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It's phenomenal but true! It takes a spot on each of the other tive Omaha, Council Bluf#s
stations to get your radio message the audience an averege spot delivers on KOWH!

With an over-all daytime Hooper (May-June) of 46.2%, KOWH is the buy you've
dreamed of . . . where one dollar does the work of nine in covering a plush market!

Want the facts? Talk to H-R Inc., our reps—they're the boys with the hottest story in
radio—or call KOWH Manager Virg Sharpe. Get FIVE for ONE on a ““sure thing"—

KOWH!

-CONTINENT BROADCASTING CO.
General Manager; Todd 5Storz
KOWH WTIX WHB

Represented by Represented by Represented by
H-R Inc. Adam J. Young, Jr. John Blair & Co.




...there’s no pot of gold
under the rainbow ...

VAT

e $1,409,148,000 EFFECTIVE BUYING POWER
e 218,500 SETS IN MARKET—274,600 HOMES

7 9% COVERAGE

e 67,640 SETS IN ERIE COUNTY —68,600 HOMES

98.6% coveracek

'PROOF POSITIVE: A\}éragg Quarter Hour Television .
 Sets-in-use for the week surveyed —Entire Week ]
35.6, NOON TO MIDNITE—46.7, 6 P.M. TO MIDNITE
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Covers vast new prosperous ferritory for your
advertising dollar

WGAL-TV PRIMARY MARKET

TV sets A TRl m  w O 4 W E 554,915
families . . . . . Al i B ow A ow @ e s B05,200
effective buying income . . . . . . . $4,226,847,000
retail sales . . . . . . . . e o . . $2,654,371,000

COVERING
York Harrisburg Reading
Hanover Lebanon Pottsville
Gettysburg Sunbury Shamokin
Chambersburg Lewistown Coatesville
Frederick Carlisle Lock Haven
Hagerstown Lewisburg Huntingdon
316 - 00 0 WATTS Westminster Shippensburg Waynesboro
STEINMAN STATION LRSI EE
Clair McCollough, President
MEEKER TV, Inc.
New York Los Angeles Chicago San Francisco
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CIGARETTE cancer scare is booming
hard candy sales as well as cigars and pipe
tobaccos. Life Savers (controlled by Ed-
ward J. Noble, finance committee chair-
man of American Broadcasting-Paramount
Theatres) enjoyed 35% jump in first two
weeks of July and sales were up 16% for
first six months, with no additional adver-
tising promotion.

* Kk &

REVERBERATIONS of Potter Senate
Subcommittee hearings on uhf have
changed FCC viewpoints on several fronts.
One thing now appears to be certain: FCC
will be Iiberal in granting booster and
satellite transmitters for uhf stations in
order to broaden coverage to compete
more effectively with vhf outlets using
maximum power.

* K %

PAINT AND VARNISH industry, now
practically unclassified in business volume
in tv network billings, may leapfrog into
front position with advent of color. Plans
reportedly already in works by top entities
in field to take full advantage of medium
that is obviously natural for them.

* Kk K

WHO WILL HEAD American delegation
to Mexico City conference on North Amer-
ican Regional Broadcast Agreement set
for Oct. 28?7 Best bet is FCC Comr.
Robert E. Lee, who has been attending
preparatory sessions at State Dept. with
FCC Chairman Rosel H. Hyde. Mr. Hyde,
who headed last NARBA sessions four
years ago, isn't disposed to take on new
foreign assignments in these times.

closed circuit

SHORTLY to be announced will be de-
parture of Clarke A. (Fritz) Snyder as
CBS-TV station relations director. While
no reason given, it’s understood he is
severing his connection, which began June
1951, by mutual understanding with Her-
bert V. Akerberg, CBS-TV station relations
vice president. Mr. Snyder hasn’t an-
nounced plans, but expects to be in tv
station management.

* Kk K

PREVIEW of new format for all-industry
tv advertising bureau will be given four-
man advance guard representing NARTB
and TvAB, meeting day ahead of Aug. 5
merger session in Washington. Quartet
will get first look at project that blends
results of TvAB’s swift two-month career
and findings of two-year NARTB study.
TvAB merger group will have results of
questionnaire being sent its supporting sta-
tions, asking views on burecau composition
and functions (story page 42). Should
plan be approved, it still faces NARTB Tv
action (probably Iast week in August)
plus TvAB Executive Committee vote,
with hope that bureau can be staffed and
opcrating in October,

* * %

ABC-TV’s National Collegiate Athletic
Assn. football television schedule for this
fall is slated for announcement this week.
But as yet coverage hasn’t been sold to
national sponsor, and present prospects
are that package will be offered on piece-
meal, co-op basis.

* * %
IN OFFING is new management at
WMAL-AM-FM-TV Washington. Ken-

neth H. Berkeley, veteran head of sta-
tions, reportedly is close to making deal

for am property in South, which would
fulfill desire to get into his own business.
Evening Star Newspaper Co. reportedly
has interviewed several prospects in an-
ticipation of Mr. Berkeley’s departure and
new appointment might coincide with over-
all reorganization stemming from recent
Booz, Allen & Hamilton survey.

* kK

THERE ARE new negotiations Jooking
toward release of reasonably current Hol-
lywood films for tv feature film use. Pro-
ducers, with film in their vaults, are im-
pressed with rapid development of tv-
processed syndicated film and are becom-
ing restive less their properties depreciate
in value beyond prospect of reasonable
return.

* K %

FINAL radio and television revenue sta-
tistics for 1953 to be completed by FCC
economists in September. Advance sum-
mary of tv data was issued in May by
Chairman Hyde before Potter uhf sub-
committee. Am report will be first for
’53 since FCC economy move cut out
preliminary report.

* k x

FCC is in another intramural stew, and
once again Comr. Frieda B. Hennock
concocted it. She wanted to use most of
Broadcast Bureau staff in developing re-
port on history of each drop-out and grant
case involving vhf mergers, for benefit of
Senate Potter Communications Subcom-
mittee. Commission majority felt this
would throw sand in gears of Broadcast
Bureau and bring it to virtual standstill
on regular functions. Comr. Hennock is
doing job with as much help as she can
recruit.

. . > Broadcasters to have their day in coverage hearing 50
- the week in brief g S
> Lamb wins a delay in his FCC hearing. .. ... ... 52
> Coming: a count of the nation’s farm tv sets. . . . . 31
> Feud erupts between KWTV (TV), WKY-TV.. 58
» Equitable puts $150,000 into spot radio. ... ... 32 '
. > Food merchandising as done by eight CBS ams.. 62
» And Florida Citrus sets $1.6 million for radio-tv.. 32
) N > Television writers strike against three networks.. 73
> Clipp’s film plan meets quick opposition . . . . . 34
> ‘Non-competitive’ will describe English tv. . . . . .
» INS adds sound to its facsimile service........ 36 g e 74
' » ABC is breaking even—Kintner. ............
> Nielsen, Pulse rank ‘Lucy’ attop............. 40 ° P e #
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—AND sO DOES MARVIN VINES

OUR FARM-SERVICE DIRECTOR!

Some farm-service radio directors try to run a farm
department, sitting at their desks.

Not so at XTHS. Marvin Vines, our Farm-Service
Director, is out, covering the State, almost as much ag
he’s in the studio!
In the last twelve months, for example, Marvin Vines
has:
Traveled over 30,000 “business miles”, all
within Arkansas.

Attended 168 meetings, with a total attend-
ance of 19,000 persons.

MARVIN
GETS AROUND!

The dots show the Arkansas cities
and towns visited by Marvin Yines
for farm talks, farm meetings, etc.,
during the last twelve months alone!

Conducted personal interviews on 127 farms.

Appeared as a speaker, panelist or moderator
on 97 different farm programs.

Discussed farm problems with 1429 persons
on his daily and weekly broadcasts.

ALL THIS, plus broadeasting 16 farm pro-
grams per week, on KTHS!

Like Marvin Vines, many of our KTHS department
heads, entertainers, and other “names” get out and
cover the State, regularly. The result—greater listen-
ing to KTHS—greater values for you advertisers,
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at deadline

Hyde Anticipates Mexico's
Upcoming Broadcast Demands

DEMANDS expected to be made by Mexico at
forthcoming Oct. 28 U. S.-Mexican meeting in
Mexico City on proposed bi-lateral agreement
on standard broadcasting were outlined Friday
morning by FCC Chairman Rosel H. Hyde at
informal government-industry conference in
Washington at State Dept. [B®T, July 19].

Pact would be outside 1950 North American
Regional Broadcasting Agreement, to which
Mexico is not signatory, but Chairman Hyde
indicated U. S. would hold to 1950 NAREBA
principles as basis for talks.

Accompanied by Comr. Robert E. Lee and
other FCC officials, Chairman Hyde said Mexi-
co probably will ask for following: (1) two
more clear channels (590 and 660 kc have been
mentioned), (2) elimination of 650-mile rule
governing Mexican station locations from U. S.
border, (3) elimination of power limitations
under present agreement for Mexican regional
and local stations (clears have no international
power limit), (4) oppose Class [-B status ac-
corded U. S. stations on 1560 k¢ (Cuban clear),
{5) recognize Mexican Class 1-A priority on
540 kc¢ (Canadian clear), (6) continuance of
interim “gentlemen’s agreement” extending old
NARBA, (7) elimination of 25 mv/m overlap
rule (would allow more border stations), (8)
elimination of RSS rule (method of determining
interference), (9) case by case handling of cer-
tain international station allocations.

Chairman Hyde indicated U. S. would prefer
new agreement to continue without termination
date so as to halt problems of continual re-
negotiation. He was introduced to meeting of
industry attorneys and engineers by John S.
Cross, assistant chief, State Dept. Telecommuni-
cations Policy Staff. Written comments by in-
dustry were invited to be sent to Mr. Cross.

AFM, AFTRA Dispute Hearing
To Resume in New York Aug. 4

HEARINGS on jurisdictional dispute between
American Federation of Musicians and Ameri-
can Federation of Television and Radio Artists
involving representation for musicians and
other performers and on motion by ABC and
other parties for clarification of bargaining
units to be resumed in New York Aug. 4, it
was reported Friday. Chicago session Friday
brought out for first time testimony that AFM
had prohibited performer at ABC o&o WBKB
(TV) Chicago from joining AFTRA, although
allegation was denied.

Sterling C. (Red) Quinlan, ABC vice presi-
dent in charge of WBKB, told BeT Friday
there is “no question in my mind but that
NLRB will find AFTRA’s position untenable.”

Radio vs. Mature Tv

EFFECTIVENESS of radio in 64 “mature”
television areas, which had tv service before
FCC-imposed freeze, is underlined in Iatest
BAB presentation. Report states that in these
markets, radio has penetration of 99% and tv
only 81%. Additionally, it is pointed out,
number of radio sets sold in these markets in
1953 totaled 6,786,000, compared with 2,803,-
000 tv sets sold, described as *142% superiority
for radio.”

BROADCASTING ® TELECASTING

MINUTE MERGER

CBS-TV and NBC-TV will merge, for few
minutes at least, in Washington, D. C.,
today (Mon.) when they stage joint re-
ception for Ann Sothern, featured in
Private Secretary. Program is telecast on
NBC-TV in summer and CBS-TV in
winter. Miss Sothern is appearing at
Casino Royale, Washington night club.

NARTB Asks Record Firms
For Meeting on 45 RPM

IN LINE with growing industry criticism of
45 rpm policy of record manufacturers (see
story page 44), John F. Meagher, NARTB radio
vice president, has asked major record firms for
meeting to reconsider action.

Mr. Meagher told manufacturers NARTB has
‘“an obligation to a substantial segment of our
membership to place before you the expressions
of their strong feeling on the subject and to
explore with you the feasibility of modifying
your present policy in line with their sugges-
tions.”

NARTB letter voiced hope manufacturers
would agree meeting might clear up misunder-
standings, pointing out that stations have done
much ““to stimulate the popularity of records
over the years.”

37.5 Million Color Sets
By 1964—GE Prediction

JOHN T. THOMPSON, manager of distribu-
tion sales for tube department of General
Electric Co., predicted Saturday there will be
7.5 million color sets on market in 1957 and
37.5 million sets by 1964.

Mr. Thompson said mass-market color set
will be one with larger screen and lower price
than sets introduced earlier this year. His
predictions stemmed from market research by
tube department, which he said indicated that
in 1964 consumers will pay $4.5 billion dollars
yearly for parts and service for home radios,
monochrome tv sets and color tv receivers.

Ziv Ty Invades Europe

IN GENERAL EXPANSION of overseas
operations, Ziv Television Programs announced
Friday it will open offices and agencies in
Rome, Paris, Frankfurt, London, and other
European cities. Announcement from Edward
Stern, president of international division of
Ziv, stated that Europe is “fast developing a
well-knit network of television stations.” Mr.
Stern left Friday on survey of European
markets.

Foley Forms Gothic Films

FORMATION of Gothic Films Inc.,, N. Y.,
for the production of industrial films, televi-
sion commercials and slide presentations was
announced Friday by George F. Foley, presi-
dent of George F, Foley Inc.,, New York tv
film production company, and the new firm.
Headquarters for Gothic will be located at 157
E. 69th St, with John di Sponsio as studic
manager and Frank Jewell as sales chief.

o BUSINESS BRIEFLY

JOY TO BURNETT ® Procter & Gamble,
Cincinnati, appoints Leo Burnett Co., Chicago,
to handle advertising for Joy (liquid detergent)
effective Oct. 1.

SHOEMAKER TO HOB&M e Melville Shoe
Corp. (Thom McAn shoes), N. Y., which has
been handled by Anderson & Cairns, N. Y., is
expected to name Hewitt, Ogilvy, Benson &
Mather, N. Y., as agency.

MAGAZINE CAMPAIGN e Sports Hiustrated,
sports magazine, N, Y. (Time Inc.), using
five-day radio-tv campaign in New York, Chi-
cago, Boston, Los Angeles and Philadelphia
through Young & Rubicam, N, Y., effective
Aug. 7.

JELLO BUYS SPOTS & General Foods, N. Y.
(instant jello), placing radio-tv two-week spot
announcement campaign to start in August.
Young & Rubicam, N. Y., is agency.

NEW AGENCY e Sidney W. Turbin & Assoc.
announces opening as new advertising agency
with offices at 162 N. Clinton St., Chicago.

SHELL .TAKES TO RADIO e Shell Oil Co.,
N. Y., through J. Walter Thompson Co., N. Y.,
is contemplating eight-week spot announcement
campaign to start July 28 in 12 radio markets.

BIRDSEYE BUYING e Birdseye Food Co.,
through Young & Rubicam, N. Y. buying
radio spot announcements for four weeks,
starting Aug. 2 in limited number of major
markets.

HEINZ GOES FOR TV e H. I. Heinz Co.,
N. Y, buying tv spot announcements in 30
markets starting week of Sept. 12 to run for
52 weeks. Maxon Inc., N. Y., is agency.

IN THE FAMILY ¢ RCA, through Kenyon
& Eckhardt, has arranged series of participa-
tions and one-minute announcements, starting
Aug. 2, on WNBC-WNBT (TV) New York,
WRC-WNBW (TV) Washington, WTAM-
WNBK (TV) Cleveland, WMAQ-WNBQ (TV)
Chicago, KNBC San Francisco and KNBH
(TV) Los Angeles, all NBC o&o stations.
Campaign is on behalf of RCA’s products and
services.

ABC-TV Adds Two

ADDITION of two stations as affiliates of
ABC-TV is being announced today (Mon.)
by Alfred R. Beckman, director of ABC’s sta-
tions relations departments. ABC-TV affiliates
now total 201.

New affiliates are KHSL-TV Chico, Calif.
(ch. 12), which is owned by Golden Empire
Broadcasting Co. with M. F. Woodling as gen-
eral manager, effective June 21; KDAL-TV
Duluth (ch. 4), which is owned by Red River
Broadcasting Co. with Odin S. Ramsland as
general manager, effective July 19.

GF Sales Curve Rises

GENERAL FOODS Corp., White Plains, N, Y.,
reported Friday that net sales in April-June
quarter of year were $194,725,782 as compared
with $173,169,014 for corresponding period
of 1953.
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he results 33 years experience

enables us to give to you, our sponsors—and

we're proud of the 92% consistent listenership

county, billion dollar market.

Let us show you what outstanding results you

can get by taking advantage of WSPD’s experience

and WSPD’s loyal

Storer Broadcosting Company

TOM HARKER. NAT. SA‘[ES DiR, 118 E. S7th STREET, NEW YORK
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WCAN-TV Due to File
For Stay of Rival Ch. 12

REQUEST for stay against Milwaukee ch. 12
grant was to be filed Saturday by WCAN-TV
Milwaukee. Uhf station, which appealed FCC
grant to merged Milwaukee Area Telecasting
Corp. [BeT, July 19}, will ask court to order
holdup on ch. 12 construction until appeal is
decided. Appeal is from FCC's refusal to
accept WCAN-TV application to change from
present ch. 25 to ch. 12 [B®T, June 14].

In answer to protest concurrently filed by
WCAN-TV against Milwaukee ch. 12 grant,
Milwaukee Area termed action “part and parcel
of calculated campaign to prevent the establish-
ment of any additional television service in
Milwaukee.” Milwaukee Area opposition went
on: “Such tactics are obviously intended for
delay and delay only. . . . [WCAN-TV] action
since that time [when it received ch. 25 grant]
has been one dilatory move after another. . . .
it obviously intends to utilize every dilatory
device possible to achieve the same result
[protection from competition].” It alse called
attention to fact WCAN-TV is intervenor in
Whitefish Bay (Milwaukee) ch. 6 hearing.

When Milwaukee ch. 12 merger is consum-
mated, station will be 30% owned by Milwau-
kee Area, WFOX and WEMP, and 10% by
Kolero Telecasting Corp.

KBST Tv Grant Final

GRANT of ch. 4 to KBST Big Spring, Tex.,
recommended in initial decision of hearing
examiner in mid-June [B®T, June 21], made
final by FCC Friday. Texas Telecasting Inc.
earlier dropped competitive bid to devote at-
tention to another interest, ch. 13 KDUB-TV
Lubbock.

Jesuit Control in Question

EFFORT of WNOE in New Orleans ch. 4 tv
contest to require Loyola U)s WWL to pro-
duce data on world-wide scope of Society of
Jesus, including educational and commercial
interests, met with partial success as FCC Ex-
aminer Elizabeth C. Smith approved portion
of WNOE motion Friday [BeT, July 12]. Ch.
4 hearing, in recess until Sept. 7, also includes
WTPS there.

Examiner denjed most data asked by WNOE,
said to pertain to WWL’s points of reliance, but
ordered Loyola U. to furnish WNOE counsel by
Auf. 31 “statement by Father W. Patrick Don-
nelly, president of Loyola U., setting forth the
extent of control, if any, which has been, is now
or would be exercised by the Society of Jesus
or by the Roman Catholyc Archdiocese of New
Orleans over Loyola U., its officers or directors,
insofar as such control relates in any manner
whatsoever to the construction and operation of
the proposed television station contemplated by
the apglications of Loyola 1. involved in this
proceeding.”

Examiner further ordered that on same date
“a statement be furnished to the same counsel,
listing all radio broadcast (am, fm and tv) sta-
tions and other media of mass communication
under common control, directly or indirectly,
with Loyola U., its officers or directors; or, in
the alternative, a sworn statement that there is

no such broadeast station or other media of mass-:

communication under common control to any
degree whatsoever, either directly or indirectly,
with Loyola U, its officers or directors.”

KTVE (TV) Asks Channel Change

KTVE (TV) Longview, Tex., operating on ch. 32,
petitioned FCC to substitute uhf channel for ch.
7 at Tyler, Tex., granted earlier to KLTV (TV)
Tyler, due on air in fall. On air at Tyler is ch.
19 KETX (TV).

BROADCASTING ® TELECASTING

at deadline

CAPITOL PICKUP

FIRST live tv pickup from new $35,000
radio-tv studios of Senate Radio & Tele-
vision Gallery [Be®T, Jan. 4] took place
Friday when -NBC’s John Cameron
Swayze (Camel News Caravan) and
CBS’s Doug Edwards (Doug Edwards
and the News) originated regular news-
casts from Capitol.

WHTN Bid Retained

BID of WHTN Huntington, W. Va., for ch. 13
was retained in hearing status by FCC Frida;

in action which also dismissed com?etitive appli-
cation of WPLH Huntington at latter’s request.
WPLH 1is reimbursed about $25,000 for expenses.

Killeen Am Granted

NEW AM station grant at Killeen, Tex., for 250
w day on 1050 kc, proposed earlier in initial

decision, reported by FCC Friday as now final
and effective.

Permittee s W. A. Lee, A, W,
Stewart and Franklin T. Wilson d/b as highllte
Broadeasting Co. [B+T, June 21].

Beck Sells KCOG

KGOG Centerville, Iowa, sold by Robert K. Beck
and associates for $65,000 to Hiawatha Broadcast-
ing Co. and bid for FCC approval filed Fri ax.
Hiawatha is controlled by Dale G. and S. A.
Chesley, latter account executive with MPTV
Inc.,, New York.,

WBAM, WORZ Boosts Licensed

WBAM Montgomery, Ala., and WORZ Orlando,
Fla,, both on 740 ke, granted licenses by FCC
Friday to cover permits for power boosts, In
memorandum opinion, Commission turned down
WORZ protest of daytime skywave interference
from WBAM on ground it is outside rules and
policy issue is before FCC in daytime skywave
case (story page 46). WBAM license covers
boost from 250 w to 50 kw, daytime. WORZ
lcense covers boost in daytime power from 1
kw to 5 kw, operating 1 kw at night.

Block Dies; Services Today

FUNERAL SERVICES for Rudolph Block, 59,
Washington, D. C., radic news correspondent
for four western stations, are scheduled at
St. Matthews Cathedral, Washington, today
(Monday). Interment will be in Arlington
Cemetery. Mr. Block died of Hodgkins dis-
ease Thursday at Mt. Alto Hospital, Washing-
ton, after an illness of several weeks. He repre-
sented KOMO Seattle; KGEZ Kalispell, Mont.;
KWHP Cushing, Okla., and KPOA Honolulu.

Tv Out of Michigan Courts

MICHIGAN Supreme Court Friday banned tv
cameras from court proceedings. It adopted
revised canon of ethics urged by state bar asso-
ciation which recommended state courts pro-
hibit taking of photographs or broadcasts of
court sessions. Tv cameras included in ban.
Only exception is televising of naturalization
ceremonies. State bar also is considering pro-
posal for newspaper code covering reporting
of investigations, arrests and trials.

UPCOMING

Aug. 1-4: National Augdio-Visual Con-
vention & Trade Show, Conrad Hilton
Hotel, Chicago.

Aug. 5: Committee to form plans for
all-industry tv safes promotion, May-
flower Hotel, Washington.

For other Upcomings see page 109.

JOHN M. WILLEM, Chicago account repre-
sentative, and GEORGE F. BAIER, adminis-
trative head and art department director,

elected vice presidents at J. Walter Thompson
Co., Chicago.

WILLIAM MCcILVAIN; manager of agency’s
New York office, GEORGE STEGE and ED-
WARD THIELE, Chicago account supervisors,
elected vice presidents at Leo Burnett Co.

JOHN G. RAGSDALE, Chicago Div. sales
manager, appointed manager of advertising and
sales promotion at General Tire & Rubber Co.,
Akron, parent company of General Teleradio,
owner of Mutual-Don Lee networks.

REP. LOUIS B. HELLER (D-N, Y.), member
of House Interstate & Foreign Commerce
Committee, resigned from Congress to be
sworn in as New York Special Sessions judge.

EDGAR J. SCHERICK named associate media
director, Dancer-Fitzgerald-Sample, N. Y., ef-
fective today (Mon.). He has been assistant
account executive on Falstaff Beer account.

WILLIAM B. FABER, vice president of Head-
ley-Reed Co., advertising representative, re-
signed effective last Friday. His future plans
will be announced.

BRENDAN McINERNEY, former assistant
counsel in Navy's Bureau of Ships office of gen-
eral counsel, Friday was named assistant to
FCC General Counsel Warren Baker,

DANIEL M. LISSANCE, assistant director of
research of Emil Mogul Co., N. Y., named man-
ager of sales development and research for
NBC Spot Sales.

GENE KING, European radio officer for U. S.
Information Service, Paris, named program
manager of Voice of America in New York.
He succeeds JOHN M, VEBBER, who becomes
Public Affairs Officer in Brazil. Mr. King en-
tered radio with WEVD New York in 1935,
joined WOR there in 1940, was later with
WCOP Boston.

NARTB Taking Mail Ballot
On Convention Resolution

NARTB membership will vote by mail ballot
on resolution opposing use of spectrum for com-
mercial broadcasting by government or tax-
supported institutions. Text of resolution was
mailed Friday to membership, returnable Aug.
10. Resolution points out that American system
of free enterprise has created world’s highest
living standard and is fundamentally opposed
to direct competition with private enterprise by
government or tax-supported institutions.

Resolution was laid aside for mail vote at
closing business session of NARTB convention
last May. With only about 30 delegates present,
Edgar Kobak, WI'WA Thomson, Ga., stopped
action on resolution on ground it deserved con-
sideration by entire membership.

Wiley Seeks Copyright Action

DRIVE now underway in Senate led by Chair-

man Alexander Wiley (R-Wis)) of Senate For-
eign Relations Committee to enact legislation *
which would implement Senate ratification of

the Universal Copyright Convention. U. 8., in

order to be party to convention, must have

passage of enabling bill (S 2559)." Object of

convention is to give authors of published

works greater copyright protection internation-

ally. Chief benefit to radio-tv industry would

accrue to program producers.
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1041-BR STAIR STEP GEN-
ERATOR {Voriable)
Checks linenry ond  grey
scale  outpul relationship
in linear or non-linear sys-
tem, Buill-in color carrier
generator mey be added to
steps. Back parch burst of-
fows lock-in 1o 3,58 M(
colar equipmegl.

[]

1071-AR WINDOW
GENERATOR -{Varioble)
Determines. ringing,
smears, sleps, -low fre.
quency 1ilt, phase shift,
mismoiched fermina-
tians, etc. in TV sig-
nals ar systems.

_ 1070-BR MULTI-BURST
§ FREQUENCY GENER-.
T8 ATOR (13 freq. select-
= able from .5 ta § M()
Checks wide band
cooxiol cobles, micro-
wove links, individual
units, ond complete TV

§ systems For frequency
responge chorocterss-
tics. Produces six fre.
. H!;llh-'-'—r*g' y quencies simullaneous-
}’; i " Iy plus whl?e bor
faes o refetence.  Swilchoble
p————— color burst on bock

fisrch.

Chromascope
(Signal
Certification}

Chromolyzer

titeratuie en these and more than 100 addi-
tional instruments for color TV by TELE-
CHROME are available on requesi.

BROADCASTING ® TELECASTING

VIDEO |
TRAN‘SM*IhSSION TEST EQUIPMENT |

AUTOMATIC
FREQUENCY
) CONTROL
L304AR

2, (OMPOSITE

25 A sYNCH

3}3{; M GENERATOR
< | I 038R

| ‘\3 l-; O,i
U sTAIR-STEP

ﬁ’ 8 GENERATOR
el W INDOW
GENERATOR

MULTI-BURST
FREQUENCY
GENERATOR

REGULATED
ekt POWER SUPPLY
512AR

S RECULATED
S POWER SUPPLY
8138R

Phase Slope
"I {Envelope Deloy)
Curve Tracer

New Telechrome equipment de-
signed to provide test signals for

precise checking of video facilities.

This equipment is now in use by
major networks, TV stations, and
the Bell Telephone System. This
type of equipment was recently
described by H. Gronberg of NBC
before the NARTB Engineering
Conference in Chicago. These units
arc available individually or as an
integrated system with 75 chm or
110 ohm balanced output.

DSCILLOSCOPE CAMERA
MODEL 1521-A (Paloroid Lond Type)

for instontoneous 1+16-] ratio phalo-recording of these
or other est signals.
MODEL £08-& HI-LO CROSS FILTER
MODEL 524.D OSCILLOSCOPE

i
Full focliities
Transmits,
receives,
monifors,
onolyzes
composite
color pletures

warases o—ia =

The Natien's leading Supplier of Calor TV Equipment
88 Merrick Road

Amityville, N. Y.
AMityville 4-444%6
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... “ON-AIR” at WBRE-TV,

b

New RCA 12.5-kw UHF Amplifier —
added to RCA’s /1 KW UHF’—provides
a complete RCA 12.5-kw UHF transmitter for WBRE-TV

Without discarding a single unit
of its original RCA UHF equipment,
WBRE-TV has boosted power to
224 kw ERP—in just one step. When
WBRE-TV installs an RCA High-
Gain UHF Antenna, ERP will go
up again—to 500 KW,

WBRE-TV’s achievement in

bt

[ Ll

power boost is another example of
the way RCA “Matched Equipment
Design” pays off for UHF stations
now operating with an RCA
1 KW?”. It assures peak operational
performance throughout the system
—and at any power level. It enables
you to use your existing RCA equip-
ment as you step up power from 1

kw to 12.5. It protects your invest-
ment.

Are YOU one of the many UHF
statiens now operating an RCA
"1 KW”? If you are, you have chosen
your basic transmitter wisely. You
can add an RCA 12.5-kw amplifier
and continue to use your 1 KW as
the driver—intact and without modi-
fication. Moreover, you can go to
color—without spending a dime to
convert your transmitter.

Play it safe. Plan your UHF power

Eeae
» " = .

OK FOR COLOR

The TTU-12A Transmitter, like all RCA TV Trans-
mitters now in production, is designed to meet
fully the new FCC Color Standards and to provide
high-quality calor picture transmissian when used
with RCA Celor Videe Input Equipment,

i




increase with an RCA completely
nzatched UHF system all the way—
from the 1 KW transmitter to the
tower light,

For help, call your RCA Broadcast
Sales Representative. In Canada,
write RCA Victor Ltd., Montreal.

ASK FOR BULLETIN . . . For complete infor-
mation on the RCA [12.5-kw UHF
Transmitter—call your RCA Brood-
cost Representotive. Ask for the
fully illustrated, 12-poge bro-
chure describing RCA's Hi-
power UHF transmitter,

i

Conventional, small-size,
RCA 6448 Tetrode ysed in the RCA 12.5-kw UHF Transmitier.

RCA-5448 Power Tetrode—
heart of the TTU-12A, 12.5-kw
UHF Transmitter. 3

Itis used in the kind of tircuits
every station man knows how
to tune.

ft saves power and tube costs
{up to $34,000 over a ten-
year peried).

I's small, fits into eosy-to-
hondle cavity assembly.

It's a stondard type—can be
obtained from your focal RCA
Tube Distributor.

One type covers the enfira
UHF bond, 14-83.

RCA PIONEERED AND DEVELOPED COMPATIBLE COLOR TELEVISION
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We've Got
‘em All!

CBS NBC ABC
DUMONT

Yes, for over a year,
WAFB-TV has furnished
the only TV programing
to the rich BATON ROUGE
TRADE AREA. This rich
petro-chemical market
responds to your sales

I messages over WAFB-TV
because the viewers are
among the highest paid
workers in the country,
with ample free time to
spend their money as you
tell them to! To cover
almost a half million
potential customers, buy
the only TV station in the
capital of Louisiana , ..

WAFB-TV
Channel 28

Beton Rouge, La.
TOM E. GIBBENS

Vice President & General Manager,

Reprasanted nationelly by

ADAM ]. YOUNG, Ir.

DO YOU LIKE?
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IN REVIEW

JACK PAAR, a comedian with extensive ex-
perience along that line, has described the
sustaining program as the WPA of television.
The description applies to a disturbing num-
ber of summer shows, sponsored or sustaining,
as well. Like the WPA, the summer show
makes work for people who might otherwise
face the bread line or an even meaner fate,
like a nine-to-five job. In making work, these
programs Seldom make history. Here are a
few examples, ranging from promising to in-
excusable, now available on the summer air.

* * *

JACK PAAR SHOW

CBS-TV, Saturdays, 9:30-10 p.u.

Sponsor: Prom

Agency: Leo Burnett

Writers: Jack Paar, Larry Markes, Jack
Douglas

Producer: Al Span

Director: Peter Birch

Cast: Jack Paar, Pupi Campo, Jose Melis,
Betty Cloonéey Johnny Desmond.

Production cost: $13,500 a week.

CBS-TV’s answer to NBC-TV’s Dave Garroway
may turn out to be Jack Paar, a young man of
casual airs and incipient wit who presided over
an unnoticed daytime program before being put
on display for the general public at 9:30 Sat-
urday nights.

Mr. Paar’s new half-hour nighttime show
consists of about the same ingredients as are
in Mr. Garroway's productions. (The reference
here is to the nighttime Garroway as distin-
guished from the daytime Garroway who plays
straight man to a chimpanzee on Today.) In
Mr. Paar’s show there are singers and such,
all of pleasant mien and professional compe-
tence, and there is Mr. Paar, sucking on an
unlit pipe, making small jokes and, on his
opening appearance, occupying entirely too
much time.

Mr. Paar is not a particularly gifted mono-
fogist. He has a flair for quick witticisms but
not for sustained story-telling. Verdict: Mr.
Paar’s show has promise, if he will quit hog-
ging the camera too long at a time.

* * *

SUMMER IN THE PARK

DuMont, Wednesdays, 9-10 p.m.
Producer: Roger Gerry

Director: Frank Bunetta

Mistress of ceremonies: Virginia Graham
Production cost: $2,434 per program

PALISADES Amusement Park, New Jersey, is
a squalid, inland version of Coney Island, an
attraction for only the most unresourceful
seekers of divertissement. Thanks to the mir-
acle of television, viewers along the DuMont
network may now waste an hour at Palisades
without stirring from their sofas.

The mistress of ceremonies on this weekly
visit to the Palisades is a massive blond named
Virginia Graham, who speaks with the author-
ity of years on the midway. She describes the
delights of the Palisades with the fervor of
a barker beguiling the innocent into the muscle-
dancers’ tent.

In the intervals between Miss Graham’s
vigorous commentary, an inferior orchestra
plays, sweating customers dance, contestants
engage in a watermelon eating match, a hand-
writing analyst examines a perspiring palm, a
line of rumpled beauty queens parade along a
runway. Miss Graham insists it is wonderful
fun. A more Objective appraisal: programming
by default.

GAMBLE ON 1OVE

DuMont, Fridays, 10:30-11 p.m,
Producer: Robert K. Adams
Director: Harry Coyle

Star: Denise Darce.

Production cost: $4,674 per program

WITH Denise Darcel, the French actress, as a
passably decorative but hopelessly unintelligible
interrogator, DuMont has introduced a quiz
show, Gamble on Love. To qualify for par-
ticipation, contestants must be couples who are
in love or at least claim to be. Miss Darcel's
qualifications for her role are more obscure.
She lacks the English to engage in spontaneous
give-and-take with contestants and is totally
at sea in her assignment.

Contestants are asked such questions as this,
from the opening show July 16: “In an early
American love story one person was named
Priscilla and another John Alden. What was
the name of the third?’ For answering that
stumper -correctly a couple won several articles
of merchandise which were described with ad-
miration and repeated brand identification. The
products mentioned on the show were almost
full commercials, to the number of a dozen or
more.

Love, it is said, conquers all, and indeed
it seems to have conquered DuMont's better
judgment.

STAGE SHOW

CBS-TV, Saturdays, §-9 p.m,

Sponsors: Schick shavers, Nestle Co.,, Nash
Motors, Sheaffer pens

Executive Producer: Jack Philbin

Producer: Stanley Poss

Director; Frank Sapenstein

Stars: Tommy and Jimmy Dorsey

Production cost: $25,000 a week

IN THE emergency of filling the hour which
has been vacated for the summer by Jackie
Gleason, CBS-TV has enlisted what should be
the valuable services of the durable Dorsey
brothers, Tommy and Jimmy.

Both are fine musicians, and they have as-
sembled an orchestra which, although not up
to the brilliance of the former Tommy Dorsey
band, is a cut above most of those in the busi-
ness today. Unfortunately, the orchestra has
been given no more taxing an assignment than
playing background music to acrobats.

Instead of emphasizing the high-quality in-
strumentalism of which this organization is
capable, the program features the brothers
Dorsey as masters-of-ceremonies, introducing
acts which must be rejects from old Ed Sulli-
van shows. The July 17 Dorsey program fea-
tured three gymnasts, comedian Jack Leonard
(who keeps getting fatter but no more amusing},
singer Tony Bennett and Lynn Rcberts, a blond
vocalist of remarkable physique and acceptable
voice. Of this company only Mr. Bennett and
Miss Roberts belong on the show.

It is a heedless waste of talent to hire the
Dorseys for a job that could be performed
by any pit orchestra at union scale.

* *, *

BOOKS

BRITISH BROADCASTING. A bibliog-
raphy, 1954. Published by the British
Broadcasting Corp., Broadcasting House, 35
Marylebone High Street, London, W. 1.
Printed by Broadwater Press Ltd., Welwyn
Garden City, Hertfordshire. One Shilling
(19 cents U, S.). 38 pp.

AN INVALUABLE guide for the student of

the radio-tv field, particularly for those study-

ing the British system of broadcasting,

BROADCASTING ® TELECASTING




T O ad new If th‘e need for !Joth goo<.i shows arfd l.ow costs has got you
. coming and going, Studio Telescriptions are your answer

to economical, top quality programming.
With the new combined* Studio Telescription Library,
you have the country’s leading musical artists featured in

TV station

’
lI'ha'l' S caught hundreds of short, gala production films. This unique li-
brary includes a complete programming service —scripts,
in "he middle program ideas, and background material —so that in just

minutes you can build a variety of fine shows that will win
audiences and sponsors for your station.

Studio Telescriptions are basic to profitable TV opera-
tion, yet their cost is only a small monthly fee. Find out
today what they can do for you.

*Consisting of Studio Musi-Films and Snader Telescriptions

Put scores of
fop name artists on
your regular staff

L

| h g l!, -'\‘.'I

P [l o J ' By 5
TERESA BREWER LES BROWN TONI ARDEN BURL IVES PEGGY LEE

.,

STUDIO FILMS, iNnc. | -'
380 MADISON AVENUE =+ NEW YORK 17, N. Y. + OXFORD 7-2590 '-

IN CANADA: ALL-CANADA TELEVISION, 80 RICHMOND ST. WEST, TORONTO, ONT., EMPIRE 6-9236
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All sources on request.

Use Columbia Pacifie Radwo and

REDISCOVER THE WEST!

Westward bound ? Team up with the Columbia
Pacific Radio Network. You’'ll discover CPRN
carries the most weight throughout today’s
$20-billion Pacific Coast market. And there are

four sound reasons why:

RADIO IS EVEN MORE POPULAR ON THE COAST
than it is nationally. Westerners spend an
average of 17.3% more time with radio than the

national average.

CPRN MATCHES POWER TO POPULATION. Only
CPRN has the Balanced Coverage to match the
Coast’s spread-and-cluster pattern...maximum-
power stations where population is spread out
{example: the Los Angeles market covers

an area the size of Connecticut) and moderate-
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power stations in areas where population is
concentrated in smaller clusters. As a result of
this Balanced Coverage, day and night more
families listen to CPRN, in total, than listen
to any other West Coast network.

CPRN HAS THE LARGEST SHARE of the radio
audience in the West year after year. And
CPRN’s audiences are more than 6% larger
today than in 1948, before television.

ADVERTISERS ARE AWARE OF THESE FACTS.

As a result, CPRN carries more business than

any other West Coast network !

Give you a lift to the Coast? Call CBS Radio

Spot Sales or... THE COLUMBIA
PACIFIC RADIO NETWORK
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TOM SHANAHAN

LADIES HOME
COMPANION
N

%
D

)

If your product is used by
housewives, this fellow is
YOURBOY. He whispers
things in ladies’ ears that
makes them go buy some-
thing.

His mid-afternoon show bursts

with features including “pop”

music, celebrity interviews,
contests, listener phone calls
and minute spots from shrewd
advertisers.

You, too, can get up to twice the
Milwaukee audience per dotlar of
any network station by using
WEMP* Call Headley-Reed!

* Based on latest available Pulse rating
and SRDS rates.

WEMP wemp-rm

MILWAUKEE

IE,, Gva. Mar
Matl. Rap

24 HOURS OF WMUSIC, HEWS, SPORTS
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OPEN MIKE

Insurance

EDITOR:

Your article on page 83 of the July 19
issue on Metropolitan’s Allan Jackson and the
News was of such interest to us that I would
appreciate receiving 10 copies for distribu-
tion throughout our organization.

Jerry Crowley,
Adv. Prom. Megr.,
Metropolitan Life

Insurance Co.,
New York.

Name and Place

EDITOR:

Your story on page 64, July 12 issue,
relative to the proposed and recommended sale
of WTAC-AM-TV Flint, has given me pause
for reflection. Obviocusly, for a guy who
owns and operates an advertising and public
relations agency, I am not properly herding
the goats in my own back yard.

The story, as you printed it, was minutely
correct in every respect but one. . . . The
name officially bestowed, recorded, registered,
and now thoroughly shopworn, is “Jack”—
not “John.” The Parker Advertising Agency is
located in Saginaw, Mich., not in Flint. . . .

Jack B. Parker
Parker Advertising Agency
Saginaw, Mich.

Who's Not Who

EDITOR;:
Bet you this isn't H. J. M.

Frank Stanton
President, CBS
New York

MR. MORGENS

[EDITOR’S NOTE: Dr. Stanton refers to a pic-
ture run in B-T, July 19, with a story reporting
that Howard J. Morgens had been elected execu-
tive vice president of Procter & Gamble. By
error a picture of Thomas D’Arcy Brophy, chair-
man of the board of Kenyon & Eckhardt, was
identified as that of Mr. Morgens.]

MR. BROPHY

Thomas v. Lasky

EDITOR:

I should not ask space for this letter merely
to prolong a personal controversy with Victor
Lasky [OPEN MIkE, July 5). But there is
a matter of principle involved and this in turn
depends on a proper statement of facts concern-
ing my position which Mr. Lasky misrepresents.

1 should very much object to letting certain
actors and others, who were pro-communist,
ron a forum on NBC or any other network.
That responsibility belongs to NBC. This is
different from standing up for the right of
actors to appear on special programs where
they can be judged by the performance. I'd
welcome an appearance by oil millionaire Hunt
on one or more forums.

I should very much object to the Ford

Foundation’s seeking a near monopoly of
discussion programs on the air as Facts Forum
has been doing. Actually, the Omnibus pro-
gram, subsidized, 1 understand, by the Ford
Foundation, on CBS wasn’t a program devoted
to discussion of public issues. Moreover, no
such charges have been brought against the
Ford Foundation as were brought by the
Providence Journal-Bulletin against Hunt’s
Facts Forum. And those charges haven't been
satisfactorily refuted.

Norman Thomas
New York

Qutdated

EDITOR:

RE XMO-TV SALE PAGE 9 JuLy 12 ISSUE.
KOMO-TY SEATTLE IS EXCLUSIVE NBC AFFILIATE
FOR WESTERN WASHINGTON, NO NBC SHOWS
RUN ON KMO-TV TACOMA SINCE DECEMBER OF
LAST YEAR WHEN KOMO-TV WENT ON AIR.
PLEASE CHANGE YOUR FILES ACCORDINGLY.

RAY BAKER, COM. MGR.
KOMO-TV SEATTLE, WASH.

Reliable Source

EDITOR:

.. . In my daily “Tv First Nighter” pieces,
syndicated by Classic-Features, for the second
time within a week I have had occasion to
credit, and to thank, BeT as a source of in-
formation on tv that'I think is of importance
not only to the industry but to the general
public.

Your editorials, too, are succinct and in-
formative. . . .

Burton Rascoe
New York

Round and Round (Cont.)

EDITOR:

Radio Station WDOK is opposed to the
proposed plan of the record manufacturers to
supply 45 rpm discs for broadcast.

We do not relish the possible jeopardy to
future programming by having to substitute
the use of records which are almost impossible
to cue, difficult to change rapidly and likely
to lose tract or throw the head during broad-
casts.

If this is an *“economy move,” then let the
record companies cease and desist in mailing
hundreds of recordings which never get on-
the-air, The growing influx of pop, polka, hill-
billy and race is too much for any station to
keep up with, At the same time, duplicate
mailings are made to individual DJ’s which
only serve to waterlog a station library.

WDOK recommends fewer records—more
selective mailings and definitely 78 rpm for
radio broadcast in the pop field. . . .

Willard L. Dougherty, V. P.
WDOK Cleveland

EDITOR:

I have a legitimate gripe . . . on 45 rpm
microgroove recordings. It's time the broad-
casting industry stood up for itself. In the
first place only about 25% of the am sta-
tions in the country are equipped to play 45
long plays. In the second place a 45 micro-
groove recording has about one fifth the life
of a 78. The 45 rpm recording has to be
handled more delicately. It all adds up to
this: radio stations all over the country are
going to be forced into increasing the budget

BROADCASTING ® TELECASTING




WE PRODUCE RESULTS!

AR R,
\\\

WILK-TV has consistently taken top honors as the
“PRODUCIN’EST" television station in Northeastern Pennsyl-
vania—the nation’s 24th market. Here are just a few sales-
packed success stories that PROVE our superiority . . .

TIBBY BRENNAN, of WILK-TV, is the ONLY
local television personality with a national
sponsor. Her community interest program,
"LIBBY AT LARGE,” is sponsored by the
STUDEBAKER CORPORATION. It is the best
STUDEBAKER salesman in this entire area. The
tocal dealer reported that following the tenth
show, there were 346 walk-ins and 28 actual
sales of new STUDEBAKERS as a direct result
of "LIBBY AT LARGE.”

This type of quality programming and smart
salesmanship is synonymous with WILK-TV,

On the twenty-second day of the recent running of “THE ROBE," the
PARAMOUNT THEATRE of Wilkes-Barre ran a saturation program
exclusively on WILK-TV. The excellent presentation of this program

resulted in the theatre's largest gross except its opening in 1938.

Kresge's local store uses WILK-TV's "'Buckskin Jim Show'' exclu-
sively. The proven kid appeal of this program has been put to
use in displaying their toy line. The store reports astounding sales

results. Customers from as far as Mt. Carmel and Carbondale

have come in . . . and bought . . . as a result of the show.

> a3 T ": eay These are only a FEW of the success stories that prove WILK-TVY
BN : TOPS in coverage, audience and quality salesmanship.
i WAL ik s Our tremendous sales power is ready to serve YOU.
ST IN POWER AND
COVERAGE!

Coll or write

AVERY-KNODEL, Inc.

WILKES-BARRE
SCRANTON

Affiliated with both  ABC and DUMONT NETWORKS

® New York ® Chicago ® los Angeles
® San Francisco ® Atlanta ® Dallas
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like shootinq fish
in a barrel

“How ¢an you miss?”” With coverage that
reaches 429,000 families and a phenome-

‘ nal share of audience, established VHF

' WTAR-TV not only blankets America’s 25th
market, but the eastern half of Virginia (in-
cluding Richmond) and all of northeastern
North Carolina. Selling in America’s Miracle
Market gets to be more of “'a snap”’ every-
day.

Py Oy ® b Sell Cnerseae Horasle Marhet-
channel 3

NORFOLK

REPRESENTED BY EDWARD PETRY & CO. INC.

I
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OPEN MIKE

for their music library whether they like it or
not. . . .

It's time the various recording companies
realized the fact that radio is the medium that
sells their recordings. I have long had the
belief that there’s nothing wrong with radio
but the people in it, and if this bit of piracy
is pushed through and the broadcasting indus-
try takes it sitting down that belief will be
justified.

R. B. McGregor, Coml. Mgr.,
KBNZ
Lajunta, Colo.

EDITOR:

We received a shipment of records on 43
rpm. We can play 45s OK but the record
that got my goat was “Be Sharp—Feel Sharp”
a single practically plugging Gillette. It is a
beautiful rendition by the Boston Pops orches-
tra but it will not be played on this station.
Too bad, since the other side is a fine semi-
heavy also by the Boston Pops orchestra.

Another Muriel deal—Why? , . .

E. D. Scandrett, Gen. Mgr.
WKE! Kewanee, Il

Llong Hops
EDITOR:

In reference to your comment on freak tv
signal reception, I submit the following. With
a ch. 2 ten-element Yagi antenna, I receive
such as KMID ch. 2 in Midland, Tex. {1,150
miles), KFEL ch. 2 in Denver (895 miles),
KOOK ch. 2 in Billings, Mont. (873 miles),
nine days out of ten from here in Lafayette,
Calif. This sort of reception as you know is
quite common during this time of year. The
reception from these stations is not always as
good as locals, but on several occasions, it has
surpassed the signal strength of them. Of course
this reception is often supplemented by more
distant stations. . . .

I am the president of an organization called
the American Ionospheric Propagation Assn.
which deals with the subject of long distance
tv reception. We publish a monthly bulletin
that discusses current topics, and I would be
glad to pass along a copy of it to any long
distance tv enthusiast.

Robert E. Cooper II, Pres.,
American lonospheric

Propagation Assn.,
Lafayette, Calif.

Progress Report
EDITOR:

July 16 KCMS-FM [was to] be one year
old. Normally this would be of little interest
to you, we suppose. However, for an inde-
pendent fm station to have some degree of
success in an am and tv market might be sig-
nificant.

Our programming is over 60% classical mu-
sic, eight hours per day. We limit our com-
mercials to the hour and the half-hour, and
the music comes first: The classical music
is programmed for content rather than time.

At the end of one year we find advertising
agencies both in Colorado Springs and Denver
placing business with us. . . . The interest in
Hi-Fi has also helped a great deal. . . .

You can walk into any appliance store in
Colorado Springs now and find am-fm radios
in stock; further the salesman will tell you
about “the Manitou music station.” . ., .

In our opinion there is a place for fm in
markets as small as Colorado Springs if it is
directed to a class audience.

C. M. Edmonds
KCMS-FM Maniton Springs,
Colo.
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TELEQUIPMENT NEWS

Published by the General Electric Company, Electronics Park, Syracuse, N. Y.

@ Walt Hoffman, of General Elec-
tric’s broadcast engineering section
provided the background for this
unveiling of new color TV film roam
equipment, His assignment during
recent manths was exclusively on the
development of G-E's color prajec-
tor. An electrical engineer, Walt
alse holds a B.A. degree in Produc-
tion Management from The Univer-
sity of Minnesota.

WALT HOFFMAN

The Editor, G-E Telequipment News, Section X274-26,
Electronics Park, Syracuse, New York

Once again, General Electric
Company demonstrates a
unique ability to gear its pro-
duction facilities to the earliest
possible broadcaster need.
Here, you see color film equip-
ment ready for the nation’s
first color order and perfected
to deliver picture quality that
attracts commercial revenue.
Engineers at every TV station
will want the technical back-
ground given in this article for
an intelligent recommendation
to his station management.
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Add one or two of these units to the 2" x 2” Slide Scanner
and Scanner Pickup for complete film facilities.

G-E’s 16mm Film Scanner
i is a continuous motion projec-
tor with flying spot scanner for
light source and a photo-multi-
plier assembly for conversion
of light to electronic signal
su_ita'b]e for broadcast trans-
mission.

THE PROJECTOR

The Projector system was
designed by Otto Whittel and
produced by Eastman Kodak
Co. for General Electric. It has
been simplified to a point where
jitter and weave are absent.
Correct guide and gate design
plus precise gearing of the film
drive to the compensating mir-
ror drive accomplish this fea-
ture, Flicker is reduced to in-
significance by the dual mirror
position relationship where
more than enough light is re-

2nd [EVEL OF G-E PYRAMID PLAN
FEATURES ALL-NEW 16mm PROJECTOR

Continuous Motion Unit Perfected For Color Rated
Far Above Monochrome Re-designed Projectors

flected during any lap. Special
masking between the mirrors
compensates for this.
Automatic control of film
shrinkage is accomplished by
utilization of space between
sprocket holes to mechanically
locate the frame in the gate and
to maintain correct focal dis-
tance from lens to film. G-E
uses an F1.6 projection lens
and front surfaced compensat-
ing mirrors to assure efficient
light transmission. Note, this
light is three times the amount
in other known systems. There
arenoother limiting apertures.

THE SCANNER

The Scanner light source is
a blank raster swept on the
face of a five-inch kinescope.
It is rich in all wavelengths of
the visible spectrum. The phos-
phor has extremely short decay
time to maintain small spot
size with maximum brightness.
Actually, a level of less than
2% linear sweep distortion
based on vertical height is
maintained.

During the development of
this projector we were guided
by two main objectives. One,
devise a near-perfect system
for top color quality. Two,
make it simple to operate...
easy to maintain. All of this
has been done.

MAJOR FEATURES

» High efficiency light transmission sys-
tem. Two revolving mirrors in a simple
system eliminate need for prisms.

+» Televised picture free of “fitter,”
“Hicker,” and “weave.”

+ Low maintenance. Two revolving mir-
rors require 8 minimum number of mov-
ing parts.

» Quiet mechanical operation. No high-
speed eccentric or reciprocating parts to
| become noisy through wear.

» Continuous motion of film reduces
sprocket hole and film damage, No fast
pull-down claws or intermittent sprock-
ets.

» Optimum picture and audio reproduc-
tion from either optical or contact printed
ms.

v No frame bars—system inherently
eliminates frame bars; start or stop on
any frame.

+ Block-huilt equipment. Fits the Slide
Scanner and Scanner Channel accurately,
with maximnm efficiency in light trans-
mission.

» Has own scanner tube, reducing los#
air time in event of tube failure.

» One and a half hour film capacity;
accepts 3,000 ft. reel.

» Even film tension regardless of film
load or reel diameter.

+ Electronic framing of Picture.
+» No registration problems.

» Handles prints with track and picture
emulsion on either front or back of film.
Optimum picture reproduction with
shrunken film.

GENERAL @D ELECTRIC
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Newest Southeast
Kansas-Noertheast
Oklahoma survey
covering 11 county
Coffeyville trade
area (256,000
people) reports:

KGGF HAS BIG-
GEST AUDIENCE
IN 45 OUT OF 52
MONDAY THRU
FRIDAY Y4 HOUR
STRIPS! (6:00 A.M.
to 6:30 P.M.)

KGGF with 10 KW
on 690 KC delivers
primary coverage
1o a total of 87
counties in Kansas,
Oklahoma,

Missouri and

Arkansas.

KGGF

690KC  ABC

COFFEYWILLE. KANSAS
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our respects

to ROBERT EVART SHELBY

THE TERM television pioneer, somewhat loose-
ly tossed around in these days of superlatives,
can be applied with utmost honesty to Robert
Evart Shelby, who just a few weeks ago was
named vice president and chief engineer of the
National Broadcasting Co. to cap a 25-year
career with the organization.

For how many persons, even veterans in
the industry, can claim that as far back as 1931
they were announcing the call letters of a tele-
vision station?

Actually, that was just one of the many
duties of Bob Shelby back in that year when
NBC first established its television development
laboratory in the Empire State Building and
placed him in charge. As he recalls:

“It was the middle of the Depression and
frequently our staff was so small that it be-
came a one-man operation. I'd have to an-
nounce the call letters (W2XF for sight; W2XK
for sound), operate the film scanner and trans-
mitter, and in my spare time keep the station
logs and maintain equipment.”

While at the Empire State Building, his group
was successful in the first test of inter-city relay
equipment for television, sending a relayed
signal from New York to Camden, N. I.

From 1935 to 1937 he assisted in the organi-
zation of RCA-NBC field tests of all-electronic
television and in the design of equipment and
facilities for those tests.

From 1937 to 1940 he was supervisor of
all NBC experimental operations and develop-
ment, and in addition made two trips to Europe
to study television systems there.

During World War II Mr. Shelby directed
NBC's wartime research and development ac-
tivities for the armed forces, including the
development of an air-borne television recon-
naissance system for the Navy. He also served
during this period as technical consultant to
the National Defense Research Committee.

Since the war he has been successively and
successfully NBC’s director of technical devel-
opment, in which he specialized in the develop-
ment of system and facilities for commercial
television broadcasting; director of television
technical operations, in which he was in charge
of all technical phases of NBC-TV operations;
and director of color tv systems development.

In addition to his many assignments at NBC,
Mr. Shelby has devoted much of his time for
a number of years to the television standardiza-
tion work—both in black-and-white and color—
of various industry committees, including the
National Television System Committee, the Ra-
dio Technical Planning Board and the Radio-
Electrenics-Television Mfrs. Assn.

It is no accident that Bob Shelby went into
broadcasting. Born in Austin, Tex., on July

20, 1906, he was one of the earliest amateur
radio operators in that part of the country after
World War [, and continued his “ham” opera-
tions until 1924, when, as a student at the U.
of Texas, he found his radio activities took too
much time from his studies.

“It was a tough decision to make—whether
to give up school or quit my ham operations,”
he remembers. “Influenced no little by a bit
of parental prodding, I finally gave up my radio
work to concentrate on school work.”

In reality, Mr. Shelby did not give up all his
radio work, continuing his position as the li-
censed operator of the university radio station.
Pitching into his studies with renewed vigor, he
also won top scholastic honors while earning
three degrees.

Soon after graduation he was interviewed by
a recruiting team from the Radio Corp., of
America looking for outstanding prospects from
the college campus. He soon was in New York
as a student engineer for NBC.

That was July 1, 1929. On June 4, 1954—
just four weeks shy of 25 years later—Mr.
Shelby was named to his present position of
NBC vice president and chief engineer. In
his words, “I didnt quite finish my 25-year
apprenticeship before making V.P.”

Mr. Shelby is a fellow of the Institute of
Radio Engineers, chairman of the Institute’s
Television System Committee and a member
of its Standards Committee. He is a fellow
of the American Institute of Electrical En-
gineers and a member of the Society of Motion
Picture & Television Engineers. He also is a
member of Tau Beta Pi, Phi Beta Kappa, Eta
Kappa Nu and Sigma Xi.

Licensed as a professional engineer by the
State of New York, he holds several patents
in the fields of television and frequency modu-
lation. He is a member of the Board of Edi-
tors of the RCA Review, the Board of Technical
Advisers of the RCA-Institutes, and the RCA-
NBC Liaison Committee.

Mr. Shelby is married to the former Marian
Eikel, who, as an assistant in the Spanish de-
partment at the U. of Texas, helped him cram
two years of that language into one year of
intensive study while he was working for his
master’s degree. The Shelbys live in Teaneck,
N. JI., and have two daughters, Barbara, 22, who
recently was graduated from her father’s alma
mater, and Jane, 13.

A man completely absorbed in his work,
Bob Shelby has little time for hobbies. When
he does find the time, he enjoys repairing the
house and dabbling in carpentry. However,
he says he probably gets his main relaxation
from driving his automobile, Whenever pos-
sible, he and Mrs. Shelby make his business
trips together in the family car.
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CBS AND DuMONT
TELEVISION NETWORKS
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HAROLD DREYFUS

on all accounts

PROVOCATIVE are the ideas of Harold Drey-
fus, vice president of Noel, Lent & Assoc.,
Hollywood (formerly Time & Space Advertis-
ing), who supervises radio-tv advertising of
such clients as Anatole Robbins cosmetics;
Tippa Typewriter Co., (imported from West
Germany); Superior Mortgage Co. and Smoky
Joe Foods {canned baked beans), all southern
California firms.

Example: his ideas about movies on tv:

The poorer the movie, the more effective

“the tv advertising message, he explains. “It’s

hard to overestimate the tenacity of an audi-
ence watching a bad picture. [f they're going
to watch at all, they pay close attention,” he
elaborates. Though a smaller audience, results
have proved greater, especially in direct re-
sponse advertising, Mr. Dreyfus contends.

Given to quiet, though barbed, comments on
current radio-tv practices, he observes, “It’s
impossible to insult a tv audience, though great
attempts have been made.”

Mr. Dreyfus was born in New York City,
and moved with his family to Los Angeles in
1934 when he was 14. A product of the U.
of Chicago liberal arts course, he graduated
with an AB in English in 1938. His post-
graduation European trip was interrupted by
the war, so he returned to the U, S. in 1939 to
write plays on a Fallbrook, Calif., ranch.

Following a variety of occupations, includ-
ing being publisher-editor of a vocational guid-
ance magazine, Los Angeles Times advertising
salesman, and simultaneously operating a com-
mercial photography studio and a Beverly Hills
couturier shop, Mr. Dreyfus entered the agency
field as account executive for Carmona & Allen,
Hollywood, in 1951.

He later was an account executive with
Walter McCreery & Assoc., Beverly Hills, and
account executive and vice president, Smith &
Ganz Inc., Hollywood. He joined Noel, Lent
& Assoc. in his present position last year.

NARTB and the American watchmakers
should cooperate in creating a 63-minute hour
to accommodate present double- and triple-
spotting practices, Mr. Dreyfus observes dryly,
“. .. which is what the industry is selling. If
all stations adhered to the NARTB code, they
would be selling only a 61-minute hour.”

Mr. Dreyfus recently married the former
Jean Waterman. They journey regularly to
nearby Tijuana, Mexico, to watch the bull-
fights, of which he is very fond. Mr. Dreyfus
lists other out-of-office pleasures as reading
and “switching channels.”

BROADCASTING ® TELECASTING



Iit's No Draw...

KMTYV is the only television station in the Omaha
area that packs the knockout wallop you need for
bigger sales in the booming Omaha market.

According to the June Rand McNally Business
Trend Bulletin, Omaha is one of the country’s “10
best cities,” with business activity 7 per cent above
last year (considered to be the Nation’s biggest
business year). There’s no recession talk in this two-
billion-dollar market, no shut-down plants, no re-
luctance to buy.

Businessmen report “sales better than ever.”
Chamber of Commerce figures show this for the first
five months of 1954: building permits up 26.4%,
natural gas use up 23.9%, grain receipts up 16.9%.
And department store sales, according to FBR, are
up 3% for the first four months.

In Omaha

And here’s why KMTV can give you the “one-two”
sales punch in the booming Omaha market. Hooper,
ARB, and Pulse* all show that KMTV has Omaha’s
biggest audience—with 11 of the top 15 weekly

shows . . . the most popular locally-produced and
multi-weekly shows . .. and a commanding popularity
lead in total quarter hours.

This popularity is spread throughout the Missouri
Valley market, because of KMTV’s low channel 3,
maximum power, the flat Nebraska-Iowa terrain.

Like KMTV'’s 300-some satisfied national and local
advertisers (more than any other tv station in the
area) you, too, can benefit from KMTV’s outstanding
popularity in the booming Omaha market. Contact
KMTYV or Petry today.

* Pulse—May 15-21, Hooper—June 1-7, ARB—June 12-18, '54

SMART ADVERTISERS ALL AGREE: IN OMAHA, THE PLACE TO BE IS CHANNEL 3

CHANNEL 3

MAY BRCADCASTING CO.

CBS.TV

ABC.TV
DUMONT

OMAHA

¢ Represented by

e s s s 80 p

Edward Petry & Co., Inc
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...4and see why the
Rust Remote Control System is your best buy

First . . . you'll find that no two Rust systems are exactly alike. They
are not “packaged” units, but engineered systems, specifically designed to
fit your transmitter.

$econd ...you'll see that the Rust system is complete — you have

f npthmg else to buy ‘“‘to fit your equipment”. You even get interconnection
diagrams, especially made for your transmitter and monitors.

’I:hird . . . there are no tubes, so there are no tube failures. There are
no adjustments, so there are no maladjustments. The Rust system functions
as it should . . . with practically no maintenance.

If you are considering Remote Control, investigate before you buy.
Take a peek behind the panel and you’ll choose Rust.

tl
FOR EXAMPLE — Rust offers you Breaker Resetting

for Brochure
l:'uy the Rust system.

the (rusk| industrial company, inc.

INDUSTRIAL CO.
408 WILLOW STREET, MANCHESTER, N. H.
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—— IN PUBLIC INTEREST —

Hemingway Promotes Communities

OPPORTUNITY to advertise their communi-
ties as vacation areas is available free to Don
Lee and Intermountain-Mutual network station
managers during current promotion on the
Frank Hemingway and the News program.
Publicity Director Rodney (Bud) Coulsen in-
vited managers to write in 200 words or less
“why you think people in the West should
plan their vacations in or around your com-
munity.” Mr. Hemingway started inserting
resultant spot announcements in his twice-
daily, six-day weekly quarter-hour programs
alternately sponsored by Folger’s coffee and
White King soap at a rate of one spot a pro-
gram, starting July 19. Network executives
expect at least 80 responses.

$2,000 for Cerebral Palsy

WDOK Cleveland has presented a check for
$2,000 to the Variety Club of Cleveland for
cerebral palsy. The donated money came
through WDOK's Jimmie Fiddler program and
the National Kids Day Foundation, of which
Mr. Fiddler is president. The funds will be
used for the Cerebral Palsy Foundation School
of Cleveland.

Religious Leaders Back Drive

LEADING Protestant, Catholic and Jewish
civic leaders are recording series of 25 one-
minute spot announcements for use in the 1954
Community Chest fall campaign at KFWB
Hollywood studios, with facilities donated by
Harry Maizlich, station president.

‘How to Swim’ on Ty

SWIMMING instruction for tots has been
offered on WNBQ (TV) Chicago’s Bob and
Kay program as part of a Red Cross campaign
co-sponsored by the Chicago Park District and
Chicago American. Some 30,000 youngsters
over six years old have taken lessons in 125
pools throughout the city.

Aid to Flood Victims

THE results of appeals on KGKB and KTBB
Tyler, Tex., for aid to Rio Grande flood vic-
tims by the Tyler Yunior Chamber of Com-
merce were cited in an article placed in the
Congressional Record July 16 by Sen. Lyndon
B. Johnson (D-Tex.). The story, reprinted
from the Tyler Morning Telegraph, said 60
boxes of flood relief supplies were collected
by Tyler Jaycees after appeals on the two
stations.

Helps Sclerosis Yictim

FUNDS enabling a multiple sclerosis victim to
undergo treatment were raised recently through
the help of WCSS Amsterdam, N.Y. When
Garry Dillion of that station learned a man
had not been able to walk for 18 months, he
launched a “Let's give Frank Karp a chance to
walk again” drive. Hour by hour pleas and
reports were aired by the station. At the end
of a week over $5,000 had been raised, more
than enough to send Mr. Karp to the St
Joseph's Multiple Sclerosis Clinic, Tacoma,
Wash., where recently developed treatments
hold new hope for victims.
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st/

and not mayve!

wwbDcC (mBs) 22.5%

; i
In Out-of-Home Audience
T

- This is a survey—not just an opinion.

PULSE made it—February, 1954—of the huge

out-of-home radio audience in Washington, D. C.

WWDC has this big extra bonus audience locked up tight.

About one-quarter of this entire listening audience sets

its dial to WWDC —and stays there, day and night.

WWDC is dominant 779, of the time.

What are your plans for selling the

always-rich Washington market? You can hardly

do without WWDC. Get the whole story about this sales-producing
station from your John Blair man,

I 27 In Washington, D.C. it’s

n 2_6% Represented Nationally
by John Blair & Company
B
radio
=
‘MISC. 1 5.2%

The Pulse, Inc. Report: Winter, 1954,

Sta. 'C” 8.39%
ran 5.7%
uEn 5.7%

"F!I 4'5%

il il 3.9%
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Announcing the curtain-raiser in

The Revo\'uﬂbl\_ﬂf._ﬂ -_ A
 New World
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MUSIC-BRIC
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to put this profitob!e

EXCLUSIVELY in youf market !




0 PROGRAM COSTS FOR WORLD-AFFILIATES!

A FULL HOUR SHOW

(ON COMPLETE OPEN-END TRANSCRIPTION}

FIVE DAYS A WEEK

A NEW SHOW EVERY DAY, 52 WEEKS A YEAR

THARRY JAMES=

2 (Q A Variety-Filled musical treat sparkling with A\ Y/
_ “star-talk’’ of music, movies and show people. “;E/&amnn

e I / /ND . § /(“N MUS‘C‘
BIG-NAME BA - ENCHAN W
T~
// STAR VOCALISTS! \\ /
e \\ FASCINATING DlALOGUE!

Never in the history of library service has anyone dared to
make an offer like this. Mail Coupon below for full details.

WORLD BRCADCASTING SYSTEM, INC.
488 Madison Ave.
New York 22, N.Y.

Rush money-making details of your
NEW COMET PLAN.

\

| [ SALESAND{
y| PROGRAM SERVICE

(YOUR NHAME AND TITLE}

WORLD BROADCASTING SYSTEM, INC.
488 Madison Avenue, New Yotk .22, New York
/

(COMPANY NAME)

CINCINNATI HOLLYWOOD l

CANADIAN REPRESENTATIVES . . . ALL-CANADA RADIO, l {COMPANY ADDRESS)
FACILITIES LIMITED, VICTORY BUILDING, TORONTO pum mam mun Sum wew S5 SO SN SEN SN RGN BN BN BN BNN BN SO
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Anothe|r Reason Why
WPTF is
Norfh Carolma’s
Number One
Salesman

Mr. Sportscaster....JIM REID

North Carolinians are the most rabid sport fans in

America. Jim Reid is their dish. He’s called the shots

on the year-round B. C. Sports Review since 1941 and

for ten years voiced the play-by-play on the Atlantic

Sports Netwotk in the Carolinas and Virginia. His 7:30

® North Carolina rates more firsts a.m. weather summary also rates top flight in those

ia recognized market surveys leagues. Jim Reid helps supply the proven punch which
than any other Southern state.

More North Carolinians listen to makes WPTF the Numbet One Salesman in North Caro-

WPTF than to any other station. lina, the South’s Number One State.
NBC Affiliate for. RALEIGH-DURHAM and Eastern North Carolina

50,000 wans 680 «e w I I I

FREE & PETERS NP IONALLATIVE R H. MASON, Ganeral Manager, GUS YOUNGSTEADT, Sales Manager
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North Carolina’s
Number 1 Salesman
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AUTUMN CENSUS WILL COUNT
TELEVISION SETS ON FARMS

Extent of visual medium’s growth in Rural America will be shown
in mid-decade Census of Agriculture, giving advertisers and agencies
an accurate count of farms equipped with tv receiving sets. Radio
is not included because govenment feels state of saturation does not
justify expense and results would be of no material value. Only
2.7% of farm homes had tv sets when 1950 census was taken.

TELEVISION’s impact on the nation’s farm
economy and rural culture will be shown this
autumn when the U. 8. Census Bureau conducts
its mid-decade Census of Agriculture.

For the first time since the new visual medium
attained national stature, its spread into homes
will be measured. The electronic media, radio
and tv, are the only media whose circulation
is measured and authenticated by the Federal
government.

The count of farms having tv receivers will
provide the first actual data showing advertisers
and agencies, and the business world in general,
how rural America has adopted the new sight-
sound medium.

Radio sets will not be counted because the
Census Bureau feels complete radio saturation
has been reached on farms. The bureau says
few farm homes lack radio sets and no material
gain would come out of a tabulation inasmuch
as the farm radio saturation 4% years ago had
reached 92% and now is much greater.

In April 1950 the Census Bureau counted the
number of tv sets on farms in connection with
its decennial census, but at that time fewer than
five million sets had been produced or less than
one-sixth the number now in service.

$16 Million from Congress

Backed by an appropriation of $16 million
provided by Congress, the farm census plans
specify that an enumerator call at each farm
to collect a questionnaire that will be mailed
in advance. A force of 31,000 enumerators
led by 2,200 crew leaders will be required for
the project, historically conducted every five
years.

The usual business census, taken every five
years, authorized by Congress and long re-
garded as a basic instrument in the American
economy, faces a doubtful future because funds
have not been granted for its execution (see
story page 46).

The Census of Agriculture will yield a vast
fund of information about farms including
size, mechanical equipment, use of materials,
crops produced, inventories, debts and con-
servation practices. The last farm census was
taken in conjunction with the 1950 decennial
census, with the crop and inventory data based
on 1949 conditions.

In asking the tv question, the Census Bureau
questionnaire puts this simple query in its
section on facilities and equipment: “Do you
have on this place: . . . (d) television set
{yes or no).”

BROADCASTING ® TELECASTING

In line with its normal practice, the ques-
tions on facilities such as tv sets will be asked
on roughly one-fifth of all the 5.4 million farm
questionnaires. The tv question will be asked
on all large farms, with the 20% sample for-
mula used on other types, totaling about
1.1 million farms.

A 20% nationwide sample is considered
accurate by the Census Bureau. A similar
sample was used in the 1950 housing study,
conducted as part of the decennial enumera-
tion. The radio and tv home figures that came
out of the 1950 study were based on this for-
mula.

Tv and the Census

“THE TV broadcasting industry has
an important stake in the collection of
all the farm information in the Census
of Agriculture, aside from its particu-
lar interest in
the tv set own-
ership infor-
mation it will
provide,” BT
was told by
Robert W.
Burgess, Di-
rector of the
Census Bu-
reau.

“Television
stations regu-
larly devote
program time
to advance- :
ment of public understanding of matters
that are presented in the public interest,”
he said. “The Census Bureau is lean-
ing heavily on them for assistance in
conveying to the farmers of the country
the urgency of their fullest cooperation.
The Bureau is grateful to BROADCASTING ®
TELECASTING for this opportunity to
make an appeal to all tv stations for
their assistance in carrying our message
to the farmers.

“Accurate and prompt reporting is es-
sential to (1) holding down the cost of
the field work required for collecting
the information from farmers, (2) insur-
ing greater accuracy in the returns, and
(3) expediting the tabulation and publica-
tion of the facts about American agri-
culture.”

MR. BURGESS

Assuming around 30% to 40% of farms
have television sets, the Census Bureau figures
that totals for the nation and the states will
not be affected noticeably by the fact that a
20% sample will be used. The variability “is
so small as to be of no importance,” one
census official said.

As to individual county +v ownership figures,
the bureau said that accuracy will be within
5% in the case of isolated counties where few
sets are owned. Around television centers the
possible variation “will be of no serious pro-
portions,” it was explained.

The 1950 census showed that with fewer
than 5 million tv sets in existence, 2.7% or
154,090 of the nation’s farms were equipped
with tv. The figure revealed that only one
out of each 37 farm dwelling units had a tv
set, or ocne out of each 40 farms. At that time
there were 5,625,100 dwellings on 5,382,000
farms.

Stations Quadruple

Since 1950 the number of stations has about
quadrupled and many of them are operating
with increased power as well as higher anten-
nas. Furthermore, the sensitivity of receivers
has improved. All these factors, including im-
proved and specialized programming, have
stimulated purchase of tv sets by farmers along
with an extensive increase in the number of
farms wired for electricity.

The farm census will show the aumber of
farms with tv sets rather than the number of
farm dwellings. Since there are roupghly 250,-
000 more farm dwellings than farms, the
saturation percentage will not be directly com-
parable with the 1950 saturation figure of 2.7%.
That figure, however, will have limited value
for comparative purposes.

With new tv saturation data available as of
late 1954, or mid-decade, bench-marks will be
established. These figures will be widely used
in government and industry, and they can be
revised from year to year with considerable
accuracy on the basis of samples and estimates.

Radio saturation on farms was first measured
by the Census Bureau in 1925. At that time
4.5% of farms were radio equipped. The 1930
decennial census showed 20.8% of farm homes
with radio. The next count was made in 1940
when 60.2% of farm dwellings had radio and
by 1945 this figure had increased to 72.8% farm
radio saturation despite the lack of factory
radio set production after early 1942,

The five postwar years saw a spectacular in-
crease in purchase of radios by farmers. An
increase of about 27% occurred between 1945
and. 1950, when 92% of farm homes were
found to have radio. The total U. 8. radio

. saturation was 95.6%.

Since early 1950 about 37 million home
radio receivers have been mapufactured. As-
suming farmers have bought their share of
these (there is one farm to about every nine
homes), the farm saturation figure conceivably
has passed the 95% point and perhaps is even
higher.

At that point government and industry stat-
isticians lose interest in a nationwide enumera-
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tion, taking the position that the findings from
a comparison of 1950 and 1954 radio figures
would be of no practical value. Recommenda-
tions against a radio count in the farm census
were made by the Census Bureau’s government
and industry advisory committees.

On the other hand, advisory committees en-
dorsed a count of tv sets on farms, contending
television is a dynamic and growing medium
calling for accurate circulation and trend data.
The figures were deemed necessary in this in-
ventory and analysis of the nation’s agriculture.

Copies of the farm census questionnaire will
be mailed to farm operators starting in the
late summer, with the actual enumeration start-
ing Oct. 1 and continuing into December. About
120 temporary field offices will be opened. An
enumerator will visit each farm to collect the
completed questionnaire and aid the farmer in
filling out the form.

Date Advanced

Sixteenth in a series of national farm counts
begun in 1840, the census has been taken every
five years since 1920. Earlier mid-decade cen-
suses were as of Jan. 1, covering the previous
crop year. This time the bureau is taking ad-
vantage of better weather conditions and is
reaching farmers at the site of their operations
for the 1954 crop year. Advancing of the date
was directed by Congress.

The farm census is “the foundation for the
entire statistical system covering the nation’s
agriculture,” and provides detailed information
available from no other source about farm
operations in the 3,000 U. S. counties, according
to the Census Bureau.

‘The bureau listed some of the uses made of
farm census data. In the case of advertising,
it said that “advertisers of products and serv-
ices used by farmers and farm families study
agricultural statistics for counties and other
areas in laying out campaigns designed to reach
potential customers.”

How [ts Used

;
Other listed uses include: evaluation of fac-
tors governing bankers' decisions on credit pro-
grams; review of data by marketers to find

volume of farm products as basis for decisions

on distribution and inventories; measurement

of raw material resources by manufacturers, as-
well as meeting farmers’ needs for machinery -

and supplies. Government uses of the data are
extensive and farmers themselves apply census
data to their situations. Farm broadcasters use
the material in radio and tv programs, and other
media employ the data extensively.

Specific questions in the 1954 farm census
will provide information about the age and
race of farm operators, number and size of
farms, tenure, acreage of lands in various uses,
crops, livestock, expenditures for selected items
(labor hire, machine hire, feed, fertilizers and
lime, gasoline and other petroleum fuels and
oil), inventory of selected facilities and equip-
ment (television, food freezer, piped running
water, tractor, harvesting machines, automobile,
truck, etc.) irrigation, conservation practices,
farm value, mortgage debt, and cash rent. Va-
riations of the questionnaire will be used so
that inquiries about crops, for instance, will
be limited in each area to the crops common in
that area. On an average, each farmer will be
asked about 100 questions, many of which can
be answered by checking “yes” or “no” boxes.
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EQUITABLE BUYS SPOT CAMPAIGN

Insurance company plans
about $150,000 in radio spots
as part of overall drive to in-
troduce new type of low-cost
life insurance.

EQUITABLE Life Assurance Society of the
United States, New York, will launch a mil-
lion-dollar advertising campaign during a three-
month period to introduce a new kind of low-
cost life insurance policy, Ray Murphy, presi-
dent of Equitable, and Anderson F. Hewitt, vice
president and account executive, Kenyon & Eck-
hardt, New York, announced last Wednesday
al a news conference,

The campaign will use radio spot announce-
ments, daily newspapers, and national maga-
zines.

The radio schedule will be a two-week satu-
ration type of spot announcement campaign
with approximately $150,000 of the budget
going into the medium. Aug. 9 is the starting
date for the spots, which will be placed in
the morning and during daytime,

The new “living insurance” is low cost in pro-
tection which guarantees the insured the right—
in later years—to change his policy to limited
payment or endowment policy.

New Policy Plan

Mr. Murphy said the society’s new adjustable
whole life policy is designed for millions of
Americans who want more and should have
more life insurance on a flexible plan. “Living
insurance” is an economy size package avail-
able in amounts of $10,000 or more. Because
the insured buys this much protection, Equitable
passes on important savings in the form of
low premiums.

Col. Leslie Shope, advertising manager for
Equitable, said “the use of extensive placements
in radio, newspapers, farm journals, business
rhagazines and national magazines over a four-
month® pericd is part of Equitable’s plan to
achieve maximum impact for the new in-
surance ‘outlook.”

Among the Equitable executives present at
the, news conference at Kenyon & Eckhardt,

SATURATION TV campaign on WMAL-TV,
105 announcements weekly for Wilkins
coffee, is signed by Helen Ver Standig,
vice president and timebuyer of M, Bel-
mont Ver Standig Inc. Watching: Ted Mc-
Dowell (), WMAL-TY account executive,
and Neaf Edwards, scles manager.

aside from Mr. Murphy and Col. Shope were:
Charles W. Dow, senior vice president and
director; Alvin B. Dalager, senior vice presi-
dent in charge of agency affairs; Walter Klem,
senior vice president and actuary; Charles R.
Corcoran, second vice president and Robert L.
Hogg, senior vice president and advisory
counsel.

Fla. Citrus Group Puts
$1.6 Million in Radio-Tv

RADIO and television will get $1,682,500 of
the media expenditures planned for the 1954-55
season by Florida Citrus Commission, which
has adopted a record budget of $5,580,000 to
promote sale of citrus products.

Through J. Walter Thompson Co., the Com-
mission will spend $800,000 in radio, mainly
on the Tom Moore Show (MBS). The tv budget
totals $882,500, including Twenty Questions
(ABC-TV) and participation on NBC-TV To-
day.

Other media budgets include $770,000 for
newspapers and $773,200 for magazines plus
$53,000 for trade papers, $6,000 for outdoor
and $1,494,450 for promotions and publicity.

The commission’s budget is in final form but
it is kept on an elastic basis because funds are
raised from a levy of three cents for each box
of oranges marketed, six cents for grapefruit
and five cents for tangerines. The expected tax
collections are based on an anticipated 91 mil-
lion boxes of oranges, 37 million boxes of
grapefruit and 4.5 million boxes of tangerines.

Final media program differs from the pre-
liminary plan in restoration of Today for 13
weeks this summer and early autumn at & cost
of $120,000. Some of the commission members
and committees had felt Today was not getting
results, though the agency is understood to have
recommended the series. The majority mem-
bers, however, voted to reinstate Garroway “be-
cause he has proved to be a strong selling force
and the other shows haven't yet had time to
build their audiences.”

The Garroway program was adopted as the
commission faced a possible carryover of 2 mil-
lion cases of grapefruit juice. The Twenty
Questions series started last July 6 and it was
feit it will not reach full effectiveness for some
weeks.

The 1954-55 crop is expected to be about
the same as last year. If volume is affected by
a hurricane, freeze or other weather conditions,
drastic changes might be made in the adver-
tising budget in view of-its per-box tax basis.
The shipping season begins in late September
and runs through June,.

American Meat Institute
Shopping for New Agency

THE American Meat Institute, which spent
about $500,000 in overall media advertising
the past fiscal year, is now actively shopping for
a new advertising agency to handle its account
in the wake of the resignation of Leo Burnett
Co., Chicago, last month [BeT, June 7].

The institute, it was learned, has opened bids
for presentations by other local agencies wish-
ing to obtain the account. AMI's new fiscal
year starts Oct. 1. It utilized no network
radio or tv last year, while spending $400,000
in consumer advertising.

AMI has been re-evaluating its whole adver-
tising program. Among the agencies reportedly
interested are Simmonds & Simmonds and
Christiansen Adv. Agency.
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BRIOSCHI AD BUDGET
BOOSTED TO $350,000

Drug manufacturer is planning
to send [talian-American major
league ball players to Italy for
a six-week exhibition tour,
Extensive radio-tv campaign is
planned to support project.

A. BRIOSCHI CO., Fairlawn, N. J., in con-
nection with its 50th anniversary will increase
its advertising budget from $175,000 to $350,-
000 and will sponsor a major league baseball
trip to Italy headed by Joe Dimaggio, Mark
Brizzolara, vice president of Brioschi (anti-
acid used for the relief of stomach disorders)
announced last week.

Brioschi currently is spending the bulk of
its advertising expenditures in a heavy radio
spot campaign in 29 cities and in newspapers.

James Ceribelli, sales promotion manager
of the company, said that in addition to the
$150,000 that will be spent on the baseball
trip, an ambitious campaign employing radio,
television and newspapers as well as national
magazines will be used. “More than $350,000
will be earmarked for this increased campaign
to make Brioschi a household word. At the
present time Brioschi is spending about $175,-
000,” he said.

A team of major league baseball stars headed
by Joe Dimaggio—a squad of some 25 ball
players of Italian-American descent—will be
taken to Italy, and games between the two
American teams will be played in Rome, Turin,
Milan, Venice, Genoa, and Naples. Mr, Di-
maggio has indicated that such stars as Phil
Rizutto, Yogi Berra, Sal Maglie and others
will make the six-week trip. The trip is being
made with the full sanction of the U. S. State
Dept.

Agency for the Brioschi Co., which has been
advertising in radio for the past six years, is
Pitinella & Sons, N. Y.

Standard to Sponsor Bears

STANDARD OIL Co. (of Indiana) has signed
a contract to sponsor broadcasts of all Chicago
Bears National Professional League football
games for the second straight year on WGN
Chicago and the ninth consecutive season on
radio. Jack Brickhouse will describe 12 home
and road games, plus two exhibition contests,
all on Sundays starting Sept. 12 and ending
Dec. 12. The Bears-Standard association on pro
broadcasts goes back to 1931.

NETWORK NEW BUSINESS

Anson Inc. (men’s jewelry), Providence, R. L,
and Jacoby-Bender Inc. (J-B watch attach-
ments), N. Y. to co-sponsor on alternate
weeks Stop the Music on 67 ABC-TV stations
and 125 CBS Radio stations, effective with re-
turn of program in fall.

NETWORK RENEWALS

Anheuser-Busch Inc., St. Louis (Budweiser
beer), effective Sept. 13, renews Sports Today
with Bill Stern on ABC Radio (Mon.-Fri., 5:30-
5:45 p.m. CDT). Agency: D’Arcy Adv., same
city.

Allis-Chalmers Mifg. Co., Milwaukee, will
begin its tenth year of sponsorship of the
National Farm and Home Hour (NBC, Sat., 1-2
pm., EDT) om a 52-week basis, starting
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WAGA Atlanta signs Delta-C&S Air Lines
to sponsor the 15-minute CBS World News
Roundup (6 days a week, 52 weeks).
Finalizing the agreement are (I to r):
seated, Ethel Liebscher, media director,
Burke, Dowling & Adams agency; S. Olive
Young, WAGA account executive; stand-
ing, George E. Bounds, director of adver-
tising, Delta-C&S, and Claude Frazier,
WAGA station manager. The aitlines is
reported to have diverted a large portion
of its tv and newspaper budget to secure
this sponsorship.

Sept. 4. Agency: Bert L. Gittins Adv., Milwau-
kee.

American Dairy Assn., Chicago, renews The
Bob Hope Show, with program moving from
Friday to Thursday, 8:30-9 p.m., EST, over full
NBC Radio network, starting Oct. 28. Agency:
Campbell-Mithun, Minneapolis.

AGENCY APPOINTMENTS

Cameo Curtains, N. Y., names Friend-Reiss-
McCone, N. Y., to handle its radio-tv advertis-
ing. Company will run at least six participations
on Home on NBC-TV effective in September.

Procter & Gamble, Cincinnati, names Leo Bur-
nett Co., Chicago, to handle its advertisting for
Joy, liquid detergent, effective Oct. 1. Joy is a
spot radio and television advertiser, and has
been handled by the Biow Co., N. Y.

Good Humor Co. of Calif., L. A., appoints War-
wick & Legler Inc., that city. Radio and tv are
planned. Hugh McTernan is account executive.

E. & J. Gallo Winery, Modesto, Calif., names
Frederick E. Baker & Assoc., Seattle, Wash,,
for Washington, Oregon and Idaho and effec-
tive Sept. 1, Utah and Montana. Frederick E.
Baker and Robert A. Baker are account
executives.

AGENCY SHORTS

Tatham-Laird Inc., Chicago, opens Hollywood,
Calif., radio-tv office in Taft Bldg., 1680 Vine
St.,, Hollywood 38. William N. Burch is
manager.

Burton Browne Adv,, Chicago, opens branch
office in New York at 562 Fifth Ave, Telephone
is Judson 2-1110. A. D, Adams, who previously
headed his own advertising agency, will be in
charge, it was reported.

MecCann-Erickson Inc., N. Y., appoints the Et-
tinger Co., N. Y. and Hollywood, to handle
public relations, publicity and promotion on

Chrysler Corp. tv show, starting Sept. 30 on
CBS-TV.

Warner & Assoc., St. Louis, has changed its
name to Warner & Todd Inc.

James Lovick & Co. Ltd., Montreal, has ac-
guired Canadian offices of Anderson & Cairns
Inc,, New York, which has been in Capada
for some time as Anderson, Smith & Cairns
Ltd. Personnel of the Montreal office of the
U. 8. agency have joined James Lovick & Co.

David J. Mahoney Inc., N. Y., advertising firm,
opens Hollywood offices at 650 N. Bronson
St. Telephone is Hollywood 2-2684. Marvin
Young is in charge.

A&A PEOPLE

George J. Abrams elected vice president, Block
Drug Co., Jersey City. Mr. Abrams this year
was voted “Outstanding Young Advertising
Man of the Year” by Assn. of Advertising
Men and Women.

Dwight D. Thomas, formerly executive vice
president, Gulf Brewing Co., Houston, to Maier
Brewing Co., L. A., as vice president in charge
of sales.

Carl B. Stetzelberg, marketing specialist, Stand-
ard Oil Co. (N. I.), named executive vice presi-
dent, Plough Export Inc., Memphis, Tenn.

Walter Metts, vice president in charge of manu-
facturing, Personal Products Corp., Milltown,
N. I. (Modess, Meds, Coets, Johnny Mop, and
Yes tissue), appointed senior vice president of
corporation.

John A. Ulrich, director, market research dept.,
Beech-Nut Packing Co., Canajoharie, N. Y.,
named advertising manager.

Stephen J. Schmidt, assistant advertising and
sales promotion manager, Piel Brothers, brew-
ery, Brooklyn, promoted to merchandising man-
ager; Harold W. Masterson succeeds Mr.
Schmidt.

Lawrence W, Jones, manager, sales administra-
tion, Bendix Aviation Corp., N. Y., named auto-
motive products manager, radio communications
division.

Allan Herrick, advertising and publicity director,
Security-First National Bank of Los Angeles,

Oil in All

AS PART of its efforts to underline the
contributions of oil in a woman’s world,
the Oil Industry Information Committee
of the American Petroleum Institute has
arranged to have its “Magic Suitcase”
demonstration placed on various televi-
sion programs throughout the country.
The demonstration consists of showing
35 products from a small suitcase—
made directly or indirectly from oil—in-
cluding fabrics, sun glasses, perfumes,
lipsticks and nylons, among others.

Several appearances on radio and tele-
vision already have been made by Connie
Moon, women’s program supervisor of
OIIC, on KOA-TV and KLZ-TV Denver,
and other stations. Miss Moon added
that considerable interest has been gen-
erated among radio and television sta-
tions around the country for “Magic
Suitcase” demonstrations on their wom-
en’s shows.
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named California consultant to Treasury Dept.
Advisory Committee for U. S. Savings Bonds.

Harry W. Chesley Jr., vice president in charge
of coordination, advertising, selling and mer-
chandising, Philip Morris & Co.. N. Y., ap-
pointed national chairman, radio-television-
films committee for United Community Cam-
paigns of America, succeeding Joseph M. Allen,
radio-tv director, Assn. of National Advertisers.

Carl F. Toll, general manager of advertising
and publicity, Sherwin-Williams Co. (paints),
Cleveland, elected president, Cleveland Adver-
tising Club.

James C. Sarayiotes, formerly advertising man-
ager, JFD Mfg. Co., Brooklyn, elected presi-
dent, Delphi Adv. agency, same city. Bernard
Nussbaum joins Delphi creative staff.

Max Tendrich, director of media, radio and tv,
Weiss & Geller Adv.,
N. Y., elected a vice
president of the
agency.

Byron A. Bonnheim,
vice president, Weiss
& Geller, Chicago, to
W. B. Doner & Co.,
same city, as vice
president and crea-
live director.

ewis K. Woodward,
account executive,
Hixon & Jorgensen
Inc., L. A., elected vice president. Vice Presi-
dent Crofton Jones named to head business and
industrial plans dept. with Vice President Tyler
MacDonald to supervise consumer divisions,
Voit Rubber Co., L. A., and General Controls
Co., Glendale, accounts. Paul Keyes and
Raobert Cody, copywriter, named assistant ac-
count executives.

MR. TENDRICH

Jack Waterman, account executive, Dudley L.
Logan Adv., L. A,, elected vice president.

Joseph H. Smith, executive vice president, An-
derson & Cairns, N. Y., to Bryan Houston Inc.,
N. Y., as account supervisor.

Frank Warren, vice president, Irwin-Los Angeles
Adv., L. A, to Anderson-McConnell Adv., that
city, as account executive.

Tom Shea named account executive, Strom-
berger, LaVene, McKenzie, L. A.

Irvin A. Eubanks, sales manager, WKST-AM-
TV New Castle, Pa., resigns to devote full time
to his advertising agency.

Ralph Starkweather, assistant timebuyer, Erwin,
Wasey & Co., L. A, named assistant account
executive.

Robert R. Denny named public relations direc-
tor, Henry J. Kaufman & Assoc., Washington,
D. C

Frank Helton, manager of copy, Lewis & Gil-
man Inc., Phila, named creative director.
Randolph Gilman named associate media di-
rector and William J. Kane named assistant ac-
count executive, same agency.

Stephen W. Olesiuk, manager, Oklahoma City
office, White Adv., promoted to manager, Holly-
wood office.

Sandra Marks named traffic manager, Tilds &
Cantz Adv., Hollywood.

Sam Schultz, writer, Christ-Koplan Produc-
tions, Hollywood, to Raymond R, Morgan Co.,
same city, in similar capacity.
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FILM PAYMENT PLAN DRAWS OPPOSITION

TPA’s Sillerman labels Clipp
proposal as ‘fallacious and su-
perficial.” Philadelphia broad-
caster earlier had suggested a
plan based on rate cards to
stabilize film buying.

TV FILM charges should be based on a per-
centage of each station’s card rate, in the opin-
ion of Roger W. Clipp, general manager of
WFIL-AM-TV Philadelphia, but his idea
brought quick opposition from the film industry.

In offering the plan last week, Mr. Clipp
said the rate structure *“would provide an
essential industrywide standard that would have
a far-reaching effect in stabilizing methods of
film buying on the part of the tv stations.”
He predicted it would keep “fly-by-nights” from
taking over and would lead to better service
for viewers.

Michael M. Sillerman, executive vice presi-
dent of Television Programs of America, called
Mr. Clipp’s proposal “fallacious and super-
ficial” and pointed out that the producer would
charge the same price for an ordinary pro-
gram as for a lavish high-cost film.

Under present conditions, Mr. Clipp said,
tv films are offered stations at prices that
range from 50% below to 300% above card
rates for the time period in which they are
played, with a station paying as much as
$1,500 for a film series to be presented in
Class B time costing $600, or 250% of the
time cost. The card scale would bring pro-
duction costs in line with other advertising
media, he said, citing a 6.9% of space rate
average for newspapers, 11.5% for magazines
and 14.4% for outdoor. The tv average film
cost is 86.2% of time costs and there is no
sign that a ceiling has been reached, he added.

Mr. Clipp listed other stations services in con-
nection with films. These including lining up
of clients, making salesmen “not only peddlers
of time but also peddlers for the peddlers of

film.” Referring to rate discrepancies in va-
rious cities, he said sliding scales often involve
haggling. Program directors often must bypass
films because of high price tags, turning to other
sources.

“Most stations are now working on rate
card No. 8 or 10,” Mr. Sillerman said. *Slid-
ing rates for tv films to conform to each sta-
tion’s constant changes would hardly bring
about the stability Mr. Clipp wants.”

He charged that Mr. Clipp tries to compare
advertising space in a publication to an entire
television program. Mr. Clipp should either
add the editorial costs of the magazine to the
advertising space, Mr. Sillerman said, or he
should compare the printed cost with the
commercial part of the program.

“Finally,” Mr. Sillerman stated, “the success-
ful film syndication companies make about
80% of their sales directly to the advertiser
or his agency. With all due respect to Roger
Clipp, his plan would create terrible confusion
and the fly-by-night companies he wants to
eliminate would multiply like rabbits.”

Ziv ‘Three Lives’ Sales
Brisk With 91% Renewals

AT LEAST 158 stations will present Ziv Tele-
vision Program J Led Three Lives starting
in the fall, M. J. Rifkin, vice president in charge
of sales for Ziv Tv, announced last week.

Mr. Rifkin noted that in 125 (91%) of the
current markets in which the series currently
is being shown, 52-week renewals at the ex-
piration of present contracts already have been
signed for the second year’s programming.
New contracts in 33 markets, Mr. Rifkin said,
raise to 158 the number of stations that will
carry the series in the fall. Listed among the
new markets are Duluth, Knoxville, Youngs-
town-Akron, Lima, Ohio, and Nashville.

It was pointed out by the Ziv Tv spokesman
that since the series went on the air last Sep-
tember, sales of the “I Led Three Lives”
book by Herbert Philbrick have been extremely

SIX SALESMEN new to the Television Programs of America sales expansion program
are briefed by Executive Vice President Michael M. Sillerman (1) before going to their
new ferritories. They are (I to r): standing, William Veneman, northern California,
headquarters in San Francisco; Gerard Slattery, Boston, Schenectady, northern states;
Ed Lewis, Deep South, headquarters: New Orleans; Vincent Meizac, Virginia, Baltimore
and Washington; seated, Edward Chandler, Washington and Oregon, headquarters:
Seattle; Robert Carroll, Pennsylvania and Buffale, headquarters: Pittsburgh.
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CBS-TV Film Negotiations

POSSIBILITY that CBS-TV will actively
enter tv filming was seen in a joint an-
nouncement by attorney Dean Johnson,
representing the network, and Screen
Actors Guild in Hollywood last week
that a collective bargaining agreement
covering actors in tv motion pictures is
being negotiated between CBS and the
union. Discussions are nearly complete,
the announcement said, and “have had
to do with minor clarifications of the
Guild’s basic tv motion picture contract,”
necessitated by the fact that a network
operation is involved.

brisk. Starting last November, he said, the
book reappeared among the 20 top books listed
by the “Saturday Review of Literature” as being
in “greatest demand” by patrons of large city
libraries. He said the book has continued on
the list up to the present, and added that re-
ports from Grosset & Dunlap show that book
sales have increased more than 320% since
its adaptation to television.

NBC Film Division Arranges
For INS-Telenews Service

NBC Film Division announced last week it is
discontinuing the syndication of its 15-minute
Daily News Report to local television stations
and has completed arrangements with INS to
make the INS-Telenews Daily News Film Serv-
ice available to clients.

The agreement between NBC Film Division
and INS was announced jointly by Carl Stan-
ton, NBC vice president in charge of the di-
vision, and Seymour Berkson, general manager
of INS. Clients of the Daily News Report
numbered about 25, but it was not revealed
how many clients would subscribe to INS’
service.

In explaining the move, Mr. Stanton said
the division's Daily News Report had been pro-
duced by the network’s news and special events
department, and the material had its first use
on network news shows. He pointed out that
“this tends to make it incompatible with the
requirements of many local tv shows.” It was
reported that the service did not constitute “a
money-making operation,” though Mr. Stanton
did not touch upon this aspect,

MPTV’s Fox Tells Court
Of UA-Eagle Lion Negotiations

LOS ANGELES Superior Court suit, involving
charges by six independent motion picture com-
panies of premature release of their feature
films to tv against five distribution firms, re-
sumed last Monday long enough to hear testi-
mony by Matthew Fox, president and board
chairman of Motion Pictures for Television, a
defendant. Called by Adele Springer, plain-
tiff’s attorney, Mr. Fox revealed that he en-
gineered the deal whereby United Artists took
over Eagle Lion Classics, April 11, 1951, in
order to get the former firm out of the red.
Mr. Fox testified that tv rights were not men-
tioned in the negotiations with Pathe Industries
(now Chesapeake Industries), but that later he,
as MPTYV president, was asked if MPTV wanted
the 11 feature films, subject of the $2.5 million
suit. Because MPTV owns 700 features out-
right, Mr. Fox declared the tv rights to the 11
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features proved a headache and that (MPTV’s
offer) to return them was not accepted by
Chesapeake.

Recess until Sept. 7 has been declared, at
which time plaintiff Jack Schwartz is expected
to take the stand.

FILM SALES

George Bagnall & Assoc.,, Beverly Hills, an-
nounces following recent sales: 26 feature
films, WTAR-TV Norfolk, KFEL-TV Denver;
Hollywood Half Hour, KOOL-TV Phoenix,
WHAM-TV Rochester, WGBI-TV Scranton;
Front Page Detective, XETV (TV) Tijuana,
Mex., and Public Prosecutor, WGBI-TV Scran-
ton, Pa.

TeeVee Co., Beverly Hills, announces that
Tales of Tomorrow, Kinescopes of the original
live ABC-TV series, are in distribution, KNXT
(TV) Hollywood, KOOL-TV Phoenix, KBTV
(TV) Denver and WINO-TV West Palm
Beach, Fla., are set to televise the 26-pro-
gram series. Claiming a new record in Tee-
Vee’s sales history, General Manager Marc
Frederic revealed a total of 96 audition prints
have been sent to agency and station executives
upon request,

Tom J. Corradine & Assoc.,, Hollywood, has
concluded contracts with KVVG (TV) Tulare,
Calif., and KMPT (TV) Oklahoma City, each
of which includes 247 feature films, 114 western
features, 72 cartoons, 65 Willie Wonderful
quarter-hour puppet films and seven half-hour
packages, The Big Game Hunt, Buster Crabbe
Show, Buster Keaton Show, My Hero, Terry
and the Pirates, Col. March of Scotland Yard
and Town and Country Time.

Additional sales include: Buster Crabbe
Show, My Hero, Terry and the Pirates, Col.
March, Town and Country Time, Secret File,
US.A., KGEO-TV Enid, Okla.; My Hero,
KPTV (TV) Portland, Ore.; KFDX Wichita
Falls, Tex.; KSWS-TV Roswell, New Mex.,
Town and Country Time and 72 features,
KVAL-TV Eugene, Ore.; 128 features and 144
westerns, KLTX-TV Twin Falls, Idaho; 26 fea-
tures, XETV (TV) Tijuana, Mex.; 68 features,
KOAT-TV Albuquerque; 29 features, KING-
TV Seattle; 44 features, KTTV (TV) Holly-
wood.

FILM DISTRIBUTION

Standard Television, Beverly Hills, has arranged
with National Basketball Assn, to film and syn-
dicate a weekly game of the week, starting
Nov. 1. Contract, signed by Bob Berger, Stand-
ard vice president and general sales manager,
and Maurice Potdoloff, NBA president, differs
from the recent NBC-TV contract [BeT, July
12], in that Standard has exclusive film rights
and to a different game of the week.

FILM PRODUCTION

Alexander Film Co., Colorado Springs, Colora-
do, announces recent tv commercial productions
for following organizations: Frigidaire, Dayton,
Ohio, six 50-second films and seven 20-second
films, through Foote, Cone & Belding; Socony
Vacuum Oil Co., N. Y., sixteen 20-second films;

Flexteel Furniture, Waxahachie, Tex., one 46-
second film, four 13-second films and one 10-
second film, through Waxahachie Adv. Agency;
Wyler Watch Company, N. Y., three 46-second
films and one 20-second film, through The
Zlowe Company; H Bar C Ranchwear, N. Y.,
five 46-second films and six I3-second films,

ATTENDING o recent party that intro-
duced Ella Raines, star of Janet Dean,
Registered Nurse, to the Baltimore press
were D. L. (Tony) Provost (l) vice presi-
dent and general manager, The Hearst
Corp., licensee of WBAL-TV there, and
F. H. McAdoo Jr., executive vice president
of Emerson Drug Co., sponsor of the v
series that appears on WBAL-TY every
Saturday evening.

through the Irwin S. Richland Company; Nash
Motors, Detroit, Mich., six 50-second films,
through the Geyer Adv. Agency; Merchants
Biscuit Company, Omaha, Neb., five 20-second
films and four 8-second films, through Allen &
Reynolds; Dottie Lee Bread and Rolls, Am-
arillo, Tex., two 60-second films and four 20-
second films, through The Hughes Co.

Hardy Burt, producer-moderator, ABC-TV’s
Answers for Americans, is now in process of
filming the program for about 125 tv stations.
To date, four 30-minute shows have been com-
pleted with Alfred Kohlberg, Victor Lasky,
Leon Volkov and Vivien Kellems as guests. The
first of these films, which are being made at
the Vernon Lewis studios, N. Y., will be re-
leased July 30-Aug. 2.

Volcano Productions, Hollywood, is shooting
NBC-TV I Married Joan series for Joan Davis
Enterprises, with 39 films scheduled for next
season. Ezra Stone has been set as director.

Kling Stufios, Chicago, has announced produc-
tion of a second series of film tv commercials
designed for institutional use by banks. New
spots consist of five 60- and 20-second an-
nouncements each, according to Fred A. Niles,
vice president in charge of firm’s motion picture
and tv enterprises. Spots will be used on syndi-
cated basis, along same line as others aimed
at beers, bread, milk, ice creams and potato
chips.

RANDOM SHOTS

John Guedel Poductions, Hollywood, leases
Filmart Theatre, same city, for 5-year period,
renaming it Art Linkletter Theatre. Formerly
used by Filmeraft Productions in filming NBC-
TV Groucho Marx Show, house will be used in
shooting forthcoming CBS-TV People are Funny
programs.

Syndicate, headed by Matthew Rapf, producer
of the first 26 NBC-TV Loretta Young Show
films, has negotiated a seven-year eontract with
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CONTRACT calling for Maier Brewing Co.,
Los Angeles, to sponsor Foreign ‘Infrigue
on KNBH (TV) Hollywood for 39 weeks
from July 97is signed by (I to r) Edward
R. McNeilly, president, Enterprise Adv.
Agency Inc., Los Angeles; R. J. Westcott,
station account executive, and Thomas C.
McCray, KNBH general manager.

alf-hour films based on stories published in

rue Magazine. Contract includes rights to
larticles pubhshed in the past and those to be
published in the future.

ancelt Publications to produce a series of

Screen Gems Inc., Hollywood, has purchased
the first story by writer I. A. R. Wylie ever sold
to tv. Negotiations were concluded by producer
Michel Kraike via telephone with the authoress
who is currently in Salonica, Greece. Titled
[“—And Son,” the script will be shot in color
for NBC-TV Ford Theatre.

FILM PEOPLE

Louis Huot, formerly independent producer of
public relations films, Glendale, Calif., to Five
IStar Productions, Hollywood, as vice president
in charge of client relations. He will also super-
vise production of tv commercial and industrial
films.

grn Uhr, former New York tv producer and
alent scout for Columbia Pictures, to Screen
Gems Inc., Hollywood, as casting director.

Harve Foster succeeds Carroll Case as co-pro-
ducer on CBS-TV Public Defender series filmed
by Hal Roach Jr. Productions, Culver City.

Al Silverforbe, formeriy with RKO Radio Pic-
tures, Hollywood, to accounting dept., Cali-
fornia Studios, that city.

Laine’ Pre-sold

ALTHOUGH complete films of the new
Frankie Laine Show will not be avail-
able for viewing until Aug. 1, Guild
Films Co. reported last week it already
has completed a transaction on the series,
embracing 10 markets on the West Coast,
with billings estimated at more than
$200,000. The contract, according to a
Guild Films spokesman, is on a firm
S2-week basis with an unidentified
brewery sponsor. Cities included in the
sale are Los Angeles, San Francisco, San
Diego, Bakersfield, Sacramento, Santa
Barbara, Fresno, Seattle, Spokane, and
Portland.
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RECORDINGS ADDED
TO INS FACSIMILE

Taped descriptions of news
events will be interspersed
with photo coverage on the
‘Sound on Fax’ network.

LONG-STANDING request by tv stations for
tape recordings of spot news events promises
to become a reality early this fall when INS
plans to introduce its “Sound on Fax,” which
will provide regular transmission of tape re-
cordings on INS' facsimile photo circuit.

An announcement from INS last week, an-
nouncing the start of operations, noted that the
use of facsimile lines for audio transmissions
between picture transmissions was demonstrated
by the news service at the last convention of
the Radio-Television News Directors Assn.

It was explained by an INS spokesman that
when a tape recording is being sent, each sta~
tion switches off its facsimile receiver and plugs
its tape recorder into the line to receive the
transmission for use in later newscasts. In-
stallation of switching facilities has now been
completed at all NS facsimile client stations,
he said.

“In the newscast,” the spokesman said, “the
tape recording is used while facsimile pictures
of the subject are shown on the air. Thus,
when an important Washington official holds a
news conference or makes a speech, both pic-
tures and sound will be transmitted on the INS
facsimile circuit within a few minutes and re-
corded at all client stations.”

At the same time, INS announced that a
facsimile transmitter will be placed in opera-
tion in Washington, D. C., to “improve the
speed and quality of pictures” from that news
center.

Speakers List Set Up
For BMI Tv Clinics

LIST of speakers for the three BMI tv clinics
is virtually complete, Glenn Dolberg, vice
president in charge of station relations for
BMI, said last week. Carl Haverlin, BMI
president, will speak at all three meetings—
Aug. 2-3 at New York’s Hotel Biltmore,
Aug. 5-6 at the Hotel Sheraton in Chicago and
Aug. 9-10 at the Hotel Statler in Los Angeles.
Robert J. Burton, BMI vice president, in charge
of publisher relations, and Mr. Dolberg also will
address all the clinics, which will be conducted
by local chairmen. Clinic schedules, with
speeches and subjects, follow:

NEW YORK CLINIC

Clair R. MeCollough, WGAL-TV Lancaster, Pa.,
“The Broader Aspects of Television'”; Kenyon
Brown, KWFT-TV Wichita Falls, Tex., “Things
To Do and Not To Do in Small Market Tv Op-
eration’; Ben Greer, WGVL-TV Greenville, §. C,,
“Idea Programming and Imaginative Tv Pres-

entation”; Victor F. Campbell, WBAL-TV Bal-
timore, Md. “Low Cost Music and Specialty
Pro%- ng’; Charles Vanda, WCAU-TV Phila-
delphia, "Tv Production on a Shoestring”; Rob-

ert Burton BMI, “Music Recorded on Television
Film—A Discussion of Some of the General
Problems Includi ‘That of Copyright Clear-
ance”; Norman Gittleson, WIAR- Providence
R. I., “Low_Cost Local Programming”; George
R. Torge, WBEN-TV Buffalo, “Tv in Fublic Serv-
fce a:t: the Job of Integrating Station With Com-
munity.”

CLINIC CHAIRMEN: Aug. 2 (morning), Craig

PROGRAM SERVICES

Lawrence, WCBS-TV New York; Aug. 2 (after-
noon), Hamilton Shea, WNBT (TV) New York:
Aug. 3 (morning), John Mitchell, WABC-TV
New York: Aug. 2 (afternoon), Norman Knight,
WABD (TV), New York.

CHICAGO CLINIC

Barbara Haddox, WBNS-TV Columbus, Ohio
“Tv Promotion and Public Relations”; Bert
Mitchell KPRC-TV Houston, Tex., "Makmg the

Most of Daytime Tv Programming”; Robert
Petranoff, WT'TV ('I‘V) Bloommg?n nd., “Low
Cost Local Programming'; Jo T. Murphy,

WLWT (TV) Cincinnati,
Learning About Television H obert Tincher,
KELO-TV Sioux Falls, S. D., he Job of Inte-
grating Tv With Community Fred C. Mueller,
WEEK-TV Peoria, Ill., Advantageous Film Buy-
ing and Film Programming" G. Pearson Ward
KTTS-TV Springfield, Mo., “Local Tv News and
Special Even ''s Ken Kennedy, WDAY-TV Fargo,
D., “Inventive Twists in Tv FProduction”;
Robert Burton, BMI, “Music Recorded on Tele~
vision Film—A Discussion of Some of the Gen-
eral Problems Including That of Cop right
Clearance’; Frank Sisson, WOOD (z:rand
Rapids, Mich., “Seventy-Five Local Tv Prog'rams
a Week From One Studio.”

CLINIC CHAIRMEN: Aug. 5 (morning), Ster-
ling C. Quinlan, WBKB (TV) Chicago; Aug. 8
(atternoon). Gayle V. Grubb, WIBK- Detroit;
Aug. 6 Mf erman k Headley, WCCO-
TV St. Paul. nn.; (afternoon), George
Heinemann, WNBQ ('I‘V Chlcago.

LOS ANGELES CLINIC

Harold See, KRON-TV San Francisco, “The
Obvious anhd Cohcealed Problems of Pro-
gramming”; George Mathiesen, KPIX-TV San
Francisco, “High Grade Production on a Low
Grade Bud et”; Len Higgins, K'TNT-TV Tacoma,
Wash., e Unseen Picture of TV'; Harry
Ackerman, CBS-TV, “A Look at the Future of
Color Tv'"; Jean Paul King, KLAS-TV Las Vegas,
Nev., “The Small Market Tv Success Sto H
George Putnam, KTTV (TV) Los Angeles, “Ef-
fective Presentation of Tv News and Special
Events'; } William Dempsey, KPIX
cisco, ‘“Educational ograms and Commercial
Tv"; Robert Burton, BMI, '"Music Recorded on
Television Film—A Discussion of Some of the
General Problems Including That of Cogyright
Clearance”; Joseph Drillinq KJEO-TV Fresno,
Calif., “Local Tv That's Live™; also George Whit-
ney, -TV San Diego, Calif., subject to ba
anhouhced.

CLINIC CHAIRMAN: John Reynolds, KHJ-TV
Los Angeles; James T. Aubrey Jr.., KNXT (TV)
k%sCAngeles; John K. West, NBC; Donn B. Tatum,

"Thln% We Are Still

O’Brien Joins Goldswan

FRANCES O'BRIEN, public relations and
sales promotion director, Phil Davis Musical
Enterprises Inc.,, New York, has resigned to
join Goldswan Pro-
ductions Inc. there
as public relations
director and account
executive in line
with the firm's ex-
pansion. Miss O’-
Brien will handle all
out - of - New York
accounts.

Goldswan Produc-
tions originates and
produces musical
commercials on
radio and tv for
many clients, among
them Bab-O, Borden's instant coffee, Coca-
Cola, Dreft, General Tires, Mercury, Piel’s
beer, RCA Victor and Wesson Qil. The firm
has produced musical commercials for Ajax,
Chase & Sanborn coffee, Chrysler Corp., Halo
shampoo, Nescafe, Pepsi-Cola, Rinso and
Westinghouse.

MISS O'BRIEN

Radio Plans for ‘Mr. D.A.'

FREDERIC W. ZIV Co. announced last week
that Mr. District Artorney will return to radio
in the fall as a half-hour, once-a-week show.
Ziv has started production in Hollywood on
series, starring David Brian, under the super-
vision of Henry Hayward,
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How to relieve traffic and tax headaches
at the same time

R TN TR Y
[ o al e

These two photographs illustrate
the cause—and point a way to the
cure—of a good many tax and
traffic headaches.

The one shows freight on its
way to market by rail. The other
shows freight moving by highway.

When freight goes to market by
rail, the rate charged includes the
full cost of the transportation—
including the roadway, signaling
and safety devices, and taxes paid
to the local, state and federal gov-
ernments. In other words, the
user pays his full and just share of
all costs involved.

When freight goes to market by
truck, the rate charged does not

BROADCASTING ® TELECASTING

always defray the full share of
the cost of the facilities used for
private profit. A major portion
of the cost of building the high-
way, maintaining it, installing
and maintaining traffic controls
and patrolling the road is paid by
the private motorist and the gen-
eral taxpayer.

Naturally, this hidden subsidy
makes it possible for the long-haul
trucker to charge a lower rate.
This, in turn, induces more freight
to move by highway—which
causes the cost of highway mainte-
nance to be still further increased
and traffic lanes to become even
more congested,

The railroads serving the busy
East feel that if the big long-haul
trucks paid their full share of the
costs of the nation’s highways,
competition between train and
truck would soon be on a more
equitable basis—to the benefit of
taxpayers, private motorists and
small truck operators.

In fact, it has been the history
of American business that free
and equal competition works to
the best interests of all involved,
providing the highest degree of
service at the lowest possible cost
... EBastern Railroad Presidents
Conference, 143 Liberty St., New
York 6, N. Y.
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Introducing...

MANAGEMENT: <Capable management creates com-
munity confidence, Sound operating policies, Consistently
applied, insure listener respect for the station and its

advertisers.

FACILITIES: Assigned power and frequency, imple-
mented by first-rate technical equipment and personnel,
determine the station’s geographical area of influence.

4

PROGRAMMING: Imaginative local programming,
adapted to the interests and tastes of the area, and
skilifully biended with network programming, builds

large and responsive audiences.

PUBLIC SERVICE: Energetic devotion to the public
welfare . . . in education, in health and safety, in
economic development . . . creates station stature in

its community.

MARKET: The importance of a station as a marketing
entity is determined by the fofal area it serves, in terms
of number of people, their needs and buying power.



the Measure of a

GREAT
RADIO STATION

Radio’s

effectively when there is a clear distinction between

immense strength is employed most To designate the kind of radio stations we are

privileged to represent, we introduce on the

a grea! station and just a good station. Great opposite page a mark of distinction that states the

stations invariably give the advertiser far more for five elements which make a station great.
his money, not only in size of audience bur: in

prestige and believability. To use radio better, may we suggest you ask one

of our representatives to give you a run-down on

We represent only 12 stations of the more than
2,500 in operation. But these 12 are great stations.
Each one is unquestionably the leader in its area
of influence. In aggregate, these 12 stations serve

nearly one-fourth of the nation’s buying power.

these 12 stations, to tell you how they exemplify
You'll

discover facts abour today’s influence of radio which

these five points that measure greatness.

you may never have guessed . . . facts which give

each of these stations its distinguished personality.

tHE HENRY 1. CHRISTAL co, ~nc

NEW YORK — BOSTON — CHICAGO — DETROIT — SAN FRANCISCO

REPRESENTING

WBAL Baltimore (NBC) Tbhe Hearst Corp. KFI Los Angeles (NBC) Earle C. Anthony Inc.

WBEN Buffalo (CBS) Buffalo Evening News WHAS Louisville (CBS) Lowuisville Courier-Journal & Times

WGAR Cleveland (CBS) Peoples Broadcasting Corp. WTM] Milwaukee (NBC) Milwankee Journal

WJR  Detroit (CBS) Tbhe Gooduwill Station, Inc. WGY Schenectady (NBC) General Electric Company

WTIC Hartford (NBC) Travelers B'dcasting Serv. Corp. WSYR Syracuse (NBC) Herald-Journal & Post-Standard

WDAF Kansas City (NBC) Kansas City Star WTAG Worcester (CBS)

Worcester Telegram-Gazette



THE Indianapo
sponsorship of the 15-minute. 5 davs-a-week
Fox-Maovietone News over WISH-TV there,
with commentary by local newscaster Vince
Leonard. L to r: seated, C. Bruce McConnell,
WISH-TV pres.; William L. Schloss, IMP pres.;
standing, Robert D. Hammer, IMP v.p.; Robert
F. Ohleyer, WISH-TV sls. mgr.; Robert B. Mc-
Connell, WISH-TV v.p.-gen. mgr.; Tevie Jacobs,
Tevie Jacobs Adv. pres.

- _
MARQUETTE National Bank of Minneopolis
signs to be the first sponsor.on KEYD-TV Min-
neapolis, Minn., expected to begin program-
ming by Jan. 1. L to r: Lee Whiting, KEYD-
AM-TY v.p.-gen. mgr.; Russell L. Stotesbery,
bank pres.; Carl R. Pohlad, bank v.p.

o ) ]

e }; 15 Ji=s i
TROY Buick, Troy, N. Y., agrees to sponsor-
ship of WTRI (TV) Schenectady weekly golf
series, produced with the cooperation of the
local PGA. L to r: Steve Davis, WTRI sports
dir.; Bill Carpenter, WTRI acct. exec.; Al
Morris, Troy pres.; Ray Brown Jr., WTRI sls.
mgr.; Jean Boyd, Al Kellert Adv. Agency rep.

WTVH-TV Peoria, l1l., will carry Standard Oil
Co.’s Standard News Roundup three nights a
week. L to r: seated, John Leslie, WTVH-TV
sis. mgr.; C, H, Coughlin, Standard Peoria field
mgr.; standing, John Smith, Jocal Standard adv.
rep.; Jerry Dunphy, WTVH-TV news-special
events dir.

FACTS & FIGURES

NIELSEN, PULSE STILL AGREE: IT’S ‘LUCY’

The Pulse beat strongest for
‘Lucy’ during June.
CBS-TV’s I Love Lucy topped the list of regu-

larly-scheduled once a week tv shows during
June, according to the Pulse. The listing:

Once a Week Shows Rating
June May
1. I Love Lucy (CBS) 463 48.0
2, Dragnet (NBC) 43.3 45.0
3, You Bet Your Life (NBC) 38.6 40.3
4, Jackie Gleason (CBS) 38.2 37.4
5, Ford Theatre (NBC) 32.4 33.1
&, Toast of the Town (CBS) 321 G0
7. Bob Hope (NBC) 318 000
8. Qur Miss Brooks (CBS) 312 31.B
9. Godfrey ond His Friends (CBS) 30.2 30.7
10. Godfrey’'s Talent Scouts (CBS) 30.0 34.4
1. Your Show of Shows (NBC) 29.4 30.9
12, This Is Your Life (NBC) 29.2 30.0
13. Tv Playhouse (NBC) 28.9 30.2
14. What's My Line (C85) 28.4
15. Burns . & Allen (CBS) 28.2
Fireside Theatre (NBC) 28.2
Multi-Weekly Shows Rating
June May
1. Howdy Doody (NBC) 154 158
2. Perry Como (CBS) 14.8 14.6
3. Camel News (NBC) 14.2 13.9
4.  Eddie Fisher (NBC) 13.4 14.8
5. Dinah Shore {NBC) 13.1 13.5
6. Arthur Godfrey (CBS) 12.9 13.3
7. Search for Tomerrow (CBS) 12.0 n.z
8. Guiding Light (CBS) 1.3 1.4
Strike It Rich (CBS) 1n3 11.2
10. Love of Life (CBS) 111

Entertainment Jobs Steady,
Hollywood C of C Reports

WHILE Southern California’s entertainment
industry—of which film production employs
half—has not kept pace with other local in-
dustrial employment, neither has it fallen off
during the past five years, a preliminary survey
report by the business development committee
of the Hollywood Chamber of Commerce
has reported.

The stable employment picture was credited
to steady growth of both broadcasting and
legitimate theatre workers by Ernest L. Loen,
report chairman. Radio-tv broadcasting em-
ployes have risen from 3,201 in 1949 to 4,780
last year, the report stated, countering a cor-
responding drop in motion picture theatre and
vaudeville employment.

Another report, also issued by the Cali-
fornia Dept. of Industrial Relations for May,
revealed average weekly earnings in mo-
tion picture studios reached an “all-time” peak
of $124.33, rising from $117.54 in April and
$107 in May 1953. Greater activity in both
tv and theatrical filming was the reason for
earnings increase, the report indicated.

‘Lucy’ lead is substantial, ac-
cording to latest Nielsen.

NATIONAL Nielsen Ratings for the two weeks
ending June 26 listed the top ten programs as
follows:

Numbar of Tv Homes Reached

Homes
Rank Program (000)
T | Love Lucy (CBS) 13,486
2 Dragnet (NBC) 10,812
3 This Is Your Life (NBC) 10,749
4 Pabst Blue Ribbon Bouts (CBS) 9,872
5 Ford Theatrs (NBC) 9,395
& Toast of the Town (CBS) 8,783
7 Red Buttons (CBS) B,758
B Jockie Gleason Show (CBS) B,742
9  Gillatte Cavalcade {NBC) B,553
10 Arthur Godfrey (Pillsbury) (CBS) B,467

Per Cent of Tv Homes Reached
Program Station Basis

Homes
Rank Program
1 1| Love Lvey {C8S) 45.7
2 This Is Your Life (NBC) 39.3
3 Dragnet {(NBC) 37.4
4 Ford Theatre (NBC) 34.2
5 Pabst Blue Ribbon Bouts (CBS) 33.9
& Jackie Gleason Show (CBS) 3.8
7 Toast of the Town (CBS) 313
B Red Buttons (CBS) 313
9  Gillette Cavalcade (NBC) 30.6
10 Arthur Godfrey’s Scouts (CBS) 29.9

Copyright 1954 by A. C. Nielsen Co.

‘54 Tv Set Shipments
Stand at 2.3 Million

SHIPMENTS of television receivers to dealers
totaled 2,370,098 in the first five months of
1954 compared to 2,695,856 in the same 1953
period, according to Radio-Electronics-Tv
Mfrs. Assn. The May shipments totaled 304,227
compared to 410,032 in April and 243,348 in
May 1953, Set shipments to dealers by states
during the first five months of 1954 follow:

State Total Total

U. 5. TOTAL ..2,364,042

Alaska ......... 1,467
Hawaii ......... 4,589

11.962

GRAND TOTAL 2,370,098

Uhf Sets Now

BETWEEN 2.5 and 3 million U.S. tv sets
are now equipped to receive one or more
uhf channels, according to projections of
a nationwide American Research Bureau
survey, BeT learned last week.

Last April ARB conducted a diary study
among tv set owners in some 5,000 homes,
chosen in a sample drawn from all U.S.
counties. At that time, 8.3% of the

Top 2.5 Million

diaries reported reception on one or more
uhf channels.

Assuming 30 million to be a rough
estimate of total receivers last April, the
total then capable of getting uhf signals
was about 2.5 million.

James W, Seiler, director of ARB, told
BeT that the April diary study was “repre-
sentative of the entire country.”
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Management at WBAL

rich in experience in good broadcasting and offering continuous service
to the public, operates “One of America’s Great Radio Stations.”

Facilities at WBAL

are, in every regard, unexcelled in the radio industry and surpassed by none.

Programming at WBAL

combines the best from NBC with the best of local talent and services
presented with skill and imagination to fully serve the huge audience.

Public Service at WBAL

is one of the station’s major interests because of the certain knowledge
that this is the way to the heart of our communities. This is attested by
the numerous national and local awards received by WBAL.

Market at WBAL

sixth largest in America, rich, stable, responsive, includes 4,225,500 people.

By all five measires—and more—WBAL stands proudly
with the other stations represented by the Christal
Company as “One of America’s Great Radio Stations.”

NBC affiliate » 50,000 wat;s\/!‘/ BA I ' radio Baltimore

Nationally Represented by The Henry I. Christal Co., Inc.
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TRADE ASSNS.

VIEWS OF TvAB SUPPORTERS SOUGHT
AS PRELUDE TO AUG. 5 PROMOTION MEET

Questionnaire submitted to proponents of TvAB which joins NARTB
next month in planning industry promotion.

TELEVISION Advertising Bureau (TvAB) dele-
gates to the Aug. 5 Washington meeting, at
which plans will be drawn for an all-industry
sales promotion bureau, will enter the planning
session armed with the collective views of its
members and supporters.

Five TvAB delegates and a similar group
from NARTRB will pool their ideas for an all-
industry bureau at the Aug. 5 meeting. They
will confer under terms of a merger pact
entered into June 30 [BeT, July 5. The two
groups had been developing separate bureau
programs, with TvAB excluding networks as
such and NARTB including networks in its
project.

Moore Sends Questionnaires

Over the weekend Richard A. Moore, KTTV
(TV) Los Angeles, who has spearheaded the
TvAB movement, sent out questionnaires to
about 120 station members and supporters. In
these questionnaires he submitted a long list of
questions designed to provide a consensus on
ways a tv advertising bureau should operate as
well as the goals it should set.

Mr. Moore told B®T he had first drawn up
a |tentative questionnaire which he had sub-

itted to the five TvAB merger committee-

n and several other key telecasters. He said
he might make several minor changes in word-
ing, following suggestions from those who re-
viewed the questions.

Station Representatives Assn., active in
formation of TvAB, has contended since the
June 30 merger discussions that the new project
has drawn criticism within TvAB ranks [BeT,
July 12) (See story at right).

“The questionnaire is designed to get a good
cross-section of the ideas of TvAB’s members,”
Mr. Moore said. “I believe our committee
should know their views before the Aug. 5
meeting. Large numbers of stations have paid
dues and showed their support of TvAB.

“These stations joined one type of bureau—
a burean based on promotion of national spot
and local television advertising. Now they
have a chance to decide if they want to join
a |new bureau with an all-industry goal and
to\ tell exactly what sort of a bureau they want.

“After Aug, 5 we may contact our members
again. We may want to ask their views on
whatever program is drawn up by the joint
committee, and on the disposition to be made
of dues that have been collected by TvAB.”

Mr, Moore said that member station reaction
to the June 30 merger agreement had been
“generally favorable.” He suggested more
meetings may be necessary in August before
a specific set of plans can be submitted by Tv-
AB to its officers and stations, and by NARTB
to its Tv Board.

“We promised the industry democratic ac-
tion at the Chicago organization meeting in
May,” Mr. Moore said. “Now we’re carrying
out that promise.”

Members of the joint committee who will meet
Aug. 5 are: TVAB—Mr. Moore; Roger W, CLipp,
WFIL-TV Philadelphia; I, H. Rogers, WSAZ-TV
Huntington, W, Va.; George B. Storer Jr., Storer
Broadcasting Co.; Henry W, Slavick, WMCT
(TV) Memphis. NARTB—Clair B. McCollough,
Steinman Stations; Kenneth Carter, WAAM
(TV) Baitimore; Campbell Arnoux, WIAR-TV

Norfolk, Va.; W. D, Rogers Jr, KDUB-TV Lub-
bock, Tex.; Merle 5, Jones, CBS.

The ecight-page TvAB questionnaire is de-
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signed “for the guidance of TvAB repre-
sentatives engaged in the formation of an
all-industry advertising bureau,” the heading
notes. It asks first if the respondent agrees
with the decision favoring one advertising
bureau.

Citing the “all-industry” aspect of the new
project, the questionnaire lists seven types of
industry organizations. While it provides for
“should be in” and “should not be in” answers,
the question is phrased this way, “Will you
please indicate any of the following types of
organizations which you feel should NOT be
eligible for membership in the new bureau?”
The seven types of organizations listed are tv
stations, tv networks, tv station sales represent-
atives (including spot sales divisions of net-
works), tv set manufacturers, tv film distribu-
tors, tv film producers and advertising agencies.

Third question covers seven pages and deals
with types of functions and the manner in
which a sales bureau should be operated. An
explanation recalls that TvAB was conceived
“as a station-only organization which would
engage in aggressive sales promotion on behalf
of stations only, namely in the area of national
spot and local sales.

“In that connection, it was contemplated it
would function in a manner similar to the
Newspaper Bureau of Advertising. Tt was con-
templated that this sales effort would be af-
firmative and not ‘anti’ network, ‘anti’ radio or
‘anti’ any other media. However, the objective

of the new bureau will be to promote the sale
of television program time and programs to
network advertisers, national spot and local
advertisers.

“The manner in which this objective can best
be carried out for the benefit of all members
and with a maximoum result in terms of sales,
will naturally be the principal subject of the
discussions of the joint committee. You can
readily see that the decisions reached on this
point will be of basic importance and will, in
the final analysis, determine what kind of a
bureau we will have and how effective it will
be.”

Getting down to specifics, the questionnaire
asks if a ‘“generalized approach” is preferred,
promoting tv as a medium, or “a bureau which
will engage in specific promotion of specific
types of television such as network, national
spot and local?”

Choice Offered

The questionnaire asks if the bureau can
promote Specific types of tv “without arriving
at a situation where it must take a negative or
‘anti’ approach in favor of one type as against
another.” Choice is offered between a bureaun
with three divisions—promoting network, na-
tional spot and local—as against a vertical
structure run by a managing director.

Choice is asked on a should or should-not
basis in regard to institutional advertising in
newspapers, magazines, trade publications and
other media on behalf of tv as a medium; sep-
arate advertisements in such media promoting
specific types of tv; case histories for presenta-
tion to individual companies on behalf of tv
in general; case histories of network, national
spot or local success for presentation to specific
advertisers and agencies; direct presentation and
solicitation of agencies on behalf of tv as a
medium; direct presentation on behalf of specific
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Keep Networks Out, SRA’s Flanagan Insists

JUST as “it has never occurred to magazines
and newspaper publishers that they should have
an ‘all-print’ bureau to sell against broadcast-
ing, it is equally ridiculous to suppose that
an ‘all-industry’ tv bureau could sell against
print media,” T. F, Flanagan, managing direc-
tor, Station Representatives Assn., stated in a
letter sent to BeT Thursday.

Replying to an editorial [BeT, July 19]
which urged the establishment of “an all-
television advertising burean which would sell
television of all kinds, as a medium,” Mr,
Flanagan said bluntly: “SRA does not think
it is feasible to establish an ‘all-industry’ bu-
reau which can efficiently sell all facets of the
tv industry against competitive media.”

Major points of Mr. Flanagan's argument,
condensed from his seven-page letter, were:

“To begin with, national spot is just as
competitive to network as newspapers are to
magazines.

“Income from advertisers, retained by the
networks, finances the network sales, sales
promotion, research and publicity operations,
all for the purpose of securing network busi-
ness. The network affiliate stations, from whom
this income is withheld, are therefore already
contributing that amount toward the sale of
network facilities.

“Although the networks now have adequate
income and facilities for the promotion of net-
work business, there is no industry organization
for the promotion and sale of national spot
business, nor of local.

“It has long been known that it is impossible
to sell radio and television with the same sales
force. It therefore logically follows that net-

work and spot cannot be sold with the same
sales force, which even the networks admit by
their spot sales organizations.

“There is no problem about the need for and
the method of organizing and providing service
to stations in return for their dues, for help to
them in developing more local retail television
volume.

“There is an overwhelming difficulty in man-
aging an ‘all-industry’ bureau where you would
send out salesmen and promotion material to
advertisers and agencies. If you tell them you
are promoting only television, their immediate
question is: which should I use, national spot or
network? Is it then left to the individual bureau
sales representative to promote his bias or ex-
perience? Or is it left to the managing director
to make a decision on every advertising prob-
lem? How could a managing director possibly
manage under such circumstances? There is
an enormous difference between sending a man
out to sell just television and sending him out
to sell either network or national spot.”

Taking B®T to task for its editorial reference
to an organization “designed primarily to ad-
vance the cause of spot to the exclusion of net-
work and local sales development,” Mr. Flana-
gan stated: “the development of local sales,
along with the development of national spot
sales, has always been considered a primary
function of TvAB since the outset.” He at-
tached to his letter a copy of SRA's presenta-
tion at the initial Apirl meeting of tv station
executives to discuss a promotion bureau to
show that local promotion was given equal im-
portance to national spot promotion even then.
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the theme is old to WBEN clients

This five-pointed star insignia is a graphic new way to symbolize the measure of a
station’s greatness — but WBEN has made these points dramatically known to sponsors
during 24 years of quality radio service throughout Western New York and along
the great Niagara Frontier !

Yet — these familiar points of performance and service are very worthwhile repeating:.

-

MANAGEMENT: Up-to-date
policies based on the 74.year-
old tradition of The Buffalo
Evening News and imple-
mented by 24 years of experi-
ence in radio have won audi-
ence and sponsor respect,
loyalty and confidence.

FACILITIES: Modern, highly
efficient 5000-watt transmitter
for unlimited day-and-night
operation. 930 Kilocycles —
in the middle of the dial —
and completely-equipped
studios in Buffalo’s Hotel
Statler. News services include:
The Buffalo Evening News,
the United Press, Associated
Press and International News
Service.

PROGRAMMING: CBS Basic
Network programs combined
with the best locally-produced
shows and locally popular per-
sonalities . . . WBEN news,
farm and home information,
sports and music fill every
radio listening need and desire.

Represented Nationally by
The HENRY 1. CHRISTAL CO., INC. »

BROADCASTING ® TELECASTING

NEW YORK - BOSTON

-»

PUBLIC SERVICE: WBEN
aids in community betterment
through sponsorship of educa-
tional programs like the Uni.
versity of Buffalo Round Table
and the High School Forum,
and encourages development:
of outstanding talent through
the Voices of Tomorrow
Contest.

MARKET: 400,000 families —.
a trading area of 1,400,000
people, employed in diversified
industry and in agricultural
production. The WBEN mar-
ket is America’s 12th largest
. and WBEN has been the
leading station in this market
for almost a quarter eentury.
(WBEN is preferred by most
listeners most of the time.)

" €BS BASIC

"WBEN

RADIO

« CHICAGD « DETROIT -« SAM FRAMCISCO
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use of network, national spot or local tv; solicit-
ing of an advertiser planning a budget in-
crease, with general or specific recommenda-
tions; solicitation for national spot where an
advertiser and agency have been solicited by a
network seeking to have a film program switched
to the network; solicitation of an advertiser who
has lost his network facility on behalf of spot.

Recommendations are asked on proposed
dues structure and on the industry segments
from which a director of the bureau might be
drawn.

Finally, a question is submitted on future
course if TvAB members prefer a national spot-
local promotion policy and if NARTB refuses
to go along. This offers eventualities that in-
clude: Continuation of TvAB-NARTB joint
effort to set up a single all-industry bureau;
TvAB withdrawal and resumption of the original
TvAB plan regardless of NARTB; dissolution
of TvAB; secret ballot asking all licensed sta-
tions for their preference of an all-industry or
station-only bureau.

Industry Improvements
Cited by Miller at SCBA

THE GROWTH of a “professional character”
among broadcasters, defined as a “recognition
of professional obligations,” has been lauded by
Judge Justin Miller. The former NARTB board
chairman who currently is counselor for the
Los Angeles law firm of McClean, Salisbury,

etty & McClean, spoke a fortnight ago at a
;Iollywood meeting of the Southern California
Broadcasting Assn.
|' Change in the FCC’s attitude that all adver-
tising is bad, and program improvement
through a response to listener demand rather
than to pressure groups are further signs of the
industry’s growth, he told the SCBA.

Also in his nine years at NARTB Judge
Miller noted the change in the attitude of
Congress and the press; an improvement in
public relations, with broadcasters participating
more in community affairs, and better labor
relations, especially in lessening of extreme
positions such as that taken by American Fede-
ration of Musicians President James C. Petrillo.

Judge Miller said that when he took office
Lvith the NARTB, he refused to accept the con-
cept that broadcasting was primarily an enter-
tainment medium, like motion pictures. Equal-
ly, he refused the concept of broadcasting,
though in the public interest, as a public utility
subject to stringent government regulation.
Both views have been borne out by events, Judge
Miller observed, with movies currently fighting
censorship moves and the FCC adopting a less
restrictive policy toward radio-tv.

Looking at the industry’s future, Judge Miller
admitted some fatalities among broadcasters
are inevitable in the intense competition for
sales; he said the strongest would survive.

By equal attention to improved news and
editorial comment, as suggested by William
Paley, CBS board chairman, at the 1954
NARTB convention, and to local wants and
needs, the broadcasting industry can look for-
ward to continuing growth, Judge Miller
concluded.

Richards Back to Duty

ROBERT K. RICHARDS, NARTRB administra-
tive vice president, returns to his office this week
following an abdominal operation performed
July 6. He has been recuperating at his Wash-
ington home and last week handled office cor-
respondence. His resignation from NARTB
becomes effective Oct. 1 when he opens a Wash-
‘ington public relations office, continuing to
sTerve NARTB on a consulting basis.
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TRADE ASSNS.~

New England Film Directors
Organize at Boston Meeting

INFORMAL. organizational meeting of tv film
directors in the New England area was held

r July 13 in Boston
with William D.
Cooper, film direc-
tor of WIAR-TV
Providence, named
acting chairman of
the new group.
Name has not been
selected, according to
Mr. Cooper, who
spearheaded the idea
with the ultimate in-
tention of forming a
national association
of tv film directors to
include film room su-

= |
= B Rl ol
MR. COCPER

pervisors and film buyers.

Next meeting of the New England film group
is scheduled for Sept. 28 at the Hotel Statler,
Boston. [Enterested parties are advised to con-
tact Mr. Cooper.

Aims of the organization are (1) betterment
of the industry; (2) establishment of standard
film room and inter-station operating proce-
dures; (3) closer relationship between station
and film distributing agencies, and (4) crea-
tion of a central clearing house for exchange of
ideas relating to film.

N. J. Broadcasters Protest
Switchover to 45 Rpm Discs

RECORD companies should continue to pro-
vide 78 rpm records to broadcast stations, in
the opinicn of New Jersey Broadcasters Assn.
In a protest sent last Wednesday, the associa-
tion said the shift to 45 rpm records [BeT,
June 14] for broadcast use has “resulted in
confusion and resentment” and has created
“very serious mechanical problems.”

Everett Rudloff, WILK Asbury Park, presi-
dent of the New Jersey group, said conversion
of present turntables “in cases where practi-
cable is complicated and expensive.” His letter
on behalf of the association pointed out that
some conversions “are utterly useless” and

involve dismounting and reassembling of
equipment.

Some members have found poor quality in
the 45s, -Mr. Rudloff continued. He added that
the association does not “oppose the use of 45s
if and when the equipment manufacturers have
devised conversions and gear that will work
and the stations have had a reasonable oppor-
tunity to plan for their use.” He said deep
resentment has developed in the state, and re-
gretted that stations were not consulted in

advance.

Sweeney Notes Chain Stores
Increased Use of Radio

TREND toward increased use of radio for
advertising by chain stores and more leeway
to local managers on how they use the medium
was reported by Kevin Sweeney, BAB presi-
dent, in a talk last Monday to Virginia and
West Virginia member stations in Richmond.

“For many years,” Mr. Sweeney said, “major
chains had a virtual ‘no radio’ policy. But in
the past two years, chain after chain, heeding
strong pressure from their managers, have per-
mitted extensive use of radio by local man-
agers.”

He recounted BAB's efforts to impress chain
stores on the use of radio over the past two
years, which included copy clinics for store
copy writers and “lessons in buying time” for
one chain. He recommended that station man-
agers pay increased attention to lIocal-level
management of chains and particular atten-
tion to the regional manager.

The Richmond meeting of BAB stations was
the 19th in a series of 38 sales clinics.

Public Relations Clinic Set

REGIONAL clinic for public relations, includ-
ing radio and tv, will be held Sept. 24 at the
Hotel Statler, according to Ludwig Caminita
Ir., president of the Washington Chapter,
Public Relations Society of America. Guests
are invited from District of Columbia, Virginia,
North Caroclina, West Virginia, Maryland, Dela-
ware and Pennsylvania. General chairman of
the conference will be Richard R. Bennett,
vice president of the Washington chapter and
Washington public relations director of the
National Assn. of Manufacturers.

NEW BOARD and officers of the Virginia Assn. of Broadcasters elected at the July
8-2 meeting [BeT, July 12] are {l to r) Irvin G. Abeloff, WLEE Richmond; Richard Field
Lewis Jr., WINC Winchester; Campbell Arnoux, WTAR Norfolk; Carl Lindberg, WPIK
Alexandria; Earl Key, WKEY Covington; Frank E. Koehler, WROV Rocnoke, VAB
president; Charles R. Maillet, WWOD Lynchburg, vice president, and John L. Cole
Jr., WHLF South Boston, Va., secretary-treasurer.
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WGAR’s

LEADERSHIP IN
PUBLIC SERVICE Measure of a Great

Radio Station

... how it affects advertising results in Northern Ohio

We believe there is a definite relationship between a radio station’s devotion to
the public interest and listener response to advertising. .

By serving our listeners better, we feel we have created a climate of believability
—of listener loyalty—of dependence on WGAR—which makes our advertisers’
messages more effective.

WGAR was the nation’s first station in its class to receive the coveted George
Foster Peabody Award for outstanding public service. WGAR, for the past three
years, has been selected by a board of impartial judges as Cleveland’s outstand-
ing station for public service activity. WGAR, for seven of the past eight years,
has dominated The Cleveland Press radio popularity poll—including first places
every year for public service programming,

Does leadership in public service pay off for our advertisers? In the last “Radio
Gets Results” competition sponsored by the Broadcast Advertising Bureau,
WGAR was the only Northeastern Ohio station to win an award!

There are many other concrete examples of WGAR’s selling power with the adult
buying audience. For further evidence of WGAR’s leadership in public service
—and advertising results—contact your nearest Christal representative,

WGGA R

THE STATION WITH 4% MILLION FRIENDS IN NORTHERN OHIO
CBS * CLEVELAND * 50.000 WATTS « THE PEOPLES BROADCASTING CORPORATION

REPRESENTED NATIONALLY BY
THE HENRY L. CHRISTAL CO., INC.

NEW YORK + BOSTON ¢ CHICAGO ¢+ DETROIT =+ SAN FRANCISCO

+
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GOVERNMENT

POTTER UNIT NARROWS STAND ON UHF;
THREE COURSES OF ACTION OUTLINED

Senate committee recommends: (1) elimination of excise tax on uhf
sets; (2) special study of allocations; (3) continued work on solving
the uhf dilemma. Action follows a two-hour Tuesday session.

THE POTTER SUBCOMMITTEE’s attack on
the uhf problem advanced last week after a
two-hour session which concluded Tuesday
with Senators asking for a triple-threat offen-
sive.

Proposed action can be narrowed down to
three steps, characterized as short-range, in-
terim and long-range. In order, these are sum-
marized as follows:

1. Short .range—The subcommitiee reaf-
firmed a position it took earlier that the 10%
Federal excise tax on all-channel receivers be
eliminated to pave the way for increased uhf
circulation.

2, Interim—The Potter group proposed an
advisory committee (ad hoc) be created with
members taken from the “outside” to study
current allocations with the idea of making
modifications where technically feasible.

3. Long-range—Continuation of the “record”
on the uhf inquiry with subcommittee staff
work centering on various phases of the above
plans, including a proposed agreement among
manufacturers to produce only all-channel re-
ceivers and consideration of other means of
bringing relief to uhf, with study of the multiple
ownership problem.

Working with the subcommittee on its desire
to lift the 10% excise is Sen. Edwin C. John-
son (D-Colo.), a member of the Commerce
Committee and also the Senate Finance Com-
mittee.

Sen. Johnson told BeT last week that the
Finance Committee is being reminded constantly
of his desire to whip through the excise relief
amendment. He has proposed such action for
some time. The current plan is to tack the
amendment to a House-passed bill relating to
estate taxes. But, as the Senator expresses it,
“time is running out.” Most likely a final John-
son effort will come this week. TIf it fails to
materialize, the relief must be sought next year.

To Encourage Agreement

At the same time, the Potter group is expected
to work quickly to encourage the tv set makers
to enter a voluntary agreement to produce all-
channel receivers only.

Toward this end, the subcommittee, headed
by Sen. Charles E. Potter (R-Mich.), is con-
tacting the Justice Dept. asking for opinion as
to whether such an agreement could be made
without violating the anti-trust laws.

Senators feel that the all-band receiver is
one of the keys to uhf relief because of its im-
portance to uhf circulation in mixed markets.

Also, this type of relief appeals to all seg-
ments of the radio-tv industry. Witnesses who
appeared before the Potter Subcommittee during
its hearing on uhf, were in unusual agreement
that the all-band set was the way to ease a good
part of the uhf struggle for existence.

The proposed advisory committee to be ap-
pointed by the Potter group to study what can
be done about allocations also is an approach
which has been expected for some time. BeT
predicted such an investigation as early as two
months ago [BeT, June 28].

Primarily, the advisory committee, which
would report its findings to the Potter group
before the next Congress convenes in January
1955, would study the economic and technical
aspects of proposals placed before the subcom-

ittee in its recent hearings. ’
fnThe advisory commiftee, it was reported,
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would compare to the now historic Condon
Committee which four years ago submitted an
evaluation of coler television standards to the
Senate Interstate & Foreign Commerce Commit-
tee [BeT, July 17, 1950].

The Conden Committee, made up of eminent
engineers, was headed by Dr. Edward U. Con-
don, then director of the National Bureau of
Standards, and included Newbern Smith, who
was the Bureau’s radio expert; Stuart L, Bailey,
then president of the Institute of Radio Engi-
neers; William L. Everitt, U. of Ilinois electrical
engineering department head, and Donald G.
Fink, editor of Electronics magazine.

The ad hoc committee on uhf would take up
the various proposals—such as moving all tv to
uhf, moving all tv to vhf, making the allocations
more flexible, etc.—and evaluate them as to
engineering and economic feasibility.

According to Sen. Potter, the subcommittee
discussed the question of multiple ownership
but no decision was reached. This subject,
Sen. Potter said, would require more study by
the subcommittee. But, said the Senator, he
personally favored the FCC’s proposal that
the current five tv station limit be increased
to seven, with not more than five in the vhf.

Census Funds Again Fall

Under House Economy Ax
(Also see Agriculture census story, page 31)

FINANCING for a proposed census of busi-
ness, manufacturing and mineral industries was
listed among the casualties in the House last
week on the supplemental appropriations asked
by President Eisenhower for a score of federal
operations.

The House defeated the $8,430,000 business
census proposal 81-28 when Rep. Henry O,
Talle (R-Iowa) on Tuesday offered an amend-
ment to reinsert the census appropriation after
the House Appropriations Committee had
killed it [AT DEADLINE, July 19].

Rep. Cliff Clevenger (R-Ohio), who headed
the subcommittee which had jurisdiction over
the business census portion, criticized the value
of the census in Tuesday’s floor debate, saying
it is “more often than not” two to three years
after the census before figures are available.
“We have tried every way we can think of to
energize and wake up the Bureau of the Census,
but it seems to have failen into a moribund
state where time seems to be of no interest to
them,” he said,

Rep. John Taber (R-N. Y.) joined the Ohio
Congressman in this criticism.

Rep. Charles S. Gubser (R-Calif.), who made
a plea on the floor Monday in behalf of the
business census, said he would request the
Senate to restore the census funds. Rep. John
J. Rooney (D-N. Y.), also speaking for the ap-
propriation, said: “I know, and I say now,
that this item is going to be restored to this bill
in the Senate. . . .”

The nearly $2 billion proposed in the bill
(HR 9936) was cut 40% by the House Appro-
priations Committee. That part of it under
Rep. Clevenger's subcommittee was cut 82%,
according to Rep. Rooney.

Daytime Deadline Delayed

DEADLINE for comments on imple-
mentation of FCC’s proposed report on
daytime skywave interference, set Aug.
2, was postponed by the Commission last
week until Oct. 15 upom petition by
WLAC Nashville. WLAC was one of
several parties which offered alternative
proposals at oral argument on the report
before the Commission en banc a fort-
night ago [BeT, July 19]. The report
proposes added protection to Class I
clear channel stations from daytime sky-
wave interference caused by secondary
station operation at sunrise and sunset
hours. WLAC’s petition noted that if
FCC modifies its report because of the
alternative proposals, the comments due
Aug. 2 would become moot.

Radio-Tv Restrictions
Out of Gambling Bill

Bricker amends measure which
would have prevented rapid
news coverage of horse and
dog racing events.

THE SENATE bill to prohibit transmission of
gambling information has been stripped of what
broadcasters feel were discriminatory passages
[CrLosEp Crrcurr, July 12].

These amendments and others apparently
clear the way for the bill’s approval without
opposition in the Senate, providing Senators
from states where gambling is legal don’t object.

The measure was placed on the Senate cal-
endar last week after the new amendment was
offered. The outlook was that if it gets past
the Senate it will pass the House with no
trouble.

The amended bill (S 3532) would remove
original requirements that:

® Broadcasters and others handling news
information on horse or dog racing events
prove the information is not being used to
circumvent the measure’s provisions.

® Only one broadcast of races be made each
day, with a time lapse of one hour after the
event before broadcasts of it. NARTB had
charged this provision discriminated against
radio and tv in favor of newspapers and other
publications.

® FCC file tariffs to implement the bill and
enforce its provisions.

Positive Language

The amended bill, according to Government
Relations Vice President Ralph Hardy of
NARTB, also states in positive instead of nega-
tive language that the bill’s provisions are not
meant to prevent transmission of news re-
porting of public events which might be defined
as gambling information by the bill, providing
the information is intended only for news pur-
poses and disseminated in news media.

The amendment was reported to the Senate
last week from the Senate Commerce Com-
mittee by its chairman, Sen. John W. Bricker
(R-Ohio), author of both the original bill and
the amendment. It was sponsored by the Justice
Dept.

Sen. Bricker offered the amendment after
the bill was reworked to the satisfaction of the
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Hiding your light
under a bushel?

Maybe you are and don’t know it. Check
the market covered by your present adver-
tising and compare it with WJR’s. You’ll
know then why some of the smartest
advertisers— the ones who want to move
goods fast—buy spot radio on key stations.
That makes for a bright sales picture.

WJR is one of those key stations, smack in
the heart of the Great Lakes market—over
13,000,000 Americans and almost 3,000,000
Canadians whose annual retail purchases
alone are close to $20 billion. WJR sells
those people, day after day. They respect
WdJR’s integrity and they like the excellent
local programming (budgeted at more than
$1 million a year) and the fine network fare
that WJR provides them night and day.
The result—they respect and like the
advertisers, too.

That’s what you buy on WJR—key sales-
power in a key market. It costs more and it

produces more—the measure of WJR as a
great radio station. The whole story on
WJR is as easy to get as it is to phone your
Henry I. Christal representative. Call him.

The Measure of a Great Radio Station

Represented nationally by

The Henry I. Christal Co,, Inc.
New York, Boston, Chicago,
Detroit, San Francisco

Detrott, 50,000 watts 1

CBS Radio Network. v

WJR’s primary coverage area: -
more than 16,000,000 customers
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Justice Dept,, FCC, NARTB, Western Union
and telephone companies.

A letter affirming FCC's opinions on the anti-
gambling bill—also expressed in part by Chair-
man Rosel H, Hyde during the hearing on the
measure—was sent to the Senate Commerce
Committee. It outlined FCC objections to the
Bricker measure as originally offered. The
Commission’s main objection was that the tariff
provisions would require it to make “police-
type” investigations into the activities of those
who use communications facilities “which
would impose a most onerous burden upon the
Commission, one which it is not equipped to
discharge.” .

The FCC also felt that certain language in
the bill might be construed as congression.al
intent that the FCC should not exercise its
licensing powers to prevent broadcasting of
gambling information. FCC said it already
holds that regular programs on racing, “even on
a delayed basis,” might be contrary to the
public interest. The FCC letter cnec'i the
Commission’s actions along these lines _“m_the
past few years,” under the Communications
Act.

Notre Dame in Line
For Television Grant

Break with NCAA over tv
policy is speculated as the uni-
versity announces plans to buy
WHOT, an applicant for ch. 46
at Notre Dame.

PROSPECT of an initial decision to award tv
ch. 46 at Notre Dame, Ind., to Michiana Tele-
casting Corp., owned by Notre Dame U., ap-
peared last week as FCC Examiner Basil P.
Cooper Wednesday closed the record in the
competitive hearing with WHOT Scuth Bend
after introduction of an agreement whereby
the school buys WHOT for $140,000, subject
to [FCC approval. The tv hearing was ordered
on| comparative issues only.

he radio station purchase set off specula-
tion in sports circles that Notre Dame, with its
oWwn potential tv outlet, may break with the
National Collegiate Athletic Assn. because of
NCAA’s restrictions on telecasting of college
football. Under NCAA rules, Notre Dame
would be subject to the restrictions even on its
own outlet,

OT is sold by Universal Broadcasting

Co., operator of WISH-AM-TV Indianapolis,
WANE Ft. Wayne and WHBU Anderson, Ind.
Sale agreement was announced by Rev. Ed-
mund P, Joyce, secretary-treasurer of Michiana
and executive vice president of Notre Dame,
and C. Bruce McConnell, president of
Universal.

One Uhf on Air

uth Bend is served by one uhf station al-
realdy on the air, ch. 34 WSBT-TV, CBS-Du-
Mont outlet, and has no vhf service in the area.

WHOT’s operations will continue at its
prélsent downtown studios for the time being,
it was indicated, but it is anticipated that eventu-
ally the programs will originate from studios
onfcampus.

For some time,” Rev. Joyce said, “the Uni-
vel.isity of Notre Dame has planned to enter
the radio and television field. Through radio
an(il, perhaps, television at a later date, Notre

e, hopes to make its great resources for
edycation, information and entertainment avail-
ab‘e to the city of South Bend and the Michiana
arja.”
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GO-AHEAD ON NETWORK INVESTIGATION
AWAITS MEETING OF BRICKER COMMITTEE

Senate Commerce group has both authorization and funds to pro-
ceed with a study of the radio-tv networks. Committee is expected
to convene this week in perhaps its last closed session.

AN EXPECTED call by Sen. John W, Bricker
(R-Ohio) for a full-scale investigation of the
radio-tv networks [BeT, July 19] loomed closer
last week.

Although Sen. Bricker, the Senate’s can-
noneer on the project, avoided tipping his
hand on the timing of his proposal, it was
understood the word would be out officially
once the Senator could meet with his Senate
Commerce Committee.

As BeT went to press, such a meeting had
not taken place. At one point, Sen. Bricker
may have been close. That was Wednesday
when the Senate group prepared to meet in
closed session.

In the Senate chamber, tired legislators dozed
and debated. With only about 10 days left
before the desired date for adjournment, GOP
Leader William Knowland (R-Calif.) asked
committee chairmen to minimize committee
sessions and thus permit a turnout of Senators
on the floor. Sen. Bricker, complying with
the appeal, canceled the Commerce meeting.

This cancelation sparked speculation as to
the future course of action Sen. Bricker may
take. Most likely the Senate Commerce group
will hold this Wednesday what may be its last
closed door session before adjournment.

This reasoning placed the odds in favor of
Sen. Bricker springing his proposal before the
full committee this week. That is, if the
Senator goes through with his plan.

On the Books

While the mechanics for the investigation
remain to be worked out, preferably after an
official green light is given, the committee’s
authorization and funds are on the books, it
was learned.

According to spokesmen, the committee has
an estimated $90-95,000 of unspent money on
hand. A broad authority to probe just about
every agency and field under the committee’s
jurisdiction—and this includes communications
—was voted the group by the Senate earlier
in this Congressional session. In past years,
this renewal of authority has been routine.
The appropriation of about $100,000 was
coupled with the resolution permitting such
investigations.

Thus there are funds available to hire an
outside expert, which is understood to be Sen.
Bricker’s plan. Should the committee wish
to employ additional staff members, the un-
expended money also would take care of that.

Sen. Bricker, it is understood, has been re-
ceptive ‘to the hiring of an attorney who is
familiar with both communications and with
Congressional procedure. Robert F. Jones,
former Republican Congressman and FCC
Commissioner, who now is practicing law with
Scharfeld, Jones and Baron in Washington,
reportedly was to be tapped for the job. Sen.
Bricker has neither confirmed nor demied this
report. Meanwhile, he was quoted as being
very “serious” about the network probe.

The Ohio Senator looks to an investigation
which would parallel the uhf study insofar as
a what-makes-it-tick approach to a network’s
operation is concerned. Reportedly, Sen.
Bricker has in mind, among other things, the
affiliation problems which have arisen in post-
freeze years in tv.

The Senator has said formally on the floor

of the Senate, and in private, that the reason
for many failures of uhf operators can be laid
to the networks because they have “denied
programs” to the stations,

Along with this philosophy, Sen. Bricker has
pointed to the networks as having “grown to
dominate the broadcast field.”

FCC and Networks

These beliefs are what motivate the Bricker
bill (S 3456). His measure, which was intro-
duced a few months ago [B®T, May 17], would
authorize the FCC to license and regulate net-
works directly and on the same basis as indi-
vidual station licenses. It also is the proposed
legislation which would provide the guidepost
for the investigating committee.

The Bricker bill in full text follows:

That the Communications Aet of 1934, as
amended, is amended as follows:

(1) In Section 2 (a) after “radio stations”
insert “and the regulating of networks’;

(2) At the end of Section 8 insert the follow-
ing:

“(ee) ‘Network’ means any person who oper-
ates a system which, for the purpose of simul-
taneous or delayed broadcasting of identical
programs, in any way interconnects or affiliates
any two or more broadcasting stations™; and

(3) At the end of Section 303 insert the fol-
lowing:

“(s) Have authority to establish rules and
regulations and make orders with respect to net-
works and such of their activities as affect li-
censed broadcast stations to operate in the pub-
lic interest.”

The Bricker measure has been on the Senate
Commerce Committee’s agenda but it has never
been considered. For some time, Sen. Bricker
had let it be known that special hearings would
be called on the bill, once the uhf inquiry is
concluded. However, the latter study was de-
layed by Sen. Charles E. Potter's (R-Mich.)
participation in the Mundt Subcommittee hear-
ing of the McCarthy-Army controversy. This
%)n_utum delayed consideration of the Bricker

1.

Current plan is to set up either a special
committee or to leave it to the full committee
or the Communications Subcommittee (Potter
unit) to conduct the network investigation.
Preliminary study would be started as soon as
possible with the keel laid during the quiet days
immediately following Congress’ adjournment.

According to observers, a Bricker probe of
the network field could overshadow the uhf
study because it is understood the inquiry would
encompass a look at the networks themselves,
their affiliations, their status in current broad-
cast economics and their stake in uhf.

St. Louis Daytimer,
Five Other Ams Granted

A NEW 8t. Louis am daytime station on 1600
kc with 1 kw power was authorized by the FCC
last week.

The grant was' made to Sam Johns, doing
business as St. Louis Broadcasting Co. Mr.
Johns is owner of a Blytheville (Ark.) drive-in
restaurant, liquor“s_t_ore'and recreation parlor.
" Five other new standard daytime stations
were authorized: Cortez, Colo.; Warner Robins,
Ga.; Marksville, La.; Malden, Mo., and Long-
view, Wash. (For details sce For THE RECORD,
page 92.)
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Bill Proposes Study
Of Transatlantic Ty

THE POSSIBILITIES of a transatlantic tele-
vision system, among other things, would be
looked into by a nine-man commission pro-
posed under a Senate-approved resolution
passed by the House and sent to the President
last week.

The joint resolution (SJ 96) calls for a
Commission on International Telecommunica-
tions which would study global communica-
tions potentialities and report to Congress by
Dec. 31. Under a $250,000 appropriation,
the group would include two Senators named
by Vice President Nixon, two House members
named by Speaker Joseph W. Martin (R-Mass.)
and five other persons named by President
Eisenhower, including at least one each from
the telecommunications industry and the edu-
cational field.

Purpose of the group’s study would be to
encourage development and use of radio-tv in
fostering cooperation and mutual understand-
ing among free nations of the world, according
to a House report accompanying the measure.

The House report said it is now believed
engineeringly feasible to link the U. S. with
the rest of the world by television as it has
been by shortwave and cable, referring to
NARCOM (North Atlantic Relay Communi-
cations System) presently being considered by
technicians. The report added that more than
50 nations now are developing tv networks,
nd that tv’s impact overseas could become
greater than that of the radio-only Voice of
America.

The resolution had been passed last year
by the Senate after a Foreign Relations sub-
committee headed by Sen. Bourke B. Hicken-
looper (R-ITowa) at a hearing in New York
heard the projected NARCOM relay system
from North America to Europe described by
William Halstead, president of Unitel Inc.,
New York, a telecommunications and planning
firm [BeT, May 18, 11, 1953].

It was passed by the Senate last year [BeT,
July 27, 1953] and reported to the House by
that body’s Foreign Affairs Committee, but
not before Sen. Edwin C. Johnson (D-Colo.)
had stripped away implied powers which would
have authorized the Telecommunications Com-
mission to investigate tv not only overseas but
also domestically [CrLosep Cmrcurr, Aug. 3,
953]. The Johnson move was in the form of
an amendment which was accepted by the
Senate just before the resolution was approved.

House Acts to Investigate
Radio-Tv Campaign Funds

THE House last week adopted a resolution
providing for a special committee to investigate,
among other things, the amounts contributed by
individuals and organizations to purchase radio
and television time on behalf of candidates for
the House during this year’s election cam-
paigns.

The resolution (H Res 439), introduced by
Rep. C. W. (Runt) Bishop (R-IIl.), calls for
a five-man House group to look intoc House
candidates’ campaign expenditures. Rep. Bishop,
who introduced the proposal last Feb, 9, pre-
sumably will head the special group.

A second resolution (H Res 631) introduced
July 14 by Rep. Bishop would provide
$25,000 for the group’s work. Amounts pledged
to similar special committees before elections
in the four past congresses have ranged from
$25,000 to $40,000.
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STATE HEADS attending the Governors Conference at Sagamore Hotel, Bolton Land-
ing, N, Y., a fortnight ago helped to film one sequence for Tee OF with the Capital
District Pros, weekly golf show on WTRI (TV) Albany, N, Y. Before the camera (| to r):
Gov. Frank Lausche, Ohio; Gov. Dan Thornton, Colorado, who won WTRI's weekly
awards as “Golfer of the Week"”; Gov. Lawrence Weathersby, Kentucky; WTRI Sports
Director Steve Davis, and Gov. Arthur Langley, Washington.

INDUSTRY TO PRESENT ITS CASE
IN RADIO-TY COVERAGE CONTROVERSY

Senate rules group studying congressional hearing procedures will
hear from radio-tv representatives next week.

BROADCASTERS will have their chance at bat
next week before the Senate Rules subcom-
mittee now holding hearings on committee
procedures.

The subcommittee has scheduled Aug. 4 for
radio-tv industry testimony on whether radio
and television should be admitted to open con-
gressional hearings.

The Rules group, headed by Sen. William E.
Jenner (R-Ind.), has been seeking ways and
means to overhaul congressional committee
procedures, particularly those of investigating
groups. Some congressional testimony already
has been heard, pro and con, on the radio-tv
question (BeT, July 19, 12, 5].

Meanwhile, the House Government Opera-
tions Committee, counterpart of GOP Sen.
Joseph McCarthy's Senate Government Opera-
tions Committee, last Thursday modified its
rules on radio-tv coverage.

The changes allow witnesses to veto in ad-
vance their appearances before microphones or
tv and motion picture cameras, but not after the
hearing starts.

The modified rules also allow a majority of
a subcommittee to decide whether hearings
should be broadcast or telecast instead of the
unanimous vote formerly required. The rule
requiring a majority vote on radio-tv coverage
of full committee hearings remains unchanged.

Among hearings expected to be affected by
the new rules are those planned by Rep.
George H. Bender (R-Ohio), whose special sub-
committee is investigating alleged labor racket-
eering. Previously, one vote killed televising
of the hearings. Rep. Bender, running for the
Senate seat left vacant by Sen. Thomas A.
Burke (D-Ohio), plans to hold hearings in sev-
eral Ohio cities, but has set no dates.

Radio and television representatives sched-
uled to testify before the Jenner group Aug. 4
include Raphy Hardy, NARTB vice president
for government relations; Robert P. Hinckley,

ABC vice president; Davidson Taylor (tenta~
tive), NBC director of public affairs; Richard
Salant, CBS Inc. vice president, and a repre-
sentative from the Radio-Tv Correspondents
Assn.

Rep. George Meader (R-Mich.), added his
voice Jast Tuesday to those in favor of broad-
cast and televised hearings. He appeared before
the subcommittee and also spoke on the subject
on the House floor.

Proposing changes in § Res 253, Rep. Meader
said he not only felt television is a *“great
boon” in the governmental system, but believed
witnesses should have no say-so about whether
they are to be televised. The committee itself
should exercise this decision at its own discre-
tion, he said. S Res 253, offered by Sen.
Prescott Bush (R-Conn.), would give witnesses
the privilege of refusing radio-tv coverage at
Senate committee hearings.

All Should Be Admitted

Referring to television coverage, the Michigan
Congressman said, “If hearings are public, then
recognized media should have reasonable oppor-
tunity to observe and report what is a matter
of public interest.”

“Television is here to stay and will not long
be held back, even by a Senate rule,” he de-
clared. He said he “cannot accept the view
that tv is a form of punishment,” and that if a
witness is embarrassed by telecasting equip-
ment, he should be equally or more embarrassed
by the presence of committee members.

“Television and broadcasting are far less
susceptible to distortion than second hand ac-
counts,” he said in an apparent reference to
newspaper reporters.

Rep. Meader said he had recommended to
Rep. R. Walter Riehlman (R-N. Y.), chair-
man of a House Military Operations Subcom-
mittee, that the rules of the parent Government
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Tv Veterans to Testify

TWO of the main causes of all the furor
about congressional committee proce-
dures—Sen. Joseph R. McCarthy (R-
Wis.), chairman, and Roy M. Cohn, re-
cently resigned chief counsel of the Sen-
ate Permanent Investigations Subcom-
mittee—will take their turn before the
Jenner Rules subcommittee tomorrow
(Tuesday). It was largely the tactics of
the Senator and his aide during Mec-
Carthy Subcommittee hearings which
stirred to a boiling point in Congress such
questions as radio-tv coverage, protection
of witnesses and the number of commit-
tee members who must be present at a
committee hearing.

Operations Committee on radio and tv be
changed.

The Michigan Republican, a member of
the subcommittee, cited his July 16 letter to
Rep. Riehlman in which he suggested the
changes which were made by that committee
Thursday allowing a subcommittee majority to
control radio-tv coverage of hearings.

Rep. Meader’s letter was placed both in the
record of the Jenner Subcommittee hearing
and that of the House. House Government
QOperations Committee Chairman Clare E.
Hoffman (R-Mich.), during discussion on the
House floor, said he agreed with his Michigan
colleague that television will expose the “ham”
as well as promote good qualities, so that “in
the end,” radio-tv gives an “accurate picture
of just exactly what is going on.”

Rep. Kenneth B. Keating (R-N. Y.), in
testimony Wednesday before the Jenner Senate
group, said he felt witnesses should not be
required against their will to testify in front
of cameras and microphones. Rep. Keating
is chairman of a special House Judiciary Sub-
committee investigating the Justice Dept.

The subject of televising and broadcasting
all congressional activities was discussed July
18 by three Washington, D. C., attorneys in
a forum program on WWDC Washington,

Ellsworth on Coverage

RADIO AND TV ought not be per-
mitted to cover sessions of Congress.
They should be welcome at committee
hearings if individual committee chair-
men beckon, but a- witness should not be
subjected to camera and microphone if
he objects. This is what Rep. Harris
Ellsworth (R-Ore.) told BeT after taking
an independent look at committee pro-
cedures. Rep. Ellsworth, a member of
the House Rules Committee, returned
about two weeks ago from a trip to
England and West Germany. While in
England, he visited the Parliament, pri-
marily with an eye to how investigations
are conducted there. Asked by BeT to
comment how the British feel about
radio-tv access to legislative proceedings,
the Congressman noted broadcasts of
chamber or committee proceedings in
Britain “just are not done.” Rep. Ells-
worth is a broadcaster-publisher with
mnterests in KRNR Roseburg, KFLW
Klamath Falls and KYJC Medford, all
in Oregon,
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under auspices of the Junmior Bar Conference
of the D. C. Bar Assn.

John B. Kenkel of the law firm of Miller
& Schroeder said broadcasters and telecasters
are not asking Congress to stage “a dramatic
presentation,” but are asking only to be ad-
mitted on the same basis as other media “to
promote an informed citizenry and give the
public a true picture of Congress at work.”

He said costs would preclude extensive cov-
erage unless sponsorship is permitted, adding
his belief that the integrity and responsibility
of broadcasters could be depended on in con-
trolling the commercial content of such pro-
grams and that the dignity of proceedings would
not be affected.

John E. Hartshorn, of Cummings, Stanley,
Truitt & Cross, took the opposing view. He
said the melodramatic atmosphere some feel
has been present at televised proceedings in
the past may be strong enough to weigh against
the admitted interest and widened attention
gained by television. He said he opposed
commercial sponsorship.

Attorney Robert J. Annis, who was moder-
ator, explained the problem is not limited to
investigating committee hearings but includes
the entire legislative process.

Lamb Hearing Postponed
By FCC Examiner

Case is delayed until Sept. 15
as the Senate Interstate & For-
eign Commerce Committee in-
dicates Ohio broadcaster is en-
titled to a ‘bill of particulars’
on FCC charges.

THE SENATE Interstate & Foreign Commerce
Committee stepped into the fringes of the
Edward Lamb controversy before the FCC last
week and sent the Commission a letter which
indicated that members of the Senate group are
“unanimous” in feeling Mr, Lamb is entitled
to a “bill of particulars” on the FCC charges
[CLosep Cmcurt, July 19, 5]. The FCC case,
originally set for July 28, has been postponed
to Sept. 15, at the request of Mr. Lamb’s
counsel.

FCC ordered hearing on the license renewal
of Mr. Lamb's WICU (TV) Erie, Pa., to de-
termine if Mr. Lamb earlier made false repre-
sentations to the Commission that he never had
communist associations, which he continues
firmly to deny.

Mr. Lamb appeared before the Senate com-
mittee to protest the confirmation of Comr.
John C. Doerfer for another term on the FCC
on the ground Mr. Doerfer was the “key” to
Mr. Lamb’s problems. Mr. Doerfer denied
the allegations and was unanimously confirmed
[BeT, July 5, June 28].

Signed by Chairman John W. Bricker, the
Senate committee letter noted Mr. Lamb testi-
fied he did not expect the Commission to grant
him a bill of particulars in advance of the
WICU hearing originally scheduled to begin
this Wednesday. The letter continued:

This Committee does not hear appeals from
the FCC nor does it try, in advance, to tell it
what to do. Nevertheless, the Committee mem-
bers are unanimous in feeling that counsel for
WICU is entitled to receive reasonably in ad-
vance of July 28, the equivalent of a "bill of
particulars,” specifying e charges to be pre-
sented and naming the witnesses to be called.

The Committee anticipates that the Commis-
sion’s action will be in harmony with this view.

FCC Examiner Herbert Sharfman, designated
by the Commission to preside over the WICU

renewal hearing, on Tuesday granted postpone-
ment of the case until Sept. 15. The delay will
permit handling of procedural and other pre-
liminary arguments, as well as allow time for
FCC to consider issuance of a bill of par-
ticulars as a result of the Bricker letter.

A few days earlier, the U. S. Court of
Appeals in Washington turned down Mr. Lamb
in his request that the temporary stay against
the Commission holding a hearing on the
communist charge be continued until a court
decision on his appeal. Mr. Lamb appealed
from Federal Judge Edward A. Tamm’s denial
of his request for an injunction to prohibit the
FCC from holding its hearing [BeT, July 19,
June 21}. Judge Tamm, however, issued a
temporary stay against the FCC until Mr. Lamb
“perfected” his appeal. This was done two
weeks ago when he filed the required papers
in the Appeals Court.

Kennedy Bill Would Exempt
Radio-Tv From Lobbying Act

THE FEDERAL Lobbying Act would be re-
written with radio-tv exempted from its provi-
sions in the same manner that newspapers and
other publications are free from registration
penalties under a bill (S 3775) introduced by
Sen. John F. Kennedy (D-Mass.).

Sen. Kennedy offered his measure last Mon-
day.

The Lobbying Act as written now is not
specific about radio-tv although there is little
chance that radio-tv operators would be held
to be “lobbying” because of opinion on Con-
gressional measures expressed on the air.

The section proposed by Sen. Kennedy: Reg-
istration would not apply to “a newspaper, a
regularly published periodical or a radio or tele-
vision station (including an owner, editor, pub-
lisher or employe thereof) which in the ordinary
course of business publishes, broadcasts or tele-
casts news items, editorials or other comments,
or paid advertisements, which urge the passage
or defeat of any legislation, if it, its owner, pub-
lisher, editor or employe, engages in no activities
in connection with the passage or defeat of such
legislation other than appearing before a com-
mittee of either House of Congress or any joint
committee thereof, . . .”

The bill was referred to the Senate Judiciary
Committee.

Sen. Kennedy admitted the bill had little
chance during this fast-ending session of Con-
gress but said he was offering the bill now to
permit study and possible action next year.

Bills to Protect FBl Name

LEGISLATION has been introduced in both
Houses of Congress to protect the name of
the Federal Bureau of Investigation from com-
mercial exploitation by broadcasts, telecasts,
motion pictures, plays and the like. Sen. Pat
McCarran (D-Nev.) last week introduced his
S 3769 and Rep. Chauncey W. Reed (R-IIl.)
on July 15 his HR 9921 to that effect. Both
proposals, to amend Sec. 709 of Title 18 of
the U. S. Code, have been referred to each
chamber’s respective judiciary committee.

FCC Revises Forms

REVISION of application forms for use in the
experimental tv, international, experimental
facsimile and developmental broadcast services
were announced last week by FCC, effective
Sept. 1. Forms 309, 310 and 311 are simplified,
FCC said, while Forms 312 and 318 are deleted.
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FCC Anti-Red Rule
Draws Mixed Comment

Measure will bar from licenses
communists or those ‘not of
good moral character.’

MIXED reaction was evidenced last week in
the handful of comments filed on FCC’s no-
tices on proposed rule making to declare in-
eligible for commercial and amateur operator
licenses anyone who is a communist or “not
of good moral character” [BeT, June 21, 14].

The proposals represent an effort by the
Commission to tighten communication security
in cooperation with Sen. Alexander Wiley
(R-Wis.), chairman of thc Senate Foreign
Relations Committee and its subcommittes on
espionage, sabotage and subversion.

Involving modification of Parts 12 and 13
of the Commission rules, the proposed changes
would make ineligible to hold a license “any
person who is a member of the Communist
Party or any organization which has been
required to register as a Communist-action or
Communist-front organization under provisions
of the Internal Security Act of 1950, or any
organization which advocates or teaches the
overthrow of the U. §. Government or the
government of any political subdivision thereof
by [force or violence.” FCC also would license
only those of “good moral character” and
WOP]d not license any person convicted of a
felony.

Support for the proposals was indicated by
National Assn. of Broadcast Enginzers & Tech-
nicians (CI0), Cecil E. Smith, manager-chief

GOVERNMENT

engineer of KUOA Siloam Springs, Ark.,, RCA
Communications Inc., Lake Carriers Assn.,
American Merchant Marine Institute and a
number of amateurs and “ham" clubs. Other
amateurs, however, qusstioned the proposals
in part or in whole.

FrienZs Committee on National Legislation
{Quaker group) urged FCC not to adopt the
rules without a full scale hearing as the rules
may constitute a “siringsnt and unnecessary
curb on the freedom of expression.”

Conference of American Maritime Unions
poted extensive security provisions already are
in fcree by other agencties covering seamen and
urged withdrawal of the proposals or an order
for public hearing.

American Communication Assn. attacked the
proposais as applying for the first time a “polit-
ical test” to the 800,000 persons who hold
licenses. ACA contended “serious questions of
statutory and constitutional authority are
raised.”

American Civil Liberties Union pointed out
the “lovalty cath” would not deter espionage
agents from using radio facilities and *“the min-
imal ccntributions the oath would make to
szcurity must be weighed along with its in-
fringements on civil liberties.” The risks to
civil liberties arc so great, ACLU said, that the
proposals should not be adopted.

Pacifica Foundation, operator of KPFA (FM)
Berkeley, Ca'if., “the listener sponsored sta-
tion,” rajected the proposals as “unconstitu-
tional ani an unwarranted extension of regula-
tory power.” KPFA held the proposals violate
the Communications Azt's ban on FCC's power
to censor or interfere with free speech in radio.

Pcinting to ths fact that in America “the
right to control ong’s own business and prop-

erty and the right to hold one’s own religious
and political opinions” have always been funda-
mental, KPFA concluded that “subject to the
professional and technical standards of the
Commission, Pacifica Foundation . . . stands
by its right to select and employ engineers and
operators of its own choice, based solely on
their professional competence, and not subject
to discriminatory and irrelevant tests of
opinion.”

First Tall Tower Report
To Be Submitted Aug. 16

DRAFT of a report recommending the im-
provement of existing tall tower lighting and
marking standards, now being written by a
subcommittee of the special study group of
the Washington Air Coordinating Committee
[BeT, July 5], will be submitted to the mem-
bers of the working committee Aug. 16, it was
learned last week.

If approved then, it was explained, the re-
port will be submitted to members and asso-
ciate members of the full committee Aug. 23.

The report, which is considered as winding
up the first phase of the study, is based on
consideration of the hazards to air navigation
of tall towers, particularly tv structures, and
supporting guy wires. It calls for the working
group to take up methods of improving present
lighting and marking standards, including means
of identifying guy wires. At a public hearing
last month, only two witnesses appeared, both
seeking more stringent standards for tall struc-
tures. These were Frank B. Brady, represent-
ing the Air Transport Assn., and Col. A. B.
McMullen, National Assn. of State Aviation
Officials.
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Hearing Rights Safequarded by Appellate Court

N the only two cases which have been decided

by the U. S. Court of Appeals in the last

18 months involving the right of the FCC to

deny petitions or protests without a hearing—
the Commission has had its knuckles rapped.

The appellate court ruled in both the Zenith
and Camden, Ark., cases that the Commission
must give protestants a hearing if there is any
possible chance they might be hurt—or, the
court implied, the FCC must give much more
serious consideration to the reasons for turning
down such requests than it has in the past.

In the Zenith case—involving ch. 2 in Chi-
cago—the FCC dismissed that company’s appli-
cation on the ground it had not participated in
the allocation proceeding or in the renewal and
transfer hearings regarding the then WBKB
(TV) on ch. 4. Zenith appealed to the court,
based its case on the law which forbids the
Commission to deny an application without a
hearing,.

The court held that Zenith was right. Zenith
is now engaged in a hearing with CBS (whose
WBBM-TV is operating on ch. 2 in Chicago)
for that frequency. The court refused to give
Zenith a stay against WBBM-TV’s move from
ch. 4 to ch. 2, but permitted CBS to move its
Chicago tv outlet to the lower channel tem-
porarily pending the outcome of the Zenith
litigation.

In the Camden, Ark., case, the Commission
had granted the sale of KPLN in that city and
denied a protest by KAMD, also operating in
that city. KAMD appealed, and the court in a
decision two weeks ago said it was obvious that
both stations were competitive and that KAMD

had claimed economic injury which “was
sufficient o identify it as a party in interest.”
A hearing on KAMD’s protest is required, the
court said.

N the only other case, which has moved

through the court, the Commission itself
backed out of defeating its position in turning
down a protest. WGRD Grand Rapids protested
the grant of Muskegon, Mich., ch. 35to WTVM
(TV). After the Commission denied its protest,
WGRD appealed and asked for a stay. The
stay was denied, but immediately thereafter,
after the Justice Department refused to accept
the Commission’s reasoning that WGRD was
not a party in interest, the Commission asked
the court to remand the case for a hearing.

In seeking a stay order from the courts,
appellants must convince the judges that they
will suffer real harm if the action they are con-
testing is altowed to go into effect immediately,
that the public will not suffer if a stay is granted,
and that there is a good possibility they may
win their case.

Although the granting of a stay does not in-
dicate the outcome of the final decision on a
case, it does mean that there may be some merit
to it. Therefore, the court’s actions in requests
for stays might be considered a straw in the
wind.

In the St. Louis ch. 11 case, KSTM-TV, an
existing uhf station on ch. 36 in that market,
applied for that vhf wavelength. The Commis-
sion refused to accept the application on the
ground that it could not file for a new facility
in the same city in which it held a grant. The
court granted the request for a stay, but gave
the FCC alternatives which permitted the ch. 11

hearing to commence with one of the issues the
right of KSTM-TV to have its application ac-
cepted.

In the Spartanburg, S. C,, case, the Commis-
sion granted WSPA-TV on ch. 7 there the right
to move its transmitter location to a site nearer
Greenville, S. C. The first authorization was
temporary. This was protested by uhf stations
WAIM-TV Anderson, S. C., and WGVL (TV)
Greenville. The court granted the stay. The
Commission then granted the Spartanburg sta-
tion a permanent modification of its CP to
locate its transmitter near Greenville. Again
the uhf stations protested, and again the court
granted the stay.

N the other hand, and just to ensure that

nobody gets any idea that any and all re-
quests for stays will be granted, the court has
denied stays to (1) ch. 54 WTVI (TV) Belle-
ville, 11, (St. Louis) whose application to change
to ch. 4 was refused by the Commission on the
ground that it was filed after the 30-day “um-
brella” provision; (2) to uhf WCAN-TV Mil-
waukee against the Commission’s allocation of
ch. 6 to Whitefish Bay, Wis.; (3) to KOA Den-
ver which is battling the FCC’s grant of frequ-
ency change and power boost to KOAT Albu-
querque, and (4) to WSAY Rochester, N. Y.,
which sought an impounding of profits of share
time tv stations WHEC-TV and WYET-TV in
that city.

The 30-day rule is an FCC regulation which
prohibits the filing of a competing application
less than 30 days before the hearing begins.
It is designed to serve as a cutoff date so that
applicants can go to hearing with certain knowl-
edge of who their competitors are. This “um-
brella” was extended to 60 days in the Commis-

.ston’s new hearing procedures issued two weeks

ago [BeT, July 19].
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For 32 years WGY has been The Radio
Voice of the Great Northeast, daily
serving 878,130 radio families

in 53 counties of Eastern New
York and Western New England.
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GOVERNMENT

SCHARFELD QUESTIONS HEARING METHODS

New procedures of FCC doubt-
ed by chairman of ABA com-
mittee on communications.

GRAVE doubts that the FCC’s new hearing
procedures [BeT, July 19} will work out sat-
isfactorily were expressed last week by Arthur
W. Scharfeld, chair-

man of the Com-
mittee on Commu-
nications, Adminis-

trative Law Section,
American Bar Assn.

In a last minute
supplement to his
31-page yearly re-
port, Mr. Scharfeld,
senior member of
the Washington law
firm of Scharfeld,

Jones & Baron,
termed certain fac- MR. SCHARFELD
tors in the new

hearing methods “a retreat to a position further
back than that taken prior to the establish-

ent of the points of reliance system.” He
said that the new rules do not meet the full
requirements of Sec. 309 of the Communica-
tions Act or the aim of the President’s Con-
ference on Administrative Procedure.

7'['he FCC's new hearing procedures call for
a' written affirmative case and eliminate the
“points of reliance” requirement which has
caused a lot of contention,

In discussing the new written presentation
for direct examination, Mr. Scharfeld called
attention to the Commission’s qualification
that oral examination will be permitted to
“explain” the direct testimony. This, Mr.
Scharfeld contended, is a loophole which will
cause contests on what is an “explanation” as
against its “amplification.” The Commission
specifically ruled out oral “amplification” of
written presentations,

'Written presentations, Mr. Scharfeld said,
resulted in the loss of the creditability factor
and the appearance and presentation judg-
ments possible only with personal testimony.
It could result, he said, in “canned” testimony
and the substitution of literary talent for
kpowledge of the principals.
er. Scharfeld also felt that the lack of a

|

Sponsor Apologizes

CAPITAL Transit Co., Washington, D.
C., which sponsored news commentator
Drew Pearson on WTOP-TV Washington,
has apologized to Sens. Styles Bridges (R-
N. H.) and Herman Welker (R-Idaho}
for statements made about the two Sena-
tors during Mr. Pearson’s June 20 tele-
cast. Letters of apology from the firm’s
president, J. A, B, Broadwater, placed in
the Congressional Record last week by
Sen. Barry M. Goldwater (R-Ariz.), said
Mr. Pearson’s statements did not reflect
the views of Capital Transit and that the
firm does not intend to renew its contract
with the Washington commentator,
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requirement for specification and particulari-
zation in advance of hearings will permit sur-
prise testimony “with consequent unfairness
as well as delays . , .”

The bulk of Mr. Scharfeld’s report is a
discussion of Commission actions during the
past year, with significant emphasis on pur-
ported inconsistencies.

The Commission has gone too far in per-
mitting competing media to become “parties
in interest” in protest cases, Mr, Scharfeld said.
He also said the Commission has been incon-
sistent in granting standing as a protestant to
one party who did not meet the requirements
of spelling out the facts and charges relied on
with specificity, yet denying it to another party
which did meet that criterion., Mr, Scharfeld
also questioned the legality of oral argument
on protests rather than full “evidentiary” hear-
ings. Maybe the Commission is seeking to
minimize the impact of a protest on the early
establishment of tv service, Mr, Scharfeld sug-
gested, and then added:

“To minimize, however, is also to nullify;
what Congress giveth, the Commission taketh
away.”

EDUCATIONAL TV
GRANTED AT TULSA

THE 32nd noncommercial educational tv
grant was issued by the FCC last week to
Oklahoma Educational Tv Authority for vhf
ch. 11 at Tulsa, This is the second noncom-
mercial educational grant in as many weeks.

The new tv station will operate with effective
radiated power of 75.9 kw visual and 45.7 kw
aural with antenna height above average ter-
rain of 1,270 ft. The application disclosed
that the grantee proposes to lease its transmitter
site from vhf c¢h. 6 KOTV (TV) Tulsa.

Foundation Quiz
Under New Attack

A SPECIAL House Committee which has
ground to a stop in its investigations of tax-
exempt foundations ran into new criticism that
the special group itself be investigated.

Rep. Jacob K. Javits (R-N. Y.) last week
proposed that the House Rules Committee in-
vestigate the special group headed by Rep.
Carroll Reece (R-Tenn.) Rep. Reece has
charged the Ford Foundation, which finances
the Tv-Radio Workshop, of appropriating $15
million “to ‘investigate’ the investigating powers
of Congress.” Mr. Reece’s committee also had
been considering taking (estimony from the
H. L. Hunt-financed Facts Forum, producer of
several radio-tv shows [BeT, June 7, May 31,
17]. The committee ended its public hearings
after a series of stormy sessions,

If Rep. Javits’ proposal is approved, it would
call on the Rules Committee to recommend
probing the Reece Committee.

Meanwhile, a proposal by Sen. Pat McCarran
{D-Nev.) affecting foundations was killed last
week by a Senate and House joint conference
committee.

Sen. McCarran’s amendment adopted July 1
as an amendment to the omnibus tax reform
bill, would have ended the tax-free status of
foundations which contributed to “subversive”
organizations or their members.

Foundations had argued that inadvertent

violations of this ban could not have been
avoided.

Paul G. Hoffman, board chairman of the
Fund for the Republic Inc., set up as a separate
operation by the Ford Foundation and against
which Rep. Reece’s remarks were directed, last
week denied the charges saying the Fund is com-
pletely independent of the Ford Foundation.

Ex-Sen. Moody Dies;
Was Radio-Ty Moderator

FORMER radio-tv forum moderator and ex-
U. S. Senator Blair Moody, Michigan Demo-
crat, died last Wednesday at University Hos-
pital, Ann Arbor, Mich. He was 52, Mr.
Moody, who was to resume his campaign for
the Democratic senatorial nomination, planned
to run against Sen. Homer E. Ferguson (R-
Mich.) in November. Only a few hours before
his death, Mr. Moody’s campaign headquarters
had issued a statement reporting he was recu-
perating from an attack of virus pneumonia.

Before being appointed in 1951 to the Senate
by Gov. G. Mennen Williams, to fill the unex-
pired term of the late Sen. Arthur H. Vanden-
berg, Mr. Moody moderated for six years a
radio-tv program, Meet Your Congress. He was
Washington correspondent for the Detroit News
for 18 years before entering the Senate. He
was defeated in 1952 for election to the Senate
in his own right by Charles E. Potter (R-Mich.),
then a House member and currently chairman
of the Senate Communications Subcommittee,
Mr. Moody held a 10% minority interest in
Independent Tv Inc., applicant for a tv ch. 6
outlet at Whitefish Bay, Wis. He also was 14%
stockholder in Independent Newspapers Co.
and 10% in Leader Newspapers Inc.

Fetzer Answers FCC
On Lincoln Transfer

TRANSFER of ch. 12 facilities of KOLN-TV
Lincoln, Neb., from John E. Fetzer interests
to a trustee, with eventual operation by the
U. of Nebraska, does not involve violation of
FCC’s duopoly rule, the Commission has been
informed in letters answering FCC's McFar-
land letter indicating a hearing on the bid may
be necessary [BeT, May 17, March 291

Mr. Fetzer, whose purchase of ch. 10 KFOR-
TV Lincoln was approved by FCC upon dis-
position of the ch, 12 facilities, told the Com-
mission the purpose of first transferring the ch.
12 facilities to a trustee was to expedite a switch
of KOLN-TV to ch. 10 since the university was
not prepared to assume direct ownership at this
time.

He indicated that although his firm will pro-
vide for operation of the transmitter and supply
studio facilities and other services, actual pro-
gramming functions and responsibility will be
assumed by the trustee in cooperation with the
U. of Nebraska. Mr, Fetzer said he would not
permit himself to be put in any position to
influence policy or programming.

His explanation was affirmed by the trustee,
Byron J. Dunn, a local banker, and by Clifford
M. Hardin, chancellor of the school. Mr. Har-
din wrote FCC that the school's board of
regents has approved appointment of a tele-
vision committee to consult and cooperate with
Mr. Dunn in program operation of the station,
providing student and faculty services as well
as other school facilities.
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GOYERNMENT

House Unit Hits Air Force
On RCA Radio Contract

THE Air Force last week came under fire from
a House subcommittee which charged it with
contracting with RCA for some $100 million
in radio equipment which the congressmen said
has proved unsatisfactory.

In a House Military Operations subcommit-
tee report released by Rep. R, Walter Riehlman
(R-N. Y.), the Air Force was criticized sharply
for ordering in large quantities long-range send-
ing and receiving sets (transceivers) for air-
craft, before the equipment had been “com-
pletely developed or tested.”

The report was approved by the full House
Government Operations Committee,

The subcommittee said the Air Force in De-
cember 1950 ordered 307 of the transceivers
from RCA, later increasing the contract to
3,900 sets for an estimated $54 million. A
second contract for 1,843 sets plus test equip-
ment at a cost of $38 million was awarded in
April 1953, despite serious and obvious defects
in the sets, the report said. The latter contract
was cancelled three weeks ago.

Some 790 sets had been delivered by last June
30, the report said, The subcommittee charged
“complete reliance” by the Air Force on the
F(nproven model and said at times during the

orean crisis numerous aircraft were without
iong-range equipment. ‘The Air Force now is

sing substitute equipment, the report said.

‘ RCA officials in New York declined comment
except to refer to a section of the subcommittee
report which said “there was no evidence re-
hecting upon RCA’s integrity or upon its good
faith in its effort to solve these difficult en-
gineering problems.”

Commission Approves Sales

Of Five Station Properties

SALES of WHAR Clarksburg, W. Va.; WKYR
Keyser, W. Va.; KLIL Estherville, Towa; WKAI
Macomb, ., and WHYN-AM-FM-TV Spring-
field, Mass., received FCC approval last week.

WHAR and WKYR were purchased by
Robert K. Richards, NARTB administra-
tive vice president, and Walter Patterson,
former general manager of WKHM Jackson,
Mich. Each will be one-half owner of the
stations. Sale price of the WHAR facility was
$90,000, while WKYR exchanged hands for
$45,000 [BeT, May 24].

Mr. Richards is planning to start a public
relations practice in Washington Oct, 1.

In another two-station sale approved last
week, WKAI and KLIL were sold to Dr.
Edward Schons and William E. Schons. WKAI
was sold by the Macomb Broadcasting Co. for
$22,028. Consideration for the KLIL facility
was $19,000. Messrs. Edward and William E.
Schons, associated in the ownership of WDUZ
Green Bay, Wis.,, and WMAW Menominee,
Mich., make the purchase as 50% owners each.

In Springfield, 50% interest in WHYN-AM-
FM-TV was sold to Republican Television Inc.
for $250,000. Republican Tv Inc. is owned
by employe pension funds of the Springfield
Daily News, Republican and Union. Remain-
ing WHYN principals own the Holyoke Tran-
seript and North Adams (Mass.) Transcript
[B®T, March 8].

GOVERNMENT PEOPLE

Bob F. Allison, director of newsreel dept.,
KTTV (TV) Hollywood, on leave of absence
to head television production for Republican
National Committee in Washington.

George E. Sterling, FCC Commissioner, vaca-
tioning at Maine home through end of month.

Page 58 o July 26, 1954

STATIONS

KWTV (TV) CHARGES ‘FOUL’ IN ROW
WITH OKLAHOMA CITY RIVAL WKY-TV

KWTYV says its competitor violated confidential information, showed
lack of ethics. WKY-TV says the charges are naive and unfounded.

AN INTRA-VHF controversy developed last
week as an aftermath of the Senate uhf inquiry
{B®T, June 7, et seq] when Edgar T. Bell,
general manager of KWTV (TV) Oklahoma
City, complained that WKY-TV there had un-
fairly used information supplied, on request, to
the joint vhf industry committee that took part
in the Potter hearing.

Mr. Bell notified members of the vhf com-
mittee that he felt a “complete lack of ethics
and a violation of confidence” existed in the
use of KWTV's information by WKY-TV.

In reply, Hoyt Andres, assistant station
manager of WKY-TV, told B®T the Bell
charges were “naive and unfounded” and that
the information was a matter of public record.

Two members of the informal vhf committee
—Paul R. Bartlett, KFRE Fresno, Calif.,, a tv
applicant, and Hugh Halff, WOAI-TV San An-
tonio—<riticized competitive use of the KWTV
data in reply to B®T requests for comment.

Mr. Bell’s July 17 letter to members of the
vhf group said the incident pointed up “re-
luctance of individual stations to cooperate in
industry projects,” He enclosed photostats of
wires and correspondence relative to the Senate
hearings.

He recalled that a May 28 telegram from the
vhf group sought data about set circulation,
program resources, economic support and finan-
cial matters. Pierson & Ball, Washington
attorneys, represented the vhf group. The
KWTYV letter, he continued, outlined difficulties
at the time the station first went on the air,

KWTV (TV) Oklahoma City General Man-
ager Edgar T. Bell (I) and Brooke Loring,
station’s personality, seem none the worse
from their 560-ft. on-the-air inspection of
the station’s partiaily-completed 1,572-
foot tower. The trip was made by way of
the cable-elevated cage (rear) during the
Brooke Loring at Home show with a micro-
phone carried in the cage and tv camera
shots made on the ground with a tele-
photo lens. With them is Roy Mizell,
construction superintendent, who rode
atop the cage.

including the set adjustment problem in a
market that had only one station for several
years,

At this point Mr. Bell charged competitive
use of his material. “The final inclosure,” he
wrote, “a copy of a memorandum ‘To All Katz
Associates’, signed by John Haberlan of WKY-
TV, is the result of your request to me, and my
provision of information requested for the over-
all good of the industry. Aside from the fact
that the portion of my letter which is quoted is
taken out of context, it is my opinion Mr.
Haberlan’s letter displays a complete lack of
ethics and a violation of confidence.

“We understand, of course, that anything
introduced in a hearing such as this is public
property. We are quite concerned, however,
about the propriety of an industry committee
asking information of an industry nature from
stations and then allowing a member of the
committee to use portions of such information
for competitive purposes. Especially is this
true, when the information referred to existed
during the first 30 to 60 days of our operation
and is not of a current mature. . . ."”

KWTV Compiaint

Mr. Bell’s complaint included a photostat of
a letter “To All Katz Sales Associates” under
the WKY-TV letterhead and dated June 21.
After observing that P. A. Sugg of WKY-TV
had just returned from the Potter hearings, the
letter over Mr. Haberlan’s signature said:

“We suggest you use the following factual
excerpts from Edgar T. Bell’s letter on all com-
petitive problems:

“*KWTV found with the operation of ch. 4,
during the four years prior to our ch. 9,
made a problem for many viewers in our Class
B and fringe areas. These people had all in-
stalled low-band ch. 4 antennas. We will meet
this situation again when we start our operation
from our 1,572-foot tower. In other words,
thousands of television set owners have found
for the best reception in the outlying areas, that
the installation of a ch. 9, or high-band antenna,
or the installation of an all-service antenna, is
advisable for the best reception®.”

The photostat of the WKY-TV letter in-
cluded this sentence: “Here is a frank state-
ment, with pertinent confession underlined,
from the general manager of KWTYV that says
they're presently encountering antenna problems
in their Class B area. . . ."”

Mr. Andres’ statement to BeT of the WKY-
TV position follows:

“Mr. Rell’s implication that Mr. Sugg made
unethical use of his station’s data is both naive
and unfounded. In the first place the vhf group,
as the original telegram states, was informal
and unorganized. Mr. Sugg had no more
stature or responsibility in this group than did
Mr. Bell or any other station operators.

“The telegram particularly requested infor-
mation with respect to set circulation, program
resources, economic support and a statement
on money risked and losses incurred, Mr. Bell’s
statement went beyomd this and included ad-
mission of difficulties in respect to low-band
and high-band antennas. . . . It seems curious
that he (Mr. Bell) should expect to submit to
a Senate subcommittee information which
promptly became public record available to
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BROADCASTING

vooo Thhe Measure of 2 GM
W EN GZAW Radio Station

MANAGEMENT

WTAG was Central New England’s first radio
station. Through 30 years of successful opera-
tion, it has maintained its *““first’ position.

Managerial reponsibilities today include direction
of a staff of 60 people—with active participation
not anly in its own field, but in the local affairs of
civic, social and husiness groups.

WTAG is associated with the Worcester Telegram
and The Evening Caszette;itisa Basic CBS affiliate.

FACILITIES

With power — 5,000 watts —
and frequency —580 kilocycles,
WTAG has the right comhina-
tion for blanketing the Central
New England area. It has sepa-
rate FM and AM transmitting
stations in ideal locations.

A modern,completely equipped
mobile unit provides on-the-
spot production.

Its main office is in the central

business section of Worcester, with three studios,
and facilities for tape recording and transeribing.
WTAG is technically self-sufficicnt, with an
auxiliary transmitter and standby generators.

PROGRAMMING

Central New England’s population of 1,029,110
is unusually diversified in its living and work
habits. They like programs with local flavor,
and WTAG provides them, with nearly half of its
weekly 122 broadcast hours locally produced.

To personalize these programs. WTAG has men
and women specialists of long-estahlished popu-
larity in women’s aflairs, sports, classical and
popular music, agriculture, cooking, civic affairs,
children’s interests.

Four experienced newsmen devote full time to
news coverage. with access to material from the
AP and 200 correspondents of the WWorcester
Telegram and The Erening Gasetle.

A program publicity director rounds out WTAG’s
excellent program facilities.

® TELECASTING

PUBLIC SERVICE

WTAG is unsurpassed in the areas of public serv-
ice which arc of proven value to Central New
Englanders.

Over 6,000 station hreaks and nearly 400 hours of
community promotion are provided annually by

WTAG.

A full-time Community Service Director plans
and produces material covering worthy subjects
and is available for liaison work in community
projects.

MARKET

Diversification and stability
through industrial expansion,
agricultural prominence, cul-
tural and sacial activity make
Central New England a pros-
perous area.

Worcester, third largest New
England city, is the focal point
of this 19th U.S. industrial
area, with consistently high re-
tail sales — now $1,087,596,296.

The facilities of a WTAG market research analyst
are at your service.

Only WTAC represents the fullest potential in

the self-contained, responsive market that is

Central New England.

Measure of a great Radio Station

Represented by

THE HENRY L CHRISTAL CO.,INC,
NEW YORK, BOSTON, CHICAGQ, DETROIT, SAN FRANCISCO
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the trade press, the tv industry and public at
large, and yet have this information at the
same time remain a guarded competitive secret.

“Mr. Bell has made extensive use of data
which WKY-TV submitted to the FCC. Since
such information is likewise a matter of public
record WKY-TV has not attempted to imply
unethical behavior on Mr. Bell’s part because
of his conversion of public records to com-
petitive use.

“The copy of Mr. Bell’s letter was obtained
in Washington through the same channels avail-
able to the press and public at large. To imply
that Mr. Sugg used an informal industry group
to obtain material of a competitive nature
which was not at the same time available to
any other person merely for the asking is an
attempt on Mr. Bell’s part to make amends for
a carelessly prepared statement. In the many
instances of industrywide cooperation in the
solution of common problems no one has ever
proposed that a ‘cease-fire’ agreement on com-
petition be a qualification for participation.
There is no justification for the contention that
the public at large should have an opportunity
to read of Mr. Bell's competitive disadvantages
in this market while WKY-TV should be com-
pelled to look the other way. WKY-TV like-
wise submitted a statement to the Potter com-
mittee with the full knowledge that it would
hecome a matter of public record, and avail-
nhle to Mr. Bell. With such practical knowl-
eclge, our statement confined itself to matters
nuseful in the overall industry consideration.
Had we specifically outlined data useful to Mr.
I-};ll in a competitive situation we would have
expected prompt and extensive use of it by

'm'li
Members of the vhf committee were asked

STATIONS

NEW HOME of 33-year-old WNOX Knoxville will be this famous East Tennessee land-
mark, the former Whittle Springs Hotel, which the station purchased last February.
The main building, with 60,000 sq. ft. of floor space, will house all WNOX studios and
offices. It will be occupied as soon as remodeling is completed. A new 1,200-seat,
13,500 sq. ft. studio-auditorium will adjoin the main building. Six acres also will pro-

vide a recreation areq, parking facilities, and a small model farm.

by BeT for their comments on the charges by
Mr. Bell. Two comments had been received
at press time. Mr. Bartlett said, “I believe
WKY-TV action highly improper and com-
pletely unconscionable.” Mr. Halff said, “Roy
Cohn resigned—how about John Haberlan?”

'WKNX-TV Plans Power Boost

WKNX-TV Saginaw, Mich., will boost power
from 19.6 kw to 207 kw about Sept. 1, Howard
W. Wolfe, station manager and secretary-treas-
urer, announced last fortnight. The power in-
crease will mean that uhf sets in Saginaw and
perhaps Bay City, Mich,, may receive the ch.
57 signal without outside antennas, Mr. Wolfe
noted.

BVil TV CLINICS

NEW YORK
(Hotel Biltmore)

- Monday & Tuesday
AUGUST2& 3

CHICAGO
(Hotel Sheraton)
Thursday & Friday
AUGUST5&6

LOS ANGELES
(Hotel Statler)
Monday & Tuesday
AUGUST 9 & 10

The BMI TV CLINICS are open to managers and personnel of all
BMI-licensed stations. THERE IS NO REGISTRATION FEE—but
please enroll your staff in advance. Allied industry personnel invited

to attend.

Every Important Phase of TV Will Be Thoroughly Covered

Brass TACKS OF LOCAL
PrRODUCTION
FiLM BUYING AND
PROGRAMMING
PUBLIC SERVICE AND
ALLIED SUBJECTS

Low-CosT LocaL
PROGRAMMING

TV FILM CLEARANCE

LocaL TV NEWS AND
SPECIAL EVENTS

OPERATING FOR PROFIT
CAMERA TECHNIQUES — ART
SCENIC EFFECTS, ETC.
Low-CosT MUsIC
PROGRAM MING

(Plus discussions, open forums and bull sessions)

Sixteen prominent TV men will participate in
each Clinic as speakers and Clinic Chairmen.

BROADCAST MUSIC. Inec.

589 FIFTH AVENUE, NEW YORK 17, N. Y.

NEW YORK @ CHICAGO o

HOLLYWOOD

TORONTO ®  MONTREAL
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WQXR to Revise Rates,
Primarily on Spots, Breaks

INTRODUCTION of a new rate card by
WQXR New York, effective Sept. 1, has
been announced by Norman S. McGee,
vice president in charge of sales. He said
the new rates apply to spot announcements and
station breaks, both daytime and evening, and
that announcements on Sunday afternoon here-
after will be at the evening rate, rather than
the daytime cost.

New rates will provide for increase on one-
time spot announcements by 10% at night and
20% daytime; station breaks, average of 15%
at night and 18% daytime. Advertisers now
using the station and others who sign up be-
fore Sept. 1 will be protected at the old rates
to Aug. 31, 1955, as long as the advertising
is continuous. Mr. McGee noted that no
change has been made in rates for program
periods, and none is contemplated until WQXR
is operating with 50 kw early in 1955.

HAPPILY examining reception reports aft-
er KCMC-TV Texarkana, Tex.-Ark., in-
creased its power from 25 kw to 100 kw
are (I to r): Mayor A. P. Miller of Tex-
arkana, Tex.; Walter M. Windsor, WCMC-
TV general manager, and Mayor Haskell

Hay of Texarkana, Ark. The mayors
helped divide the mail among the four
states served by the ch. 6 station (Arkan-
sas, Lovisiana, Oklahoma, Texas). Prizes
were awarded to viewers from each state
following a drawing.
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KNX NEWS IS
GOOD NEWS IN
LOS ANGELES!

Twelve of the thirteen top-rated daytime
Los Angeles radio programs (according to Puise)
are KNX programs!

Six of the twelve are KNX news programs!

Five of the six are KNX locally produced
news programs!

And these five quarter-hour local KNX news
strips command an average rating of 5.6...
deliver an average of 238,670 in-and-out-of-home
listeners per quarter-hour every day!

For details about top-rated news programs on
the most listened-to station in Southern
California, call KNX or CBS Radio Spot Sales.

CBS OWNED « LOS ANGELES » 50,000 WATTS KNX

Sources on request
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STATIONS

CBS STATIONS OFFER ‘SUPERMARKETING'

A large-scale spot merchandis-
ing plan is offered food adver-
tisers by eight radio outlets.

SUPERMARKETING, a plan of radio adver-
tising backed up by point-of-purchase displays
in cooperating retail grocery stores, is being
offered food advertisers by eight major-market
CBS stations {(all represented by CBS Radio
Spot Sales). Six stations are immediately avail-
able under the Supermarketing plan—KCBS
San Francisco, KMOX St, Louis, WBBM Chi-
cago, WBT Charlotte, WCBS New York and
WEEI Boston. The other two—KNX Los An-
geles and WMBR Jacksonville—will be in-
cluded by the end of August.

The plan, as described in a CBS Radio Spot
Sales brochure, works like this: *“Once during
each 13-week cycle on the air a Supermarketing
advertiser is eligible for one full week's special
display in all participating stores. The types of
display vary according to the store. Some stores
contribute free space in handbills and tie-in
newspaper advertising.”

To qualify for this service, each advertiser
must spend a stipulated weekly minimum with
the station concerned and must spend this sum
to advertise a single product. “A soap manu-
facturer spending $750 for a detergent and $750
for a shampoo could not combine its expendi-
tu*’es to qualify either product for Supermarket-
ing,” the brochure explains. Only exceptions
would be products so closely allied as not to
have individual advertising budgets, such as
macaroni and spaghetti or ginger ale and club

soda. Even those exceptions must be cleared
by the station in advance.

Advertisers participating in Supermarketing
may use programs, announcements or Station
breaks and in any combination the sponsors de-
sire. Step-by-step description of how the plan
operates is given as follows:

*1. As soon as client interest in Supermarket-
ing is expressed, the station’s merchandising
department conducts a thorough check of each
chain to determine product acceptability and the
approximate extent of co-operation to be ex-
pected.

“2. When the order is placed, a ‘plans’ meet-
ing is held with the client and agency to discuss:
(a) in-store displays (b) point-of-sale promotion
material (c) client preference for dates of in-
store promotions (d) newspaper and handbill
support from chains (e} use of station person-
alities for sales meetings and in-store personal
appearances (f) development of station bro-
chure for clients' sales force.

“3, A meeting is scheduled with the clients’
sales force, or broker, or sales representatives
to acquaint them fully with the mechanics of
Supermarketing and to discuss any pertinent
sales problems. Also determined at this meeting
is exactly which salesman will contact each
chain with the station merchandising manager,
to map out all the details involved.

“4, The station then contacts the chains and
schedules the in-store promotions as per client’s
preference, and confirms these dates to the
client, client’s sales force, and agency.

“5. An in-person call on the chain is made
by the client's sales representative and the sta-

[ONTHE ARR)

you can BUY

CHATTANOOGA
79th Market in the Nation

Population..... ... 807,200
Households . ....216,500
Income....... $837,833,000
Ret. Sales ..$573,994,000
(SRDS Consumer Markets.
A &B contour area).

90,000 Sets*

* Based on Nielsen Survey
plus soles to June 1, 1954

Interconnected . . . NBC « CBS » ABC « DuM.

105,200 Watts
VHF

Contact THE BRANHAM COMPANY
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N. C., which plans to commence operation
in early September, is negotiated by Ben-
nett W, Bost (seated) of the Bost Bakery
and Bradley H. Roberts, commercial man-
ager of the ch. 13 permittee. The Bost
show will be The Cisco Kid film series.

tion’s merchandising man to finalize all details
involved.

“6. The station secures and sends to the
client and salesman copies of any pertinent bul-
letins issued by the chains.

“7. The stations’ merchandising manager at-
tends client’s sales force meetings during the
campaign to closely follow its progress and to
assist on any problems which may arise.

“8. Upon completion of the campaign, the
station summarizes the entire opera