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SUCCESS STORY This summer WLEE promoted the

sale of portable radios with jingles like: ‘““So easy to pack—have it going and coming back—
take a portable with you.” All the major radio distributors bought spots plugging their

individual brands.

Result: ‘‘a substantial increase in the sale of portable radios this summer over last.”
The only difference in promotion this year was the campaign on WLEE.

Richmond merchants are used to results like
this on WLEE. More and more national adver-
tisers are following their lead. If WLEE isn't
on your list, call in your Forjoe man and get

the whole story. MUTUAL IN RICHMOND

TOM TINSLEY, President IRVIN G. ABELOFF, General Manager L] FORJOE & CO., Representatives
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1

“GOOD NEWS
FROM HOLLYWOOD”

starring

George Murphy

/ Hollywocd's most glamoyr-
OUs stars—incjyd;

‘ / DBE cluding Marle

/\(‘/: 4 D:e'rlch, Deborah Kerr, =

. s r
A star's view of what goe . Garfi ' John
on in the film capital . . - N \ﬁ;/— Mm' ;eld, Fredric March,
“Name'' guests . - - unusval E — ) —~ A garet Sullavan, and Brian
S each day! — - W erne. Thrilling adaptations
' .3 Times A Week caes oFtop films. A full hoyr ¢

15 Minutes . -

S Sl how
0 each k.
G "

“AT HOME
WITH
LIONEL BARRYMORE” T~

One of the world's most
famous and besi-loved stars
reminiscing...telling fascinot-
ing stories about Hollywood,

“HOLLYwoop,
U.s.a”

starring

Paula Stone

Intimate interviews with ex-
Citing guest stars | |

‘o

- the lates

. g0ssip . . . speci
Braadway and Show Business from the m::““, broadcasts
o i ! Uni
and its famous personalities. Forimat e setg! Unique

15 Minutes . .

+ 5 Times A Week

t 15 Minutes . . . 3 Times A Week

Cost!

IN PRODUCTION

{Available Soon})

“The Adventures of Dr. Kildare” “JUDGE HARDY’S FAMILY”

Starring LEW AYRES and LIONEL BARRYMORE—as Dr. Starring MICKEY ROONEY as ANDY HARDY...LEWIS
Kildare and Dr. Gillespie—more exciting than ever! On STONE as JUDGE HARDY—America's favorite father...
the air for the first time in these famous film stories. and FAY HOLDEN as “MA" HARDY. Together again in

A Half Hour, once a week the wonderful Hardy stories millions love. Never before

on the airl A Holf Hour, once a week

“CRIME DOES NOT PAY" “MAISIE”

A tense, thrilling dramati¢ series based on the outstand-

ing M-G-M short subjects that won an Academy Award. Starring ANN SOTHERN in brand new and hilarious
Featuring popular “name" players. adaptations of the gay and giddy adventures that won
A Half Hour, once a week Maisie millions of friends. A Half Hour, once a week
L
a = SERVEDI
50,000 WATTS CLEAR CHANNEL 711 Fifth Avenue, New York FIRST COME—FIRST
1050 ON YOUR DIAL—-100.3 MEG.—F.M CALL NOWI!—MU 8-1000

Published every Monday, 53rd issue (Year Book Number) published in February by Broaocastine PusLicaTions, Inc., 870 National Press Building, Washingtoh 4 D.. C,
Y ) Entered as second class matter March 14, 1933, at Post Office at Washington, D. C., under act of March 3, 1879.
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SUMMARY FCC action banning giveaways
caught Dept. of Justice by surprise. Criminal
Di\[ision, it’s learned, was poised to sue un-
identified midwest station for alleged violation
of E‘rriminal Code anti-lottery provision. While
it’s| now inferred Department hadn’t made up
its | mind on suit, question naturally arose
whether FCC acted precipitately (with only
four of seven members present) to get drop
on DOJ.

WHILE ABC Vice President Robert H. Hinck-
ley| observed “no quote” rule after his half-
hoqr conference with President Truman last
Wednesday, it's reasoned he at least broached
FCC’s anti-lottery crackdown which would
strike innermost reaches of ABC money pocket,
As |a member of public advisory board of ECA,
he left Saturday for one-month tour of Europe
and his Presidential date was for primary
puypose of discussing that trip.

EX-U.S. SENATOR W. Lee O’'Daniel’s interest
in |hillbilly talent and inquiries at WBAP
Fort Worth’s new radio-TV center have lent
strength to reports he will run for Texas
governorship. “Pappy” O’Daniel was launched
ori‘%inally into state and national politics by
way of his Lightcrust Doughboys program.

VIflGINIA DARE Wine through Ruthrauff
& Ryan, New York, currently preparing ex-
tengive announcement campaign for fall place-
ment.

WITHIN HOURS of RCA’s announcement of
new 6-mc color TV system, WMAR-TV Balti-
mole Sunpapers station, through its director,
former FCC Comr. E. K. Jett, offered its
traf\smitter to demonstrate system over 35-mile
transmission path to Washington. RCA will
use, NBC’s Washington TV outlet, WNBW, for
color demonstrations next month. Jett offer
would parallel highly successful test of CBS
col¢r preceding week. Baltimore-to-Washington
test, Mr. Jett advised, would reveal quality
of kolor transmission within normal contour
(35-50 miles) of VHF TV stations.

YO‘U CAN still jot down as “shrouded in
mystery” plans of FCC Chairman Wayne Coy,
who returned to Washington ten days ago
after three-month assignment in Europe on
conmmunications matters. He hasn’t reassumed
chaiirmanship and is noncommittal as to
whether (1) he’ll stay or (2) he’ll resign to
retirn to private enterprise.

WHATEVER HAPPENS to now moribund
McFarland Bill (S-1973) to reorganize FCC,
it’s| regarded as certain that House-passed
measure (HR-1689) to increase salary of FCC
members from $10,000 to $16,000 per annum
and that of chairman to $18,000 will be pushed
by | Senate Democratic leadership prior to
adjpurnment. Its passage might result in de-
cisipn of Chairman Wayne Coy to remain.

LARGE-SCALE promotion campaign
| (Continued on page 78)

cur-
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Aug. 29: Government-industry NARBA prepara-

tory committee, Departmental Auditorium,
Washington.

Aug. 30-Sept. 1: Institute of Radio Engineers
western regional mceting, and Pacific Elec-

tronics Exhibit, Civic Aud., San Francisco.
Sept. 7-11: NBC Affiliates Convention, Greenbrier
Hotel, White Sulphur Springs, W. Va.

Sept. 8-9: First of serics of NAB district meetings
(district 7), Terrace Plaza Hotel, Cincinnati.
Sept. 13: Third NARBA conference convenes,

Windsor Hotel, Montreal.
(Other Upcomings on page 31)

Bulletins

CHARLES C. BARRY, ABC vice president in
charge of television, Friday appointed vice
president in charge of programs for both radio
and television, and J. Donald Wilson, formerly
vice president in charge of network’s radio pro-
grams, appointed vice president and national
director of network programs. Mr. Wilson
will report to Mr. Barry, and both will work
on radio and television.

FCC, CBS Session;

FOLLOWING 1%-hour conference Friday
with CBS officials, headed by President Frank
Stanton, FCC decided to eall on all manu-
facturers or experimenters equipped to pro-
duce color TV receivers or adaptors to get
them out with greatest possible speed to
assist in field-testing of color systems pre-
paratory to Sept. 26 all-inclusive TV alloca-
tions proceedings.

It was understood that such companies as
RCA, CBS, Color Television Inc., and other
manufacturers had been given invitations to
cooperate to make tests as conclusive as pos-
sible. RCA previously had announced it will
publicly demonstrate its electronic color system
next month in Washington via NBC’s WNBW
(TV) as one that it claims will eliminate all
of major technical and ecconomic problems
that have beset changeover from black-and-
white (see page 18).

Conference with CBS, called by Acting
Chairman Paul Walker following release by
Chairman Johnson (D-Col.) of Senate Inter-
state Commerce Committee of correspondence
on CBS color status, was for primary purpose
of exploring availability of receivers and
adapters to test CBS system, since CBS itself
has no set manufacturing facilities.

Comr. Robert F. Jones, who had spear-headed
color TV speed-up, Friday night answered Mr,
Stanton on matter of field-testing of its equip-
ment.

Comr. Jones in sharp letter sent last Friday
to Mr. Stanton, said he was “amazed” CBS
had not ordered color receivers or converters;
suggested that while CBS “is anxious to trans-
mit color television it is reluctant to permit
others to operate color television receivers to
appraise what you have transmitted.”

Business Briefly

AGENCY NAMED @ Devoe & Reynolds,
New York, appoints J. Walter Thompson, New
York, to handle advertising for its following
subsidiary divisions: Wadsworth, Howland
Co., Boston; Peaslee-Gaulbert Paint and Var-
nish Co., Louisville; Jones-Dabhey Co., Louis-
ville; Truscon Labs, Detroit, and Beckwith-
Chandler Co., Newark, effective Dec. 1, 1949.

BAKERY TEST @ California Nut Bread
Inc.,, Los Angeles, considering expansion
throughout country following test eampaign
in San Francisco, Oakland and Fresno. Agency,
J. B. Kiefer Inc., Los Angeles.

LORILLARD SWITCH @ P. Lorillard Co.,
New York, switching telecast of Original Ama-
teur Hour for Old Gold cigarettes from Du-
Mont to NBC-TV, effective Oct. 4. Program
to be aired Tuesday, 10-11 p.m., thereby sell-
ing out network’s 7 to 11 p.m. line-up for that
night. Agency, Lennen & Mitchell, N. Y.

FOOTBALL RIGHTS @ Tidewater-Asso-
ciated Oil Co., with exclusive right to telecast
Stanford’s eight home football games, to
place them on KGO-TV San Francisco. Agency,
Buchanan & Co., San Francisco.

Color Speed Urged

Participating in session for FCC, in addition
to Messrs. Walker and Jones were:

Comrs. Frieda B. Hennock and E. M. Webster,
General Counsel Ben Cottone and Acting Chief
Engineer John Willoughby; Joe Nelson, acting chief,
Law Bureau TV branch; Curtis B. Plummer, chief,
Engineering Bureau TV broadcast division; Edward
W. Chapm, chief, laboratory division, Laurel, Md.
For CBS in addition to President Stanton, were
Adrian Murphg, vice president and general execu-
tive; Earl H. Gammons, Washington vice president;
Dr. Peter Goldmark, director of research and de-
velopment and inventor of CBS color system, and
Richard Salant, New York attorney.

In letter written Friday to FCC Comr.
Robert F. Jones, Mr. Stanton asked Commission
to specify kind of field tests it will accept as
adequate for approval of CBS color TV sys-
tem. Noting that “under one set of specifica-
tions test could be quite simple, but under
another gargantuan,” Mr. Stanton stated: “Our
past experience has convinced us that we are
simply not able to decide on commitments for
field testing until we have some official specifi-
cation of what will be considered adequate.

“As a matter of fact,” he declared, “the
design and construction of equipment for the
kind of field test I assume you are seeking
could not, in any event, be accomplished be-
tween the time of the Commission’s notice of
hearing of July 11, 1949 (or the public notice
of May 26, 1949), and the hearing originally
set for Aug. 29.”

Implications made by Comr. Jones during
his talk with Mr. Stanton and his letter Aug.
19 “that CBS has not done its proper part in
color television” are “entirely unfounded and
unfair,” Mr. Stanton wrote. “The contrary is
the fact.”” He said CBS had created “virtually
the entire art of color television,” had con-
tributed “more to color television than all the

(Continued on page 78)
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Initial TV service in this area. Your

A first opportunity to present your -
product with combined eye and ear
O @ @ % appeal to these listeners. Audience
amazingly large and growing be-
cause of local shows and NBC, ABC

CBS and DuMont programs. Use
this sales impact.

Operated by WGAL, Inc., Established 1922

WDEL-TV, Wilmington, Del.

The only TV station located in this
vital market. A clearer picture for
viewers—NBC, DuMont and other
network shows, plus local program-

ming assure advertisers a fast grow-

ing audience. Too important to

overlook in your TV sales plans.

Operated by WDEL, Inc., Established 1922

STEINMAN
Represented by STATIONS

ROBER.T MEEKER ASSOCIATES

New York San Francisco Chicago Los Angeles

AFFILIATES
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THE CASE OF THE PURLOINED PLANE

(A MELLOW-.-DRAMA IN ONE QUICK ACT}

® Of all things, a private passenger airplane was stolen
from the Flint airport the other day! Slick job, too. The
thief merely rolled the plane onto the field, got help in
starting the engine and took off before anyone realized
he was a thief. Soon, though, the theft was reported to
WFDF and the story was carried on the station’s
8:45 A.M. newscast, including the registration number
and description of the plane. Then things began to
happen! Before the news program was off the air (it’s on
for ten minutes) WFDF got a long distance call from
Clio, Michigan, reporting that the missing plane was
parked near Clio’s airfield. The police were notified,
the owner got his plane back, and WFDF’s case
of the Purloined Plane was closed.

WEFDF’s extensive and exclusive local news
coverage accounts, in part, for the station’s un-

usual domination of Flint’s listening audience.

FLINT

910 Kilocycles MICH.

AMERICAN BROADCASTING COMPANY

fREPRESENTED BY THE KATZ AGENCY
.. Associated with: WOOD Grand Rapids—WFBM Indianapolis—WEQA Evansville
August 29, 1949
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something new has been added

~

to radio and television research

ECENTLY a number of the men who buy and use radio and tele-
vision audience surveys were asked to name the qualities they

most desired in such reports.

The answers ran like this:

1. ACCURATE records of all listening or viewing inside and out-

side the home.

2. COMPLETE information on all program audiences.

3. FAST delivery of reports to subscribers.

4. ECONOMICAL operation to reduce excessive costs.

This month . . .

the American Research Bureau has introduced a new and
different approach to audience research in Washington,
Baltimore, and Philadelphia offering for the first time a
service delivering all of the elements noted above. Reports
for these cities are now in the hands of subscribers and
studies in several additional cities are to follow. Operations
are under the supervision of James Seiler, former Director
of Research for NBC in Washington, who leaves the net-
work to manage the Bureau.

At present . . .

the following radio and television studies are available.
All of them employ our newly developed techniques which
produce detailed and highly accurate audience measure-
ments with unusual swiftness and economy.

Radio

Improvements of real significance in listener diary studies
which report all listening of all members of a population
both inside and outside the home. Surveys based on area
samples of sdvanced design which permit results to be
given in actual number of persons listening in addition to
conventional ratings. Program audiences shown for each
quarter hour around the clock by income, sex, race, age, and
other factors, with complete audience flow data. (Sample
data sheets available from completed studies.) Coincidental
teleg)horge and roster-type surveys also available by special
contract.

Television

TV Viewer Diary studies conducted using methods which
make the diary one of the most accurate television measure-
ments available. Complete results furnished within ten
days based on nearly 500 television homes per quarter hour.
Probability samples, newly made for each study, eliminate
bias inherent in most industry lists.

Naturally no radio or television program should be bought or sold on the basis of
listener data alone. However, we believe that today, up-to-date, complete infor-
mation on program audiences is an absolute essential to intelligent and profitable
time-buying. It is the aim of the American Research Bureau to set a new stand-
ard for accuracy, speed and economy in conducting broadcast audience studies. We

invite you to compare.

AMERICAN RESEARCH BUREAU

Broadcast Audience Division

920 L Street, Northwest

Washington 1, D. C.

¢
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Don’t do anything until you

hear the NEW Lang-Worth
Transcribed Music Library...
a revolutionary develop-

ment in sound reproduction.

ANNOUNCEMENT
SOON

LANG-WORTH

FEATURE PROGRAMS, Inc.

113 W. 57¢th STREEY, NEW YORK 19, N. Y.

Network Calibre Programs

at Local Station Cost J
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PROMOTER of public service, Bob
Jones, WBIG Greensboro, N. C,
who spins an early morning show
Tuesday through Saturday, added
another feather
to his cap early
this month. He
turned the tables
on a proposed
public hearing on
rent control in
his city by broad-
casting his own
viewpoints and
asking for audi-
ence response.

Reaction, re-
ported by WBIG,
5 kw CBS outlet, was overwhelm-
ing. The hearing, ordered by
Greensboro Mayor Benjamin Cone
and scheduled for Aug. 18, was
called off ten days in advance. A
Greensboro newspaper credited Mr.
Jones with the prodding that did
the trick.

Bob Jones is the announcer who
raised over $55,000 last year to
help build a hospital in Greensboro
for vietims of poliomyelitis and
conducted that city’s “most hand-

On Al

T was a Southern Army man
I who reduced warfare logic to

the provincial admonition to
get there “fustest with the most-
est”; but it remained for a
Northern Navy man to apply the
prescription in a latter day to
television selling.

Halsey Barrett, cooperative spot
sales manager for DuMont Televi-
sion Network, was the first man to
sell a daytime television show—
the Kathi Norris program for Au-
matic Mop Wring-
er. He brought the
Great Atlantic and
Pacific Tea Co. into
the medium for its
initial venture,
sponsoring televi-
sion participations,
and Mr. Barrett was
the salesman who
convinced Cushman
Bakeries to enter
video, using $39,000

2

Mr. Jones

worth of weather
spots.
Acknowledgedly

one of television's
foremost salesmen,
Mr. Barrett was
born on Jan. 17,
1915, and was edu-
cated at Hamilton
College and Harvard Business
School.

Upon departure from Harvard
and after a few months in Wall
Street with a brokerage firm, Mr.
Barrett turned to radio, joining
WOR New York in its sales promo-
tion department. Two years later
he moved to WNEW New York

BROADCASTING °

HALSEY he

some man” contest which resulted
in more than 300,000 pieces of mail.
However, his rent control battle
was unique in that, unlike the
other service features, this one
centered about a controversial
issue.

Hearing that the Greensboro
Real Estate Board planned to ap-
pear before the City Council to
ask for the removal of rent con-
trols, Mr. Jones obtained permis-
sion from WBIG management to
air his personal views on his early-
bird show (6:30-8:30 a.m.).

Result was a deluge of letters
and telephone ecalls from listeners
asking for the retention of rent
control. Mr. Jones, following the
station’s policy of offering free
time to each side of all controver-
sial public issues, invited anyone
in favor of decontrol to come to
WBIG and promised to turn the
mike over to any individual who
wished to give his side of the pic-
ture. Nobody appeared.

Sentiment expressed by the lis-
teners against lifting of controls,
because of an existing lack of hous-

(Continued on page 48)

-ﬁccoan ts5

as promotion manager, and in 1940
joined T'ide magazine in its sales
department.

On the fateful Dec. 7, 1941, Mr.
Barrett joined the Navy where he
served as a lieutenant. On D-Day,
during the channel crossing for
the Normandy invasion, Lt. Bar-
rett’s ship was the first to be sunk
by the Germans. When the shell
struck, he was navigating with the
aid of a cathode-ray tube which
blew up in his face. Obviously,
however, he has re-
sisted sucessfully
this German at-
tempt to discourage
his interest in tele-
vision.

After a period in
the hospital and
service with the
Army - Navy Muni-
tions Board in
Washington, Mr.
Barrett left the
service to join the
staff of the Armed
Forces Magazine in
Washington. In 1947
he joined CBS-TV
as sales promotion
manager, and in '48
moved to his

present affiliation.

The Barrett’s have been married
for seven years. She is the for-
mer Janet McDonald, daughter of
James G. McDonald, first and cur-
rent ambassador to Israel. They
have one child, Donald Vail Bar-
rett, born July 25.

The family lives in Bronxsville,
New York.

Telecasting



Every day is Labor Day for Jamison...

...and he loves it.

According to our man Jamison, a good radio and television representative
is a fellow who makes things easier, more efficient and more
profitable for other people. And, of course, the types of other people

he is particularly interested in are:

1) broadcast advertisers. ..and

2) broadcasting stations.

“We representatives,” he often says, “are in busiress for just one thing
...TO GIVE SERVICE. National Spot Broadcasting is an

exceedingly complex medium...often involving hundreds of different
stations, each on a separate contract. Few advertisers, and even

fewer stations, are equipped to make all their own arrangements. But
firms like Weed and Company, with offices in every major time
buying center across the nation, aré in a position to render a

unique and valuable two-way service.

“Performing this service expertly requires hard work and plenty of
it...which undoubtedly z':lccounts for
my own personal success, as well

as the outstanding position of

Weed and Company in the field.”

vadio and television
e e Station wpmenmﬂvw

new york « boston =+ <chicago .+ detroit

an Cl com p an y san francisco . atlanta . hollywood
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WBIG

“The Prestige Station

of

the Carolinas”

HOOPER STATION AUDIENCE INDEX

WINTER, 1949 CITY ZONE Greensboro, N. C.

WBIG
Monday thrn Friday
8:00 AM—12 N 46.0
Monday thru Friday
12:00 N—6:00 P 41.2
Sunday thru Saturday
6:00 PM—10:00 PM 59.8

columbia affiliate

5000 w. day & nite

Greensboro,
North Carolina

represented by hollingbery

+

1
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ETER J. McKENNA elected a vice president of Deutsch & Shea Inc., New
York, effective Sept. 1. He has been in real estate mercharndising and
advertising for more than 25 years.

FRANK A. KEARNEY, executive staff member of W. Earl Bothwell Inc., New
York, elected a vice president of agency. Before joining Bothwell in 1946,
Mr. Kearney was with Calkins & Holden and Dancer-Fitz-
gerald-Sample Inc., both New York, in contact and executive
capacities.

J. T. DAWSON, art director for Doyne Adv., Nashville, Tenn.,
named vice president in charge of production. Mr. Dawson
has been with firm since 1946, M. C. SMITH, formerly mem-
ber Katz Co., New York, and advertising department of
Atlanta (Ga.) Constitution, joins Doyne as account executive.

ROGER JOHNSTONE, formerly with Don Harway & Co.,
San Francisco, appointed San Francisco manager of Ralph
Mr. Kearney Harker & Assoc., effective Sept. 15.

U HA TR T TR LR TR

HERBERT L. BALDWIN, director of research and merchandising for Fletcher
D. Richards Inc,, New York, appointed a vice president of agency.

ROBERT L. GARVER, formerly of Alley & Richards Inc., New York, as account
executive, joins Lynn Baker, same city, in similar capacity. Mr. Garver was
sales manager of WJZ New York prior to association with agency, and is author
of Successful Radio Advertising with Sponsor Participation Programs, which
will be published Aug. 29 by Prentice-Hall Inc.

W. E. BENEDICT, formerly head of his own agency, appointed to creative
staff of Alfred J. Silberstein, Bert Goldsmith Inc., New York. Mr. Benedict
also has been advertising manager of Nashua division of Textron Inc. and
Callaway Mills Inc., both New York.

PAUL V., JOHNSON has opened his own agency, Johnson & Johnson Adver-
tising, 636 Church St., Evanston, Ill. He was formerly with Montgomery,
Ward ard Co., Chicago. His brother, N. L. JOHNSON, is partner.

W. B. STUART-BULLOCK, for past nine years with Young & Rubicam, New
York, as copy supervisor, joins Robert W. Orr & Assoc., New York.

GENE FRANKE, formerly head of Advertising and Sales Consultants Agency,
Los Angeles, joins Western Adv., same city, as director of marketing.

BARRETT F. WELCH, with Foote, Cone & Belding since 1947, appointed direc-
tor of research for New York office.

New Lusiness

MPIRE TRADE SCHOOL, New York, appoints Arthur Pine Assoc., same
city, to handle publicity. Radio will be used.

DURLACQUE Mfg. Co., St. Louis (household cleaner), appoints Warner,
Shulenburg, Todd & Assoc., same city, to handle advertising. Radio will be
used in midwestern markets.

MORTON Mfg. Co., Chicago (Snow White Products), appoints Warren Wade
Agency, New York, to handle its advertising. Radio spot campaign will be
used starting in September.

PERFEX Co., Shenandoah, Iowa (Perfex Super Cleaner, starch and Shina Dish),
announces addition of KSAL Salina, Kan.,, and WLS Chicago to stations
carrying Edith Hansen Kitchen Club program. Total of 20 stations are now
carrying show. Agency: Buchanan-Thomas Adv., Omaha.

GRIESEDIECK BROS. BREWERY, St. Louis, plans use of 30-second and one
minute transcriptions to run regionally in the Midwest after the baseball
season for an indefinite period. Main purpose is to teach public pronunciation
of firm’s name. Agency: Ruthrauff & Ryan, Chicago.

MONARCH BREWING Co., Chicago, which recently named C. Wendel Muench,
same city, to handle-account, planning to use radio in the rear future for
Monarch beer. WELDON O. YOCUM is account executive.

PONTIAC DEALERS of Southern California through Taggart & Young, Los
Angeles, planning television campaign in Los Angeles area about Sept. 1. Both
programs and spots will be used. Budget not disclosed.

(Continued on page 48)
BROADCASTING ® Telecasting
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PATROON BROADCASTING COMPANY, HOTE'L TEN EYCK, ALBANY, N. Y,
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Scores at Polsky’s

EDITOR, BROADCASTING:
Congratulations to BROADCAST-
ING for the series on “This Business
of Broadcasting.” Please send me
a reprint of the Kobak article, Aug.
15 |issue. It was a humdinger that
hit the nail on the head.
| Mey Zahrt
Radio & Pub. Rel. Dir.
Polsky’s of Akron
Akron, Ohio

‘ ® &%

L&ud Marketbook

EDITOR, BROADCASTING:
ust want to let you know we
think your 1949 MARKETBOOK is
the finest thing we’ve ever seen.
utually yours in Tueson.
TI Wayne Sanders
General Manager
KCNA Tucson, Ariz.
| L] # =
EDITOR, BROADCASTING:
PLeceived copy of the MARXET-

ﬂW-Km&L fnc RADIO STATION

L A

O}aen Mike

(Letters are welcomed. The editors reserve the
right to use only the most pertinent portions.)

0

BOOK. Again BROADCASTING has
done an excellent job.
Charles E. Seiferd, Mgr.
KICK Springfield, Mo.
i 9 ®

EDITOR, BROADCASTING:
Congratulations on your 1949

MARKETBOOK! Once again BROAD-
CASTING rates tops for a job well
done.

H. W. Maschmeiér,

Prog. Dir.

WPTR Albany, N. Y.

‘Hungry Salesman’
EDITOR, BROADCASTING:

Had no idea that when I wrote
the “Buyers’ Market” story I

IN /A BOOMING
RKER! . - -
Ly

have to give to my brother broad-
casters a definition of a “hungry
salesman.”. . . A hungry salesman
is a man who is extremely ambi-
tious and desirous to get ahead in
life, looking forward to being a
manager or owner some future
day.

Jack Dempsey, when youthful,
had a hunger and an ambition to
become heavyweight champion of
the world; Gene Tunney like-
wise. Harold Fellows, now
manager of New England opera-
tions of CBS and general manager
of WEEI (in my estimation one of
the best broadcasters in the busi-

KTULs sSwiftly develop.

ing 2¢ county are, backs

an 3873 744,000 bu
income

ying
punch i with

245,580 radio homes___

48,870

MORE than in 1946 by

the ney Correcteq BMEB

report,

JOHN ESAU - Vice Pres. &

Gen. Mgr.

REPRESENTATIVES

AFFILIATED WITH K o M A, OKLAHOMA CITY
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‘ness),

is still another example.
Likewise, Linus Travers, general
manager of the Yankee Network,
another topnotcher, started out
with the same burning desire. .

I cannot understand Mr. Pit-
man’s part [OPEN MIKE, Aug. 22]
part of the story when he states
that hungry men breed commu-
nism. This great Republic was
built by hungry, ambitious Ameri-
cans and America would not be
what it is today had it not been for
them.

George Lasker
Vice President
WBMS Boston

* ok

Cites Diamond Ads
EDITOR, BROADCASTING:

I have just read where the Dia-
mond Match Co. will start it’s first
substantial consumer advertising
in 7 years next month using:

NEWSPAPERS IN 101 CITIES
Life magazine
Trade Publications

Since radio was completely ig-
nored, I am sure this will come as
good news to the hundreds of radio
stations (of which WHHM is one)
that have bought millions of books
of Diamond Matches in the past
several years! PHOOEY!!

Patt McDonald
General Manager
WHHM Memphis

Ed * *

Series Proves Asset

EDITOR, BROADCASTING:

. . . The seven articles on “How
the Buyers’ Market Can Mean
Business for Broadeasting” . . .
have been of great help to me in
selling; not only radio selling, but
in all advertising media. . . .

Frank S. Wilson
420 North St.
Portsmouth, Va.

* L]

More on Ratings
EDITOR, BROADCASTING:

Your editorial, “The Rating
Season,” vividly points to the
greatest weakness in radio today—
program “ratings.” Hooper-happy
broadecasters and rating-rabid time-
buyers have combined to reduce
broadeasting from a great adver-
tising and entertainment medium
to a cheap “bunco game’—for
the benefit of few thousand tele-
phone calls in some 30-odd cities.
No wonder advertisers who are in-
terested in selling merchandise are
turning to other media. What lis-
tener, intent on guessing the name
of a movie or the title of a song,
knows—or cares—who is sponsor-
ing this wonderful game of chance.
None!

I can’t agree with you that a
committee of broadcasters, even of
the good men you mention, is the
answer. The problem can be
solved by such editorials as “The
Rating Season” and news articles
n the columns of the trade papers
pointing out the utterly fallacious
concept of most rating systems,
and then a committee of broad-

(Continued on page 34)
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MEMO TO:

WORLD - Station
Affiliates Only!

Another Sensational

WORLD Ist Will Be

Sent You on...
. September 2nd !

WATCH FOR IT!
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RCA COLOR TV READY

AGITATION over color television
culminated last week in a tran-
scendental announcement by RCA
that it is ready to go with a com-
pletely compatible electronic color
system that can be integrated into
the existing black-and-white low-
band allocations.

RCA’s revelation climaxed a
week of unparalleled activity, both
at the FCC and at the Senate In-
terstate & Foreign Commerce
Committee, relating to the emer-
gence of color, intermingled with
charges and counter-charges of
suppression of color. RCA said it
would demonstrate its system in
Washington next month.

RCA advised the FCC that its
system requires no change in trans-
mission standards; that it operates
on the prescribed 6me channel;
that existing black-and-white re-
ceivers can pick up color programs
in monochrome without modifica-
tion of existing sets, which, how-
ever, can be adapted to color. Only
slight changes would be entailed in
transmitters to convert to color.

CBS, which for several years has
been in the forefront of color re-
search and development, welcomed
the RCA announcement, expressing
greater interest in the progress of
color TV than in any technique.

It was evident that Chairman Ed
C. Johnson of the Senate Commit-
tee, who had ripped into FCC and
all concerned on the color issue,
felt that his committee and FCC
Comr. Robert F. Jones, had smoked
out the leading radio entities on
the status of color.

There was concern that the de-
velopments might result in a “wait-
and-see” approach by consumers.
The Radioc Mfrs. Assn.—prior to

Also see: RCA Color Plan, page
18; CBS Color System, page 58.

the RCA announcement—had in-
formed the FCC it will take sev-
eral years to develop and distribute
color TV equipment.

CBS and RCA-NBC thus again
will become the principal partici-
pants in the FCC hearings to get
under way Sept. 26. CBS had been
turned down two-and-one-half
years ago on its then existing color
system, which would have required
a 16me band. Details of its new and
vastly improved 6émc system, along
with that of RCA and other re-
searchers, will be unfolded to the
FCC.

All in all, it was a big week for
proponents of color television in
general. And it adds up to one
or more exciting weeks when all
industry elements come before the
FCC Sept. 26 for hearings on both
VHF and UHF television alloca-
tions. Friday was the final day
for filing of briefs preparatory to
the hearings.

Last week’s developments follow:

@ RCA said it is ready for
mass production of all-electronic
color.

@ CBS announced a color con-
verter and charged setmakers won't
turn out equipment for FCC field
tests.

@ Sen. Johnson lauded CBS
color system, after having viewed
a demonstration the preceding
week.

: HINGTON, D. C., AUGUST 29, 1949

$7.00 A YEAR—25¢ A COPY

Predicts No Upheaval, CBS Welcomes It

@ Color Television Inec., Cali-
fornia, claims to have a compatible
plan of electronie color. This is one
of a half-dozen techniques being
studied by RMA committees.

@ Sen. Johnson lauded RCA
color announcement Thursday.

@® Sen. Johnson wrote FCC
Acting Chairman Paul A. Walker
about Comr. Robert Jones’ letter to
CBS on alleged inability to get
sets manufactured.

@ Finally, RMA, NAB, private
companies, legal groups and others
filed briefs preparatory to hear-
ings.

RCA is ready to start immediate
mass production of its color TV
system, as soon as the FCC gives
the go-ahead, it was learned
[CLosED CircUlT, Aug. 22]. The
plan is officially described as com-

patible with present FCC stand-
ards and no changes are proposed.

Estimates of the cost of adapters
or converters so black-and-white
sets can receive color could not be
obtained but it was indicated costs
would be “nominal.” Only slight
changes would be required in ex-
isting TV transmitters to permit
color transmission, it was indi-
cated, and these would not be ex-
pensive.

RCA sources say the system is
“RCA all the way” and was devel-
oped in its own laboratories, with-
out acquisition of patents from
others working on electronic color.
The new system differs materially,
it was indicated, from that de-
scribed at the FCC’s color televi-
sion hearings over two years ago.

(Continued on page 18)

GIVEAWAY FIGHT -

By EDWIN M. JAMES

THREE of the four major networks will challenge FCC’s anti-giveaway

ruling in Federal court suits, BROADCASTING learned last week.
Although acting independently, ABC, CBS and NBC will file injunc-

tion actions charging the FCC was without authority to invoke its pro-

. posed rules and that even if the

Commission were acting within its
legal rights its anti-giveaway defi-
nitions were a misinterpretation
of the lottery laws.

ABC and NBC will take their
suits to the Special Statutory
Court, a three-judge bench in New
York’s southern district of the
Federal Court, Manhattan. Al-
though CBS had not definitely
chosen the court in which it would
sue, it was believed likely that net-
work too would file in the Statutory
Court.

Three Courses Likely

It was considered probable that
the three actions would ultimately
be consolidated for trial, although
each would be brought individually.

ABC, whose preparations for
legal action were nearest comple-
tion, will file its complaint early
this week, it was learned. The
network will seek a restraining
order to prevent the FCC regula-
tions from becoming effective Oct.
1, the date set by the Commission.

If the restraining order is
granted, it was believed likely that
the case would come to trial per-

BROADCASTING ® Telecasting

Networks Challenge

*

Also see: Chronology of Radio
Giveaways, page 20; Press Re-
action, page 21; Roundup of Legal
Views, page 21; Editorial, page 28,
Later developments, page 4.

haps as early as the end of the
year. The Statutory Court is de-
signed to function rapidly in issues
of this kind and is not encumbered
with the crowded calendars that
prevail in other courts.

If the restraining order is de-
nied, it was understood ABC was
prepared to take an appeal to the
U. S. Supreme Court. Appeals
from decisions of the Statutory
Court circumvent the usual chan-
nels through the U. S. District
Court of Appeals and proceed di-
rect to the highest court.

CBS to File

CBS also will file its action this
week, according to Julius F.
Brauner, CBS secretary and gen-
eral attorney. The CBS suit, it
was learned, will be similar to
ABC’s. Mr. Brauner said the court
in which the action would be
brought had not been decided, al-

though probably the
Court would be the one.

NBC -had elected to file in the
Statutory Court, but Gustav B.
Margraf, vice president and gen-
eral attorney, said he was not cer-
tain when the complaint would be
finished.

The network attacks on the FCC
ruling will be brought under Sec-
tion 402A of the Federal Commu-
nications Act, which provides the
legal machinery to set aside orders
of the FCC.

If precedent is followed, the
three suits will be tried together,
it was believed. It was surmised
by network counsel that FCC at-
torneys would petition the court to
consolidate the actions.

Statutory

Basic Points

The basic points which all three
networks intended to press in their
court actions were:

(1) The FCC is without authori-
ty to invoke rulings based on the
anti-lottery provisions of the U. S.
Criminal Code.

(2) Even if the Commission were
acting within proper authority, it
had rendered an improper inter-
pretation of Section 1304 of the
U. S. Criminal Code, the anti-lot-
tery section.

The provisions in Section 1304
of the Criminal Code were formerly

(Continued on page 20)
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“STATION INCOMES 1 zepors pro n

THREE-FOURTHS of NAB mem-
ber| stations showed a profit last
yeal but rising operating costs con-
tinged to cut down industry profits,
acciirding to an analysis completed
lasi] week by NAB [BROADCASTING,
Ma;;!{( 30].
atioc of operating expenses to

station revenue was 82% in 1948,

risihg from 79% in 1947 and 73.6%
.in 1946, the nationwide survey

showed. The Employe-Employer

and Research Depts. of NAB
jointly conducted the study. Ex-
tensive data breaking down costs
by regions and types of station will
be ready for the annual series of
" NAE district meetings starting

Sept. 8.

Richard P. Doherty, NAB em-
ploye-employer relations director,
wha analyzed the Research Dept.
ﬁgu'res, said that station profit on
sale of time, before taxes, dwindled
from 26.5% of station revenue in
194 to 21% in 1947 and 18% in
1948,

This does not represent actual
profit to station operators since
federal excess profit taxes run 38%
in the case of high-income stations.
On fop of this must be added the
stat{: and other local taxes of the
samp type.

Applies to Sale of Time

M. Doherty said the profit data
apply to sale of time and are not to
be donfused with the profit on in-

' vestinent, which would be lower in
most cases.

All the profit figures in the study
relate to the 7T6% of *stations that
- opernted in the black last year, he
said. Inclusion of figures from sta-
tionz losing money would bring
down the profit ratios.

A |separate study of stations that
lost money in 1948 is not yet com-
plet#, according to Mr. Doherty.

Déﬁnite cost-income patterns

vary through the nation according
1

BEST WISHES are given Herbert
Hoover {I) by John W. Elwood, gen-
eral manager of KNBC San Fran-
cisco, in offices at Stanford U,
following the KNBC coverage and
all-ngtworks feed of the former Pres-
ident’s 75th birthday celebration.
Mr. Elwood is the newly appointed
Northern California Chairman of the
Natignal Citizens Committee on the
Hoover Report.
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to such factors as size of broadcast
income, areas, affiliation or non-
affiliation with networks, time on
the air, and metropolitan or non-
metropolitan areas, he said. Break-
downs will be made available to
those who attend the NAB district
meetings.
* All stations tended to show lower
ratios of operating expenses to
revenues as the volume of income
increased, taking the nation as a
whole, the survey shows. In the
case of stations doing less than
$50,000 worth of business, operat-
ing ratios were highest, or 88.7%.
Stations billing over $1 million en-
joyed the lowest operating costs.

Average-per-station income rose
progressively from small stations
to medium or large stations. Low-
est relative cost of doing business
was in large stations with powers
from 10 kw to 50 kw, located in
cities under 50,000.

Largest single cost item in all

classes of stations consisted of
wages and salaries, the study
showed. About half (47.36%) of
the average outlet’s income dollar
was paid out to -staff and adminis-
trative personnel among all types
of stations, adding up to 68% of
total operaing expenses.

Mr. Doherty said the solution
to the problem of many stations
“ig clearly that of obtaining added
sales income while maintaining the
normal breakeven point. However,
in a great many stations, the need
goes even deeper and requires care-
ful analysis of all items of cost.”

At the district meetings, open-
ing Sept. 8 in Cincinnati when Dis-
trict 7 convenes at the Terrace
Plaza Hotel, and continuing to
mid-December, Mr. Doherty will
discuss the survey with special at-
tention to the needs of each area.
He will stress methods of analyz-
ing and controlling the operating
costs of stations.

ARMED FORCES

Frye Initiates Study
Of Ad Budget

‘A STUDY of the advertising picture for the joint armed forces—Army,
Air Force, Navy and Coast Guard—in view of unification and recruiting
needs was initiated last week by William Frye, director of the Defense
Dept.’s Office of Public Information, with a view to re-allotment of

ad expenditures for the remainder
of the current fiscal year. OQOutlays
for radio are included in the sum.

The present contract, which will
bé terminated effective Oct. 31 by
the National Military Establish-
ment [BROADCASTING, Aug. 8], is
handled by Gardner Adv. Co.,
through its Washington office.
Actually, signing of the contract
for the period from July 1, begin-
ning of the new fiscal year, to
Oct. 31 has been deferred pending
clearance by Congress of the mili-
tary appropiations bill. The meas-
ure (HR 4146), passed by the
House, was scheduled for action
by the Senate last week, but had
not been taken up late Thursday.

The Army-Air Force ad contract
is valued in excess of $1,880,000,
with a considerable portion allo-
cated in the past to radio programs
and spots. When the current study
is completed, recommendations will
be made as to type of media to be
used—if the Defense Dept. decides
to advertise its recruiting cam-
paign.

Rhodes Signs Heatter

RHODES PHARMACAL Co,
Cleveland, maker of Emdrimy tab-
lets for the relief of rheumatism
and arthritis, will sponser Gabriel
Heatter over 150 Mutual stations
Tuesday and Thursday for 52
weeks effective Sept. 20. The com-
pany has never before used radio.
Show will be heard 7:30-7:45 p.m.
EDT in Eastern and Central time
zones and 6-6:15 p.m. in the Moun-
tain and Pacific time zones. O’Neil,
Larson & McMahon, Chicago, is
the agency.

FATIMA SALES UP

Rise Coincident With Show

GREATEST increase in Fatima
cigarette sales was in the com-
pany’s St. Louis Div.—b548% in
the first six months of this year
compared to the corresponding
period a year ago, Basil Rathbone,
movie and radio star, reported
Saturday (Aug. 27). The firm’s
weekly mystery and adventure
show, Tales of Fatima, starring
Mr. Rathbone, first went on the
air, on CBS, Jan. 8.

Mr. Rathbone pointed up the
figures showing increased Fatima
sales on the Saturday broadcast of
Tales of Fatima. His figures
showed the Los Angeles Div. with
a reported climb of 6545% crowd-
ing St. Louis for first place. The
Chicago Div. was third with 453%,
followed by the Detroit Div. show-
ing 348% New Orleans Div. 300%
and the New York Div. 132%.

LORILLARD RENEWS

Signs ‘Amateur Hour’ on ABC

P. LORILLARD Co., New York
(Old Gold cigarettes), has signed
with ABC for renewal of the
Original Amateur Hour, effective
Sept. 29, the network announced
last week.

The program, aired Thursday
9-9:45 p.m., on 188 ABC stations,
was contracted for through Lennen
& Mitchell Inc.,, New York, the
Old Gold agency.

CITATION from U. S. Treasury for
radio’s special effort in putting the
Savings Bond drive over the top in
southern California is received by

William J. Beaton (I), manager,
KWKW Pasad and presid of
Southern California  Broadcasters’

Assn. J. B. Messick, California state
director of Treasury Savings Bonds
Div., makes the presentation.

JOHN SANDBERG

Named Pepsodent Ad Head

JOHN V. SANDBERG joins the
Pepsodent Div. of Lever Bros.
Sept. 15 as vice president in charge
of advertising, president Henry F.
Woulfe announced in Chicago last
week. Mr. Sandberg currently is
advertising and sales promotion
manager for Kraft Foods, also
Chicago.

He joined Kraft as assistant
director of advertising in 1946,
assuming his present post in Sep-
tember of 1948. Mr. Sandberg
was associated from 1931 to 1937
with the Chicago Tribune, The
Stack-Globe Advertising Agency,
Chicago and NBC. He joined the
advertising staff of Swift & Co. in
1937, becoming assistant adver-
tising manager in 1940.

Leaving Swift in 1941 to enter
the Marine Corp, he held the com-
mission of major, was liaison and
public information officer on the
staff of Admiral Chester W. Nimitz,
and was aboard the battleship
Missouri at the Japanese surren-
der signing.

LANE PROMOTED

" Succeeds Coulter at M-E

THOMAS H. LANE, vice presi-
dent of McCann-Erickson, New
York, effective immediately will be
responsible for all
of the agency’s
radio and televi-
sion  activities,
succeeding Lloyd
0. Coulter, for-
mervice president
in charge of ra-
dio and television,
who has resigned
[BROADCASTING,
Aug. 22]. ,

Mr. Lane, prior
to joining McCann-Erickson on
June 1, 1949, was with Rexall
Drug Co., Los Angeles, as a vice
president.

- Mr. Lane
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NARROWER CHANNEL THREAT totn mor ase races

By J. FRANK BEATTY

THE 10 ke broadcast channel, standard for a quarter century, will be
in peril when the third NARBA convenes in Montreal next month.
Narrowing of the channel to 9 ke, or even as little as 6 ke, is being

discussed among Latin broadecasters.

up today (Monday) when the joint
U. S. preparatory NARBA com-
mittee meets in  Washington
[BROADCASTING, Aug. 15].

The implications of band nar-
rowing are so serious, with re-
quirement for wholesale realloca-
tion of station assignments, that it
may become the main issue at the
Montreal treaty session, which
opens Sept. 13.

Moreover, the subject conceiv-
ably could lead to an impasse, or
at best a long delay while the
qualities of narrow-band broadcast
signals in Europe are investigated.

Judging by reports from south
of the border, Latin broadcasters
have several versions of channel
narrowing they are planning to
throw into the Montreal convention
in an effort to obtain more chan-
nels. They have carefully vre-
frained from submitting their de-
mands in advance, though Canada
as host nation had requested this
material by early May to permit
orderly study of proposals prior to
the treaty sessions.

The Latins are believed to be
confident they can get the United
States delegation to accept a nar-
rower channel. Uncle Sam’s dele-
gation will head northward fully
determined to fight the project
right to the finish, but some Wash-
ington radio figures fear it may
be the price this country has to
pay to avoid loss of channels in the
lower half of the broadcast band.

Mexican, Cuban Aims

Mexico and Cuba are known to
be desirous of obtaining more fa-
cilities, particularly under 1000 ke.
Loss of even a single channel to
the United States would cause seri-
ous upheavals in the industry. And
loss of several channels would lead
to industry nightmares horrible to
contemplate.

A number of channel-narrowing
plans are being discussed by
Latins. One plan, to cite an ex-
ample, would narrow the channels
between 700 ke and 900 ke to 9 ke
width, and the channels under 700
ke to 8 ke width. This would open
four new channels in the broadcast
band.

Other ideas are more extreme.
Some Cuban broadcasters are un-
derstood to favor 6 ke separation,
arguing that it works in Europe.

Just what would come of chan-
nel-narrowing in this country is
a question difficult to answer pend-
ing an actual reallocation, judging
by comments of engineers. The
idea has been discussed within the
FCC from time to time, but always
the Commission has felt the bene-
fits received from addition of chan-
nels would be outweighed by de-
terioration of service.

BROADCASTING *

The subject is expected to come

*

Agreement seems rather general
that if there must be channel-nar-
rowing, it should be done in the
lower half of the band where there
are fewer stations and fewer di-
rectional antenna arrays, and also
because of receiver characteristics.

The present 10 ke channel permits
5000-cycle reproduction, which is
considered capable of handling net-
work service as delivered over tele-
phone lines. Some engineers fear
a 9 ke channel would cut reproduc-
tion 109%, with corresponding deg-
radation in the case of channel
widths down to 6 ke. Others con-
tend the public would hardly know
the difference if channels were
squeezed into 9 ke width. It is
further argued that most stations
now spill over the 10 ke channel and
if the width were cut to 9 ke, they
could trim signals and get about
the same protection.

Would Deter FCC’s Aim

The FCC had counted on FM to
draw enough stations out of the
standard band to permit a channel
wider than 10 ke, but the narrow-
ing of channels would be a step
in the other direction.

Impact of narrow channels would
be worse in the United States than
in Latin nations because of the

improved engineering and closer
adherence to standards that mark
our broadeasting. Listeners south
of the border, like those in Europe,
are said to be accustomed to sig-
nals far inferior to those delivered
the American audience. Therefore
they would not suffer noticeably
from any degradation that might
occur because of channel-narrow-
ing.

Engineering views on channel
width are apparent from results of
the pre-NARBA technical sessions
held at Havana in late 1947 and
the high-frequency conference at
Mexico City last winter. The tech-
nical group recommended a 10
ke separation after careful study.

A U. S. subcommittee of the
joint government-industry group
that meets today has gone into all
aspects of the problem and will
have a report ready to submit to
FCC Commissioner Rosel Hyde,
chairman of the full U. S. prepara-
tory committee.

While opposition of U. S. engi-
neers to channel-narrowing seems
rather general, judging by infor-
mal expressions, it might be better
than having 150 kw Mexican sta-
tions scattered all over the low
half of the broadcast band.

The first NARBA adopted a
decade ago, and the 1946 extension
which expired last March 28, speci-
fied 10 ke channel width, with 2-1
ratio of desired-to-undesired sig-
nal on adjacent channels. The
FCC’s interference ratio is 1-1.

The interference problem from
a 9 ke channel worries those who
deal with technical aspects of
broadecasting. They especially fear
the type of interference known as
“monkey chattering” on the lower
side of the band.

Stalemate Possible

In any case, the channel-width
problem will be a knotty one at
Montreal. Some observers fear the
meeting may reach an impasse
after several months of wrangling
over the problem. Certainly, some
of the U. S. delegation can be ex-
pected to demand a careful study
of European narrow-channel
broadecasting by experienced engi-
neers should the problem stall the
whole treaty-making procedure.

American engineers say costs of
channel juggling would be tremen-
dous, despite the belief that many
stations would only move from per-
haps 4 ke to 8 ke. Transmitter
and crystal problems are cited, with
the antenna difficulties almost stag-
gering when directional array
changes are considered.

The FCC could expect a flood of
applications for new and improved
facilities unless it set up some sort
of a barrier to prevent the on-
slaught. Push-button receivers
would require adjustment, and it is
suggested cheap sets might not
work as well with 9 ke channels.

All who have thought about the
subject concede that it involves en-
gineering and allocation headaches
frightening to contemplate.

AD COUNCIL

MORE than 14% billion listener
impressions representing an esti-
mated $15 million in time and
talent were contributed by the
radio industry to the campaigns of
the Advertising Council Ine. for
the year ending March 1949, ac-
cording to the group’s seventh an-
nual report, issued last week.

During the 12 months covered
by the report, most of the council’s
mass information campaigns were
said to be directly or indirectly
connected with the “cold war,” and
with the Marshall Plan.

Stuart Peabody, assistant Vice
President of The Borden Co., is
chairman of the Radio and Televi-
sion Committee, and Gordon C.
Kinney is the Ad Council’s director
of radio.

Broken down, the major caim-
paigns, and radio’s part in them,
were as follows:

The campaign for the better un-
derstanding of the U. S. economic
system, conducted at the request
of the Joint Committee of the Assn.
of National Advertisers, and the
American Assn. of Advertising
Agencies, produced a total of
1,134,000,000 listener impressions

Telecasting

$15 Million in Free Time

during its first half year. Each of
the four major networks pledged
half-hour special programs on eco-
nomic education. Total value of
all contributed time plus space,
amounted to $2 million.

The American Heritage cam-
paign was conducted to raise the
level of active citizenship, in co-
operation with The American Her-
itage Foundation, sponsor, with the

Mr. Peabody

Mr. Kinney

U. S. Attorney General, of the
Freedom Train Tour. Listener im-
pressions secured through the Ad
Council’s radio allocations plan
and through local stations partici-
pating in rededication activities,
totaled more than six billion.
Listener impressions totaling

871,380,000 were secured by the
council for the Joint Armed Forces
Prestige campaign, conducted to
raise the prestige of men and wom-
en in uniform and to inform the
public of their contribution to
peacetime living.

The Better Schools campaign,
which stimulated local participa-
tion in public school problems, was
conducted in cooperation with U. S.
Office of Education and the Citi-
zens’ Federal Committee. It
gleaned an estimated 849,595,000
listener impressions.

CARE Campaign

The campaign to promote sales
of CARE packages, continued
through 1948-1949 as a result of
statements by government officials
that the packages constitute a
diplomatic and political weapon, as
well as needed European aid,
reaped more than 985,385,000 lis-
tener impressions. .

The campaign for $185 million
for the nation’s community chests
was handled by the Community
Chests of America working direct-
ly with the Ad Council’s volunteer
agency, BBDO. The Council gave

(Continued on page 31)
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CA Color TV Ready

(Continued from page 15)

BS kept in the color foreground
last week, as it had the week before
[BHOADCASTING, Aug. 22], by for-
mally announcing that it had a
pragtical converter for its scan-
ning system; by becoming em-
broiled in a Washington argument
involving merits of its system and
the | attitude of other industry ele-
ments; by commenting on RCA’s
newly announced color system, and
by mppearing at an informal FCC
conference Friday afternoon.

S executives, led by President
Frank Stanton, were called in by
Acting Chairman Paul Walker for
an FCC discussion growing out of
a statement by Comr. Jones at-
tributing to CBS the claim that
marnufacturers would not produce
receivers or converters for its sys-
tem

After reading RCA’s announce-
ment, CBS President Stanton said
his network was more interested in
the progress of color TV than any
special technique. His statement

foll%;vs:

“We have read with interest of
theJRCA announcement. Colum-
bia’s position on color television
has |always been very clear. We
have consistently favored color as
the [ultimate service in television,
and |it i3 more important to us as
broadcasters to have color tele-

EITHER WAY the count is eight in
the number of years Hahn Shoe Stores

of Washington has sp d WTOP
Washington’s The World Tonight,
11:00-11.15 p.m. news show. Mrs.
Haze! Kenyon Markel, WTOP di-
rector of programs, and Gilbert Hahn,
president of the shoe chain and son
of the founder, flank the microphone.

vision come quickly by the best
available system than that the
CBS system be adopted. CBS color
television has been proved through
numerous tests and demonstrations
in the past, and we will look for-
ward to studying similar tests and
demonstrations of the latest RCA
system.”

Sen. Johnson, who has stead-
fastly pressed FCC and other
quarters for action looking toward
early commercialization of color
television, commended RCA for a
“tremendous forward stride in the
TV art” and noted it had “spent

a great deal of time and a vast
fortune” in necessary research. He
told Senate colleagues that “free
enterprise has' triumphed again”
and contended that color TV is
“over the hill now.” His remarks
were inserted in the Congressional
Record.

Obviously gratified by RCA’s an-
nouncement, Sen. Johnson told
BROADCASTING he is especially
pleased that the company’s new all-
electronic system enables black-
and-white receivers to pick up
color programs in monochrome
without modification of present sets
and any adapters.

“This has been a source of worry
to many of us and those in in-
dustry,” he noted. ‘“We thought
present sets might be outmoded
with the advent of color. The im-
pact of such a situation is less
now that color can come in on
standard black-and-white sets with-
out change in transmission stand-
ards.”

Earlier in the week Sen. John-
son had charged in a letter to
FCC Acting Chairman Walker that
the interests most active in ad-
vancing color television “suddenly
have become very cold to further
efforts in this direction” (see story,
page 53).

Radio Mfrs. Assn. filed a state-
ment warning that it will take
manufacturers several years to de-
velop and distribute color television

equipment and urging the FCC to
protect 2,000,000 TV set owners so
they can get the service at a rea-
sonable additional cost [BROADCAST-
ING, Aug. 22].

RMA reminded that manufac-
turers have spent millions in re-
search but the association wants
introduction of color “to be orderly
and to carry the assurance of satis-
factory technical quality at a rea-
sonable cost.” Considerable tech-
nical data on color will- be
introduced at the FCC hearing.

RMA* President Raymond C.
Cosgrove, Aveo Mfg. Corp., will be
chief association spokesman at the
FCC TV hearing. Supporting him
will be Dr. W. R. G. Baker, General
Electric Co., RMA Engineering
Dept. director, and other technical
witnesses.

As to UHF allocation, RMA said
the plan to add 42 6-mc channels
is substantially in accord with a
recommendation it made to the
FCC last February. At that time
the association urged that the TV
freeze be lifted as promptly as pos-
sible and that there be minimum
overlap of UHF and VHF stations
in any givén area. RMA concurs
with the FCC objective of creating
a “truly nationwide TV service on
a competitive basis” but feels de-
tailed allocations should be worked
out with the broadcasters con-
cerned.

“RMA’s chief interest in alloca-

(Continued on page 40)

RCA PLAN

COMPLETELY compatible color
TV gystem, entirely electronic, was
anndunced Thursday by RCA in a
Writ}en statement to the FCC.
Based on years of research, the
plan| requires no change in trans-
missjon standards of present black-
and-white, RCA claimed, and en-
ables present sets to receive color
programs in monochrome without
any change.

The letter, signed by C. B.
Jolliffe, executive vice president in
chargge of RCA Labs Div., was ad-
dressed to T. J. Slowie, FCC secre-
tary, in advance of the FCC’s Sept.
26 allocation hearings.

Fulll text of the letter follows:

In| compliance with paragraph
14(a) of the Notice of the Com-
mission in the above proceedings
issuel July 11, 1949, Radio Cor-
poraflion of America hereby sub-
mits |the following comments:

1. CHANGES IN TRANSMIS-
SION STANDARDS LOOKING
TOWARD COLOR TELEVISION,

RCA has developed a new color
television system which does not
requiye any changes in present
transmission standards.

This new color system is all-
electronic, has high-definition and
operates entirely within a 6 meg-
acycle channel.

Thée system has standards of
performance equivalent to the pres-
ent black-and-white standards both
for c(ﬁlor and for reproduction of

the calor signals in black-and-white.
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No Change in Transmission Standards

Needed, Firm Says

It accomplishes this in a 6 me
channel without any degradation of
picture quality.

Our new system is a completely
compatible system. It enables
present television sets to receive
color programs in monochrome
without any modification whatever
and without any converter or
adapter.

Demonstrations will show that
when a television transmitter
shifts from black-and-white trans-
mission to color transmission on
this system, the viewer of an exist-
ing black-and-white receiver will
be unaware of the shift. On the
otherhand, by means of this new
system, a viewer of a color set
receiving programs in color will,
when the station changes from color
to black-and-white transmission,
see black-and-white pictures with-
out making any changes in his
receiver.

Thus, with this new RCA color
system, the transmitting station
can change at will, either from
color to black-and-white or the re-
verse, without disturbing the view-
ers of either the existing receivers
or color receivers, without requir-
ing adjustments to either type of
receiver and, therefore, without
any loss of audience.

Our new color system is also an
adaptable system. Color programs
can be viewed either on new color
receivers or on existing receivers
equipped with a color adapter.

This new RCA color system is
the fruit of years of research and
development. During the last
decade RCA has carried on much
research and development work
looking toward a practical system
of color television. During this
period our engineers have investi-
gated many systems and studied
their advantages and disadvan-
tages. It has been our objeétive to
develop a high-definition color sys-
tem which could be integrated into
the existing black-and-white sys-
tem without obsoleting present
transmitters and receivers.

During the hearing in Docket
No. 7896 held in 1946-1947, RCA
demonstrated a simultaneous color
system which the Federal Com-
munications Commission recognized

FCC ACTIONS

GRANTS for two new AM
and a new FM outlet were
authorized by FCC last week.
Eight stations received trans-
fer grants, including $675,-
000-sale of WDSU-AM-FM-
TV New Orleans to Stern
family, and sales of KVOR
Colorado Springs, Col.,, and
WSAC Columbus, Ga. Two
AM and five FM stations
were deleted. Details of these
and other FCC actions are
carried in FCC Roundup on
page 75.

BROADCASTING

as having considerable merit. This
system, however, needed further de-
velopment, and the Commission has
been informed at intervals of our
progress.

The simultaneous system which
we first demonstrated in 1946 re-
quires a minimum of 12 me for
transmission and, because of prob-
lems of frequency allocation, it was
necessary that that system be
proposed for operation only at
ultra-high frequencies.

In 1947 and 1948, RCA con-
ducted extensive transmission tests
at UHF, among which were the
UHF tests in Washington, D. C.,
during the fall of 1948. Full in-
formation on these tests is in the
files of the Commission. The re-
sults of the UHF propagation
tests showed that much more work
was needed in the UHF band be-
fore reliable public service could
be given in that band.

This necessarily involved delay
in bringing high-definition color
television service to the public in
the UHF band, not for reasons
connected with color, but because of
propagation difficulties. At that
time we were also concerned be-
cause the VHF 6 mc channel did
not provide color television with-
out deg