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how to grow bigger

than you thought

you could

“LOOK HERE, PHILIP—didn’t I see a new wing on
that Danbury plant of yours?”

“You did. And if you had spent less time ogling
my charming new beauty consultant, you might
have noticed I’'m breaking ground for another. She’s
married, by the way.”

“Oh, I see. Tell me~how does this completely
idiotic business of yours keep on growing?”

“HA! Idiotic, eh? Do I detect a note of ghoulish
envy? No matter. WOR is one reason. The only
reason as far as advertising is concerned. There
wasn’t a hare’s chance to hounds of my ever making
a go of it until 1 began offering samples on a 15-
minute show over WOR.”

“Indeed?”

“Yes, my dear fellow. Indeed! Indeed! Indeed!
I got a dealer-distributor reception about as warm
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as a December dawn when I tried to launch it in
New York. But WOR took care of that. Sent cus-
tomers asking, prodding, demanding. Set the town
on end, actually. Complete distribution the first
year; 100% sales increase the second, same the
third year, and still going up.” %

“Amazing.”

“Reticent as ever, aren’t you, Robert?”

% The characters in this brief sketch are fictitious.
But the results aren’t. They are excerpts from one
of WOR’s 110 success stories—the greatest collec-
tion of success stories ever gathered by any station
anywhere.

WOR

— heard by the most people where the most people are




Why did they
write WLN
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Our listeners in Midwest America wrote us another mil-
lion letters in 1949 to tell us their radio wants—to
get needed information for better living from Feature

Foods, Dinner Bell Time, Kitchen Club, Farm Bul-
letin Board and other service programs-—to play
“Stumpus’’ with our Buecaneers and Rangers—
to thank us for the Midwest’s most complete
weather and market service——to request tunes
of their friends who star on the National Barn

Dance—to ask WLS editors and stars to talk or
entertain at their meetings—to get copies of

Dr. Holland’s inspirational messages or
School Time seripts—and perhaps most of
all to show the interest and confidence they
have in the station whose 50,000-watt, clear

channel signal is always the “voice of a

friend.” That’s why . . .

1,092,039 lecters came to WLS in
1949 —more than 21 million letters

in 20 years to

Number 1 in a series show-

ing the quantity and quality

of response to WLS service SFA The
and programming. PRAIRIE
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WOAI’s Primary Market has- always been a
bright spot in the nation’s economic picture. Today,
day and night, a half-million families who spend over
a billion dollars over grocery, drug and other retail
counters, have the WOAI listening habit! (Check
Hooper or BMB). ® Already rich in oil, cotton,
cattle and other agricultural products, WOAI’s South-
west now 1s one of the nation’s industrial hot spots!
(Ask your Banker). e That means more people who
make and spend more money on more products!
There’s no substitute for WOATI’s coverage of this
ever richer market. ® Hooper’s latest Listening
Area Index shows WOAI with two times as many
listening families daytime, three times as many night-
time, as the next most listened to station. For avail-
abilities . . . (Ask Petry).

NBC - TQN

Represented Nationally By

Edward Petry & Company, Inc.
NEW YORK * CHICAGO = LOS ANGELES » ST, LOUIS
DALLAS ¢ SAN FRANCISCO + DETROIT = ATLANTA

THERE
1S
no

SUBSTITUTE

THE

SOUTHWEST

Published every Monday, 53rd issue (Year Book Number) published in February by Broapcasting PUBLICATIONS, INc., 870 National Press Building, Washington 4, D. C,
Entered as second class matter March 14, 1933, at Post Office at Washington, D.

C., under act of March 3, 1879,



lgo_sed Circuit |

IT LOOKS like no dice now and reconsideration
in Drew Pearson-Robert S. Allen bid for
facilities of 50,000 w Hearst-owned WBAL
Baltimore. Lineup now stands three to three
(Hyde, Sterling, Hennock for WBAL renewal,
versus Coy, Walker, Webster for Pearson-
Allen). Question: Will seventh member—Jones
—who did not participate because of Pearson
assault against his confirmation three years
ago, now be forced to vote? -

STREAMLINED government delegation to
Havana for Feb, 1 NARBA negotiations with
Cuban representatives will consist of FCC
Comr. Rosel Hyde, chairman; D. R. MacQuivey,
foreign affairs specialist, State Dept.’s Tele-
communications Division; James Barr, FCC’s
AM Engineering chief; FCC Engineer Under-
wood Graham, and Ray Harrell, State Dept.’s
telecommunications attache in Havana. They’ll
consult with Ambassador to Cuba Robert
Butler and Counselor of Embassy Harold
Tewell.

A. D. (Jess) WILLARD Jr., erstwhile NAB
executive vice president, nominated for NAB
medium-station director-at-large. He now
heads WGAC Augusta, Ga. Arthur B. Church,
KMBC Kansas City, many-time director, among
20-odd nominees along with four present board
members: Harold E. Fellows, WEEI Boston;
Charles C. Caley, WMBD Peoria, Ill., and
Henry W. Slavick, WMC Memphis, all district
directors, and Kenyon Brown, KWFT Wichita
Falls, Tex., incumbent medium-station director.

UNDERSTOOD Harold Wheelahan, WSMB
New Orleans, unopposed in NAB District 6
for directorship. Also possibly slated for un-
opposed election are Cal Smith, KFAC Los
Angeles, District 16 (incumbent), and Jack
Todd, KFBI Wichita, District 12.

SPEAKING of elections, NAB board will have
to name additional nominees in at least one
bracket. Elections thus will be delayed at
least week pending board action. Some
aspirants to directorships weren’t on NAB’s
eligibility  list because they didn’t fill out
certification forms properly.

POLITICAL hornets nest may be stoked by
FCC, involving former GOP Presidential nomi-
nee. Case is 1936 Candidate Alf Landon’s five-
month-old application for transfer of his
Denver daytimer, KTLN, to General Manager
Leonard Coe for $45,000 [ BROADCASTING, Aug.
1, 1949]. FCC considering calling hearing. One
question: Has transfer already taken place?

EXECUTIVE of motion picture company in
New York reportedly hired by NBC as staff-
level public relations chief, probably with vice
president’s rank. Sydney H. Eiges, present
NBC vice president in charge of press, will
continue on operating level.

MUTUAL BOARD, which meets in Washington
next week, undoubtedly will again discuss
(Continued on page 86)
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Upcom:

pcoming

Feb. 1: U. S. Cuban Conference on NARBA as-
signments, Radio Direcione, Havana, Cuba.

Feb. 2-3: NAB Unaffiliated Stations Committee,
NAB Hdqrs., Washington.

Feb. B: Television Broadcasters Assr. annual clin-
ic, Waldorf-Astoria, New York.

Feb. 8-10: NAB Board of Directors, Saun Marcos
Hotel, Chandler, Ariz.

(Other Upcomings on page 28)

Bulletins

'BRISTOL-MYERS, New York, through Do-

herty, Clifford & Shenfield, New York, pre-
paring spot announcement campaign to pro-
mote economy size Ipana toothpaste on more
than 100 stations in 35 major markets starting
in February.
used on its two network shows, Mr. District
Attorney (NBC) and Break the Bank (ABC).

MEDIATION session Friday failed to break
deadlock between Radio & Television Directors
Guild and radic networks and WOR-TV New
York. Neither side budged, union sticking by
its $300 video demand and companies offering
current $135. Strike deadline tomorrow mid-
night, Membership meeting of guild scheduled
for tonight. New York State Mediator Mabel
Leslie holding time open today and tomorrow
to try last minute effort to end impasse.

MILLER ISSUES REPLY
TO COMR. JONES’ LETTER

BATTLE of words between FCC Comr. Robert
F. Jones and NAB President Justin Miller
resumed Friday. Judge Miller issued state-
ment in reply to Commissioner’s Jan. 25 answer
to his “Dear Bob” letter of Jan, 19 (see ex-
change of letters page 22). In latest episode,
Judge Miller chided Comr. Jones on his “philos-
ophy” as federal official. Statement follows:

“Apparently Comr. Jones misconstrued com-
pletely what I said in my letter of Jan. 19.
I am sorry that he did not understand either
the intent or meaning of my words and that
he read into them such fantastic implications;
but I am happy, nevertheless, that this has
p-ovided an occasion for the Commissioner to
make even more clear the philosophy which
underlies his behavior as a member of a high
government body.”

BAB FURNITURE ANALYSIS

BAB’S first TV retail information folder,
dealing with furniture, mailed to stations Fri-
day. Beginning next month, when banks will
be subject, both radio and video editions of
folders will be released simultaneously. Two
TV bonus issues in near future will deal with
laundries and dry cleaners, and jewelry busi-
ness, subjects already covered in radio releases.

MBS APPOINTS ALLEN"

SIDNEY P. ALLEN, of Mutual sales staff,
named assistant to vice president in clarge
of sales.

In addition, hitchhikes. will be.

Business Briefly

PACT EXTENDED @ William H. Wise &
Co., after sponsoring ABC’s Get More Out of
Life, Sun., 10:15-10:30 p.m., on one-time basis
Jan. 22, extends contract 12 weeks over 62 ABC
stations. Firm promoting its book, Your Dream
Home—How to Build It For Less Than §3,500.
Agency, Thwing & Altman, N. Y.

WAVERLY RESUMING @ Waverly Fabrics
Division of F. Schumacher & Co., New York,
resuming radioc advertising for home-furnish-
ing fabrics. Announcements ordered on Mary
Margaret McBride show on WJZ New York
and WOR New York’s Dorothy and Dick
Kolman breakfast program. Agency, Ander-
son, Davis & Platt, New York.

P&G VIDEO @ Procter & Gamble Co., Cin-
cinnati, to sponsor Beuloh starting in Septem-
ber on ABC-TV for new product. Agency,
Dancer-Fitzgerald-Sample, New York.

MAY BUY @ M & C Foods Co., Chicago
(Italian specialties), considering radio and TV
through newly appointed agency, Morris F.
Swaney, Chicago; Howard Medici, account
executive. Firm has used both media.

RMA TUBE PRODUCTION
FOR NEW SETS EXPANDS

OUTPUT of receiving tubes for new radio
and televisions sets increased in 1949, Radio
Mfrs. Assn. announced Friday. Total tube
output down due to drop in replacement needs.

Production totaled 198,753,295 tubes in 1949
compared to 204,720,378 in 1948. Of 1949 total,
147,208,436 went into new sets, compared to
146,162,214 in 1948. Replacements were 39,-
696,297 in 1949 compared to 47,056,521 year
before. Export production last year was

- 10,072,845, slightly under 1948, with 1,685,717

for government use which almost doubled 1948
figure. '

December tube production well above figure
in same month of 1948 and only slightly under
that for November 1949,

TWO JOIN NBC SPOT

ROBERT Z. MORRISON Jr. and Bernard H.
Pelzer Jr. appointed account executives in
NBC’s national spot sales department. Mr.
Morrison, recently with WFIL Philadelphis,
was with NBC Recording’ Division 1943-48.
Mr. Pelzer was recently advertising consultant
to food and drug concerns and formerly di-
rector of radio at Owen & Chappzll and net-
work program supervisor at Benton & Bowles.

WINS OFFER PENDING

FORMAL reiteration of offer of Internationl
Ladies Garment Workers Union to buy WINS
New York from Crosley Broadcasting Corp.
had not been acknowledged Friday. Offer rz-
newed in midweek. Pending response from
Crosley, union undecided whether to file
amended application for WINS facilities to
replace one dismissed last week by FCC be-
cause of lack of engineering information.

BROADCASTING ® Telecasting
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ASHmGrou _ State in the Nation!
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o7 Comnes hipn oY v Salem in the heart of the rich, fertile Willamette

)
* F-"‘\T\-sh 4

Valley, is the political hub of Oregon, second city
of the State, and geographically almost in the

. .
Beave-ton
Oswe
Wesl i

e c.;"/ g center of KGW'’s powerful north-south transmitter
‘ °’.'w.‘:‘. .;l':c.’. signal.
haeats’ < STATION Salem’s metropolitan population has doubled in
ory Y 7 B the last 10 years . . . its greatest growth has come
Vo since the close of the war. Dairy and agricultural
' i, MARION products and their processing, pulp and paper
s mills, and lumbering give year-round employ-

ment and keep Salem’s ecdonomic level far above
the State’s average.

KGW DELIVERS Salem . . . as it delivers Compre-
hensive Coverage of the rest of the fastest-grow-
ing market in the nation.
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This chart, compiled from official, half-milivolt
contour maps filed with the FCC in Washing-

ton, D. C., or from field inlensity surveys, tells

the story of KGW's Comprehensive Coverage.

KGW 12"

OREGON
AFFILIATED WITH NBC

REPRESENTED NATIONALLY BY EDWARD PETRY & (0.
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AMONG NATION’S
Top 100 Markets”

SERVING THE TRI-STATE AREA (PENNA.,OHIO, NEW YORK)

R

o

() PoPULATION \l AREA’S ONLY
S 383,000 5000 WATT STATION |

:‘}\« BUYING INCOME

'5537,923,000

w

”

"\ RADIO EQUIPPED
HOMES 96.87,

;‘;"':‘:~ For complete details about this rich, metropolitan
& market served by WIKK consult:
' TAYLOR-BORROFF & CO., Inec.

* SALES MANAGEMENT 1949

Wi

January 30, 1_950_

ERIE'S ONLY
5000 WATT STATION
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Several million people know
that a good way to get away
from it all is to flip a radio
switch and listen to “Escape.”

For “Escape’ is a one-way ticket
away from the humdrum. It’s
high adventure in far places, as
told by the world’s best tellers
—1in the tradition of Kipling,
Conrad, Bierce, Stevenson, Poe.

All this comes tidily wrapped

in a CBS Package that’s been

steadily snatching-high ratings

right out from under the nose
“of top-Hooper comedy.

Very good for a sponsor who
likes to get away from it all
—at a profit.

A CBS
PACKAGE

" \/ PROGRAM
4442'5{557&5114,‘4;

/
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That is if the show is good —and to show
you how good WCAU's local programs are,
put your finger on Pulse*. WCAU rates all
5 of the top 5 daytime shows. By night
WCAU is tops, too, with 3 out of the top
5 nighttime locals.

It's why Philadelphians look upon WCAU
as their station. It's why local businessmen
look to WCAU for fasf dollars-and-sense
results. Add the star-studded array of CBS
talent and you know why WCAU will out-
perform Philadelphia competition for you.

Buy time on WCAU, where time’s well spent.

*Puise of Philadelphia

/A_}g) ‘

=7 WCAU 7%

v
CBS AFFILIATE FM

The Philadelphia Bulletin Stations




BROADCASTING

' k-nuz
SUCCESS

.....

MR. HARRY HARTLEY

Here are the amazing facts! Mr.
Harry Hartley began the Texas
Engine Service in March, 1948,
soon afterwards buying. time on
KNUZ. In two years’ eonsistent
use of KNUZ’s advertising
facilities Mr. Hartley has be-
come one of our major clients,
and his organization has be-
come one of the major busi-
nesses in the Houston area. Be-
sides the Texas Engine Service
Mr. Hartley now owns National
Motor Exchange, Beaumont,
Texas; International Motor Re-
building Co., Houston, supply-
ing dealers throughout the
Southwest, and United Motor
Exchange. Ft. Worth.

Mr. Hartley says this about
KNUZ’s pulling power: “The
success of building my company
to a million dollar business in
such a short time is directly at-
tributed to the splendid results
we've enjoyed from the adver-
tising on KNUZ. When 1
bought KNUZ it was one of the
smartest advertising buys I've
ever made.”

Let us add your name to
our impressive list of satis-
fied advertisers — let your
company’s or client’s suc-
cess story be a part of
the amazing KNUZ success
‘story!

CALL, WIRE OR WRITE

FORJOE: NAT. REP.
DAVE MORRIS, MGR.
CE-8801

-NNUZ

(KAY-NEWS)
9th Floor Scanlan Bidg.

HOUSTON, TEXAS
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AMES C. SHELBY, assumes duties as radio and television director of Mec-
J Cann-Erickson, Chicago, Feb. 15, replacing KENNETH CRAIG, who re-

signed to become assistant to CBS Central Div. Vice President H. Leslie
Atlass [BROADCASTING, Jan. 9]. Mr. Shelby, former staff announcer for WROK
Rockford Ill., and KFAC Los Angeles, has been with agency since 1941. )

BILL S. BALLINGER, radic and television producer, joins New York office
of Campbell-Ewald Co. as head of new programming department, in addition to
his current video operations. For past five years, he has written, directed and
produced number of TV shows in Chicago. Among them are M». Black and
At Qur House. Prior to that, he was head of M-K-N Radio Productions.

HUBERT C. SHERK, formerly with Maxon Inc., New York,
joins Biow Co. as account executive for Lava Scap division
of Procter and Gamble.

JAMES E. HANNA, recently appointed -head of radio and
television department of N. W. Ayer & Son, New York and
Philadelphia [BROADCASTING, Jan. 23], elected to agency’s
board of directors.

JOHN F. LaFARGE, formnerly with Hewitt, Ogilvy, Benson
& Mather as vice president, joins copy department of Biow
Co., New York. He also worked with Young & Rubicam
and N. W. Ayer & Son, Philadelphia,

Mr. Sherk

BOB HOWARD, former freelance writer for Groucho Marx show, joins
Philadelphia office of Robert J. Enders Adv. Agency as writer-producer of
TV Jamboree, set to begin today (Jan. 30) on WCAU-TV Philadelphia.

BOB KNAPP, with Schwimmer & Scott Inc., Chicago, for past 10 years,
becomes radio and television copy chief.

L. G. MOSELEY and NORMAN MORK, both members of Biow Ceo. for past
year, appointed co-managers of agency’s San Francisco office, succeeding L. J,
HANNAH, resigned.

NELSON FUQUA, formerly of Ruthrauff & Ryan, joins copy staff of Henri,
Hurst & McDonald Ine., Chicago. :

CHARLES K. WALDEN, partner in recently disbanded agency of Boone, Sugg,
Tevis & Walden, San Francisco, joins Walter McCreery Inc.,, same city, as
account executive,

ARTHUR MAYER joins creative and contact staff of Edward A. Grossfeld
Agency, Chicago. He previously was at Olian Adv., same city.

FRANK FLINT, radio director of McKim Adv. Ltd.; Toronto, appeinted director
of radio and television. He recently returned to Toronto after extended tour
of U. 8. TV production centers. JAMES A. BROMLEY, formerly of CFRB
Toronto, joins radio production department of McKim.

FRANK WALSH joins copy staff at Beaumont & Hohman, Chicago, after work-
ing for John W. Shaw Agency, same city.

HERBERT BRETT, producer-director at KPIX (TV) San Francisco for a
year, joins Malcolm-Howard Agency, Chicago, as television coordinator. He
worked as studio technician at WBKB (TV) Chicago two years and instructed
at American Television Institute, also Chicago.

DAVID KNOX, formerly account executive and copy chief with Ruthrauff &
Ryan, Hollywood, joins William Kester & Co., same city, in similar capacity.

LEONARD V. STRONG 3d, formerly with Foote, Cone & Belding and Paris
& Peart, New York, joins O’Brien & Dorrance Inc. New York, as member of
copy department.

HARLEY LEETE, formerly head of agency bearing his name, joins Avery &
Bruguiere, San Francisco.

KENCLIFFE, BRESLICH & Co., Chicago, moves to new and larger offices in
LaSalle-Wacker Bldg., 221 N. LaSalle St., on Feb. 1.

KNIGHT & RUSSELL Inc., opens offices at 8301 Beverly Blvd., Hollywood.
Principals are VICK KNIGHT, radio producer and one-time head of radio de-
partment of Biow Co. and vice president of Foote, Cone & Belding; and
HENRY RUSSELL, NBC Western Division director of music. CHARLES
WALTON acts as industrial consultant; T. B. KNIGHT is legal counsel.

DUANE JONES, president of Duane Jones Co., New York, appointed chairman-

of promotion committee of New York Heart Assn.’s 1950 campaign to raise
$750,000 during month of February.

Telecasting

TV-PAYOFF

Client says:

““it sells...
we're sold®

-

James Rotto, sales and
Publicity Director, THE HECHT CO.

VARIETY says:

(January 11, 1950)
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SHOP BY TELEVISION ’
With Ruth Crane, Jackson Weaver
30 Mins.; Toes., 7:30 p.m.

HECHT CO.

WMAL-ABC, Washington

_This is a “first” for this town,
and possibly for the country, in TV
relail merchandising. Now begin-
ning its third month, the program
has so pleased its sponsor, the
Hecht Co., large department store
here, that, after five weeks, it was
expanded from its original 15 min-
utes to a full half-hour."

Unusual gimmick of the show,
offcred as a *“shopping service,”
rather than entertainment, is that
merchandise displayed on the pro-
gram is actually bought during and
immediately after the telecast. A
trio of eye-filling models appears
on the set taking phone orders and
opening charge accounts, and the
ringing of the telephone bells is

taudible to the TV audience, thus

adding authenticity as well as un-

shoppers.

Format of the program is fairly
conventional, with Ruth Crane, di-
rector of Women’s Activities for
WMAL-TV, conducting the show,
while her announcer, Jackson Wea-
ver, doubles as funnyman and
stooge” The articles displayed are
plugged by Miss Crane, with an
occasional wisecrack from Weaver,
and usually has the added interest
of live models to display the wares
.of the evening. At sponsor’s in-
sistence—they have sole say in
selection of merchandise offered
for sale on the program—the accent
‘is on low cost items. This tends to
slow the program at times and
keep it from the glamor of certain
high-priced articles, like women's
fashions. On the other hand, there
is no guestion that, because of it,
sales are consistently lively and
the weekly take more than war-
rants cost of the show.

Miss Crane, an accomplished em-
cee and thoroughly hep to the.
femme angle in radio. and mer-
chandising, keeps things rolling
even under the handicap of lack of
variety, as in last Tuesday's (3)
program, when a succession of face
creams grew monotonous. She
televises extremely well, and should
impart her secret of successful
video makeup to others in the field.
Weaver's bids for laughs are not al-
ways successful, but there’s no
guestion that his role on the show
can be developed into successful
backgrounding. The pair work well
as a team, for they’'ve been at it a
long time.

The idea for the show, which was
dreamed up by the station, is a
slick one and a natural for video.
| The prospect of cramming the
!channels with too many of them

{in moderate_ doses, it’s something
| different and quite viewable. :
| : Lowe.
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Miss Helen Thomas
- Street _and Finney
New York City
Dear Helen:

I bin sayin’ fer a long time thet when
folks here in Charleston, Wesi Virginny,
thinks o' radio
they thinks o
IWCHS! Heerd
"nother egg-
zample o' thet
Yother day, I
wuz out buyin’
me a new floor
brush when a
feller rurshed
inter th’ store
an’ yelled,
“"They's a big
fary owver in
town an’ looks
fike th' whole
durned town's
gonwa burn
down! Turn on
WCHS and
tet's hear all
‘bout it!”’ Yes-
str, thet feller
is fest like alla
resta th’ folks
here. He
knowed thet he
cud find what
he wanted on
West Vair-
ginny’s a num-
ber one sta-
tion. When
they turned it
on sure ‘nuff
there wuz ar program director, Mort
Cohnr, talkin’ direct from th' farr!
Yessir, th’ .boys here had th' news on
th’ air jest 35 minjts after th’ alarm
had been turned in! Now Helen, thet's
th’ way WCHS does things, no maiter
whuther it’s takin' care o’ customers ltke
you national folks, or coverin’ a farr in
downtown Charleston! If yer wants th’
best, use old WCHS!

Yrs.

WCHS
Charleston, W. Va.

Algy.

One Does -
inlitmeree!
ONE Station

ONE Spot on the Dial
ONE Set of Call Letters

Kansas City's OME and ONLY

watt station
816k

Programmed for
Mid-America Audiences

Feature
Availability

Jim Monroe & The
News 6:00-6:10 P.M.
Tues., Thurs. & Sat.
| Radio reporting at
its best with Mid-

America’s favorite

newscaster, Write,
wire or call today!

National Representative —John E, Pearson Co.
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Rehearsing are (I to r) Capt. Christian Engleman, USN; Ted Mack,

m.c., and Army Gen. C. L. Ruffner.

THIS year’s American Heart Assn.
national campaign will get off to
a palpitating radio start on Feb. 2,
with a TV counterpart on Feb. 7.
Ted Mack’s Original Amateur
Hour for O0ld Gold cigarettes
(P. Lorillard Co.) on ABC this
Thursday, 9-9:45 p.m., will be
changed for the night to VIP Ama-

On AQll

F great-grandfather Irwin had

never fought with George Wash-

ington during the Revolutionary
War, who knows what changes
there might have been in the life
of his namesake, George Washing-
ton Irwin, whose childhood natu-
rally was cluttered with cherry
trees and honesty.

George Irwin doesn’t seem to
have fared too badly, however. For,
though he didn’t grow up to be
father of his country, George W.
Irwin did become the
father of a Beverly
Hills (Calif.) adver-
tising agency. Irwin
Co. Inc. came into
being Jan. 1 of this
year after George
and his partner Phil
D. McHugh dissolved
Irwin-McHugh Adv.
to set up separate
agencies.

Now in business at
239 S. Beverly Drive,
George Irwin antic-
ipates billing of
over $500,000 this
year, half of that
to be in radioc and
television. Currently
he 1is conducting
sportscasts and time
signals on California stations for
California Central Airlines; spots
and programming on Los Angeles,
New York and Miami stations for
Columbia Air Coach System, and
local programming and spots for
Firestone Tire and Rubber Co., all
Los Angeles. For Budget Finance
Plan, who recently sponsored James

GEORGE

teur Hour. Five nights later, a
similar show will be presented on
0ld Gold’s 9-10 p.m. NBC-TV slot.

The show is a natural. For the
occaslion, congressmen and govern-
ment officials have offered to be
judged for their talent rather than
their politics. Promotion for the

(Continued on page 32)
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Roosevelt Show on ABC, he is plan-
ning a new network show in Feb-
ruary. Several of his accounts will
g0 into television in the near future.

No novice in either advertising
or radio, George has eight years of
advertising agency experience be-
hind him, is vice president of
KCMJ Palm Springs, Calif., in
which he controls an interest, and is
now in his 15th year of radic an-

nouncing, currently doing five
weekly sportscasts for client
Bevery Hills Ford
on KMPC Holly-
wood.
Born April 1,

1914, in Pittsburgh,
George was the sec-
ond of his family to
receive the illustri-
ous name. His grand-
father was the first.

George’s interest
in radio started when
he received an
early Atwater Kent
radio set which he
listened to religious-
ly. In high school he
shared his interest
in radio with one for
farming. After
school hours he was
behind a mike act-
ing and announcing on WCAE and
KDKA Pittsburgh; on week-ends
and summers he was behind a
shovel farming on the family home-
stead outside of Pittsburgh. -

He completed his last year of
high school in Los Angeles where
the family moved in 1931. Then fol-

(Continued on page 80)
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- WCAOhas‘

the biggest audience’ of
any radio or television

station 1in Baltimore!

*Hooper Station Audience Index for the City of Baltimore,

November -December, 1949; Total Rated Time Periods.

“The Voice of Baltimore”

CBS BASIC ® 5000 WATTS ® 600 KC ® REPRESENTED BY RAYMER



The NEW ERA 1n

HERE THEY COME . . . with all the polish,
the bigness, the listener-appeal it takes to sell
local advertisers. The commercially-styled RAY
McKINLEY and ALLEN ROTH shows are just

two of the profit-earning packages brought to
you by the New Era in THESAURUS. More top

“The Most Versatile Band In The Land”

featuring

RAY McKINLEY

his vocals, his drums

and DALE NUNNALLY

Each program opens and closes
with a warm personality
touch as Ray sings over
his famous theme music.

It’s a quarter-hour show,
available for immediate
and continuous broadcast
one-or-more times a week,

Page 14 ® January 30, 1950 BROADCASTING ® Telecasting



n

brings you

names, more top shows than ever before are now
yours. And with them you get comprehensive
programming, promotion,. publicity . . . con-
tinuity . . . current hit tunes! Network-quality

production. Take the NEW THESAURUS route
to more sponsored programming!

featuring dynamic

ALLEN ROTH

his CHORUS, his STRINGS
and his ORCHESTRA

Smoothly-styled openings and closings
by the Roth Chorus over theme music
set a distinctive mood for this half-hour
program series, avatlable for immediate
and continuous broadcast 3-or-more
times a week.

«P—--——J-— ————— ~ RADIO CORPORATION OF AMERICA RCA Victor Division

Se I ‘/ lces 120 East 23rd Street, New York 10, N. Y.  Chicago-+ Hollywood
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OHNSTOWN

FIRST

In latest Conlan survey
WARD LEADS in audi-
ence and low cost
coverage. BIGGEST
audience . . .

. . » LOWEST cost.

FIRST

For Complete Coverage
in Central Pennsylvania
with top-rated CBS
shows. 1000-WATTS
FULLTIME.

Represented by Weed & Company

SOUTHWEST VIRGINIA'S ﬂm RADIO STATION

X, FALL 1949

VIRGINIA

ENCE INDE

ROANOKE.,

B i
wbDB}

__._,_._.—T'—'_'_
ME HOMES USING SETS 19 1 : ;
T . .
55.5
Monday ﬂlru Friday 20 5

ATION AUDI

UDIENCE  ®

31.5
ru Friday 22 0 545
Monday b - :
12:00 Noon-G: 68 8 || ; 4. 5 - 5
day thru Saturday 3 8 .0 2 | 1 c
iu(‘)‘oPM 10:30PM 7 HOOPER, »

-

Get the entire story from
FREE & PETERS

CHAS « 5000 WATTS « 960 KC .
Owned and Operaoted by the I
TIMES- WORLD CORPORATION iz

ROANOKE, VA. g

TREE & PETERS, INC , Nefioral Representalives
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ARKER PEN Co., Janesville, Wis., appoints Tatham-Laird Inc., Chicago

to service advertising on new product and its test campaign that canno

be handled by J. Walter Thompson Co., New York, because it has con
flicting account. JWT continues to handle all other advertising of Parke
Pen Co.

COTT BEVERAGE Corp., New Haven, Conn., appoints John C. Dowd Inc.
Boston, to handle plans for extensive sales expansion program throughout Nev
England. Radio and television will be used.

STERLING INSURANCE Co., Chicago, radio user, appoints Reincke, Meyer &
Finn to handle advertising.

GORDON BAKING Co. (Silvercup bread) begins sponsorship of Commodor
Production, Hollywood’s Hopalong Cassidy package over WNBT (TV) New Yor,
WSPD-TV Toledo, Ohio, and WWJ-TV Detroit. N. Y. Ayer & Son Inc,, Phila
delphia, is agency.

UNITED FRUIT Co. Feb. 6 begins sponsorship of New York state-wide weathe:
program utilizing FM facilities of Rural Radio Network and AM and FN
facilities of WQXR New York. Shows will be heard 7:25-7:30 p.m. daily, excep
Sunday. Agency: BBDO, New York.

GENERAL BAKING Co., New York, for Bond Bread, adds WEWC (TV) Colun
bus for time signals seven days weekly. Company, through BBDO, New York
also renews its three time signals daily, Mon.-Fri., on WNHC-TV New Haven
Conn.

C. A, SWANSON & Sons, Omaha (poultry processor), names Tatham-Laird
Chicago, as its agency. Media schedules have not been set, Account executive
is Charles Standen.

EMERSON DRUG Co., Baltimore, expands TV spots on 17 stations in majon
markets with addition of spot announcement before telecasts of all home games
of Brooklyn Dodgers on WOR-TV New York. Agency: BBDO, New York.

RCA-VICTOR and six RCA-Victor distributors in Trenton, N. J., area, begin
series of cooperative programs over WTTM Trenton. Schedules are for bZ
weeks and include Trenton Merry Go Round, Household Hints, Trenton Quiz,
The Wishing Well, 920 Mystery Club, Talk of the Town and 929 Musi-Quiz

/Vetwo‘zl ﬂceoantﬁ e o0

BOWEY’'S Ine., Chicago, for DariRich chocolate flavored milk, will sponsor
Stars over Broadway on Mutual Saturday, 5:30-5:45 p.m. in each time zone
starting Feb. 25 through Sorensen & Co., also Chicago. Bowey’s is basing its
1950 sales effort on show, and local dairies will cooperate in tie-ins. Radie
Harris will originate her movie personality commentary in New York.

PABST BREWING Co., Milwaukee, will sponsor boxing from St. Nicholas
Arena, New York, on CBS-TV Wednesday nights starting March 1 for nine
weeks through Warwick & Legler, New York. Fights will be telecast ¢ to 10 p.m.
CST and are timed to coincide with campaign on sale of bock beer, which firm
has not produced since 1940. All other beer and ale products will be adver-
tised also.

EAGLE LION FILMS, Hollywood, beginning early in February, will employ ex-
tensive radio campaign over Yankee Network in New England on behalf of
“Guilty of Treason,” new production.

LIGGETT & MYERS TOBACCO Co. (Chesterfield cigarettes) through Cun
ningham & Walsh Inc., sponsors Arthur Godfrey Digest, new Saturday evening
half-hour program on' CBS. Series reviews highlights of morning show, CBS,
10:15-11:30 a.m., Mon.-Fri. Company also sponsors 11-11:30 a.m. portion of
morning show and Arthur Godfrey & His Friends on CBS-TV Wed., 8-9 p.m.

7

ANDREW L. ROWE, formerly general sales manager of Elgin National Watch
Co., Elgin, Ill,, appointed vice president in charge of sales, marketing and
advertising. He succeeds H. D. SCHAEFFER, retired. Mr. Schaeﬂ"er will con-
tinue as consultant to sales department of company.

SHERMAN ROGERS, formerly with L. C. Cole Co., joins advertising depart-
ment of Shell Chemical Corp., San Francisco.

HY FREEDMAN, for past three years in sales department of Hunt Foods Inc.,
Fullerton, Calif., named assistant merchandising manager in charge of publicity
and public relations for firm.

BROADCASTING ® Telecasting



CBS STARS
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The Gene Autry Show,
sponsored by Wrigley Gum,

is heard Saturday nights
on WMT

.
W
L= S

He Rides theastern lowa Range Via WMT

'9.}.; Ridin’, ropin’ and singin’ his triple-threat way into
the radio lives of millions, Gene Auiry is as much at home
with a rope in the saddle as he is before the mike with a
western song. His popular “Gene Autry Show” is another
in the long list of exclusive CBS programs brought to

Eastern Iowa by WMT.

In addition to outstanding CBS entertainment, WMT
offers complete news coverage and intensive farm program-
ming to a “city” larger than Washington, D.C., spread out
over the richest land in the world. When you’ve something

to sell in this balanced farm and industrial market, use

popular WMT. The Katz man has full details. 600 KC., 5000 WATTS CEDAR RAPIDS DAY AND NIGHT

Basic Columbia Network

Now in our 27th year
BROADCASTING ® Telecasting January 30, 1950 ® Page 17



pussy cats in fwo boots is a right neat trick.

W-I-T"H, and then see big things happen!

in taverns, 67.39, were tuned to W-I-T-H.

PUSSY CATS IN BOOTS

It’s rare enough to see one puss in boots. To get two

There’s a neat (and easy) trick to buying radio time
in Baltimore. You just spend a [iti/s bit of money on

You see, W-I-'T-H delivers more Zome listeners-per-
dollar than any other station in town. And n addition,
a survey made under the supervision of the Johns
Hopkins University showed that of all radios playing

That means that you get big results from small
appropriations on W-I-T-H. Call in your Headley-
Reed man and get the whole W-I-T"H story today!

Page 18 ® January 30, 1950

BALTIMORE, MARYLAND

TOM TINSLEY, President s Represenfed by HEADLEY-REED
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HEARINGS ON THREE BILLS

By JOHN OSBON

CONGRESSIONAL hearings on
three major radio bills—including
a new measure to create a “super
FCC,” establish new regulatory
sanctions, and assure broadcasters’
‘mmunity from political libel suits
—were earmarked by the House
Interstate Commerce Communica-
cions Subcommittee last Thursday
to start about Feb. 20.

Aside from the new bill (HR
6949), introduced Tuesday by Sub-
committee Chairman George
Sadowski (D-Mich.), the measures
are the Senate-approved FCC reor-
ganization bill" (S 1973) written
vy Sen. Ernest W. McFarland (D-
Ariz.), and the bill (HR 2410) in-
troduced by Rep. Harry Sheppard
(D-Calif.) to divest networks and
equipment manufacturers of radio
station ownership.

Rep. Sadowski’s measure, cover-
ing only a portion of the subjects
ne had outlined the week Dbefore
[BROADCASTING, Jan. 23], may be
followed by another bill dealing
with additional phases. The Con-
gressman confirmed that he is
having material drafted for such a
measure, and said “if I like it, I
nay introduce it.” '

Replacement Measure

Such a bill, if introduced, pre-
sumably would be intended as re-
placement for the McFarland Bill,
which deals exclusively with pro-
cedural matters. The subject was
discussed at Thursday’s meeting of
the communications subcommittee,
and it was indicated the group will
take up the McFarland measure in
toto during the hearings.

Although he challenged some
portions, particularly a restriction
on FCC’s anti-trust authority, Rep.
Sadowski denied that the McFar-
sand Bill is “dead” or that he is
opposed to it in principle. ‘I still
have not given up on the reorgan-
izational aspects,” he said.

Meanwhile, his assertion that he
introduced his bill as a means of
acquainting his subcommittee with
“substantive problems” of radio re-
vived speculation that there would
be no concerted drive for enact-
ment. He had said the week before
that “we may not press for legis-
lation.,”

He said he hoped to complete the
three-bill hearings in six weeks—
by about the end of March. How-
ever, there loomed a possibility
that the hearings would not open

BROADCASTING ¢
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by the Feb., 20 target date or at
least would not get into swing until
later.

The Sadowski Bill would:

@ Create an independent 5-man
Frequency Control Board which
would have broad powers over the
existing FCC and absorb some of
its major functions as well as re-
place the Interdepartmental Radio
Advisory Committee (IRAC) as

D. C.,, JANUARY 30, 1950
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Feb. 20 Is Target Date

agency for government allocations.

® Give FCC additional adminis-
trative sanctions—power of sus-
pension, levying of fines and is-
suance of cease-and-desist orders—
over licensees and permittees.

® Render licensees immune from
civil or criminal actions for libelous
statements in political broadcasts.

The proposed Frequency Control
Beard would apportion frequencies

Text of HR 6949 To Amend the Communlications
Act of 1934, as Amended.

In the House of Representatives
January 24, 1950

Mr. Sadowslki introduced the follow-

ing bill; which was referred to the

Committee on Interstate and For-

eign Commerce

A BILL

To amend the Communications Act
of 1934, as amended, with respect
to certain matters related to radio
communication.

Be it enacted by the Senate and
House of Representatives of the
United States of America in Con-
gress assembled, That this Act may
bz cited as “Communications Act
Amendments, 1950".

TITLE 1I—RADIO FREQUENCY
CONTROL

SecrioN 1. Title IIT of the Com-
munications Act of 1934, as amended,
is hereby amended by adding at the
end thereof the following new part:

“PART [II—FREQUENCY CONTROL:

“ESTABLISHMENT OF FREQUENCY CONTROL
BOARD

“Sgc. 371. There is hereby estab-
lished in the executive branch of the
Government an independent agency to
be known as the Frequency Control
Board (hereinafter in this part re-
ferred to as the ‘Board’). The Board
shall consist of five members to be

(Continued on page 48)

between government and non-gov-
ernment users, make assignments
to government stations, and pre-
scribe rules to govern FCC’s as-
signments to private users,

This “super FCC” also would
take over FCC'’s task of negotiating
international agreements, subject
to contrel of the President and as-
sisted by the State ‘Dept. Addi-
tionally, it could veto any proposed
FCC assignment or renewal which
would: (1) cause “harmful inter-
ference” to any government user,
or (2) violate any prescribed board
regulation covering FCC frequency
assignments to non-government sta-
tions.

Defense Requirements

A Military Liaison Committee
would be established which could,
if it felt the board had acted “ad-
versely” to needs of national de-
fense, take the matter up with the
Secretary of Defense, and, with
his consent, take it to the Presi-
dent for final decision.

Rep. Sadowski cited the Commis-
sion’s backlog of applications whose
processing, he said, has been de-
layed for months and even years.
He noted individual FCC members

(Continued on page 46)

RAD,O’S AUD,ENCE BMB Study Show§ Increase

RADIO’s audiences have been rising
since the war and Study No. 2 of
Broadcast Measurement Bureau
will show this upward trend when
detailed surveys go into the mail,
probably tomorrow (Tuesday}).

Disclosure of increased listening
to stations since BMB’s Study No.
1 was released in the spring of
1946 will provide a new fund of
facts for use by individual stations
in the competitive media battle.

The vast store of information
on who listens to what stations will
provide agencies and advertisers
with the material they have de-
manded for guidance in spending
the $429 million a year for radio
time.

Since the reports are not yet in
the mail, agency and advertiser
reaction is not available. These
groups have taken an important
role in planning and executing one
of the most controversial projects
in broadcast history.

Telecasting

Dr. Kenneth H. Baker, acting
president of BMB and NAB re-
search director on leave, told
BROADCASTING Thursday the tabu-
lations were near completion and
only an unforeseen crisis could
hold up the Tuesday mailing.

News Conference Called

A news conference has been
called for 3 p.m. tomorrow at BMB
headquarters in New York, when
Dr. Baker will discuss the re-
ports and their significance. The
small number of subseribers to this
study—625 stations, less than a
third of the AM stations on the air
last spring when the study was
conducted—will make it difficult to
draw from the individual station
reports any general conclusions ap-
phcable to the country at large.
This is quite different from the
first study, made in 1946, when the
great majority of all AM stations
then on the air were BMB sub-
seribers.

However, BMB has on hand full
data on the audiences of all non-
subscriber stations as well as
subscribers. That data BMB has
been authorized to release in a lim-
ited way never exactly defined.
Lack of funds and personnel have
made any detailed analysis of the
full returns impossible to date, but
Dr. Baker hoped to be able to de-
velop a few highlight conclusions
over the weekend which he can
discuss on Tuesday.

Advance sampling indicates the
small stations have gained listen-
ers, partly at the expense of the
high-power stations. This is not
surprising in view of the postwar
licensing policy of the FCC which
has resulted in a tremendous in-
crease in the number of stations,
largely low-power.

With 625 station subscribers for
its second study, BMB mailed out

(Continued on page 50)
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“THANK YOU’ card from Smokey the Bear is presented to Vincent Riggio
{2d r), president of American Tobacco Co., in recognition of the firm's radio
support last fall of The Advertising Council’s Prevent Forest Fires campuaign.
American Tobacco Co. reached more than 40 million listeners each week with

special messages.

Participating in the ceremony (I to r): Alfred F. Bowden,

assistant to Mr. Riggio; Clint Davis, Advertising Council; Mr. Niggio; Gordon

Kinney, Ad Council’s director of radio.

Mr. Riggio promised more radio

support for the spring campaign.

MADDEN TO NBC

Joins Network on Feb. 1

NBC ANNOUNCED last week
that Edward D. Madden, former
executive vice president and direc-
tor of the now defunct American
Newspaper Advertising Network,
would join the network as assistant
to the president [CrLoSED CIRCUIT,
Jan. 23].

Mr. Madden’s precise duties at
NBC have not yet been determined,
it was said. He goes to NBC
Feb. 1.

Mr. Madden is the second execu-
tive to be imported from outside
the broadecasting field into the top
NBC hierarchy in recent weeks.
Victor T. Norton, former president
of American Home Foods Ine., was
hired as vice president for admin-
istration a fortnight before
[BROADCASTING, Jan. 16].

Yet to be named to the staff
level of NBC management is a
public reldations chief. It was be-
lieved that a selection for this posi-
tion would be made shortly.

Mr. Madden, before joining the
newspaper network in May 1946,
had been with MecCann-Erickson
since 1934.

He started at McCann-Erickson
as an account executive on Stand-
ard OQil; later organized the
agency’s sales promotion and pub-
licity departments, and then be-
came direcior of new business.

Before joining the agency he
served variously as vice president
in charge of creative merchandis-
ing of Keiterlinus Lithographic
Co., Philadelphia, co-manager of
the direet mail merchandising divi-
sion of Reuben H. Donnelly Corp.,
and assistant manager of the Chi-
cago office of the American Hard
Rubber Co.

Page 20 ® January 30, 1950

WITT RESIGNS
Leaves CBS To Join Kem Co.

HARRY W. WITT, for the past
several months executive on special
assignment for CBS Hollywood,
resigns effective Feb. 1 to become
a vice president of Harry H. Kem
Co. Ltd., Beverly Hills, Calif., real
estate, property management and
insurance firm.

Prior to returning to CBS in No-
vember 1948, Mr. Witt was for 18
months general manager of KTTV
(TV), Los Angeles Times-CBS
owned station.

For four years before that he
was assistant general manager of
CBS Western Div. and KNX Holly-
wood, first joining CBS in 1936 as
KNX sales manager. Previously,
he worked in the same capacity for
KHJ Los Angeles.

UBS BILLINGS

Gain $600,000 in 3 Sales

CBS REPORTED a gain of $600,-
000 gross billings resulting from
three time sales last week.

Colgate-Palmolive-Peet, through
William Esty Co., New York,
bought the Mon.-Fri. 4-4:30 p.m.
strip for an as yet unselected pro-
gram beginning in March. Gross
time billings will amount to $1
million per year.

Billings from the Colgate busi-
ness plus that of Chesterfield’s pur-
chase of Arthur Godfrey’s Digest
and Columbia Records Inc.s pur-
chase of LP Parade, both an-
nounced earlier, were slightly off-
set by cancellation of two other
programs.

American Tobacco Co., through
Lawrence C. Gumbinner, New
York, dropped the Joan Davis
Show, Friday, 9-9:30 p.m., effective
March 3, and Prudential Insurance
Co., it had been announced earlier,
cancelled - Family Hour of Stars.
Net gain in gross billings was
$600,000, the network reported.

CM&S AGENCY

To Get Eight Smith Clients

CARLOCK, McClinton & Smith
Inc., New York, newly established
agency [BROADCASTING, Jan. 23],
will aequire eight clients of the
Paul Smith Advertising Agency,
when the latter agency is merged
with the formenr.

The firms are: Edroy Products
Co., New York, maker of opti-
cal goods; Elene of Vienna, New
York, Pine Air Freshener; Har-
rison Hosiery Mills, Waltham,
Mass., Nylocrepe Stockings; Pit-
man Publishing Co., New York
and London, publisher of art and
technical books; Princess Eve
Products, New York; Risdon Man-
ufacturing Co., Naugatuck, Conn,,
Scope cigarette holder and Write-
scope telescoping pens and pen-
cils; Stewart - Hartshorn Co,,
Oswego, New York, and the New
York Times (posters).
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Drawn for BroapcasTING by Sid Hix
-« . And now, a message from the National Safety Council on fire

prevention!”
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NBC AM SALES

" Now Four Sections

NBC RADIO SALES planning and
research department of the sound
broadcasting network has been or-
ganized into four sections.

Supervisors of the sections are
Howard Gardner, sales planning
supervisor in charge of broadcast
statistics, competitive media and
market research information; Ken-
neth E. Greene, circulation super-
visor in charge of station and.
network audience measurements,
including BMB; Raymond J.
Maneval, program research super-
visor in charge of the Schwerin
testing operation and general pre
gram analysis, and Dwayne Moore,
ratings supervisor in charge of pro-
gram audience measurements in-
cluding Hooper and Nielsen.

All supervisors report to George
W. Wallace, director of the de-
partment.

SACKS TO RCA-NBC

Leaves Columbia Records

EMANUEL (Mannie) SACKS re-
signed last week as vice president
and director of Columbia Records
Inc. to. join RCA-Victor Div. anu
NBC as director of artists rela-
tions Feb. 1. 4
Mr. Sacks’ appointment to serve
both RCA-Victor and NBC in
artists relations will not change
operation or present personnel in
either organization, Frank M,
Folsom, RCA president, announced.
With Columbia Records since
1940, Mr. Sacks was associated with
Music Corp. of America for seven
years before that time, and prior
to that was director of public re-
lations and in charge of the artists
bureau of WCAU Philadelphia.

AAAA MEET SET

Sawyer Keynote Speake:

SECRETARY of Commerce
Charles Sawyer, also president of
WIZE Springfield and WING Day-
ton, both Ohio, will be keynote
speaker at the annual dinner of the
American Assn. of Advertising
Agencies meeting March 30-April
1 at the Greenbrier, White Sulphur
Springs, W. Va. Secretary Saw-
yer’s March 31 address will mark
his first appearance, since the for-
mation of the Commerce Dept.’s
new advertising advisory commit _
tee, before all segments of the ad-
vertising industry.

Theme of the AAAA convention
will be “Advertising’s Responsibil-
ity in an Expanding Economy.”

Members of the Assn. of Nation-
al Advertisers, meeting March 29
31 at - the Homestead in Ho.
Springs, Va.—near White Sulphu
Springs—will be invited to attend
AAAA sessions on March 31 anc
April 1.

The operations committee of the
AAAA board of directors, headec
by Clarence B. Goshorn, of Bentor
& Bowles, New York, is planning
the convention program.

Telecasting



NETWORK TIME SALES

GROSS TIME SALES of the four

‘nationwide radio networks during
November 1949 totaled $15,855,-
787, according to data released last
week to BROADCASTING by Publish-
ers Information Bureau. Based on
records of individual sponsored
programs on the networks, calcu-
lated at the one-time rate without
discounts, PIB data show' the net-
work gross time sales as $171,391,-
283 for.the January-November pe-
riod. Compared with 1948, the net-
work November gross is down
8.89%, the 11-month figure is down
5.9% from the total for the same
period of 1948.

CBS was top network in gross
time sales in November, but NBC
was less than $16,000 behind, mak-
ing the two practically tied for
first place for the month. For the
first 11 months of 1949, NBC was
the leader, also by a margin so
slight as to be insignificant. What
is significant is that CBS showed
a gain in 1949 over 1948, both for
November and for the 11 months,
while all the other networks

- showed losses for 1949 as com-
pared with 1948 for the month and
the 11 months (Table I).

Procter & Gamble was the lead-
ing buyer of network time in No-
vember, spending $1,452,804, more
than twice as much as Sterling
Drug Inc.,, which ranked second
with time purchases of $724,206.
Table II lists the top ten users of
.network time in November and the
gross time purchases of each.

Foods and food products were
advertised more extensively than
any other group promoted by net-
work advertising in November, us-
ing $4,074,456 worth of network
time that month. This product
class also ranked first for the Jan-
uary-November period, accounting
for gross time purchases of $40,-
970,118.

Toiletries ranked second, both
for November and the 1l-month

period; smoking materials were
% * *
TABLE 1
NOVEMBER
Netrwork 1949 9% Gain 1948
or Loss
ABC  § 3,406,624 —12.8% $ 3,908,034
CBS 5,574,005 1.3 5,505,256
MBS 1,316,963 —35.1 2,030,250
NBC 5,558,195 — 6.8 5,950,335
Total  $15,855,787 — 8.8%  $17,393,875
- JANUARY-NOVEMBER
ABC § 36,685,210 — 9.0% $ 40,322,082
CBS 57,629,634 2.2 56,403,102
MBS 16,694,786 —19.8 20,822,063
NBC 58,381,653 -— 8.1 63,497,863
Total $171,391,283 — 5.9% $181,045,110
¥ k%
TABLE 11

TOP 10 NETWORK ADVERTISERS IN
NOVEMBER 1949

Expendi-

tures for

- Network
1. Procter & Gamble Co. ....... $1,452,804
2. Sterling Drug Inc. .......... 5 724,206
3. General Foods Corp. ........ 647,409
4, General Mills .............. 591,928
5. Miles Labs ........ A aaon0s 570,410
6. Lever Bros. €o. ............ 560,554
7. Campbell Soup Co. ......... 551,749
8. American Tobacco Co. ...... 533,761
9, Liggett & Myers Tobacco Co. . 402,342
10. Philip Morris & Co. ......... 394,146
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Jan.-Nov.
Nov. 1949 1949
Agriculture & Farming 93,538 1,050,737
Apparel, Footwear &

Access. 100,996 1,174,728
Automotive, Automotive

Equip. & Access. 462,503 6,270,286
Aviation, Aviation

Access. & Equip. .......... ..........
Beer, Wine & quuor 182,044 1,143,250 .
Bldg. Mat., Equip. &

Fixtures 103,270 1,178,485
Confectionery & Soft

Drinks 388,619 5,874,708
Consumer Services 170,734 1,794,236
Drugs & Remedies 1,902,143 19,130,634
Entertainment &

Amusements . ......... 5,340
Food & Food

Products 4,074,456 40,970,118
Gaosoline, Lubricants &

Other Fuels 406,646 5,178,673
Horticwiture . ........ 97,642
Household Equip. &

Supplies 298,966 5,795,291

38,270 856,424

PIB Reports Nov. Near $16 Million

TABLE 1l
GROSS NETWORK TIME SALES FOR NOVEMBER 1949 BY PRODUCT
GROUPS
Jan.-Nov. Jan.-Nov. Jan-Nov.
Nov. 1948 1948 Nov. 1949 Nov. 1949 Nov. 1948 1948
128,539 1,384,170 :ndusirial Materials 188,745 2,002,083 195,975 1,567,710
nsuvrance 272,446 3,447,176 322,075 3,886,207
132,246 1,314,728 Je\gelry, Optical Goods
Cameras 360,613 2,477,101 174,431 1,007,807
1,036,459 6,924,347  Office Equip., Writing
gupplles &
.................... tationery 133,752 1,262,973 131,250 2,169,421
70,068 1,029,922 :omuﬁl g q gg,sgg 56,574 140,000 1,213,282
vblishing Media .5 854,476 99,594 419,
101,430 882,874 Radios, TV Sets, Plhono- ' 1,419,850
graphs, Musical Inst.
667,845 7,025,800 & Access. ..., 731,545 124,611 1,395,453
274,449 2,383,822 Retail Stores .......... 38,472 ... e e
1,829,668 20,675,976 Smoking Materials 2,088,757 21,452,359 1,684,138 18 356,831
Soaps, Cleansers &
......... 5,215 Polishes 1,583,110 17,719,446 1,935,681 18,813,131
Sporting Goods & Toys 4,969 67,743 ..... 0000 089
4,004,984 42,889,782 Toiletries & Toilet
Goods 2,479,889 26,895,452 2,586,232 29,275,985
510,994 5,356,142 Transportation, Travel
......... 98,946 & Resorts 67,668 1,007,501 128,976 227,504
Miscellaneous 349,214 2,877,830 270,547 2,558,023
734,029 7,901,041
109,654 1,222,052 Total 15,855,787 171,391,283 17,393,875 181,045,110
% *

Household Furnishings

third in both lists, drugs fourth
and soaps and cleansers
Automotive advertising ranked
sixth for both November and the
11 months. Gasoline and motor oil
and other fuels ranked seventh in
November, ninth for the January-
November period; candies and soft
drinks were eighth for the month,
seventh for the 11 months; jewelry
and allied products ranked ninth
in November, 12th for the 11
months; the miscellaneous class,
including religion, pet foods, lug-
gage, etc., ranged 10th for No-
vember, 11th for the 11-month pe-
riod.

Full analysis of the combined
network gross billings by product
groups for November and January-
November 1949 and 1948, com-
prises Table III. Table IV shows
the leading advertisers of each
product group for the month of
November 1949.

fifth,

TABLE 1V
TOP NETWORK ADVERTISER FOR EACH PRODUCT GROUP IN NOVEMBER 1949

Agriculture & Farming Allis Chalmers Co. 33,102
Apparel Frank H. Lee Co. 34,740
Avtomotive, Avutomotive Equip. & Access. Chrysler Corp. 87,705
Aviation, Aviation Access. & Equip. ... . o0 e
Beer, Wine & Liquor Schenley Industries Inc. (Blatz Breweries) 62,124
Bidg. Materials, Equip. & Fixtures Johns Manville Corp. 103,270
Confectionery & Soft Drinks Coca-Cola Co. - 170,139
Consumer Services Electric Co.’s Adv. Pro. 67,536
Drugs & Remedies Sterling Drug Co. 650,685
Entertainment & Amusements ..o Lo 0., o
Food & Food Products General Foods Corp. 621,374
Gasoline, Lubricants & Other Fuels Sun Oil Corp. 88,832
Horticultwve L aeee
Household Equipment Philco Corp. 136,412
Household Furnishings Armstrong Cork Co. 34,604
Industrial Materials U. S. Steel Corp. 107,970
Insurance ] Prudential Insurance Co. of America 116,930
Jewelry, Optical Goods & Cameras Longines-Witthauer 92,261
Office Equip., Writing Supplies & Stat. Hall Bros. 67,164
Politicl e
Publishing & Media Christian Science Pub. Soc 31,260
Radios, TV Sets, Phonographs, Musical

Inst. e e e
Retail Steres o
Smoking Materials American Tobacco Co. 533,761
Soaps, Polishes & Cleansers Precter & Gamble 928,661
Sporting Goods & Toys R. C. W, Enterprises 4,969
Toiletries & Toilet Goods Procter & Gamble 391,779
Transportation, Travel & Resorts American Assn. RR 66,036
Miscellaneous Lutheran Church Mo. Synod 32,456

49 SET SA

DOLLAR volume of the radio man-
ufacturing industry reached an all-
time peak of $850 million in 1949,
13% above the $750 million figure
in 1948, according to Raymond C.
Cosgrove, president of Radio Mfrs.
Assn.

Preliminary RMA estimates are
based on total set sales at the
manufacturer level. Converted to
retail values, the industry’s pro-
duction exceeded $1.3 billion in
1948, not counting TV installation
and service charges.

“Thanks to the high rate of TV
set sales, especially during the last
quarter, the industry in 1949 did
the greatest volume of business in
its history,” Mr. Cosgrove said.
“Television receiver sales, because
of their greater value, accounted
for more than 6569% of the set in-
dustry’s gross income or close to
$560 million.”

The record output of well over
2,800,000 TV receivers represented
more than $875 million at the retail

Telecasting

ES

All-Time High of $850 Million

level, he said. He added that the
value of TV receivers manufac-
tured in 1949 was twice that of all
TV sets produced between the end
of World War II and the close of
1948,

A public investment of over
$1,250 million is represented in the
retail value of the 4 million TV
sets produced since the war, Mr.
Cosgrove said. He reminded that
the 1949 sales were accompanied by
substantial cuts in prices of TV
receivers as a result of economies
acheived through increased output
and passed on to the consumer.

Table Model Cuts

The average price of a table
model TV set, at the factory level,
is more than 25% under the 1948
figure and 35% under 1947, he said.
Table models comprise 60% of TV
set output in 1949.

Mr. Cosgrove observed that TV
screens are steadily growing in
size. :

Radio set sales in 1949 amounted
to $290 million at the factory, he
said, following a “remarkable re-

“covery” in the fourth quarter. Total

production was about 10.5 million
units. Sales of auto radios rose
to 3.5 million units, an alltime rec-
ord. He estimated there are now
14.6 million auto sets in use.

The sharp upswing in radio set
sales in late 1949 “would seem to
belie the prophets of doom who
were recently forecasting the early
death of radio,” he said.

“An increasing number of TV
sets are being equipped with radio
reception facilities—FM or FM-
AM—so0 that even the television set
owners are .by no means entirely
lost to radio,” Mr. Cosgrove said.
“Outdoor listening has been widely
increased through the heavy sales
of both auto and portable radios.”

Set industry employment is at a
peacetime peak, he said, taking its
place among foremost industries of
the nation.
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NAB BOARD HEADACHES  scucor. pus on sgoe

By J. FRANK BEATTY

NAB’S BOARD OF DIRECTORS
will meet next week in Arizona to
take stock of the revamped head-
quarters operation and to make it
click despite a shrinking pocket-
book.

The- board faces interlocking
problems of staff operation that
stem from structural changes, con-
centration of power in the presi-
dent’s office, transfer of the budget
to an April 1 fiscal-year basis and
some symptoms of dissatisfaction
with the way things are going in
Washington. @

On top of that the board must
decide whether to stop the current
1214 ¢ discount in members’ dues
and perhaps increase the dues in
some of the low-income brackets.

Then there is the proposal of a
three-committee group to re-work
the whole structural chart [BROAD-
CASTING, Jan. 16].

With such perennial problems as
BMB, Broadcast Advertising Bu-
reau and dwindling membership on
its agenda, the Feb. 8-10 gathering
at the San Marcos Hotel, Chandler,
Ariz., promises to be a spirited ses-
sion. The board itself has drawn
some criticism for selection of the
southwestern site. )

Final Meeting For 7

Seven directors will be attend-
ing their final board meeting be-
cause of the new two-term limit on
directorships. Eighteen of the 27
directorships are at stake in elec-
tions to be completed next month.

The tri-committee plan to change
the new NAB structure is under-
stood to have aroused little enthusi-
asm last week when the board’s
Structure Committee met in Wash-
ington. The committee also held a
joint session with the board’s Fi-
nance Committee.

Having spent more than a year
studying and refining the NAB
headquarters operation, the Struc-
ture Committee is believed to feel
there is nothing seriously wrong

REPLICA of the first transmitter of
KDKA Pittsburgh, which was pre-
sented to the Carnegie Museum to
start its new History of Radio room,
is discussed by Graham Netting (l),
assistant director of the Carnegie
Museum, and Walter Evans, president
of Westinghouse Radio Stations Inc.
Opening of the new exhibit is planned
during National Radio Week next
November.

Page 22 ® January 30, 1950

with its system. The basic chart-
ing has been done and the task of
making it work is in the hands of
President Justin Miller, committee
members believe. -

The tri-committee discussions
early this month, involving some
25 broadcasters from all segments
of the industry plus a half-dozen
board members, had brought to
the surface some criticism of
NAB’s internal affairs, including
the functioning of the new Radio
and Television Divisions.

Changes Suggested

The three committees had been
called together as the result of a
board directive last November, the
board desiring their ideas on how
the two divisions should fit into the
headquarters functioning. After
voting a strong endorsement of
President Miller, the tri-commit-

. tee group suggested a series of

changes in the new structure.

These changes included splitting
of the secretary-treasurer’s job
into secretary-field director and a
top-level treasurer-general man-
ager; pulling of administrative
teeth from the two division heads,
and relative independence for
Broadcast Advertising Bureau. The
Structure Committee didn’t buy
this package but actual decision is
up to the board. Judge Miller was

dubious about the proposals.

Last week NAB received both
praise and criticism from Ralph
N. Weil WOV New York general
manager. Mr. Weil wrote a letter in
which he stated he was remaining
a member of NAB but he blamed
some of the industry’s problems on
internal haggling and extrava-
gance at NAB headquarters (see
following).

Mr. Weil is a- member of NAB’s
All-Radio Presentation Committee,
which has guided planning and pro-
duction of the industry’s promo-
tion film, “Lightning That Talks,”
soon to be premiered [BROADCAST-
ING, Jan. 23].

Second attack was delivered by
FCC Comr. Robert F. Jones who
charged Judge Miller and NAB

with representing “power seg-
ments” of the industry (see story
this page).

The Finance Committee went
over the association’s budget prob-
lems -at length last week. A year
ago NAB had envisioned 1949 in-
come of about $820,000, with esti-
mated expenses of $774,273. This
would leave an excess of $45,727.

At that time the picture was
rosy. Then ensued a flurry of resig-
nations that brought membership
down from a peak of 2,003 at the
end of 1948 to 1,767 last July 1.
The late 1948 total included 1,270
AM, 656 FM and 4 TV stations.

By last July there were only 1,133
AM, 548 FM and 6 TV members.
Some of the resignations in-
volved high-bracket stations so
NAB set out to acquire new mem-
bers and recapture lost ones. This
drive centered around the autumn
district meetings. By November the
membership had been brought up
slightly to a total of 1,783, includ-
ing 1,152 AM, 518 FM, 36 TV
(mostly AM video affiliates).

As of today, the total is 1,768,
including” 1,154 AM, 501 FM, 37
TV stations. 'FM Assn. was ab-
sorbed at the close of 1949, but FM
membership in NAB has declined.
Associate membership has ranged
between 69 and 76. At present it
is 72.

Dues Question Grows

With membership down, the dues
question becomes more important.
Last July the board cut dues
12% % to meet what was described
as a widespread industry demand.
At the same time it wielded the
axe on staff services and cut the
budget nearly $75,000 to a figure
of $701,511.

At last November’s board meet-
ing it was evident that expenses
were running ahead of income.
This trend has continued, it is un-
derstood, and cancellation of the

(Continued on page 53)

JONES HITS NAB

NAB and its president, Justin Miller, were charged last week by FCC
Comr. Robert F. Jones with speaking ‘“for the power segments of the

industry.”

The charges were made by Comr. Jones after Judge Miller had com-

mented favorably on the Commis-
sioner’s Jan. 17 speech before the
"American Marketing Assn.
[ BROADCASTING, Jan. 23].

Comr. Jones’ letter tock both
Judge Miller and NAB apart for
references to FCC’s role in color
television’s development. He ac-
cused Judge Miller of ‘joining
forces with those who wish to lick
color with nothing,” and inter-
preted his comment as “some con-
firmation” of charges by small
broadcasters that NAB speaks for
large broadcasters.

Judge Miller’s letter had com-
mented particularly on this para-
graph of Comr. Jones’ speech:

When private enterprise seeks out
the most profitable market for the
installation of clear-channels and re-
gionals in highly congested aress, 1
find no fault with such action. That
is the kind of enterprise I have
defended all my public and private
life. But, when private industry
attempts to use government processes

- to accomplish the same thing in tele-

vision, or when I think it attempts to
use the Commission to eliminate the
natural forces of competition between
established black-and-white and in-
fant color, I draw the line. Likewise,
when the industry tries .to use the
Commission to thwart or delay re-
liable television service for towns

*
like Lima, that calls for some noise
and infield action.

Text of Judge Miller’s Jan. 19
letter to Comr. Jones follows:

I have read with very great interest
the address which you delivered on
Jan. 17, 1950, before the American
Marketing Assn. It makes clear to me
ideas attributed to you in the press
and not there clearly expressed.

I agree with you in the conclusion
which appears in the third-from-the-
last paragraph on page 12 of the ad-
dress. On the other hand, I would
resent, and I am sure you would, the
use of the power of the government
to force assembly-line production be-
fore the laboratory work has been
done which is necessary for the de-
velopment of new industrial proced-
ures.

Somewhere between the kind of
repressive action set out in the third-
from-the-last paragraph of your ad-
dress and the method of a Stalin who
attempts to dictate the procedures
of science, there lies 2 happy medium
and I am delighted that a man, so
clearly qualified as you, should be
occupying a position from which that
happy medium may be intelligently
presented and insisted upon.

Text of Comr. Jones’ Jan. 24
letter to Judge Miller follows:

May I thank you for your letter of
the 19th with reference to my address

Answers Miller

before the American Marketing Assn.
I am, however, concerned by your
intimation that the power of govern-
ment is being used or there is a

threat that it may be used ‘“to force -

assembly-line production before the
laboratory work has been done which
is necessary for the development of
new industrial procedures.”

I am amazed that a former Judge
of the Court of Appeals, a lawyer who
has spent many years as head of the
NAB and who holds himself out as an
expert on the Communiecations Act and
the Constitution, should lend cur-
rency to this false shibboleth in the
color proceedings. All that is in-
volved in these proceedings is: Shall
color be suppressed by keeping the
standards exclusively for black-and-
white television so that the American
public will be deprived of color tele-
vision? You obviously misunderstood
my speech, and I am suprised that a

man who has so frequently -called.

attention to the Commission abuses
in many fields of broadcasting would
suggest usurpation of power that the
Commission or its staff has never
even dreamed of. .

Certainly you would be the last one
I would expect to interpret the Com-
mission’s rule-making proceeding as
forcing anybody to manufacture any-
thing. There cannot be any misunder-
standing between you and me as
lawyers on this point. And the in-
dustry doesn't misunderstand it
either; witness its long record of not
producing FM sets to meet the public
demand.

With reference to television, there
(Continued on page 54)
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WHEN

Comes

MR. STAR *

to Town

By MONTE KLEBAN
EXECUTIVE STAFF, KTRH HOUSTON

is coming to his town, his first thought is to double the supply of

-’WHEN an affiliate station executive is notified that a network star

aspirin in his desk drawer.

Too often, Mr. Big Name turns out to

be Mr. Little Man, bringing with him assorted cases of jitters, recrimina-

tions and other troubles.

So, when the perfect guest-star comes to your city he deserves not
only a tribute, but for the good of the industry, his methods of operation
should be explained to other travelling celebrities.

. Jack Benny and his first-team were in Houston, to entertain at the
Charity Bowl foothall game, Dec. 17, Although my years of hinterland-

radio have brought me into contact
with most of the network big names,
I had never worked a show with
the laugh-master before. When I
learned he was coming I doubled
my aspirin supply.

Anybody want to buy some
aspirin cheap? My supply is still
intact. .

Let’s take a look at the visit,
from its inception, and point out
the results of the expert handling
of his appearance. First, an affili-
ate is usually notified by his net-
work stations relations that such
and such a star will be in his city
on such and such a date and will
the affiliate please contact him
upon arrival, This, of course, gives
the station-executive no time to
plan anything until he has con-
sulted with the Great Man, after
his arrival.

In the case of Jack Benny’s ap-
pearance in Houston to take part
in the charity show, this first sta-
tion hardship was adequately
avoided. Several weeks before his
arrival I received a letter from
Irving Fein, promotion manager
of Amusement Enterprises, Mr.
Benny’s holding company. Irving
invited suggestions as to what we
would like to do with and for Jack

*

A
Benny, to promote attendance at
his appearance and to help promote
his regular Sunday night programs,
while he was in our city.

We were able to rig two local
broadeasts by letter in advance,
giving us time to allocate our engi-
neering and announcing personnel,
to publicize the coming broadcasts
and to start our actual planning.

Point number one: Of the dozens
of stars whose public-appearance
I have handled, this was the first
time anyone with savvy and au-
thority took the trouble to set-up
firm dates for:'local broadcasts in
advance. In practically all the
other cases, they had been last-
minute, catch-as-catch-can, mum-
bly, trite interviews.

Point number two: Irving Fein

arrived in Houston two days before

Jack Benny and his troupe. We got
together immediately and were able
to erystallize our planning and to
release more and Dbetter news
stories and pictures to build up the
appearances and our own planned
programs, Sitting in Mr. Fein’s
hotel room, calmly setting up the

- schedule, I remembered too well

%

the other stars, the last minute
hectic arrangements, the program-

*

PRE-BROADCAST dinner is held to put the audience in o quick-laughing

mood.

At the head table are (I to r): Ray Herndon, KTRH assistant man-

ager; Glenn McCarthy, owner of KXYZ Houston; Jack Benny; Jesse Jones,

KTRH owner and former Secretary of Commerce; Mrs. Jones; Phil Harris.

-in the foreground at right are Lee Fallon, KTRH special events director,
and Polly Beelow, local belle.

log changes, the lack of advance
notice, the engineering failures be-
cause of lack of time for lines and
facilities, the nerve-wracking rush
and bustle.

Point number three: No network
star can be expeeted to remember
the call letters of every affiliate in
every city. Very often, in the past,
stars from our network have come
to town and have done shows on
other stations under the delusion
that they were building ratings on
their own network station. In this

case, Mr. Benny and his people were

told to look for our special-events
man, Lee Fallon, who was at the
station at dawn to meet them, along
with mike-men from other stations
in town. Result, we got a fine beat
interview on their arrival.

Point number four: The travel-
ling team itself usually has at least
one officious, bossy individual who
tells you what, where, when and
how Mr. Big will be seen and inter-
viewed. There were none of these
in the Benny entourage.

First, Jack Benny himself is one
of the few really important radio
people who is calm, affable, friendly
and a reliable ad lib artist. Then
with him, Phil Harris who, in spite
of his standing, seems as apprecia-
tive as a puppy for any attention
paid him. Mr. Harris is, as an old
shoe, easy to work with as Jack
Benny himself and gives you a show
every time he hits the mike and the
same goes for Artie' Auerbach,
Benny’s Mr. Kitzel.

Pleasing Cooperation

John Tackeberry, the writer who
came along with Mr. Benny, could
have proven the weak-point from
our experience with other stars who
brought writers along. Instead,
he worked with us as smoothly and
easily as though he were a writer
on our own staff, turning out mate-
rial for our local shows as good as
any Sunday night’s show script.

Then, Hilliard Marks, producer
of the Jack Benny show. Here, too,
we were wary. We had had pro-
ducers come down on us like trip-
hammers, trying to do everything
but tell us how to tie our shoe laces,
Not so Mr. Marks. With quiet,
unobtrusive control he handled him-
self and cast, including some of our
own people<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>