’,

TELECASTING

station: WSFDs
WAGA, WGBS,

THE FORT INDUSTRY COMPANY

wsPD, Toledo, O. . WWVA, Wheeling, W. Va. . WMMN, Fairmont, W. Va.
WLOK, Lima, 0. ¢ WAGA, Atlanta, Ga. ¢ WGBS, Miami, Fla. ¢ WJBK, Detroit, Mich.
WSPD-TV, Toledo, O. . WIBK-TV, Detroit, Mich. . WAGA-TV, Atlanta, Ga.

National Sales Headquarters: 527 Lexington Ave., New York 17, Eldorado 5-2455
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hen the tuning knob came off
Mrs. A. L. Rinehart’s radio set,
the Kokomo, Indiana woman took her pliers
and set the dial on WLS, where it stayed till

she had it fixed weeks later.

“MY DIAL IS ALWAYS ON 890”

“But I might as well have saved my
money,” Mrs. Rinehart reports. “My dial is
always on 890 anyway.’

WLS programs have been Rinehart family
favorites for a quarter century—in a close re-
lationship that typifies the WLS story—a radio
station fitting its programs right into the
pattern of everyday living—providing a com-

bination of service and entertainment that
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has built a deep-rooted listening loyalty in

the thousands and millions of “Mrs. Rine-
harts” all over the Middlewest—folks who
never need the tuning knob so long as the
dial is on the WLS spot!

WRITE FOR THE FACTS

For details about WLS’ complete service
to its listeners—and the amazing results this
brings to advertisers in a four-state market-
place in and around Chicago—please write
today to “Sales Manager, WLS, 1230 Wash-

ington Boulevard, Chicago 7, Illinois:’

CHICAGO 7

£ N £ P2,

890 KILOCYCLES-50.000 WATTS-ABC AFF|L|ATE

REPRESENTED BY JOHN BLAIR AND CO.

The
PRAIRIE
FARMER
STATION
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Aprons, books, bricks, chicks, candy..
macaroni, banking services, door chimes..
these are but a few of the

tremendous variety of goods and services
sold effectively and economically

through local programs and spot campaigns

on Westinghouse stations!

But that’s only half the story.

With NBC programs at Pittsburgh,

Boston, Springfield, and Philadelphia—

and ABC programs at Fort Wayne and Portland, Ore.—-
these Westinghouse stations

draw capacity audiences in

the New England area (WBZ and WBZA)

the Middle Atlantic area (KYW)

the Pittsburgh tri-state area (KDKA)

the Fort Wayne sector of the Midwest (WOWO)
and Portland and the Pacific Northwest (KEX).

These six stations show results!
For proof (including records of sales

in more than half the nation’s states)

see Free & Peters.

1y
7l
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RO,

WESTINGHOUSE RADIO STATIONS Inc¢

KYW J KEX » WBZ “ WBZA o wowo
National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC ‘Spot Sales

WBZ-TV

Published every Monday, 53rd issue (Year Book Number) published in February by Broapcastine Pusrrcations, Inc., 870 National Press Building, Washington 4, D. C.
Entered as second class matter March 14, 1933, at Post Office at Washington, D. C., under act of March 3, 1879.




Closed Circuil

BBDO, NEW YORK, newly appointed agency
for Lever Brothers’ Swan Soap (see story
page 24), looking for major radio program.

FCC HAS PROBLEM on its hands in in-
vestigation currently under way. Probe
centers on Nevada stations’ broadcasts of
advertising for gambling devices and gambling
establishments. Illegal? Contrary to public
interest? Nevada’s wide-open gambling
laws make it top-notch puzzler, since both
devices and establishments are lawful—as
well as highly popular. On-the-spot study has
been started.

ARDE BULOVA, watch manufacturer and
broadcaster (WNEW New York controlling
stockholder), may become factor in color
TV. On recent trip to Europe it’s understood
he looked into French color TV patents.

NAB TV DIRECTORATE appointment under
streamlined reorganization wide open. Presi-
dent Miller met with network executives
at dinner meeting in New York Thursday
but there was no decision. Among names
discussed were: E. P. H. James, recently
resigned MBS vice president; Col. Ed Kirby,
former Army radio chief; Ralph Austrian,
televison consultant; Phil Merryman, TV
consultant and former NBC assistant director
of research and development.

KELLOGG CO. through Kenyon and Eck-
hardt contemplating intensive Fall adver-
tising campaign which will include both
radio network and television show. Definite
decision on both will be made soon.

ACQUISITION by Chicago Tribune’s Col.
Robert R. McCormack of Washington Times
Herald promptly gave rise to speculation as
to his radio plans in Washington, if any.
Owner of 50 kw WGN and its FM and TV
sisters, Col. McCormack also holds nearly
209 interest in Mutual, of which WGN is
Chicago key. While it’s open secret that
several Washington stations can be bought,
it's known Col. McCormack hasn’t given
thought to station acquisition, feeling he
has enough irons in the fire already.

IN RADIO ROW, it’s even money now that if
salaries of FCC Commissioners are raised
from present $10,000 to proposed $15,000 or
$16,000, FCC Chairman Coy will remain in
saddle at least until expiration of his term
June 30, 1951.

WASHINGTON’s rumor factory turned out
another on FCC last week—that former
Senator Jim Mead (D-N. Y.) will land on
FCC, presumably as Wayne Coy replace-
ment in chairmanship. Sen. Mead has been
acknowledged candidate for number of Wash-
ington agencies in past several years but
this time it’s said President Truman wants
to gi\{e him first available vacancy presumably

(Continued on page 86)
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July 25-26: NAB Unaffiliated Stations Execu-
tive Committee, NAB Hdqrs., Washington.
July 25-Aug. 26: Third Professional Radio Clinic,
U. of Denver, Denver.

July 29-30: Catholic Broadcasters Assn.,, U. of
Notre Dame, South Bend, Ind.

Aug. 1-3: Canadian Assn. of Broadcosters di-
rectors meeting, Mount Roya! Hote!l, Montreal.

(Other Upcomings on pags 38)

RALPH HARDY TO HEAD
NAB AUDIO DIVISION

RALPH W. HARDY, assistant manager KSL
Salt Lake City, named by NAB President
Justin Miller Friday to head newly created
Audio Division of NAB. He will be assisted
by Arthur Stringer, director of division’s FM
section.

Mr. Hardy will report Sept. 1, one month
after advent of new branch set up as part of
NAB reorganization [ BROADCASTING, July 18].
Understood he will assume post on indefinite

leave from KSL, 50,000 w CBS affiliate owned *

by Latter Day Saints Church.

President Miller said appointee “has been
my first choice for directorship of the challeng-
ing Audio Division post. He has demonstrated
fine qualities of leadership, a talent for public
speaking, and a broad understanding of, and
sympathy for, the American system of broad-
casting. I am . . . grateful to KSL’s man-
agement for making him available.”

Mr. Hardy, born in 1916, has held various
positions since he joined KSL staff in 1937 as
announcer and continuity writer. Successively
he became continuity editor, producer, account
executive, traffic manager, program director.
In 1945 he was appointed executive assistant
and director of KSL public affairs. For past
two years he has been chairman of NAB’s
Committee on Educational Standards.

WBKB UNION TALKS
NEARING COMPLETION

WBKB (TV) Chicago, Balaban & Katz sta-
tion, reported Friday to be completing jurisdic-
tional negotiations with IBEW and IATSE.
Dispute originated more than month ago
when unions demanded eight men on duty dur-
ing operation of station’s Paramount Teletran-
scriber. Station claimed only two men were
needed, it was understood.

Settlement reputedly provides for proiec-
tionist and film processor, both from IATSE,
and a third man on duty. He would be mem-
ber of IBEW, and reportedly has union author-
ization for switching membership to IATSE,
giving latter complete jurisdiction over tele-
transcription operations. In exchange. IBEW
said to get one-year contract from WBKB for
27 engineers. Station previously had only
working agreement with unions. Additional
dispute may erunt locally from National Assn.
of Broadcast Engineers and Technicians,
which may claim engineering authority.

Business Briefly

STANDARD OIL SPONSORS @ Standard
0Oil Co. of Indiana contracted for AM broad-
casts this fall of all regular-season football
games of Universities of Colorado, Iowa, Mich-
igan, Minnesota and Nebraska, and Chicago
Bears in professional National League. Sta-
tions carrying games: KOA Denver, WHO Des
Moines, WJR Detroit, KFAB Omaha, KOLT
Scottsbluff, Neb., KANS Wichita, WCCO
Minneapolis and WIND Chicago. Firm also
will sponsor telecasting of U. of Minnesota
home games on KSTP-TV Minneapolis.

RESUMES CBS SHOW @ Campbell Soup
Co., Camden, N. J., Aug. 29 resumes Club
15 on CBS, Monday-Friday 7:30-7:45 p.m.,
after eight-week hiatus. Dick Haymes takes
over as singing m.c. Agency, Ward Whee-
lock, N. Y.

BUYS GRID GAME @ Wilson Sporting
Goods Co., Chicago, to sponsor broadcast of
annual football game between College All-
Stars and Philadelphia Eagles, professional
team, Aug. 12 on MBS. Agency, Ewell &
Thurber Assoc., Chicago.

RALEIGH SHOW @ Brown & Williamson
Tobacco Corp., Louisville, Ky. (Raleigh Cigar-
ettes, pipe tobacco) Sept. 24 begins sponsor-
ship of People Are Funny on NBC, Saturday,
9:30-10 p.m. Contract, 13 weeks. Agency,
Russel M. Seeds Co., Chicago.

PEERLESS NAMES CHERNOW @ Peer-
less Fountain Pen and Pencil Co., New York,
appoints Chernow Co., New York, to handle
nationwide spot radio and television campaign.
William Travis is account executive.

L&M FOR ESQUIRE @ Esquire Ine., Chi-
cago and New York (publisher of Esquire,
Coronet and Apparel Arts magazines), names
Lennen & Mitchell, New York, to handle ad-
vertising effective immediately. Radio will be
used. :

NEW CBS COLOR TESTS

CBS COLOR TV test requested and approved
at FCC Friday involving WCBS-TV New York
and collection of color data for Commission’s
Aug. 29 TV hearing [BROADCASTING, July 18].
Thirty-day test begins today (Monday) with
WCBS-TV, during regular non-program peri-
od, transmitting TV pictures using non-stand-
ard frame frequencies, field frequencies and
scanning lines. Test also to determine capa-
bility of equipment to operate with special
transmission standards. (For other color ex-
periments see page 40.)

BROADCASTING ® Telecasting



This Is Why

KRLD

Is Your Best Buy

olhs
wfm‘

Here is a Partial List of Local and
Regional Advertisers who have used

s KRLD
56 local amegional advertisers c o N S I S T E N T L Y

are running active schedules on or 5 or More
KRLD this month, F to / J

Years and Found it

Y Ben Morris Jewelry Co. v Magnolia Petroleum Company
¥ Burleson Honey Co. v Southwestern. Greyhound
.Y Bahcock Bros, Auto Supply Store v Home Furniture Company

Y Mrs, Baird's Bread Co. v Humble 0il & Refining Company ) ]

v Dallas Ft. Worth Brewing Company % Holsum Bread Co. % Rick Furniture Company

Y Bond Clothes (Dallas Store) % Ildeal Laundry % American Beauty Flour

% Cabell’s Ice Cream & Dairy Shops % Jax Beer % Skillern Drug Co.

% Wm.' Cameron & Company # Linz Jewelist % Sears & Roebuck Retail Stores
v Crazy Crystals Co. v Lone Star Gas Co. : :::::'::;;: :?l::s

v ‘Dallas Plumbing Company v¢ Main Optical Company X White Swann—Waples Platter
vy Dallas Federal Savings & Loan v Mohr Chevrolet Company Co.

“ First National Bank % Oriental Laundry + Williamson-Dickie

< Great National Life Ins. Company v Padgett Brothers Manufacturing Co,

% Texas Power & Light Company Y Parisian Fur Company Y Zenith-Cleaners & Launderers’

Studios KRLD-TV
Dallas-Ft. Worth Now Under Construction

Ghe TIMES HERALD S%Ziore
w CBS %

DAY 692,670 The Branham Company 50 000 WATTS
' LBMB NIGHT 842, 560 Exclusive Representatives y DAY & NIGHT
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WE QUOTE WITH PRIDE—
“This is the first vear that we
have been able to meet the de-
mands of all the farmers who
called on us. Approximately
1,600 persons reported for work
who had heard the announce-
ment on WIP.”
PENNSYLVANIA STATE
EMPLOYMENT SERVICE—
United States Employment
Service

wip

Philadelphia
Basice Mutunal

Represented Nationally

by

EDWARD PETRY & CO.
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-AAEL

KXEL makes more personal contacts throughout Northeast Iowa—
radius 110 miles from transmitter—than any other Iowa station.
The boss and all the crew are out in the field “‘hittin’ the ball.”

Proof of KXEL’s unmatched acceptance and selling power is in the

458 new accounts—just signed within a four weeks period. These
merchants appreciate KXEL personalized service—know their adver-
tising dollar wil-l-produce selling results when they use the facilities of

Towa’s most powerful ABC outlet.

If you represent a national advertiser see your Avery-

Knodel representative. Call him now or contact KXEL.

KXEL 50,000 WATTS ABC

JOSH HIGGINS BROADCASTING COMPANY

WATERLOO, IOWA .

ABC Outlet for Wa{érléo, Cedar Rapids and all Northeast Iowa
July 25, 1949 ® Page 7
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LAZE-ALL Corp., Chicago (automotive polishes), names Deuss-Gordon,

same city, as agency. Firm plans to use spot radio in about 12 Midwest

markets, with more as distribution increases. Schedule will start in
near future. Marvin Gordon, vice president, is account executive.

CLAWSON Protective Coatings Co., Los Angeles, starts series of eight
weekly 10-minute newsreels KTLA (TV) Los Angeles. Agency: Allied Adv.,
same city.

HOME PRODUCTS INTERNATIONAL, wholly-owned subsidiary of American
Home Products Corp., New York, names Foote, Cone & Belding International
to handle Boyle-Midway and foods division in Latin America. Products of
Home Products Int. include Clapps Baby Foods, 3-In-1 Qil and Black Flag
ingecticides.

EISEN-HART Co., Los Angeles (creative home builder), starts half-hour
weekly My Home on KFI-TV Loz Angeles for 6 weeks. Account placed direct.

WYLER & Co., Chicago (bulletin cubes, package soups, dehydrated vege-
tables), names Earle Ludgin & Co., same city, to handle its advertising. Media
prlans expected to be completed within two weeks, according to Account Executive
Joseph H. Caro.

GENERAL FOODS Co., New York (Maxwell House coffee), will sponsor Mama
on WGN-TV Chicago for 52 weeks from Aug. 5 on Friday, 7 to 7:30 p.m.
(CDT). Agency: Benton & Bowles, New York.

g/ ]
TO .THE MAN WHO
WANTS TO REACH THE
GREATEST AUDIENCE
IN THE RICH CENTRAL
NEW YORK MARKET

.. and Wieyl te GONE /
/F YOU DON'T ACT FAST,

This Fall, CBS presents, over WFBL, the greatest line-up

SPARKLETTS Drinking Water Corp., Los Angeles (distilled water), start 15
week spot campaign on five Los Angeles area stations. Spots to run five days
weekly, totalling 20 a week each on KECA and KFVD; 30 2 week on KFWB
and KIEV Glendale; 10 on KMPC. Agency: Robert F. Dennis Inc., Los Angeles.

WALKER MOTORS, Detroit Hudson dealer, contracts with WXYZ.TV (ABC)

Detroit to sponsor Wednesday night wrestling matches from Chicago’s Rainbeo
Arena starting July 20. Agency: Clark & Rickerd, Detroit.

REGULAR CARD RATES

KOMO Questionnaire Deters Time Chiselers

>

TO INTERCEPT time-chiselers,

few weeks the new plan has been
and also to help secure for radio

in effect, the use of the question-

eyes, make sure they're WFBL spots . .

We'll be glad to show you the list of
availabilities. Just Call

FREE & ]PETERS INC.

of top-talent shows ever offered by any network. The
newcomers shown above are just a part of this great

listener-building schedule. If you have spots before your

highest in Hooperatings and sales results. So get your
order in early before the many choice spots — day

ond night — are all gone.

Nt t

WFBL

IN SYRACUSE .
WITH THE TOP SHARE 'DF AUDI‘ENCE
MORNING, AFTERNOON OR EVENING
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its rightful share of the advertis-
ing promotion dollar, KOMO Seat-
tle has devised a questionnaire
which is presented to all persons
and organizations requesting time
“in the public interest.”

There is no attempt to curtail
the allocation of free time on
KOMO for enterprises engaged in
legitimate public service projects,
according to Richard E. Green,
KOMO manager of national sales
and sales service. Such efforts as
the fund-raising campaigns of the
Community Chest and Red Cross,
safety-education messages of the
Safety Council, and all other gen-
eral non-profit community activi-
ties, will continue to receive time
in accordance with the station’s
policy of furthering community
welfare, he explained. Rather, the
questionnaire is designed to spot
those organizations which use paid
space in other media but expect
radio coverage to be free.

Procedure is to ask.each organ-
ization requesting free time to fill
out the one-page questionnaire be-
fore any time is allocated or pro-
gram format discussed. In the

naire has not brought the station
any new revenue in the form of
commercial time sales, but it has
disclosed that several requests for
free time were not valid by KOMO
standards, in that the organiza-
tions involved were planning to
spend their limited promotion bud-
gets on newspaper, outdoor or car
card advertising.

In the long run, the chief ad-
vantage is expected to be that the
pressure on the station for “public
interest” time will be reduced,
thereby enabling KOMO to do a .
useful job for those groups which
merit free time. Another objective
is to gain increased recognition for
radio as a paid advertising me-
dium.

Idea originated with KOMO’s
George Dean, public relations rep-
resentative, and Ray Baker, com-
mercial manager. Copies of the
questionnaire have been made
available to other Seattle stations.

Headed “Application for Public
Interest Programs,” the question-
naire asks the name of the apply-

(Continued on page 72)
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PAUL H. RAYMER CO. National Soles Representotives.

Affiliated with the Worcester Telegram & Gozette.

emencdes WORCESTER
3rd Largest Market in New England

: ul""-!

With a city population of 209,000, third largest in
New England, retail stores in Industrial Worcester in
1948 profited from a total effective buying income of
$311,587,000. Earnings of Worcester’'s 57,600 families
showed a per family gain of $105 over 1947 — topped
the national average by approximately $900 per family —
and exceeded the New England average by $500.

Get your share of total retail sales in Central New
England, a major, ever-active, and prosperous market,
by teaming with WTAG — the vital link to a predominantly
one station audience. WTAG has more listeners than all
other Worcester stations combined.

Source: All figures Copyright 1949, Sales Management Survey of Buying

Power; further reproduction not licensed.

WORCESTER

580 KC 5000 Wotts

Telecasting

July 25, 1949
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WGAL

Lancaster, Po-

£ toblished 1922

WRAW

Readingl P a.

Estoblisheq 1922

WKBO

. Pa.
arrishurg,
" Estoblished 1922

ASSOCIATES

New York * Chicago
San Francisco*Llos Angeles

AFFILIATES

STEINMAN STATIONS
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“Feature oj the Weeé

A SINCERE interest in helping
a needy family, plus an unexpected
turn of events and good showman-
ship recently garnered a great deal
of local and national publicity for
WDSU New Orleans. The idea
also led to one of the most heart
rending, spontanecous interviews
ever recorded on wire.

It all began when WDSU, in co-
operation with a furniture mer-
chant and apartment house,
launched its Tenant Wanted proj-
ect. Designed as a mail pull, the
program offered a rent-free
“Dream” apartment and $1,800
worth of new furniture to a worthy
family that needed a home.

The contest was conducted by
Dick Bruce on his record show.
Judging was based on the premise
that the winners would be given a
real lift by the award.

Hundreds of letters poured into
the WDSU mail desk and after
screening and investigation, the
judges selected the young parents
of a blue baby who must be oper-
ated on by a Johns Hopkins spec-
ialist within 10 months to live.
The baby’s father is employed in

On Al

HEN Robert D. Wolfe first
W decided he’d like to break

into Hollywood in 1934, he
was given three major bits of ad-
vice: (1) Stay away from Holly-
wood; (2) write a best seller; (3)
go to Hollywood, throw a big party
inviting all the “important” people
and let them force you to accept
a contract.

Bob did none of these, and now
is happily ensconced in the com-
fortable Hollywood offices of Ken-
yon & Eckhart Inc.
in charge of radio
and television on the
Pacific Coast, and
manager of the Hol-
lywood office.

The 36-year old
Bob has always
liked show business.
Manhattan-born, as
a youngster he was
a stage door johnny,
and a seeker of auto-
graphs—the type of
individual at which
he shudders so much
now., While attend-
ing Brown U., he
was a member of a
Providence, R. 1,
theatre group. Fol-
lowing graduation
in 1934, he decided he wanted to
get into the production end of the
movie industry. He made the Para-
mount Studios in Astoria, L. I,
his main target. An unsuccessful
stand outside the studios during
that summer finally resulted in an
addition to B. Altman’s import
staff. Bob spent the next nine

BOB

Mr. Bruce and Mrs. Boudreaux

during the dramatic interview.

* s *

G. I. on-the-job account training.

After paying their rent, the
little family had only $90 a month
for all living expenses including
necessary medical care for the
child.

The unexpected came when the

(Continued on page 70)
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months in the department store
translating letters in “everything
from French to Hindustani.” ’

His next job was on the research
staff of the Literary Digest. Be-
fore long he attained the position
of art and layout editor. While
still with the Digest Bob: wrote
freelance articles for the General
Foods house organ.

In 1936 Bob left to join General
Foods as “editor and staff” of its
house organ. It was
there that he first
became interested in
radio, through con-
tact with the com-
pany’s radio adver-
tising, and its agen-
cy, Young & Rubi-
cam, In 1938 an
opportunity came to
bury his nose still
further into the
business when he
accepted the offer of
a researching job on
We, the People with
Y & R. During his
next four years with
the agency, in addi-
tion to digging up
the People, he helped
write that show and
Hobby Lobby. In addition, he did
freelance writing for Counterspy
and Gangbusters. Writing a five
weekly series for the Metropolitan
Life Insurance Co., exposing in-
surance rackets, further served to
keep him in training.

In 1941, deciding that there

(Continued on page 74)
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OHN S. DAVIDSON, vice president of Fletcher D. Richards Inc., New York,
J named director of television and radio department. TOM HICKS appointed

program director of department. GEORGE PAMENTAL continues as time-
buyer, under direction of E. A. ELLIOTT, vice president in charge of media.
Mr. Davidson succeeds KEN YOUNG, who has moved up to assistant to execu-
tive committee on special assignment.

BOB° BRENNER, freelance TV producer and director recently with ABC
Quizzing the News, appointed TV and radio director at A. W. Lewin Adv,
New York.

ALLAN A. MARSH Jr, formerly with sales department of Pillsbury Mills
Inc., joins Cole & Werner Adv., Omaha, Neb., as vice president, account ex-
ecutive and merchandising manager. Firm changes name to Cole. Marsh &
Assoc. DOUGLAS G. ARNER, formerly assistant advertising manager of
Wincharger Inc., joins agency as production manager and space buyer.
RICHARD COLE is president.

BINNEY HARRIS, assistant to vice president in charge of radio and tele-
vision, has been promoted to supervisor of radio and television production of
Doherty, Clifford & Shenfield, New York.

P. M. HUTCHINS, director of advertising and promotion for Jones & Brown
Inc,, New York, resigns to join executive staff of W. Earl Bothwell Inc.,
New York, Aug. 1.

CARL D. HALBAK, formerly with Vieck Chemical Co., joins copy staff of
BBDO, New York.

HAROLD PRINCE, former account executive with G. M. Basford Co., New
York, joins Fred Wittner Adv., New York.

VINCENT J. VIGLIANO, formerly with Sawdon Adv. Co., joins copy staff
of Morton Freund Adv.,, New York.

M. GLEN MILLER, owner of M. Glen Miller Adv., Chicago, elected president
of Executives Club of Chicago.

JAMES J. DELANEY. formerly with McCann-Erickson, New York, elected
vice president of Morey, Humm & Johnstone Inc., New York.

FELIX M. SUTTON, former copy director and vice president of Kastor, Farrel,
Chesley & Clifford, New York, rejoins Geyer, Newell & Ganger as group copy
director. THEODORE F. GOODCHILD, formerly account executive with
William B. Remington Agency in Springfield, Mass., named assistant account
executive at GN&G.

THIRD Spot Broadcast Clinic held in New York recently by National Assn.
of Redio Station Representatives Inc. brought out members of spot repre-
sentative firms and leading advertisers. Attending were (I to r): Jerry C. Lyon,
sales manager, Weed & Co., spot representative; Albert R. Stevens, sales
and edvertising director, National Dairy Products Corp.; Ralph C. Robertson,
Colgate & Co., and David Simmons, John Blair & Co., spot representative.
Mr. Stevens, who becomes advertising manager of American Tobacco Co. on
Aug. 15, and Mr. Robertson were guests of the clinic.

BROADCASTING ® Telecasting
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FOR
QUIET PERFORMANCE

When you pride yourself on me-

/ chanical and electrical equip-
ment that holds noise better
than 50 db below your program

: level, but still get noisy repro-

duction . ..

DON'T BE MYSTIFIED ... Q@‘ ]

-~

Suiteh &
Thesls Deacs-

Surface noise on Green Label
discs is 60 db below program
level.

EW JERSEY

Moiling Address:
P. 0. Box 500, Hackensack, N. J.

“In Can.adn: Waiter P. Dawns, Ltd.,
'~ Dominion Sq. Bldg., Montreal

World's Largest Manufacturer of Instantaneous Sound Recording Equipment and Discs
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Rack-mounted RCA Tape
Recorders in action at NBC, Chicago

Rack-mounted RCA Tape Recorders (Type RT-5) are
well-suited for control rooms and recording laboratories—
lend themselves well to system layouts where more elaborate
recording jobs are required. You load the tape and cue at
the rack. You start the recorder by a switch at the control desk.

FREE— new booklet about RCA’s
revolutionary new Tape Recorder.
Curves, illustrations—complete de-
scriptions of recorder set-ups. Write
Dept. 19-GD, RCA Engineering Prod-
ucts, Camden, New Jersey.

DESK-MOUNTED —
Type RT-4A

The RCA Tape Recorder in
desk-type console. Recorder
and amplifier are “built-in”
for maximum operating con-
venience. Plenty of desk-top
space. Extra room below for
additional amplifiers. A hand-
some and thoroughly depend-
able control-room recorderto
install beside your studio con-
solette or turntables.




TAPE RECORDERS’S

THREE OF THE finest heavy-duty tape
recorders in broadcasting—at prices
under any comparable type in the high-
fidelity class!

Taking only three or four seconds to

thread . . . and requiring no complex
over-and-under threading or “doubling
back” of the tape . . . RCA recorders are
so simple to operate that anybody can
run one. Vertical reel-mounting makes
them easy to handle without bending or
leaning over the instrument. Sturdy, two-
sided reels reduce danger from unreeling
the tape or snarling. There is only one
driving motor—and only one 3-unit head,
that plugs in and out without need for
tools.

At the flip of a switch, you can run off
high-fidelity recording or playback for
33 minutes—with response at 15 k¢. Or
66 minutes of it with response at 7.5 kc,

whichever you choose. Ftequency com-
pensation is automatic for either tape
speed position. Tape tension is held
so carefully that front-panel “'speed-
change” switching from fast-forward to
fast-reverse is done instantly . . . without
damage to the tape. Feather-weight tape
tension also insures playback timing to
10.2 per cent at both speeds (you can
edit recordings precisely—with minimum
tape stretch). Automatic tape “lift-off”
eliminates head wear during rewinds. A
separate recording and playback ampli-
fier enables you to monitor the tape and
record programs simultaneously—your as-
surance that important programs are
actually on the tape.

Designed by men who live with the
business, these RCA units meet the needs
for a foolproof instrument capable of
recording true-to-life shows in the field

BROADCASYT EQUIPMENT

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT, CAMDEN, N.J.

\In Conado: RCA VICTOR Company Limited, Montreo!

and in the control room. Frequency
response is essentially flat from 30 to
15,000 cps—at a tape speed of 15 inches
per second. Signal-to-noise ratio is 55 db
on the console and rack models—and
50 db on the portable model. “Wow”
and flutter is less than 0.2 per cent at
15 inches per second—and less than 0.3
per cent at 7Y% inches per second. With
the standard VU meter (large-size) you
can read recording and output levels,
plate currents, bias, and erase voltages
—directly.

More than a hundred of the new RCA
Professional Tape Recorders are already
in commercial service. Ask any network,
independent station, or transcription
studio how they like them. Your RCA
Broadcast Sales Engineer has the facts.
Call him. Or write Dept. 19-GD, RCA
Engineering Products, Camden, N. J.

PORTABLE —Type RT-3A

The ideal recorder for high-quality
“remotes,’ studios,or controlrooms.
The.recorder is carried in one case.
The amplifier is carried in another
case. Amplifier input is arranged for
standard microphone (cannon
receptacle provided), or bridging of
600-ohm line (terminals). Playback
amplifier is designed to feed standard
600-ohm lines and headphone jack.




o IRVING WAUGH, COMMERCIAL MGR. « EDWARD PETRY & CO., NAT‘L REPRESENTATIVES

HARRY STONE, GEN. MGR.
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NOT as long as the wooing continues. Keep that love-light in
your eyes, mister, whether dealing with your wife or your customers!
You'll live longer and do better. Here at WSM we love our listeners
—and we never stop wooing them.

The WSM market of millions is a real American cross-section.
It ranges from the truly rural to the most sophisticated

urban home. The umbrella of our 50,000 watt, clear-

channel signal covers the Central South.

Under this umbrella thousands of merchants know
‘WSM moves goods; millions of consumers believe
implicitly what they hear over 650 on their dials.
When goods are pushed on WSM these people

go into action.

WSM maintains a staff of 200 who can build a show of
network quality for you ... a show that will woo
these millions, and help keep your business on

the upward path.

It costs so little to get so much on WSM that
we ask you to try it ... Now.

=/ .
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50,000 WATTS o CLEAR-CHANNEL ¢ 650 KILOCYCLES o NBC AFFILIATE

BROADCASTING ® Telecasting July 25, 1949 ® Page 15



#our ﬂuyeu' Matrket
Can Mean

By LEONARD ERIKSON
VICE PRESIDENT & RADIO DIRECTOR

KENYON & ECKHARDT Inc.
THE SAME PEOPLE who talked down television less than
two years ago are now experting the complete collapse of radio.
Probably never in history has a major medium taken the hard
knocks of the cynics and insiders in such a concentrated fash-
ion. And never in history has a 4

medium as healthy as radio been
con?emned on the grounds of sud-
denly becoming obsolete.

Our problems today at the agen-
cy level are many and varied.
Every advertising dollar has to
work twice as hard today as last
year or the year before. Generali-
ties from stations and networks,
plus blithe promises, are no longer
assayed as anything but “fool’s
gold.” Right now, when buying

No. 4
. .. The Agency Man

spoﬁs or network programs, the
question is, “How soon can it de-
liver?”

Stations have recognized the new
tough tone from agencies and ad-
vertisers. Many of them are ad-
justing to post war realities for the
first time. Others are slow to
realize the hard facts of business
life.

It' is not so strange that many
stations (as well as many people
in other lines of commerce) have
forgotten that the war and post
war period is not the standard of
business prosperity or practice.
Prior to the war, stations were out

slugging for all the business they
could get—and most of them were
delighted when the black ink
showed up after a hard year.
Nowadays, black ink is taken for
granted. That condition will soon
change for many operators.

Specifically, what is happening to
agency-station relationships?

First of all, T believe co-opera-
tion between the two has improved.
Both have a job to do and both
need each other to make that job
a successful operation.

Secondly, time buyers are ask-
ing, and getting, more services
from the stations. Thirdly stations
are offering more services without
prompting.

Surest sign of the times is the
way availabilities are opening all
over the dial. New York, for in-
stance, which is one of the tough-
est cities in the country for spot
radio time, has eased considerably
in the past six months. It is not
difficult at the present time to line
up a good spot program nationally.
We could not say the same for any
period since the war.

Another indication of the trend
is the attitude of stations toward
easier cancellations. Many stations
are now offering one week cancel-
lations on regular program series.

Lusiness fot ﬂtoac{cadtiny

LEONARD F. ERIKSON started
in radio in 1930 as western
sales manager for CBS with
headquarters in Chicago. After
moving to New York as gen-
eral sales manager for the net-
work, he joined BBDO where
he became manager of the ra-
dio department and account
executive on U. S. Steel. His
experience with the latter's
Theatre Guild program stood
him in good stead when he was
asked to become head of Ken-
yon & Eckhardt’s radio and
television department, as his
work there involved guiding
The Ford Theatre, hour of ra-
dio drama, on its first night-
time season and launching
The Ford Television Theatre.

Mr. ERIKSON

This flexibility enables an adver-
tiser to shift his selling approach
when necessary, without loss of
time and money.

Recently, an executive of a re-
gional station group admitted un-
officially that his organization was
finished with rate raises. As a
matter of fact, he predicted rate
decreases in the not too distant
future. Adjustment of rates is
something all agencies are watch-
ing for with a great deal of in-
terest. If television cuts deeply
into radio listening, that audience

3.

What is Agency-Station Relationship?
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1. CO-OPERATION IMPROVED

2.

STATIONS VOLUNTEER MORE SERVICES
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TIME BUYERS ASKING MORE

SERVICES
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difference should reflect itself in
rate cards.

Merchandising is another facet
of agency -station relationship
which has been spotlighted in the
past months. Stations which were
free of merchandising ideas in the
past are now coming to us with
brochure after brochure of promo-
tion suggestions. Stations which
were known as good merchandising
outlets have stepped up their ac-
tivity.

What does the new look mean?

Simply that selling is back
again. In order to survive in a
fiercely competitive business, sta-
tions are going to have to produce,
and produce, and produce.

The ones that do can stop worry-
ing about television.

For 1,000 Chicago Markets
CONSUMERS AID, Chicago store
broadcasting service, plans to in-
stall FM sets in more than 1,000
Chicago-area super markets, new-
ly-appointed Director Myron S.
Lewis has announced. The firm now
services the entire 153-store Jewel
food chain and several independents
via WMOR (FM) Chicago.

Mr. Lewis, former advertising
consultant for Stenographic Ma-
chines Inc., Chicago, is launching
a promotion campaign to equip the
markets—an estimated 209 of
those in the area—with music and
shopping information transmitted
by WMOR.

Consumers Aid has revised con-
tract conditions so that sponsors
will have “a more flexible arrange-
ment to fit special promotions.” Mr.
Lewis said. Seasonal short-term
contracts for special promotions
will be encouraged, he added.

® Telecasting
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J rackers, cookies, cakes, cobblers, candy . . . eradles’n’ eribs for
cuddly chubby cherubs . . . earrying earts for country elub caddies
. . . erimson corduroy cardigans for campus erooners . . . coquettish

cotton clothing for curvaceous cuties . . . coops for cackling chickens
i and cheeping chicks.

A 4

igarettes . . . caloric cereals for chattering children . . . cosmetic camouflage and
cologne for ealculating coeds . . . corsets for corpulent contortionists . . . eolorful
costumes for conga caperers . . . canvas canopies for cane carpeted cabanas . . .
caffeinless coffee for calming campaigning capitol candidates.

A

g uban cigars . . . classics for cultured coupon clippers . . . cushion
chairs and couches . . . co-op cottages for cooing couples . . . con-
genial cruises on cozy crafts . . . calculators for correcting eonfused
cashiers . . . correspondence calesthenic courses . . . better buy
= radio . . . better buy WGN!

v
?@d. 2&4&0 56“4 . . . that's been proven again and again. Likewise,
WGN has proven a result getter for its advertisers . . . and now at a lower cost

than ever before. WGN delivered 1,000 homes in 1948 for only 88 cents as com-

" pared with $1.11 in 1946.* That’s a value you can’t afford to overlook . . . that’s

why we say—to get the most out of your advertising dollar . . . Better Buy

Radio . .. and for your BESTBUY ... o ,, Buy WGN!

*Nielsen Radio Index

WGN reaches more homes each week than any other Chicago station. — 1948 Nielsen Annual Report

Chicago 11
. Illinois
A Clear Channel Station. . . 50,000 Wates
Serving the Middle West 720
OnYour Dial §jlsl
M B S Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y.

West Coast Representatives: Keenan and Eickelberg
235 Montgomery St.. San Francisco 4 + 2978 Wilshire Blvd.. Los Angeles 5
710 Lewis Bldg.. 333 SW Oak St.. Portiand 4

BRO*
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Spot Finder Praised

EDITOR, BROADCASTING:

We have noted with interest the
form of the Spot Rate Finder
which you intend to publish in your
annual Marketbook.

W¢ are sure that this will be a
valuable service to the advertising
profession, and congratulate you
on your enterprise in preparing the
material.

It will be followed shortly by our
own jspot rate manual, which will
include comprehensive tables for
estimating the cost of spot cam-
paigns, by individual markets, by
groups of markets, geographical
areas, ete.

With the growth of the spot busi-
ness, and the great interest adver-
tisers are showing in the use of
spot radio to solve current market-
ing problems, all of these efforts
are going to contribute substan-

[ T T s s BT AT RTR

0',2en Mike s

(Letters are welcomed. The editors reserve the
right to use only the most pertinent portions.)
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tially to the improvement of both
our business and general business.
T. F. Flanagan
Managing Director
Natl. Assn. of Radio
Station Representatives
New York

* *® *

Goodman Packages

EDITOR, BROADCASTING:

In the July 18 issue, under the
heading, “New Business,” there is

an article about Dolein sponsoring
a number of shows on the Don Lee
Network. Two of the programs
listed are our packages and were
sold directly by us to Vietor Van
der Linde Agency, Dolcin’s agents.
It isn’t often that a transeription
packager has six (6) quarter-hour
shows a week running on a large
network. Such will be the case
this fall when Dolein renews Your
Gospel Singer for another year on
a three-a-week basis and begins

greensboro, n. c.
5000 w. day & nite
columbia affiliate
gilbert m. hutchison,
general manager

We-B1G

Within a radius of 50 miles from
WBIG’s 5,000 watt transmitter
live over 1,075,000 people who
spend over $500,000,000 an-
nually in retail sales. WBIG has
been serving this area faithfully

for 23 years.

represented by hollingbery
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Rendezvous With David Ross on a
three-a-week basis, commencing
the week of September 20th.

The latter show was purchased
for the network because of the
success it enjoyed for Dolein in
New York (WOR, twice weekly)
and in Toronto (CFRB, four times
weekly). It is contemplated that
Mr. Ross will do the commercials
for Dolein on the network.

Everett F. Goodman

Vice President

Harry S. Goodman Radio
Productions

New York

* * *

British Do Buy

EDITOR, BROADCASTING:

It is always grand to have news
of Radio Luxembourg in the indus-
try’s leading publication. But may
I have a little space in which to
correct a question of fact, as re-
ported in your July 11 interview
with Mr. Alan Whitworth of the
ISBA?

Mr. Whitworth foresees little
time-buying by British advertisers.
In fact, three weeks after we
agreed to accept sterling, all peak-
time was booked. Among leading
British national advertisers having
52 week contracts from June-July
1949 are Cadbury and Rowntree—
top candy makers— Horlick’s,
Thomas Hedly (Procter & Gam-
ble), Colgate, Personna. The pro-
grams feature such top British
stars as Gracie Fields, Noel Cow-
ard, Sandy MacPherson, Sam
Costa, Carol Gibbons, Jack Jackson
and the top musical combinations
of the nation.

The British Government’s pres-
ent attitude toward Radio Luxem-
bourg can be best expressed in the
words of Sir Hartley Shawecross,
Attorney General, to be found in
Hansard and quoted from the Lon-
don Times of Nov. 19, 1948, de-
tailed reference attached: “I listen
to Radio Luxembourg regularly
and intend to go on doing so. . ..”
Moreover, Ernest Bevin, Foreign
Secretary, so far “disapproves” of
Radio Luxembourg as to have
made a broadcast in June on our
United Europe series. . . .

Guy Bolam

Exclusive Representative
US.A.

Radio Luxembourg

New York

* ok

Keeps Up With Industry
EDITOR, BROADCASTING:

For the more than a year I was
out of the broadcasting industry
I continued my subseription to
your magazine.

Now that I have returned to the
industry after such a protracted
absence, I find that the keeping-
abreast of broadcasting activities
made possible by BROADCASTING is
invaluable. It would have been
impossible without it, and you have
my very sincere appreciation and
thanks.

Martin Deane Wickett
Director of Operations
KXOA Sacramento, Calif.

Telecasting
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COMPLETELY calm is Steve Allen
(center), m. c. of new KNBH (TV)
Los Angeles show Country Store, as
he meets Paul Lee (1), sales manager
of Budget Pack, program sponsor,
and Herb R. Beaven, vice president,
Brisacher, Wheeler & Staff.

COMPARING

2

20-inch

HOST, G. Emerson Markham (I), sta-

the old
cathode-ray tube (l) with the new tions manager, WGY WRGB (TV)
short-necked metal 19-inch DuMont Schenectady, explains WGY’s control ’ 1

room to visiting German broadcasters
day is Dr. Allen B. DuMont, presi- (I to r) Oswald Hirschfeld, Klara
dent, Allen B. DuMont Labs Inc. Schimmel, Walter Kroepelin and
New tube has been incor- Hans-Joachim Leschke. Seated at
porated in DuMont’s ’Brad- right is Joseph Gagne, control opera-

ford” console. tor at WGY.

television tube introduced last Mon-

NEWCOMER to KLZ Denver adver-
tising roster, Jack McMurtry (1),
president, McMurtry Mfg. Co., Den-
ver, discusses his KLZ schedule with
Hugh B. Terry {standing), vice presi-
dent and general manager of KLZ,
and Jack Tipton, station account
executive.

M

PLANS for a new CBS-TV series are
discussed by CBS President Frank
Stanton (1) and Comic Ed Wynn, who
has signed an exclusive CBS
television contract. Series
featuring Mr. Wynn will start
on the CBS-TV network next fall.

-~

THE BOSS must have told a good
joke as Fred Nahas (1), executive
vice president of KXYZ Houston, en-
joys a hearty laugh and millionaire
oilman, Glen McCarthy, KXYZ own-
er, a pleasant smile, during broadcast
from McCarthy Chemical Co.

T

OPENING night of the Central City-
U. of Denver summer opera festival
was covered by KFEL Denver. Paus-

TO EACH his own way, says Zeke
Manners (r), ABC star, as he com-
piles figures on an abacus to com-
pare with those computed on @
slide rule by Bob Buckley, business

manager in charge of radio-

TV ot Benton & Bowles.

IT’S TIME OUT for pleasure as this group gathers for a dinner meeting at
Chicago’s Drake Hotel as guests of Lang-Worth Feature Programs Inc., New
York. Held during NAB Program Clinic, cocktail party ond dinner attracted
50 program directors from all corners of the country. Following the dinner,

C. 0. (Cy) Langlois, Lang-Worth president, emceed a round table discussion
on various phases of the music-transcription ficld. Lang-Worth hosts were
"2 ® Mr. Langlois; Johnny Langlois, secretary; Pierre Weis, vice president
’ in charge of sales, and Doris Kaye, program director.

ing for a cigarette between acts are

‘ Frank Bishop () KFEL gen-

eral manager, and Dale Mor-
gan, program director.

PLAQUE in recognition of coopera-
tion by WCOP Boston with Radio
Technicians Guild of New England is
presented to Gene King (r), WCOP
program director, by Albert C. W,
Saunders, Guild president. Station
has a reciprocal promotional arrange-
ment with the Guild, compris-
ing all radio repair stores

in Metropolitan Boston. '




An Invitation to Television Management Officials,

Broadcasters, Engineers:

Youare cordially invited to visit the
General Electric Television Test
Laboratory at Electronics Park,
Syracuse, N. Y. Watch expert test
engineers pit competitive equip-
ment against the G-E line day after
day. These tests are objective, mer-
ciless, designed to give you the
finest in station equipment. At the

Park you will see the greatest Elec-
tronics Center in the world today
—6000 people in a “‘university of
industry”’— with more than half of
them working on television alone!
For full information, phone or wire
the G-E office nearest you. Trans-
mitter Division, General Electric
Co., Electronics Purk, Syracuse, N.Y.




Electric 16mm TV Projector

PIGTURE QUALITY!

BRINGS AMAZING G-E SYNCHRO-LITE PROJECTOR TO 16mm FIELD FOR FIRST TIME!

New Focusing Ease Acclaimed! New Split-Second Starts and Stops!
Improves Performance of Any Camera Channel!

Dramatic demonstrations witnessed by scores of tele-
vision engineers and management officials from every
part of the nation show why General Electric presents
its new Synchro-Lite 16mm Projector as the greatest
step forward in Television film history!

Direct comparison tests with competitive equip-
ment in G.E.’s Television Test Laboratory and dem-
onstrations at NAB point up the General Electric
advantages overwhelmingly. With its pulsed ‘“‘cold”
light source (no rotating shutter), and split-second
starting and stopping (no need to experiment on your
audience; the Synchro-Lite Projector minimizes on-
the-air adjustment), this new equipment is head and
shoulders above anything in its field. Everywhere

these tests have been made, the reports are always the
same—finest picture quality in the industry.

Sound reproduction, too, is sharp and clear. A
built-in variable equalizer assures constant and pre-
cise fidelity control.

In no other 16mm projector will you find so many
advantages so important to television. Remember—
the quality of the picture you show your aundience vitally
affects your station’s income. Y ou owe it to your invest-
ment to use the finest projection equipment available

“today. General Electric has it. Don’t fail to see it. Tke

General Electric Synchro-Lite Projector will improve any
present commercial camera channel. And remember, of
all the television film in use today, 95% is 16mm.

Point by point comparison shows
overwhelming G-E advantages!

|

A R RART K e T S A S R D
' Projector Mechanism G. E. MANU'A‘I‘UIII MANUFACTURER
Projection System Shutterless Shutter smtcir
i\ Mechanical Noise Low | High High
Stop Time (No Braking) 1 sec. Over 15 sec. N 0verh 15 sec.
Braking Facilities Not Needed Needed Needed
Ease of Film Threading Gm_ | Fair Good
“Rewind Facilities on Projector Yes 1_'!(3__ | No
Jump and Weave Low | Medlum | Low
' Coated Lens T Yes Yes Yes
-Ease of Optlcal Allgnment Exoellent-'_ .;al_r_ ) G:od___u— g
Mounting Base Heavy Duty Light weight Medium Weight =
(Simptex) H:
Motor Requirement B | 1_/75th hp 1/10 hp 1/4 hp !f
“Maximum Shaft Speed 1800-r;m 3600 rpm 3600 rpm 'f
“Accessibility Excellent Good Excellent g
o : L L N R TR IR,

Light Source G.E. ] MANUFACTURER | MANUFACTURER
Full Britiance Focusing on
. Stationary Film Yes No No
. Strip Film at Full Brilliance Yes No N;-‘ T
Operating Temperature Cold Hot Hot
i Light Failure Gradual—with | Instantaneous— | Instantaneous—
waming no warning no warning
. Average Life Expectancy 60 Hours 10 Hours 10 Hours
| Power Input 400 Watts | 1000 Watts 1000 Watts

TR T

" GENERAL
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WATCH THE BIRDIE!

Most cats would make a quick meal off an injured
bird. But this cat seems to sympathize with the little
blue jay that broke both its legs.

We sympathize with advertisers who have a tough
sales problem in the highly competitive market of
Baltimore. And we’ve got the solution for them, too.

You just put your advertising message on W-I-TvH,
the BIG independent with the BIG audience. W-I/TvH,
you know, delivers more listeners-per-dollar than any
other station in town.

That means you can accomplish BIG results from
SMALL appropriations on W-I-T-H. So if you want
low-cost results in Baltimore, call in your Headley-
Reed man today.

BALTIMORE, MARYLAND

TOM TINSLEY, President

Represented by HEADLEY-REED
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DEADLINES

By RUFUS CRATER

THE McFARLAND BILL to
reorganize  FCC procedures
was reported to the Senate
floor last Thursday with
amendments including a
‘“‘deadline” on Commission ac-
tion on applications.

The measure (S-1973) as
revised and approved by the
Senate Interstate Commerce
Committee would set a statutory
“objective” of final FCC action on
non-hearing applications within
three months from date of filing,
and on hearing cases within six
months after completion of the
hearing.

The Commission would be re-
quired to report “promptly” to
Congress on each case in which
it failed to meet the time limits,
and to explain its delay:

The committee-approved version
of the measure showed a number
of changes from the original bill,
reflecting a desire to eliminate all
points of controversy in hope of
enactment at this session of Con-
gress. Whether that hope would be
realized was a matter of specula-
tion, but observers thought the
chances were good.

Chief departures from the origi-
nal version, introduced by Chairman
E. W. McFarland (D-Ariz.) of the
commerce committee’s Communi-
cations . Subcommittee and re-
worked largely under his direc-
tion following hearings and fur-
ther conferences [BROADCASTING,
June 207, included the following:

@® The proposal to divide the
Commission into two separate
panels would be abandoned, but
the plan to require reorganization
of the staff along functional lines
within 60 days would be retained
with certain modifications in lan-
guage.

@® The number of assistant
general counsels, assistant chief
engineers, and assistant chief ac-
countants would be cut in each
case from three to two. This rep-
resents a departure from both the
existing setup and the bill as origi-
nally pronosed but is desirable and
practicable, in the opinion of the
committee—which said individual
Commissioners also recommended
it—in view of the provision of a
$10,000-a-year legal assistant for
each Commissioner.

® The anti-discrimination sec-
tion of the earlier version, forbid-

WASHINGTON,

FOR FCB?

ding discrimination based on race,
religious, political or business affi-
liation, was dropped—but only with
the specific understanding that
FCC is observing its principles,
will continue to do so, and has no
legal or constitutional authority
not to do so. This was understood
to represent a compromise within
the committee whereby the pro-
posal to limit FCC’s authority in
anti-trust cases was retained.

@® The section establishing a
30-day waiting period in which
protests might be filed against non-
hearing grants was broadened to
require that the protests be made
under oath and that the Commis-
sion act on them within 15 days.

@ The present law’s require-
ment that action on renewals be
governed by the same considera-
tions that apply to original applica-
tion would be dropped, as in the
earlier version; but a clause would
be added conditioning renewals
upon a finding “that public in-
terest, convenience, or necessity
would be served thereby.”

@® The ban on “job jumping”
by Commissioners, their assistants,
the Secretary, chief accountant,
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McFarland Bill Reported to Senate

general counsel, and chief engineer
would be extended to the assist-
ants of the chief accountant, gen-
eral counsel, and chief engineer.
Effective one year after passage
of the bill, no Commissioner could
resign and accept employment,
during the term for which he was
appointed, with anyone subject to
FCC jurisdiction. The bureau heads
and their assistants could not rep-
resent such persons before the
Commission for one year after
leaving the Commission.

@ The proposed new cease-and-
desist procedure would be expanded
to make it usable against “any
person” under FCC’s jurisdiction,
not just “station licensees.”

@® The permissive use of show-
cause orders to institute revocation
proceedings was spelled out.

@ In renewal proceedings, the
burden of proof would be upon the
“appropriate division” of the Com-
mission or upon whoever opposes
renewal.

Other departures from present
law but involving no substantial
changes in the original McFarland
Bill include an overhaul of ap-
pellate and hearing procedures;

creation of a “buffer” staff be-
tween Commission and regular
staff; raise in salaries from $10,-
000 a year to $15,000 for the Com-
missioners, from $10,330 to $12,000
for general counsel, chief engi-
neer, and chief accoumtant, and
from $9,706 to $10,000 for the Sec-
retary; cut in salaries of Com-
missioners’ secretaries from $5,-
482 to $4,000 (not applicable to
present incumbents) ; creation of a
radio fraud law comparable to the
postal fraud statute.

The bill was reported out of com-
mittee by Sen. McFarland. As re-
vised, the report said, it “has the
unanimous approval of every broad-
casting interest who testified, and
the majority of its provisions are
favored by the Commission itself.”

Hope for passage at this session
was stimulated by this effort to re-
move the last points of contention
from what was designed as a non-
policy, non-controversial measure
in the first place, backed by 46 days
of hearings on the general subject
of Communications Act amend-
ments during ‘the last six years.
The committee report termed it

(Continued on page 38)
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LIQUOR ADS

Radio Return Imminent

By ED JAMES

THREE NETWORKS last week were on the verge of selling time for
liquor advertising, two of them intending to restrict it to their owned
stations and the third, ABC, strongly considering its acceptance on a

network basis.

The possible admission of liquor
advertising on the networks or
any of their owned stations would
constitute a rescission of a historic
ban and would doubtless provoke
anguished cries from prohibitionist
groups.

The networks were toying with
the idea of letting down the bars
at the urging of the giant Schenley
Distillers Corp., New York, which
is known to have hoped for a long
time that radio would eventually
accept its liquor advertising.

It was learned that Schenley,
through its agency, the Biow Co.,
New York, had renewed its inquiry
to the four major networks within
the past few weeks. Tentative and
qualified affirmatives were re-
ceived from ABC, CBS and NBC.

A flat rejection was reportedly
received from the Don Lee Net-

BROADCASTING ¢ Telecasting

work and this attitude was said
to have subsequently been adopted
as policy of the Mutual network,
of which Don Lee is an important
part.

Pact Near Signing

At week’s end, it was learned,
there was a strong possibility that
Schenley would close a deal with
ABC for a weekly half-hour radio
program. NBC, it said, had agreed
to accept Schenley sponsorship of
an as yet unselected program to be
aired after midnight on its owned
station, KNBC San Francisco.
CBS was considering accepting the
liquor commercials on Columbia-
owned stations, although it had not
definitely made up its mind.

One of the touchiest aspects
under consideration by all the net-
works was the nature of the com-
mercials which Schenley would use.

An NBC spokesman said KNBC
would insist that the commercials
be of “public service” character.
That was interpreted to mean that
they would stress the importance of
moderation. There would be no re-
fusal of the injection of the brand
name, Schenley Reserve, in the
messages, however.

The other networks similarly
were anxious to avoid hard-selling
messages for hard liquor.

NBC stressed the fact that it
was accepting the Schenley ad-
vertising on KNBC on an experi-
mental basis. CBS said that if it
decided to let Schenley in, it too -
would be with the understanding
that the adventure was exploratory.

Officially ABC admitted it had
been negotiating with the distillery,
but that no agreements had been
reached.

From other sources it was
learned, however, that the ABC-
Schenley negotiations had pro-
gressed to a stage of almost com-

(Continued on page 24)
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STRANGE NAME

‘Twas Just a Mistake

WHEN members of NAB received
the first mailing of the newly-
formed Broadcast Advertising Bu-
reau’s processed letter the other
day, the signature appeared to
be in some foreign language. This
is what happened.

O’Brien & Dorrance Inc., New
York, arranged for the mailing of a
carefully-prepared processed letter
to go out over the signature of
Maurice B. Mitchell, director of
the firm’s client, Broadeast Ad-
vertising Bureau. The letter had
been carefully prepared for mail-
ing to the entire membership of
NAB.

Proofs had been carefully
checked and everything seemed
in order. But a few days later
O’Brien & Dorrance discovered
that the signature cut—reading
“Mitch”—had been run upside
down on a good share of the letters
sent out. What should have been
a legible signature looked like
anything but.

So, a quick council produced a
postcard explaining the strange-
looking seript, and signed with
the “Mitch” straight up, for
Maurice B. Mitchell.

Hard Liquor
(Continued from page 23)

plete understanding. One important
matter as yet unsettled was the
program which the distillery would
sponsor on ABC.

Through the years no hard liquor
radio advertising has been accepted
by the four networks or radio sta-
tions as a matter of general radio
policy and because of a voluntary
ban by the Distilled Spirits Insti-~
tute. The latter passed a resolu-
tion about 10 years ago covering
radio, and within recent years mod-
ified it to embrace TV as well.
Schenley Distillers is not a mem-
ber of the institute, the latter re-
ported.

NAB had no immediate comment,
but the new Standards of Practice,
adopted this year, contains no
prohibitions against liquor advertis-
ing. Previously such a provision
had been included in NAB'’s code
of ethics, but it was reportedly re-
moved because of certain restraint
of trade implications. The industry
has enjoyed an annual revenue of
nearly $6 million from ale and beer
radio time and about $2 million ad-
ditionally from wines.

Congressional pressure through-
.out the years for a ban on sale of
all alcoholic beverages, liquor in-
cluded, in all advertising media in
interstate commerce has been per-
ennially sporadic. Currently pend-
ing are two bills—one each in
House and Senate—which would
prohibit the broadcast or telecast
of such advertising. They are: HR
2428 by Rep. Joseph Bryson (D-
S. C.) and S. 1847 by Sen. William
Langer (R-N. D.). Both appeared
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To Sponsor Ullman Production
On Keystone Network

CONTRACT involving an appropriation in the neighborhood of $250,000
has been signed by Wildroot Co., Buffalo, N. Y., maker of Wildroot
hair tonic, Creme Oil and Creme Shampoo, to sponsor Barbershop Har-
monies on Keystone Broadcasting System, it was announced by Richard

H. Ullman, president of Richard H.
Ullman Inc., Buffalo, transcription
firm which produces the series.

Arrangements for the contract
were conducted in Buffalo by Ward
Maurer, advertising manager of
Wildroot Co.; Noel Rhys, repre-
senting the Keystone network; J.
Paul Sheedy of BBDO, agency for
Wildroot, and Mr. Ullman.

The quarter-hour series, featur-
ing the Gaslight Quartette, will be
broadcast on 102 KBS stations in

destined to remain within their
respective Interstate & Foreign
Commerce  committees, despite
numerous petitions received from
temperance and prohibition groups.

Senate Commerce group in April
last year held hearings during
which about 50 witnesses represent-
ing advertisers, agencies, publish-
ers, etc., testified. They described
the measures of the 80th Congress
as ‘‘dangerous, unwise, diserimina-
tory, punitive, and a step toward
prohibition.” Prime movers behind
the proposed legislation were Sen.
Edwin C. Johnson (D-Col.), Sen.
Arthur Capper (R-Kans.), now re-
tired, and Sen. Clyde M. Reed (R-
Kans.). Earlier, in the House, Rep.
John Rankin (D-Miss.) had intro-
duced a similar bill. No action re-
sulted, however. Hearings also had
been held in May 1947, but a
comparable measure was found by
the Commerce Committee to be
“impracticable.”

Many of these proposals would
have amended the Federal Trade
Commission Act if passed, while
still another bill would have vested
control of alcoholic beverage trans-
portation within FT'C bounds. There
also has been sentiment to amend
the Federal Communications Com-
mission Act to effect the same end.

P. LORILLARD
Plans Fall Shows

FALL radio and TV plans for P.
Lorillard Co. (Old Gold Cigarettes)
Amateur Hour are just about com-
pleted, through Lennen & Mitchell,
New York.

The radio presentation of the
Amateur Hour moves from its
present time on Wednesdays, 8-
8:45 p.m. to Thursdays, 9-9:45 p.m.
on the same network, ABC, begin-
ning next week, in hopes of getting
a higher rating. Show according to
last Hooper report rated a 4.8.

The television version currently
on DuMont will switch over to
NBC-TV providing the latter net-
work can clear the additional affil-
iated stations that the advertiser
is interested in. It was understood
that the Hour will be presented on
Tuesdays 10-11 p.m. on NBC-TV
with starting date scheduled for
early October.

k.3
the South and Southwest starting
Sept. 6. This new sponsorship
marks an expansion in Wildroot’s
use of transcriptions.

Selection of the series by Wild-
root, according to Mr. Ullman, is
the result of the very high ratings
—up to 16.7—gained by Barber-
shop Harmonies in a number of
test markets.

GF SALES
Up $8 Million for Quarter

AN $8 MILLION increase in net
sales for the second quarter of
1949 as compared with the same
period last year was reported last
week by General Foods Corp., one
of the biggest users of radio and
television time.

The company’s net sales for the
second quarter of 1949 were $112,-
600,000; in the same period of 1948
they were $104,540,000. Second
quarter earnings in 1949, after
taxes and all charges were $6,800,-
000, equal to $1.18 a share on com-
mon stock, compared with $5,742,-
000, or, 99 cents a share, for the
second quarter last year. No funds
were set aside for contingencies in
the second quarter of 1949. A sum
of $500,000 was set aside for this
purpose in the same period last
year.

Net sales for the first half of
1949 were $240,400,000, compared
with $224,567,000 for the same
period last year. Net earnings for
the first six months of 1949 were
$14,400,000, equal to $2.50 per com-
mon share; in the first half of
1948 they were $13,897,000, or $2.41
a common share.

BRUNER-RITTER

Signs ABC Giveaway

BRUNER - RITTER INC. (jew-
elry) will sponsor a new giveaway
on ABC Sundays, 9:30-10 p.m.,
beginning July 31.

The program, Chance of A Life-
time, will involve listener partici-
pation by telephone. Prizes of vari-
ous values will be offered and ABC
said last week there were half a
million dollars worth of prizes
on hand, although it was doubtful
the whole inventory would be put
up at any single time. Raymond
Specter Co., New York, is agency.

Schlitz Back to Radio

JOSEPH SCHLITZ Brewing Co.,
Milwaukee, returns to radio after
13 years with sponsorship of
Schlitz Family Fraunfelder for 52
weeks via WTMJ Milwaukee, Mon.,
Wed. and Fri, 10:15 to 10:30
p.m. Agency is Young and Rubi-
cam, Chicago.

BROADCASTING

Arrangements for the new Wild-
root sponsorship are completed by
(I to r) Messrs. Ullman, Rhys,

Maurer and Sheedy.

WHITNEY

Don Lee Gen. Sales Mgr.

GEORGE WHITNEY, a partner
in Harrington, Whitney & Hurst,
West Coast agency will withdraw
from that firm, to join Don Lee
Broadcasting System as general
sales manager.

Announcement was made by
Ward Ingrim, network’s vice presi-
dent in charge of sales, who also
announced that Henry Gersten-
korn, formerly his administrative
assistant, will become national ad-
vertising manager of Don Lee.

LEVER AGENCIES

BBDO, N. W. Ayer Named

LEVER BROS., Cambridge, Mass.,
has appointed two new agencies to
direct the advertising of its Swan
Soap and Surf. BBDO, New York,
will handle Swan Soap, an approxi-
mate two million dollar account,
formerly handled by Young &
Rubicam. The billing includes the
Bob Hope show, which will also be
placed by BBDO.

N. W. Ayer & Son.,, New York
and Philadelphia, will handle Surf,
formerly serviced by Day, Duke
and Tarleton Inec., New York. Surf
is a spot announcement advertiser
and its billing is said to be about
one and a half million.

Leahy Grid Discs

TRANSCRIBED Leahy of Notre
Dame series will be released this
fall for the third consecutive year,
Green and Assoc., Chicago pack-
age firm, announced last week. The
schedule extends for 13 weeks from
Sept. 23 to Dec. 16, and features
Frank Leahy, head Notre Dame
coach. Lew Green and Bill Fay are
collaborating on production, while
Bob Murphy does commentary.

Lee to Walker

BILL LEE, former western divi-
sion manager for Joseph Hershey
McGillvra, Chicago, has been named
Chicago division manager for the
Walker Co.

Telecasting
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TABLE (I
GROSS NETWORK TIME SALES *

RADIO’s private “recession” has
amounted to a meager loss of 1.3%
in gross network time sales com-
pared to the first five months of
1948, according to latest figures
from Publishers Information Bu-
reau. The total of May sales was
1.5% below the gross for May 1948.

In dollars, the May network fig-
ure is $2653,194 below May of 1948,
and the first five-month total time
sales is $1,112,923 below the same
period of 1948.

This small drop off in network
time sales has been evident since
February, but has not magnified
itself into a major drop in reve-
nues. In this respect, radio is do-
ing much better than some major
industries, which have reported a
drop of 20- to 30% in net sales
and a slash in profits of 256% and
more.

Procter & Gamble Co. was the
leading buyer of network time in
May. This company’s gross net-
work time purchases for that
month added up to $1,633,155,
nearly 10% of the total volume
bought by all network advertisers.
The P&G network time total in-
cludes expenditures classified un-
der the Food & Toiletries headings
as well as under Soaps & Cleansers
where P&G was the leading com-
pany.

Another soap manufacturer,
Lever Bros. Co., ranked second for
the month according to its pur-
chases of network time. Two drug
companies, Sterling Drug (ranking
third) and Miles Labs (sixth);
three food firms, General Foods,
General Mills and Campbell Soup
Co. (ranking fourth, fifth and
seventh, respectively), and three
tobacco companies, Liggett &
Myers, Phillip Morris and R. J.
Reynolds (eighth, ninth and tenth),
were also included in the top ten
for May. (See Table 1.)

For the five month period, foods
had led the list in dollar purchases
of network time, even though pur-
chases in this category have
dropped off slightly more than a
million dollars from the same five
months of 1948. Toiletries is sec-
ond ranking product group through
May, with $13,279,589 sales com-
pared to $14,570,236 in the same
period 1948. (See Table II).

Tobacco advertising, which has
picked up more than a million dol-
lars in 1949 is in third rank as a
network user, exceeding the Drugs

L T ]

TABLE 1
TOP TEN NETWORK ADVERTISERS IN MAY*
Gross Network
Advertiser Time Charges
1. Procter & Gamble Co. $1,633,155
2. Lever Bros. Co. 764,504
3. Sterling Drug Ine. 671,240
4, General Foods Corp. 651,679
5. General Mills [ne. 581,173
6. Miles Labs inc. 568,443
7. Campbell Sevp Co. 535,601
8. Liggett & Myers 459,674
9. Phillip Morris & Co. 368,616

0

-

. R. J. Reynolds Tobaceco Co. 348,59

* Publishers Information Bureav

BROADCASTING *

May Jan.-May May Jan.-May
1949 1949 1948 1948
Agriculture & Farming $ 60,692 § 538763 § 130,955 $ 594,440
I‘\ppcnl,_ Footwear & A:cusoric_s n 113,689 625,432 152,40 645,589
ve, ies
Equip. L 809,271 3,589,527 661,541 3,481,522
Aviation, Avluhon. Accessories & Equip.
Beer, Wine & Liquers 70,476 363,951 169,134 532,357
Building Materials, Equi & Fixtures 123,585 564,661 111,464 503,846
Confectionary & Soft Drinks 586,516 3,270,775 2,795 3,286,028
Consumer Service 179,326 788,848 234,552 1,173,555
Drugs & Remedies 1,790,048 8,739,030 1,910,114 9,807,090
Entertainment & Amusements
Food & Food Products 4,021,651 20,294,623 4,206,713 21,355,232
Gasoline, Lubricants & other Fuels 460,167 2,816,032 432,226 2,556,737
Horticulture 17, 91,968 5,523 98,946
H hold Equi Suppli 770,346 3,627,260 73,328 3,493,869
Household Furnishings 105,518 524,034 109,718 554,783
Industrial Materials 227,01 996,980 214,380 940,604
Insurance 355,791 1,691,378 391,133 1,871,235
Jeweiry, Optical Goods & Cameras 217,468 970,782 79,496 294,363
Office Equipment, Stationary and Writ-
ing Supplies 149,313 712,968 215,559 1,143,694
Publishing & Media 31,000 454,061 130,000 706,031
Radios, TV Sets, Phonographs, Musical
Instruments & Access. 17,972 715,363 253,903 901,563
Retail Stores 5,496 27,480
Smoking Materials 1,988,137 9,894,786 1,745,687 8,627,322
Soaps, Cleansers & Polishes 1,852,217 9,021,672 1,774,641 8,176,444
Sporting Goods & Toys
Toiletries & Toilet Goods 2,679,961 13,279,543 2,893,589 14,570,236
Transportation, Travel & Resorts 98,508 551,420 — e
Miscellaneous 236,184 1,195,620 272,966 1,144,389
TOTAL $17,067,586  $85,346,957  $17,320,770  $86,459,875
* Source: Publishers Information Bureav
* % %

& Remedies group, which was
third-ranking at this time in the
previous year. Soaps and Cleans-
ers had also exceeded their 1948
network advertising expenditures
by $845,028 through May, and were
in fourth rank instead of fifth, as
was the case in 1948 at this time.

Drop in Drugs
Drug advertising has dropped
off in the first five months of 1949
to a rate about 11% below the
1948 level. The May figures for

this group still show expenditures
running below May of 1948. Drug
purchases of network time are now
low enough to put this group in
fifth place in dollar volume.

Sixth ranking is household equip-
ment, which is running above its
1948 total, and in seventh place is
automotive group, with purchases
of $3,589,527 compared to $3,481,522
thru May last year. The May pur-
chases in this group were $809,271
compared to $661,541 in May 1948,
These expenditures are in addition

Know The Sponsor

EIGHT commercial network
programs aired during April
and May had sponsor identi-
fication indices of 75 or bet-
ter, according to the latest
Program Hooperatings Spon-
sor Identification Analysis.
Report shows Dr. 1.Q. at the
top, its sponsor identified by

88.9% of listeners. Other
leading sponsor-identified
network shows were: Radio
Theater 85.9; Bob Hawk

Show 83.6; Arthur Godfrey’s
Talent Scouts 83.3; Fibber
McGee & Molly 79.1; Double
or Nothing 11.7; Grand Slam
76.1; Welcome Travelers
75.0.

to the heavy automotive television
budget.

In apparel, Frank H. Lee is top
network advertiser replacing Brown
Shoe Co. as the leader so far this
year. In autos, Ford Motor. Co.
is still the leader; Pabst Sales Co.
is still on top in the Beer & Wine
Group; Coca-Cola again leads the
Confectionery and Soft Drinks
Groups; Sterling Drug is on top
of the list again in its group, and
General Foods has superseded Gen-
eral Mills as the leader in food
advertising.

Sun Oil Co. leads the Gasoline
'and Lubricants division, although
Texaco was the leader when’ the
1948 totals were added. Liggett
& Mpyers is maintaining its lead in
the tobacco advertising group;
Procter and Gamble is, of course,
out in front in Soap and Cleanser
advertising; and Lever Bros. has
captured the number one spot in

(Continued on page 87)

EVENING TIME

AMERICAN advertisers are using 17¢% fewer hours of evening time
to advertise their wares on the four nationwide radio networks this
summer than they did during the summer of 1948, according to a com-

pilation made last week by the NBC Research Department.

sponsored total for the four net-
works in the period between 7 and
11 p.m. is 46 hours and 40 minutes
this summer, compared to 56 hours
and ten minutes in the like period
a year ago.

Conversely, the number of eve-
ning hours of network television
time used for advertising purposes
is up 180% from last summer,
NBC found. Between 6 and 11
p.m. network TV commercials
periods add up to 40 hours this
sunimer, compared to 10 hours last
year at this time.

Analyzing the radio network
summer business network by net-
work, NBC shows its own evening
hot weather time sales dropped
from 86 to 75 quarter-hours in the
last year, a loss of 12.8%. CBS
evening commercial periods are off
25.8%, from 62 quarter-hours last
year to 46 this summer. ABC is
exactly even, with 46 evening
quarter-hours $old both this sum-
mer and last. Mutual evening time

Telecasting

Combined
*

sales meanwhile have dropped
from 31 to 19% quarter-hours, a

*

17% Less Sponsored

loss of 36.69%, the survey shows.

NBC does not make comparable
individual network comparisons for
television. Tables analyzing the
commercial radio and TV evening
business by the days of the week
follow:

* *

Survey Showing Average Quarter-Hour Sponsorship on Netwerk Radio

and Televisian for Summer Period 1949 *

¥

* *

Fig.vru Represent Quarter-hour Periods

RADIO
Mon. Tues Wed. Thurs. Fri. Sat. Sun. Total
NBC 10 14 14 8 1 [] 12 75
CBS 3 9 5 7 3 7 12 46
ABC [ 5 8 4 10 2 n 46
MBS 21, 14 2y 314 21, 4 4 1934
{Does not include co-ops. Time represents 7-11 p.m.)
Totals
July 1948 July 1949
NBC 86 75
CBS 62 46
ABC 46 46
MBS N 1934
TELEVISION
Mon. Tues. Wed. Thurs. Fri. Sat. Sun. Total
NBC [ 6 [] 4 6 2 8 a8
CBS 8 3 8 1 2 3 0 25
DUMONT é 2 4 4 2 4 4 26
ABC 1 0 6 [] 4 0 4 23

(These times are from 6-11 p.m.)
In 1948 there were only 40 sponsored quarter-hours on all the networks combined.

* Source: NBC Research Department.

July 25, 1949 ® Page 25



HOWARD RESIGNS

NAB President Justin Miller last
Thursday accepted “with reluctance
and | regret” the resignation of
Royal V. (Doc) Howard as director
of NAB’s Engineering Dept. The
resignation was another in the
series of events touching on NAB’s
current reorganizational plan, to
take\ effect Aug. 1, in which Mr.
Howard’s department was pre-
served along with five others but
in effect reduced in status [CLOSED
CIrcyit, July 18].

In| accepting the resignation,
Judge Miller noted that achieve-
ments of the Engineering Dept.
under Mr. Howard’s direction have
been | “outstanding, and you have
good | reason to be proud of them.
NAB has profited in many ways
from your being ‘loaned’ to it. I
appreciate your willingness to stay
on as long as you have.”

Simultaneously, the appointment
of Neal McNaughten to succeed
Mr. Howard was indicated by
Judge Miller.

Mr. Howard recalled, in his let-
ter of resignation which he sub-
mitted July 1, recalled his ‘“loan”
to NAB in May 1947—“for a year
—18 months-—or at the most, two
years”—to establish NAB’s Engi-
neering Dept. on a “permanent,
highly authoritative basis.”

He told Judge Miller he repeat-
edly had expressed his desire to re-
turn to more direct engineering and
industry activities, and while ad-
hering to the NAB President’s re-

move  to new

COMPLETING the
studio and office quarters atop the
Utah Theatre Bldg. at 146 S. Main
St., officials of KALL Salt Lake City
and Intermountain Network inspect

new control room switching appo-
ratus. W. D'Orr Cozzens (seated),
chief engineer of KALL and network,
demonstrates setup to {| to r) George
€. Hatch, president and general man-
ager, KALL-Intermountain Network;
Alvin Pock, executive vice president,
and Lynn L. Meyer, network’s vice
president in charge of sales. New
quarters offer triple the space avail-
able to station in old David Keith
" Bldg., with costs of renovation and
studio and facilities installation esti-
mated at $30,000. Additional equip-
ment, instalied or on order, will
approximate $300,000.
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Another in NAB Exodus

quest to remain, “I feel that now
with the primary aims of the En-
gineering Dept. accomplished—but
with much left to be done—I should
more forcefully urge you to accept
my resignation.”

One of Mr. Howard’s outstand-
ing achievements was his organiza-
tion and promotion of the annual
NAB Engineering Conference, held
in conjunction with NAB conven-
tions. Before joining NAB, he was
vice president in charge of en-
gineering for Associated Broad-
casters Inc., San Francisco, from
1934 to 1947, and has been in
broadcasting since 1922.

International Service

Since joining NAB he has served
as U. S. delegate at the Atlantic
City International Telecommunica-
tions Conferences, the North
American Regional Broadcasting
Agreement Engineering Conference
in Havana, and the Mexico City
High Frequency Conference.

Mr. Howard told Judge Miller
that his Engineering Dept. had
“tackled” a multitude of jobs and
that though it “has never received
the funds or the personnel recom-
mended by NAB’s Engineering Ex-
ecutive Committee, in the main
these items have been realized.”

In recommending Mr. McNaugh-
ten, Mr. Howard felt the forthcom-
ing NARBA Conference has “grave
and immediate consequences” and
that its final outcome, “for good
or bad, will affect the industry into
the far distant future. It is a deadly
serious business.”

Mr. Howard pointed out that Mr.
McNaughten’s work with FCC prior
to joining NAB “qualifies him most
expertly to participate in the Asso-
ciation’s activities in protecting the
industry’s welfare.” He called upon
friends and members of the engi-
neering fraternity to continue to
give NAB their wholehearted sup-
port. .

Judge Miller felt recommendation
of Mr. McNaughten as successor
was “sound in all aspects” and
voiced belief Mr. Howard’s con-
fidence in him “seems to be shared
by engineers and station managers
alike.” He added:

“I am sure that he can carry on,
ably, the policies and programs
which have been initiated under
your directorship; thus preserv-
ing for NAB the good will and
splendid cooperation which has been
developed during the past two years
between NAB and all these groups
with which you have worked.”

Mr. Howard is chairman of the
NAB Recording and Producing

Mr. HOWARD
* * *
Standards Committee and is a
member of BMB’s Engineering

Committee, as well as many RMA,
IRE and ASA committees. He holds
several letter patents on radio ap-

paratus and is a senior member
of IRE.

BAB TRANSFE

Move from Washington
ToN.Y.Completed

BROADCAST ADVERTISING Bureau of NAB officially transferred its

headquarters from Washington to New
bureau, under direction of Maurice

at 270 Park Ave.

The move is one more in the
growth of the bureau which was
authorized as an expansion of the
old Broadcast Advertising Depart-
ment of the NAB by action of the

WEBSTER

Takes Oath for New Term
As FCC Commissioner

E. M. WEBSTER was sworn in as an FCC Commissioner for a new,
seven-year term last Thursday afternoon and proceeded at once into an
executive meeting of the Commission, taking up the duties he left off
when his prior term expired June 30.

The oath-taking, accomplished in
his office without ceremony, fol-
lowed by a little more than 24
hours the Senate’s confirmation of
his nomination on Wednesday. This
had been virtually assured by the
Senate Interstate Commerce Com-
mittee’s 11-0 vote of approval the
preceding Thursday, [BROADCAST-
ING, July 18}, but was delayed by
Senate debate on the Atlantic Pact.

Comr. Webster took the oath
from Miss Pansy Wiltshire, FCC
personnel assistant, who also per-
formed the duties when he assumed
office April 10, 1947, to serve out
the unexpired term of Chairman
Paul A. Porter. There was no fan-
fare. He went immediately to join
his colleagues in session.

The Senate confirmation, held up
past his prior term’s termination
date by the commerce committee’s
delay on hearings, came without a
dissenting vote. He had been sub-
jected to rigorous questioning
spread over three days of commit-
tee hearing [BROADCASTING, July

*
11, 18], but received the vote of
approval even of his chief inter-
rogator, Sen. Charles W. Tobey
(R-N. H.). Most of the question-
ing related to the policies and ac-
tivities of the Commission as a
whole, rather than the nominee’s
own.

His reappointment is retroactive
to July 1.

Comr. Webster’s resumption of
duties followed by a single day the
return of Vice Chairman Paul A.
Walker from the Paris Interna-
tional Telephone and Telegraph
Conference. It left the Commission,
which has been operating with a
bare majority of four since June
30, now only one member short of
full strength: Chairman Wayne
Coy is still attending the Paris
conference and will go from there
to further international meetings
in London, probably returning to
Washington in late August or early
Sentember [BROADCASTING, July
18].°

York last Wednesday. The

B. Mitchell, occupies new quarters

*
boarq of directors at its convention
meeting in Chicago in April.

That action increased the budget
of the . bureau, charged the ex-
panded organization with aggres-
sive promotion of radio as an
advertising medium and authorized
acquisition of new headquarters in
New York.

In its meeting at Portsmouth,
N. H. [BROADCASTING, July 18},
the NAB Board also directed that
BAB place itself on a self-sustain-
ing basis as soon as practicable
and arranged that Mr. Mitchell be
responsible to NAB President
Justin Miller, although authorized
to act in his absence.

Mr. Mitchell said the bureau, in
its new New York headquarters
will expand its staff and services
as soon as suitable people can be
found. Now serving as assistant
directors are Miss Lee Hart and
Charles A. Batson.

NAB Board also has directed
BAB to undertake the promotion
of television sales, as well as its
efforts for aural broadcasting.

AWB Resolution

A RESOLUTION expressing
“their profound loss” in the death
of the late Elsie Dick, MBS cor-
respondent who was killed in the
Bombay air crash [BROADCASTING,
July 18], has been adopted by the
New York City members of the
Assn. of Women Broadcasters of
NAB. Resolution was announced in
Washington Thursday by Pat Grif-
fith, AWB executive secretary.

BROADCASTING ® Telecasting
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RAD’O ’S PO WER Weighed by Baking Co.

“NEVER undestimate the power
of radio. The last time we did, it
nearly cost us money.”

Thus did Lee Mack Marshall,
advertising manager of Continen-
tal Baking Co., explain one of the
most curious success stories in the
industry.

It all began with the firm’s initial
sponsorship three years ago of the
Grand Slam show on CBS. A bud-
get was set aside and listeners
were urged to send in questions for
use on the program. A generous
outlay was provided in that budget
to handle the mail, which one reck-
less executive predicted would
reach as high as 5,000 letters a
week.

Within three weeks the show
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drew better than 75,000 letters per
week.

The situation deepened into crisis
as, during the next four weeks, the
tempo of returns increased. The
cost of handling the mail then be-
gan to exceed the actual cost of
the show, and murmurings were
heard that the show might go off
the air because it was too success-
ful.

The dilemma was resolved by in-
voking a policy whereby only let-
ters mailed during a specified two
weeks in a 13 week cycle would be
acceptable for use on the program.
It is the policy which is still in
effect, three years later. A typical
two week return under the revised
setup was that registered in April
of this year when 427,000 letters
were received in the fortnight mail-
ing period.

Featuring Irene Beasley five
times weekly, 11:30-45 a.m., the
show is now fourth ranking in day-
time programs according to the
Hooperating.

Continental, a more than $1 mil-
lion advertiser, has had a series of
network shows on CBS since 1928.
In addition, the company has uti-
lized spot announcements to intro-
duce new products and carries a
continuous schedule for both Won-
der Bread and Hostess Cake in
cities where they are available.

Its current Hostess Cake cam-
paign features the company’s new
cream-filled cup-cake. Mr. Mar-
shall reports that returns from the
more than 86 Continental plants
throughout the country indicate a
successful and traceable response
to the announcements.

Stressing the versatility of radio

BROADCASTING

Principals in the success of Grand Slam are (I to r) Mr. Marshall, Irene
Beasley, star of the program, and Ted Bates, president of Ted Bates Inc.

*

as an advertising medium, Mr.
Marshall described the merchan-
dising tie-up which Grand Slam
affords his products. The gifts
won by each woman participant are
displayed in her local grocery store.
This practice stirs direct and
neighborly interest in the firm and
its products (Wonder Bread and
Hostess Cakes) and creates a feel-
ing of individual participation on
the part of the local grocer and the

*

company salesmen.

The Continental Baking Co. was
originally organized in 1925. Three
years later it sponsored its first
network show, The Happy Wonder
Bakers Show, on CBS.

Continental today spends 40%
of its overall advertising budget in
radio, Mr. Marshall revealed.

Ted Bates Inc., New York, is
the advertising agency handling
the account.

NABUG SUPPORT

Voted for IBEW
In CBS Dispute

THE NATIONAL and New York Councils of National Assn. of Broad-
cast Unions and Guilds have voted to support IBEW in the latter union’s

contract dispute with CBS.

NABUG approved a measure which would forbid any member of a

union affiliated with NABUG from
doing the technical work of an
IBEW man in event IBEW should
strike CBS either in Hollywood,
Chicago or New York.

IBEW, a member union of
NABUG, has been negotiating on
wages and other “local” matters
with CBS executives in seven dif-
ferent localities. With little prog-
ress reported, IBEW locals in New
York and Hollywood took strike
votes:

NABUG also took action in the
“red blacklist” issue which devel-
oped on the resignation of radio
director William Me¢ D. Sweets
from Philips H. Lord Inc., show
packagers (see page 28). It set up
a fact-finding committee to cooper-
ate with an RTDG fact-finding
committee which will investigate
whether there exists in the radio
and television industry a blacklist
barring performers from jobs on
the basis of political activity.

Oliver W. Nicoll, NABUG na-
tional chairman, also suggested
the necessity of clarifying the
term “producer” in the radio and
television field.

® Telecasting
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He contended that the term
should apply only to an individual
doing the technical work of show
producing and not to a company
engaged in show production. The
term now, he said, is loosely applied
to business organizations traffick-
ing in programs.

Need for Definition

He explained that it was im-
portant to keep the term as a job
classification, even to production
companies, for an owner of a pack-
age outfit could then gain book-
keeping and tax advantages by
paying himself as the producer in
the event he performed such func-
tions in addition to the merchandis-
ing of shows.

Mr. Nicoll said considerable sym-
pathy was shown by NABUG mem-
bers in his suggestion that future
contracts with employers be care-
ful to restrict use of the word
producer to the technical man ac-
tually engaged in the functions
such a show-shaper performs.

Next meeting of NABUG was
set for Sept. 15.

FCC ACTIONS

GRANTS for three new AM
outlets were authorized by
FCC last week and an initial
decision proposes grant of
another. Two existing out-
lets received improved facili-
ties. Nine stations received
transfer grants. Three FM,
two AM permits and two AM
licenses were deleted. Details
of these and other FCC ac-
tions are carried in FCC
Roundup on page 84.

GAMBLE

Stresses Buyers’ Market Facts

“ADVERTISING was made for a
buyers’ market,” it is “one of the
four dynamic activities which per-
suade buyers to buy—along with
personal selling, promotion and dis-
play.” This assertion was made
by Frederic R. Gamble, president
of the American Assn. of Advertis-
ing Agencies, during a speech in
Los Angeles Friday, in which he
emphasized the need for “bold and
vigorous” use of advertising by
business to hasten a successful eco-
nomic readjustment.

Pointing to the program for re-
adjustment issued last week by the
Chamber of Commerce of the U.S,,
which recommended that business
“increase sales and advertising. ef-
forts to stimulate more business
and greater employment,” Mr.
Gamble said: “This is sound advice
from the Chamber, and it is adviee
that many business men evidentls
need.

“In recent months, while the buy-
ers’ market has been steadily com-
ing in, there has been no significant
increase in advertising activity,”
he said, adding that advertising
costs have advanced less than other
costs “so that the advertising dol-
lar actually buys more” and “it is
high time for business to step on
the accelerator.” )

Mr. Gamble also urged greater
use of institutional advertising.

KWIK TO ILGWU
Would Move to Hollywood

INTERNATIONAL Ladies Gar-
ment Workers Union, licensee of

'KFMV (FM) Los Angeles, last

week obtained KWIK Burbank,
Calif., AM station, for $40,000 at a
bankruptey sale. Final sale is sub-
ject to FCC approval.”

Acting- through a dummy buyer,
ILGWU outbid severa}l other in-
terested local groups. The union
plans to combine KWIK with its
FM station and will seek to move
both stations’ call letters to Holly-
wood based on the KFDR letters.
ILGWU already has a New York
FM outlet with the WFDR call.

According to the trustee in the
bankruptey, property of KWIK in-
ventoried at a total of $30,152.25.
Cliff Gill, general manager of the
union’s Los Angeles FM station,
was to take over the management
of KWIK over the weekend.
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BLACKLIST

WHILE New York radio circles
last week greeted with skepticism
the existence of a blacklist barring
performers from programs because
of Communist sympathies, further
action was taken by radio unions
to get to the facts in the issue.

AFRA’s New York local board
called a special meeting to consider
the matter and it, while apparently
viewing such a blacklist with du-
biety, passed a resolution condemn-
ing the practice if it existed, of
barring employment to performers
on the basis of their political be-
liefs.

The AFRA board, apparently
feeling loose talk about such a
blackhst would do the industry no
good then hastened to condemn
indiscriminate discussion of al-
leged blacklist case victims.

Instead, it urged that members
having information about such
cases bring them to the attention
of the board. In its turn, the
board pledged to verify such com-
plaints and take “whatever action
is warranted.”

The blacklist issue was brought
into the open recently by the res-
ignation of William MeD. (Bill)
Sweets from the Phillips H. Lord
package outfit, for which he di-
rected Gangbusters and Counter-
8py [BROADCASTING, July 18].

| “Forced’ to Resign

Mr. Sweets maintained he was
forced to resign because of agency-
sponsor pressure caused by letters
from individuals and organizations
protesting his alleged political be-
liefs. The Lord Company merely
said that Mr. Sweets resigned be-
cause he had other plans.

The' Radio and Television Direc-
tors Guild, of which Mr. Sweets is
a member, became concerned over
his dismissal and, at an executive
council meeting of its New York
local, passed two resolutions. One

"Unions Seek Facts in Issue

was to convince the Lord company
it was doing Mr. Sweets an injus-
tice and in the other, to set up a
fact-finding board to determine
whether a blacklist actually ex-
isted in the industry.

An RTDG spokesman said that a
committee set up under the resolu-
tion to investigate the Sweets mat-
ter would seek a meeting with the
Lord company some time this week.

Meanwhile, National Assn. of
Broadcast Unions and Guilds,
which supported the RTDG posi-
tion and also decided to establish
a fact-finding committee to work
with the RTDG fact-finders, an-
nounced through Chairman Oliver
W. Nicoll the following had agreed
to serve on such a NABUG body
from AFRA—Vinton Hayworth,
Clayton Collyer, Leon Janney, Ted
Osborne; from RTDG—Erik Bar-

nouw, Welbourn Kelley, Roy 8.
Langham, James A. Stabile; from
TWG—Lee Berg, Evelyn F. Bur-
key, Kaye Wood, Ben Zavin; from
NABET—Clifford Gorsuch, Harry
E. Hiller, D. C. Shultes, Edwin
Stolzenbecker.

The AFRA local board resolu-
tion follows:

The New York local board of AFRA
strongly condemns the practice, if any.
of giving or withholdin, empioymené
in the case of any performer on the
basis of political beliefs or afliliations.

It maintains and urges that all per-
formers be hired or not, solely on the
basis of their talent and ability. It
further condemns the practice of
AFRA members indiscriminately dis-
cussing any such alleged cases among
themselves without recourse to the
actual facts involved.

It urges all members to bring to the
local board any and all complaints
and the board pledges itself to verify
such complaints wherever possible and
to take whatever action is warranted.

WALTER ‘ERRED’
Says FCC, Answering Attack

SPOKESMEN for FCC said last
week that Rep. Francis E. Walter
(D-Pa.) erred in his July 14 attack
on the Commission when he said
it had failed to publish its New
Mayflower Decision as a rule or
policy statement in the Federal
Register [ BROADCASTING, July 18].
The report was published in the
Register on June 7, they noted.

Rep. Walter had claimed FCC
cannot “legally” expect anyone to
abide by the Mayflower editorializ-
ing decision since the Administra-
tive Procedure Act, of which he is
co-author, stipulates that “no one
shall in any manner” be required
to observe any agency procedure
which is not published in the
Register. He felt, however, that
all licensees would feel “obligated”
to conform to the decision.

CBS FALL

CBS’s 1949 fall program promo-
tion campaign—which itself is be-
ing promoted as the biggest in
radio history—will ‘be outlined
Aug. 1 at a closed meeting for
network and affiliates executives.

The meeting will be a joint ses-
sion of CBS’s Affiliates Advisory
Board and of the CBS Program
Promotion Clinic in the Waldorf-
Astoria Hotel, New York.

Both the advisory board and the
clinic meetings are scheduled for
two days of sessions in New York
Aug. 1-2, with the joint meeting
a special feature which will bring
together the two groups.

Among matters that will be dis-
cussed by the advisory board are
the activities of the expanding
CBS television network.

The board, representing 178 in-

ROMOTION

dependently-owned affiliates, was
instituted in 1943 to consider mu-
tual problems of the affiliates and
the network. The country is di-
vided into nine districts, approx-
imating the network operational
plan, with stations in each district
electing one representative to serve
on the board. Members are:

I. R. Lounsberry, WGR Buﬂ‘alo, chair-
man, ‘x;presentmg District No. 2; E. E.

Hill, TAG, Worcester, Mass., secre-
tary. District No. 1; C, T. Lucy, WRVA
ond, Va., District No. 3; Glenn

Marshall Jr., WMBR Jacksonville, Fla

District No. 4; Howard Summerville,
WWL New Orleans, District No. 5;
Richard Borel WBNS Columbus, Ohio,
District No. 6; William _Quarton, WMT
Cedar Rapids, Iowa, District No. 7;
Kenyon Brown, KWFT Wichita Falls,
Tex., District No 8 and Clyde Coombs.
§<ROY Sacramento, Calif., District No.

CBS executives who are to at-
tend the CAAB meeting include:
Frank Stanton, president; Joseph H.

MEETING between members

attended by:
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of the Paul
Co. and WHK Cleveland, held in the Ohio city, was
(seated | to r) Paul H. Raymer, president
of the national sales representative firm; K. K. Hacka-
thorn, |vice president and general manager of WHK;
and Fred Brokaw, vice president and general manager
of the |Rclymer company; (standing, | to r) G. C. Packard,

H. Raymer
P. M. Soutter,

Raymer vice president, Chicago office; Paul Tiemer and
salesmen of the Raymer
office; R. B. Rains, manager of the representative firm's
Detroit office; J. Porterfield, W. Moore, L. Van Dolen,
Raymer salesmen in the New York office; R. Tenner-
stedt, salesman, Chicago Raymer office; J. B. Maurer,
WHK sales manager; W.E. Sprague, WHK sales prom. mgr.
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New York

Aug. 1 Preview

Ream, executive vice president; Adrian
Murphy, vice president and general
executive; Howard S. Meighan, vice
president and general executive; Law-
rence Loman, vice %esxdent and gen-
eral execunve Herbert V. Akerberg,
vice presxdent in charge of station
relations; Willlam C. Gittinger, vice
president in charge of sales; Hubbell
Robinson Jr., vice president and di~
rector of grograms Davidson Taylor,
vice president and director of public
affairs; William B. Lodge, vice presi-
dent in charge of general engineering:
Earl Gammons, vice resident m chat e
of Washington ce;

Schudt Jr., rector of stanon relatxons.
and E. E. Hall, eastern division man-
ager, station relations.

The program clinic, to be at-
tended by CBS promotion man-
agers and station executives, will
devote all of Aug. 1 to the fall
promotion buildup. The Aug. 2
sessions will feature a special
round-table discussion of specific
promotion activities of CBS affil-
iates.

In connection with the two-day
clini¢, Aug. 3, a third day has been
set aside for an “open house” at
CBS headquarters at which CBS
promotion managers can present
their local promotional problems to
the entire CBS promotion depart-

ment for discussion and guidance.

Ratner To Speak

The session at which the fall
campaign will be detailed will be
addressed by Victor M. Ratner, vice
president in charge of advertising
and sales promotion; Louis Haus-
man, director of advertising and
sales promotion, and Neal Hatha-
way, director of program promo-
tion.

Mr. Stanton will deliver the ad-
dress of welcome to promotion ex-
ecutives. Hubbell Robinson Jr., vice
president and director of programs
will talk on promotion’s relation to
programming and John Karol, sales
manager, will discuss program
promotion in relation to sales.

Telecasting



PAID LOGS

New Chicago ‘Tribune’ Plan

THE CHICAGO TRIBUNE will
begin charging for radio and TV
logs Sept. 6. Each of Chicago’s
other dailies — Herald-American,
Daily News and Sun-Times—is
reported considering the same
move.

In Tribune listings, AM and TV
sponsors will pay for displays of
“no less than two lines or more
than 14 lines each in the same
style and type as the regular pro-
gram listings,” according to Ad-
vertising. Manager C. E. McKitt-
rick. He said the directory will
“continue to list all major pro-
grams as in the past.” Sponsored
listings will appear at the top of
each time bracket, starred for em-

phasis. The idea originated with
Chesser Campbell, Tribune Co.
treasurer.

The Tribune last week cut the
width of its listings from one to
three-quarters column to conform
with log format of other papers.

No advertising or editorial ex-

GOOD TIME was had by all upon the return of Janet Ross, conductor of
the KDKA Pittsburgh Shopping Circle, from a month’s tour of fashion-

minded France.
In attendance were (I to r):

She was given a welcome at o New York cocktail party.
H. Preston Peters, president of Free &

Peters; Walter E. Benoit, vice pr

t of Westinghouse Radio Stations

Inc.; Miss Ross; George D. Tons, KDKA sales manager; and Jones Scovern,
vice president in charge of sales, Free & Peters.

ecutives on the other dailies would
comment on the proposal, other
than to confirm that the proposal
is being studied. It is understood
the Herald-American plans to in-

corporate listings separately under
individual headings. It is not
clear whether the proposed paid
listings will supplement or replace
completely those printed free.

MAIL ORDE

NAB’s Broadcast Advertising Bu-
reau last week took cognizance of
—but deferred comment on—the
announced formation of the Mail
Order Network, which is slated to
start operations Sept. 19 as a new
business seeking to profit by bring-
ing radio and the mail order trade
together to their own mutual finan-
cial advantage.

BAB Director Maurice B. Mitch-
ell, in the throes of moving BAB
headquarters from Washington to
New York, said he would withhold
comment pending completed exam-
ination of MON plans and a study
of member reaction. Both BAB
and NAB are vigorously opposed to
per inquiry deals, which would be a
basic alternative feature of the
MON operations.

Thomas F. Flanagan, managing
director of the National Assn. of
Radio Station Representatives, also
reserved comment.

MON'’s plans were made known
in New York by Harold Kaye, its
president, who resigned as vice
president and head of the New
York operations of Olian Adv.,
New York, to organize the mail
order service. He explained de-
tails of the operation.

MON will provide member sta-
tions with programming on records
and selling messages on transcrip-
tions. Stations will have the option
of deciding whether to be compen-
sated on a per inquiry basis or on
a time basis.

In either case, MON will be paid
" for its services by sharing revenue
with the station on a slidng scale.
For example, if a station carries
a certain amount of MON pro-
gramming on a time basis, MON
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NETWORK 222_oeters comment

will get a certain percentage. The
more time the station devotes to
MON programming, the less is
to be MON’s percentage. Mr. Kaye
is not now making public these
percentages. The same percent-
ages, however will apply if the
station revenue comes via the per
inquiry route. Stations will not be
charged fees for joining or for
MON programming—only the per-
centage split.

MON itself will aim to function
like a network without wires. Its
clients will be agencies and ad-
vertisers in the mail order busi-
ness. They will buy time or PI
arrangements over MON affiliates,
with MON providing programming
and commercials.

Member stations will then air
the MON dises. Their selling mes-
sages will direct that orders be
sent to the station. Getting the
orders, the stations will forward
them to MON offices for sorting.
MON will send the orders to the
proper client for filling. MON will
handle the billing and credit for
the station.

As for the consumer, he is to
be protected by two operations, ac-
cording to Mr. Kaye. One is a
testing service of all merchandise
offered over MON and the other is
a money-back guarantee.

The testing service is to op-
erate under the name of Mail
Order Buyers Guild and will have
standards even higher than those
of Good Housekeeping, according
to Mr. Kaye. The testing serivce
will put every MON-offered prod-
uct through a testers market of

* persons who will use the product
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and answer questionnaires about
it designed to gauge its validity.

The money-back guarantee will
permit the consumer to return
the merchandise to the station,
which in turn will send it on to
MON. The network will send the
consumer a check and the net-
work will colleet on the guar-
antee from the client.

Each affiliate must agree to de-
vote at least five hours weekly to
MON programming. MON is pre-
pared to start out with 35 hours
of unduplicated programming
weekly, said Mr. Kaye. One sta-
tion, he said, is starting out with
35 hours, using MON programming
on an all-night basis.

MON is now lining up stations
on an exclusive basis—only one
station to a market, but is not yet
announcing its affiliates said Mr.
Kaye.

MON, an Illinois corporation,
will have offices in New York and
Chicago. Temporarily, the New
York office is at 1440 Broadway.

Godwin on WRC

EARL GODWIN, veteran Wash-
ington commentator, has moved to
WRC, NBC outlet in the nation’s
capital, starting today, July 25.
He will continue to be sponsored by
Phillips Packing Co., Cambridge,
Md., Monday through Friday,
6:15-6:30 p.m. In addition, he will
be on NBC’s Alka-Seltzer News
of the World. He also is preparing
a TV news program for broadcast
on WNBW (TV) Washington. Mr.
Godwin shifts from WMAL Wash-
ington.

WHAS STUDIOS

Dedicated on 27th Birthday
WHAS Louisville’s new offices and
studios were dedicated July 18
with a special half-hour broadcast
called “In Looking Ahead.” The
program closed exactly on the
minute that WHAS first went on
the air 27 years ago, in 1922.

The program featured stories of
the, early broadcasting days of
WHAS, with musical highlights by
Rosalind Marquis, Bill Pickett and
the orchestra and chorus. Jim
Walson was master of ceremonies.

Vietor A. Sholis, WHAS direc-
tor, and Vice President Mark
Ethridge took part in the dedica-
tion part of the program.

Offices and studios are in the
new Courier-Journal, Louisville
Times and WHAS Building. Stu-
dios are lighted by nearly a half-
mile of fluorescent tubing, operate
on 707 vacuum tubes and the wir-
ing exceeds 101 miles in length.
In the music library are more than
17,598 orchestrations, 2,000 special
arrangements, 13,900 vocal copies,
10,630 phonograph records and
more than 17,500 musical selections
on electrical transcriptions.

There are seven studios includ-
ing one of some 165 capacity where
audience participation shows are
held daily. Ample space for ex-
pansion will be available, officials
pointed out.

Mr. ETHRIDGE

NBC PROMOTION

New ‘On-Air’ Unit Formed
A BROADCASTING promotion di-
vision of the NBC advertising and
promotion department has been
formed to take charge of on-the-air
promotion. '

Pat Steel, former copy writer in
the network’s promotion depart-
ment, will head the new division,
assisted by Ray O’Connell, former
staff member in the network’s pro-
gram department. The new divi-
ston will use network sustaining
programs for promotion purposes,
prepare recorded and live trailers
and create promotion programs for
network and local use.
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GOVT. JUMPERS

Butler Cites Porter,
- Denny

EVIDENCE that Congress may enact some legislation to curb Gov-
ernment officials who resign and “quickly turn up as spokesmen and
lobbyists for special interests” was foreseen on Capitol Hill last week.
Prime mover behind the movement was Sen. Hugh Butler (R-Neb.),

who has cited former FCC Chair-
men Paul A, Porter and Charles
Denny, and others in a floor at-
tack on lobbying [BROADCASTING,
July 18].

Senator Butler told BROADCAST-
ING he plans to introduce curative
legislation shortly which * would
prohibit officials of FCC and other
independent agencies from enter-
ing private firms having traffic
with those agencies for a period of
two years. He said a draft cur-
rently is being prepared and may
be presented early this week.

The Nebraska senator originally
leveled his lobbying charge in sup-
port of Sen. Russell B. Long (D-
La.) who said he proposed to con-
duct an investigation of ex-govern-
ment officials. Sen. Butler noted it
was “particularly appropriate that
the Senate consider such practices
in the light of new pay-raise leg-
islation,” presumably HR1689,
giving FCC commissioners $16,000
a year. The latter has passed the
House and is now on the Senate
calendar. He wasn’t sure whether
it would take the form of a bill or
be in potential amendments to be
offered in the Senate.

No Comment from Long

Senator Long, who is chairman
of a Senate Civil Service subcom-
mittee, could not be reached for
comment. It is known, however,
that he has received numerous com-
plaints that many ex-government
officials are now representing pri-
vate firms before agencies, includ-
ing FCC, they once served. He cited
specifically FCC and CAB. He had
hinted he would call various agency
heads to present evidence which
would show that former employees
had appeared before commissions,
sometimes “in an effort to get radio
licenses.” His subcommittee has
taken no action yet, however.

Senator Butler said hearings
were possible, presumably to be
conducted by Senator Long’s sub-
committee. He, too, had received
“numerous” complaints, mostly
from government people but a few
from outsiders.

The curb on ex-government em-
ployes had the support, too, of
Sen. !J. William Fulbright (D-
Ark.),! who has a comparable bill
on the Senate calendar dealing with
former officials of RFC.

Senator Butler noted that vari-
ous bureaus have rules which pre-
vent former ' administrators from
practicing before former agencies
for terms running from six months
to two years. A provision which
would prohibit FCC commissioners
a year after passage from jumping
to private industry within a cer-
tain period after resignation from
the Commission was incorporated
in the McFarland bill reported to
the Senate floor last week (see
separate story). He told Senate
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colleagues Mr, Denny joined NBC
as chief counsel two weeks after
his resignation from FCC, and
that Mr. Porter represents various
radio companies including Western
Union Telegraph & Telephone.

Meanwhile, lobbying legislation
which would authorize investiga-
tion of lobbying activities of all
government branches still was
pending in the Senate Rules & Ad-
ministration committee where it
was committed last month [BROAD-
CASTING, June 27]. The measure
(H ConRes 62) has not been taken
up at any meeting, a committee
spokesman said.

RMA COMMITTEE

Ad Group Appointed

ADVERTISING executives of 18
member firms have been appointed
members of the Radio Manufactur-
ers Assn. Advertising Committee
by RMA President R. C. Cosgrove
to serve for the 1949-1950 year.
The group holds its first meeting
July 26 at Statler Hotel, New York,
to draft preliminary plans for in-
dustry observance of National
Radio Week Oct. 30-Nov. 5.

Stanley H. Manson, manager of
advertising and public relations of
Stromberg-Carlson Co., Rochester,
N. Y., has been appointed chair-
man. L. E. Pettit of General Elec-
tric Co., Syracuse, N. Y., is vice
chairman.

RMA activities in connection
with National Radio Week again
will be under the direction of a
subcommittee headed by W. B. Mec-
Gill of Westinghouse Radio Sta-
tions Inec., Philadelphia.

Other Members

Other members of committee
are: H. R. F. Dietz, Emerson Radio
& Phonograph Corp.; Henry R.
Geyelin Jr., Allen B. DuMont Lab-
oratories Inc.; John F. Gilligan,
Philco Corp.; H. F. Guenin Jr,
RCA Victor Division of RCA; Earl
L. Hadley, Westinghouse Electric
Corp.; V. C. Havens, Crosley Div.,
Avco Mfg. Co.; Bernard Holsinger,
Sylvania Electric Products Inc.;
C. R. Lunney, Stewart-Warner
Electric Division; William E.
Macke, Zenith Radio Corp.; Mr.
McGill; K. T. Milne, Delco Radio
Division; S. A. Morrow, Capehart-
Farnsworth Corp.; Chas. J. Nes-
bitt, The Hallicrafters Co.; E. L.
Redden, Motorola Inc.; Percy L.
Schoenen, Olympic Radio & Tele-
vision Inc.; Chas. W. Snider, The
Sparks-Withington Co.; Fred T.
Sterritt, Bendix Radio Division.

AT the Bermudiano Hotel, Bermuda,

where they recently enjoyed a holi-

day, are Mr. and Mrs. Eldon A, Park

of Roslyn, N. Y. Mr. Park is vice

president of Crosley Broadcasting

Corp. und general manager of WINS
New York.

BAKERS

Stress Radio After Strike
RADIO STATIONS in New York
have received a windfall of orders
for spots and participations from
five major bakers as a result of
the end of the Bakery strike in
New York. The campaigns are
starting on July 256 and 26.

The General Baking Co. (Bond
Bread) will resume its spots and
participations (discontinued last
February) on WINS,WJZ,WMCA,
WNEW, WOR, WOV and WAAT
for a period of six weeks. After
that, the spots and participation
shows will most likely be renewed.
BBDO New York is the agency.

The Gordon Baking Co., for Sil-
vercup Bread through N. W. Ayer
& Son is using eight New York sta-
tions on a 18 week contract. Ap-
proximately 70 spots per week will
be used in addition to participation
shows.

A third major bakery concern,
Continental Baking Co., New York,
on behalf of Wonder Bread, is
using an intensive spot campaign
in New York in addition to partici-
pations on such shows as The Herb
Sheldon Show, on WJZ for 22
weeks. Ted Bates Co., New York
is the agency.

The Ward Baking Co. through its
J. Walter Thompson Co., New
York, will use six or seven stations
in New York on behalf of Tip Top
Bread with spot announcements
and participations. Contracts are
for several weeks.

Drake Bakeries Inc., New York,
through Young & Rubicam, same
city, has started spot announce-
ment campaign. Approximately 27
announcements per day are used on
20 stations. Contracts are from
two to three weeks.

Foreign Broadcasters

A GROUP of German and Austrian
broadcasters currently is visiting
the United States under sponsor-
ship of the American Military
Government and the U. S. Office
of Education for a special two-
month training program in Ameri-
can radio. Course is being given
by the Bureau of Applied Social
Research at Columbia U.

BROADCASTING

NAB MEETING

Cott Committee Convenes

NAB’s Unaffiliated Stations Ex-
ecutive Committee, headed by Ted
Cott, vice president in charge of
programs, WNEW New York, will
hold a two-day meeting beginning
today (July 256) at NAB Washing-
ton headquarters. The agenda was
not disclosed.

However, it was understood that
Mr. Cott may discuss questions
bearing on NAB’s program func-
tions formerly under Program
Dept., now deleted under NAB's
authorized reorganization plan to
go into effect Aug. 1. Functions of
the department have been shifted
to other divisions and departments,
with NAB main departments now
reduced to six [BROADCASTING, July
18]. Mr. Cott had served as a
member of the program division.

The committee also is expected
to discuss topics, site and times for
future meetings, and also the com-
mittee’s part in the 1950 annual .
convention, to be held at Chicago’s
Stevens Hotel next spring. -An
NAB convention committee will
meet soon in Chicago, it was said,
to formulate plans.

NAB also disclosed that a news
conference will be held at New
York’s Waldorf-Astoria Hotel this
Thursday when President Justin
Miller is expected to discuss the
changes contemplated under NAB'’s
reorganization, for the benefit of
New York trade and news editors.

QUARTZ PROCESS

Army Treats Crystuls

U. S. ARMY Signal Corps an-
nounced last week that a new de-
velopment in the processing of
quartz crystals may make it pos-
sible to crowd more radio and tele-
vision channels into the ether.

The Signal Corps’ process is said
virtually to eliminate the aging
characteristics of quartz crystals.

The new process involves placing
finished blank crystals in a con-
veyor belt, similar to that used in
an automobile assembly line, and
drawing them through an elec-
trically heated oven for periods of
from two to three hours. Then
the crystals are subjected to ex-
actly controlled cooling for 24
hours.

Office Guild Talks

RADIO GUILD of United Office
and Professional Workers, CIO,
has begun wage negotiations at
WMCA New York for a 15% in-
crease and at WOR New York for
a $10 weekly increase for main-
tenance workers. A union spokes-
man reported WOR was standing
pat on conditions of the old con-
tract, while WMCA talks were
making some progress. The guild
also has started preparations for
negotiations this fall with CBS
where its contract expires Decem-
ber 1.
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IOWA WOMEN SPEND 5); HOURS
PER DAY WITH RADIO!

A RECENT New York University Survey re- 3 The 1948 Iowa Radio Audience Survey is a “must”
veals that the average American adult listens for every advertising, sales, or marketing man who is

to the radio 12 to 14 hours a week.

interested in the Iowa sales-potential.

The 1948 Edition is the eleventh annual study of

Iowa women listen to their radios an aver- radio listening habits in Jowa. It was conducted by
age of 5 hours and 25 minutes each weekday Dr. F. L. Whan of Wichita University and his staff,
—or more than a third of their waking is based on personal interview of 9,224 lowa families,

hours! In the State’s largest cities, the ﬁg- scientifically selected from cities, towns, villages and

ure is 6 hours and 26 minutes; on farms,
it’s 5 hours and 40 minutes.

farms. It is universally accepted as the most au-.
thoritative radio survey "available on lowa.

Throughout the State, men listen less than

women, but even they spend 3 hours and 28 . u
minutes per day at their radios! n

These and marny other valuable facts about
Iowa radio listening habits are taken from & for lowa PLUS *+
the 1948 Edition of the famed Iowa Radio Des Moines 50,000 Watls
Audience Survey.* Write to us or Free & e
Peters for your free copy. Your request will Col. B. J. Palmer, President
also reserve for you a copy of the 1949 Sur- P. A. Loyet, Resident Manager

vey, to be published this Fall.
FREE & PETERS, INC.

National Representatives







Ever try
home-grown talent?

It scared a Cincinnati greeting card manufacturer.*
He thought buying a local live talent show

in a far-off market —Boston—was like putting his head
in a lion’s mouth...too risky.

Until Radio Sales showed him it wasn’t a gamble at all.

A Radio Sales Account Executive played him

an audition record of “Uncle Elmer’s Song Circle” on
WEEIL Pointed out the natural tie-in

between his sales story and the show. Furnished him
with proof of its pulling power. The pay off...

The manufacturer bought this WEEI local

live talent program. And his New England sales hit
anall-time high! That was four years ago. He’s still
on—Dbecause sales are still climbing.

No wonder national spot advertisers now sponsor
more than 750 local live talent broadcasts each week
on the stations represented by Radio Sales. Their
sales curves prove that you can get a sales-effective
performance with local live talent supplied by
Radio Sales. Without a bit of a risk.

RADIO SALES

Radio and Television Stations Representative...CBS

*A real life story

Radio Sales represents the best radio station —the CBS one of course—
in Boston, New York*, Washington, D. C., Philadelphia*, Richmond, the
Carolinas*, Alabama*, St. Louis, Chicago, Minneapolis-St. Paul, Salt
Lake City*, Los Angeles*, San Francisco, and the West Coast’s leading
regional network. (*And the best TV station in these markets.)




Editorial

McGrath’s Wrath

SOME STATIONS are playing with matches
around a keg loaded with political dynamite.
They are charging premium-—oftimes double
—rates for time purchased for political broad-
casts. It’s a practice that stems from news-
paper precedent, and an unsavory one in our
judgment.

Most recent upshot is introduction of a
mischievous and dangerous bill by Sen. Harold
D. McGrath of Rhode Island, who doubles in
brass as chairman of the Democratic National
Committee. The bill would place sanctions
upon stations charging more than card rates
for political time, ranging from 30-day sus-
pensions to revocation.

Mr. McGrath introduced the bill in high
dudgeon, because of what has been transpiring
in the special election in Pennsylvania, to fill
the seat of the late Rep. Coffey, killed in a
plane crash. Mr. Coffey’s mother is a can-
didate, and Sen. McGrath has been active in
her behalf. ,

It isn’t enough to lick this bill on legal
grounds—which probably could be done. The
bill is dangerous because it reflects a growing
sentiment in Congress. It is dangerous be-
cause it proposes to fix rates for time. It
veers toward placing radio on a common car-
rier footing. It would be but a short haul to
fix rates for other classes of program spon-
sorship. - That is not “Radio by the American
Plan.”

Sen. McGrath’s irritation is understandable.
Stations can argue that there’s more economic
justification for it in radio than in newspapers,
because it entails program cancellations, re-
vision of schedules, and other out-of-pocket.
But to us, it’s penny wise and pound foolish.

We think stations should see to it that they
are reimbursed, including all extra expense.
But the card rate should apply. And we’re
confident that Sen. McGrath and other fair-
minded legislators will agree that stations are
entitled to that money, cash-in-advance.

Ole Man Volga

THE COMMUNIST party line, heretofore rea-
sonably content to attack American “imperial-
ism” and Wall Street, by not so devious meth-
ods, appears to have lengthened its “cultural”
string to encompass radio.

At a meeting in New York a fortnight ago,
sponsored by the so-called Committee for the
Negro in Arts, such Negro performers as Paul
Robeson and Canada Lee hurled invective at
American radio. Actor Lee said radio has a
“lynch mentality”; that it seeks to distort and
conceal Negro problems and fails to hire quali-
fied Negro workers. And Singer Robeson
seemed to echo the crimson-hued words of the
Kremlin, having only recently returned from
a tour of the Soviet.

If Robeson & Co. think they can do better
in the Soviet, they should try it. Can they
name any stars of Soviet radio of their race?
Or any race other than those propagandists
of the Foreign Commissariat? Don’t they know
what | happened to Cardinal Mindszenty of
Hungary, supposedly a Sovereign nation? He
didn’t act or sing. He was a preacher of the
Gospel.

We're not sure we understand what these
men, who are not content with their attain-
ments in the arts, are talking about. But we are
reasonably certain that over there they could
have been “liquidated” for what they said over
here.
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Whither NAB?

THE NEXT few weeks will tell the story of
the “streamlined” NAB. Will it be revitalized
to fit the blueprint drafted at Portsmouth?
Or has it become so deeply entangled in its
own red tape that nothing short of a fresh
start will do?

The board gave to President Justin Miller a
project, not a fait accompli. It is for him
to complete. He must undertake it without
the assistance of A. D. (Jess) Willard, who,
as executive vice president, directed the day-
to-day operations of the NAB during Judge
Miller’s four years of stewardship. Judge
Miller now personally assumes those functions.

Judge Miller has a tough job. He has made
a formidable start with the appointment of
Ralph W. Hardy, one of radio’s outstanding
young men, as director of the newly created
Audio Division.

After Judge Miller realigns personnel to
conform with the new organization chart, his
task is membership. He must seek to hold
present members and get new ones. He must
broaden the membership scope to embrace
more TV and FM stations. His opportunity
will come during the district meetings begin-
ning in September, where non-member sta-
tions also will be invited to a portion of the
business sessions.

One of the first tasks is to Separate the
Broadcast Advertising Bureau from the NAB.
The board postponed action because it felt
first things should come first, and that BAB
should take root under the NAB aegis before
embarking upon the Herculean task of getting
business for broadcasting and of necessity
seeking to divert it from the printed media.

Broadcasters should not delude themselves
about BAB. A number of the recent news-
paper-station resignations may be traced to
BAB'’s advent. A hard-hitting BAB perforce
will fight newspapers, magazines and other
media. Most newspapers won’t stand still
while their radio dollars through an NAB-
controlled BAB are at war with their news-
paper dollars via their Bureau of Advertising,
which, incidentally, is separated from the
American Newspaper Publishers’ Assn.

BAB, like Broadcast Music Inc., should be
separately financed. Those stations which
subscribe should call the shots. The NAB
need not become enmeshed in newspaper-radio
controversy where business competition is con-
cerned. The common battleground is freedom

of radio and those collateral functions applica-"

ble to every licensee in every mass radio me-
dium, whatever his related businesses.

Stemming from a successful and independent
BAB—perhaps later incorporating the more
desirable aspects of Broadcast Measurement
Bureau—should come survey standards which
would deliver radio from the utterly fantastic
situation which places the operations of net-
works and stations alike at the whim of private
organizations. Today there are several survey
organizations which are cursed or blessed de-
pending upon whose ox is gored—and upon
whose sometimes conflicting outputs time is
bought and sold.

But that’s another installment.

The NAB, to hold the membership line and
attract new members, must return to funda-
mental trade association concepts—Ilegislation,
lobbying, regulation, and related functions ap-
plicable to AM, FM and TV alike. It must
cease trying to be all things to all radio people.
The Portsmouth Mandate so decrees. By fol-
lowing it the NAB can again become a Badge
of Honor to be proudly displayed by enterpris-
ing stations of all classes.

Our }«?eﬁpectl 7:: —

DAVID EMRICH WEGLEIN

is a time for closing busy careers and

beginning a period of quiet, earned re-
laxation. But not so with Dr. David Emrich
Weglein. When in 1946 Dr. Weglein retired
as superintendent of Baltimore City Schools,
a position he had held for 21 years, these words
were written for the occasion: “His character-
istics . . . may be briefly summarized in the
words—competence, courage, common sense,
and endless capacity for hard work.”

Today, in his role as public service counselor
for WBAL WBAL-TV Baltimore, the words
still apply to Dr. Weglein. His period of re-
tirement was virtually non-existent. The de-
sire for quiet, earned relaxation was over-
come by the “endless capacity for hard work.”
On April 14, 1947 Dr. Weglein accepted his
present position with WBAL.

Although his radio career had a rather late
beginning, Dr. Weglein’s vast experience in
educational fields, his ready grasp of rapid
developments in science, and his ability to
utilize those developments for the best inter-
ests of the public, have made him one of the
most important public figures in Baltimore’s
radio and television circles today.

An example of this progressive thinking can
be found in an experiment he recently launched
in cooperation with several Baltimore schools.

Dr. Weglein arranged to have various in-
structors give brief lessons on their subjects
before WBAL-TV’s cameras in the station’s
studios. Television receivers were then set up
in school classrooms, and the lessons were in-
corporated into the regular teaching periods
at the schools.

At the close of the series in June, & commit-
tee from the board of education met with Dr.
Weglein to study the effectiveness of the tele-
vision lessons. Whole hearted support of the
project was voiced by the committee and plans
are being made to continue and expand the
in-school televiewing during the coming school
semester.

Dr. Weglein feels that such a plan will have
several advantages. For one thing, he points
out, some laboratory experiments require
scarce or expensive equipment not accessible
to all schools. Television can solve that prob-
lem easily, he says. Just put the teacher and
the equipment in front of a camersa, telecast
them, and the instruction immediately becomes
available to every student in the city.

Such innovations and advanced thinking do
not seem particularly remarkable to the Doc-
tor. They are merely a continuation of the
policy he pursued for more than 50 years as

(Continued on page 3$6)
BROADCASTING

RETIREMENT in the lives of most men
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BROADCASTING ¢ Telecasting

Do you share with Robert Browning
the belief that “there 1s no truer truth
obtainable by man than comes of music”?
Over half a million New York families
do. Ti;cy seek that truest truth in the
fine music that comes always over
WQXR and WQXR-FM. So con-
stantly do they seck 1t that no other
stations can reach them so effectively.
For the advertiser, these are New York's
choice families, too ... people who love
good things as they love good music,
and can afford to buy them. For the
advertiser, these families form one of
the chotcest markets within this biggest
and busiest of all markets. You'll find

1t profitable to ask us to tell you more.

AND WQXR-FM
RADIO STATIONS OF THE NEW YORK TIMES
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Respects
(Continued from page $4)

a Baltimore educator.

Born in Baltimore on June 10,
1876, David Weglein attended pub-
lic schools there and graduated
from Baltimore City College. He
received his A.B. degree from
Johns Hopkins U., his M.A. at Co-
lumbia U. and his Ph.D. from
Johns Hopkins.

Dr. Weglein began his teaching
career as vice principal of a Balti-
more elementary school. He then
became a member of the faculty of
the Baltimore Training School for
Teachers and was later promoted
to instructor and Head of Depart-
ment in the Baltimore City College.

Promotions came rapidly to Edu-
cator Weglein. He became princi-
pal of Western High School, as-
‘ sistant superintendent of schools,
first assistant superintendent of
schools, and, in November 1925,
superintendent of Baltimore City
Schools, a position he retained until
hig retirement on July 1, 1946.

The interval between “retire-
ment” and joining WBAL was not
a period of idleness for Dr. Weg-
lein. Throughout his teaching and

_administrative career he was active
in the Dept. of Education at Johns
Hopkins U. and during the year
1946-'47 he was educational con-
sultant in the U, S. Office of Edu-
cation in Washington, D. C.

Since 1947, when he became
public service counselor for WBAL
WBAL-TV, he has been responsible
for arranging broadecasts bringing
Baltimoreans the opinions and
ideas of the city’s top educational,
cultural and civic leaders.

The belief that accomplishment
merits recognition has long been a
guiding policy of Dr. Weglein’s.
Putting this theory into practice,
he was responsible in 1947 for in-
augurating the WBAL Merit
Awards. These honors are awarded
regularly for outstanding achieve-
ment in various fields—civic ac-
tivities, government, business and
industry, medicine, education, so-
cial welfare, and agriculture.

Encourage Avhievements

Purpose of the Merit Awards is
to encourage and recognize the
achievements of Maryland men,
women and organizations who “at
this very moment . . . are working
toward goals that will contribute
to a new and better world of to-
morrow.” The individuals or or-
ganizations to be so honored are
selected by three-member commit-
tees representing each of the fields.
Dr. Weglein serves as chairman of
the committees and as WBAL’s
representative in the project.

Dr. Weglein outwardly gives
little indication of the tremendous
energy and determination charac-
teristic of his work. The results,
however, speak for themselves.

As is to be expected, the Doctor
also is active in civic and fraternal
organizations. He is a member of
Phi Beta Kappa and Phi Delta Kap-
pa. Club memberships include the
Rotary, Civitan, University and
Johns Hopkins Clubs. He is for-
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First 15 Program Hooperatings—July 15 Report

best. 10.7
3.4 by 2d 1.2¢

tunity to hear program.

Stations
whon A Girl Marries 77

Crystal S

o .No: of Ao u m YE:‘R AGOP
rogram S gency ocoper ooper or — S,
u?h Wineholl 273 Koiser-Frazer (Weintraub) lr9 | 1 pt: —0.1 °l

Crlmn Photographer 149 Toni Co.-Div. Gillette (FC&B) 9.3 | 7.4 +1.9 8
Mr. District Atomey 160 Bristol-Myers (DC&S) 9.2 8.2 +1.0 5
. Keen 149 Whitehall Pharmacal (D-F-S) 8.9 6.6 +23 14
Big Story 162 American Cigarette &
Cigar Co. (SSC&B) 8.1 6.9 +1.2 9
Lovella Parsons 259 Andrew Jnrgom (Orr) 7.9 5.6 +23 26
Henry Morgan 160  Bristol-Myers (Y& 7.9 — —
Horace Heidt 162 Philip Morris & Co (Biow) 7.5 8.1 —0.6 6
First Nighter 61 Campana Soles Co. (W-F-H) 7.4 -— -_—
Stop the Music (8-9 182
r!-ﬂ :15, 6.2) P. Lorillard (L&M) 7.3 8.9 —1.6 2
s 15-8:30, 5.7, 182 Eversharp (Biow)
8:30-8:45, 9.1 187 Spﬂdol Co. (C&P)
(8:45-9, 8. 3) 182 Lerillard (L&M)
My:hry Theatre 149 Shrlmg Drug (D-F-S) 7.3 5.7 +16 24
& North 151 Cog.-Palm.-Peet (S&M) 7.0 6.2 +08 19
Tcl(. It or Leave It 164 Eversharp (Biow) 6.9 8.8 —1.9 3
The Fat Man 216 Norwich Pharmacal 6.8 8.4 —1.6 4
(Gumbinner)
This Is Your FB.I. 263 Equitable Life Assurance 65 | 79 —1.4 7
Socie R (W
Break the Bank 218 Bristol-Myers (DC&S) 65 68 —03 12

+ Second broadcast on same day in some cities provides more than one oppor-

Top Ten Daytime Hooperatings—July 15

Sponsor & Agen
Gonporcl Mills gSnI:Z
(B&B for Diamond

alt,
Y&R for Culumnt &

Swansdown)

Stella Dallas Sterling Drug (D-F- 63 5.8 +0.5 3
Romance of Helen Trent 85 Whitehall Pharmuccl (D-F-S) 6.2 53 +09 12
Arthur Godfrey (10:15-

11:30 a.m.) 169 Llee Pharmacal (D-F-S) 6.0 5.4 +0.6 10

10:15-10:30, 4.2

10:30-10:45, 5.9, 169 Gold Seal Wax (C-M)

10:45-11, 6.4; 168 National Biscuit (M-E

11-11:30, 6.6, 174 Liggeft & Myers (N-E
Qur Gal, Sunday 84 Whitehall Pharma:cl (D-F-$S 6.0 | 5.6 +0.4 5
Young Dr. Malone 83 Prochr & Gamble (Comp'on 6.0 5.7 +0.3 4
Young Widder Brown 146 Sterling Drug (D-F-§) 59 4.6 +1.3 17
Ma Perkins (CBS) 81 Procter & Gamble (D-F-S) 5.9 5.2 +07 13
Big Sister 93 Procter & Gamble (Compton) 5.9 ' 55 +0.4 8
Pepper Young's Family 153 Procter & Gamble (PE&R) 57 59 —0.2 2

YEAR AGO
Hooper | Hooper 4+ or — Pos.
6.5 6.1 +0.4 1

mer president of the Middle States
Assn. of Colleges and Secondary
Schools, former president of the
Maryland State Teachers Assn.
and of the Educational Society of
Baltimore.

Dr. Weglein was at one time
chairman of the board of the Balti-
more Safety Council and is still
active in its program. For some
years he has been chairman of the
Junior Red Cross in Baltimore, is
interested in Boy Scouts work and
has taken part in numerous civic
activities such as the Community
Chest.

A bachelor, Dr. Weglein de-
scribes his hobbies as reading,
music, motion pictures, and, of
course, radio.

Many words of praise for Dr.
Weglein were written when he re-
tired as school superintendent.
Like the brief summarization of
his characteristics, these words
from the publication School Ezx-
ecutive, written in 1946, still stand:

“No man has ever given more of
his time and energy to a job than
has Dr. Weglein. The task of
superintendent of schools in a large
city is a heavy one. He knew no
restricted hours of service, and
recognized that no phase of the
city’s program was too limited to
merit his attention.

“Not only was Dr. Weglein inter-
ested in Baltimore, but he gave
generously of his time, advice and
service to study national problems.
Probably no other man has ever
been called upon as frequently or
rendered services more construc-

tively or more unselfishly than has
Dr. Weglein in representing the
needs of education in the national
councils.”

Today at the age of 73, Dr.
Weglein’s “endless capacity for
hard work” continues to make him
one of the guiding lights of educa-
tion—now, education by radio and
television.

TEST HOURS

Would Curtail Operations
PROPOSED rules changes by FCC
relating to program and equip-
ment tests will have detrimental
effects on specified hours and day-
time only station, FCC was ad-
vised last week.

Guilford Jameson, president of
the Federal Communications Bar
Assn.,, and the Washington law
firm of Haley, McKenna & Wilkin-
son pointed out that the proposed
changes would prevent daytime
or specified hours stations from
commencing operation before 6
a.m. local standard time. At pres-
ent they may commence as early
as 4 a.m. during some six months
of the year.

The present rule allows testing
from midnight to local sunrise
while the new rule would designate
1-6 a.m. local standard time and
would prevent any programming

‘during this time by other than full-

time stations [BROADCASTING, June
13].

BROADCASTING e

KTHS CASE

FCC Hit on Ruling
CHARGE that FCC was violating
its own multiple ownership rule
and unjustly failing to abide by
issues it had declared in the pro-
ceeding was made before the Com-
mission by Hot Springs Broad-
casting Co. in oral argument last
week in the Hot Springs, Ark.,
1090 ke case.

Hot Springs Broadcasting,
headed by Publisher C. E. Palmer
and the former Gov. Carl E.
Bailey of Arkansas, received pro-
posed denial for new station in
Hot Springs on 1090 ke with 50
kw. The decision would grant
Publisher John D. Ewing’s KTHS
Hot Springs switch to West Mem-
phis with power increase on 1090
ke to 50 kw day, 26 kw night, and
would grant the same interests
a new station at Hot Springs on
560 ke with 5 kw day, 1 kw night,
to replace KTHS [BROADCASTING,
April 4].

Paul D. P. Spearman, Washing-
ton counsel for the Palmer group,
at the argument on Tuesday ver-
bally lashed the Commission for
its ruling. He contended the
Ewing interests would not have
been favored over his client if the
Commission had not compared the
two proposals of the KTHS group,
and the resulting coverage gains,
to the single proposal of Hot
Springs Broadcasting. William C.
Fitts, New York attorney, defended
the FCC finding in behalf of
KTHS. Milton Kibler, Washing-
ton, appeared for WMFJ Day-
tona Beach, Fla.,, which received
proposed denial also for 1090 ke.

At the same session argument
also was heard in the Wilkes-
Barre and Scranton, Pa., 590 ke
case. FCC proposed to grant
WARM Scranton switch from 250
w on 1400 ke to B kw on 590
ke, directional, and deny WBAX
Wilkes-Barre switch from 250 w
on 1240 ke to 1 kw on 590 ke
[BROADCASTING, April 4]. John
P. Southmayd, WBAX counsel,
held that WARM could not main-
tain the high efficiency of the
antenna system it proposed and
therefore service would be di-
minished. WARM was represented
by Maurice Jansky.

On Monday the Commission
heard argument on its proposed
denial of power boost on 1140
ke to KSOO Sioux Falls, S. D.
WRVA Richmond was intervenor.

No WHMA Interest

R. A. DAVIDSON, general manag-
er of WHTB Talladega, Ala., and
who fortnight ago was granted
permission by FCC to acquire 609%
interest in that station. has never
owned any interest in WHMA An-
niston, Ala. In FCC Roundup
item on WHTB transfer of control,
it was incorrectly reported that he
held 60% interest in WHMA
[BROADCASTING, July 11]. Mr.
Davidson was commercial manager
of WHMA from Sept. 1946 to Sept.
1948, FCC records show.

Telecasting



THACKREY

Seeks Hearing Dispensation
IN LAST minute effort to secure
definite FCC action before Aug. 1
expiration date for sales contract,
Mrs. Dorothy Schiff Thackrey last
week petitioned the Commission to
dispense with hearing on the
$1,045,000 sale of her KLAC-AM-
TV Los Angeles and KYA San
Francisco to Warner Bros. Pic-
tures. FCC set the case for hear-
ing because of the anti-trust ques-
tion involving the movie firm
[BROADCASTING, July 18].

Mrs. Thackrey specifically asked
the Commission to dispense with
the hearing in the case and hear it
in oral argument instead. She also
asked that the parties be directed
to submit in writing at the oral
argument all the additional in-
formation FCC has indicated it
wished and that the argument be
designated for such a date as
would enable the Commission to
determine the case before Aug. 1.

If the Commission does not act
by that date, FCC was informed,
“petitioner will suffer heavy losses
and will be seriously prejudiced.”
Mrs. Thackrey pointed out that the
sale is conditioned upon FCC ap-
proval and becomes void if FCC
denies the transfers or takes no
action by the deadline date.

The petition further gave an al-
ternative request. FCC was asked
to reconsider its order setting the
case for hearing and that the par-

ties be directed to submit in writ-
ing such information as is neces-
sary in such time to get a decision
by Aug. 1. The petition asks that
the transfer applications be
“granted or denied without hear-
ing” on the basis of information
now in them or which would be
supplied.

WOXR
Asks WPTR Stay Order

STAY ORDER which WQXR New
York sought against commence-
nment of program tests by WPTR
Albany, N. Y, on new 50 kw opera-
tion on 1540 kc was denied last
Wednesday by the U. 8. Court of
Appeals for the District of Colum-
bia.

Following brief argument at
which FCC and WPTR were also
represented, the court upheld the
Commission’s earlier refusal of a
stay against the Albany outlet
[BrOADCASTING, July 11]. WQXR
has an appeal pending in the court
against the grant of power in-
crease to WPTR on grounds such
operation would cause objection-
able interference to its present cov-
erage. WQXR is assigned 10 kw
on 1560 ke fulltime.

SPECIAL broadcast of championship
races in Milwaukee Sentinel-Chevrolet
Soap Box Derby were presented over
WISN Milwaukee yesterday (July 24).

Network Gross
(Continued from page 25)

the toiletries field, replacing Gil-
lette and its Toni Co. subsidiary.
No major product group shows
a serious drop in purchases of net-
work advertising through May, al-

#*

though Drug advertising is mys-
teriously low considering the rela-
tively high sales in the industry for
the year. Television’s bite into
AM network radio has been small,
and the recession in business has
not hit the radio networks seri-
ously.

*

TABLE I

TOP NETWORK ADVERTISER FOR EACH PRODUCT GROUP IN MAY *

Gross Time

Class Advertiser Purchased
Agriculture & Farming Allis-Chalmers Mfg. Co. §33,162
Apparel, Footwear &

Accessories Frank H. Lee Co. 41,452
Automotive, Automotive

Accessories & Equip. Ford Motor Co. 211,408
Aviation, Aviation Acces-

sories & Equip. _— —_—
Beer, Wine, & Liguor Pabst Sales Co. 58,380
Building Materials, Equip-

ment & Fixtures Johns-Manville Corp. 101,980
Confectionary & Soft

Drinks Coca-Cola  Co. 167,511
Consumer Service Electric Companies Advertising Program 83,202
Drug & Remedies Sterling Drug Co. 597,719
Entertainment & Amuse-

ments —_—— —
Food & Food Products General Foods Corp. 619,894
Gasoline, Llubricants &

Other Fuels Sun Qil Co. 88,832
Horticulture Ferry-Morse Seed Co. 17,244
Household Equipment &

Supplies General Electric Co. 232,222
Household Furnishi International Silver Co. 70,150
Industrial Materials U. 5. Steel Corp, 146,235
insurance Prudential Insurance Co. of America 172,449
Jewelry, Optical Goods &

Cameras Longines-Wittnauer Watch Co. 95,286
Office Equipment, Station-

ery & Writing Supplies Eversharp Inc. 84,025
Publishing & Media Christian Science Publishing Co. 31,000
Radios, TV Sets, Phono-

graphs, Musical tnstru-  Philco Corp. 65,088

ments & Acces,

Retail Stores First National Stores 5,496
Smoking Materials Liggett & Myers Tobacco Co. 459,674
Soaps, Cleansers &

Polishes Procter & Gamble Co. 1,053,225
Sporting Goods & Toys -
Toiletries & Toilet Goods Lever Bros. Co. 527,603
Transportation, Travel &

Resorts Assn. of American Railroads 87,036
Miscellaneous Lutheran Laymen’s League 39,995

* Source: Publishers Information Bureau
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Deadlines for FCC?

(Qontinued from page 23)

“the end-product of a decade of
Congressional investigations,
studies, hearings, and reports by
committees in both Houses of Con-
gress.” R

The Committee’s abandonment of
the two-panel system envisioned in
the earlier version came as no sur-
prise, inasmuch as Sen. McFarland
himself, as well as other commit-
teemen, had questioned its value.
Retention of the staff reorganiza-
tion plan was equally unsurpris-
ing.

Under this plan, the present or-
ganization of the staff into Legal,
Engineering, and Accounting bu-
reaus would be abandoned and
functional divisions would be set
up, each containing lawyers, engi-
neers, and accountants. The three
presumably would be Broadcasting,
Common Carrier, and Safety and
Special Services. Additional divi-
sions might be set up to handle
work which cuts across these three
main divisions or which does not
lend itself to handling by an in-
tegrated divisional group.

In support of the plan, the com-
mittee noted the mounting backlog
of cases under the present arrange-
ment whereby each of the three
proféessional bureaus passes inde-
pendently upon applications. De-
claring that, whatever the reason,
“hearing cases rarely get out in
less than two years,” the commit-
tee continued:

Moreover, under the
three bureaus have become self-con-
tained and independent little kingdoms.
each jealously guarding its own field
of operations and able to exercise al-
most dictatorial control over the ex-
pedition of a case. They can, and have,
set at naught the best efforts of indi-
vidual Commissioners to spur action.

Whether or not these bureaus also
‘have been effective agents in prevent-
ing the Commission from achieving
its own reorganization is not clear. . . .
But no chairman of the Commission in
recent times who has attempted to un-
dertake reorganization has been able
to secure agreements on details from a
majority of his colleagues. Each in-
dividual Commissioner gives lip serv-
ice to the need for reorganization but
‘balks at some particular provision.

Review Staff Set

The establishment of a special
review staff responsible directly to
the Commission is linked with the
divisional setup and is designed to
assure separation of the prosecu-
tory |and judicial functions. The
review staff—FCC itself created
one a few weeks ago—would be
composed of legal, engineering,
and accounting personnel whose
sole function would be to “prepare
and review decisions, orders, rules,
" and other memoranda as the Com-
mission shall direct.”

Appointment of special legal as-
gistants for the Commissioners—
another move which the Commis-
ison itself has made—also is a
phase of the program to lessen the
influence of the regular staff upon
the Commission and to lighten the
Commissioners’ individual work-
loads.

The “objective” of final action
on non-hearing “original applica-
tion, renewal and transfer cases”
in three months and on “all” hear-
ing cases within six months from
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this system,

HARRY WISMER (),
known network sports commentator
ond general manager of WJIR Detroit,

nationally

presents Walter C. Laidlaw, vice
president and general manager of
United Foundation, with a check for
$1,000 for the foundation’s fall
campaign. The money had accumu-
lated in a jackpot built up on WJR's
Anything Goes program.

the hearing was characterized as
a “fair time limit” by the commit-
tee, which felt that ‘“citizens and
taxpayers are entitled to greater
consideration and better service
from the Government” than they
have been getting from FCC.

The limitations on job-jumping
by both Commissioners and key
personnel, plus the proposed pay
raises, were viewed as effective
means of curtailing the practice
of using Commission posts as step-
ping stones to more lucrative in-
dustry jobs and, on the part of in-
dustry, of hiring FCC members
and personnel “with the obvious
purpose of benefitting themselves,
perhaps unfairly, through the in-
fluence” that such Commissioners
or personnel may have on the
FCC.

The committee pointed out that
its proposal with respect to Com-
missioners would not prevent a
member from resigning at any
time. “But if he resigned after one
year following enactment of this
Act and before his term of office had
expired, he could not accept a posi-
tion for the unserved portion of
his term of office with any person
who comes under the jurisdiction
of the Communications Act,” the
report explained.

The committee also tightened the
bill’s language on employment of
temporary personnel, stipulating
that they are to be employed for
specific special service and nothing
else. This is to make clear “that
such temporary employes cannot
become in effect permanent em-
ployes in the guise of holding tem-
porary appointments.”

Elimination of the requirement
that action on renewals be gov-
erned by the same considerations
applicable to original applications
was described as a time-saver
which “does not in any way impair
the Commission’s right and duty
to consider . . .. the overall per-
formance of [a] station against

the broad standard of public inter-
est, convenience, and necessity.”

The new section on hearing pro-
cedures would require FCC, when
it cannot make a grant without
hearing, to notify the applicant
and other known parties in inter-
est, specifying the reasons before
designating the case for hearing.
A new step inserted in the revised
version would provide opportunity
for the applicant to reply in an ef-
fort to show that hearing is not
necessary.

The proposed new “protest rule,”
the committee explained, “merely
insures that if the Commission
grants a license or other type of
authorization without a hearing,
the grant will remain subject to
protest under oath for a 30-day
period by any party in interest.”
In event of protest FCC would be
required to-decide within 15 days
whether a hearing was necessary
or not.

Such transfer procedures as the
Avco Rule, which FCC dropped on
its own motion a few weeks ago,
would be precluded by a change
stipulating that transfers be ap-
proved “upon finding by the Com-
mission that the proposed trans-
feree or assignee possesses the
qualifications required of an origi-
nal permittee or licensee.” The pro-
cedure would be that provided for
action on original applications.

Would Mark Victory

Enactment of the new anti-trust
provision would mark a victory long
sought by industry leaders. It
would eliminate the “double jeop-
ardy” which exists by virtue of
the existing provision permitting
FCC to revoke the license of any
person whom the courts have found
guilty in anti-trust proceedings.
The courts’ authority to revoke
licenses in such cases would be re-
tained; FCC’s would be stricken.

“The modification proposed mere-
ly prohibits the Commission from
instituting its own anti-trust pro-
ceeding,” the committee explained.
But it was quick to add that the
change would “in no way” impair
FCC’s right to consider the effect
of anti-trust violations upon an
applicant’s character qualifications
—as it currently is doing in its
investigation of motion picture
producers and others involved in
anti-trust decisions.

The revocations and cease-and-
desist provisions are substantially
the same as originally proposed.
Normally the cease-and-desist
method would precede revocation
proceedings; but a new provision
has been added so that, where there
is a need for immediate action, rev-
ocation can be instituted by show-
cause order. At present, revocation
is the only penalty for violators
of radio laws or rules, whether the
breach is major or minor. Cease-
and-desist proceedings could be in-
stituted for less serious violations;
failure to observe a cease-and-desist
order would be one of the grounds
for revocation.

The appeals section, unchanged
from the earlier version, would
Jimit judicial review of all cases
involving the exercise of FCC’s

upcomin,

Aug. 2-3: Audio-Visual and Radio Edu-
cation State Directors conference,
Chicago. .

Aug. 8-19: Summer School of Christian
Radio, Moody Bible Institute, Chi-

cago.

Aug. 19-20: Emporium, Pa., IRE Sec-
tion seminar, porium High School
Auditorium,

Aug. 25-28: AFRA annual convention,
Palace Hotel, San Francisco.

Al;f. 29: FCC TV UHF-VHF Allocations
earing. FCC Hdgrs., Washington.
Aug. 30-Sept. 1: Fifth Annual Pacific
Electronics_ Exhibit, Civic Audito-

rium, San Francisco.

Sept. 2: Clinic_for teachers of radio
ournalism, U. of Minnesota, Minn-
eapolis.

Sept. 8-10: Western Assn. of Broad-
casters annual meeting, Banftf Springs
Hotel, Banft, Alta,

Segt. 14-16: Illinois and Wisconsin

roadcasters Assn. and NAB District
9 meeting, Northernaire Hotel, Three
Lakes. 5.

Sept. 15-16: Joint board meeting of U.S.
Radio Mfrs. Assn. and Canadian Ra-
dio Mirs. Assn., Hotel Greenbrier,
White Sulphur Springs, W. Va.

Sept. 18-20: Advertising Federation of
America’s Southwest District meet-
ing, Biltmore Hotel, Oklahoma City.

Sept. 26-28: National Electronics_Con-
erence, Edgewater Beach Hotel,
Chicago.

Sept. 30-Oct. 9: Second Annual Na-
tional Television and Electrical Liv-
ing Show, Chicago Coliseum, Chicago.

Oct. 16-19: Radio-TV-Motion Picture
Clinic, American Chamber of Com-
merce Executives national conven-
tion. Seattle.

Oct. 16-19: Pacific Coast Council of
Southern California AAAA chapter
convention, Arrowhead Springs Hotel,
Arrowhead Sprlnﬁs. Calif,

Oct. 31-Nov. 2: IRE-RMA Engineering
Dept. meeting, Hotel Syracuse, Syra-
cuse, N. Y.

radio licensing power to the U. S.
Court of Appeals for the District
of Columbia; provide for appeal
direct from the Court of Appeals
to the U. 8. Supreme Court on rev-
ocations and non-renewals, and
for Supreme Court review of other
cases upon writ of certiorari, as
at present.

Provisions on hearings are de-
signed to assure separation of the
prosecutory and judicial functions.
All FCC hearings of a judicial or
quasi-judicial nature would have to
be held before the full Commission
or one or more examiners, not &
single Commissioner. “This is im-
portant,” the committee held, “be-
cause it is impossible for the Com-
mission to review the preliminary
or intermediate report of one of its
members with the same degree of
objectivity or fairness with which
it reviews the report of an ex-
aminer.”

The hearing officer or officers
would file an intermediate report
which, as in the case of the ini-
tial decisions which they currently
issue, would be subject to review
by the Commission upon the filing
of exceptions by any party to the
proceeding.

A great deal of the McFarland
Bill incorporates non-policy pro-
visions of the White Bill of 1947-
48 and much of it, particularly the
appellate portion, reflects work
done by the .Federal Communica-
tions Bar Assn. and individual at-
torneys over a period of years.
The measure won broad industry
approval during the hearings, with
opposition and counter-suggestions
coming prineipally from FCC and,
with respect to sections having
anti-trust implications, the Justice
Dept.
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SPACE BUYERS e rv use of prss up et

RADIO and television increased
its advertising in newspapers
683.1% in 1948 over 1939—more
than any other product classifica-
tion.

That figure was announced by
Bureau of Advertising, American
Newspaper Publishers Association,
last week in its report, “Expendi-
tures of National Advertisers in
Newspapers: 1948.”

In all, radio and television
bought $14,401,000 in space from
newspapers in 1948. Undoubtedly,
however, the figures are higher,
since the ANPA estimates only in-
cluded national advertisers who
bought $25,000 or more space.

The $14,401,000 figure was
broken down as follows: Set adver-
tisements, $10,479,000; station ad-
vertisements, $3,736,000; miscel-
laneous radio, $186,000.

Two networks appeared in the
ANPA Bureau’s figures: NBC
with $62,270, and ABC with
$25,027.

The ANPA Bureau’s report cited
“gpectacular increases” in the ex-
penditures of the top four news-
paper space buyers in 1948 over

their 1939 figures. They were:
1939 1948

General Motors

Corp. $9,136,853 15,282,575
Procter &

Gamble Co., 3,143,057 8,373,006
Colgate-

Palmolive-Peet 2,127,298 7,969,983
Lever Bros. 2,900,401 7,216,128

{Analysis by BROADCASTING of the
expenditures of the top four news-
paper space buyers reveals that their
purchases were not made at the ex-
pense of the radio dollar. Their net-
work radio expenditures also increased
significantly, as follows:

1939 1948

General Motors

Corp. $ 19,983 1,976,769
Procter &

Gamble 8,769,135 18,199,384
Colgate-

Palmolive-Peet 2,749,733 4,342,245
Lever Bros. 3,392,672 5,317,036]

The report was called by the
ANPA Bureau the first compre-
hensive study on advertisers’ news-
paper expenditures since 1944. The
Bureau expects to resume its pub-
lication on an annual basis.

In a foreword, the Bureau char-
acterized the report “as detailed
documentation of a year in which

WOW APPEALS

FCC’s KCSJ Ruling

NOTICE of appeal was filed by
WOW Omaha with U. S. Court of
Appeals for the Distriet of Co-
lumbia last week against FCC’s
ruling which denied protection
from operation of KCSJ Pueblo,
Col. [BROADCASTING, July 4].

Filed by Paul M. Segal, Wash-
ington counsel, the notice charged
FCC acted unlawfully and beyond
its statutory authority in denying
WOW'’s request that alleged ob-
jectional interference from KCSJ
be corrected.

WOW is assigned 5 kw fulltime
on 590 ke while KCSJ is assigned
1 kw on that channel, directional
at night.

BROADCASTING

national advertisers expressed their
faith in the efficacy of newspaper
advertising far more eloquently,
with their dollars, than any year
on record.

“The record of 1948 is shown,”
the Bureau continued, ‘“in the rise
of national advertisers’ total news-
paper investments from only $169,
000,000 in 1939, the last year un-
affected to any marked degree by
World War II, to the $389,261,000
of 1948.”

[Radio network billings in the same

period went from $83,113,813 in 1939 to

8154,648 181 in 1948, accordlng to an
analysis by BROADCASTING]

In all, the Bureau reported on
1,102 advertisers and 2,536 indi-
vidual products or services in 1948

as compared with 649 advertisers
and 1,695 products or services in
1939.

Among the radio and television
space buyers:
Admiral Corp. $1,086,970

Admiral Radio 546,601

Admiral Radio & Television 258,885

Admiral Refrigerator 31,490

Admiral Television 249,994
Andrea Radio Corp.

(Television)
Crosley Radio -
Crosley Television 125.265
Bendix Aviation Corp. (radios) 98,367
DuMont Laboratories Inec.

35,744
309,199

(Television) 234,137
Emerson Radio & Phono-
%raph Corp. 134.574
merson Radio & Television 24,643
Emerson Television Sets 0,510
Emerson Radios 9,421
Farnsworth Television
Radio Corp. 42,689
Capehart Radio Sets 17,255
Farnsworth Radio Sets 20,032

POLITICAL RATES

Industry Protests
McGrath Bill

STANDARD RATES bill to cover political broadcasts, introduced
July 13 by Sen. J. Howard McGrath (D-R. 1.), leading Democratic figure,
last week brought on broadecasters’ protests in wires to U. S. Senators
and opposition “to its principle” from the NAB.

Despite pressure to push it
through, the measure (S 2254) was
believed to enjoy little chance for
passage. Spokesmen for the Senate
Interstate & Foreign Commerce
Committee, to which it was refer-
red, said it had not been discussed
by committee members in mleeting,
and could not say when or if it
might be.

Senator MeGrath’s bill would
prohibit stations from charging
in excess of regular rates for
broadcasters and invoke penalties
ranging from 30 days’ license sus-
pensior. to indefinite suspension
and possible revocation. Only such
added charges as a station would
stand to lose through cancellation
of another program could be levied.
Sen. McGrath is chairman of the
Democratic National Committee.
[BROADCASTING, July 18].

Urge Defeat

Wires protesting the bill and urg-
ing its defeat were sent by Tom
Watson Jr., general manager,
WSWN Belle Glade, Fla. to Sen.
Spessard L. Holland and Sen.
Claude Pepper, Florida’s two Demo-
crats; and by Rex Howell, general
manager, KFXJ Grand Junction,
Col. to Sen. Eugene Milliken (R-
Co.) and Sen. Edwin C. Johnson
(D-Col.).

NAB issued a statement through
Don Petty, its general counsel, pro-
claiming its opposition “to the
principle of Congress setting rates
when it hadn’t exercised similar
prerogatives in other media.” The
matter currently is under study, it
added.

Mr. Watson asserted that pre-
mium radio political rates are
“justified by inconvenience of han-
dling,” and felt that competition
in the radio industry “will act as
an equalizer.” He noted that pre-
mium newspaper political rates are

Telecasting

“tlme-honored tradition,” and said
passage of Sen. McGrath’s bill
would be a “niggardly move by an
honored group of radio’s seasonal
political customers.”

Mr. Howell cited what he called
a “dangerous step” in the direction
of government controlled broad-
casting. Maintaining he does not
condone discriminatory practices
by stations, he said the bill would
give “authenticity to the public util-
ity concept now erroneously held
by a few who would seek govern-
ment control in all of its phases
including business aspects.”

Doubts ‘Basis of Law’

He doubted the proposed measure
had any “basis of law established
in the Comunications Act as now
constituted” and suggested Sena-
tors Milliken and Johnson investi-
gate the matter. (Senator Me-
Grath’s legislation would amend
the Communications Act.)

Meanwhile WCRO Johnstown,
Pa. said it had been examining its
rate structure with special refer-
ence to purchase of political time,
and will charge candidates for poli-
tical office “the same rates as other
purchasers of commercial time.”
Time bought locally, WCRO ex-
plained, will be covered by local
station card rates while time pur-
chased by national organizations
will fall under its national card
scale.

WCRO’s management felt the
procedure is “a practical one, not
only fair and equitable to all par-
ties concerned, but consistent with
its responsibilities as a broadcaster
in the public interest.” WCRO is
one of those stations referred to
but not identified by Sen. McGrath
and Sen. Francis Myer (D-Pa.)
when they alluded to station prac-
tices, according to the Democratic
National Committee.

Farnsworth Radio &
o

Television 5,402
General Electric (radio) ,333
General Electric (television) 371,283
Motorola Inc. 30,914

dio Sets ,084

Radio and Television Sets 179,257

Television Sets 169,573
Philco (radio) 79,201
Philco (radio and television) 171,968
Philco (television) 1,477,827
Radio Corp. of America

(radio) 290,250
Radio Corp. of America

(television) 914,944
Sparks-Withington Co

{Spartan radios) 67,711
Stromberg-Carlson Co. 259,592

Radios 129,251

Radio_and Television 28,398

Television 101,943
Westinghouse Electric Corp.

(radio) 212,090
Westinghouse Electric Corp.

(radio and television) 24,102
Westinghouse Electric Corp.

(television) 50,834
Zenith Radio Corp. (radio) 111,647
Zenith Radio Corp.

{television) 419 .

MONOPOLY

Hill Seeks NAB Testimony

THE HOUSE Judiciary subcom-
mittee on monopoly power dis-
closed last week it had invited
NAB to appear before it sometime
this fall, tentatively for the begin-
ning of its second set of hearings
as part of its anti-trust study.

The committee’s general counsel,
C. Murray Bernhardt, wrote to
NAB President Justin Miller ask-
ing him to appear on behalf of the
broadcasting industry. However,
Judge' Miller reportedly was “not
available” because of the pressure
of heavy duties, and Don Petty, as-
sociation’s chief counsel, indicated
to the subcommittee either he or
another representative would at-
tend. Suggested date of the ap-
pearance of the NAB official was
not disclosed.

The monopoly group previously
had indicated it was considering
an invitation to a high network
representative, possibly NBC Pres-
ident Niles Trammell [BROADCAST-
ING, July 18]. It felt, however,
that it would be more feasible not
to confine the testimony to that of
one network head but rather to
solicit the views of the parent or-
ganization of a majority of broad-
casters.

Radio Appearance Shelved

The tentative plan to call radio
into the picture during the present
series of hearings also has been
shelved, Mr. Bernhardt revealed,
unless some of the witnesses pres-
ently scheduled to appear inject
the radio issue, which he thought
highly unlikely. The slate of in-
vitations already has been filled.
He said it still was too early to
discuss plans for the fall but that
additional persons will be added
when the radio hearing and agenda
take shape.

Meanwhile the subcommittee last
week continued its thrice-weekly
meetings during which Dr. John
Blair, FTC’s chief of the Division
of Economics, testified, along with
Adolph Berle, former assistant
Secretary of State, and Ellis Arn-
all, former governor of Georgia.
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‘HOT’ MONTH
WDVA Sales Soar in June

*
hir
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-

Congratulations are extended by
WDVA General Manager Emerson
J. Pryor (1) to Mr. Springer.

| * * *

JUNE was a hot month in Danville,
Va., but WDVA'’s sales department
was even hotter. Commercial Man-
ager Roy Springer and Sales Rep-
resentatives Buck Hurd and Eddie
Allgood accounted for $33,106.40
in contract renewals and $18,806.40
in new business for a $51,912.80
total.

Bill Ashworth, promotion di-
rector, points out that although
WDVA was just two years old
June 29, sales for June placed it in
the larger station class.

[

Wash.-Balto. Test Okayed
PLANS for experimental color
telecasts from Baltimore to Wash-
ington were revealed in an applica-
tion filed with FCC last Thurs-
day by the Sunpapers’ WMAR-TV
Baltimore. FCC promptly au-
thorized the tests.

The colorcasts will demonstrate
surgical and medical techniques
at Johns Hopkins Hospital in
Baltimore, using color pickup fa-
cilities and special receivers em-
ployed in the Atlantic City dem-
onstration before the American
Medical Assn. earlier this sum-
mer [BROADCASTING, June 6, 13].
CBS color experts would again
supervise the demonstration. It
would be distinguished from the
Atlantic City operations, how-
ever, in that WMAR-TV’s regu-
lar transmitter (Channel 2) rather
than point-to-point relay would be
used. The CBS sequential system
would be used.

E. K. Jett, former FCC Com-
missioner who is vice president
and director of radio for the Sun-
papers, said owners of conven-
tional' TV sets, by tuning the ver-
tical control, would see four
miniature black-and-white pictures
on their screens.

Parallel arrangements were com-
pleted Friday by General Man-
ager Kenneth H. Berkely of the
Washington Evening Star stations
whereby WMAL-TV Washington
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TV MUSIC

NAB Committee Confers
On ASCAP Terms

NAB Television Music Committee met Thursday in New York to re-
view terms of the blanket licenses for the use of ASCAP music on
television and to discuss terms which should be included in the per

program TV licenses.

A practical agreement has been
reached with ASCAP on the blanket
licenses, which are to run five years
and to call for payments figured
on the same basis as the ASCAP li-
censes for sound broadcasting plus
an extra 10% for the video use.
Talks about per program licenses,
however, have just commenced be-
tween Robert P. Myers, NBC assis-
tant general attorney, chairman of
the NAB committee, and Herman
Finkelstein, resident attorney for
ASCAP.

When the two committees have
reached an agreement on both li-
cense forms, ASCAP will then go
to its membership for new agree-
ments from the members, authoriz-
ing the society to handle the en-
larged TV rights required by the
proposed licenses and for a five-
year period. ASCAP’s current
agreements with its members cov-
ered only limited use of their music
on telecasts and run only until the
end of next year.

Pending completion of the li-
censes by the committees, it is an-
ticipated that ASCAP will con-
tinue to grant further extensions
to its present TV licenses which
currently are scheduled to end
Aug. 1. Extensions cost ASCAP
nothing as the terms of the new
licenses will be retroactive to
Jan. 1, 1949. Failure of an ex-
tension would be tantamount to a
declaration of war on ASCAP’s
part as it would immediately bar
all ASCAP music from all TV pro-
grams. Such a move is therefore
extremely unlikely to occur unless
it is preceded by a complete break-
down in negotiations which is cer-
tainly not anticipated at this time.
An earlier impasse last May was
resolved when a committee of top

would retransmit in black-and-
white the WMAR-TV signals from
an off-the-air pickup, with color
to be added at the reception point—
the National Guard Armory.
FCC members and other gov-
erment dignitaries will be invited
to witness the demonstrations.
WMAR-TV was authorized to
make its tests between 10 a.m.
and 2 p.m. on Aug. 17, 18, 19.
If they achieve the expected suc-
cess, permission will then be
sought for color demonstrations
before the American Medical Assn.
meeting to be held in the Armory
in Washington Dec. 6, 7, 8.
Images picked up by color cam-
eras at Johns Hopkins Hospital
would be sent via WMAR-TV’s
microwave mobile unit to the sta-
tion’s regular transmitter atop the
Mathieson Bldg. in Baltimore for
broadcast transmission. The color
pickup equipment and special re-
ceivers are owned by Smith, Kline
& French Labs, pharmaceutical
manufacturers, which sponsored
the Atlantic City demonstrations.

*
network executives, technically at-
tempting only to negotiate licenses
for their TV networks, was able to
work out with ASCAP a basic
formula for the blanket licenses
which was subsequently made the
industry pattern.

Task of translating that gen-
eral formula into concrete contract
provisions has been handled largely
by Mr. Myers and Mr. Finklestein
who have spent days, nights and
weekends working out the necessary
details. These two attorneys will
probably bear the brunt of the de-
tail work on the per program li-
censes as well, although Mr. Myers
told BROADCASTING that as the per
program licenses are a matter of
more moment to individual stations
than to the networks, which will
doubtless all adopt the blanket
licenses, he will call freely on the
individual station representatives
on his committee for counsel along
the way.

Final Forms

Final license forms will of course
be gone into fully by the whole com-
mittee before they are submitted
to the TV broadcasters.

NAB Television Music Commit-
tee members are: Chairman
Myers; Julius F. Brauner, CBS;
Robert L. Coe, WPIX (TV) New
York; William Fay, WHAM-TV
Rochester, N. Y.; Clair R. McCol-
lough, WGAL Lancaster, Pa.; Jo-
seph A. McDonald, ABC; Theodore
C. Streibert, WOR-TV New York;
Don B. Tatum, Mutual-Don Lee.

PROPOSALS OFF

Two Grants Set Aside

TWO PROPOSED decisions were
set aside by FCC last week for
further hearing in view of site
difficulties caused by CAA dis-
approval of proposed locations.

Proposed grant to Belleville, II1.,
News-Democrat for 1 kw on 1260
ke, directional night [BROADCAST-
ING, Dec. 20, 1948], and proposed
grant to Radio Modesto Inc. for
1 kw on 1360 kc at Modesto, Calif.
[BROADCASTING, Feb. 7], were both
set aside. Also involved was pro-
posed denial to WTMV East St.
Louis, Ill., to switch from 250
w on 1490 ke to 1 kw on 1260 ke
and proposed denial of Frank M.
Helm for the 1360 ke assignment
at Modesto.

In a separate ruling the Com-
mission made final its proposed
denial of 250 w on 1230 kc to
Hobart G. Stephenson Jr. at St.
Louis. FCC found he had not
filed exceptions to the proposed
ruling in the St. Louis area case.

In both cases the Commission al-
lowed applicants 60 days to file amend-
ments pertaining to new sites which
would be satisfactory.

BROADCASTING e

WHO To Aid Tests

WHO Des Moines’ How’s the
Weather broadcast will at-
tempt to perform another
public service of an unusual
nature in the near future.
Two Iowa State College stu-
dents are to conduct cosmic
ray experiments by periodic
release of balloons containing
scientific instruments. The
college researchers and Des
Moines Weather Bureau have
asked WHO to help them ob-
tain through broadcast ap-
peals as high percentage of
recovery as possible, after
the balloons have burst, drop-
ping the instruments back to
earth.

TBA REQUEST

For TV Thaw Denied

FCC last week denied Television
Broadcasters Assn.’s request for a
partial lifting of the TV freeze
[BROADCASTING, June 20, July 4],
after a study of its proposed new
UHF-VHF allocations plan indi-
cated that only three applications
in two cities mentioned by TBA
could be granted without hearing.

The Commission wrote TBA
President J. R. Poppele that it is
“keenly aware of the considera-
tions that inspired your letter, and
at any future date would be glad to
consider any further proposals you
may make. It is of the opinion,
however, that any partial lift