keep Americans ever con-

5 o, o o o scious of the true principles of Americanism.
WATTS

Represented by Petry

4 THE GOODWILL STATION Detroit
— \

ADVERTISING MEDIUM

—— 2 CBS .
MICHIGAN'S W

GREATEST V-
- <__

G. A. RICHARDS
Pres.

—

HARRY WISMER
Asst. to the Pres.
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Spot Accounts ,
(Continued from page 140) The greafeSf news Of 48

AVERAGE NUMBER OF STATIONS

18t 2n 3 4th
Darigold Cheese QUAETER QUAETER QUARTER QUARTER . C o m e S f ro m

...................... COMMODORE

Derby Tablie Ready Meats.
Derby Tamales.............
Diamond Crystsl Shaker Sait.
Dole Pineapple Products. .. ..
Duchess Party Foods. ..........
Dude Ranch Preservea & Syrups.
Daffy Mott Cider Vinegar. . .....
Dugan Bros. Baking Products. .
Darr’s Pork Products.. .....

Fleischmann’s Bread & Rolis. .
Florida Citrus Commission. . .
Freihofer’s Perfect Bread. .
French Kettie Onion Shop

Fri

Gemma Cooking Oil.
Good Luck Munrlne
Grapenuts & Flakes
Gravem Inglis Baki
Grennan Cakes .
H-O Cream Fa
H-0 Oats
Happy Fam
Hellman’s Mayonnaise. ..
Herb-Ox Bullion Cubes. .
Home-Spun Biscuits. . .
Hostess Cakes. . .
House of Herbs
Hurff Beans. ....
J. 1. Frozen Foods..........
Jene Logan Deluxe Ice Cream.
Joy Cake Mixes............
Jumbo Peanut Butter.,.....
Junket Brand Rennet Powder
Junket Danish Dessert. ..
Junket Quick Fudge Mi:
K C Baking Powder.
Keilogg’s All<-Bran.
Kellogg’s Corn Soya
Kellogg’'sPep..............
Kellogg aisin Bran Flakes. .
Kellogg’s Rice Krispies. .. ..
Kentucky Dairies......
King Midas Flour. .
Kounty Kist Peu. 0o
Kroger Bread. .
Lay Potato Chips. . .. ..
Lettuce Leaf Sllld on.
Light Crust Flour..
Lipton’s Spaghetti Sauce .
Louls Milani Foods......
Maltex.......oouun..
Maxson Frozen French
Meadow Gold Ice Cream
Minute Potstoes
Minute Rice.
Minute Tapi
Moglias Ice Cre:
Mueller’s Macaroni
Musselman’s Applpie
NBCBread...........
Nabisco Shredded Wheat
Nestle’s Evaporated Milk. . ...
Nestle’s Semi-Sweet Chocolate .
Nucoa Margarine...........
Nu-Maid Margarine.
O & C Potato Sticks.
OmegaFlour..............
Oscar Mayer Meat Products. .
“0Z” Ice Cteam Mix....... 5 2 e
Pet Evaporated Milk...
Peter Pan Peanut Butter, ..

q
el odmmclllualla

* *
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“HOPALONG
CASSIDY”
starring WILLIAM BOYD
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“STROLLIN’ TOM"
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TRANSCRIBED .. so that

advertisers everywhere

may have "radio at its
. 4
commercial best”

Poat's Corn Toasties. ..
Premium Crackers. .
Presto Cake Flour.
Purasnow Flour, .
Pyequl I K. ..o

-
e
——

Remar Baking Prod
Rocheuler Dairy Ev-p
i Spaghetti Prod
Sessions Pe-nut Butter
7-Minit Pie Crust Mix.
Sheffield Milk. . ....
6-0"Clock Corn Muffi
Skippy Peanut Butter. .
Smith Split Peas. ...
Snider Condiments. . ..
Snow Crop Frozen Foods...
Southern Dairies Ice Cream 0o
Sperry Drifted Flour..................
Sperry Drifted Home-Perfected Flour. . .
Sperry Pancake & Waffie Mix. .. ......
Sperry Wheat Hearts. ...... .
Sterling Sait..........
St. Louis Packing Co.
Sunrise Meats..........
Supplee Milk & Ice Cream .
Swift’s Ice Cream.......

——

wle| 881 ew2lel |220ceber®) ml lamlomloaZil ] ~Ral 8] el a

%modwﬁwdud

and Gtists-, Yne.

1350 N. HIGHLAND AVE., HOLLYWOOD 28, CALIF.
HOllywood 8229

Tenderay Beef, .
Tootsle Fudge Mlx .
Torina Food Products

it 0o
Van Camp’s Chili Con Carne........... 12
Van Camp’s New Engiand Style Beans.. 12
Van Camp’s Tenderoni................ 12
Velera Foods. ........ —
Ward’s Tip-Top Bread.
Wesson Oil............... 5
Western Md. Dairy Products..........

2
(Continued on page 1}8)

7 Convention Headquarters

Biltmore Hotel, Suite 2229
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The Peter Paul Candy Company and
its advertising agency, Platt-Forbes,
are known for being smart time
buyers. Back in November, 1940
they bought our 12:30 P. M. news
across the board. That was almost
eight years ago and the 12:30 news
is still selling Peter Paul products.
National sponsors and agencies-—as
well as local—buy WIP because
they’ve proven that WIP produces.

Philadelphia
Basiec Mutual

[ J
Represented Nationally

by
EDWARD PETRY & CO.

Page 144 o May 17, 1948

Black Ink

(Continued from page 54-D)

fined code paid immediate divi-
dends. KCBD does not sell religious
time. All religious broadcasting is
done on a public service basis. For
the first few months the station
gave a quarter hour a day to the
local ministerial alliance, but there
was no control over the presenta-
tion or quality of the program and
it was not satisfactory.

Sunday morning services from
the larger churches of the city, in
rotation, are broadcast in 30-min-
ute remotes, and special religious
events are also given support.

This policy applies not only to
public service, but to commercial
programs as well. There is no use
making any arrangement that is
destined to failure, Mr. Bryant
says. Hence he would refuse to sell
the 10:30 a.m. hour to a farm
equipment company, or the 6:45
a.m. time to an exclusive woman’s
dress shop, because it could not
produce desired results to do so.

Fifty-five per cent of the station’s
time was sponsored by the begin-
ning of 1948. The proportion of
sponsored programs is high as com-

© pared with spots, which is con-

sistent with the policy of building
a long-time place for KCBD in the
community.

Careful Planning

This ready foothold did not just
happen, however. It is the result of
careful planning and much hard
work. Thanks to the confidence in-
spired by local stockholders and
local management, KCBD was able
to begin selling time five months
before it went on the air. Advertis-
ing contracts amounting to $108,-
000 were sold before the station
ever opened.

For each $100,000 volume of
business done during the first seven
and one-half months of operation,
the following is a statement of in-
come sources and operating ex-
pense:

% of

) Time

Time Sales Revenue Amount Sales
Local programs $45,000 50

Local spots 10.4

Local statlon breaks 24,480 272
Nat’l. & reglonal
programs 3,240 3.6
Nat’l. & regional
announcements 5,490 6.1
Network commercials 2,340 37

$90,000 1009
Incidental Broadcast
Revenues
(Talent, news, tran-
scriptions, ete.) 10,000

Total Revenue $100,000
Operating Expense % of
Analysis Gross
Direct expenses (talents,
transcriptions, news,

ete.) 10,400 104
Technlical dept. expense
Salarles 8,100 9.1
Other 2,600 2.6
Program dept.
Salaries 14,200 14.2
Other 5,900 5.9
Sales dept. expense
Salarles 4,700 4.7
Other 4,000 4.0
Administrative dept.
expense
Salaries 9,000 9.0
Other 17,300 17.3
Net profit 22,800 22.8
Total $100,000 100%
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“Yes, I'm ctruly sorry that 1 cannot attend the 26th Annual
National Association of Broadcasters convention in Los Angeles May
16th through 21st. It so happens, however, that the 25th Anni-
versary International Petroleum Exposition will be in session in Tulsa during

that same week, and, as it's General Manager, it is imperative that I

stay in town. I want to take this means, however, to extend my best wishes to
President Justin Miller, to Members of the Board and all NAB members

for a most successful convention!”

! Radio Station KVOO

William B. Way, .
Exposition General Manager since 1928

Below: Airview of 1940 International
Petroleum Exposition.

The International Petroleum Exposition
and Congress was established in Tulsa in
1923 as a non-profit corporation dedicated
to the advancement of the oil industry.

Today it presents the world’s largest single
industry show. More than a quarter of
a million visitors will see better than
$50,000,000.00 worth of equipment on
display and in actual operation. Thirty-
three foreign governments are represented
by official delegates to learn of latest
methods and equipment. Two-thousand-
two-hundred and six paying exhibitors will proudly show
the latest and best in scientific, technical and mechanical
oil producing, refining and marketing equipment.

Tulsa, the recognized Oil Capital of the World is glad to
welcome this gigantic Exposition. We salute a great
industry which today produces the world’s most important
commercial commodity — petroleum!

EDWARD PETRY & COMPANY, INC.
National Representatives

NBC AFFILIATE UNLIMITED TIME

PR
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Mortimer
(Continued from page 42)

everything from hats—to Hotten-
tots to National Split Pea Week,
and they must hit stations even
harder than they hit sponsors.

Advertisers want to do good. But
there comes a time when you just
can’t do everything for everybody,
and still sell produects—and then
you have trouble. A sponsor wants
his public service time to do the
best possible job for really im-
portant projects—but how does he
know what’s important and what
isn’t? More and more companies
have found the radio allocation
plan toljbe the perfect answer. As
national advertisers, they want to
help solve national problems, and
The Advertising Council tells them
what they are and gives them the
facts. To all others they say,

“Sorry, but since our time is lim-
ited and we wish it used to best
advantage we can accept only those
projects which come to us as regu-
lar allocations from The Adver-
tising Counecil.” It’s the perfect
answer. The Council is invaluable
to these companies, and, in the
same way, on national matters, the
council can be invaluable to sta-
tions.

But this is just one of the serv-
ices which The Council performs.
The important result of this work
is that American business and
American advertising have now
forged a weapon that Democracy
has sorely needed.

I do not believe that it is too
much to say—and this, believe
me, is particularly important for
radio—that the less you believe in
government control, the more you
must believe in methods to achieve

voluntary public action, and the
more emphasis you must put upon
new methods to achieve it.

What do we want radio to do
from here on? First of all, we want
the support, both moral and fi-
nancial, of all sectors of radio.
Radio’s contribution to the 1948
budget of The Advertising Council
has been tentatively set at $50,000
—less than 10% of our total bud-
get and barely the amount needed
to operate one radio division. This
can be made up by a contribution
from every station equal to its best
quarter-hour rate. Within the next
week or two those stations who
haven’t yet contributed will re-
ceive letters from the president of
their network, or from the radio
people on The Council board.

But, more than that, we want
radio to help itself by helping The
Council.

R

Ly

and TV service.

*Naeme on request.

GLENN D. GILLETT & ASSOCIATES

CONSULTING RADIO ENGINEERS

WILLIAM E. PLUMMER
HENRY R. RIBLET

GLENN D. GILLETT

NATIONAL PRESS BUILDING

ljﬁere {5 no duédlilule /or é)x,aerience

Washington 4, D. C.

ADIO WAVES can't travel far in the sand. Sand
is fine for jack pine and scrub oak, but it
stifles your signal. Where they grow, you find ground con-
ductivity at its worst.

Such simple tests learned the hard way enables our engi-
neers to eliminate most poor sites by inspection. Today good

sites are hard to find and they're expensive. Proper site selec-

tion is a vital factor in the performance of your station. The
difference between a good site and a bad site can more than

\ double your effective radiated power.
The Gillett organization has done more site testing than

any other firm. By relocating the tower for a large Kentucky
station®, its effective power was more than doubled. The pre-
dicted new coverage was only 4% less than what the station’s

own engineers later measured.

| Such site engineering pays off in profits. It is one of the
many phases of Gillett & Associates’ comprehensive AM, FM,

E. M. HINSDALE, JR.
PAUL BERGQUIST

NA. 3373
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Men who have been close to The
Council have, more than once, ex-
pressed the opinion that radio has
reaped more benefits . . . and real-
ized morée good—public-relations-
wise—from: The Council’'s opera-
tions, than any other phase of ad-
vertising.

The radio allocation plan, of
which The Council has acted as
custodian since the end of the war,
is one of the most potent instru-
ments American business ever pos-
sessed for building public prestige
and good will for the broadcasting
industry at a bargain basement
price.

But The Advertising Council and
the radio allocation plan, in order
to achieve maximum results need
the support of everyone in radio, in
advertising and in business. By
support we mean all-out partici-
pation and cooperation.

Here are some specifics. We
think that the networks should
accept the responsibility for get-
ting all of their national adver-
tisers to realize the importance
of signing up in the radio allo-
cation plan. The networks can de-
vote their better sustaining times
and programs to the same public
service campaigns The Council is
conducting.

Television people can take the
lead in developing ideas for coop-
eration with Council themes. Sta-
tion managers can get their local
advertisers in on this, urging them
to devote some time to public wel-
fare campaigns. Finally, everyone
in radio can help us in the job of
identifying the source of this ef-
fort. Too many folks don’t know
that when a program does an ef-
fective job on a public service
theme, some business man-—adver-
tiser or broadcaster—has paid the
bill that makes it possible.

That’s the job for radio as we
see it. And if radio does its job,
we at The Council can keep on with
our job—of shouting from the
housetops and in the halls of gov-
ernment that free American radio
serves the American people as no
other form of radio could ever
serve it. '

Radio and Ad Executives
Named to National Body

TWELVE representatives of ra-
dio and advertising have been se-
lected to serve as members and
alternates on The President’s Com-
mittee on National Employ-the-
Physically-Handicapped Week.

Members are: Edgar Kobak, president
MBS; Justin Miller, president, NAB;
Frank Stanton, president, CBS; Niles
Trammell, president, NBC; Robert S.
Allen, president, Public Radlo Corp. of
Maryland; Thomas D'Arcy Brophy, Ken-
yon & Eckhardt; Joseph R. Busk, ex-
ecutive vice president, Ted Bates Inc.,
and Eugene 8. Thomas, WOR New York,
president, Advertising Club of New
York.

Alternates are: Earl H. Gammons,
vice president, CBS; Gene Juster, NBC;
Robert K. Richards, director of publie
xgn}nstlons. NAB, and Edward E. Scoviil.

A meeting will be held May 18
at the Labor Dept. in Washington.

¢ Telecasting



KPRC

Congratulates

N.A.B.

Congratulations to the scores of men
in the radio industry whose labor has
brought forth the new N.A.B. Code.
It is a credit to and should become
a bulwark of the American system of

Broadcasting.

KPRC has already placed into op-
eration each tenet of the proposed
code. KPRC urges all broadcasters to
support the code at the forthcoming
convention, pledging ourselves to
“faithfully observe these standards
and thus bring to our listening audi-
ence programs which will perpetuate
America’s traditional leadership in

the broadcasting art.”

w

Foreword to N.A.B. Code “ric Members of

the National Association of Broadcasters, recognizing:

That the American System of Broadcasting is a significant
instrument of a living democracy; symbolizing and exem-
plifying the fundamental belief in freedom of expression,
established in the First Amendment to the Constitution:

That American radio has attained such stature that its
services are available to every person in America and her
possessions:

That its influence in the arts, in science, in commerce and
upon the public welfare is of such magnitude that the only
measure of its responsibility is the common good of the
whole people:

And further recognizing, as those destined to administer
its affairs, a particular obligation to serve in such manner
that their endeavor may reflect credit upon their profession,
and aspiration toward a better estate for mankind:

Do set forth and subscribe to the following Standards of
Practice, self-imposed, self-gunided, self-perpetuated, subject
only to such change as may be dictated by the interest of
the people.”

HOUSTO 950 KILOCYCLES
5000 WATTS

National Representatives: Edward Petry & Company

Affiliated with NBC and TQN »

KPRC

BROADCASTING » Telecasting

Jack Harris, Manager
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5,000 WATTS
DAY AND NIGHT

To Do
An Even Greater Job
Iﬂ Foreign Language Radio

The direct line to the foreign

laltlguage millions in the New York area - - -

-
-
-

THE-~
FOREIGN LANGUAGE
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/
STA';I ON

HOM

B N E W Y O R K

[ The 9!/ ptogteuo Station

GT’Aeroso Pope, President Fortune Pope, Manager
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Spot Accounts
(Continued from page 1}38)
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N. Y. State Savings Bank
Olga Coal. .............
Olympic Radios, ........
O'Sullivan Rubber Heels. .
Paramount Pictures §Cnlil'.)
Paramount Pictures (N. Y.).......
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Stetson Hats...............
Stromberg-Carlson Radios.
Stromberg Productions. .
Thom McAn Shoes. . 0G
TWAService........................

(Contnmed on page 150)
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TELEVISION is Hollywood's hottest interest.
In Hollywood, Television means KTLA—
programming more hours per week than
any pther tele-station anywhere. KTLA sells
“Hollywood"—the motion picture makers
who influence fashions and living standards
the world over. Schedule your advertising
messages on KTLA for the sales impulse

that travels ‘round the world!

Hollywood Studios + 5451 Marathon St. « HOllywood 6363
New York Office 1501 Broadway - BRyant 9-8700

KEY STATION OF THE PARAMOUNT TELEVISION NETWORK

A Scene from “The Emperor Waltz” — a current release of Paramount Pictures Inc., starring Bing Crosby and Joon Fontaine

Telecasting
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Spot Accounts

(Continued from page 148)
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Smith’s Store (San Fran) .. ... . . .

Ficsta (Powder & Llpshcki
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America’s No. 1 Family Program
Transcribed for Local and Regionol Sponsorship ‘

One of the oldest and

highest Hooper-rated |
network programs now
available on open-end
transcription. Fifteen
minutes of friendly
humor with radio’s
best loved family.

Write! Wire! Phone!

For exclusivity in your market

ALSO AUDITION DISC

GREEN ASSOCIATES

PHONE: CENTRAL 5593

360 NORTH MICHIGAN AVENUE

CHICAGO 1, ILUNOIS
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Political Broadcasts

(Continued from page 49)
cal campaigns. Because of the in-
terest in how TV operators plan
to handle political telecasts, BROAD-
CASTING Magazine instructed Audi-
ence Surveys to submit the sane
questions answered by the AM
panel to those TV stations cur-
rently on the air, or expected to
begin operations before the cam-
paign period. Because there are so
few such stations, and particularly
since many stations have not yet
formulated their policies on deal-
ing with political broadcasts, no
attempt has been made to quantify
the replies.

In general, based on the handful
of returns, it would seem that TV
stations have the same plans for
political broadecasts as AM sta-
tions. Like AM stations, most TV
stations plan to sell time for po-
litical telecasts; to let the business
come to them rather than solicit
it; to charge regular card rather
than special rates; allow agency
commission on such business; in-
sist on scripts in advance; and
collect in advance of broadcast.

Like AM stations again, few TV
stations will: allow discounts on
political business; offer candidates
help in preparing broadcasts; ac-
cept dramatized political broad-
casts, or songs promoting or at-
tacking issues or candidates.

Unlike AM stations, TV stations
are relunctant to accept political
spot announcements, and more
willing than AM stations to cancel
or shift scheduled programs in
favor of political business. Neither
one of these differences from AM
thinking is startling in view of
TV’s current programming cir-
cumstances.

BROADCASTING
TRENDS

Is a copyrighted feature
conducted by
Audience Surveys Inc.

Of New York under commission by

BROADCASTING
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Rear inside view of the Collins 20T one kilowatt AM
transmitter on display at the convention. Note the
roomy cabinets, sturdy construction, symmetrical
layout and extraordinary accessibility.

The equipment displays provide an excellent oppor-
tunity to satisfy yourself which manufacturer offers the most in
quality for the least in dollars.

With that in mind, we urge that you plan to spend enough time
at the Collins exhibit to inspect our transmitters, speech equip-
ment and accessories inside and out.

Note the thorough engineering, the high quality components,
the outstanding workmanship, the unusual accessibility. Test for
yourself the famous “Collins feel”’ of the controls. All these
and other Collins superiorities contribute to the performance of a

FOR BROADCAST QUALITY, 1T'S. ..

e broadcast equipment values

first-class broadcasting station and are missed if they are lacking.

Then, when you ask the price, we believe you will be surprised
that it is so low by comparison with other offerings.

While visiting our exhibit you are likely to meet managers and
engineers of stations built with Collins equipment. Ask their
opinions. We believe that the more you investigate the more you
will be convinced that
Collins offers the most
inquality for the least
in dollars.

7~ N

Il

(
N

COLLINS RADIO COMPANY, Cedar Rapids, lowa

11 W 42nd St, New York 18, N. Y.

458 S. Spring St., Los Angeles 13, Calif.

| ND ——




SUMMARY OF SPONSOR SUCCESS STORIES

As Reported in BROADCASTING Jan. 1947 - April 1948

Show Starts 7th Year on Regional

Gulf Brewing Co. (Grand Prize
Beer) renewed its Headliner Show
on Texas regional for seventh
straight year. Stations include
KPRC WOAI WRR KFJZ KRJIV
and KRIS. Company, owned by
Howard Hughes, also sponsors
three weekly shows on Lone Star
Chain ‘jnd various local programs.

(Jan. 6, 1947—p. 53).

U. S. Chamber Turns to Radio

U. S. Chamber of Commerce, de-
siring wider coverage, is expand-
ing its nse of radio with three
participations in network series
and plans a series of local daily
transeribed programs. Those on the
networks are America United
(NBC) . Voice of Business (ABC),
and Cross Section USA (CBS).

(Jan. 20, 1947—D. 48).

Radio Aids Successful Bond Drive

Radio leadership has been cited as
a major factor in the sale of $7,-
000,000,000 in savings bonds dur-
ing the| 1946 campaign. “Coopera-

tion of the industry helped to
achieve the record,” according to
a Treasury spokesman.
(Jan. 20, 1947—p. 79).

Red Cross to Make Wide
Use of Radio

Radio will be employed extensive-
ly in the American Red Cross 1947
campaign in view of its success in
past years. Plans call for a seven
program network drama series, six
4-minute spots featuring stars, live
and transcribed announcements,
and special events coverage. The
drama series, starring Helen Hayes,
will be carried on some 800 sta-
tions.

(Jan. 27, 1947—p. 84)

Retailers Finding Radio Pays

There is trend toward increased use
of radio by retailers as a result of
the Joske Radio Clinic and because
of a growing understanding of the
medium’s power, NAB Broadcast
Advertising Dept. reports. The W.
T. Grant Co. chain, with most of
the stores spending 2-5% of gross

on advertising, is cited as an ex-
ample,
(Jan. 27, 1947—p. 80).

Sponsors’ Sales Up 200 %

Part II of Joske Cliniec now ready
for release reveals that a check of
tested programs showed sales in-
creases up to 200%. It was learned
that nearly every type of program
can be adapted to use by the re-
tail advertiser.

(Feb. 10, 1947—p. 15).

Decade of Sponsorship
Celebrated

Kroger Co. (food stores) Cincin-
nati program Linda’s First Love
completed 10 years under same
sponsorship with same cast. Show
is carried by 27 stations five days
weekly.

(Feb. 10, 1947—p. 18).

Political Parties Praise Radio’s
Power

Radio director of Republican Na-

tional Committee revealed that

committee has spent $10,000-15,000

on transcriptions alone and called
radio “tremendously effective” in
reaching wide audience. Democrats
have spent about $45,000 on net-
work time.

(Feb. 10, 1947—p. 52).
NRDGA Winner Explains Use

of Radio
James Black Dry Goods Co., Water-
loo, Iowa, winner of NRDGA

award, tells some of the secrets be-
hind its successful use of radio ad-
vertising, which constitutes about
249 of its total promotional budg-
et.

(March 24, 1947—p. 54).

First TV Trial Pleases Sponsor

P. J. Nee, Washington, D. C. furni-
ture dealer and extensive AM ad-
vertiser, highly pleased with re-
sults of its first commercial tele-
cast in the capital, a basketball
game. Feeling was that “experi-
ence will more than repay us for
the expense.”

(Feb. 17, 1947—p. 56).
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Radio Primary Medium in
Treasury Drive

Broadcasting will be the number
one medium in promoting the
Treasury Dept.’s new bond selling
drive in June and July. Tran-
scribed programs and spots and
live messages on network shows
will be used for a total of 300,000,-
000 impressions per week. Total
time and space donated will exceed
$10,000,000, Ad Council estimates.
(March 24, 1947—p. 54).

Million Entries in Contest

Procter & Gamble contest on
Truth or Consequences to identify
Mrs. Hush attracted over 1,000,000
entries and brought in $400,000
for March of Dimes. Winner re-
ceived $17,590 in prizes.

(March 24, 1947—p. 82).

Radio Proves Power in
Rochester

Sales power of radio lauded by
Willard Campbell, sales manager
of Sibley, Lindsay & Curr, Roches-
ter department store, who told how
radio enabled stores to carry on
during recent 12 week newspaper
strike. During 6 of 12 weeks, sales
increased in percentage over pre-
vious year’s sales. As a result of
this experience, one store increased
use of radio sixfold.

(April 7, 1947—p. 90).

(Continued on page 156)
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ponsor WBT’s “Sports Review” with Lee Kirby
from 6:30 to 6:40 p.m., five nights a week, and
you’ll talk to practically everyone in Charlotte.
And many, many more. For 96% of WBT’s
3,500,000 listeners live outside of Charlotte...
in 94 Carolina counties where 50,000-watt WBT
has virtually no Charlotte competition.
“‘Sports Review” is, of course, subject to prior
sale. So if you want a time period with a super-

Hooper-dooper; grab your phone...now!

Charlotte, N.C., 50,000 Watts

THE

STANDARD BROA ING COMPANY

Represented by Radio Sales
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CASE of Dorothy Lamour or an Elephant

W ould you say Dorothy Lamour is more exotic than an elephant? Most people would—
but Noah Webster says “No”. Acccording to Haven MacQuarrie of the Noah Webster Says

program, “exotic” means “foreign”

And there’s nothing foreign about Dorothy—she’s as American as the Road to Dubuque.
American, too, is the characteristic of being interested in words. Perhaps this is because Americans
are of all extractions, all nations and languages. Look at the map of America and you will see it

sprinkled with towns and cities whose names have wandered half way around the globe.

Words are the stars of Noakh Webster Says, the half hour audience participation show sponsored
by Wesson Oil and Snowdrift on the NBC Western Network’s seven Pacific Coast stations, plus KGU
in Honolulu, since October 1944. Currently it’s heard on Thursdays at 9:30 p.m. PST.

Haven MacQuarrie is spokesman for Webster and it is he who puts the five words submitted by
listeners to the members of the studio audience for definition. If a listener defines all

five of his words according to Noah Webster he receives a substantial award.

How to define Noah Webster Says radio-wise? Don’t do it with words, use figures—
Hooper ratings which show that in January Noah Webster Says had a 15.2 Hooper and that

month after month it outrates many top network favorites.

Just as others—Albers Milling, Planters Nut and Chocolate, Lynden Canning Kitchens,
Standard Oil of California, and Sperry Flour among them —Wesson Oil and Snowdrift

have proved to their year-after-year satisfaction that a popular program-plus

the NBC Western Network pays off in words that mean sales up and down the Pacific Coast.




TWICE as many

important features
.10 penalty in price

It’s surprising that all other
guyed vertical radiators
don’t have half of these
features. But, even stranger,
some do not have one of
them. Discriminating TRY-
LON ownets, though, now
enjoy the “extra-bonus” of
all these important con-
structional advantages:

] i a ]
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1. Prefabricated *‘Pres-tite™”
guy wire connections.

2. Three Steatite insulators
with“Equi-Temp' base
section.

3. Lowresistance,no bonding
or brazing necessary at
the splices.

4. “Easy-to-climb'’ ladder on
each tower.

. Hot dip galvanizing to
rigid Army and Navy
specifications.

6. “‘Palnuts” for every bolt.

And, not shown, concrete
on metal anchors — a safety
“must.”

Ask for your copy
of Catalog B now!

q
10ne, wire or write Tower and Antenna Division

WIND TURBINE COMPANY
Waest Chester, Pennsylvania

TRYLON

ADDER? TOWERS
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Sponsor Success
(Continued from page 153)

Atlantic Begins 12th Season
Atlantic Refining Co., Philadelphia,
on April 15 begins sponsorship of
baseball games of Philadelphia
Athletics and Pittsburgh Pirates
for 12th straight season. A special
network of at least 35 outlets is
being arranged. Total cost for sea-
son will exceed $500,000. Company
will also sponsor at least 120 games
on WPTZ (TV) Philadelphia with
Philco Corp.

(April 7, 1947—p. 85).

AFL to Use Radio in

| Legislative Fight

AFL is preparing big radio cam-
paign against currently pend-
ing labor. legislation and has allo-
cated about $300,000 of $1,000,000
expenditure for broadcasting.

| (May 5, 1947—p. 18).

' Goebel Adds TV Sponsorship

Gratifying results of AM and FM

‘ sponsorship of Detroit Tigers base-
ball games has prompted Goebel
Brewing Co. to begin exclusive
sponsorship of games on WWDT
(TV) Detroit. Said to be first video

I sponsorship in Michigan area.
(May 12, 1947—p. 16)

Network Disc Show is Sellout

| ABC’s one-hour daily disc show
starring Paul Whiteman as record
m.c. sold out for $5,200,000. Wesson
0il & Snowdrift Sales, Nestles, Na-
tional Biscuit Co. and Camels are
sponsors.

(May 19, 1947—p. 4).

Adom Hats Adds Entertainment
Show

Adam Hats, heavy users of sports
and spots, to sponsor Big Break
on NBC. Company’s first venture
into entertainment shows.

(May 19, 1947—p. 14).

Coca-Cola Buying Two Shows
Two CBS programs, Percy Faith
and Morton Downey, to be bought
by Coca-Cola for about $1,000,000
for 52 week sp2nsorship.

(May 19, 1947—p. 14).

Rexall to Continue Campaign
Rexall Drug Co., which last year
| spent over $1,500,000 on radio, will
continue its long range advertising
campaign this year to promote Rex-
all products.
(May 19, 1947—p. 75).

|
|
I Show Celebrates 14th
|
|
|

Anniversary
Proof that John Taylor’s Depart-
ment Store in Kansas City is a
satisfied sponsor is attested to by
the 14th anniversary of its six-
| weekly program Joanne Taylor's
Fashion Flashes, which has been
heard over KMBC Kansas City at
the same time throughout the years.

(May 26, 1947—p. 61).

Store Signs All Sports Events

Utica Clothing Store, Des Moines,
sponsor of a nightly newscast on
KRNT Des Moines, bought spon-
sorship of all sporting events dur-
| ing next 52 weeks over station.

KRNT salesman Paul Elliott engi-
neered deal.
(May 26, 1947—p. 80).

Radio Boosts Rayve Sales

One of best examples of radio’s
selling power is its skyrocketing
of Rayve Shampoo sales 98% over
the last year. Feat was accom-
plished with five widely diversified
programs on various hookups, in-
cluding one NBC coast to coast,
one on Don Lee regional and shows
on WOR New York and WTOP
Washington.

(June 2, 1947—p. 17).

Standard Oil Plans Summer
Campaign

Radio promotion will play a major
part in an extensive summer ad
campaign by Standard Oil to
point up the scenic wonders in 15
Midwest states. Campaign will in-
clude spots on 28 news and sports
shows sponsored by the company
on 22 stations.

(June 2, 1947—p. 18).

Vess to Use Most of Budget
on Radio

Because a test campaign proved so
successful, Vess Beverage Co., St.
Louis, will utilize three-quarters of
its entire budget for a spot cam-
paign on 49 stations in 25 states.
(June 9, 1947—p. 4).

Chicago Store Finds Radio
Valuable

Goldblatt Bros., Chicago depart-
ment store, pleased with its highly
successful sponsorship of a five-
weekly audience participation show
Let’'s Have Fun on WGN Chicago,
bought another show Teens &
Tunes. Store found former pro-
gram invaluable in supporting
major promotions and selling spe-
cific items.

(June 9, 1947—p. 16).

N. Y. Clothiers Expanding

Coverage

Robert Hall, New York clothing

chain, has achieved phenomenal

results by using commercials 100

to 150 times daily on six New York

area stations, varying from spots

to news to record shows. Firm is

so pleased it plans even wider

coverage.

(June 9, 1947—p. 58).

Radio-Minded Philco Sells

Merchandising and advertising
techniques which enabled Philco to
sell more radios since 1930 than
any company are described. Com-
pany has spent $60,000,000 since
1919 to promote Philco. About 50%
of national budget now goes for

(Continued on page 160)

25TH ANNIVERSARY

AGE ALONE

CBS

KFEH, WICHITA, XANSAS

5000 WATTS DAY AND NIGHT

1S NOT A VIRTUE

KFH has been broadcasting continuously, to a large and
loyal audience in the KFH area, for 25 years. We admit,
this means little to a time-buyer except as evidence of
audience acceptance, but —

KFH HAD TO BE GOOD TO HOLD

LISTENER PREFERENCE FOR 25 YEARS
Today, over a half-million listeners {152,000 BMB families)
are waiting for your advertising message over KFH. Ask
any Petry man, he has the complete KFH story. If
you wish, he will send the KFH open time schedule
addressed to your personal attention each week.

TOP HOOPERATED OUTLET FOR YOUR ADVERTISING MESSAGE
IN WICHITA, KANSAS,

1330 K.C.

KFH 1S THE RADIO VOICE
OF THE WICHITA EAGLE

REPRESENTED NATIONALLY BY PETRY
BROADCASTING o
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[ook at the
Notohes
ON OUR GUN!

NETWORK RADIO — Half-hour
on over 100 CBS stations

VARIETY REVIEWS — *‘America’s fore-

rograms A
most singers of western songs” ...

or more

than three years.

MOTION PICTURES — A long string of
first class westerns supporting Gene
Autry, John Mack Brown, in addition
to numerous mausical shorts.

“Class ‘A’ production’” . .. “Swell
showmanship”.

STAGE APPEARANCES — Stars of the
KMBC Brush Creek Follies. .. Head-
liners at Kansas City’s Tower Theatre.

NOW IN HOLLYWOOD — Appeared in
“The Last Roundup” starring Gene
Autry, for Columbia. Just completed,
“Texas Sandman.”

TRANSCRIPTIONS — Used by radio sta-
tions in three countries to provide en-
joyment for millions and boost sales
for sponsors.

PERSONALS — California’s State Fair...
Members of Camel Caravan Tours of
U. S. Army Camps . . . Stars of Pasa~
dena’s Annual Sports Jamboree.

v
v
v

v

HONORARY TEXAS RANGERS — Commis-
sions from the Governor of Texas in
a special coast.to-coast broadcast.

The impressive success of “The Texas Rangers” can be yours by means of
their electrical transcriptions. Over 500 songs are available to provide an almost
endless combination of programs. The cost is based on the size of your market.
Along with sponsorship of “The Texas Rangers” you have the added ammunition
of a 48-page song book and picture album—an ideal give-away or self-liquidating
offer. Hire “The Texas Rangers” to notch up Hooperatings and sponsors’ sales
... they have a proved record of success. Write — better yet, wire — for
complete details.

AN ARTHUR B. CHURCH PRODUCTION

Pickwick Hotel, Kansas City 6, Missouri

* BROADCASTING o Telecasting May 17, 1948 ® Page 15
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Additions and Corrections
To 1948 Yearbook

THE FOLLOWING Yearbook changes and
additions were received just after the
1948 Yearbook had gone to press. They
are arranged numerically by page num-
ber for your convenience. The more up-
to-the-minute changes for all Yearbook
directories and services should be made
from the weekly issues of BROADCAST-
ING Magazine.

Page 60 —WTOD (FM). Station in
Toledo is WTRT.
Page 61 —WGAZ (FM) Charleston,

W. Va., owned by Daily
Gazette Co., Charleston.

Page 61 —WISL Shamokin, Pa. Delete
from newspaper list.

Page 61 —KTRE Lufkin, Tex. Licensed to
Forest Capitol Broadcasting
Co., of which E. L. Kurth is
an officer and alse. @ 1%
stockholder in the “Lufkin
Daily News.' KRBA (FM), of
which Mr. Yates is licensee,
has no newspaper connec-
tion.

Pake 66 —Correct spelling of Seymouwr

Krieger in columns two,
three and four.
Page 82 —KGFN Grass Valley, Calif.

General
Kihn.

Page 104—Call letters for sixth Jack-
sonville station are WOBS.
Ed Sharpe is manager; M.
C. Bishop, commercial man-
ager.

Page 110 —WRDW Augusta, Ga. Wil-
fiam K. Jenkins, president;
William B. Smart, commer-
cial moanager; Joseph G.
Hunt, program director; Ra-
bun F. Bobo, chief en-
gineer. Hollingbery is the
representative and Lang-
Worth and World are the
transcription libraries used.

Page 120—WMIX Mt. Vernon, iil. Wil-
liam F. Miller is program
manager.

Page 122—WSUA Bloomington, Ind. De-
fete program director.

Page 128—WHO Des Molnes. Add D.
D. Palmer, vice president
and treasurer; Ralph Evans,
executive  vice  president;
Williom D. Wagner, secre-
tary; Woody W. Woods, as-
sistant resident manager.

Page 130—KGGF Coffeyville, Kan. Pro-
gram  director is Roger
Stoner.

Page 134—WNGO Mayfield, Ky. G. C.
Dyer is manager; J. B.
Fowler, program director;
Lynn Lemond, chief engineer.

Page 155—WTOK Meridian, Miss. Rob-
ert F. Wright is president
and general manager; Wil-
liam B. Crooks, commercial
manager; Cecil Germany,
program director, and Joe
H. Saxon, chief engineer.

Page 160—Insert KMON in place of
KMFR Great Falls, Mont.

Page 162—KNEB Scotisbluff, Neb. in-

Manager is Ed

BROADCASTING »

sert Russ M. Stewart, chief
owner; Byron R. Joachim,
commercial manager; Rob-
ert W. Hyde, program di-
rector; Leslie A. Proctor, chief

engineer.

Page 164—WFEA Manchester, N. H.
Arthur  Rothafel, general
manager.

Page 182—WABZ Albemarle, N. C.
Carl (Jack) Aley, president
ond general manager.

Page 190—WAIR Winston-Salem, N. C.
Avery-Knodel is the repre-
sentative.

Page 204—KMED Medford, Ore. Licensed
to Mrs. W, J. Virgin, who is
sole owner.

Page 214—WISL Shamokin, Pa. Charles
Petrie, manager; Thomas
Gillespie, program director;
Bernard Marshall, chief en-
gineer.

Page 216—WPRO Prividence, R. I. Arn-
old F. Schoen Jr., general
and commercial manager;
John Owen, program di-
rector.

Page 216—WBSC Bennettsville, S. C. L.
M. Hawley, president and
general manager; Douglas
LaBatt, station manager and
program director; John Evans,
promotion manager, and J.
E. Mathis, chief engineer.

Page 244—KBUH Brigham, Utah. Ernest
J. Burgi, commercial mana-
ger.

Page 252—KIRO Seattle. Date estab-
lished shouid read 1927.

Page 258—KVOC Casper, Wyo. E. E.
Hanway, president; John R.
Bailey Jr., general manager;
D. R. Christopher, commercial
manager; E. L. Rock, pro-
gram director; Kathryn L.
Warner, promotion manager,
and G. L. Schmehl, chief
engineer.

Page 261—KPOA Honolulu. Larry Grant
is production manager.

Page 325—WMAL-FM frequency is now
107.3.

Page 378—0Under CBS executive person-
nel, delete John J. Burns as
member of board. Add Ed-
ward Wallerstein.

Delete ‘‘Jr."” following J. A.
W. iglehart's name; aiso
secretary in title of Joseph
H. Ream, executive vice
president. Howard S. Meigh-
an is vice president and
general executive; L. W,
Lowman is vice president in
charge of television.
Under Network Sales Dept.
Robert J. Mann is manager
of program sales; delete
from program department.
Thomas D. Connolly, assis-
tant manager of program
sales; delete from Sales Pro-
motion and  Advertising
Dept., page 380.
(Continued on page 166)
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Typical Du Mont Control Console —the Film
Iconoscope Chain Console.

Typical Du Mont tele-
vision transmitter
with power supply,
visual power ampli-
fier, visval exciter,
aural exciter, and
aurol power ampli-
fier sections.

- "ﬁ!ﬁ—

One of the Du Mont television
transmitter units — 5 KW Visual
Amplifier, with three built-in
cathode-ray indicators,

Du Mont film pro-
jector for superla-
tive* film telecasts,
Available in 16 and
35 mm, sizes.

;TART AS SMALL AS vou
ISH, wiTh THE py MONT

oo
@;3‘2/76

Fro . SR

‘ Sysx:e l;:Iam.eralto high-gain antenna
—includin r i

and consoles, film pro'g et

€ameras, portable i

Below: High-gain Bat Wing
Turnstile Antenna of Du
Mont Station WABD.

Du Mont Synchronizing
Signal Generator for
that steady pulse of dependable
doy-in and day-out telecasting

service.

Du Mont Portable
Synchronizing Gen-
erator —typical unit of
the Du Mont image Or-
thicoan Chain for field or
studio use,

B

engineering, actu
electronic craftsm

Tl€€ring saga.

Whatever your te

ll)c?w-power or high
Ty :

o gr ;n:restment; single station or net

regardless, make i DU Mo :

NT

from A 15 2
% for the “r;. £
Finest jn Television.'? First with the

lecasting plans
"POWer; modest or

Du Mont Image Orthicon Comera with many
refinements for the best in telecast camera work.

May 17, 1948 o Page 159
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Sponsor Success
(Continued from page 156)

radio. 1947 advertising expenditure
estimated at $7,500,000.

(June 28, 1947—p. 17).

Radio Gets One-Quarter
Army Ad Budget

Radio will get over $1,000,000 or
about 23% of total War Dept. ad-
vertising budget. N. W. Ayer &
Son awarded contract.

(July 7, 1947—p. 4).

Philco Tells Plans

Second and last article in Philco
series explains how company be-
came first spectacular user of radio
and what it plans in the future.
Firm is optimistic about FM and
television and has Bing Crosby
signed to three year video contract.

(July 7, 1947—p. 18).

Hires Co. Finds Radio Pays

Enviable record in utilizing sales
appeal of radio possessed by Hires
Co., which sponsors Here’s to You
on CBS. Importance of radio ad-
vertising led company to continue
the show throughout the shortage
period because of radio’s ability to
reach a maximum number of listen-
ers at lower cost.

(July 7, 1947—p. 84).

Pharmaco to Spend $1,200,000

Pharmaco Co. (Feen-a-Mint)
signed its largest radio contract,
buying two half hour evening pro-
grams and a three weekly day strip
for about $1,200,000.

(July 14, 1947—p. 16).

Ex-Gl's Moke Good Via Radio

Three ex-GI's in Seattle found fame
and fortune in a few months with
singing commercials. Started out
selling war surplus in a tent out-
side the city, but didn’t make out
'till Keene & Keene, Seattle agency,
planned spot campaign around
personalities of ex-GI’s. Proved so
successful that spots now comprise
two-thirds of firm’s ad budget and
are heard over 100 times weekly
on three Seattle stations.

(July 14, 1947—p. 86).

Paramount Engaged in Campaign

Because recent tests showed radio
to be whirlwind medium of promot-
ing box office attendance, Para-
mount Pictures is sponsoring a
“saturation” spot campaign. It will
cost about $200,000 but is estimated
to mean an extra $6,000,000 to $8,-
000,000 in box offices at end of
picture’s run.

(July 21, 1947—p. 14).

RKO Plans Ninth Campaign
On Yankee

Extensive promotion campaign on
Yankee Network by RKO Radio
Pictures Inc. for picture “The Long
Night” is ninth campaign used by
the two to promote a film.

(July 21, 1847—p. 14).

Radio Aids Johnson Rise

Radio figures largely in S. C. John-
son & Son’s rise to dominance in
the wax field. In 1946 the company
spent $894,918 on radio as com-
pared to $786,663 on magazines and
$362,119 on newspapers. Firm
spent $278,635 on radio in 1935,
its first year on air.

(July 21, 1947—p. 15).

Joske Report Shows Radio Value

Latest chapters of “Radio for Re-
tailers” based on Joske study shows
that radio contributed directly to
average increase in sales of 61.96%.
Findings deal particularly with ef-
fects of radio advertising on de-
partment and item sales. Cumula-
tive effect of radio indicated by
fact it contributed directly to av-
erage increase of 46.89% during
first six weeks use and 76.99%
during second six weeks.

(July 28, 1947—p. 17).

Bristol-Myers’' Faith Justified

Use of radio by Bristol-Myers for
22 years shows value of medium.
Company has been on air contin-
uously since 1925 and spends $3,-
500,000 (50% of ad total) annually
on radio. Sales figures, which hit
all time high of $47,828,189 in 1946,
justify firm’s use of radio.

(Aug. 4, 1947—p. 15).

Bean Growers Switch to Radio

Radio will get the entire $5,000
budget for this year’s three month

spot campaign by the Lima Bean
Growers Assn.,, Sacramento. The
association found from experience
that radio need not be more ex-
pensive than newspapers and for
the same price, the additional con-
sumer interest is better measured.

(Aug. 11, 1947—p. 23).

Top Programs Keep Bristol-Myers
Up Front

Final installment of Bristol-Myers
radio success story tells how out-
standing programs have kept the
company’s name before the public
for the past 22 years. Use of tele-
vision and radio in Latin America
also told.

(Aug. 18, 1947—p. 15).

Crawford Launches Campaign

Crawford Clothes, New York, has
launched $500,000 campaign of
spots and over 200 programs on
six New York stations for 52
weeks.

(Aug. 18, 1947—p. 89).

Radio Bo;)sls Kaiser-Frazer
Sales

Sensational sales increases of 10-
209 reported by Swaney-Drake &
Bement, agency for Kaiser-Frazer,
sinece company’s entry into national
spot radio. Campaign, costing $100,-
000 monthly, uses 232 stations, in-
cluding all 50-kw outlets except
WTIC Hartford.

(Sept. 1, 1947—p. 38).

(Continued on page 164)

An Open Door

to the

Greatest Market

in the

WEST

KWKW covers
Los Angeles County with
its 4 million* population
of high wage earners.

KWKW

PASADENA ¢ LOS ANGELES

*L. A. County Regional
Planning Commission

Represented Nationally by FORJOE & CO.
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The voice of Man has long struggled to defeat space.
The “magic horn” of Alexander carried his voice almost three miles!),

Now, Radio towers like that of WCBS at the left,

do we go from here...

One frontier in Radio is almost entirely gone: the frontier of space.
Wherever Americans live, they now own a radio and listen to it.
Today the Radio set is an intimate furnishing of the lives of 93%
of all the families in America. What frontier, then, is left?

It lies in what Radio can say, rather than where it can go.
It lies in the nature and quality of Radio’s programs...in the
limitless field of Man’s imagination and responsibility.

The evidence accumulates that CBS leads
all Radio in pushing back this frontier—
bringing 99,000,000 listeners each week
CBS-produced programs which stake new
claims on the American people’s desire for
entertainment, knowledge and inspiration.

As the New York Times put it in its annual
summary of Radio’s progress—*““In original
programming—CBS was far and away the
leader. In a year marked by vapid talk...
CBS actually did something ...”

BETTMAN ARCHIVES

This “something’ includes the CBS Package Programs, the most
exciting new hits in Radio. Such sponsored shows as Arthur Godirey,
“My Friend Irma,” Abe Burrows, Edward R. Murrow, “Strike It Rich”;
such sponsorable ones as “mr. ace and JANE,” Mickey Rooney

in “Shorty Bell,” Hoagy Carmichael,“Studio One,” and many others.

Sponsored CBS Package Programs currently avefage 40% less
in talent costs than other network programs.

So, for large audiences at low cost. . . at the lowest cost in network

Radio today. .. see CBS.

Columbia Broadcasting System
—where 99,000,000 people gather every wéek
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Sponsors Success
(Continued from page 160)

Hunt Promotes With Radio

One of the highlights of West Coast
advertising is the success achieved
by Hunt Foods Inc. in promoting
its products by careful use of radio.
Of the annual ad budget, radio
gets 50% with the largest portion
for one regional show five times
weekly on 26 stations. Company
plans to expand nationally.

(Sept. 8, 1947—p. 18).

Tide Water Enters 22nd Year

Tide Water Associated Oil Co. will
use 98 stations in its 22nd year of
sponsoring college football broad-
casts. Schedule will be heaviest yet
undertaken by company.

(Sept. 8, 1947—p. 28).

Store Officials Endorse Radio

Selling power of radio was attested
to by representatives of four stores
at Retail Advertising Clinic of
NAB convention in Atlantic City.
Results and techniques of their
programs were described.

(Sept. 22, 1947—p. 90).

Atlantic Achieves Record

Atlantic Refining Co. will sponsor
the greatest number of college, high
school, and pro games in its 12
year history of football broadcast-
ing. Total of 91 stations on regional
networks will be used in airing
more than 250 games.

(Sept. 29, 1947—p. 14).

Cleveland Program in 11th Year

Burt’s Dept. Store, Cleveland, cele-
brated its 11th anniversary on
WHK Cleveland with the same pro-
gram—Big Broadcast. Company,
which has been radio sponsor for
18 years, gives bulk of its ad budg-
et to radio.

(Oct. 18, 1947—p. 66).

Bank Finds Radio Best

Effective use of radio by his bank
was described by Daniel W. Hogan
Jr., vice president, City National
Bank & Trust Co., Oklahoma City,
in a talk before the Financial Ad-
vertisers Assn. convention. Mr.
Hogan said his bank had used all
media but was particularly suc-
cessful with radio.

(Oct. 18, 1947—p. 81).

Toni Sales Leap With Radio
Radio is getting the biggest slice
of the ad budget of Toni Co., which
has grown by leaps and bounds
from a $5,000 investment three
years ago to a $16,000,000 concern.
This year the firm plans to spend
$2,500,000 out of $3,500,000 on
radio.

(Oct. 20, 1947—p. 16).

Pepcorn Gets Results With TV

Successful use of $35 television
spots before sporting events for
Pepcorn Chips is deseribed by
firm’s agency.

(Cct. 29, 1947—p. 42).

Canadian Ace Extends

Sponsorship
Canadian Ace Brewing Co. will ex-
tend sponsorship of Joan Davis
Show, to as many CBS owned and
operated stations as possible and
other markets. Company also an-
nounced radio is being given “lion’s
share” of $1,000,000 ad budget.
(Oct. 27, 1947—p. 66).

Pi-Do Switches to Radio
Pi-Do (pie crust mix) has trans-
ferred its entire advertising budg-
et to radio because of rising news-
paper rates and space investments.
Company now sponsors a tran-
scribed show on 12 stations in
Southwest.

(Nov. 10, 1947—p. 56).

Soap Co. Credits Radio

Los Angeles Soap Co.’s use of radio
has proven so outstanding that
company is giving the medium an
increasing share of its budget. In
1946, the company spent $137,672

of $190,302 on radio. Company
uses radio to buck the ad thrusts
of soap’s “Big Three.”
(Nov. 17, 1947—p. 25).

Leo Burnett Billings Soar

Billings of Leo Burnett agency in
Chicago have increased 12 times

There is an island in Texas
...the $500 million Lubbock
trading area. Can't be reached
from Amarillo (122 miles
away), Fort Worth (290
miles), El Paso (380 miles),
or San Antonjo (411 miles).
You cover this market from
the inside. Per capita retail
sales for the area’s 396,000
consumers are $662.70%—
twice the national average.

More local merchants use
KCBD than use the other
two stations combined.

% Latest report available: U, S.
Census Burean.

s
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\$500 MILLION TO YOU

over in 12 years. To an original
three accounts, agency has added
17 other national advertisers. Radio
gets $3,500,000 of total billings.
(Dec. 1, 1947—p. 19).

Radio Produces for Buffalo Store
Four-fold job radio did for Adams,
Meldrum & Anderson Co., Buffalo
dept. store, is described in a pro-
motion piece distributed by NAB.
(Dee. 1, 1947—p. 89).

Columbia Records to Spend
$2,000,000
Columbia Records Inc. is promoting
its records with a $2,000,000 cam--
paign on 916 stations.
(Dec. 15, 1947—p. 14).

TV Brings 33% Sales Increase

Big Ben Super Markets, New York,
scene of Missus Goes A-Shoppin’
telecast on CBS-TV, credited the
show with a 33% increase in store
business.

(Dec. 15, 1947—p. 14).

Retailer Lauds Radio
Opportunities
Neil Petree, president, Barker
Bros., Los Angeles home furnishing
store, discusses his store’s success-
ful use of radio and tells how radio
offers exceptionally good opportun-
(Continued on page 172)

AND IT'S WORTH

1000 WATTS UNLIMITED
LUBBOCK, TEXAS
Joe H. Bryant, Gen. Mgr.

A Mutual Station
Rep. by JOHN E. PEARSON CO.

G
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HAROLD TEEN’S

~AND - 0004( HYA GuYS AN GELS7 Y DONT

SUucH RoLD TEEA (OMIN ) FGET
stper, (MR T g CREATED

MyusiIC. o TN ’ BY ME-
SWINGIN AT TH P

717 599-&? EQ_W'—" J'ALKHOUSE!

rre
: HEﬁA )///;I e Yzf,m-r-j

/

ﬂN HELPING YOU to reach specific markets, to
delineate your audience, WGN has developed and is proud to present the Harold Teen
show, “SWINGING AT THE SUGAR BowL,” aimed at youths between the ages of 10 and 25,

This popular comic strip remains perennially young and adept at interpreting the lives
of the teen-agers and those in surrounding years.

We recommend “SWINGING AT THE SUGAR BowL” to you if you want to reach that
vast audience of young people at home on Saturday afternoon from 12:30 to 1:00 p.m:

Chicago 11
. Illinois
A Clear Channel Station. .. £0.000 wates
Serving the Middle West 720
OnYour Dial
MBS Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y.

West Coast Representatives: Keenan and Eickelberg
235 Montgomery St., San Francisco 4 ¢ 2978 Wilshire Blvd., Los Angeles 5
710 Lewis Bldg., 333 SW Oak St., Portland 4
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“VIC DIEHM SAYS:

PICTURE

THIS:

YOU CAN BE TW/CE AS SURE IN PENNSYLVANIA
WITH WAZL HAZLETON AND WMGW, QMEAD
VILLE. THE COMBINATION GIVES YoU AN *87 MILLION
\\MARKET. WAZL 1S SMACK IN THE MIDDLE OF
PENNSYLVANIAS IMPORTANT ANTHRACITE COAL ‘ %
MINES ... WORTH *103 MILLION* ) IN YEARLY
INCOME. PLENTY OF IT GOES FOR WAZL ADVER -
TISED PRODUCTS EVERY WEEK, BECAUSE 9 OUT
OF IO \) RADIO FAMILIES HEAR WAZLS
S'ALES MESSAGES. THEY VE BEEN LISTENING SINCE
1932, TOO. WE DON'T JUST SELL TIME opps’:?:&‘—‘
ANYMORE, WE SELL OPPORTUNITY. AND WE DONT

JUST 8RpApCA$7' YOUR SHOWS... WE MERCHANDISE

~
-

EM, %WE PROMOTE EM, WE TELL THE 224,000
LISTENERS IN THIS AREA ABOUT EM. THIS SAME
KNOW-HOW GOES INTO WMGW, MEADVILLE.IT COVERS

ONE OF THE LEADING DAIRY M A PrODUC-

/o ¥

SALES ALONE WERE ¥ N
1947.. . FACTORY EMPLOYMENT upP 12%* ..
FARM INCOME %18 MILLION. YOU GET

a [
EM BOTH...COVERAGE OF NE AND NW PENNSYL-

VANIA [ S . AT ONE RATE. AND YOURE TWICE

AS|SURE OF THE RETURN.

£ 22 MiLLIoN

22 MILLION™

W,
42(

(
WRITE ME FOR DETAILS.

REGARDS, »
,
DEF"'T. OF INTERNAL AFFAIRS w
AND BUREAU OF RESEARCH

* STATISTICS FROM
PENN STATE COLLEGE.

WALZL

AFFILIATED WITH NBC - MBS
Studios and Offices
Hazleton Nat'l Bank Bldg.
HAZLETON, PA.

Studios and Offices

First Nat'l Bank Bldg.
MEADVILLE, PA.
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ING COUNTIES IN PENNSYLVANIA. MEADVILLE RETAIL '
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By ELMER ROWE

WHEN A GROCER starts out
from scratch in a new location and
in a few years pushes his annual
sales up close to the million dol-
lar mark, one question naturally
arises: Which advertising media
were used to achieve such results?

In the case of Frank Reardon,
owner of both the Pay 'N Save
Super Market and KBOW Butte,
Mont., the answer to that question
is not difficult. He has relied on
radio advertising exclusively.

Pay 'N Save uses one spot per
day, six days a week, plus one
half-hour program six days a week
and a 15-minute newscast seven
nights weekly, all on KBOW. The
store also runs a 15-minute pro-
gram five times weekly and six-
weekly spot announcements on
KXLF Butte.

The annual gross of the store
is $993,000, with a 100% credit
to radio advertising. There was a
12% sales increase in 1947 over
1946.

Mr. Reardon’s radio advertising

Additions & Corrections
(Continued from page 158)

Page 380—Under Radio Sales, H. H.
Holtschouser now in Mem-
phis office; Henry Flynn,
manager of Los Angeles of-
fice; Fred Mahlstedt, market
research counsel for Radio
Sales, replacing  Richard
Hess; Ben Margolis replaces
Emmett Heerdt as sales serv-
ice manager.

Under Research Dept., Oscar
Katz is director of research;
Harper Carraine is assistant
director; Edward Reeve, re-
search projects manager in-
stead of chief statistitian;
Richard Hess, supervisor,
Ratings Division;
Howard Miller, supervisor,
Marketing and Records Di-
vision.

Under Television Dept., de-
lete Benjomin F. Feiner Jr.,
adding Richerd Redmond, as-
sistant to the vice president
in  charge of
Leonard Hole is associate
director of television; delete
Charles Holden and add
John DeMott as manager of
production; Naomi Fine, sales
promotion manager; delete
Halsey V. Barrett, promotion
manager.

Page 466—Add Hollywood Recorded
Features Inc., 75 E. Wacker
Dr., Chicago 1, lil., under
the Transcription Direcfory.
R. 5. Peterson is president.

Page 496—Sixth station listed should
be KGA Spokane, whose per-
sonnel appears in the re-
spective columns.

Services

television;

STORE USES RADIO EXCLUSIVELY

Reardon, Owner of KBOW and Pay 'N Save,
Gets Big Results

has not been hit-or-miss. Immedi-
ately after the conclusion of a
CBS network program advertising
Swerl, for example, Mr. Reardon
comes on the air with a spot an-
nouncement in which Swerl is
featured.

The tie-in between his own ad-
vertising and that of the manu-
facturer is further augmented by
a mass display of Swerl on the floor
at Pay 'N Save, a display of such
size that no housewife can help
seeing it. The result is that cus-
tomers come to Pay 'N Save, see
the display, remember the radio
commercial and the spot announce-
ment—and buy.

The tie-in between network pro-
grams and local advertising, and
mass displays of the merchandise
in the store is the secret of Mr.
Reardon’s success. But in his case
it is anything but a secret. Since
he went into the broadcasting busi-
ness early in 1947 he has been
preaching the gospel of the close
tie-in in advertising to all mer-
chants who purchase time on
KBOW.

Frank Reardon believes that a
lot of otherwise good advertising
is rendered ineffectual because the
merchant fails to follow through
with an attention compelling dis-
play of the merchandise he adver-
tises.

Hastens Sales

This is especially true of new
products, or products returning to
the merchant’s shelves after a long
absence due to wartime conditions.
If they are simply placed on the
shelves the customers will eventual-
ly find them, but their discovery
can be hastened by radio ads and
salesroom displays.

This is the gospel that Mr.
Reardon preaches to Butte mer-
chants who purchase time on
KBOW, a CBS affiliate: Merchants
should feature products, whenever
possible, that are advertised on
CBS network programs. The store’s
advertising should be tied in with
that of the manufacturer.

It is true that in using such an
advertising program a number of
spot announcements must be used
and they must be changed fre-
quently to avoid becoming repeti-
tious, or to make room for other
announcements featuring other
merchandise. But in spite of this,
Frank Reardon’s advertising budg-
et is perhaps no larger than that
of other merchants whose sales
volume is not so large as it is at
Pay 'N Save.

Mr. Reardon therefor avers
radio advertising is fast, effective
and economical. He believes that
other advertising media, so far as
retail merchants are concerned, are
as out-dated as the horse and
buggy.
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Performance—-PLUS
Maintenance— M/NUS

Add hot-dip galvanizing to Blaw-Knox construction, and you've got the
utmost in tower performance with maintenance costs close to zero. Illus-
trated is 2 new Blaw-Knox Heavy Duty H 40 Tower with “lifetime”
protection of a heavy zinc coating on all members as well as on inside
climbing ladder and Electroforged Grating platforms. Painting to con-
form with CAA regulations is all that is required.

Hot-dip galvanizing is available on Blaw-Knox Antenna Towers of
any height . . . We invite discussion on your plans for future station
improvement.

BLAW-KNOX DIVISION

of Blaw-Knox Company
2038 Farmers Bank Building » Pittsburgh 22, Pa.

NOX x=xTOWERS
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THE PIONEER FM STATION OF THE NORTHWEST
COVERS OREGON'S DENSELY POPULATED
WILLAMETTE VALLEY AND SOUTHWESTERN
WASHINGTON WITH A FOUR BAY

CYL-RAY

AN FM ANTENNA WITH—
HIGH GAIN
LOW WIND LOADING
SIMPLE CONSTRUCTION

AT THE CONVENTION ASK—

MR. THOMAS OF KMYC
MR. JERMAN OF KWIJJ

MR. CRONISE OF KWIL

MR. COX OF KGW

MR. McCREADY OF KUGN
MR. CHATTERTON OF KWLK

AND OTHER
CYL-RAY USERS

\

\

" THE CYL-RAY ANTENNA

CORPORATION

6100 NE COLUMBIA BLVD.
\ PORTLAND, OREGON

AXAXNY

X

/

N




DO “FISHER” TOWER RATES OWNER APPROVAL? )

"If you asked Mr. Joe Hartenhower, General Manager of
KCMO, Kansas City, here’s what he’d say.....

m.ws 1. pishe’ v o
“ e C. = ﬁ \{E\“WﬁiD
P

o g\
.\_'\ i N \ ; '\'_‘\‘ﬂ

SALES & E?Em‘f?& "
RN

iowek

C.H.FISHER & SON

EXCLUSIVE NATIONAL AGENTS FOR

TOWER SALES & ERECTING CO.

6100 N.E. COLUMBIA BL\?D‘?? PORTLAND, ORE.
PHONE: TRINITY 7303
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NEVILLE'S BEVEL

By LARRY NEVILLE

GEORGE WESTBROOK SPEL-
VIN, American broadcaster, set-
tled his bulk more comfortably in
his chair (FM prestige account),
:amped his favorite pipe tabacco
(8:30 p.m. spot) into his favorite
sipe (early morning hill-billy par-
:icipation), eased his feet into his
‘avorite house slippers (5:30 p.m.
1ews) and turned to the editorial
rage of his favorite reactionary
rewspaper (trade deal).

Mrs. Spelvin clicked her plastic
snitting needles (10:30 a.m.
women’s hints participation) deter-
ninedly, and placidly set forth to
nake conversation.

“I see,’ she said, amiably, “where
‘he unions claim the Taft-Hartley
Act is a slave labor law, and
‘they’re going to spend millions of
lollars to repeal it.”

“Hmmmf,” said George West-
rook, blowing his nose in a sheer
ambric |handkerchief (first FM
iccount 1n town).

“What I want to know,” con-
inued Mrs. Spelvin, “is if the
reople who belong to unions are
laves, where are they going to

get the millions of dollars they’re
going to spend?”

“They save it by not paying
taxes and not hiring union labor,”
retorted George Westbrook Spelvin,
reaching out to turn down the vol-
ume of the highly cultured FM sym-
phony (unsponsored).

“But,” interposed his wife, “I
thought all unions were exponents
of the living wage, and in unity
there is strength?”

The ‘Vicious Circle’

“The unions,” said George, “are

like continuity writers who think
they ought to make as much money
as salesmen. If they did, all sales-

men would become continuity
writers, and nobody would get
paid.”

“I don’t follow your thinking,”
said Mrs. Spelvin.

“If the unions had to pay their
employes union wages,” explained
George, “they’d go out of the union
business, and go to work for union
wages,”

“Do you mean to say, George,”
asked Mrs. Spelvin, “that unions

Tries to Take Edge Off Unions

don’t hire members of other unions
to work for them?”

“I’ve heard that in some cases
that’s true,” stated George, rap-
ping the bowl of his pipe into the
recess of a combination ashtray-
clock calendar (public relations
present from an airline). He fum-
bled in the magazine rack. “I'm
not going to vote for Henry Wal-
lace, but I read the New Republic
sometimes. Let me read you some-
thing from the February 9th issue,
on the radio page. It’s talking
about WLOA, at Braddock, Penn-
sylvania.” George cleared his
throat in a commentatorial man-
ner.

“I quote,” he said. “On Sunday,
WLOA is a beehive of community-
conscious  musicians, speakers,
workers who are actors for an
hour, and commentators. The UE
(United Electrical Radio and
Machine Workers, CIO) puts on
a show at one p.m. just after a
group of really popular musicians
play foreign favorites with their
own commentary for Braddock’s
layge foreign population.

“I'm still quoting,” continued

George. “Our program is made up
of amateur actors and people from
the shops who have something to
say in either discussion form or
through a light Home Life of Bill,
Our UE Steward script. After us

WITH TYPEWRITER in cheek,
Laurence E. Neville herewith pre-
sents a satiric skit on vices and de-
vices of labor unions. Mr. Neville,
head of special broadcast services
for WLW Cincinnati, reported, en
submitting the article, “I have duly
placed my order . . . for a bullet-
proof camisole.”

He may need it.

comes the American Slav Congress
program, which plays a recording
of a speech by Henry Wallace, or
an interview of someone who has
just returned from Yogoslavia. . .”
“So,” queried Mrs. Spelvin.
“So,” says George, “does that in-
dicate that the United Electrieal
Radio and Machine Workers, CIO
are hiring actors from the Ameri-
can Federation of Radio Artists
(Continued on page 174)

See the "202” in Suites 2105-2106 at the Biltmore

Surpasses FM specifications at
LESS than AM costs!

Engineered for top-flight per-

formance

Styled for

functional beauty!

Compare the "202” and you
will agree — the console for
today’s broadcasting, Write
for further details.

age 170 | o

May 17, 1948

Another Quality
Product from

U.S. RECORDING COMPANY

1121 Vermont Ave.

BROADCASTING o

Washington, D, C.
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There’s « type and capacity

to meet every broadcast need

~ROM mikes to tower, the chain of broad-
L cast equipment must have strong links if
“off-the-air” periods are to be avoided with
success. General Electric offers you a line of
rectifier tubes that will shoulder a full load
reliably . . . husky tubes built for around-the-
clock performance and plenty of it.

If a designer of transmitters, you may choose
from more than a dozen G-E rectifier tubes
that run the gamut of sizes. Five are shown
here. Mercury-vapor content gives these tubes
the ability to pass high peak currents—also
keeps the internal voltage drop low. All the
tubes are proved veterans of exacting broad-
cast and industrial secvice.

If a station operator . . . do you want fast
service on rectifier-tube replacements, plus
THE BEST in quality? See your nearby G-E
tube distributor or dealer. He has the tubes—
can get them to you by speedy local delivery;
and should his inventory of any type happen
to be low, G-E coast-to-coast branch stocks
mean overnight replenishment.

There’'s pocketbook protection for you, too,
in G.E.’s ironclad tube warranty. Specify G-E
rectifier tubes in original equipment for effi-
ciency, reliability, and value; replace with G-E
tubes to gain the same advantages, plus fast
delivery to your door! Electronics Department,
General Electric Company, Schenectady 5, N. Y.

o

75 ELECTRIC

161-G3-8830

GENERAL

FIRST AND GREATEST NAME IN ELECTRONICS

/ ~6L-8008

{olso available with

50-watt base as Type
GL-872-A/872)

{also available with
50-watt base as Type

GL-575-A)

</ —

Cathode Cathode Anode peak Anode peak Anode avg
Type voltage current voltage current current
GL-866-A 25v, 5 amp 10,000 v 1 amp 0.25 amp
GL-8008 5v 7.5 amp 10,000 v 5 amp 1.25 amp
GL-673 Sv 10 amp 15,000 v i 6 amp 1.5 amp
GL-869-B Sv 18 amp 20,000 v 10 amp 2.5 amp
(*15,000 v} (*5 amp)
GL-857-B 5v 30 amp 22,000 v 20 amp f S5 amp
[ (*40 amp) {*10 amp)
" {*Quadrature operation)
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Sponsor Success
(Continued from page 164)

ity for retailers who specialize in
a particular type of merchandise.
(Dec. 15, 1947—p. 18).

Seattle Show Pleases Sponsors

A weekly quarter hour show on
KOMO Seattle, On the Awvenue,
sponsoretl jointly by 300 business-
es through their club, Seattle U.
Commercial Club, pulls such defi-
nite response it pleases everyone.
Show consumes 40% of club’s ad-
vertising budget.

(Dec. 29, 1947—p. 67).

Spots Cause Sell-Out Sale

More than $500,000 stock was dis-
posed of in a sell-out sale by C. J.
Farley Co., Grand Rapids dry
goods firm, principally because it
was promoted through spot radio.
Campaign started on WJEF and
later used WOOD WLAV WFVR
WGRD and WFRS (FM).

(Jan. 5, 1948—p. 10).

Show Proves Boon to
Hancock Agents

Favorable results of a 13 week test
n Texas and California prompted
fohn Hancock Mutual Life In-
jurance | Co.,, Boston, to budget
800,000 | for next year in order to
nerease [sponsorship of Point Sub-
ime from 18 stations to 73 in 27
wdditional states on ABC. Show

proved a boon to local agents in
helping them sell.
(Jan. 5, 1948—p. 16).

NRDGA Session Praises Radio

Radio’s selling power and retailers’
changed attitude toward the medi-
um as a tool for direct sale of
merchandise or improvement of
public relations are described at
NRDGA New York session.

(Jan. 19, 1948—p. 15).

TV Spots Sell for Dealer

Two spots costing $80 over WBKB
(TV) Chicago sold 448 video re-
ceiver magnifying lenses for Ter-
man Television Sales, Chicago.
(Jan. 26, 1948—p. 34).

New York Clothier Adds

Chicago

New York radio campaign of Rob-

ert Hall Clothes proved so success-

ful firm will enter Chicago market

in March and blanket independent

stations with music programs,

newscasts, and spots.

(Jan. 26, 1948—p. 88).

N. Y. Central Goes For Spots

New York Central Railroad has
gone “all aboard” for spot radio.
Company is so pleased with results
of last year’s campaign on two
stations in two markets (Chicago
and Indianapolis) that this year it
has increased to 20 stations in 7
major cities. Last year’s radio
budget was $125,000 and 1948

plans call for expansion in major
cities.
(Feb. 2, 1948—p. 82).

Sheaffer Continues Expansion

W. A. Sheaffer Pen Co., which on
Jan. 4 expanded Sheaffer Parade
from 53 to full 161 NBC stations,
will add Canadian stations. Ex-
pansion due to increased sales and
higher ratings.

(Feb. 2, 1948—p. 58).

Duane Jones Clients Use Radio

The success of radio sponsors is
told in the story of the rise of
Duane Jones Agency whose 31 ac-
counts have an annual billing of
$14,000,000, of which $8,000,000
goes to radio. Outstanding ex-
amples are (1) B. T. Babbitt Inc.,
New York, which gives radio 95%
of Bab-O’s ad budget or $2,000,000
a year. This, according to Mr.
Jones, made it the top selling cleans-
er with a sales increase of 1100%
since 1935. (2) Mennen Co. spends
50% on radio, has risen from Tth
to 3rd in shave creams and 1st in
after shave field. (3) Grove Labs
puts 95% in radio.

(Feb. 9, 1948—p. 20).

Grocer Moves Surplus with Radio

Marshall Casdorph, radio-minded
West Virginia grocery chain, has
become top sponsor on WRON
Ronceverte, W, Va., with five-min-
ute newscasts daily. Firm has used

TOLEDO

HERE ARE A FEW OF

news shows to move surplus items
with excellent success.
(Feb. 9, 1948—p. 40).

Grocer Achieves Goal Quickly
A Norfolk grocer, desiring to con-
vertité.sa subscription cooperative,
gave WLOW Norfolk a free hand
to spend $1,500 in a two week cam-
paign. More than three-quarters of
goal“was reached by end of first
week.

(Feb. 16, 1948—p. 62).

Piedmont Concentrates on Radio
After 10 years of investigating,
Piedmont Shirt Co. (Wings) has
decided to drop all other media and
will concentrate $300,000 a year
on radio. Sponsorship of William
Shirer has already had unusual
success.

(Feb. 23, 1948—p. 16).

Steel Company Finds People
Listen

Portsmouth Steel Corp. has decided
to build good will with a nightly
show on WPAY Portsmouth. Com-
pany was encouraged by station’s
promotion of an open house in
1946, when 8,000 people showed
up to see the plant. Company es.
timated that 90% heard about the
event on WPAY.

(Feb. 23, 1948—p. 18).

Sports Radio Sells for Atlantic
In 12 years, Atlantic Refining Co.
has sponsored play-by-plays of 10,-

(Continued on page 176)

"BITTER ASSOCIATES

|
l
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INCREASED Broadcasting Bu:i-~
ness has necessitated our expand-
ing to larger quarters in Toledo.
We cordially invite you to visit
our organization at 4125 Monroe
you are in

Street when next

}l’oledo.

THE BITTER SERVICES

Preparation of F.C.C. applications
Surveys for most desirable antenna
sites "

Design and erection of antenna systems
Measurements of antenna characteristics
Installation, testing and operating of
transmitter and associated equipment
Design of studios, control rooms and
transmitter houses .

Field strength measurements for F.C.C.
“proof of performance”.

BITTER Associates offer a com-
plete engineering service for pre-
sent and prospective broadcasters.
A service backed by 25 years of
practical radio engineering expe-
rience.

We plan, design and construct
either AM or FM stations in the
best principles of engineering

economics.

BITTER ASSOCIATES

4125 MONROE STREET,

Telephones: KENSWOOD 7631 -9541

TOLEDO,

OHIO

R N N N VR N TN N RN NENNTNNTY]

BROADCASTING o Telecasting



RADIO IN PUBLIC TRANSIT VEHICLES

AT LESS THAN $1.00 PER THOUSAND
GUARANTEED LISTENERS.

HWC7S (AFY)

Delivers your aural sales message to an audience which

has never before been available ... the riders of Public
Transit Vehicles.

STARTING
JUNE 15TH

WCTS (FM) will
broadcast daily to 400
FM-equipped vehicles
operating in Cincinnati
and northern Kentucky.
380,000 passengers ride
these 400 vehicles each day.

By September 1948 the num-

ber of FM-equipped vehicles

will be increased. Perfect recep-
tion and public acceptance of

this idea were established during

the months of surveys which pre-

ceded the signing of the contracts

with the Cincinnati Street Railway

... The Covington, Cincinnati and

Newport Railway Co. and The Dixie
Traction Co.

This is a new audience—it is, an audience that is
guaranteed on the following counts. Its size is a
known fact, not an estimate. Listenership is 100%.
The type of audience is known—enabling you to
“tailor” your message. Day by day regularity
makes possible judicious use of follow-up
copy in sales messages. It is an audience in
transit which can be persuaded to act
immediately on sales suggestions. This
new medium is closer to “point of
sale’” advertising than anything
heretofore possible in radio.

NEW

== .l ]

It is a new medium in advertising that
delivers an entirely new audience—and
has been received enthusiastically by the
public, the Transit Companies, and advertisers.

)

FOR FURTHER INFORMATION — é ,,T,,E,,,,,
AND FOR CHOICE AVAILABILITIES

‘lWRITE IMMEDIATELY, OR WIRE -

=

&
%

I A , - - N
ol N L L g Q
M) | AT s st T o 72> HOTEL ALMS
% e —_—
e %1ﬁ, “” CINCINNATI (6) OHIO o
VLl i M — U
IR T " —

AFFILIATED WITH THE CINCINNATI TIMES*STAR
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Neville’s Bevel
(Continued from page 170)

AFL, or musicians from the Ameri-
:an Federation of Musicians, AFL,
)r engineers from the Brotherhood
if Eleetrical Workers, AFL, or
yrogram directors from the Radio
Jirectors, Guild, or writers from
he Radio Writers Guild? It says
iere, and I repeat, ‘Our program
s made up of Amateur actors and
reople from the shops. . . .’ Can

sell Glotz’s neckties with non-
inion actors, singers, musicians,
lirectors, writers and engineers?

Jo! Can unions sell unionism,
Nallace - ism, anti-Taft-Hartley-
sm, and Progressive Citizenism

vith non:union actors, musicians,
irectors, writers and engineers?
;an they? You're darn right they
an! They're doing it!”

George tore open (whooosh) a

package of cigarettes. “If I send
an IBEW engineer to pick up a
speech by Henry Wallace from an
auditorium here in town, can he
just walk in and set up his equip-
ment? No. I have to pay an elec-
trician from the IATSE a day’s
wages to sit and watch my man
work.”

“Well,” said Mrs. Spelvin,
“those amplifiers and battery boxes
are pretty heavy. The stage elec-
trician can help the engineer carry
in his equipment.”

“No, he can’t. It's against the
rules of the IBEW for a non-
IBEW man to handle the equip-
ment, And it’s against the rules
of the IATSE for their man to
do anything except throw the light
switches in the auditorium.”

“Sounds complicated.”

“But,” went on George, “if the
UE want to present Wallace, they
can hire a non-union hall, have the

chairs set up by non-union jani-
tors, and the light switches cut on
and off by non-union electricians.”

“That must be an isolated case,
George.”

George Westbrook switched to
the AM band and checked his
wateh with the time signal. “Take
over in Cincinnati,” he went on.
“There’s Oscar Hild, believed by
many to be the heir apparent to
the Petrille throne. Jimmy Shouse,
former star of ‘The Avco Rule’
once called him ‘Dr. Jekyll and
Mr. Hild.”

“That’s cute,” interjected Mrs.
Spelvin,

“That’s what the man though:
who wrote it for Shouse,” returned
Spelvin. “But to continue. Cinein-
nati for many years has had a tra-
ditional summer opera. They put
it on in the Zoo. During the de-
pression, costs of production were
so high, and guarantors were so

Sle Pesl

UMl & DAY

Corceil and 6‘/197(1

® MUSICAL DIGEST—

David Ballard, Annecr.

Famed Dinner Hour Concert
6:00 to 8:00 P. M. Mon. thru Sat.

® CONCERT NOCTURNE —

David Ballard, Anncr.
Great Music after 10:00 P. M.
10:00.P.M. to 12 Midnight Nightly

® OVERTURE TO EVENING —
John Kirk, Anncr.

Sunday Evening Concert
6:00 to 7:00 P. M. Sunday

BEST

I N JUBLIC

S ————

90/1:1/(1&
® RECORD JACKPOT—

Bob Gillen, M. C.

10:00 A. M. to 12 Noon

® 1230 CLUB—Jay Arlen, M. C.
12:30 to 2:00 P. M.

® WHAT'S UP?—Bob Gillen, M. C.
2:00 to 3:00 P. M.

® FROM SUNSET & VINE—

Al Carmona, M.C.

3:00 to 5:00 P. M.

® JIVE AT FIVE—Bob Gillen, M. C.
5:00 to 5:30 P. M.

Monday thru Saturday

SERVICE

AL LILERLET ISR IR A ALL-STATION AWARD

BEN McGLASHAN, Owner

ge 174 | e

May 17, 1948

1230 on the Lo X.LITICHRI]
IR R - Hillside 0201

THELMA KIRCHNER, Mgr.

BROADCASTING e

I-See-You

CALL LETTERS of WICU—
“] See You”’—have been as-
signed by FCC to new com-
mercial television outlet of
Dispatch Inc. at Erie, Pa.
Call formerly had been as-
signed to a ship, now out of
service. WICU is authorized
video Channel 12 (204-210
me). Dispatch Inc. is 55.5%
owned by Edward Lamb and
his wife. The Lambs are chief
owners of WTOD and
WTOD-FM Toledo and have
other Ohioc FM and TV in-
terests. WICU is to go on the
air in early fall.

harried by losses, that the civic
committee decided to discontinue
it. Hild said that he would volun-
teer as director of the enterprise
to keep the musicians at work.”

“There’s an enlightened union
leader,” said Mrs. Spelvin. “Noth-
ing is too good for our boys.”

“But wait,” said George, holding
up a pudgy hand on which spar-
kled a diamond ring "(8:30 a.m.
hymns, 25% off. Greenberg buys
for cash and sells for cash).
“Oscar got the thing going again,
but how! He used musicians for
janitors, he used musicians for
carpenters, he used musicians to
paint scenery, he used musicians
to sell tickets, he used musicians
for ushers. He wused musicians
period. Did he pay IATSE members
to stand by while his musicians
worked on the stage? Did he pay
UOPWA members to balance the
books, or juggle the accounts? Did
he use Equity members in the
chorus? Finally, he used a few
musicians for musie-playing which
is why he still gets along with
Petrillo.”

To Become Leader

“Think of that,” said Mrs. Spel-
vin, purling two.

“If I wanted to become a civic
leader, I'd have to hire IATSE
men on the stage, UOPWA people
in the offices, IBEW men on the
public address system, Newspaper
Guild men for publicity, AFM
men in the pit, Equity people in
the chorus, and a member of the
American Lawyer’s Guild to re-
organize me in bankruptcy court.”
He wiped his brow. “And the Holly-
wood camera-men’s union would
put me on television during the
hearing.”

“But at least Mr. Hild kept his
men at work,” said Mrs. Spelvin.

“Sure, he did,” admitted George.
“And he kept a great tradition
alive. I only mean that because he
was a union leader, he could do
things, as an employer, that no non-
union-leader employer could do,
especially if he was a member of
the NAB or the NAM.”

“Maybe some wages are too
high, George,” said his wife, “but

(Continued on page 178)

Telecasting



Lsﬁnﬁmﬁo IT!

The Monona Broadcasting Company, Madison, Wis-
consin, had the money but no station. Faced with “im-
possible” allocation difficulties, they called on Andrew
engineers, who succeeded in finding a frequency and
designing a directional antenna system. Thus, WKOW
was born. Within ten months after the construction per-
mit was granted, Andrew engineers completely designed,
built, tuned, and proved performance of a six-tower 10
kw. station —an unusually difficult engineering feat
accomplished in record-smashing time. A complete

“package” of Andrew transmission line and antenna
equipment was used, again emphasizing Andrew’s
unique qualifications: Complete engineering service
with unsurpassed equipment.

Mr. Harry Packard, General Manager of WKOW,
wrote:

“Speaking for the entire staff of WKOW, I would
like to congratulate the Andrew Corporation on the re-
markable engineering job it performed in helping us
get WKOW on the air.

We feel that the technical perfection of our installa-
tion is due in great part to the efficiency of Andrew
equipment and engineering service.

In particular we wish to thank Mr. Walt Kean of the
Andrew Broadcast Consulting Division who was re-
sponsible for conceiving and designing the installation,
supervising construction of all antenna equipment, and
doing the final tuning and coverage surveys.”

A total of 13,618 feet of Andrew transmission line

and complete phasing, antenna tu