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The Spring 1950 Kansas City Primary Trade Area Survey—a coincidental survey
of over 80,000 telephone interviews in one week by Conlan — just off the press —
shows The Team even further ahead of its nearest competitor than a year ago!
It is one of the most comprehensive listener studies ever made — and one of the

most revealing.

Together with the Fall 1949 Kansas City Primary Trade Area Survey—an aided
recall survey made through 2,122 personal interviews at the 1949 Missouri State
Fair, Kansas State Fair and the Kansas City American Royal—it provides irref-
utable proof of The Team’s outstanding leadership. Yes, current proof, not
moth-ball evidence.

Doytime holf-millivolt contours shown in black.

THE TEAM AGAIN WINS FIRST!

Spring 1950 Kansas City Primary Trade Area
Radio Survey, just completed, shows KMBC-
KFRM far ahead of all other broadcasters try-
ing to serve this area.

The KMBC-KFRM Team
with Coverage Equivalent to More than

50,000 WATTS POWER!

Yes, The Team covers an area far greater
than KMBC alone, at its present location,
could cover with 50,000 watts with the best
directional antenna system that could be de-
signed. With half-millivolt daytime contours
tailored by Jansky & Bailey, America’s fore-
most radio engineers, to enable The Team to
effectively cover Kansas City’s vast trade ter-
ritory (a rectangle—not a circle), The Team
offers America’s most economical radio cover-
age.

Contact KMBC-KFRM, or any Free & Peters
“Colonel” for complete substantiating evidence.

KMBC-KFRM

6TH OLDEST CBS AFFILIATE PROGRAMMED BY KMBC
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n Farm Land Value Increase

UNITED STATES INCREASE

Farm land is worth more ..
15 1935-9 :
. 101 °, INCREASE
Kentucky farmers are makmg BASE PERIOD ;
. SRS
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You, too, can make more sales

by concentrating in this ex- KENTUCKY INCREASE
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THROUGH NOVEMBER, 1949

From ""The Farm Real Estate Market", publication of
the U. 5. Department of Agriculiture.

WHAS alone serves all of Kentuckiana

with the only complete

fores fhalTHTAE Farm Programming Service

FARM PROGRAMMING for Kentucky

Market Report  6:35- 6:45 Mthru F Ond Southern Indiuna
Farm News 6:45- 7.00 M thru S

Noon Markets 12:40-12:50 M thru F The Kentuckiana farmers depend on WHAS Farm
Form Features 11:30-11:50 Saturday Coordinator Frank Cooley and Assistant Don Davis

for up to the minute farm news and market reports.
And advertisers have come to depend on WHAS
Farm Programming for sales results in Kentuckiana.

50,000 WATTS % 1A CLEAR CHANNEL - 840 KILOCYCLES

INCORPORATED ° ESTAILISHED 1922

The only radio station setving and selling il
- . - _ 2 Hontucky

all of the rich Kentuckiana Market

VICTOR A. SHOLIS, Director " NEIL D. CLINE, Sales Director

REPRESENTED NATIONALLY BY EDWARD PETRY AND (0. =+ ASSOCIATED WITH THE COURIER-JOURNAL & LOUISVILLE TIMES
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w NEW ORLEANS

Avarfoble Kight Now —

SPOTS ON LONG ESTABLISHED LOCAL SHOWS.
PROGRAMS: NEWS... SPORTS... MUTUAL CO-OPS
LIKE KATE SMITH... DIXIELAND JAZZ !

N\
* NEW Spot Ios K.C. * Individual Programming tailored

the Dial
L) Ll to the area—plus leading Mutual

s NEWEST, Most Modern All RCA Shows!
Equipment! * Building More Listeners Now
With Our Greatest Promotion In
* Building listener loyalty 25 years! History!

MUTUAL James A. Noe, Owner Nat'l, P:reEp:
BROADCASTING RA.— f
SYSTEM Jomes E. Gordon, Gen. Mgr. 420 Lexington Ave. ;
New York City 2

SN2 ¢ 50,000 WATTS DAYTIME — 5,000 WATTS NIGHTTIME'

Published every Monday, 53rd issue (Year Book Number) published in February by Broapcasting PusLicaTions, Ixc., 870 National Press Bullding Washington 4, D. C
Entered as second class matter March 14, 1933, at Post Office at Washington, D. C under act of March 3,
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Closed Circuit

AMERICAN CHICLE CO., through Badger &
Browning & Hersey Inc., New York, preparing
_special 17-week spot campaign to start some-
time in June.

THOSE OPTIMISTIC predictions about 5,-
500,000 TV sets off production line in 1950
may be discounted, but in reverse. Quick
analysis of annual reports of only 14 manu-
facturers, made by Fred Lowe, promotion
manager of Norfolk Newspapers Ine. and
WTAR, discloses that they forecast among
themselves possible production of eight million
sets.

LEVER BROTHERS considering realigning
its present list of advertising agencies and also
understood to be reallocating its budget on
CBS with possibility that some of budget will
go into CBS television.

DESPITE big talk of most newspapers that TV
won’t affect readership and will have negligible
effect upon linage, reports from inner councils
of National Newspaper Promotion Assn., meet-
ing in Milwaukee [BRroapcasTiNg, May 22]
indicate this is all teeth-whistle. When proposal
for survey of TV impact on afternoon news-
paper readership was proposed, - it was
squelched in committee—by afternoon news-
‘paper spokesmen.

AMERICAN 0il Co., through Joseph Katz Co.,
New York, scheduled to sponsor Ed Murrow,
7:45-8 p.m. five times weekly on CBS in East.
Another oil company expected to pick up
sponsorship on western part of network.

RECENT progress in several laboratories
bringing magnetic-tape recording of TV pro-
grams near practical stage. Problem of high
speed for visual portion has been one of
stumbling blocks. In sound field, Navy is
interested in recorders in which signal is
pressed on movie film at estimated cost of 20
cents for hour program.

TO DISSIPATE fears of transit radio opera-
tors: There are no transit radio implications
in FCC’s condemnation of lease agreement be-
tween WAJL (FM) Flint, Mich.,, and Flint
Transcast Co. [BROADCASTING, May 22], even
though WAJL operates transit FM service.
It’s purely contract matter, was handled by
Law Bureau’s transfer section and not by FM
section, which deals with transit FM.

WHETHER there will be a multi-million-
dollar TV programming center at U. of North
Carolina, to feed programs to commercial TV
stations in state, will be decided this fall.
Proposal to.endow center pending before board
of trustees but won’t be acted upon until
former Army Secretary Gordon Gray, who
owns WSJS Winston-Salem, takes over in
September as university president.

MOST PROLIFIC correspondent among new
members of NAB board of directors is John

{Continued on page 82)
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May 31-June 2: Advertising Federation of Amer-
ica Convention, Statler Hotel, Detroit.

June 1-3: Assn. of Women Broadcasters Conven-
tion, Hotel Cleveland, Cleveland.

June 2-3: Florida Assn. of Breadcasters, Orange
Court Hotel, Orlando, Fla.

June 5: Pennsylvania Assn. of Broadcasters, Bed-
ford Springs, Bedford, Pa.

June 5-8: Radio Mfrs. Assn, Convention, Stevens
Hotel, Chicago.

(Other Upcomings on page 28)

Bulletins

IN WHAT appeared clear victory for broad-
casters, Western Union spokesmen said Fri-
day they would delete $2-per-game extra
charge for stations using WU baseball-sports
service in networks but will permit network-
ing to continue (early story page 32). FCC,
which had ordered WU to eliminate “diserim-
ination,” on Friday gave permission to amend
tariffs to that effect on day’'s.notice.

EDWARD LEE NORTON
NAMED TO RESERVE BOARD

EDWARD LEE NORTON, chairman of board
of WAP] Birmingham, nominated Friday by
President Truman to 14-year term as member
of Federal Reserve Board of Governors. Post
carries $16,000 salary.

Mr. Norton also is board chairman of WFOY
St. Augustine and WMBR Jacksonville, both

. in Florida. He is in investment banking busi-

ness in Birmingham and is executive vice presi-
dent of Munger Realty Co. At one time he was
president of Birmingham baseball club.

Active in politics and civie affairs, Mr.
Norton has been director and chairman of
Birmingham branch of Atlanta Federal Re-
serve Bank. He is aged 57.

Business Briefly

BEST FOODS LOOKING @ Best Foods
(Hellman’s mayonnaise) through Benton &
Bowles, N. Y., looking for spot availabilities.

TONI SCHEDULE @ Toni Co., Chicago, for
its Home Permanent, Creme Shampoo and
Creme Rinse, begins heavy summer schedule
on ABC with three shows from New York—
Modern Romances, Quick as o Flash and
Chance of a Lifetime. In addition, Toni has
renewed The Carol Douglas Show five-minute
daily fashion commentary, on same network
from 11:25-11:30 a.m., CDT. New schedule
of daytime shows—May 29 through June 9,
Modern Romances, 10:15-10:30 a.m. {(CDT),
Mon., Wed., Fri., and Quick as a Flash, 10:30-
10:45 a.m., Tues., Thurs.; June 12 through
Aug. 4, Quick as a Flash, 10:30-10:45 a.m.,
Tues., Thurs., 10:45-11, Mon., Wed., Fri.; May
29 through Aug. 4, Chance of a Lifetime, 1:30-
1:46 p.m., Tues.,, Thurs.,, 1:456-2 p.m., Mon.,
Wed., Fri. Agency, Foote, Cone & Belding,
Chicago.

MODIFIED GAMBLING BILL

APPROVYED BY COMMITTEE

MODIFIED gambling bill banning radio-TV
broadcast of odds and similar data prior to
horse races but permitting them during and
after races approved Friday by Senate Inter-
state Commerce Committee.

Bill is compromise of Justice Dept. measure
(5-3368), and less restrictive than FCC plan
which would have banned transmission of
data on odds during, after or before event
[BROADCASTING, May 1, 8]. New bill aimed at
transmission of betting data by stations and
wire services, and at providing or maintaining
facilities for such uses, with year’s imprison-
ment and $1,000 fine as maximum penalties.

Transmission of data permitted in bill after
race starts on ground this is news. Original
provision allowing broadeasting of gambling
information in advance of special events such
as Kentucky Derby, was dropped.

Sterling Is Renominated as FCC Member

FCC COMR. George E. Sterling was renom-
inated by President Truman Friday for full
seven-year term starting July 1.

Chairman Ed C. Johnson (D-Col.) of Sen-
ate Interstate & Foreign
Commerce Committee, to
which nomination was re-
ferred, said hearing will be
held, probably in latter part
of June. Present term ex-
pires June 30. First consid-
eration may come in execu-
tive session of committee
June 14.

Despite hearings, Mr.
Sterling is generally ex-
pected to win approval of
both committee and Senate. Sen. Johnson said
he had “some questions to ask’ and it was con-

Comr. Sterling

sidered likely that other committeemen who
include Sen. Charles W. Tobey (R-N. H.),
chief questioner in Comr. E. M, Webster’s
confirmation hearing last year, would be sim-
ilarly inclined in view of committee’s keen
interest in FCC affairs.

Comr. Sterling, Maine Republican, is known
to have had Chairman Wayne Coy’s endorse-
ment for reappointment to post he has held
since Jan. 2, 1948, He is former FCC chief
engineer and one of two engineer-members of
Commission. If confirmed, his reappointment
will preserve FCC’s 50-50 political complexion
—three Democrats, three Republicans, one
Independent; it also will insure availability
of full Commission for decision on highly
complex, highly controversial color TV issue.
His appointment to present term was con-

{Continued on page 82)
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STATION

KRLD

DALLAS

A

T

METROPOLITAN MARKET

in the Great Southwest

DALLAS and FORT WORTH

Mote than a wllion

POPULATION IN THE DALLAS
50 -MILE RADIUS

More than 52,500

TELEVISION HOMES in KRLD'S
EFFECTIVE COVERAGE AREA

(ood Company

KRLD TV is the CBS Station for Dallas and Fort Worth,
telecasting the nation's top-rated CBS-TV shows, including ARTHUR GODFREY,
"TOAST OF THE TOWN" FRED WARING, "THIS IS SHOW BUSINESS," many
other distinguished CBS-TY network programs and KRLD-TY studio productions.

T

X~ MORE THAN IN ANY OTNER GITY SOUTH OF ST. LOUIS

That Is Why

Operators of KRLD

CBS, 50,000 WATTS

Represented by the Branham Company

Owned and Operated by the DALLAS TIMES HERALD Is Your Best Buy
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DALLAS HOME BASEBALL GAMES TELECASY EXCLUSIVELY BY KRLD-TV
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OBERT F. LEWINE, former vice president of Cine-Television Studics,

joins Hirshon-Garfield Inc., New York, as radio and television director.

JUDAHR KATZ, media director of H-G, named supervisor of timebuying
for radio and television.

RUSSELL K. JONES and NEWMAN F. McEVOY celected vice presidents of
Cunningham & Walsh Inc.,, New York. Mr. Jones joined firm in 1929 in
executive capacity and is now account
executive on Holmes & Xdwards and
The Murray Corp. Mr. McEvoy joined-
agency’s media department in 1928 and
was named director of media in 1947.
EMIL STEIN, formerly copy chief of
Farson, Huff & Northlich, appointed copy
chief of L. W. Roush Co., Louisville.
He succeeds GEORGE M. STAPLES, re-
signed.

GREGORY MURPHY Jr., former assist-
ant manager of Atlanta office of Kelly-
Smith Co., newspaper representative, Mr.
joins sales staff of Katz Agency Inc.,

He was also with Headley-Reed Co. and Eastman-Scott Adv.

Mr. Jones McEvoy

Atlanta office.

THELMA JUDITH YOUNG, formerly with L. Bamberger & Co., as divisional
advertising manager, joins Robert W. Orr & Assoc., New York, as copywriter.

GEORGE JANDA joins Petesch, Hecht & O’Connor, Chicago, as administrative
head of radio and television productions after weorking as associate member at
O’Reilly, Doty & Sommer, public relations firm, same city. Mr. Janda, former
radio director and copy chief at Agency Service Corp., was announcer-writer-
director at WBKB (TV) Chicago and director-producer at KPIX (TV) San
Francisco.

JOEL HARVEY, formerly on advertising staff of Metro-Goldwyn-Mayer, New
York, joins Ted H. Factor, Los Angeles, as production director.

JOBN W. BAKER, formerly advertising, copy and merchandising counsellor
in southern Connecticut, joins Geyer, Newell & Ganger, New York, as copy-
writer.

ROD MacDONALD, formerly production manager of Biow Co., San Francisco,
joins media department of Foote, Cone & Belding, same city. WALTER E.
UTTERBACK, formerly with Pacific Advertising Staff, Oakland, succeeds Mr.
MacDonald at Biow.

FRANK BLAUTTER joins television department at Ruthrauff & Ryan, Chicago,
after working at BBDO, Minneapolis.

DAVE BOTSFORD Jr., copy chief of Botsford, Constantine & Gardner, San
Francisco, elected vice president of firm.

CY REEBIE jcins copy staff at Leo Burnett, Chicago, after working in same
capacity at MacFarland-Aveyard, also Chicago.

EUGENE AUSTIN, account executive of J. Walter Thompson Co., Los Angeles,
on Ford Dealers’ Advertising Assn. of Southern California, transferred to
agency’s offices in Sao Paulo, Brazil. WILLIAM V, PATTEN shifted from
agency’s New York staff to Los Angeles, to service Ford dealers’ account.

JOHN M. HANDLEY, formerly copy director of Monroe Dreher Agency, and
vice president of Grant Adv. joins Needham & Grohmann, New York.

HAIDEN (Dick) RITCHIE, formerly with Ross Bros., San Francisco department
store, joina copy department of McCann-Erickson Inc., same city.

DAVID KAIGLER Jr., formerly production director for WCAU-TV Philadelphia,
and before that with WFIL-TV same city, appcinted d1rector of television for
Adrian Bauer Adv., also Philadelphia.

HARRY R. HALDEMAN, formerly with J. Walter Thompson Co., New York,
transfers to media department of San Francisco branch of firm.

ELEANOR DEAN, formerly with Federal Adv. and McCann-Erickson, both
New York, joins Robert W. Orr & Assoc.,, New York, as copywriter stylist.

GEORGE E. LICHTY, formerly with Grant & Wadsworth, New York advertis-
ing agency, joins copy department of Ruthrauff & Ryan Inc, San F:rancisco.

New Addresses: BERGMAN-JARRETT Co. moves to 33 W. 46th St., New York.
New phone is Columbus §5-4990. ROBERT HOLLEY & Co. moves to 511 Fifth
Ave., New York 17. New phone is Murray Hill 2-8408.
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5000 watts

around
the
clock

Have you measured the listeners AFTER midnight

in Cleveland? Therses a lot more wide-awake buyers
than you'd think. That's why WDOK is Cleveland's

only 24-hour station. At 1260, you get all the

Jlisteners all night long. They're workers in iron,

and steel, in lake shipping, in chemical and motor plants.

No other station pragrams around-the-clock. They're

our listeners—your buyers. And WDOK'’s daily programming—
freshly designed for Clevelanders—is fast turning dials

to 1260, Get choice ayuilubilities from Everett-McKinney.

serving Ohio’s -
Ist market

24-hours  Cleveland
day 1260 kc. 5000 w.

Represented Ly Everett-McKinney

193
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Hits TV Rates

EDITOR, BROADCASTING:

May I injeet my voice into the
continuing discussion of television
rates and rate increases. . . .

Almost every week brings to my
desk a stack of rate-increase
notices. In every instance, a great
point is made of the increase in
number of receivers since the ori-
ginal rate was set, or the last in-
crease put into effect (in multi-
station markets no mention is ever
made, of course, of how wmany of
these are listeners to that particu-
lar station). They very carefully
ignore, however, that the previous
rate was much too high, from any
basis of sound advertising—cireula-
tion, cost-per-thousand, market
potential and sales potential. And
I am not forgetting, or arguing
the much vaunted “impact” of TV.

I will admit that the station’s
costs are high—initial cost of build-
ing and getting into operation, and
also operating costs. The solution,

e e

0)aen Mike”

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

0000 O

however, is not in the current ex-
pectation of station management,
which seems to be that the adver-
tiser should underwrite those costs
through unrealistic rate struc-
tures. . . .

The solution lies in station man-
agement taking a long look at their
operations—hiring executive and
creative personnel who are capable
and qualified—and holding rates to
a level commensurate with results.
A very great deal of the high costs
of operation are the result of waste
and inefficiency. Directors take
twice as much time rehearsing as
should be necessary, in many cases,

AR

because they simply are not quali-
fied to handle their shows, to give
just one instance. . . .

Do not misunderstand me, please,
I am 100% behind TV-— 1 believe
that its future will be fantastic
—beyond even the rosiest predic-
tions—PROVIDED, it does not kill
the goose that lays the golden eggs
that will assure that future. We,
here at this agency, have been
instrumental in introducing a num-
ber of advertisers to television,
and we have our share of “success
stories” in it. We will continue to
use it and recommend it—with the
reservation of eliminating from the

INDEFENDENGE

[ ]
BARTLESVILLE

s ® TUuLSA
STILLWATER ®
SAPULPA

[ ]
OKMULGEE

L]
McALESTER

COFFEYVILLE
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MUSKOGEE
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effectively by

of Eastern Oklahoma’s
$1,000,000,000 “‘buying in-
come” market is covered

TULSA'S EXCLUSIVE RADIO CENTER
AVERY-KNODEL, INC.

Radio Station Representatives
JOHN ESAU, Vice Pres. & Gen. Mgr.

schedules those markets or stations
that have rates that would be
grossly out of line with their po-
tentials in results. . .
Walliece H. Lancton
Diwrector, Radio & TV
Jackson & Co.
New York

[EDITOR's NOTE: Among the Jackson
& Co. TV accounts are Pequot Mills,
Berkshire Fine Spinning Co., Richard
E. Thibault, Warner Wallpaper Co. and
Flo-Bar Ltd.]

Wants ‘Orderly’ Business

EDITOR, BROADCASTING:

. . . We are making the televi-
sion rules right now. We can
avoid chaos if we make this an
orderly, sportsmanlike business.
Both radio and television have
enormous power to sell merchan-
dise at low cost, so the stations do
not need to sell their. time on the
scheming terms of a few bar-
gainers.

T. F. Flanagan

Managing Director

National Assn, of Radio Sta-
tion Representatives Ine.

New York

* Ed *

Wants Better Index

EDITOR, BROADCASTING:

As you certainly know, anybody
in broadcasting finds reading and
keeping a file of your magazine a

necessity. Your magazine is not

just light weekly reading, it is a
valuable reference work, . , .

You need a better index and
table of contents. . . .

I realize that indexing is trouble-
some and expensive, However, I
believe that most of your readers
would much appreciate this extra
service, and find it would increase
the value of an already valuable
journal.

Wailliam Marsh
Chief Engineer
WHHM Memphis.

[EDITOR’s NOTE: BROADCASTING'S
editorial board is making a study of
Mr. Marsh’s proposal.]

FOR THE PEOPLE
CBS Marks 600th Program

THE 600th broadecast of CBS’
People’s Platform was celebrated
May 21 with an appearance on the
air of Frank Stanton, CBS presi-
dent, and top miilitary leaders.

Mr. Stanton told listeners that
“your decision at the ballot box
will be sounder because you are
given the freedom to make your
own choice from among the dif-
ferent roads and opinions given
you” on People’s Platform.

Participants on the show were
Louis A. Johnson, Secretary of
Defense; Gen. J. Lawton Collins,
U. S. Army Chief of Staff; Lt. Gen.
Idwal H. Edwards, U, S. Air Force
deputy chief of staff for operations;
Adm. Lynde Dupuy McCormick,
vice chief of U. S. Naval opera-
tions, and Gen Clifton B. Cates,
U, 8. Marine Corps commandant.

BROADCASTING % Telecasting
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You wouldn’t expect to sell champagne to the
lollipop trade anymore than you'd expect to sell
your product to the wrong audience.

At KTRH it’s easy to find your customers. To sell
feed, flour or farm equipment—there’s the farm family
audience in the morning rural block.

For soap, soup or cereal-—the housewife audience

on mid-day wemen’s shows,

For cures, cars or cigarettes—the all-family audience
on evening CBS shows.

KTRH is first in number of BMB
listeners in Houston and the Texas
Gulf Coast area with 1129, audi-
ence Increase.

KTRH

CBS in Houston
John Blair — Nat’l Rep.
50,000 watts — 740 ke
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chicago PERIMETER
hrnadcastmg association

Low-Cost
Effective
Coverage
of the
Greater
Metropolitan

Area
of
Chicago

Station Coverage WJoL

Sold in Comhbination JOLIET
WJ0B

chicago perimeter | "™
broadcasting assn. | WKRS
185 NORTH WABASH AVENUE, CHICAGO 1, ILLINOIS WAUKEGAN
o e e oy s (WRIMN

Joseph He'r;h'e;, McGillvra, Inc. L ELGIN

Page 14 ® May 29, 1950

IR T e

/VGW

Lusiness

LRIV EE IR AR R IARRA AR RAELRCERALAR LR AR R LR T R R AR

HAP STICK Co., Lynchburg, Va. {Chap-Stick lip protector), through Law-
rence C. Gumbinner Ine., New York, schedules radio spot campaign during
summer months.

T

FOX DE LUXE BREWING Co., Chicago (beer), names Tim Morrow Adv., also
Chicago, to handle its account effective June 1. Mr. Morrow is account execu-
tive. Radio and television are planned.

FELS & Co., Philadelphia, for Felso (detergent), planning spot radic announce-
ments in selected Eastern and Midwestern cities early in June. Agency for
Fels is S. E. Roberts, Philadelphia. Elser & Cothran, New York, which handles
Fels’ publicity, was incorrectly identified as firm’s ad agency in BROADCASTING,
May 22.

HOLLYWOOD CANDY Co., Centralia, Ill. (Zero candy bar), beging one-minute
and 20-second TV spot campaign in eight markets June 5 for summer season.
Firm names Ruthrauff & Ryan, St. Louis, to handle its advertising.

WHITEHALL PHARMACAL Co. (Kolynos Toothpaste and Toothpowder),
appoints Biow Co., New York, to handle its advertising.

WORLD TRANSPORTATION FAIR, Santa Anita Park, Calif., appoints Dozier
Graham Eastman, Los Angeles, to handle advertising. Radio and television
will be nused for fair, to be held from May 30 to Sept. 8, 1951. Lionel Ormsby
is account executive.

CENTENNIAL TURF CLUB, Denver, appointa Mark Schreiber Adv., same city,
to handle its advertising. Transeribed spot schedule on 28 regional stations
scheduled to start in late June.

MUSIC EDUCATION INSTITUTE, San Francisco, appoints Umland & Co., same
eity. Television and radio will be used.

RENAULT SELLING BRANCH Inc., New York (automobiles), appoints Carl
Reimers Co. Ine., same city, to handle advertising. Spot radio is planned.

/Vetumtl geeoants * o o

GENERAIL MILLS, Minneapolis, renews five-a-week, 1:30 to 2 p.m., CDT time
period for 52 weeks on a 72-station NBC network for Live Like a Millionaire
starting June 5. Show replaces two 15-minute strips sponsored by General Mills,
Today’s Children and Light of the World.

LAMONT CORLISS & Co. (Nestle chocolate bar) will sponsor Mr. I-Magination,
featuring Paul Tripp, on CBS-TV, Sunday 6:30-7 p.m., starting in fall. Cecil &
Presbrey, New York, iz agency.

KELLOGG Co., Battle Creek, Mich, starts sponsorship of Howdy Doody on
NBC-TV Tuesday and Thursday effective June 6 for Rice Krispies, during
65:30-46 p.m. time period. “Snap, crackle and pop” puppet giveaway offer is
to be featured in commercials. Xenyon & Eckhardt, New York, iz agency.

COCA-COLA Inc. will sponsor Morton Downey in variety show on CBS Satur-
day, 10-30-11 a.m. effective Oct. 7. Mr. Downey is now heard on NBC three
times weekly, 11:16-11:30 p.m. Format of CBS series not yet set. Agency
for Coca-Cola is D’Arcy Adv., New York.

BLOCK DRUG Co. (for Amm-I-Dent toothpaste and tooth powder), signs for
mystery-play series on CBS-TV, beginning sometime in September. Show will
be viewed Tuesday, 10-10:30 p.m. Cecil & Presbrey, New York, is agency.

-ﬁdpeop[e e o o

ROLAND F. ROCHE, former manager of national youth market for Coca-Cola
Co., elected vice president in charge of advertising for Pepsi-Cola Metropolitan
Bottling Co., New York, wholly owned subsidiary of Pepsi-Cola Inc.

JAMES CALVIN AFFLECK, former advertising and sales promotion manager
for Radiomarine Corp. of America, RCA subsidiary, named to newly created
post of sales promotion manager, receiver sales division of Allen B. DuMont
Labs. Inc. HENRY R. GEYELIN, advertising manager for DuMont’s receiver
division who has held dual post of advertising and sales promotion manager, will
now concentrate on advertising.

ROL RIDER, formerly with Hollywood and Chicago offices of N. W. Ayer &
Son Ine., joins Carnation Co., Los Angeles, as assistant advertising manager for
Friskies Dog Food.

BROCADCASTING ® Telecasting
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...you cant cover California's Bonanza Beeline
without on-the-spot radio s

Visualize a big inland market, larger in area than Pennsyl-
vania plus Michigan. Give it 3 billion-in buying power . . .
more people than Los Angeles ., . . greater food sales than
Philadelphia.** Place it across California’s great central
valleys and western Nevada. You have the Bonanza Beeline! i

But don’t expect to cover it with outside radio. Beeliners,
remember, live remote from coastal influence — they’re in-
dependent inlanders. So the way to reach them is on their -
own stations . . . the five BEELINE stations.

Each BEELINE station gives you top coverage in its
own rich radius. With all five, you blanket the whole market.
Choose best availabilities on each station without line costs
or clearance problems. Combination rates.

Here's what you should know about
KMJ Fresno

BMB home-county weekly audience of 93% daytime, 95% at
night., {(And Fresno County is notion’s 2nd wealthiest farm
county.) Hoopers twice as high as next closest station for
Mon, thru Fri. 12 Noon - 6 P.M. period. 351,000 radic families e
in its 16-county 1%-billion-dollor orbit. 3 5

McClatchy Broadcasting Company

\

*Sales Managemens's 1950

Copyrighted Survey
SACRAMENTO, CALIFORNIA e  PAUL H. RAYMER CO., National Representotive g
KFBK KOH KERN KWG KMJ
Sacramento (ABC) Reno {NBC) Bakerstield (CBS) Stockton (ABC) Fresno (NBC)
: 50,000 watts 1530 ke. 5000 watts, day; 1000 watts, night 1000 watts 1410 ke. 250 watts 1230 ke.. 5000 watts 580 ke,
i : 3 3 ke. iy
sl ARG WAL x S e < J

BROADCASTING ® Telecasting May 29, 1950 ® Page 15



bows o the {inest nadio stations cu
ﬁm—MWﬂquMW

we have continuously senved séuce [95E:

WGR, Buffalo —WOC, Dcweav,écwz!;
WHO, Des 7Hoines —WDAY, Farge —

WMBD, Peoria.

FRE]E & pETERS, INC.

Pioneer Radio and Television Slalion Represenlalives
Since 1932

NEW YORK CHICAGO ,
ATLANTA DETROIT FT. WORTH HOLLYWOOD SAN FRANCISCO




EAST, SOUTHEAST

WBZ-WBZA Boston-Springfield NBC 50,000
WGR Buffalo CBS 5,000
WMCA New York IND. 5,000
KYW Philadelphia NBC 50,000
KDKA Pittsburgh NBC 50,000
WFBL Syracuse CBS 5,000
WCSC Charleston, S. C. \ CBS 5,000
WIS Columbia, S. C. NBC 5,000
WGH Norfolk ABC 5,000 |
WPTF Raleigh NBC 50,000
WDBJ Roanoke CBS 5,000

MIDWEST, SOUTHWEST

WHO Des Moines NBC 50,000
WOC Davenport NBC 5,000
WDSM Duluth-Superior ABC 5,000*
WDAY Fargo - NBC 5,000
WOWO0 Fort Wayne ABC 10,000
WISH Indianapolis ABC 5,000
KMBC-KFRM Kansas City CBS 5,000 ’
WAVE Louisville NBC 5,000
WTCN Minneapolis-St. Paul ABC 5,000
KFAB Omaha CBS 50,000
WMBD Peoria CBS 5,000
KSD St. Louis NBC 5,000
KFDM Beaumont ABC 5,000
KRIS Corpus Christi NBC 1,000
WBAP Ft. Worth-Dallas NBC-ABC 50,000
KXYZ Houston ABC 5,000
KTSA San Antonio CBS 5,000

MOUNTAIN AND WEST

KOB Albuquerque NBC 50,000
KDSH Boise CBS 5,000
KVOD Denver ABC 5,000
KGMB-KHBC Honolulu-Hilo ' CBS 5,000
KEX Portland, Ore. ABC 50,000

KIRO Seattle CBS 50,000



ALL BALLED UP

It’s easy to get confused about the best radio buy in
Baltimore. With so many claims and counter-claims
filling the air, you can become just as tangled-up as
this puppv.

But ore thing is crystal-clear—the big bargain buy
is W-I-T-H.

W-I-T-H is the station that delivers more home
listeners-per-dollar than any other station in town.
And tn addition, a survey made under the supervision
of the Johns Hopkins University showed that of all
radios playing in taverns, 67.3% were tuned to

W-I-T-H.

That means that you get big results from small
appropriations on W-I-T-H. Call in your Headley-Reed

BALTIMORE, MARYLAND

man and get the whole W-I-T-H story today!
TOM TINSLEY, President . Represented by HEADLEY-REED
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AUTO BUDGETS READY TO BOOM e rv sice e

WITH LABOR PEACE re-
stored in their field, automo-
tive manufacturers are ad-
dressing themselves to a pro-
gram of advertising that
promises to establish the in-
dustry as one of the most en-
thusiastic users of radio and
television in the country.

At least two major car com-
panies are considering heavy spot
schedules, and three others are aec-
tively searching for television pro-
grams to start next fall.

Among cars anticipating radio
and television spot schedules for
next fall are Nash, through Geyer,
Newell. & Ganger for its new small
ear, and Lincoln-Mercury which is
thinking of a radio version of its
television show Toast of the Town,
to be placed on a regional basis in
markets where the TV version
isn’t presented.

Chevrolet dealers are understood
to be considering a spot campaign
on a local and regional basis to
start sometime in July. Campbell-
Ewald, New York, is the agency.

Major Budgets Planned

Those understood to be readying
major budget allotments to net-
work television are Buick Division
of General Motors, through Kud-
ner Agency; Kaiser-Frazer through
William H. Weintraub Co., and
Dodge Division of Chrysler Corp.
through Ruthrauff & Ryan.

The present state of active ad-
vertising planning follows the
settlement of the 100-day Chrysler
Corp. strike and the peaceable
negotiation ¢f a new five-year Gen-
eral Motors contract.

Despite labor difficulties that for
three months halted the production
of Chryslers, Dodges, Plymouths
and DeSotos, when advertising was
kept to the barest minimum, the
automotive industry spent almost
as much money for network radio
time during the first four months
of this year as in the similar pe-
riod of 1949. a

Gross national network time pur-
thases of automobile manufae-
turers, January through April 1350,
totaled $1,423,855, compared with
$1,787,739 for the same four
months of 1949, according to the
records of Publishers Information
Bureau, which keeps score on the
expenditures of network adver-
tisers.

TV network advertising from

BROADCASTING .¢

the auto makers on ABC, CBS and
NBC (with DuMont figures not
available) totaled $899,722 for the
first four months of 1950, almost
seven times the $129,780 this group
spent for time on all four TV net-
works in the same period of last
year.

Generally, radio and television
activity in the motor industry can
be summarized as follows:

Ford is keeping a heavy televi-
sion schedule. Ford dealers are
reported about to renew Ford The-
atre on CBS-TV alternate weeks,
through Kenyon & Eckhardt. Ford
Motor Co., through J. Walter
Thompson, sponsors Xay Kyser on
NBC-TV each Thursday and the
Wednesday portion of Kukla, Fran
& Ollie on NBC-TV.

Chevrolet Continues Sponsorship

Chevrolet, leading the motor
industry in sales, is still sponsor-
ing Teletheatre, its half-hour dra-
matic show on NBC-TV, but plans
an eight-week summer hiatus.

General Motors Division, Pontiac,
is biding its time. MacManus,
John & Adams, Pontiac agency, is
reported to be building a new spot
schedule which, now that the labor
negotiation has been resolved, is
expected to be launched.

A brighter spot is Oldsmobile.
Always a heavier user of spots in
both AM and TV, Olds is still
carrying three spots per week on
164 AM stations, and three per
week on 33 TV outlets. In addi-
tion, the Douglas Edwards news
program is being sponsored on
11 CBS-TV stations. This program
is being directed and placed from
D. P. Brother Inec.

Hudson One of Spot Leaders

Among the independents, Hudson
Motor Car Co. is one of the leading
spot users. Though slightly off
from a high of almost 800 stations
earlier this year, Hudson is still
placing spots on nearly 500 stations.
Stations on the list are getting
five spots per week for two weeks
out of each month. Campaign is
placed by Brooke, Smith, French
& Dorrance.

* Nash has completed a $250,000
spot buy to help introduce its new
small convertible, the Rambler.
The schedule ran for four or five
weeks on 1,250 AM stations and 67
TV. Nash, through Geyer, Newell
& Ganger, is said to be considering
national TV, but a spokesman said:

“We are not blind to the fact
television covers but 129 of the
sales possibilities of the country,

and are not ignoring AM radio.”

Packard is another motor maker
with a strong investment in TV.
It has renewed sponsorship of
Holiday Hotel on ABC-TV in 14
live markets, and 32 kinescoped
areas. Packard hit the AM spot
market heavily earlier in the
spring, with a five-week campaign
over 150 stations. Young & Rubi-
cam is the Packard agency.

Dodge-Plymouth dealers are to
start a new spot campaign in De-
troit this week, with other markets
being added immediately. A four-
week campaign is listed, with two
Class A spots per day, if avail-
able. Sporadic efforts were made in
400 markets.

Roller Derby Telecasts

Dodge Division of Chrysler Corp.,
through Ruthrauff & Ryan, New
York, has bought part of the world
series of the roller derby to be tele-
cast June 3, 4 and.8 by ABC-TV
from Madison Square Garden.
Dodge will sponsor the Saturday
June 3 portion from 10 p.m. to
conclusion, and the following day
will sponsor the 3:30 p.m. to econ-
clusion telecast of the event. The
finals, which will be on June 8, will
be sponsored by Dodge from 10 to
10:30 p.m. and by Blatz Brewing

{Continued on Dvage 52)

ANTENNA RULES

ANTENNA-SITE standards de-
signed to minimize the perennially
troublesome problem of CAA ap-
proval were officially proposed by
FCC last week-—seemingly little
changed in substance from those
which drew broadecasters’ fire when
informally advanced a year ago.

The Commission also issued a
proposed codification and simplifi-
cation of its present requirements
for the painting and lighting of
towers, and, as a matter of “gen-
eral information,” outlined a speed-
up plan which government aviation
authorities propose to follow in
processing antenna-site applica-
tions.

Except for insertion of a “grand-
father clause” which broadcasters
had demanded and a revised pass-
age on instrument approach area
protection which was open to con-

Proposed Standards Set

flicting interpretations, the pro-
posed criteria as well as the pro-
cessing procedures are generally in
line with plans outlined in govern-
ment-industry conferences last
May [BRrROADCASTING, May 2, 9, 30,
1949].

Estimates Watered Down

Government authorities appeared
to have watered down their original
estimates that the standards would
make antenna-site studies unneces-
sary for perhaps as many as 809%
of the applications received by
FCC. The Commission said, how-
ever, that “in many cases” the plan
will enable broadcasters to make
definite selection of satisfactory
gites in advance.

Broadcasters felt it was clear,
on the other hand, that the pro-
posals would severely restrict the
choice of locations for television

Text of Proposed Antenna-Site Criteria, page 40

Telecasting

and FM towers in particular, espe-
cially in the immediate vicinity of
large cities.

FCC authorities emphasized that
the requirement of “special areo-
nautical study” for tower proposals
which exceed the specified mini-
mum limitations does not mean
that such proposals would auto-
matically be rejected. It means only
that the possibility of a hazard to
air navigation is present in those
cases, they said, and that the
appropriate government bodies
want to examine them before giv-
ing approval.

The “grandfather clause,” pro-
mised at broadcasters’ insistence at
the 1949 meetings, stipulates that
existing structures and those au-
thorized prior to the effective date
of the standards shall not be af-
fected. Nor would future changes
in the standards or in the location
of airports impose any new re-
striction upon then-existing or au-

(Continued on page 40)
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COURT UPHOLDS PETRY

NEW YORK State Court of Appeals last Thursday, in a decision
unanimously reached by the seven judges, ruled that Edward Petry, as
majority stockholder in Edward Petry & Co., station representative
organization of which he is also president, is entitled to increase the

number of directors of the com-
pany if he so desires, regardless
of & provision of the firm's by-laws
limiting the number of directors
to four.

Decision upholds that of the ap-
pellate division of the New York
Supreme Court [BROADCASTING,
July 4, 11, 1949] in dismissing with
costs the suit of Henry Christal,
secretary and treasurer of the
company, to restrain Mr. Petry
from upsetting the two balance
on the Petry board which Mr.
Christal alleged had been orally
agreed on at the time of the firm's
formation in 1934. i

As the action is based on New
York state law, there can be no
further appeal beyond the Court of
Appeals, highest court in the state.
Neither Mr. Petry nor Mr. Christal
was immediately available for com-
ment as to what effects the deci-
sion will have on the organization
and operation of the Edward Petry
Co.

History of the case was de-
seribed in the majority opinion of
the appellate division ag an “action
brought by Henry Christal, a
stockholder owning 44% of the
voting stock of Edward Petry &
Co. Inc,, a New York corporation,
to restrain defendant, Edward
Petry, a holder of 51% of the vot-
ing stock, from proceeding with a
plan initiated by Petry to increase
the number of directors of the
corporation from four to five. The
complaint alleges an agreement
between plaintiff (Christal) and
Petry to the effect that the board
of directors of the corporation
should at all times consist of four
members; that Petry and the

E
plaintiff should have equal repre-
sentation on the board of direc-
tors; that each at all times should
have the right to nominate and
elect two of the directors, and that
Petry and plaintiff were to have
equal control over the management
of the corporation.

“The primary question . .. is as
to whether there is a valid agree-
ment which precludes Petry as
holder of record of a majority of
voting stock from exercising his
statutory right to effect an amend-

Christal Suit Is Dismissed

ment to the certificate of incorpo-
ration so as to increase the number
of directors from four to five and
by that means to give him control
over its managements.”

In deciding that Mr. Petry did
have that right, the three appellate
division judges concurring in the
majority opinion based their de-
cision largely on the testimony of
Edward E, Voynow, manager of
the company’s Chicago office and
a 5% stockholder, that when it was
agreed to divide the profits of the
business equally among Messrs.
Petry, Christal and Voymow, Mr.
Petry had stated that while Mr.
Voynow was becoming a one-third
partner in the earnings of the com-

VIRGINIA ASSN.

Elects Shultz
President

JOHN M. SHULTZ, general manager of WMVA Martinsville, last
Friday was elected president of Virginia Assn. of Broadcasters for a
one year term at the annual meeting of the association at the Tides

Inn, Irvington, Va.

James Moore, WSLS Roanoke,
was elected viece president and
Charles Blackley, WTON Staun-
ton, was elected secretary-treas-
urer.

New directors are Campbell
Arnoux, WTAR Norfolk; C. T.
Lucy, WRVA Richmond; R. San-
ford Guyer, WBTM Danville; Jack
Weldon, WWOD Lynchburg; and
R. H. Smith, WCYB Bristol.

Voted down at the closing ses-
sion was a resolution proposed by
the resolutions committee which
would have deprecated the accept-
ance of off-rate card business in
the mail order category, particu-
larly because of the failure of
certain agencies to fulfill commit-
ments in delivery of merchandise
and payment of bills. A similar
resolution had been unanimously

He succeeds Phillip P. Allen, WLV A Lynchburg.

*

approved by the North Carolina
Assn. of Broadcasters at Chsapel
Hill earlier in the week (see story
page 25).

The unfavorable vote followed a
floor discussion with a majority
of the delegates harboring the
view that the matter was one for
individual station handling rather
than for association action.

Among other actions at the clos-
ing session, the VAB commended
Mr. Lucy, and other members of
the legislative affairs committee
for carrying to successful conclu-
sion legislation exempting Virginia
radic from municipal franchise
taxes. Resolutions also were
adopted commending Mr. Allen,
and all officers and directors for

(Continued om page 42)

pany “you are not going to be a
one-third partner in the control of
the company because I have a 51%
control of it and I won't give up
any of mine.”

Mr. Christal testified that at the
time of incorporation it was de-
cided that it would be helpful to
Mr. Petry to own B51% of the stock
but that this was not “in any way
to affect the relationship” between
them for control of the company,
according to the appellate division
majority opinion, which continued:

“To carry into effect this' ar-
rangement, according to plaintiff,
the attorney who drew up the cer-
tificate of incorporation caused it
to provide for four directors and
also had a similar provision in-
serted in the by-laws of the corpo-
ration. The by-laws contained a
further provision for their amend-
ment by an affirmative vote of 75%
of the stockholders. However, no
such limitation was contained in
the corporate cumulative voting re-
guired under the by-laws which
plaintiff asserts were adopted so
as to keep control between Christal
and Petry evenly balanced.”

Noting that the business had
been “highly successful and appar-
ently over the years no question
ever came up as to who was in
control,” the opinion pointed out
that differences ‘“have recently
arisen” between Mr. Petry and Mr.
Christal over management policies.

To resolve those difficulties and
gain control, Mr. Petry called a
special meeting of the stockholders
to increase the board membership
from four to five. Mr. Christal
then brought suit to restrain Mr.
Petry from doing this. “After a
trial, a referee designated by the
parties to hear and determine the
issues granted substantially all the

(Continued on page 42)

OPERATING

INDUSTRYWIDE trend toward
rising station operating costs is
starting to level off for the first
time in several years, judging by
early returns from the NAB’s sec-
ond annual study of broadeast ex-
penses.

This leveling-off process as it af-
feets the South Atlantic area was
reported to the Virginia Assn. of
Broadcasters at its Thursday meet-
ing held at Tides Inn, Irvington,
Va., by Richard P. Doherty, NAB
employe-employer relations  di-
rector.

Tendency of selling expenses,
particularly, to increase was found
in NAB’s analysis, in which the Re-
search Dept. is cooperating. Only
exception to this trend was found
in low-income stations in the South
Atlantic Area.

With about 62% of stations show-
ing an increase in gross revenues,
NAB found that the average in-
crease for this group was 11% from
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COSTS

1948 to 1949. Of the 389% of South
Atlantic stations showing a decline,
the average loss was 8%, Mr.
Doherty told the Virginia group.

Stations enjoying the best rev-
enue increase were in the $100,000-
$200,000 annual revenue class, with
$75,000-$100,000 ranking second,
Mr. Doherty said.

Revenue Decreases

In the case of stations that fell
off in revenue from 1948 to 1949,
the highest decline occurred among
stations with annual revenue under
$75,000.

Best improvement in operating
cost ratio was found in the $100,-
000-$200,000 and $200,000-$300,000
categories.

As a rule payrolls were held to
the 1948 level, according to Mr.
Doherty. Ratio of payrolls to oper-
ating revenues remained about the
same except at stations doing busi-
ness of less than $75,000 a year.

Are Leveling Off, Doherty Reports

Current economic trends empha-

.size the increasing need for more

effective station cost control and
greater sales efforts, Mr. Doherty
said, describing econtrol of reduec-
tion of operating costs as ‘“‘one of
the most pressing problems facing
the industry.”

In his South Atlantic analysis
Mr. Doherty said, “The year 1949
saw station operating costs increase
slightly more than did station rev-
enues; it also saw a larger segment
of the stations in the area oper-
ating at a loss than in any previous
year.

“The aggregate picture of South
Atlantic stations which operated in
the black indicated an increase of
nearly 4% in stations revenues in
1949 compared with 1948. However,
the tendency among these stations
was for operating costs to rise, with
the result that the total operating
ratio rose barely 2% above last
year.

BROADCASTING *

“The number of loss stations was
higher than in 1948, With the
sample of the South Atlantic area,
51 stations failed to make a profit.
Forty-two percent of these 1949
loss stations were in the below
$50,000 gross revenue -category;
46% were in the $50,000 to $100,000
bracket; and 12% had incomes
above $100,000.”

Mr. Doherty gave the Virginia
group these figures on station oper-
ating ratio (percent of total income
to dollar expenditures), applying to
profit stations only:

Station Class 1949 1948
Under $50,000 .899% 89%
$50,000-$75,000 87 87
$75,000-$100,000 84 84
$100,000-$125,000 86 82
$125,000-$150,000 88 84
$150,000-$200,000 87 84
$200,000-$250,000 83 81
$250,000-$1,000,000 74 72

“The fact that operating costs
(Continued on page $2)
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RADIO’S ‘GOLDEN ERA’

RADIO generally, and local radio
in particular is on the threshold
of “a golden era” in both TV and
non-TV homes and areas.

This prediction
was made Thurs-
day by Charles
W. Shugert, as-
sistant to the
manager of the
promotion-adver-
tising depart-
ment, Shell Oil
Co. Addressing
the Ohio Assn. of
Broadcasters in
Columbus (see
convention story, page 44), Mr.
Shugert offered “a prosperity pro-
gram for the radio industry in the
age of television.”

Mr. Shugert is a past president
of the Industrial Advertising Assn.
of New York and at present is
secretary-treasurer of the National
Industrial Advertising Assn. Shell
is one of the nation’s largest spot
users and currently sponsors 53
separate radio programs in as
many markets.

Proper promotion and program-
ming, Mr. Shugert said, “can mean
more radio sets manufactured and
sold; more radio listening; more
advertising revenue for radio; more
product brand acceptance via radio,
and more all-around value per ad-
vertising dollar for the radio spon-
sor.”

Mr. Shugert

Step Lively Warning

Warning broadcasters they will
have to hustle from now on for
their “rightful share of the spon-
sor’s advertising dollar,” he pre-
dicted TV will have a major effect
on all advertising media. He said
he doesn’t helieve radio is “a dead
duck” as an entertainment and ad-
vertising force, as predicted in
some quarters.

“Radio must act fast,” Mr. Shu-
gert said. “The millions of dollars
spent this year by leading Amer-
ican companies, and the return to
radio by many big advertisers after
a year’s absence, are proof that ra-
dio still sells merchandise—locally
and nationally.

“If properly developed, radio
may become bigger than ever. A
recent poll hy Fortune magazine
disclosed that radio is still the No.
1 leisure time activity of more
than half the population. Radio
listening is twice as popular as
watching sports events, visiting
with friends, playing outdoor
sports, going to the movies, or
reading hooks and magazines.”

Mr. Shugert said that with 50
million radio sets sold since the
war, there are 85 million radios in
use today compared to around §
million TV sets, with “more radio
sets in repair shops today than
television sets in homes.” At the
same time, he added, radio adver-
tising revenue is increasing in

ership increase is more than 65%,
he said, with home listening up
more than 50% along with 156 mil-
lion auto receivers.

The away-from-home listening is
too often overlooked, he continued,
comparing this oversight to a situ-
ation in which a newspaper failed
to include in circulation claims the
papers read in streetears and huses.
He cited radio and circulation
studies of BMB, Hooper, Nielsen,
Psychological Corp. and other re-
search firms.

“On the basis of comparative
audience statistics (TV vs. radio)
large sponsors are returning to ra-
dio,” Mr. Shugert said. “Grove
Laboratories have returned to the
air this year to split-sponsor The
Shadow. This year Luden’s re-
sumed its winter participation in
CBS’ Sing It Again after 12 months
absence.

“Sweetheart Soap picked up
Mary Margaret McBride after
dropping her for & year. And, after
an absence of three years, H. J.
Heinz returned to network radio in
1950 with the Adventures of Ozzie
& Harriet over 270 ABC stations.

Radio Holds Fast

“Another recent survey by
Hooper discloses that the first 11
most popular programs in the Los
Angeles area, considered the home
of the entertainment industry, are
still radio programs. Of the first
15, only two are television pro-
grams. And yet, as of March 1,
there were more television sets in
Los Angeles than in any other city
in America, except New York
City.”

Shugert Sees Prosperity Déspite TV

Describing the typical day of an
average housewife, Mr. Shugert
predicted “daytime radio will grow
bigger than ever. I really doubt
that the millions of housewives,
who are today the steady fans of
soap opera, will ever have the lei-
sure to sit down and watch daytime
television.

“Daytime radio permits the
women to go about their normal
household duties without interrup-
tion. Many of these hardworking
women, with the responsibility of
a household on their shoulders,
would suffer pangs of conscience if
they permitted themselves the lux-
ury of ‘sitting one out’ during the
afternoon when so much remains
to be done.

Daytime Radio Rates High

“Daytime radio can well become
the premium time on the air,” he
said.

After comparing the degree of
concentration required for TV
viewing and radio listening, Mr.
Shugert said portability is another
advantage of radio with millions
hearing programs on portable sets
at beaches, parks, picnics and else-
where.

“It seems to me that radio has
a power and an appeal which can’t
be erased overnight by any me-
dium, including television,” Mr.
Shugert declared. “Radio has a
place in the American social fabric
which cannot be destroyed.” Citing
the example of a Christmas appeal
on the Jack Berch program, he
said, “You can’t dismiss such pow-
erful selling appeal.”

Mr. Shugert said he is certain

N

that radic has many prosperous
years ahead, hut added, “I also be-
lieve that, from now on, you men
must work—and work hard—for
the sponsor’s advertising dollars.”
He offered the following program
of “immediate action” by the
broadeasting industry:

1. Radio should review the entertain-
ment value of its programs. New and
original programming is vitally neec-
essary at this time. The creative peo-
ple of radio should be given a freer
hand to build new and more interesting
programs. Radio must display the
same originality, imagination and in-
genuity it exhibited in the early days
of its growth.. The best and most ex-
perienced brains in the entertainment
world are in radio. Let’s use them.

2. Radio should make a serious effort
to win back its summer audience.
There should be no let-down in pro-
gram quality during the summer
months. The growth of portable radio
sales is indication enough that people
want to listen to radio wherever they
go during the summer, to the beaches,
parks, or even to the ball game. Give
them the chance. Give them summer
programs worth listening to. Remem-
ber, here is one way in which you can
take listeners away from television.
During the hot summer months, many
people don’t want to sit in a closed,
darkened room watching television.
Here’s a chanee to turn the tables on
TV.

3. Radio should launch a vigorous
campaign of program promotion. I
believe a station should spend approxi-
mately 5% of the time cost of any
program in a campaign to prombote
that program among the sponsor’s
dealer organization. Not only would
this build up an audience for that par-
ticular program among the sponsor’s
own dealer group, but it would also

(Continued on page 4i4)

ALTERNATE

ACCEPTANCE by a numher of
stations of a Cunningham & Walsh
proposal to change Chesterfield
spot schedules to an alternate week
basis [BROADCASTING, May 8, 15]
last week prompted another large
agency to consider similar revision
for some of its clients.

R. C. Grahl, timebuyer of Wil-
liam Esty Co., sent a letter to sta-
tion representatives asking for
identities of stations that would
accept contract revisions to the
unprecedented every - other - week
schedules.

“Please give us a list of your
stations which are taking this type
of husiness,” wrote Mr. Grahl, “as
we may wish to make similar ar-
rangements on some of our con-
tracts.”

Asked for comment on Mr.
Grahl’s letter, T. F. Flanagan, man-
aging director of the National
Assn. of Radio Station Represent-
atives, issued a eriticism of sta-
tions that had yielded to the

: :Chesterfield proposal, which he de-

many aspects, particularly -spot.. . scribed as a “serious breach in the

time sales. The post-war set own-

customs of the broadcasting busi-
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WEEK SPOTS st tokes pions

ness.” NARSR has taken a firm
stand against such revisions in
practices.

Full text of Mr. Grahl’s letter to
representatives read:

We understand some stations are
now accepting “fixed” spot business
on an every-other-week basis.

Please give us a list of your sta-
tions which are taking this type of
business as we may wish to make
similar arrangements on some of our
contracts.

If you do this for one advertiser,
you should do it for others.

To save time, you may write your
answer on this letter,

Flanagan’s Comment

Mr. Flanagan, asked hy BROAD-
CASTING for comment on what ap-
peared to be the development of a
trend, said:

“I*have heard that Mr. Grahl
has sent such a letter to station
representatives. Of course he is
entirely right that all advertisers
deserve equal treatment, terms and
time rates from broadcasting sta-
tions.”

Saying that Mr. Grahl obviously

was referring to the Chesterfield
innovation, Mr. Flanagan added:

“Those few stations that thought-
lessly accepted the Chesterfield
contract amendment will now see
that they have made a serious
breach in the customs of the broad-
casting business—a breach that is
bound to have an adverse effect on
their incomes.

“Broadcasting is too powerful
a sales medium—it produces such
high volume husiness for adver-
tisers at such low marketing cost—
that stations need not go bankrupt
in delivering their service to ad-
vertisers.

“They should stick to published
rates and terms. They need not
succumh to the wiles of the har-
gainers.”

Although Mr. Grahl made no
mention in his letter of clients for
whom Esty was considering sched-
ule alterations, it was regarded as
probable that one he had in mind
was Camel cigarettes, a spot ac- .
count as heavy as Chesterfield.
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LISTENERS BECOME CUSTOMERS schven Cis impe

STATISTICAL evidence of a cor-
relation between the believability
of radio commercials and sales of
the product advertised was pre-
sented last week in New York by
Schwerin Research Corp.

The new study was unveiled by
Horace Schwerin, president of the
firm, who said it served to prove
his contention that despite the
growth of television “radio c¢an sell
two or three times the amount
of sponsors’ goods that it now
sells.”

The Schwerin study, called “How
To Turn More Radio Listeners Into
Customers,” received the endorse-
ment of Hugh M. Beville Jr., NBC
director of plans and research.

Mr. Beville pointed out that the
Schwerin company had been under
retainer from NBC for several
years to perform the primary job
of testing programs, but he thought
that the Schwerin analysis of last
week, from the standpoint of the
industry as a whole “is more im-
portant than the Schwerin pro-
gram findings.”

The Schwerin analysis involved
re-examination of some 500,000
individual reactions to 1,500 radio
programs and 2,300 commercials
over the past several years.

Queried on Product Use

Among questions that the
Schwerin company has been asking
of its selected studio audiences in
tests of programs already on the
air are whether or not the partici-
pants in the tests were listeners
to the programs as broadcast and
whether or not they used the
products advertised.

By applying those data, plus
other information on socio-eco-
nomic levels, the Schwerin company
was able to create for each of a
number of programs two groups of
several thousand each, matched in
most important characteristics ex-
cept that one group was composed
eéxclusively of listeners to eack
program and the other of non-
listeners.

In each group users of the ad-
vertised product were counted. The
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difference in the number of users
per every thousand listeners and
per every thousand non-listeners
was presumed to be attributable to
exposure to radio.

Mr. Schwerin explained that
“such variables as exposure to
other advertising media tend to
randomize when samples of this
size are being used.”

Result of the analysis showed
that there was a positive cor-
relation between Schwerin records
of believability and remembrance of
commercials and the use of the
advertised products among lis-
teners to the program on which the
commercials were aired.

Believability Important

When a commercial gained a
high believability and remembrance
score in the Schwerin studio audi-
ence tests, there were more extra
customers per thousand listeners
to the program on which the ecom-
mercial was used; when its be-
lievability score was low, there

were fewer extra users per thou-
sand listeners.

According to the Schwerin find-
ings, program popularity ratings
influence on the fre-

exert less

quency of use of products by lis-
teners than do the believability
and remembrance scores of the
commercials themselves,

Mr. Schwerin cited the case of
one advertiser who sponsored five
network programs, with widely
varying popularity ratings and
widely varying extra users per
thousand scores.

Of the five programs, the one
with the highest popularity rating
delivered the fewest extra users of
the sponsor’s product per thousand
listeners.

“The effectiveness of a radio
program, sales-wise, can be said
to equal the size of its audience
times the percentage who buy the
product,” Mr. Schwerin said in his
presentation, “The percentage who
buy the product is the direct func-
tion of how well the message is re-
membered and believed.

“Doubling the size of the audi-
ence is an expensive and sometimes
impossible task; doubling, or even
tripling, the remembrance and be-
lievability of its commercials re-
quires only intelligent effort.”

To achieve high believability
scores for commercials, Mr.
Schwerin suggests that advertisers
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follow a principle of *psychologi-
cal compadtibility,” his own term.

His definition of *“psychological
compatibility” is ‘“making your
commercials take advantage of the
audience’s reason for listening to
the program.”

Mr. Schwerin described the evo-
lution of commercial techniques in
one serial drama to illustrate how
psychological compatibility was
achieved. When the commercial,
in the form of a testimonial
throughout the evolution, was de-
livered by a beauty expert, 17%
of the women listeners believed and
remembered -it. When a showgirl
read the same commercials, the
score went up to 25%. A profes-
sional woman'’s delivery of the tes-
timonial elicited a 42% score.
But a housewife’s reading scored
highest of all, 45%.

Type of Delivery Important

Mr. Schwerin explained that the
housewife's delivery ‘“borrowed”
from. the serial drama program,
whose basic appeal was to house-
wives. When the same commercial
was read by the same housewife on
a different program, a mystery
show, it scored less than 6% in
remembrance and believability.

Turning to examples of how his
theories of psychological compati-
bility had been put to practical
test, Mr. Schwerin said that by im-
proving believability and remem-
brance of commercials and retail-
oring programs on the basis of
Schwerin tests, the sponsor of one
news show increased extra custom-
ers per thousand listeners 450%.

“Radio can sell as much or more
merchandise than it ever sold prior
to television,” said Mr. Schwerin,
“if it takes advantage of its op-
portunity to improve its quality.
. . . By qualitative improvement
of commerecials and programs,
which will be dirvectly reflected in
sales, the radio audience—still tre-
mendous—can be turned into cus-
tomers in such numbers as to com-
pletely compensate for the loss of
listeners due to TV.”
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Happy Bithday at 270 Park Quenue:

BAB MARKS IST YEAR Yith Normar” Week

BROADCAST ADVERTISING BU-
REAU has a birthday this week—
its first—but none of its hurrying
and harried staff will. spare the
time to cut a cake, let alone bake
one.

The event will be marked by no
more than the usual turmoil that
prevails in BAB, an organization
which in its short existence has in-
undated the broadcasting industry
with such a flood of sales promo-
tional material and energy as it has
never seen before.

This week will be a normal one
for BAB.

Maurice B. Mitchell, BAB direc-
tor and principal evangelist among
radio salesmen, under the pres-
sure of mounting work cancelled a
trip to a National Retail Dry Goods
Assn, convention in Los Angeles.

Meg Zahrt, BAB assistant diree-
tor and expert on retail advertis-
ing, was to attend the NRDGA,
then will fly to Cleveland to attend
the convention of the Assn. of
Women Broadcasters. -

Batson at AFA Meet

Charles Batson, BAB assistant
director and television specialist,
will be attending the Advertising
Federation of America convention
in Detroit.

At BAB’s New York headquar-
ters the rest of the skeleton staff
includes four super-secretaries who
will be too preoccupied with work-
ing on projects for the next year
to celebrate accomplishments of the
one that has passed. A fifth girl,
who completes the eight-member

BAB staff, will be absent on vaca-
tion.

Almost any week picked at ran-
dom from the BAB schedule in the
past year would have looked ap-
proximately like this one.

Since June 1, 1949, when BAB

- MAURICE B. MITCHELL
Director, BAB

was officialy established by the
NAB, Mr. Mitchell has flown more
than 100,000 miles, delivered 75
speeches and added an imperishable
phrase to the lexicography of
broadcasting. “Mitch’s Pitch” is
now synonymous with hell-for-
leather salesmanship that elevates
the radio story to a level of pure
gospel.

The organization has risen en-
ergetically above the limitations of
modest budget to make itself the
delight of broadcasters and the
despair of rival media. The News-
papers’ Bureau of Advertising al-
ready has issued a call to rally its
members in a counter-offensive
“while BAB is still in the organ-
izational stage and not conditioned
to shock.”

BAB was founded by NAB as an
invigorated replacement for what
had been the Broadcast Advertising
Dept. of the NAB.

The Broadecast Advertising Dept.,
which Mr, Mitchell headed from
Cctober 1948, until the formation
of BAB, had a budget of $63,000 a
year, not enough in opinion of Mr.
Mitchell and many others to finance

aggressive action,

The department’s budget was
raised to $78,000 in 1949, still an
inadequate amount to manage the
functions that Mr. Mitchell and his
supporters hoped to perform.

At the meeting of the NAB board
coinciding with the NAB April 1949
convention, Mr. Mitchell proposed
the creation of an organization that
would ultimately become a central
bureau to provide information for
both buyers and sellers of time and
could act for broadcasters as a
whole, thus gaining admittance to
places where individual broadcast-
ers could not go.

Budget Increase Asked
Mr. Mitchell asked for a budget-
ary increase of $100,000 immedi-
ately, added to the $78,000 already
budgeted for 1949 for the broad-

‘cast advertising department, and

for authority to move the organiza-
tion to New York, the principal
center of business.

The NAB board that April au-
thorized. the $178,000 budget for
the year April 1949 to April 1950
and BAB was officially formed the
following June.

In August, BAB moved to New
York in the quarters that had been
occupied by. the expiring Broad-
cast Measurement Bureau at 270
Park Ave.

In the preceding July, however,
the NAB board withdrew $50,000
of the budget it had allocated to
BAB and set un the organization’s
new budget—about $127,000—on a
July to July basis. At the same
meeting the board voted to sepa-
rate BAB from NAB within a year,

. but this was later discarded.

Budget requests and withdrawals
have continued to trouble BAB.
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When the NAB board requested

budget estimates last November, '

Mr. Mitchell proposed one of $243,-
000 for BAB. Deferring decision
until its meeting last February in
Phoenix, the board then granted
him a budget of $200,000 with the
provision that all revenue from
BAB would be diverted into the
NAB.

Last year BAB took in some
$30,000 from the sale of promo-
tional material. Being able to re-
tain this amount, BAB actually
operated on a total budget of a
little less than $160,000, including
its $127,000 allocation from NAB,
before the February board action.

The question of when to cast
BAB loose as an autonomous or-
ganization has recently been raised
again. Justin Miller, NAB pres-
ident, has suggested to NAB board
members that the subject be con-
sidered at their next meeting.

Despite changes in the NAB

board’s attitudes toward BAB’s.

future and finances, BAB has
turned out an impressive amount
of work in the single year of its
existence,

BAB Projects Cited

Its first major project was the
production of a strip film, “How
To Turn People Into Customers,” a
vigorous, competitive sales talk for
radio that could be used by individ-
ual stations to drum up local busi-
ness. To date 475 stations have
bought prints of the film at $15
each. Mr. Mitchell estimates that
at least 100,000 advertisers, agen-
cies and other businessmen have
seen it.

The strip film was frankly in-
tended to counteract another strip
film, “This Little Product Goes To
Market,” that had earlier been pro-
duced by the Bureau of Advertising
of the American Newspaper Pub-
lishers Assn. and was enjoying con-
siderable success.

The fact that the BAB film sup-
plied tough competition was at-
tested to by a recent confidential
report by the Bureau of Advertis-
ing to its members. Parts of the
report are herewith quoted: “Don’t
underestimate radio’s competitive
power on the local front. . . . That’s
not just our own opinion but also
the considered judgment of a long
standing bureau member who’s in
a better position than most to
evaluate just what radio’s current
activities mean—including specifi-
cally the BAB strip film presenta-
tion, ‘How To Turn People Into
Customers,’ and the loudly fan-
fared new promotion motion pic-
ture, ‘Lightning That Talks.’ . . .

“ ‘Lightning That Talks’ has been
a wet firecracker in many places
where it’s been shown, instead of
a thunderbolt, but . . . there is
method in their madness, and it
would be foolhardy for us to dis-
miss radio’s new activity as fruit-
less on the basis of their first two
productions , ., . They are the first

(r), MBS com-
mentator, gives hearty approval. as
Bruce Alexander (I), assistant gen-
- eral manager, Capitol Garage (Nash

deoler), Washington, buys Mr.
Lewis’ news progrom across the
boord on WEAM-Mutual Arlington,
Ya. WEAM General ond Sales
Manager Howard Stanley, who con-
vinced one of the biggest garages
in the area to make its first mojor
investment in radio, looks over their
shoulders.

guns of Fort Sumter and it means
war.”

Radio, says the Bureau of Adver-
tising report, is “on the march for
retail advertising.” ® =
- The report continues: “We, too,
take great risks . .. if we do not
prepare to meet this challenge
right now while BAB is still in the
organizational stage and not con-
ditioned to shock. We have new
competition that calls for action.”

Other projects which BAB has

(Continued on page 52)

JONES, SHET.....,

DUANE JONES, president of
Duane Jones Co., New York, effec-
tive June 1 will become chairman
of the board of the agency, special-
izing in packaged goods accounts.

Succeeding him as president will
be Robert Hayes, now a vice presi-
dent and director of the agency,
it was announced by Ralph Smith,

Mr. Hayes

Mr. Jones

executive vice president and chair-
man of the plans board.

The change in management will
free Mr. Jones from internal ex-
ecutive responsibilities, Mr. Smith
said, and enable him to work
closer with the agency’s clients in
their ereating and selling problems.

Mr. Hayes has been with the
agency since October 1944. He was
formerly with Procter & Gamble -
and Young & Rubicam. :
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BM’ H’T Davis Charges Monopoly, Seeks FCC Action

PETITION asking the FCC to issue
temporary licenses to all stations
holding stock in Broadecast Music
Inc. was filed Wednesday by Ken-
neth Davis, attorney, who also has
asked the Federal Trade Commis-
sion to investigate BMI as a mo-
nopoly.

Mr. Davis, filing on his own be-
half, asked the FCC for a ruling
under Rule 1.728 “whether it is the
accepted and correct policy to per-
mit radio licensees to control or
barter in the source of their supply
when such activities are denied to
private industries.”

In addition he asked FCC to de-
eide if “such trafficking” is “inim-
ical to the best interests of the
public generally.”

. Mr. Davis told BROADCASTING
that he proposes to bring about the
dissolution of BMI.

The FTC petition was filed by Mr.
Davis on his own behalf, but he
said he represented “8 or 12 sta-
tions” which he would not identify.

Mr. Davis said he represented
radio stations many years ago,
fighting ASCAP in Washington
State, and added that he drew the
Washington anti-ASCAP bill
which became & law. He declared:

«IM] extinguish BMI. A lot of
broadcasters think BMI is a Franken-
stéin and ought to be destroyed.
There no longer is any need of BMI
since the recent ASCAP court decree.
I am turning over the tax charges to
the Commissioner of Internal revenue.

“This iz the first .of a series of ae-
tions against BMI. A radio station or
other party in New York will bring a
dissolution suit against BMI. There
are others besides radio stations in
this.”

Before formation of BMI, Mr.
Davis recalled, he owned the tax-
free music library operating as
Davis & Schwegler, with Carl
Haverlin, now BMI president, as
an employe.

‘Not Private Controversy’

The FTC vetition said the request
“is not a private controversy but
the acts complained of herein affect
adversely the interest of the public
generally.”

Named in the complaint are BMI,
the four major networks and NAB,
along -with the individual officers
and directors of the BMI board in-
cluding Chairman Justin Miller,
NAB president, and Mr. Haverlin.

Citing history of the Washington
State litigation, along with the U.S.
consent decree with ASCAP and
BMI, Mr. Davis charged that sta-
tions, networks and NAB ‘“unlaw-
fully pooled” resources to create
BMI “for the purpose of supplant-
ing ASCAP and other copyright li-
censing agencies in the industry,
although they stated they were
merely creating competition for the
society.”

He claimed “BMUI’s sole purpose
wasg to suppress all competition,
which it has done,” and termed this
“a bold conspiracy to violate the
laws of the United States relating
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to the restraint of trade.” He quoted
statements from BROADCASTING in
which BMI was referred to as the
“world’s largest music publisher”
and then charged “the so-called
‘competitor’ became the monopo-
lizer.”

Mr. Davis claimed ASCAP’s com-
petition has been “diminished and
assassinated” and its preeminence
“shattered.”

- Cites ‘Overt Acts’

Citing “overt acts” Mr. Davis
charged “stockholder radio stations
receive a discriminatory rebate
from BMI, as opposed to the non-
stockholder . radio stations,
in express violation of the law.” He
claimed BMI as “the tool and
agency of the networks who con-
trol, own and operate the television
industry, has granted non-compen-
sating licenses to BMI's ‘patrons’
and ‘owners,” the networks, free of
charge, to the detriment and injury
of the BM! writers and other
authors of this country.” He eriti-
cized BMI’s alleged lack of distine-
tion between TV and audio in its
performance rights.

“The dets of the various persons
herein complained of are so brazen
and openly a violation of both the
Clayton and Sherman Acts that the
applicant assumes this duty just as
would any other citizen when
knowledge of a law violation is
called to such person’s attention,”
Mr. Davis declared in the petition.
He claimed the government has
done nothing about “this imperti-
nent monopoly”; that Justice Dept.
cannot proceed against BMI as it
did against ASCAP “for the reason
that only the harsh remedy of dis-
solution could be used against
BMI.” He listed “overt acts” in-
cluding rebates to stockholders;
self-perpetuation of BMI board
through stock control including re-
turn of stock to BMI upon sale of
a station; extension of monopoly
into Canada; diserimination be-
tween composers in giving away of
TV rights; BMI's owners and con-
federates exploit BMI music and
stifle competition; BMI is attempt-
ing “to make ballroom and hotel
groups pay the way of its radio
owners, who are already reaping

a harvest from the post-war radio
stations that are not stockholders.”

Other charges includes use of
“scare tactics” over what ASCAP
might have charged; false advertis-
ing; use by NAB and BMI of “po-
litical artifices” that have discour-
aged attacks against “this power-
ful monopoly.”

‘Disciplinary Message’

Mr. Davis claimed networks and
their owned recording companies
“pass a disciplinary message down
to all of their affiliated stations and
artists to perform and sing that
particular tune or composition
which at the moment BMI wishes
to have made popular.”

Crediting NAB with vast political
influence, he said this “pernicious
influence” should be investigated,
declaring NAB exists “solely to
exercise influence to the ultimate
beneficial gain to the said networks
and to all of their affiliates and per-
sons connected therewith.” At-
tached to the petition is a copy
of a petition filed by ASCAP in
the government's suit against the
society, in which ASCAP asked
that BMI be named a defendant.
This petition was denied.

BUSINESS

SALES AND RECEIPTS from
rétail trade in 1948 were $130,
527,317,000 as compared to $42,-
041,790,000 in 1939, according to
the TUnited States preliminary
summary of the 1948 Census of
Business released Saturday by the
Bureau of the Census, Dept. of
Commerce.

In wholesale trade, sales and
receipts were reported as $185,-
279,986,000 in 1948 and $54,888,-
480,000 in 1939.

At the end of the 1948 there
were 1,769,993 separate business
locations used for retail trade.
This number of establishments
was down slightly from the 1939
figure of 1,770,355, The number
of wholesale trade establishments
recorded an increase of 41,803, go-
ing from 199,726 in 1939 to
241,629 in 1948, according to the
1948 Census of Business.

Number of Employes Up

During the work week ending
nearest Nov. 15, 1948, there were
6,927,891 employes engaged in re-
tail trade and another 2,340,093
in wholesale trade. For the 1939
period the retail employe figure
was 4,821,806 and in wholesale
trade 1,606,481 employes were re-
ported.

The 1948 information is based
on reports submitted by business
establishments for that census. The
figures are preliminary, the report
points out, and represent the sum-
mation of the reports included in
releases for each of the counties of
the United States.

The scope of material in the

Tripled Retail Trade

ENS“S Shows

1948 Census of Business ‘“‘covered
all establishments in the following
trades, as defined by the Standard
Industrial Classification Manual,
May 1949 issue, of the Executive
Office of the President: All retail
trades; all wholesale trades; all
service trades in the following four
groups — personal services, busi-
ness services, automobile repairs
and services, and miscellanecus re-
pair services; hotels; tourist
courts and camps; and amuse-
ments, including motion-picture
theatres. Some important services
not covered are radic broadcasting
and television, medical and health,
legal, educational, nonprofit, ac-
counting and domestic servi::es.”

The 1939 figures shown in the
table below represent a comparable
coverage of business, according to
the Census Bureau. Both the 1939
and 1948 figures exclude data for
administrative and executive of-
fices of multiunit organizations and
for chain-store warehouses.

It is pointed out that the “1948
sales and receipts” figures repre-
sent sales of merchandise and re-
ceipts from repairs and other serv-
ices to customers.

The United States preliminary
summary of the 1948 Census of
Business with comparable 1939
data, by trade groups and kind of

business, is reprinted below:
* *

Sales and receipts, Paid tmrlovnl.
enfire yedr workw
1948 1939* nearest Nav. 1512
(thous (thous 1948 1939*
Yrade group and kind of business dol.) dol.) (number) (number)
RETAIL TRADE, total ....c..co00veene.. 130,527,317 42,041,790 6,927,891 4,821,806
Food Qroup ........cieiceevcesccses 30,980,440 10,164,967 1,012,934 14,746
Grocery stores, without fresh meat.. 4,045,341 ,225, 89,215 131,343
Grocery stores, with fresh meat..... 20,727, ‘on 5,496,318 ,235 421,491
Meat markets, fish markets ........ J77, 750,797 47,627 11
Fruit stores, vegetoble markets ..... 399,993 222,239 14,917 20,282
Candy, nut, confectionery stores.. 648,996 295,300 43,62 31,393
Dairy products stores, mlllt dcnlon 0 1,883,519 740,01) 102,372 2
Bokery products stores ? 729,781 168,027 82,7 28,933
599. oultry dealers ... 265,011 63,350 7,801 5,468
lill' food stores 502,802 203,490 22,418 21,255
Entmg and drinking places .......... 10,690,576 3,520,052 1,345,338 830,063
Eating places? . ,..... , 475,482 2,135,020 976,350 607,882
Drinking places ..... 4,215,094 1,385,032 368,938 222,181
General stores ......... 1,163,975 810,342 41,45 62,423
Gensral merchandise group 15,930,708 5,545,007 1,337,219 945,884
Depariment stores .......c.cccie00e 10,638,688 , 974,998 833,173 637,189
Dry goods, general merchandise stores 2,787,584 713,208 172,143 99,246
Variety stores ........... 504, 976,801 331,903 229,449
Appﬂrel GrOUP . . ..tie.ioaasaaonsaan 9,797,438 3,258,772 580 219 417,396
Men" s, boyl :loihmg,
....................... 2,176,530 773,312 93,089 70,752
Fumily cloﬂlmg STOres ........c0.0 1,801,301 429,454 113,309 61,598
Women’s ready-to-weor stores ..... 3,277,507 1.009 494 225 800 143, 985
Millinery stores ...........0vviuiee
Other women’s access., specialty 438,053 219,149 31,024 40,616
SHOF®S  .....cciiceaataniannans
Shee stores .......... 1,468,223 617,064 73,680 66,257
Custom tailors 142 794 “282 13,322 13,260
( Contmued on page 34)
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North Carolina Assn.

OFF RATE' DEALS ™" gencc

STRONG CONDEMNATION of “mail order” agencies, which have
failed to fulfill ecommitments or deliver merchandise as promised, was
voiced by the North Carolina Assn, of Broadcasters at the closing ses-
sion of a two-day meeting last Tuesday at Chapel Hill in North Carolina.

Culminating a two-year investi-
gation, the association adopted a
resolution attacking the growing
tendency of “per inquiry” or “off
rate card” agencies to solicit sta-
tions offering card rates, but then
failing to follow through either on
merchandise or commitments. The
resolution deprecated acceptance
of such business, “notably from
Pacific Northwest agencies,” and
authorized its officers and directors
to take “appropriate legal steps to
ensure fulfillment of commit-
ments.”

In the debate preceding adoption
of the resolution, specific mention
was made of the Pacific Northwest
Advertising Co.,, and of Edwin
Kraft, its general manager. There
also was discussion of free time
grabs by federal and state agencies
which buy newspaper space or oth-
erwise compete with private busi-
ness.

Harold Essex, WSJS Winston-
Salem, past president of NCAB
and new District 4 NAB director,
made a plea for a “united front”
to support NAB. Without men-
tioning the CBS resignation, Mr.
Essex stressed the need for a
trade association and inveighed
against resignations from the NAB
as “a protest against some policy
or action.”

“Let’s all take an interest in the
NAB and make out of it the kind
of organization that we want it
to be. We must have a strong
trade association to repre-
sent the broadcasters. There is no
substitute for such an organiza-
tion.” At its closing session,
NCAR adopted a resolution recog-
nizing the necessity of a “strong
national trade association to rep-
resent radio on all fronts” and
pledging to Mr. Essex “unqualified
support as an NAB director.”

Use Tax Attacked

A frontal attack upon the North
Carolina use tax law, as it applies
to radio, was authorized by the
association after Allen Wanna-
maker, WGTM Wilson, chairman
of the tax committee, had cited dis-
crimination against radio. All out
of state purchases, Mr. Wanna-
maker said, are taxed 3%, nor-
mally up to a maximum of 315,
although the North Carolina Dept.
of Revenue on occasions has taxed
the full amount of purchases, in-
cluding towers, equipment, tran-
seription and other commodities.

The association unanimously ap-
proved a group insurance plan
recommended by President Robert
M. Wallace, WOHS Shelby, and
its board of directors. The plan,
offered by the Pilot Life Ins. Co.
of Greensboro, covers life, acci-
dent, hospital and surgical bene-
fits, with an override aceruing to
the state association to help defray
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its overhead.

Present officers and directors
were continued until a fall meet-
ing, to be held at Southern Pines,
and a proposal to retain a fulltime
secretary, with a $12,000 annual
budget, was rejected in favor of
the present organization. In addi-
tion to Mr. Wallace, officers are
Earl J. Gluck, WSOC Charlotte,
and Jack S. Younts, WEEB South-
ern Pines.

The association adopted resolu-
tions congratulating Gordon Gray,
owner of WS8JS Winston-Salem,
who in September becomes presi-
dent of the U. of North Carolina,
after serving as Secretary of the
Army and as deputy to President
Truman; commending BMI for its
contribution to the public, the mu-
sical arts and to radio, and the U.
of North Carolina and its staff for
handling of the convention.

‘Controversial Issues’ Discussed

Andrew G. Haley, Washington
attorney and counsel for ABC, dis-
cussed the broadcasters’ responsi-
bility toward handling of contro-
versial issues. Reciting the theories
of FCC decisions which have made
of broadcasters “second class citi-
zens,” he said that the Commission,
in its repealer of the so-called
Mayflower editorializing opinion
last year, had introduced the new
ingredient of “fairness” as the
test. He called this a mere “tran-
sitional” ruling and expressed the
hope that there would emerge a
more legal elucidation of the rights
of broadcasters to express their
views.

Rodney Chipp, director of en-
gineering of DuMont Television
Network, gave the NCAB a bird’s-
eye view of TV construction and
operating costs in secondary mar-
kets. A small market station
would entail a minimum invest-
ment of $125,000 and a maximum
of $250,000. The bill for power
and maintenance and replacements
would run about $300 a week, he
said.

Comparing TV to AM, he said
personnel costs would be five to six
times greater, power costs five to
10 times higher, replacement costs
10 to 20 times, and administrative
costs about twice as much.

Don Hornsby

DON HORNSBY, 26, comedian
and composer, died last Monday
at Eastview, N, Y. Mr. Hornsby,
who was a night club entertainer,
had recently signed a five year
contract with NBC-TV, and was to
have gone on the air in the new
Anchor-Hocking show the night he
died. He was a guest star on the
Bob Hope Show on NBC-TV Easter
Sunday. Surviving are his wife
and three children.

& Telecasting

THIS group attending recent Public
Relations Society meet at U. of
Southern California includes (I ta r):
Worth Lerkin, Los Angeles C. of C.;
Ed McKenna, Hopalong Coassidy
show’s merchendising and promotion
director; Burns W. Lee, Burns W. Lee
Assoc.; Mark Finley, Don Lee Net-
work; John West, West-Marquis Adv.
'

BEHIND the counter, Rudy Valiee
(r), star of the Rudy Vallee Show now
heard on WIP Philadelphia, inspects
imported Dutch cheeses at the .open-
ing of the Holland Foir in Gimbel
Brothers, Philadelphia. With the star
are Benedict Gimbel Jr,, president of
WIP, and Mary Lou Ofer.
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" IDEA of the roud-height of two 420-

Radiorama

ATTENDING New York showing of
film, “"Worcester—Industrial Capital
of New England,” are ([ to r}: Herbert
W. Moloney, of Moloney, Regan &
Schmitt; George F. Booth, editor and
publisher, Worcester Telegram-Ga-
zette-WTAG, the film's sponsors, and
Paul H. Raymer, Paul H.

Raymer Co. '

ft. towers of ABC outlet KUGN Eu-
gene, Ore., is shown by the six-foot
gentleman standing in front of the
Portland Tower Sales & Erecting Co.
transport. When unpacked and erect-
ed, the steel will provide needed
facilities for KUGN's new 1

kw power on 590 Kke. '

'. +Y
e
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DISCUSSING the theme song for Pic-A-Hit, new program on WCAU Philadel-
phia, are (I to r): Joe Connolly, WCAU pregram director; Hal Moore, m.c.;
James Cox, BMI station relations; Jerry Wayne, author of song. The quartet
has just ecompleted plans for the program which gives listeners an opportunity
to pick a potential hit seng and name a specified number of days.in which the

W

song must maoke good. Show started in Saturday 3:30-4 p.m. slot but
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Radio Institute held

May 18-20 [BroapcasTING, May 22] at the U. of Georgia’s Henry W. Grady

School of Journalism where Sig Mickelson, CBS public offairs director, de-

livered the main address. L to r: (seated) Edwin Mullinax, WLAG LaGrange,

president af Georgia Assn. of Broadcasters; Mr. Mickelson; Dean John E.

Drewry, head of the Grady schoecl; Hon. Jack Wells, mayor of Athens, Ga.;

(standing) Lewis Doster, WGAU Athens, institute chairman, ond Ray Ringson,
WRDW Augusta.

WRIGLEY DRIVE

Buys 36 Half-Hours on CBS

WILLIAM WRIGLEY Jr. Co.,
Chicago, for its Spearmint gum,
Thursday signed with H. Leslie
Atlass, CBS Central Division vice
president, to sponsor 36 half-hours
on the AM network this summer.
Six different shows were bought
through Arthur Meyerhoff Agen-
¢y, also Chicago, to fill time slots
vacated by Life With Luigi and
The Gene Autry Show this sum-
mer. Season ends June 13 and
June 24, respectively. Other time
periods were purchased through
the week of Aug. 6.

Complete schedule of half-hour
shows follows:

June 14, Philip Marlows, 10 p.m.;
June 15, Joknny Dollar, 10 p.m.; June
20, Romance, 9 p.m.; June 21, Philip
Marlows, 10 p.m.; June 22, Johnny
Dollar, 10 p.m.; June 27, Romance, 9
p.m.; June 28, Philip Mariowe, 10 p.m.;
June 29, Johnny Dollar, 10 pm.; July
1, Pursuit, 8 p.m.; July 3, Broadway fe
My Beat, 8:30 pm.; July 4, Romance,
9 p.m.; July 5, Philip Mariows, 10 p.m.;
July 6, Johnuny Dollar, 10 pm.; July 7,
Cloud Nine, 8 p.m.; July 8, Pursuit, 8
p.m.; July 10, Broadway Is My Beat,
8:80 p.m.; July 11, Romance, 9 p.m.;
July 12, Philip Marlowe, 10 p.m.; July
14, Cloud Nine, 8 p.m.; July 15, Pur-

suit, 8 p.m.; July 17, Broadway Is My

Kellogg Elects Two

AT A MEETING last week of the
board of directors of the Kellogg
Co., Battle Creek, E. T. Swan and
Ralph P. Olmstead were elected
vice president in charge of sales
and vice president in charge of
advertising, respectively. Both
Messrs. Swan and Olmstead are
members of the board and will ¢on-
tinue in their respective positions
as sales manager and advertising
manager. Mr. Swan also is pres-
ident of the Kellogg Sales Co. and
Mr. Olmstead is vice president.
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Beat, 8:30 p.m.; July 18, Romance, 9
p.m.; July 19, Philip Mariowe, 10 p.m.;
July 20, Johuny Dollar, 10 p.m.; July
21, Cloud Nine, 8 p.m.; July 22, Pur-
guit, 8 p.m.; July 24, Broedwey Ie My
Beat, 8:30 p.m.; July 25, Romance, 9
p-m.; July 26, Johnny Dollar, 10 p.m.;
July 28, Philip Marlowe, 8 p.m.; July
31, Broadway is My Beat, 8:30 p.m.;
Aug. 1, Romance, 9 p.m.; Aug. 3,
Johnny Deollar, 10 p.m.; Aug. 4, Philip
Marilowe, 8 p.m., and Aug. 8, Romance,
9 pm.

MOTOROLA PLANS
To Triple ‘50 Ad Outlay

MOTOROLA Inc,, will triple its
advertising budget in 1950, accord-
ing to Ellis L. Redden, director of
advertising. He anticipated that
national and local advertising ex-
penditures this year will total $15
million.

The company’s unit sales of tele-
vision sets for the first quarter of
the year was 340% of last year’s
figures for the same period.

Ruthrauff & Ryan Inc.,, New
York and Chicago will handle radio
and television program and is look-
ing for a network TV show for
Motorola [CroseEp Circult, May 1].

FCC Actions

SALE of KLEE-TV Houston
from W. Albert Lee to
“Houston Post” for $740,000
granted by FCC last week"
along with 10 other station
transfers. Three AM station
licenses were revoked. One
new AM outlet, three FM
stations authorized. Three
AM stations, including
WBAP Fort Worth and
WFAA Dallas, given im-
proved facilities. Details of
these and other FCC actions
may be found in FCC Round-
up beginning on page 79 and
Actions of the FCC begin-
ning on page 72.

BBDO BILLING

Barton Sees $10 Million
More This Year

SPENDING of at least an additional $10 million in radio and other ad-
vertising media this year by BBDO has been forecast by Bruce Barton,
chairman of the board, in a talk before 300 industrialists and business
executives at Ware, Mass. Mr. Barton unveiled the figures while pointing

out that he did not anticipate much
of an increase in general business.

Basing his speech on the radio
theme, Mr. Barton said broadcast-
ing today is the mightiest force in
existence for spreading informa-
tion and entertainment throughout
the world.

“Second Largest Agency”

The advertising executive said
his firm last year spent $40 million
in radio advertising alone. Among
many others, BBDO has program
accounts of such radio greats as
Jack Benny, Bob Hope, Alice Faye,
Cavaleade of Americe and Theatre
Guild. Mr. Barton noted that his
firm is the second largest adver-
tising agency in the U. S.

Looking at television, Mr. Barton
said, “People ask me, ‘will televi-
sion kill radio? I ask them, did
radio kill the newspaper? Nothing
can kill either . . .” He continued,
“AM radio will continue to grow
to enormous proportions. Radio
will always be ‘first’ in giving the
news, and in providing entertain-
ment. Television is still restricted,

[V EXPANSION

Add 3 Sales Divisions

STEMMING from the expansion of
the Frederic W. Ziv Co., New York,
three new sales divisions and man-
agers and 16 additional sales per-
sonnel have been appointed since
the first of the year. According to
a Ziv spokesman, nresent nlans call
for additional divisions and division
managers to be named soon.

The following new divisions have
already been set up: Atlanta, Tom
Privette, manager; Dallas, Elmer
Bieser, manager, and in Cleveland
Sid Freeman, manager.

Sales appointments since the
first of the year are: Walt Miller
Detroit; C. Wylie Calder, Charles-
ton: Carrol Gardner, Jacksonville;
Henry Ungar, Youngstown; A.
Frank Parton, also Youngstown:
Lafe Pfeifer, Little Rock; Richard
Danahy, Buffalo; Leo Knight, Lub-
bock; Everett Dungey, Syracuse;
Charles Holloway, Indianapolis;
Stan Levey, Chicago; William Rog-
ers, Peoria; Norman Land, Harris-
burg; Arnold Nygren, Boston; Eric
A. Rehnwall, St. Paul-Minneapolis,
and Harold Keown, Tulsa.

C&W Promote; Two

RUSSELL K. JONES, account ex-
ecutive, and Newman F. McEvoy,
director of media of Cunningham
& Walsh Inc., New York, last week
were elected vice presidents of the
agency. Both Messrs. Jones and
McEvoy were with C&W's pred-
ecessor, Newell-Emmett Co. for
over 20 years.
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and will remain so dor several
years to come.”

Dipping into radio lore, Mr.
Barton cited Owen D. Young as
being the primeé mover in radio
financing. It was he, according to
Mr. Barton, who predicted in the
early days of programming that
“the President of the United States
will press & switch in Washington
and his voice will be heard in 20
million homes in the country.”

WARE Ware, Mass., was host to
Mr. Barton and-the executives and
also broadcast the address.

PHILCO CORP.

Top Appointments Made

PHILCO Corp. announced five new
executive appointments last week
as part of its advertising and sales
expansion program to keep pace
with increased TV and refrigera-
tion products sales.

John F. Gilligan, veteran of 28
years service with Philco and its
advertising manager since 1944,
has been named vice president of
advertising. Henry T. Paiste Jr.,
a 22-year man and director of
quality control, TV and radio divi-
sion, during the past year, becomes
vice president in charge of service
and quality.

Also upped in Philco ranks is
Raymond B. George, who joined
Phileo in 1936, from sales promo-
tion manager to a new post of vice
president of merchandising in the
television and radio division.
Walter H. Eichelberger, with the
firm 14 years and sales manager of
the refrigeration division for six
years, has been appointed to a vice
presidency, and James M. Skinner,
a veteran of 16 years service, is
the new general sales manager of
the division.

ADMEN'S PROGRAM

Honor ADS Members

THE ASSN. of Advertising Men
will be hosts to outstanding mem-
bers of Alpha Delta Sigma, honor-
ary advertising fraternity, from 41
colleges throughout the U. S. from
June 12 to June 16 in New York
at a special “Inside Advertising”
pro<ram.

Guests will visit an advertising
agency, radio and television studios,
s newspaper plant, direct mail
house, and a magazine publisher.
The week long program will be
concluded with a dinner at the
Advertising Club of New York.
Guest speakers scheduled:

Don Francisco of J. W. Thompson
Co: B. R. Canfield, national president
of Alpha Delta Sigma; Elon Borton,
Advertising Federaton of America, and
Jack Tarcher, Jack Tarcher Adv. and
founder of AAM.

Telecasting



136% INCREASE IN NUMBER OF
RADIOS IN IOWA HOMES SINCE 1944
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E VERYBODY knows that a family with two
radio sets listens more to radio than a family with
one set. And still more with three sets—Dad hears
the evening news, Sister listens to a musical pro-
gram, Mother tunes to a dramatic program, or the
whole family listens 10 the same program—usually
in different rooms.

Figures from the 1949 Iowa Radio Audience
Survey? reveal that multiple-set ownership in Iowa
homes has increased 136% since 1944. The num-
ber of sets has jumped from 904,000 in 1944 to
2,140,000!%% In addition, there are now over 400,-
000 automobile and truck radios, as well as thou-
sands of non-residential sets in offices, barns,
stores and restaurants!

Thus despite a 14% rate increase since 1944,
WHO is teday one of the great radio bargains of
the nation, because WHO is “listened-to-most” on
more than 136% extra sets in 1949 !

 Get all the facts about lowa’s extra listening and
WHO’s share of the bonus audience. Send for
your copy of the Survey today!

142 143 '44 '45 '46 '47 ‘48 ‘49 '50

@& The 1949 Iowa Radio Audience Survey is a “must* for
every advertising, sales or marketing man who is inter-
ested in lowa.

The 1949 Edition is the twelfth annual study of radio lis-
tening habits in lowa. It was made by Dr. F, L. Whan of
Wichita University—is based on personal interviews with
9,116 lowa families, scientifically selected from cities,
towns, villages and farms all over the State.

As a gervice to the sales, advertising and research profes-
sions, WHO will gladly send a copy of the 1949 Survey
to anyone interested in the subjects covered.

% lowa Radio Audience Survey figures applied to popu-
lation estimates of Sales Management's Surveys of Buy-
ing Power.

WHO

% for lowa PLUS +

Des Moines « « » 50,000 Watts

Col. B. J. Palmer, President
P, A, Loyet, Resident Manager

FREE & PETERS, INC.
National Representatives
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“Well, it is o little confusing but I like tc help everyone's rating!”

NAB SERVIGE

Full Operafion Continues

Despite Loss of CBS

.NAB last week recovered from the impact of the CBS resignation as
William B. Ryan, new general manager, kept all services operating
under a budget from which some $40,000 had been clipped by loss of the
network’s dues as well as those of its O&O stations.

The association was steeled for a
second blow that failed to arrive—
threatened withdrawal of ABC and
its owned stations.

A few minor station resignations
and additions—about par for the
membership course—developed dur-
ing the week but apparently were
not connected in any way with the
CBS withdrawal.

On the brighter side of the asso-
ciation’s picture was a vote of con-
fidence from Joseph H. MeConnell,
NBC president, who reiterated
NBC’s determination to remain
within NAB.

During a tour of West Coast sta-
tions, Mr. McConnell told BroAD-
CASTING he believed major networks
should stay in NAB even though
they duplicate some of the associa-
tion’s services.

Cites Need for NAB

“NBC recognizes NAB as vital
to the health of the radio industry,”
he said, “since the health of the in-
dustry is vital to NBC. The CBS
withdrawal will hurt NAB finan-
cially but have no effect on asso-
ciation activities or services to
members,” he said.

Supporting NAB also was Harold
Essex, WSJS Winston-Salem, N. C,,
newly elected NAB District 4 di-
rector, who said radio’s honeymoon
is over and called for a “united
front” in the industry.

Mr. Ryan told BROADCASTING
NAB “definitely expects to operate
all of its services” despite loss of
the CBS income. “NAB must be
carefully managed, just as a radio
station or any other business,” he
gaid. “I'm responsible for income
and expenditures. NAB will ope-
rate with the utmost economy in
line with the results we plan to ac-
complish. No recommendation has
been made to curtail any essential
service.”

The resignation of CBS is not
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“a major threat” to NAB, he said.

One “unfortunate” side of the
network’s withdrawal, he declared,
is loss of Harold E. Fellows, WEEI
Boston, as an NAB board member
because WEEI is a CBS Q&0 out-
let.

“Removal of Mr. Fellows from
the board takes away one of its best

members,” Mr. Ryan said. “He has .

operated construectively and suc-
cessfully for the entire industry and
enjoyed the complete confidence of
other board members. He will be
missed especially for his knowledge
of NAB’s operating details through
membership on the board finance
committee.”

Existing Vacancies

Two vacancies now exist on the
board and will be filled at the di-
rectors’ June 20-22 meeting in
Washington. Mr. Ryan had been
elected as a director-at-large for
large stations and Mr. Fellows has
represented District 1 (New Eng-
land). )

NAB’s new membership opera-
tion went into action last week as
B. Walter Huffington, new field di-
rector under Mr. Ryan, attended
the Thursday-Friday meeting of the
Virginia Assn. of Broadcasters
(see story, page 20). He did his
first membership work in familiar
territory, having formerly been
general manager of WSAP Ports-
mouth, Va.

NAB last week received com-
mendation from many stations for
its new promotion drive on behalf
of the radio medium and the free-
enterprise system [BROADCASTING,
May 221. The drive is built around
a series of suggested 20-second an-
nouncements for use by stations.
New series will be sent out from
time to time, according to Robert
K. Richards, public affairs director
in charge of the drive.

WMAR-FM QUITS

WAAM (TV) Also Drops FM

OPERATION of WMAR-FM Balti-
more, Transit Radio outlet, is to be
discontinued June 6, FCC was in-
formed last week by A. S. Abell Co,,
licensee of the station and pub-
lisher of the Baltimore Sunpapers.
The firm said it was relinquishing
the Class B FM outlet on Channel
250 (97.9 mc) to concentrate on
television and its WMAR-TYV there.

Meanwhile, Radio-Television of
Baltimore Inec., operator of WAAM
(TV) Baltimore, also informed the
Commission it has decided not to
keep the new Class B FM permit
assigned by the Commission in mid-
April [BROADCASTING, April 24].
Radio-Television said that after re-
ceiving the grant, one of several
FM assignments made to Balti-
more, its board of directors voted
to forego FM in favor of concen-
trating attention on television.

In a letter to the Commission, A,
S. Abell Co. explained WMAR-FM
has been operated at a “substan-
tial” loss for the past 18 months
and ratings show less than 1% of
Baltimore’s .evening audience is
tuned to FM. It was pointed out
that with 170,000 TV sets now in
that area some 50% of the evening
audience is devoted to television.
WMAR-FM is to be discontinued
June 6, FCC was informed.

The Sunpapers gave up its AM
station, WMAR Baltimore, in De-
cember 1948 on similar grounds to
devote attention to TV [BROADCAST-
ING, Nov. 29, Dec. 13, 1948]. WMAR
was 1 kw fulltime on 850 ke.

N

Transit Plans

R. C. Crisler, president of Transit
Radio Ine., last week said relin-
quishment of WMAR-FM’s license
does not necessarily mean the ab-
sence of transit radio in Baltimore.
He said, “TV has consistently oc-
cupied the predominant interest of
the station, and WMAR-FM has
only experimented with transit
radio.” Mr. Crisler explained a
“token number” of 60 vehicles were
equipped with radios.

“We have continually emphasized
that a small proportion of coverage

" in any market renders the market

relatively unsaleable,” Mr. Crisler
said, “particularly to national ad-
vertisers. Television expenses ap-
parently made additional expendi-
tures for receiving equipment in-
advisable to the management of
WMAR (FM), and no reasonable
basis existed - for maintaining the
experimental installations.

Mr. Crisler indicated plans are
underway by a new group, which
may include Transit Radio Inc.
personnel, to “not only carry on
but to expand the Baltimore opera-
tion to around 400 vehicles and be
functioning commercially by early
fall.”

The Transit Radio executive said
gross sales in greater Cincinnati,
with 502 vehicles equipped, reached
a new peak in May of better than
$14,000.
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- Aug. 30-Sept, 2:

llpcorm'ng

June 9: West Virginia Assn. of AP
Broadcasters, Vandenberg Room, U.S.
Capitol, Washington.

June 12-13: Radio Farm Directors, Ad-
ministration Bldg., Washington.

June 17: Second antual Radio News
Editor's conference, Kent State U.,
Kent. Ohijo.

June 19: NAB Board indoctrination,
NAPB Hdqrs,, Washington.

June 20-22: NAB Board of Directors,
NAB Hdgrs., Washington.

June 22: Eighth annual Stanford-NBC-
Radio - Television Institute opens,
Stanford U., Palo Alto, Calit,

June 22-23: Kentucky Broadcasters
Assn., Hotel Seelbach, Louisville.
June 25-29: Advertising Assn. of the
West convention, Ambassador Hotel,

Los Angeles.
June 25-July 1: WKY-TV_ Oklahoma
of Okla-

City Television Clinie, U,
homa. Norman.

June 30-July 2: Catholic Broadcasters
Assn., U. of St. Louis, St. Louis,

Auve. 10-13: AFRA convention, Sheraton
Hotel. Chicago.

Western Assn. of
Broadcasters. and directors meeting,
Canadian Assn. of. Broadcasters,
Jasper Park Lodge, Jasper, Alta,

Oct. 22-24: 10th District convention of
Advertising Federation of America,
Amarillo. Tex,

Nov. 16-18: National Assn. of Radio
News Directors convention, Hotel
Sherman, Chicago.

'WOWO PETITIONS

Seeks Final Decision

PETITION for final decision in
FCC’s proposed grant of a power
boost to WOWOQ Fort Wayne, Ind.,
from 10 kw to 50 kw on 1190 ke,
directional night, was filed with
the Commission last week by West-
inghouse Radio Stations Ine., li-
censee.

In the proposed ruling the Com-
mission had indicated it would not
issue a final decision until it com-
pleted studying Westinghouse's
qualifications in light of its in-
volvement in anti-trust litigation
and FCC’s own proceeding for es-
tablishment of a uniform policy in
licensing of such applicants
[BroapcasTiNg, April 3].

The WOWQ petition contended
this delay was unnecessary and
irrelevant to a “determination of
the willingness and ability of
Westinghouse Radio,” a subsidiary
firm not party to the anti-trust
litigation, “to operate its stations
in the future, as it has for the past
30 years, in conformity with law
and the Commission’s regulations
and in the public interest.”

Westinghouse stated it had par-
ticipated in the Commission’s “uni-
form policy” argument and held
that FCC did have authority teo
consider Federal violations in
granting licenses but this only
could be done on a case-to-case
basis because of the many complex,
variable factors possible [BroOaD-
CASTING, May 1].

S.F. Stations Join

FIVE San Francisco bay area sta-
tions have banded together under
name of San Francisco Bay Area
Spot Broadcasters, to sell their
facilities as a package to adver-
tisers. Heading group is Charles
E. Morin, general manager of
KVSM San Mateo. Other stations
include KTIM San Rafael; KSAN
San Francisco; KRE Berkeley;
KXRX San Jose. Business offices
are at 420 Market St., San Fran-
cisco.
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Our Hat’s Off To. ..

CKRC

and the other Winnipeg stations for the great courage building,
morale sustaining job they have done during the flood.

Displaying the same spirit that once brought civilization to the
wilderness and today is making Canada one of the great nations of the
world, these men of Winnipeg kept their broadcasting stations on the
air twenty-four hours a day during the entire flood period and served
to bring information, comfort and cheer to the people of the stricken
city. This heroic task was accomplished under the greatest of diffi-
culties. Waters were fought off from flooding transmitter sites, and
when they raged out of control and overran the buildings, new trans-
mitters were brought in from other cities and installed on top of office
buildings. Crews worked in eight hour shifts at the broadcasting
stations and then spent most of the other sixteen hours fighting the
flood, salvaging their own homes, belongings and families and aiding
in bringing safety and comfort to others before returning hungry,
sleepy and well nigh exhausted to their jobs.

Yes, our hat's off to you, Bill Speers, and all the gallant crew at
CKRC. We're proud to serve you.

and Company atlanta .+ hollywood . san francisco-
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KMOX IS THE SIX-TO-ONE WINNER:?

Year after year, in every listening study made, KMOX
wins in a walk. And 1950 is no different. The first

Pulse of St. Louis proved it. The second confirms it."f

Of the 504 quarter-hours all week long, KMOX wins first
place in 418...585% more wins than any other station "

Of the total 240 weekday daytime quarter-hours,
KMOX wins first place in 200!

Of the top 10 locally-produced daytime programs,
9 are on KMOX !t

It’s no news to us—but it’s new and further proof

for advertisers—that KMOX always wins easily in St. Louis.
That’s one good reason why KMOX is the greatest

selling force in Mid-America today.

“The Voice of St. Louis™ KMOX

Columbia Owned - 50,000 watts s Clear Channel

*Report No. 1, Jan..Feb. 1950; Report No. 2, Mar..Apr.1950 #*6:00 AM to 12:00 Mid., Sunday thru Saturday +6:00 AM to 6:00 PM, Monday thru Friday



Operating Costs
{Continued from page 20)

continued to rise is not as gloomy
ag it sounds,” Mr. Doherty said.
Particularly significant is the fact
that the preliminary South Atlantic
Survey indicates that the year 1949
showed the smallest percentage in-
crease in operating cost ratios that
has occurred since 1945. Appar-
ently broadeasters have been do-
ing an increasingly better job of
cost control than ever before and
have been stemming the tide of
rising costs.

“We are convinced that the NAB
cost studies have contributed sub-
stantially to this trend for better
cost control. Hundreds of broad-
casters have reported widespread
use of last year’s cost yardsticks,
toward the end that they have
found ways of reducing certain
uneconomic expenses.

w “However, the task of maintain-

ing top levels of efficiency is a con-
tinuing one. Toward the end that
the radio industry may effectively
control the trend toward rising
costs, the NAB’s Second Annual
Cost Study will be available during
the next few months. With approx-
imately 1,000 questionnaires al-
ready turned in, this year's cost
study will afford the most practical
and comprehensive operating cost
guides that the industry has ever
possessed.”

Regional Studies

Last year Mr. Doherty took com-
plete regional cost studies to the
NAB . district meetings, Similar
analyses are now in preparation
with itemized breakdowns for all
classes of stations by areas and in-
come levels.

Mr. Doherty predicted, in a
question-answer session, TV would
not unduly disrupt existing media
though he anticipates basic changes
in' NAB programming and values.

He said radio business should be
better for the first six months of
this year than the same period of
1949 largely because general busi-
ness is improved. Big business has
its fingers crossed as to 1951, he
noted, adding that radio’s remark-
able record of business failures
may not stand in the months ahead.

WKAT HONORED

Ecuador Earthquake Aid Cited

CITATION honoring WKAT
Miami Beach and Col. A. Frank
Katzentine, owner-operator, for
efforts in relief to the peoples of
Ecuador following the 1949 earth-
quake, was presented May 21 at
the WKAT studios.

Authorized by the Congress of
Ecuador, the citation was awarded
by Dr. Carlos Puig, consul general,
in behalf of President Lazo Plaza.
Bob Lido, WKAT’s Spanish com-
mentator, also received & scroll and
citation for meritorious service.

g

o

Your Own Summer
“Pops’’ Concerts!

% Ballet Themes

* (oncert Dances

The best in Light Concert Selections.

Music that builds Radio Audiences!
Sparks Summer Sales!

Up “pops” plenty of profit

with

Programs based on the music of lasting value

in

The Sponsor-Selling SESAC Transcribed Library

* Symphonic Noveltics
* Standard Melodics

% Symphony Lxcorpts
* Opera Overtures and Intermezzos

Hundreds of additional American Folk—Band—Concerl—H awaiian—

Novelties—Religious—South American and Spanish renditions included in the
3700 musical selections contained in the complete SESAC Transcribed Library—
ALL FOR AS LITTLE AS $40 A MONTH!

(Based on your advertising rate card)

SESAC |NC,, 475 Fifth Avenue, New York 17, N.Y.
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WU REFUNDS

Liberty Seeks $17,972

THE FIRST of what may be a
series of claims for refunds of “un-
lawful” charges collected by West-
ern Union for its play-by-play
sports service was filed last week by
Liberty Broadecasting System, seek-
ing the return of $i7,972 plus inter-
est [CLosep Circurr, May 22].
The complaint, filed with FCC,
came on the heels of FCC’s final de-
cision outlawing the special $2-per-
game fee which WU has been levy-
ing upon subscribers for each sta-
tion t which they furnish such re-
ports. FCC authorities said it was
the first complaint of its kind they
have been called upon to handle.
It was considered likely that
other baseball networks would fol-
low suit, now that the $2 extra
charge—as well as a $1 additional
charge for after-the-game sum-
maries—has been adjudged “un-
reasonable” and “discriminatory.”
Although they made no announce-
ment of their plans, WIND Chicago
and its Midwest Baseball Network,
and KFBC Cheyenne and a net-
work of some i8 stations to which
it feeds reports were thought to be
sure to file claims. WIND and
KFBC waged the fight against the
charges in the FCC proceeding
through their Washington counsel,
Thomas N. Dowd of Pierson & Ball.
Liberty Broadcasting System's
complaint, filed by Marcus Cohn
and Bernard Koteen of the Wash-
ington law firm of Cohn & Marks,
sought rebates primarily for ‘un-
lawful” fees paid for baseball serv-
ice, but also included some involv-
ing foothall and hasketball reports.

Quotes FCC

The complaint pointed out that
FCC, when it called the investiga-
tion in April 1949, refused to sus-
pend the questioned charges. At
that time, it was noted, FCC said
subscribers who are affected would
“have adequate opportunity to seek
a refund . .. of any charges which
they may pay ... in excess of the
charges found to be lawful by the
Commission after investigation and
hearing.”

The claim covered the period
from the opening of the baseball
season in April 1949 to the end of
April 1950.

The number of stations to which
Liberty furnished the reports in
1949 ranged as high as b4 per
game, and was consistently 31 per
game this year. During the foot-
ball-basketball seasons the average
was 10-12 per game.

Liberty, headed by Gordon B. Me-
Lendon with headquarters in Dal-
las, asked FCC to order WU to re-
fund, in addition to the $17,972,
“interest at the rate of 6% per
annum on such unlawful charges
from the respective dates on which
they occurred.”

WU spokesmen meanwhile said
they had not definitely decided upon
their next step. FCC’s order in-
structed the firm to amend its tar-
iffs to eliminate the “unlawful dis-
crimination and charges.”

BROADCASTING ® Telecasting



% The FASTEST GROWING new advertising medivm in America.

'y

TRANSIT RADIO,

ON THE ALR, INC,

INC., NATIONAL

The medium that delivers your radio message

at lowest cost to the audience on buses and street cars—
consumers on their way to points of purchase—

as well as the FM home audience

we'd like to have you ahoard!

< New advertisers—happy ones—an 80% increase since
January in the number of national advertisers!

New markets—Minneapolis-St. Paul and Trenton, N. J.
are the latest. Many more are on the way.
{See below for current list.)

New Resuits. Want full details on the amazing
sales results transit radio continues to deliver?
Then phone, wire or write.

and in Evansville. wnd. remember that teansit sadio is

WGBF',

WM

« 319 VINE ST.

NOW AVAILABLE IN ALL.THESE

STATION

LL

. EVANS‘VILLE

MARKETS (AND COMING SOON IN-S5CORES. OF OTHERS

Boltimore, Md. WMAR-FM
Bradbury Heights, Md. WBUZ
{and suburbs of Washington,
0.c) '
Gincinnoti, Ohio  WCTS
(and Covington, Ky.)
Des Moines, lo. KCBCFM
Evansville, Ind. WMLL
Flint, Mich. WAIL-FM
Hauston, Tex, KPRC-FM
Huntington, W. Va. WPLH-FM
Jacksonville, Fla. WIHP

REPRESENTATIVES

Kansas City, Mo. " KCMO-EM,
Minneapelis-St. Paul

‘Qsaaha, Neb, KBON-FM,
.PiM_sI:!_Jrg'h, Pa. (Suburbs) WKJF

§1. Louvis, Mo. 'KXOK-FM
Yacoma, Wash. KYNT
Yopeka, Kons. WIBW-FM
Trenton, N.J. WYOA
Washington, 0.C. WWOC-FM
Wilkes-Barre, Pa. WIZZ
Worcester, Mass. WGTR-EM

750 PARK AVE. NEW YORK, N.Y.— MU. H. 8-3780 » 35 E. WACKER DR. CHICAGO, ILLINOIS— FINANCIAL 6-4281 = UNION TRUST BLDG. CINCINNATI, OH10— DUNBAR 7775
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_ Business Census
] (Continued from page 24)

Trade group ond kind of business

Furriers, fur lhops
All olher uppurel lhru
urniture, fur
Furniture stores
Floor tovering, drapery stores
Other home furnishing stores
Housshold appliance stores ........
Radio stores
Avtemotive group
Motor vehicle (ruw and used) dealers
Motor vehicle (used) ors .e.....
Tire, battery, accessory deolers ....
Motorcycle, aircraft, boat dealers ...
Other autcmotive dealers
Gusoline service stations
Lumber, building, hardware group ...
Lumber yar l, building materials

rr

[E% ~ cogeanagoogoonoaacananaa
Plumbmg, paint, electrical stores.
Hardware stores
Farm equipment dealers ...........

Drug and propristary stores
Liquor stores .........c..cuuenn.
Secondhand stores ...........
Other retail stores
Fuel, fuel oil, ice dealers ..... .
F.oc' form, gurd.n supply stores’ ...
Jewolry stores
Book, stationery stores
Sporting goods stores, bicycle “stores
Florists ........
Cigar stores, cigar stands .....
News dealers, nswsstands
Gift, ‘novelty, louv.mr slortl 800000
Music stores ......
Lugguge, lsather gondc nom
Optical goods stores . .... aooa

Comera, photogruphic wpply "stores
Ofice. store machine and equip. dirs.
All other retnil stores ......cc.....

WHOLESALE TRADE, total ..,..........
Merchant wholuul.n, tata
Groceries, confectionery, meats
Groceries (general line)
Confeactionery

.sssesees
A
s sen.

B

Pish, sea foods ......0.v. 0.y
Meats and meat products ........

. Other grocery, food specialties ...
Form products, editble ...... ........
roducts ..o
(Fresh) ,.........

Dairy, poultry
Fruits, vegetables

LA
i o H
il

ot o

s

Rk

“u

L
3
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Sales and receipts,

Paid employees,

entire year workweek ended
1948 1$39* neorest Nov, 15?
{thows. {thous. 1948 1939*
dol.} dol.) (number) {number)
218,787 94,133 14,912 13,402
274,243 49,884 15,783 7,526
6,914,247 1,733,257 374,812 220,950
3,425,325 973,157 163,116 08,246
503,283 74,461 29,882 8,541
438,504 152,266 49,328 28,562
2,160,006 484,698 118,028 49,818
387,129 48,675 14,458 5,783
20,118,052 5,548,687 434,654 400,166
'|5 $71,790 4,810,245 519,466 324,688
2, 432 834 193,790 2,0 13,744
1,361 ,226 523,685 73,336 59,800
352,202 20,967 9,787 1,934
6,492,586 2,822,495 287,896 246,600
11,142,304 2,734,914 479,888 257,641
5,132,248 1,478,459 216,607 138,957
1,150,020 282,746 75,708 35,766
2,497,296 629,276 113,063 57,998
344,433 74,510 24,520
1,562,502 282,390 192,296
586,351 52,61 27,065
138,007 20,787 24,132
3,496,437 476,988 362,444
1,013,542 107,026 111,884
779,289 2,220 49,472
361,595 69,145 37,609
192,026 47,940 28,295
344,949 63,751 14,274 6,1
377,031 148,741 32,553 22,561
535,016 207,781 1 6.498 14,449
216,457 72,427 16,049 11,725
199,286 53,568 13,981 6,438
987 65,1 27 9,090 8,566
469,040 9,345 3,759 2,012
In:ludod "with ““all other retail stores.”
201,681 3,
Inclu ded’ with “All other retail stores.”
778,110 0, f X
185,279,986 54,888,480 2,340,093 1,605,481
79,363,838 21,742,474 1,495,566 940,092
1,220,756 ,940,7 180,799 153,704
5,634,828 2,185,736 91,382 76,616
373,167 132,682 9,467 7,075
391,574 131,248 11,242 9,022
2,025,783 519,593 26,250 18,771
2,795.404 971.522 42,458 42,220
7,602,217 2,110,766 156,523, 94,212
4,388,899 967,914 104,464 - 52,342
3,213,318 1, |42 852 52,059 41, 370

TEXARKAHA

Tesariana £ 3 major distribeting
355 B00 peaple id H E.Texa

than all other stations

Radie
Retail

‘City Populatien
Greater Retail Market
Families

No. of Retail Stores

“ABC
1230 Ke

KCMC-FM

98.1 Mcs. & 40,000 W.

Fle

-,
ﬁ..
e nnpmen*”

paint T
5N, Arhapsas,

Leaizizna, KCNE ha
amd might) i Ihary
cembipad, (Loplan)

1950 MARKET DATA

52,000
239,330
61,103
34,385
56,904,000
2,302

Homes
Sales

Frank O, Myers, Mgr.

Repi The Taylar Ca., Ing

) P:;id smployess,
warkwesk ended

Sales and recsipls,
eniire year

1948 1939* nsarest Nov, 157
. (thous. (thaus. 1948 1939*
Trade group and kind of business al.) dol.) {number) {number)
8e wlnol. distilled spirits ......... 4,027,009 1,249,164 62,631 46,211
ser, als . 1,541,463 502,111 34,201 23,359
Wines, distilied spirits 2,485,546 747,053 28,430 ,852
Drugs, chemicals, allied products . ... 2,309,456 801,813 55,737 40,226
Drus- (‘?-n-ml line) .............+ 812,309 363,621 21,125 16,811
Drugs, drug sundries (ipumlly lines) 585,758 157,190 15,456 1,453
Industtial chemicals, sxplosives ... 685,194 200,719 10,478 5,954
Paints and vamishes .............. 226,235 80,283 8,678 6,008
Tobacco and products (except l.uf) 2,493,473 1,106,215 25,825 18,785
Dry goods, apparel ... .............. 5,749,772 1,885,952 78,4599 68,986
Clothing, fumnishings, foorvuur 00oa 1,584,344 700,501 30,415 27,109
Dry goods {genera line) . 414,993 206,983 8,25 11,377
Dry goods ;pouulhu, puu goodl.
nokONS .. ... ...l.eiiieiieaa.s 2,008,202 572,153 27,882 30,500
Piece goods converters .......... .. 1,742,233 409,315 11,951 J
Fumiture, home fumishings ........: ,304,642 373,464 31,920 18,817
Furnitute (household, office) ........ 380,578 61,188 1,560 3,791
Home fumuhlngs ...... ooonoaoa o000 924,064 312,276 20,360 15,026
Poper and its products ... ..... Qooooa 1,904,976 574 973 49,198 31,92
Wrapping paper, twine ... ......... 301,59 n.e. ,225 ne
Fine paper ................. oopoao 459,59 n.c. 9,112 n.e.
Sh y, office supplies .......... 182,367 n.c. 10,302 n.c.
Wallpoper ........... 00060 31,440 n.c. 1,732 n.c.
Other paper products o 929,980 n.e 19,827 n.c.
Farm products—row materials . . 6,769,746 1,628,706 24,409 27,712
Automotive ........ . 4,096,583 029 135, 1572 58,871
Automobiles, other motor vehicles . . 1,423,393 ne 23,654 n.e
Auiomoﬂva equipment, tires and
...... i s e, 2,683,190 n.c. 11,918 n.e,
Eleﬂm:ul oo:h 0000 000B000QE0000 . 4,376,948 788,024 89,400 38,592
General-line, appuwhu, luppll.l 000 2,378,131 451,329 49,226 21,011
Electrical app Ities 1,998,817 336,695 40,174 7,581
Hardware, plumbing, hsnhng 000R0000 3,813,664 971,975 102,161 62,715
:Ilurd:v'urq RERTEEEEEEE 400009 005060 2,012,260 592,000 58,600 40,180
quip sup-
plies .............. 00300050 P 1,801,404 379,975 43,561 22,535
I.umber, construction materials . ..., .. 3,918,467 804,392 85,385 37,420
Lumber, millwork ........... P 2,790,562 487,610 47,467 18,188
Other construction materials ,...... 1,127,905 315,782 38,918 19,232
Machinery, equipment and wpplnu oo 6,718,282 1,440,371 187,665 89,779
Comercial and 859,750 135,822 32,026 11,299
Construction machinery, oqulpmam 786,317 96,556 17,797 5,059
Farm-doiry muchmory, u|pm.n| 535,679 59,395 9,308 2.
Indu;'nal hinery, oq p. supp 2,966,554 640,936 71,739 33,137
quip plies ... 555,335 172,855 28,118 . 17,972
?.fvlt. tablish m equlp., '_,__" ; 762,355 268,725 22,779 16,882
oquupmnn', supplies .,......... 252,292 ' 65,082 5,998 2,564
Metals, metalwork (except urﬂp) v 2,059,608 515,975 . 33,487 17,226
Iron, steel and products ........,.. 1,549,601 304,440 28,292 14,607
Nonferrous metals, metalwork ..... 510,007 211,535 5,195 2,619
.Waste materials .. ... e ‘e 2,711,416 656,000 59,773 46,423
Tron, steel scrap ........cccivvenns 1,687,727 334,136 27,601 17,802
Other scrap, waste material ....... 1,023,689 321,864 32,172 28,621
Other merchant wholesalers .......... 8,236,783 2,630,874 135,582 88,501
© Amusement, sporting goods ... ..... 553,469 124,479 15,739 8,030
8ooks, periodicals, nwspupon 9000 458,958 168,572 22,418 12,435
Coal, coke ...... 0090000 00daa00000 2,043,074 512,835 10,823 9,702
" Farmr supplies .............c ..., 1,229,636 333,844 20, 14,431
Jewelry bogoooano 96,689 234,054 16,426 . 10,170
Petroleum and pmdu:f! 00000000000 770,521 196,734 8,860 6,799
M.rclmm wholesalers, nec. ..... 2,434,436 1,060,356 - 41,273 26,734
M "., s’ sales b h {with
stoc . IEREEREY Laeane 3
Munufu:m;‘;‘ snlu °m“' (\mﬂloul 50,610,038 15,048,987 478,639 323,716
stocks) ...l .. .
Petreleum bulk stations, hrmmnls eee. 10,554,410 3,807,908 109,863 99,956
Agents. brokers .................... 33,998,742 11,200,560 99,245 87,016
Assemblers (mainly farm pr 10,752,958 3,088,571 156,780 154,701
SELECTED SERVICE TRADES, tatal ...... 8,567,394 2,973,581 1,326,672 936,271
Personal services ..,,........... 4,426,880 + 846,284 +
Business services ......... IRRLETREES 1,643,717 + 234,698 +
Aytomotive I'Opdln and services ..... 1,553,316 . + 151,864 +
Other repair services .........c..000. 943,421 L 4 93,826 +
HOTELS  ............... 2,072,689 863,155 377,124 330,216
TOURIST COURTS AND CAMPS . 643 36,722 17,286 6,938
AMUSEMENTS .................¢00neen 2,208,147 998,079 331,625 223,487

* 1939 Wholesale and Service data adjusted
+ Not_available.

n.c. No comparable 1939 data.

1 Includes -mployut paid for less than the
* Data for ‘'Caterers’
stores” for 1939.

to scope of 1948 Census.

full workweek,

included with “Eating places’ in 1948 and with "‘Bakery products

2 Included in "Dry goods spacialties, pisca goods, notions.””

HOOVER PLANS

Miller Charges Distortion

DISTORTION of Hoover Commis-
sion plans by President Truman
in presenting the recommendations
to Congress was charged Wednes-
day by NAB President Justin
Miller in resigning from the Citi-
zens Committee for the Hoover

Report.
In his letter to Dr. Robert L.
Johnson, committee chairman,

Judge Miller pointed out that the
NAB board had voted unanimously
in April that NAB should oppose
Plan 11 which would have vested
added powers in the FCC chair-
man. Plan 11 was rejected by the
Senate [BROADCASTING, May 22].

Judge Miller notified Senators
Edwin C. Johnson (D-Col.), chair-

BROADCASTING

man, and Ernest W. McFarland
{D-Ariz.), of the Interstate Com-
merce Committee, and John L.
MecClellan (D-Ark.), chairman of
the Committee on Executive Ex-
penditures. In his letter of resigna-
tion Judge Miller said he had
hoped the Citizens Committee itself
would oppose some of the plans on
.the ground they attempt to ac-
complish the opposite of purposes
intended by the Hoover Committee.

Remote Pickups

FCC’s rule relating to the use of
remote pickup stations in: areas
outside the U. S. was amended last
week to include the Virgin Islands,
since station grants have been
made there. Sec. 4.431 (d) of the
Commission’s regulations pertains
to remote pickups.

.*. Telecasting




as a larger

audience than the next two

Cleveland stations combined

. Before your next advertising schedule is
placed in Cleveland you’ll want to consider

these important facts:

1. WTAM’s total audience is larger than the next twe Cleveland stations combined. (BMB)

2. WTAM’s daily audience (6-7 days per week) is over twice as large as the next best
station. (BMB)

3. WTAM is the only station in Northern Ohio that delivers regular audiences in four magor
cities. . . Cleveland, Akron, Canton and Youngstown. (BMB and Hooper)

4. WTAM penetrates over twice as many cities as the next best sfation; WTAM pene-
trates 48 cities; the next station—22 cities. (BMB)

5. WTAM's primary area (50% and over, BMB) is larger than the next station’s total

area.

After you’ve considered these facts, chances are you will
agree that your schedule belongs on WTAM, Northern
Ohio’s Dominant Station.

For further information and intelligent assistance in
planning your schedule in Northern Ohio, <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>