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even sell fowl!

FATE TOOK US (it must have been Fate) a while ago to the office
of a banker who bought WOR air to make people come into his
bank. But we never saw that banker. Couldn’t. The only thing we
saw the rainy day we dropped in, were 1,100 people packed into
that banker’s nice white marble lobby between the hours of

9:00 and 12:00 AM dripping raindrops and shouting, “Gimme!
Gimme!” It was all because this banker said over WOR that if his
listeners came down to his bank the next morning they could have

a booklet each. And a lot of those people who came to pick up
their booklets, later crossed that banker’s palm with silver.

This incident is not told to stir you to crash into WOR with booklet
offers. Mostly, they mightn’t work. We don’t know. But if WOR
can sell bank accounts fast, it will sell anything good,

booklet or no booklet.

It will even sell fowl. Has, too.

—that power-full station
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In the face of constant stories that AM radio is losing audience, WLS

m listener mail for the first six months of 1950 was the largest of any like
. period in the station’s history! For the full year, well over a million
letters were received by WLS —making 22 million in the past 21 years!

A new WLS tradition had its beginning in 1950 with the WLS
n.  sponsorship of the First Annual International Square Dance Festival.
ém WLS instigated, organized and promoted this Festival. 11,000 people
i jammed the Chicago Stadium to watch dancers from 20 states and
Canada whitl in one of the most spectacular exhibitions ever seen in

the Chicago Midwest.

The WLS National Barn Dance played before its two millionth
paid visitor late in 1950. Yes, 2,000,000 people have paid to see WLS
stars broadcast the nationally famous National Barn Dance — further
indication of the amazing acceptance of this one WLS program.

In other personal appearances in 1950, WLS talent entertained before
another million people . .. who jammed county fairs, theatres, churches
and stores to see their favorite WLS artists in person. 1950 was one
of our top years in demand for talent personal appearances.

WLS participation in Midwest State Fairs was again a major attrac- -
tion. At the Illinois State Fair alone, 12,000 people paid to see the
4 five-hour WLS National Barn Dance presented as the opening feature
of the Fair. The story was the same at Indiana and Wisconsin — larger,
more enthusiastic crowds anxious to see and talk to the folks from
their favorite station . .. WLS,

N THE concentrated Midwest area, more people
are listening to WLS—on more radios—than ever
before. The WLS audience, ever increasing in size
and importance, proves once again the power of radio
—to educate—to entertain—to contribute to the Amer-
ican way of life—and to create favorable public opin-
ion—and sales—for articles and services that deserve it.

The
PRAIRIE
FARMER
STATION

CLEAR CHANNEL Home of the NATIONAL Barn Dance\ ' - <CHicAGo

890 KILOCYCLES, 50,000 WATTS, ABC NETWORK—REPRESENTED BY

JOHN BLAIR & COMPANY
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CBS THE STARS’ ADDRESS
IN ATLANTA, GA.

di 1

... Is one of the South’s most pi i Y ision stations.
A glonce at the loyout will tell you of WAGA's aggressiveness fo moke
WAGA pre-eminent in the Atlonta areo.

WAGA prometion is based on o saund budget determined by the great-
est business volume in it's eleven year history os a Fort Industry Station.

. Qver 100 express trucks in the area carry 4 sheet WAGA Posters,

. WAGA is sending its messoge to prospective New York time
buyers an a Douglos Leigh spectaculor at Broadway ond 4&th
Street.

. WAGA sends its own tabloid corrying program schedules and
publicity directly to thousands of consistent WAGA fans who
have requested this service. This paper is expected to aventuolly
reach an 80,000 circulation figure.

. 200 threa-sheet poster boards help 16 create the Atlante area’s
first daytime radie audience.

. A WAGA neon onimation brightens Atlonta’s heaviest traffic
artery — Peachiree Street at Wast Peachtree intersection.

. Every Yellow Cob illuminated frome in Atlanta delivers o round-
the-clock WAGA message.

. General Qutdoer 24.sheet bulletins on @ complete half-showing
advertisc WAGA,

.. WAGA flashes its message from atop the Avon Hotel in the heart
of the city.

. A 70 foot nean on WAGA's television tower on West Peachtree
dominates the northside traffic,

10.WAGA's baseball scoreboard in the Atlanta Cracker's Ponce
de Leon Park ploys to more fans than any other in tha South-
e ern Leogue (395,696 during the 1950 seosan).

R“,
T:‘é;‘:\:bﬁl 11.0f course WAGA uses its own facilities. We tool our own horn

aver radio WAGA and preen before WAGA television cameras.
1o send promotional messages fo o $1,000,000,000 market.

Not shown is the timely progr ing, the prof y staged shows,
ond the well-knit organization thot enables WAGA to offer you o billion
dellar market.

Represented Nalionally By-THE KATZ AGENCY, INC.
Tom Harker, Notiomo! Solts Monager, 498 Madison Ave,, N.Y, 22

waga-

CHANNEL 5

Btart “ﬂ i dmﬁ“ﬁ{-&m@
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i 53rd issue (Year Book Number) published in February by Broapcasting Pusrications, INc., 870 National Press Building, Washington 4, D. C.
LEnlilidl & 5e e, Entcrcg a(s second class mattg.rpMarch 14, 1933, at Post Office at Washington, D. C., under act of March 3, 1879
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Closed Circuit

NEW REPORT on radio rates in TV markets
by. Assn. of National Advertisers expected to
be ready in fortnight. Unlike ANA report
on same subject last summer, this one will
investigate daytime rates as well as night.
Although ANA committee reportedly will not
recommend reduction in daytime rates, as it
will in evening ones, it is expected to oppose
any effort to raise daytime rates. Last sum-
mer ANA would not have seriously resisted
daytime increases up to 10% had itz demand
for nighttime reductions been successful, it's
said.

IS FCC seeking to generate series of WPA
projects for duration to keep its staff busy
and preclude reduction to skeleton dimensions?
That question being asked now that FCC (1)
has launched another AT&T investigation (the
last one took five years), {2) new TV “Blue
Book” crusade, activating another burning is-
sue that will keep reformers, blue-nosers and
flannel-mouthed crusaders busy.

RE FCC'S WPA, there's talk also of another
network investigation, this time going into
TV as well as AM affiliations, exclusivity,
and, more important, duplication of network
programs on stations covering same areas.
It's beeh talked for months and now seems to
have  substance, since Commission staff has
minimum of hearings to handle because TV is
frozen and will continue that way; FM is
practically forgotten medium, and AM spee-
trum is overloaded.

TIN PAN ALLEY insiders, in re AFM’s latest
radio-TV onslaughts, say that Czar Jimmy
Petrillo himself would be satisfied with re-
newal of existing AM deals but that locals in
New York and Chicago are demanding - uncon-
scionable increases [BROADCASTING ® TELE-
CASTING, Jan. 22]. Jimmy, 'tis said, is making
demands he knows are impossible .and hopes
to wind up with status quo. He can’t risk
being too conservative.

ALL ISN'T serene on election by Broadeast
Advertising Bureau of NAB General Manager
William B. Ryan as its new president (see
NAB board story page 19). Number of board
members feel NAB was “raided” at time when
Mr1. Ryan’s services were needed most. Whole
-mgtter will be aired at board of directors’
meeting at Belleair, Fla., this week.

EYES of some NABers scanning field for new
general counsel have been turning toward
Joseph A. McDonald, vice president, secretary
and general attorney of ABC, but there's doubt
about his availability. Another possibility:
Thad Brown, of Roberts & McInnis law firm,
representing TBA and DuMont.

ALL THREE Baltimore TV station—WMAR
WBAL-TV and WAAM-—have agreed to re-
fuse mail-order business because of periodic
audience complaints and difficulty in handling.
Stations have not carried per-inquiry business
and have now extended their agreement to
mail-order field.

NEXT CHAIRMAN of NBC’s Station Plan-
(Continued on page 90}
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l(pcoming

Jan. 29: NAB Board Finance and By-Laws Com-
mittees, Belleview-Biltmore Hotel, Belleair, Fla.

Jan. 30: Educational TV hearing continues, FCC,
Washington.

Jan. 31-Feb. 2: NAB Board meeting, Belleview-
Biltmore Hotel, Belleair, Fla.

Feb. 1-2: Mississippi Broadcasters Assn.,- Program
and Sales Clinic, Jackson, Miss.

Feb. 4-6: Arkansas Broadcasters Assn., Hotel
Marion, Little Rock, Ark.

{Complete list of Upcomings on page 30)

Bulletins

PARK & TILFORD, New York (Tintex},
through Storm & Klein, New York, will place
spot announcement campaign mostly in par-
ticipation daytime shows to start Feb. 19 in
20 markets.

WAGA-TV TECHNICIANS
CHARGED WITH SABOTAGE

WAGA-AM-TV Atlanta filed suit Friday in U.
S. District Court charging three technicians
with sabotaging equipment when they walked
out Jan. 14 [BROADCASTING ® TELECASTING,
Jan. 22]. Fort Industry Co., owning and
operating stations, asked $10,000 actual and
punitive damages.

Named defendants in suit are Jim C. Bran-
non, Clifford Rogers and William M, Taylor,
technicians. They are charged with ‘“‘up-
setting, maladjusting and distorting broad-
cast and studio equipment; removing and con-
cealing good tubes and parts and substituting
therefore defective tubes and parts.” Suit
alleged action was done “wilfully and malici-
ously.”

James E. Bailey, WAGA vice president and
general manager, said stations are still operat-
ing without interruption.

CONTROL ORDERS
FREEZE WAGES, PRICES

PRICE and wage control orders handed down
late Friday by Price Administrator Michael
DiSalle and Wage Stabilization Chief Cyrus
Ching. Prices in general are frozen at highest
point in period from Dec. 19 to Jan. 26 mid-
night.

Farm products in general not covered until
price goes above parity. Wages are frozen
at level of midnight Jan. 25.

RTMA TUBE STUDY

SPECIAL task group set up by Joint Electron
Tube Engineering Council to study materials
used in radio-TV vacuum tubes, Virgil Graham,
JETEC chairman, announced Friday. A. C.
Gable, General Electric Co., named chairman.
Group to probe substitute materials, gathering
data on nickel and cobalt alloys. Industry
conservation program, involving change in
cathode ray tube focusing system, cited by Mr.
Graham as important step to reduce uses of
copper and cobalt. JETEC co-sponsored by
Radio-Television Mfrs. Assn. and National
Electrical Mfrs. Assn.

Business Briefly
JOE LOWE ON MBS @ Joe Lowe Inc.,, New
York (Popsicles), buying 5:55-86 p.m. on MBS,
Tues., Thurs., starting in June, for 13 weeks.

Duane Thompson Co., New York, agency, look-
ing for program.

CARDUI PLANS @ Chattanooga Medicine
Co. (Cardui) through Street & Finney, New
York, planning spot announcement radio cam-
paign in 15 markets, starting in February.

GARRET SPOTS @ Garret & Co., New York
(Virginia Dare wine), through Ruthrauff &
Ryan planning radio anouncements in 10
markets, starting Feb. 12.

EISENHOWER COVERAGE
CREATES MEDIA DISPUTE

ARRANGEMENTS were not yet complete
Friday on media coverage of informal address
to Congress this Thursday, 10:30 am. at
Library of Congress, by Gen. Dwight D. Eisen-
hower, supreme commander of Atlantic Pact
nations' forces. Radio networks scheduled to
broadeast Gen. Eisenhower’s report to nation
on following day (Feb. 2) 10:45-11 p.m.
Friction understood to have developed when
high-level, Congressional and White House,
echelon decided to permit newsreel cameras
and press coverage but no radio nor live tele-
vision at informal talk. In first stage of
conferences, TV networks, obtaining film from
newsreel, were asked to holdup telecasts until
after Friday broadcast. Radio was to be
barred completely, including tape recording.

14,589,949 RADIOS PRODUCED

RADIO SET production in 1950 topped all
previous estimates, amounting to 14,589,949
receivers, exceeded only by 1947 post-war
boom figure, according to final calculation by
Radio-Television Mfrs. Assn. Figure covers
entire industry. Radio set total boosted by
record 5,000,000 auto units. TV production in
1950 totaled 7,463,762 sets, RTMA found.
Breakdown by months and models to be issued
in few days by RTMA.

FREE & PETERS EXPANSION

THREE additions to TV sales staff of Free
& Peters Inc. announced Friday by 1. E. Show-
erman, television sales manager: John Serrao,
former sales service manager, CBS Hollywood,
to F&P there; Lon King, with KNBC San
Francisco since 1941, to F&P in that city;
Keith McKenney, for four years with WWJ-
TV Detroit, to F&P Detroit office.

NEW JOHNSON PRODUCT

INTRODUCTORY campaign for Pride, new
furniture wax of S. C. Johnson & Son, Racine,
Wis.,, will include sponsorship of Starlight
Theatre on CBS-TV Feb. 8, 22 and March 8
and 22, alternating Thursdays, 7-7:30 pm.
{(CT) with Burns & Allen. Agency is Need-
ham, Louis & Brorby, Chicago. James Isham
is account executive.

U. S. ARMY and U. S. Air Force Recruiting
Service sponsoring Harold Peary Show, 9-9:30
p.m., Feb. 21 and 28, and The Line-up, Thurs-
day, 10-10:30 p.m., March 1, 8, 15, 22 and 29,
over CBS. Agency is Grant Adv,, Chicago.
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In the Northwest. ..

Rl
DIgger

In Minneapolis-St. Paul alone, during Class A
listening periods, seven nights a week, WCCO gets
an average quarter-hour rating of 14.5 ... on the
average delivers 30% more families than both
Twin Cities TV stations combined during Class A
viewing periods! (Pulse: Nov.-Dec. 1950)

S ] fimes

Here's proof: All told, 50,000-watt WCCO reaches
894,600 radio families (50-100% BMB Nighttime
Listening Area)...seven times more than the
127,390 set-owning TV families reported by Pulse
for the TV service area.

& 9 |
Based on Twin Cities ratings, one WCCQ Class A station break,
for example, costs 73¢ per thousand families delivered ...

i nine times less than the average ($6.50) cost-per-thousand of
a full Class A station break on the two TV stations. (On a
year-round basis WCCOQ’s cost-per-thousand averages only 53¢.)

han television!
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? MORE
MUSIC PUBLISHERS

JOIN SESAC

.o AMSCO MUSIC PUBLISHING €0,

« CENTURY MUSIC PUBLISHING £0.
o FTISHONS, K T, C0., INC.
 GOSPEL SONS, INC

o HERITAGE MUS. PUB. INC.

'+ KEYBOARD PUB. .

- Lutews oG oo,

« WERCURY M. CORP.

o NAZARENE PUBLISHING HOUSE

Zor THE
REPERTORY
THAT REEPS

GROWING!

The accent is on QUALITY
MUSIC in Broadcasting and allied
fields. That’s why more and more
AM -FM . TV stations call for
SESAC MUSIC . . . the repertory
which continues to GROW!—9
.more music publishers now add
their distinguished names and
qudlity publications to an already
imposing list. Plus thousands of
copyrights—that’s millions of addi-
tional performances for SESAC.
Here’s the answer to Broadcasters
who are calling for more and more
quality music . . . SESAC HAS IT!
THE BEST MUSIC IN
AMERICA!

|
|
|
SESAC INC., 115 s wvonee, vew vane 7,1, v
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Looks lil_(e somebody
needs a new

calendas...

CBS prints this calendar for the henefit of those peaple

in radio who are obliged to reach back into 1948 and 1949
to find figures that will support their claims for circulation,
audience, billings, cost-per-thousand, or whatever.

Fellows, while your backs were turned, it became 1950. And
after a while, even 1951. And as of 1951, it’s like this:

CBS starts 1951 with the highest average ratings in network

15 16 17 b radio: 26% higher thdn the second-place network.t
29 30 CBS starts 1951 with the highest billings in network radio:

11% above 1949, 13% above the second-place network.?

CBS starts 1951 with the lowest cosbper-tho;xsand homes
reached in network radio: 33% lower than the second

thriftiest network.?

CBS starts 1951 with the largest circulation in network radio:

895,000 more homes than the second-place network.*
: 1 3 4
10 11 e 1January-November, 1950, NRY. ? January-September,
7 8 9
3 z 43 14 15 16 17 18 1950, PIB. 3January-October, 1950, NRT. *February-
12

g 20 24 22 23 24 25 - March ’50. NRI (all right, this is our lcast up-1o-date
126 27 28 29 30 31 ':é figure, but it’s nearly two years more up-to-date

6

than the latest figures quoted by some broadcasters.)

Columbia Broadcasting System
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0S MAGIC SCOURING PADS considering spot announcement cam-
paign. Agency: MeCann-Erickson, San Franecisco.

J. A, WRIGHT, Keene, N, H. (silver cream), started participation spon-
sorship on WGN-TV Chicago last week. If test successful television
participation eampaign will be expanded into other markets. Agency:
Lambert & Feasley, N. Y.

REISS DAIRY, Sikeston, Mo., appoints Harold Kirsch Co., St. Louis, to
handle advertising and merchandising. Extensive radio campaign being
used.

BALLARD & BALLARD, Louisville {Oven Ready Biscuits and grocery
products), sponsoring two or three participations in daytime home eco-
nomics TV shows each week in seven markets indefinitely. Cities:
Memphis, Detroit, Huntington, Oklahoma City, Atlanta, Birmingham and
St. Louis. This is first use of TV spot except for initial test in Louis-
ville, the home market. Agency: Henri, Hurst & McDonald, Chicago.

REED PRODUCTS Co., St. Louis (Inergel Tablets), appoints Dorrance-
Waddell Inc.,, N. Y., to handle advertising.

FRIEDMAN-SHELBY branch, International Shoe Co., St. Louis, (Red
Goose shoes), expands its Saturday morning, half-hour Movies for Kids
from 9 to 19 markets in mid-February through Henri, Hurst & Me-
Donald, Chicago. Contracts for 52 weeks.

LOS ANGELES BREWING Co., L. A,, names Warwick & Legler, N. Y.,
to handle its $1.3 million advertising account for Eastside beer.

MAHER SHOE STORES, Toronto, sponsoring weekly half-hour tran-
scribed Henry King Show for one year on seven Ontario stations. Agen-
cy: Woodhouse & Hawkins, Toronto.

C & W FROZEN FOODS, San Francisco, appoints Ley & Livingston,
same city, to handle advertising. Radio and television will be used.

WETHERBY-KAYSER S'}iOE Co., L. A. (California retail chain), ap-
points Yambert, Prochnow, McHugh & Macaulay Inc., Beverly Hills, o
handle advertising. Radio-TV spot campaign contemplated in March
for Easter trade.

- ooy

4

FIRST in Georgia's third market ...

Georgio’s 3rd market is o
buying market. 1950 retail
soles exceeded $110 million.
1951 will be greater because
of the new $600 million AEC
Hydrogen Bomb Facilities
Plant, the' Clark’s Hill Dam
and Camp Gordon operating
at full capacity.

FIRST in selling
power...

I 3 i) .
 FIRST Hooper-Wise
Aceording to the latest Hooper Survey,
WRDW is firit in more 30-minute periods
than all other Augusta stations com-

pi. - bined: WRDW, with a 30.2 in total rated
h periods, is a Big First in the market.

LR e _. s
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MARIE DESIGNER Inc, L. A. (contour chair loungés), appoint Wal-
ter McCreery Inc., Beverly Hills, to handle advertising.

BAR-DOL-PRODUCTS Corp., Montreal (lubricants), March 16 starts
spot announcement campaign on 26 eastern Canadian stations. Agency:
Walsh Adv. Co., Montreal.

CAROLENE PRODUCTS Co., Litchfield, Ill. (Milnot), names Henri,
Hurst & McDonald, Chicago, to handle radio portion of its account:
Agency has handled rest of account for 15 years.

BOVRIL (CANADA) LTD. Montreal (food products), running spot
announcement campaign on eastern Canadian stations. Agency: Ron-
alds Adv. Agency, Montreal.

/Vetwoté -ﬂccountﬂ « o

ANDREW JERGENS Co. (lotion) sponsoring Wed.-Fri,, 4:15-4:30 p.m.
segment of Kate Smith NBC-TV program. Agency: Robert W. Orr &
Assoc, N. Y.

STERLING DRUG INC, N. Y. (Bayer Aspirin, Molle Shaving Cream),
to sponsor News of Tomorrow, 10:30 p.am., ABC, starting April 2.
Ageney: Dancer-Fitzgerald-Sample, N. Y.

BULOVA WATCH Co. has renewed sponsorship through June of
9-9:30 p.m. segment of Frank Sinatra Show, CBS-TV, 9-10 p.m. Sat.
Agency: Biow Co., N. Y.

GENERAL MILLS, Minneapolis (Kix), has bought 6:30-7 p.m. EST por-
(Continued om puge 81)

e e e - T
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FIRST (power) 5000 W

i

WRDW's powerful 5kw sig-
nol dominates the Augusto
market, day ond night. We

: | have figures to prove if.
...'*. AUGUSTA Or ask Headley-Reed for
s complete informatien.

FIRST in the market

(oldest station)

~  CBS for Augusta, Ga. i ﬁ
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McFarland Pledges

EDITOR:

« .« . The mejority leadership . . .
duties have been especially heavy
during the last few days in con-
nection with assuming this post ...

.+ . The position . . . is probably
more difficult now than at any time
in our history. I will do my level
best’ to discharge my responsibil-
ities conscientiously . and prudent-
ly. ..

Ernest W. McFarland
United States Senate
Committee on Interstate
and Foreign Commerce
Washington
* * &
TV or ‘tv?
EDITOR:

Perhaps I'm overly [and unduly]
conscious of possible results in the
usage of type to convey ideas.

When the human voice is not

available, then type is resorted to.
I’'m glad you use it to tell everybody

_ open mike

2
G
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what iz going on in Broadcasting.

‘By just capitalizing that word
Broadeasting, you don’t know
whether 1 mean the Industry or
your Publication . . . as both are of
real stature and importance. So,
I mean- both!

All the above by way of pre-
-amble to this offered suggestion;
when, in spesking of television, by
using the short form “TV” and,
using the word “radio” to mean
the broadcasting of sound unaccom-
panied by sight at the same time,
it often appears thusly . . . “radio
and TV.” Capitals generally carry
more emphasis than lower case . . .
so “TV” gets more attention . . .
or results in a stronger impression

than “radio” in lower case.

Perhaps the relative values
would be better expressed if, in all
instances, we either used this form
—“Radio and TV” or “radio and
tv.”

W. B. McGill
Advertising Manager
Westinghouse Radio
Stations Inc.
Washington, D. C.

[EDITOR'S NOTE: We believe Mr.
McGill, one of the nation’s foremost
type experts, has a point. For example,
WOR New York, identifies its television
affiliate as WOR-tv. Reason for capi-
talizing TV in past has stemmed from
use of AM and FM in caps. But it's
never too late to change, if there are
cogent reasons for it. The editoxs
invite short comments.]

\li

COLUMBIA NETWORK

"

Thanks to the best wave length

on the dial, WGR's 5000 watts reaches
western New York’s prosperous

markets with radio’s biggest dollar’s
worth in this area. BIGGER COVERAGE
with top-rated programs . ..

Columbia and local . .
WGR the best buy in Buffalo.

. makes

RAND BUILDING, BUFFALO 3, N. Y.

National Representative, Free & Petars, Ino.

Leo |. (“Fitz"* ) Fitzpatrick

I. R. (“lke’*) Lounsberry
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‘Lasting Ydlue’
EDITOR:

I consider the BROADCASTING *®
TELECASTING magazine the finest in
its field and I can assure you that
I plan to have it in my library
always. Since I feel that every is-
sue has articles of lasting value,
I see that they are filed in order.
That way they’re available when I
want them. . .

Walter Gaines
General Gas Light Co.
Kalamazoo, Mich.

* * &

No Sympathy
EDITOR:
I was very interested in the ar-

ticle on page 38 of the Jan. 15
issue on “Mail Order Deals.”

Unfortunately, I have no sym-
pathy with the stations that have
been accepting PI business only to
find that the advertisers are not
responsible parties.

We had one experience with a
Pacific Northwest agency that sent
a firm order with check for a mail
order deal. We thought that, at
least, paying for the advertising
in advance they would take care of
the customers. We refunded al-
most as much imoney as we got,
however, when the merchandise
was not delivered on time and did
not live up to its advertised claims.

I would like to see you continue
to hammer away as you have done
editorially against broadcasters
taking business on a contingent,
pay out of PI basis. As long as
we have broadcasters who are will-
ing to prostitute their own busi-
ness, we certainly cannot present
a very strong competitive force
against other media. I see no rea-
son why we should not have agency
recognition as many have recom-
mended. Certainly we investigate
every agency before we accept busi-
ness. There are too darn many of
them who operate on the media
money, and are slow in paying their
bills. . .

R. T. Mason
President
WMRN Marion, Ohio

= *  *

‘Be Gay, Go USA'
EDITOR:

I think one of the greatest things
lacking in our present federal
government is a good propaganda
and public relations setup for the
people of Europe and Asia.

Therefore, I would like to sug-
gest . . . the possibility of using
five top advertising agencies in
the United States today to do a
consistent job of selling the Amer-
ican people to other lands. As you
well know, advertising agencies
have the knack of selling most any-
thing to us in the way of products
and I can see no reason why the
American Way of Life should not
be sold to other countries on the
same basis as soap is sold to the

(Continued on page 45)
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You're
the Doctor

*75° Per Month the First
Yeur und ius' 35000 Check up on the Capitol Custom Library. You'll
: find this new transcription service plan as sound
Per Month Thereafter

as a dollar used to be.

It makes sense. You SELECT your basic Custom
Library from Capitol's complete Transcription
Library — you SELECT all additions and exchanges.
Result, you have a concentrated library service

of just what you need and want. A potent hypo
for your musical programming!'

You save dollars. Since this Custom Library Plan

IT'S THE LIBRARY YOU WANT ‘ eliminates supplying you with transcriptions you
AT THE PRICE YOU WANT TO PAY...CHECK UP don’t need, Capitol eliminates wasted pressings
ON THE CAPITOL CUSTOM LIBRARY TODAY expense. Result, a big savings!
You Pay —
L = G -
rrllr”—'_;—l-a
Write or wire for Custom Library and Bonus Information et ot A
CAPITOL RECORDS, Inc., BROADCAST DIVISION RECORDS,INC.
Sunset and Vine ¢ Hollywood 28, Calif. AR ORDCAST DIFISION
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SPARTANBURG

(township)

1950

U. S. Census

POPULATION
67,888

Spartanburg is the “Hub City”
of South Carolina’s highly in-
dustrialized Piedmont section.

The City of Spartanburg is
ringed in with textile mills and
the homes of well paid opera-
tives who turn out a great
portion of the nation’s textiles.

These textile mills began mi-
grating from New England to
the Piedmont section over a
quarter of a century ago. They
were established just outside
the city limits of Spartanburg.
(Spartanburg has not changed
its city limits since 1886).

The growth of Spartanburg is
reflected in the new U. 8. census
population of 67,888 for the
township of Spartanburg, which
covers most of the metropolitan
area of the city. Within a ten-
mile circle of the City of Spar-
tanburg reside 100,000 people.

In Spartanburg County, where
a fine balance exists between
industry and a diversified agri-
culture, there are 147,844 peo-
ple (1950 census), with retail
gales in excess of 100 million
dollars.

Covering Spartanburg and this
thickly populated and high in-
come area is WORD—SPAR-
TANBURG’S BEST RADIO
BUY!

OF THE PIEDMONT
ABC

WDXY-FM « DUPLICATION

Walter J. Brown, President

SPARTANBURG

® See HOLLINGBERY

T
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PAUL M. BROWNE, freelance radio-TBV producer, named vice presi-

dent Abbott Kimball Co., S. F.

RALPH W. HOBBS appointed vice president in charge of business pro-
motion Ray C. Jenkins Adv. Agency, Minneapolis.

ROBERT ¥. MILLAR, treasurer and secretary Steller, Millar & Lester
Inc., L. A., named president. HELEN V. MILLAR, president, appointed
treasurer and secretary. GEORGE BALSAM, account executive, named
vice president. . .

LEE RANDON to Henri, Hurst & McDonald, Chicago, as assistant to
SCOTTY KECK, radio TV director. Mr. Randon was assistant director
Ruthrauff & Ryan, same city.

PATRICK H. CRAFTON appointed director of radio-TV at Richard N.
Meltzer Adv. Agency, S. F. Was with WRGB (TV) Schenectady, WEWS

(TV) Cleveland and KRON-TV San Francisco.

ROBERT E. MOORE, vice president Ross Roy-Fogarty Inc., Chicago, to
C. Wendel Muench & Co., same city, as merchandising director.

L. J. WIEGAND, advertising and promotion manager Cincinnati Indus-
(Continued on page 15)
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NE OF advertising’s most
vocal advocates of a uni-
form method of determining

a station’s coverage is Al Eisen-
menger, head of the radio and
television time buying depart-
ment of Leo Burnett Co., Chicago.

Al will talk at the drop of a hat
about the need for an improved
BMB, BAB, or what have you, and
industry leaders often invite him
to discuss his ideas about how to
evaluate a station’s potentials, the
composition and
penetration of its
audience, before
groups of broadcast-
ers.

Although just
turned 40—and
looking younger,

which prompts him
to reveal his birth
date “off the record”
—Mr. Eisenmenger
has had wunusual-
ly broad experience
in many phases of
radio and advertis-
ing. As a young
studio engineer at
NBC, he was one of
the founders of
NABET. He has
been in charge of
program production on some of the
nation’s largest advertising ac-
counts, and is an authority on tal-
ent contracts.

One iz led to wonder where Al
got his nickname, because his ini-
tials are E. G. All he tells you is
the Al comes from the “E.” The
“G” stands for George.

on all accounts

Al was born on his father's 160-
acre farm, but moved inte the vil-
lage of Humphrey, Neb. (popula-
tion 864}, before he was three
years old when his dad passed
away. As a boy, he delivered milk
and eggs to help support his moth-
er, and later, while attending St.
Francis high school, he worked
part-time on farms and in a local
nursery. Although he was absent
from his high school classes six
weeks each year during the corn
picking season, Al
maintaimed the
highest scholastic
average in his class.

After graduating
from St. Francis,
he was another
farming Eisenmen-
ger for two years,
then got the urge to
become a radio ope-
rator. He went to
Omaha, but could
find no part-time
work to finance his
education, so went
to Chicago. Thir-
teen months after
enrolling at the Chi-
cago Radio Insti-
tute, he pgot an
operator’s  license.
worked his way through

He
the course by “toting” boxes in
the shipping room of a hardware
concern, and later as assistant in

a U, of Chicago biological re-
search laboratory.
Al’s first full-time job was mak-
ing radio parts for Universal
(Continued on page 4i)

*NEWS
DIRECTORS
SAY

woWhew:
;55[51' f

At its recent convention The

NATIONAL ASSOCIA-

TION Of RADIO NEWS

DIRECTORS awarded to
WOW a plaque for...

"OUTSTANDING PREPARATION
AND PRESENTATION

OF THE NEWS”
® When 400 men in the

same profession agree that
WOW'S news presentation
is the best, it MUST be ||
good,

Last year the WOW NEWS
DEPARTMENT broadcast, ||
to the more than 485,000
families in WOW.LAND,
77,237 news stories, an in-
crease of 1,785 stories over
the previous year.

RIGHT NOW NEWS is
the Hottest Advertising
Buy in Radio. ..

FRANK P. FOGARTY, General Manager'
JOHN BLAIR CO., Representatives

BROADCASTING » Telecasting



WANT A GOOD
RECEPTIVE AUDIENCE
AT A
GOOD LOW COST
In the Rochester, N.Y. Area?

i

PUERTO RICAN advertising agency Publicidad Badillo Inc., San Juan, last
month celebrated its sixth anniversary of service to the island which boasts
the largest per capita consumption of U. S. manufactured goods in the world,
Agency planning board includes (I to r): R, Hernandez, assistant radio di-
rector; R. A. Fornier, vice president in charge of preduction, formerly with
The New York Times; R. Martinez, account executive; S, E. Badillo, president,
and A. R. Moll, vice president, formerly production manager of NBC’s Inter-
national Division, New York.

Agency Beat
(Continued from page 14)

tries Inc., to Guenther, Brown & Berne Inc., same city, as account
executive.

SAM WOODALL, production manager WINN Louisville, to Krupnick &
Assoc. Ine., St. Louis, in account service department .

JOHN BUTLER, Buchanan & Co., S. F., to Brisacher, Wheeler & Staff,

S. F., as radio and television producer.
JULES KOPP, art director Erwin Wasey & Co., L. A., appointed vice B U Y I N W H A M ! S

president.

HAROLD M. SCHNEIDER, president Schneider, Cardon Ltd., Montreal,

has purchased all shares owned by Norman Cardon and has appointed iiM od . h t
J. GERALD GALES as senior account executive. Mr. Gales has been 1 nlg
radio director of a Montreal agency.

o t}
STEPHEN GOERL ASSOC. Inc, N. Y. elected to membership in M _G -R d
American Assn. of Advertising Agencies. errv o Oun

GEORGE ALLEN DANCHUK, to Biow Co., Hollywood, as art director

and production manager. Was art director, Sears Roebuck & Co., and r . .
North American Aviation. He succeeds E. C. WILLIAMS, recalled to WHAM's 11:20 P.M. 10 12:30 A.M. coverage

active service as officer, Army Engineers.

CLAUDE C. WIMPERLY, senior account executive McKim Adv. Ltd.,

stretches over 23 New York counties, plus the

Toronto, to manager of Vancouver office of agency. huge bonus territory you get from a clear
RICHARD YROOMAN, Harry Bonath Art Service, Seattle, to Sidney channel ot night. There's alwa a siza

Garfield & Assoc., S. F., as art director. g § always sizable,
FRED MAY, BEDO, S. F., to Guild, Bascom & Bonfigli, S. F., as media receptive audience tuned to Bob Keefe's plat-

and production manager. He replaces FRED BYRON, resigned. WIL-
LIAM HOFFINE, treasurer Potts-Turnbull, Kansas City, appointed
treasurer.

ters. And—just to put frosting on this late-

hour cake—there’'s a late news summary at

EVERETT DOTEN, account executive Long Advertising Service, S. F,, L
ordered to active duty with Air Force in Washington, D. C. midnight and a sports roundup at 12:05.

NELSON WINKLESS, copy group chief BBDO, N. Y., to San Francisco
office in same capacity.

JOHN McKENNEY BINGHAM forms new agency under his own name, See your Hollingbery man for details about IOW“" cost availabili-
formerly known as Toronto office of Russell T. Kelley Ltd. J. HARRY ties on “Midnight Merry-Go-Round”
TITHERINGTON appointed vice-president and IRENE PORTER named

secretary-treasurer of new agency with headquarters at 86 Adelaide

St. East, Toronto. The Stromberg-Carlson

Station
ROCHESTER. N.Y.

S. E. ROBERTS Inc., Philadelphia, changes name to H. H. DuBOIS Ine.

JOSEPH P. McLAUGHLIN, director public relations Thomas J. LaBrum,
Phila., opens own agency, The Beacon Agency Inc. JOHN J. Me-
LAUGHLIN, Neal Ivey Agency, Philadelphia, will be associated with
him. SUZANNE ROBERTS, local radio-TV producer, will handle radio-
TV production for new firm.

ROY SMITH, DICK EVANS and JACK DOONAN, Shawl Nyeland & Basic NBC—50,000 watts—clear channel—1180 ke
(Continued on page 54) .
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Point of Sale . . .

In addition to regular
coverage of agencies and
time buyers, may we re-
mind you that WRC Sales
Manager Mal Glascock has
a busy telephone these
Clients know that
WRC can produce.

days.

An inquiry regarding
WRC availabilities is as
convenient as Yyour tele-
phone. Call either National
Spot Sales or WRC, wher-
evel you are.

Washington enjoys ex-
cellent position in the first
ten major markets in the
country . . . you'll find
WRC’s results are a telling
reason in these years of

hard selling.

IN THE NATION'S CAPITAL
YOUR BEST BOY IS

Page 16 *® January 29, 1951
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SOME advertisers may still pre-
fer newspapers to the complete
preclusion of radio, but in St. Jos-
eph Valley one appliance distrib-
utor, heretofore sold only on black
and white, has really pulled out
the stops in its first baptismal
plunge into radio.

This faet is happily reported by
WJVA Mishawaka, Ind., whose
sales manager, Charlie Sharpless,
has wrapped up negotiations with
McCaffery Electric Co., South Bend
Westinghouse distributor, for 10
weekly 15-minute programs on the
station. The contract is for 52
weeks. Mr. Sharpless is radio con-
sultant to the firm.

First Radio Use

The occasion marked the first
time that the distributor has in-
cluded radio in its long-range ad-
vertising plans. According to
WJIVA, the McCaffery Co. believes
that radio, “with its friendly and
entertaining approach with the
right programming, will more

Signing for the WJVA program
schedule is J. J. McCaffery Jr., as-
gistant general manager, McCaf-
fery Electric Co. Looking on are
Mr. Sharpless (1) and Bob Clancy,
merchandise sales manager.
PR T

closely associate Westinghouse in
the minds of present and future
buyers of household appliances.”
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Mr. OGDEN

LIFF OGDEN'’'s entrance into
C radio in 1932 can be described
as inauspicious, unpaid but
loud. It was as second tenor of a
male quartet on KFOR Lincoln,
Neb., when he was in high school.
Since then his musical bent, ap-
parent at an early age in the form
of trumpet blowing as well as
singing, has served him in better
stead. He now receives payment
in his present capacity as general
manager of the Broadeast Division
of Capitol Recordg Inc., Hollywood.
There is no indication as to

-~

whether his singing hastened or
hindered his departure from high
school in Lincoln, but he was grad-
uated from there in 1934. Early
schooling was gathered in that city
and Paola, Kan.,, where he was
born Clifford Eudell Ogden in
1915. Following high school he re-
ceived further formal education
at Pasadena Junior College, Pas-
adena, and U. of Nebraska, Lincoln,
where he majored in music.

About this time the urge to get
into radio hit him again and he left
school to go on the road peddling
syndicated shows to stations. The
following year, in 1938, June Carl-
son, an artist in costume designing
at Paramount Pictures, was in-
fluential in making Cliff decide to
desert his bachelorhood and the
call of the open road for a more
stationary job.

In December of that year he
became a salesman at KTMS Santa
Barbara, Calif., where he told one
of the few lies of his otherwise
untarnished career. In order to
become eligible for the $2 weekly
additional salary afforded married
men, Cliff unblushingly to'd Frank
Webb, then station manager and
now general manager of KFH
Wichita, that he was a member of
that happy group. The following
month he squared things with his

(Continued om page 46)
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Radio

for
Oakland,
California

_1. How many people?

There are 3 million pecple in
the coverage area of KLX, the
top station in Hooper ratings.
KLX claims only 600,000 as
steady listeners.

2. How rich are they?

QOakland area radio listeners
spend 100 million for drugs,
1 billion for foed, 1/2 billion
for general merchandise, 1/4
of a billion for radios, TV and
furniture.

3. What does Hooper say?

KLX leads all independent
San Francisco and Qakland
radio stations in the Qakland
Hooper... and often leads in
all six periods!

4. Do San Francisco Inde-
pendents cover Oakland?

No, these stations reach only
15% to 35% of the Oakland au-
dience that KLX covers. You
can check this by adding the
Hooper ghare of audience fig-
ures for all aix periods.

5- What about KLX results
...and promotion?

Just send for success stories on
your field. Also, KLX has won
7 national awards for sound
promotion.

KLX

TRIBUNE TOWER = OAKLAND, CALIFORNIA

Represanted Nationally by
BURN-SMITH CO., INC.

Telecasting



Annoying “Rofl-over’—starts up in TV sets when you mix remotes with locals

RCA’s TV Genlock TG-45 ends picture slipping when you
“lap dissolve™ and *superimpose.”

Now you can lock two entirely different programs together—remote
or local—and hold pictures steady right through switching! No
manual adjustments of phasing to fiddle with. No extra equipment
needed at remote pick-up points. Here's how the GENLOCK works.

Located in your main studio, this simple unit compares the signal
of your remote sync generator with the signal of your local sync
generator. The difference in the phasing of the pulses produces an
“error” signal which locks your local generator as a “'slave’”” to your
remote generator as a master. This enables you to treat remote
signals as local signals—and switch back and forth without picture
“roll-over,” no matter where your program originates!

The RCA GENLOCK is simple in design, completely automatic in
operation—"locks-in” much faster than you can switch. It fits any
standard 19-inch TV rack.

Give your programming a lift. Switch as you please between
programs for variety and for special effects. It’s easy with a GENLOCK.
For more information call your RCA TV equipment representative.
Or write Dept. 19AE, RCA Engineering Products, Camden, N. J.

g
PSS

Good-bye “Roll-over”! The RCA TV
GENLOCK tightly locks your local and
remote sync generators together —in-
siantaneonsly and automratically.

;__}11;%"'

=

0088680,
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RCA GENLOCK, Type TG-45. This is
the simple, automatic system that elec-
trically locks two separate television
pick-up systems together.

TELEVISION BROADCAST EQUIPMENT

RADIO CORPORATION of AMERICA

ENCINEERING PRODUCTS DSPARTMENT, CAMDEN.N.J.

In Canada: RCA VICTOR Companv Limited, Montreal
BROADCASTING ®* Telecasting
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You get a lot for a little*

*MORE LISTENERS-PER-DOLLAR THAN ANY OTHER TV OR RADIO STATION IN BALTIMORE

SEE YOUR HEADLEY-REED MAN TODAY FOR THE WHOLE W-I-T-H STORY

Page 18 ® January 29, 1951 BROADCASTING ® Telecasting
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CHART F

By J. FRANK BEATTY

A BRAND new structure for NAB,
adapting it to serve both aural and
visual stations, is scheduled to
emerge this week from the NAB
bolard's winter meeting in Belleair,
Fla.

If a workable federation isn’t
evolved, then the industry faces
prospects of a wide open radio-TV
split.

It appeared at the weekend, how-
ever, that a series of meetings
started Friday night stood a good
chance of producing a formula suit-
able to NAB’s present aural mem-
bers and the 70-odd TV stations
that launched the NAB-TV proj-
ect in Chicago Jan. 19 [BROADCAST-
ING ® TELECASTING, Jan. 22].

The reorganization proceedings
got under way in Miami Friday
evening as the NAB-TV Steering
Committee, plus other TV board
members, began putting in black-
and-white the principles approved
at Chicago.

TV stations are on record with
a loud demand for autonomy, and
lots of it. Many of the stations
that signed the pledge at Chicago—
perhaps three-fourths of the 107
network stations—want to come un-
der the NAB banner but don't want
aural stations exercising control
over their own NAB-TV.

Order of Agenda

Because all NAB board actions
this week depend on what's done
about television, the topic gets top
priority when the board convenes
Wednesday morning. Before the
week has ended, the following ma-
jor problems are to be solved dur-
ing the series of board and com-
mittee meetings:

@ Chart the NAB and NAB-
TV federation.

@® Find ways of making it work.

@ Get the greatly expanded
Broadeast Advertising Bureau
working under full steam.

® Find a new general manager
for NAB to succeed William B.
Ryan, now slated to become BAB
president Feb. 1 under a five-year
contract.

@ Devise ways of raising per-
haps a million dollars. to finance
NAB NAB-TV and BAB.

@ Staff these three operations.

@ Dispose of all the other asso-
ciation business [BROADCASTING *®
TELECASTING, Jan. 22].

@ And finally, attract all four
TV networks into NAB-TV.

At the weekend NBC appeared
ready to go along with NAB-TV,
assuming the Chicago program is
carried out. ABC’s top staff hasn’t
yet conferred on that network’s fi-
nal position. CBS is waiting to
see what comes out of the Florida
proceedings. DuMont, still having
favorable memories of Television
Broadcasters Assn.,, wants to see
what NAB-TV looks like a week
from now.

Chris J. Witting, DuMont’s gen-
eral manager, told BROADCASTING ¢
TELECASTING “DuMont wants to get
in NAB-TV, but we won’t let TV be
watered with radio,” despite the
need for a trade association. He
recalled TBA did “a fine job” with
a tiny budget. “We're not buying
anything in advance,” he reminded.

At NAB headquarters it was
pointed out that the association has
at no time envisioned a merger
with TBA but on the other hand
was trying to give TV stations a
chance to organize within the fully
equipped NAB framework.

Probably few board meetings in

a decade have faced so many po-
tentially hazardous issues. At the
same time, radio and TV officials
throughout the industry have set
the basis for an amicable and uni-

‘fied NAB federation and they enter

the week determined to settle dif-
ferences and start a new era in as-
sociation affairs.

Friday Session

The NAB-TV Steering Commit-
tee was to convene Friday evening
at Miami on the Verlaine, yacht
owned by George B. Storer, presi-
dent of Fort Industry Co. Slated
to attend the meeting, lasting
through the weekend, were Eugene
8. Thomas, WOR-TV New York,
chairman of the NAB-TV board,
and Robert D, Swezey, WDSU-TV
New Orleans, vice chairman. Both
are NAB-TV directors, With Mr.
Storer they comprise the NAB-TV
Steering Committee.

Expected to join them at Miami
were Campbell Arnoux, WTAR-TV
Norfolk, Va., and W. D. Rogers
Jr., KEYL (TV) San Antonio, both
members of the NAB-TV board.
The Verlaine is a combination sail

R NEw NAB-RADIU-TV Faces Board This Week

and diesel, with radiotelephone.

Armed with results of the week-
end conference, members are slated
to fly across Florida to Belleair
Monday morning for the NAB
board finance and by-laws commit-
tee meetings.

Frank M. Russell, NBC Wash--
ington vice president, and Mr. Wit-
ting were expected to represent
their networks at Belleair when the
NAB board takes up the reorgani-
zation question Wednesday. CBS
and ABC had not indicated at the
weekend they would be represented
at Belleair. Other NAB-TV board
members were invited to take part
if they could make arrangements
in the short time.

How many boards will there be
in NAB and NAB-TV?

A tentative redrafting of the
NAB by-laws would set up an
NAB-Radio board and an NAB-TV
board, though the matter of names
isn’t too clear.

These would meet jointly as the
top hboard of .directors, probably
consisting of 256 members of the
present board (minus the two TV

(Continued on page 24)

BAB AIMS AT ANPA

BROADCAST Advertising Burean
has taken sharp-eyed aim at as
big a sitting duck as a marksman
could want—the chest-thumping
newspaper ads placed by the Amer-
ican Newspaper Publishers Assn.’s
Bureau of Advertising, claiming
Pittsburgh went to pot during the
recent newspaper strike.

The full-page ad, which ran in
many newspapers within the past
few weeks, wad headed: “What
Happens when Newspapers Don’t
Hit Town?” and, answering its
own question, the Bureau of Ad-
vertising listed a host of unhap-
py developments that BAB, in its
attack, characterizes as “mislead-
ing” and full of "hog-wﬂd fal-
lacies.”

In the introduction, the BAB
brochure, which will be published
‘this"'week, points out that BAB
“doesn’t question the-importance of
newspapers to any city and its
people . but BAB-—together
with all radio—does take excep-
tion to misleading statements that

BROADCASTING ® Telecasting

pepper this entire advertisement.
Any respect for the intelligence
of public and advertisers alike de-
mands honest presentation of the
true facts. . . . BAB believes that
any thinking executive, whether
advertiser or agencyman, will in-
stantly discern the hog-wild fal-
lacies in this widely published,
chest-thumping advertisement.”
The brochure was prepared under
the direction of Hugh Higgins,
BAB director.

Contradicts Statement

In its ad, the Bureau of Adver-
tising said: “Business, big and
small, took a beating.”

BAB draws on the Nov. 30 is-
sue of the Pittsburgh Business
Review, an authoritative publica-
tion of the U. of Pittsburgh’s Bu-
reau of Business Research, for a
contradition to the newspaper bu-
reau's statement. The FReview
‘said: .

“Aside from the loss in pay .of
the several thousand employes of
‘the newspapers, the strike ap-

Answers Strike Ads

4
parently had little effect on the
total economy in the district.”

The next month’s issue of the
same publication pointed out that
“business activity in the Pitts-
burgh district held near record
levels in the first three weeks of
November”—which was during the
strike. The Review also reported
that retail sales in October, also
during the strike, were “relative-
ly high for the month.”

In its ad, the Bureau of Ad-
vertising said the sales of 10 de-
partment stores took a *“nosedive
during newspaperless October.”
Comparing October 1950 with Oc-
tober 1948 (rather than with
October 1949, when coal and steel
strikes drastically slowed the retail
market), the bureau said, the sales
for these 10 stores were down
8.6%.

BAB points out what the Bu-
reau of Advertising neglected to
mention—that department stores
nationally declined 6% in that
month, and further, BAB sa¥4; the

(Continued on page Sz?' -
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WYATT & SCHUEBE

REGGIE SCHUEBEL, radio and television director of Duane Jones

#

New Agency
Service

advertising agency, and John M. (Jack) Wyatt, radio and television
héad of Grey Advertising, have resigned their positions effective Feb. 15
to create a new agency service to be known as Wyatt & Schuebel.

The firm will assemble, plan and
produce radio and television pro-
grams, including the buying of both
spot and network time for adver-
tising agencies.

Among agency clients already
signed by the organization are
Doyle Dane Bernbach Inc.,, New
York, and Honig-Cooper Co., San
Francisco. Others are to be re-
vealed within a fortnight.

Besides serving as production
consultants for Duane Jones, Wy-
att & Schuebel will function, in ef-
fect, as the radio and television
departments in New York for out-
of-town agencies.

Miss Schuebel, a 20-year veteran
in the industry, has served pre-
viously with the Biow Co. where she
innovated the Bulova Wateh spot
radio campaign as well as produced
the Philip Morris programs, includ-
ing Crime Doctor, Johnny Presents,
The Philip Morris Playhouse, and
What's My Name for Dunhill. For
Eversharp she produced Take It

Mr. WYATT

R T

Or Leave It and for Camels she
created Thanks to the Yanks.

As radio and television director
for the Duane Jones Co., since 1942,
she has supervised the following
programs: We Love and Learn,
Mennen Shave Time and Sweet-
heart Soap show. Miss Schuebel di-
rected the spot announcement cam-
paigns of the Hudson Paper Co.
and Mueller Products. In addition
she bought and supervised One
Mav’s Family in television.

Mr, Wyatt, an. important radio
figure for 1T years, has recently
held the position.of radio and tele-
vision director at three agencies:
Grey Advertising Co., Cecil &. Pres-
brey and, before that, Buchanan
Co.

During his tenure at the various
agencies he has handled the radio
and television advertising for the
Texas - Co., Paramount Pictures,
Philip Morris (daytime programs),
Ronson and the Block Drug Co.,

Page 20 ® Janiuary 29, 1951

Miss SCHUEBEL
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among others.

As executive in charge of radio
and television he has been respon-
sible for such network shows as
Twenly Questions, Robert Mont-
gomery Show, Wrestling with Den-
nis James and Hands of Mystery.

Wyatt & Schuebel has estab-
lished offices at 40 E. 51st St., the
Penthouse, and will deal directly
-with agencies and packagers.

Among the accounts handled by
Doyle Dane Bernbach are BVD,
Croton Watches, Barton's candies,
Book of Knowledge and Ohrbach’s.

Honig-Cooper already .had as-
signed to Wyatt & Schuebel, handl-
ing of Famous Jury Trials over
DuMont for Swiss Colony Wines.

RIGGIO RETIRES

Leaves American Tobacco
VINCENT RIGGIO, chairman of
the board and a director of the
American Tobacco Co., New York,
last week resigned his post to re-
tire. . Mr. Riggio, who is 75, has
‘completed 44 years with the com-
pany, including the last three years
as president and one year as ehair-
man of the board.

Mr. Riggio was named president
succeeding the late George Wash-
ington Hill, and was elected chair-
man of the board on April 7, 1950,
at which time Paul Hahn became
president. No successor to the post
of chairman of the board is ex-
pected. Mr, Hahn continues as
pPesident.

Greystone Show

GREYSTONE CORP. (publishing
house) sponsored one-time 10-10:15
a.m, segment of No School Today,
9-11 am. over ABC, Jan, 27, to
promote its children’s record guild.
Huber Hoge & Sons, New York, is
agency for the publishing house
whi¢h also has taken an option for
the following 12 weeks.

WWDC T0 MBS

Becomes Washington Key

WWDC Washington, 5 kw inde-
pendent station, will become the
Capital outlet for Mutual Broad-
casting System effective March 11,
it was announced last week by net-
work and station officials.

Under terms of the affiliation
agreement, announced Friday by
E. M. Johnson, MBS vice president
in charge of station relations, and
Ben Strouse, WWDC vice presi-
dent and general manager, WWDC
will serve as Washington origina-
tion point for the network, replac-
ing WEAM Arlington, Va. WASH-
FM continues as MBS’ FM affiliate.
WWDC is licensed to Capital
Broadcasting Co.

WWDC studios and engineering
facilities have been utilized by
Mutual for all Capital originations
since February 1950 when MBS
switched its affiliation from WOL
to WEAM. At that time, WWDC

TWO FOR ABC
KSO, KSCJ Join June 14

KSO Des Moines and KSCJ Sioux
City will become affiliates of ABC
effective June 14.

KSO, now a CBS affiliate, is a
fulltime station operating with 5
kw on 1460 ke. The station is
owned by Murphy Broadecasting
Co. and is managed by S. H. Mc-
Govern. It replaces KRNT Des
Moines which becomes a CBS affil-
iate’ in June [BROADCASTING @
TELECASTING, Dec. 18, 1950].

KSCJ, also a former CBS affil-
iate, is a fulltime station operating
with 5 kw on 1360 ke. It is owned
and operated by Perkins Brothers
Co. and managed by Eugene T.
Flaherty. Station replaces WNAX
Yankton, which serves the Sioux
City area and became a CBS af-
filiate.

and WOL exchanged offices and
facilities, including frequency and
power [BROADCASTING ® TELECAST-
ING, Feb. 20, 6, 1950].

MBS was understood to have
made the latest affiliation shift in
the belief that it would receive
better all-around coverage and a
more convenient origination point.
WWDC operates with 5 kw full-
time on 1260 ke, with location at
1627 K St, NW, Washington,
former power, wave-length and lo-
cation of WOL, WEAM is as-
signed 1390 kc with 5 _kw direc-
tional, with offices in Arlington,
Va.

Participating in arrangements
for the affiliation were, in addition
to Messrs. Johnson and Strouse,
Robert Carpenter, eastern director
of station relations for MBS, and
Thomas M. Dowd, of the law firm
of Pierson & Ball, Washington.

FEW ELEGTED

Liggett & Myers President

BENJAMIN F. FEW, director and
senior vice president of Liggett &
Myers Tobacco Co., has been elected
President of the firm succeeding
J. W. Andres
who, pursuant to
the company’s
empolyes’ retire-
ment plan, will
retire effective
Feb. 1.

Mr. Few has
been with the
company since his
graduation from
college in 1916.
For the past sev-
eral years he had directed the
company’s advertising.

Zach Toms, secretary of the com-
pany, was elected vice president
and L. D. Thompson, head of the
purchasing department, was named
a director of the company at the
board meeting.

Mr. Few
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FCC ORDERS TV BLUE BOOK Moy Mest se

WITH TIME on its hands because
of defense emergency, the FCC has
decided on another bold venture
into station programming—a Blue
Book on TV [CLosED CIRCUIT, Jan.
22].

It will meet today (Monday) to
rubber-stamp procedures in its
project to evolve programming
principles, in a move that is cer-
tain to arouse strong protests from

both industry and Congressional

quarters.

Though the mechanics remained
to be decided, it appeared certain
that the study—on the publie
service responsibilities of televi-
sion stations—would be labelled a
cooperative venture in which the
views of all TV stations would be
solicited.

Promptly forthcoming will be an
order calling a conference. of all
TV licensees for May, to consider
principles applicable to TV com-
mercial operation. The announce-
ment is being made post-haste be-
cause 49 TV licenses are up for re-
newal for the customary one-year
period, on Feb. 1. In 44 instances,
the staff has raised yuestions about
commercialism, while in five techni-
cal or allocations factors are in-
volved.

At first, the staff wanted to is-
sue temporary renewals, but the
FCC majority vetoed that. The
term “Blue Book” permeated the
FCC's discussions, and apparently
the same standards of a maximum
of 80% commercial would be used
as the yardstick. The FCC major-
ity apparently was sold on the proj-
ect as an “exploratory” one. Cer-
tain members wanted to move
warily because of the repercus-
sions to the AM Blue Book of 1946.

Deal in Categories

Such factors as triple-spotting,
plunging necklines, women's shop-
per’s programs, horror shows dur-
ing early evening hours, all came
into the FCC’s discussion. It was
decided to avoid specific programs
but to deal in categories and over-
all balance.

Tentative plans for the project
were approved before Chairman
Wayne Coy left last week on a long-
delayed vacation tour of the South-
west. He expects to return in
early March. The plan, a month
in the works at the staff level, was
brought before the FCC by its law
Bureau, which spawned the con-
troverted AM Blue Book.

The conference plan was under-
stood to have been agreed upon
after proposals for full-dress hear-
ings on particular stations’ appli-
eations encountered stern opposi-
tion from some of the Commis-
sioners. _

Among the “problems” concern-
ing the Commission, it was under-
stood, are “program balance,” al-
leged excessive commercialism in
some. instances, the “taste” of
gome programs and programming
practices, and, generally, the prob-
lem of differentiating between
prineiples applicable to radic and

BROADCASTING

those applicable to TV, due to in-
herent differences between the
two media.

Apart from numerous complaints
which FCC claims to have re-
ceived from viewers—complaints
against the scheduling of crime or
horror shows during children’s
viewing hours, for example, or
against the length of some com-
mercials — educators’  one - week
survey of New York TV program-
ming which was submitted in the
educational TV hearing last week
(story page 63) is expected to add
fuel to the Blue Book movenient,
though the survey report was
sharply challenged by commercial
broadcast representatives.

TV commercials may receive ex-
haustive examination, and some of
the definitions spelled out in the
radio Blue Book may be over-
hauled.

One question already has been
raised: When is a TV commercial
not a commercial? That is, does
the use of a sponsor’s name or
some similar advertising device as
background material, where it is
in sight during some or all of the
regular program presentation, con-
stitute a commercial? Station op-
erators contend that it does not,

but others argue that a sharper
line of demarcation is needed.

On the question of radio adver-
tising, FCC’s 1946 Blue Book said:

. . The evidence . . . warrants
the conclusion that some stations dur-
ing some or many portions of the
broadcast day have engaged in adver-
tising excesses which are incompati-
ble with their public responsibilities,
and which threaten the good name of
broadcasting itself.

As the broadcasting industry itself
has insisted, the public interest clear-
ly requires that the amount of time
devoted to advertising matter shall
bear a reasonable relationship to the
amount of time devoted to programs.
Accordingly, in its application forms
the Commission will request the ap-
plicant to state how much time he
proposes to devote to advertising
matter in any one hour.

This by itself will not, of course,
resnlt in the elimination of some of
the particular excesses described [in
the Blue Book]. This is a matter
in which self-regulation by the in-
dustry may properly be sought and
indeed expected. The Commission
has no desire to concern itself with
the particular length, content, or irri-
tating qualities of particular com-
merical plugs.

The Commission has professed
to claim no authority to set the
ratio of commercial programs to

sustaining programs in radio, ex-
cept that it considers ‘‘a reason-
able - proportion” of sustaining
time to be “one standard of opera-
tion in the public interest.”

Yet it requires radio applicants
to break down their program pro-
posals to show the percentage of
each type, and, generally, proposals
to sell more than 80% of program
time are regarded as suspect.

Thus far TV applicants have not
been required to make such a
breakdown on application forms—
a subject which itself may receive
attention at any forthcoming FCC-
stations conference.

Different Problems

Though FCC authorities appear
to recognize, at least partially, that
there are many differences be-
tween radio and TV techniques and
problems, the Commission in its
radio Blue Book cited four pro-
gram service factors which it con-
sidered particularly pertinent in
evaluation of broadcasting in the
public interest. These were:

(1} The carrying of sustaining pro-
grams, including metwork sustaining
programs, with particular reference
te the retention by licensees of a
proper discretion and responsibility
for maintaining a well-balanced pro-
gram structure; (2) the carrying of
local live programs; (3) the carrying
of programs devoted to the discussion
of public issues, and (4) the elimina-
tion of advertising excesses.

NEW McFA

A NEW McFARLAND bill to
streamline FCC procedures was
sent to the Senate last week des-
tined for early approval—possibly
early this week.

Its 1951 debut on the legislative
scene was greeted with high hopes
in some quarters as prelude to the
enacting by Congress of the first
major communications legislation
since 1934.

Sparkplugged by its sponsor and
author, Senate Majority Leader
Ernest W, McFarland (D-Ariz.),
the bill was-introduced in the upper
chamber Tuesday and reported
unanimously by the full Senate
Interstate & Foreign Commerce
Committee a day later.

Except for its number, the new
bill (S 658) is virtually identical
with its predecessors, 8 1973 and
HR 4251, which passed the Senate
Aug. 9, 1949 and July 26, 1950 re-
spectively in the 81st Congress.
Both bills also bore the sponsorship
of Sen. McFarland, who chairmans
the Commerce radio subcommittee
in the Senate.

While the bills (HR 4251 was an
amendment to a House-passed
measure and modified S 1973 only
slightly to bring its provisions up
to date) twice passed the Senate,
the measures faltered in the House.

Optimism rides high with those
most closely associated with the
McFarland Bill’s legislative wel-
fare. They felt that FCC, which
had voiced objection to certain pro-
visions of the measure, may be
more receptive this session.

® Telecasting

LAND BILL

It was learned that FCC Chair-
man Wayne Coy, who testified last
August before the House Interstate
& Foreign Commerce Committee on
HR 4251 as amended by the Senate,
huddled with Sens. Mc¢Farland and
Ed C. Johnson (D-Col.), Commerce
committee chairman, on the same
day the bill was introduced.

During the discussion of the bill,
it was understood the trio agreed
that in the light of present world
conditions perhaps less strenuous
objection would be forthcoming
from the Commission.

It is believed that although the
Commission does not intend to scut-
tle its oft-stated opposition to sec-
tions of the McFarland version,
the FCC may take the position that
differences can be reconciled in
joint House-Senate conference.

Close House Examination

That the House committee will
look closely at the new bill was
pointed up by Commerce Committee
Chairman Robert Crosser (D-Ohio)
who told BROADCASTING ® TELE-
CASTING that the measure would be
“x-rayed” by the committee's staff.

Chairman Crosser recalled the
stiff opposition to the bill expressed
by the Commission in the last Con-
gress and its recommendations pre-
sented to the committee in the form
of a “model bill.L” It is presumed
that the committee again will con-
sult with key staff members of the
FCC in working out its staff report,
which Rep. Crosser said probably

Goes To Sen'ate

would be requested before any com-
mittee: action is taken.

In the Senate committee report,
Sen. McFarland stressed that the
entire field of FCC's structure—the
administrative and appellate pro-
cedure—has long been subject to
severe criticism by special and
select Congressional investigative
committees and has come under the

Senate Commerce subcommittee
and House Commerce Committee
spotlight.

The Senator pointed out that no
attempt was made to deal with any
changes in FCC “policy” as it af-
fects radio or TV broadcasting or
with that affecting common car-
riers.

But far from closing the door to
“gsuch policy provisions,” the Sen-
ator scored current studies which
are being ‘“further pursued” on
policy matters. And, he added,
“. .. 1in the field of radio the sub-
ject of most pressing importance
today is the functioning of the
Commission.”

Reviewing the history of - the
procedural bill, which would set
“deadlines” for FCC action on ap-
plications and provide for changes
in FCC administration, Sen. Mec-
Farland pointed up its 10 year his-
tory of investigation, study, hear-
ing and report-making by various
committees, subcommittees, select
and special Congressional groups.

For the past seven years alone,
he explained, the Senate Commerce

(Continued on page 84)
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WO ANNIVERSARIES marking major milestones in &ll-night radio
will be observed in Chicago within the next month., WIND's Night
Watch becomes 15 years old Feb. 6 and Atlas Brewing Co. on March
1 will celebrate its ninth birthday as the dominant sponsor of this oldest

of Chicago night-owl shows.

The 60-year-old Atlas firm has
“hogged” the WIND Night Watch
nine years for good reason. Its
33 'participating spot announce-
ments nightly, costing approxi-
mately $22,000 a year, have
brought results. Atlas, strictly a
local concern, is currently reported
the No. 2 beer in Chicago sales.

But what makes Atlas Brewing’s
Night Weatch
story so phenom-
enal is the com-
paratively low
cost of sponsor-
ship. In 1950 the
company Spent
$265,000 for ra-
dico of which
Night Watch
gotlessthan
10%. Yet the
show draws up to
4,000 pieces of mail weekly and is
credited by the Atlas advertising
manager, August C. Gomer, with
doing “one of our most effective
advertising jobs.”

“We are so sold on spot com-
mercials of the type used on the
Night Watch that we plan to add
several new ones during 1951,” Mr.
Gomer said.

Radio is increasing in popularity
at Atlas Brewing at the expense
of aii least one other medium—out-
door' advertising — according to
figures for 1949 and 1960 released
to BROADCASTING ® TELECASTING
last week. In 1949 the company
spent $91,000 for billboards and
other outdoor displays. Last year
the figure had dropped to $85,000.
Atlas’ overall radio budget in 1949
was $250,868, as compared with
$265,000 last year.

If Atlas were to buy all-night
radio in any other big U. 8. city,
its story might not be as good as
in Chicago. The “Windy City” is
desirable from the radic adver-
tisers viewpoint because it has
hundreds of thousands of night-
shift workers. And there is con-
siderable saving in buying ‘time in
the wee hours as rates are. lower

Page 22 © J;muary 29, 1951

Mr. Carey

*
than during conventional daytime
listening periods.

Chicago was not always a “night
shift” town, but veered sharply in
that direction after Pearl Harbor
when war plants started sprout-
ing throughout the metropolitan
area. Noting the heavy all-night
traffic to and from plants, and
well aware of radio’s usefulness
as a moral-builder in industry,
WIND Commercial Manager John
T. Carey seized upon the opportu-
nity to extend the Night Walch,
then only four hours long, through-
out the night. Mr. Carey’s sale to
Atlas Brewing of three participat-
ing spots nightly in every 25
minute period soon followed.

Not many months later Time
magazine praised WIND'’s Night
Watch as “the best late show
beamed at war workers in the 1,500
plants which operate 24 hours a
day around Chicago.”

Listener Response
Takes Varied Forms

In its 15 years on the air, the
show, a combination of news,
variety recorded music and emcee
small-talk, has drawn an unusual
assortment of phone calls, tele-
grams and mail from many sec-
toins of the country. A group of
North Dakota convicts on night
duty, were steady listeners for
years. A Florida man reported
that the love songs played on the
program had helped him patch up
a broken romance. But on the
other hand, a young New England
lady who had been jilted requested
that the WIND Night Watchman
dedicate such numbers to her erst-
while boyfriend as “Youse Is a
Vipen,” “Aw You Dawg,” and
“Cheatin’ On Me.”

A member of the Horlick Malted
Milk family, William Horlick Jr.
of Racine, Wis., was a steady Night
Watch listener for years, often
wiring in a requést for “The Blue
Danube,” Mr. Horlick once sent
each member of "the WIND night
staff a shipment :ef Horlick prod-

Sales Grow Big
With

While

Costs Come Down

ucts, “a midnight lunch to keep
you awake.”

A typical letter to the Night
Watchman was from a listener
who noted that “the death of my
father, plus the marriage of the
girl 1 love, have given me many
sleepless mnights, which your fine
programs have done much in help-
ing me pass through.”

Industrial Salutes
Proved Popular Feature

During thé war Night Waich
honored a different industrial plant
each Monday, Wednesday and Fri-
day on a “Salute to Industry” pro-
gram. News about workers, plant
activities and descriptive informa-
tion not subject to cemsorship, as
well as recordings requested by
plant personnel, was included in
the half-hour period. Plant ex-
ecutives were enthusiastic about
this show.

The Night Watch has had a long
list of Watchmen, most of whom
were young at the time they
worked the show and since have
become better known industry-
wise. The roster includes Jerry
White, Allen Thomson, Brooks
Connally, Riley Jackson, Bob Diller,
Don Faust, Doug Bruce, Russ
Widoe, Claude Kirchner, Russ
Salter, Jack Drees and Jim Louns-
bury. Present emcee is 26-year-
old Larry Berrill. Mr. Kirchner,
now ringmaster of ABC’s Super
Circus on TV, presided over the
show when it originated in Isbell’s
Restaurant, one of Chicago’s gayest
niteries, in the fall of 1941. Earlier
that year a Radio Guide nationwide
poll placed the Night Watch sev-
enth in its standings, outranking
any late broadcast in the country.
About the same time National Ad-
vertiser’s Maiarketing Service re.
ported that more than 50% of all
radios tuned. in after midnight were
dialed to WIND. .Pulse has ranked

Mr. BERRILL

the program either first or second
among Chicago’s night shows con-
gistently.

Atlas Brewing’s commercials—
most of them musical—have largely
stolen the Night Waich show dur-
ing the past decade. For years the
phrase “Atlas Prager — got it?
Atlas Prager — GET IT!” was
popular, both in announcements
and sung with a brass band. Pres-
ently a ditty praising “The Better
Beer That's Bitter-Free” is in
vogue. The word “Prager” has
been part of the product name of
Atlas and its predecessor com-
panies for many years because the
founders of the company originally
came from Prague.

The Night Watch has not been
entirely an Atlas show, however.
Through the years WIND sales-
men have placed dozens of spon-
sors' ;on the all-night schedule.
Current co-sponsors- are = Ruby
Chevrolet, - with 12 spots and 39
five. minute on-the-half-hour news-

(Continued on page 30)
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PALEY NAMED

FACED with the spectre of bottle-
necked civilian economy growing
out of shortages of raw materials
urgently needed for electronics and
other production, President Tru-
man last week named William S.
Paley, CBS board chairman, to
head up a “trail-blazing” advisory
body which will study the long
range supply and demand outlook.

Mr. Paley, whose appointment
was announced last Monday, as-
sumes chairmanship of a five-man
Materials Policy Commission,
which will report directly to the
President. It will function within
the Executive Office of the Presi-
dent. :

As a “task force,” the new group
will study production materials
problems over and above immedi-
ate defense needs and will report
“within the next six to nine
months” to the President, who pro-
mised to formulate a ‘“compre-
hensive” policy on raw materials.

In a letter to Mr. Paley the
President described materials as
“gne of the crucial problems facing
the nation” and declared:

“We cannot allow shortages of
materials to jeopardize our na-
tional security nor to become a
bottleneck to our economic expan-
sion.”

Shortages of raw materials have
sorely beset electronics and other
manufacturers and. commanded the
attention of top government agen-
cies as well as industry advisory
groups over the past six months.
Mr. Paley’s organization is ex-
pected to work closely with Muni-
tions Board, National Production
Authority, Defense Production Ad-
ministration, the Office of Defense
Mobilization and other depart-
ments.

Set Up Contacts

The commission also will deal
directly with private groups, such
as Radio-Television Mfrs. Assn,
requesting basic data relating to
use of aluminum, copper, cobalt,
nickel and other materials. Other
industries will, of course, be ap-
proached for facts and figures,

Mr, Paley, who had been men-
tioned prominently for govern-
ment duty since last month
[Crosep Circuir, Dec. 18, 1950],
will devote most all of his time
to ‘his new duties during the next
six or more months, it was under-
stood. He had conferred period-
ically in recent weeks with Presi-
dent Truman, Stuart Symington,
chairman, National Security Re-
sources Board, and other top-level
government aides.

During World War II Mr. Paley
held the rank of colonel, serving
in the Psychological Warfare Di-
vision of SHAEF. - He was named
CBS board chairman in January
1946.

The CBS board chairman will
headquarter in Room 484, Old
State Bldg., which houses the Ex-
ecutive Office of the DPresident,

NSRB, and other government units.
He will serve without compensa-
tion. Operating expenses will be de-
frayed from an emergency fund.

Others named to the commission
include: George R. Brown, Houston,
Tex., engineer and businessman;
Arthur H. Bunker, partner in
Lehman Bros., New York invest-
ment firm; Edward S. Mason, dean
of the Graduate School of Public
Administration, Harvard U.; Eric
Hodgins, author and former editor
of Fortune magazine.

Trend to Defense Service

Mr. Paley’s acceptance of the
post marked the appointment of
another top-level radio executive
to government service in recent
weeks. Lewis Allen Weiss, former
board chairman of Don Lee, has
reported to National Production
Authority as administrative: con-
sultant in the newly-created Office
of Civilian Requirements. He will
assist Nelson Miller, division chief,
in setting up the section and ad-
vise on functions relating to eivil-
ian appeal cases. Mr. Weiss is
on leave of absence from the

Study Shortages

Against an emergency backdrop,
Mr. Paley in Washington begins
to chart the course of the new
Materials Policy Commission.
£ &

Hughes Aircraft Co. [CLOSED CiR-
cuUIT, Jan. 15].

Walter W. Watts, vice president
in charge of Engineering Products

Dept.,, RCA Vietor Div,, is cur-
rently a key assistant to Maj. Gen.
William H. Harrison, chief of the
Defense Produetion Administra-
tion, charged with jurisdietion over
allocations, priorities and requisi-
tioning of materials.

Mr. Paley’s commission is di-
rected specifically to “make an
objective inquiry into all major
aspects of the problem of assuring
an adequate supply of production
materials for our long-range needs
and to make recommendations
which will assist . . . in formulat-
ing a comprehensive policy on such
materials.”

Long-range Outlook

The commission will look into
long-range outloock for require-
ments, supply, extent of shortages,
consistency and adequacy of exist-
ing government policies, plans-and
programs, and ‘‘consistency and
adequacy of private industry prac-
tices.”

Executive director of the com-
mission, working with Mr. Paley,
is Philip Combs, economist and
consultant in private industry. The
commission, according to Mr.
Combs, will function as a non-
operating agency with a small
staff. An organizational meeting

{Continued on page 30)

'RADIO IS BACK’

RADIO—the medium that refused
to be buried—‘“is back, as big as
life on the local as well as the
national front.”

Newspaper Advertising Execu-
tives Assn., meeting last week in
Chicago’s Edgewater Beach Hotel,
not only heard that blunt conces-
sion from Howard S. Barnes, di-
rector of the Bureau of Advertis-
ing, American Newspaper Publish-
ers Assn., but also heard the fore-
cast of the ANPA executive that
Broadcast Advertising Bureau,
under the leadership of William B.
Ryan, is destined to do effective
work in the rough, competitive
fight for the 1951 advertising dol-
lar. [Ed. Note—Story on BAB’s
barrage against ANPA ad claims
in Pittsburgh strike is on page 19].

Another threat to newspapers’
position as an advertising medium
is television, declared Mr. Barnes,
who discounted the possibility of
set production slowdown weaken-
ing video’s position. “No matter
what happens to set production,
TV is going to spellbind a lot of
advertisers. It’s going to sop up
a lot of dollars that used to go to
other media.”

Newspapers, to meet the com-
petitive situation, - must develop
new sources of advertising revenue
and keep present customers sold,
he said. Whether total newspaper
advertising dollars are “up, down
or equal,” newspapers are going to
bump into the “roughest, toughest
competition this business has ever
seen,” Mr. Barnes said. In addi-
tion to radio and television, news-
papers must compete with maga-
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Newspaper Group Warned

zines and the fear among advertis-
ing men that papers will not be
able to fulfill schedules because of
newsprint shortages.

The day before (Monday), Fair-
fax Cone, board chairman of Foote,
Cone & Belding, appeared as key
speaker on the opening agenda of
the three-day sessions.

Advertising in 1951, “vital to sue-
cess,” will operate both as a pro-
tective force to preserve brand
names and product reputation and
as “our straightest, strictest, purest
means of communication,” he de-
clared.

Discusses Economy

Mr. Cone, outlining “Advertising
in the New Economy,” explained
advertising must operate “in an
entirely new climate, in helping to
sell American philosophy, its morale
and ideas, and in keeping brand
names alive.” He warned, however,
the new “climate’” may frequently
be “hostile’” to business, selling and
advertising—“to business because
hostility to business on almost any
basizs makes good politics; to sell-
ing on the grounds that selling in a
time of shortages is unnecessary,
and to advertising on the basis that
it is economically unsound when
selling is not needed to sell goods.”

Citing the need for “a temporary
planned economy, confined to vital
factors,” Mr. Cone said advertising
can help in two ways. “It ¢an be
used boldly to keep the position
clear and to confine controls, by
telling the truth about consequences
wherever these may be in doubt,
and by helping to sell ideas, to make
right ideas understood and make

bad ideas abhorrent.”

“The only possible safeguard to
a company’s earned position” in a
time of shortage or when goods are
completely removed from the mar-
ket is through advertisement of
brand names, he asserted. However,
“unlimited use of institutional ad-
vertising by new advertisers (ad-
vertisers without record in any
given field) takes unfair advantage
of earned position and should be
carefully restricted,” he said.

“The thing is to hold restrictions
to proper cases and not to all insti-
tutional copy.”

Advertising, which Mr. Cone de-
scribed as ‘“self-purifying,” can
“get into the business of selling
ideas, probably—and certainly on
the record—the hardest thing there
is to sell. We can sell against chis-
elers by bringing chiseling out in
the open, and pointing the fair,
right way. We can sell against any
black market, by bringing it up,
too, out into the open and pointing
the end results. And we can make
an absentee a traitor to all honest
workers, if we will.”

Enlarge Production

Arnc H. Johnson, vice president
and director of media and research
for J. Walter Thompson, speaking
to the group Monday, said the total
economy of the country can be ex-
panded by enlarging production as
well as consumption. To¢ hold the
line for the civilian economy, the
country needs to provide a wider
base for taxes, remove the basic
cause of inflation, pay for more
armament and raise the standard
of living.
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Chart for New NAB

(Continued from page 19)
directors-at-large who are to be
eliminated) plus the 11 members
of Fhe new NAB-TV board (it will
be '13 if all four networks join).
NAB President Justin Miller now
sits as chairman at NAB board
meetings and can break a tie.

But at this point another plan
comes in—an Executive Commit-
tee consisting of the NAB president
plus three members from each of
the two boards. Such a commit-
tee is not provided in the first de-
draft of the NAB by-laws. The
three NAB-TV Steering Committee
members likely would represent
NAB-TV on such an executive
gYoup.

All this is complicated, many
members feel. They add that a
boatd of 35 or more members is
too bulky for efficient operation.
On the other hand it is pointed out
that most of the decisions will be
made by the two separate boards,
with a minimum of work for the
joidt board.

The question of money will be
important this week—money to
run NAB-Radio, NAB-TV and
BAB.

Budget Consideration

At the weekend it appeared the
board would be offered a budget
just short of $550,000 to run NAB
during the fiscal year starting
April 1. This is based on antiei-
pated dues of perhaps $500,000
from radio stations.

A minimum budget of nearly
$75,000 was being considered last
week for NAB-TV provided the
video association is developed from
the present NAB TV: Dept. An-
other $15,000 or so might be needed
for board and committee meetings.

That’'s a bare-bones NAB-TV
picture, adding up to around $85,-
000 or $90,000.

It doesn't pay NAB anything
for overhead and use of labor,
legal, public affairs, government,
research and other activities. That
will take another $50,000 or $60,-
000, at least, it is felt.

Totaled, these TV items reach
roughly $140,000, and added to the
$540,000 regular NAB budget could
approach $700,000.

Now, supposing NAB-TV decides
to have a paid head receiving $25,-
000 or more a year, plus ambitions
projects desired by the member-
ship. That can raise the $140,000
for NAB-TV quite considerably—
perhaps to $200,000 or more.

But there’s still BAB. Allowing
BAB at least $300,000 for the fiscal
year as it attains greater autonomy
next April 1, the NAB, TV and
BAB budgets could total close to a
million dollars.

However, this sum pays for two
major trade association projects—
associations for radio and televi-
sion, plus a radio sales-promotion
operation.

Under present NAB planning,
BAB is to operate purely on be-
half of aural radio. NAB-TV will
have to do its own sales promoting,
perhaps setting up a department
similar to the former NAB Broad-
cast Advertising Dept. which pre-
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SYMBOLIZING the goal of g two-day radio sales clinic in New York, Worth

Kramer, manager of WJR Detroit, lifts ‘'Sales in 1951.”

Aiding him are

(1 to r) John F. Patt, president of. WIR, KMPC Los Angeles and WGAR Cleve-
land; Robert O. Reynolds, manager of KMPC; Carl George, manager of
WGAR; Mr. Kramer; Edward Petry, president, and Lorry Field, assistant

eastern sales manager, of Edward Petry & Co., New York.

Announcing the

highest sales during 1950 in the histories of WIJR and WGAR, and substan-
tial gains for KMPC, Mr. Patt set a new and higher sales goal for the threce

stations in 1951,

The clinic is expected to become a semi-annual event.

ceded BAB. The NAB board moved
TV sales promotion out of BAB at
its meeting last November when
the whole NAB-TV project, con-
ceived by Mr. Ryan, was set in
motion.

The NAB-TV board, or Steering
Committee (which is authorized to
act for the board), will decide what
to do about TV dues. A flat fee or
rate card plan has been proposed,
with alternative formulas based
on income and other elements. In
any case the dues must bring in
enough money from an estimated
75 or more members to operate
NAB-TV and pay the service fee
to NAB headquarters.

Integration of Staff

The personnel problem is a major
one. It is tied into the structural
format by which NAB-Radio and
NAB-TV are woven into a single
federation.

First the board must elect a sue-
cessor to Mr. Ryan as NAB general
manager. Mr. Ryan becomes pres-
ident of Broadcast Advertising

Bureau Feb. 1, possibly with a five-

year contract, if the NAB board
accepts his resignation from a con-
tract that still has over twa years
to run.

Fate of BAB in the NAB struc-
ture involves a number of prob-
lems. The BAB 1Ine. board
“drafted” Mr, Ryan Jan. 4 [BROAD-
CASTING * TELECASTING, Jan. 8]
and NAB President Miller gave
him a “leave of absence.” This
leave, according to Mr. Ryan, is
designed merely to give NAB ac-
cess to his advisory services during
the next few weeks of reorganiza-
tion. The BAB board is to meet
this week.

Some NAB members have ob-
jected to the Ryan shift on the
ground he is needed at NAB. Oth-
ers feel that proposed expansion
of BAB into a vastly enlarged
operation will not be necessary in
view of the changing media-adver-
tising picture.

Who will be the top man at
NAB-TV? O

Many of those who signed up
at the NAB-TV organization meet-
ing figure they will have a ranking
industry leader as full-time gen-
eral manager, director, president
or whatever title is used. They
want the NAB-TV board to be the
court of last resort in NAB-TV
affairs.

Other feel present NAB video
operation could be enlarged into
an efficient and economical asso-
ciation with access to the overall
NAB departmental services. They
see No need for a fulltime big-name
official to head NAB-TV.

Involved in all this thinking is
the power to be vested in the NAB
president. Suggestion has been
made that the president become
chairman of the NAB board. Some

TV elements want the head of.

NAB-TV to be top man, reporting
only to the NAB-TV board.

When the BAB Inc. board meets
during the week under Mr.
Swegey’s chairmanship it will take
up where it left off in Chicago
Jan. 19. At that time, it was
understood, the idea of a five-year
contract for Mr. Ryan met ap-
proval.

Ryan Vacancy

Some board members are said
to feel that NAB suffers a serious
loss with departure of Mr. Ryan.
They argue he will be hard to
replace as general manager and
give him credit for pulling the
association out of a dangerous pre-
dicament last spring and summer.
Many sharp changes have bheen
made in the headquarters opera-
tion, with economies effected. Some
feeling was noted that he is under
a three-year NAB contract and
hasn’t yet served a third of the
term.

Mr. Ryan told BROADCASTING *
TELECASTING: “It was never con-
templated that I would have a
protracted leave of absence from
NAB when the BAB board elected
me to the presidency. The BAB
board arranged with the president
of NAB to grant me a leave so I
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could acept the BAB presidency
while under contract to NABRB.

“This was done principally in
case NAB wanted me to serve in
an advisory capacity for a short
time after becoming president of
BAB Feb. 1, realizing the prob-
lems involved in adapting NAB to
expand its services to television.

“The NAB board will determine
if my contract with NAB is to be
terminated at this time, and if my
leave will end April 1. The action
was taken to provide interim serv-
ice to NAB.”

Mr. Ryan added that he will
submit his resignation as general
manager to the NAB board this
week. The board can specify how
long the leave will be. The BAB
board will decide details of BAB
expansion. Mr. Ryan envisions a
million-dollar BAB within two or
three years, as conceived by the
NAB board when the BAB separa-
tion idea was approved last sum-
mer.

One of the industry names men-
tioned in connection with direction
of NAB-TV is Leo J. Fitzpatrick,
pioneer broadeaster, majority own-
er of WGR Buffalo and TV con-
sultant. Another is Thad H. Brown,
TBA counsel and member of the
firm of Roberts & McInnis.

For a time it was thought NAB
might name a staff member to
succeed Mr. Ryan. Recently, how-
ever, interest seemed to be turning
toward someone outside NAB,

RTMA AGENDA

Set for Chicago Feb. 13-15

MOBILIZATION problems and ex-
pangion of Radio-Television Mfrs.
Assn. with a paid, fulltime presi-
dent top the agenda of the RTMA
mid-winter conference to be held
Feb. 13-15 at Chicago. A score of
committee meetings will be held.

Climax will come oh the final day
when the board is expected to name
a president. Mentioned most. fre-
quently for the post is Glen Me-
Daniel, RCA vice president [CLosSED
CIrcuilr, Jan. 8]. Robert C. Sprague,
current RTMA president, has been
serving until a fulltime executive
could be obtained. He heads
Sprague Electric Co. Max F. Bal-
com, Sylvania Electric Produects, is
head of the RTMA Reorganization
Committee.

The Joint Electronics Industry
Committee, headed by F. R. Lack,
Western Electric Co., and the Elec-
tronic Parts Mobilization Commit-
tee, of which A. D. Plamondon Jr.,
Indiana Steel Products Co., and
R. E. Laux, General Instrument
Corp., are co-chairmen, will submit
reports to the board.

The opening day's list of com-
mittee meetings include the Adver-
tising Committee, Set Division,
headed -by L. E. Pettit, General
Electric Co.; Industry Statistics
Committee, of .which Frank W.
Mansfield, Sylvania Electric Prod-
ucts, is chairman; FM Policy Com-
mittee, headed by John W. Craig,
Crosley Division. Committee and
division meetings will continue
Wednesday.
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Who’s Who on the NAB-TV Board

Campbell Arnoux

OF New England and Virginia
ancestry, Campbell Arnoux had
his radio baptism at WBAP Fort
Worth with Harold Hough. He
had joined the Fort Worth Star-
Telegram in 1922 after emerging
from World War I service as a
juvenile world traveler and Red
Cross worker. When the news-
paper started WBAP, Mr. Arnoux
found himself a station manager.
Two years later he was named
manager of the then new KTHS
Hot Springs, Ark. After nine
years he joined Norfolk Ncwspa-
pers Inc. as manager of WTAR.
He joined the NAB hoard in 1944,
serving six years. He has been
active in ASCAP negotiations as
NAB Musie Committee chairman.
In 1946 he represented NAB at the
Inter-American association organ-
jzation meeting at Mexico City. He
belongs to Rotary, Norfolk Assn.
of Commerce, Norfolk Orchestral
Assn., Executives Club, Boy Scouts
and has held high office in each.

* * *

Harry Bannister

AS general manager of WWJ-TV
Detroit, Harry Bannister has car-
ried long broadcast experience into
the joint radio-TV operation. Born
in 1894 in New York City, he
served in the Army in World War
I; sold motion pictures three years;
sold drugs four years for American
Druggists Syndicate, and candy
two years for Park & Tilford, Next
moved to duPont as a paint and
varnish salesman for four years.
Entered radio selling in 1931 and
soon joined the WJR Detroit sales
staff. Joined WWJ as salesman on
Jan. 1, 1932, and became sales man-
ager three years later, rising to
general manager in November
1941. He was an NAB board
member 1949-50,

* L

Harold Hough

AN Oklahoma Sooner turned
Texan, Harold Hough is vice pres-
ident-director of Carter Publica-
tions in Fort Worth, serving as
general manager of the WBAP
radio and TV operations as well as
circulation manager of the Star-
Telegram. Born 1887 in Mulvana,
Kan., his family moved to Okla-
homa the next year. He joined the
Star-Telegram in 1912. Known as
the “Hired Hand,” he owns and
runs Hired Hand’s Mule Ranch; is
chairman of Hough Properties
Assn., Oklahoma City, and is a Ma-
son, Shriner, Knights of Pythias,
Worthian. Industry offices includé
former NAB treasurer; Clear
Channel Broadeasting Service
treasurer; chairman Newspaper:
Radio Committee 1941-45; member
ABC Affiliates Committee 1941-47;
president International Circulation
Managers Assn. 1928,
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Clair R. MecCollough

GENERAL manager of the Stein-
man stations, Clair MecCollough
has been active in industry affairs
for more than a score of years.
He was founder and first president
of Pennsylvania Broadcasters
Assn.; served as NAB board mem-
ber as representative of District 3
and director-at-large for small sta-
tions, whose rights he has cham-
pioned. He took part in industry
negotiations covering legislation,
music copyright and lahor matters.
His many committee chairmanships
include the NBC Stations Planning
& Advisory Committee. Mr. Mec-
Collough started with the Lan-
caster Intelligencer as a carrier
boy in 1913. During prep school
and college he worked in newspaper
offices. After the Intelligencer ac-
quired WGAL Lancaster in 1929
he became interested in radio and
managed WDEL-WILM Wilming-
ton, Del. As the Steinman-owned
group acquired other stations Mr.
McCollough put them on the air.
He is a Rotarian, Mason, Shriner
and has numerous other fraternal
and social affiliations.
* * *

Paul Raibourn

AS ONE of the founders of Tele-
vision Broadeasters Assn., Paul
Raibourn served that association
as a board member. He represents
KTLA (TV) Los Angeles on the
NAB-TV board. Born Deec. 14,
1896, he was graduated from U, of
Illincis as an electronic engineer
and from Columbia U. with a post-
graduate degree in economics, After
serving in the Air Forces during
World War I he joined Bell Tele-
phone Labs as an engineer. From
Bell he moved to Paramount Pie-
tures as an economist. At present
he is vice president and director
of Paramount; treasurer and di-
rector of Allen B. DuMont Labs;
president of Paramount TV Pro-
ductions (wholly owned subsidi-
ary), and board chairman and
director of Chromatic Television
L.abs (Paramount subsidiary).
* * *

W. D. Rogers Jr.

PROMINENT in Southwest adver-
tising circles for many years, W.
D. Rogers Jr. is vice president and
general manager as well as one of
the owners of KEYL (TV) San
Antonio. Previously he was gen-
eral sales and advertising manager
of Coca Cola Bottling Co., West,
Texas. He is past president of
the Lubbock Ad Club and Sales
Executives Club; former director
and past secretary-treasurer of
Toastmasters International Club of
Lubbock; past director of Lubbock
Lions Club. During World War II
he served in the Air Force. A year
ago he moved to San Antonio from
Lubbock to be close to the TV sta-
tion, but still maintains business
interests in Lubbock. He is a
member of the Masonic lodge and
an alumnus of Baylor U.
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NEW TRADE association for television, within the framework of NAB, was
launched at a Jan. 19 meeting in Chicage [BRoOADCASTING ® TELECASTING,
Jan. 22]. At the luncheon head table were (top photo, seated, | to r): NAB
President Justin Miller; George M. Burbach, KSD-TV St. Louis; Eugene S.
Thomas, WOR-TY New York, chairman of NAB-TV board; standing, Harry
Bannister, WWJ-TY Detroit; George P. Hollingbery, station representative;
William Fay, WHAM-TY Rochester. .

Luncheon quartet {middle photo, | to r): E. K, Jett, WMAR-TY Baltimore;
Campbell Armoux, WTAR-TV Norfolk, Va.; Frank M. Russell, NBC Wash-
ington; Clair R, McCollough, WGAL-TV Lancaster, Pa.

Five-man corridor group (I to r): Harold Hough, WBAP-TY Fort Worth, who
presided at one-day session; Dick Hooper, RCA; Donald W. Thornburgh,
WCAU-TVY Philadelphia; Frank P, Schreiber, WGN-TV Chicago; Edgar Kobak,

consultant.

New 13-man board for television group includes Messrs. Thomas, Bannis-
ter, Arnoux, Russell, McCollough and Hough, all shown in three photos above.
Other board members shown below. Picture of W. D. Rogers Jr., KEYL (TV).
San Antonio, not available. CBS and ABC not yet represented on above board.

Mr. Storer Mr. Swezey Mr. Raibourn My. Wiiting

Frank M. Russell

ONE of radio’s longer tenures in
office belongs to Frank (Scoop)
Russell—22 years as NBC Wash-
ington vice president. Born at
Lohrville, Iowa, June 23, 1895, he
was graduated from Iowa State
College in journalism and agricul-
ture. Meantime he had served a
year in the Army. He went to
Washington in 1921, after spending

two years in farm and livestock
reporting, as director of the Dept.
of Agriculture press service. In
Washington he was assistant to
three Secretaries of Agriculture.
NBC President M. H. Aylesworth
picked him as Washington vice
president in 1929. For 17 years
Mr. Russell served on the NAB
board and was also a BMB board
(Continued on page 34)
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PARTY FUNDS

Media Plans Crystallize
MAJOR political party budget
plans for 1961, looking toward the
'52 Presidential campaign and
toliching on radio-T'V expenditures,
were shaping up last week in Wash-
ington.

The Republican National Fi-
nance Committee met with state
finance chairmen and reportedly
agreed on a budget of some $1.6
million to cover activities this
year and in early '52. But GOP
money-raisers still were uncer-
tain as to what share radio and
TV media would derive from the
fund. ]

Party officials indicated after
last fall’s elections that the GOP
hopes to be in a pesition to ex-
pand its radio-TV purchases once
the! campaign gets rolling [BROAD-
CASTING ® TELECASTING, Nov. 13,
1950].

The $1.6 million goal set last
wedk is less than the $1.9 million
level set for the ‘50 drive with
actyal funds coming closer to $1.2
million. And contributions since
the November elections have not
measured up to expressed hopes,
according to Sinclair Weeks,
chairman of the GOP Finance
Committee. He added that the
$1.q million figure may have to be
pared if the party is unable to
raise the money.

Re-elects Hall

In another action, the Republi-
can Congressional Campaign Com-
mittee re-elected Rep. Leonard
Hall (R-N. Y.) chairman for 1951-
52. Under his leadership the com-
mittee was responsible for pre-
pargtion of a booklet on media
techniques, covering radio-TV,

which was used durihg the last .

campaign and deemed an import-
ant factor in putting many GOP
candidates over the top.

The Democratic National .Com-
mittee, headed by Ken Fry, radio-
TV |chief, also was active last
week, exploring individual needs
of Democratic members of the
Senate and House as to use of
radio and television. The com-
mittee also has been studying the
possibilities of films on TV for
use by the law-makers,

While party officials have not
inquired into the state of the
budget as yet and have scheduled
no top-level meetings, indications
are that the Democratic National
Committee entertains no thoughts
of scalebacks in media expendi-
tures, according to Mr. Fry. If
anything, it was believed that
GOP successes last fall probably
will gpur the Democrats to. ap-
prove larger publicity funds.

- Signs Arlen

MARGARET ARLEN, WCBS
New [York commentator, has been
signed by the station to a new,
long-term contract for her exclu-
sive services on radio and television.
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Mr. Brandt

Mr. Connolly

NEW ABC VP's

Mr. Reeg Mr. Stronach

Names Four

FOUR new vice presidents have been elected by the board of directors
of ABC, as announced by Robert E. Kintner, network president, Jan. 23.

The new executives are Leonard Reeg, vice president for radio pro-
grams; Alexander Stronach Jr., vice president for television programs;

James H. Connolly, vice president
for radio station 'relations, and
Otto Brandt, vice president for TV
station relations.

Mr. Reeg is a former eastern
program manager of ABC and has
been, since June 1950, national di-
rector of radio programs. Mr.
Stronach, one-fime freelance writer
and producer, joined ABC as man-
ager of TV programs in 1948. For
the past year he has served as na-
tional director of television pro-
grams for the network.

Mr. Connolly joined ABC’s Sta-
tion Relations Dept. in 1944 and
for the past nine months has been
director of radio stations. Mr.
Brandt, formerly manager of the
Eastern Div. of the network’s Sta-
tion Relations Dept., and national
director of stations relations, has
been director of TV stations for
ABC since April 1950,

SPLITS SALES

In ABC Chicago Radio-TV

ABC CHICAGO completed separa-
tion of its radio and television net-
work sales department last week,
General Manager James L. Stirton
announced. Robert McKee heads
the radio division, with Gerald
Vernon working as manager of
video sales. .
Mr. Vernon’s staff includes these
account executives: Karl Sutphin,
former ABC Centra] Div. promo-
tion manager; Cyril Wagner,
former manager of the television
and radio department at Mutual
Entertainment Agenecy; Lovick
Draper, who was radio and tele-
vision director and account execu-
tive of John H. Sampson agency,
and Anthony Koelker, former ABC
Chicago station relations manager,

Mr. McKee supervises work of
four men, and will hire an addi-
tional salésman shortly. His staff
includes Walter Hallohan, who has
been with ABC sales since 1945;
William Wilson, in ABC sales and
sales promotion since 1946, and
William Yonan, former assistant
sales promotion manager at the
division.

RFD MEET
Spring Conclave Set

SPRING membership meeting of
the National Assn. of Radio Farm
Directors will be held in St. Louis.
and Fayetteville, Ark., June 12-16,
it was announced last week.

Program will get underway with
a soiree June 12 in St. Louis. The
following morning the Doane
Agriculture Service will conduct
an open forum. That afternoon
there is scheduled a tour of the
Monsanto Chemical Co. plant
where agricultural chemicals are
made. Dinner, as guests of agri-
culturally interested firms of St.
Louis, is planned for that evening.
June 14 will be spent visiting the
738-acre Ralston Purina Research
Farm at Gray Summit, Mo.

That evening the directors are
to entrain for Fayetteville, ar-
riving there the next morning in
time for the “Chicken-of-Tomor-
row" contest finals. A train will
leave that same night and return
the group back to St. Louis the
following morning.

HOLCOMB NAMED

Heads Tatham-Laird Branch

H. LAWRENCE (Larry) HOL-
COMB, assistarnt to the vice presi-
dent in charge of radio and TV at
Lennen & Mit-
chell, Feb. 12
joins Tatham-
Laird, Chicago
agency, as di-
rector of its first
branch office in
New York. Mr.
Holecomb will be
responsible for
all radio and TV
program produc-
tion, as well as
commercial production and integra-
tion, originating in New York.
The new office will be set up as
an “on-the-spot” extension of the
radio-TV department in Chicago
headquarters, as supervised by
George Bolas. Mr. Holcomb is
former assistant manager of radio
and TV for Grey Advertising. He
headed his own radio-TV company
in New York from 1945 to 1947.

Mr. Holcomb
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Board of Directors

IV EXPANDS

Names 6 Sales Representatives

FREDERIC W. ZIV Co. last week
announced the appointment of six
new sales representatives to its
staff.

_ William H. Catrow, former vice
president of Food Budget Plans,
will have the northeast Ohioc sales
territory and headquarter in Cleve-
land. Michael Sweeney, formerly
with the ABC sales department,
will handle the Baltimore and
Washington, D. C., sales territory
and headquarter in Baltimore.

W. 8. Luckenbill, formerly with
WJIVW Louisville, will be respon-
sible for the state of Oklahoma
sales territory and will headquarter
in Oklahoma City.

James F. Cox will handle the
state of Kentucky sales territory
and headquarter in Louisville.

Carl Tanburello, former sales
manager of the American Encyclo-
pedia Co., will cover the South
Dakota sales territory and tem-
porarily headquarter in Sioux City.

Ray Brown, former general man-
ager of WAAB Worcester, Mass.,
will handle the sales territory of
southeastern Pennsylvania, exelud-
ing Philadelphia, Norristown and
Chester, plus Delaware.

ARKANSAS BILL

Would Outlaw Liquor Ads
A BILL prohibiting: advertisement
of alcoholic beverages on radio, or
in newspapers or magazines that
originate in Arkansas, was intro-
duced- Jan. 22 in the Arkansas
State Legislature,

Introduced by Rep. Oliver R,
Williams, of Grant County, the
bill would become effective im-
mediately upon passage and vio-
lators would be fined $100-$500
upon first conviction.

The proposed legislation was re-
ferred to the Temperance Commit-
tee with instructions to hold an
open hearing before conclusion of
the current session about March 10.

It is understood that the Arkan-
sas Broadcasters Assn., State Press
Assn. and the Little Rock Ad Club
are “saving their ammunition” for
the hearing.

DuMont Offers Series

ALLEN B. DuMONT Labs Inec.,
has secured exclusive availablity
to a new series of 15 minute radio
programs featuring commentary by
Quentin Reynolds. DuMont ig of-
fering the series for sponsorship
by receiver sales division distrib-
utors and deéalers within their
markets on a cooperative advertis-
ing basis. Programs are prepared
by World Sound Co., Philadelphia,
and tape recorded in New York,
Friday. Twenty-four hour delivery
to an United States point for Sat-
urday or Sunday scheduling is
guaranteed,
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AFM HUDDLE

Prompts No Action
In 3 Cities

NEGOTIATIONS bhetween AFM New York Local 802 and radio-TV net-
work representatives continued last week in New York, along with
similar meetings in Chicago and Los Angeles for musicians employed

on programs originating in those areas.

ment -from either side in the New
York meetings, it is understood
that the union proposal to ban
recorded programs between 8 a.m.
and midnight has dominated the
discussions since they began a
fortnight ago .[BROADCASTING @
TELECASTING, Jan. 22].
Negotiators, meeting on Mon-
day, Wednesday and Friday,-are
believed to have explored further
the extent and significance of orig-
inal union demands, while research
was conducted by the networks
into programming practices which
might relate to musician unem-
ployment. Some attention is be-
lieved to have been given to the
possibility of working toward

SEIZURE BILL

Introduced in N. Y. State

A BILL that would give the New
York Governor power to seize com-
munications, including radio and
television' stations, was being con-
sidered by the state legislature
last week. .

Apparently patterned after the
President’s “model bill” for states
as defense against atomic warfare,
the legislation would grant Gov.
Thomas E. Dewey broad powers
over all facilities of communica-
tions and transportation.

The bill’s introduction and sub-
sequent hearings scheduled in Al-
bany, N. Y., created a stir among
critical lawmakers. In answer,
William L. Pfeiffer, Republican
State Chairman, charged Demo-
cratic members with playing poli-
tics with state civil defense. Mr.
Pfeiffer stated that the present bill
emanated from the bi-partisan
Joint Legislative Committee to
Study the Military Law.

In an open letter to Gov. Dewey,
Commentator-Columnist Walter
Winchell said in part:

I can’t see why New York State
should put on the statute books a law
by which it ean seize the radio and
the press—even to give emergency
warnings. . . . To pass a law compell-
ing their facilities in time of war
geems to me an implied questioning
of their loyalty in time of peace. I
think that neither the radio nor the
newspaper punblishing industries de-
serve this slur by implication.

IAAB S;ts March Meet

MARCH 19 has been set for the
opening of the II General Assembly
of the Inter-American Assn. of
Broadeasters in Sao Paulo, Brazil,
according to Felix Muguerza, IJAAB
secretary, Agenda for the ten-day
meeting will be announced soon.
Campbell Arnoux, WTAR Norfolk,
and Gilmore Nunn, Nunn stations,
had been named as U. S. delegates
with  the possibility that NAB
President Justin Miller might also
attend.
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Although there was ‘no.com-
*

agreement through a formula.
AFM President James C. Petril-
lo continued his attitude of aloof-
ness toward the negotiations, as
he is expected to do until an
impasse is reached? ‘or discussions
get beyond local matters. Mr.
Petrillo was elected a vice presi-
dent of the American Federation
of Labor executive council at its
annual meeting Jan. 22 in Miami.

BMI CLINICS

Four State Tour Planned

ONE-DAY “stands” of the BMI
Program Clinic will be given in
Missouri, Towa, Nebraska and Col-
orado March 12-19 by request of
broadcasters associations of each
state, Carl Haverlin, BMI. presi-:
dent, announced last week.

Speakers from New York who
will make the tour and be ang-
mented by speakers selected from
each district are Ted Cott, general
manager of WNBC and WNBT
(TV) New York; Robert Saudek,
ABC vice president; Reggie Schue-
bel, Duane Jones Co. radic depart-
ment head, and Robert J. Burton,
BMI vice president of publisher_re-
lations.

Record-breaking attendance char-
acterized BMI’s Program Clinie
Monday and Tuesday in New York,
with 110 representatives of some
80 stations present, according to
Al Marlin, of BMI, chairman.

About 409% of those attending
were station owners, presidents
and managers, which indicated an
inereasing interest in programming
problems on the part of higher ex-
ecutives, Mr. Marlin said.

State association presidents who
extended invitations to BMI to
make a tour with the clinic are
William B. Quarton, WMT Cedar
Rapids, Iowa; Mahlon Aldridge,
KFRU Columbia, Mo.; Rex Howell,
KFXJ Grand Junction, Col., and
William J. Newens, KOIL Omaha.

Mr. Haverlin said BMI “takes
real pleasure in this opportunity
to broaden the scope of its clinics.
As is well known, our clinies have
from the beginning, some three
years ago, brought experts to-
gether to exchange program infor-
mation, with BMI’s part in the dis-
cussion being restricted to the bar-
est minimum. We have been mere-
ly the Christmas tree on which
the presents hang.”

Agendas of the clinics have grad-
ually changed, the announcement
said, bringing an increase in at-
tendance of higher level éxecutives.
Forthcoming clinies will be in Jef-
ferson City, Mo., March 12; Cedar
Rapids, Iowa, March 14; Omaha,
March 16, and Colorado Springs,
March 19.

Telecasting
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RADIO series, Cisco Kid, set for WOW Omaha February start following

WOW-TV billing of TY version, with Butter-Nut Bread.(Interstate Bakeries)

the sponsor.

Under sombreros (I to r): Frank P, Fogarty, WOW Inc. gen.

mgr.; Bill Brewer, R. J. Potts-Calkins & Holden Inc., ngency; Harry Meyn,

Interstate gen. sales mgr.; Jim Zeilenga, Omaha. Plant mgr.; Ernest Heuter,

Interstate’s L. A. adv. mgr.; Bill Wiseman, WOW-TV sales prom. mgr, Jake
Gerhardt, Des Moines branch mgr.; Robert M. Dooley, WOW-TV “sales.
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CONTEST to find song for Washing-

ton, D. C. [BroancasTiNG ® TELE-

CASTING, Jan. 22] set by James H.

Simon (1}, president, Simon Disteibut-

ing Coep., Motorola distributor, Ebnice

Rein ond Henry J. Kaufman of Henry
J. Kaufman & Assoc., agency.

MOVIE Stars Parade plaque goes to
Rex Dale ({center), WCKY Cincin-
nati’s emcee of Makebelieve Bali-
room. Doing honors are Charlton
Wallace (1), radio-TV editor, Cin-
cinnati Times Star, and Charles H.
Topmiller, WCKY station mgr.

i

JOHN KEYS (),

WMAQ Chicago
prom. mgr., receives 43 rpm record
player from R, S. Lashmet, adv. mgr.,
RCA Victor Div., Chicags, for win-
ning entry in station promotion con-

test conducted by RCA for NBC

stations aicing $64 Question show.

JUNIOR Chamber of Commerce award
marking Edward C. (Cal) Cannon (r),
KIEV Glendale, Calif., gen. mgr., aos
community’s outstanding young man
in 1950 for station’s public service,
is presented by Harold L. Angle,
pres., Glendale Merchants Assn.

PREMIERE of Queen for a Day under P. Loritlard Co. {Old Gc!d)sponsa‘rship
in firm’s first daytime network radio (five days weekly over 500 MBS stations)
attende