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Tremendous is the |rnpc1ct of WCCO s

sports programs on the. hémé&’ |n~ a3
Paul Bunyan Lond“’Whether |fs pro

or college football, basebull ‘Laker _
Basketball, golf or rsh.ﬁ’g\i,., Weco
emulates General Forrest ., gmf-
there "fust with the most". That's what

makes sales impact which we can
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deliver for a sponsor!

MINNEAPOLIS wc SAINT PAUL
RADIO— 50,000 Watts—830 K.C. e TELEVISION—100,000 Watts—Ch. 4
(Radio Spot Sales) {Free and Peters)




FIRST STATIONS OF VIRGINIA

Keeping in stride with changing tastes is as essential as the
quality ingredients in the product itself. This has been done

with singular success by Bayuk Cigars, Inc., makers of Phillies

and Webster cigars. Improved methods of manufdcturing, modern
packaging, advertising, merchandising, and promotion are a
continuing Bayuk program that has contributed much to increased
sales. This certainly proves that Bayuk management knows its
business well.

Havens & Martin, Inc. Stations always keep in step with changing
tastes, too. Pioneers first in AM, then FM and TV, they estab-
lished Richmond’s one and only complete broadcast institution.
Audiences grow larger and more loyal edach year—which explains
why so many advertisers rely, year after year, on these First
Stations of Virginia for outstanding sales results. Do you?

WMBG ~» WCOD ~ WTVR:

Havens & Martin Inc. Stations are the only
complete broadcasting institution in Richmond.
Pioneer NBC outlets for Virginia‘s first market.
WTVR represented nationally by Blair TV, tnec.
WMBG represented nationally by The Bolling Co.




MOVl

MOVIE QUICK QUIZ T M

will never win Peabody
Awards or Pulitzer Prizes

...it can only do two / w
things well —sell ’
merchandise and hypo

ratings. If this is what

you want, you've got a

winner in this show.

S THE FPASTEST
SELLING

Offered as a 15-minute, Mz ‘”ow
5-times-a-week TV pack-

age.* Clever, entertaining /” W 7
minute movies (made : .

specially for TV) illustrate
each question. (Adifferent
one for every call.) One
year's production already
in the can. Priced real-

istically. Audition film
immediately available. WALTER PRODUCTIONS, INC.

75 Eost Wacker Drive, Chicago 1 «  FRanklin 2-4392

Creators of TELLO-TEST— America's FIRST
and most successful syndicated Radio Quiz Show

¥Can be expanded 1o 30 minvtes, 5-times-a-week.

Published every Mond&;'. with Yearbook Numbers (53rd and 54th issues) published in January and February by Broapcasting PubLICATIONS, INc., 870 Na-
tional Press Building, Washington 4, D. C. Entered as second class mattér March 14, 1933, at Post Office at Washington, D. C., under act of March 3, 1879.



TELEVISION

DEALER SURVEY No. 3

Questionnaires mailed to 850 North Texas
and Southern Oklahoma Television Sales

and Service Dealers asked:

“What television station delivers the

best picture and audio signal in your

area?’”’

KRLD-TV FIRST 295

TV Station B FIRST 83

TV Station C FIRST 17
Total 395

KRED-TY EXCESS OVER STATION B 212 or 255%

KRLD-TV EXCESS OVER STATION C 278 or 1635%

KRLD-TY EXCESS OVER STATION B

AND STATION C COMBINED 195 or 195%
Based on 46.5% return. August, 1953.

KRLD-TV EXCLUSIVE OUTLET FOR COE! A BROADCASTING SYSTEM TELEVISION NETWORK

Jahn W, Runyon
Chairman of the Board

"“3
Clyd:m\;'\il;::mben | Ii |
THE BIGGEST BUY IN THE BIGGEST MARKET IN THE BIGGEST STATE

THE BRANHAM COMPANY, EXCLUSIVE REPRESENTATIVE
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s ClOS @A CIPCUTE,

“RATINGS, raidings and rebates” will be
unveiled by Brig. Gen. David Sarnoff as
his conception of “Three R’s” of current
radio network operation when he confronts
newly-organized NBC Radio Affiliates at
Chicago Thursday (Sept. 17). He'll con-
demn them as no way to build healthy busi-
ness. He'll argue that leadership is indeed
on foundation of shifting sands when it
is “based on a few high-rated programs.”

* kK

INTERDEPENDENCE of networks and
affiliates will be main theme of Sarnoff pres-
entation. He will note changed climate of
radio and contend that no radio network
today is “prosperous.” But he will sound
optimistic note in calling upon affiliates to
take cold look at radio facts of life and
clearly set forth great advantages of radio
which should be exploited. Need, in his
judgment, is to spread business from hand-
ful of national advertisers to larger num-
bers of them, through ingenuity in sales and
programming.

* Kk %k

NBC RADIO affiliates—more than 100 of
whom are slated to be represented at Thurs-
day’s Chicago session with Gen. Sarnoff; vice
president and radio head William H. Fine-
shriber Jr., and other NBC Radio execu-
tives—should be cheered to learn that, in
addition to the new and renewed business
on books, network has just signed Miles Labs
for quarter-hour Monday-through-Friday
audience participation show. It's to go
into 10:45-11 a.m. slot, but format details
remain to be worked out. Geoffrey Wade
Adv., Chicago, is agency.

* Kk %

RADIO and TV program rating services
getting complete and exhaustive scrutiny
from agencies handling Procter & Gamble
accounts, reportedly stemming from feeling
that Hooper TV reports are too largely based
on diary studies, not enough on coincidental
telephone method favored by P & G.

* * K

BUFFET SUPPER in honor of Adlai Ste-
venson, Mr. and Mrs. Harry Truman and
Mr. and Mrs. Stephen Mitchell (Démocratic
National Committee chairman) will be held
tomorrow (Tuesday) in Chicago. Hosts:
Mr. and Mrs. Edward Lamb of WIKK
(AM) WICU (TV) Erie, Pa.; WTOD To-
ledo; WHOO-AM-FM Orlando and WMAC-
TV Massillon, Ohio, plus three pending TV
matters.

* K %

IS GOP Comr. John C. Doerfer spoiling
for all-out contest with Iiberal Democrat
Ed Lamb? Several matters involving Lamb
properties have been held up at behest of

BROADCASTING ® TELECASTING

Comr. Doerfer, named by President Eisen-
hower to neutralize political balance on Com-
mission. Mr. Lamb until last week was
being talked up as treasurer of Democratic
National Committee (he is already a com-
mitteeman).

* * K

CONGRESSIONAL study of uhf network
affiliation question is premature. One of
difficult problems in uhf-vhf situation is lack
of any set pattern. Latter will come about
when FCC clears enough uhf assignments
to mark trend.

* K K

FIRST NEGRO radio soap opera, starring
Juanita Hall of “South Pacific” fame, is being
prepared by Wyatt and Schuebel, N. Y. Tran-
scribed series, entitled Ruby Valentine, con-
tains all-Negro cast and is aimed at Negro
audiences. Several national advertisers cur-
rently in negotiation with W & S for spon-
sorship.

* Kk K

VICTIMS of bait advertising on radio-TV
and in newspapers are being urged to take
their cases to station managers and editors
as well as Better Business Bureaus, FTC
and FCC. Meanwhile, national BBB asso-
ciation is preparing public service spots for
radio-TV like BBB “ads” currently used in
papers in some 35 major markets.

* * %

ARTHUR HEINEMANN, who resigned
fortnight ago as CBS-TV story editor [BeT,
Aug. 31], to become script editor for I.
Walter Thompson Co., N. Y. Mr. Heine-
mann will work on Kraft Theatre show on
NBC-TV and ABC-TV.

* K K

PETE BARNUM, producer, and until re-
cently NBC-TV new program development
manager, expected to be named new pro-
ducer of Ford Foundation’s Excursion on
NBC-TV, succeeding Jerry Stagg, who has
resigned.

* K %

JACK RATHBUN, who upon his recent re-
turn to Hadacol Co. stated that an entirely
new approach would be used, has resigned
due to *“disagreement with radio policies”
of new ownership.

* * %

STORM WHALEY, who resigned as vice
president of the John Brown stations
(KOME Tulsa; KUOA Siloam Springs, Ark.;
KGER Long Beach, Calif.) will journey
Washington-ward. He will become execu-
tive assistant to Rep. J. W. Trimble (D-
Ark.) but expects later to return to execu-
tive management in broadcast field.

B e e e e e g e e e e
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Steinman Station

o flbiafh Vi

WLEV.-TV is the one medium reaching all of Pennsylvania’s rich
Lehigh Valley—a consistently prosperous industrial and farm
area. Two years of experimental television lesting have established
the WLEV.TV signal—assured the coverage to reach the homes,
serve the people, sell advertisers’ products profitably, economically.
Take advantage of the steady profit potential offered you by this
large, rich market—381.097,387,000 spent annually in retail sales.
Buy WLEV-TV.

Represented by

MEEKER TV, Incorporated

New York Chicago Los Angeles San Francisco




TV AFFILIATE
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FOR RADIO BUYS,

Astrologist wise
%‘?as Eilglred by Fallen & Grace. o
He often claimed (with his telescope
aimed
At the workings of outer space),

“There is no need to grope when each horoscope
Spots the stars in conjunctive relation . . .

b B SR e ‘ It’s as plain as your nose! Allinfinity shows

That KOWH’s the TOP BUY IN THE
NATION!

X a % * %
* B gk g A R

AVERAGE HOOPER

EVERY GOOD TIME-BUYER
KNOWS KOWH HAS THE:

® Largest total audience of any
Omaha station, 8 A.M. 1o 6
P.M. Monday thru Saturday!
(Hooper, Oct., 1931, thru
July, 1953.)

® Largest share of audience, of
any independent station in
America! (July, 1953.)

nnnnn

General Monager, Tadd Storz; Represented Nationally By The BOLLING CO.
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at deadline

TY Code Board Threatens
Action Against Violators

ACTION against broadcasters who violate pro-
visions of its standards was threatened by
NARTB TV Code Review Board, meeting in
Washington last week, in reply to charges of
excessive commercialism in television. Group
detailed Edward H. Bronson, director of TV
Code affairs, to devote full efforts for next three
months to stepping up direct examination of
programs on air and reviewing films of televised
shows.

Five complaints drew particular mention
from John Fetzer, Code Board chairman from
WKZO-TV Kalamazoo, Mich. He said special
examination will be given: Excessive interrup-
tion of programs for advertising announcements;
excessive length of commercial messages, *“bait”
advertising, cxcessive “billboarding” or *back-
ground” display advertising on television, and
multiple spotting between programs.

Mr. Bronson’s report is due for next quarter-
ly meeting of Code Review Board in January
1954, but Mr. Fetzer raised possibility special
session might be held before then if investiga-
tions make it necessary.

Mr. Fetzer commented that “broadcasters al-
ready had demonstrated their determination
through self regulation to conform to acceptable
ethical practices through their support of the
Code itself.” But, he added, ‘“We shall not
hesitate to act in those cases where there has
been flagrant violation of programming and
advertising policies which have been self-adopt-
ed by the industry in the interest of the viewing
public.”

Code Board members at last week’s meeting
were J. Leonard Reinsch, WSB-TV Atlanta;
Mrs. A. Scott Bullitt, KING-TV Seattle; E. K.
Jett, WMAR-TV Baltimore, and Walter J.
Damm, WTMJI-TV Milwaukee.

IKE BEST ON RADIO

NOW watch this. It’s tricky.

A couple of U. of Michigan political
scientists told American Political Science
Assn. Friday at convention in Washing-
ton that Adlai E. Stevenson was more ef-
fective in using TV than President Eisen-
hower.

Here's how two political science re-
searchers, Morris Janowitz and Dwaine
Maverick, reached their conclusions:

First they polled “sample” to deter-
mine among 1952 voters which were
mass media “fans”, ordinary users, non-
users. Among media fans, they found
that of Eisenhower voters, 50.6% were
TV fans, 56.8% were newspaper fans
and 47.9% were radio fans. This com-
pared with Stevenson voters who were
35.5% TV fans, 32.3% newspaper fans
and 28.3% radio fans.

Then they extracted those who were
not subject to concerted primary group
pressure (families, friends, co-workers),
and found that among TV fans, 45.4%
voted for Stevenson and 38.0 for Eisen-
hower; among newspaper and radio fans,
however, the victor got the majority—
47.2% of newspaper fans voted for Pres-
ident Eisenhower, and 35.4% for Steven-
son; 38.8% of radio fans voted for Eisen-
hower and 29.4% for Stevenson. This
shows how effectively each candidate used
the media, the authors explained, since
the general pattern of voting is usually
determined by group pressures.

ADDED UHF CHANNELS WOULD EASE JAM

IN MOVE to further expedite new TV grants
in contested areas, FCC Friday proposed
allocation of additional uhf channels in number
of cities across country. In all cities listed there
are applications pending in competition for
available channels. New uhf assignments, when
finalized, would break deadlocks in most in-
stances.

Most cities involved have no operating sta-
tions, all are in revised priority list issued by
FCC recently [B®T, Aug. 31, 24]. Comments
on proposal are due Oct. 13, replies 10 days
later. Following is list of cities (by state) with
proposed uhf channel allocation in parentheses
after state, then contested bids and channel they
seek.

Ft. Smith, Ark. (Ch. 39)—American TV Co.,
George T. Hernreich seek Ch. 5; El Centro, Calif.
(Ch, 58)—Valley Empire Telecasters, Valradio Inc,
seek Ch. 16; Merced, Calif. (Ch, 66)—Merced TV
Corp.. KYOS seek Ch 34; Stockton, Calif. (Ch.
58)—KGDM KXOB, Radi¢ Diablo Inc. seek Ch.
13; Ciearwater, Fla. (Ch. 50)—Pioneer Gulf TV
Bestrs., WBOY Inc, (WBOY Tarpon Springs) seek
Ch. 32: a.ytona Beach, Fla. (Ch. 53)—WNDB,
WMFJ seek Ch. Orlando, Fla. (Ch. 47)—WDBO
and Central Fla. Enterpnses seek Ch. 6, WHOO,
WORZ, WLOF seek Ch. 9, Orange TV Enterprises.
Central ‘Fla. Pub, Co. seek Ch. 18,

Terre Haute, Ind. (Ch. 73 plus)—WTHI and
John R. Figg seek Ch, 19, Polan Indusiries_and
Chapman S. Root Seek Ch. 63; Ottumwa. Iowa
(Ch. 63)—Valley TV & Radio Inc., KBIZ, Otfum-

wa Telecasting Corp seek Ch. 15; Waterloo. Iowa
(Ch. 46 plus)—L. E. Kelly and Chas. H. Gurney
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seek Ch. 16; Lexington, Ky. (Ch. 70 plus)—WLAP,
West Bingham TV Co. seek Ch. 27; Paducah, Ky.
(Ch. 72)—Columbia Amusement Co. and WKYB
seek Ch. 6, WPAD and Paducah Co. seek

43; Alexandria, La. (Ch, 74)—KSYL KALB
seek Ch. 5; Bogalusa, La. (Ch. 73)—WIKC MISS-

Lou Ine, seek Ch, 39; Lake Charles, La. (Ch,
plus)—KLOU, KPLC seek Ch. 7.

Cumberland, Md. (Ch. 3¢ minus) — WDYK
WTBO seek Ch 17; Hagerstown, Md. (Ch. 68 plus)
—WARK, WJEJ seek Ch. 52: Cape Girardeau, Mo.
(Ch 69)—KFVS, KWK Inc, (KWK St. Louis) seek

Ch, 12; Ashevllle, N. C. (Ch. 18)—WLOS, Com-
munity TV Co.,, WWNC seek Ch, 13; Durham,
N. C. (Ch. 73 minus)—WDN C, WTIK seek Ch. 11;
Fayetteville, N, C. (Ch. 54 m.inus)—WFLB, WFN’C.
WFA!I seek Ch. 18; Goldshoro, N. €. (Ch. 12)—
Goldsboro TV Corp,, WGBR seek Ch. 34; Klamath
Falls, Ore. (Ch. 17)—KFJI, Klamath Falls TV
Inc. seek Ch. 2; Salem, Ore, {Ch, 66)—Willamette-
land TV Inc.,, KSLM seek Ch. 3.

Charleston, §. C. {Ch. 17 plus)—WUSN, WHAN,
WTMA seek Ch, 2; Florence, 5. C. (Ch. 60)—Jef-
ferson Standard Bcstg. Co. Pee Dee TV Corp.
seek Ch. 8: Spartanburg, 8. C. (Ch. 74 minus)—
WORD, WSPA seek Ch. 7; Big Spring, Tex. (Ch.
34 plus)—Texas Telecastmg Inc. (KDUB-TV Lub-
bock) KBST, Big State Telecasting Co. seek
Ch. 4; Tyler, Tex. (Ch. 712)—KGKB, KTEB seek
Ch. 7, Wenatchee, Wash. (Ch. 67)—Central Wash.
Telecasters, Wescoast Bestg. Co, (KVOS Belling-
ham) seek Ch. 55; Beckley, W. Va. (Ch, 66)—
WJLS, So., W. Va. TV Inc, WHIS seek Ch. 6;
Clarksburg, wW. Va, (Ch. 69 minus)—WBLK and
WPDX seek Ch. 12, J. Patrick Beacom & Assoc,
and Clarksburg-Fairmont Corp. seek Ch. 22;
Green Bay, Wis. (Ch. 70 plus)—WJPG, Valley
Telecasting Corp. seek Ch. 6; La Crosse, Wis, (Ch.
72)—WKBH, WKTY seek Ch. 8, La Crosse TV
Corp. and Belle Co. (WMIL Milwaukee) seek
Ch. 38.

e BUSINESS BRIEFLY

ANTI-FREEZE BREAKS @ Zerone and Zerex
(anti-freeze) through BBDO, N. Y., preparing
spot radio campaign using chain breaks and
station identifications for six weeks, effective
early in October in number of markets.

MARGARINE BUYING e J. H. Filbert, Balti-
more (Mrs. Filbert's margarine), through Sul-
livan, Stauffer, Colwell & Bayles, N. Y., placing
daytime minutes and chain breaks before noon
and buying portions of women’s participation
shows, effective Sept. 27 for eight to ten weeks.

MINIT-RUB CAMPAIGN ¢ Bristol-Myers
Co. (Minit-Rub), through Doherty, Clifford,
Steers & Shenfield, N. Y., using daytime chain
breaks radio campaign to run Oct. 5-Dec. 31.

TOILETRIES ADDS ® Shulton Toiletries,
through Wesley & Assoc., N. Y., adding 14
markets to its present campaign, effective Oct.
25 for 13 weeks.

FOUR NEW SPONSORS ¢ Signing of four
sponsors for participations on NBC-TV’s Today
program (Mon.-Fri., 7-9 a.m. EDT) anncunced
by network Friday, Clients and number of
participations are Murine Co., 13; Spring Mills,
nine; Vick Chemical Co., five, and Roberts Co.
(tackless carpet installation), one.

PAN AMERICAN BUYS ® Pan American Air-
lines, through J. Walter Thompson, N. Y., signs
as alternate sponsor of Meet the Press, NBC-
TV, Sunday, 6-6:30 p.m., effective early in Jan-
vary. Meanwhile, Revere Copper & Brass
continues to sponsor program alternately,
through St. George & Keyes.

TAPPAN SIGNS ¢ Tappan Stove Co., Mans-
field, Ohio, signs to sponsor Thursday, 3:30-
3:45 p.m. portion of Bob Crosby Show (CBS-
TV, Mon.-Fri., 3:30-4 p.m.), starting Oct. 15.
Agency: Ketchum, McLeod & Grove, Pitts-
burgh.

$10.5 Million New
Business on ABC Radio

NEW BUSINESS placed with ABC radio net-
work for fall amounts to record volume of
$10.5 million, Charles T. Ayres, vice president
in charge of ABC radio network sales, an-
nounced Friday. He stressed that this total is
new business only and does not include re-
newals, Twelve new national advertisers this
fall “supplement ABC radio network’s present
roster of bedrock radio accounts and bolster
the already proven fact that radic is more
solidly entrenched in the business of selling than
it has ever been before,” Mr. Ayres said.

WOI-TV Stays Commercial

WOI-TV Ames, lowa, pioneer outlet operated
by Towa State College, at board meeting late
Friday voted 6-1 to continue commercial, rather
than non-commercial educational operation.
Two of nine directors abstained from voting.
Vote of confidence was given Richard B. Hull,
general manager, in resolution which said sta-
tion could not have achieved present status
without commercial revenue. Negotiations for
regular network affiliation will be undertaken
immediately. Station serves Des Moines.
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EXCLUSIVE
~~ WIBK

FIRST AGAIN FOR
FALL and WINTER

DETROIT’S YEAR ROUND SPORTS STATION

Entire Schedule g
_ d University of Detroit &

Cash In On the Station That Captures the Huge Sports Audience
In The Nation’s Hottest Sports Town!

Your sales story really scores when you pitch it 1o the loyal listeners of WIBK, the station
that's a “must” for sports fans. Another plus that makes WIBK your best radio buy.

Represented

Nationally by
Tops in MUSIC, NEWS and SPORTS THE KATZ AGENCY

JTORER BROADCASTING COMPANY « National Sales Director, TOM HARKER, 118 E. 57th, New York 22, ELDORADO 5-7657

Page 10 ® September 14, 1953 BROADCASTING ® TELECASTING



Radio-TV Committee Named
For Pyle Memorial Ceremony

LATE Ernie Pyle will be honored by Sigma
Delta Chi, professional journalism fraternity,
with plaque to be placed in new School of
Journalism building at Indiana U., Oct. 15.
Gen. Omar Bradley will speak.

J. Leonard Reinsch, managing director,
WSB-AM-TV Atlanta, will head radio-television
committee which was among several groups
named in connection with the memorial. Other
members are: Edward R. Murrow, CBS New
York: Frank M. Russell, vice president, NBC
Washington, and William Ray, director of news
and special events, NBC Chicago.

Rudman Turns in Two
Yhf CPs; Other FCC Actions

OIL operator M. B. Rudman turned in two
construction permits Friday, vhf Ch. 12 KBSM
(TV) Bismarck, N, D., and vhf Ch, 10 KNDX
(TV) Minot, N. D., advising FCC he plans to
concentrate on vhf Ch. 8 KRHT (TV) Billings,
Mont., which he owns in partnership with oil-
man Albert Hayutin. Mr. Rudman told FCC
his expanded business prevented multiple opera-
tion in TV, plus economic unsoundness of two
stations at Bismarck. Post-thaw dropouts now
total 15 (early story on page 64).

New TY Application at San Diego

NEW TV bid for uhf Ch. 21 at San Diego,
Calif., filed with FCC Friday by Elliott L. Cush-
man, publisher San Diego Shopping News. No
other bids pend.

WWDC Gives Up Application

WWDC Washington gave up application for
uhf Ch. 20 there Friday, leaving still pend-
ing bids of WEAM Arlington, Va., and WGMS
Washington. WWDC is substantial minority
stockholder in uhf Ch. 67 WFMZ-TV Allen-
town, Pa., and Manager Ben Strouse holds stock
in Chesapeake Services Inc., vhf Ch. 10 appli-
cant at Norfolk. WCAV Norfolk has dropped
itt Ch. 10 bid but WGH Newport News,
WNOR, WSAP and Beachview Bestg. Corp.
still pend.

Initial Decision to Deny Chester Petition

INITIAL decision to deny, for lack of prose-
cution, application of Cecil W. Roberts for
250 w fulltime on 1450 k¢ at Chester, IlIl., was
issued Friday by FCC Examiner Thomas H.
Donohue.

Sales Will Determine
Radio Success—Meyers

RADIO will depend in future on goods it can
move from shelves rather than on ratings for
sponsor's program and will return to the era
of localized personalities, Howard B. Meyers,
0. L. Taylor Co., Chicago, station repre-
sentative firm, says in talk prepared for de-
livery today (Monday) before Arkansas Broad-
casters Assn. He was to speak on “Radio . . .
Phase Three.” William V. Hutt, KLRA Little
Rock, Ark., is presiding over ABA sessions
which started yesterday (Sunday).
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BLAST COVERAGE

SEWER EXPLOSIONS which ripped up
a mile and a half of streets on Cleve-
land’s west side Thursday night, Kkilling
one, injuring 58 and taking estimated
$5,000,000 toll in property damage were
given all-out coverage by all Cleveland
radio and TV outlets.

Among first stations to report coverage
to BeT were WEWS (TV), WTAM-
WNBK (TV) and WGAR, all of which
carried news reports and emergency mes-
sages from time of blasts at 5:20 p.m.
through the night. Picture account was
fed to NBC-TV’s Today program Friday
morning by WNBK, with News Director
Ed Wallace narrating. WEWS detailed
ten newsmen to the story, televising still
and motion pictures and complete cas-
valty lists, WGAR sent mobile unit to
scene and broadcast special program at
7:15 p.m,, featuring interviews with ex-
plosion victims.

Kearney National Sales
Mgr. ABC Film Syndication

APPOINTMENT of Don L. Kearney, assistant
sales manager of ABC-TV, as national sales
manager of ABC Film Syndication Division,
effective Sept. 21, is being announced today
(Monday) by George T. Shupert, vice president
in charge of division.

Mr. Kearney joined ABC in July 1951 as
manager of TV Spot Sales. He previously had
served with The Katz Agency, station repre-
sentative, and with Mutual, where he was sales
manager for co-operative programs. Before
World War II, Mr. Kearney was sports reporter
and commentator on several New York stations.

Lower Succeeds Kany

ELMER W. LOWER, former assistant direc-
tor of office of public affairs, U. S. High Com-
missioner for Germany, named director of news
for CBS-TV in Washington, succeeding Howard
Kany, now manager of CBS-TV news and
CBS-TV Newsfilm Dept. in New York [BeT,
Aug. 10]. Mr. Lower previcusly was Life corre-
spondent in Los Angeles, Paris and Far East,
and also has served on staffs of AP and UP,

UPCOMING

Sept. 14-15: NARTB Dist. 17 meeting,
Benjamin Fronklin Hotel, Seattle.
Sept. 15-17: RETMA board meeting,

Biltmore Hotel, New York.

Sept. 16-17: NARTB Dist. 15 meeting,
Mark Hopkins Hotel, San Francisco.

Sept. 17: NBC Radio Affiliates meeting,
Chicago.

Sept. 17: Uhf grantees meeting on sub-
scription TV, WIP studios, Philadel-
phia.

Sept. 17-18: NARTB Dist. 16 meeting,
Stotler Hotel, Los Angeles.

PEOPLE

EDWARD SCHULZ, former associate professor
of management and industrial relations, New
York U. schools of business, to director of per-
sonnel, RCA Labs Div. Mr. Schulz in recent
years has been consultant to RCA Labs on
organization and management problems.

GEORGE CROTHERS, CBS Radio director of
religious broadcasts, has been appointed director
of religious broadcasts for CBS-TV. He joined
CBS Radio in July 1945 as member of depart-
ment of public affairs and later produced such
public service features as You and the World,
Church of the Air and Invitation to Learning.
He will continue to supervise last two programs
on CBS Radio.

JACK WHITE, William Esty Co, N. Y., to
Biow Co., N. Y., as timebuyer.

PAUL G. OFRIEL, for past several years
FBI special agent in Pittsburgh, Honoluiu,
Washington, Detroit and New York, to DuMont
Television Network as assistant director of
labor relations.

LEE H. HAMMETT, account executive at
Western Adv. Agency, Chicago, elected presi-
dent, succeeding G. B. Gunlogson, who be-
comes board chairman. Agency specializes in
agricultural accounts, some substantial radio
users.

FRANK HUSSEY, previously salesman with
0. L. Taylor Co., Chicago, station representa-
tive firm, joins Headley-Reed Co., same city,
in similar capacity,

DUANE L. WATTS, general manager of KHAS
Hastings, Neb., to KHOL (TV) Kearney, Neb.,
as station manager.

ALVIN M. KING, midwest representative of
Lang Worth Feature Programs, named com-
mercial manager of KSTM-TV St. Louis.

GE Shipmenl;

GE reported Friday following 100-w TV trans-
mitter shipments during past week: KTVE (TV)
Longview, Tex., uhf Ch, 32; KCOK-TV Tulare,
Calif., uhf Ch. 27; WMAC-TV Massillon, Ohio,
uhf Ch. 23. Also shipped last week, GE re-
ported, was | kw uhf Ch. 61 transmitter to
WIMR-TV New Orleans. Orders for future
shipments have been received from following,
according to GE: WPRO-TV Providence, vhf
Ch. 12, 20 kw transmitter, delivery late 1953;
WHBF-TV Rock Island, I1l., vhf Ch. 4, 35 kw
amplifiers, delivery late this month; KNAL
(TV} Victoria, Tex., uhf Ch. 19, delivery
March 1954,

Lamb Mentioned in Inquiry

NAME of Edward Lamb, radio-TV broadcaster,
was brought into Senate committee hearing on
Communist infiitration in U.N. Friday in Wash-
ington. Sen. Joseph R. McCarthy (R-Wis.) asked
ex-Communist John Lautner, who was testify-
ing on Reds in U.N., whether he knew Mr.
Lamb, under consideration for treasurer of
Democratic National Committee. Mr. Lautner,
now employed by Justice Dept., said Mr. Lamb
was “held in very high esteem” by Communist
Party leaders, but that he did not know whether
he was a party member. Mr. Lamb, in statement,
said: “I do not recall knowing a man by the
name of Lautner. Last week I announced that
1 would not be able to accept the responsibilities
of treasurer of the Democratic Party. Finally,
I am proud of my anti-Communist record over
the years.”
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Algy writes to:
Mr. Phil Archer

Gardner Advertising Co.
St. Louis, Mo,

Dere Phil:

Jist thought I'd let yvou
know about our big new
show down here. We got our
014 Farm Hour goin' again
and we're bringin' in reel
big stars each week. We
get peeple like Lulu Belle
and Scotty, Cowboy Copas,
Sunshine Sue and a whole
lot of othur folks as
stars.

With a big show like this
'un goin' out ovur WCHS
with 5,000 on 580, we got
Uncle Si, our head man at
the show, all stocked up
with Bromo Quinine 'cause
he's got to keep in reel
good condition fer such a
big show and not get any
sniffles. He's gotta keep
good fer WCHS, th' station
thet has more W. Va. lis-
tenurs then any othur.

Wead Wirgimio's Lleoding Adverissag Medium
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The port of Jacksonville, with 81 piers

ond 2 mojor shipyords handled 5 million

tons of cargo lost year—with facilities
for the world’s largest freighters.

THIS

JACKSONVILLE

FLORIDA...
..WMBR is Jacksonville's payroll center of

most-listened-to the southeast
radio station

..and WMBR-TV 1s w BR
Jacksonville's only |
television station! AM-FM-TV

Represenfed by CBS Radio
Source: Pulse, Aprif, 1953 and TV Spof Salet
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ALADDIN RADIO AND TELEVISION, INC.
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MAXIMUM POWER
DN THE AIR NOVEMBER 1st APPROVED...

316,000 WATTS
Top coverage from antenna
2380 ft. above mile-high Denver,

"HANNEL 7 DENVER

REPRESENTED BY THE KATZ AGENCY
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THE GREATEST
NAMES, THE
BIGGEST STARS
THE SMARTEST
ADVERTISERS
ARE ON
KSTP-TV

AND THAT'S

WHERE YOU
SHOULD BE

MIMNEAPOLIS-5T. PAUL
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IN REVIEW

LABOR ‘53

Network: CBS-TV
Film made by American Federation of
Labor

Producer: Ted Ayers
Director: Tom Jones
Narrator: Barry Barrents

ORGANIZED labor gave itself what it no
doubt believed was a potent shot+in the arm
over the Labor Day weekend when the AFL
presented Labor *53 over CBS-TV on Sept. 6.
Considering the flexibility of the medium which
the AFL chose to further spread the labor
story, it was a pretty amateurish stab at profes-
sional programming. One time shots such as
this are ideally suited to TV. Because all effort
can be concentrated on a single production
there is no excusing it when the program
emerges a ragged, disconnected jumble of ideas
still in the rehearsal stage.

In content, Labor '53 hit the high spots of la-
bor activity at home and abroad during the past
year. George Meany, president of AFL, and
his top men in the fields of social security, edu-
cation, and housing appeared on the program.
Their comments and opinions on labor in gen-
eral and the AFL in particular were supple-
mented by film clips of labor in action in
America as well as shots of the recent East
German riots which can be directly traced to
the unrest of the laboring class under Com-
munist domination there.

But the content of the show is not of primary
concern in these columns. It is the manner in
which television was used to present the facts
that is of interest here. In Labor ’53 the po-
tential of TV was not fully exploited. The pro-
gram, for all the use it made of TV as a visual
medium, may as well have been heard on ra-
dio. At that, it would have been open for
adverse criticism because of its inferior sound
track. The script rambled from one labor
question to another, from America to East
Germany and back again with little or no con-
tinuity between segments. The quality of the
film clips for the most part was poor. Lighting
and staging were reminiscent of old newsreel
shots before any techniques were developed
for filming current events. Mr. Meany and his
associates, labor wizards though they may be,
are not the most stimulating orators in the
world. Their point could have been more con-
vincingly made if a few competent announcers

or newsmen had been called in to handle the
assignment.

The imaginative touch was nowhere to be
found in Labor ’33. Tt was the sort of pro-
gram that merits inclusion in a “How-To”

brochure falling, of course, in the “How-
Not-To” chapter,

THIS IS SHOW BUSINESS

Network: CBS-TV

Time: Tues., 9:00-9:30 p.m. EDT
Producer: Irving Mansfield
Director: Byron Paul
Moderater: Clifton Fadiman

Permanent Panelists: Sam Levenson and
George §. Kaufman

Alternate Sponsors: Schick Inec. and Carter
Products

THERE must be a reason why This Is Show
Business began its fifth season on television last
Tuesday evening on CBS-TV. Perhaps it can
be traced to the imponderable satisfaction
a video audience gets from simply watching a
few celebrities grin widely in the direction of
the camera, do not much of anything and say

even less. If this is all the series plans to rely
upon in coming weeks it would have been a
wise decision to junk the whole idea and-start
all over again.

This Is Show Business i3 a panel show, an
ideal framework for any program that has
nothing to offer in the first place. Clifton
Fadiman, as moderator, quips with his twg
regular panel members, Sam Levenson and
George S. Kaufman, and a guest panelist who
last Tuesday was Gloria Swanson. Different
performers are featured on the show every
week. Each is introduced by Mr. Fadiman,
goes through his routine and to justify his
appearance on the show drums up a little
problem that the panelists must help him
solve. Occasionally Messrs. Levenson and
Kaufman come up with a literate remark bu
not often enough to save the entire program.

Production-wise, This Is Show Busines:
lacked coordination. It might help if the
director would get his cast together before the
telecast for a complete run-through. Since the
performers must work as a group it’s a mistake
to put too much faith in their individual
talents no matter how competent they may be
The Tuesday program seemed to be directec
in segments—not as a complete production.

The show’s most apparent drawback, how-
ever, is lack of material. Mr. Fadiman ad-
mitted as much on the first show of the new
season when he said that in the past his pane
had pretty well exhausted the question-answes
supply relevant to the entertainment world
So this season, he declared, regular participant:
and guest performers would just talk abou
anything—any old thing that happened to poj
up. Last Tuesday, conversation ran the gamu
from baby pictures and should they be out
lawed to money and is it possible to spend i
like water and save at the same time.

This sort of inane chatter would have troublh
getting by Juvenile Jury scriptwriters.

® & *

BOOKS

PRINCIPLES AND PRACTICES OF TELE
CASTING OPERATIONS, by Harold E
Ennes, Harold W. Sams Inc., 2215 E. 46t]
St., Indianapolis, Ind. 600 pp. $7.95.

THE author has condensed info this one larg:
reference book an easy-to-understand story o
telecasting operations. The engineer, productios
man, technician, student and even the perso
just interested in the audio-visual art will fin
a systemic explanation of all the technica
aspects and equipment used in telecasting.

The simple, Jucid language and illustration
enhance the value of the book. Special em
phasis has been laid to make the technicial
more production-conscious and to acquaint th
producer and director with the potentialitie
and limitations of the technical equipment a
his command.

* * *

BROADCASTING RELIGION BY THI
EPISCOPAL CHURCH, The National Coun
cil, 281 Fourth Ave., New York 10. 34 pp. 5l
cents.

THE material is a supplement to Broadcastin;
Religion, a manual published by the Broadcast
ing and Film Commission of the Nationa
Council of the Churches of Christ in the
U. S. A,, 220 Fifth Ave., New York 1. Jt con
tains information both about religious radi
and TV as well as hints for “clerical radio an¢
television aspirants.”
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Easily 7zemoved top cover
provides quick acces: to
tubes and external connec-
tions. The BC:2B will fit
snug  against the studio
window.

$

Hinged front panel—and “Swing-
vp” amplifier frame make all
underside components easily
accessible,

- \TE‘V DE SIGN consolette

C

. .. The new consolette
Zé’ BC-2B provides all the

g;':ikential audio facili-
““fles needed by most
AM, FM, and TV stations — plus
many extra operating advantages not

am s operated,
leat-type?. in-

wlocking pushy, £ g
wtton

switeh e

- i

previously available in a standard
consolette. It speeds up switching
operations substantially over previous

designs. It provides for complete
control of all studio operations. The
BC-2B gives your station “deluxe”
features at a “standard” price.

Read the list of exclusive “extra”
features the new BC-2B offers you.
Then ask your RCA Broadcast Sales
Representative for complete details.
His service is as near as your phone.

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT
W

CAMDEN N.J.

lor coded for “error=proof” control

N extra features!

® “Color-coded” controls quickly iden-
tify and tie related functions togetber,

® New, leaf-type cam-operated interlock-
ing, bush-bullon switches.

® New binged front panel for easy access
to switches, gain controls, and contacts.

® Amplifiers mounted on 'swing-up'
frame; chassis easy to remove.

® New 300 slaping top panel for maximum
studio visibility—styling compasible with
moders AM and TV practice.

® New compact amplifiers use low-noise,
long-life, miniature tubes,

® Improved, [astey-operating speaker relays
eliminate key clicks and audio feedback,

@ Lamp dimmer for VU meter (ideal for
TV service),

® 8 bigh-level mixing channels, separate
gain controls for nerwork and remore.

® Turntable mixers with "'built-in’’ cueing
switches.

® No clearauce required at rear—can be
instalied up agarnst walls and control
roon: windows, Uses less desk space, 100,
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it's here . . . N OW! |
TV in CHARLESTON, W. VA. |
i WKNA-TV |

selling

the rich
mufti-million
dollar
Charleston
market!
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®CHARLESTON

The television gateway is now
open to tap this rich, well-popuiated industrial market that

azn

spends over $620,000,000 annually. And your product of service *_:;
gets tremendous consumer acceptance because of double S:‘a'i E
network programming, and the fact that WKNA-TV is ey

Charleston’s own television station!

affiliated with ABC and DUMONT Television Networks

the personality station

Joe L. Smith, Jr., Incorporated
Represented nationally by WEED TELEVISION
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—— OPEN MIKE -

Expert Appraisal

EDITOR:

Congratulations on your feature “Do Power
Boosts Mean Bigger TV Coverage?’ [BeT,
Aug. 31].

You have done a real service for the industry
by explaining a matter about which there is
much confusion. 1T would question one or two
minor points and over-simplifications, but the
net effect of the article is excellent.

Robert L. Hammett
Consulting Radio Engineer
San Francisco

News School

EDITOR:

The article you ran in the Aug. 17 issue of
BeT by Professor Donald E. Brown, on the
WTV] (TV) news department, made very pleas-
ant reading. Prof. Brown’s report was very
complete and, naturally, we are pleased that he
selected WTVI] as his training ground.

You might be interested to know that since
the article appeared we have received requests
from several other universities to have repre-
sentation from their radio-TV departments visit
WTV] for orientation courses.

Obviously, WT'V] cannot possibly accommo-
date all these requests. However, we do plan to
enroll worthwhile applicants on a first-come,
first-serve basis. At the present time Professor
Roy A. McGillivray of the U. of Tampa is in
training at WTV]J and will remain for the next
five weeks. His university will offer five tele-
vision courses starting in the fall, and Prof.
McGillivray is at WTV] to supplement his
theory with practical experience.

This is one field where television stations can
perform an outstanding public service .
where commercial stations can educate educa-
tors . .. and we are happy to make our facilities
available for such purposes.

Lee Ruwitch

Vice President &
General Manager

WTVI (TV) Miami

Prenatal Precociousness
EDITOR:

I read the OUrR RESPECTS page of the Aug.
31 issue. Matter of fact I re-read the [attached]
paragraph.

Mr. Long was a genius eight years before
he was born. . . .

Lucien E. Dumont
Program Director
WHERB Portsimouth, N. H.

[EDITOR’S NOTE: Owing to a printer’s error,
Col. Joseph Harvey Long, president of WSAZ-
AM-TV Huntington, W. Va., was reported to have
taken charge of the mechanical departments of
the Wheeling Register in 1855. The date should
have been 1885.]

Editorial Comment

EDITOR:

It was with considerable interest that we
read your interesting editorial on page 138 of
of your Aug. 17 issue.

I am a partner at E. F. Hutton & Co. . . .
I think I most likely wrote the story referred
to in which you took exception to the state-
ment that one reason for our optimism regard-
ing movie securities is the declining novelty
of TV ...

E. F. Hutton & Co. has been in the fore-
front in advising our clients to buy television
issucs for their financial welfare . . . because

BROADCASTING ® TELECASTING



"Here comes the commercial
)

These three commercials started out equal

...except for one thing ... Creative ingenuity.

YOUNG & RUBICAM, INC.

Advertising « New York Chicago Detroit San Francisco
Hollywood Montreal Toronto Mexico City London
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live wire local plus WEC
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OPEN MIKE

we agree with you that the expansion in tele-
vision is only beginning . . .

On the other hand, moving picture stocks
have been going down since 1946, and with rea-
son. But, like everything else, the movie business
will ebb and flow, and seven years is a long
time to ebb, There are signs now, measurable
in the box office, that it has turned the corner
and begun to flow.

I think it is foolish to be pessimistic on
movies because of TV. The two can not only
live together but will probably be married
through subscription television and eventually
the production of practically all shows on mo-
vie film, though of better quality than what’s
being done now . . .

With all this, it is still true to say that in
areas like New York City which had the first
television some of the novelty has worn off.
That does not mean that people won’t con-
tinue the habit of looking at their TV sets.
But they’re going to pick and choose and, if
they see a good movie advertised, they're going
to turn off their TV and go out and look
atit...

G. M. Loeb
E.F. Hutton & Co.
New York

Traveling Features

EDITOR:
. I think the improvement in BROADCAST-

ING ® TELECASTING'S format and editorial policy
has been tremendous. Two of the features in
your last issue I routed through the staff to
make sure everyone would see them.

Roland V., Tooke

General Manager

WPTZ (TV) Philadelphia

Service Stripes

EDITOR:

We think we have an *old hands” record at
WHBF Rock Island, Ill. Eleven staff members
have a total of 165 years service with WHBF,
one completing 20 years, two 18, one 16, three
15, one 14, two 12 and one 10 years of service,

Nine other employes, with the station from

| 5 to 10 years, total 60 years on the job, and

I1 other employes, with WHBF from three to
five years, total 36 years service,

Making a grand total of 31 staff members,
261 years at work for WHBF. The rest of the
44 staff members are just “youngsters” on
the job.

Fern Hawks
WHBF Rock Island

Conversion In Reading

EDITOR:

. . . One interesting phase of our promotion
which perhaps should be enlarged upon is the
unusual campaign in which we have been en-
gaged to spurt conversion to Channel 33, In the
early summer, we called a meeting of the TV
dealers and servicemen in our area. We agreed
to provide saturation promotional coverage in
radio, television, and newspaper advertising for
all dealers who would guarantee to put at least
one salesman on the street ringing doorbells
to demonstrate and encourage conversions. We
discovered that throughout the normal doldrum
summer period this campaign proved most ef-
fective, not only from our point of view, but
also from the point of view of the dealers and
service people.

The salesmen employed by the various deal-

&?1»

Local Food Accounts

sponsor more programs
on KITE than any other
station in the market— |
'{| Radio or TV!

| KITE

San Antonio’s

Leading
Independent

Nat’l Rep. John E. Pearson Co,

o i
R
. T

A
o SR

V| Cheek

\

V First

CLEVELAND'’S
CHIEF STATION
5000 WATTS—850 K.C.
BASIC ABC NETWORK

REPRESENTED
BY
H - R REPRESENTATIVES

|U!{ W <

| CLEVELAND'S Chief STATION
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When you buy
radio time (or TV)
in the QUAD-CITIES

remember

WHBF is now CBS!

This powerful combination offers you
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4

better Quad-City coverage at lower cost

Now more than ever WHBF Radie is a necessary MUST
on the list of many aggressive advertisers who wamt to
sell profitably to the 242,000 people of the Quad-Cities
(plus the additional thousands in the trading area adjacent
to this important Midwest market).

CONSIDER THESE MARKET FACTS

Among the 165 Standard Metropolitan County areas in
Sales Management’s 1953 Survey of Buying Power—the
Quad-Cities rank:
841k in POPULATION
741th in RETAIL SALES
80th in FOOD SALES
70th in DRUG SALES
64th in AUTOMOTIVE SALES
30th in EFFECTIVE BUYING INCOME
per CAPITA
41st in EFFECTIVE BUYING INCOME
per FAMILY

A consistently good market that will share with you its
spendable income through the medium of WHBF, the
Quad-Cities favorite station, and CBS, the nation’s favorite
network.

‘coooodooooo‘oooo'oooaothooobvﬁoi"
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Leslie C. Johnson, V. P. and Gen. Mgr.—Telco Bldg.,
Rock Island, IIL—AYERY-KNODEL, Representatives.
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NBC-TV signs *90,000,000
worth of husiness in 8§ months

The simplest proof of a television network’s effectiveness

lies in its acceptance by advertisers.

In the eight months of 1953, advertisers have signed
for $90,000,000 worth of NBC Television time. In the last L
three months alone, NBC time bookings have reached

$31,000,000. Much of it is new business, but' $24,000,000
of it is renewed business, which points a particular moral:

NBC’s advertisers get results.

The tremendous advertising investment made by American

business in NBC Television is dramatic testimony that

NBC is America’s No. 1 Network.

Next week. .. further proof.

NBC’s Audience Advantage is to Your Advantage.. . Use It.

TELEVISION

R a service of Radio Corporation of America _‘_
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GREENSBORO,
N.C.

direct route
to gales
success!

DURHAM,
N.C.

ASHEBORO,
N.C.

l If you believe in sigi.s, we have some
I mighty interesting ones down here in the

DANV"_LE' mid-South’s rich mid-section.
VA

They're dollar signs...and they represent
a buying potential of $1,500,000,000

— waiting to be spent on what you

have to sell. This income is comfortably
spread across an important area whose
prosperity stems from a sound balance
of indusiry and agriculture.

HIGH POINT,
N.C..

REIDSVILLE,
N.C.

ONE television station — WFMY-TV —
opens the way to this money.

For four years, watching WFMY-TV has
been a steady habit with the people
who have this fine purchasing power in
their pockets. And so, logically, they
buy what they see advertised over the
pioneer station of the Piedmont.

LEXINGTON,
N.C.

BURLINGTON,
N.C.

All signs point to your success when
you travel into mid-South homes with
the mid-South’s favorite TV station.
No time like now to start your
profitable journey!

wfmy-tv

Greenshoro, N. C.

Represented by
Harrington, Righter & Parsons, Inc.
New York—Chicago —San Francisco

THOMASVILLE,
N.C.

| .
SALISBURY,
N.C.

MARTINSVILLE,
VA
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OPEN MIKE

S

ers cooperating fill out written report forms
covering each call made and return these forms
to us for analysis. They leave a copy of our
program schedule when they make their demon-
stration. Particular emphasis is placed on the
local programs which cannot be received on any
other station. “Clear as a bell reception of
Channel 33" has been the theme of this pro-
motion. It is interesting to note that of all the
sales reports, the campaign has averaged ap-
proximately one conversion for every two calls
made. . . .

Thomas E. Martin, Exec. V. P,

WEEU-TV Reading, Pa.

Free Loading

EDITOR:

A great big hurray and an additional amen
for Michael Rugge Jr. whose letter appeared in
OPEN MIKE Aug. 18, .. .

I've never been able to analyze the situation
as to why so durn many people like to ride
free when it comes to promoting something.
They fall over themselves to get radio to help
promote the matter, Naturally they want all
such promotion free. Then when there's cash
to spend, to say thank you etc., these same
pecople go dump their cash in the lap of the
newspaper. .

We've set up a policy: If you spend money
elsewhere, spend it with us too. If you spend
no money elsewhere, we'll promote it till we're
black in the face as public service, free.

Melvin Belew
Promotion Manager
KMAE McKinney, Tex.

Addition

EDITOR:

May 1 clarify a point of information in the
cut-line accompanying the photograph of ground
breaking ceremonies for expansion of KGMB
radio and television center in the Aug. 17 issue
of your excellent publication?

On going into television last December
KGMB was fortunate in having a modern,
spacious radio building that was temporarily
able to accommodate television facilities as well.
Our operation has grown rapidly and the time
had come to add a new larger TV studio as well
as additional office space. The $100,000 figure
mentioned in the cut-line refers to the addition
only.

I hasten to add that the missimpression was
not B®T’s error.

Wayne Kearl, Asst. Gen. Mgr.
KGMB-AM-TV Honolulu

Lessons on Logs

EDITOR:

With an almost predictable regularity the
controversy over newspaper Space comes up.
I'd like to present my views, for consideration,

The employes, the rent, the taxes, etc., which
receive remuneration from a newspaper, come
from the income of a newspaper. For the most
part that income is from space sold and paid
for, not from editorial comment or genuine
public interest items of a non-profit nature,

A radio station operates much in the same
manner, with the exception that sales are in
the nature of time instead of space. The best
yard stick for complaining broadcasters who
resent paying for program logs, is to take stock
of their own operation, Will the broadcaster
give free of charge to the newspaper an amount
of time equal in dollar value to the space which
they ask for free?

C. Petersen
Hollywood, Calif.

BROADCASTING ® TELECASTING



To a television advertiser
who can’t afford Godfrey

In case you're beginning to believe that Arthur Godfrey has all
the CBS time-—AM and TV—and all the dough in the world, take

courage in this fact: segments of Iowa are still autonomous.

There’s good reason to believe that Towa’s income is greater
than Godfrey’s—and his isn’t half industrial and half agricultural.
TIowa grows more corn than Godfrey. Iowa hogs produce more
ham than Godfrey. A single Iowa silo is bigger than Godfrey.
Iowa has two more Senators than Godfrey. Godfrey may be able
to pilot an airplane better than Towa, but what state ever got
anywhere piloting an airplane? Furthermore, Iowa chickens lay
a lot more eggs than Godfrey.

Starting the end of this month, folks in Eastern Iowa will be
able to watch Godfrey on WMT-TV, which begins operations
September 27th. They’ll also be watching a lot of non-Godfrey
time, which brings us to the point: Please check with the Katz
Agency for up-to-date market and coverage data, and availabilities,
spot and otherwise.

WMT-TV

CHANNEL 2

Cedar Rapids [ CBS-DuMONT Affiliate



and rnow...

a major coast-to-coast organization
devoted exclusively to the production and

distribution of films for television.

| 'e[e CILSILOT Progrc

o= ]

-—_———

TPA is not a subsidiary or division of a corporation
whose major interests lie in other fields. There is
nothing to keep it from pursuing and concentrating
on its basic objectives: the best films for television
advertisers . . . the most efficient distribution of

independently produced TV film programs.

who is TPA?

Behind TP A are three men whose backgrounds and
experience are assurance of the high place TPA

will occupy in TV films:

Edward Small, Chairman of the Board, is an out-
standing independent producer whose motion pic-
tures have grossed well over $100,000,000. He is
the showmanship arm of the company. Mr. Small

has a tremendous (and well earned) reputation for
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ns of & crica,inc

being able to recognize the commercial potential of T P A p ro pe rtie S

a script or pilot film. He will use this rare talent to .
TPA has already acquired a group of successful

make sure that TPA properties are good programs, ] .
film programs, announcement of which will shortly

of high mass appeal. . .
be released. These and other TPA properties will

be recognized by their ability to deliver mass audi-
Milton Gordon, President, is the financial arm of cogmized by thetr Y verm

. . . ences to advertisers at realistic costs . .. by the com-
the group. He is a recognized authority in the

. . ) plete follow-through sales-aids which are part of
financing of motion picture and TV films. Mr. Gor-

. . every TPA package . .. by the list of advertisers
don is a guarantee of the financial soundness of

. in many different fields across the country who are
TPA operations. ~

profitably sponsoring them.

] Mi Sil E tive Vice-Pres-
LA L R i LR S S S i Look for the man from TPA who will be calling on

ident, is the sales f TPA. In both radio, and . .
n es arm o n oot an you soon with these TPA properties.

more recently in the field of film distribution, he
has built tched sales d th d . . . .
as Duill an unmatehed safes record on the soun Relcvision P rograms of Cmerica, inc.

premise that a sale is not complete until it does a .
729 Seventh Avenue, New York 19, New York

job for the advertiser. ) 1041 N. Formosae Avenue, Hollywood 48, California
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people in Egypt do have

-------

the best TV entertainment
in the world over WHEN
in Syracuse.

CcBS
ABC

DUMONT

A

MEREDITH
STATION

Egypt, N. Y., is one of over 250
communities that WHEN brings
to the Syracuse shopping area.
Here's a market comprised of
2% million people in 26 coun-
ties — a rich, stable, still grow-
ing market — a guaranteed mar-
ket whether measured by milli-
volts or response — a market tai-
lored for the products you sell.
The pick of programs that 3 net-
warks offer insure the largest TV
audience in all upstate New
York. They're your prospects.
Reach them over Channel 8,

SEE YOUR NEAREST
KATZ AGENCY

z

/ WATCHES

WHEN

TELEVISION
SYRACUSE
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our respects

to CHARLES BALTHROPE

WHEN Charles William Balthrope thinks back
to the time he put his one-kilowatt daytime
KITE San Antonio on the air back in 1947,
he reminisces, “I'll never forget how wonderful
people are—because they let me owe them so
much and so long.”

They had their dough on the right man.

Mr, Balthrope is not a man to drop out of
the public eye, if for nc other reason than
that he drives a fire truck to work every day.
This bit of frivolity (he is the owner of a 1926
Pritsch Pumper fire engine) does more than
give KITE “the best advertising it has ever
used.” It puts him in solid with the wife and
kids. “Everybody likes to ride on a fire engine
—even my family.”

‘Call Me Chuck’

The KITE president-general manager is
known in San Antonio and in the business by
the not improbable nickname of *“Chuck.” And
thereby hangs a tale. He had a mouthful of
name even for a southerner before leaving his
native Biloxi, Miss.,, but when he was attend-
ing the U. of Missouri Journalism School, his
classmates, with traditional collegiate fondness
for monosyllables, shortened it to Chuck. When
he made the mistake of objecting, the nickname
became ever more firmly affixed.

Today, at 42, Chuck Balthrope looks back
oni 17 years of radio in San Antonio. He began
with the Hearst newspapers in New York, later
moving to the Hearst-owned Detroit Times as
display salesman. In 1936 he went to KTSA
San Antonio as time salesman when Hearst
bought it, becoming sales manager and then
assistant manager under Taylor-Howe-Snowden
ownership. In 1941 he took over management
of KABC, then 250 w, for -the Texas State
Network. After an Army career with Yank,
the Army weekly, in the Pacific, he returned
to KABC as manager while it went to 50 kw.

Too Much Nerve

He started KITE in 1947 with “a little money,
too much nerve and just enough good experi-
enced people to carve a real niche for KITE
in the San Antonio market.”

Mr. Balthrope keeps KITE musical program-
ming on the popular side. No lonesome cow-
hands whine into the KITE mike, nor does
classical music assail the KITE listener’s ear.
Its news department leans heavily {o the local
side, with three journalism school graduates
heading an effort which uses miniature record-
ers, “beep” telephone devices and reporting

teams to make up at least 50% of more than
a hundred newscasts a week. KITE also uses
two news services. And although 50% of the
San Antonic independent’s revenue comes from
programs, it accepts none but KITE-produced
ones.

Powerhouse Advertising

Mr. Balthrope believes in power-house pro-
motion and advertising. Cab signs, express
trucks, sky-writing, bus cards, street benches,
newspapers, direct mail (including gadgets-of-
the-month) and trade magazines all carry KITE
ads regularly, The KITE ad in the 1953
BroabpcasTING YEARBOOK carries this provoca-
tive line: “Why shouldn’t she love us? After
all ... . we spend more time with your wife
than you do!”

He gives much credit for his success to an
able staff. From KITE’s start, with Mr. Bal-
thrope 100% owner, staffers received a 10%
share of station profit. Last January KITE
became a corporation and 10% of the stock
was sold to senior employes.

Mr. Balthrope has good things to say about
TV. “I think TV is wonderful, but s¢ are maga-
zines, newspapers, and all the rest. TV can do
many things better than radio, but radio also
can beat TV on some programming, just as
we can do some things better than newspapers.
We think music is one thing. Fast local news
reporting is another. And of course there is
undiscovered good radio programming that
hasn't even been tried: New technmiques, new
methods and new forms. Radio has never had
to do much original thinking until TV. It will
now, for its own survival,”

'We Like Our Side’

He plans to give KITE “even more quality”
for listeners and advertisers and add new serv-
ices built around an independent local station.
“We like our side of the street, and we are
going to stay right here,”

Mr. Balthrope occasionally hooks a bass at
his employes’ nearby fishing camp or putters
in his woodworking shop at home. His wife,
Mary, also attended the U. of Missouri Jour-
nalism School. Their children are Bill and
Roberta.

Although he recently appointed a station
manager for KITE to help fulfill his ambition
“to be able to work when I want to and take
off when I want to,” Mr. Balthrope adds:

“I thought I'd get that when I got to be
boss. But I think I had more leisure time when
I was a buck private in the sales department.”

BROADCASTING ® TELECASTING



in
Portland
Oregon

BTH

® 1,228,000" people in effective signal area
e $1,484,528,000" in retail sales

® 125,000 TV sets™* — growing fast

® 56,000 watts now — 100,000 soon

KOIN-TV—the first with the finest

It’s a rich, prosperous market this Northwest region—
a market ripe and ready for television’s impact. Beginning
October 15th you will be able to take advantage of the
increased coverage, the assured picture quality of time-
tested VHF telecasting. KOIN-TV will begin serving
this great market.

KOIN'’s reputation means dollars to you

For 28 years KOIN has offered the people of this region
the tops in national, local, and public service programs. It
is known for quality programs. This good-will and public
acceptance will reflect itself in increased audience. In
equipment, staff, experience and talent KOIN-TV will
occupy a dominate position in assuring immediate audi-
ence acceptance and popularity in the Pacific Northwest.

Write, phone or wire for complete information and
availabilities.

CBS TELEVISION

*CBS TELEVISION RESEARCH
** Ag of August 1, 1953

C. HOWARD LANE,
Managing Director,
Mount Hood Radio &
Television Broadcasting
Corporation,

Portland, Oregon

N
CHANNEL 6

AVERY-KNODEL, INC., NATIONAL REPRESENTATIVES

NEW YORK, CHICAGO, LOS ANGELES, SAN FRANCISCO, ATLANTA, DALLAS
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~y e g a iR -
¥ There is a single factor—

almost indefinable-—which makes one company
outstanding in its ficld. While it may manifest
itself differently for every form of human endeavor, the end result is
invariably the same: QUALITY OF ACHIEVEMENT.
}}f“In our business, that factor is most nearly defined by the word
*Service”, or as referred to in this letter, “Co-operétion”. .. in
planning . . . in delivery . . . in performance . . . in
maintenance. %%’AL Standard Electronics,
"*Cooperation” is the guiding hand, continually
shaping the results of our thinking into products
for you which deserve the
confidence they inspire.

s

o | ' ® .
| standard electronics corporation

I A SUBSIDIARY OF CLAUDE NEON, INCORPORATED

| newark 5, new jersey

devoled exclusively to the
engineering, manufacturing, and servicing of equipment

Jor the broadcast and television indusiry
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in Oklahoma City

the television picture
is looking brighter...

Lydia Hatton

on all accounts

DAUGHTER of a Great Lakes sea captain,
Lydia Rydholm Hatton was disappointed in her
original ambition to grow up and become a

sailor. Now completely reconciled, she holds
down a man-sized job as radio-TV timebuyer
for Foote, Cone & Belding Inc., Los Angeles.

Born in Cleveland 28 years ago, summer and
vacation jobs in the stationery department of
Higbee Co. department store furthered her
growing interest in merchandising. While at-
tending Ohio Wesleyan in Delaware in 1943,
her brother-in-law suggested his alma mater,
New York U. She graduated there in 1948
with a major in advertising and retailing.

® I She joined Alfred J. Silberstein-Bert Gold-

smith Inc., N. Y., and worked for six months

& in the media department of the fashion agency.

Taking a year to make her cross-country trek,
she landed in Los Angeles in the summer of
1949 with a first hand knowledge of the cities

i f she now uses in scheduling spot campaigns.
This will mean LIVE CLEARANCE for your Miss Hatton's, introduction to FCB was

TELEVISION

CHANNEL OKLAHOMA CiITY

through the typing department, which led to

programs in the Oklahoma City market, the general work in media. In 1951, Claire Koren,
then FCB radio-TV timebuyer, asked that she

H o I be made her assistant.
53rd market of America, the 49th in sales! W Een Ak oo el Setobertoliha

year to join another agency, Miss Hatton in-

herited the position and got off to a flying

. .« . start with a 300-station radio campaign in 100

Watch Oklahoma CITY ... Watch KTVQ Television markets for Purex on behalf of Trend deter-

gent and liquid bleach. Now fully in the swing

of things, she has weeks of handling 90-market

campaigns and slower ones in which she sched-
ules only 65 markets.

The agency, one of Southern California’s
CB S largest users of radio-TV spots, services Sun-

kist Growers Inc. (fresh fruit and products);
SELE(TED PROGRAMS Purex Corp. (Trend, News, liquid and dry
AB( UMONT bleach); Westgate Calif. Tuna Packing Co.

(Breast-O’-Chicken tuna); Hoffman Radio
Corp.; Security First National Bank; Bullocks
(department stores): Hughes Aircraft Co.;
Calavo Growers of Calif., and Bohemian Dis-

To Reserve Time on KTYQ-Television, Write, Wire or Call— tributing Co. (Acme and Bulldog beer and ale).
. Strongly believing you cannot look at a prod-

JOMN ESAVy President uct with a pre-determined idea for advertising

or it, Miss Hatton advocates evaluating the avail-

abilities in the market desired and using that

H R TELEV'S'ON lNc which will best achieve the expected results,
- ’ . whether it be radio, TV, newspapers, etc.

The very feminine Miss Hatton’s major hobby

is raising kerry blue terriers. Interrupted by a
four-months bout last spring with spinal men-

NEW YORK 17, N. Y CHICAGO 1, ILLINOIS SAN FRANCISCO, CAL. HOLLYWOOD, CAL, S & } :
Chrysler Bldg. 35 E. Wacker Dr 110 Sutter St. Equitable Bldg. ~ ingitis, during which time her pets went into
MUrray Hill 9-2606 RAndolph 6-6431 Exbrook 2-3407 GRanite 1480 new homes, Miss Hatton now has only one

pet—“Mac,” the almost-human bulldog used
in Bohemian’s TV spots.
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Spinning prosperaously in this textile center of the
South are 1% million spindles—more than in any
other county in the world. Gaston County's 130
textile mills pay an annual wage of more than
65 million dollars.

spinning satellite
in the Charlotte market

GASTONIA, N.C. —as close to Charlotte us Long Beach to Los Angeles

Penetration of Charlotte's
BIG 2 in Gaston County

WBT 76% WBTV 99%

More than 200 manufacturing plants evidence the industrial strength of Gastoniq,
a scant 18 miles west of Charlotte. Gastonia is one of half a hundred industrial

communities circling in the orbit of the Charlotte market—encompassing more

than 1% million people within a 50 mile radius of Charlotte, For coverage to match

the Charlotte market, draw on Charlotte’s big 2, WBT and WBTV.

Gastonia
* & Chariotte

Represented Nationally by CBS Redia and Television Spot Sales

CHARLOTTE'S Ble ARE PLUMB IN THE MIDDLE OF A FABULOUS MARKET



I. Production
2. Payrolls
3. People (who benefit from both)

They're all plentiful in the 114 counties
reached by the clear, strong signal of
WSAZ-TV...the ore television station that
serves the industrial heart of America.

No smart advertiser needs to have

this spelled out. Where there’s abundant
industry and big payrolls—there’s strong
demand for the product you sell.

No other TV station...in fact,

no other single medium...commands this
high-income market! We thought you’d want
to be reminded. After all, you

are interested in profits!

TELEVY 1S

Huntington—Charleston, West Virginia
Channel 3-84,600 watts ERP - NBC-CBS-DuMont-ABC

Lawrence H. Rogers, Vice President & General Manager, WSAZ, Iic are engaged in the manafacture of 125 to 150 cars & week

a8 well as a substantial amount of repaly work

Represented nationally by The Katz Agency
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COLOR OKAY IN EARLY '54
SEEN BY TOP FCC STAFFER

Lack of strong opposition to NTSC’'s compatible color TV system
leads to belief the FCC may approve it early next year, although
it would be longer than that before color reaches the American home.

A TOP staff member of the FCC told BeT
last week he believed the FCC would adopt
compatible color TV “the first of next year.”

The informant cannot be identified, but he
is in as good a position as any to predict with
certainty how long it will take the Commission
and its staff to work out the preliminaries to
a formal decision.

His estimate was based on the assumption
that public demonstrations but not oral hear-
ings would be held, If oral hearings are forced
by significant opposition to the compatible
system that has been proposed by the National
Television System Committee, the date of
decision might be delayed. Last week, however,
opposition in evidence was not significant.

On Friday, the FCC staff met with repre-
sentatives of 11 petitioners to urge that a single,
cooperative color TV demonstration be ar-
ranged, for Oct. 1 if possible. Indications were
that the Commission would not be adverse to
having the all-industry demonstration in New
York. A further meeting was scheduled tenta-
tively this week.

Represented at the meeting were RETMA,
RCA-NBC, GE, Motorola, Westinghouse, Du-
Mont, Paramount Television Productions, Chro-
matic Television Labs., CBS, Sylvania and
Philco.

Last Tuesday marked the closing date for
comments on the technical specifications pro-
posed by the NTSC [BeT, July 6, et seg). Only
three out-and-out oppositions were filed, and
they were aimed more at the economics of
color TV than at the techmnical standards.

Other Comments Possible

Conceivably other opposing comments may
come in before the deadline for counter-
comments, Sept. 23.

At week’s end it appeared the FCC would
have a cut-and-dried case to decide. Barring
the unexpected, the “first of the year” predic-
tion by the FCC staff member seemed not only
sound but possibly conservative. It was a good
bet that the *“color by Christmas™ slogan might
pan out to be nearly right.

But “color by Christmas” or scon afterward
will mean only that color has been approved
by the FCC. It will take longer—much longer
in the view of some observers—to get color
TV into the American home.

Whether mass-marketed color equipment is
achieved then or earlier, it certainly will not
be possible immediately after the color system
officially is approved. It will take time to bring
receiver costs down to mass market levels. Costs

BROADCASTING ¢ TELECASTING

of both receiving and transmitting compatible
color were what bothered all those who filed
opposing comments with the FCC last week.
The “go slow” light was flashed by Ameri-
can Television Inc., Chicago, as expected [B®T,
Television
Television

Aug. 24, 17], and by Paramount
Productions Inc. and Chromatic
Labs., unexpected.

i . [ N :,

R | N SR
“FIVE-FOOT-SHELF of National Television
System Committee color documents filed
with FCC Tuesday by Dr. W. R. G. Baker,

General Electric Co., chairman of NTSC, in
office of FCC Chairman Rose! Hyde. (r).

CBS, which called for adoption of the stand-
ards formulated by the all-industrv NTSC,
nevertheless noted the seriousness of receiver
and studio camera costs and operations.

Others filing last week were the NTSC itself
and Westinghouse Radio Stations Inc. The
latter expressed unqualified approval of the
NTSC specifications. In the previous week,
favorable comments for the NTSC proposal
were submitted by Admiral Corp. and Hazel-
tine Electronics Corp.

Petitions favoring the NTSC standards were
filed by the following prior to the FCC’s call
for comments: RCA-NBC, Philco, GE, Mo-
torola and Sylvania, as well as NTSC and CBS.
Of the major manufacturers, only DuMont has
failed to express formally its position to FCC.

American Television Inc.,, a Chicago tube
and TV receiver manufacturer and distributor,
called on the FCC to invite economists to par-
ticipate in the hearing “to advise as to whether
or not the country is ready for the $1,000 tele-
vision -set.”

This was in reference to indusiry estimates

that the first color TV receivers would cost in
in the neighborhoed of $800 to $1,000.

ATI, through its president, U. A. Sanabria,
said it feared color TV will disrupt the black-
and-white market and force a depression in
the TV industry, which might be the harbinger
of a general depression.

He asked that the FCC confine color TV
to one area for three years so that it can be
proved out economically, aid in combatting
“monopoly,” and help train servicemen.

Both Paramount Television Productions (sub-
sidiary of Paramount Pictures which owns
KTLA [TV] Los Angeles) and Chromatic Tele-
vision Labs. (half-owned by Paramount Pic-
tures) asked the FCC not to approve the NTSC
standards until the industry provides a detailed
cost breakdown on color receivers.

Criterion should be a 17-in. table model,
with a selling price of $500, said Paul Raibourn,
president of Paramount Television Productigns
and chairman of Chromatic Television Labs®

Mr. Raibourn said he finds “little basis for
the conclusion that reasonable assurance exists
that receivers under the proposed system will
be ‘cheap enough in price to be available to
the great mass of the American purchasing
public’.”” This is a reference to the FCC'’s 1950
criteria which listed receiver simplicity and
price among the factors to be met.

Should Withhold Adoption

He further added that the Commission should
withhold adoption of the NTSC color stand-
ards until the industry gives assurance that a
reasonable supply of 17-in. table models selling
at $500 will be available.

In the Chromatic Television Labs. comments,
signed by President Richard Hodgson, the price
estimates for color TV receivers ($800-$1,000)
were labeled “inordinately” high.

Favoring the adoption of the NTSC signal
standards, CBS said the specifications submitted
by the industry committee satisfied all the FCC
criteria except two: Receiver simplicity and
price and ease and cost of studio equipment.

Basically, the problem with receivers is the
tri-color tube, CBS said. Alluding to the RCA
three-gun color tube, CBS said it had been
much improved, but there still were questions
of stability and maintenance of alignment. An-
other question, CBS said, was whether it can
be increased in size reasonably soon and at rea-
sonable cost. The network recalled how seri-
ously the question of picture size was takem
by the opponents of its field sequential system
during the 1949-50 FCC color hearing. Most
references to initial color TV receivers have
been based on a 14-in. picture (in a 16-in.
envelope).

CBS said the current price of the RCA tri-
color tube to manufacturers is $175. The gun
assembly price is $34, CBS pointed out, com-
paring it to the $1 charge for a conventional
black-and-white kinescope gun assembly.

The problems of three-tube studio cameras
received the bulk of CBS attention. CBS re-
ferred to studio color cameras as “cumbersome”
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RADIO NEWSREEL
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GEORGE FRECHETTE (r), managing dir.,
Wisconsin Network, arranges for 13 weeks
of Touchdown Tips, syndicated series, with
William F. Reilly, midwestern mgr., RCA
Thesaurus. Quarter hour will be sponsored
on 35 stations in Wisconsin-lllinois by

Janesville Zone

e

CONTRACT for Notre Dame football games
on WMAS-AM-FM Springfield, Mass., is
finalized by Louis DelPadre, pres., Del-
Padre Assoc., local Bendix TV distributor.

Paul Rogers, station acct. exec., looks on.

TIME on KWBB Wichita, Kan., is discussed

by (I to r) Earl Chew, mgr., Zoglmann Mo-

tor Co.; Leonard Zoglmann, owner; Dale

Kern, sls. mgr., KWBB,. and Guy Sinnett,
new car sls. mgr. for Zoglmann,

20TH anniversary of Hallicrafters Co. was
also occasion for purchase of 15-minute
news show on WENR Chicago. William Hal-
ligan (1), firm peesident, talks with Chicago
newscaster Ulmer Turner about the show,
Ulmer Turner's Listening Post.

COLOR TV

and “bulky,” said it was dubious whether they
could be used for remotes without extensive
advance preparation and “almost semi-perma-
nent housing.”

A complete camera chain for color TV would
cost $95,000 for the first and $65,000 for the
second and subsequent orders, CBS said.

Because of the color camera’s low light sen-
sitivity, a four-fold increase in studio lighting
would be required, CBS said. This also would
require air-conditioning equipment, it declared.

The color camera also would require extra
maintenance and servicing, CBS$ said, and more
personnel in operations.

As an indication of the increased costs of
the three-tube color camera, CBS used these
figures: Three image orthicons cost $3,600.
A special trio of image orthicons costs $5,700.

The CBS-TV network’s annual outlay for
image orthicons runs to $350,000, CBS said;
for color the annual costs would amount to
$4.2 million—an increase of $3.85 million, it
added.

A three-tube color camera also means higher
overall tube costs, CBS indicated. Present tube
costs for a single-tube monochrome camera
runs $2 per hour; the three-tube color camera
would cost $25 an hour to operate, CBS esti-
mated.

Therefore, CBS believes the cost of a color
studio operation with three-tube color cameras
would be two to three times as high as for
black-and-white. In addition, it estimated that

operating costs also would be “considerably”
increased over that of monochrome operation.

Because of the delicacy and complexity of
color equipment, CBS stated that it believed
station technicians would need three months
of intensive training before being able to orig-
inate color programs.

Notwithstanding the dark picture painted,
CBS urged the FCC to adopt the NTSC stand-
ards. It asked the Commission to be liberal in
its application of the criteria, said that a nega-
tive decision by the FCC would mean no color
at all and a lapse in the industry’s activities in
developing a color system.

If the NTSC standards are approved, CBS
said, it will give the industry an incentive to
continue research to simplify and cut the costs
of apparatus not vet, in its opinion, ready for
mass production and sale.

As for the officially approved field sequential
color system, which CBS sponsored and which
the FCC authorized in 1950, CBS said it was
now a “nullity” and should be withdrawn.

The CBS comment, signed by Richard S.
Salant, vice president of the parent organiza-
tion, also said CBS-Columbia, the manufac-
turing subsidiary, had shown a color TV re-
ceiver to distributors June 15. It also said that
production of color sets, following FCC ap-
proval, was scheduled to start in the spring of
1954.

CBS said it was equipping all its owned and
operated stations with color gear so they will
be able to transmit color programs. CBS-TV

GE'S BAKER EXPECTS COLOR SETS
IN SHORT SUPPLY FOR 2-3 YEARS

CCLOCR television, facing a limited supply of
sets for the next two or three years will become
available in all ‘parts of the nation about the
same time, in the opinion of Dr. W. R. G.
Baker, vice president of General Electric Co.
and chairman of National Television System
Committee. “Color for the millions is three
or four years away,” he predicted.

Last Tuesday Dr. Baker presented NTSC’s
official report to FCC Chairman Rosel Hyde.
The 3,823-page document represents an invest-
ment of more than-a million man hours of work
by industry engineers plus nearly $10 million in-
vestment over a 2%2 year period. FCC decision
on the new color standards is awaited (see
preceding FCC story).

A plus market for color sets will exist when
they come out next year, he predicted, with
14-inch consoles selling around $750-3$1,000.
The basic color problem centers around tube
economics, he said, with an output of 50,000
to 75,000 color tubes anticipated next year.

Two basic problems face the industry, he
said (1) single vs. three-gun tube; {2) whole
plate vs. grid.

“Grid looks like the less expensive method,
especially when screen size is taken into ac-
count,” he said. “The industry is settling toward
a three-gun rather than single-gun tube since
the single-gun requires a much more compli-
cated chassis including another oscillator and
another radiation source.”

Questioned on tube potentialities, he said
1955 output may run four of five times that of
1954, with 1%2-million possible by 1956. “These
are horseback estimates,” he added.

Dr. Baker said the manufacturing industry
must be given credit for ingenuity and aggres-
siveness in bringing down prices! as a result of
production technique and know-how, recalling
that early monochrome TV sets ran $450-$600
for a 10-inch tube. “Nothing starts at a low

price,” he observed.

He saw no special transmitter or amplifier
problems in color, with the network affiliate
needing “certainly not over $50,000” to provide
networked color. Origination of color by a
station will involve many changes, he explained,
including new camera chain and other equip-
ment.

As to receiver operation, he said there will
be no tuning problem since one knob will
switch back and forth from color to mono-
chrome with only minor trimming needed. He
saw little chance for converters. ‘“The women
will decide that,” he predicted, “when they
realize two cabinets are needed instead of one.”

Dr. Baker lauded AT&T for its cooperation
in color development and said microwave links
offer no new problem whereas coaxial cables
will require some heterodyning.

Size of color tubes may jump from the pres-
ent 14-inch diagonal to the popular 21-inch
size, he suggested, instead of going up gradually
as was the case with early black-and-white
receivers.

Praising the industry for its cooperative ef-
fort in NTSC, he said the two NTSC reports in
themselves justified the existence of Radio-Elec-
tronics-TV Mfrs. Assn. He called the second
report “a sincere effort to do a job for the
American public and the industry itself.”

NTSC asked the FCC last July 23 to adopt its
“technical signal specifications.” Individual
petitions have been filed by RCA [B®T, June
29], GE, Philco, Motorola, Admiral, Hazeltine,
Sylvania and others. Asked about the RCA
system, Dr. Baker said, “RCA filed a petition
saying they accepted the NTSC standards.”

RETMA gave a luncheon Tuesday to Dr.
Baker, FCC Chairman Hyde and members of
the Washington press corps. Glen McDaniel
RETMA president, and James D. Secrest, ex-
ecutive vice president, were hosts.
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will “shortly” begin experimental network
color casts, the CBS document related, and
next month will hold special demonstrations
and clinics for affiliates and advertisers.

When color is authorized, CBS-TV will begin
regular commercial color broadcasts, CBS
statement said.

The 16-volume, 52 1b. NTSC filing com-
prised the final report of the industry-sponsored
council in two volumes, plus reports and min-
utes of 11 panels. They were submitted by Dr.
W. R. G. Baker, chairman of NTSC and GE
Electronics Div. vice president and general
manager.

Tracing the history of NTSC from 1940, the
final report urged the adoption of the recom-
mended standards as the best efforts of more
than 200 industry engineers.

Among the highlights of the NTSC report:

® NTSC was not concerned with “patents
or any other proprietary considerations.”

® Qriginal NTSC standards would not work

Color ‘Window’

TWO scientists made a special rush trip
from Richmond, Va., to Washington last
Tuesday in order to file comments on the
proposed NTSC color standards. Un-
fortunately, their car broke down and
the comments did not arrive until the day
after—missing the Sept. 8 deadline. How-
ever, the FCC ruled that their late filing
could be accepted.

The comments? “Preliminary State-
ment on How to Make the Field Sequen-
tial Color System All-Electronic and
Compatible.”

Filed by M. Soghian and S. L. Cooke
Jr., with Research Instruments Co., Rich-
mond, Va., the document suggests the
addition of an electronically controlled
color “window” in front of present black
and white kinescopes.

with some early TV receivers. Revised stand-
ards overcame this obstacle.

® Some receivers may cause interference to
amateurs in the 3.5 to 30 mc bands. This can
be overcome by proper shielding at the factory.

® A few black-and-white receivers may ex-
perience a buzzing when receiving strong color
signals. This can only be overcome by using
an attenuator on the antenna lead-in.

® The conclusions of Panel 15 (receiver com-
patibility) read as follows: “The NTSC stand-
ards comprise a compatible color signal capable
of giving practically unaltered performance, as
compared to monochrome transmission, on all
existing monochrome receivers.”

® Knox Mcllwain, Hazeltine executive, was
appointed chairman of a special committee to
work with the FCC in integrating the NTSC
proposals into the FCC rules and standards.

® Panel 17 (broadcast system) found that
the proposed NTSC color signal specifications
will result in a signal which can be “satisfac-
torily broadcast by present television broadcast
transmitters, with only minor changes, and
can be transmitted from city to city by means
ot existing and suitably equalized intercity
microwave circuits of the Bell system.”

® The proposed color signals can even be
transmitted intercity over early coaxial cable,
Panel 17 said, “though perceptibly degraded.”

¢ “Considerable progress has been made in

the recording of color-TV programs by direct
photography and in the transmission of result-

ing color prints over clqsed circuits,” Panel.

11-A (color transcnptlons), chalrmaned by Dr.
Alfred N. Goldsmith, co?sultant reported.
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AUTO CLIENTS PREPARE TO JUMP GUN
WITH ADVANCE FALL RADIO-TV PUSHES

Pontiac, Plymouth, Llincoln-Mercury, Hudson, Dodge and Packard
plan souped-up promotional drives on radio and television to get
ahead of the auto industry’s high production level and its fear of a

softening market as a consequence.

AUTOMOTIVE manufacturers are set to jump
the gun in radio and television with at least
five of the advertisers planning to start cam-
paigns for their new models in late September
and early October—one to three months ahead
of their customary scheduling.

At least two of the reasons for the abnor-
mally early jockeying for coveted time spots
are the high production level of the industry
and the manufacturer’s fear of a softening mar-
ket for the increased output of new cars.

The six auto sponsors found by a special BeT
survey to be plotting accelerated promotional
drives are: Pontiac Dealers of America, Ply-
mouth Division of Chrysler, Lincoln-Mercury,
Hudson Motors, Dodge and Packard.

Pontiac Dealers, through MacManus, John &
Adams, New York, after much negotiation in-
volving, mainly, time periods, signed last week
with NBC-TV for the Friday night, 8:30-9 p.m.
slot, effective Oct. 2, Pontiac will underwrite
Dave Garroway in a new evening show. The
NBC star will continue to do his NBC-TV
morning program, Today, five times weekly,
and will remain on Dial Dave Garroway for
Armour & Co.’s Dial soap.

Plymouth Division, through N. W. Ayer &
Son, New York, will use 300 radic markets
and about 150 television stations for its spot
campaign during the week of Oct. 12. Minute
and chainbreak announcements will be used.

Lincoln-Mercury Radio

Lincoln-Mercury, Detroit, starts its gigantic
four-week radio campaign on more than 600
stations, using one-minute and chainbreaks ef-
fective Sept. 21 [B®T, Sept. 7]. Kenyon & Eck-
hardt, New York, is the agency.

Hudson Motor Co., through Brooke, Smith,
French & Dorrance, Detroit, is placing a spot
campaign late in September on more than 300
radio stations. Contracts vary from two to
four weeks.

Packard, which launched a spot campaign
early in September, has expanded that sched-
ule from one week to four weeks, with a pos-
sible fifth week to be added in 30 radio markets.
In addition, Packard has just signed with ABC
radio for sponsorship of the “Week-end News
Package,” composed of five-minute programs
run throughout the weekend on the full ABC
radio network. Maxon Inc., New York, is
the agency.

Dodge Division of Chrysler Corp. plans ex-
tensive radio-TV spot coverage over a four-
week period this fall in connection with the,
announcement of its 1954 automobile. Total
broadcast expenditures were not known, but
it was understood to run in the six-figure
category.

Outlay will depend largely on the amount of
money available at the factory, factory-coop-
erative and cooperative levels,.and -the nature
of local station availabilities. Goal is to extend
the campaign in all Dodge dealer markets
throughout the c¢ountry. The campaign will
comprise a “teaser” spot schedule five to seven
days before the new car announcement and
a followup schedule of spots from seven to 30
days after the announcement. The date was
Oct. 23 last year.

Possibility of -a separate network spot pro-
gram also was-held out last week as Dodge’s

agency, Grant Advertising Inc., Detroit, report-
edly approved a radio-TV budget. Dodge also
is in the market for both a network radio and
television show for the fall-winter-spring sea-
son, it was reported.

A seventh advertiser, Ford Dealers, through
J. Walter Thompson Co., New York, continues
to place its short-term radio-television cam-
paigns, currently going into the Central West.
The dealers, however, are not expected to start
their campaign for the new 1954 cars until
sometime in January, following the traditional
pattern of the company’s advertising.

Packard’s buy on ABC radio is a total of two
hours of news periods, covering a total of 24
five-minute news periods each Saturday and
Sunday.

Arthur Van Horn, ABC newscaster, will han-
dle the majority of the weekend news periods
with Lee Walters from Chicago and Burleigh
Smith, Frank Bingman and Bill Spargrave, all
from Hollywood, handling the regional supple-
mentary newscasts.

C10 head Walter P. Reuther (r} and news:
analyst John W. Vandercook talk over
CI1O’s sponsorship of Mr. Vandercook, whose
commentator program is heard nightly on
ABC radio. The show marks CIO’s first
network show activity. ClO alse plans a TV

Henry J.
is the

show to begin early next year.
Kaufman & Assoc., Washington,”
agency.

MacMillan Expands ‘Music’- -
EXPANSION of sponsorship by the MacMil-
lan’ Co., New York, of the Music MagaZine
program on WQXR New York to 12 other sta.
tions of Good Music Broadcasters from coast
to coast was announced last week, "The con-
tract, which was handled by Atherton & 'Cur-
rier Inc.. New York, becomés effective today
(Monday) In addition to WQXR, the half-
hour ‘music commentary show will be presented
on KEAR San Francisco, KBIB New Haven,
WEAW Chicago, WDRC-FM Hartford, WGMS
Washington, WSNJ Bridgeton, N.- J., WFLN
Philadelphia, WITH-FM Baltimore, KIXL. Dal-
las, WEW St. l.ouis, WXHR Cambridge, Mass.,
and KFAC Los Angeles.
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Dissatisfaction Causes
Agency Switches, Study Finds

SECNY survey of 101 New
York agencies indicates 72.2%
of clients quit their agencies
because of dissatisfaction,
while only 17.7% are wooed
away by other agencies.

DISSATISFACTION of an advertiser with
his agency, rather than a pitch from another
agency, causes most switches in agencies, ac-
cording to a survey of 101 companies repre-
senting a cross-section of New York adver-
tisers made by the Sales Executives Club of
New York. Study found that 72.2% of agency
changes resulted from client dissatisfaction, but
only 17.7% from competitive agency presenta-
tions.

Eight major reasons for changing agencies
were uncovered by the survey, in this order:
Lack of creative thinking, copy failed to pro-
duce desired results, inexperience in adver-
tiser’s product line, personality difficulties, in-
adequate merchandising know-how, insufficient
research services, lack of facilities to handle
increased volume and complexities of an en-
larged account, lack of attention for a small
account in a big agency.

More Switches

Advertisers are changing agencies at an
accelerated pace, the study showed, reporting
that 34.3% of the surveyed firms had changed
agencies in the past three years, while only
32.6% had switched agencies in the previous
seven years. In the first half of this year 11.1%
had found it necessary to make a change in
agency, while nearly a third (31.7%) seem to
be looking speculatively at their current agen-
cies.

Asked what factors are most important in
selecting an agency, the surveyed companies
listed these seven points: Experience and quality
of the agency's top personnel, ability of the
agency personnel to work harmoniously with
the company’s sales and advertising depart-
ments, their capacity to originate and carry
out new ideas, their ability to appraise the
results of their work fearlessly and honestly,
the stability of the agency’s past and present
accounts, the proper size of the agency to
give the account the right type of attention.

The full details of the survey's findings are
published in the Sept. 8 issue of the club maga-
zine, New York Sales Executive Weekly.

Wander Signs With WOR-TV

WANDER CO. on Sept. 12 becomes the fifth
company to participate in the “Double Ex-
posure” plan of WOR-TV New York, James M.
Gaines, General Teleradio vice president in
charge of WOR-AM-TV, said last week.
Plan, in essence, offers sponsors of successful
film TV shows on other New York stations the
opportunity to repeat them on WOR-TV with-
-out charge for station facilities but with run-
ning time shortened one minute to give WOR-
TV that much extra time for sale of adjacent
‘spot announcements [B®T, June 1, May i8].

In announcing that Wander's Capiain Mid-
.night series which has been on WABC-TV, will
‘be repeated on WOR-TV, Mr. Gaines reported
that the “Double Exposure” plan has delivered
‘bonus audiences of from 27% to 163% for
the four programs currently using it.
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Luckies—They Satisfy

CHESTERFIELD cigarettes might be
getting their tune's worth in the best
advertising spot of all—the radio-TV
show sponsored by Liggett & Myers* com-
petitor, American Tobacco Co. (Lucky
Strikes). The show is Hit Parade. The
tune is the theme song used on Chester-
field’s Dragnet on TV. The theme song
conceivably could break into the Hit
Parade’s “Lucky Seven,” which according
to Bill Hunt of Inside Advertising would
leave American Tobacco Co. “faced with
the problem of playing their competitor’s
tune.”

American Tobacco Considers
Show on NBC o & o Stations

AMERICAN Tobacco Co., New York, through
BBDO, New York, is considering buying a
half-hour radio show five times a week on
NBC’s five owned-and-operated radio stations.
Time clearances were being worked out last
week and it was thought that the deal should
be consummated within two weeks.

This purchase, though unusual, may not mean
an extension of radio budget for American To-
bacco, because the firm, it was understood, is
considering not renewing the Horace Heidt
Show on CBS Radio, Thursday, 10-10:30 p.m.,
although a definite decision does not have to be
made until November.

Firm definitely will keep its sponsorship of
the Jack Benny Show on CBS Radio.

BENTON & BOWLES
NAMES STEELE

L. T. STEELE, a vice president of Benton &
Bowles, New York, has been named executive
head of all television and radio activities of the
agency [Closed Circuit, Aug. 24], William R.
Baker Jr., chairman of the board, announced
last week.

Also, Tom McDermott, in charge of tele-

Mr. McDermott Mr. Steele

vision and radio production and programming,
was elected a vice president. Mr. Steele has
been with the agency for 16 years and Mr.
McDermott, 11 years.

NEW BUSINESS

Norman M. Morris Corp., American distributor
of Omega watches, has scheduled spot radio
campaign on WQXR New York and KFAC
Los Angeles, starting Sept. 13 and continuing
through Christmas shopping season. It also is
sponsoring Liberace Show on WNAC-TV

Boston, starting Sept. 19. Agency: Lewin, Wil-
liams & Saylor, N. Y.

Melville Shoe Corp., N. Y. (Thom McAn shoes),
will sponsor Victory at Sea filmed series over
WNBT (TV) New York starting Sept. 22, and
over WBZ-TV Boston, starting Sept. 25.
Agency: Anderson & Cairns, N. Y.

Helene Pessl Inc., N. Y. (Little Lady and Little
Lady Deb Toiletries) will sponsor half-hour
Little Lady Story Time, children's program
starring Irene Wicker, over WABC-TV New
York, WBKB (TV) Chicago, WXYZ-TV De-
troit, KECA-TV Los Angeles and KGO-TV San
Francisco. Agency is Keystone Adv., N. Y.

Colonial Dames Inc.,, Hollywood (cosmetics),
started saturation spot announcement campaign,
averaging 10 spots daily, on KLAC Los An-
geles, KGO San Francisco, KXOA Sacramento,
KRSC Seattle and KUGN Eugene, Ore,, on
continuing 13-weeks basis from Aug. 31.
Agency: Geoffrey Wade Adv., Hollywood:

Royal Typewriter Co. is sponsoring 26-spot an-
nouncement drive over World Wide Broadcast-
ing System's WRUL Boston, international sta-
tion, in what is said to be company’s first in-
ternational broadcasting campaign. Spot an-
nouncements started Sept. 3.

Murine Co., Chicago, to sponsor 26 broadcasts
of six different CBS programs over 13-week
period. Programs are Johnny Mercer Show,
Galen Drake, Larry Leseur & the News. Cedric
Adams, Beulah and Junior Miss. Contract
placed through BBDO, Chicago, started Sept. 2
and runs through Nov. 25.

Animal Foundation Inc. (Hunt Club dog food},
Sherburne, N. Y., signs for return to sponsor-
ship of 10-10:15 a.m. segment of Galen Drake's
half-hour Saturday morning series over CBS
Radio, effective Sept. 12. Agency: Moser &
Cotins, Utica, N. Y.

Philco Corp., Phila.,, will sponsor half-hour
radio series, Philco Radio Playhouse, effective
Seot. 30, (Wed., 9-9:30 p.m.) on 300 ABC
radio stations. Weekly program will include
adaptations of best presentations which first
appeared on Philco Television Playhouse on
NBC-TV. Joseph Cotton, movie star, will act
as producer and narrator. A 52-week contract
was placed through Philco’s agency, Hutchins
Adv, N. Y.

Colgate-Palmolive-Peet, Jersey City, renews
its radio version of Mr. and Mrs. North for
fall on CBS Radio, Tues., 8:30-9 p.m. Sherman
& Marquette, N. Y., is agency.

Ralston-Purina Co., St. Louis, renewing spon-
sorship of Space Patrol over ABC radio, Sat.,
10:30-11 a.m. EST, starting Oct. 4. Agency is
Gardner Adv., St. Louis.

Stratolounger Div. of Stratford Furniture Corp.
appoints Olian & Bronner Inc., Chicago. Initial
national campaign will involve a tieup with
Lucille Ball and Desi Arnaz, stars of CBS-TVs
I Love Lucy.

Beltone Hearing Aid Co., Chicago, Sept. 20
starts weekly commentary with Paul Harvey
on 110 ABC radio network stations, Sun.,
5:15-30 p.m. CDT. Agency: Olian & Bronner,
same city.

General Foods Corp. renews its 8-9 p.m. Thurs-
day night block on NBC Radio for 52 weeks,
effective Oct. 1. General Foods Cereals spon-
sors Roy Rogers Show, 8-8:25 p.m., Log Cabin
Syrup has Log Cabin News at 8:25-8:30, and
General Foods Cereals and Postum has Father
Knows Best, 8:30-9 p.m.
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General Foods Cereals and Postum has Father
Knows Best, 8:30-9 p.m.

AGENCY APPOINTMENTS

Investors Planning Corp., N. Y., names Dore-
mus & Co., N. Y., to handle its broadcast ad-
vertising. Full spot radio campaign in metro-
politan area is being planned.

Sunset Oil Co., L. A. (Golden Eagle gasolines,
petroleum products), names Barnes Chase Co.,
that city. Radio spot campaign is planned in
Calif., Ore, and Wash. Charles V. Davis is
account supervisor.

Deko Chemical Co., Hawthorne, Calif, (Dish-
A-Way liquid detergent), appoints Jimmy Fritz
& Assoc., Hollywood. Radio-TV spot announce-
ment campaign starts this month on KHI,
KLAC-TV and KECA-TV, all Los Angeles, for
52 weeks. Additional stations will be scheduled.
Paul Kennedy Sr. is account executive,

Charles Antell Inc., Baltimore (Formula 9 hair
preparation) names J. M. Mathes Inc,, N. Y., to
handle its shampoos and soaps, effective Oct.
1. Radio spots will continue.

Washington Carpet Co., L. A., and Columbia
College, L. A. division, appoint Phil D. Mc-
Hugh Co., that city. Radio-TV will be used.

Gallenkamp Stores Co., L. A. (retail shoe chain),
names Yambert-Prochnow Inc., Beverly Hills.
Saturation spot announcement campaign is
planned in Central and Southern California
radio markets, starting this month. Ralph
Shedd is account executive.

Advanced Products Corp. (Jet Glow multi-
purpose hard wax), names Yambert-Prochnow
Inc.,, both Beverly Hills, Participations spots
are scheduled on 14 TV and seven radio stations
in seven national markets, starting this month.
Vaughn Shedd is account executive.

SHORTS

Mace Advertising Agency Inc., Peoria, Ill,
moves to larger quarters at 408 Fulton St.
Telephone remains 6-0771.

Caples Co., L. A., moves Phoenix office to 407
Heard Bldg.

S. W. Caldwell Ltd., Toronto, moves to Cald-
well Bldg., 447 Jarvis St., Toronto, to place
advertising agency, program production, film
distribution and equipment sales under one
roof. Operations till now have been at three
separate locations. New phone is Kingsdale
2103,

A. L. Adkins Co. and Wyckoff & Downard Inc.,
both S. F., have merged to become Wyckoff &
Adkins Inc.

Benton & Bowles Inc. closed Toronto office at
end of August, is handling Canadian accounts
from New York head office.

A. S. Black & Co., Houston, Tex., and West-
Marquis Inc., L. A., elected to membership in
American Assn. of Adv. Agencies.

Compton Adv., N. Y, is to move into new
quarters occupying four floors of new building
currently under construction at 261 Madison
Ave., effective in December.

Creamer & Co., Hollywood agency, has been
dissolved effective Sept. 30 in order to close
estate of the late Charles R. Creamer.

BROADCASTING ® TELECASTING

MPTV NAMES COLE
TO WEST COAST SLS.

APPOINTMENT of John J. Cole as manager
of West Coast sales for Motion Pictures for
Television Inc., TV film production firm, was
announced last week by E. H. Ezzes, vice pres-
ident and general sales manager. Mr. Cole,
who will make his headquarters in Los An-
geles, has served MPTYV for the last 18 months
as midwest manager in Chicago, He previ-
ously was an account executive with DuMont’s
WDTV (TV) Pittsburgh, and also has worked
for KCMO Kansas City.

Unger Concludes Two
Film Distribution Pacts

OLIVER UNGER, president of Comet Televi-
sion Films, last week in Hollywood concluded
two theatrical film package distribution deals,
comprising total of 19 motion pictures his firm
will release to TV.

Proposed “Hal Roach Comedy Package,”
negotiated with Hal Roach Studios, will feature
a name personality introducing and discussing
the film to be shown on each 90-minute pro-
gram. Included among the seven Roach-pro-
duced and M-G-M-released features are “Bonnie
Scotland,” “Devil’s Brother” (both Laurel and
Hardy films) and “General Spanky” (Our
Gang). Included in the four Roach-produced
and UA-released short features in color is
“Fabulous Joe” (Marie Wilson).

Other Features

Unger also obtained distribution rights to
eight recent feature films produced by Harry
Popkin, including “Champagne for Caesar”
(Ronald Colman), “D.0.A.” (Edmund O'-
Brien) “Impact” (Brian Donlevy)} and “The
Second Woman” (Robert Young).

Atlas Names Rodgers, Kennedy

APPOINTMENTS of Pete Rodgers, director
of sales for Atlas Television Corp., as vice
president of the firm, and of Charles A. Ken-
nedy as western sales manager were announced
last week by Dr. Henry Brown, Atlas president.
Mr. Rodgers, who joined the company in 1951,
will direct midwestern sales, in addition to
other responsibilities. Mr. Kennedy joins Atlas
from his post as president of Telaways Radio
Productions, Los Angeles.

Brenner to NBC Film Div.
As Sales Head in East

ROBERT BRENNER, former radio-TV director
of Lewin, Williams & Saylor, has joined NBC
Film Div. as a sales representative in the
Eastern regional office. He was with Frieden-
berg radio representatives for a year before
joining LW&S in 1949, and before wartime
service in the Air Force he was program di-
rector of WFTC Kinston, N, C,, and commer-
cial and assistant station manager of KTWS
Emporia, Kan.

FiLM

Myerberg Buys Building
In East Side New York

PREDICTION that New York's Lower East
Side will become a center for film production
was voiced last week by Michael Myerberg of
Michael Myerberg Productions Inc., in an-
nouncing that his firm had purchased a seven-
story, 50,000-square foot building in the area
to be used to produce TV films and feature mo-
tion pictures,

Mr. Myerberg said properties on the Lower
East Side are ‘“excellent” for film production
and can be bought at a fraction of the cost of
similar properties in other areas. The building
for Myerberg productions at 216 Second St.
was purchased at an estimated $115,000 from
Huntington Hall Inc. through O’Gara and Co.,
New York realty firm.

Myerberg Productions currently is produc-
ing “Hansel and Gretel,” a full-length color
film scheduled for Christmas release, at its
new location.

Film Sales

KLAS-TV Las Vegas has contracted for tele-
casting rights to 246 films from library of Louls
Weiss & Co., Los Angeles. Deal includes 89
20-minute slapstick comedies, 26 10-minute
comedies, 26 shorts in People and Places, 15
animated cartoons, eight 20-minute westerns,
three 15-episode serials, 26 features and 52 full-
length westerns. KWFT-TV Wichita Falls, Tex.,
and KRTV (TV) Little Rock, Ark., have leased
one year two-run rights to 52 western features
from the distribution firm. WHYN-TV Holyoke,
Mass., has also acquired telecasting rights to 52
western features from Weiss.

KLAC-TV Hollywood has acquired telecasting
rights to Ethel Barrymore Theatre of the Air,
produced by Interstate Television Corp., and
Times Square Playhouse, produced by Ziv TV
Programs Inc., and first released as The Unex-
pected. Herbert Marshall introduces the pro-
grams in the latter series. Both are half-hour
packages.

Production

Robert Lawrence Productions Inc., New York,
is producing series of 15 Sweet Caporal Ciga-
rettes TV film commercials for Cockfield,
Brown & Co. of Canada, to be seen on stations
in Montreal, Ottawa and Toronto.

[ ]

Paul F. Heard Inc., Hollywood, will produce
an as yet untitled series of 13 quarter-hour TV
films featuring Dr. Norman Vincent Peale,
N. Y. clergyman and author. The quarter-hour
series, dramatizing Dr. Peal’s work in religion
and psychology, What's ¥our Trouble, was pro-
duced last year by Mr. Heard in conjunction

with Dr. Peale.
[ ]

Regency Productions, New York, preparing
TV film series depicting life in Paris with
French film star Claude Dauphin doing Eng-
lish narration.

Distribution

WOAI-TV San Antonio has acquired rights to
52 first-run Western features from Louis Welss
& Co. Los Angeles distributor. The rights,
which include 16 film starring Bob Steele
and eight starring Johnny Mack Brown, were
negotiated by Ed Hyman, station film buyer,
and Adrian Weiss, representing the distribu-
tion firm.
[ ]

KONA (TV) Honolulu has acquired three-run
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rights to 52 Western feature films from Louis
Weiss & Co., Los Angeles. Deal was concluded
by Jack Keating, station general manager, and
Adrian Weiss, of the distribution firm.

Atomic Energy Commission has requested per-
mission to use a chapter of Close-Up, TV news
feature distributed by Guild Films Co., in con-
nection with public education for the preven-
tion of radioactive poisoning at Oak Ridge and
other atomic plants. Filmed at Oak Ridge, the
print deals particularly with detection and de-
activation of “hot” clothes and the safeguard-
ing of minor cuts and injuries in a radioactive
area.
'y

Two one-minute films and a 20-second film on
tuberculosis prevention have been distributed
to New York television stations by the Metro-
politan TV Film Council, an organization
representing 25 tuberculosis and health associa-
tions in and around New York. The spot
films were produced for the council by Leo
Trachtenberg.

Random Shots

Production on “a half-dozen properties” is in
preparation by Bing Crosby Enterprises, accord-
ing to Basil Grillo, executive producer, despite
fact no filming is immediately scheduled at Hal
Roach Studios, Culver City.

Contradicting reports that BCE had suspended
preduction indefinitely until return from earlier
product made further filming feasible, Mr.
Grillo stated such series, notably Crown
Theatre, were bringing in a “nice return” from
various markets.

L ]
Vitapix Corp.,, N. Y. and Washington, opens
West Coast offices at 8949 Sunset Blvd.,, Los
Angeles. Telephone js Crestview 1-7191 and
Bradshaw 2-1764,

[ ]
Leo Burnett Co., Chicago, names Phil Davis
Musical Enterprises Inc, to arrange, score and
produce a special musical spot series for Cereal
Institute. :

L ]
California Studios, Hollywood, owned by Gross-
Krasne Inc., has completed an additional $40,-
000 sound stage, bringing the total number to
seven. Now in production at the studios are
CBS-TV Big Town (Gross-Krasne), Superman
(Superman Inc.), Cisco Kid, Favorite Story and
I Led Three Lives (Ziv TV Programs Inc.).
Gross-Krasne plans to start filming the video
version of recently acquired “Lone Wolf”
stories.

®
Association Films Inc., N, Y., is offering to
television stations 20-minute film, “Buttons
Through the Years,” which presents the history
of buttons from early times to the present,

Film People

Buck Houghton, associate producer to Bernard
Tabakin on China Smith, PSI-TV film series,
joins Meridian Pictures Inc., Hollywood, as
story editor on CBS-TV Schlitz Playhouse of

Stars.
[ ]

Milt Watt, assistant publicity director, Republic
Productions Inc., North Hollywood, promoted
to publicity director. He succeeds Mickey
Gross, who assumes management of Western
star Rex Allen.
L ]

Joseph M. Callan, formerly vice president,
Kling Studios, Chicago, becomes president, Ein-
son-Freeman, Chicago, lithographer and win-
dow display manufacturer.
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NARTB MEETS OPEN TODAY
WITH DIST. 17, SEATTLE

NARTB’s annual series of district meetings is scheduled through
Nov. 5. Convening this week are Dist. 17 at Seattle, Dist. 15 at
San Francisco and Dist. 16 at Los Angeles. The series will feature

radio and TV workshop sessions.

ANNUAL series of NARTB district meetings
will open today (Monday} in Seattle, setting
off a nationwide schedule that will wind up
Nov. 4-5 in Boston.

Richard M. Brown, KPOJ Portland, Ore.,
will open the series this morning at the Ben-
jamin Franklin Hotel, Seattle, in his role as
director of NARTB Dist. 17 (Wash,, Ore,
Alaska). Two other meetings are scheduled this
week—Wednesday-Thursday at the Mark Hop-
kins Hotel, San Francisco (Dist. 15, No. Calif.,
Hawaii, Nev.), and Thursday-Friday at the
Statler, Los Angeles (Dist. 16, Ariz., So. Calif.,
Nev.).

William D. Pabst, KFRC San Francisco, is
Dist. 15 director with Albert D. Johnson, KOY
Phoenix, serving as Dist. 16 director.

Second week’s itinerary will include Dist. 14
(Mountain states) at Sun Valley, Idaho, Sept.
20-22; Dist. 10 (Iowa, Mo., Neb.) at Cedar
Rapids, lowa, Sept. 23-24, and Dist. 11 (Minn.,
N D, S. D.} at Minneapolis.

Workshops Featured

Two workshop sessions will be featured in the
1953 series of meetings. On the afternoon of the
opening day delegates will gather behind locked
doors in a hair-letting-down discussion of key
radio problems. A television clinic will be held
the morning of the second day, featuring prob-
lems of small-market TV in discussions led by
a station operator. The schedule has been
juggled for this week’s Los Angeles meeting,
moved forward a day because of Yom Kippur
observance. .

The closed workshops on the first day will
be of the earthy type, going into problems
picked by station members on .the basis of an
NARTB questionnaire. Topics will include
methods of paying salesmen, principles of
profitable radijo station operation, sales prac-
tices, adequate staff and station needs, music
copyrights, lottery laws, developing and con-
trolling personalities, double-billing, cost con-
trol-budgets, collections and news.

NARTB President Harcld E. Fellows, who
will make his annual report to district meet-
ing delegates on the opening morning, will take
part in the workshops as will Robert K. Rich-
ards, administrative vice president, and Rich-
ard P. Doherty, labor relations vice president.

Mr. Richards will address the opening morn-
ing sessions in the first half of the meeting
schedule on principles of profitable radio sta-
tion operation, following with a review of the
industry’s government relations activities. Ralph
W. Hardy, government relations vice president,
will perform this role in thé second half of the
schedule.

W. D. Rogers Jr., KDUB-TV Lubbock,
Tex., a former member of the NARTB Tele-
vision Board, will conduct the TV clinics at
this week's meetings. Vernon A. Nolte, WHIZ-
TV Zanesville, Ohio, will take the second week,
and James H, Moore, WSLS-TV Roanoke, Va.,
will handle the third week.

Bob McAndrews, of KBIG Los Angeles, will
address the opening Iuncheon today on prob-
lems of radio stations competing in TV mar-
kets. President Fellows will speak tomorrow
at a joint luncheon with the Seattle Advertis-

More Date Changes

TWO more changes in NARTB district
meetings were made last week. The
Dist. 14 meeting at Sun Valley, Idaho,
begins a day earlier than previously

- scheduled, and runs through Sept. 22,
The Dist. 7 meeting at Cincinnati also
had a day added—Oct. 1-3 instead of
Oct. 2-3,

ing Club. His topic will be: “They're Not
Identical Twins.”

Mr. Doherty’s portion of the first morning
will cover economic developments in radio dur-
ing the last year followed by a review of radio
employment trends.

The Los Angeles agenda opens Thursday
with Mr. Johnson presiding. Mr. Fellows and
Mr. Richards will follow, and the round table
will be held in the afternoon. Mr. Doherty will
not reach Los Angeles until Friday and he
will be main speaker at the morning session.
The second-morning TV seminar is moved into
the afternoon of the second day.

A feature of this year’s meetings will be an
analysis of radio news and its relation to station
operation. The NARTB Research - Dept., of
which Richard M. Allerton is manager, has
completed tabulation of station questionnaires.

The results of the survey will appear in four
sections. First will be directed to management
and second to news directors. Third section
will cover comments submitted by station man-
agers and news directors. The fourth section
will include conclusions. Mr. Richards will re-
view preliminary conclusions at the district
meetings.

Delegates attending the closed round table
sessions the first day will recejve kits of asso-
ciation material designed to aid them in sta-
tion operations. The kits will include the fol-
lowing: Formula for estimation of media ex-
penditures in an area; formula for self-appraisal
of a manageris competency, radio sales aids,
wage-hour review, hints for staffing -small TV
stations, lottery laws analysis, promotion piece
on blueprint for successful community rela-

‘tions, and summary of results in news survey.

Mr. Fellows js scheduled to give an address,
“Reflections on Looking Into 2 Hotel Mirror,”
in San Francisco.

As usual a number of NARTB associate
members will make the annual “flea circus”
pilgrimage around the district meeting circuit.

Selling Pitch at SCBA Meet

SALESMEN'S rally comprised the monthly
luncheon meeting of the Southern California
Broadcasters Assn., held Thursday at Holly-
wood Roosevelt Hotel and attended by the sales
staffs of 58-member stations. Fall promotion
plans were revealed, as was the SCBA 1953
Radio Presentation. Managing director Norman
Nelson takes the presentation to New York and
other key cities this month.
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Radio-TV Aid to Ad Council
Lauded by Ex-Chmn. Morgens

In his-report for 1952-53, Mr.
Morgens quotes Nielsen fig-
ures showing sponsored net-
work radio programs respon-
sible for three billion home im-
pressions for 18 top-priority
campaigns and 39 others held
by the Council.

RADIO-TV support of The Advertising Coun-
cil’s projects during 1952-53 was lauded last
week in the organization’s ecleventh annual
report, signed by that year’s board chairman,
Howard J. Morgens, vice president in charge
of advertising for Procter & Gamble.

The report quoted A. C. Nielsen Co. figures
showing that sponsored network radio pro-
grams alone were responsible for three billion
home impressions in behalf of 18 top-priority
campaigns and 39 others sponsored by the
Council during the year. Sponsored network
TV programs similarly devoted to 17 major
and 10 other Council drives were credited with
two billion home impressions.

These figures do not include the effect of
local stations’ support of Council projects.

The report pointed out that *“radio stations’
coverage given the Register-and-Vote campaign,
spearheaded by the NARTB, surpassed any
public service drive jn the history of the in-
dustry.”

In television it was noted that TV’s “public
service support jumped more than 100% over
the previous year,” that “coverage was stepped
up' phenomenally- by advertisers. advertising
agencies, networks and stations,” and that
“filmed TV programs began to help—with
promise of even greater expansion of regularly
scheduled TV support.”

Chairman of the Council for 1953-54 is
Philip L. Graham, publisher of The Washing-
ton Post (WTOP-AM-TV Washington, WMBR-
AM-TV Jacksonville, Fla.).
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‘Adams to Address ANA

SHERMAN ADAMS, assistant to President
'Eisenhower, will address the Sept. 23 luncheon
of the Assn. of National Advertisers at th
Drake Hotel, Chicago, final session of the 44th
annual ANA meeting [BeT, Sept. 7). Other
speakers not previously announcd are C. H.
Percy, president, Bell & Howell, who will
discuss the growing importance of films as a
communications tool for American industry,
and John McLaughlin, advertising and sales
promotion manager, Kraft Foods, who will
report on Kraft’s successful merchandising, ad-
vertising and product development techniques.
Mr. Percy and Mr. McLaughlin will both speak
during the Tuesday afternoon session on “Profit-
Producing Advertising Strategies.”

N. Y. AWRT PLANS
FALL SESSIONS

THEME of the fall convention scheduled by
the New York State chapter of American
Women in Radio & Television Sept. 25-27 at
Buffalo’s Hotel Statler will be “What's Ahead
for Me in Radio and Television?”’ according
to Sally Work, women’s programs director,
WBEN Buffalo.

Arrangements will be handled by Jan Gard-
ner Pinter, H. J. Weil Adv., and Mrs. Lawrence
Shank, WEBR Buffalo. A reception on the
evening of Sept. 25 at the home of Mrs, Helen
Neville, WGR Buffalo commentator, will open
the meetings.

A Sept. 26 panel will feature: Ann Rogers,
WHAM-AM-TV Rochester; Mrs. Neville; Bar-
bara Hall, Rural Radio Network, Ithaca; Mary
Louise Brady, WEBR; Dorothy Kaszubiak,
WBEN-TV Buffalo; Jane Barton, Dept. of
Commerce, Albany; Mrs. Pinter, Marion Rob-
erts, WBEN-TV, and moderator-speaker, W.
Robert Rich, WBEN program director.

Luncheon speakers Sept. 26 will be Ann
Howard Bailey, BBDO, and Pauline Frederick,
NBC news commentator. That afternoon the
AWRT members will take a scenic tour. A
second tour will be made Sept. 27.

Industry Group Seeks
Census Funds Restoration

-A-GROUP of some 50 market researchers rep-

resenting advertising, publishing and manufac-
turing ‘laid preliminary plans Thursday for the
formation of a Coordinating Council on Eco-
nomic Information [BeT, Sept. 7).

The council’s aim is to persuade Congress
to vote funds to restore the quinquennial busi-
ness census which was to have been taken this
year but was killed by a Congress cut of the
$11.6 million in funds to pay for it.

New group came into being at a luncheon
meeting in New York, called jointly by Otis
T. Wingo, research director, Research Co. of
America;, Dr. Vergil Reed, vice president and
director of research, J. Walter Thompson Co.,
and Prof. Neil-H..Borden of Harvard Graduate
Business School,- who js national president of
American Marketing Assn.

NARTB PROMOTES ELDER, RILEY

OSCAR ELDER, manager of publicity for
NARTB, has been named assistant to the vice
presitfent in charge of government relations,
Ralph W. Hardy, NARTB President Harold E.
Fellows announced last week.

Fran Riley, NARTB editor of publications,
takes over Mr. Elder’s duties in publicity. She
becomes manager of information, a new posi-
tion encompassing both publications and pub-
licity responsibilities of NARTB, Mr. Fellows
said.

Joining NARTB as assistant manager of
information is Sally Ball Kean, who formerly
served with WOL Washington, WGAY Silver
Spring, Md., and more recently on the public
relations staff of the D. C. Chapter of the
American Red Cross.

Elder, Riley Backgrounds

Mr. Elder has been with NARTB since
October 1950 and is a former sports publicist
and newspaperman on Washington, D. C., and
Florida dailies.

Miss Riley, who has served with NARTB
since July 1952, formerly was promotion and
publicity director for an independent packager

of radio’and TV programs, and before that
did public relations work in New York City
and Indiana and was women’s director for
WBIW Bedford, Ind.

Mrs. Kean, a native of Des Moines and a
resident of Washington, D. C., for the past

Miss Riley

Mr, Elder

eight years, is a graduate of William Woods
College, Fulton, Mo., and of the U. of Missouri
School of Journalism. She is the widow of
the late Lt. Cmdr. N. R. Kean, USN.
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W. VA. STATIONS
HOLD FALL MEET

Paul Schlesinger of Tatham-
Laird says there is the practical
approach which must be con-
sidered in the relationship be-
tween radio and TV stations
and agencies,

THE ideal and the practical approach to radio
and television between stations and agencies
was described for members of the West Vir-
ginia Broadcasters Assn. at its fall meeting
Sept. 5-6 at the Greenbrier in White Sulphur
Springs.

Paul Schlesinger, radio-TV manager, Tatham-
Laird Agency, Chicago, dismissed the ideal
approach—by which sales results could be pre-
determined from unvarying values affecting
slation circulation and program popularity—as
out of the question.

The practical approach, Mr. Schlesinger said,
involved these elements: Public acceptance of
a station and its personalities, public gratitude
for the service it renders, ratings, costs and
merchandising assistance.

Must Give Facts

Mr. Schlesinger said stations and representa-
tives must give agencies facts about their par-
ticular markets that are not available elsewhere;
must know the advertiser and his selling prob-
lems; must make a concrete proposal for
merchandising help by the station and add
needed improvements during the period of con-
tract, and must advise the advertiser what his
competition is doing in the market.

He predicted the future for radio lies in
local news, sports and music, which “continue
to thrive” in the face of TV competition.

The West Virginia broadcasters heard a talk
on “Property Rights in Program Content” by
Robert J. Burton, BMI vice president. He said
broadcasters, advertisers, agencies, producers
and others who have a stake in the ownership
of program ideas, formats and titles have no
protection under copyright law. Therefore, they
must look to the laws affecting unfair com-
petition and implied contracts, he said.

To protect a program idea, one must de-
termine its ownership, facts about its use and
its user and whether the idea is original enough
to create a property right, said Mr. Burton,

Other speakers included Thomas F, Flanagan.
managing director of Station Representatives
Assn,, who described the “Crusade for Spot
Radio”; Don Whitehead of AP in Washington,
D. C., who talked on coverage of the Korean
War; Arthur C. Schofield, promotion director,
Storer Broadcasting Co.; Robert K. Richards,
NARTB administrative vice president, and
George Clinton, WPAR Parkersburg, NARTB
Dist. 3 director.

Officiating at’ the West Virginia meeting were
Alice Shein, WBTH Williamson, WVBA presi-
dent; Paul A. Myers, WWVA Wheeling, vice
president, and John S. Phillips, WHTN Hunt-
ington, secretary-treasurer.,

Other events on the two-day schedule in-
cluded a ladies’ reception, cocktail party,
dinner dances on both days and the President’s
Cup golf tournament, with George Gray,
WKNA Charleston, as chairman,

Winner of the President’s Cup was Andy
Hoffman, WWVA Wheeling, who was low
gross scorer. Some 45 broadcasters and guests
played in the tournament.
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SIX of the 75 West Virginia Broadcasters Assn. members on hand for annual convention

are seated around this table at the Greenbrier, White Sulphur Springs.

The meeting was

held Sept. 5-6. Counterclockwise from left are John H, Taylor and Leonard Zinck, WMOD

Moundsville; €, T. Garten, WSAZ Huntington; Andrew Yickers, WMON Montgomery;

Robert R. Thomas Jr., WOAY Qak Hill, and Harry G. Bright, Sesac field representative
for the state.

FCBA Outing Oct. 17

ANNUAL outing of the Federal Com-
munications Bar Assn. will be held Sat-
urday, Oct. 17, at Twin Oaks, near Vien-
na, Va.,, the estate of Horace Lohnes,
it was announced last week by FCBA
President Fred Albertson. The outing
is for FCBA members and their guests.
This year, however, the FCC Commis-
sioners and Commission personnel who
normally would be invited by individual
law firms and attorneys will be guests of
FCBA itself.

Meyers to Address
Arkansas Broadcasters

ARKANSAS Broadcasters Assn., which meets
today (Monday) in Little Rock with an expec-
ted attendance of 90 persons, is scheduled to
be addressed at its morning session by Howard
Meyers, vice presi-
dent-western sales
manager of the O.
L. Taylor Co., ac-
cording to W. V.,
Hutt, KLRA Little
Rock, ABA presi-
dent.

Mr. Meyers will
speak to an ABA
sales clinic on “Ra-
dio—Phrase III” at
the Hotel Marion
sessions. He also
will speak to Little
Rock’s Sales Execu-
tive Club.

Other speakers for the ABA meeting: Lu-
cille Simmons, timebuyer, Lake-Spiro-Shurman
Inc.,, Memphis, and Phillip G. Back, local
agency executive, Kerman F. Tracy, KLRA
chief engineer, and Kermit Richardson, KGHI
Little Rock assistant manager, will head the en-
gineering conference, at which speakers will be
Ernest C. Thelemann, central supervisor,
Conelrad, Kansas City; Arthur D. Evans, chief
engineer, Texas Instruments Inc., Dallas, and
S. H. Van Wambeck, chief engineer, Hammar-
Iund Mfg. Co., New York. ~

Mr. Meyers

Recording Standard Changes
Sent Out by NARTB's Walker

CHANGES in the NARTB Recording & Re-
producing Standards, used throughout the world
as the foundation for recording techniques and
equipment, were $ent out last week by A. Prose
Walker, NARTB Enginecering Dept. manager.

The new provisions were approved last June
by the NARTB board after having been re-
viewed and approved April 28 by the NARTB
Recording & Reproducting Standards Commit-
tee, which met during the industry convention
in Los Angeles [BeT, May 4].

Principal changes and additions center
around disc and magnetic tape specifications.
The disc changes are expected to bring im-
proved transcriptions and greater freedom of
domestic and international exchange. Other
standards deal with fine-groove transcriptions
and records, and 45 rpm records used for
broadcasting.

New magnetic tape language provides for
tape moving at 15 inches per second a 50
microsecond pre-emphasis at high frequences.
This will permit wider exchange of tapes be-
tween machines of all manufacturers with no
degradation in reproduction quality, it was
stated. Other provisions cover signal-to-noise
level, standard reference level and methods of
winding tape on reels.

The new standards are included in a supple-
ment to the NARTB (NAB) Engineering Hand-
book. Original standards were adopted in 1942
after long study. They are credited with bring-
ing about uniformity in recording techniques
and equipment.

Russell Heads TV Clinics

JAMES D. RUSSELL, KVOR-KKTIV (TV)
Colorado Springs, will direct television clinics
at three NARTB district meetings to be held in
October. These include District 5 at Atlanta
Oct. 19-20; District 4 at Asheville, N. C., Oct.
21-22, and District 3 at Philadelphia, Oct. 23-
24, In addition he will take part in the District
14 meeting at Sun Valley, Idaho, Sept. 22-23
as a member of the panel on small market
TV operations.
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The striking-looking lady above is
clothed in an original by Giovannelli
Sciarra of Rome. Be not amazed if you
soon see similar styles in America.
The creativeness of Italian designers
is exerting a major influence in making
American women the best dressed in
the world.

e

RO et

You might be surprised in how many
different ways the Italian Influence
makes itself felt in present-day America.
You can see it in our cars, our fabrics,
our films, our menus, our industrial
design. It is a pervasive and important
force wherever we seek smarter, more
modern ways to shape our products and
surroundings. :

Fodoik oo

I L

Here in New York, WOV interprets
the Italian Influence to the.great and
prosperous market which understands it
most readily: the more-than-two-million
Americans of Italian origin to whom WQV
devotes its remarkable Italian-language

rogram service. In our hands, the 3
talian Influence is an instrument of
power wherewith to sell your goods.

b o el

Let us show you how we can put it to

work for you, achieving sales in New
York beyond your hope.

730 FIFTH AVE., NEW YORK 1§ .
ROME STUDIOS: VIA di PORTA PINCIANA 4

Representatives:
John E. Pearson Co.
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for total-U.S. coverage

for better daytime selling

for TV-resistance after -dark

for dominance of Non-TV America
for mass audience, dayl or night
for Campa%gn results, '53 style

for sales“economy, your style

for maximum "f-lexiBiglity

for immediate details
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. 560 stations in the world’s largest network

. a stronger-than-ever lineup of daytime programs

. news, music, drama upgraded at peak evening hours

. a 2-to-] listener preference over any other network

. new ways to win cumulative audience, all week long

. consistent highs in homes-per-dollar performance

. consistent Jows in actual time-and-talent cost

. network radio geared to your needs today

. LOngacre 4-8000 in New York and

VT

|
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"WHitehall 4-5060 in Chicago

el Brondernsting Systeamn
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AFA Advances 5-Point
‘Know Advertising’ Campaign

A FIVE-POINT program designed to foster
better public understanding of advertising and
to improve standards of good taste and believe-
ability in advertising was recommended last
week by the Advertising Federation of America
to its 1,200 affiliated clubs throughout the
country.

The first project advanced for the year was
the renewal of the campaign for a “better
understanding of advertising” which will be
launchd by AFA on or about Oct. 15. It was
pointed out that for the first time, television

TRADE ASSNS.

material will be included among advertisements
and scripts prepared for the campaign.

Other recommendations of the AFA included
plans for joint promotion of National Adver-
tising Week on February 14-20, 1954, with the
Advertising Assn. of the West; a national high
school essay contest on advertising; a con-
tinuing campaign for advertising integrity which
AFA launched last year, and a program of
“continuing vigilance against harmful advertis-
ing legislation or restriction.”

An AFA announcement last week said the
organization is still seeking a symbol-with-
slogan for “integrity in advertising” for which
it offered a $100-prize last year. AFA an-
nounced a new contest to end on May 15 with
a cash prize of $250 for a satisfactory emblem.

On Or

N

cHANNEL 10
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OPERATED SHARE TIME BY

WHEC-TY « WVET-TV

NOVEMBER 1st
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CHANNEL 10, ROCHESTER 4, NEW YORK
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Production Unlimited

CHICAGO is the world’s leading produc-
er of electronics and communications
equipment, according to the Chicago
Assn, of Commerce and Industry. City’s
current output of radio-TV receivers, ra-
dar, phone and other equipment is run-
ning at an annual rate of $750 million,
the association reported.

Conelrad Manual
Issued by NARTB

“CONELRAD SIMPLIFIED," a manual pre-
pared by NARTB for its members in preparation
for the first extensive nationwide tests of the
Conelrad Plan Wednesday, is being distributed
to broadcasters, Harold E. Fellows, NARTB
president, said last week.

Stations which hold National Defense Emer-
gency Authorization have been urged to partici-
pate in the tests by the FCC and the Federal
Civil Defense Administration. Hours, desig-
nated between 1:30-4:40 a.m., have been stag-
gered across the country according to time zone
differentials, Mr. Fellows said. (See story,
page 66).

“Conelrad Simplified"” was prepared under di-
rection of A. Prose Walker, NARTB manager
of engineering. Mr. Walker formerly was
eastern supervisor of Conelrad for the FCC,

Mr. Walker described the role of the broad-
casts, “should our country ever be attacked,”
as “equal to that of the defense arm of the mili-
tary,” and said failure of a single station to
comply with Conelrad rules could “seriously en-
danger our national defense.” He expressed
hope the NARTB manual “will remove am-
biguities and promote better understanding of
the plan.”

SRA Warns Stations
Of 3-Second Commercial

REG ROLLINSON, director of advertiser re-
lations, Station Representatives Assn., warned
stations in a statement last week that “an effort
to short circuit the standardized ‘radio short'
was being made by Donahue & Coe, for its
client, Southland Coffee Co. of Atlanta.”

Agency currently is requesting rates for three-
word announcements ten times per day on a
30-day schedule [B®T, Sept. 7).

“Of course,” Mr. Rollinson said, “no station
interested in good advertising practices will
irritate its audience with this type of commer-
cial. Furthermore, past experience has demon-
strated that even the four-second commercial
is ineffective. Witness the Rinso failure.”

An executive at Donahue & Coe told BeT
that of all the stations asked to take the unusual
three-word commercial, “a little less than half”
accepted the campaign.

Safety Council Meets Oct. 19

ANNUAL convention of the National Safety
Council will be held in Chicago Oct. 19-23, ijt
has been announced. More than 200 sessions
have been scheduled for the convention—
the National Safety Congress and Exposition.
Radio-TV and other media cooperation on
NSC projects are expected to be reviewed.
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To Television and Radio Station Owners and Managers:

please pardon us

if we haven’t called on youn!

/

\

< IR

REPRESENTATIVES

ACLEN Y /|

CORoeRs \

,mf’/f‘/
PRy

Recently a big TV executive walked into our New York affice and
growled, “Every outfit in the business has called an me,

and ramanced me, except H-R. What's the matter, don't yau think
my station is good enough for you?"

After we eased him into the leather upholstered chair and
fed him o cigar, we explained our situation thusly:

Not only does H-R not have any desk-bound brass but also we
don’t have any iraveling ambassadors. Every one of the

mature, successful owner-pariners has a regular list af agencies
and clients on which ta call ... every day ... every week.

We are cammitted to the member stations of our family to give them

this selling service and we're never going to let them down.

Then when we told the big TV exec about a fundamental policy on
which H-R was founded — “We Always Send a Mon to do a
Mon’s Work,” whether it be one of the owner-partners or one of our

high calibre SALESmen, the TV mogul was mallified . . . and pleased.

P.S. He signed with us for representation.

BROADCASTING ® TELECASTING
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RADIO

FRANK HEADLEY, PrN

DWIGHT REED, Vice President
FRANK PELLEGRIN, Vice President
CARLIN FRENCH, Vice President
PAUL WEEKS, Vice President

FFFR 1evision

405 Lexington Avenue, New York 17, N. Y.
Murray Hill 9-2606

35 E. Wacker Drive, Chicago 1, lllinois
RA ndolph 6-6431

And On the Wes!t Coast:

Harold Lindley, Vice President

6253 Hollyweod Blvd., Hollywood 28, Calif.
Granite 1480

James Alspaugh, Manager

155 Montgomery 5t. San Francisco 4, Calif.
Exbrook 2-3407
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TRENDEX ENTERS RADIO RATING FIELD

The marketing research firm
also announces a ‘working
agreement’ with ARB on sales.

ENTRANCE of Trendex into the radio pro-
gram rating field was announced Thursday by
E. G. Hynes Jr., president, who said that in
October his organization will begin the collec-
tion of information on sets-in-use and program
ratings, by quarter-hours, 8 a.m. to 8 p.m., Mon-
day through Friday, in 45 markets. Data, he
said, will be collected by use of the telephone
coincidental method of interviewing.

At the same time, Mr. Hynes and James W.
Seiler, director of the American Research Bu-
reau, Washington, which covers the TV pro-

gram rating field, announced jointly that sales-
men for both organizations will sell each
other's services—although there will be no
“package” discount when both are bought.
Both organizations also will bill separately.
Cities surveyed by Trendex will be divided
into three groups, Mr. Hynes said, with four
reports a year planned for each group. Sched-
ule of field work and publication calls for
field work to be done in October in New York,
Washington, Chicago, Boston, Providence,
Cleveland, Philadelphia, Cincinnati, Columbus,
Detroit, Milwaukee, Baltimore, Dayton, Buffalo
and Atlanta, with reports to be issued Dec. 1.
Field work is scheduled for November in
Indianapolis, Richmond, Kansas City, St. Louis,
Chattanooga, Nashville, Memphis, Akron, New

KING RECORD

KINFOLKS’

-

PRICE.

Page 48 ® September 14, 1953

THE SUN SHINES BRIGHT

KENTUCKIANA’S PERSONALITY STATION

JIMMIE OSBORNE

STAR AND KING OF THE KEN-
TUCKIANA COUNTRY SONG CIRCUIT!
NATIONWIDE MITS, JIMMIE’S RATES ARE STILL

ASK A JOHN BLAIR REPRESENTATIVE FOR THE STORY—

WKLO-LOUISVILLE /joyx

ABC-5,000 Watts

Joe Eaton, General Manager

WITH FIVE

| BLAIR

b & COMPAMY /

Orleans, Birmingham, Toledo, Oklahoma City,
Miami, Jacksonville and Minneapolis-St. Paul,
with reports out Jan. 1.

Group III will get its field work in November,
with reports ready Feb. 1, covering Los An-
geles, Fresno, Louisville, Des Moines, Dallas-
Ft. Worth, Sacramento, San Antonio, Tulsa,
Denver, San Francisco-Oakland, San Diego,
Houston, Salt Lake City, Seattle and Portland,
Ore.

While the ten cities surveyed for the Trendex
reports on comparative popularity of network
TV programs are included in those to be used
for its radio reports, there is no connection
between the two operations, Mr. Hynes said.
The radio and TV surveys in those cities will
be made at different times of the month, he
said, and only questions of radio listening will
be asked by interviewers collecting radio in-
formation.

The joint announcement regarding the “work-
ing agreement” between Trendex and ARB
was designed to set at rest rumors that the two
research organization had merged, Messrs.
Hynes and Seiler said. Trendex will check ra-
dio ratings in 45 cities through the use of tele-
phone ceincidental methed, while ARB reports
on TV program popularity in 60 cities through
the diary method.

‘Lux Theatre’ Tops Nielsen AM

CBS Radio’s Lux Summer Theatre earned top
radio network rating in the National Nielsen
Ratings for the week of Aug. 2-8. Leading pro-
grams were listed as follows:

RHomas
h
Rank Program o(:a:ma)d

EVENING, ONCE-A-WEEK

{Average for All Programs) (1,477}
1 Llux Summer Theatre {(CBS) 2,730
2 Yours Truly, Johnny Dollar (CBS) 2,641
3 Great Gildersleove (NBC) 2,596
4 People Are Funny (CBS) 2,551
5 Best of Groucho (NBC) 2,462
& Mr. and Mrs. North (CBS) 2,372
7 Father Knows Best (NBC) 2,327
8 Arthur Godfrey’s Scauts {CBS) 2,2B3
9 Dr. Christien (CBS) 2,148
10 Meet Millie (CBS) 2,148
EVENING, MULTI-WEEKLY

{Average for All Programs) (985)
1 One Man’s Family (NBC) 2,104
2 News of the World {NBC) 1,835
3 Lowell Thomas (CBS) 1,387
WEEKDAY

{Average far All Programs) (1,387)
1 Arthur Godfrey (Nabisco) (CBS) 2,327
2 Ovur Gal, Sunday (CBS) 2,193
3 Romance of Helen Trent (CBS) 2,192
4 Pepper Young's Family (NBC) 193
5 This |s Nora Drake (Seeman) (CBS) 2,148
6 Ma  Perkins (CBS) 2,148
7 Right To Happiness (NBC) 2,104
8 This Is MNora Drake (Toni) (CBS) 2,059
9  Arthur Godfrey (Pillsbury) (CBS) 2,059
10 Guiding Light (CBS) 2,014
DAY, SUNDAY

{Average for All Programs) (582)
1 World Music Festivals (CBS) 1,387

2 Hour of Decision (ABC) 895
DAY, SATURDAY

{Average far All Programs) (1,164)
1 Stars Over Hollywood (CBS) 2,014
2 Theatre of Today (CBS) 1,969
3 Fun For All 1,566

Capyright 1953 by A. C. Nielsen Company

‘Scouts’ Heads ‘Hooperade’

CBS-TV's Arthur Godfrey's Talent Scouts took
first place in five of the six cities in the “Hoop-
erade of TV Stars” for August, but did not
place in Los Angeles where NBC-TV’s Dragnet
was first, according to C. E. Hooper Inc. Pro-
grams which were ranked in second place in
one or more of the six cities during August
included Racket Squad, What's My Line?, The
Best of Groucho and Dragnet.
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SEVEN HEAVEN

or more things are wrought by prayer

than this world dreams of

Couple of old friends met in a barracks crap
game at the Amarillo Air Force Base. One
prospered mightily, the other couldn’t put
one pass on top of another; when the game
ended, one was loaded, the other broke.
“Tough,” said the winner. ‘“Yeah,” his
friend replied. “Been months since I make
a move. How you do it?”

“Prayer!” was the enthusiastic answer.
The loser took his friend’s advice, attended
chapel regularly, sat in a poker game the
next pay day—and lost his bundle. They met
later. “How you doing?” asked the advocate
of prayer. “I'm nowhere. You gimme a bum
steer.”

“Works fine for me. What you playing?”
“Poker.”

“Where you praying?”

“Post chapel.”

AM: 10,000 watts, 710 kec. TV: Chonnel 4.

BROADCASTING ® TELECASTING

“Oho! That's for dice. For poker you gotta

go to church in town.”
LI I

In this age of specialization it’s good to
know there are two ways to reach the folks
who make Amarillo’s annual per family re-
tail sales the highest in the nation: KGNC
AM and KGNC TV. And you don't have

to pray for an audience.

[ KENTC amrv
] 2 |

Amarillo

NBC and DuMONT AFFILIATE

Represented nationally by the O. L. Taylor Company
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Social nofe: The above formal announcement makes “SUPER- | ;
MARKET” legitimate! (Since "SUPER-MARKET” came = —

along so soon after Fancy Pants and Ironsides were

married...there has been considerable lifting of eyebrows

¥
oTEs

among television research men and time buyers.)

“Sllper-mdrkel"’ is quite a husky lad... stands on his own two
feet and is quite capable of keeping the
neighborhood kids out of his own back yard.

Actually — Super-Market's back yard is just about the purtiest
television package in the West. Starts “"two-whoops-and-a-holler”
south of Denver, covers Eastern Colorado like the dew, and runs a
“fur-piece” on South of Pueblo. Sort of a Pau! Bunyon set-up that
jumps Super-Market's back yard up to 108th position in the nation.

TVchannelii

TV COLORADO, INC.

m“"”ll COLORADO SPRINGS, COLORADO
mm"m Represented by Geo. P. Hollingbery

/l ﬂ 1serving COLORADO SPRINGS, PUEBLO, SOUTHERN COLORADO
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FACTS & FIGURES . . .
TELESTATUS,
Weekly TV Set Summary—=Sept. 14, 1953—TELECASTING SURVEY . FA c I S .
Editer's Note: Set estimotes appecring here are obtained frem jons, which report regularly on speclal, sworn
afidovits. Tetals for statlions In sach city represent sets clalmed within totol ctovernge aress of stations [isted a n
there. Covarage areas may embrace cities other thon those where stations are fisted, ond ne attempt is mode here
to define geogruphical limitations of station coverage or te identify clties within signal reach of stations that caver
more than one city. Stations ore listed in cities where they are licensed. Where coveroge arsas of stations in
different cities everlap, se? counts moy be partially deplicated. [f set estl differ g stations in same
city, seporate figures are shown for each, Tetal U. S. safs in use, h , Is unduplicatod estimate. .
Sefs In Station Ares Sets In Station Arsa
Ciry Outlets on Alr vhf wht City Outlets on Air vhi uhf
ALABAMA MAINE
Birminghoam  WABT, WBRC-TV 161,000 . Banger WABI-TV 34,000
Moblle waktn 32,360 . Portland wPMT L
Montgomery  WCOV-TV y WAAM "‘v::“‘“‘"’
ARIZONA Boltimore AAM, AL-TV,
Mesa XTYLTV 71,500 ....... WMAR-TV 976 .......
Phoenix KPHO-TV 1,500 ....... MASS ACHUSETTS
Tueson KOPO-TV nm ..., Boston WBZ-TV, wmc-rv 1,078,445 .......
ARKANSAS Springfield WHYN-TV, WWLP  ....... 55,000
Fort Smith KFSA-TV  sieeeie eisesse
Little Rock KRTV 30,000 M MEXiCO
latamoaros
CALIFORNIA (Brownsvlile,
Bakersfield KAFY-TV ... 15,000 Tex.) XELD-TV 3,200 .......
Chica KHSL-TV  Loiaie e Tijvono
Fresno KMJ.TYV .. 40,458 (San Diego,
Los Angeles KECA-TV, KHJ-TV, Calif.) XETV 21,920 ...,
KlAC-TV KNBH, KTI.A
KNXT, KYTV 1,632,010 ....... MICHIGAN
KETH vesies.  seeises | Ann Arbor  WPAG-TV e 9,200
Son Diege  KFMB-TV 184,700 ....... Battle Cresk WBKZ-TV . 55,924
Son Francises KGO-TV, KPIX, Detrolt WIBK.TV, WWJ-TV,
KRON-TV 710,000 ....... WXYZ-TV 1,001,000 ......
San Lubs Grand Rapids WOOD-TV 256,874 .......
Oblspe KVEC-TV 0000000  0000COC Kalamazee WKZO-TV 61 o
Santa Lansing WIIM-TV 227,600 .......
Barbara KEYT 37,332 ....... | Sogimow WKNX-TV v 35,700
Colorad COLORADO N MINNESOTA
olorado ustin KMMT
Springs KKTV 30,253 ....... | Duluth WETV _'"f’_"if? "3'1',566 .
Denver KBTV, KFEL-TV 158,350 ....... Minnsapolis  WCCO.TV, WTCN-TV 294,300 . ......
Pueble KCSI-TV 30,000 ....... St. Paul KSTP-TV, WMIN-TV 394,300 .......
KDZA-TV 35000 ....... Rochester KROC-TV , U
CONNECTICUT
MISSISSIPPY
Bridgeport WICC-TV B0O0000 12,149 .
New Beitain WKNB-TV  oooiiis yalpso | Jacksen 90ag 2,667 WTVJ hands
New Havem WNHC-TV 635190 ..... . MISSOURI You this
DELAWARE Kansas City WDAF-TV, KMBC-TV, . market on
Wilmington WDEL-TV 14,3 ....... chlﬂ-‘fv 305,253 . ot is ' a tray
DISTRICT OF COLUMBIA st Louls KSD-TV 526,000 e
WTVI (Ses Belleville, IIi.)
Waskington v, WG 467000 ....... | Seringfeld  KTTS-TV 8817 .......
FLORIDA KOPR-1V, ] X NTAV . -
Ft. Louderdale WFTL-TV ~ ....... teeiess | Dutte KXLRTV ... . .
m:hﬁnvllh Wﬂ?}t—w NEBRASKA ]22,679 New
Lincoln KFOR-TV, KOLN-TV 0,000 ....... H H
B e urg WEUNTY Omoha KMTV, WOW-TV 194604 L0100 . Dwelling Units
GEORGIA NEVADA have been built
Atlanta WAGA-TV WSB-TV, los Vegos KLAS-TV Lo e . . H
WLW 330,000 ....... in Greater Miami
Macon WETV L. ,500 NEW JERSEY .
Rome WROM-TV 75800 ....... Atlantic City WFPG-TV ... 13,635 since 1945.
HAWALI Newaoi WATY 3,520,000 .......
Honolule KGMB-TV, KONA 25000 ....... NEW MEXI1CO
IDAHO ::buqlﬁorquo zsovnfsn{v 30394 ,...... . The greut SOUfh
Bolse KIDO-TV 00000CG  CEOD000 swel ! J000 ....... .
ILLINOIS NEW YORK Florida Market
Bellevills wWIvVE 100.000 | Binghamten  WNBF-TV 149,909 ... i
S WWGN-TV, WhE 1,575,000 Buffale L ERES)  opnoags now includes
TV, 575,000 ....... WBUF-TV E
Decatur WTVP . Elmiro wrve Ut $ a0 825,000 permanent
Psoria WEEK-TV New Yerk WABC-TV, WABD, ] .
Quiney WGEMTV WCBS_TV, WNET, year 'round residents.
Rockford wWIvo . WOR-TV. WPIX 3
Rock Island  WHBF-TV 215,000 Rochester WHAM-TV
INDIANA gdloncdcdv w;g-'a WSYRTV
Bloomington WTTV 240000 ....... yracuss b -
Indionapolls  WFBM-TV 382,000 ...... Uiics WKLY
k;h'l'm wr:éﬂ}‘l",\f 000000 22.238 NORTH CAROLINA
e 2  ©oondog i Ashevifle WISE-TV 000000 0GEQOOG
Seuth Bend WSBT-TV  .o.esen 67,972 Chariotte WBTV 0546 ool
lowa Greenshore ~ WFMY-TV 177,427 .00
Ames wgérrvc 1242,3%: ....... Ralelgh WNAO-TV 16,400
Davenport o 13, 0000000
Sioux City  KVTV 56896 ,...... . WDA:"::T“ DAKOTA
arge TV liiie eseaeas
KANSAS Minot KCIB-TV To04 il
Hutchinsen KTVH 45440 ..,.....
Wichita KEDD = ceieeer veeeeee OHIO
KENTUCKY A‘kton WéKg-TV oy, 9 ae90 26121
Loulsville WAVE-TV 288998 ....... CC] m‘:n-rv, WKRC-TV, 435,000 .
WHAS-TV 205544 ....... gg.',,u.g:,.d wszx:ss_ “\;Vhw&évxﬂ 787,389 ....... Naw under construction —
-1 us ] + —
LOUISIANA m WTIVN 206,950 ..... 1000 f1. antenna 100,000 wotts
Baton Rovge WAFB-TV = .,,.... 28,600 Dayton WHIO-TY, WLWD 978,000 .....
Monroe KFAZ-TV ....... 9,800 Lima WLOK-TV ..., 12,497
New Orieans WDSU-TV 200,400 0QQoao Toledo WSPD-TV 228,000 .......
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o] JACKSON'S
s _'::"

{MISSISSIPPI)

E o

1s'VHE

’TELEVISION STATION
N rpy
—WSLI-TV
® 214,000 watts ERP
® 700-foot tower

@ Modern studios
® Experienced staff

MISSISSIPPI'S WEALTHIESTII'MARKET

Weed Television — National Representative

WSYR-TV

Syracuse, N.Y.

Channel 3
100 kw

The Only Low-Band
V.H.F. Station in
Central New York

Headley-Reed
National Representatives

NBC Affiliate

WSYR-TV
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Sets in Station Area
ht uh

Clty Outlets on Air vi ¢
Youngstewn  WFMI-TV, WKBN-TV ....... 71,928
Zonasville WHIZ-TV . ... 8,905
OKLAHOMA
Lawton KSWO-TV 30,587 .... ..
Okla. City WKY-TV 221,408 .......
Tulsa KOtV 145,600
OREGON
Madford KBES-TV ... e 0000
Portland KPTW L 106,806
PENNSYLVANIA
Altoona WFBG-TV 346,462 .......
Bethlehem WLEV-TY ... 31,636
Easton WGLY il e
Erle wicy 197,000 .......
Harrisburg WHP-TV, WTPA = ....... 66,400
Johnstown WIAC-TV 675020 .......
Lancaster WGAL-TV 233,526 .......
New Costle WKST-TV ..., 44,943
Phliadelphla WCAU-TV, WFIL-TV,
WPTZ 1,267,186 .,.....
Plttsburgh wDTV 683,000 .......
WENS, WKJF-TV @ ....... 100,000
Reading WEED-TY ..., s eeneres
WHUM-TV ..., 127,350
Seranten WGBI-TV, WIVU  ....... 50,000
Wiltkes-Barre WBRE-TV  ....... 100,424
York WSBaA-TV ... 65,100
RHODE ISLAND
Providence WIAR-TV 1,043,320 .......
SOUTH CAROLINA
Chorleston wCesc.Tv 25000 .......
Columbla WCOS-TV, WNOK-TV  ..... 24,825
Graenville wevk L. 28,183
SOUTH DAKOTA
Sioux Falls KELO-TV 35360 .......
TENNESSEE
Memphls WMCT 218,200 .......
Nashvills WSM-TV 122,657 .......
TEXAS
Abilene KRBC-TV 6154 .,.....
Amarille KFDA-TV, KGNC-TV 29951 ... ...,

Sots In Station Area
vhi uhf

City Outlets on Alr
Austin KTBC-TV 43,709 .......
Dallas KRLD-TV, WFAA-TV 295000 .......
El Pase KROD-TV, KTSM-TV 2799 .......
Ft. Worth WBAP-TV 272,483 .. .....
Galvetton KGUL-TV 235000 .......
Houston KPRC-TV, KUHY 265000 .......
Lubbeck KCBD-TY, KDUB-TV 31,054, .......
Son Angsle  KTXL.TV 6,000 .......
San Antonlo  KEYL, , WOALTV 153,975 .......
Texorkona KCMC-TV 12,337  .......
Tyler [d328  Goooocoo  ooooooo
Wichita Falla KFDX-TV, KWFT-TV 39,500 .......
UTAH
Sclt Loke KDYL-TV - - : 127,200 .......
City KSL-TV 131,200 .......
VIRGINIA
Lynchburg WLVA-TV 73154 .......
Norfolk WTAR-TV 195290 .a.....
Richmond WIVR 174,182 .......
Roancke WSLS-TV 91,600 .......
WASHINGTON
Bellingham KvVOS-Tv 25000 .......
Seattle KING-TV 275,600 .......
Spokane KHQ-TV, KXLY-TV 38923 .......
Tacoma KMO-TY, KINT.TV 21,112 .......
Yakima KIMA-TY .. 2,300
WEST VIRGINIA
Huntington WSAZ-TV
WISCONSIN 2 s
Gresn Bay  WBAY-TV 64,09 .......
Madison wKow.tv ..., 0 ©000000C
wMry. 0 ... 10,000
Milwavkes WIMLTV M7432 ,..0...
Oshkosh WOSH-TV sesenas 4,000

Total Stations on Air 233*
Total Cities with Stations on Air 164*
Tatal Sets in Use 26,936,687

* Includes XELD-TV Matomores and XETV Tijuana, Mex-

[ ico, and educational stations KETH Los Angeles and

KUHT Houston.

C & W’s VIDEOTOWN SURVEY CONFIRMS:
TV STABILIZED IN MULTI-STATION AREAS

Sixth annual survey conducted in Videotown, actually New Bruns-
wick, N. J., shows that television has a fixed part in the daily life.

TELEVISION has become a fixed part of the
daily lives of the inhabitants of Videotown,
Cunningham & Walsh reports in its sixth annual
survey of this community, identified last year
as New Brunswick, N. I., a self-contained com-
munity 40 miles from New York and with good
reception from that city’s TV stations.

“The 1953 survey substantiates the forecast
made last year that TV has matured into a
stabilized pattern in Videotown and other mul-
tiple-station areas,” G. W. Tasker, C & W vice
president in charge of research, said in announc-
ing the results of this survey. “Set ownership
continues to advance toward the ‘every home’
goal—62% ownership in 1952, 71% now.”

Highlights of the findings of the 1953 study,
limited to weekdays, include:

More than nine out of ten sets are used every
evening, Monday through Friday, a slight in-
crease over the 1952 figure of 86%. Average
evening use is down slightly, with sets tuned
in 4% hours, compared with 4%2 hours a year
ago.

This year, 73% of the people in TV homes
watch TV in the evening, up from 70% last
year. For the five evenings, Monday through
Friday, total viewing time for all members of
the family has risen a half-hour, from 113

hours in 1952 to 12 hours this year. During
the 4% hours the set is on during the average
evening, individual members of the family come
and go, with the average individual viewing
time about 3%4 hours. Mother watches TV the
most, followed by teen-agers, younger children
and father, in that order. But, reports C & W,
when dad does watch TV, the man of the house
watches for a longer time than other members
of the family.

Average evening time, when watching, is 3.64
hours for father, 3.56 hours for mother, 3.08
hours for teen-agers, 2.28 hours for younger
children (more likely to be sent to bed earlier).

In contrast to the pretty well stabilized
evening viewing situation, daytime viewing is
still growing, Morning viewing in all TV
homes rose from 1% in 1952 to 8% this year,
with afternoon viewing apparently leveled off
at 14%, .

Morning radio listening increased again this
year, as last. An average weekday morning
finds 42% of women listening to radio—an
increase of 27% over last year's morning
listeners. Afternoon radio listening declined
slightly and evening stayed about even with
that of 1952. o
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Like, for instance, describing what it takes for really
effective representation of outstanding television stations.

Foremost, such representation must be exclusively TV—
with all the effort, all the interest devoted uncompro-
misingly to that medium. But quality television
representation demands, too, a type of aggressive selling
built upon long, sound experience in all advertising,
and combined with deep insight of station operation.

Anyone who knows advertising, and also appreciates the
gigantic impact of the television medium, realizes that TV
is far too important to be merely one of two .. . or even
three . .. masters served by a single representative.

Stations of the caliber that have selected Harrington,
Righter & Parsons, Inc., demand quality representation
devoted exclusively to television. Ask any one

of them how wise this choice has proven to be.

Harrington, Righter and Parsons,Inc. | 74 satinor
WBEN-TV Buffalo

N, 62; .Ybf N W45 MY-TV Greensbero
‘0 N WDAF-TV Kansas City

San Francisco
WHAS-TV Louisville
No newspapers, no radio—television only. § wTMI-TV Mitwankee
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WBS Western Business
Reported on the Rise

UPSWING in the amount of new business
and number of remewals by radio stations in
the West for World Broadcasting System sales
and program service
was reported last
week by JTames
Weathers, western
division sales mana-
ger of World Broad-
casting System Inc.

He listed among
new subscribers sta-
tions located in Hon-
olulu and Seattle and
in San Francisco,
San Fernando, Cres-
cent City and Atlas,
Calif. Renewals were
said to include sta-
tions in Pasadena, Salinas and Eureka, Calif.,
and Grant's Pass, Ore.

Mr. Weathers, who recently was named
World’s western division sales manager, has
been with the company since 1951. Before
joining World, he was sales manager of WNEX
Macon, Ga. A native of Alabama, Mr.
Weathers began his radio career in 1938 and
served various stations as anpouncer, news
director, program director and sales manager.

During World War II, he was in the U. S,
Air Force, receiving the Legion of Merit for
his part in establishing the Armed Forces Radio
Service in the Panama Canal Zone.

Mr. Weathers

PROGRAM SERVICES

Lovejoy, Watterston Die;
Both Ascap Auditors

TWO ASCAP auditors, Thomas J. Lovejoy and
Charles D. Watterston, died in the early days
of September. Both are well known in broad-
casting circles as they were engaged in visiting
radio and TV stations throughout the country
for periodic audits in connection with the
percentage-of-gross payments made by stations
to ASCAP for the right to use its music on
the air.

Mr. Lovejoy, 52, who had been with ASCAP
for more than 10 years, died Sept. 1 in St.
Joseph's Hospital, Mankato, Minn., following
a cerebral hemorrhage. Funeral was held Sept.
8 in Hartford. He leaves his wife and a son.

Mr. Watterston, 45, with ASCAP for about
four years, died in Miami. Funeral was held
Sept. 11 in Port Washington, N. Y. He is sur-
vived by a wife and two daughters.

Designers Guild Formed

COSTUME Designers’ Guild has been formed
in Hollywood, composed of members drawn
primarily from the motion picture industry, and
intended as a professional rather than a labor
organization, according to George F. Wasson
Jr., the group’s attorney.

Newly elected officers are Leah Rhodes (free
lance), president; Howard Shoup (free lance),
vice president; William Travilla (20th Century-
Fox), treasurer, and Yvonne Wood (free lance),
secretary.

r

To continue paying
high rental for a
transcription library
year after year is just
a heck of a lot of
money down the
overhead drain. Take
a tip from smart,
cost-conscious station
cperators!

Buy the STANDARD
OWN-YOUR-OWN
Transcription Library.
You'll save thousands
of dollars. And the
library is yours for
keeps. You’ll get . ..
5,000 all-time favorite
musical selections by
the most popular
performers in radio .. .
plus 600 useful
program and
commercial aids.
Start cutting music
costs immediately
with STANDARD.
Write for price
information, today.

000000000000 CFRRRRRRROROORORS..

Siop paying

through the nose!

BUY and OWN-YOUR-OWN LIBRARY from

STANDARD

RADIO TRANSCRIPTION
SERVICES, INC.

360 N. Michigan Ave., Chicago 1, lllinois

SOUND EFFECTS, TOO!

The most complete, most useful service in the

® business. Write for catalog today.

WINNING

lyrics in the KMO Tacoma,
Wash., segment of the RCA Thesaurus’ ““So
You Want to Write a Song’’ contest are
looked over by (I to r}) Orchestrc Leader
Sammy Kaye; Robert Sour, BMI assistant

vice president; A, B, Sambrook, manager

of Thesourus, and (at the piano) Bugs

Bower, who composed music for the con-

test. The Tecoma winner was Miss Maurine

Dodd. The contest is a feature of Thesaurus’
Sammy Kaye Show.

‘Do-It-Yourself’ Demand

ASSERTING that more than 90% of the 500
stations carrying its 13-week series of five-
minute “do-it-yourself” home improvement ra-
dio shows had sold the series locally, Home
Craftsman Magazine, New York, has an-
nounced that a new 13-week series is now
available on a one-station-per-city basis.

Spokesmen say the series is available with-
out charge and that a sample package contain-
ing audition disc, merchandising tips, format
for the entire series, and sample scripts will be
supplied upon request. They said the only adver-
tising on the series is “an offhand suggestion at
the end of some shows” to “pick up a copy of
Home Craftsman.”

Cochran Joins RCA Thesaurus

WALLACE COCHRAN, formerly with Capi-
tol Records and Transcriptions, has been named
southeastern sales representative for RCA’s
Thesaurus, TV films and syndicated programs,
succeeding Henry Gillespie, who has joined
Screen Gems as southeastern sales manager.

‘Farm and Home' Favorites

RCA VICTOR issued a record album
of “Favorites of the National Farm and
Home Hour” coincident with the 25th
anniversary of the NBC agricultural pro-
gram. The selections are those most
often requested by listeners. The pro-
gram celebrated its 25th anniversary with
a special hour-long broadcast Sept. 12
[BeT, Aug. 17]. Guests included Brig.
Gen. David Sarnoff, RCA-NBC board
chairman and Frank Mullen, president of
Vitapix Corp. and former NBC executive
vice president, among others.
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IR

TV AM « FM
NORFOLK
VIRGINIA

proudly announce thetr ajfiliation with

(h)

RADIO AND
TELEVISION
NETWORKS

effective September the nineteenth

This combination of Norfolk's
dominant stations ... WTAR and
WTAR-TV ... with the Nation's
most listened to networks assures our

advertisers greater sales results in

America's Miracle Market.
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FCC APPROVES PLOUGH BUY OF WJID;
13 STATION TRANSFERS GRANTED

Formal transfer of WJID, sold by Marshall Field interests for

$900,000 to Plough Broadcasting
Present station staff will be retain
Krelstein, president of WMPS Inc.

SALE OF WIJD Chicago by the Marshall
Field interests for $900,000 to Plough Broad-
casting Co. was approved by FCC last week.
Plough Broadcasting is a new subsidiary of
Plough Inc., drug manufacturer and parent firm
of WMPS Memphis [B®T, Aug. 10].

In other actions, the Commission also granted
transfers involving KXOB Stockton, Calif.,
KWBC Fort Worth, Tex.;, WNNC Newton,
N. C.; KRPL Moscow, Idaho; WTIX New
Orleans; WCLI Corning, N, Y.; KNEM Nevada,
Mo.; WPEO Peoria, Ill.; WTOB-AM-TV Win-
ston-Salem, N. C.; WFGM Fitchburg, Mass.;
KULA Honoluluy; WISO Ponce, P. R.,, and
WMLS Sylacauga, Ala.

WIID, established in 1934, is a Iimited time
station operating directional with 50 kw on
1160 k¢, the Class I-A clear channel of KSL
Salt Lake City. An independent outlet, WJID
during the past five years has averaged an
annual net profit in excess of $250,000 before
federal taxes.

Transfer Today

Formal transfer of WIID will occur today
(Monday) in Chicago with Marshall Field Jr.
and Carl J. Weitzel representing Field Enter-
prises Inc. Plough will be represented by Abe
Plough, president of Plough Inc.; Harold R.
Krelstein, president of WMPS Inc.; Harry B.
Solmson, vice president, and Charles A.

Co., is set for today (Monday).
ed under direction of Harold R.

Harrelson, secretary-treasurer, both of Plough
Inc.

Mr. Krelstein promptly will assume active
direction of WIJD and said last week he intends
to retain the present WJJD staff.

KWBC Fort Worth was granted assignment
of license from Worth Broadcasting Co. for
$150,000 to Associated Broadcasters Inc., partly
owned by Joe W. Evans, southwest manager of
Free & Peters, station representative,

KXOB Stockton was authorized to transfer
ownership from Clem J. Randeau for $207,000
to Joseph E. Gamble, operator of KCMJ Palm
Springs, Calif., and brother of Theodore R.
Gamble, theatre operator and principal in
KOIN-AM-TV Portland, Ore., KIR-AM-TV
Seattle and KLZ-AM-TV Denver.

Pacific Frontier Broadcasting Co., licensee
of KULA Honolulu, was granted relinquish-
ment of control by American Broadcasting Sta-
tions Inc., 56.67% owner, through sale of part
of its stock to William B. Quarton, E. P.
Franklin and Stanley G. Breyer for $45,000.
American Broadcasting, now 41.11% owner of
KULA, is operator of WMT-AM-TV Cedar
Rapids, Iowa, and permittee for vhf Ch. 4 at
Honolulu.

Mr. Quarton, vice president and general
manager of WMT-AM-TV, acquires 5% hold-
ing in KULA while Mr. Franklin, general
manager and 10% owner of KIBS San Fran-

]
|

. . . a perfect vehicle for your

CBS for CENTRAL OHIO

“He wants WBNS but keeps getting the B.B.C."

Car radios are important in Central Ohio. They add that
big “extra audience” to WBNS, the station that already
has more listeners than all local stations combined! WBINS
carries all 20 top-rated programs —both day and night

selling messages.

ASK
JOHN BLAIR

radio |

COLUMBUS, OHIO

I
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To Use Mexican Clears

ADDITIONAL high power standard sta-
tions in the U. S. territories—to operate
on Mexican Class I-A clear channels—
appeared eventually possible last week
as the FCC announced a notice of pro-
posed rule making to permit the use of
730, 800, 900, 1050, 1220 and 1570 ke
by fulltime, 50 kw Class II stations in
Alaska, Hawaii, Puerto Rico and the
Virgin Islands. Under the 1941 “gentle-
men’s agreement” between the U, S, and
Mexico continuing the effect of the
original North American Regional Broad-
casting Agreement, the U. S. agreed to
assign only 1 kw daytime station on
these channels within the continental
U. 8. The territories were not covered,
an FCC spokesman explained last week,
Mexico is not party to the 1950 NARBA
which is awaiting ratification by the U. S.
Senate.

cisco, acquires 7.5% interest. KIBS is one-third
owner of KULA. Mr. Breyer, KIBS commer-
cial manager, takes 2.5% share in KULA.

The other transfers:

WHNNC Newton. N. C.—Granted assignment of
license from Newton-Conover Bestg. Co. for
$45,000, John C. Greene Jr. and R. H. Whitesides
d/b as Southern Radiocasting Co.

. KRPL Moscow, Idaho—Granted assignment of
license from Interstate Radio Inc. to Roy Ander-
son tr/as Latah County Broadcasters for $47.250.

. WTIX New Orleans—Granted assignment of

license from Royal Bestg. Corp. for $25.000 1o

ISVItld-Contment Bestg., Co. headed by Robert H.
OrZ.

WCLI-AM-FM Corning, N. Y.—Granted assign-
ment of license from Elmira-Corning Bestg. Corp.
to Radio Corning Inc., including G. M. Jenkins,
G. P. Droelle Jr. and assoctates. Consideration
$35.000.
 KNEM Nevada, Mo.—Granted assignment of
license from Cecil W. Roberts for $30.000 to John
Blake, E. William George and Galen O. Gilbert
d/b as Radioc KNEM.

WPEQ Peoria. Ill.—Granted transfer of control
of WPEO Inc. licensee, from TV Radio Peoria
Inc. for $55,000 to Errett G. Zendt, Frederick C.
Vicic, Richard A, Herm, W. Dale Livingston, Da-
vid L. Livingston and John R. Livingston.

WTOB-AM-TV Winston-Salem, N. C.—Granted
relinquishment of positive control of Winston-
Salem Bcst&’. Co.. AM licensee and TV %ermittee.
by James W. Coan, John G. Johnson. Robert V.
Brawley and Archibald Craige, through calling
of stock options held by present stockholders
and others. The Coan group, formerly 100% own-
ers, now holds total of 44%. Other 56% is now
owned by Jonas S. Rice, Earl F. Slick, Thomas
B. Rice and Albert L. Butler Jr. Winston-Salem
Bcestg. also holds 50% of WCIG-TV Durham.

WFGM Fitchburg, Mass—Granted relinquish-
ment of -positive control of licensee, Wachusett
Bestg. Corp.. by Ansel E. Gridle% through sale
g?rtsés.zoo of stock to Francis D. Edes and asso-

ates.

WISO Ponce, P. R.—Granted relinquishment of
control of South Puerto Rico Bestg, Corp. by
Jose R. Freyre Montero and Luis E. Freyre Mon-
tero through issuance of new stock to Manuel
Pirallo and associates. Consideration $3,500.

WMLS Ala.—Granted transfer of
control of Marble City Bestg. Co. from Edward J.

Smith and Richard L. Seroggi Curtis O. Li
for $12,500. rogeins to Curtls O. Liles

Sylacauga,

Two Hearings Set

TWO more comparative TV hearings were
ordered by FCC last week to commence in
Washington Oct. 9. The cases involve uhf Ch.
42 for Topeka, Kan., and uhf Ch. 40 for Bing-
hamton, N. Y. Topeka applicants are Alf M.
Landon (WREN) and R. F. Schoonover. Bing-
hamton contestants are Southern Tier Radio
Services Inc. (WINR), Ottaway Stations Inc.
and Binghamton Broadcasters Co. (WKOP).
Comr. Robert T. Bartley dissented because of
FCC’s failure to adjust to the new priority list
[BoT, Aug. 31, 24].
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- LWAUKEE BRAVES

gig Leagye gaseball TY
® MARQUETT E UNI VERSI
Varsity Footbalt UNIVERSITY

MILWAUKEE-Tops In The Nation-WEMP-Tops In Milwaukee

People everywhere are calling Milwaukee America’s “hottest” sports town. And in Milwaukee,
people call WEMP the “Sports Station.”

The reason? It's simple. Milwaukee has known for years that if it's a mojor spart, it’ll be on WEMP
play-by-play with the inimitable Earl Gillespie, WEMP Sports Director, at the mike.

Advertisers, too, like Miller Brewing Co. and Allis-Chalimers, demand WEMP and the fresh vigorous
Gillespie style. These sports broadcasts added to smart round-the-clock music, news and public in-
terest programs make WEMP the top spot* for your Milwauvkee radie dollar. Get details from
Headley-Reed or contact WEMP today.

* On WEMP you can get up to twice the audience per
dollar of any Milwaukee network station. (Based on
latest available Milwoukee Pulse survey and SR & DS

rates).

COMPLETE COVERAGE—ALL
MAJOR MILWAUKEE AND
WISCONSIN SPORTS . ..

AM_F 24 HRS. - MUSIC - NEWS - SPORTS
1340 K. C. - MILWAUKEE
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IS Your
Light Under
a Bushel?

Do your special features, those advantages you have over your com-
petitors. get the attention they deserve with national advertisers . . . or

is your light, like the proverbial candle. hidden from the view of your
prospects?

Each station has these advantages . . . but first. they must be found ...

then aggressively promoted and sold.

Twenty-one vears of experience has developed in the Raymer Company
a program of individualized service which allots every one of our sia-
tions the necessary time and effort 1o uncover these special features. A
high ratic of manpower per station represented permits Raymer men to
present these competitive selling factors consistently and effectively to

the buyers of national advertising.

If you have advantages which are not being developed properly, per-
haps we may be able to bring them to light, Let us show you how Raymer
“Personalized Representation” has been successful for our stations . . .

and can be for you.

PAUL H. RAYMER COMPANY, INC.

RADIO AND TELEVISION STATION REPRESENTATIVES

NEW YORK + CHICAGO +« DETROIT « ATLANTA + SAN FRANCISCO + HOLLYWOOD




GOVERNMENT

FCC GRANTS DENVER CH. 4 TO KOA

Metropolitan TV Co. wins CP on condition NBC ‘interest’ is removed.
Initial decisions are issued for Superior, Wis., and Erie, Pa.

FINAL decision to grant vhf Ch. 4 at Den-
ver to KOA there was issued by FCC last week
as Commission hearing examiners also issued
initial decisions recommending grants for vhf
Ch. 6 at Superior, Wis., and uhf Ch. 35 at Erie,
Pa. FCC issued no non-hearing TV grants.

In the KOA case, the Commission approved
the Ch. 4 grant to Metropolitan TV Co. upon
condition of removal of the interest which NBC
holds in the station because of the $1.25 mil-
lion loan NBC made to Hope Productions Inc.,
50% owner. KOA already has tendered trans-

HALF-BILLION |
DOLLAR MARKET)

over Columbia, South Carolina’s
most powerful station —

NINDIK

COLUMBIA — one of America’s fastest-growing cities!
U. S. Census reports 39.3% increase between 1940 and
1950 — three times the national average.

COLUMBIA — center of thriving 14-county trading area.
Population: 595,700. E.B.l. $578,686,000!*

“SOURCE — Sales Management Survey of Buying Power
May 10, 1953 — covering 14-caunty trading area credited

to Columbia, §.C.

Network Affiliation:

'l~

CBS-TV — DUMONT
{WNOK, WNOK-TV)
{1230 ke. Channel 67)

PALMETTO
RADIO CORPORATION

Studios: 1811 Main Street *+ COLUMBIA, §.C.

fer applications to accomplish this change.

The Commission majority’'s final ruling,
which in effect upholds the hearing examiner’s
initial decision [B®T, June 22), dismissed the
competitive application of KMYR Denver since
KMYR no longer wished to prosecute its bid.
After the initial ruling, KMYR agreed not to
file exceptions and KOA offered to reimburse
KMYR’s expenses in the amount of $125,000
[BeT, Aug. 3].

Comr. Frieda B. Hennock dissented in the
final action, attacking not only the condition of
allowing corporate alteration of KOA so as to
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remove NBC’s interest, but also the reimburse-
ment of KMYR.

The Commission gave special consideration
to the final KOA decision. FCC at one point
stayed the effective date on which the initial
ruling would have become final automatically
in order to allow further study of the case
[BeT, July 27].

Don Searle, executive vice president of
KOA, announced late last week that KOA-TV
should be on the air “by Christmas” using RCA
equipment throughout. Network affiliation will
be with NBC, he said, with Edward Petry & Co.
as national representative.

Hearing Examiner Herbert Sharfman issued
an initial decision' to grant vhf Ch. 6 at Su-
perior, Wis., to Ridson Inc. following dismissal
of the competitive application of Lakehead
Telecasters Inc., -former operator of WREX
Duluth, now deleted. Most of the Lakehead
stockholders have acquired part ownership in
Ridson, licenseedf WDSM Superior. The pro-
posed Ch. 6 Superior outlet would have effec-
tive radiated power of 100 kw with antenna
height 791 ft. above average terrain.

At Erie, Pa., Examiner Annie Neal Huntting
recommended a grant of uhf Ch. 35 to Great
Lakes TV Co., which includes principals in
WERC Erie. The ruling was made possible by
the withdrawal of a competitive application by
Civic TV Inc., whose stockholders include prin-
cipals in WDOK Cleveland [B®T, Aug. 24).

Hennock Dissent

In her dissent in the KOA case, Comr. Hen-

nock stated in part:

There are three objections to the grant that
merit sericus consideration.

1. In the first place, what Metropolitan seems
to have done here is to submit two alternative
proposals, one with the note outstanding and
the other contemplating payment “if the FCC
at any time indicates” that the existing arrange-
ment results in control of Metropolitan by NBC
It is clear that atceptance and consideration by
the Commission of such alternative proposals
would be disruptive of orderly hearing procedure.

2. During the course of the hearin%. stockhold-
ers of Metropolitan testified that if the Commis-
ston should rule that the arrangement set forth
in the various agreements did involve control
of Metropolitan by NBC, then they themselves—
whose freedom from liability was explicitly and
clearly provided for in the documents before
the Commission—would personally pay off the
$1,250,000 and discharge Production’s note. Met-
ropolitan had to resort to this oral assurance by
testimony at the hearing, and not to anything in
its application or.-supporting documents, to estab-
lish that NBC ‘might be removed from control.
Thus Metropolitan's qualifications underwent a
radical change during the course of the hearing;
in effect, its application was then and there
amended by that testimony, in complete defiance
of our Rules and practice, and without even fol-
lowing the procedure required for such amend-
ment.

3. Finally, this case involves what appears to
be, in effect, a change of applicants. The identity
of a corporation for licensing purposes before
the Commission does not consist only of the
corporate name. The Commission has always
sought to identify a corporate licensee or appli-
cant in terms of its controlling interest. In a
very real sense, the relinquishment of control by
NBC is a change.in the applicant’s identity. Thus
it appears that this case involves a substitution
of one applicant for another—a substitution ac-
tually required by the terms of the grant to be
effected after the grant has been made.

In addition to these objections, the reimburse-
ment contract between Metropolitan and KMYR
raises serious questions . . .

The pending KOA transfer bids would result
in dissolution of HOﬁe Productions Inc., 50%
owner, with KOA stock being taken over by Bob
Hope, 85%, owner of the firm bearing his name,
and his associates. The NBC note would be paid
immediately. After reorganization, the Hope
group would own 45% of KOA-AM-TV; the Den-
ver group, headed by Mayor Quigg Newton, also
45%, and Mr. Searle, 10%. The Denver group
also would elect four 0f seven directors.

“"Reimbursement” agreements like the one be-
fore us here are unwholesaome, especially when.
as is the case here, they make payment of the
“expenses” contingent on the Commission's
graznting a permit to the payor. The probability
of being able to negotiate for 'reimbursement of
expense” tends to encourage the filing of frivol-
ous or “strike’' applications. The interest of the
public, in having a grant awarded to the appli-
cant best qualified to serve the public, is ob-
viously not furthered by allowing either party
to a hearing to pay any money to the other party
in return for the latter's promise not to prosecute
his application.
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Sure Hits With Big Mo!

“Penny Wise Show"

" . e I

Kids Kwiz A complete homemaking and cocking show
Simple yet interesting, “’Kids Kwiz” is a Monday through Friday. Conducted by a
children’s show that the kids really : well-known home economist, the “Penny
watch . . . and carefully. Prizes for : Wise Show combines the best attributes of
right answers, fun and entertainment the ordinary cooking show with interesting
galore! Conducted very much like . homemaking suggestions that keep the for-
quiz programs for the older folks, : mat flexible and the content varied. A par-
“Kids Kwiz" is a natural for getting to ticipating show for advertisers concerned
the lollipop set. J with the “in the home’ market.

"U-Bildit Show"
Sure-fire enfertainment results in sure-fire sales!
And, Big Mo has the hits . . . a variety of the Interested not only in selling repair meth-
best in entertainment for everyone! With ABC ods but in selling building products for
and CBS network shows and entertaining local the average homeowner as well? The
programs, KSTM-TV can make your product a |J-Bildit Show,’”” conducted by an expert,

sure-fire hit in the St. Louis market, too! is @ do-it-yourself program on building
items that can be simply and effectively

constructed with ordinary tools in an
ordinary workshop. This show will sell
anything from tacks to tools.

"BIG MO"

H-R TELEVISION INC. NEw YORK « CHICAGO + SAN FRANCISCO o LOS ANGELES

S ST. LOUIS

AFFILIATED WITH AMERICAN BROADCASTING COMPANY AND RADIO STATION KSTL
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STORER'S CH. 10 BID
AT MIAMI OPPOSED

MIAMI BEACH vhf Ch. 10 TV applicant
WKAT petitioned FCC last week to dismiss
the newly refiled competitive bid of Storer
Broadcasting Co. on the ground that the Storer
application violates the Commission’s multiple
ownership rule.

Storer’s newest Miami Ch. 10 application
said the firm would dispose of cne of its five
existing TV stations to meet the requirement of
the rule [BeT, Sept. 7]. Other competitors for
Ch. 10 at Miami include WFEC Miami, L. B.
Wilson Co. (WCKY Cincinnati) and North
Dade Video Inc., comprising 10 local business-
men headed by contractor Angus Graham.

When Storer purchased its fifth TV station,
WBRC-TV Birmingham, it gave up its earlier
Miami Ch. 10 application as well as a bid for
vhf Ch. 9 at Wheeling, W. Va., the channel
subsequently granted to WSTV-TV Steuben-
ville, Ohio. Just before the WBRC-TV acquisi-
tion, FCC had ordered Storer to choose between
its Miami and Wheeling bids because of the
multiple ownership rule.

WKAT's petition contended it is apparent
that the Commission considered dismissals of
the Storer bids at Miami and Wheeling “as
tantamount to dismissals with prejudice under
Rule 1.363 since it undoubtedly would not have
entertained the application for consent to trans-
fer control of WBRC-TV, tendered simultane-
ously with the requests for dismissal, had it had
reason to believe that Storer would thereafter
file anew in Miami, Wheeling-Steubenville or
elsewhere.”

The WKAT pleading argued that “the con-

GOVERNMENT

temptuous and cavalier way in which Storer
seeks to distort the Commission’s processes in
the remote hope that it can withdraw from
some lesser market for Miami is repugnant to
the letter and spirit of Commission rules and
policies. [f this Miami application is accepted
for filing, what assurance does the Commission
have that Storer will not subsequently refile
for the Wheeling-Steubenville area or some
other market where his whim and caprice might
lead him to believe an opportunity existed to
strengthen and enlarge his already considerable
radio and television empire?”

Storer’s TV stations include WIBK-TV De-
troit, WAGA-TV Atlanta, WSPD-TV Toledo,
KEYL (TV) San Antonio and WBRC-TV
Birmingham. The firm also owns companion
radio operations in the same markets, as well
as WGBS Miami and WWVA Wheeling.

Storer Sa_);s_ He'll Fight
Bid to Deny Miami Hearing

GEORGE B. STORER, president, Storer
Broadcasting Co., said Thursday in New York
that he will resist wholeheartedly WKAT’s
attempt to deny a hearing for his bid for a TV
station in Miami. “Our free enterprise system
seeks to guarantee fair competition,” he de-
clared. “We are registering with the FCC our
vigorous objection to WKAT’s action. As
evidence of our determination to bring to
greater Miami and south Florida the best in
TV service, we have offered formally to dis-
pose of one of our successful TV stations in
another city as a condition to serving Florida
viewers. This desire is in line with our previous
substantial capital and payroll investments in
Miami and our current progress in relocating
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our national headquarters there.”

Pointing out that the offer to dispose of one
of its five TV stations, if necessary, is based on
the company’s consistent record of compliance
with “every FCC rule and regulation—written
or implied,” Mr. Storer said, “however, Storer
stations have their roots planted deeply in the
communities they serve; hence, we sincerely
hope the ownership of our present five TV
stations does not mitigate again our Miami
application.”

Mr. Storer said he took particular exception
to that part of the WKAT petition which ques-
tions his company’s concern for the public
welfare of the communities served by its seven
radio and five TV stations. He stated that only
a few months ago the Storer TV stations in
Birmingham (WBRC-TV) and San Antonio
(KEYL) turned over thousands of dollars
worth of equipment to educational interests to
help them get started in TV. “These are not
isolated cases,” he declared.

Even if his best efforts in behalf of his
Miami TV application should fail, Mr. Storer
said he will not leave that city.

ON FTC PROPOSALS

THE FEDERAL Trade Commission last week
announced it would hold a hearing Oct. 8 on
“Proposed Trade Practice Rules for the Radio
and Television Industry,” which would revise
such rules promulgated by the FTC in 1939,

The hearing is set for 10 a.m. EST in Room
332 of the FTC building in Washington, with
interested persons and groups invited to present
views, information, suggestions or objections
concerning the proposed rules.

FTC said the revision proceeding was in-
stituted pursuant to industry applications and
sessions of a general trade practice conference
held in Washington June 21 and Sept. 26-28,
1951, and June 18, 1952.

The proposal sets forth 30 rules (listed as
Group I) which would restrict or prohibit cer-
tain practices in the sale, manufacture or dis-
tribution in commerce of industry products—
radios, TV sets, combinations and parts or
accessories—that the FTC considers unfair or
deceptive under Section 5 of the Federal Trade
Commission Act, as amended.

Scharfeld Criticizes
Commission Practices

CRITICAL analysis of recent FCC practices
and procedures was submitted to the American
Bar Assn. at its Boston meeting last month by
Arthur W. Scharfeld, vice chairman of the
Committee on Communications, Administra-
tive Law Section.

Mr. Scharfeld, a member of the Washington
law firm of Scharfeld, Jones & Baron, raised
questions regarding the Commission’s proce-
dures on (1) mergers and dropouts filed on
Tuesdays permitting Wednesday Commission
approval of merged applicant or remaining
applicant, (2) maintaining sole applicant in
hearing status when competitor withdraws ap-
plication, (3) 30-day advertising proposal, (4)
pre-hearing conferences which give examiners
too much power, (5) extent to which written
testimony is being substituted for oral testi-
mony, (6) varying FCC interpretations of Sec.
309.(c) of the Communications Act {protest
provision) and (7) increasing use of depositions.

Basis of Mr. Scharfeld’s criticism is that the
Commission in its urge to speed up TV process-
ing is giving due process and public interest
short shrift.
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IS THE

LEADER

Whether it’s Hooper, Pulse or
Standard Audit & Measurement
Survey, in the Memphis Market
they ALL give the biggest slice to
WREC-600. Advertisers on WREC
get the “better half” of both the

rural and metropolitan listeners in
this $§2 billion market with a single
schedule. Consult your Katz man
600 today about choice fall and winter
availabilities. You'll be pleasantly
: surprised at the cost, 10% LESS,
per thousand listeners, than in
1946!

MEMPHIS NO. 1 STATION
REPRESENTED BY THE KATZ AGENCY ... Affiliated with CBS Radio—600 KC—5,000 Watts
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6TH UHF URGES
PAY-SEE APPROVAL

A SIXTH uhf permittee Wednesday asked FCC
to institute rule making proceedings toward
adopting subscription TV on a commercial
basis.

Permittee was WOCN (TV) Atlantic City on
uhf Ch. 52 which was granted a CP last
January. Licensee is Matta Enterprises, a
partnership of William G. Matta and G. C.
Matta, who each own one-third interest in
WLOA Braddock, Pa.

WOCN said it fully subscribes to the position
of the initial four uhf grantees who last month
petitioned the FCC for early action on Zenith
Radio Corp.’s petition for commercial authori-
zation of pay-see television. WOCN said, how-
ever, it did not take a position on any particular
box-office TV system.

WOCN also underscored the problem of the
uhf station obtaining network affiliation which,
the station said “seriously” impairs the sta-
tion’s opportunity to compete with existing TV
network affiliated stations.

Under present circumstances, WOCN said,
the availability or non-availability of network
affiliation often represent a “life and death
factor” in the station’s economic ability to exist
and operate.

WOCN predicted an eventuality of “nothing
less than a national tragedy” if neither network
affiliation nor some alternative means is provid-
ed for the uhf station to obtain attractive pro-
gramming and economic support.

Other uhf grantees which petitioned the
FCC for subscription TV are WDHN (TV)
New Brunswick, N. J., WELI-TV New Haven,
WIP-TV Philadelphia, WACH (TV) Newport
News, Va., and Stamford-Norwalk Television
Corp., Stamford, Conn. The stations plan a
meeting on their position this Thursday in
Philadelphia [B®T, Sept. 7. WACH joined
the original four petitioners only a few weeks
ago [B*T, Aug. 31].

FCC Tax Certificate
Granted WBKB (TV) Sale

AMERICAN Broadcasting-Paramount Theatres
has received a tax certificate covering the sale
by subsidiary Balaban & Katz of WBKB (TV)
Chicago {(now WBBM-TV) for $6 million to
CBS, FCC acknowledged last week. The cer-
tificate, once denied up6n an earlier request,
was issued by the Commission concurrent with
its grant of a similar tax certificate to Storer
Broadcasting Co. on 'the, $350,000 sale of
WMMN Fairmont, W. Va., to Peoples Broad-
casting Corp. [CLoSED Cméutr, Sept. 7].

The tax certificates affirm. that the station
sales were necessary and appropriate to meet
the requirements of the Commission’s multiple
ownership and duopoly rules. This enables the
sellers to negotiate with the Internal Revenue
Bureau for certain tax privileges where the
money obtained is reinvested in other related
ventures.

In its Paramount case decision approving
merger of ABC and United Paramount The-
atres, FCC required AB-PT to give up WBKB
(TV) on Ch. 2 (dow "WBBM-TV) 'since it
already owned WENR-TV Ch. 7 (now WBKE).
Storer was required to give up WMMN since
it acquired KABC San Antonio for $700,000
and had its limit of seven AM stations.
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Hyde at UNESCO

FCC Chairman Rosel H. Hyde is to par-
ticipate this Thursday in the national
conference of the U. S. National Com-
mission for UNESCO, titled “America’s
Stake in International Cooperation,” at
Minneapolis. Chairman Hyde will head
a work group on “Television USA—A
New Tool for International Understand-
ing.” Other participants include Ralph
Hardy, NARTB vice president; Richard
Hull, director of Iowa State College’s
WOI-AM-FM-TV Ames; Mrs. A. Scott
Bullitt, operator of KING-AM-TV Seat-
tle, and Ralph Steetle, executive director
of Joint Committee on Educational Tele-
vision. Conference runs Sept. 15-17 at
U. of Minnesota.

CALDWELL RETURNS
CP FOR KCNA-TV

AFTER “careful survey” of the local economic
situation, fiction writer Erskine Caldwell turned
in the construction permit for KCNA-TV
Tucson, Ariz., last week for deletion by FCC.

Eariier, FCC had sent the vhf Ch. 9 station
a McFarland letter advising that its request
for additional time to construct could not
be approved without a hearing [BeT, Aug. 17].

Mr. Caldwell is president and 51% owner of
Catalina Broadcasting Co., licensee of KCNA
and permittee of KCNA-TV. He assumed
control in a transfer approved by FCC only
several weeks earlier [BeT, July 6].

Tucson has one other TV outlet, KVOA-TV
on vhf Ch. 4. KVOA-TV plans Sept. 27
commencement.

Besides deleting KCNA-TV’s permit, the
Commission also has approved deletion of
WLEC-TV Sandusky, Ohio, uhf Ch. 42 outlet,
which gave up its permit because of the un-
availability of network programs and program-
economic factors [BeT, Aug. 24]. Post-thaw
dropouts now total 13 with the deletions of
WLEC-TV and KCNA-TV.

Phenix City, Ala., Protests
FCC TV Grant at Columbus

THE City of Phenix City, Ala., last week peti-
tioned the FCC to set aside its grant of vhf Ch.
4 at Columbus, Ga., to Columbus Broadcasting
Co., a firm representing a merger between J, W.
Woodruff’s WRBL Columbus and the Ledger
and Enguirer there.

Phenix City asked FCC to set the grant aside
on its own motion by Sept. 16. The grant was
made last month [B®T, Aug. 31] contingent
upon the Ledger-Enquirer giving up its WGBA-
AM-FM Columbus after a merger of the
newspaper interests and the WRBL ownership.
Phenix City and Columbus are adjacent cities.

In the Phenix City petition, submitted by its
Washington, D. C., counsel, Leo Resnick, for-
mer FCC hearing examiner, dualifications of
the grantee were questioned. FCC had made
the grant despite protests by Phenix City
officials and Alabama state Rep. J. W, ‘Brassell
of Russell County, Ala. .

The petition charged the grant would give
R. W, Page Co.,, which owns the two news-
papers and 51% of the grantee, control over
both the city’s newspapers, its most powerful
radio station and its only TV station.

PORTER TAKES OATH
FOR DEFENSE POST

WILLIAM A. PORTER, Washington radio
attorney, was sworn in as assistant director of
the Office of Defense Mobilization in charge
of telecommunications last Tuesday by ODM
Director Arthur S. Flemming. Among those
attending the cere-
mony in Mr. Flem-
ming’s office were
Rosel H. Hyde, FCC
chairman; Fred W.
Albertson, Washing-
ton attorney and
president of the Fed-
eral Communica-
tions Bar Assn., and
Mr. Porter’s wife.

Mr. Porter, who is
a member of the
Washington law firm
of Bingham, Collins,
Porter & Kistler,
was named to the telecommunications post in
the Executive Office of the President last month
[BeT, Aug. 24]. He will have the responsibility
of setting policy on the allocations of radio
spectrum to government use. The position has
been vacant since last June when the post of
telecommunications advisor to the President
was abolished. This had been filled by Haraden
Pratt, IT&T executive.

Mr. Porter

Hofheinz Asks Court to Stay
FCC Action in KSOX Case

ROY HOFHEINZ petitioned the U. S. Court of
Appeals last Thursday for a stay order against
FCC’s action placing KSOX Harlingen, Tex.,
back on directional operation daytime on 1530
kc [B®T, Aug. 17]. Meanwhile, FCC post-
poned for 10 days the effectiveness of the order
until the court ¢an act.

Although the Commission had denied an
interference protest by WCKY Cincinnati in
the KSOX case, FCC acted on its own to
withdraw program test authority to the Har-
lingen station pending settlement of the day-
time skywave proceeding. The daytime skywave
case was concurrently severed from the long-
pending clear channel case so that a separate
decision could be rendered.

Mr. Hofheinz, now mayor of Houston, has
sold KSOX to KGBS Harlingen for $225,000,
the transfer being approved by the Commis-
sion the same week it acted on the daytime
directional operation of KSOX. Harbenito
Broadcasting Co., KGBS licensee, proposed to
give up KGBS on 1240 ke with 250 w full time
and switch the KGBS call to its newly acquired
KSOX. Harbenito last week petitioned FCC
to reconsider ijts action on the KSOX daytime
directional operation.

AM Grant fOHIF St. Augustine

NEW AM station at St. Augustine, Fla., was
granted by FCC last week to St. Augustine
Broadcasting Co. on 1420 kc with [ kw day-
time.
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Milwaukee Cy.
$1,142,562,000

Total Retail Sales

Food Sales, S - 271,329,000
Gen. Merchandise Sales 183,161,000
Furn., Hsld.,Radio Sales 59,234,000
Automotive Sales . 192,528,000
Drug Sales 30,138,000

Eff. Buying Income * 1,655,011,000
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\IN THE RICH MILWAUKEE MARKET!
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6 Adjacent
County Area
$444,462,000
112,265,000
26,530,000
21,133,000
72,832,000
10,573,000
661,314,000

Figures—Mil. Assn. of Commerce for 1952
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Primary Affiliate
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And what a market Milwaukee is! Rich today, richer
lomorrow, because Milwaukee is a growing market. Look at the
table below and you'll see that in business as well as
baseball and TV, Milwaukee is strictly big league.

A big league market needs "penetration plus”
coverage if your sales are 1o soar. In Milwaukee your best-buy

seen best for less. And WCAN-TV like the market it serves,
is growing, too. with a larger gudience guaranteed every day.

So get sweeping and penetrating coverage at
budget rates by being seen and sold on wCAN"v

/
,/‘ channel is 25, WEAN'TVWhere your message will be

4
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channel 25 Milwaukee

represented nationally by O. L. Taylor and Co.
Alex Rosenman, New York Business Magr.
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GOVERNMENT

Sen. McCarthy Reported
Planning Weekly TV Show

SEN. JOSEPH R. McCARTHY (R-Wis.) re-
portedly plans to appear regularly on television
beginning next January, coincident with the re-
convening of Congress. No details are given.

Story to this effect appeared in The New York
Times, which asserted that the Senator will be
on a weekly 15-minute “privately sponsored
‘commentary’ in which he will feature attacks
on the Democrais.”

CONELRAD FACES
FIRST FULL TEST

FIRST nation-wide Conelrad test will be held
Wednesday morning with more than 1,200 radio
stations taking part,

Conelrad, a system which permits standard
(AM) radio to remain operating during an
emergency while preventing enemy bombers or
guided missiles from “homing” on broadcast
radiations, went into effect May 15. The broad-
casting industry has provided $2 million of its
own funds to provide facilities for the system.
(Detailed Conelrad data was printed in For
THE RECORD BeT, May 4, 1953},

Cooperating in the test this week are the
Federal Civil Defense Administration, the FCC
and the Air Force. Officials pointed out last
week that the Wednesday test will be of radio
facilities. To aid in reporting on the system’s
effectiveness, the Air Force plans to send B-29
bombers in the air. Test hours will be 1:30 to
4:30 a.m, local time,

According to the Conelrad plar, most radio
stations and all FM and TV outlets go off the
air (this will not happen, of course, during the
test) while citizens receive messages only at the
640 and 1240 kc frequencies.

Effectiveness of the reports to the citizen will
not be cited in this test, it was explained, The
sampling is on the technical, or station end
only.

Stations will be grouped into “clusters.” An
automatic device will switch the broadcast at
intervals from one transmitter to another within
a cluster.

Where clusters are not used, stations will be
part of the so-called “on and off” group, the
station being on the air up to 30 seconds, then
off for a few minutes.

All stations have been supplied with script
kits from civil defense officials. Most stations,
it is expected, will air music and news when
not broadcasting explanations of the test signals.
Broadcasts on the two authorized frequencies
will be continuous but for the listener they may
vary in intensity depending on his distance from
the transmitter in the cluster.

Hyde Answers WBMD

FCC CHAIRMAN Rosel H. Hyde has informed
WBMD Baltimore that the Commission will
examine carefully the feasibility of providing
daytime stations with a more uniform operating
schedule during consideration of the daytime
skywave case, just recently severed from the
clear channel proceeding for separate action
[BeT, Aug. 17). WBMD, assigned 1 kw day
on 750 ke, suggested that FCC allow uniform
year-round programming from 6 am. to 7 p.m.
“or some compromise thereof” [BeT, Sept. 7].
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MILWAUKEE, BUFFALO, QUINCY WIN
TV COMMENCEMENT HONORS FOR WEEK

WCAN-TV begins as Milwaukee’s second station—the third, WOKY-
TV, is set for test tomorrow. WBES-TV Buffalo plans its commercial
start today. WGEM-TV Quincy began interim programming Sept.
4. Wednesday is target date for KOAT-TV Albuquerque.

MILWAUKEE got its second TV last week
when WCAN-TV began transmitting on uhf
Ch. 25 over the Labor Day weekend, City is
due to get its third TV station, and second uhf
outlet, this week when WOKY-TV begins test
transmissions tomorrow (Tuesday), with com-
mercial programming scheduled to begin Sept.

Buffalo TV set owners now are getting a
third signal—from uhf WBES-TV on Ch. 59,
which began operating Sept. 5, with commercial
operation scheduled to commence today (Mon-
day).

And, in Quincy, Ill.,, WGEM-TV put a vhf
Ch. 10 signal on the air Sept. 4.

Albuguerque’'s KOAT-TV is due to begin
operating Sept. 15 with its vhf Ch. 7 signal
powered by 25 kw ERP,

Beginning test pattern operations last week
were KCMO-TV Kansas City, on vhf Ch. 5,
and WMAZ-TV Macon, Ga., on vhf Ch. 13.
Both ‘are due to begin commercial operation
Sept. 27.

New TV stations which began last week or
are due this week are as follows:

WCAN-TV Milwaukee, uhf Ch. 25 (CBS-TV),
represented by O, L. Tayler Co.

WRBES-TV Buffalo, uhf Ch. 59, represented
by the Bolling Co,

WGEM-TV Quincy, Ill,, vhf Ch. 10 (ABC.TV,
NBC-TV).

KOAT-TV Albuquerque, N. M, vhf Ch. 7
(ABC-TV), represented by George P. Holling-
bery Co.

More than 100,000 of the 440,000 TV own-
ers in Milwaukee have converted to the high
band channel, WCAN-TV reported.

Station, the sole CBS outlet in Milwaukee,
planned to carry the first program of the new
CBS-TV sports feature, Peak of Sports, with
Red Barber, set for last Saturday. The sports
announcer, in Milwaukee to cover the Milwau-
kee Braves-Brooklyn Dodgers baseball game
that afternoon, will originate the initial program
from the WCAN-TV studios.

Most powerful uhf station in Western New
York is claim of WBES-TV. Station, radiating
21.4 kw, said that reception has been reported
within 50-mile radius of Buffalo, and as far

Don’t Sell It Short

THERE's nothing wrong with uhf that
won’t be corrected readily, Dr. W. R. G.
Baker, vice president of General Elec-
tric Co., and chairman of National Tele-
vision System Committee, said Tuesday
in a Washington interview (see color com-
ments page 35).

As to receivers, he said, “It's not all
in the sets. Some of it is in transmitters
and in antenna locations, and some in
tuner design, but there's nothing funda-
mentally wrong. In a new field, not
everything works right at first.

“We must recognize the laws of physics
in inherently limiting what uhf will do.
It will do just as good a job of propaga-
tion as vhf, within those limits. However,
uhf is being asked to do more than the
animal was ever meant to do. Even
so, it will do a good job.”

away as Toronto, Ont. Radio-Television Service
Assn. of Western New York has reported that
conversions to uhf are running 1,500 per day,
said Roger Baker, general manager of station,

In the near future, WGEM-TV Quincy, IM.
—which began interim vhf Ch. 10 operation
Sept. 4 [B®T, Sept. 7}—will begin regular com-
mercial programming 5-11 p.m., the station
reported last week, Since two Fridays ago,
WGEM-TV has been broadcasting two hours
a night, from 7 to 9 p.m.

Milwaukee gets its third TV signal—and
second uhf station—Sept, 15 when WOKY-TV
plans to.begin test patterns on uhf Ch, 19, On
Sept. 27, station will commence regular com-
mercial programming. It is affiliated with both
ABC and DuMont,

Transmitter for KFIA (TV) Anchorage,
Alaska, was shippsd out of Long Beach, Calif.,
Sept. 6, and Oct, 15 is target date for Alaska's
first TV, the station reported last week. Due
to arrive in Anchorage are James G. Duncan,
general manager and chief engineer, and Wilbur
R. Williams, operations supervisor for Kiggins
& Rollins, licensee of the Anchorage station
and also of KFIF (TV) Fairbanks, due for
operation next spring. Both stations have CBS
and ABC affiliation. New rate card indicates
station will operate from 5-10 p.m., will charge
$150 for Class A one hour rate, with $30 for
minute spot. Phil Howarth is sales manager,
and Arthur Moore & Son is northwestern sales
representative.

WICS (TV) Springfield, Ill. was due to begin
test patterns late last week. It plans commercial
operation on uhf Ch. 20 about Oct. I, with
four networks and local programming.

Philo T. Farnsworth, pioneer TV scientist,
threw the switch at the Aug. 30 opening of
WPMT (TV) Portland, Me. Also present were
Gov. Burton M. Cross, Rep. Robert Hale
(R-Me.), and Portiand City Manager Roy
Owsley. Picking up network offerings from
Boston-New York radio relay, station is affili-
ated with all four networks, Station claimed
20 hours of commercial networking already
are ordered. It operates seven hours a day, with
test pattern, and then programs from 5 p.m.
to midnight. The local Chamber of Commerce
estimates that 10,000 of Portland’s 12,000 TV
receivers have converted with reception re-
ported as far as Sanford, Me, 40 miles from
the transmitter, WPMT said.

¢ Here are the grantees which contemplate
starting within the next 30 days. The informa-
tion is provided by the station executives, the
national representatives and the networks.

ARIZONA
KVOA-TV Tucson, vhf Ch. 4 (NBC), rep-
resented by Raymer, Sept. 27.

KIVA-TV Yuma, vhf Ch. 11, represented by
W. 8. Grant, Oct. 4.

CALIFORNIA

KERO-TV Bakersfield, vhf Ch. 10 (CBS,
NBC), represented by Avery-Knodel, Sept. 26.

KIEM-TV Eureka, vhf Ch. 3 (ABC-TV, CBS-
TV, DuMont and NBC-TV), represented by
Blair-TV, Sept. 27.

EJEQO (TV) Fresno, uhf Ch. 47 (ABC-TV),
represented by George P. Hollingbery, Qct, 1
(granted STA Aug.'28).

KMBY-TV Monterey, vhf Ch. 8 (CBS-TV
and DuMont), represented by George P. Hol-
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wny “Seoswcee AND YOU'VE SAID WHY WE
- DEPEND ON G-E TUBES!”

Hecording to
ERNEST VORDERMARK “F]RST OFF, we get G-E tubes fast when we need
Chief Engineer them. I don’t have to emphasize how important

WMBR-TY that is—time off the air is money-out-of-pocket for
Jacksonville any station. G-E tube distribution here in Jackson-
Florida ville goes all-out to speed deliveries to WMBR.

“Next, there’s no red tape on tube replacements
and adjustments. We get the kind of cooperation
that eliminates delays and promotes good feeling
between the supplier and ourselves.

“Third, G-E tubes are long-lived, and quality
doesn’t vary. Qur rectifier types average 15,000
hours... how about that! We have a spare GL-5593
phasitron that’s still waiting to be used, because the
General Electric tube with which we went on the
air in 1949 keeps doing its job.

“Put us down as satisfied, all along the line!”

* * *

The same fast and friendly service, the same depend-
able, long-lived tube product, are available to you.
Dial your local G-E tube distributor . . . today! Tube
Dept., General Electric Company, Schenectady 5, N. Y.

® Murals in WMBR's handsome reception room show
busy Jacksonville, center of the station’s TV coverage.
The city's viewers are loyal to the local music, dancing,
and other talent which WMBR-TV features prominently.
Popular network programs also are carried—and the au-
dience has a front seat at all north-Florida events through
mobile-camera pickup. This full-course banquet of tele-
vision fare is served up smoothly by transmission that
owes much of its dependability to General Electric tubes,
according to Chief Engineer Vordermark.

7*‘ 5 7
{_,,,,7;{,"75 :}:"“"vv} 90{4 car put  your cr?ﬁgf/&eéwm e _

2, YEARS OF ELECIIICAL“L

PROGRESS. ‘L

% GENERAL ELECTRIC

161-1C3
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ABOVE BEYOND

B Precision-built by the makers of the
world’s most powerful transmitting
equipment —for the Voice of America
—the GPL-Continental TV Transmitter
offers quality and construction superior
to accepted standards of today.
Exclusive “Frequilock” feature pro-
vides aural-visual frequency control of
4.5 mc * 500 cycles or better, even as
high as 890 mc. No more intercarrier
buzz! In addition to the console unit
there is ample rack space for picture
and waveform monitors. Transmitter
controls may also be operated from
the rack. With simplified power and

control circuits, manual controls are
minimized.

It is designed for compactness and
maximum accessibility. In addition, it
is housed in unit-construction, frame-
less type cabinet in which cabinet
members serve not only as equipment
mounting panels, but also as an effi-
cient duct system through which cool-
ing air is circulated.

This 1 KW transmitter is arranged
for ready expansion to greater output,
or the exciter only may be operated as
a small community station with 250
waltts output,

Write for full details on the GPL-Continental PA-714 1 KW Transmitter

September 14, 1953
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Check these features of the

Maximum accessibility
Simplified power and control cireuits,
Completely air-cooled.

Space-conserving cabinet design —
Transview styling.

May be operated without console —
plenty of rack space (63”) in cen-
trally lecated panel on transmitter for
picture and waveform monitors.

Single output tube operation for each
power amplifier.

(ntinentar 1 KW UHF Transmitier

Built-in VSWR metering — continuous
power measurement.

Exciter is a 250-wait transmitter for
all UHF channels.

Complete flexibility for future power
increase.

Features Continental's new ‘‘Frequi-
lock""—new development in frequency
control provides aural-visual frequen-
cy control of 4.5 mec = 500 cycles or
better, even as high as 890 mc. No
more intercarrier Buzz.

Delivery of immediate orders in De-
cember, 1953.

GPL MEETS EVERY STATION REQUIREMENT WITH
EQUIPMENT OF SUPERIOR QUALITY AND UTILITY

CAMERA CHAINS - Extremely compact, readily portable, built
for combined studio and field use. Choice of major networks for
@ their top live programs. Exclusive remote control features provide
pan, tilt, iris and lens change from 1000 feet away.

PA-100-A TV PROJECTOR —A truly professional 16 mm
projector to meet the continuous-service, minimum mainte-
nance requirements of economical film telecasting. Ruggedly
built, it provides crisp, bright pictures as well as high fidelity
sound. Sound frequency response flat to 7000 cycles. Sound
flutter kept at less than 0.25%. Adjustable tone controls
compensate for poor sound films.

VIDEO RECORDERS - A complete high-quality TV re-
cording System which produces standard 16 mm 24
frames per second film. Images are reproduced in nega-
tive or positive on emulsion 7373 or 7302 or equivalent.

Finest picture resolution, high quality recorded sound.

Export Department:
13 East 40th $t., New York City
Cable oddress: Arlab

s (€11€72] Precision Lahoratory——(pb

I NCORPOTRATED
PLEASANTVILLE NEW YORK

TV Transmitters * TV Camera Chains * TY Film Chains ® TV Field and Studio Equipment * Theatre TV Equipmenit

Coble address: Prelob
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- AND WFDF-FLINT SELLS
THAT GOOD MARKET!

Flint, Michigan, the home of Buick and the site of the principal Chevro-
let ond Fisher Body Plonts, the AC Spark Plug and Ternstedt Divisions, is
the largest General Motors plant city in the world. Flint is a BIG mor-
ket (287,000 population) and its a RICH market ($325,184,000 retail
sales in 1952).* Because of Flint's expanding industrial might (2 new
plants in production this year, 1 scheduled for next yeor) it will con-

tinve to be a Good Market.

To sell YOUR product to this rich growing morket, buy WFDF, FLINT'S
FIRST STATION. To make your sales grow, BUY WFDF, FIRST IN FLINT.

Sales Management ‘'Survey of Buying Pawer” 1953

FLINT, MICHIGAN

Our 31st Year in Flint"’

AFFILIATE

Represented by the KATZ AGENCY
Associated with: WOOD and WOOD-TV Grand Rapids
WFBM and WFBM-TV Indianapolis — WEOA Evansville
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STATIONS

lingbery Co., Sept. 11 (share time with KSBW-
TV Salinas) (granted STA). .

KICU (TV) Salinas, uhf Ch. 28, Fall,

KSBW-TV Salinas, vhf Ch. 8 (CBS-TV and
DuMont), represented by George P. Holling-
bery Co., Sept. 11 (share time with KMBY-TV
Monterey) (granted STA).

KFSD-TV San Diego, vhf Ch. 10 (NBC-TV),
represented by The Katz Agency, Fall.

COLORADO

KRDO-TV Colorado Springs, vhf Ch., 13
(NBC-TV), represented by Joseph Hershey
McGillvra Ine., Sept. 20.

CONNECTICUT

WATR-TV Waterbury, uhf Ch, 53 (ABC-TV
and DuMont), represented by the William G.
Rambeau Co., Sept. 15 (test pattern started
Aug. 8).

. FLORIDA

WIDM (TV) Panama City, vhf Ch. 7 (CBS-
TV), represented by George P. Hollingbery Co.,
September.

WPFA (TV) Pensaccla, ukf Ch. 15, repre-
gented by Adam Young TV Inc., Sept. 27.

WIRK-TV West Palm Beach, uhf Ch. 21,
Sept. 13.

WMAZ-TV Macon, uhf Ch. 13 (CBS, Du-
Mont), represented by the Katz Agency Inc.,
Sept. 27. (Began testing Sept. 18.)

ILLINOIS

WTVH (TV) Peoria, uhf Ch. 19, represented
by Edward Petry & Co. (TV Div.), Sept. 15.

WICS (TV) Springfield, uhf Ch. 20, repre-
sented by Adam Young TV Inec., Oct. I

I0WA
WMT-TV Cedar Rapids, vhf Ch. 2 (CBS),

.represented by The Katz Agency, Sept. 27,

KQTV (TV) Fort Dodge, uhf Ch. 21, repre-

sented by John E. Pearson TV Inc., Oct. 1.
KENTUCEKY

WEKLO-TV Louisville, uhf Ch. 21 (ABC-TV
and DuMont), represented by O. L. Taylor Co.,
September.

LOUISIANA

KTAG (TV) Lake Charles, uhf Ch. 25 (CBS,
ABC, DuMont), represented by Adam Young
TV Ine., Oct. 15.

KNOE-TV Monroe, vhf Ch. 8 (ABC-TV, CBS-
TV and DuMont), represented by H-R Televi-
sion, Sept. 27.

MASSACHUSETTS

WTAO-TV Boston-Cambridge, uhf Ch. 56
(DuMont), Sept. 28 (test pattern started Aug.
31).

MICHIGAN

WBCK-TV Battle Creek, uhf Ch, 58, repre-
sented by Headley-Reed TV Inc., Sept. 15.

WILS-TV Lansing, uhf Ch. 54 (DuMont),
represented by O, L. Taylor Co., Sept. 20,

MISSISSIPPI

WCOC-TV Meridian, uhf Ch. 30, Fall.

WTOK-TV Meridian, vhf Ch. 11 (ABC-TV,
CBS-TV and DuMont), represented by Headley-
Reed TV Inc., Sept. 27,

MISSOURI

KHQA-TV Hannibal, vhf Ch. 7, represented
by Weed-TV, Sept. 10 (granted STA Aug. 21:
test pattern started Aug. 27).

KCMO-TV Kansas City, vhf Ch. b (ABC-TV),
represented by The Katz Agency, Sept. 27,
(Began testing Sept. 9.)

KFEQ-TV St. Josephk, vhf Ch. 2 (CBS-TV
and DuMont), represented by Headley-Reed
TV Inc., Sept. 27,

KSTM-TV St. Louis, uhf Ch. 36 (ABC-TV),
represented by H-R Television, Sept. 27 (grant-
ed STA Aug. 25).

NEVADA

KZTV (TV) Reno, vhf Ch. 12, represented by
Pearson, Sept. 27.

NEW MEXICO

KGGM-TV Albuquerque, vhf Ch. 13 (CBS-
TV), represented by Weed TV, Sept. 27 (grant-
ed STA).

KOAT-TV Albuquerque, vhf Ch. 7 (ABC-TV),
represented by George P. Hollingbery Co,,
Sept. 15.

NORTH CAROLINA

WCOG-TV Greensboro, uhf Ch. 57 (ABC-

TV), Oct. 30.

BROADCASTING ® TELECASTING



MISS A. P. OF "33

HAS 2 TERRIFIC ITEMS
FOR YOU!

NO.]—

Hillbilly Scrapbook

Top mall-order item last season and
now bigger than ever with a sen-
sational new free bonus offer!

The ScrapBook oF HILLBILLY AND WEST-
ERN STARS should be featured on every hill-
billy show. It has already been proven as a
top seller and your hillbilly and western
program listeners will be eager to buy now.
more than ever. We zre now giving with each
hillbilly scrapbook, in addition to your free
d. j. insert, a souvenir copy of HoEpowN, the
new hillbilly and western monthly magazine.
This tremendous hillbilly package gives your
listeners stories and pictures of over 300 stars
with 2 terriffic special leatures that sells-it
FAST! It means big profits for all your hill-
billy and western shows.

No-z—

Pop Scrapbook

Sure to be the top seller for Xmas
season . . . already 200 stations
schedvuling It for sales!

The Pop ScraPBooK is brand new and your
station can be among the first to start selling
it. Featuring 275 pop stars such as Godfrey.
Como, Patti Page, Eddie Fisher, Les Paul
and Mary Ford, Kay Starr, Johnnie Ray and
Joni James insures fast sales for your station.
With a prometion tie-in on your pop shows
the Pop ScrapBoOX will be your big Xmas
dollar item. It’s a natural for your pop d. j.
to talk about as he spins the records . . . he
gets his picture and bio included, and will
be proud to tell his listeners how they can get
a copy of this very attractive, well-designed
star-studded scrapbook. /s sensational!

L
\
/

,f
VALUABLE STATION PUBLICITY.... L ~

With every Scrapbook goes FREE picture and story of your d. j.!

Iif your station has hillbilly or pop record shows, or both —
you can’t afford not to feature these fast-selling dollar sellers.

Write, Wire or call us or our agency TODAY for sample copies.

Agency: O'NEIL, LARSON & McMAHON
230 N. Michigan Avenue

CHICAGO, ILLINOIS
September 14, 1953 ® Pape 71

ARTIST PUBLICATIONS, INC.

124 Government Place
CINCINNATI 2, OHIO
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WNCT-TV Greenville, vhf Ch. 9 (CBS-TV),
represented by John E. Pearson TV Inc., Oct. 15.

WTOB-TV Winston-Salem, uhf Ch. 26 (ABC-
TV), represented by H-R Television Inc., Oct. 1
(test pattern to start Sept. 15).

OHIO

WICA-TV Ashtabula, uhf Ch. 15, represented
by Gill-Perna Inc., Fall.

WIFE (TV) Dayton, uhf Ch. 22, represented
by Headley-Reed TV Inc., Fall.

WUTV (TV) Youngstown, uhf Ch. 21, Sep-
tember.

OKLAHOMA

KLPR-TV Oklahoma City, uhf Ch. 19 (ABC-
TV and DuMont), represented by The Bolling
Co., Oct. 1.

PENNSYLVANIA

WCHA-TV Chambersburg, uhf Ch. 46, repre-
sented by Forjoe TV Inc., Sept. 15 (granted
STA).

WILK-TV Wilkes-Barre, uhf Ch. 34 (ABC-
TV and DuMont), represented by Avery-Knodel
Inc., Sept. 15.

WNOW-TV York, uhf Ch. 49 (DuMont),
represented by George P. Hollingbery Co.,
QOct. 12.

TENNESSEE

WJIHL-TV Johnson City, vhf Ch. 11, repre-
sented by John E. Pearson TV Inec., October
(granted STA Aug. 27).

WROL-TV Knoxville, vhf Ch. 6, represented
by Avery-Knodel Inc., Oct. 1.

WTSK (TV) Knoxville, uhf Ch. 26, Oct. 1.

WHBQ-TV Memphis, vhf Ch. 13, represented
by Blair-TV, Sept. 27 (granted STA Aug. 26).

TEXAS

KNUZ-TV Houston, uhf Ch. 39 (DuMont),
represented by Forjoe TV Inc., Sept. 24.

KTVE (TV) Longview, uhf Ch. 32, repre-
sented by Forjoe TV Ine., Sept. 20 (granted
STA).

KANG-TV Waco, uhf Ch. 34 (ABC-TV), rep-
resented by John E. Pearson TV Inc., Oct. 1.

VIRGINIA

WVEC-TV Hampton, chf Ch. 15 (NBC-TV),
represented by the William Rambeau Co.,
Sept. 19 (test pattern started Aug. 15) (granted
STA).

WSVA-TV Harrisonburg, vhf Ch. 3 (NBC-
TV), represented by Devney & Co., Sept. 15-
Qet. 1.

WEST VIRGINIA
WEKNA-TV Charleston, uhf Ch. 4% (ABC),
represented by Weed TV, Sept. 20.
WTAP (TV) Parkersburg, uhf Ch. 15,
Sept. 21.
WISCONSIN
WOKY-TV Milwaukee, uhf Ch. 19 (ABC, Du-

Mont), represented by H-R Television, Sept.
27 (test pattern Sept. 15).

STATIONS

Thomas Heads Herald Corp.,
Aspirant for Omaha Ch. 7

EUGENE S. THOMAS has been appointed
general manager of the Herald Corp., applicant
for vhf Ch. 7 in Omaha, and joins that organiza-
tion today (Monday), it was announced last

week.
Mr. Thomas since
January 1952 has

been vice president
in charge of televi-
sion for George P.
Hollingbery Co., sta-
tion representative
firm. The Herald
Corp. is a subsidiary
of World Publishing
Co., publishers of
the Omaha World-
Herald.

Widely experi-
enced in television,
Mr. Thomas was the first general manager of
and was in charge of building WOIC (TV)
Washington, now WTOP-TV, CBS-TV affiliate.
He has been manager of TV operations for
WOR-TV New York and sales manager for
WOR.

Mr. Thomas

Biggar, Fredericks Buy
WLBK De Kalb for $55,000

SALE of WLKB De Kalb, Ill., from De Kalb
Radio Studios Inc. for $55,000 to a group
headed by George C. Biggar and Arnold M.
Fredericks was announced last week. It is sub-

ject to FCC ap-
proval.
Mr. Biggar, for

five years director of
the WLS National
Barn Dance and in
radio for 30 years,
will head WLBK as
president and gen-
eral manager.

Mr. Fredericks,
banker and invest-
ment counselor at
Wheaton, I11., will
be the new secretary-
treasurer of WLBK.
Assigned 500 w daytime on 1360 kc, WLBK
was established in 1947.

Mr. Biggar

the NBC station serving
greater YOUNGSTOWN, O.
30th population area in U.S.
5,000 WATTS

—WF

M)J

Duplicating on 50,000 Watts FM

e e e T e o i o i
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TEMPORARY HALT
CALLED AT WOR-TV

INVOLVED in a strike by engineers and tech-
nicians since Aug. 18, WOR-TV New York
announced Thursday that the station would
cease operations temporarily at “the close of
telecasting Sunday (yesterday) in order to co-
ordinate plans” for moving its transmitter and
studio facilities to the Empire State Bldg.
[CLosED CmrculT, Sept. 7].

The television station, along with WOR-AM
New York has been struck by engineers and
technicians of Local 1212, International
Brotherhood of Electrical Workers (AFL) in a
dispute centering around the method of work
assignments. Management of the stations has
contended that the union proposals constitute
“featherbedding” in that they would restrict
rotation of workers on various assignments and
require the stations to employ more technicians
than deemed necessary.

WOR-TV, which currently occupies studios
at 67th St. between Columbus Ave. and Broad-
way and transmits from North Bergen, N. J.,
has been maintaining operations with super-
visory personnel, as has been WOR. The latter
station is not involved in the shutdown and
will continue broadcasting. A WOR-TV spokes-
man said that approximately 45 regular engi-
neering employes will be affected by the sus-
pension of operations at the 67th St. studio
plant.

In announcing the plan to shut down, Thomas
F. O'Neil, president of General Teleradio Inc.,
which owns WOR-TV, said:

“While the strike of engineering employes
has not impaired our radic or television opera-
tion beyond forcing the relinquishment of the
Dodgers baseball games, this is a good oppor-
tunity to plan the physical transition of WOR-
TV from our North Bergen transmitting site
and our 67th Street studios to a consolidated
new operation in the Empire State Bldg.” (The
Dodger home games currently are carried over
Du Mont's WABD [TV] New York).

Though no date was specified for resumption
of telecasting operations by WOR-TV, Mr.
O'Neil said that “plans were well advanced for
a new concept in local telecasting service when
the station resumes from its own facilities.” He
added that present plans are to resume opera-
tions at the station about a month after the
strike ends.

ABC and KMPC Sever
Exploratory Sale Talks

EXPLORATORY sale talks between ABC ex-
ecutives and the owners of KMPC Los Angeles
[BeT, July 6] have been abandoned, Robert O.
Reynolds, vice president and general manager
of KMPC, announced last week.

The negotiations, Mr. Reynolds said, were
at the request of ABC. The station, he said, is
definitely not on the market.

Gates Ships Remote Control
Equipment to 11 AM Outlets

GATES Radio Co. last week announced it has
shipped remote control equipment to 11 radio
outlets.

The units shipped, all within a week, went to:

WCRA Effingham, Ill; KASI Ames, Iowa;
KSIJ Gladewater, Tex; WRON Ronceverte,
W. Va.; WPAZ Pottstown, Pa.; WLVN Lynn,
Mass.; WGAP Maryville, Tenn.; WCVS Spring-
field, 1ll; WCLM Lancaster, S. C.; WTNT
Tallahassee, Fla., and Vacationland Broadcast-
ing Co., Crestview, Fla.

BROADCASTING ® TELECASTING



For the very finest in radio or TV audio

systems, Gates offers a superb line of

plug-in equipment. Large enough to pro-
vide quality, yet small enough to con-
serve space.

An eight-page brochure, yours for the
asking, will reveal mechanical and per-

formance specifications so drastically

new and improved we know you'll be
interested. Write or wire any Gates of-

fice listed below.

® 2700 Polk Avenue, Houston, Texas ® Warner Bldg., Washington, D. C. e 51 East 42nd Street, New York City e 13th & Spring Streets, Atlanta, Ga.
7501 Sunset Blvd., Los Angeles 46, Calif. International Div.,, 13 E. 40th St., New York City Canadian Marconi Co., Montreal, Quebec
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New NBS TV Theory

DON'T put your TV or FM tower on
top of the highest mountain. Put it down
on the plain—but make sure there’s a
“knife-edge” mountain ridge nearby.

That theory, which if proved may
overturn accepted practices in vhf broad-
cast engineering, was submitted by the
National Bureau of Standards last week.

High mountain top ridges may actually
become aids for reducing both transmis-
sion loss and tropospheric fading, instead
of being & disadvantage, the NBS report
stated.

NBS reported a considerable increase
in signal strength received should result
when a large knife-edge obstacle is located
at the midpoint of the vhf transmission
path. According to the theory the signal
is built up by a four-way combination of
reflection, diffraction and atmospheric re-
fraction. Height of the obstruction must
be greater than the elevation of the com-
mon horizon, NBS said.

WBAP-TY Orders Gear
For Boost to 100 kw

WBAP-TV Fort Worth officials said last week
the Ch. 5 station has ordered from RCA Vic-
tor a new super-power TV transmitter capable
of both color and black-and-white transmission,
in anticipation of FCC approval of its request
for a boost to maximum 100 kw effective radi-
ated power.

A 1,113-ft. tower will be erected to place
a six-bay antenna 1,749 feet above sea level
near WBAP-TV's present antenna site, spokes-
men said. They said signals will go out over
30 counties surrounding Fort Worth.

A brick and steel transmitter building with
4,000 square fcet of floor space will be built at
the tower base for installation of the transmitter
next winter, officials said, adding that the Air
Space Committee in Washington has approved
the tower. Congressman Wingate Lucas, who
long has opposed erection of flight-hazard struc-
tures between Fort Worth and Dallas, has hailed
the Air Space group’s approval of the tower,
which is outside city limits and out of air
traffic Zones, WBAP-TV officials said.

STATIONS

HEART ATTACK FATAL TO W. B. McGILL

The sudden death of ‘Mac¢’ McGill, prominent figure in radio-TV and

electronics shocked the broadcasting world last week.

death was coronary occlusion.

FINAL tribute to William Byron McGill, 54,
advertising manager of Westinghouse Radio
Stations Inc., was paid Wednesday as leaders
of the electronics world participated in funeral
services held at Atlantic City.

Sudden death of Mr. McGill the evening of
Sept. 6 shocked broadcasting and manufactur-
ing circles since there had been no indication of
ill health, Death was due to coronary occlusion.

Mrs, McGill found him dead in their Atlantic
City apartment just before sundown. She had
not been in the same room at the time. Within
minutes the Atlantic City rescue squad, adjoin-
ing the apartment building, was applying
oxygen but without avail.

Mr. McGill’s final week had been entirely
normal, with the first four days spent at WRS’
Washington headquarters. He had been active
as usual, and quite according to pattern he was
happiest with several phone calls stacked up and
a desk loaded with work. Among projects he
was working on was a promotion program for
dedication of a new 50 kw transmitter at
WOWO Fort Wayne, scheduled late in the year.

He spent Friday, Sept. 4, at KWY Philadel-
phia on company business, driving in mid-after-
ncon to his Atlantic City apartment.

Services were held at 2 p.m. Wednesday at
Jeffers & Keats funeral parlor, Atlantic City,
with internment at Laurel Memorial Park,
Pomona, N. J.

For a decade Mr. McGill had maintained his
principal residence in the Atlantic City area,
with an apartment in Philadelphia when WRS
headquarters were in that city, and one at 1235
13th St., Washington, D. C., after headquarters
were transferred to the nation’s capital.

“Mac™ McGill was known throughout the in-
dustry for his artistic works, his hobbies, his
promotional skill and an easy-going personality
that had won him vast numbers of friends.

His widow, Mrs. Lois Miller McGill, is
known to many broadcasters. She is official or-
ganist at Convention Hall, Atlantic City, and
played for the 1947 NAB convention held in

v -
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Only @ combination nij':;alauoas can cover Georgia’s major markets.
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o i ATLANTA MACON SAVANNAH
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W 590 ke 940 ke 1290 k¢
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The Georgia Trio

NEW YORK CHICAGO DETROIT ATLANTA

DALLAS

represented individually
and as a group by

The KATZ AGENCY, INC.

KANSAS CITY LOS ANGELES SAN FRANCISCO
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Cause of

Mr. McGill

that auditorium. Surviving besides Mrs. McGill
is his mother, Mrs. Laura Jane McGill, and a
brother Edward, both of Masontown, Pa., near
Pittsburgh.

William Byron McGill was born Oct. 9, 1898,
at Masontown. He completed his schooling at
the School of Fine Arts, Carnegie Tech. From
school he went to the classified advertising de-
partment of the Pittsburgh Post. His Post
career was slightly interrupted by induction into
the Army Nov. 11, 1918—a one-hour tour of
duty that ended when the screaching of sirens
announced that an armistice had been signed
with Germany.

From 1920 to 1926 he served in the theatrical
art and advertising studio of George S. Sherman.
Pittsburgh, leaving to establish Franklin Press,
a business venture that was, most of ‘all, an ar-
tistic success since it included a day spent with
Fred Goudy, noted type designer, at his Village
Type Foundry in Marlborough, N. Y.

He formed Neon Signal Devices Inc. in
1928 to market traffic signs, a venture that was
highly successful until 1932 when the national
depression cut both traffic and highway marking
to a minimum. Returning to design and me-
chanical displays, he worked for U. S. Steel,
Armstrong Cork, Pittsburgh Plate Glass and
many other leading industrial firms. In this
activity KDKA Pittsburgh, pioneer Westing-
house station, went to him for special prome-
tions and later induced him to join the organ-
ization in the sales promotion office.

At KDKA he quickly attracted attention in
broadcasting circles with his unusual and artis-
tic promotional campaigns. On the side he in-
dulged in a half-dozen or more hobbies includ-
ing art works that decorate many Pittsburgh
offices.

In 1939 he married Lois Miller, a leading
Pittsburgh musician. He had met her at KDKA
where she gave musical performances for a num-
ber of years.

The McGills moved to Philadelphia in 1943
with his promotion to the post of WRS adver-
tising manager. They quickly became enamored
of the area around Atlantic City and joined in
a long-range home-building project some miles
west of the resort. Recently Mr. McGill rue-
fully recalled that the house he had erected
with his own hands over a seven-year period
had been razed in two days by a wrecking crew

BROADCASTING ® TELECASTING



* In2 1952, railroads moved 86.5 per cent
of all domestic non-local mail, and

for doing so were paid an average of for the
only ubout 12 ceuts per ron per wile. ASSOCIATION OF AMERICAN RAILROADS
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from a super-highway project that was routed
through the lot.

Among his hobbies were astronomy and col-
lecting. He had a garage full of assorted
antique radio receivers and electronic gear. In
a number of garages around various cities he
kept his fleet of seven assorted automobiles, in-
cluding a favorite Rolls Royce whose every
chug brought a smile to his countenance.
Traveling frequently around the Westinghouse
eastern stations, he had a convenient car handy
if he used public transport and wanted to get
somewhere else in a hurry—and he always was
in a sort of calm rush.

One of his proud achievements was origina-
tion of the first National Radio Week in 1945,
timed to open with the 25th anniversary cele-
bration of Westinghouse KDKA, He designed
a silver figure depicting electronic progress as a
Radio Week symbol. Besides originating the
week, he did a heavy share of the promotion
and detail involved in the project—a chore he
was saddled with for many years.

For vears he was active in Radio Mfrs. Assn.
(now RETMA) affairs and served on its adver-
tising committees.

With all these hobbies Mr. McGill found the
24-hour day much too short for his work and
play, which actually were interlocking phases
of his life. Struck by an idea, he would work
the clock around without the intrusion of sleep.
When he became interestad in astronomy he
started building and selling telescopes. Once he
obtained a famed shot of the top of KYW’s
tower by holding a camera against the eyepiece
of a telescope aimed at the point.

His work and his artistic creations offer
partial recognition to the mostly-unsung though
prominent role he took in the development of
broadcasting and electronics.

WBKB (TV) Plans Boost
To 114 kw ERP This Week

COSTS of WBKB (TV) Chicago’s increase in
effective radiated power from 28.3 to 114 kw,
scheduled to go into effect next Friday, were
estimated at about $500,000 last week by ABC
Central Division.

The AB-PT o & o outlet was to have made
the change during its Courtesy Hour between
10-11 p.m. as the first step toward eventual
maximum power of 316 kw by the fall of 1954,
The station hopes to extend coverage into the
Fox River Valley area.

The station plans numerous announcements
this week to remind viewers of the power boost.
William P. Kusack, chief engineer, will explain
details.

WBKB already has added 834 hours of live
programming to its weekly schedule, it was said.

WANTED

TELEVISION
ENGINEERS

Work in one of America’s pioneer 1ele-
vision stations and enjoy excellent
climate too! Average temperature 72°
in summer, 62° in winter. Union
scale, good working conditions, com-
pany-paid insurance for employee and
family. Send full background, experi-
ence, late picture first letter. Charles
Abel, Chief Engineer, KFMB-TV, San
Diego, California,

T N R |
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BACK in 1945, as broadcasters were pre-
paring to celebrate the 25th anniversary of
commercial radio, William Bryon McGill
holed up in a studio at Atlantic City when-
ever he had an odd hour. There he pro-
duced a series of four murals depicting
broadcasting from its gleam-in-the-eye stage
right through to television.

These murals, a feature of radio’s 25th
anniversary and the first National Radic
Week, have been on exhibition in the recep-
tion room of BROADCASTING ® TELECASTING
headquarters in the National Press Bldg.,
Washington, and have been seen by thou-
sands of broadcasters.

A brochure presenting the four murals in
full color was published by this magazine
in 1945, With it appeared the following
character sketch written by Robert K. Rich-
ards, now administrative vice president of
NARTB and at that time editorial director
of BROADCASTING, predecessor to the present
BeT. It depicts in Mr. Richard’s deft style
the true “Mac” McGill as he appeared to
his friends and fellow broadcasters,

“William Byron McGill, who painted the
BROADCASTING murals, practices his genius in
not one, but several professions.

“He is advertising manager of Westing-
house Radio Stations Inc. He has been, in
his 47 years, a typographer, a newspaper ad-
vertising salesman, a theatrical designer, an
inventor, a radio station promotion director,
an astronomer, and an artist,

“The four murals he has executed for
BROADCASTING were painted from conception
to completion, in 61 days. They were done
by Mr. McGill in his spare time between
July 15 and Sept. 15. Meanwhile, he found
it possible to perform his regular vocational
duties; to become so ensnarled in committee
activities for National Radio Week that his
hand, as much as any other, guided the
planning; to pursue his regular hobby of
photography, and otherwise to find outlet for
his atomic enthusiasm.

“In these wall paintings, Mr. McGill has
funneled through a brush his major impres-
sions of the radio art. Broadcasting, to him,
is not only his bread and butter; it has been
the ferment of his endeavor for many years.
He has here, through the medium of the
oldest art, portrayed the past and the promise
of the newest,

“The mural paintings were developed in
final form after 12 preliminary sketches.
The figures and patterns were roughed in by
the artist in Philadelphia. He moved these
outlines to his studio on the Central Pier at

He Mixed His Paint With a Microphone

Atlantic City. There, using only three colors
to attain a dramatic sepia effect, he brought
color and form to his canvas. Each monu-
mental portrayal is four feet six inches in
depth, and they measure variously in length:
six, eight, nine and 12 feet.

“His attention to the job at hand was
startling—and strictly McGill, At one time,
as his task was nearing completion, a score
of guests milled about the McGill studios,
cocktails in hand, watching the Miss America
beauty contest in progress on the Atlantic
City boardwalk below. He continued sto-
ically with his brush and pallette.

“During the five years that Mr. McGill
spent as promotion director of KDKA Pitts-
burgh, he made frequent pilgrimages among
the listeners. He visited them with traveling
bond-selling shows; he was there for remote
special events.

“In those days, he feels, was nurtured his
philosophy about broadcasting. He didn’t
find it in the studios, neither did he sense
it among station operators nor in his own
advertising pursuits. He discovered it among
the listeners—in their regard for those who
had become their friends through a word or
a song that defied space. He has long wanted
to capture on canvas the montage impression
of that intimacy which radio lends to the
communion of men.

“Mac, they call him. His eyes twinkle.
He will spend as much time with a leg-
pulling caricature of a pal as he will with
a portrait in oil. His office is a litter of
stacked manuscript, of advertising layouts, of
books and chewed pencils. Things shouldn’t
be filed, they should be piled, he maintains.
Putting things in a file consigns them to
ablivion.

“He is made of coiled springs, but not in
the lean, hungry sense. He is chubby and
his chest sits down with him. But orie notes
his alertness—for a ringing ’phone, for the
‘hello’ of a visitor, but most particularly for
the clear, clean twanging of an idea. When
that happens, he practically reverberates.

“Broadcasting. Painting. Can a man have
three loves? Doubtless he can. Mrs. Mec-
Gill, who finds the courage and the stamina
to live in the presence of such an electronic
cloudburst, is herself an artist. She was a
KDKA staff musician when she married
Mac. More recently she played the organ
and led community sings on the famous
Heinz Pier at Atlantic City. That pier was
destroyed in a hurricane a year ago.

**My wife? asks Mac. ‘She is an organist
without a pier!”"”

It's $1,075 Per Spot
On WCBS-TV's Rate Card

A GENERAL boost in CBS-owned WCBS-TV
New York's rates—including one that report-
edly makes the station the only one in the U. S.
with a $1,000-plus charge for a spot announce-
ment—was announced last week by Craig
Lawrence, station manager.

Effective tomorrow (Tuesday), but with the
customary six-months protection on current
contracts, the increases apply to virtually all
of the station's rates except participations in
morning programs, authorities said.

Basic Class A hour rate goes from $4,500
to $4,800—same as that of NBC-owned WNBT
(TV) New York—while Class A, Group 1
one-minute film announcements and 20-second

station breaks increase from $975 to $1,075.
(By comparison, WCBS-TV’s rate card No. 1
in 1947 showed no rate for spot announcements
other than the facilities charge.)

In a letter sent to advertisers and agencies
regarding the new rate card—No. 13—General
Sales Manager George R. Dunham noted that
TV set circulation in the New York area has
increased almost a quarter-million since rate
card No. 12 went into effect in April, with
TV families as of Sept. 1 estimated at 4,038,-
000. WCBS-TV's nighttime share of this au-
dience, he said, has gone up 40%.

Under the new card, WCBS-TV's basic
Class B hour rate advances from $2,700 to
$3,000; Class C from $1,750 to $2,000, and
Class D from $850 to $1,000.
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b Batre Miller and Johnay Williams
n KDUB's "Recipe Roundup”

BROADCASTING

TELECASTING

EFFECTIVE POWER
35,000 waotts visuo!
17,500 watts aural

KDUB-TV, LUBBOCK, TEXAS began it's

afternoon cooking show with $2,000 in
prizes for a name. An enthusiastic au-
dience responded with over 6,000 sug-
gestions! Now it's branded “Recipe
Roundup” — a light, neighborly show —
solid with the ladies. The strictly live
and local flavor, daily prizes for recipes
used on camerg,and useful content team
to make it a Monday through Friday
natural. 3 TO 3:45 P.M,

W. D. “DUB” ROGERS, president
MIKE SHAPIRO, Asst. Mgr., Director of sales

YOUR AVERY-KNODEL MAN HAS THE DETAILS
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KSL-TV Starts $100,000
Power Boost Program

KSL-TV Salt Lake City has embarked on a
$100,000 construction program that includes
an increase of power from 18 kw to 30 kw,
according to Ivor Sharp, executive vice presi-
dent of Radio Service Corp., licensee.

The power boost was approved by the FCC
Aug. 14,

Main cost is the new transmitter to replace
present equipment atop the 9,425-ft. Coon
Peak, Mr. Sharp said. A new tower next sum-
mer will add 100 ft. to the tower currently be-
ing heightened by 50 ft., he said.

Nearly completed is an aerial tramway to
the transmitter site. The enclosed cable car,
rising 4,700 ft. up the west side of the moun-
tain, will travel the three miles from the valley
fleor to the top of the mountain. At one point,
the car will be suspended 600 ft. from the
ground, at the middle of a 4,200 ft. span.
KSL-TV said increased signal coverage,
particularly in fringe areas, will result from
the power increase.

New KSTP-TV Rate Card

NEW rate card No. 11 for KSTP-TV Min-
neapolis-St. Paul establishes Class AA time
from 7-10 p.m. Mon.-Sat. and 6-10 p.m. Sun-
day, with rates at $1,100 per hour. Class A
rates are $900. Class B rates are reduced
from $675 to $600 and Class C rates from $450
to $400. Class D rates are increased from
$225 to $300. Class A rates are from 6:30-
7 p.m. Mon.-Sat.,, 10-10:30 p.m. daily and
5-6 p.m. Sunday. Class B rates are 6-6:30 p.m.
Mon.-Sat., 10:30-11 p.m. daily and 1-5 p.m.
Sunday.

KTBC-TV Plans Rate Increase

BASE rate, Class A time, will be increased
from $250 to $300 per hour at KTBC-TV
Austin, Tex., effective Oct. 1, according to J. C.
Kellam, station’s general manager. Station’s
power recently has been raised to 100 kw.

Peterson Elected V. P.
To Head TV at Hollingbery

JOHN [. PETERSON has been elected vice
president in charge of television for George P.
Hollingbery Co., radio and TV station repre-
sentatives, effective
today (Monday).
The announcement
last week said Mr.
Peterson replaces Eu-
gene S, Thomas, who
is joining the Oma-
ha World-Herald as
general manager of
the company’s radio
and television inter-
ests. (see story page
72).
B Mr. Peterson was
an account executive
Mr. Peterson with the New York
office of the Hollingbery company before his
election. He was radio and television director
of Barnes Chase Adv. Agency, San Diego, Calif.,
before he joined the station representative firm.
He also has served with WBBM Chicago;
WIS Columbia, S. C., and KOY Phoenix,
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TOP NBC-TV EXECUTIVES
SHUFFLED BY GEN. SARNOFF

New reorganization of ‘the TV network signals speeding of prep-

arations for color.

Top reassignment affects Messrs. Weaver, Her-

bert and Barry. Changes also indicate active leadership by Gen.

Sarnoff of NBC-TV.

BRIG. GEN. DAVID SARNOFF reorganized
NBC-TV's top-level executive structure last
week to speed preparations for commercial
colorcasting and in so doing left no doubt that
he is active head of NBC's TV network as well
as board chairman of RCA and NBC and
acting president of NBC,

He assigned Sylvester L. (Pat) Weaver, vice
chairman of the NBC board, who has de-
veloped the network’s colorcasting plans, to
take charge of TV network programs. He
designated John K. Herbert, who had been vice

Mr. Weaver Mr. Herbert

president in charge of the TV network, to be
vice president in charge of TV network sales,
And he gave Charles C. (Bud) Barry, who has
been vice president in charge of TV programs,
the new assignment of vice president for pro-
gram sales. .

A study of the reporting channels set up in
the new organization plan, meanwhile, indicated
that several of NBC's service departments,
which under the radio-TV network divorcement
plan heretofore have reported to William H.
Fineshriber Jr., vice president in charge of the
radio network, have been taken from Mr.
Fineshriber's jurisdiction and placed variously
under Mr. Herbert, Mr. Weaver and Joseph V.
Heffernan, who has been financial vice presi-
dent but now becomes vice president for fi-
nance and services, reporting directly to Gen.
Sarnoff.

Messrs. Weaver and Herbert as well as Mr.
Heffernan—and also John K. West, vice presi-
dent for the NBC Pacific Division—all will
report to Gen. Sarnoff as board chairman, the
announcement said.

Robert W. Sarnoff, vice president in charge
of NBC'’s Film Division, was given additional
responsibilities as executive assistant to Mr.
Weaver, to coordnate activities of the depart-
ments under Mr. Weaver.

David C. Adams, who has been vice president
for administration, was named administrative
vice president, reporting to Mr. Heffernan.

Gen. Sarnoff’s announcement, making no
reference to Mr. Herbert's former responsibili-
ties as vice president in charge of the TV net-
work, and making no new assignment of that
title, was regarded as further evidence that the
general—as he promised TV affiliates at their
meeting in late May—is actively running the
network. There is now no TV counterpart of

Mr. Fineshriber, vice president in charge of
the radio network.

Gen. Sarnoff explained:

“In view of the general expectation that com-
patible color television will be authorized in
the near future on a commercial basis, it is
essential that steps be taken to integrate color
with our present black-and-white service as
soon as authority is granted by the FCC.

“Plans for color telecasting have been de-
veloped and completed by Mr. Weaver, to whom
I assigned this special task some time ago.
These plans are comprehensive and far-reaching
for our network, our affiliates and our clients.

“The continued growth of our television
network, and the expansion our operations will
assume with the advent of color, make it
necessary that the program and sales activities
of the NBC Television Network be headed by
executives who will be free to devote their full
time and attention to their respective duties.
Accordingly I have made the following assign-
ments, effective immediately:”

Gen. Sarnoff then listed the new lineup, with
the appointments and jurisdictions effective im-
mediately, and said “all other (those not men-
tioned in the announcement) divisions and de-
partments and the crganization channels through
which they report, remain as at present.”

Departments whose organization channels
are affected include several service departments,
which have not been divided into separate radio
and TV units. These are station relations, re-
search, engineering, production and publicity.
Heretofore these have reported to Mr. Fine-
shriber through Mr. Adams. In the new setup,
research and publicity report to Mr. Herbert;
station relations and engineering to Mr. Hef-
fernan, and production to Mr. Weaver.

The TV units for programs, public affairs
and program business affairs, which formerly
reported to Mr. Barry as TV programs vice

Mr, West Mr. Hefferman

president, report in the new lineup to "Mr.
Weaver.

Advertising and promotion department,
originally announced as slated for separation
into different radio and TV units, was not
mentioned in the announcement and it was
understood that separation in this case may be
getting reconsideration, though it also was be-
lieved that the department will be split.

Integrated services department, vice presi-
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How important is a penny?

At some time or another when you've
bought gasoline you have probably
wondered how much less a gallon would
cost if our profit were taken out of the
price.

Actually if the Union 0il Company
made no profit on any of its products,
the price of “76” or “7600” gasoline
would be reduced by a little more than
one penny per gallon.

With this “penny-plus” we have to meet
today’s inflated cost of finding and
developing new oil reserves. With it we
also have to pay the additional amounts
necessary to replace worn-out equip-
ment such a8 pipe lines, refineries and
trucks.

® TELECASTING

Furthermore, out of this fraction more
than a penny, we have to pay the 40,362
owners of the Union Oil Company. For
without profit there would be no ineen-
tive for these men and women to put up
their money to buy the tools go vital in
in¢reasing the produectivity of our 8,756
employees.

So, as you can see, A DEnny is mighty
important to us. As a symbol of the
small profit we make per gallon of
product sold it is far overshadowed by
the 8% ¢* tax per gallon the Federal
and State governments colleet from
both of us.

*Computed on basis of gasoline sold in California.

This series, sponsored by the people of
Union Oil Company, is dedicated to a
discussion of how and why American
business functions. We hope you'll feel
free to send in any suggestions or crit-
teisms you have to offer. Write: The
President, Union Oil Company, Union
Oil Bldg., Los Angeles 17, California.

UNION OIL COMPANY

©OF CALIFORNIA
INCORPDRATED IN CALIFORNIA, OCTOBER 17, 1830

Manufacturers of Royal Triton,
the amazing purple motor oil
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dent and general attorney, and controller, all of
whom formerly reported to Mr, Heffernan, now
report to Mr. Adams, who reports to Mr.
Heffernan. The treasurer will report direct to
Mr. Heffernan, as in the past.

The new structure as outlined by Gen.
Sarnoff shows:

Messrs. Weaver, Herbert, Heffernan, and
West report to Gen. Sarnoff; Mr. Weaver, vice
chairman of the board, is in charge of tele-
vision network programs; Robert W. Sarnoff,
vice president in charge of Film Division,
is serving also as executive assistant to Mr.
Weaver to coordinate activities of depart-
ments reporting to Mr. Weaver. Heads of these
are unchanged: Thomas A. McAvity, national
program director; Frederic W. Wile JIr., vice
president for production; Davidson Taylor,
director of public affairs, and Gustaf B.
Margraf, vice president for program business
affairs.

Reporting to Messrs Herbert & Heffernan:

To Mr. Herbert—Mr. Barry, who becomes
vice president for TV program sales, and
George Frey, who continues as vice president
and director of TV sales. Also reporting to Mr.
Herbert are Hugh M. Beville Jr., who continues
as director of research and planning, and Sidney
H. Eiges, who continues as vice president for
press and publicity.

To Mr. Heffernan—Mr. Adams, administra-
tive vice president, as do also the following who
continue in their current positions: O, B, Han-
son, vice president and chief engineer; Harry
Bannister, vice president for station relations,
and Joseph A. McDonald, treasurer.

Reporting to Mr. Adams will be the follow-

.

WANT TO SELL
CANADA?

One radio station
covers 40% of
Canada’s retail

sales

CFRE

TORONTO
50,000 WATTS, 1010 K.C.

CFRB covers over 1/5 the homes in
Canada, covers the market area that
daccounts for 40% of the retail sales.
That makes CFRB your No. 1 buy in
Canada’s No. 1 market.

REPRESENTATIVES
United Siates: Adam J. Young Jr., Incorporated
Conada: All-C da Radio Facilities, Limited
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ing, whose positions were not changed: William
S. Hedges, vice president for integrated services;
Thomas E. Ervin, vice president and general
attorney, and Charles Cresswell, controller.

The radio network’s organizational structure
was not mentioned, and officials said they knew
of no changes contemplated there. Top radio
network officials include:

Mr. Fineshriber as vice president in charge;
Ted Cott, operating vice president of the radio
network; Fred Horton, director of radio net-
work sales; John P. Cleary, director of radio
network programs, and Merrill Mueller, radio
news and feature executive.

DuMont Slates Briefing
For Fall Football Plans

SESSIONS have been scheduled by DuMont
TV Network in New York this week to set up
plans for what DuMont calls the “most com-
prehensive” schedule of football telecasts ever
aired—49 games slated to be seen in a total of
108 cities.

To be held Tuesday and Wednesday in the .

DuMont Telecentre, the meetings are for rep-
resentatives of sponsors and agencies, announc-
ers, directors, network executives, engineers,
cameramen and any others identified with the
football schedule, which consists of National
Football League (professional) contests (in
which all of the league’s 12 teams will be seen)
plus the championship playoff on Dec. 27 and
the East-West Shrine game on Jan. 2.

It has been estimated that football’'s gross
income from the telecasts will approximate
$500,000.

Westinghouse Electric Corp. is sponsoring
19 games nationally—10 on Sundays and 9
on Saturday nights—in the span between Oct.
3 and Dec. 13. Westinghouse also will share
sponsorship of 5 other games in two markets,
and will sponsor a series of games between
West Coast teams in 13 cities. Five other se-
ries will be presented regionally in 35 cities,
with sponsors including Atlantic Refining Co.,
Miller Brewing Co., Brewing Corp. of America,
William S. Scull Co., Chester Ford Dealers
Assn. and Pittsburgh Zone Chevrolet Dealers.

Miller Brewing Co. also has signed to spon-
sor the Dec. 27 pro championship game na-
tionally and, according to DuMont, has asked
that the contest be placed in every TV city.

NBC-TV SCHEDULE
NEAR SELL-OUT

Only one 10-minute segment
remains unsold as NBC-TV
moves into the fall season.

ANTICIPATED sell-out for NBC-TV's fall
nighttime schedule [BeT, June 1] was rung
up last week, save for a single 10-minute period.

And spokesmen said an order was expected
within a few days for that last 10 minutes—a
segment on the last hour of Yowur Show of
Shows.

Latest sales included signing of Armour &
Co. and RCA Victor to alternate the first half-
hour of Show of Shows (Sat., 9-10:30 p.m.);
Pontiac Dealers to sponsor Dave Garroway
in the Friday 8-8:30 p.m. segment (see auto
business story page 37); R. J. Reynolds Tobacco
Co., for the Sunday 10:30-11 p.m. period for
Man Against Crime, and Consolidated Royal
Chemical Corp. for Monday 7:30-45 p.m. for
Arthur Murray Dance Party.

RCA Victor’'s Dennis Day Show will move
from the Friday 8-8:30 p.m. period bought by
Pontiac Dealers and will go into the Monday
9-9:30 p.m. segment. In connection with its
alternate-week sponsorship of the opening
half-hour of Show of Shows. RCA Victor is
scheduling a closed circuit telecast within a
few days to explain its plans to RCA Victor
distributors in 40 cities,

John K. Herbert, NBC vice president in
charge of TV network sales, who announced
the near-sellout status, also disclosed that Dave
Garroway, to be sponsored by Pontiac Dealers
on Friday nights, had been signed by NBC to
a new contract extending his services to 1960.

Signing of Armour & Co. marks that com-
pany’s first use of evening network TV,
spokesman said. The Armour-RCA Victor pur-
chase is for the full 39-week period, through
Foote, Cone & Belding and J. Walter Thompsen
Co., respectively. RCA Victor’s signing for
the Monday night time for Dennis Day and
the contracts of the Pontiac Dealers, Reynolds
Tobacce, and Consolidated Royal Chemical
were for 52 weeks. Apgency for Pontiac is
MacManus, John & Adams, Detroit; for Rey-
nolds, Wm. Esty Co.,, New York, and for
Consolidated Royal Chemical, Dancer-Fitz-
gerald-Sample, Chicago.

pl — ¥

GRAPHIC explanation is made at CBS Radio’s program promotion clinic in New York

fortnight ago by Charles Oppenheim (1), administrative manager, sales promotion and
advertising for the network, to Paul Hahn, president, American Tobacco Co.; W. Eldon
Hazard, CBS Radio sales manager, and Ben Duffy, president, BBDO.,
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Proposed M-G-M, NBC
Talent Plan Stumbles

Enthusiasm for plan which
would allow the studic’s stars
to appear on TV—and to plug
M-G-M pictures at the same
time—has cooled.

SNAGS having developed, M-G-M and NBC
may drop their negotiations fer the movie
studio’s stars to appear on NBC-TV’s Colgate
Comedy Hour.

Enthusiasm displayed at start of negotiations
some weeks ago [B®T, Aug. 24] reportedly has
cooled. Although future conferences are sched-
uled, it is understood that network and spon-
sor executives will not concede to demands
made by M-G-M. Counter proposals of Ed-
ward Little, board chairman of Colgate-Palm-
olive-Peet Co., reportedly are unacceptable to
the film company.

One reported cause of the impasse, not ad-
mitted by either side, was that NBC-TV affili-
ates played a major role in the suspension of
talks, since appearance of movie stars on TV
shows would give free plugs to movies being

shown locally, thus cutting off revenue TV sta- |

tions might receive from time purchased to
promote movies.
While M-G-M is making up its mind, pro-

ducer Sam Fuller has lined up name talent |

for several of thc Comedy Hour shows who
will promote other major film studio releases.
And should a deal finally materialize, from
the line-up announced, M-G-M could get no
showing on the Comedy Hour until sometime
in November or even later.

Kicking off the fall schedule Oct. 4 are Mar-
tin & Lewis, who as usual are expected to plug
one of their upcoming Paramount pictures. Burt
Lancaster will be guest star and incidentally
promote his independently produced films. Jim-
my Durante, Oct. 11 will have star John Wayne
as guest.

With Warner Brothers readying release of
“The Eddie Cantor Story,” it is anticipated
Eddie Cantor will promote that film Oct. 18.
Donald O'Connor heads the Oct. 25 show, with
a movie personality added. Abbot & Costello,
Nov. 1, are certain to talk about their Uni-
versal-International film releases.

Meanwhile, a two-day meeting (o coordinate
all elements of Colgare Comedy Hour is sched-
uled to get under way in Hollywood today
(Monday).

Besides top NBC-TV and Colgate New York
executives, aitending will be the production
staff, writers and backstage crew along with
television heads of the Ted Bates Co., Sherman
& Marquette, and William Esty & Co.

John M. Ward Dies;—

Was Mutual Executive

FUNERAL services were held last Thursday for
John Mackenzie Ward, 47, former MBS mid-
west sales manager and radio industry veteran,
who died Tuesday in Hinsdale, Ill., after a
prolonged illness.

A native of Guthrie Center, Jowa, he joined
Trans-American Broadcasting Co. in 1937 and
three years later became Chicago representative
for WMCA New York. In 1941 Mr. Ward
joined the Blue Network’s central division sales
staff. From 1943 to 1948 he was associated with
CBS Radio Sales and Adam J. Young Jr., na-
tional station representative firm, in Chicago.
He joined Mutual’s midwest division as a salcs-
man in April 1948,

His wife and threc children survive.
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New RCA-6181 power tetrode
used in RCA 1-Kw UHF television
transmitter type TTU-1B.

New UHF S}oiions

yald
with the

UHF teLevision is now a reality!
And the RCA-6181 power tetrode is
playing a vital role in new station
operations.

Many features have been incor-
porated in this new tube which pro-
videimportantoperatingadvantages.
The use of forced-air cooling permits
substantialoperating economies:
ceramic bushings are used between

o

RCA-6181

terminals to reduce power loss. The
coaxial-¢lectrode structure of the
6181 is designed especially for use
with high-power circuits of the
coaxial-cylinder cavity type; its in-
directly heated, low-temperature,
coated cathode assures long service-
ability.

Specify RCA when you need tubes
for replacement.

KEEP IN TOUCH WITH YOUR LOCAL RCA TUBE DISTRIBUTOR
FOR THE LATEST TUBE DEVELOPMENTS.

RADIO CORPORATION of AMERICA

ELECTRON TUBES

HARRISON, N.J.
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Notre Dame Games Filmed

FILMS of Notre Dame’s 1953 football games
will be presented on ABC-TV on Sunday nights,
about 24 hours after the game’s end, starting
Sept. 27 and continuing through Dec. 6. Tele-
casts will be available for sale on a local co-
operative basis. The telecasts, scheduled at 7:45-
9 p.m. Sunday, will include slow-motion re-
peats of top moments of play in the game
covered. Notre Dame’s schedule, starting Sept.
26, includes Oklahoma, Purdue, Pittsburgh,
Georgia Tech, Navy, Pennsylvania, North
Carolina, Iowa and Southern Methodist. Par-
ticipants in the Nov. 29 telecast are yet to be
announced. California-Pennsylvania is sched-
uled for showing Oct. 11.

i MANUFACTURING

GRAYBAR REALIGNS
'BRANCH PERSONNEL

| A SERIES of appointments and transfers in-
volving managerial personnel was announced

| last week by the Graybar Electric Co., New
York.

In the eastern district, N. F. Clark has been
named operating manager at Buffalo from a
similar post at Syracuse, replacing the late A.
Kreitzer. A. C. Goodwin, who has been op-
erating manager at West Hartford for the past
two years, succeeds Mr. Clark at Syracuse.

[ D. J. Grady Jr. advances from office salesman
| at West Hartford to replace Mr. Goodwin.

In the central district, J. M. Ferguson, a

&

WDAY

(FARGO, N.D.)

IS ONE OF
THE NATION’S
MOST

STATIONS®

An independent survey made by stu-

College among 3,969 farm families in
a 22-county area around Fargo proved
this: WDAY is a 17-to-1 favorite over

POPULAR

dents at North Dakota Agricultural

the next station—is a 3%-to-1 favorite

over all other stations combined!

0

NBC « 5000 WATTS

970 KILOCYCLES

FREE & PETERS, INC.

Exclusive National Representatives

Page 82 ® September 14, 1953

salesman at Davenport since 1948, has been
appointed manager of the branch there. R.J.
Nelson, head office salesman at Chicago since
1951, becomes operating manager of the Daven-
port branch.

Announcement also was made of the appoint-
ment of E. L. Harrelson as operating manager
in Shreveport; H. L. Warman in El Paso;
H. J. Crouch in Oklahoma City; J. L. Flowers
in Allentown, Pa., and W. R. Malmo as acting
operating manager in Denver.

In a move aimed at strengthening appliance
promotion, Graybar announced that John J.
O'Keefe has been appointed manager of ap-
pliance promotion at Richmond and E. B. Fla-
herty to the same post in Detroit.

Transistor Future Big,
NBS Report Indicates

GREATER development of transistors and the
art of solid state electronics is seen in a techni-
cal report issued last week by the National
Bureau of Standards Current rescarch in the
conductivity and the Hall effect of such metal
compounds as indium antimony and aluminum
antimony indicate that these combinations may
have equal or greater utility than the ger-
manium and silicon semiconductors presently
in large demand.

NBS said that “from the long-range view-
point it should be realized that practical solid
state electronic devices no longer need be re-
stricted to silicon and germanium, The exist-
ence of a wide variety of compounds whose
properties are virtually unexplored, but which
give every indication of being useful, forecasts
a latitude in design that was not before
possible.”

RCA Victor Holds TV Course

RCA VICTOR Division’s Engineering Prod-
ucts Dept. has announced the 17th in a series
of TV technical training courses for Sept.
14-18 at the Benjamin Franklin Hotel, Phila-
delphia. Featured will be demonstrations and
instruction in latest uhf and vhf equipment in-
cluding the new 25- and 50-kw transmitters,
specialized antennas, newly designed TV audio,
control and program switching equipment and
new camera equipment, it was announced.

Stored TV Sets Destroyed

AN EARLY morning fire of undetermined ori-
gin completely destroyed $800,000 to $1 mil-
lion in finished and stored TV sets and guided
missile production facilities at Pacific Mercury
TV Mfg. Corp.’s warchouse in Van Nuys,
Calif., last Wednesday.

Heads FTL TV Division

WALTER H. HAWK, technical services man-
ager of Federal Telecommunication Labs, Nut-
ley, N. I, an IT&T division, has been ap-
pointed manager of FTL’s television operation.
He will be in charge of the production and
development of the company's complete line of
vhf and uhf television broadcasting and studio
equipment.

RCA Pays 8712 Cents

RCA directors declared a dividend of 872
cents per share on outstanding shares of $3.50
cumulative first preferred stock for the third
quarter, payable Oct. 1 to holders of Sept. 14,
Brig. Gen. David Sarnoff, RCA board chair-

man, announced Wednesday.
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(/" TAPE RECORDING

e ”0”.. mp./

Records Every Word—TIMED TO THE MINUTE

o .l'.l'.: e
M S

Erose the 24-hour tape in just 20 seconds
— simply by rotating the reel in the
SoundScriber Tape Demagnetizer!

' NEW SoundScriber 24-hour Tape Recorder

Model D-24
Dual Channel

Continuous, uninterrupted, unattended magnetic tape re-
cording for a full 24-hour day—with the time printed on
the tape to indicate the exact minute of recording—that’s
the story of this new SoundScriber 24-Hour Tape Recorder,
already proved in hundreds of military installations.

This new SoundScriber development is versatile, trouble-
free, requires no attention during operation. It records a
single channel, or dual channels simultaneously, from mic-
rophones, incoming lines, or a combination of both. Built-in
speaker or accessory headphones allow instant “listening-
in"” while recording or playing back.

The 24-hour reel of tape, only seven inches in diameter,

makes a complete, economical, permanent automatically
timed record of a full day’s communications .. . or is easily

Designed and produced
by the manufacturers of

Sound Scribe

DI CTATING E Q0 I P MENT

TRADEMARK

MAIL COUPON TODAY FOR FURTHER INFORMATION

BROADCASTING ® TELECASTING

INVALUABLE for Recording Radio—TV Programs

erased for repeated re-use. Longer recording periods,
almost unlimited in time, can be attained through simple
modifications.

SoundScriber’s unique mechanical design operates at
approximately 1/60 the speed of conventional tape recorders
—-assures longer life and minimum service attention.

Contained in a sturdy aluminum carrying case, the Sound-
Scriber 24-Hour Recorder operates from standard electrical
outlets. The chassis is easily removed for mounting in
conventional 19” rack.

The 24-Hour Recorder meets JAN specifications. It is now
available for immediate delivery to commercial and other
users.

| The SoundScriber Corporation BT-9
New Haven 4, Conn., USA

| want to know more about your 24-Hour Tope Recorder. Please
send further data and sample of tape.

Name

Address. City.

Kind of Business or Operatiosn -
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AGENCY ADS ON RADIO

RADIO advertising of an agency’s services is a
new switch at KYW Philadelphia. W. 8.
Roberts Inc. advertising agency is buying spot
announcements there calling attention to the
imaginative commercials for their clients and
the results obtained in terms of sales. The
agency’s commercials, spotted weekly on the
early-morning Jack Pyle program for 13 weeks,
point out specific announcements placed on the
same show in order to make maximum use of
tie-in identification.

NBC FOOTBALL BQOK
HANDSOME newsbook of stories, pictures and

PROGRAMS & PROMOTIONS —

mats on the NCAA college football games and
their telecasts on NBC-TV this fall are being
distributed by NBC-TV to all stations carrying
the contests plus newspaper sports editors and
TV publications in the markets to receive the
telecasts. Kit contains stories on the series
and the individual games; biographies of Tom
Gallery, NBC’s director of sports; Lindsey
Nelson, his assistant; Bill Garden, producer of
the NCAA series, and Mel Allen, play-by-play
commentator; photos and mats of the college
team stars.

INVITATIONS FROM CRAWFORD
HAND-ADDRESSED notes, on duplicated
sheets of Joan Crawford’s personal statione.ry,

%,

Radio's

$230,144,000 worth

A Clear Channel-Station
Serving the Middle West”

MBS

Advertising

c 20T N, M

GROWI

the United States last year!* ’

There are 4,753,600 homes in WGN's lis-

tening area—more than any other Chicago

station—bar none.**

To reach the greatest number of people
with your advertising messages—it's WGN
in the nation’s second largest market.
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Chieago Offica: 441 N. Michigan Ave,, Chicago I D
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" 50,000 Wata [l ot
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have been sent to 16,000 salesgirls, beauticians,
store buyers and others inviting them to watch
Miss Crawford’s Sept. 19 video debut on CBS-
TV Revlon Mirror Theatre. Promotion is be-
ing handled by William H. Weintraub & Co.,
N. Y., agency servicing Revlon Products Corp.
An additional 600 notes were sent to TV editors
inviting them to watch the premiere film in the
new series.

CAKE-NAMING CONTEST

KRAFT FOODS Co., Chicago, will use its radio
and TV network shows during September and
October for a cake-naming contest designed to
promote the firm’s salad and cooking oil. The
competition will be two-fold, with prizes to be
awarded in consumer and institutional cate-
gories. The main commercials on the Kraft
Television Theatre (NBC-TV) and The Great
Gildersieeve (NBC Radio) will be devoted to
the contests, along with newspapers and supple-
ments. Person supplying the best name for the
Kraft Oil “mystery cake™ will win a 1954 Ford
Victoria automobile. First prize in the institu-
tional competition for chefs and bakers will be
$1,000. Needham, Louis & Brorby Inc., Chi-
cago, is the agency handling the account.

CHURCH RADIO-TV GROUP

THE RELIGIOUS Radio-Television Commis-
sion of the Pioneer Valley, Mgs&t, has been
formed for the purpose of better religious pro-
gramming by the Councils of Churches in that
area and the Episcopal Diocese of Western
Massachusetts. With its difettor, the Rev.
Joseph E. Porter, who has had -several years
experience as an announcer and program direc-
tor with radio stations in the South (WRJA
Richmond, WDVR and WHHT Durham, N.C.),

Fairly Busy

WRFW Eau Claire, Wis., completed a
three-week period of rapid-fire program-
ming and promotion in connection with
fairs around
on the state.
According to
Jack Kelly,
WRFW man-
ager, station
originated nine
hours from
Augusta at the
Wisconsin
Fair, July 17-
18, giving
away gift
baskets from
station spon-
sors, free re-
cipes and houshold ideas. Another
nine hours were broadcast from the Col-
fax, Wisconsin Free Fair, July 22-25,
with programming and promotion along
the same line. WRFW next moved into
the Northern Wisconsin District Fair at
Chippewa Falls. Highlight here, accord-
ing to Mr. Kelly, was when his wife, Elly
Kelly, distributed an estimated 7,000 rec-
ipe and homemaking booklets.

Mr. Kelly
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for ‘round-the-clock programing

When your towers are by Truscon, there’s
less chance of your log reading’off the air’’
~ during storm seasons. Truscon-designed
~ and engineered radio towers stand strong
and tall under all kinds of weather con-
ditions—and in all kinds of topography.

Truscon builds ‘em for you tall or small
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TRUSCON STEEL DJVISION

REPUBLIC STEEL CORPORATION
1074 Albert Street * Youngstown 1, Ohio
Export Dept.: Chrysler Bldg., New York 17, N. Y.
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the commission hopes to provide the best in
religious programs for radio and TV audiences.
Rev. Porter will be dealing with 14 radio and
TV stations in the Picneer Valley.

HIGHWAY GROUND-BREAKING

PART of the Centralia, Ill., centennial celebra-
tion was the ground-breaking ceremony for a
$1 million highway underpass to be constructed
beneath four railroads. News Director Jack K.
Holt, WCNT-AM-FM there, covered the occa-
sion, with Illinois Governor William G. Stratton
doing the ground-breaking. The station aired
the Governor's address and interview as well as
the actual earth-turning sounds.

PUBLIC SHOE SHINING

A CASUAL remark and a bet proved radio
to be better than expected. Alan Dary, star of
the Alan Dary Show, WORL Boston, recently
made the casual remark while gabbing between
records that since it was vacation season there
probably weren’t many people listening to their
radios. Jay Richards, who engineers and appears
on the show, bet that Mr. Dary couldn’t get 250
pieces of mail the next day from people who
were listening. The next day over 1,000 letters
and cards were sent to the station from every
state in New England and Canada as well, re-
ports Mr. Dary. For losing, Mr. Richards was
forced to shine Mr. Dary’s shoes at noon on

PROGRAMS & PROMOTION

Merchandising Mark

NBC Merchandising Dept. reported last
week that Johnson & Johnson was the
network's 100th client to request mer-
chandising service since the department
was organized in January 1952, Com-
mented NBC’s merchandising director,
Fred N. Dodge: “This is a milestone in
network merchandising and is another
step in the recognition of the value of
merchandising in the broadcasting field.
. . . The files of our department bulge
with evidence that network merchandis-
ing has helped move additional millions
of dollars of goods from retail outlets
all over the country.”

Boston's financial State St. the following day.
The shoe shining episode was attended by
almost 1,000 people, according to Mr, Dary.

SCHOOL SAFETY CAMPAIGN

“BACK-TO-SCHOOL” safety campaign is
being conducted by WKNB-TV Hartford,
Conn., over its daily western Tex Pavel’s Bar-30
Theatre. Kicking off the safety theme was a
parade Sept. 12 consisting of representatives of
major civic and youth groups, as well as a large
contingent of Hartford’s young cowboys and
cowgirls on horseback. Riders of the best
decorated bicycles were awarded prizes in addi-
tion to invitations to appear on the Bar-30

Theatre. During this week all Hartford County
grammar school students are invited to submit
the “Best Rules for Safety on Two Wheels” to
Tex Pavel. The winning child will receive a
bicycle, and his school will be awarded a con-
sole TV set., Awards will be prsented on a
special Bar-30 telecast Sept. 25.

STEVENSON SPEECH

ADLAI STEVENSON will report the results
and conclusions derived from his five-month
world tour over CBS Radio tomorrow (Tues-
day), 9:30-10 p.m. CDT. The 1952 Democratic
candidate for president will report to a nation-
wide audience for the first time since his return
to the States in late August. The broadcast will
eminate from the Chicago Civic Opera House.
Al Rudd is producer.

PREPARATION FOR SCHOOL

WGAY Silver Spring, Md., presented a program
designed especially for children entering school
for the first time. Mrs. Louise M. Yuill, mem-
ber of the Prince Georges County School Beard,
appeared on the Sept. 11 Story Time program
with an explanation of what the youngsters
might expect on their first day of school. Her
words of advice were aimed to overcome cer-
tain basic fears of children just beginning their
organized education. Yesterday (Sunday) the
station aired a program featuring addresses by

During the year, here’s how this buying
power lifted sales:

$703,206,000 spent in retail stores
$180,541,000 spent for food
$151,766,000 spent in automobiles
$ 23,667,000 spent in drugs

People in the rich Roancke area have a per
family income 20% above the national average
. . . 34% above the Virginia state average.

Stations . .

Yes, People in Roanoke have dollars to spend, and
the best way to get your share is with the complete
radio and television coverage of the Shenandoah

. WSLS—AM~FM and now TV.

All figures from Sales Management Survey of Buying Power, 1953

WSt

NBC * 4610 K.C.

¢ AM ‘FM and now TV

NBC ¢ CBS * CHANNEL 10

OWNED AND OPERATED BY SHENANDOAH LIFE STATIONS, INC,

catl your AVERY=KNODEL man 1opAY
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BEST news tip of the month was worth ten

dollars to NBC Cleveland staffer Bernie

Nedwich (1), who gets the check from

WTAM-WNBK news director Edward Wal-

lace. Mr. Nedwich won the monthly com-

petition with films of an airplane crash
near there.

Dr. Forbes Norris and William S. Schmidt,
superintendents of schools in Montgomery
County and Prince Georges County, respec-
tively.

KITE LETTER-OPENER

THE KITE San Antonio “gadget of the month™
is a plastic letter-opener. On it are pictured
a kite and the words: “Opens a World of Good
Music! Half past 9 on any radio.”

NEW YEAR PROGRAM

MAYOR VINCENT IMPELLITTERI and
N. Y. City Council President Rudolph Halley,
the borough presidents of Manhattan, Brooklyn,
Bronx and Queens, delivered Jewish New Year
(Rosh Hashonah) greetings on the Abe Lyman
Show over WLIB New York, last week. The
station is also broadcasting Jewish High Holy
Day services directly from a temple for the
benefit of shut-ins.

POWER BOOST PROMOTION

IN AN effort to promote its increase to max-
imum power telecasting, WFIL-TV Philadelphia
has added a mew feature to its daily program-
ming, in the form of Major Max Power dressed
in a futuristic space uniform. The station re-
ports that viewers in 53 counties throughout
Pennsylvania, New Jersey, Delaware and Mary-
land have written in acclaiming the power in-
crease. Letters have come from such distant
points as New York City and Washington, ac-
cording to the station.

NAVY AIR RESERVE SERVES

SERIES of three documentary programs on
the Navy Air Reserve is being telecast by
WBBM-TV Chicago under the title of Sunday
Punch. Programs are designed to give a ¢com-
plete picture of the reserve, its history and
purposes, and closeups of men who have seen
action in Korea and World War II. Narrator
and interviewer is Jim Conway, member of
the reserve, with telecasts originating from the
Glenview Naval station, Glenview, Ill. Series

WANT A

EI.“SE'UP ON YOUR

CLIENT'S PRODUCT OR SERVICE?

MAKING A SURVEY ?

We'll bet you a median to a norm that you can get it done
faster, better, more economically through Western Union’s
Market Opinion and Survey Service. It’s flexible, it can
be tailored to your job. Here’s why it’s so efficient:

Western Union has offices in 2,200 cities all over the
country, staffed with people who serve their communities,
know the people, enjoy their confidence. The survey
facilities of the entire Western Union organization

are behind them, to speed their findings and give you

the results—often cvernight!

Years of experience lie behind Western Union’s Market
Opinion and Survey Service. It has proved effective

for advertising agencies and their clients from coast

to coast. It is ready to go to work for you at a
moment's notice—on a local, regional or nationwide
scale. For complete details, just call your local

Western Union office.

WESTERN UNION
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got under way Sept. 12 and will be resumed
Sept. 26 and Oct. 10, with planes and other
equipment never before seen on television, ac-
cording to the station.

ADULT EDUCATION SERIES

A SERIES of lectures and discussions on
various phases of adult education will be broad-
cast over New York City-owned WNYC every
Wednesday at 9:30-9:55 p.m., starting this week
and continuing through June of next year, The
programs will be offered in cooperation with
the Extension Division of the City College of
New York’s School of General Studies.

UNIT TO COVER 5,000 MILES

WNBK (TV) Cleveland’s new remote unit will
cover nearly 5,000 miles of highway on its first
agsignment. The converted 41l-passenger bus is
assigned five pick-ups for the General Motors
fall football schedule, covering Nebraska,
Illinois, Minnesota, Kansas and Indiana. The
unit, equipped to handle six cameras, is con-
structed entirely of aluminum in the interior to

keep it light as possible. To maintain constant '

contact with Cleveland NBC headquarters, a
mobile telephone has been installed.

HOLY DAY TELEGRAM

A SIMULATED telegram has been sent out by
WABD (TV) New York inviting viewers to a
presentation of a drama of the Jewish New
Year holidays, “The Call of the Shofar,” Sept.
16, 7:30 p.m. The “Rosh Hashonah-gram”

PROGRAMS & PROMOTIONS

g

ALASKA BOUND is CKLW Windsor's Eddie
Chase, who sets forth for a five-week guest
appearance tour with the good wishes of
Detroit Mayor Albert E. Cobo (I} and CKLW
President J. E. Campeau. The Make Believe
Ballroom creator will send back tapes for
programs during the trip.

expressing wishes for a Happy New Year, has
pictured around its border various symbols of
the Jewish High Holidays. The program will
be sponsored by Maxwell House Coffee,

TEEN-AGERS’ SHOW

BARRY KAYE, disc jockey on WJAS Pitts-
burgh, recently broadcast his Teen Canteen pro-
gram from the teen department of Rosenbaum’s
department store in an effort to create traffic for

Rosenbaum’s. The result: 3,500 teen-agers, the
station reports. Because of its initial success,
the broadcast will continue each Friday from
the store. Moreover, due to Mr. Kaye's pop-
ularity, those wishing to attend his daily show
(except Fridays) must now write for tickets,
125 of which are allotted each day. Tickets
for September and October have been given
away already, and the station now is filling
requests to see November broadcasts.

'STORY TIME’ RETURNS

A TINY, pink rubber baby reminding listeners
that Willette's Story Time returns to the air over
WROX Clarksdale, Miss., Mondays and Thurs-
days, 7:30 p.m., Sept. 14, has been sent out by
the station. The program is sponsored by
Clarksdale Laundry. The above information
plus the fact that there are 17,145 children
under 14 years of age in Coahoma County are
provided by a tag attached to the baby.

TV DISPLAY TURNTABLE

JOSEPH HEROLD, station managet of KBTV
(TV) Denver, realized a personal triumph when
the switch was pushed putting into operation
the first antomatic display turntable of its type
in the TV industry, the station reports, The
mechanism is capable of rotating the heaviest
of automobiles for dramatic on-the-air effects
and is so controlled that the entire table can
make quarter, half and full turns and can be
reversed as well. Mr. Herold first conceived
the idea of a turntable for television when the
present studio building, formerly an automo-
bile distributor’s garage, was purchased. The

NUP

\
Now Get quick SPONSOR SALES

Get huge fall sports
program audiences

Phone, wire, write today
for full details

630 Fifth Avenue, New York 20, N. Y., JUdson 2-5011
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RADIO CORPORATION OF AMERICA
Chicago

RCA VICTOR DIVISION

Hollywood
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Carl Rosen, President of Puritan Dress Company, tells how . . .

Y by

He leads the world’s biggest dress parade!

“Fashions are perishable,” says Carl Rosen, head of the world's
largest women's dress house. "“"The season is short — speed is
the essence.

“Tirst we test new styles in key markets to see how they
click. New dresses reach the stores on time — via Air Express.

“Then we release the best styles, timed to go on sale when
our 2-page ads appear in Sunday papers all over the country.
Those dresses reach every part of the nation overnight — via
Atr Express. Finally, our efforts pay off in a flood of reorders!

TELECASTING

"And again we turn to Air Express, to replace stocks as
fast as they seil out. This dependable speed is the lifeblood of
our business. It is absolutely essential to us.

“Yer the majority of our Air Express shipments go at Jower
rates than any other commercial air service.

“Buyers and salesmen know they can depend on us. We
depend on Air Express!”

It pays to express yourself clearly. Say Air Express! Division
of Railway Express Agency.

Airkxpress <~

GETS THERE FIAST via US. Scheduled Airlines
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plan blossomed when Mr. Herold saw the
hydraulic lift used for automobile greasing, and
there and then decided to convert the me-
chanism into a turntable.

DENVER’S ‘BRIGHT DESTINY’

THE DENVER of tomorrow was forecast by
KOA there in an hour-long documentary pro-
gram titled Bright Destiny. The broadcast,
three months in the making, presented a view
of metropolitan Denver as it will be in the
years just ahead, with predictions coming from
government, civic and business leaders in-

PROGRAMS & PROMOTIONS

terested in the city's future. Appearing on the
program were; President Eisenhower, Governor
Dan Thornton, Denver’s Mayor Quigg Newton,
Bob Hope and others. Denver’s construction
boom, interest in the city as evidenced by the
oil industry, tourist interest and the ever-increas-
ing agriculture and cattle industry were among
the topics covered by the program,

ALLIED RADIO CATALOG

ALLIED RADIOQ, Chicago, is offering free its
268-page 1954 catalog of electronic supplies for
radio and television stations [B®T, Sept. 7]

SRO X
o "BRUSH CREEK
FOLLIES”

with

HIGSBY

KMBC-KFRM

Yeu Indeed, there's “stonding room
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E Folhes?
The Midwests's oldest and mast
wecenhl bor danee program b
naw cfiering ovailablites on o por- 2
neipoting basit

sentatives.

knows his

- Service-Ad

helps
sell time

Arthur B. Church, President
KMBC-KFRM, Kansas City, says:

“We have been a consistent user of SRDS space since the
very inceptlion of your valuable publication. Seme years
S ago | personally checked with a considerable number of
buyers of radic time who, without exceptien, confirmed
our belief in their constant utilization of SRDS.”

8 ways a Service-Ad in SRDS helps sell time

It helps known prospects recall the gist of the sales story your
representatives and your promotion are telling.

It helps unknown prospects lo decide lo call in vour repre-

Now in it fifteenth successlul sen-
ton, tha sparkling progrom plays
every Sofurdoy mghl to a lorge.
enthuniontt cudsence {rom ihe sioge
of T¥ Ployhoust i domniown Kan.
sas Ciny—and mOST imporiant. auk-
rares oll competng pragrams by o
verp camloriable margn, accordng
19 the mow racent Intener swrveyt.
{Puhe Jnc.. Janvory-February 19530

What's more. the grearen dir sales.
man of them ofl, Hiram Migsby, ws)
10ke your produtr Or 1ervice 1o the
buge Heon ol Amerko oudience!

Thare moy be o lgw mare spors
for & wite odvertuer o “wond on
one ol the hordesihiing. losest.
selling wehecles in the Komos City
hade Areg—"Bush Creee Fallis™l
Barier mride, wit® of phone KMBC-
KFRM. Konsrs City, or your ncorest
Free & Peters Colonel o1 ance.

of Kansas City

3 It goes to agency-client conferences.

4 [t remains instantly accessible to the SRDS user who is working
nights or weekends,

5 It provides liftable material for inclusion in media proposals.

6 It makes possible a good “action™ closing for other promotion.
directing prospects to your Service-Ad in SRDS for more infor-
mation, fast.

7 It keeps your story in the only place you can be certain that
everyone who uses it is interested in stalions right then.

8 It provides a “last chance” point from which a prospect can get
. Y} l 5 _:‘
a final “briefing" on your story hefore he makes his final
decision.

Informative Service-Ads like the one shown here sell time for
you because they deliver wanted information te your prospect at
the time he it using Standard Rate te make station selections.

2

Standard Rate & Data Service, Inc.

The National Autherity Serving the Media-buying Funetion

Walter E. Botthof, Publisher, 1740 Ridge Ave., Evanston,lll.

Sales & Service Offices: New Yorks ChicagorLlos Angeles
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Oklahoma City draws the attention of Clair
McAdams of the station’s central filing de-
partment. The picture display is designed
to help staffers become better acquainted.
All pictures were taken by WKY photog-
! rapher Johnny Shannon.

Firm states that purchasing of electronic sup-
plies and equipment can be simplified through
Allied—"the reliable one-supply-source for ali
your electronic needs.” Catalog may be ob-
tained by writing to the company at 100 N.
Western Ave., Chicago 80, Il

SIDEWALK SUPERINTENDENTS

KTTS-TV Springfield, Mo., issued honorary
membership cards for those belonging to KTTS-
TV S.8.S. (Sidewalk Superintendents’ Society),
which permitted members to indulge in the

Football

FURTHER coverage of the 1953 foot-
ball season [BeT, Aug. 17, et. seq.), in-
cludes plans for the following broadcasts,
as reported last week:

KTBC Austin, Tex.—Selected Southwest-
ern Conference games for Humble 0il Co,

WBAL Baltimore and WRC Washington
—Navy schedule for Gulf Oil Corp. and
dealers in two areas.

WBIG Greensboro, N. C. (and regional
Duke Network)—Duke U. schediile for
Chesterfield cigarettes.

WEMP-AM-FM Milwaukee — Marquette
U. schedule for Allis Chalmers Mfg. Co.

WHIM Providence—Brown U. and Rhode
Island ¥. schedules.

WJIJL Niagara Falls, N. Y.—Cleveland
Browns pro schedule for Certo Bros. Dis-
tributing Ceo.

WNAB Bridgeport, Conn.—%J. of Bridge-
port schedule for Creel Dodge & Plymouth
Motors of Bridgeport.

WORD and WDXY (FM) Spartanburg,
8. C.—Schedule of wofford College, nine
] games of W. of South Carolina, seven

games of Clemson College and other out-
standing southeastern games for the Spar-
| tanburg Coca-Cola Bottling Co., Cudd and
| Coan Insurance Co. and Greenewald’s Inc.
Also eight games of Spartanburg High
I School on WDXY for willard 0il Co.

WTAM Cleveland—Ohio State U. sched-
ule for Bankers Life and Casualty Co. (on
alternating basis).

WTNJ Trenton, N. J—U. of Pennsyl-
vania schedule.
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Loyal FM Fans

WOHS-FM Shelby, N. C., aired the sea-
son’s American Legion baseball games of
the nearby Cherryville, N. C., Legion
baseball team with sponsorship by mer-
chants in Cherryville, population of which
is only 3,500, according to Robert M.
Wallace, WOHS-FM president. When
Cherryville’s team won the state cham-
pionship and a four-state playoff was held
in Cherryville, the merchants sponsored
the whole playoff on the station. Cherry-
ville won this series and the team went to
an area playoff in Sumter, S. C., with
merchants still sponsoring the games.
When Cherryville won the Sumter play-
off and went to Miami, Fla., to represent
the southeastern U. S. in the Legion Little
World Series, the merchants and indus-
trialists in Cherryville agreed to finance
the high line costs and other expenses.
WFIG Sumter, S. C., WEWO Laurin-
burg, N. C., and WGNC-AM-FM Gas-
tonia, N. C,, also were permitted to pick
up the broadcasts, Mr. Wallace said.

privileges of observing, criticizing, condemning,
offering suggestions, hindering, hampering or
actually taking part in the erection of the sta-
tion’s TV tower. An accompanying letter ex-
plains that members must bring their own tools,
lunches and chairs but that the station will
furnish ice water. Membership was invalidated
Sept. 6, however, because that was when con-
struction was scheduled to be completed and
the tower in operation, the letter stated.

CFPL MEETING

CFPL-TV Londeon, Ont., on Sept. 9 held an in-
formative meeting with 250 local manufac-
turers, distributors and television set dealers,
outlining plans for the October inauguration of
CFPL-TV. Technical details on CFPL-TV
reception were discussed with dealers, in view
of the increased demand for sets since London
has been in an outside fringe area until now for
Cleveland and Detroit stations.

It's True—Honest

THIS is one that might have tested the
late Robert L. Ripley’s gullibility—but
WAPL Appleton, Wis., swears it really
happened. The station recently started
a “Lucky Buck” contest in which listen-
ers are invited to watch their dollar bills
for cash prizes. Big daily prize: $100
for a pre-selected bill circulated in the
area. Stanley Constantine, WAPL sales-
man, was chosen to drop the Lucky Buck
on a Monday. On the following Satur-
day, while shopping at another store, he
squinted in amazement as N15701570
(picked after the station’s frequency)
turned up. The odds against Mr. Con-
stantine picking up the bill—based on
Appleton’s 100,000 population and the
nation’s 160 million—are really so as-
tronomical it would take an Einstein to
compute them, according to Fred W.
Sample, WAPL manager,

in cities..

in villages..

WBLZ-TV s s s

When you study Dr. Forest L. Whan’s report of TV viewing in the Boston
Trade and Distribution area, you can’t miss the overwhelming preference
for WBZ-TV. Of urban TV families, 28.0% named WBZ-TV as the station
they watched most {compared to 13.8% for the next best station). Among
village TV families, preference for WBZ-TV is 34.3% (compared to 13.9%).
And on farms, the WBZ-TV figure rises to 34.99% (compared to 13.9%).

If you haven’t a copy of the Whan report, write for one now. It will help you
select the programs, the times and the station that will make your New Eng-
land television budget most effective. Write to WBZ-TV or NBC Spot Sales.

WBZ-TV Boston:Channel 4

WESTINGHOUSE RADIO STATIONS Inc
WBZ - WBZA - KYW - KDKA - WOWO - KEX - WBZ-TV « WPTZ

National Representatives, Free & Peters, except for TV;
for WBZ-TV and WPTZ, NBC Spot Sales
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»MORE THAN 120 radio stations throughout
the country will schedule special programs to-
morrow {Tuesday) to salute the 77th birthday
of conductor Bruno Walter. CBS Radio was to
honor Dr. Walter with a broadcast from Salz-
burg yesterday (Sunday) when the conductor
was to lead the Vienna Philharmonic Orchestra
in the World Music Festivals program series
(2:30-4 pm. EDT).
* i Ed

»ROGER WAYNE, music director of WHLI
Hempstead, L. L., observed his 28th anniversary
in radio last month. He started as a pianist and
accompanist in New York in 1925, served as
program director, production director and mu-
sical director at WLIB and WMCA in New

MILESTONES

York and other stations before joining WHLI
in 1947.

» WMAQ Chicago’s 400 Hour (sponsored by
Chicago & North Western Railway System)
aired its 5,000th consccutive broadcast Sept. 2.
Broadcast originated from the sponsor’s head-
quarters in the Chicago North Western station,
with listeners invited to attend. All WMAQ
carly morning programs were aired from a
special studio and broadcast over a public ad-
dress system that morning, and visitors were
served coffee in cups marked “35,000." Pat
Gallicchio was m.c., having succeeded the late
Norman Ross on the program last June.

KANSAS FARMERS
ARE SELLING
THEIR WHEAT...

WIBW ADVERTISED
MERCHA_NDISE

£

Rep. CAPPER PUBLICATIONS, Inc.

® BEN LUDY, Gen. Mgr.

& WIBW e KCKN
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PRESENTATION of a cake and camera
marked the 19th danniversary of the Morris
B. Sachs Amateur Hour with a special sim-
ulcast on WENR and WBKB (TV) Chicago.
Present at danniversary ceremonies were
(I to r): Bob Murphy, m. ¢. of the program;
Morris B. Sachs, sponsor and owner of Sachs
clothing stores in Chicago, and Sterling
’Red’’ Quinlan, general manager of WENR
and WBKB. Ceremonies were held Aug. 23,

* * ok

» NBC's News of the World radio show (Mon.-
Fri,, 7:30-7:45 p.m. and 11:15-11:30 p.m.
EDT) started its 15th year on the air Aug. 24,
The sponsor since March 24, 1941, has been
Miles Labs. {Alka-Seltzer), Elkhart, Ind.

» MARIAN YOUNG celebrated her 12th an-
niversary as Martha Deane on WOR New York
last month. One hundred women who have ap-
peared on her listener-panels were guests.

* £ £

> KWKW Pasadena celebrated 11 years of
broadcasting with a day-long birthday party
Sept. 11, highlighted by special afternoon and
evening broadcasts.

EARLY guests sign in with hosts at KMTV
(TV) Omaha’s open house celebrating its
fourth anniversary. Signing guest book is
Edward Petry, president, Edward Petry &
Co., KMTYV national representatives. Others

(I to r}: Edward May, KMTV president;
Fritz Snyder, CBS-TV director of stations
relations, and Owen Saddler, KMTV vice
president-general manager. KMTV has re-
modeled and expanded facilities,
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»TO MARK 10th anniversary of the Assn. of
Canadian Radio and Television Artists, the
first annual dinner and ball is planned at Toron-
to on Sept. 25. Annual awards of merit given
to artists by various segments of the broadcast-
ing industry for significant achievement will be
presented at this anniversary event.

L] L] *

»WJBS Deland, Fla., marked five years of
broadcasting Sept. 3. The event was observed
with a week of special programs and promo-
tions. The NBC affiliate is owned by Stetson
. and managed by Dr. C., L. Menser, director
of radio for the school.

MAJORITY stockholder Mrs. A. Scott Bul-
litt and Executive Vice President Henry
B. Owen observe the fourth anniversary of
the founding of King Broadcasting Co.,
licensee of KING-AM-FM-TY Seattle. Com-
pany purchaosed KEVR Seattle Aug. 20,
1949, and shortly thereafter changed call
letters. Celebration took place during the
week-long, KING-sponsored institute on
uses of TV in public service and education.

* L S

» FOURTH anniversary for WOW-TV Omaha
was celebrated Aug. 29. The station says it
began eight-hours-daily operation in 1949 with
an area audience of 500 sets, and now broad-
casts 17-hours-daily to an audience of 200,000
sets.

25-YEAR veterans of Crosley Broadcasting

Corp. are engineers George B. Cock (1) and

David Conlon, who recently completed a
quarter century with WLW Cincinnati.
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Available in Fairchild 530 Transcription
Turntable or as kit for converting existing
equipment...new drive is SYNCHRONOUS at
ALL THREE SPEEDS.

-
3.SPEED DRIVE, synchronous at
3313, 45 or 78 rpm, is integral part of
530 Turntable (left), or available as
conversion kit. Turntable available
with or without cabinet.

NOW...ANY Station can have

LXACT TIMING

OF TRANSCRIBED AM-FM PROGRAM MATERIAL
OR LIP-SYNCHRONOUS SOUND FOR TV FILM...

No other transcription table matches
the Fairchild 530 —and in kit form
its exclusive new drive permits
converting existing equipment to the
finest modern 3-speed. With this
change you prevent program
material overlapping commercials at
station breaks, achieve synchronized
sound, insure quick starts, eliminate
rumble, noise and vibration.

COMPLETE LC{#L cheﬂlff

PLAYBACK SYSTEM

For supetb professional sound reproduction use
Fairchild components: Fairchild 3-way Turret
Head Arm with Fairchild Moving Coil
Cartridges for lateral and vertical recordings

* 205 six-position Passive Equalizer for all
records and transcriptions ¢ For line-level
output use the Fairchild 650 Preamplifier

with high signal-to-noise,

and 60 db gain.

e e

&

3WAY TURRET HEAD ARM

SERIES 213
CARTRIDGES |

————e o - I

SELF.POWERED
PREAMPLIFIER

I ———

Studio... Console..Bitable,

DISC RECORDERS

Use Fairchild Direct-drive Synchronous
Recorders for absolute timing, faithful
duplication of original sound on AM, FM,
TV. Pitch continuocusly variable from 80 to
over 500 lines per inch on model 523
shown. Now — make microgroove records
with your present Fairchild 539 Recorder.
Ask about special microgroove Adapter Kits.

Write for illustrated literature and prices.

REGORDING /—*

HRGHILD fouiemenr

154th St. & 7th Ave., Whitestone, N. Y.

A

.
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— - - e e i
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YISIT US AT THE AUDIO FAIR, HOTEL NEW YORKER, OCT. 14-17
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CITATION from the U. S. Treasury is pre-
sented to Franklin Snyder (1), WXEL (TV)
Cleveland, by Loring Gelback, state chair-
man, U. 5. Savings Bonds Program. At right
is WXEL news director Bob Rowley. Presen-
tation marked WXEL’s service to the com-
munity and nation through bonds efforts.

NAFBRAT Names Hall

PRESIDENT Joyce C. Hall of Hallmark Greet-
ing Card Co., sponsor of the Hallmark Hall of
Fame on CBS Radio and NBC-TV, has been
named recipient of the first annual Dr. Lee
De Forest Award, established by the National
Assn. for Better Radio and Television to honor:
“The person most consistently responsible for
the highest educational and moral standards in
radio and television programs.” Selection of
Mr. Hall for the annual award was announced
at a Los Angeles luncheon held by NAFBRAT.

AWARDS

RTNDA Awards Entries’
Deadline Tomorrow

DEADLINE for entries in the awards contest
of the Radio-Television News Directors Assn.
is midnight tomorrow (Tuesday).

Radio and TV stations should send entries
to the Radio-Television News Directors Assn.,
Medill School of Journalism, Northwestern U.,
Evanston, Il

The competition has three divisions, out-
standing radio news operation, outstanding tele-
vision news operation, and special events. A
trophy will be given to the winner in each class.
The trophies are donated by Northwestern U.'s
Medill School of Journalism.

Previous winners of RTNDA awards are:

For outstanding radio news operation—
WHO Des Moines, 1951, 1952; WOW Omabha,
1950, and WHAS Louisville, 1949.

For outstanding television news—WBAP-
TV, 1949; WHAS-TV, 1950; WBAP-TV, 1951,
and WTVJ Miami, Fla., 1952.

Special events—WTIC Hartford, Conn., and
WBAP-TV, 1952,

Tom Eaton, WTIC Hartford, Conn., news di-
rector and RTNDA president, announced judges
for the contest. They will be: Sol Taishoff,
editor and publisher of BROADCASTING ® TELE-
CAaSTING; E. R. Vadeboncoeur, president-general
manager of WSYR-AM-TV Syracuse, and Erle
Smith, veteran radio newsman and former news
director of KMBC Kansas City, Mo.

Winners will be announced Cct. 26-28 at

the RTNDA convention at the Sheraton Park
Hotel in Washington, D. C.

Adom J. Young Jr., Inc.
Natienaol
" Representotive

JipE C;'Jmpeau, President

Je I..'__*_Gu_;_;i_t_iiqp Building

S Ditroit\,_ZG‘

Early fall scheduling
means early fall profits
for advertisers who
use CKLW's hard
hitting, low cost cover-
age. Over 17,000,000
listeners in an impor-
tant five state region.

CKLW covers o 17,000,000
population area in five

importanf states!

50,000 WATTS

800 KC.

Page 94 ® September 14, 1953

MICHAEL, the Academy of Radio & Tele-
vision Arts and Sciences’ equivalent to Hel-
fywood’s “Oscar,” goes to the Goodyear
Tire & Rubber Co. for its Goodyear Tele-
vision Playhouse, named best dramatic pro-
gram on TV for 1953. Bob Eastright (1),
Young & Rubicam, presents the award to
Kenneth C. Zonsius, Goodyear advertising
director.

WTVYJ (TY) Miami wins a certificate of

merit from the Jewish War Veterans. Lee

Ruwitch (1}, station’s vice president-general

manages, receives the award from Louis

Phillips, national executive committeeman
of the veterans organization.

4

+

PAUL NAKEL (I}, WIMO Cleveland stotion

manager, accepts on behalf of Richard
Eaton, president of the Friendly Broadcoast-
ing Co,, the citation of honor awarded to
WIMO by Donald G. Stratton, ares mana-
ger of the U, 5. Treasury Dept., Saving
Bonds Division.

BROADCASTING ® TELECASTING
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CBC REPORTS RISE
IN RADIO REVENUE

Commercial radio dollars to
the Canadian Broadcasting
Corp. increase $57,282 for the
fiscal year ending last March
31. In its first seven months
of operation, TV brought
$518,380.

COMMERCIAL revenue of AM broadcasting
was up $57,282 to $2,513,714 in the fiscal
year ending March 31, 1953, the Canadian

Broadcasting Corp, reported early
CANADA this month in its annual statement

to the Canadian Pariiament. Com-
mercial revenue from TV broadcasting in the
first seven months of operation was $518,380.

Losses in radio listener license fee revenue
and heavy expenditures in TV operations,
brought the surplus of the CBC AM and TV
operations before depreciation to $1,055,336
as against $3,322,000 the previous fiscal year.
Net surplus, after depreciation, amounted to
$376,000,

Total income on AM broadcasting, inciuding
the $6,250,000 statutory grant from the gov-
ernment, was down to $14,773,856 from the
previous year’s $14,813,500. Radio expendi-
tures increased from $10,674,415 to $11,389,-
133,

TV Income

Television income totaled $585,496 and ex-
penditures were $2,914,882, of which $1,854,-
589 was for programming. Capital outlay on
TV, financed largely through government loans,
totalled $1,875,934, and was spent mostly on
completing studios and production centers at
Torento and Montreal, where telecasting began
Sept. 6, 1952, Operating loss on TV of $2,563,-
118 was offset by an operating surplus of
$2,939,478 in AM for the fiscal year 1952-53.

Canadian TV Sales Drop
Reported for Month of July

SALES OF TV receivers in Canada during July
dropped to the lowest of the year, with only
9,332 sets sold during the month, to bring the

total for the first seven months of
CANADA the year to 134,472 sets valued at

$56,136,631. More than half of
the sales this year have been made in the prov-
ince of Ontario, with the Toronto-Hamilton-
Niagara area accounting for nearly 60,000 sets.
Nearly 39,000 TV receivers were sold in the
Montreal area in the period, about 10,300 sets
in the Ottawa area, about 9,000 sets in the
Windsor area (opposite Detroit), and nearly
10,000 sets in the Vancouver-Victoria area, ac-
cording to figures of the Radio-Television
Mfrs. Assn. of Canada.

BROADCASTING ® TELECASTING

Advertisement

From where [ sit

by Joe Marsh

PTA Gets Stung
by a “Bee”

The local PTA is feeling sheepish
today. Seems they complained the
youngsters weren’t learning enough.
Said they couldn’t even spell. So the
kids challenged them to a spelling bee.

“I was captain of the PTA’ers,”
“Doc” Brown told me. “Both teams
made the first round just fine. But on
the second round Speedy Taylor went
down on ‘efficiency.” Then his boy
Chip, who happened to be next on the
school team, rattled it right off. From
then on it was murder!”’

So now “Doc” says that the whole
PTA is thinking of signing up for
night school!

From where 1 sit, it always pays to
look and think before you leap to con-
clusions. Take those folks who would
deny me a temperate glass of beer with-
out a moment’s thought. They wouldn’t
want me to interfere with their per-
sonal preferences for, say, a glass of
buttermilk. It's a good idea to think
twice before you ‘‘spell out” rules for

your neighbor.

Copyright, 1958, United States Brewers Foundation
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Before you hove a steak (whether it's
perferhause or chopped), a cow has to have a caif.
This is the story of one particular calf.
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This calf was born on a Texas ranch.
Several acres of grazing land are required
to support each cow and calf.

-
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As a yearling, the ca
Iowa farmer for “finishing” in feed lot.
Proper feeding of corn and protein sup-
plements adds many extra pounds and a
lot of extra eating quality to our beef.
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After several months in the feed lot, our
calf, now a full-grown steer, was sent by
rail or truck to the stockyards and con-
signed to a marketing firm for sale,

Buyers for several local and out-of-town
meat packing companies put in bids
based on the going consumer price of
beef. This steer was one of a carload
bought by an Ohio meat paekjng gompany.

Y VR VRV
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At the packing plant, the “beef crew”
turned beef on the hoof into meat for the
store. Beef was inspected, chilled and
graded, prepared for shipiment.

e . .
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Under refrigeration, the quarters of beef
were shipped to New York’s wholesale
meat district— 1500 miles from Texas,
where the calf was born.

‘ oy |

Owner of a Brooklyn meat market, after
comparing prices and quality, selected a
quarter of our steer.

In the store, the quarter of beef was
turned into steaks, roasts, stew and han-
burger; was displayed for customer’s
selection competing with other meats.

D B i W

Yesterday, a housewife looked over
everything in the counter, compared
values, decided on steak, porterhouse or
chopped, depending on what she wanted
to spend.

P.S.—A steak is the easiest thing in
the world to cook—just a few minutes
for each side under the broiler. But,
as you can see, getting the steak ready
Jor the broiler takes a lot more time
and a lot more planning.

AMERICAN MEAT INSTITUTE
Headguarters, Chicago
Members throughout the U, S.
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CAB Adds TV to Title;
Has Nine TV Independents

Norie of the TV independents
are yet on the air. First sta-
tions open in western Canada
later this year. Gerry Gaetz
of CJCA re-elected president
of Western Broadcasters.

AT A SPECIAL meeting Aug. 31, Canadian
Assn. of Broadcasters voted to change its name

to the Canadian Assn. of Radio and
CANADA Television Broadcasters. This placed

into effect a resolution made at the
meeting last March at Montreal which fits into
legal requirements of the Canadian government.
There now are nine independent TV station
members of the CARTB; none is as yet on
the air.

The session was held in conjunction with the
annual meeting of the Western Assn. of Broad-
casters, Aug. 31-Sept. 2 at Jasper, with attend-
ance of about 150 broadcasters and station
personnel.

New Directors

Gerry Gaetz, CJCA Edmonton, was re-elected
president. The following directors were elected:
John Craig, CKX Brandon; Syd Boyling, CHAB
Moose Jaw; F. H. Elphicke, CKWX Vancouver,
and president of CARTB, and William Rea Jr.,
CKNW New Westminster., The 1954 annual
meeting will be held at Banff early in September.

The WAB meeting heard reports from Pat
Freeman, sales director of CARTB, Toronto;
Frank Makepeace, chief engineer, CFRN Ed-
monton; Harold Moon, assistant general mana-
ger BMI Canada Ltd., Toronto; F, H, Elphicke,
CKWX Vancouver, and T. J. Allard, CARTB
Ottawa.

The convention dealt with TV problems.
First stations open in western Canada later this
year.

First TV Daytimer to Start

FIRST DAYTIME Canadian commercial TV
show on a regular schedule will start on
CBLT (TV) Toronto Oct. 13, and probably
will be extended to the CBC-TV
network. Matinee Party, a women'’s
program, begins as a once-a-week,
one hour show from the Eaton Auditorium
which has a studio audience of 1,300. It will
be picked up as a mobile TV operation. Spon-
sorship is planned on a quarter-hour par-
ticipating basis, and extension of the program
to more than once a week is planned. S. W.
Caldwell Ltd., Toronto, is handling the pro-
gram.

CANADA

Cdnudu Merit Awﬁrds

CANADIAN annual awards of Merit for 1954
are to be presented Sept. 25 by the Assn. of
Canadian Radio & Television Artists (ACRTA)
and the Canadian Council of Au-
thors & Artists, at the 10th an-
niversary banquet of ACRTA in
Toronto. The awards are being established as
an annual affair to arouse public interest in the
creative work and achievements of the people
of Canadian radio and television.

CANADA

BROADCASTING *® TELECASTING



TV AIDS SPORTS,
ADMIRAL AVERS

Case histories. of television’s
contribution to healthy in-
comes of Canadian sports
promoters is cited by the firm.

ADMIRAIL Corp.—both in the U. S. and in-
ternationally—is rapidly developing into an
ardent advocate of the viewpoint that television
does not adversely affect attendance at sports
events—even across the border.

Latest word comes from Canadian Admiral
Corp. Ltd,, Port Credit, Ont., which notes that

“first in the U. S. and now in |

Canada sports promoters have re-
sisted overtures made by television
networks and prospective sponsors offering to
televise their various contests.”

Canadian Admiral cites “intermediate™ steps
whereby sports events are blacked out in the
home city but telecast in other cities hooked

CANADA

up to networks. But, the firm claims, actual |

experience shows that “televising a popular,
successful major sports event hasn’t hurt gate
receipts and in many cases attendance has been
higher with TV.”

In fact, most promoters now are happy to
sell TV rights and the SRO sign is out for
sponsors. “Sports telecasts are now generally
believed to be good advertising for the sport
concerned,” Canadian Admiral reports.

As a first case history, it cited the observa-
tion of Seymour Mintz, Admiral vice president
in charge of advertising, on attendance at the
recent all-star professionai-college football
classic in Chicago. Mr. Mintz had claimed
that ‘“a first class sports event will attract
paying customers in the face of full television
and radio coverage, whereas a mediocre event
will not enjoy high attendance even with TV
blacked out.”

Statistical Proof

Canadian Admiral cites other instances:

Last fall Canadian Admiral Corp. sponsored
telecasts of six Alouettes’ home football games
and six away games on film. In 1951 Alouettes
had only won three games in the season and in
1852 they lost every game until they were elimi-
nated. In spite of their being a losing team
both seasons, the attendance for the 1852 season
was approximately 96,000 compared with a little
over 106,000 in 1951. The loss in gate receipts in
'52 over '51 was about $18,400 after taxes. How-
ever, selling the television rights enabled the
club to pick up $10,000 for six home games and
another $2,500 for the away games. 5o their net
loss was only $5,900 which enabled them to save
a substantial sum to help build up a contending
team for this year.

Canadian Admiral also bought the TV rights
for all telecasts of Montreal Royals home games
i the Quebec Senior Hockey League. Only two
of the seven teams in the league—Quebec and
Shawinigan Falls-—had a slight drop in attend-
ance compared to the 1951-52 season and they
were both outside the Montreal TV viewing area
of CBFT. Montreal drew 208,928 compared to
197,717 in 'p1-52 and Valleyfield, close enough to
get TV from Montreal, totaled 55,286 for the sea-
son compared to 50,411 the year before Canadian
TV made its debut.

In Detroit, the Detroit Red Wings have had
their National Hockey League games televised
for the past five years. Despite this fact, attend-
ances have steadily increased—1950-51 drew 410,-
661; 1951-52, 418,578 (up 2%), and 1952-53 totaled
430,834 (up 3%). The latest figures show the Red
Wings playing to 98% full houses with an esti-
mated 81.1% ratio of TV receivers to households
in the Dettoit TV area (this ratio has doubled in
the last three years). The Red Wings are not
only happy about TV, but would also like to see
more of their games telecast than is presently
planned,

What's the answer?
Canadian Admiral Corp. Ltd. sees sports

BROADCASTING ® TELECASTING
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e & b fhe
one-contract
tower source!

With a single contract you place all of your tower details
in experienced hands. Planning and design . . . fabrication
... foundation and erection . . . equipment installation .

final inspection . . . complete insurance coverage . . .
all these ore in the ideco Tower '"package.” Here's how
you can put the entire responsibility for your tower

in one set of copable hands:

) ldeco Towers are planned from the ground
; \Bup .. . wind leading and soil bearing factors
are computed for your individual location.

Ideco Towers are shop-fabricated to close,
pre-determined tolerances. All diagonal mem-
bers are pre-tensioned, eliminating any pos-
sibility of inaccurate maonual field adjustment.

Every part of an Ideco Tower is hot-dip
galvanized for complete and lasting rust pro-
maintenance costs are cut to a

Whether your location calls for a self-
supporting or guyed tower, careful ldeco
design insures a ““true” structure, free from
indeterminate stresses . . . a tower that will
keep you on the air in any kind of weather.

ldeco installs the transmitting system . . .
also needed equipment such as lighting, call
letters, microwove parabolas, de-icing circuits.

Ideco engineers maoke a thorough fina!
inspection . . . stay with the job until you
sign on the air. The complete Ideco service
assures you a safe tower for the years ahead.

Complete insurance coverage protects you
throughout the entire tower erection and
antenna installation.

Scientific triongular design, pioneered
by Ideco, best resists distortion by =

wind pressure . . . uses fewer mem- —

bers, with less dead weight. ; e

_—
. . —
Triangular design means only —

three sides to paint, too.

Tall or short...for TV, Microwave, AM, FM...
Ideco Tower know-how keeps you on the air.

IDECO DIVISION, Dresser-Stacey Company
Department 7, Columbus 8, Ohic
Bronch: Dep't T, 8909 5. Vermont Ave., los Angeles 44, Calif.
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EDUCATION

telecasts as a “healthy adjunct” to the overall
athletic scene and Canadian promoters follow-
ing the lead of the U. S. by climbing aboard
the TV bandwagon. Admiral also is backing
up what it preaches: it has siphoned the largest
share of its budget into telecasting outstanding
Canadian sports events. Other manufacturers
are following suit, too.

Canadian Entries Few
Among Summer Programs

FEW CANADIAN network shows were aired
this summer, according to July national ratings
reported by Elliott-Haynes Ltd., Toronto. Lead-
ing the four English-language eve-
ning network shows was the Great
Gildersleeve which rated 10, fol-
lowed by The Tylers 9.2 (Canadian), Arthur
Godfrey's Talent Scouts 8.4, and Roy Rogers
6.2, Nationally transcribed evening programs,
Denny Vaughan Show 11 (Canadian), and
Eddie Fisher Show 6.8, were the only two such
shows on the national rating report.

Under daytime there were 12 national net-
work shows and two transcribed programs, with
the leading five: Ma Perkins 12,2, Pepper
Young's Family 11, Life Can Be Beautiful 10.1,
Road of Life 10, and Aunt Lucy 9.9.

There were but three French-language even-
ing network shows in July. Their ratings: Le
Survenant 16.1, Jouez Double 12.3, and La
Pause Qui Rafraichit 10.5. Of 11 French-
language daytime network shows, the leading
five in July were Rue Principale 21.9, Jeunesse
Doree 20.1, Francine Louvain 19.1, Tante
Lucie 14.5, and Grande Soeur 13.1.

CANADA

FUNDS MARK NEAR
FOR CHI. CH. 11

TOTAL of $800,000 of the $1,100,000 needed
to build and operate a station for two years has
been raised by the Chicago Educational Tele-
vision Assn. for Ch, 11 in that city.

Dr. John T. Rettaliata, president of the Illinois
Institute of Technology and board member of
the association, cited this figure in an address
before a suburban Chicago teachers’ conference
Sept. 4. He told the teachers he expects Ch. I1
to get on the air within a year.

More Potent

Dr. Rettaliata spoke of the *endless” possi-
bilities of television as an educational medium.
He described it as “much more potent than
radio or films for teaching because it offers the
attractions of sight, sound, immediacy and
home viewing.”

Florida State Ad Courses

FALL program of advertising instruction for
undergraduates in the Southeast has been an-
nounced by Florida State U. Program for 1953-
54 offers these courses in advertising: Prin-
ciples of advertising, advertising problems from
actual business cases, layout, copywriting,
newspaper, radio and television advertising, re-
tail advertising and sales promotion, advertising
media and advertising production and research.
Dr. Royal H. Ray, head of FSU's advertising
department, said increased educational services
are being offered for business organizations.

Methodists Consider TV

METHODIST Church radio and film
commission considered expansion of TV
programming to nationwide scale at a
meeting held on the U. of Southern Cali-
fornia campus, Los Angeles. Commis-
sion consultants included Frank Ryhlick,
copy chief, Geoffrey Wade Advertising
Agency; Robert Anderson, assistant pro-
gram manager, KECA-TV; and Beity
Tourbeville, director, KLAC-TV, all
Hollywood.

Affitlated with CBS ond Du-Mont
Television Netwerks. Transmitter
strotegically located at Tocoma,
Washingten In middle Puget Sound.

NEW
GREATER

POWER

Now 125,000 warrs

To Better Serve the Fabulous Puget Sound Area

@ KTNT-IV......

SEND FOR THE COMPLETE STORY. Represented
nationally by WEED TELEVISION: represenied in Pacific
Northwest by ART MOORE & SON, Seatila ond Pertland.

Page 98 ® September 14, 1953

Pittsburgh TV Workshop Show

THE results of a six-week educational TV
workshop at the U. of Pittsburgh were telecast
on WDTV (TV) there when workshop grad-
vates produced and the station presented a
special “open house” program.

The program included talks by Leland Haz-
ard, board chairman of WQED (TV), the city’s
educational TV permittee, and Dr. Alfred
Beattie, head of WQED's Citizens’ Committee.
Workshop members manned cameras and other
equipment for the show.

WRU TV Courses Resume

WESTERN RESERVE U, begins its third year
of college credit courses on TV this fall over
WEWS (TV)} Cleveland. Two courses—"“Appre-
ciation of the Theatre” and “General’ Psychol-
ogy’—will be offered on alternate days for
three one-half hour periods from 9:30-10 a.m.
The theatre course will be broadcast to a West-
ern Reserve classroom at the same time it
goes tc WEWS listeners.

Columbia’s L. A. Branch

COLUMBIA College of Chicago has announced
plans to open a Los Angeles division Sept. 28,
offering full time, evening and specialized
short courses in TV and radio broadcasting,
advertising, education, speech and drama. Los
Angeles quarters will be located at 2328 W.
7th St.

Journalism Course Planned

TWO-YEAR instructional program in news,
mass communications, public relations and af-
filiated fields is being launched jointly by Sigma
Delta Chi, professional journalism fraternity,
and Washington State College, Pullman, Wash.
Courses will be offered at the WSC center in
Spokane. Sigma Delta Chi members will aid
in the program, which will be guided by college
staff members.

WKAT Staff Studies

TELEVISION seminar for the staff of WKAT
Miami Beach has been completed at the U. of
Miami. The station is applicant for vhf Ch.
10 there. Leading the 34-member student
group from the station was A. Frank Katzen-
tine, WKAT president-owner. Dr. Sydney W.
Head, chairman of the university’s radio-TV
film department, was in charge of the course.
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“Badge 714"

ng JACK WEBB

48 episodes

Latch on to this one fast!
You get 48 top-drawer episodes profit-proved by their nstwork run as "DRAGNET."
And you get the punch of NBC Film Division's
promotion behind “BADGE 714", . . and your product.
This is a "natural” for local sponsorship at a local price.

For dalls wrt, NBC FILM DIVISION

 call or wire us immediately. NEW YORK, CHICAGO, LOS ANGELES

Serving All Sponsors...Serving All Stations
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IDEAL ANTENNA LOCATION AND DESIGN

New Reading, Pa., Station Concentrates
On Primary Market—Plans Expansion!

GIVE WEEU-TV “EXCELLENT COVERAGE”

Thomas E. Martin
Ezxecutive Vice President
Hawley Broadcasting Co.

Thomas E. Martin, Executive
Vice President of Hawley Broad-
casting Co., station owners,
firmly believed from the outset
that in order to gain success
WEEU-TV must concentrate
on the primary market area—
engineering-wise—and program-
wise. With this in mind, his
technical operations director,

WEEU-TYV, channel 33, is Reading, Penn-
sylvania’s newest UHF television outlet. Com-
mercial operation began April 15 using a
G-E 100-watt UHF transmitter and five-bay
helical antenna on an interim basis to achieve
1400 watts effective radiated power.

Ingenious Location Of Antenna Site

David J. Miller, Jr., instituted
anovel and very effective means
of determining signal strength
on population concentrations
from several pre-selected an-
tenna sites. Miller used a topo-
graphical map to produce a
plaster relief map of the area.
Beams from a lighted flashlight
bulb held on various hilltops

simulated TV signals and clearly
indicated Mount Penn as the
best antenna location for mar-
ket coverage.

“Solving the antenna location
was half of WEEU-TV’s cover-
age problem—the other half
was antenna design. G-E’s high-
gain helical antenna, tilted elec-
trically for full close-in coverage,
more than satisfied WEEU-
TV’s requirements.”

Full Power Operation
This Summer

Martin plans to radically im-
prove the present 10 mile signal
radius when full-power opera-
tion starts this summer with the
addition of a General Electric
12,000-watt amplifier. He esti-
mates there are 15,000 receivers
in Berks County capable of re-
ceiving UHF.

WEEU-T'V's 43-foot antenna wag mounted
on a 365-foot guyed tower atop Mt. Penn,
directly overlooking Reading from the east.

Jack Gounder, news editor and special events director, programs twice dailya

Good Local Programming Answer To
Multiple VHF Set Conversions

A large number of VHF sets
existed in the WEEU-TV area
long before this new station
opened. The problem of how to
get set owners to adapt for
UHF reception was naturally a
serious handicap to success.

Station officials met the chal-
lenge with an extremely diversi-
fied format of local shows and
set up their programs operating

with a variety of the latest G-E
studio and film equipment.
News, educational themes, mu-
sical features and religion all
play an important role in their
well balanced schedule. In addi-
tion, WEEU-TYV already is pro-
gramming more than twelve
hours weekly of both NBC and
ABC network programs. All but
three shows are sponsored! -

WEEU-TV Signal Strength Overrides
Normal Trouble Spots

Signalstrength measurements
of WEEU-TV’s interim power
signal have been taken at a
number of known *‘trouble”
spots in Berks County. Results
have been termed ‘‘excellent”
by both station officials and
General Eleetric Company field
engineers. General Manager
Martin said the station has re-
ceived calls from viewers as dis-
tant as North Philadelphia, 50
miles away.

“From all accurate engineer-
ing statistics and checks, our
signal now covers Reading and
most of Berks County”, said
Martin. He also pointed out
that the forthcoming increase in
power will substantially broad-
en the station’s coverage.

WEEU-TV’s consultant, who
played a vital role in establish-
ing the newstation, was Michael

R. Hanna, General Manager of
WHCU, Cornell University’s
commercial radio outlet at
Ithaca, New York.

- - .h_ml ¥ . ]
An interim General Electric 100-watt trans.

mitter powers the WEEU-TV gignal to
Reading and Berks County. _

GENERAL @D ELECTRIC
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BY-PASSING live television, radio producer John Woodrow Love-
ton is now up to his proverbial ears in filmed TV under the banner
of John W. Loveton Radio and Television Productions, Hollywood.

His point of departure was advertising. From a childhood which
started in Rhinelander, Wis., in 1912, he went on to a scholarship
at Lake Forest College, Ill. Graduating in 1935 with a drama
maijor, he and Bill Dwinnell (now St. Louis field representative for
A. C. Nielsen) started eastward in an antique Hupmobile with no
license plates.

Armed with a “To Whom It May Concern” letter bestowing the
local sheriff’s blessing on the licenseless auto and a letter from John
Orr Young, a fellow alumnus who had gone on to become half of
Young & Rubicam, they started what ended up a 1400-mile trek.

The story of their fantastic journey, consisting of a night in jail,
numerous meetings with state policemen and 30 flat tires while
crossing Pennsylvania, landed them on the front page of the N. Y.
Herald Tribune.

Mr. Young’s letter coupled with such an auspicious arrival
opened agency doors. Mr. Loveton joined Benton & Bowles as an
office boy. The next year found him in publicity, on the road beat-
ing the drum for Come On, Let's Sing (Colgate).

In 1937 he joined Ruthrauff & Ryan, directing or supervising
such Penn Tobacco shows as Aunt Jenny, Good Will Hour, Court
of Missing Heirs and The Shadow.

He moved over to Lord & Thomas (now Foote, Cone & Belding)
in 1942 to head the creative department and take charge of Ameri-
can Tobacco shows, Your Hit Parade, Your Al-Time Hit Parade
and College of Musical Knowledge. In 1943 Mr. Loveton formed
his own agency.

The next year he joined Geyer, Cornell & Newell as co-head of
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radio. When the agency split, he joined Lennen & Mitchell as
director of Mr. and Mrs. North.

Branching out as an independent packager in 1946, he acquired
rights to the “North” stories. The radio version is starting its
seventh year on CBS for Colgate-Palmolive-Peet, and the video
version, co-produced with Federal Telefilms, was sponsored on
CBS by Colgate during the 1952-53 season. When filming resumes
shortly for a new sponsor, Mr. Loveton will handle the production
reins alone.

In the meantime Topper starts Oct. 9 on CBS-TV for R. J.
Reynolds Tobacco (Camels), and producer Loveton adheres to
his schedule of turning out twe half-hour films weekly for a three-
week period and resting the fourth. With only two “Topper”
stories, the series is built around the late Thorne Smith characters
in newly contrived situations.

Not interested in wholesale business, Mr. Loveton believes in
doing a limited number of shows and doing them better than
average. A staunch advocate of filmed TV, he has set his sights
on good motion picture production while trying to get five times
the amount of film per dollar that the motion picture producer gets.

With competition getting tougher all the time, name talent, a
good idea and a great script are needed to sell today’s sponsor,
according to Mr. Loveton. While this may be a field for young
people, there is no time to experiment. Too many experienced
people are available.

Golf—in the low B8(0’s—is Mr. Loveton’s chief hobby, outside
of business. He and the former Lake Forest coed Virginia Farmer
were married in 1938. They have two children, Richard, 14, who
is learning the business in his father’s production offices this sum-
mer, and Laurie Jean-Jeffris, 9.
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WHERE FILM MAKERS GET THE WARDROBES FOR..

By Dave Glickman

CLOTHES may not make a TV film series,
but they do play an important part in de-
termining the degree of success it may at-
tain.

That they are an important consideration
is recognized by every video production
company. The ways of meeting the ward-
robe problem are many.

Some companies buy clothing outright
and write it off. Others rent garments or
outfits on a daily or weekly basis, depending
upon length of time needed for a filming or
the type of production involved. Still
others have deals whereby they get clothing
and accessories at wholesale price or at
no cost at all in return for a credit line at
the “crawl” or tag end of a 15 minute or
half-hour TV film.

These latter arrangements pertain par-
ticularly to the modern wardrobe of a fem-
inine star or an equally well known leading
lady. There are a variety of deals. You’ll
frequently see clothing from Ohrbach’s Inc.
on TV filmed shows in return for which the
Los Angeles department store gets screen
credit. When no longer needed the gar-
ments are returned to the store.

Saks Fifth Avenue and 1. Magnin & Co.
are starting to enter the competition for that
credit tag too. Hats by Rex Inc., noted
Beverly Hills designer, is another in the
same group.

Everything from a squirrel muff to a
full length ermine coat can be secured from
Al Teitelbaum or Abe I. Lipsey, both prom-
inent Beverly Hills furriers. There are shoe
manufacturers and distributors of exclusive
accessories who are delighted to cooperate
with top talent and TV film producers to
get their name on the TV screen.

The poor male, be he star or leading man,
gets few special concessions. He usually
has to buy or rent his own wardrobe, On
rare occasions, a credit deal is worked out
in return for the garments he wears in a
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TV film. Sometimes too he is fortunate in
striking a good buy with a substantial cash
discount. In return he may autograph a
photo which is prominently displayed in
the store for benefit of other customers.

Most established actors have an extensive
wardrobe to choose from, having built it up
over a period of time. Should he ruin his
clothing while working in a TV film, he is
compensated for it.

When necessary he can call upon Ded-
ricks Tux Shops or some other equally
well stocked Hollywood rental firm to supply
a complete dress outfit. These include
Acme Tuxedo Rental Shop, Accurate Tux-
edo Rentals, Mickey Meyers Tuxedo Rentals,
Tuxedo Center, Gerson Abrams and Olive
Hatch, all in the Hollywood area.

For $9.75 per day, the actor can rent a
single-breasted (double-breasted costs $2.00
less) tuxedo with accessories. These include
the cummerbund, shirt, collar, tie, studs and
cuff links.

Top Hat by the Day

At cost of $10.75 a day, he can rent
formal tails, cutaway or boardwalk, with
accessories throw in as part of the deal. A
hat to go with any outfit, is an additional
charge. Rental prices decrease with length
of time the garments and accessories are
held by the individual.

Few TV film production companies de-
sign and make their own costumes. Most
are rented.

A wardrobe girl and a wardrobe man are
required according to union rules. Each
is paid a minimum of $26.18 per day.
Usually each is needed for two days ad-
ditional to the time spent in actual produc-
tion. This is to pick up garments or outfits
at the costumers and to return them follow-
ing the shooting. For special productions,
it is sometimes necessary to hire tailors,

seamstresses and extra wardrobe help and
a manager to supervise the department.
Motion picture studios have built up
large wardrobe departments over the years.
TV producers are working in that direction,
but the venture is costly and the process

slow. It is much simpler to rent outside.

Screen Gems Inc. borrows from its parent
Columbia Pictures Corp. Interstate Televi-
sion Corp. and Hollywood Television Service
Inc., subsidiaries of Allied Artists (formerly
Monogram) and Republic Pictures Corp.,
respectively, can do likewise. Independent
TV producers on the Hal Roach Studios lot
are permitted to draw upon what stock
wardrobe is available there, in return for a
rental fee.

Like the movie studios TV film producers
rent costumes from Western Costume Co.
or from other firms in the Hollywood area.

The largest single company of its kind
in the United States, utilizing more than
100,000 square feet of space, with a staff of
about 150, Western has every conceivable
type of outfit, according to Brandon B.
Howe, president.

Nobody knows how many garments
Western actually has in stock because no
inventory has ever been made, he said. It
has been estimated roughly that more than
a million garments jam racks in the three
large buildings. If a garment isn’t in stock,
it can be fashioned in jig time.

Having one of the finest libraries of cos-
tume information in the world, Western can
reproduce clothing worn in any land during
any period, from Adam and Eve’s fig leaves
down to the present mode of fashion, in-
cluding fantasy wardrobes, Mr. Howe em-
phasizes.

Western has all the accessories to go with
these costumes too. There are store rooms
and store rooms of hand props that go to
complete period wardrobes.

The firm has its own cobbler shop and
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can reproduce any type of footwear imagin-
able. Head-gear for any period can also be
fashioned. That goes for the manufacture
of shirts, belts, army medals, and decora-
tions, jewelry of every style and period, and
other small hand props to complete a cos-
tume.

Providing it isn’t being used by another
film producer, an exact replica of the Hun-
garian St. Stefan’s crown or the Russian
crown of the Romanoffs can also be rented at
nominal cost. Every article of clothing and
each band prop is historically correct.

Max Berman & Sons, is another impor-
tant Hollywood supplier of period fashions
and costumes for TV, If it isn’t in stock,
they too manufacture the garment. This
firm makes the entire wardrobe used in
Ramar of the Jungle, adventure series filmed
and syndicated by Arrow Productions.

After the wardrobe budget has been set
for each group of 13 films in this TV series,
David Berman, general manager, takes over
the costuming.

Mr. Berman started supplying costumes
for TV shows approximately 21 years ago
in London where the firm also operates.

Stars and other talent appearing in the
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CBS-TV Schlitz Playhouse of Stars, being
filmed by Meridian Pictures for Joseph
Schlitz Brewing Co., supply their own ward-
robe. When on occasion an elaborate gown
is required for a film, Meridian may supply
it, but with understanding that the star in-
volved buys the garment at half price upon
completion of the picture.

Modern accesssories such as leather flight
jackets for an aviation film, or farmerette-
type gingham dresses which a star wouldn’t
ordinarily have as part of her regular or
stock wardrobe, are bought by the produc-
tion company. After use, these garments
are stored by Meridian to become part of its
planned stockpile wardrobe.

Some top stars, after signing contracts
with a TV film production company have
refused to use their own wardrobe unless
paid between $100 and $150 per day for
wear, tear and makeup stains.

Meridian Pictures has had this experience
in filming Schlitz Playhouse of Stars. Similar
demands have been made on Screen Gems
Inc. in filming NBC-TV Ford Theatre, and
Don Sharpe Enterprises, producing CBS-TV
Four Star Playhouse.

When the first group of Schlitz Playhouse

Women stars get a better break in outfitting
than men. Modern costumes usually are pro-
vided for women; men have to supply their
own. At left Ann Sheridan, aided by ward-
robe woman Ernestine Wood, checks dresses
she will wear in CBS-TV Schlitz Playhouse of
Stars Oct. 21. At right, Jim Backus, male
lead in NBC-TV | Married Joan, is shown
with costumes (his own) he wears in series.

of Stars was being produced by Edward
Lewis Productions, a deal was made with
Don Loper, noted fashion designer, to sup-
ply gowns for Irene Dunne, hostess and
m.c. on the series, on a rental basis of $200
each. After being used in the film series,
she bought some of them at a reduced price.

The designer later cancelled the rental
arrangement on grounds that makeup stains
and wear made the garments unsaleable.
He got free plugs on that group of films. The
Schlitz policy now is not to give “outside”
screen credit.

Joan Davis, star of NBC-TV I Married
Joan, produced by Joan Davis Enterprises,
and sponsored by General Electric, has a
tie-in with Ohrbach’s Inc. for her wardrobe,
with the department store getting screen
credit. When the wardrobe girl, Maiza Beu-
chel, gets an order for a dress to be worn
on the show which Ohrbach’s can’t supply,
it is then purchased elsewhere. All such
purchases are kept in wardrobe for future
use.

Except for judicial robes, Jim Bachus,
who portrays Judge Stevens in I Married
Joan, provides his own clothes, a policy
maintained for other cast members. How-
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ever, when costumes and dated styles are
needed for I Married Joan, they are usually
rented from Western Costume.

Suits worn by QOzzie Nelson on ABC-TV
Adventures of Ozzie & Harriet, produced by
Stage 5 Productions, and sponsored alter-
nating weeks by Hotpoint Inc. and The
Lambert Co., come from Sy Devore's,
Hollywood costume tailors. They are priced
from $175 to $200 each. It is an outright
buy. Mr. Devore is tailor for many of Hol-
lywood's top radio, TV and film stars.

Harriet Nelson, his wife and co-star,
usually wears medium priced suits or dresses
in the film series and buys them from Gene
Burton’s Carousel. The Nelsons are sort of
upper middleclass suburbia in the series,
and like the average housewife, she too
keeps her eyes open for a bargain with the
saved garment repeated several times in
other filmed episodes.

Clothing for Ricky and David, the Nel-
son’s two boys, is bought at Hollywood
Broadway (department store), or any other
shop that meets their needs. They have ideas
of their own as far as clothing goes and are
allowed to express them in their choice.
Inasmuch as it’s a domestic comedy, little or
no costume is done on this particular show.

What Wisbar Does

Frank Wisbar Productions, filming NBC-
TV Fireside Theatre for Procter & Gamble
Co., has talked about building up a ward-
robe department, but was stopped by the
budget problem. Talent gets an allowance
to cover articles of clothing not already in
their wardrobe, and thus buy what is needed,
keeping the garments or outfits upon con-
clusion of the shooting.

Slois Janssen designs all clothing worn
by Ann Southern in Private Secretary,
filmed by Jack Chertok Productions and
sponsored by American Tobacco Co. on
NBC-TV for the summer run with shift
to CBS-TV starting Sept. 20.

The production company pays for the
fabrics, designs and their execution. They
keep the gowns in wardrobe often changing
them for later films. Hats worn by Miss
Southern in several sequences are designed
by Rex Inc., with credit tag given in the
films.

Don Porter, featured with her in the
series, supplies his own wardrobe, as do
other members of the cast.

For NBC-TV Cavalcade of America,
sponsored by duPont, various local films are
called upon by Jack Chertok Productions to
supply the needed costume or period cloth-

ing. The wardrobe man and woman as-
signed to this program follow through in
rounding up the necessary garments inas-
much as they frequently are rented from
several sources.

Stars and other cast members provide
their own wardrobes on CBS-TV Four Star
Playhouse, sponsored by Singer Sewing Ma-
chine and produced by Don Sharpe Enter-
prises.

Wardrobe man Bob Harris, however, fre-
quently gets garments for the various ac-
tresses from Ohrbach’s with the usual screen
credit given for clothing borrowed.

Merie Oberon, star of the half hour Love
at Sea in this series, to be released in fall,
has 12 gown changes, all her own. Dick
Powell had a midnight blue tuxedo made
expressly for his Four Star Playhouse ap-
pearances. ’

Clothing for Julie Bishop in My Hero,
until recently sponsored by Philip Morris
& Co. on NBC-TV and being released in the
fall through syndication, is almost exclu-
sively from Ohrbach’s for screen credit. Oth-
er talent, however, including star Robert
Cummings, provide their own wardrobe in
this series. The exceptions are character and
costume clothing which is rented. This
series is also packaged and filmed by Don
Sharpe Enterprises.

John Loveton is another TV producer
with a tie-up with Ohrbach’s. They supply
wardrobe for Barbara Britton, star of Mr.
and Mrs. North, now winding up 52 weeks
on CBS-TV for Colgate-Palmolive-Peet Inc.

Police uniforms seen on NBC-TV Drag-
net, sponsored by Liggett & Meyers Tobacco
Co., are borrowed by Mark VII Productions
from the Los Angeles Police Department,
Star Jack Webb, feature actor Ben Alex-
ander and other members of the cast supply
their own wardrobes.

Because it is a continuing series, with
much of the talent under term contract,
Dougfair Corp., producing Terry and the
Pirates, considers it more economical to buy
the basic wardrobe. Articles of clothing
needed for additional extras are rented
from various companies. Sponsor of Terry
and the Pirates is Canada Dry on 65 TV
stations.

The buckskin frontier costumes worn by
Guy Madison and Andy Devine in Wild
Bill Hickok, filmed by William F. Broidy
Productions and sponsored by Kellogg Co.
on 63 TV stations, are designed and made
especially for those stars.

Because of wear and tear and any other
emergencies, six identical costumes are al-

ways made for each star, Wardrobe man
Tommy Thompson, on location, sees to it
that there are three identical costumes each
available at all times, in the event one is
torn or ruined.

The 10 gallon hats they wear are bought
by the dozen. They wear out quickly dur-
ing a shooting. An average of four hats
each is used by the stars during each session.
session.

A few of the players in Wild Bill Hickok
have their own Western outfits, but mostly
they are supplied by the production com-
pany. For bit players and extras, the cos-
tumes are rented from Western.

For the opening and closing shots in the
new NBC-TV Letter to Loretta, now in
production for Procter & Gamble Co. by
Lewislor Enterprises, star Loretta Young
wears gowns designed by Marusia, noted
couturier. Screen credit is given her and
the gowns returned. Miss Young draws
from her own extensive personal wardrobe
for the clothes used in portraying the variety
of roles in the new series.

What Dahl Does

Pepsi-Cola, in its forthcoming ABC-TV
Pepsi-Cola Theatre with cooperation of
Saks Fifth Avenue, New York City, is bring-
ing its product out of the ball park into
high society via Arlene Dahl and her ulti-
mate in fashion design.

The wardrobe worn by Miss Dahl, hostess-
m.c., in the first eight programs of the new
TV series, is valued at more than half a
million dollars. She makes but three ap-
pearances in each film, handling introduc-
tory, middle and end commercials, as Irene
Dunne did in the first group of Schlitz Play-
house of Stars. Although Revue Produc-
tions is shooting the Pepsi-Cola Playhouse,
series, commercials with Miss Dahl are be-
ing produced by United World Films, sub-
sidiary of Universal-International Pictures.

Under a speciali arrangement, Wayne
Clark, fashion coordinator assigned to the
project by Ettinger Co., Hollywood pub-
licist for Miss Dahl, personally brought the
initial wardrobe to the West Coast from
New York and is responsible for its return
to Saks Fifth Avenue upon completion of
the shooting.

Not only does Saks get screen credit, but
Miss Dahl gives each designer similar treat-
ment as she appears in his creation. Mink
dog collars, cuffs and earrings are among
the high fashion accessories.

Jane Nigh, who portrays “Lorelei” in
CBS Big Town, sponsored by Lever Bros.

SARRA rings delightful changes on a strong-
selling theme in a series of 1-minute TV com-
mercials for Champagne Velvet Gold Label
Beer. In home, tavern, picnic and sports set-
tings, expertly cast ‘‘folks’’ are shown en-
joying their evening beer. Ingenious “time’
devices mark off the hours between 5 and
7 P.M. to symbolize the message: “‘After
work before supper . . . a beer that tastes
better when your taste is keenest.” Deft
product identification climaxes each closing,
Produced by SARRA for Terre Haute Brewing
Company, Inc., through Weiss and Geller, Inc.

SPECIALISTS

§:QRRA'.'.="

IN VISUAL SELLING

New York: 200 East 56th Street
Chicago: 16 East Ontario Street
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1 WHATEVER factors determine the type, height and location of
/ { your TV Antenna Tower, you can depend on Blaw-Knox to
J give you more for your money. Does the job call for a self-

L

/ % supporting structure atop a mid-town building or a sky-

scraping guyed tower out in the open? Do you prefer a square
/ design or triangular? Blaw-Knox builds them all—and every
! one is backed by more than four decades of experience in this
field. If you are anticipating a TV license, write or phone

today for capable engineering assistance with your plans.

EQUIPMENT DIVISION |

BLAW-KNOX COMPANY
2038 Farmers Bank Bldg.
pittsburgh ‘2?,. Pa.
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Sally Mansfield, feminine lead in Rocky
Jones, Space Ranger, which Roland Reed
Productions has started to film at Hal Roach
Studios, is outfitted for the part by David
Berman, manager of Max Berman & Sons,
costumers.

and produced by Gross-Krasne Inc., gets
her wardrobe (primarily suits) from Kan-
mark, Los Angeles manufacturer of wom-
en’s clothes. For a credit line on the screen,
she is personally allowed to keep the gar-
ments. Gross-Krasne, however, is building
up a wardrobe of modern dress. Pat Mc-
Vey provides his own wardrobe as Steve
Wilson. Other cast members are required
to furnish their own wardrobes.

Gross-Krasne rented the period wardrobe
needed when the firm produced four CBS-
TV Lux Video Theatre films for Lever Bros.
Modern scripts had a clothes budget of
from $300 to $400. The stars, Laraine Day
and Ann Sheridan, studied script require-
ments and bought their own wardrobes.
Money came out of the budgef allotment.

Gale Storm, star of CBS-TV My Little
Margie, co-produced by Hal Roach Jr. and
Roland Reed, with Scott Paper Co. the new
sponsor, orders her TV clothes from Junior
House, Milwaukee manufacturer, The
dresses retail from $19 to $35 each.

She keeps what she wants for personal
wardrobe at no cost. Junior House gets a
credit line and in turn also utilizes Miss
Storm’s photographs in fashion magazines
and other advertisements, thus exploiting
the TV series too.

Charles Farrell, portraying her father in
the series, has a fantastic personal wardrobe
and provides his own for the series.

Character outfits for My Little Margie are
rented.

There is no wardrobe tie-in on NBC-TV
Life of Riley, sponsored by Gulf Qil. Hal
Roach Studios, under contract to film the
network package, supplies the simple frocks
that Marjorie Reynolds wears as “Mrs.
Riley.” They are kept in wardrobe after
purchase for future use, as is clothing worn
by Lugene Sanders, who plays her 18-year-
old daughter. Star Bill Bendix and “Junior
Riley” Wesley Morgan provide their own
wardrobes, except for costumes needed for
special sequences.

Inasmuch as it will be a series, and the
cast pretty permanent, space type costumes
for Rocky Jones, Space Ranger have been
bought and paid for by Roland Reed Pro-
ductions. Actors provide their own clothes
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for CBS-TV Racker Squad, produced by Hal
Roach Jr. and Carroll Case.

Desilu Productions has a merchandising
tie-up with 32 New York manufacturers for
its own line of clothes for CBS-TV I Love
Lucy sponsored by Philip Morris & Co.

The garments and accessories made espe-
cially for Lucille Ball and Desi Arnaz are
popularized first in the film series for later
general manufacture and sale to the public.
Other clothing in the series is either bought
or made in the Desilu costume department,
frequently from Miss Ball’s own designs.

William Frawley and Vivian Vance, por-
traying Fred and Ethel Mertz, supply their
own wardrobes, but are given a clothes al-
lowance to take care of necessary expendi-
tures. Miss Vance on occasion borrows
small items from the wardrobe department,
but tries to retain her own -individuality
apart from that of Lucy.

Among the 32 manufacturers tied in with
the series are Dorothy Hubbs Inc., (lower
medium priced dresses); Dunmar Ltd.
(smoking jackets); Webber Blouses Inc.
(blouses); Sea Island sport shirts, and Ging-
ham Girl aprons.

Clothing for co-stars Bill Williams and
Don Diamond, as well as other permanent
cast members of Kid Carson, sponsored by
Coca Cola-on 45 TV stations, is made to
order by Revue Productions. The co-stars
each have about four changes of wardrobe
in a film. Greta Isgrigg, wardrobe super-
visor and stylist, keeps a reserve of materials
to duplicate costumes for about three or
four years to come. Bit players and extra
costumes are rented from Western.

Clothing for Rod Cameron, star of the
syndicated City Detective, is also made to
order, and he is reimbursed by Revue Pro-
ductions. Garments he ordinarily wouldn’t
have in his extensive wardrobe are rented.

Use Cwn Wardrobes

In other Revue-produced shows such as
ABC-TV Pride of the Family (Bristol-My-
ers and Armour & Co.); ABC-TV Pepsi-
Cola Theatre and Chevron Theatre, spon-
sored by Standard Oil Co. of Calif., on 10
Western TV stations, talent use their own
wardrobes. Period or character clothing is
rented as needed.

Although Ray Millard, star of CBS-TV
Meet Mr. McNutley (General Electric),
like other name talent, supplies his own
wardrobe, clothing for trick or stunt scenes
is provided. Miss Isgrigg buys three or four
of the same outfits for him and his double.

CBS-TV Revlon Mirror Theatre (Revlon
Products Corp.), also using name talent,
follows this same pattern.

Revue Productions adheres to the policy
of what you need you get, and plans its own
wardrobe stock in the very near future.

Sovereign Productions has Joe Dimmitt
assigned as wardrobe manager. He is re-
sponsible wardrobe-wise for all TV filmed
shows, including CBS-TV General Electric
Thearre (GE) NBC-TV Cavalcade of Amer-
ica (duPont) and Your Jeweler's Showcase
on 26 TV stations for Hamilton Watch Co.

Gracie Allen in the McCadden Corp.-pro-
duced CBS-TV Burns & Alien Show (Car-
nation Milk Co. and B. F. Goodrich Co.),
wears garments made to order by Marjorie
Michaels, Los Angeles designer and whole-
saler. The suits and dresses retail between

Conservatively attired Ozzie Nelson and
wife Harriet, who dress just like the average
married couple they portray on ABC-TV’s
Adventures of Ozzie and Harriet walk be-
fore the exterior set on Stage Five at Holly-
wood’s General Service studios.

$39.95 and $55 each. George Burns’ TV
suits come from Tavelman’s Inc., Los An-
geles tailor who also makes clothing for
several other video and movie stars. Ac-
cessories come from his personal wardrobe.

Decision as to color and fabric is by
Miss Allen. She never wears black or white
in the TV series, and is careful also not to
select fabrics with a high gloss such as satin.

Merchandising tie-in calls for photographs
of Miss Allen to be distributed to stores car-
rying the Marjorie Michaels’ line. Shoes
she buys personally from Saks Fifth Ave-
nue. They are the most expensive item in
her wardrobe. She wears only pearl jewelry,
believing it photographs best.

Wardrobes for Death Valley Days, pro-
duced by Flying A Enterprises and spon-
sored on 63 TV stations by Pacific Coast
Borax are rented from Western Costume Co.

Screen credit deal has also been worked
out with Macintosh Studio Clothes, Holly-
wood custom tailors, to supply suits and
other garments for Joe Kirkwood Jr., star
of the Joe Palooka series being filmed by Joe
Palooka Productions for distribution by
Guild Films Inc.

An extensive study has been made by
Richard Macintbsh, head of the firm, as to
what fabrics, weights and colors are best
suited for television. The firm’s TV clien-
telle includes such other well known per-
sonalities as Ralph Edwards, Dennis Day,
Walter O’Keefe, Edgar Bergen and Charlie
McCarthy.

Indicative of the growth and development
of TV film is the recent forming in Holly-
wood of the Costume Designers Guild. It
is an independent profes-
sional organization, rather
than a labor union, though
it could ultimately be the
latter. As most of the mo-
tion picture costume de-
signers operate on a free
lance basis, they are now
also available for TV, and
anticipating the day when
they will have a hand in
video film wardrobes.
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Now Boing Mailed
THE 1953-54
TELECASTING

YEARBOOK and MARKETBOOK

Timed for the 1953-54 season, this mew TELECASTING
Yearbook combines the indispensable analyses of the
Marketbook, heretofore published in mid-August, with the
all-inclusive reference directories and guides of the
Yearbook. Yes, here are two fully-indexed and annotated
productions in a single volume,.

A brand-new approach to buying guides, it is the result
of pre-publication field testing of agencies, advertisers
and film executives—tailored to your needs.

Single copies are $5.00—
—or this 1953-54 TELECASTING Yearbook-Marketbook,
may be ordered with a subscription to

BROADCASTING TELECASTING at a special rate,
And, in case you are not a subscriber, complete and

mail this handy form today:

BROADCASTING TELECASTING, National Press Building, Washington 4, D. C,
Please start my subscription immediately to imclude:
0 Weekly issues of BROADCASTING TELECASTING $7.00

[ lIssves plus 1954 BROADCASTING Yearbook 9.00
[J lIssves plus 1953-54 TELECASTING Yearbook 9.00
(O Issves and both Yearbooks 11.00
(] Payment attached O Bill me

Name

Address

Firm

City Zone State

NOTE TO SUBSCRIBERS: Write to BROADCASTING TELECASTING subscription
manager, National Press Building, Washington 4, D. C., if you are mot certain whether
your curreat subscription includes the 1953-54 TELECASTING Yearbook-Marketbook.
Be sure to include full address as it appears on cuorrent mailing label.
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you can make
‘NO'-BUDGET FILM COMMERCIALS

By Carl Pehlman™

IN ORDER to assist our advertisers in mak-
ing the best possible presentation of their
commercial messages, KKTV (TV) Colo-
rado Springs is equipped to produce low-
cost film commercials. This scrvice was
instituted because of a definite need in our
market on the part of some advertisers to
present more personal, localized messages
to the viewers.

Despite the fact that prepared film com-
mercials are available to dealers for most
nationally advertised products, there are
times when these films fail to tell the specific
story desired by the local account. Also,
dealers and merchants are very frequently
more interested in selling services or prod-
ucts for which there are no prepared com-
mercial films available. When the possi-
bility of using a professionally produced film
commcrcial has been eliminated, the ac-
count is left with only three choices: Live
studio presentation, station announcement
over opaques or transparencies and, finally,
special production of a film to meet the
client’s individual needs.

Professionally produced film commercials
certainly are not cheap: The four-figure cost
of 20 and 60 second spots is far beyond the
means of one-store dealers and merchants.
What, then, is the solution when our sales
department finds, upon thorough analysis
of a client’s requirements, that the only prac-
tical way to present the message is through
the use of film? Our answer is to offer our
film production services to the client at a
cost that generally would not greatly exceed
normal art work and photography charges
for opaque and transparency commercials.
As compared with live presentation, the
extra charges for a few live camera spots
would pay for the film commercial.

It is reasonably simple to determine the
type of merchandise best adapted to selling
by means of film. For instance, a far better
selling job can be accomplished on a power
lawn mower by showing the mower in ac-
tion than showing it inanimate as it would
be on a photograph or even live in the
studio. In the case of used cars, it is obvi-
ously more impressive to show them in use,

particularly in road tests, rather than show-
ing a still picture. This same reasoning can
be effectively applied to countless other ar-
ticles of merchandise. For the advertiser
who prefers to sell services, film offers the
best means of demonstration by showing,
on location, an actual job being done by the
advertiser.

When it has been determined that a locally
produced film commercial is the answer to
the best possible selling job for a specific
client, the next step is to determine exactly
what must go into the film. The obvious
purpose of a motion picture is to show
something in motion; a film scene which
shows no motion is valueless since the same
job could be done with a still photograph.
Therefore, each scene must be planned to
include some bit of impressive motion to
attract the viewer's attention. There would
be, however, no objection to short closeup
clips in which there is no motion providing
the scene has a direct and important bear-
ing on the film commercial as a whole.
When it is necessary to photograph a scene
or an object which involves no movement,
motion can be imparted to the scene by the
use of a zoom lens or camera dollying.
Zooming or dollying, in most cases, should
be done slowly.

Car Dealer’s Film

To demonstrate the preceding paragraph,
I will describe a film job we did recently for
a dealer in used cars. This particular dealer
uses film almost exclusively for his televi-
sion commercials. Whenever he has a par-
ticularly desirable selection of used cars on
his lot, he selects a few of the better auto-
mobiles for showing on TV via film.

For example, one of the cars on this job
was a late model Packard. We selected a
suitable location in a city park, where there
was no distracting background, and set up
our camera. The car was driven into the
scene and stopped in the center of the pic-
ture on cue from the cameraman. The
driver then left the car and walked out of
the picture. The next scene was to show

the attractive, gleaming grillwork of the
Packard. For this shot, the camera was
placed to the left and far enough in front
of the car to get a pleasing anglie shot on
the 20mm setting of our zoom lens; the
grille was then brought closeup by zooming
slowly to the 60mm position. This same
technique was repeated to point out the
beauty of rear-end styling of tail lights and
curved rear window. The finished result
was a commercial that had motion in every
scene and showed the car to the best advan-
tage.

On the same job, we employed a simple
camera trick that provided a very effective
bit of footage. The object was to show how
easy it would be for the viewer to own a
better car by making use of our advertiser’s
liberal terms. The stage was set by placing
an old, battered Chevrolet in the scene.
After a few seconds, the talent was cued to
walk into the picture, stop and wave his
hand at the car. At this point the camera
was stopped, the talent “froze” with his hand
in the waving position and the old Chevrolet
was replaced with a shiny late model Chev-
rolet in the sarhe position. The camera was
rolled again and the finished film showed
a bit of magic as our actor, by the simple
waving of his hand, caused a newer car to
appear in place of the old model.

In other used car commercials, we have
filmed cars on the road or climbing hills,
both from inside the vehicles and from out-
side at suitable camera locations.

These commercials, needless to say, are
silent film designed for live audio. An inter-
esting sidelight is the fact that the Packard
commercial, for instance, can be used every
time the dealer has a Packard of that spe-
cific model on the lot.

The used car filming job, partially de-
scribed above, included six different auto-
mobiles. Total time spent on location was
about three hours. How much did it cost the

advertiser? Our basic charge is $30 for fur-

nishing all photographic equipment, includ-

ing lighting, when necessary, and to include
(Continued on Page 110)

“THE FILM DIRECTOR OF A COLORADO STATION EXPLAINS

HOW TO SHOOT
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ONE day last month a British military plane
circled the earthquake-ridden isle of Zante
in the Ionian Sea off the western coast of
Greece. As it came in for a landing, and
NBC-TV News Film cameraman-correspon-
dent Pat Murrin was gathering up his
cameras and gear, the officer in charge told
him the plane would stay only 20 minutes,
*so shoot your pictures in a hurry, lad.”

No dawdler—he had been in London the
day before, just back from an assignment
in Germany, had wangled a seat on a U. S.
Navy plane for an overnight flight to the
Greek mainland and then talked his way on
board the English flying boat—Mr. Murrin
still felt that 20 minutes was too little time
for him and his camera to record a proper
picture of the Zante devastation.

So he stayed, the only film cameraman in
an area still classified as ‘“very dangerous.”
After a day of shooting, a new problem
arose. How was he to get himself and his
spectacular—and exclusive—shots off the
island? This time it was the Marines to the
rescue, a detachment of U. S. Leathernecks
using their walkie-talkie to call in a small
U. S. Navy craft which took Mr. Murrin
aboard and ferried him across to the main-
land of Greece, depositing him near a U. S,
naval base. Here he picked up a Navy plane
headed for Germany and en routc persuaded
the pilot to send a radio message to NBC
Correspondent Robert McCormick in Frank-
furt, where the plane had to stop to refuel.

Meeting in Frankfurt

As rcquested, Mr. McCormick met him
at the Frankfurt airfield with tags, film
packaging and customs clearance papers.
From the Navy plane, Mr. Murrin’s Zante
films were rushed by jeep across the field to
a TWA commercial airliner, warmed up and
waiting to carry the films to NBC in New
York. Mr. Murrin had left London late
Friday; -his films reached the NBC film
studios Monday morning,.

Exciting and exceptional, yes, but inci-
dents such as this are by no means unique
in the experience of the more than 200
cameramen-correspondents who cover the
globe for NBC News Film. Some are full-
time staffers; the majority work on a special
assignment basis, called on whenever news
that would interest U. S. viewers occurs in
their areas of operation. Most of the staff
men are located in the U. S,—eight in New
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York, three each in Washington, Chicago
and Hollywood, one in Cleveland, one in
Dallas and one in San Francisco. Len Allen,
TV assignment editor, from NBC's New
York studios directs the activities of his far-
flung corps of cameramen-reporters.

NBC also has representation through
stringers [special assignment men] or affiliate
stations with local newsreel setups in 97
other U. S. cities, covering every section of
the country.

Abroad there are two staff cameramen as
well as several stringers in the British Isles,
and NBC has access to the footage of BBC
to supplement its own coverage. Another
two staffers operate in the Japanese-Korean
area. One of these men is now being sent
on an indefinite assignment to Indo China.
In Germany there is a staff organization that
includes three fulitime cameramen and
stringers; this organization runs exclusively
for NBC. And in 40 other countries, from
Alaska to Venezuela, NBC has individual
stringers.

In addition, NBC News Film has arrange-
ments with existing newsreel organizations
in 11 countries: Austria—Austrian News
Reel; Belgium—Belgavox; Hong Kong—
Elephant Radio; Denmark—Politikens Film
Journal; France—Pathe Journal; India—All
India Radio; Italy~—both RAI (Italian TV

L =

Koreans .protest against signing of truce
agreement in Seoul, while NBC-TV news
camerdman Yung Su Kwon records the

IN TV NEWS FILM

By Bruce Robertson

Network) and INCOM; Netherlands—Poly-
goon; Spain——-NO-DO, Spanish Newsreel;
Switzerland—Cine-Journal Suisse; Yugo-
slavia—Yugoslav Information Center.

Payment for films is on the standard
newsreel basis of $1 a foot of 35mm film
(or $2.50 a foot of 16mm) for all film used.
This applies to individual stringers as well
as to the newsreel companies with minimum
fees (averaging about $50 but in some cases
far exceeding that figure) guaranteed where
a story has been ordered or approved by
NBC, whether it is used or not. Sometimes
it is not. As Mr. Allen says, “A story can
be very hot on Monday and just as cold on
Tuesday.”

In addition, NBC pays out-of-pocket costs
incurred by the cameramen in getting the
films. Also, NBC replaces the films sent in
by its newsreel correspondents with a like
amount of raw stock, sent periodically in
1,000-foot reels.

Flowing into NBC at the rate of 50,000
feet or more per week, the news films are
processed, printed and edited—sometimes en
route, as with the Coronation films which
were prepared for airing inside the plane
that brought them across the Atlantic; fre-
quently with great speed, as with Coronation
still pictures that NBC had on the air within
(Continued on Page 110)

historic news development in the capital of
the war-torn country on film for NBC
viewers.
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SLIDE FILM

PRODUCERS!

only APS has a complete

SLIDE FILM MUSIC
TRANSCRIPTION LIBRARY

Completely coded & cross-refer-
enced by production experts

Available for less than one year, the APS Slide
Film Music Transcription Library is already used
more extensively by Slide Film Producers than
any other source of siide film music!

18— —

Write today for catalog and FREE
delivery plan.
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) ..h d Program Service

( A Division of Muzak Corp,)
237 West 54th St., New York 19, N. Y.
Phone: Plaza 7-7700

GET AHEAD IN TV!
Learn oll about every phase of

Producing and
Directing
for Television

by Charles Adams

Factual, professional, and up-to-date, this
is the only book of its kind that tells you
exactly what goes on and why behind the
cameras. It takes you through the studio,
describing everybody from manager to
stagehand; describes the “how-to” of sta-
tion equipment and special effects; gives
you practical information on writers and
actors, on budget and cost control, on con-
ceiving all kinds. of programs, the place
of advertising agencies, networks and
packages. Here is everything you need
and ought to know about America’s fast-
est'growing industry-—whether you’re pro-
fessional, small station owner, or student.

== MAIL THIS COUPON TODAY ----

HENRY HOLT AND COMPANY

383 Madison Avenue, New York 17, N.Y.
Please send me ... copy(ies) of PRO-
DUCING AND DIRECTING FOR TELE-
VISION at $3.95 each. If not completely
satisfied I will return the book within
5 days and my money will be refunded.

I enclose [] check [] money order
Name ................ ... .............
Address .............................
City ........... Zone. . . State
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TV NEWS FILM COVERS THE WORLD

(Continued from Page 109)

three to five minutes after they were
snapped. After being broadcast, the films
go to the NBC-TV Film Library, where
more than 15 million feet of film are stored
in 22 vaults, with reels classified into 2,200
main subjects and no less than 14,750 in-
dividual topics.

Viewers see the results. of the NBC news
film operations on such- network shows as
Camel News Caravan each weekday evening
and Today each weekday morning. In addi-
tion, they appear on news programs telecast
by the more than 50 TV station subscribers
to NBC’s TV Daily News Service and Week-
end Review.

The daily service comprises about 10
minutes of film, divided into story sections
so that stations can easily insert local news
and commercials or delete unwanted por-
tions. A script goes with each DNS film
shipment, with timing carefully and pre-
cisely marked, so that if desired the station
can put it on the air immediately upon
receipt.

Scale of Charges

The Weekend Review is a quarter-hour
program comprising the top news film re-
ports of the week. As is true of most film
programming, NBC’s news film service is
sold to stations, which need not be affiliates
of the NBC-TV network, on a sliding scale,
based on the number of sets which can
receive the station’s transmissions.

Air time for a typical news item on a
news telecast runs from one to two minutes,
or from 90 to 180 feet of finished 35mm
film, Mr. Allen said, although he noted that
there are many exceptions to this rule of
thumb. Program format is a factor, with
Camel News Caravan generally using more
footage than Today, for instance,

Despite its present magnitude, NBC’s
news film operation is only eight years old.
It began as Tele Newsreel on Aug. 5, 1945,
with two cameramen and was renamed NBC
Television Newsreel on Sept. 2 of that year,

This was at the time of V-J Day which
marked the end of World War 1l and the
new TV service was inaugurated in part to
supply a substitute to the weekly TV pro-
gram of war news film which for more than
a year previously had been furnished by
cameramen of the armed forces. Sy Aonet
was the first NBC-TV news cameraman,
joining the staff following his discharge from
the Army Signal Corps.

From that small beginning, NBC’s news
film operation expanded with television and
like American TV itself, got its real impetus
when an advertiser (R. J. Reynolds Tobacco
Co.) began sponsorship of a daily news tele-
cast for which NBC agreed to provide the
material.

Today, NBC-TV News Film functions
as part of the network’s public affairs de-
partment under the supervision of Davidson
Taylor, director of public affairs, and Wil-
liam R. McAndrew, manager of news and
special events. Joe Meyers, who manages
NBC’s central news desk, and Bill Garden,
manager of special projects, are also con-

cerned with this operation, among other
duties.

Len Allen, however, is the. man directly
responsible for keeping the news film sources
—staff and string cameramen-correspondents
and foreign newsreel companies-—working
smoothly to produce the film footage from
which the final products, TV news programs,
evolve. It is he who sees that the right story
gets the right emphasis, who builds back-
ground footage for possible use in emer-
gency news coverage, who attempts to
satisfy a seemingly insatiable demand for
more and still more TV news features and
documentaries.

Preceding the Coronation, when internet-
work rivalry hit a new intensity that called
for each news crew’s utmost secrecy about
its plans, NBC developed a code which still
is proving useful. Recently, Frank Bourg-
holtzer, Paris correspondent, who was in
Rabat, French Morocco, to cover the im-
minent ouster of the Sultan, avoided censor-
ship problems by notifying the New York
NBC news desk that an “arrow” was head-
ing for London with some “astral,” which
was correctly interpreted as word that an
Air Force jet was carrying (unofficially) a
batch of hot rush film from Rabat to
London.

Romney Wheeler, NBC London office
manager, was alerted, and he sent another
NBC newsman, Ed Neuman, to as close as
possible to the field where the jet was to
land, some three hours by car from London.
Mr. Neuman flew up in an English rain-
storm, got the film, flew back and was met
by Mr. Wheeler with the usual mailing tags,
custom clearances, etc., getting the film onto
the fastest Pan American flight to New York.
The Moroccan crisis pictures reached NBC’s
New York film labs less than 22 hours after
they were taken in Rabat,

‘NO’-BUDGET FILM COMMERCIALS

(Continued from Page 108)

the first hour of actual shooting. After the
first hour, we have an hourly rate charge of
$10. Film stock is charged for at the rate of
10 cents per foot, including processing.
Our standard charge for special editing is
$10 per hour regardless of whether we shoot
the film or if it is furnished from another
source. We used 350 feet of film on the
used car job and spent about two hours
editing the processed film to the client’s
specifications. Therefore, the cost to the
advertiser was $105. There was sufficient
usable footage for six commercials of 30 to
60 seconds duration, the length depending
on how much a particular car was plugged.
The cost of each spot was about $17.50.
Naturally, the same basis of computing
cost per spot could not be applied to every
advertiser. The used car dealer’s spots were
extremely inexpensive because the job itself

ROMANCE OF JULIA DALTON
LIVE SHOW AVAILABLE

FOR LOCAL OR NATIONAL
BINGO GIVE-AWAY
Film Series avcilable for national or regional
sponsorship. First time on the air.
For iaformation please write
DALTON FILM COMPANY

813 Daniel Bldg., 3rd and Bosten Ave.
Tulsa 3, Oklahoma
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makes 1000 calls
for only 73 cents!

'/CHECK BILL STULLA’S SALES PERSONALITY:

Just 8100 puts him to work for you! Highest rated mid-afternoon show in L.A. open for spots!
20,000 letters per month average mail pull since 1951! Renewed year after year by sponsors like

Yuban, Frank and Joseph, Wonder Bread and Sego Milk!

¢ CHECK HIS SHOW PERSONALITY:

138,000 daily viewers join Bill and his musical gang for songs, games and PARLOR PARTY FUN
Monday thru Friday, 2:30-3:30 P.M.

BILL STULLA IS ANOTHER KNBH SHOWMAN-SALESMAN.
For details consult KNBH, Hollywood, or your nearest NBC Spot Sales Office.
wcsocrvoos KINBH Charmel
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was simple. It was merely a matter of shoot-
ing the same type of object over and over
again, each time in a slightly different way.

Another client’s requirements may not be
accomplished so easily. The same amount
of time could easily be expended and yet
only a third as much film used if, for in-
stance, it were necessary to shoot interiors
and change lighting for every scene. Also,
in some cases, frequent re-shooting of a
scene may be necessary before the desired
effect is obtained. However, by careful
scene planning, constant use of exposure
meter and constant check on focus for each
scene, exposed footage can be Kept to a
minimum. It is possible—and we have done
it—to keep the unusable footage as low as
10%.

Most of our commercials are silent since
single-system sound is not practical for good
selling commercials and double-system de-
feats the purpose of “no”-budget commer-
cials because of the extra expense involved.
We are equipped,’ however, to post-record
narration for any of our film productions
for reprinting with the picture film. Gen- .
erally speaking, this service is not required"’
for our advertisers since voice over silent
film does the job adequately.

There have been a few cases where the
single-system sound camera was used for the
presentation of a personal message from the
advertiser. Also, in one instance, a complete
60-second sound commercial was made with
the single-system camera showing a storm
window demonstration. This accomplished
the desired purpose of acquainting the view-
ers with the man who would actually call on
prospective customers, and showing him in
action.

KKTV is equipped to process small quan-
tittes of 16mm film by reversal. Our
capacity would be about 100 feet per hour.
We do our own processing on local news
films where speed is an important factor;
also when it is desirable to find out immedi-
ately how a certain shot registers on film
so that it can be re-shot at once if an error
was made. This is particularly applicable
to title and art work cards when close shoot-
ing sometimes causes a problem in center-
ing. When the time element is not impor-
tant, our processing is done by a laboratory
in Denver which will give us same day
service.

Our equipment includes a 16mm Bolex
with sound sprockets and a full complement
of lenses from 17mm to 102mm plus a

Pan-Cinor 20mm-60mm Zoom lens; also,

an Auricon single-system sound recording
camera with turret front and portable power
supply for operating from an automobile
battery. In addition, we have the usual as-
sortment of necessary accessories such as
filters, exposure meter, portable floods and
tripods.

For those stations interested in setting up
their own film production department, here
are our recommendations for minimum
basic requirements, including approximate
costs: -

CAMERA:

Any semi - professional spool - loading
16mm camera with sprockets to ac-
commodate single-perforated film. In
this category, Bolex, Bell & Howell,
Pathe, and Cine-Special are the most
preferred. Magazine cameras are not
recommended because of inaccuracy of
framing. Cost of the camera, without
lenses, would range from $300 to $400
—-except the Cine-Special, which costs
around $800.

LENSES:

The most essential lens requirement is
the standard 25mm (or 1), in focus-
ing mount. It should be of a speed not
slower than F1.9. A good F1.9 lens
would cost about $75; a faster lens,
such as F1.5, would be around $125.
The next most important lens require-
ment is a 17mm wide angle, focusing
mount preferred, speed not slower than
F2.5. Care should be exercised in the
purchase of a wide-angle lens since
many of them on the market today pro-
duce pictures with blurred edges when
used at wide openings. Wide-angle
lenses should be tried before purchas-
ing. Cost of a good F2.5 lens will be
about $65. Telephoto lenses would not
be required for commercial production.
Acquisition of one or more would de-
pend on overall filming needs. Al-
though it should not be considered as
an essential to basic requirements, the
Pan-Cinor Zoom lens is highly recom-
mended if the budget can bear it. The
proper and conservative use of a zoom
type lens can add a superbly profes-
sional touch to any film commercial.
Cost of this lens is currently about
$450. (Note: The Pan-Cinor is made
expressly for Bolex cameras but can be
adapted to other cameras by slight
modifications of mountings.)

TRIPOD:

A pgood, sturdy tripod is without a
doubt the most important single item of
equipment needed for producing good
quality films. There are many excellent
tripods on the market and the choice
of one will depend largely upon the
cameraman. Important points to re-
member when selecting a tripod are
(a) be sure the tripod can support the
weight of the camera without “jig-
gling,” (b) check the panhead for
smoothness of operation both in pan-
ning and tilting-—and be sure there is
no “jiggle” when those operations are
being performed. The center-pole ele-
vator type is particularly recommended
because of the ease in setting up for
operation. Good tripods can be pur-
chased from $45 up.

ACCESSORIES:

Exposure Meter: Any of the well-
known makes are recommended.
Lighting: Most essential to “on loca-
tion” jobs are the inexpensive clamp-on
sockets for use with reflector-floods
and spots. The four-socket “movie-
bar” comes in handy occasionally, but
usually puts too much light in one small
area because of its lack of flexibility.
Filters: OQOutside filming (on black and
white film) should never be attempted
without the use of the common K-2
yellow filter to darken the sky areas.
Red and orange filters may be used
once in a while, but never as frequently
as the yellow filter.

With regard to processing facilities,
whether or not processing will be done by
the station depends partially on a matter of
choice and partially on the availability of
commercial processing facilities. If a sta-
tion is so far removed from a commercial
laboratory that the rapid service usually
desired is impossible, it is recommended that
the station install its own system.

Most 16 mm. film is processed by re-
versal, the system whereby the final positive
picture is on the same film used to take the
picture originally. There is no great mystery
in connection with reversal processing nor is
a great amount of special equipment neces-
sary. Anyone familiar with darkroom work
who can follow instructions and tell time
can process motion picture film by reversal.
There are a number of processing outfits
available on the market for processing up to

SARRA proves how exciting a nutrition story
can be in this new series of TV commercials
for the American Dairy Association. Dr.
Herrell De Graff, outstanding food authority
and Professor of Food Economics at Cornell,
gives the weight of his expert knowledge to
the message: “Drink one - two - three glasses
of milk a day.”” Stop motion shows the
glasses mysteriously filling up. Human inter-
est scenes dramatize milk's value in low calory
diets . . . in baby feeding . . . and for ail
ages. Produced by SARRA for American
Dairy Asscciation, throb?h Campbell-Mithun,
Inc. k-

SPECIALISTS

S ARRA=—

IN VISUAL SELLING

New York: 200 East 56th Street "
Chicago: 16 East Ontario Street
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100 feet of film. Mainly, they fall into four
categories:

1. Drum and trough—messy, inconven-
ient to handle in darkroom and not 100%
dependable.

2. Rewind tank—sometimes satisfactory,
but very time-consuming and particularly
susceptible to bleach stains on film.

3. Reel and trays, such as Steineman reel
—satisfactory but somewhat tricky to load.

4, Rack and deep tanks—most satisfac-
tory, although equipment takes up more
space. Advantages are that each processing
solution has its own tank (five in all, includ-
ing wash tank) virtually eliminating con-
tamination; solutions are mixed in much
larger quantities, therefore, exhaustion rate
is much slower; film on rack receives even
distribution of chemicals because of com-
plete immersion; 100 feet of rapid reversal
film can be processed and dried in less than
an hour.

There is, of course, a fifth system. That
is, automatic machine processing. This will
not be considered because the cost of such a
machine would not be in line with the mini-
mum requirements of a small operation.
Cost of setting up processing facilities by
one of the four other systems mentioned
would range from $500 down, depending on
whether equipment was purchased from a
manufacturer or built locally to meet needs.
Only stainless steel or acid-resistant plastics
should be considered in building any type of
processing equipment. Ideas for processing
systems can be obtained from photo maga-
zines and catalogs.

In listing minimum requirements for a
local film production department, we have
not included a sound camera. The acquisi-
tion of such a camera would be a matter of
choice and would depend on the budget al-
lowed for setting up the film production de-
partment. Needless to say, a sound record-
ing camera can be very valuable to a TV
station, especially with regard to local news
coverage. However, it is definitely not
needed for the production of local film com-
mercials. A semi-professional silent camera
can do many jobs but a sound camera is
very limited in its uses and cannot ade-
quately double as a silent camera and give
you the flexibility that a silent camera would.

The sound camera is limited to one speed,
must have electricity to operate it, is bulky
to handle and requires a much heavier tri-
pod than lighter-weight silent cameras. The
single-system sound 100- and 200-foot cam-
eras are not adaptable to trick photography
of any kind, having no reverse or single
frame action. Sound cameras do the iob
for which they were intended very well in-
deed, but don’t expect them to do the work
intended for more versatile cameras.

In closing, it must be stated that the estab-
lishment of film production facilities at
KKTV does not put us in competition with
professional producers. Our film services
are for the exclusive use of our clients who
would not be able to afford the services of
professional producers in the first place.
Our film production facilities are necessarily
a small scale operation. However, we feel
that we are in a position to offer certain
advertisers a valuable and needed service by
producing film commercials at costs so low
they can almost be called “no”-budget films!

BROADCASTING ® TERLECASTING

TESTING..

IN THE NATION'S
NO. 1 TEST MARKET

~ON THE NATION’S

NO. 1 TEST MARKET STATION

National advertisers thraughout the country have
tested the sales polential of their products and
services by using theg top commercial facilities of

WBNS-TV ./, & CaQlUMBUS, OHIO,

As the Nation's Wa. 1 Test Market Station,

reaching over 304,950 homes, WBNS-TV!

is recognized as.the"fatal point af Mid-West sales.

Information on sales rasults, both lacal and national

is available on' request.

== ’
e )
| - COLUMBUS, OHIG
'| \ CHANNEL 10
|

CENTRAL OHIO’S MOST HONORED STATION

CBS.TV NETWORK @ Atfiilated with Columbus Dispatch and
WBNS-AM @ General Sales Office: 33 North High Street
REPRESENTED BY BLAIR TV
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By John Oshon

FILM SHOWS CAN MEET
NETWORK COMPETITION

Despite heavy opposition from high-budget network shows, WGN-TV
Chicago keeps its audience and advertisers happy by skillful pro-

gramming of film.

THERE’s an old wheeze in a relatively new
industry that when old movies die, they
just pass on to the limbo of television, thus
to harass long-suffering set owners as re-
runs from the vaults of film-minded TV
stations.

This chestnut may have evolved as a
stock gag in the repertoire of most come-
dians, themselves long rescued from pre-
movie or vaudevillian days, but some tele-
casters have long ago pulled that one out of
the fire.

It may be argued that “first-run” on TV
does not mean much nowadays, when speak-
ing of full-length motion pictures, and that
companies have been mushrooming over the
land, producing film especially for the video
art.

Whatever the observation, WGN-TV, the
Chicago Tribune outlet, claims to have set
a pattern which apparently has not only
satisfied viewers but advertisers as well. Its
TV film operation—comprising full-length
movies and special packages—is acknowl-
edged to be one of the best anywhere and
certainly one well worth envy in the Mid-
west.

WGN-TV stakes a clear-cut claim, at
least, to having the largest collection of
films of any station in the country, and air-
ing more full-length features in one year
than all major Hollywood studios produce
in five.

What makes the Tribune TV outlet’s film
operation so unique is that it is just as much

a selling organization as a buying group,
and affords prospective clients complete
screening facilities for all type of film prod-
ucts. That is to say that advertisers and
agencies have come to look upon WGN-TV
as a clearinghouse for all that is available
in film.

As a result, the Tribune outlet today en-
joys a prestige on film that would of itself,
reject that old wheeze about old movies and
tired re-runs.

Bulwark of this successful film operation
is a nightly (except Saturday) 10 p.m. strip
devoted to full-length motion pictures pur-
chased on an exclusive basis for budget-
minded Chicago advertisers. As a result
of careful planning and groundwork, WGN-
TV has put out the SRO sign for advertisers
who want to climb aboard a highly-rated
nighttime TV segment.

Quontity To Quality

Originally, the Tribune’s TV property set
out to corner the film market, with little re-
gard for selectivity. But, about two years
ago, a new policy was enunciated. WGN-TV
set out to convince local advertisers they
could obtain the best feature films on a
“first-run” basis. That philosphy has been
strictly adhered to, not alone with full-length
movies but with special TV package shows
as well.

Explaining the film pattern, Ted Weber,
sales manager of WGN-TV, told B*T:

“One of the reasons for our success in

- film is that we watch the quality of the

flm—we maintain a Sseparate engineering
department for film shading.” Mr. Weber
also cites local American Research Bureau
and TelePulse ratings for comparative pro-
grams, as showing the growing importance
of film programs.

Mr. Weber traces the histoiy of the 10
p.m. film pattern to Aug. 28, 1949, when
WGN-TV first sold Jim Moran, of
Courtesy Motors, on a film program at 9:30
p.m.—the first on a regular series basis.
It proved a grand success for Mr. Moran,
and the pattern has been disturbed little
since.

Present sponsors in an average week, in
addition to Courtesy, are Community Build-
ers, Mages, Foremann Motors, Hirsch
Clothiers, and National Credit Clothes, (This
is the third year for Hirsch and fourth for
National.)

The 10 p.m. strip has compiled an en-
viable record ratingswise for WGN-TV, out-
pulling the fare of other TV stations for
quarter hours, on the basis of August 1953
TelePulse data.

But even in May 1952, WGN-TV was
racking up impressive ratings, with five of
the seven top-rated feature film programs in
Chicago. The highest was the Evans Motion
Picture Academy (then on Monday eve-
nings in the 10 p.m. strip) with 20.6 per
average quarter hour. Others were: Cour-
tesy Theatre (Sundays), 17.3; Lewis Theatre
of Romance (Tuesdays), 17.1; Hirsch Re-
quest Performance (Wednesdays), 15.6;
Community Theatre (Fridays), 15.0.

When these figures came out, Mr, Weber
threw out his chest with enviable pride.

“The unusual success of film features in
commercial programming has been an ex-
tremely important factor in the WGN-TV
local sales pictures,” he asserted. “Schedul-
ing has followed a definite policy directed
toward developing a regular listening pattern
for feature films. . . . We find that many
of the feature film programs gain audience
ratings higher than the average live and high
budget network production. . . . Many spon-
sors have followed the pattern in television
throughout the nation. Such programs
achieve high viewer ratings and generally
represent the best ‘buys’ in television.”

Through these ‘‘theatre” programs, Mr.
Weber claimed, WGN-TV has introduced
to the Chicago TV audience more first-run
movie features than any other station. The
station still is expanding its film policy, with
ratings holding up just as solidly.

(Sample August 1953 ratings: Weekdays

An aura of oriental magic introduces each
of a series of 1-minute TV spots made by
SARRA for La Choy American-cooked
Chinese foods. To the clang of Chinese gongs
swirling mists dissolve to reveal this girl
with a La Choy package. Appetite-appeal and
“how to" live action shots show how easy
it is to prepare a delicious, money-saving La
Choy meal. Expert photography and lightness
of touch, combined with hard sell, give the
effectiveness you expect of SARRA com-
mercials. Produced for Beatrice Foods Com-
pany, through Foote, Cone and Belding.

SPECIALISTS IN VISUAL SELLING .

SARRA—

- Mew York: 200 East 56th Street

Chicago: 16 East Ontorio Street
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average of 12.4 against 12.2 for another
station, at 10 p.m.; 12.1 against 6.9 at 10:30,
and 11.4 against 6.2 for 10:45; Sunday
average of 17.2 compared to 13.6 at 10 p.m.
and 18.0 against 9.6 at 10:15. Accumulated
rating: in the high 80s.)

Mr. Weber cites the case histories of a
number of clients—both on the 10 p.m.
strip and on other segments—who have
reaped rich rewards from film shows on
WGN-TV. (One of WGN-TV's policies
is that it never cuts a full-length motion
picture, but plays it to its conclusion, Mr.
Weber noted.)

Among other successful sponsors: Aaron
Heating Co. (oil burners), which has grown
from an annual $20,000 to a $1 million
business in three years, largely because of a
Sunday film: Chrysler dealcrs, and Libby
Furniture, which recently called on Andy
Frain’s ushers one Sunday to handle crowds
following a Saturday evening, post-wrestling
film.

Riding herd on WGN-TV’s aggressive
film department is Elizabeth Bain, station’s
film director, who buys huge quantities of
all films that go to make up about 38% of
WGN-TV’s program schedule during the
baseball season and perhaps 50% after the
season. (As of June, WGN-TV broke down
its program schedule into 28.7% studio,
24.3% remote and 9% network.) Films
are bought exclusively for cach market for
periods ranging from 18 months to two
years.

More Film in Future

“Feature film programming has paid rich
dividends for the majority of advertisers,”
Miss Bain said. “The continued success
of feature film programming is almost en-
tirely dependent upon fresh sources of prod-
ucts. Fortunately the prospects are getting
steadily brighter. For the independent sta-
tion, the feature film strip is a necessity.
It has proved itself to be the financial back-
bone of weekly programming and has main-
tained a rating structure which has been
stable and consistent. . . . It has been suc-
cessfully demonstrated that film will hold
its own against network shows—but only if
it is superior film programming.”

As an example of film holding its own,
Miss Bain also cites the 10 p.m. strip as a
commercial success pointed up by regular
renewals and a waiting list for any cancel-
lations.

With respect to local film meeting network
competition, especially live shows, Miss Bain
says:

“Independent stations have found film
programming to be a financially sound
answer to the problem of competing with
high-budget network productions, but have
learned the hard way that throwing film on
the air is not sufficient in itself. Program-
ming film requires imagination and show-
manship.”

Miss Bain notes that, while the average
release date of feature film has moved
steadily forward (from 1930 to 1940, with
some of 1950 vintage), its importance ac-
tually is decreasing. ‘“‘Large blocks of clients
are entirely limited by budgetary monetary
considerations, but the minority will pay
top prices for quality pictures regardless of
release dates.

WGN-TV ordered two iconoscope film

BROADCASTING ® TELECASTING

ymagnecorder

TAPE

PROFESSIONAL RECORDER

Precision engincered for unexcelled realistic brilliance and high

fidelity, Magnecorders are preferred by radio engineers 3-to-1. Fre- Es
quency response flat from 50-15,000 cps, £ 2 db. Compare the
Magnecorder — the product, the performance, the price — and
vou'll see why it's the world-wide choice.

+he NEW 7

one-case Portable Tape Recorder

THE

Lightens all remole work. A portable
recorder and amplifier in a
single case! Lightweight,

rugged, reliable. h . M G

e e FAMOUS
i ¢ ! PT63 magnecorder

— long accepted as the standard professional tape
recorder; 3 heads for simultaneous record and play-
back

319 qimensional sound
Binaura/magnecorder

Unbelievable realism! Two simultaneous
recordings on one tape give sound a per-
spective and a "third dimension.”

-

For demonsiration, see your
Classified Telephone Directory
under ""Recorders’’ or write

[} aguecord,w.

Dept. B-9, 225 West Ohio Street ® Chicago 10, il
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cameras from General Electric for telecast-
ing of motion pictures in June 1947. The
order included two 35mm syncro-lite pro-
jectors, one 16mm projector and one spe-
cial projector for station identification and
other announcements. New equipment has
been added the past six years.

As one of the first stattons to buy film
libraries, WGN-TV has been negotiating for
motion pictures in bulk since August 1949,
One of the package purchases was a series
of films from WPIX (TV) New York, re-
leased in new 35mm prints for high fidelity
in broadcasting. (Among them: “A Star is
Born,” Pygmalion.”)

Some of the early movies, “firsts” on
any Chicago station, were released by Eagle
Lions Films in March 1950 in a package of
22 films spread out over four commercial
program segments. Still others followed.

The Tribune outlet obtained exclusive
Chicago TV rights to others produced by
Eagle Lions (including 11 full-length fea-
tures and eight westerns) in January 1951.
In October WGN-TV acquired first-run
rights in the Chicagoland area to 174 Repub-
lic Pictures Corp. movies—that studio’s first
film releases to television. By that time,
WGN-TV was well on its way to securing
one of the outstanding film libraries in TV
and one of the greatest lists of film availabil-
ities in the Chicago market through ex-
clusive first-run contracts.

Recent Vintages

Many of the movies were initially shown
to theatre audiences as late as 1949 and in-
cluded several “name” productions, among
them celebrated films of foreign import (viz.,
“Bicycle Thief” and “Paisan”). Motion
Pictures for Television Inc. also supplied
WGN-TV with hundreds of films.

Similar contracts were signed this year
with Atlantic Television, Unity Television
Corp., and Tele-Pictures Inc., covering full-
length feature films and half-hour dramatic
productions. In the batch were a series of
top-rated films for Courtesy Motors for
showing this fall.

WGN-TV also has been diligent in ob-
taining numerous film properties prepared
especially for television, including Boston
Blackie, Times Square Playhouse, Old
American Barn Dance, Badge 714 and the
Ethel Barrymore Theatre.

Films For TV Too

While WGN-TV has continued to set the
pace on early showings of full-length fea-
ture films, it has taken an equal interest in
films-for-TV productions.

WGN-TV’s film may actually be said to
be two-pronged in that regard, and clients
have received the benefits accordingly, with
the growth of film packages especially for
TV. And the station has solidified its claim
as a selling and buying organization.

In furtherance of this policy, WGN-TV
last July announced plans for a “Fall Film
Prevue,” a running festival of excerpts from
new shows not yet seen in Chicago. It
invited more than 100 producers and dis-
tributors of film packages to send in samples
of their wares for the special showing.

The announced purpose of the prevue was
to “show clients and agency representatives
the wide range and type of features that are
available for sponsorship” this coming fall.
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A revolutionary
NEW TV ANTENNA

=via Graybar

...for present or proposed high-band VHF TV stations

Federal’s new 16-bay triangular loop antenna overcomes
the tendency of conventional high-gain antennas to “over-
shoot” near-by receivers. Successive bands of low-signal
intensity produced by conventional high-gain antennas
in near-by service areas are virtually eliminated by this
new FTL design. (See graph below.)

Distributed nationally by Graybar, the Federal 23B-16
produces 316 KW ERP with a 23-KW transmitter — per-
mits the installation of smaller, less expensive transmis-
sion lines . . . minimizes transmitter investment and oper-
ating costs.

Graybar can supply a complete line of FTL television
equipment, Blaw-Knox towers, plus any other item of
quality broadcasting equipment. The names and locations
of the Graybar Broadcasting Specialists available to serve
you are given in the adjoining column. Check with the
Specialist nearest you, he'll be glad to assist you in select-
ing equipment best suited to your requirements — whether
AM or TV. Graybar Electric Co., Inc. Executive Offices:
Graybar Building, New York 17, N. Y. 729
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316KwW

Receiving antenna height —
30 fh.

Antenna Height — 2000 fi.
above average terrain

Calculated field strength out
to 20 miles:

average 100 millivolts/meter

minimum 50 millivolis/meter
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Advertisement

EVERYTHING ELECTRICAL

to Keep You on the Air

Graybar’s nation-wide network of more
than 100 offices and warehouses assures
you of convenient service wherever you
are. Graybar Broadcast Equipment Rep-
resentatives are conveniently located in the
following cities.

ATLANTA
John Kluttz, Cypress 1751

BOSTON

J. P. Lynch, Kenmore 6-4567
CHICAGO

E. H. Taylor, Canal 6-4100
CINCINNATI

W. H. Hansher, Main 0600
CLEVELAND

A. C. Schwager, Cherry 1-1360
DALLAS

C. C. Ross, Randolph 6452
HOUSTON

R. T, Asbury, Atwood 4571
JACKSONVILLE

W, C. Winfree, Jacksonville 6-7611
KANSAS CITY, MO.

R. B. Uhrig, Baltimore 1644
LITTLE ROCK

W. E. Kunkel, Little Rock 5-1246
LOS ANGELES

R. B. Thompson, Angelus 3-7282
MINNEAPOLIS

L. S. Sellner, Geneva 1621
NEW YORK

R. W. Griffiths, Exeter 2-2000
OMAHA

L. I. O'Connell, Atlantic 5740
PHILADELPHIA

J. W, Crockett, Walnut 2-5405

PIFTSBURGH

R. F. Grossett, Allegheny 1-4100
RICHMOND

E. C. Toms, Richmond 7-3491
ROCHESTER

A. E, Byers, Baker 7700
ST. LOUIS

J, P. Lenkerd, Newstead 4700
SAN FRANCISCO

K. G. Morrison, Market 1-5131
SEATTLE

D. I. Craig, Mutual 0123

A Few of QOur Leading Supplier-Manufacturers—
Altec Lansing + Ampex + Berndt-Bach « Blaw-
Knox * Cannon - Century Lighting * Commu-
nication Products + Continental Electronics -
Crouse-Hinds + Daven « Fairchild *+ Federal
Telecommunication Laboratories + General
Electric « General Radio * Houston-Fearless °
Karp Metal * Kliegl » James Knights « Machlett
* Meletron ¢ Minnesota Mining * Mole-
Richardson * Presto * Prodelin « Rek-O-Kut -
Sarvis « Tung-Sol «+ Webster + Western Electric «
Zoomar

Everything Electrical ForBroadcasting-Telecasting
—Amplifiers « Antennas * Consoles * Frequency
and Modulation Monitors, Test Equipment -
Loudspeakers and Accessories * Microphones
and Accessories *+ Recorders and Accessories ¢
Speech Input Equipment « Towers *« Tower
and Studio Lighting Equipment * Transmission
Line and Accessories + Transmitters, AM and
TV -+ Tubes ¢ Turntables, Reproducers, and
Accessories « TV Cameras and Film Equipment
« Video and Audio Monitors *+ Wiring Supplies
and Devices
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week on the air.

York to Hollywocod.

week.

HOW ONE STATION EATS UP FILM

P-WGN-TV telecasts more than 1,500 full length movies a year, or more than all
the major Hollywood studios produce in five years.

P-About 113,000 feet of film (both features and films made for TV) are run each

PAbout 40,000 feet are screened each week but not telecast.

B-The film screened and telecast by the station in one year would reach from New

»The WGN-TV film department receives and ships out nearly 5,000 films a year.

B>The station has 30 fully sponsored film shows (both features and TV films) each

WGN-TV had done the same thing last year
and it came off with success.

Admittedly, the TV station was following
a long-established philosophy of the Chicago
Tribune; Good promotion pays for itself a
thousand times over. And while the prevue
was designed to provide a clearing house for
fall availabilities, it did nothing to detract
from WGN-TV’s already established reputa-
tion for public service—not to mention the
prospect for direct sales as a result,

The prevue was held July 29, with pro-
ducers and distributors supplying a total of
87 film programs, 64 of which offered first-
run rights in the Chicago market. A selec-
ted list of 28 were shown during afternoon
and evening screenings, and a supplementary
list of packages was provided, with private
screenings offered to interested clients. A
total of 142 agency and client representatives
attended the prevue. Serving as hosts were
Frank P. Schreiber, manager of WGN Inc.,
and Mr. Weber and Miss Bain, as well as
the WGN-TV sales staff,

Mr. Weber expressed gratification with
the turnout, which he said exceeded all
expectations. He stated:

“Everyone in attendance was surprised

to find the wide scope of high quality pro-
grams that are available to them. Within
24 hours after the prevue we had received
many compliments on the prevue itself, and
several follow-up inquiries.” He added his
belief that there would be wiser buying and
better quality of programming in fall sched-
ules locally as a result of the showing.

The films ranged the whole field of enter-
tainment, dipping intc drama, mystery, ro-
mance, sports news, quiz and panel pro-
grams. They were of 5-, 15- and 30-minute
duration. (Samples: Movietone Quiz, Hans
Christian Andersen, Ethel Barrymore The-
atre, Look Photoe Quiz, Frankie Laine
Show.)

Clients were invited to private screen-
ings of any films in which they were in-
terested until Aug. 5 and to contact the
WGN-TV film department for any additional
information.

WGN-TV salesmen also sit in on regular
prevue showings of films that seem like good
commercial prospects. Once a client screens
a property and buys the time, the product is
the baby of the film department. This

operation is a complex one involving more
(Continued on page 120}

In this projection room WGN-TV shows pri-
vate screenings for clients and its own staff.

Here station staffers are previewing some of
the 113,000 feet of film telecast each week.
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