MARCH 9, 1953 35¢ PER COPY

‘BTY oseg 9030 ATV TiosTeRR

OdN wgaew  1B%Z (009-IQ) 07 66218V 4/¥
9ves Yowedag suoiRIsInboy

o0l =2 U0T308g sTeTAeS AJBIGTT
1S-2ZN RYICASATUD JTH JYSD

| IN THIS ISSUE:

P e B

F
o
ﬁf%’kh

More than 2,270,000 families a week see
WOR-TV, according to Telepulse.

That’s nearly 70% of all the TV homes in New York
...and helps explain why WOR-TV is New York’s
only station to offer Guaranteed Viewing.

One client, now using this Guaranteed Viewing Plan,

reports: "“WOR-TV has steadily expanded our \
\p New York distribution, and we're now Number One in sales
among the majority of our New York retailers...”’
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BENRUS

WATCH COMPANY vors a comprere sos...

S0 DO HAVENS AND MARTIN, Inc. STATIONS . ..

Tick! Tick! Tick! The precise movement

of a Benrus is the result of years of painstaking
care and skill, devoted to turning out a “"watch of
guarantesd accuracy.” Benrus represents well
the complete ond careful job done by the

First Stations of Virginia!l

Havens & Martin, Inc. Stations are the result, too,

of years of determined effort to build & broadcasting
institution replete with enterfainment and public service.
Advertisers long ago realized the selling power of this
type of station. Are these pioneer outlets in

Richmond selling your products?

WMBG ~» WCOD ~ WTVR

FIRST STATIONS OF VIRGINIA Havens & Martin Inc. Stations are the only
complete broadcasting institution in Richmond.
Pioneer NBC outlets for Virginia’s first market.
WTVR represented nationally by Blair TV, Inc.
WMBG represented nationally by The Bolling Co.



For full information about
The Paul Dixon Show...
DuMont's high-rating,

low-cost daytime buy...

write or phone:

| nu M“NI TELEVISION NETWORK

515 Madison Ave.,, N. Y. 22, N. Y., MU 8-2600
or
435 N. Michigan Ave., Chicago 11, lll.,, MO 4-6262

A Division of the Allen B. DuMont Laboratories, Il;n:.

Published every Monday, with Yearbook Numbers (53rd and 54th issues) published in January and February by BROADCASTING PUBLICATIONS
tional Press Building, Washington 4, D. C. Entered as second class matter March 14, 1933, at Ir'sc’)st Office at T?ash%ng‘ton. D. C., under act of i\d?r%ixas‘{ulla%t
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WDEL-

Wilmington, Delaware

Delaware, with the highest per capita income of any
state, is the heart of this market which reaches out
to include also parts of New Jersey, Maryland and
Pennsylvania.

$907,435,000 in reiail sales
230,641,000 for food
49,495,000 for general merchandise
53,164,000 for furnishings and general
housebold appliances
170,890,000 for autonobiles
26,525,000 for drug items

market

WDEL-TV sells this big-income, big-spending market.
When you buy WDEL-T V—whether through the NBC
network, spot campaigns or local programs—jyou’re
buying an audience that buys.

A Steinman Station
WDEL
AmM TV  FM ) .

Wilmingtan, Del. e
M E E K E R New York - Chicago + Los Angeles +« San Francisco

Represented by

-
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FACT THAT no announcement was made
of appointment of Rosel H. Hyde to FCC
chairmanship following his half-hour ses-
sion Friday with President Eisenhower (see
story page 27) doesn’t necessarily preclude
appointment. It was pointed out that
Edward B. Brossard, Republican member of
Federal Tariff Commission, was called to
White House last Wednesday, and his ap-
pointment as chairman of that agency wasn’t
announced until Friday.

‘ * * %

SHORTLY TO be unveiled will be multi-
million project, as New York’s answer to
Hollywood on TV. New life has been
breathed into Tele-City Inc. by both New
- York State and New York City authorities,
who proposed gigantic development at
Flushing Meadows, site of famed World’s
Fair, with Frank Connaughton, New York
City commerce commissioner, and Porter
Moore, executive director of Manhattan
Downtown Assn.,, ram-rodding project.
Plan has gone to point where all networks
and many related TV independent produc-
tion enterprises have been contacted to set
up fully integrated, all-purpose TV (and
radio) live and film production, with all
modes of transportation direct from New
York.
¥ Kk *

E. LANSING RAY, venerated publisher
of 8t. Louis Globe-Democrat, which owns
minority of KWK, conferred with Presi-
dent Eisenhower last Wednesday. It’s re-
ported he made plea for speedy hearing on
KWK’s application for vhf Ch. 4, citing
“one station market” aspect and fact that
competitive newspaper, Post-Dispatch, has
only facility. Competing for Ch. 4 assign-
ment are KXOK, owned by former publish-
er, Elzey Roberts, interests; KMOX (CBS
owned), and Meredith Engineering Co.
(Meredith Publishing Co.).

* * %

ONE NEW “wrinkle” in projected General
Mills spot plan (see story page 9) is firm's
insistence on “two weeks on, two weeks
off” basis, thus giving client “floating”
schedule. General Mills thus hopes to
ride crest of “economic and psychological”
benefits perhaps bypassing certain periods
in summer months.
* K K

GENERAL MILLS new philosophy may be
summed up this way: Radio is worth more
in some markets than others. More radio-
TV stations (both network affiliates and
independents), following lead of networks’
special plans (tandem, etc.), are offering
“package purchases.” With local competi-
tion what it is, stations will succumb more
readily to GM overtures.

* kK

CONCERN BEING evinced in some Con-
gressional circles over diversification of sta-
tion ownership. Inquiries directed to FCC,
it's learned, have questioned newspaper
ownership of both radio and television sta-
tions and, latterly, have raised same issue
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about theatre or motion picture ownership.
Newspaper ownership issue has bobbed up
repeatedly for past 20 years. ABC-United
Paramount merger believed responsible for
inciting theatrical ownership queries.

* Kk X
WALTER J. DAMM, vice president and
general manager of WIMIJ-AM-TV Mil-
waukee, won’t attend NARTB convention
in Los Angeles next month. A former
NAB president (1930-31), he contends
convention should be anchored in New
York like ANPA and not shifted from place
to place.

* Kk K
UHF OUTLETS have better chance with
ABC than other networks, according to
spokesman for newly emerged AB-UP or-
ganization. Its approach, presumably, is
to add affiliates irrespective of spectrum as-
signment, where markets fit into its operat-
ing plan.

* K K
CRUSADING Commissioner Freida B.
Hennock may have new horse to ride—
literally. Returning to FCC councils last
week after Florida trip, she took off on
horse racing programs on Miami stations.
Many stations in past have been temporarily
licensed because of purported aiding and
abetting of bookies.

* ok K
CHANGE in Administration has given rise
to question whether Conelrad project assur-
ing continued operation of AM broadcast
stations in event of national emergency
needs approval of President Eisenhower.
Prior to administration change, all clear-
ances, including White House, military and
Federal Civil Defense Administration, had
been procured and FCC last week moved
to integrate plan in its rules and regulations.
But to avoid any possible slip, it’s likely mat-
ter will be brought before President Eisen-
hower shortly for his reaction and hoped-for
blessing.

* Kk K
STRONG campaign underway to elect Emi-
lio Azcarraga, Mexican radio-TV station
owner, as president of Inter-American
Broadcasters Assn., which he helped found
six years ago. He would succeed Goar
Mestre, head of CMQ radio-TV enterprises
in Cuba, who has served three years. Con-
vention gets underway this week with ex-
pected attendance of 200 at San Juan.

* kK
SOMETIME SOON FCC, en banc, wil
meet with its hearing officers in effort to sim-
plify and expedite hearing procedures, nota-
bly in connection with TV. Also upcoming:
Elimination of nine o’clock starting time
which has brought general protest both
within and outside of FCC.

* Kk K
WHILE NARTBE is setting up catechism
session to instruct members of special com-
mittee assigned to evaluate projected BMB-
type survey of television coverage, it’s under-
stood CBS has devised method of its own
to give factual picture of network’s televi-
sion coverage and markets.
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LEAD STORY

FCC Vice Chairman Hyde visits Presi-
dent Eisenhower at lIke's invitation. But
whether it's a prelude to Mr. Hyde's eleva-
tion to the chairmanship isn’t known.
Page 27.

ADVERTISERS & AGENCIES

Ten advertisers are revising their radio-
TV schedules. Page 29.

Two new General Mills products will be
launched with radio and TV advertising.
Page 28.

FACTS & FIGURES

Here’s how leading advertisers spent their
moneY on radio and television networks in
1952. Page 32.

PROGRAM SERVICES

Networks and ASCAP start negotiating
for new TV blanket licenses. Page 38.

GOVERNMENT

WCYB Bristol, Va., charges that competi-
tive bid of WOPI Bristol, Tenn. for Ch. 5
was a strike application filed for purpose of
“delaying and hindering the grant of peti-
tioner's application.” Page 40.

Seven TV CPs granted in week. Page 44.

TRADE ASSQCIATIONS

NARTB picks David Sarnoff as winner
of first keynoter award. He'll be keynote
speaker at Los Angeles convention. Page 60.

STATIONS

Six of seven TV stations granted last week
have set target dates for operation. Page

66. (For complete list of post-freeze grants -

and target dates see FoR THE RECORD.
Page 94.)

NETWORKS

NBC establishes its Film Div. as third
principal operating division of the company.
Page 70.

ABC hires George Jessel as performer and
producer. Page 72.

FEATURES
Case study of a uhf station operating in
a vhf-penetrated market, Page 78.

The high cost of TV hearings, in money
and men. Page 82.

Never keep a salesman waiting: A parable
for radio-TV. Page 84.

UPCOMING

March 9-12: Canadian Assn. of Broad-
casters Annual Convention, Mount Royal
Hotel, Montreal.

March 12: FCC appearance before House
Interstate & Foreign Commerce Commit-
tee, New House Office Bldg., Washington,

March 15-16: Arkansas Broadcasters Assn.
Annual Spring Membership Meeting,
Marion Hotel, Little Rock.

March 16: Texas Assn. of Broadcasters
Meeting, Commodore Perry Hotel, Austin,

(For other Upcomings, see page 94)
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Never before such
exciting portrayals , 5 4
such a galaxy of
dramati¢ talent]

MENJQU, THE INIMITABLE,
MENIOU, THE INCOMPARABLE
MENIOU, THE
MASTER PERFORMER

AT RIS ELEGANT BEST!

EACH

MAGNIF




SOLD ..

R
SCHAEFER BEE
GO
UMS for CHICA
To Lo ST, LOUIS!

BLATZ BEER
To for MleAUKEE!

offtn wek, bl leyond .. SsoLp .,

To DREWRY'S' BEER
3 for 6 MARKETs)
°© OLYMPpIA gp
EW]
for 6 MARKETS) NG— 29.

To GENEsgE BREW]
for 5 MARKETS:

NG co.

ENJO

YOUR HOST AND STAR IN

Plonned for 3 Full-Length
Commercials Plus Opening
and Closing Sponser
i Identificationsl
¢ ’
s
¥

ICENT STORY A COMPLETE AND CAPTIVATING
HALF-HOUR DRAMA!

ZIVLIELEVISION PROGRAMS, INC.
1529 MADISON ROAD, CINCINNATH, OHIQ
NEW YORK HOLLYWOQD



W-I-N-D

NOW = IN

CHICAGO

AND 6 COUNTY AREA, FOR

DAYTIME AUDIENCE

SOURCE

NIELSEN COVERAGE SERVICE AREA REPORT
STUDY NO. 1

W-I-N-D reaches an average daily daytime audience of

827,830

Chicago area radio homes

the most homes per dollar station

560 Kc. « 5000 Watts
24 HOURS A DAY

Represented by AM RADIO SALES CO., NEW YORK, CHICAGO
Robert Meeker & Associates, West Coast Representatives
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ABC Plans Four Television
Fights Each Week

PLANS for expanding TV fight coverage to
four nights per week and launching new weekly
dramatic series reportedly unveiled to members
of ABC TV Stations Advisory Committee
among other program and operational plans
Friday as network officials held first meeting
with committee since ABC merged with United
Paramount Theatres (earlier story page 72).

March 19 Motor City Fights is slated to start
as Thursday night feature from Detroit (%
p-m.), and pickups of Chicago and west coast
bouts scheduled to be added in early or mid-
April. Dramatic series, set as Sunday evening
half-hour called ABC Album, scheduled to start
April 12 and to include all drama forms. On
third show, May 3, it is planned to intreduce
Pageant, two-part adaptation from classics.
Among stars reported under consideration for
ABC Album are Paul Douglas, Audrey Christie,
John Hodiak, Allen Mowbray, Walter Slezak
and Joseph Schildkraut. One already signed is
Brandon DeWilde. )

In another program move, Dr. I. Q. TV show
may be launched shortly, alternating with
Quick as a Flash, which starts Thursday.

Expansion of affiliate list, “the new ABC,”
other blueprints for building ABC-TV into top-
flight competitive network were among other
subjects discussed at all-day meeting with
affiliates group. No new chairman named to
succeed Mort C. Watters, WCPO-TV Cincin-
nati, who has resigned as chairman of affiliates
committee.

GENERAL MILLS SEEKS

GENERAL MILLS, Minneapolis, will rely on
“package purchases” offered by radio-TV sta-
tions in different markets rather than on uni-
form rate formula of last year, it was revealed
Friday.

Starting date for 52-week schedule on two
week-alternating basis is April 5. Campaign
will run through Oct. 11. Reduced schedule
planned for period from Oct. 18 to March 27
with considerable number of announcements—
predominantly radio—in over 125 markets,
Lowry Crites, GM radio-TV-media director,
told B®T, Company has asked stations to sub-
mit availabilities. Company used over 900 an-
nouncements last year.

Rates expected to differ in varying markets,
depending on what stations offer, with stations
to be selected on basis of budgets, costs, ratings,
coverage, whether TV or not is involved and
type of schedule to be offered. Blueprint is
amalgamation of four separate plans covering
different products; Wheatles, Cheerios, and
others.

Spot adjacencies for Wheaties spots will be
sought in late afternoon and evening hours
around children’s shows and those of general
adult interest.

Plan throws General Mills business into wide
open competitive scramble according to some
radio-TV representatives.

Executives of Knox-Reeves Agency, Min-

BROADCASTING ® TELECASTINR

at deadline

RADIO, TV BEAT

UNMATCHED mobility of radio and
TV as news media underscored as net-
works flashed news of Premier Josef
Stalin’s death immediately after first re-
port received at 8:12 p.m. EST Thurs-
day and followed with news of Georgi M.
Malenkov’s appointment as his successor
Friday afternoon.

CBS Radio claimed to broadcast death
bulletin at 8:13 p.m. and ABC radio,
NBC radio and Mutual, 8:14 pm. TV
networks carried reports minute later,
with DuMont interrupting regular pro-
gramming at §:20 p.m.

TV Election Procedure
Is Started by NARTB

ELECTION forms for certification of TV sta-
tion executives eligible for nomination to
NARTB TV board mailed Friday by C. E.
Arney Jr., secretary-treasurer. Four vacancies
to be filled at balloting April 28 during
NARTB Los Angeles convention. Expiring
station-director terms are those of William Fay,
WHAM-TV Rochester; Ken Carter, WAAM
{TV) Baltimore; Campbell Arnoux, WTAR-
TV Norfolk, Va., and Henry W. Slavick,
WMCT (TV) Memphis.

Committee of three named to certify re-
sults of NARTB Radio Board elections next
Friday. Odd-numbered districts and one each
of at-large classifications involved.

‘PACKAGE’ OFFERS

neapolis, conferred with representatives Thurs-
day. Agency reported favorable response, Mr.
Crites said that “far, far more” than 20 “top”
stations previously reported as approving have
expressed interest in campaign. GM budget for
radio-TV or product breakdown still unset, he
added.

Here are the features of four plans for Wheat-
ies campaign:

Plan No. 1—Starts April 5, or actual broad-
casting weeks, 10 announcements per day, 70
per week for total of 980. Second campaign starts
Oct. 18, with nine announcements per day for
24 weeks. Total schedule: 1,196 announcements.

Plan No. 1A—Same as plan No. 1 except second
Oct.-March drive is eliminated. Total announce-
ments: 980.

Plan No. 2—Same as plan No, 1 save schedule
is reduced 50%. Oct.-March is same. Total
announcements: 706.

Plan No. 2A—Same as Plan No. 2 without Oct.-
March schedule.

All major plans provide scheduling contain
at least 509 of night spots be minutes.

April-September campaign is non-cancellable,
but fall-winter drive is cancellable at 13-wee
cycles on 30 days notice.

General Mills also will use additional
schedule of 25 announcements per week for six
months for its Kitchen Tested Flour, to be
placed through Dancer - Fitzgerald - Sample,
New York, in some markets. Wheaties plan
also calls for 1,000 TV spots over 352-week
period in key markets.

e BUSINESS BRIEFLY

MAXWELL HOUSE REGIONAL ® Max-
well House regular coffee, through Benton &
Bowles, New York, placing approximately two-
week radio campaign in lower New England
area and some southern markets starting
Wednesday.

BIBLE SHOWS ¢ Revised Standard Ver-
sion of the Bible, through BEDO, N. Y., using
five-minute shows, three times daily, for 10-
day period starting Tuesday in seven radio
markets.

BBDO PUSHING KEEP POSTED ® Tele-
vision program Keep Posted, which Curtis
Pub. Co., through BBDO, N. Y., cancels at
end of this month (see story page 29) being
pitched to two other BBDO clients, E. 1. du-
Pont and Hamilton Watch Co.

FLOUR AGENCY ¢ Martha White Mills
Inc., largest flour advertiser in South, names
Noble-Dury & Assoc., Nashville, as agency for
Martha White flour and other food products.
Cohen Williams, president of advertiser, said
firm uses radio, TV and other media. Account
formerly split between Griswold-Eshleman,
Cleveland, and Cruttenden & Eger, Chicago.

NEW PHARMCO PRODUCT ¢ Pharmco
Inc., introducing new product called Medigum,
medicated chewing gum, planning radio spot
announcement campaign starting mid-March in
about 25 markets.

ARMSTRONG CONSIDERS NEWS ¢ Arm-
strong Rubber Co., Westhaven, Conn., likely
will take over early-morning Peter Paul Candy
radio news shows on regional basis during
June, July and August, repeatine its policy of
last year. Maxon Inc., New York, handles
both Peter Paul and Armstrong.

Pooled Atom Broadcast

POOLED telecast of atom blast at Yucca Flat
March 17 will be carried by ABC, CBS and
NBC TV networks, 8-8:30 a.m. EST, with
Frank LaTourette, manager of ABC newsroom
in Los Angeles, producing. CBS-TV will do
live telecast of aftermath 4:30-5 p.m. and TV
documentary B8-9 p.m., as well as preview
March 15, 2-2:30 p.m. NBC-TV will do live
aftermath pickup 4:45-5 p.m. plus film cover-
age on Camel News Caravan 7:45-8 p.m. Du
Mont schedule not set, probably will be film
coverage. Radiowise, ABC will cover blast
8:15-8:30 a.m.; NBC also will have early morn-
ing from-the-scene broadcast, plus report on
News of World 7:30-7:45 p.m. and 11:15-11:30
p.-m.; CBS and MBS will cover event, but times
still unscheduled Friday.

Stanton, White to Speak

CBS PRESIDENT Frank Stanton and NBC
President Frank White will address closed
session on television, scheduled for final after-
noon {Friday) of 44th Spring Meeting of Assn.
of National Advertisers, March 18-21, The
Homestead, Hot Springs, Va. Mr. Stanton will
speak on TV’s cost and contribution to adver-
tisers; Mr. White on programming as responsi-
bility to advertisers as well as broadcasters.

March 9, 1953 ® Page 9
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...to thoughts of securing increased summer sales

for his client {that is, if the young man happens

to be a timebuyer).
Early selection of salesman "Speedy” to cover
the Billion Dollar Toledo Market will leave many

leisurely moments for the young man’s fancy to

turn to thoughts of more enjoyable pastimes.

hyy
i, g

Represented Nationally
by KATZ

Storer Broodcosting Company
TOM HARKER. NAT. SALES MGR.. 488 MADISON AVE.. NEW YORK
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Radio, TV Kept
Detroit Lions in Black

RADIO and TV broadcasts accounted for
$113,000 of total $114,000 profit made by
champion Detroit Lions professional football
team in 1952, General Manager Nicholas Ker-
bawy testified as final defense witness in trial
of government’s anti-trust suit against Nation-
al Football League in Philadelphia. He said
club lost meney in 15 of its 17 years and that
he didnt know how its franchise kept going.
Lions made $65,525 in 1951 and $114,000 in
1952, he reported.

Jerry Jordan, radio-TV research special-
ist who has made extensive studies into impact
of radio-TV on sports gate receipts, slated to
appear Wednesday as government rebuttal wit-
ness (early story page 58). Mr. Jordan is son
of C, L. Jordan, executive vice president of
N. W. Ayer & Son, Philadelphia. Defense rested
its case last Thursday.

Share-Time Application;
Other FCC Actions

ANOTHER share-time application filed !late
last week at FCC, following first share-time
grant two weeks ago at Salinas-Monterey, Calif.
[BeT, March-2]. Veterans’ Bestg. Co. (WVET)
and WHEC Inc. (WHEC), both Rochester,
N. Y., amended post-thaw applications [BeT,
July 7, ’52] to request grant of vhf Ch. 10
on share-time basis (alternate days, alternate
nights), construction and operating expenses of
transmission facilities to be shared equally. Ap-
plications amended to change cost estimates,
certain facility descriptions, program schedules.

Other applications filed late last week:

El Dorado, Ark.-~TV Enterprises Inc. (KARK
Little Rock), vhi Ch. 10, ERP 31.6 kw Visual,
17.05 kw aural, antenna 324 ft., above average
terrain. Construction $196,921, operating $110,-
000, revenue $150,000.

Waterioo, Ind.—Tri-State TV (WDOK
Cleveland), uhf Ch. 15, ERP 20.3 kw visual. 10.98

Inc.

_kw._ aural. .antenna. 918 ft. . Construction .. $198,-

' 582, operating $203.640, revenue $244,200.
Television actions reported by FCC Friday

included:

WNBF-TV Binghamton, N. Y. operating on
vhi Ch. 12, granted change in effective radiated
power from 52.5 kw visual and 26.25 kw aural to
310 kw visual and 160 kw aural. Antenna height
abovfg average terrain changes from 820 ft. to
810 ft.

KCTY (TV) Kansas City, new grantee assigned
uhf Ch. 25, granted change in ERP from 93 kw
visual and 51 kw aural to 94 kw visual and
50 kw aural, increase antenna from 390 ft. to
820 ft. and move transmitter site from Broadway
and 26th St. to Overland Park. Studio is speci-
fied as Pickwick Hotel.

WTVI (TV) Bellevilie, Ill., new grantee on
uhf Ch. 54, granted change in ERP from 220 kw
visual and 120 kw aural to 205 kw visual and
105 kw aural, increase antenna from 614 ft. to
630 ft. and change transmitter site from 0.8 mi.
west of city on 88th St. to studio location, 10200
W. Main St.

WFTL-TV Ft. Lauderdale, Fla.,, new grantee
on uhf Ch. 23, granted reduction_in aural ERP
from 56 kw to 50 kw with visual ERP of 100 kw
remaining same. Studio site is changed from
1785 SE 15th St. to 229 SE 1st Ave,

WFBM-TV Indianapolis, operating on vhf Ch. 6,
granted boost in ERP from 28.2 kw visual and
18.1 kw aural to 100 kw visual and 50 kw aural,
antenna height of 400 ft. remaining unchanged.

WTVP (TV) Decatur, Ill, new uhf Ch. 17
grantee, sranted change in ERP from 18 kw
visual and 9.8 kw aural to 17 kw visual and
9.3 kw aural, increasing antenna height from
310 ft. to 540 ft.

KTTS-TV Springfield, Mo., new grantee on vhf
Ch. 10, granted special temporary authority for
interim operation using temporary 85 ft. tower
for period March 5 to June 8. ERP in regular
permit is 1276 kw visual and 6.38 kw aural

BROADCASTING ® TELECASTING

INCREASE FOR RADIO

“RADIO has been so effective for us
this season,” James R. Roberts, account
executive-on Monticello Drug Co. (666)
account for Charles W. Hoyt Co., New
York, told BeT Friday, “that we expect
to increase the schedule of radio markets
in the fall.” Meanwhile, present cold
remedy schedule ends this month.

AFTRA WIBK Boycott Threat

NEGOTIATIONS between AFTRA Detroit lo-
cal and WIBK-AM-FM-TV Detroit broken
off following last-minute effort to avoid strike
call set for this (Monday) morning. Union
has been seeking entry into WJBK, having con-
tracts at all other Detroit stations, it says. Cur-
rently union has been trying to have exclusive
representation of freelance employes at WIBK.

Love Lucy More Efficient
Than ‘Life’ or Papers

PHILIP MORRIS President O. Parker Mc-
Comas regards company’s $8-million contract
for ! Love Lucy (CBS-TV, Mon., 9-9:30 p.m.}
as probably “one of, if not the most, efficient
advertising buys in the entire country.” Ad-
dressing financial analysts of Philadelphia, he
said:

As you must be well aware, this show is the
all-time phenomena of the entertainment busi-
ness. On a strictly dollars-and-cents basis,
it is twice as eflicient as the average nighttime
television show in conveying our advertising
message to the public. It is nearly three times
more efficient dollarwise in reaching adults
than Life or your own Philadelphia news-
papers. Three times more people see every
Monday night’s I Love Lucy show than watched
all the major league baseball games last year.
Dollarwise, although: .the -entire sum sounds
huge, it is probably one of, if not the most,
efficient advertising buys in the entire ceun-
try. In addition, we derive many supple-
mentary merchandising and publicity benefits
from the show. As you can see, “We love
Luocy.”

Contract, signed with “Lucy” stars Lucille
Ball and Desi Arnaz and hailed by CBS-TV as
“largest single contract ever signed in tele-
vision,” is non-cancellable agreement for show-
ing of “Lucy” on CBS-TV under PM sponsor-
ship for another 2% years [BeT, Feb. 23].

W. L. Day Rites

FUNERAL of William Leamy Day, 67, New
York advertising executive, founder of Day,
Duke & Carlton and president until agency
was dissolved, was to be held yesterday (Sun-
day) at Frank Campbell funeral home in New
York. Mr. Day died Thursday after long illness.

Surviving are his wife, Mrs. Frances Breedon
Day, one son, Sherwin Cathcart Day, and one
daughter, Mrs. Richard V. Goetz.

KTVH (TV) Signs CBS-TV

KTVH (TV) Hutchinson, Kans., signed as
CBS-TV basic interconnected affiliate, effective
July 1, network announced Friday.

}

PEOPLE

DAVID C. KETNER, previously advertising
vice president of Pepsodent Division, Lever
Bros., N. Y., and before that advertising man-
ager, Procter & Gamble, Cincinnati, elected
president of Stoppers Inc., N. Y. (Stoppers and
Chasers, breath sweetener confections) succeed-
ing J. ROY ALLEN, who was promoted to
chairman of board.

SAM HENRY Jr., vice president and account
executive with Robert W. Orr Assoc.,, N. Y., to
ABC-TV’s sales department as an account exec-
utive.

HERB LUND and RUDOLPH M. SINGER Jr.,
account executives, Ruthrauff & Ryan, Chicago,
elected vice presidents of agency.

AWARD for 50 years membership in Sigma
Alpha Epsilon fraternity presznted Fridav night
to FCC Chairman PAUL A. WALKER at
annual Founders Day dinner held at National
Press Club, Washington. Presentation was by
Carleton U. Edwards, president of Washington
Alumni Assn. of fraternity.

JAMES F. BLACK, previously with William
H. Weintraub Co., to Benton & Bowles, New
York, as account executive, and WRIGHT
FERGUSON, formerly with Connecticut Gen-
eral Life Insurance Co., to B&B as assistant ac-
count executive on Mutual of New York ac-
count,

WILLIAM R. ARNOLD, formerly WOR-TV
account executive, to ABC’s WABC-TV New
York (formerly WIZ) in similar capacity. He
was eastern sales manager, Pittsburgh & West
Virginia Railroad, from 1938 to 1951.

Postpone WGRD Decision

U. S. Court of Appeals in- Washington Friday
postponed decision on request by WGRD
Grand Rapids for stay order on FCC grant of
Muskegon uhf Ch. 35 to Versluis Radio & TV
Co., but expedited case by scheduling oral
argument for March 19 on merits of WGRD
appeal against FCC dismissal of its protest
against the FCC Muskegon grant. WGRD is
opposing Versluis grant on grounds that it is
more Grand Rapids station than Muskegon
station. FCC dismissed WGRD protest be-
cause it said Grand Rapids station had no
standing as a party in interest. Oral argument
before..Court tocok place Thursday (sze. earlier
story page 52).

Csida to Music Publishers

JOE CSIDA, executive editor of The Billboard,
amusement journal, has resigned effective
March 20 to become vice president and gen-
eral manager of group of music publishing
and talent management houses. Companies
are Santly-Joy, Oxford and Hawthorne, mem-
bers of ASCAP, and newly-formed house to
be affiliated with BMI under corporate name,
Trinity. Mr. Csida will participate in owner-
ship of group. He will be succeeded by Roger
Littleford, co-publisher, who becomes acting
editor-in-chief.

Unity Promotions

SYDNEY MAYERS, New York film attorney,
named to newly-created post of administrative
vice president in charge of legal and contract
departments of Unity Television Corp,, N. Y.,
by Unity President Arche Mayers. He also re-
ported following additions to sales staff: Bill
Young, formerly with Vitapix and Lang-Worth
features, as regional manager in Chicago,
Detroit and Cleveland; Vic Bikel, previously
with United Artists, southwest division manager,
and Phil Besser, formerly with Roshon Films,
as southeast division manager.
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DENVER

Covers the West
BEST!

Sells the West
BEST!

No other available medium
covers as much territory—
reaches as many people

in the West

KOA covers over 1,100,000
square miles. There are nearly
10,000,000 people in this area.

L]
DENVER

The area covered by KOA is
radio country — and it will be
for years to come. IT'S BE-
YOND TV HORIZONS...only
a few spots are being reached
by TV —yet ALL of this area
is being covered by KOA.

[]
DENVER

KOA program schedules are
designed to appeal to the
greatest possible number of
western listeners — to match
KOA'S extensive coverage.

[
DENVER

There 1s still a chance on KOA
— for you to own a valuable
western advertising franchise.

]
BINVEN

Ask for our periodic bulletins
THE WESTERN MARKET

¥ Write today.

National Sales Representative:
Edward Petry & Company
Cffices in: New York, Chicageo,
Detroit,San Francisco,Los Angeles,
St. Louis and Dallas

KKOA 550 K¢ « 50,000 watrs
1625 California Street
Denver, Colorado
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are you interested in selling...

ENOUGH ORANGE JUICE
7O FLOAT A CRUISER

America’s Best Customers Go to Market with Keystone!

And America’s biggest customers are listening
for your story on KEYSTONE'S 636 HOMETOWN AND
RURAL AMERICA stations. The more than 13 mil-
lion families within KBS range are the annual
consumers of over 483 million quarts of canned
orange juice alone .. . over 413 million quarts of
canned tomato juice . . . over 449 million quarts
of canned grapefruit juice! If your product is in
this category, you can readily see how much this

tremendous buying power means in your mar-
ket. Whether you buy a minute spot or a 15-min-
ute show on KBS . . . whether you take a cross
section or the complete cross-country network,
it is the ripest, richest, most profitable means of
promoting your produci. KEYSTONE costs you less
for more coverage, gives you more for your
money in every way. It will pay you to investi-
gate the KEYSTONE story.

@WRITE, WIRE OR PHONE FOR COMPLETE MARKET INFORMATION ANO RATES

LOS ANGELES
1330 Wilshire Blvd.
DUnkirk 3.2910

CHICAGD
111 W, Washingtén St.
STate 26303

NEW YORK
580 Fifth Avenus
PlLaza 7-1460

L~ TAKE YGUR CHOICE

A handful of stations or the network . . .
a minute or a full hour . . . it's up to
you, your needs.

" MORE FOR YOUR DOLLAR

No premium cost for individvelized pro-
gramming. Network coverage for less
thon '‘spot’’ cost for same stations.

BROADCASTING SYSTEM, .

1~ ONE DROER DOES THE JOB

All bookkeeping and details are done
by KEYSTONE, yet the best time and
ploce ore chosen for you.

F

THE VDICE o HOMETOWN AND RURAL AMERICA
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In

TOWN

In the city of Chattancoga itself, WDOD is the most
popular radio station, having many thousands more
listeners than any other station.

In Hoamilton and Walker Counties, Chattanooga’s
metropolitan market, WDOD is also the top station.
Yes. more city folks, as well as their suburban cousins,
tune in WDOD more often than any other Chattanooga
station. That spells DOLLARS for advertisers—both
local and national. Keep the selling voice of WDOD
working for your clients.

' AM=5,000 watts
w o  FM=44,000 watts

CHATTANOOGA'S PIONEER STATION

National Represeniatives

Paul H. Raymer Company

TR
T

and:::

WdOd has the most listeners!
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— |N REVIEW

THE EDDIE ALBERT SHOW

Mon.-Fri., 3-3:30 p.m. EST on CBS-TV.
Packaged by CBS-TV.

Cast: Eddie Albert and Ellen Hanley.
Producer: Franklin Heller.

Director: James Sheldon.

Writers: Jack Woods, Charles Romine and
Leslie Lieber.

Music: Norman Paris Trio.

TELEVISION programming underwent no
drastic change when Eddie Albert, stage, screen
and radio actor, and vocalist Ellen Hanley
introduced a half-hour variety show on CBS-
TV last week. For lack of a better title, Mr.
Albert almost apologetically explained in the
first few minutes of the telecast that the daily
show had been christened The Eddie Albert
Show—ijust a friendly little get-together and he
hoped the audience would like it. As the half-
hour rolled by, it became evident that as much
time and planning had gone into the production
as had been spent on the title. Pace-wise, this
is about as slow as shows can get.

Mr. Albert with the help of Miss Hanley,
conducts an interview, talks a little, sings a
little and looks all-thumbs a lot. He is plain un-

comfortable and for good reason too. This new
vehicle is no challenge to a versatile performer.
The package show, a sustainer incidentally, has
been thrown together with a minimum of plan-
ning and a great faith in Mr. Albert’s ability to
cover up the rough spots. Qutlines are all well
and good as a departure point, but in this case
nobody got around to working out the details.

Although Mr. Albert is most at home in
situation comedy, his writers make no use of
this talent. Chatter was straight, folksy and in
content ran the gamut from Hi-all-you-nice-
people-in-Timbuktu to Be-sure-you-see-Studio
One-tonight!

Capt. Hassold Davis, an explorer, was a
guest on the initial telecast. He made a few
statements, in reply to Mr. Albert’s questions,
on the kick one gets out of treasure hunting.

Ellen Hanley, who helped Mr. Albert hold
the fort, is an attractive girl with an equally
attractive way with a song. Her solo spot
would have been all the more pleasing if it
had been staged and directed well.

Behind-the-scenes people who come up with
new program ideas often presume on the talent
of a star. It’s an exceptional actor who can
talk and sing his way through 30 minutes effec-
tively when he hasn’t been supplied with good
material. This was Mr. Albert's assignment.
Execution of same met with rather mediocre
results. :

BROADCASTING ® TELECASTING




NEWS-O-RAMA

Mon., 9-9:30 p.m. EST on WPIX(TV) New
York.

Producer: Columbia U. Graduate School
of Journalism and WPIX(TV).

Director: Ted Estabrook, WPIX{TV).

Featured <Commentators: Columbia U.
Journalism students.

THE PROBLEM of presenting news on tele-
vision has plagued the most experienced of
broadcasters, who have long groped for a
formula that will overcome the time lag in
pictures. Wisely, the producers of News-O-
Rama have shunned the element of immediacy
in the news, and have chosen to view the
parade of world events from the wide end of
the telescope, concentrating on such long-
range implications of the news as its effect on
average members of the community and its
impact on tomorrow's headlines.

Produced in the main by graduate students
at Columbia U.'s School of Journalism, News-
O-Rama lacks the gloss and polish of many
commercial news programs. But this semi-
professional coating, if you will, is no handi-
cap. It serves to emphasize that the partici-
pants are earnest, intelligent and well-inten-
tioned citizens of the community trying to
find out what happened; what it means to them,
and what it is likely to mean to them next
week, next month, next year.

Frankly described as an “experimental”
news program that is scheduled to run at least
12 weeks, News-O-Rama stands as a tribute
both to WPIX(TV) and Columbia U. for
their contributions toward the understanding
of current events, It considers the limitations
of background of the average viewer and at-
tempts, without pretension or condescension,
to “fill him in” and sharpen his judgment on
the meaning of news events to him as an
average citizen.

Two Documentaries

In this perspective, the initial program last
Monday highlighted a 10-minute decumentary
on the current meat situation and a similar
report on the United Nations. The first pres-
entation was directed toward answering one
vital question: “What does this all mean to
Mrs. New Yorker in the way of meat prices?”’
The UN report, stressing that Lester Pearson
of Canada was likely to be named as secre-
tary-general of the world organization, em-
bodied an analysis of what leading figures
at the UN recommended as means by which
friction between the Soviets and the western
world could be minimized.

One outstanding departure from most news
programs is the use of Prof. John Foster of
the School of Journalism as a gentle but force-
ful “heckler.” Undoubtedly, many TV viewers
often wished they could stop a newscaster to
ask him to clarify a technical term or justify
the validity of an extreme statement. In this
role, Prof. Foster interrupted a student news-
caster from time to time to ask, for instance:
“Now exactly what does ‘parity’ mean?” “Will
meat prices continue to drop or is this just a
short-time thing?” *“What makes many people
at the UN think that Mr. Pearson can deal
with the Russians?"

It would seem the program’s format may
well be adaptable to any community, large
or small, located near a university. In pro-
gramming such as this, mobilizing the technical
know-how of professional TV practitioners
and the resources of an institution of higher
learning, may well lie part of the answer to
improved television-for-education,

BROADCASTING ® TELECASTING

This is Mr. B. E. Claypool

This is what he says

“The Merchants National Bank (of which he
is president) is happy to renew, for the third year,
sponsorship of the Fulton Leuns, Jr.,
program (on WMON, Montgomery, W. Va.).
Fulton Lewis, Jr., 18 our number one salesman.
As our only regular advertising medium, his program
has brought us an increase of 509, in Christmas
savings club accounts, plus many new
depositors and customers for our bank.”

This is Fulton Lewis, Jr.

whose 5-times-a-week program is available for sale
to local advertisers at local time cost plus pro-rated
talent cost. Currently sponsored on 364 Mutual
stations by 752 advertisers (including 60 financial
institutions), the program offers a tested means of
reaching customers and prospects. Check your local
Mutual outlet or the Cooperative Program Depart-
ment, Mutual Broadcasting System, 1440 Broadway,
NYC 18 (or Tribune Tower, Chicago 11).
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G-E PROJECTION ROOM EQUIPMENT
PLUS YOUR IMAGINATION GIVE

Inazingly Versatite film £tfetts 2

Film is the money-making “life-
blood” of every TV station! That’s why you
should insist on the complete line of G-E Pro-
jection Room equipment. Use General Elec-
tric units...use your imagination...and you’ll
come up with so many versatile effects, you'll
be amazed! G-E's ready-to-order line includes
the top-performance Film Camera Channel,
the newly advanced Synchro-Lite*Projector,
the tremendously versatile Slide Projector,
and two new Mirror Change-over Designs.

FILM CAMERA
CHANNEL

General Electric offers you all your TV pro-
jection room needs—as well as all other equip-
ment necessary for television broadcasting.
And remember, behind this advanced, station-
tested equipment is 75 years of electrical and
electronic progress. For further, complete
details...contact the G-E broadcasting equip-
ment sales representative in your area, or
write direct to:

General Electric Company, Section 233-9,

Electronics Pavk, Syracuse, New York.

2x2 PROJECTOR

REMOTELY
OPERATED

SYNCHRO-LITE
PROJECTOR

TWOo MIRROR
DESIGN




VA S
‘777”7: ! |953? S
77 : N
\1‘“&; YEARS OF ELECTRICAL 2%

&—\‘}“& PROGRESS LLL

G-E FILM CAMERA CHANNEL

Sweep Failure Protection
Virtually No Microphonics
Automatic Control of Set-Up
Dual Waveform Presentation

125" High-Contrast Monitor
® G-E Film Camera Channel ! All Plug and Cable
for clear, sharp picture sig-

® G-E Dual Slide Projector
featuring variety of laps,

fades, dissolves, super-posi- nals. Reduces shading and . C.onnectlons )

tions, etc. edge-flare radically. Adjustable Deflection Yoke
® G-E Synchro-lite® Projec- ,
tor offers unlimited com- SR R faas =
mercial possibilities, utmost ] PP H 1 G-E SYNCHRO-LITE
in performance. L FROJECTOR

Slave Operation
Super-Positions on Remotes
Instant Stop and Start
Preview Any Frame

DUAL SLIDE - o (4= No Phasing Bars
PROJECTOR

G-E TV SLIDE PROJECTOR

Laps and fades
2x2 PROJECTOR

REMOTELY i . . : '+ ..+ Dissolves
OPERATED - == #2*  Super-positions

] : Transparencies and Opaques
2"x2” and 3V x414" Slides
Roll-Thru Script Carriage

Dual Flood Lamps for
Opaques

FILA CAMERA
CHANNEL

Timg, News Tape Carriage
SYNVCHRO-LITE PROJECTORS

Tﬂkffpﬁggfgzk - ©  G.E NIRROR CHANGEOVERS

More Inputs
Multiple Adjustments
First-Surface Mirrors

Complete Television Equipment for UHF and VHF L *Reg. U.5. Pat. OF

GENERAL @3 ELECTRIC -

t% .I,'.jii"-
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WSAZ

HUNTINGTON, W. VA,
SERVING 3 STATES

52-53 SALES
$100,000
OVER 51-52
REPORTED BY

HUNTINGTON
TOBACCO
MARKET!
*
ONE REASON:
SIX DAY
PER WEEK
SPONSORSHIP

FARMER CLICKS
PARTY  LINE

7:00-7:15 AM.
*
NOW AVAILABLE
TUESDAY-THURSDAY
SATURDAY

CALL THE KATZ
AGENCY OR
C. T. GARTEN
STATION MANAGER

5000 WATTS DAY
l 1000 WATTS MIGHT
30 KC

RADIO STATION

WSAZ
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our respects

to H. EARL RETTIG

VERY few financial experts got their start in
the business world by unbalancing the books
to the tune of $10 million, but H. Earl Rettig,
recently named director of finance and opera-
tions for NBC’s Western division, makes this
claim.

It happened during his first month in the ac-
counting department of Halsey, Stuart & Co.,
Chicago investment firm, In his late teens, he
set such a record—and it still stands. The
blunder was apparently forgiven, for he re-
mained in the company’s employ several years.

A native of Chicago {he was born June 4,
1903), he confesses the initial “H” in his name
is only decorative, his father having added it
“as a sort of balance.” Young Rettig thought
it a good idea and did likewise.

A tireless energy which marks Mr. Rettig's"

career manifested itself early. While attend-
ing Lakeview High School in Chicago, he
worked at Montgomery Ward & Co. during
Christmas vacation, and for Halsey, Stuart &
Co. in the summer. He also worked briefly
at Chicago’s Post Office, alongside Walt Dis-
ney. Neither knew, however, the other was
there until years later when the future NBC
executive went to work for the now-noted mo-
tion picture and animated cartoon producer in
Hollywood.

After graduation from high school in 1919,
he joined the investment company on a full-
time basis, beginning an association which
continued until 1928. Starting as office boy,
he subsequently moved into the account de-
partment. When the books were balanced at
the end of his first month, he was off $10 mil-
lion. That is the ‘“record” about which he
is much kidded.

Served in Ohio

Named assistant manager of the firm’s Cin-
cinnati office in 1925, he was transferred to
Dayton two years later in an executive capac-
ity. That’s where he had his first and indirect
contact with Groucho Marx, star of NBC-AM-
TV's You Bet Your Life originating in Holly-
wood. The Marx Bros. came to town in
“Cocoanuts,” and the lonesome stranger, with
time on his hands, saw the show five times in
one week.

Mr. Rettig was transferred eventually to the
corporation’s New York buying department,
but in the meanwhile had made several vaca-
tion trips to California, where he was much
impressed with the climate. The unfavorable
contrast with New York hit home hardest once
in 1927 when he left the sunshine of Los An-
geles to return ‘to a frigid New York. The
sudden change brought about an equally sud-
den decision to change his career.

Because Halsey, Stuart & Co. had handled

financing of the Fox Studios in Hollywood,
Mr. Rettig's long-time employer was able to
give him a good entree to his newly-adopted
home.

He started out by making a strategic error.
When asked what salary he would expect, as
assistant to the Fox studio manager, he an-
swered in characteristically modest fashion,
“Qh, it doesn’t matter.” As a result, he worked
“for practically nothing” to learn the movie
business. He remained with the studio until
1934 when a new management took over.

After leaving Fox Studios, he was associated
with many of Hollywood’s top producers.

Cast Alan Ladd

As casting director for Hal Roach Studios,.
he cast a young actor named Alan Ladd in a
film titled “Captain Caution,” now going the
rounds on TV. At that time, however, he
couldn’t convince his studio that the young
actor had a movie future.

The Chicago’s Post Office Alumni finally
joined forces again in 1940, when Mr. Rettig
became associate producer of “The Reluctant
Dragon” for Walt Disney. He returned to
handle finance on a large scale in 1941 when
he became RKO Radic Pictures Corp. assistant
treasurer and studio treasurer, serving also on
the board of directors of Western Costume Co.
as RKO representative and assistant treasurer
of the holding corporation which bought the
property leased by NBC for its first Hollywood
studios.

In 1945, he was with Leo McCarey as secre-
tary-treasurer of Rainbow Productions, which
made “The Bells of St. Mary’s”, When Para-
mount Pictures acquired Rainbow in 1947, Mr.
Rettig went along with the deal. After 18
months, however, he joined Dennis Day, radio-
TV singing star, to handle his business affairs.

He joined NBC in 1950, but had no title
at first. Eventually, he was named manager of
television network operations, holding that pos-
ition until TV and radio were consolidated.
In the recent reorganization and integration of
radio and TV operations, he was made direc-
tor of finance and operations for NBC’s West-
ern division.

Despite his “addiction” to chain smoking (at
least three packs of cigarettes a day, plus a
pipe and cigars), he shows little outward indi-
cation of working pressures. He remains un-
ruffled, applying energy not used for hobbies
to work.

Mr. Rettig married the former Rosalie Cast-
ner Dec. 2, 1934, With their three sons—
H. Earl Jr., 16, and Rickey and Ronney, 9-
year-old twins, they live in the Cheviot Hills
district of Los Angeles.
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Have you ever
fried to sell
o Pangohn‘-’

-
‘ﬂ

."‘(Pungolin — scaly anteater from Southeast Asia)

Probably not, but Station WNBQ has—and quite successfully. Not only
a pangolin but also other unusual creatures at the Chicago Natural
History Museum.

When attendance at the Museum during January to August 1952 showed
a decline from the previous year, officials turned to Station WNBQ for
help. A schedule of live station breaks was started in September and
attendance during the remainder of the year jumped 18.5 per cent over
the same months in 1951.

“Thelion’s share (of the credit) goes to WNBQ,” reported Miss
Christine Tardy, of the Public Relations Division of the Museum.
And she also wrote, “We find the live breaks an excellent method
for stimulating interest.”

Here is further proof that WINBQ sells and the live station break tech-
nique which WINBQ pioneered and perfected is just one of the many
aids Chicago’s number one television station offers its advertisers.

Give your product or service the WINBQ sales stimulant in Chicago
where

Some Spots are Better than thers

/\ and those sP°'® arg 21.

< REPRESENTED BY NBC SPOT SALES

L

TV

BROADCASTING ® TELECASTING March 9, 1953 o Page 19



S e St e e S s e i e S S —— ——— i - — — — 3 i ) T () o o — ) — —— ——— . —— — —— . ——— — — — o} — — " ——— ——— — — —— o o

My
P

Advertisers
who like
expanding
markets
can’'t miss
with

Baton

Rouge’s

WJBO

For instance.
retail sales
in the area
were up

15% in ‘52,

Reach the largest audience on NBC's
5,000 watt offiliote. Affiliated with

the State-Times ond Morning Advocate.
National reps: Geo. P. Hollingbery Co.

BO

WERL (FM)

- -« that’'s what you
like about the South
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OPEN MIKE

Map Missed

EDITOR:

1 have received my copy of your BROADCAST-
ING ® TELECASTING the 1953 Yearbook issue.

However, 1 was surprised to find that, unlike
last year, this issue did not include the usual
BROADCASTING ® TELECASTING map.

Was this omitted from my copy, or do you
intend sending it along later under separate
cover?

Jean-Francois Pelletier
Young & Rubicam Lid.
Montreal, Canada

[EDITOR’S NOTE: Because of rising costs, BT
was obliged to eliminate the map from the Year-
book package. However, coples of an up-to-date
map are available at moderate cost—$1 for one
copy, $4.5¢ for five coples, $8.50 for 10 copies
and $20 for 25 copies.]

Real Service

EDITOR:

Two articles in recent issues of your es-
teemed publication have interested my tele-
vision associates and me very much; the piece
by Crandall [“How Big Will TV Be?’; BeT,
Feb. 9] and the one giving the figures on rev-
enue per set [B®T, Jan. 26, “Facts & Figures”].
Publication of these have been a real service
to us, as 1 am sure they have been to many
others. . . .

Harry C. Butcher
President
KiST Santa Barbara, Calif.

Board of Review

EDITOR:

Sid Hix did all right February 23. [ have
clipped this piece and carefully inserted it in the
file for formal consideration of the Code Board
during the course of its next meeting. Undoubt-
edly our action will be formalized by resolu-
tion, copy of which will be forwarded to you.

I am sure Mrs. Bulliit will object to the hair-
do, Jack Jett will take very violent exception to
the complacency exhibited by the cameraman,

- Lennie Reinsch will deplore the lack of atten-

tion on the part of the producer and Walter
Damm will scream at the plunging neckline. As
far as I am concerned, I think the seal is a very
good likeness.
John Fetzer, President
WKZO-AM-TV Kalamazoo,
Mich.

[EDITOR’S NOTE: The Hix cartoon to which
Mr. Fetzer, who is chairman of the Television
Code Review Board, refers is reproduced below.]

“Thar agency man's suggestion to the Code
Board sure pepped up viewer interest in the
Seal of Good Practice.”

CLEVELAND’S
STATION
5,000 wi—aso K.C.
BASIC ABC NETWORK
REPRESENTED

BY
H-R REPRESENTATIVES

The best
way to
sell the

KANSAS

FARM

MARKET

use the

KANSAS
FARM

STATION

CBS RADIO

WI B W in Topeka

Ben Ludy, Gen. Mgr., WIBW-KCKN
Rep. Capper Publications, Inc.
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Belly Laugh

EDITOR:
I thought you would get a kick out of the
attached.
F. E.-Spencer Jr,
Executive Vice President
George P. Hollingbery Co.
New York
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Second Generation

EDITOR:

. I note on page 28 of your Feb. 2 issue l
you have two sons of John J. Gillin Jr. working
at KFEL. I don’t think either of the gentle-
men happens to be a son of John, but more
than likely are sons of his brother, Bill Gillin.
John did have a daughter, Joan, and a son,
Johnny, but I don’t believe the boy would be
old enough to be handling a camera. . ..

Harry Burke
General Manager
KFAB Omaha

EEDITOR’S NOTE: Mr, Burke is right. The cap-
ion under the picture to which he refers should
have identified John and Bill Gillin as nephews
of the late John Gillin Jr.])

* * *

Injunction
EDITOR:
- Your editorial, “The Politic Way” [Feb.

23], says, “If that statute (meaning one making
it a crime to defame by radio) were in effect,
a broadcaster could appeal to the federal courts
to enjoin the Commission of a crime, . . .”

That is really wrong. The federal courts will

not, and the state courts will not, enjoin the
utterance of defamatory matter. There is
very famous United States Supreme Co '

sion on this, Near vs. Minnesota_" dec"
ol M, US. 697,
Segal, - _.Segal

mith & Hennesey

ushington, D.C.
* * »

Helr

2 Wa, nfEd
EDITOR.

We are anxious to contact radio stations
(with newspaper affiliation) who have a joint
community or charity association. We're anx-
ious to set up such a program here in Seguin,
and would appreciate receiving copies of by-
laws, a table or organization, etc., for such an
association. . . .

Garfield Kiel
General Manager
KWED Seguin, Texas

BROADCASTING ® TELECASTING
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DREWRY S woareo vs.a me.|

Mr. Mort Sherman
Station WBNS-TV

33 N. High Street
Columbus 15, Ohio

Sherman:

Dear Mr.

on our "Telesports Digest" Program.

is most impressive to me,

to prove bengpicial to us.

fine work
Sincerely yours,

L. D. Fairbairn
Advertising Manager

WBNS-TV, the Nation's Number 1
Test Market Station.

= NERL

COLUMBUS, OHIO
CHANNEL 10

CBS-TV NETWORK @  Affiliated with Columbus Dispatch and
WBNS-AM @ General Sales Office: 33 North High Street
REPRESENTED BY BLAIR TV

...........

S8OUTH BEND, INDIANA
January 27, 1953

I just received your letter of January 20 relative
to the merchandising activities of Station WBNS-TV

After reviewing the samples you enclosed, I'll say
you've done an outstanding job on our behalf.
type of merchandising tie-in, plus the obvious inter-
est and attention of the station and its personnel,

We at DREWRYS certainly appreciate the excellent co=-
operation we are receiving from your station.
earnestly belieye that our association with such a

promotion merchandising-minded organization is bound

Again, mAGy thanks for the samples and keep up the

DREWRYS LIMITED U.S.A. INC.

This

We

Typical of the oction
pocked Telesports Di=
gest os seen weekly
on WEBMNS-TV . ..
tharaughly promebed

and merchondised by
a well-rounded, com-
prehensive program,
indicative of the sales
fellow through ae-

corded all sponsors
on WBNS-TV.

March 9, 1953 @
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eventeen years — and over 6,000 broadcasts ago,
WWVA—The Storer station in Wheeling, West Virginia,
launched the Tri-State Farm & Home Program.

From the very beginning, it won a bumper crop of
listeners in West Virginia, Ohio and Pennsylvania. For
from the very beginning, it was well nourished by the
contributions of Federal agricultural experts . . . exten-

sion services of three great universities . . . of county

agricultural specialists — with WWVA providing its tal-
ents, towers and even transmitter site to assure the success
of the show. (That site was converted into a 160-acre
soil conservation exhibit and a game preserve.)

Today, with early morning and noon broadcasts, the
program daily serves thousands of families on farms and
in towns and villages of three states with the latest infor-
mation to help them in their living and labors.




Public interest programs like this are typical of Storer
station operation. With different formats . . . different
objectives . . . different audiences—they all produce this
common end-result; They build a bond between station
and listener that’s as impressive as it is immeasurable.
National advertisers know it exists. It helps explain the
fact that for over 25 years they have reaped an abundant
harvest from the audiences served by Storer Stations.

Storer

BROADCASTING

COMPANY

WSPD, Toledo, O.
WWVA, Wheeling, V. Va.
WMMN, Fairmont, ¥, Va.

WAGA, Atlanta, Ga.

WGBS, Miami, Fla.

WIBK, Detroit, Mich.

WS8Al, Cincinnati, 0.
WSPD.TV, Toledo, O.
WIBK-TV, Detroit, Mich.
WAGA.TV, Atlanta, Ga.
KEYL-TV, San Antonio, Tex.

national sales headguarters:
Tom Harker, V.P.
National Sales Director

488 Madison Ave., N.Y.22
ELdorado 5-7690

230 N. Michigan Ave., Chicago 1
FRanklin 2-6498




"srit radio wonderful

P i

...says Les Cottrill of

E. C. Fuller, of Nutrena Mills home office,
has forwarded the following report from Les Cottrill,

their St. Louis Division Manager:

“An inquivy to station WLS and our follow-up

of the inguiry has sold two loads of egg mash crumblized for
7000 puilets and now the man wants to know what a
carload of chick stavter will cost him for 10,000 Leghorn

puliets that will avvive March 13. Isw’t radie wonderful.”

This one inquiry represents the responsive and highly
profitable nature of the WLS market....one of many
such reasons why Nutrena Mills has used WLS regularly
since discovering what this popular radio

station can do for them, more than seven years ago.

You, too, will find that sound appeal to the vast WLS
audience will get comparable results for you...will step
up your sales and profits, particularly throughout

the great mid-west, where WLS reaches millions of the

nation’s most prosperous and progressive pecople.

Better sce your John Blair man...or contact
us, today...and start enjoying the kind of results

WLS can deliver for you and your products.

AGRICULTURAL
INDUSTRY

Ly ffl&‘ml . —" The

_ PRAIRIE
% Gerernel OleZeont it
. STATION
CHICAGO 7
890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE, REPRESENTED BY JOHN BLAIR AND COMPANY,
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Frank Ferrin

on all accounts

WHEN Frank Ferrin was a Chicago agency
executive jousting with clients, time salesmen
and discount structures, he was the last to
think he’d do the same some day with tigers,
elephants and pythons.

His early experiences stood him in good
stead, for CBS-TV’s Smilin® Ed’s Gang, which
Frank Ferrin Co. packages and produces in
Hollywood, is so successful it has been spon-
sored continuously by the Brown Shoe Co,
St. Louis, since August 1950. Brown, through
Leo Burnett Co., has sponsored the radio ver-
sion (currently on ABC in non-TV cities) since
September 1943.

Using his original radio show as a base,
Mr. Ferrin began filming Smilin’ Ed’s Gang in
1949, when many of today's TV film producers
were only thinking about entering the field.
With Ed McConnelt as narrator, the 30-minute
East Indian jungle adventure scries is one of
the few using footage actually made with au-
thentic animal and native scenes.

Mr. Ferrin and a crew spent several months
in India last year. Another crew has been
filming there since July, shooting 50,000 feet
of color film thus far to add to 30,000 feet
taken previously. From color, black and white
prints are made.

“When color TV comes, we’ll be ready,” Mr.
Ferrin says, adding that the reason for shooting
footage in India is that “Even in Hollywood,
we can’t get 100 elephants, 200 head hunters
or a herd of rhinoceri when we need them.”

Mr. Ferrin believes this authentic jungle
footage, to which is added necessary Holly-
wood-shot dialogue and action by a large cast,
is responsible for the program’s appeal.

Born in Minneapolis Nov. 13, 1904, Mr. Fer-
rin ran away from home after completing high
school and joined a circus.

Entry into the advertising business came
after he organized Midwest Recording Inc.,
Chicago production and transecription concern
of which he was sales manager and executive
producer. His start in radio took place at
WRHM (now WTCN) Minneapolis, where he
did a nightly comedy act, Nels and Ole, after
selling time during the day.

Before forming Frank Ferrin Co. in 1946, he
was vice president in charge of radio for Leo
Burnett Co. He was associated previously with
H. W. Kastor & Sons and with Henri, Hurst &
MacDonald, both Chicago.

His wife is the former Barbara Steen. They
make their home in suburban Northridge, and
have two daughters, Colleen and Jacquelyn
(Mrs. Don Olson).

BROADCASTING ® TELECASTING

CBS RADIO STATIONS

'I'WO BIG

soumw:sr MARKE'I'S

.'..'lnl'- |

Sales-winning radio schedules for
the Great Southwest just naturally
include this pair of top-producing
CBS Radio Stations. Results prove

this! Write, wire or phone our

representatives now for availabilities

and rates!

National Representatives

JOHN BLAIR & CO.

March 9, 1953
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North Carolina rates more firsts in
recognized market surveys than any
other Southern state. More North
Carolinians, according to BMB
study, listen to WPTF than to any
other station.
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HYDE SEES EISENHOWER
ON FCC CHAIRMANSHIP

Visits with President for half hour, but expected announcement

of his appointment as Chairman was not forthcoming.

It was pre-

sumed announcement being delayed pending decision on selection
of Republicans to succeed Messrs. Walker and Merrill.

ROSEL H. HYDE, the man thought most like-
Iy to become the new—and first—Republican
Chairman of the FCC, conferred with President
Eisenhower last Friday for half an hour, but
he didnt leave the White Houss with the ap-
pointment in his pocket.

In keeping with the White House tradition
of never quoting the President, unless author-
ized, Mr. Hyde was non-committal following
his visit. He had been called to the Executive
Mansion and, it was assumed the purpose was
to receive notification of his promotion, along
with a mandate to reorganize the agency along
Republican lines.

But, when no announcement came, the view
then was expressed, notably in informed circles
on Capitol Hill, that the President perhaps
wanted to “look Hyde over.” There has been no
outspoken opposition to Mr. Hyde, but it’s
known that a number of Republican stalwarts,
insistent upon “cleaning up” the old Democratic
agencies, have felt that a “new broom,” rather
than a career man should be named to the FCC.
Whether Mr. Hyde sold himself to the Presi-
dent appeared to be the question.

Mr. Hyde came up through the ranks from
docket clerk on the old Federal Radio Com-
mission, and served successively as attorney,
hearing examiner, Assistant General Counsel,
General Counsel and Commissioner. He has
been described by members of the Senate Inter-
state & Foreign Commerce Committee as the
“ablest man on the Commission.” If Mr. Hyde
should lose out, the expectation is that an “out-
sider” with no alliances on the FCC would be
named.

May Hold Appointment

There also was speculation about the possible
withholding of Mr. Hyde’s appointment until
the President is ready to nominate Republicans
to the two available positions on the Commis-
sion, transferring it from Democratic to Repub-
lican control, and thereby giving the new Chair-
man a working majority. There are how four
Democrats, two Republicans and an Independ-
ent on the Commission.

Word was spread that Mr. Hyde, heavily en-
dorsed by private communications companies
and broadcasters, as well as by important party
leaders, would get the Chairmanship. The final
" step awaited was the inevitable session with the
President. When that happened Friday morn-
ing, the appointment was regarded as a fair
accompli. Many of his friends and colleagues
called to congratulate him, and the only com-

BROADCASTING ® TELECASTING

ment from his office was, in substance, “pre-
mature.”

Mr. Hyde's appointment would not require
Senate confirmation since, under the law, the
President sslects the Chairman from among
qualified members of the Commission. Mr.
Hyde was appointed last year by President
Truman for a new seven-year term.

Whether or not the status of Democratic
Chairman Paul A. Walker, Oklahoma Demo-
crat, has any bearing on the delay, could not be
ascertained last Friday. Mr. Walker, 71 and
the oniy charter member of the FCC, created
in 1934, has not tendered his resignation and
is said to have no intention of doing so. But
it has been ascertained that President Eissn-
hower can rescind an order issued by his pred-
ecessor extending Mr. Walker's term despite
the fact thdt he has passed the statutory retire-
ment age of 70.

President Eisenhower thus can pick up the
unexpired portion of Mr. Walker’s term, and
also nominate a successor to Eugene H. Mer-
rill, Utah Democrat.

Many names are under consideration for
the impending vacancies, In the forefront,
from broadcaster ranks, is understood to be
Charles H. Garland, general manager of
KOOL Pheoenix, and a 30-year veteran in
radio, both in Illinois and Arizona. A prac-
tical broadcaster, he has long been identified
with the Gens Autry operations.

The second appointment, it was thought,
might readily go to.a man, preferably a lawyer

Rosel H. Hyde
At White House Friday

with a background in public utility-common
carrier regulation. Commissioner Walker is the
only present member of the FCC with such a
background, having served as chairman of the
Oklahoma Corporation Commission prior to his
appointment to the FCC.

Mentioned for the two vacancies are:

Lewis Allen Weiss, former chairman of
Mutual and of Don Lee, a resident of Los
Angeles, who retired last year from public
office after having served a year and a half as
deputy administrator of NPA and director of
the Office of Civilian Requirements of DPA.

Thad Brown, vice president in charge of tele-
vision affairs of NARTB and the son of the
late former Commissioner Thad Brown.

J. Paull Marshall, 42-year-old attorney and
member of the Maryland Assembly, active in
the Young Republican Club during the cam-
paign.

William Speare, former AT&T attorney in
Washington, who for the past several years has
be=n practicing law in Fremont, Neb. ’

Lyman Smith, 35-year-old district attorney of
Penn Yan, N. Y. the upstate wine district
represented by Rep. John Tabor, chairman of
the powerful Appropriations Committee, and
who has Rep. Tabor’s support.

Fred Palmer, midwestern radio consultant
and former station manager, who has been an
active candidate from the start.

Edward J. Scheuffier, Kansas City attorney,
active in Republican politics and closely identi-
fied with the Eisenhower campaign.

Walter Johnson, of Heathsville, Va., former
FCC attorney (1935-39) and now common-
wealth’s attorney of Northumberland County.
He was the unsuccessful 1949 Republican
nominee for governor of Virginia.

Earlier Conferences

Prior to his call to the White House, Mr.
Hyde had conferred with officials of the Re-
publican National Committee. A fortnight ago,
he was in session with Wesley Roberts, chair-
man of the committee. At that time, it is be-
lieved, he advised the chairman that he had in
mind reorganization of the FCC to eliminate
those holding patronage positions or those who
have been regarded as left-wingers or trouble-
makers. It is believed that at least two dozen key
position are involved at the staff level.

The only criticism directed against elevation
of Mr. Hyde was premised on the view that, as
a career man, he would not be+disposed to
“clean up” the FCC, long under Congressional
fire. There was talk of a “new broom” in the
person of an outsider who would not be be-
hglden to the existing organization. There was
considerable Congressional pressure in favor of
the temporary return of former Commissioner
Jones, now in private law practice, or of
Norman S. Case, former governor of Rhode
Island, who served on the FCC from July 1934
to June 30, 1945,

Mr. Hyde, however, had virtually unanimous
endorsement of leaders in radio and television
and also had substantial support among in-
fluential members of Congress.
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New General Mills Products
To Get Broadcast Launching

Firm will test Sugar Jets and
Sugar Smiles; may promote
them on TV network shows.

GENERAL MILLS, Minneapolis, will use radio
and television spots and programs to help
launch its distribution of two new cereal prod-
ucts in test markets this month.

Samuel Gale, vice president in charge of
advertising for the firm, disclosed this in
response to a query on plans to introduce
Sugar Jets and Sugar Smiles 'in New York and
Chio.

Mr. Gale said a “standard, balanced cam-
paign” would be utilized, including substantial
use of radio and television.

At least two TV shows are reportedly in
preparation by William Esty Co., New York,
new agency for Sugar Jets. A second agency,
Tatham-Laird Inc., Chicago, was mapping
similar plans for Sugar Smiles. T-L also
handles GM's Kix account.

An unconfirmed report is that the two new
cereals may be inserted into the company’s
video programs, The Lone Ranger and Stu
Erwin Show, replacing Cheerios and Kix.
Cheerios is handled by Dancer-Fitzgerald-
Sample.

General Mills announced it has delayed
entering the sweet cereal field until a series of
extensive consumer tests proved successful.
The campaign, still in the test stage, may
expand radio and TV usage.

The new product campaign is not tied in
with General Mills’ contemplated spot satura-
tion drive, scheduled to kick off this month.
The company is expected to concentrate the
bulk of the spot blitz on other products. The
spot project for Wheaties will probably be as
intense as in 1952.

Executives of Knox-Reeves Adv., Minneap-
olis, met in Chicage Thursday and Friday for
a round of discussions with Lowry Crites,
GM’s radio-TV media director. Meeting with
him were “Chuck” Anderson, assistant media
director, Dr. A. R. Root, vice president and
director of media and research, and Paul
Phillips, account executive on Wheaties account.

The cereal campaign is expected to continue

ADVERTISERS & AGENCIES

through the summer months. Last year, GM
used 90 announcements at an average of more
than 10 per day over a 17-week period. The
firm sold stations on the formula of providing
Class A time for four-fifths of radio-TV com-
mitments, but with the overall rate based on
one-half the individual station’s daytime one-
time rate. This gave General Mills a discount
of 60%, according to estimates made at the
time. Dr. Crites has declined to say what
formula, if any, would be offered to stations
this year.

Gardner Agency Realigns

MEDIA and research departments of Gardner
Advertising Co. have been split into separate
units, and several key appointments have been
made. Warren J. Kratky, with Gardner five
years, was named media director. Other ap-
pointments: Champ C. Humphrey, vice presi-
dent and director, becomes account executive
on Pet Milk, and John C. Naylor Ir., formerly
in charge of radio-TV media, shifts to the
account management staff. No replacement for
Mr. Naylor was announced.

Mr. Humphrey succeeds Henry O. Whiteside,
who leaves the firm after 10 years’ service. Mr.
Humphrey has been vice president in charge of
media and research since 1950. Kenneth E.
Runyon is the new research director. Appoint-
ments were announced Monday by Elmer G.
Marshutz, agency president.

Ad Council Blood Pleas

“GIVING blood is the easiest thing in the
world to do!”

That slogan is the theme of special
balops and flip cards on the National
Blood Program sent by the Advertising
Council to the broadcasters, advertisers,
and agencies who teamed up the week of
Feb. 22-28 to persuade their audiences
to join the ranks of blood donors.

Cunningham & Walsh, volunteer
agency for radio-TV on the blood pro-
gram, prepared the visual materials and
the accompanying announcements, sched-
uled by the Council as part of its TV
allocation plan.

LONG-TERM contract between WBBM Chicago
ond Morris B. Sachs Inc. for 18 quarter-hours
| @ week is signed. L to r (seated): Mr. Sachs
\ and E, H. Shomo, WBBM sales manager; stand-
ing, Norman Heyne, account executive, Ruth-
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rauff & Ryan agency; Pat Wright, Sachs Inc.;
Don Mann and Bill Miller, WBBM account ex-
ecutive and assistant sales maomoger, respec-
tively; Betty Wentzel, Ruthrouff & Ryan, and
Al Bland, WBBM program director.

HOUSEWARMING at Bozell & Jocobs agency’s
new Chicago office was hosted by Nothan E.
Jacobs (I}, president, who headquarters in Chi-
cago, and Morris E. Jocobs, board chairman,

who works in the Omoha office. Advertising
and public relations firm, which has 11 offices,
opened new quarters ot 205 N. La Salle St.

Hahn Notes Ad Contributions
To American Tobacco’s Sales

CONTRIBUTIONS of advertising to the dollar
and unit sales record achieved by the American
Tobacco Co, in 1952 are spotlighted in the
company's annual report mailed to stockholders.

In a letter accompanying financial state-~
ments, Paul M. Hahn, president of the com-
pany, said advertising was a “principal factor”
in accomplishing “great volume,” and thereby
keeping prices lower. He paid tribute to the
company's TV and radio programs and person-
alities that -won some 25 national and local
awards, citing Your Hit Parade, Robert Mont-
gomery Presents, and The Jack Benny Program.

He said extensive promotion of cigarettes
through radio, TV, newspapers, magazines and
other media is necessary because they are sold
in a highly competitive market.

“Considerable misinformation exists as to
the cost of cigarette advertising. In spite of its
comprehensive nature, your company’s cigarette
advertising costs only about one-third of a cent
per package of 20 cigarettes.”

The company’s annual report showed that
net income for the year was $34,068,963 as
compared with $33,109,669 for 1951. Dollar
sales were listed at $1,065,738,534, as com-
pared with $942,552,034 in 1951.

Kobak St.res.ses ARF Goal
Of Sound Research Methods

ADVERTISING Research Foundation is striv-
ing to eliminate guesswork in advertising and to
substitute facts substantiated by research based
on sound standards, Edgar Kobak, ARF presi-
dent, told the Pittsburgh Advertising Club at
a luncheon meeting last Tuesday.

Mr. Kobak acknowledged progress in ad-
vertising research in recent years, but added,
“There is still a lack of research standards and
uniform methods which are needed in any
field for scientific study.”

“This isn’t any overnight job,” Mr. Kobak
said, and “no magic will bring it about. And
we most certainly don't expect any miracles—
and don’t you expect any. It's a long-range
job and it will require a lot of hard work and
industry support.”

ARF already has committees actively work-
ing on three major projects, including a study
of radio-TV rating methods, Mr. Kobak said.

BROADCASTING ® TELECASTING




TEN CAMPAIGNS SET IN BRISK WEEK

Spot and network campaigns
on radio, TV, bought by Con-
oco, Columbia Records and
Instant Chase & Sanborn Cof-
fee; other advertisers formu-
lating plans.

IN A WEEK of spirited business action in
which the pattern was diverse, at least 10
advertisers were found by BROADCASTING @
TELECASTING last week to be developing new
moves affecting spot and network campaigns in
radio and TV.

Among the spot proponents, Continental Oil
Co., Ponca City, Okla., for Conoco, will break
a radio spot announcement schedule in 50
markets effective March 18. Length of contract
is fairly short, and varies in different markets.
Benton & Bowles, New York, is the agency.

Columbia Records, through McCann-Erick-
son, New York, following a more diverse policy,
will spend $100,000 in an advertising campaign
using TV and radio spots, as well as other
media. The TV spot campaign which started
last week as & test in 22 markets, continuing for
two weeks, may be expanded later.

Coffee Campaign

Instant Chase and Sanborn Coffee will take
on a radio spot campaign effective April 1 in
25 markets. Contract is for at least 13 weeks
with possible expansion through the summer.
Compton Adv., New York, is the agency.

Pream, through Ralph H. Jones, Cincinnati,
is starting a national radic spot campaign
March 30 for 13 weeks.

Shulton Toiletries, through Wesley Assoc.,, is
known to be preparing an addition of several
markets to its already formidable list, effective
April 1.

Curtis Pub. Co. will relinquish its sponsorship
of Keep Posted on DuMont (Tues., 8:30-9 p.m.
EST), effective March 31. The advertiser is
re-evaluating its entire radio and televi-
sion budget, and the money saved by cancella-
tion of the program “will probably go intc
spot activity,” a spokesman from BBDO, New
York, agency for Curtis, told BROADCASTING ®
TeLECASTING. Curtis is using a radio and a
TV spot schedule.

The Nestle Co., White Plains, N. Y., for
Nescafe, under CBS Radio’s “power plan,”
effective April 8 will become a co-sponsor of
three radio programs: FBI in Peace and War,
Meet Millie, and Mr. Keen, Tracer of Lost
Persons. Nescafe sponsors the trio of pro-
grams along with Procter & Gamble and Bryl-
creem. Thus the “power plan” assumes a sell-
out status. Agency for Nescafe is Sherman
& Marquette, N, Y.

Drew Pearson Dropped

In another shuffle of plans, Carter Products
will drop sponsorship of Drew Pearsor on ABC
radic and DuMont TV network, with the
money, it was understood, going intc another
television network show. Negotiations are under
way for a new property on possibly another
network, with details expected to be revealed
within 10 days. Ted Bates & Co., New York,
is the agency

Meanwhile, DuMont is considering carrying
Mr. Pearson on a sustaining basis. ABC late
last week had not decided on the program
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which will succeed Mr. Pearson in the vacated
time segment.

General Mills, it was understood, was con-
sidering cancelling its Silver Eagle ABC radio
network show with the object of funnelling the
saving into a projected spot summer schedule
for several of its cereal products [B®T, Feb.
16]. Knox-Reeves, Minneapolis, is the agency.
(See separate story.)

In another and fully-crystallized budgetary .

move, Pearson Pharmacal Co. (Ennds) will
take over the 7:30-8 p.m. Saturday time being
vacated by Dunhill's My Hero show on NBC-
TV, which will go on a half-hour later, 8-8:30
p.m. This action is in addition to Ennds’
alternate-week sponsorship of Eye Witness
(Mon., 9-9:30 p.m.) also on NBC-TV. Harry
B. Cohen, New York, is the agency.

General Foods for its Jell-O, through
Young & Rubicam, New York, is understood
to be contemplating a new property for a
half-hour network television show.

Johnson & Johnson Eyes Show

Johnson & Johnson, one of the advertisers
on the ill-starred AUl Star Revue on NBC-TV,
is understood to be interested in a nine-week
fall network program of its own devising.

Pet Milk, the other sponsor on Al Star
Revue, is being courted by three networks,
NBC, CBS-TV and ABC, in an attempt to
engage the client’s interest in a network prop-
erty and time.

Renewals played their part in the week’s
activity, too:

Scott Paper Co. has agreed to carry on with
its Patti Page Show on CBS-TV, but with a
new format.

General Foods (Swansdown Flour and
Sanka) has renewed its Our Miss Brooks on
CBS-TV Friday, 9:30-10 pm. Young & Rubi-
cam, N. Y., is the agency.

General Electric renewed I Married Joan
on NBC-TV, Wednesday, 8-8:30 p.m., through
Young & Rubicam. .

‘New Drew’ Pearson

DREW PEARSON goes local for the first
time next Saturday with a quarter-hour
“behind-the-scenes” informal feature on
WTOP-TV (CBS) Washington, signed for
a firm 13 weeks by Emerson Radio of
Washington, Inc., local distributor. Mr.
Pearson becomes the “new Drew” with
adoption of an informal living room set,
an adlib format and chats on topical
matters with two assistants, Jack Ander-
son and Fred Blumenthal, and a secre-
tary. His network news shows on ABC
radio and DuMont will be dropped later
this month, with the makers of Carter’s
liver pills allocating more money to
television and adopting a non-news
format. Local agency is Robert M.
Gamble Jr.

‘Life Is Worth Living" on MBS

IN A move to reach areas out of range of its
present TV coverage, Admiral Corp. last week
announced a new series starring Bishop Fulton
J. Sheen on the full MBS radio network.

Bishop Sheen will bring his Life Is Worth
Living to over 560 Mutual affiliates starting this
Thursday, 8-8:30 p.m. CST, He currently is
on over 70 DuMont TV Network stations each
Tuesday. Negotiations were handled by Erwin,
Wasey & Co., New York.

Firm had announced last month that it would
spend $20 million for all advertising this year—
largest in its history.

Bates Heads L&F AM-TV

JOHN BATES, radio-TV account executive
on the Hudnut Sales Co. account for Kenyon
& Eckhardt, N. Y., has joined Lambert &
Feasley, same city, as director of the radio
and television department.

PARTY for about 40 agency timebuyers staged
by KMPC Los Angeles last Tuesday in New
York was attended by (| to r): Kneeling, Al
Kerr ond Paul Weeks, H-R Representatives,
national representatives for KMPC; Robert
Reynolds and Charles Cowling, KMPC; stand-

ing, Frank Coulter, Young & Rubicam; Frank
‘Headley, H-R Representatives; James Luce, J.
Walter Thompson Co.; Gene Autry, KMPC and
KOOL Phoenix and KOPO Tucson; Fronk Sil-
vernail, BBDO, ond Frank Pellegrin, H-R Rep-
resentatives.
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Old Gold Executive Critical
Of Hypoed Ad Claims in Media

P. Lorillard’s Alden James
criticizes tobacco industry for
medical claims; alleges they
hurt all advertising.

EXTRAVAGANT advertising claims can hurt
the cigarette industry as well as the advertising
profession, Alden James, advertising director
and a member of the board and executive
committee of P. Lorillard Co., makers of Old
Gold cigarettes, said in an address to Philadel-
phia's Poor Richard Club.

“I think one thing some of the people in
our industry can be criticized for is the way
they have made a football of the medical pro-
fession,” Mr. James said. When cigarette
manufacturers claim medical specialists checked
a group of smokers and found no irritation of
eye, ear, nose and throat from smoking their
brand of cigarettes, “that is when we say medi-
cal claims in cigarette advertising reach the
point of absurdity,” Mr. James said.

“We feel psuedo-scientific claims and psuedo-
scientific advertising have no place in our bus-
iness or in any business. Extravagant adver-
tising claims are not only wholly unnecessary,
but there is a better way to get and keep busi-
ness in the long run,” he said.

“Television presents a challenge to honesty
and believability of advertising,” Mr. James
stated. “Most people really believe in adver-
tising. What they take exception to is some
of the advertising practices and the lack of prin-
ciple which inspires them.”

Mr. James said advertising cost is approxi-
mately 2/5th of one cent on a package of ciga-
rettes, and this is 60% less than 40 years ago.
“Because advertising creates valuable turnover
(as high as 50 times a year), you can be sure
of getting the brand you want. And through
volume, created by advertising, all cigarettes
have improved,” said Mr. James.

; - e Ly
GOEBEL Brewing Co. President Edwin J. Ander-
son (seated, |}, okays sponsorship of Detroit
Tigers’ exhibition, home and road games on
WIBK-AM-TY Detroit starting March 7. Dis-
cussing details with him are C. E. Carey (stand-
ing), vice president in charge of sales for Goe-
bel, and Gayle V, Grubb, vice president and
managing director of the stations. WJBK will
be key station in the Goebel baseball network,
and its TV affiliate will carry 35 home games

on the Tiger schedule.
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Standard for ‘Midgets’

PROPOSAL that standards be adopted
for midget radic announcements was
made last week by Station Represent-
atives Assn. [CLosep Circurt, Feb. 23],
which submitted the following for indus-
try approval:

Name: Radio Shorts.

Mechanical: These shorts may be live
or E.T.

Duration: The shorts shall not be more
than 8 seconds or 16 words.

While shorts may be of lesser dura-
tion or contain fewer words, SRA rec-
ommends that no smaller time unit than
8 seconds be set up.

Picard Agency Changes Name;
Adds Redfield as Partner

PICARD Adv. Co., New York, became Picard,
Marvin & Redfield March 2 with addition of
L. L. Redfield as a partner. Mr. Redfield re-
signed as chairman of Dowd, Redfield & John-
stone 10 become executive vice president of the
new agency. The other partner, William S.
Marvin, joined Richard A. Picard in 1934, 10
years after the founding of the agency. Mr.
Marvin is a vice president.

Mr. Redfield has brought nine new accounts
to the agency which will increase its billing
about 40%, he told B®T. New accounts brought
in are Edward Petry Co., United Television
Programs, Meseck Steamboat Co., M. Ewing
Fox Co., Godell’'s, William H. Nicholls Co.,
Woolfoam Co. and Standard Remedy Co. Pic-
ard accounts include several auto dealers and
divisions of Borden Co. and International Paper
Co. Mr. Picard continues as president.

Senators Baseball Network
WASHINGTON Senators’ league and exhibi-

- tion baseball games will be fed by WWDC

Washington to a 17-station network in a three-
state area under sponsorship of National Brew-
ing Co., Baltimore. Total of 168 games will
be aired.

Network, which may be expanded, now in-
cludes WCHYV Charlottesville, WREL Lexing-
ton, WLVA Lynchburg, WANT Richmond,
WTON Staunton, WNNT Warsaw, WINC and
WRFL Winchester, WSTK Woodstock, WFVA
Fredericksburg, all Virginia; WCFM Cam-
bridge, WCUM Cumberland, WFMD Fred-
erick, WARK Hagerstown, WASL Annapolis,
WLIK Leonardtown, all Maryland, and WHVR
Hanover, Pa.

BBDO Names McCarthy

W. BARRY McCARTHY has been named
director of the office of public relations and
publicity of BBDO, New York, effective im-
mediately, Ben Duffy, agency president, an-
nounced Wednesday. He succeeds William
Maloney, who has resigned. Mr. Maloney’s
future plans were not announced. Mr. Mc-
Carthy was West Coast director of public rela-
tions for Ford Motor Co., and before that on
the creative and client contact staff of Foote,
Cone & Belding, San Francisco.

Challenges FTC Charge

ALLEGATIONS of a Federal Trade Commis-
sion hearing examiner in an initial decision in- .
volving advertising claims of Marlene’s Inc. for
its Mynex Tablets were refuted last week by
Edward H. Larson, partner in O’Neil, Larson

& McMahon, Chicago, which handles the ac-

count.

He challenged findings generally of FTC
Examiner Abner E. Lipscomb, but refused to
say whether Marlene’s would appeal.

The FTC initial decision identified R. J.
Smasal and James Q. Webb as officers of Mar-
lene’s and mentioned Mr. Larson and Nelson
J. McMahon as co-respondents in the complaint.
Mr. Larson said the firm had used TV spot
announcements but no radio.

The decision challenged claims that the
tablets possess weight-reducing properties. De-
fendants were ordered to discontinue four rep-
resentations. Decision becomes final in 30
days from Feb. 27 unless appealed.

NEW BUSINESS

Spot

Masland Rugs planning to place three-day
radio spot announcement schedule in 30 cities
effective mid or late March. Agency: An-
derson & Cairns, N. Y.

Dale Dance Studios (nationwide dance school
chain), adds WLOL Minneapolis, WOL Wash-
ington, WWIN Baltimore, WABC New York,
WPAT Paterson, N. J., WAAT Newark and
WIBK Detroit to group of stations already
carrying 10-minute programs. Agency: William
Warren, Jackson & Delaney, N. Y.

Network

Scholl Mfg. Co., Chicago (foot comfort rem-
edies and appliances) buys five-minute news-
cast, 4:55-5 p.m., Sun., on MBS network start-
ing March 29. Agency: Donahue & Coe, N. Y.

American Home Products, N. Y. (Anacin &
Bi So Dol products), sponsoring Gabriel Heatter
news commentaries on Mutual, Mon. and Wed.,
7:30-7:45 p.m., effective last Monday.” Agency:
Sullivan, Stauffer, Colwell & Bayles, N. Y.

American Tobzcco Co. (Lucky Strike ciga-
rettes) has renewed alternate-week sponsorship
of Robert Montgomery Presents for 52 weeks
on NBC-TV, Mon., 9:30-10:30 p.m. EST.

Scholl Mfg. Co., buying Mon. 3:30-3:40 p.m.
portion of Paul Dixon show, Mon.-Fri., 3-4 p.m.
on DuMont TV network, effective March 16. Vi-
tamin Corp. of America buying 3:40-3:50 p.m.
segment, Wed., effective March 18. Both con-
tracts are for 13 weeks. Agency for Scholl:
Donahue & Co.,, N. Y. Agency for Vitamin
Corp.: Kastor, Farrell, Chesley & Clifford,
N. Y.

Agency Appointments

Jaguar Cars Ltd., Coventry, England, appoints
West-Marquis Inc., L. A., to direct national
advertising in U. S. T. L. Stromberger is ac-
count executive. H. B. Humphrey, Alley &
Richards Ine.,, N. Y., will handle public rela-
tions and dealer advertising east of Mississippi.

Bee-lyte . Fiberglass Ceo., Chicago, appoints
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WHO ACCLAIMED NATION’S BEST
RADIO NEWS OPERATION, FOR
SECOND CONSECUTIVE YEAR

BY NATIONAL ASSOCIATION
OF RADIO NEWS DIRECTORS

At recent convention of National Asso-
ciation of Radio News Directors, Baskett
Mosse, chairman of committee judges, said:

“The Medili School of Journalism of
Northwestern University is happy to an-
nounce tonight that radic station WHO,
Des Moines, Jowa, was selected as the out-
standing radio news operation in the United
States for 1952".

In presenting the award Mosse said:
“This is the first time in the history of the
National Association of Radio News Direc-
tors that the awards committee has selected
a radio station as the outstanding radio news
operation in the country for the second
consecutive year, 1 think this is an unusual
honor and I know that you are proud of it
and we are really proud to give it to you.
Not to take anything away from the other
entries in this contest, but I would like to
say that your particular entry won this
award by unanimous vote. Every judge
on our awards committee voted for WHO
as the outstanding radio news operation —
19527,

BEST EQUIPMENT, VETERAN
STAFF. BIG BUDGET

The WHQ News Bureau has an im-
pressive physical plant: six leased-wire
machines; a portable battery-opetated tape
recorder; a telephone recorder; three short-
wave monitors for state and city police and
fire department broadcasts; a number of
subscription services; and a library which
includes several specialized news encyclo-

1as.

The six leased-wire machines include two
Associated Press, two United Press and
two International News Service machines.
WHO's leased-wire service exceeds the
facilities used by many of the country’s
leading daily newspapers; and is unsur-
passed by any radio station in this section
of the country. Only two of the six

machines are “radio” wires — the other
four bring in detailed stories known as
"press” wire service. Press wire service
gives lengthy accounts and the three news
services bring in three different versions
of the big stories around the world. This
necessitates constant boiling down, rewrit-
ing and sifting of details, playing up news
of local interest — all tailored to fit a
split-second time period.

NINE VETERAN REPORTERS
EDIT AND BROADCAST NEWS$S

Proud as we are of this award, we are
more proud of the people on our staff who
helpecr us win it. The WHO News Bureau
is headed by veteran Jack Shelley, and in-
cludes eight other full-time men and a
secretary. Eight of the men are college-
trained reporters, rewriters and broadcasters,
all of whom are heard regularly on the air.
The ninth man is a specialist in political
reporting. The ten people on the staff rep-
resent a total of 100 years' experience in
news work. Five of the News Bureau staff
have been with WHO ten or more years.

In addition to the regular full-time staff,
the WHO News Bureau maintains a staff
of 70 correspondents — or part-time re-
potters — throughout Iowa and in Southern
Minnesota and Northern Missouri, heavy
WHO listening areas.

TELEPHONE USED EXTENSIVELY

The WHO News Bureau uses the local
and long-distance telephone extensively to
supplement and verify the regular news
services' coverage. Staff members check di-
rectly with peace officers and hospitals each
morning to get accident reports and acci-
dent victims' conditions which may have
changed since the late night news reports.
In many instances, the leased-wire services
do not clear this type of information until
too late for 2 7:30 a.m. — or even an 8:45

a.m, -— newscast. Telephone checks also
minimize the possibility of loss of news
when events take place in remote areas,
distant from a news service reporter.

STAFF WORKS TWO SHIFTS

The WHO News Bureau maintains a
morning and a night shift. There is a cer-
tain amount of specialization within each
shift in that one man may assigned
Washington and foreign news, another Jowa
news, and a third miscellaneous human-
interest stories. Whatever the assignment,
the reporter stays on it for an indefinite
period, building up a background for that
specific job, and becoming a specialized
reporter on that shift. Each shift writes its
news copy especially for the men who will
be airing it.

$100,000 ANNUAL BUDGET

To operate its award-winning News Bu-
teau and to provide Iowa-Plus listeners with
unexcelled news coverage, WHO spends
more than $100,000 annually. This figure
is believed to be one of the highest figures
in the Nation.

PUBLIC SERVICE EXTRAS

In addition to its regular news services,
the WHO News Bureau provides its lis-
teners with a variety of public-service extras.
These include free announcements regard-
ing public and private meetings during
periods of extreme weather conditions, up-
to-the-minute reports on road and weather
conditions and emergency calls on newscasts
to locate families or members of families
who are traveling or are visiting away from
home, etc. The News Bureau has also de-
veloped a system whereby a copy of each
newscast mentioning an Jowa serviceman
is sent to the next of kin. This service has
required the cooperation of local postmasters
in many cases because of the lack of a
street address or the name of the next of
kin. Management at WHO considers the
public service aspect . . . the many extra
“little things” that WHO does for its listen-
ing public . . . to be the difference between
a routine news operation and one that is
contributing to the welfare of the com-
munity. This — then — is the difference
between a2 good news operation and the
“Best Radio News Operation in the United
States”.

BETTER NEWS — BETTER AUDIENCES
The leadership of WHOQ’s News Service
is only one of many reasons why WHOQO is
lowa’s greatess advertising values. The 1952
JIowa Radio Audience Survey, accepted by
leading advertisers and agencies as a com-
pletely authoritative anafysis of listening
habits in this state, shows that WHQ is by
far the “most-listened-to” station in Iowa.
Write for your copy, or ask Free & Peters.

+ WHO for lowa Plus! +
DES MOINES . . . 50,000 WATTS
Col. B. J. Palmer, President
P. A. Loyet, Resident Manager

FREE & PETERS, INC.
National Representatives



ADVERTISERS & AGENCIES

Hall of Fame

NOMINATIONS for the Advertising
Hall of Fame will be received until April
15 by the Advertising Federation of
America. Selection will be announced
at AFA’s 49th annual convention at
Cleveland June 16.

Frederick Asher Inc.,, same city., All media
is contemplated. ’

California Strawberry Council, S. F. (frozen
berry packers), appoints Alport & O’'Rourke,
that city.

Washington State Dairy Products Commission,
Seattle, appoints The Burke Co. same city.
Radio-TV will be used. Account executive is
Floyd O. Flint,

Wilkinson Co., Santa Monica, Calif. (dental
metallurgists), appoints Western Adv., Agency
Inc., L. A. Kenneth J. Slee is account executive.

Columbia Tobacco Ceo. appoints Doyle Dane
Bernbach Inc., N. Y. for Du Maurier cig-
arettes.

Personalized ¥oods Inc., L. A. (Twang cheese
spread), appoints Irvin Rose Agency, Holly-
wood. Radio-TV will be used.

Harry Glemby Inc., N. Y. (Lorrain¢ hair nets),
appoints Herschel Z. Deutsch & Co., same city.

Moss Stores Inc., S. F. (chain of 52 women’s
apparel stores), appoints H. Jack Wyman Adv.,
that city.

International Restaurant, Oakland, Calif. (air-
port), appoints Robert I. Pickering Adv.
Agency, that city. TV will be used.

HELPFUL salesmen offer pens to Arnoid Perl-
man (c), president of Helene Pessl Inc., (Little
‘ Lady Toiletries), which is sponsoring lIrene
| Wicker in Little Lady Story Time on WABC-TY
! New York. At the left is Paul Mowrey, station
manager, with Ed Bleier {r), station account
1 executive. Keystone Adv. handles the account.
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P&G TOPS ‘52 NETWORK TIME BUYERS

Over $30 million was used by the soap company last year in out-
buying all other networks sponsors; food firms, as a class, however,

lead the list in both AM and TV.

PROCTER & GAMBLE Co. was the top client
of the nationwide radio and TV networks dur-
ing 1952, according to a compilation by Broap-
CASTING ® TELECASTING of advertising expendi-
tures for network time as recorded by Pub-
lishers Information Bureau, which shows P&G
to have bought $30,439,822 worth of network
time throughout the year, $16,235,025 going
for radic network time and $14,204,797 for TV.

The Cincinnati scap manufacturer ranks first
in gross time purchases from both radio and
TV networks, as well as from the combination.
This consistency is unmatched by other leading
users of network time. General Foods Corp.,
ranking second with total time purchases,
stands fifth on the 1952 radio network list and
fourth on the TV network list. Colgate-Palm-
olive-Peet Co., third in point of total network
expenditures, ranks second among TV network
time users and eighth radiowise. Tables I, II,
and III list the top 10 spenders for radio, TV
and combined network time.

Comparison of Tables

Comparison of these three tables reveals
that during 1952 six companies were included
in the top 10 spenders for both radio and TV
network time: The three already listed, P&G,
General Foods and C-P-P, plus Lever Bros,
General Mills and Liggett & Myers. All these
companies naturally are included in the com-
bined list, but not in the first six positions.
R. J. Reynolds Tobacco Co., not among the
radio top 10, was strong enough in TV time
purchases (third) to make fifth position on the
combined list, ahead of General Mills and
Liggett & Myers. Incidentally, it is perhaps
worthy of note that of the six on both radio
and TV lists, only two, Procter & Gamble and
General Mills, spent more for radio network
time than for TV network time, the other four
putting most network money into television.

Similar variations show up in time purchases
of the different kinds of network advertisers.
Foods rank first in purchases of both radio
and TV network time, but tobacco products
stand second on the TV list and fifty for radio.
Toiletries, second in radio, ranks third in TV.
Soaps are fourth in both lists, but automotive
advertising ranks fifth in TV, tenth in radio.
Drugs are third radiowise, seventh among TV
network clients,

TV Advertising Pattern

Conclusion is inescapable that as TV matures
it is developing its own advertising pattern
which is somewhat similar but far from identi-
cal with that of radio, at least so far as net-
work advertising goes.

When the number of advertisers using each
kind of network during each quarter of 1952
are counted from the PIB tables, results some-
what surprisingly show fewer TV network
clients during the fourth quarter than during
the opening quarter of the year, while the re-
verse is true for radio. There were 177 TV
network advertisers in the January-March
period, 168 in April-Tune, 146 in July-Septem-
ber and 166 in October-December. Radic net-
work clients numbered 171 in January-March,
177 in April-June, 175 in July-September, and
189 in October-December.

Dollarwise the picture is more encouraging
for the TV networks. Their combined gross
time sales for the opening quarter of 1952
totaled $45,674,388; second quarter total was
$42,941,826; third quarter, $40,226,517, and

TABLE 1
TOP TEN RADIO NETWORK ADVERTISERS IN 1952

Advertiser Gross Time Expenditures
1 Procter & Gomble .................. $ 16,235,025
2 Miles labs. .....c..iiveiiiniiaanin 021,901
3 Sterling Dru? Inc 6,370,822
4 General Mllls .. .. 6,151,026
5 General Foods Corp 4,119,
6 Lever Brothers Co. 5,759,817
7 Gillette Co. .....c....c0..... 4,184,68
8 Colgate-Palmolive-Peet Co. ...,...... 4,135,
® American Home Products ...,........ 4,087,107
10 Lliggett & Myers Tobacto Co. ........ 4,027,9

TABLE I

TOP TEN TV NETWORK ADVERTISERS IN 1952
| Procter & Gamble Co. .............. $ 14,204,797
2 Colgate-Palmolive-Pest Co. B,252,416
3 R. J. Reynolds Tobacco Co. 379,300
4 General Foods Corp. ...... 7,379,300
5 Lever Brothers Co. ......... 607,
& Americon Tobacco Co. ............c. 5,917,709
7 Liggett & Myers Tobacco Co. . 5,021,480
8 General Motors Corp. ... 4,928,803
9 General Mills ........... 3,956,881
10 P. Lorillard Ce. 3,770,021

TABLE 111
TOP TEN NETWORK ‘ADVERTISERS (RADIO & TV) IN 1952

1 Procter & Gomble Co. .............. $ 30,439,822
2 General Foods Corp, ......... oo 13,498,730
3 Colgate-Palmolive.Peet Co. ... . 12,388,103
4 Lever Brothers Co. .................. 12,367,365
§ R. J. Reynolds Tobaeco Co. .. . 10,898,747
6 Generol Mills ..........,.. 10,107,907
7 Lllggett & Myers Tobacco Co. 9,049,442
8 Americon Tobacco Co. .... ,250,

9® Gillette Co. ........c0.,.... 7915810
10 Miles Lobs. ..... ... el iiieinns 7,527,7NM

final quarter, $51,952,149. Radio networks
combined gross time sales were: $42,600,798
the first fourth of the year, $40,889,961 the
second quarter, $35,118,237 the third, and
$44,844,466 the final quarter.

Class-by-class comparisons of 1952 and 1951
TV network time sales were reported in the
Feb. 23 BeT, for AM networks, March 2.

Gleason Enters ARB's Top Ten;
‘Lucy’ Seen by 45 Million in Feb.

FOR THE eighth month, 7 Love Lucy headed
the American Research Bureau’s ratings with a
73.2 and an audience of nearly 45 million in 66
markets, where three in four TV sets are tuned
to the Philip Morris show on CBS Television.

Moving up to No. 10 spot from No. 23 is
the Jackie Gleason Show, new to the top 10
ranks. Milton Berle's Texaco Star Theatre, rated
fifth among the top 10 last month, goes to third
place, the same which it held last November.
It has consistently reached at least one-half of
the sets in its 55-market area, and in February
the show’s total audience was more than 251
million persons, ARB reports.

Top 10 shows, based on the week of Feb.
1-7, are as follows:

Progrem Rating
1 ] Leve Lucy (CBS) £
2 Tolent Scouts (CBS g%
3 Godfrey and Friends (CBS) 534
4 Star Theotre (NBC) 5.5
5 You Bet Your Life (NBC) 504
6 Comedy Hour—Hope (NBC) 50.2
7 Dragnet (NBC) 48.1
B Whot's My Line? [CRS) 43.0
9 Television Playhouse (NBC) 41.9
10 Jackie Gleason (CBS) 41.5
{Persons)
Program {Add 000)
1 | Love Lucy (CBS)
2 Comedy Hour—Hope (NBC) ;g'%
3 Godfrey & Friends (CBS) 32,230
4 You Bet Your Life (NBC) 29,210
5 Stor Theatrs {NBC) 25540
6 Drognet (NBC) 25,450
7 Show of Shows (NBC) 24,300
8 Tolent Scouts (c8s) 23,530
9 Television Playhouse [NBC) 22,310
10 Jackie Gleasen i

st
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Like ham goes with eggs

Low-cost results and W-I-T-H go together just like ham and eggs. And how the local
merchants do know it! W-I-T-H regularly carries the advertising of twice as many

of them as any other station in town.

Here’s why: W-I-T-H delivers more listeners-per-dollar than any other radio or TV station
in Baltimore. And this BIG audience, at such LOW rates, produces low-cost results!

W-I-T-H can do it for you too. Get in on this natural combination—low-cost, resultful
advertising and W-I-T-H. Your Forjoe man will give you all the details.

IN BALTIMORE |

TOM TINSLEY, PRESIDENT . REPRESENTED BY FORJOE AND COMPANY
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We're Just
Showing Our
“Openers’!

Nobody calls us on coverage out It means you can saturate by

here, We've got it and we know
it! WHIO-TYV carries the first two
—and five of the top seven—
once-a-week shows™* in this area,
WHIO-AM covers 37.9% ** of the
total radio audience in Dayton—
against three other stations com-
peting for that same audience,
That’s coverage! That means you
can dominate in Dayton with
either WHIO-TV or WHIO-AM.

selling your product on both!/
And you’ll like the way we back
up our ‘‘openers’; with an ace-high
market where the average weekly

pay check is one of the highest in

the nation, a king-sized merchan-
dising service and a king-sized
promotion program. Let George
P. Hollingbery, our National rep-
resentative, tell you how to get in
on this jackpot.

¥ January Pulse
**Hooper average for the past year

DOMINATE
with either

*WHIO-TV Coverage **WHIO Coverage

1st in Dayton 1st in Dayton
[ ]
with both DAYTON, OHIO
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NETWORK SALES UP
5.8% OVER JAN. ’

Radio
down 5%, TV network up

network volume s

nearly 16%, reports Publish-
ers Information Bureau.

COMBINED gross time sales of the major
radic and TV networks in January totaled
$31,321,267, according to data compiled by
Publishers Information Bureau. Figure repre-
sents a gain of 5.8% over the combined gross
of $29,591,070 for January 1952.

The radio networks' combined total was
$13,873,362 in January, a drop of 5.1% from
the $14,519,511 gross for that month the year
before. TV networks gross was up 15.8%, com-
pared with the first month of 1952, and was
$17,447,905 this year, $15,071,559 last.

Network-by-network breakdown, by PIB, fol-
lows:

NETWORK RADIO
Janvary, 1953 Janvary, 1952

ABC $ 2,669,327 $ 3,301,479
CBS 5,157,346 5181 397
MBS 1,786,134 1 699 282
NBC 4,260,555 4,357,353

Total $13,873,362 $14,519,511

NETWORK TELEVISION

ABC $ 1,604,892 $ 2,020,451
CBS 7 321,386 5.074,643
DuMont 000,074 717,148
NBC 7 521 1553 7,259, 1307

Total $17,447,905 $15,071,559

WHDH Boston Area Study

NEW AREA study, made by Pulse for WHDH
Boston in 25 counties in four neighboring states
—Massachusetts, Maine, New Hampshire and
Rhode Island—is ciaimed by the station as the
first area study ever to measure both in-home
and out-of-home listening, and to give indi-
vidual program ratings projectable to total radio
families in the area,

Comprising 8,200 personal interviews made
in direct proportion to county population, the
survey covered listening for each gquarter-hour
from 6 a.m. to midnight, both at home and
away from home.

Stressing the value of the report’s pro-
jectability, its quantitative data on individual
programs and its inclusion of out-of-home
listening to give total audience, William Mc-
Grath, WHDH manager, said with this study
“for the first time, a buyer of advertising can
determine accurately the cost-per-thousand in a
station’s area. The survey brings into true
focus the real value of radio in a heavily-
saturated TV area.”

TELESTATUS,

Weekly TV Set Summary—March 9, 1953—TELECASTING SURVEY

City Outlets on Air

Sets in Ared
Albuquerque KOB.TV 24,934
Ames WOl-Tv 125,032
Atlanta WAGA-TV, WSB-TV, WI.TV 215,000
Atlontic City WFPG-TV 6,035
Austin KTBC-TV 22,374
Boltimore WAAM, WBAL, WMAR-TV 460,684
Bangor WABI-TY 14,240
Baton Rouge WAFB-TV Creraas
Binghamten WNBE-TV 103,500
Birmingham WAFM-TV, WBRC-TV 150,000
Bloomingtan WTYTV 221,800
Boston WBZ-TV, WNAC-TV 1,015,445
Buffale WEBEN.TV 328,419
Charlotte WBTV 299,617
Chicage WBBM-TV, WBKB (TV), WGN.TV
WNB 1,341,717
Cincinnatl WCPO-TV, WKRC-TV, WLWT 402,000
Cleveland WEWS, WNBK, WXEL 711,245
Colorado
Springs KKTVY 14,500
Columbus NBS.TV, WLWC, WTVN 279,000
DclTu!-
Warth KRLD.TV, WFAA-TV, WBAP-TV 233,079
Duvlnporl woc.Ttv 169,000

Quad Cities Include Dovenport, Moline,
Rock Is., E. Moline

Dayton WHIO.TV, WLWD = | 272,000
Denver KFEL.TV, KRBTV 117,299
eiroit WIBK-TV, WWI.TV, WXYZ-TV 850,000
| Paso KROD-TV, KTISM-TV 17,250
Erie wicu 184,680
Ft. Worth-

Dallas WBAP-TV, KRLD-TV, WFAA.TV 233,079
Grand Rapids WOOD-TV 233,961
Gresnsboro WFMY-TV 152,217
Honoluly KGMB-TV, KONA 17,597
Houston KPRC.TV 232,000
Huntington-

Charleston WSAZ-TV 175117
Indianapolis WFBM-TV 326,000
Jackson . wirv. e
Jacksonville  WMBR-TV 101,000
Johnstown WIAC-TV 599,215
Kolamazoo WKZO-TV 241,832

'Kansat City WDAF-TV 271,890
Lancaster WGAL-TV 204,774
Lonsing WIIM-TV 168,395
Lincoln KOLN-TV 28,000

Los Angeles KECA-TV, KHI-TV, KLAC-TV,

KNBH, KTLA, KNXT, KITV 1,515,495
Louisville WAVE-TV, WHAS-TV 226,915
Lubbock, Tex. KDUB-TV 18,753

Total Stations on Air 139*  Totral Moarkels on Air 89*
* Includes XELD-TV Mataméros, Mexico

Chty Qutlets on Air Sets in Area
Lynchburg WLVA-TV 40,500
Matamoros {Mexico), Browns- .

ville, Tex. XELD-TV 27,300
Memphis WMCT 194,937
Miami WTtVJ 174,700
Milwauvkee WTMI-TV 407,830
Minn.-St. Paul KSTV.TV, WCCO-TV 354,000
Mobile AI.A-TV WKAB-TV Caianaan
Nashville WSM-TV 102,938
New Britain WKNB-TV ...,
New Hoven WNEIC-‘];’V g:so,ggg
New Orleans DSU- E
New York- WABC-TV, WABD, WCBS-TV, WNBT,

Newark WOR-TV, WPIX, WATV 3,230,000
Norfolk-

Portsmouth.

Newport

Now: WTAR-TV 157,340
QOklahoma

City WKY-TV 193,700
Omaha KMTV, WOW-TV 176,650
FPeoria WEEK-TYV L.,
Philadelphia ~WCAU-TV, WFIL-TV, WPTZ 1,200,318
Fhoenix _KPHO-TV £7,400
Pittsburgh WDTV 552,000
Portland, Ore. KPTV 54,845
Providence WJIAR-TV 284,000
Pueblo KDZA-TV 13,000
Reading WHUM-TV e
Richmond WIVR 162,517
Roanoke WSLS-TV 44,300
Rochester WHAM-TV 176,000
Rock Island  WHBF-TV 159,000

Quad Ciies Include Davenport, Meline,

Rock Is., E. Moline
Salt Loke City KDYL-TV, KSL.TV 117,750
S5an Antonio  KEYL, WOAL-TV 129,399
S5an Diega KFMB-TV 170,450
San Francisco KGO-TV, XPIX, KRON-TV 533,735
Schanectady-

Albany-Troy WRGS 256,350
Ssattle KING-TV 232,700
South Bend  WSBT.TV 26,588
Spokane KHQ-TV, KXLY-TV 18,319
St, Lovis KSD-TV 480,000
Syracuse WHEN, WSYR-TV 214,067
Toledo WSPD-TV 223,000
Tucson KOPO-TV gooo0an
Tulsa KOTV 138,050
Utica-Rome WKTV 87,500
Washingtan  WMAL-TV, WNBW, WTOP-TV,

WTTG 425,983
Wilkes.Barre WBRE-TV 40,000
Wilmington WDEL-TV 130,424
York WSBA-TV 28,534
Youngstown WKBN-TV ...

Total Sets in Use 21,715,546

Editar's Note: Tatals for eoch market rapresent estimoted sets within television area. Where coveroge areas overlap
so! counts may. be partially duplicated. Sources of set estimates are bosed on dota from dealers, distributors, TV cir-

, electric P
dh d

and manufacturers. Since many are compiled monthly, some may remain un-

ged in ive jes. Total sets in all areas sre necassorily approximate.
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FACTS & FIGURES

‘Lucy’ Leads Nielsen TV List
For Fortnight Ending Feb. 7

NIELSEN network television ratings for the
two weeks ending Feb. 7 listed I Love Lucy as
top program, both in number of TV homes
reached and in percentage of TV homes reached
in program station areas. Top 10 ratings:

NIELSEN-RATING*
NUMBER OF TV HOMES REACHED

P Homes
Rank rogram o0}
1 1L Lucy (CBS) 15,130
2 CoID;:e Comedy Hour [NBC) 12,245
3 .(\{ﬂ?ur G:.d ;R.Y llTF'ii:nmh) {CBS) 11,080
iggett yers Tobacco /
4 Buiﬁk CE"{,’; cha (FIPC)d 10,612
5 Artl odfr riends
(Tonl.Gillette Kazor Coy) (CBS) 10,162
& Texoco S1£urs£|)1nnm (NBC) ;,m
7 D t (N .,
8 Y;:\{nsszYzzr Lif: E:N_BC‘)i 9,433
? A odfrey riends
(Pil1:l;u Mills Inc) (CBS) 9,322
10 Firesidethofre (NBC) 2176
PER CENT OF TV HOMES REACHED
IN PROGRAM STATION AREAS
Rank Program Homes
%
1 1 Love Lucy (CBS) 73.0
2 Arthur Godgr:J’s Scouts (CBS) 64.0
3 Colgate Comedy Hour {NBC) 579
4 Texaco Star Theatre (NBC) 57.7
2 .B\Mf\k Clm.uf Hou; ’(:P!BCd) 56.5
rt Godfrey riends
(Li ::"th }fdyonal T;l:;uc;o) {CBS) 559
7 Artl re riends
(Toni-Gillatte Razor Co) (CBS) 93
8 Drognet {NBC) 48.9
T oy e TE8%) 78
illsbu s inc. f
10 Firlnld-r"heafre (N:C) f46';(1
» had during aoll or any port of the
prc(sq)ruz?m" ,.r‘“}:r h s liateni g only { to 5 minutes.

For 5.minute Programs, average audience basis is used,
Copyright 1953 by A. C. Nielsen Compony

‘Profile Display’ Machine
Patent Granted to Schwerin

PAUL SCHWERIN of Schwerin Research
Corp., New York, last week was granted a
patent on a device which the company has been
using for some time in its testing and pre-test-
ing of the effectiveness of radio-TV commer-
cials and programs.

Called the “Profile Display Machine,” Mr.
Schwerin said, the device enables a test audi-
ence’s reactions to be shown in synchronization
with a re-run of the program involved, so that
a spomsor can see exactly how each portion
was received by the test audience.

Each member of the test audience has a
switch which he can throw to “ves,” “no,” or
“no opinion,” signifying his own reaction to
each segment of the program or commercial
being studied. A large graph is made from
information thus compiled, showing the re-
sponse of the audience as a whole, and a mov-
ing rod passes across the graph at a rate syn-
chronized with that of a repeat sh0wi_ng or
playing of the program. Thus it-is possible to
watch or listen to the repeat and, by followirg
the graph, to see the test audience’s reaction to
each portion as the program progresses.

TV-Electronics Fund Report

ALMOST seven million TV receivers may be
sold this vear, according to Chester D. Tripp,
president, Television-Electronics Fund, Chi-
cago. He anticipates a volume within one-
half million of the 1950 production record of
7,463,800 sets.

Mr. Tripp, in a quarterly report to share-
holders, described the state of.the industry as
“most optimistic” because inventories are
“healthy” despite high production, and factory
inventories are equal to only three days’ pro-
duction at the present rate. He reported that
the fund, on Jan. 31, held net assets of $26,-
301,767, an increas= of $14,008,842 in the
previous 12 months.
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FILM
Films for Citrus Group

FLORIDA Citrus Commission begins filming
twenty 20-minute shows late this month, with
an additional 20 sequences planned for subse-
quent video usage. Agency, J. Walter Thomp-
son, New York, has signed Miss America (Neva
Jane Langley of Lakeland, Fla.) to appear in the
series, which will be sponsored by the commis-
sion on a spot basis beginning in New York and
Chicago.

Films will kick off an initial 26-week tele-
vision promotion in a proposed $600,000 cam-
paign, and may be followed by two additional
26-week film series.

Film Sales

Guild Films, New York, has sold the Liberace
Show, a half-hour musical film series, in 23
major markets.

* * *
Two negotiations, both in excess of $90,000,
have been concluded by George Bagnall &
Assoc., Beverly Hills, with WPIX (TV) New
York and KRON-TV San Francisco, giving
these stations limited run rights to a block of
26 feature films new to TV. Negotiations were
handled by Jack O'Loughlin, Bagnall’s vice
president in charge of sales, GG. Bennett Larson,
WPIX (TV) vice president and general man-
ager, and Norman Louvau, KRON-TV com-
mercial manager and film buyer.

* * *

NBC-TV’s Naval history film series, Victory
at Sea, was to start on CMQ-TV Havana last
week and continue for 26 weeks. The network
claims it is first TV program to run simulta-
neously in four countries. Series also is shown
im U. S, Great Britain and Canada.

L] * *

Allied Television Ltd., Honolulu (DuMont and
Motorola TV sets dealer), started seven feature
films weekly, Allied TV Theater, on KONA
(TV) that city, for 52 weeks from Feb. 16, The
purchase, involving $40,000 and negotiated di-
rectly, was handled by Bum Clapperton, station

- Allied.

director of sales, with Harry Louis, head of

KHI-TV Hollywood has leased a weekly half-
hour TV film series, Craig Kennedy, Criminol-
ogist, from Louis Weiss & Co., that city. Ad-
venture programs, produced by Adrian Weiss,
start April 4, for 26 weeks.

Distribution

Screen Gems, television subsidiary of Colum-
bia Pictures Corp., has acquired national dis-
tribution rights to Tales of the Texas Rangers,
half-hour TV film programs based on files of
the Texas Dept. of Safety. Series is being pro-
duced in Hollywood by Screen Gems and Stacy
Keach.

Syndication

NBC'’s Film Div. has announced it has con-
cluded arrangements with Procter & Gamble,
sponsor of The Doctor film series on NBC-TV,
to syndicate the series—as first run in new
markets, second run in old markets—under the
new title of The Visitor, Benton & Bowles
handled the arrangements for syndication.

Availabilities

George Bagnall & Assoc., Beverly Hills, has
acquired TV sales and distribution rights to
Theatre U.S.A., a series of hour-long programs
filmed especially for video by Nermandy Pro-
ductions Inc., Hollywood. Films, nine of which
are completed, are of collegiate dramatic pro-
ductions.
L * *

Western Tales Productions, Hollywood, has
completed two half-hour pilot films, “Wild
Pinto” and “Stagecoach Days.” J. Deonald
Wilson, producer on ABC-TV Mystery Theatre,
produced the films. Alfred E. Green is director.

Production

Revue Productions, North Hollywood, is com-
pleting the second half-hour pilot film for
ABC-TV, Starring Barry Sullivan and titled
Crackdown, the series is built around police
activities and has a suspense-adventure format.

Production starts in late May on Meet Mr.
McNutley, budgeted at $750,000 and starring
Ray Milland as a college professor, which
General Electric starts in late September on a
network to be announced. Sitnation comedy

INTENSIVE merchandising accompanies spon-

sorship of Favorite Story on WPTZ (TV)
Philadelphia by Land O’ Lakes Products and
the William Montgomery Co. (Full Flavor
coffee). Promotion and publicity details were
worked out by (seated, | to r}, J. J. McCarthy,
| district manager of Land O’ Lakes; Alexander

W. Dannenbaum Jr., WPTZ commercial man-
ager, and Robert L. Montgomery Jr., president,
Full Flavor; standing, Lee A. Terrill, vice presi-
dent, Campbell-Mithun, Minneapolis, agency
for Land O’ Lakes, and Martin E. Goldman,
partner, Aitkin-Kynett Co., Philadelphia, the
Montgomery agency.
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format, co-written by Bob Mosher and Joe
Connolly, features Phyllis Avery, Gordon Jones
and Minerva Urecal.

Revue resumes production in April on 35
half-hour films in Chevron Theatre (Standard
Oil Co.), with a budget of $500,000. Summer
production is scheduled for 26 films of Xit
Carson (Coca-Cola), budgeted at $500,000.

L L *

Gross-Krasne Inc., Hollywood, goes into pro-
1duction today (Monday) on the first half-hour
TV film in CBS-TV Lux Video Theatre series
for Lever Bros. Four experimental programs
will determine whether series goes film or re-
mains live out of New York. Laraine Day
-stars in the initial film, “Women Who Wait,”
idirected by Charles Haas.

L] * *

,Normandie Television Pictures Inc., Holly-
wood, headquartered at Motion Picture Center,
starts production today (Monday) on “Breach
of Promise,” half-hour pilot film in Damon
Runyon Playhouse TV series. Producer How-
ard Welsch has signed Sheldon Leenard as
director.
& * &
'Screen Gems Inc., Hollywood, is completing
30th half-hour film in NBC-TV Ford Theatre
series, “Life of the Party.” Written by Mary C.
McCall Jr., former Screen Writers Guild pres-
ident, and Jerome Gruskin, film co-stars Sally
Forrest and Marshall Thompson. Lewis Allen
is director.
%* * L

Revue Productions, Hollywood, is completing
the pilot film in a proposed ABC-TV half-hour
series, Pride of the Family. Tt stars comedian-
dance satirist Paul Hartman. Film was direct-
ed by Robert Finkel and produced by Alamn
Miller, vice president, Music Corp. of America.

® * *

George A. Hormel & Co., Austin, Minn.
{canned meuts), started a test run of TV film
version of Hormel AU-Girl Orchestra and
Chorus, long-standing radio program, on KXTTV
'(TV) Hollywood March 2 through Saturday on
a half-hour basis. Produced on 35 mm sound-
“on-film by Kling Studios, Chicago, the test run
will be tied in with a strong merchandising
program. Agency is BBDO, Hollywood.
* o %

Frank Tashlin Co., Hollywood, has signed
Mary Costa, under contract to Walt Disney
Productions. She will portray the leading role
in Oops, Ir's Daisy, a new half-hour film series
Tashlin will produce in partnership with NBC-
TV. Shooting starts this month on the sitnation
comedy program. Frank Tashlin is writer-
director, Lester Linsk, producer.

Film People

James W. Taylor has been appointed business
manager and chief accountant at Herbert S,
Laufman & Co., TV program producer, Chi-
cago. He formerly was with William Hart
Adler Inc., Chicago advertising agency.

* * *®
Jack Baur, casting director, Stanley Kramer
Productions, Hollywood, to Frank Wisbar Pro-
ductions, that city, in same capacity cn NBC-
TV Fireside Theatre.

* * *
Funeral services were held last Monday (March
2) in Hollywood for Mort Glickman, free
lance musical TV film director, who died
Feb. 27. :
1 * * *
Wynn Nathan, Western sales manager, United
Television Programs, L. A., father of girl,
Laury, Feb. 24.
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ASCAP-TV NETWORKS BEGIN TALKS

Negotiators last week were in an exploratory mood; problem being

what to carry over from old contracts to new.

Argument ahead:

Should present scale of music license fees (on TV) be reduced rad-

ically?

NEGOTIATIONS between TV networks and
ASCAP for new blanket licenses on telecasting
of ASCAP music by networks and their owned
and operated stations got under way Thursday
at ASCAP headquarters in New York. New
licenses would become effective Jan. 1, 1954,
replacing the current agreements which expire
the end of this year.

Initial meeting was described as “explora-
tory” and limited to presentation by both sides
of the terms of the present licemses they are
willing to have carry over into ¢he new forms,
and of points they feel should be changed. It
is understood that the meeting did not get into
serious argument, but that is certain to follow,
particularly over the position of the networks
that the present scale of license fees should be
radically reduced.

Among those at the meeting were Joseph A.
McDonald, NBC treasurer; W. Spencer Harri-
son, vice president in charge of business af-
fairs for CBS-TV; Louis Stone, business mana-
ger of the CBS-TV program department; Omar
Elder, ABC attorney; Herman Finkelstein,
ASCAP general attorney. Donald H. Mc-
Gannon, administrative assistant to the director
of the DuMont TV Network, was an observer.
(DuMont agreement with ASCAP differs from
the standard form of license taken by the other
networks.)

Money will be the main issue of negotia-
tions, although far from the only one. NBC
in 1951 and both NBC and CBS last year had
bigger gross revenue from their TV networks
than from their radio network time sales.
That means that if the ASCAP blanket licenses
for television were on the same scale as for
radio, CBS and NBC would be paying more for
TV rights to use ASCAP-licensed tunes. With
present licenses calling for approximately
10% more for TV than for radio, these net-
works are presently paying considerably more
to ASCAP for TV than for radio.

That, the network spokesmen affirm, is all
wrong. Music is much less important to tele-
cast programs than to programs that are heard

MEW SALESMEN are welcomed
Broadcasting System by Dick Lawrence (),
sales manager, who outlines general expansion
programs. Salesmen are Kenneth Joseph (I},
former program director, WNYC New York,
ond Steve Fischer, former manager, KRES St.
Joseph, Mo.

but not seen, they argue. Accordingly, ap-
preciably less music is used on TV. Further-
more, TV's larger gross is accompanied by
larger expenses, so that the sum left to pay for
ASCAP licenses and other items is less than
in radio.

What the networks are going to fight for is
a reduction in TV license fees, and there are
more than a few indications that, like General
Grant, they may have become reconciled to
fighting out on that line all summer. One pre-
diction made last week was that, with current
TV licenses expiring at midnight of Dec. 31,
the new terms won’t be set before 11:30 p.m.
of that date.

One reason that ASCAP negotiators will take
a lot of convincing before they agree to any
reduction in TV license fees is that the society’s
agreements with its writer members, giving
ASCAP the right to license their music for TV,
also expire at midnight of New Years Eve.
Whatever terms the negotiations produce will
have to be subject to the writers’ approval, and
ASCAP officials will have a much easier .job
getting that if they can promise larger, rather
than smaller, royalty checks from TV.

Per Program Licenses

While officially the discussions which started
Thursday are concerned only with terms for
blanket licenses to succeed those now in effect,
it is considered inevitable that the question of
per program licenses will alsc be raised. This
question has remained unanswered in all the
time the blanket licenses have been in effect.

An all-industry per program committee head-
ed by Dwight Martin, formerly of WLWT

(TV) Cincinnati and now with General Tele-

radio (WOR-TV New York, WNAC-TV
Boston, KHJ-TC Los Angeles), met with
ASCAP officials for about 18 months until
negotiations broke down over ASCAP’s in-
sistence that fees be paid for commercial pro-
grams or anncuncements adjacent to programs
containing ASCAP music as well as for the
musical programs themselves.

Refusing to accept this condition, which
many broadcasters felt would inevitably be
applied to radio as well as TV, resulting in the
virtual nullification of the hard-won terms laid
down by the ASCAP consent decree, the 55
TV station operators comprising the committee
in July 1951 went into the Federal Court
in New York, petitioning it to set fair and
reasonable fees for TV per program licenses.
ASCAP in August 1951 countered with an
appeal to the court to free it of the require-
ment of the consent decree for offering per pro-
gram licenses to any station, TV or radio,
which also holds a license from BMI. Since
BMI is owned by the broadcasters, ASCAP
argued, it constitutes unfair competition to
other organizations holding broadcast perform-
ance rights.

Since then, counsel for both sides have been
occupied with pre-trial maneuverings.

Early this year, the committee’s counsel ob-
tained authority to make oral examinations
of ASCAP officials to reveal details of the
saciety’s activities, Most recently (B®T, March
2], the committee has been served with new
ASCAP papers, supplementary to its petition
of August 1951 to relieve the society of the
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PROGRAM SERVICES

necessity of issuing per program licenses to BMI
licensees.

Argument on this issue is the next order of
business, but no date for it has been set. After
that, the committee counsel will proceed with
their questioning of ASCAP executives. After
that, probably some time in the fall, the court
may begin hearing argument on the primary
question of establishing a fair and reasonable
fee for per program TV licenses, provided no
further delaying moves are made.

Meanwhile, the TV station operaters who
have not taken out ASCAP blanket licenses
have been paying interim fees, which, with
those paid by the stations with blanket licenses,
have added to ASCAP's income by an ap-
preciable sum. Informed sources estimate that
$4 million is a fair appraisal of ASCAP’s 1952
revenue from TV stations and networks. This
sum, while not in the same class with the
nearly $10 million paid to ASCAP by radio
broadcasters, is still far larger than.fees paid
by any other group of ASCAP licensees. To-
gether, the video and audio broadcasters are
believed to account for approximately seven-
eighths of ASCAP’s total revenue. For 1952,
that meant about $14 million of the $16 million
total. '

Both the TV broadcasters and ASCAP would
like to settle the per program license problem,
and it is certain to come up during the blanket
license discussions, but neither side has any
illusions that a satisfactory settlement will be
easily reached. In addition to the matter of
payment for adjacencies, there is the question
of film clearance at the source, which is con-
sidered a much more difficult matter than in
the case of transcriptions for radio use.

Lawyers' disagree over their interpretations
of court cases refusing ASCAP the right to
collect performance fees from motion picture
theatres for pictures whose producers have paid
ASCAP film rights and whether these rulings
are limited to theatre exhibition or cover
broadcast use as well.

Another factor which will always be in the
background of this year’s discussions is that if
another five-year TV pact is negotiated, its
expiration date, Dec. 31, 1958, would coin-
cide with the end of the nine-year radio license
agreements, second set of licenses drafted under
the conditions of the government consent
decree accepted by ASCAP in 1940.

New UTP Programs

UNITED TELEVISION PROGRAMS, N. Y.,
has acquired two new half-hour TV shows,
Hank McCune Show, situation comedy, and
Enchanted Music, program of classical music
including selections from ballet, light opera
and symphony. Both series have 13 weekly
programs already filmed.

‘Doggie’ in Manger

MERCURY RECORD Corp., New York,
is promoting a “Doggie in the Window"
contest that led John J. Broderick, gen-
eral manager of WREB Holyoke, Mass.,

- to cancel the playing of all Mercury rec-
ords. )

“The enclosed publicity release,” Mr.
Broderick said in explaining the action,
“was sufficient for WREB to immediately
cancel the playing of all Mercury records.
By tieing a dog food (Ideal) as part of

{1 the giveaway, the record house has in-
1 vaded advertising. This ‘medium will
1 vigorously fight every attempt to chisel
‘free commercial’ time on the air.”

il
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WOPI TV BID ‘NOT FILED IN GOOD FAITH’,
WCYB TELLS FCC IN PLEA FOR GRANT

WOPI's application was filed “for the purpose of delaying and hin-
dering the grant” of WCYB’s bid for Ch. 5, WCYB charges in petition
presented FCC. WCYB asks the Commission to issue it a conditional
grant pending outcome of the comparative hearing.

WCYB Bristol, Va., petitioned FCC last week
for conditional grant of its application for a
new TV station on vhf Ch. 5, charging that
the competitive bid of WOPI Bristol, Tenn,,
also for Ch. 5, “was not filed in good faith
but was filed for the purpose of delaying and
hindering the grant of petitioner’s application.”

Robert H. Smith, president and general man-
ager of WCYB, further charges in the petition
that “WOPI deliberately misrepresented the
facts as to its financial ability to construct the
proposed station,” as well as the facts "as to
the technical suitability and availability of
its proposed transmitter site.”

His allegations also are supported through
an affidavit by Russell V. Robinson, chief en-
gineer of WCYB and former chief engineer
of WOPL.

The WCYB petition was prepared by James
Lawrence Fly, onetime FCC chairman and
now partner in the radio law firm of Fly,
Shuebruk & Blume, New York and Washing-
ton.

Mr. Smith bases his request for a condition-
al grant—which would remain in effect pend-
ing outcome of the eventual comparative hear-
ing between WCYB and WOPI—upon Sec.
1.385 (e) of FCC's rules and regulations. Sec.
1.385 (e) gives the Commission authority to
issue a conditional permit under certain cir-
cumstances, including possible “strike appli-
cation” situations.

Meanwhile, FCC last week received two
more petitions respecting competitive TV appli-
cations in other cities. They were:

® Petition by WMAM Marinette, Wis., ap-
plicant for vhf Ch. 11, which seeks dismissal
of the competitive bid of WDUZ Green Bay,
Wis.-WMAW Menominee, Mich. on the grounds
that the WDUZ-WMAW application is “fatally
defective.” WMAM further contends the
WDUZ-WMAW bid was “apparently designed
only to delay and block.”

® Request by Tri-State Telecasting Corp.,
Chattanooga, Tenn., for conditional grant of
its vhf Ch. 12 application pending completion
of eventual comparative hearing with the com-
petitive bids of  Southern Television Inc. and
WDEF Chattanooga. Tri-State bases its peti-
tion upon the provisions of Sec. 1.385 (e) re-
lating to the public interest of prompt service
and possible defective condition of its com-
peting bids.

Filed February 1952

In the Bristol case, WCYB President Smith
relates in his petition that the station first filed
for Ch. 5 on Feb. 15, 1952, amending it pur-
suant to the Sixth Report on June 13, 1952.
The petition notes WOPI filed its application on
July 2, 1952, ’

Explaining his allegation that WOPI “de-
liberately” misrepresented its financial ability
in its TV bid, Mr. Smith asserts that the WOPI
application, “when compared to other data filed
by WOPI with the Commission, conclusively
indicates that WOPI does not have adequate
funds on hand or available to meet its estimated
construction costs.”

The WCYB petition contends the transmitter
site “has not been approved by the CAA and
WOPTI’s previous attempts to use the same site

for AM and FM purposes were abandoned
because of the improbability of CAA approval,
and the proposed transmitter location is in a
residential section of the city which has been
officially zoned as such . . . and could not be
used as a transmitter location.”

WCYB charges WOPI was “concerned pri-
marily with getting an application on file instead
gf llprop{wsing a station that actually could be

uilt.”

WOPI “deliberately misrepresented the facts
regarding whether or not any party to the ap-
plication had been involved in bankruptcy pro-
ceedings,” WCYB alleges, stating “in fact, W.
A, Wilson, the president of WOPI, filed a
voluntary petition in bankruptcy on July 19,
1933, in the U. S. District Court for the Eastern
Division of Tennessee, Case No. 2137.”

Continuing its attack upon the competing ap-
plication, WCYB alleges “WOPI has, by its own
public behavior, unequivocally indicated that
it regards its own application as merely a stop-
gap to prevent petitioner’s application from
being granted. This purpose is manifest in and
confirmed by the substantial and leading partici-
pation by WOPI in the organization on Sept.
24, 1952, of a new Tennessee corporation named
Tri-Cities Television Corp. and in WOPI's sub-
sequent promotional activity on behalf of that
corporation.”

The petition states “WOPI's president has

. made extensive efforts to sell stock of this new
corporation to third persons” and notes “these’

promotional efforts have apparently failed”
since the “new corporation lies dormant.”

The petition charges the WOPI president in
1946 “sought to get on file an application to im-
prove WOPI's radio facilities which would be
technically deficient so that it could not be
granted but which, by being on file, would

ke

SCALE MODEL of the TV station proposed
by Orange Television Broadeasting Co. on
vhf Ch. 13 ot Tampa, Fla., is explained by
Yice President-General Manager Herbert
Stewort (center) to principal stockholder and
President David A. Falk (r) and Director Frank
E. Mandel. Mr. Stewart showed model last
week during FCC’'s comparative hearing on
Ch. 13. Other competing opplicants are
WDAE Tampa ond Tampa Television Co.
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KPRC and its 5,000 watts do a bigger coverage job
than Station "B’ at 50,000 watts

BIGGEST IN COVERAGE

Daytime
Families. 150.106%) Circolation (10:100%)
KPRC 391,300 410,570
Station B 382,130 372,050

Station € 31 3,580 270,430

Night=time

Fu::ln::z ();gql%g/ Circv:lf:?rikc:ﬁ ?{gtirgo%)
KPRC 381,560 364,320
Station B 357,980 331,400 |
station € 301,380 242,220

Nielsen Coverage Service, 1952
While KPRC gained radio family coverage since 1949, its princi-
pal competition (Station “B") dropped 5% daytime, 6% at night.

FIRST in the South’s First Market
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and BEgT"

in HOUSTON

KPRC and its 5,000 watts do a better listener
job than Station /B’

Consistently
FIRST for 27 years!

Firmly established in Houston’s radio
scene as the station consistently
TOPS in performance, KPRC sets
Houston’s radio and TV standards.
With more live programming than
any other Houston radio station . . .
with the finest news service and
the largest news staff in Houston . . .
with the most extensive audience
promotion . . . KPRC continues
to better its service.

BIGGER AUDIENCES (Nielsen)
and HIGHER RATINGS (Pulse)
validate KPRC as Houston’s BEST
COST-PER-THOUSAND BUY!

NBC and TQN on the Gulf Coast
JACK HARRIS, Vice President and General Manager
Nationally Represented by EDWARD PETRY & CO.
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ward off any other from applying for a station
in Bristol.” And in the fall of 1952, after the
WOPI television application had been filed,
but before the recent relaxation of the Com-
mission’s rules on the matter, he sought Com-
mission permission to use third-class radio
operators (instead of first class) by falsely
representing that first-class operators were not
available, despite the fact that the said TV
application . . . stated that ‘at this writing we
have almost sufficient applications on file to
take care of our [TV] requirements.””

Concerning his allegation that Mr. Wilson
abused Commission procedures by a WOPI
application in 1946, Mr. Smith relates in an af-
fidavit what he claims to be a personal ex-
perience in the matter.

Mr. Smith states that in February 1946, when
he was chief engineer of WOPI, he visited the
Washington radio law office of Spearman, Sykes
& Roberson, and Frank Roberson, “as soon as
he saw affiant, angrily told affiant that the firm
no longer was representing WOPI and that
affiant should get out. On affiant’s surprised
inquiry as to what was the matter, Mr.
Roberson allowed affiant to read a letter he had
received from W. A, Wilson. This letter
requested the law firm to dismiss the pending
550 kc application and to prepare another
application to change WOPI's frequency to a
frequency in the 1500-1600 kc range. However,
the letter requested that the application be in-
complete because a grant was not wanted and
the real purpose was to scare off any competi-
tion from developing.”

Willing to Take Risk

WCYB informs the Commission it is finan-
cially and otherwise qualified to construct the
proposed TV station and could be on the air
within 90-120 days after the conditional grant.
The station states it “realizes that it will still
have to go through a hearing with WOPI and
realizes that a conditional grant would be a very
substantial and expensive undertaking; never-
theless, it expressly avows its willingness to run
the risks involved.”

The petition of WMAM Marinette points
out that its application has been on file and un-
contested since July 1, 1952, noting that ac-
cording to present Commission processing, a
grant would be in order within the next few
weeks.

“However,” WMAM contends, on Feb., 16
owner of WDUZ and WMAW, Green Bay
Broadcasting Corp. filed for the same channel
“thereby ostensibly preventing the grant” of the
WMAM bid and “creating a conflict which can
only be resolved by a comparative hearing at
some distant future date.”

WMAM notes Green Bay “had an absolute
right to file . . . assuming, of course, that
its application was filed in good faith.”

The petition contends, however, that the
Green Bay TV application is defective since it
does not include information ‘relating to sale
of majority interest to newcomers, submitted to
FCC for approval in another application four
days before the Green Bay TV bid was filed.
WMAM also charges the Green Bay TV bid
is defective for not answering relevant questions
regarding proposed financing, hence should be
dismissed.

Howrey Named to FTC

EDWARD P. HOWREY, Washington attorney
well-known in the broadcast field, was nom-
inated Federal Trade Commissioner last
Wednesday by President Eisenhower. He main-
tains offices in the Shoreham Bldg., and suc-
ceeds John Carson, an independent, Mr. How-
rey is a Republican and lives in Burke, Va.
His nomination is subject to Senate confirma-
tion.
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NEW TV PERMITS
GRANTED TO SEVEN

M. B. Rudman, oil operator,
is believed the first to receive
his fourth post-thaw TV grant.

BELIEVED to be the first individual to re-
ceive his fourth post-thaw TV grant, independ-
ent oil operator M. B. Rudman last week re-
ceived a construction permit for vhf Ch, 12 at
Bismarck, N, D., one of seven new TV permits
issued by FCC last week.

Mr. Rudman earlier received construction
permits for uhf Ch. 35 at Galveston, Tex.; vhf
Ch. 10 at Minot, N, D,, and vhf Ch. 8 at Bill-
ings, Mont. The new Billings grantee, Rud-
man-Hayutin Co., is owned 50% by Mr. Rud-
man and 50% by oilman Albert Hayutin. Mr,
Rudman has oil interests in Texas, Oklahoma,
Louisiana, Arkansas, North and Scuth Dakota,
Illinois, Georgia, Alabama and Florida. He
headquarters in Dallas.

All of last week's new TV grants were in the
Group A city priority list (cities without serv-
ice) and extended processing to city No. 310,
Medford, Ore., where Southern Oregon Broad-
casting Co, received vhf Ch. 5. Processing in
the Group B list (cities with service) has ex-
tended to No. 199, Charlotte, N. C., where
WAYS a fortnight ago was awarded uhf Ch.
36 [B®*T, March 2]. )

Post-thaw grants now stand at 281, raising
the outstanding U, S. TV authorizations to a
total of 389.

Last week’s new TV grants were as follows:

Bloomington, 1Il. (City priority status Group
A-2, No. 137)—Cecil W. Roberts (KREI Farm-
ington, Moe.), granted construction permit for
uhf Ch. 15, effective radiated power 18 kw vis-
ual and 9.8 kw aunral, antenna height above
average terrain 320 ft.

Clovis, N. M. (Group A-2, No. 309)—Tele-
politan Bestg, Co., granted vhf Ch. 12, ERP
10.2 kw visual and 5.1 kw aural, antenna 500 £t.

Bismarck, N. D. (Group A-2, No. 287)—Meyer
Bestg., Co. (KFYR), granted vhf Ch. 5, ERP
100 kw visnal and 50 kw aural, antenna 520 ft.

Bismarck, N. D. (Group A-2, No. 287)—Rud-
man TV Co. granted vhf Ch. 12, ERP 60 kw
visual and 22 kw aural, antenna 300 ft.

Medford, Ore. (Group A-2, No. 310)—South-
ern Oregon Bestg, Co. (50% owned by KIEM
Eureka, Calif.), granted vhf Ch. 5, ERP 19 kw
visual and 9.8 kw aural, antenna 460 ft.

Sherman, Tex. (Group A-2, No. 260)—Sher-
man TV Co., granted uhf Ch. 46, ERP 20.5 kw
visual and 11 kw aural, antenna 310 ft.

Charleston, W, Va. (Group A-2, No. 48)—Joe
L. Smith Jr. Inc. {WKNA), granted uhf Ch.
49, ERP 228 kw visual and 120 kw aural, an-
tenna 390 ft.

In other actions, FCC scheduled two new

FCC Action on Conelrad

FCC took action last week toward in-
clusion of the Conelrad radio-alerting
plan in its rules governing broadcast
operation, The plan would keep a group
of cooperating AM stations on the air in
case of dangetr of an enemy attack and
at the same time keep the public in-
formed of civil defense instructions.
FM and TV stations would be silenced
in case of danger from hostile aircraft.

TV hearings, one for vhf Ch. 2 at Spokane,
Wash., involving Louis Wasmer (KREM) and
Television Spokane Inc., and the other for
uhf Ch. 69 at Fort Wayne, Ind., involving
Radio Fort Wayne Inc. (WANE) and Anthony
Wayne Broadcasting. Both cases are set for
April 6 in Washington.,

Designation of these hearings is the first
such action since revision of the hearing rules
effective Feb. 4 [B®T, Feb. 9] and first since
the end of the temporary speed-up processing
plan which began last Oct. 15 and called for
passing-over of contested applications in order
to expedite grants to non-contested applicants
in areas without service.

Fortnight ago the Commission issued 19 new
TV permits, a larger group than the 18 initial
grants of July 11, 1952, following lifting of the
3%-year freeze.

Among the 19 permits was a grant to Mid-
west Television Inc. for vhf Ch, 3 at Cham-
paign, Ill. Midwest represents a merger of
two formerly competing bids for that facility.

Illinois Broadcasting Co., licensee of WSOY
Decatur, I, and previously competitor for
Ch. 3, acquired 20% interest in the new Mid-
west Television, whose other principal stock-
holders include President Arthur C. Meyer
(24.9%) and Clara R. Meyer {26.1%); Helen
M. Stevick (10%), who is 60% owner of
WDWS Champaign, and Marajen S. Dyess
(10% ), who is 40% owner of WDWS.

Mr. and Mrs. Meyer held 50.2% control in
the earlier Midwest Television bid and the
Misses Stevick and Dyess held 40%, half of
which holding was given the WSOY licensee
in the newer bid. It was incorrectly reported
earlier that the WDWS principals, rather than

Mr. and Mrs. Meyer, controlled Midwest
[B®T, March 2].

AM CPs, Ownership Changes

FCC last week made two new AM grants and
consented to nine transfers of control and

assignment of licenses. Actions taken were as
follows:

Warren, Ark.—Pines Bestz, Co., granted 860
gscdqz)so w daytime, engineering condition (BP=

Fairfield, Towa—Fairfield Bestg. and Telecast=
ing Corp., granted 1570 kc, 250 w daytime, engi-
neering condition. (BP-8524.)

WCLC Flint, Mich.—Adelaide Lillian Carrell.
Granted consent to assignment of license to
WKMH Inc.,, consideration $42,000. (BAL-1505.)

KBOK Waterloo, Iowa—Waterloo Bestg. Co.
Granted consent to assignment of license to
Northwestern Schools Bible College, College of
Liberal Arts, Theological Seminary; considera=
tion $56,000. (BAL-1502.)

WMOG Brunswick, Ga.—Coastal Bestg, Co.
Granted consent to assignment of license to Ra-
ld;oo Brunswick Inc.; consideration $92,000. (BAL-

WMSC Columbia, S. C.—Marseco Bestg. Corp,
Granted consent to A, R. Heyward II, et al,rgo
transfer control to C. Wallace Martin, Geddings
H. Crawford and J. Wesley Hunt; consideration
$41,000 together with all TV assets owned by li-
censee and obtained in connection with its appli-
cation for new TV station in Columbia, §, C.
(BTC-1453.)

KSID Sidney, Neb.—Sidney Bestg. Co. Granted
consent to voluntary assignment of CP and i+
cense to Lewis W, Grove and William C, Grove,
doing business as Sidney Bestg. Co. (Change
in partnership interest.) (BAPL-37.)

WBLE Batesville, Miss.—Panola Becestg. Co.
Granted consent to involuntary assignment of
CP to Harold B. McCarley, Travis A. Palmer and
Miss Ruth Haritness, Executrix of the Estate of
James B. Hartness (silent partner), deceased,
doing business as Panola Bestg. Co. (BAP-190.)

WDAD Indiana, Pa.—Indiana Rroadecast Ine.
Granted consent to voluntary assignment of li-
cense and CP to Thompson K. Cassel. (BAL-
1504, BAPRE-%.)

KIVY Crockett, Tex.—The Pioneer Bestg. Co.
Granted consent to involunta assignment of
licenses to Mrs. Margaret E, Callen, Executrix of
the estate of Hamilton H. Callen, deceased, and
James H. Gibbs, doing business as the Pioneer
Bestg. Co. (BAL-1506, BALRE-133.)

WMOD Moundsville, W. Va.—James D. Sinyard.
Granted consent to voluntary assignment of CP
to Robert W. Munn. (BAP-187,)
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] 7TH. STATE®
Sportscaster

FOR all the news in the sports world
everyone in the 17th State listens to Bob Bender’s
two sportscasts each day. Bob is that special
personality who has built a loyal following in the
six years he’s been the WGY sportscaster. The
list of his invitations to scholastic sports dinners
in the area is a mile long.

On the air from 6:30 to 6:45 p.m., Monday

Bob Bender has a ’Hall of Fame*’
of his own in his program guest
list. Vic Raschi of the New York
Yankees was an interviewee

on a recent Bob Bender show.

through Friday; 6:15 to 6:30 p.m. on Saturday;
and 11:05t011:15 p.m.Monday through Saturday,
Bob Bender is an ideal vehicle for participating
or program sponsors. He appeals to every sports
taste, giving news on everything from hunting
and fishing to skiing. And with the baseball
season practically here, Bob’s late sportscast is
even more valuable because of the tremendous
interest in the night game scores.

WGY MARKET DATA

22 cities over 10,000 population

458 towns

53 counties

2,846,300 citizens

878,130 radio families

More goods purchased than 32 states

* The WGY area is so-numed because its effective
buying income is exceeded by only 16 siates.

50,000 watts— Studios in Schenectady

WGY A GENERAL ELECTRIC STATION

Represented Nationally by Henry I. Christal

March 9, 1953 *
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NEAR SELLOUT is seached at WGAR Cleve-
land as Second Federa! Savings buys an even-
ing strip for 26 weeks. Signers (| to r): Jack
Dooley, newscaster; Don Hyde, WGAR sales,
and Harry Winsor, bank's adv. dir.

h 3

RADIO NEWSREEL
FOREMOST Dairies, Jacksonville, Fla., buys
Uncle Walt Sickies and Needlies across the
board for a year on WHOOQ Orlando. Planning
milk and ice cream promotion for radio:
{seated, [ to r), Mr. Sickles and Pete Parrish,
gen. mgr., Foremost; (standing/ Tom Sawyer,
WHOO sales; King Pedler and Bill Patterson,

v.p.s, Advertising Inc., Washington, and Carl
Hallberg, WHOO gen, mgr.

g | .

st

NEHI Beverage Co., L. A., buys 1,000 30-sec-
ond spots on KLAC Hollywood for 26-week
period, after agreement by {I to r) Ivan A,
Nielson, partner-gen. mgr., Nehi; Jack F. Kerr,
Raymond R. Morgan agency; Will Higgin, Nehi
partner, head of sales, and Jack Strafford,
KLAC salesman,

SEVENTH annual contract for hour-long Flori-
da Special on WGBS Miami is signed by Jack
Somberg (I}, owner, Kenny's Dept. Store, with
Frank Riordan, comm. mgr. Kenny's has used

spots and programs since 1947.

GOVERNMENT

GROUPS CRITICIZE N. Y. TV REPORT

Special state commission’s
finding of a fortnight ago that
10-station noncommercial ed-
ucational TV network is “un-
desirable” has aroused storm
of protest.

A STORM of criticism broke last week around

the New York State special commission’s find-

ing that the proposed state-owned 10-station

educational TV network was neither “necessary”
nor “desirable™ at this time [B®T, March 2}.

The chairman of the Democratic State Com-
mittee, Richard H. Balch, charged flatly that

‘the commission's report was the “hatchet” work

of Gov. Thomas E. Dewey and his Republican
administration.

The Public Education Assn. and the New
York Board of Rabbis were among others con-
demning the report.

The commission, known as the Temporary
State Commission on the use of Television for
Educational Purposes and appointed by Gov.
Dewey last October to study the question, held
in its report that the possibilities of educational
TV need and deserve extensive further explora-
tion, but that, as of now, the 10-station state-
owned network proposal is too expensive for
the state to undertake and that educators are
not using all the free time available to them on
commercial stations. The vote was 10 to 5, but
it was said that even the dissenters previously
had expressed agreement with generally similar
recommendations contained in an earlier and
considerably longer draft rcport. Additionally,
it was said, none of the five dissenters ever en-
dorsed the network plan as it stood, although
they did want a pilot station built and operated.

This was confirmed in large part Friday in
dissents issued by the minority, which said it
was committed to “ultimate” use of New York’s
channels but not to “any particular plan”; that
another year’s study should be made by a “new
commission,” that Congress should enact legis-
lation to reserve the nation’s 242 educational
channels for five to ten years more, and that
New York State should start with operation of
one station and expand *“as experience justifies.”

Minority member Norman S. Goetz, a trus-
tee of the State University, proposed that $500,-
000, but no more, be appropriated now for a
pilot station to be operated by a corporation
representing a group of colleges, libraries and
museums, and organized so “there will be no
direct ownership nor direct state operation.”
Another minority member, Chancellor John
P. Myers of the Board of Regents favored the
original plan, starting with a pilot station oper-
ated by “a local board.”

A third minority member offered “no special
recommendations,” while the two others, mi-
nority leaders of the state senate and assem-
bly, respectively, added a separate statement
charging that "“the majority of the Commission
has had from the outset the preconceived opin-
ion that educational television should not be-
come a reality in this state.”

Meanwhile, Michael R. Hanna of Cornell
U’s WHCU Ithaca, a member of the com-
mission majority, sketched his own views,
which, while reaching the conclusions contained
in the teport, arrived there by different reason-
ing.

He said he questioned the advisability of
establishing the “monopoly” which would result
from putting all 10 stations in the hands of the
State Board of Regents. It is, he said, a question

of the fundamental philosophy of state control
of mass communications media. Further, he
continued, educational institutions in several of
the cities selected in the network plan can
afford their own stations. In this report he
mentioned New York City, Buffalo, and
Rochester specifically.

Mr. Hanna also questioned the coverage
which would be provided by the proposed
stations—all uhf—due to the rugged terrain in
the state, which he said would result in coverage
not being provided where it is needed most,
under the 10-station location plan, He further
raised questions as to the number of set owners
who would convert to uhf.

Overall he contended that the state’s function
in the educational TV field should be concerned
with production of good educational programs,
not the operation of transmitters, If the state
produces good programs, he noted, they will
be carried by commercial stations—and, addi-
tionally, good ones could be sold to appropriate
sponsors and the state would get back its pro-
duction costs, as in the case of the Ford
Foundation TV-Radio Workshop programs.

Meanwhile, in a letter to Gov. Dewey, Presi-
dent William B. Nichols of the Public Educa-
tion Assn. called the majority report “hastily
drawn” and “lacking in evidence,” and asked
that the legislature hold public hearings on the
subject of educational TV and that the legisla-
ture remain in session until “the relevant evi-
dence has been made available” and publicly
appraised.

He also endorsed the pilot-station plan, and,
like the commission majority, favored FCC's
continuing to keep the state’s educational chan-
nels reserved.

Multiple FM Broadcast Asked
Of FCC by N. C. Licensee

PETITION was filed last week with FCC to
amend its rules governing FM stations to per-
mit licensees to use multiplex transmission of
subsidiary *“programs,” including transit radio,
on the regular program signal. The regular
FM brnadcast would not be affected.

Mount Mitchell Broadcasters Inc., (WMIT-
[FM] }, Clingman’s Peak, N. C., asserted in
its petition that this supplementary FM serv-
ice can be used for transit radio broadcasting,
facsimile or teletypewriter services, emergency
use by public authorities and in national de-
fense, and in other ways.

Mount Mitchell Broadcasters maintains the
use of such equipment would multiply the
usefulness of the existing spectrum space as-
signed to FM broadcasting and would aid in
n}aking efficient use of all available frequen-
cies.

Opposes Power Grant

ATTORNEYS for WIBC Indianapolis have
petitioned FCC for permission to become a
party in the application of WAPI Birmingham,
Ala, for a power increase. WIBC’s petition
alleges increased power for WAPI, which op-
erates on 1270 ke, will interfere with the day-
time signal of WIBC, which operates on that
frequency. WAPI, operated by The Television
Corp., seecks an increase of daytime power
from 10 kw to 50 kw nondirectional. Tt has
5 kw power at night. WIBC operates with 50
kw daytime and 10 kw nighttime. WIBC at-
torney is Thomas H. Wall of Dow, Lohnes and
Albertson, Washington.
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Radio Station WSM
and WSM's Grand Ole
Opry has been featured
15 times in 15 months
in these — America’s

leading magazines . . .

Never in history has a single radio station and a single W M
program received national and international recognition

like this.

NASHVILLE
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Station list up 400% in 90 da‘-.'
through sponsor success Wltl‘hFhll

Spitalny's “Hour of Charm.”
right -—— 400% ! Here's the stor:,rl,

Michigan's LaSalle Wingry = dis-
tnbutc&r of LaSalle and Manla;hewuz
Wines ' tried a test spomorsmp of the
“Hour pf Charm” on Lixtir stu.tlons The
result? $ales jumped IM'EE:- | The station
list was mmedlau:i}- incTeased 1o cover
16 markets. L,nu:uu.]? Not at all: The-
saurus shows deliver!

You cin i;lfljild your station sales with
Thesaurus shows. To prove it, let us
send you the facts on the “Hour of
Charm” and the 30 audience-building
Thesaurusi shows. Mail coupon for
audition disc today!

®Thesaurus Success Story #2

recorded

program

Fhit's

SEIviCes

Radio Corporation of America, RCA Victor Division
New York, Chicago, Hollywood, Atlanta, Dallas

RCA Recorded Progrom Services, Dapt. B-30
630 Fifth Avenue, New York 20, N. Y.

Rush me audition disc for “Hour of Charm” and
complete information, mcludmg the amazingly low
rate, on the 30 Thesaurus “Big-name shows for low-
budget sponsors.”

NAME

TMKs®

TITLE,

STATION OR AGENCY

ADDRESS.
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NEW OPERATOR RULE
SUSPENDED BY FCC

IBEW claims move would in-
jure defense program and hit
the technicians’ pocketbooks.

FCC last Thursday suspended the effective date
of its order relaxing its operator requirements
and permitting remote control transmitter opera-
tion, at the request of the International Brother-
hood of Electrical Workers (AFL).

FCC's action of a month ago [B®T, Feb. 2]
revised rules governing type of operating per-
sonnel at stations, and opened the way for
remote operation of transmitters of 10 kw or
less.

IBEW’s petition for the stay order, effective
March 6, was filed pending petition for recon-
sideration. Its plea emphasized the national
security hazards the order might create, plus
the economic impact on technicians. The peti-
tion stated:

“The President recently indicated that, in his
opinion, civil defense should be one of the
primary concerns of the American public. We
suggest that the full impact of this statement,
from an experienced soldier, deserves very de-
liberate consideration of the Commission and
the broadcasting industry. In this electronic age,
almost anything is possible. No stone should be
left unturned to insure complete security of
electromagnetic radiation.”

IBEW'’s plea referred several times to possible
effects of the new FCC rules on operation of
the Conelrad plan to warn the nation in case
of enemy attack and at the same time prevent
enemy planes from using station signals as
homing beacons. It contended remote trans-
mitters would be in isolated spots and easily
accessible for sabotage purposes.

The union argued that evidence covering re-
mote operation was inadequate to justify elim-
ination of hearings and oral arguments. It

.claimed the new rules would discourage volun-

tary participation in the Conelrad program,
calling for rapid switching of frequencies and
other adjustments. |

Referring to FCC's new requirement that all
stations have at least one first-class operator in
fulltime employment, IBEW claimed that if the
Commisison “admits the necessity for one first
class operator, it admits that the work to be
performed requires trained specialists, first class
operators.”

McCarthy Probe of VOA
Sparked by Pro - Con Charges

AS THE inquiry into the Voice of America
continued along an involved route last week,
Sen. Joseph McCarthy (R-Wis.) mounted his
offensive on behalf of the Senate Permanent
Investigations Committee of which he is chair-
man.

The week ended with a barrage of charges
and counter-charges. But the Senator concluded
that the department was still the best-run of the
five sections in the International Information
Service. All are under jurisdiction of the State
Dept.

He noted that “indications” are that the
“situation is worse” in some of the other four
sections, which are the press service, motion
picture branch, overseas libraries and the ex-
change program in which foreign students and
others are brought to the U. S. for study.

These branches, along with Voice of
America’s plan for putting another ship, the

Vagabond, in operation as a “floating” trans-
mitter site, will be investigated, he said. He
commended the work by VOA on jts Russian
and Hebrew desks, but said the French desk
was “doing a job that is foul beyond words.”

Events last week were spotlighted on tele-
vision at a public hearing in Foley Square, New
York, Feb. 28. The hearing was fed by NBC
to its television network for two hours. Major
issue was cancellation of broadcasts to Israel
in the Hebrew language last December at a time
when Russia stepped up its anti-Semitism pro-
gram. The cancellation, never carried out, al-
legedly aided the Communist propaganda theme.
The Hebrew broadcasts, along with charges
that pzarsons employed by VOA abroad were
not cleared for security, were major themes of
the hearing.

Reed Harris, deputy administrator for the
State Dept.’s overseas information program,
took the stand when hearings returned to Wash-
ington. He testified Tuesday, Wednesday and
Thursday, tossing allegations of his own.

Challenging testimony of witnesses, as well
as what he considered to be Sen. McCarthy’s
method of inquiry, he said the persons named
as not having been cleared in security checks
were approved after thorough investigation.

Mid-week, Rep. C. Clevenger (R-Ohio), said
he favored abolition of the Voice because “you
can't reform that outfit.” He suggested that
private industry could handle Voice projects at
a “fraction” of the cost allocated now.

He recommended operation of VOA by
privale broadcasters, estimating they could do
the job at a cost between $10-$15 million
yearly, compared to the $86 million “appro-
priated last year for the Voice.”

WORD CHARGES
WIS-TV OVERLAP

WORD Spartanburg, S. C., applicant for TV
Ch. 7 there, asked FCC last week to reconsider
its grant of Ch. 10 at Columbia to WIS-TV
Corp. to require Broadcasting Co. of the South
to elect whether it wishes to construct on Ch.
10 at Columbia or to prosecute its competitive
Ch. 7 bid at Spartanburg.

Broadcasting Co. of the South owns 80.9%
of WIS-TV Corp. and is licensee of WSPA
Spartanburg and WIST Charlotte, N. C. At
Charlotte, it seeks Ch. 9.

WORD charges Sec. 3.636 of the Commis-.
sion's rules precluding multiple ownership of
TV stations covering the same area would be
violated by the operation of Ch. 10 at Colum-
bia and Ch. 7 at Spartanburg under common
ownership. Engineering charts submitted with
the petition also show overlap with these two
channels by the proposed Ch. 9 outlet at Char-
lotte. .

WORD asks FCC as additional or alternative
relief to grant its Ch. 7 application on a regular
basis or conditionally pursuant to the condi-
tional grant provisions of Sec. 1.385(e) of the
Commission’s rules, Meanwhile, two other ap-
plications have asked for conditional grants
pursuant to Sec. 1.385(e) (sze story page 40).

Pointing out that should Broadcasting Co, of
the South choose to drop its Spartanburg bid
the WORD application would be free to receive
a grant, WORD notes that if the competitive
sttuation should continue “it is clear that an
indefinite delay which may well extend for
several years will intervene before a television
station can be constructed and service com-
menced in Spartanburg on Ch. 7.”

A minority interest is held in WIS-TV Corp.
by a group of former principals in WMSC
Columbia, previously competitor for Ch. 10.
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Joung people do want fo Frow
the facts of life insurance

Our schools are not only teaching
them how to make a living ... but
equally important, how to live!

For more than 80% of our children, graduation from
high school marks the end of formal education.
Today’s high schools are putting an increasing em-
phasis on training that will prepare young graduates
for productive jobs and careers.

And in more recent years, there has been a definite
trend to ‘“‘education for living’ and the addition of
such courses as home and family living, family rela-
tions and money management.

As a central source of information about life in-
surance, the Institute of Life Insurance is continually
answering requests of teachers and students for in-

The booklets shown above are just
two of the many aids prepared by the
Institute of Life Insurance. They are
useful to radio editors, writers and
commentators, as well as educators.
‘Copies are available on request.

oy B

Lnstitute of Life lnsurance

Central Source of Information about Life Insurance
488 Madison Avenve, New York 22, N. Y.

TELECASTING

formation and educational material on life insurance.

As part of its educational program, the Institute
prepares teaching aids for classroom use, consisting
of booklets, charts, motion pictures, and other items
for which teachers may indicate a need.

In addition, the Institute sponsors a nationwide
scholarship program to improve the teaching of money
management and financial security. This is done
through summer workshops at eight major universi-
ties which give intensive training in teaching tech-
niques and subject matter to educators who, in turn,
pass on their knowledge to their students and to other
teachers.

Through these services, the Institute of Life In-
surance is helping to broaden the understanding of
a subject that is a major source of financial security
for the American family.
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CBS Opposes Zenith Bid
For Ch. 2 Reconsideration

ZENITH claim to a right in Chicago Ch. 2 has
no basis in fact, CBS said last week in filing
opposition to the radio-TV manufacturer’s peti-
tion for reconsideration submitted to the FCC
last month [B®T, Feb. 23].

Zenith had asked the Commission to re-
consider its February action dismissing Zenith’s
application for Ch. 2 on the ground Zenith
participated neither in the allocations hearing
nor the WBKB renewal proceedings [B® T, Feb.
16]. This action was taken in conjunction with
the FCC’s approval of the ABC-United Para-
mount Theatres Inc. merger and sale of WBKB
facilities on Ch. 4 to CBS. Under the FCC’s
Sixth Report and Order [B®T, April 14, 1952],
Ch. 4 was switched to Milwaukee and the Chi-
cago Ch. 4 station ordered to move to Ch. 2.

Zenith claimed its four-year-old application

GOVERNMENT

for Ch. 2 gave it the right to a comparative
hearing with what is now the CBS-owned
WBBM-TV Chicago.

CBS rebutted the Zenith contention that
since the FCC permitted WLAN Lancaster to
oppose WGAL-TV Lancaster in the latter’s
move from Ch. 4 to Ch. 8 it also should allow
Zenith to compete with WBBM-TV in its move
from Ch. 4 to Ch. 2.

" CBS claimed the Commission set the two
Lancaster applications for hearing because
WGAL-TV was up for license renewal. Under
FCC regulations, an application for a new
station must be heard at the time the existing
station’s license comes up for renewal.

CBS said Zenith can refile for Ch, 2 when
WBBM-TV’s license renewal date approaches.

Joining CBS in opposing the Zenith petition
was Balaban & Katz Corp., original license
holder for the original WBKB (that call now is
used by ABC's Ch. 7 station in Chicago, which
had been WENR-TV).

Radio's

500 radios.

A Clear Channel Station
Serving the Middle W est

MBS

cROWING

In automobiles alone, there dre 27,424, -

AND at any given moment,
more than one-third of the radio equipped
cars on the road have their sets in use.

AND—in the second largest market in the
nation, WGN reaches more homes each
week than any other Chicago station.

Chicage office far Mlaneapolis-St. Paul,
Eastsrn Sales OMes: 220 E. 42nd Strest. New York 17, N.Y. Ter New York City, Philadelphia and Besten
Geo. P. Hollingbery Co.
Advertising Bolleltors for All Other Cities
Los Angeles—4ll W. 3th Btreet . New York—800 5th Avenus , Atlanta—2%3 Peachtres Btreet
Chicago—307 N. Michigan Avenus .« San Francisco—625 Market Street

Chicago 11
1linois
50,000 Waits
720
On Your Dial E

Datroit, Cincinnat!
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Private Persons Can Testify
Before FCC, Justice Dept. Says

Citizens without direct interest
in broadcasting can intervene
in Commission actions, accord-
ing to the Justice Dept.

CAN ordinary public citizens who have no di-
rect stake in broadcasting intervene as “‘parties
in interest” in actions of the FCC?

That question was answered affirmatively by
the Dept. of Justice two weeks ago. It was
contained in an answer by the Justicé Dept. to
Transit Riders Inc.’s appeal to the U. S. Court
of Apeals in Washington from the FCC's dis-
missal of a protest against the renewal of the
license of WWDC-FM Washington.

Also filed two weeks ago was the FCC's
brief in the case {No. 11,574) holding that the
anti-transit radio group had no legal standing
as a “party in interest.”

This is believed to be one of the few times
that the Dept. of Justice has taken a stand
opposite to that of a federal agency.

Oral argument on the Transit Riders Inc.
petition is scheduled to be heard March 20.
However, a request for postponement has been
filed by TRI

Case stems from TRI protest last August
against the FCC's renewal of WWDC-FM's
license without a hearing. WWDC-FM originates
transit radio broadcasts for the Capital Transit
Co., Washington transportation utility. FCC
dismissed the TRI protest later in the month on
grounds that (1) TRI did not meet the test
of a “party in interest,” and (2) allegations
that transitcasts were injurious to its members’
health were not specific enough, as called for
by Sec. 309 of the Communications Act. TRI
appealed the dismissal to last October, naming
the U. S. as respondent.

Both the FCC and WWDC-FM are inter-
venors in the case. WWDC-FM filed a reply
to TRI last December, holding much the same
as the FCC.

The Dept. of Justice termed the case “a
novel one,” concluding, however, that TRI has
shown a “legitimate interest.”

Regarding jurisdiction, the Justice Dept.
implied that TRI had perhaps erred in filing
under Sec. 402(a), making the U. S. a res-
pondent, rather than under Sec. 402(b) which
would have made the FCC the respondent.

In arguing against the TRI appeal, the Com-
mission said:

Members of the listening public generally,
particularly those in omne-station communities,
may frequently be more substantially affected
by orders of the Commission granting or deny=-
ing broadcast licenses than are petitioners’ mem-
bers by the grant to WWDC-FM. The general
interest of members of the public is not suffi-
cient to confer standing to protest or appeal
Commission orderzs. , ., .

Stay Order Argued

ORAL ARGUMENT was heard Thursday by
the U. S. Court of Appeals for the District of
Columbia on the request of WGRD Grand
Rapids, Mich., for a stay order to preclude con-
struction of a new TV station on uhf Ch., 35
at Muskegon by Versluis Radio & TV Co.
WGRD has appealed to the court to set aside
FCC’s order dismissing WGRD’s plea for re-
consideration of the Versluis grant on grounds
of economic injury [B®T, March 2]. The court
is expected to rule momentarily on the request
for stay, possibly this week. ’
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WORCESTER, MASSACHUSETTS

announces the appointment of

HENRY [ CHRISTAL COMPANY

as

National Sales Representative

EFFECTIVE MARCH 15 1953
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Believing that the Industry is best served by specialized representation selling the merits

of Radio exclusively, we are pleased to join such leading stations as:

W JR—Detroit WBEN—Buffalo WDAF—Xansas City WTM]—Milwaukee
WGAR—Cleveland WGY—Schenectady WHAS—Louisville KFI—Los Angeles
WTAG aM « M * 5000W BASIC CBS

Affiliated with the Worcester Telegram-Gazette
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Free Press, Radio-TV Role
Discussed by Judge Rifkind

FIVE specific proposals designed to promote
the role of the free press, radio and television,
and still maintain the constitutional right of
fair trial were outlined Feb. 27 by former
Federal Judge Simon H. Rifkind at a Confer-
ence on Fair Trial and Free Press called by the
New York County Lawyers Assn. [BeT,
March 2].

Judge Rifkind proposed as an experiment in
self-regulation:

1. Let the courts and legislature prohibit,

under appropriate penalty, disclosures by po-
lice, prosecutors and publie officials, of infor-

GOVERNMENT

mation relating to trials which o¢ught not to be
published. . . .

2, Let the bar formulate its own views of a
code of conduct for the press which i_s com-
patible with the integrity of the Jjudicial
process.

3. Thereafter, let the bar meet with repre-
sentatives of the press in an effort to find high
patriotic common ground.

4, Let the bar establish watch-dog commit-
tees to police departures from the accepted
code by suggestion and moral persuasion.

5. Let the press establish a similar commit-
tee . ..

Later, the conference adopted a resolution
that a committee be set up to confer with press,
radio-TV representatives.

| really SEUS

Sally Work has had the confidence
of Buffalo women for over 25 years

WBEN’s Sally Work knows how to make friends
with Buffalo housewives — as her 25 years of success
prove. Her companionable early afternocn
program features informal conversation . . . anecdotes,
fashion news, beauty hints and tips on homemaking and
child rearing, delivered in the intimate, friendly
terms of one woman to another. Year after year, sponsors
like the Ladies Home Journal, Bordens, General Foods
—and other equally significant advertisers—count on
personable Sally to sell their products in the personal,
confidence-building manner that women like—and respond to,
Let Sales Gal Sal present YOUR sales message in her
sales producing way to one of the most productive markets

in productive New York State.

Sally Work 1:30 - 2 P.M., Manday through Friday
Gheck Henry I Christal in New York, Chicago or San Francisco for availabilities.

— WIBEN

NBC IN BUFFALO
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TBC Claims XETV (TV) Is
Actually U. S. Station

TBC Television Inc., applicant
for San Diego’s Ch. 10, thinks
FCC should not permit XETV
Tijuana to originate programs
from San Diego or be fed pro-
grams by U. S, networks.

OUTSPOKEN charge that Mexican TV station
XETYV (TV) Tijuana was an “American”
station, with its transmitter “only physically”
across the border, was made last week by TBC
Television Inc., applicant for Ch. 10 in San
Diego.

The allegation was made in petitions filed
with the FCC vigorously opposing the grant
of an application by Alvin George Flanagan
for permission to originate programs for XETV
from San Diego [B®T, Jan. 26] and against
requests by NBC and DuMont to furnish XETV
with live and film-recorded TV programs.

Protest against the grant has been filed also
by KFSD San Diego, a second applicant for
San Diego’s Ch. 10.

Both protests claim that the establishment of
a studio on U. 8. soil would virtually make the
station a regular American broadcast outlet—
controlled by aliens and not responsive to
U. S. regulations.

The TBC opposition made the following
points; (1) Bulk of XETV’s service area is
San Diego and Southern California, including
parts of Los Angeles; (2) XETV’'s Ch. 6 was
one of two frequencies deleted from San Diego
during the TV “freeze” and given to Mexico
specifically to serve the people of that nation;
(3) plan seems to be, it is alleged, to make
XETV a U. S. station in Mexico, serving U. S.
listeners, with the support of U. S. advertisers
but with no responsibility under U. S. laws and
having an unfair competitive advantage over
U. S. stations with respect to taxes, labor costs
and performing fees.

Charges Duopoly, Monopoly

Among other points alleged by TBC were
duopoly and monopoly. TBC claimed that
Emilio Ascarraga, XETV co-owner with Ro-
mulo O'Farril and Jorge I. Rivera, was a 20%
stockholder in Los Angeles Ch. 34 applicant
Spanish International Television Inc., which if
granted would overlap with XETV. Also that
Messrs. Ascarraga and O'Farril own all but one
of Mexico’s TV stations—XEW-TV, XEQ-TV
and XHTV Mexico City and XELD-TV Mata-
moros.

TBC also objected to the operations of

Mexican radio station XEAC, owned and oper-
ated by Mr. Rivera.

KFSD made generally the same points, in-
cluding the question of time brokerage which it
claimed was implicit in Mr. Flanagan’s contract
with XETV.

In his application, Mr. Flanagan said that
he would be paid $300 weekly for gross sales
of up to $30,000 weekly, plus 1% of sales be-
tween $30,000 and $60,000 and 1.5% for sales
over $60,000.

Former ABC-TV Western Div. program
manager, Mr. Flanagan was with KFMB-TV
San Diego from 1949 to 1951, and with Don
Lee the previous decade.

The Mexican station is licensed to Radio ¥y

| Television S. A., operates on Ch. 6 with 38 kw

visual power, and is represented in the U. S. by
Edward Petry & Co.
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For ailing signals

. .- _ COLLINS 300 250W TRANSMITTER
i ~ 'PREMIUM PERFORMANCE |

Guaranteed by advanced engineering research and design.

~ ASSURED DEPENDABILITY

Simplified circuitry and control system.

MAXIMUM ECONOMY

Lower initial, maintenance and operating cost. ,
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| For premium performance at 250 watts, or for standby
use, the &llins 300] Broadcast Transmitter offers maximum
quality at minimum cost. Lower initial cost . . . lower
operating and maintenance costs, plus great dependability
make the 300] your best buy in a 250 watt transmitter.

Tuning and operating controls are conveniently located on
the front. Blower cooled tubes, oversized components, and
all terminals are quickly accessible from the rear. All tubes
are visible at a glance.

Collins can serve your broadcasting needs best. Write today
for complete details and descriptive literature.

i~ . . ™ s P L
Fpr quality in broadcasting equipment, it's . .. E——E—_E ﬂ“l: ‘r‘k\ 5 T

NIV W
[ A
{ Sy £
COLLINS RADIO COMPANY, Cedar Rapids, lowa = =
11 W, 42nd St 1930 Hi-Line Drive 2700 W. Olive Ave. Dogwood Read, Fountain City
NEW YORK 36 DALLAS 2 BURBANK KNOXVILLE
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lke Order Seeks to Open
More Jobs for Republicans

PRESIDENT Eisenhower took two steps last
week looking to the unfreezing of more gov-
ernment jobs for Republicans.

He directed the drafting of executive orders
which would tepeal parts of two orders which
blanketed under Civil Service Federal jobs
that had been exempted up to that time. The
orders, issued under President Truman’s regime,
were issued in 1947 and 1948. They applied
to procedures for discharging occupants of ex-
empted positions who have civil service status.

In another move, the President asked the
heads of all departments and agencies to survey
their organization to determine what additional
positions might be exempted. The test in both

GOVYERNMENT

cases, according to Presidential Press Secretary
James C. Hagerty, who made the announce-
ment, is whether the job is of confidential or
policy making nature. They will not involve
more than “several hundred positions,” the
White House said.

It is understood one newly appointed agency
chief found that his number one man was under
Civil Service status and could not be removed.

What effect these orders will have on the
FCC is problematical. It is believed that few
FCC staff men gained Civil Service status in
the 1947 and 1948 orders.

On the other hand, some—but not many—
additional jobs might be declared exempt if the
Commission, under a new Republican chairman
and majority, were to move in line with the
President’s wishes. Among these, it was under-

national representatives.
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Uncle Sam may clean our pockethooks, but not the bonus advantages WGST offers advertisers
in the mighty Atlanta market. WGST offers complete COVERAGE of Atlanta’s retail trade
zone. Top flight PROGRAMMING to reach the right audience for your product.
PISING support tailored to suit your needs. Get the full story by contracting WGST or our

FEVENGL QEPT

MERCHAN-

NATIONAL REP.
JOHN BLAIR
IN SOUTH EAST
JAMES S. AYERS

stood, might be assistant chiefs of bureaus and
secretaries of Commissioners.

These would be in addition to those already
exempted by statute (legal and engineering
assistants to commissioners and the administra-
tive assistant to the Chairman), and by the Civil
Service Commission (Sectetary of the Com-
mission, private secretaries or confidential as-
sistants to commissioners, General Counsel and
Assistants General Counsel, Chief Engineer and
Assistant Chief Engineer, Chief Accountant
and Assistants Chief Accountant, chiefs of
bureaus).

Only 68 Jobs Exempt

According to October 1952 Civil Service
records, only 68 FCC jobs fall in the exempted
category—its occupants can be summarily dis-
missed [B®T, March 2). Of the Commission’s
57 attorney positions, only 17 fall under the
mantle of Civil Service. This clarifies the story
two weeks ago, which inadvertently indicated
that there were only 57 attorneys working in
the Commission. Actually there are between 70
and 75 attorneys on the FCC staff, but only 57
of them are in so-called “attorney” positions.
The others occupy administrative niches, most
of which are considered classified Civil Service
positions. ¢

10 TV Renewals Granted

RENEWAL of license was granted by FCC last
week to 10 pre-thaw TV stations, but four of
the actions were subject to final determination
in show cause proceedings for changes in
channel assignment pursuant to the Sixth Re-
port and Order. Renewals were granted to:

ESTP-TV St. Paul; WBRC-TV and WAFM-
TV Birmingham; WAGA-TV, WLTV (TV) and
WSB-TV Atlanta; WCCO-TV Minneapolis;
WNAC-TV BRoston; WJAR-TV Providence and
WNHC-TV New Haven, Conn.

Conditions respecting channel changes were
issued by FCC in actions on the renewals of
WBRC-TV, WIAR-TV, WNHC-TV and WSB-
TV, but the condition on the WSB-TV renewal
was in error, a Commission spokesman later
acknowledged. WSB-TV, on Ch. 2, was in-
correctly identified in FCC’s order as presently
on Ch. 8 and subject to change to Ch. 11 in
accord with the Sixth Report. WLTV, now
WLWA (TV) under new Crosley Broadcasting
Corp. ownership, is on Ch. 8.

TV Leases Upheld in Wash.

THE Washington State legislature has author-
ized leasing of sites in Mount Spokane State
Park to television stations, thus upholding pres-
ent leases of this kind. Also of interest to
broadcasters, a bill passed at the biennial ses-
sion last month allows the Washington State
Apple Advertising Commission to assess up to
12 cents per 100 pounds of apples to pay for
apple advertising.

Survey on TV's ‘Morals’

INFORMAL inquiry into the “moral climate”
of certain television programming will be held
by a special Chicage City Council TV sub-
committee March 20. Local industry rep-
resentatives are slated to testify.

The subcommittee’s announcement of hear-
ings came as the Illinois House denounced
some TV program fare as “lewd and lasci-
vious,” and blamed the medium for the rising
crime rate among youth. City Council hear-
ings will be conducted by Ald. Patrick Pat-
rone, who said he will invite network repre-
sentatives, educators, clergymen and other
interested parties to give their views.
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vad AN WANTED..

We want a real showman. You like people . . . and meetings. You like to go places and
do things. In six months you should know half the people in the state by their first names . . .

you may even be Mr. Virginia.

You may be a fresh youngster slugging away on a coffee-pot . . . or you may be big time

with a yen for the gracious living of the Old South.

To you we will turn over a daily half hour of choice evening time on WRVA and the serv-
ices of a bang-up promotion department. In case you don’t know, WRVA is a 50,000 watt

station in Richmond that serves Virginia and chunks of a few other states.

What kind of show? We haven’t decided! That’s why we want you. Maybe you sing,
play a zither or whistle the Star Spangled Banner standing on your head. One thing for sure
—it must be good . . . must attract attention . . . and in short order you must be the most talked

about man in the state.

The pay? We don’t expect to pay you. We expect you to be good enough to make money

for both of us!

Write us, giving your experience and background, and WHY YOU THINK YOU CAN
FILL THE BILL. No flossy presentations, no records or tapes . .. and no personal calls. Just

a letter.

WRITE—Sam Carey, Program Service Manager, W RV A, Richmond, Virginia.
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Govt.'s NFL Antitrust Case
Marks Fifth Week in Court

THE effort of the Dept. of Justice to obtain an
antitrust conviction against the National Foot-
ball Leagus becausz of its radio-TV restrictions
has wound up its fifth week in U. §. District
Court, Philadelphia, with the defenss endeavor-
ing to convince Judge Allan K. Grim the sport
will fall apart if the government wins its case.

Mistrial Verdict Sought

Already the defense has made two attempts
to obtain a mistrial verdict. Last week Bernard
I. Nordlinger, chief defense attorney, asked a
mistrial ruling after attorneys for Gordon Mc-
Lendon, former head of the defunct Liberty
Network, had s2nt a letter to Judge Grim.

Mr. Nordlinger argued the letter would
prejudice the judge. It was signed by the law
firm of Leake, Henry, Golden & Borrow as
“friends of the court.” Judge Grim said he
could give proper evaluation to the letter since
there was no jury. The letter discussed effects
of monopoly on business and suggested the

GOVERNMENT

football restrictions may have bsen a contribut-
ing factor to Liberty's failure.

The defense mistrial motion was denied, as
was a similar motion filed a fortnight ago when
the defense opened its plea. Judge Grim at that
time said he wanted to hear the entire case.

Defznse witnesses have included Dr. Albert
F. Murray, engineering consultant, who said
NFL restrictions are relatively unimportant be-
cause of lack of facilities; Herbert R, Bayle,
vice president of Brooke, Smith, French &
Dorrance, Detroit agency for Goebel Brewing
Co.,, who testified he did not believe NFL's
policy would restrict a group of stations in one
area because they would not buy the same
game; DeBenneville (Bert) Bell, NFL commis-
sioner, who contended unrestricted TV would
mean the death of pro football.

DuMont Executive Testifies
Roy Sharpe, DuMont Network, testified as to
allocation of interconnecting facilities. John
T. McHugh, Joseph Katz Co., Baltimore, testi-
fied as to desirability of purchasing exclusive

territorial rights to pro football games.
Paul Schissler, special events director of the
Los Angeles Times, testified the annual Rams-

s LONG §a0°
SOMETIM

..Bul... FOR

* RADIO

» TV

* NEWSPAPER
=

A SURE

Yes, Suh! A long shot somelimes pays off, but why
take a chance when you can be sure. Local people in
the know always buy WHOO —many outstanding suec-
cess stories are being written by advertisers who use
the 10,000 Watts of WHOO-AM and FM. For full de-
tails, ask your Avery-Knodel, Inc., man.

New York Office—Holel Barcley—~Home Office—3500 Securily Bidg.. Teledo, Ohlo

o
.,

THING

BuY WHOOQO Am-Fm ORLANDO

National Represenlative
Avery-Knodel, inc.
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Redskins charity game had its smallest crowd
in 1949, only year the game was televised. Paul
B, Shetsley, National Opinion Research Center,
testified on effect of TV on college football.
He asserted college football attendance in 1952
would have been 40% under 1947-48 had not
TV been restricted.

Several NFL club owners testified last week.
John V. Mary, New York Giants president, said
the team would sell live TV of home games
only on a “full-house guarantee™ basis. The
club stopped telecasting home games in 1948,
fearing an adverse effect on the gate. Texas E.
Schramm Jr., assistant to the president of the
Los Angeles Rams, said TV cut heavily into
the club's gate. George Preston Marshall, prin-
cipal owner of the Washington Redskins, con-
ceded that TV and radio kept the team out of
the red for probably 10 of 16 years receiving
from $7,500 to $60,000 per year from Amer-
ican Qil Co.

Walker on BU Panel

ANNUAL Founders' Day observances by
Boston U, scheduled to last five days be-
ginning Tuesday, will open at 8:30 p.m. that
date with a discussion panel on “Educational
Television in the Greater Boston Area,” to be
headed by FCC Chairman Paul A. Walker.

Among the panelists will be: Christopher H.
Phillips, senator to the general court of the
Commonwealth of Massachusetts and chairman
of the Commission on Television, and Parker
Wheatley, director of Lowell Institute Coopera-
tive Broadcasting Council and general manager
of WGBH Boston.

White House Coverage Plans
Progress in Discussion Stage

PATTERNS for radio-TV coverage of Presi-
dent Eistnhower's news conferences are taking
shape as White House and industry representa-
tives confer on a projected plan instituted
shortly after the inauguration {B®T, Jan. 26).
While there still is no assurance that per-
mission will be granted for electronic reporting
of the newsy and informal exchanges between
the President and newsmen, the White House
shows increasing interest as discussions proceed,

Confer With Hagerty

Last Wednesday a group of five radio-TV
executives conferred with James C. Hagerty, the
President’s news secretary. They discussed such
problems as placement of cameras and micro-
phones, lighting, Presidential handling of loaded
questions, eager-beaver camera hounds among
reporters and problems of other media, includ-
ing newsreels. )

One of the serious problems centers around
the two-decade ruling which forbids direct
quotation of the President unless the specific
words are provided in writing or clearly spelled
out. This Roosevelt-Truman precedent was
based on the realization that a false quote or
an inadvertent use of words could cause world-
shaking complications.

Camera and microphone facilities would be
handled on a pooled basis, with all networks
permitted to participate.

The White House has shown interest in
suggestions that the President report to the
people by radio and TV every month or six
weeks. Several program formats have been
proposed.

Attending last Wednesday’s White House
conference were Ted Koop, CBS; Bryson Rash,
ABC; Everett Holles, MBS; Roger Coelos,
DuMont, and Julian Goodman, NBC.
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- 6PL REMOTE GONTROL GAMERAS

Humbold! Greig, president of
WHUM-TV, says: “"We picked
GPL cameras to gain a truly major
reduction in costs by adding re.
mote control, In fact, we feel
these will be self-liguidating cam-
eras due to the savings. We bave
tested them under the roughest
conditions with our mobile unit in
the past two months and encoun-
tered absolutely no difficulties.”

STATION OWNERS

Our engineers will be
pleased to show you, with-
out obligation, how you

can get maximum efficien-
cy and economy in either
UHF or VHF operations
with GPL studio and field
equipment. Write, wire or
phone:

BROADCASTING ® TELECASTING

improve studio-field
efficiency

Marking two major milestones in
television, WHUM-TYV introduces
both high powered UHF and re-
mote control for new techniques in
camera operauon

For the opening 30 live-hours per
week from this 260,000-wate UHF
station, 4 GPL image orthicon chains
will be used with remote control ped-
estals. From as far as 1,000 feet away,
all actions of pan and tilc, lens
change and focus and iris are easily
controlled.

Each camera has a “memory” of 6

General Precision Laboratory

INCORPORATETD
NEW YORK

PLEASANTVILLE
Cable address: Prelab

make debut as WHUM-TV
puts UHF in Major Operation

new GPL chains to cut costs,

pre-set positions. With a four-chain
set-up, a director has a choice of 24
camera shots. Pushing a “pre-set”
button automatically swings the cam-
era on target . . , with lens, focus and
iris in correct adjustment. Speed and
ease of operation save time, camera
handling, and dollars.

For field operations—covering
sports and news — WHUM-TV uses
the GPL studio-field interchangeabil-
ity . . . again cutting costs. Two cam-
eras, complete with remote control
pedestals, fit atop the station’s mobile
unit. Pedestals disassemble in min-
utes for easy transfer between bus
and studio.

WHUM-TYV is the first station to
equip all its cameras with remote
control . . . for tops in quality, for
utmost in economy,

Expori Depariment:
13 East 40th §t., New York Citp
Cable address: Arlab

1V Camera Chains * TV Film Chains ¢ TV Field and Studio Equipment * Theatre TV Equipment
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When the Red Buttons show was
off the air for several days,
switching from a CBS sustainer ta
its General Foods sponsor, South
Plains TV fans swamped KDUB.
TV with over 3000 protesfing let-
ters. The next week Red Buttons
wos on again with his new spon-
sor, and Maxwell House Coffee
sales are on the rise in West -
Texas.

Here are 317,700 poten-

tial customers with the
third highest buying in-
come per capita in the
nation! They are watch-
ing KDUB-TV. Nuff

said? |

W E DU ROGERS = Prndent
MIKE SHAMAD = € ommaroval Mgt
EFFECHIVE POWER T = ’
& o
35000 warTs VISUAL =
17 500 waTlS

ALRAL T
—

AVERY-KNODEL. Inc.
Nofional Reprasaniotive

affiliates: Paramount DuMont
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NARTB TO HONOR DAVID SARNOFF
WITH FIRST KEYNOTER AWARD

RCA chairman to receive industry honor for outstanding contribu-
tion to radio and television; will deliver keynote speech at formal
opening of Los Angeles convention; annual equipment and service
exposition to be largest in history of NARTB.

NEW radio-TV award, created by NARTB to
honor outstanding service to the industry, will
be presented to Brig. Gen. David Sarnoff, RCA
chairman of the board, when NARTB formally
opens its convention April 29 in Los Angeles.

Known as First Annual Keynoter Award, the
selection was announced by Clair R. Mc-
Collough, WGAL - AM - TV Lancaster, Pa,
chairman of NARTB’s 1953 convention com-
mittee,

Gen. Sarnoff will deliver the keynote address
to the convention after being introduced by Mr.
McCollough. Along with an engrossed plaque
honoring him for contributions to the broad-
casting arts, Gen, Sarnoff will receive from
NARTB President Harold E. Fellows a small
gold key specially designed for the association’s
new award,

The association moved forward last week
with plans for its annual convention at the Bilt-
more Hotel, C. E, Arney Ir., secretary-treasurer
and convention manager, and Arthur C.
Stringer, managing the displays of equipment
and services, announced the 1953 exposition
will be the largest in the association’s history.

At the weekend, Mr. Stringer had assigned
the entire Galeria floor exhibit space for dis-
plays of heavy equipment and the second floor
sample rooms for light equipment and service
displays as well as reception facilities.

In all, 75 exhibit booths and exhibition rooms
have been assigned. Besides, a large number of
suites and rooms on other floors of the Biltmore
have been assigned associate members for en-
tertainment purposes.

Exhibits for Delegates

Exhibits will be open to delegates attending
both the Management and Engineering Confer-
ences, which run simultaneously. The manage-
ment meetings open Tuesday, April 28, with a
morning session for TV members. The after-
noon will be devoted to a Broadcast Advertising
Bureau clinic. The Galeria and second floor
displays will be opened Tuesday through Friday,
closing convention day.

The new keynoter award offers a dramatic
addition to the NARTB convention format,
The idea was approved by the McCollough
committee some weeks ago. Mr. McCollough
and President Fellows made a personal call on
Gen. Sarnoff after his name had been selected
by the committee with the counsel of the asso-
ciation’s boards of directors. Frank M. Russell,
NBC Washington vice president, assisted in
making arrangements.

An annual feature, the award presentation
will bring a leading industry figure as keynote
speaker for the convention.

Gen. Sarnoff entered the communications
field at age 15 as a messenger. He worked his
way up to the RCA presidency when he was
only 39. As RCA board chairman, he exercises
general Supervision over operations of the com-
pany, its divisions and services including NBC,
RCA Communications, Radiomarine Corp. of
America, RCA Institutes, RCA Labs, RCA
Victor and RCA International Division. He is
chairman of the board of RCA Communica-
tions, RCA Institute and NBC.

He drew national attention a few weeks ago
as chairman of the Citizens Advisory Com-

mittee on Utilization of Manpower, suggesting
ways to save armed services manpower.

Gen. Sarnoff will receive the first IRE Found-
ers Award Medal March 25.

Other awards he has received are: First
Radio-Television Mfrs. Assn. award for achieve-
ment, 1952; One World Prize from American
Nobel Center for contributions to international
understanding through radio, 1945; Television
Broadcasters Assn. “Father of American Tele-
vision” award, 1944; Medal of Merit, awarded
by President Truman, 1946; Cross of Com-
mander of French Legion of Honor, 1947.

Work in Agenda Details

As NARTB began receiving advance resistra-
tions for the convention, Washington headquar-
ters officials were working out agende details.
The list of Galeria equipment exhibitors:

Altec Lansing Corp.; American Telephone &
Telegraph Co.; Andrew Corp.; Blaw-Knox,
Tower Dept.; Broadcast Musiec Inc. (service
exhibit); Caterpillar Tractor Co.; Century
Lighting Inc.; Collins Radio Co.; Continental
Electronics Mfg. Co.; Allen B. DuMont Labs.;
Federal Telecommunication Labs.; Gates Ra-
dio Co.: General Electric Co.; General Precision
Lab.; Graybar Electrie Co.; Kliegl Bros. Uni-
versal Electric Stage Lighting Co.; Machlett
Labs.; Raytheon Mfg. Co.; RCA; Standard
Electronics.

The list of service and associate members to
whom second floor space has been assigned:

Allied Record Mfg. Co.; Ampex Electronie
Corp.; Broadeast Advertising Bureau; Blaw-
Knox; Cinema Engineering Co.; CBS Televi-
sion Film Sales; Capitol Records Dist. Corp.;
Consolidated Television Sales! Dresser-
Stacey Co. (Ideco); Federal Telephone & Radio
Corp.; General Communications; Harry S,
Goodman Radio & Television Productions;
Gray Research & Development Co.; Graybar
Electrie Co.; Houston Fearless Corp.; Hughey
& Phillips; Keystone Broadcasting System;
Magnecord Ine.; Motion Pictures for Televi-
sion; Musicolor; NBC Film Div.; A. C. Nielsen
Co.; Philco Corp.; RCA Vietor Div.; Rust In-
dustrial Inc.; Sereen Gems Inc.; SESAC Ine.;
TeeVee Co.; Telenews; United Television Pro-
grams; Wincharger Corp.; World Broadcast-
ing System: Frederic W. Ziv Co.

PLANNING work of the Philadelphia Radio-

TY Broadcasters Assn. are William C, Caskey

(N, general manager, WPEN ond Pat Stanton,

owner, WIMJ, who are vice president and
president, respectively
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“Come and Get It!”
NARTB’s 535 Gold Rusk
CONVENTION and EXPOSITION

Hotel Biltmore e Los Angeles ® April 28-May 1

o, o LT .-,:‘EHH
RES 4
A I &

GE T. a first-hand look at the newest in television and radio equipment

o in the FOUR great Exhibit Halls . . . first-hand inspection of new
products and services on the Exhibit (2nd) Floor. The 1953 NARTB Exposition
is the greatest industry show ever assembled under one roof!

( :E T. the “gold” of practical experience in TV and radio management
o and merchandising, programming and community relations from

broadcasters in markets just like your own. Why wonder and experiment when
you can get tested advice and case histories so economically at the NARTB con-
vention?

GE T. a wealth of personal contacts with station owners and execu-
® tives, engineers, network officials, transeription and TV film com-

panies, station representatives, agency executives, trade press editors, equipment
manufacturers, news services, research organizations.

GE T o valuable answers to questions you’ve been wondering about...on
o remote control, small market TV, cost-cutting angles, UHF, ac-

cess to public events, personnel policies, handling of films, etec. Agendas of the
NARTB Management and Engineering Conferences are loaded with solutions!

For Map of The Trail and Directions—
NARTB, 1771 N Street, N. W., Washington 6, D. C.

And, Be Sure To Visit US “On Location” At The Biltmore!
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WOOD again proved ;Jur

best buy”in the greater
Grand Rapids area

*As borne out by 1952 SAMS report covering circu-
lations for all Grand Rapids stations. Here are the
nutshelled figures . . . read ’em and reap.

DAY
WOOD ...vviiiierneronncenncscassnsnnans 72,014 Families
Network Station No. 2. ......0creveerre v.. 47,954 Families
Network Station No. 3. ..., ceierecnacanns 34,712 Families
Independent Stotion No. 1. .....c.vvvivneenns 26,773 Families
Independent Station Mo, 2., .00 vcuvunasrarss 19,540 Families
NIGHT
VexeXelt) 0000000000000000000000000000G000 00 56,862 Families
Network Stafion No. 2,.....ccecverivnnnann 35,824 Families
Network Station No. 3., .. .vvirvivrvnnnnn. 29,628 Families
Independent Station No. 1.................. Daytime Only
Independent Station No. 2........ .ccivuvuus Daytime Only

Not only is WOOD top dog in circulation; the cost
per thousand story is even better.

At night, WOOD is more economical than any other

‘station for all service from one-half hour to

chainbreaks.

Daytime, WOOD is more economical than any other
station for all service from one-half hour to chain-
breaks save one type service on one station.

As always, your best buy in WOODland-AM is WOOD

GRAND RAPIDS, MICHIGAN

Grandwood Broadcasting Company

NBC — 5,000 Watts
Associated with

WFBM-AM and WEBM-TV — Indianapalis, Ind., WFDF — Flint, Mich,

WEOA — Evansville, Ind.
National Representatives: Katz Agency

TRADE ASSOCIATIONS

Initial Favorable Response
Meets SRA's ‘Spot Crusade’

STATION reaction to Station Representatives
Assn, invitation to join in financing a “Crusade
for Spot Radio” [B®T, March 2] has been
“extremely encouraging,” according to T. F.
Flanagan, SRA’s managing director,

Wire from R. A. Dowling, manager, WOOF
Dothan, Ala,, said in part: “Thanks a million
for spearheading this movement. A check for
10 times the yearly movement is being sent.”

Ralph L. Atlass, president, WIND Chicago,
pledging his station’s participation, wrote: “We
are glad to know that there is to be an ef-
fective organization exclusively devoted to pro-
moting the use of spot broadcasting. Recent
industry trends have confirmed the importance
of spot revenue to the stations and success to
its users.”

Robert D. Swezey, general manager, WDSU
New Orleans, expressed interest in the project
and “hopes it will achieve signal success.”

John M. Rivers, president, WCSC Charleston,
echoed this sentiment.

William  McGrath, managing director,
WHDH Boston, said “any association within
the industry which undertakes positive action
of this nature deserves support.”

M. M. Fleische, general manager, WMCA
New York; C. B. Hasbrook, president, WCAX
Burlington, Vt., and R, Lee Glasgow, general
manager, WACO Waco, Tex., also praised the
SRA “Crusade.”

Rate-Cutting RTES Topic

RADIO and TV rate cutting will be given a
thorough going-over Thursday at a clinic of the
Radio and Television Executives Scciety at
7:30 pm. in NBC's New York Studic 6B.
Answering the question, “How honest can we
be?,” will be Tom Flanagan, managing direc-
tor, Station Representatives Assn.; Mary Mc-
Kenna, timebuyer for Benton & Bowles; Robert
Reuschle, national sales representative for
WHUM-TV Reading, Pa.; Reggie Schuebel,
partner, Wyatt & Schuebel. Don McClure is
chairman of the RTES clinic sessions.

Indiona Station Meet

INDEIANA Broadcasters Assn. will hold its an-
nual meeting in Indianapolis at the Columbia
Club March 20. O. E. Richardson, WASK
Lafayette, will preside at IBA sessions as pres-
ident. Election of officers for 1953 is sched-
uled, along with other business matters, accord-
ing to Daniel C. Park, WIRE Indianapolis,
secretary-treasurer of the association,

Laugh-Happy

GAGWRITERS will come into their own
from April [-8, designated National
Laugh Week. The National Assn. of
Gagwriters, which fosters and protects
interests of the nation’s laugh-makers, is
asking radio and TV stations and net-
works to comb their files for the best
comedy sketches of the year and re-
broadcast them during this seven-day
laugh-happy holiday. The association’s
motto: Bigger Laughs Mean Better Liv-
ing.
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Hardware Selling

BAB has distributed to members a
detailed analysis of the hardware in-
dustry, covering such topics as move-
ment of merchandise, seasonal sales
trends, types of customers, store opera-
tions, advertising expenditures and gen-
eral industry trends.

Prepared as a “BAB Information
Folder” on hardware, the seven-page re-
port is one of the bureau’s continuing
services designed to acquaint broad-
casters with retail businesses.

WBA Hits Tax-Supported,
State-Owned Television

RESOLUTION opposing the establishment of
tax-supported state-owned TV stations in its
state, pending study by an investigating commis-
sion, was adopted by the Wisconsin Broadcasters
Assn. at a special meeting in Milwaukee [ast
Wednesday.

In other developments, WBA also:

(1) Agreed to ask the state legislature to
pass a bill requiring that a commercial broad-
caster be appointed by the governor to member-
ship on the State Radio Council.

(2) Voted to submit a bill to the legislature
seeking to protect radio-TV stations from “un-
reasonable actions of defamation and libel.”

(3) Elected Haydn R. Evans, WBAY Green
Bay, to its board of directors.

The special session was called by Ben Laird,
WDUZ Green Bay and WBA president, to con-
sider important present and future legislation
before the state government.

The resolution on educational TV explained
that dissemination of education “may best be
accomplished by the regularly licensed commer-
cial TV stations with the state”, and that “it
may not be necessary for the state . . . to use
funds supplied from any public source for the
building and maintenance” of state-owned sta-
tions or networks.

The resolution recommended that the gov-
ernor appoint an investigating group to study
the problem and make recommendations “based
on full and unbiased information.” WBA said
it would like an opportunity to delegate one
of its members to serve on the commission.

Michigan FM Promotion

JOINT FM radio promotion will be held in
Michigan in May under auspices of NARTB
and Radio-Television Mfrs. Assn. Broadcaster
chairman of drive will be Waldo Abbott,
WUOM (FM) Ann Arbor, with Roger Graef,
of Radio Distributing Co., Detroit, as chairman
of wholesaler activities, Drive will emphasize
FM coverage of baseball and the giving of FM
sets as graduation gifts. City of Toledo, Ohio,
will be included in the Michigan campaign.

CTC to Consider Merger

THE Chicago Television Council has approved
a motion to consider a long-standing proposal
to merge CTC with the Chicago Radio Manage-
ment Club.

Howard (Howdee) Meyers, O. L. Taylor
Co.,, is president of the radio group, and George
Heinemann, program manager of WMAQ-
WNBQ (TV) Chicage, heads the TV council.

BROADCASTING ® TELECASTING

the “Single Rate” applies!*

Nighttime radio schedules on WOOD are now a
smarter investment than ever because:

I You buy nighttime at same. price as daytime, and
what a cost-per-thousand picture that will give yon!
Just check your SRDS and your SAMS report , ..
you’ll see what we mean by a “real sleeper buy” in
the rich Grand Rapids market.

2 You get a “bonus”, too! The Katz sponsored
Pulse Study of 18 TV cities reveals number of radio
sets in use at home is about the same at night as
in daytime; but — get this-—at night there are
more people listening to each set. Daytime radio has
a peak at 10:00-11:00 AM when 365 people per 1,000
radio homes are listening; at night, the peak is 8:00-
9:00 PM with 517 listeners per 1,000 radio homes;
the figure never goes below 431 from 6:00-10:00 PM.
It’s poppa home from work who makes the difference.

*Literally, an exception — Class B is from 11:80 PM
to 7:00 AM.

GRAND RAPIDS, MICHIGAN

Grandwood Broadcasting Company

NBC — 5,000 Watis
Asgociated with

WEBM-AM and WFBM-TV — Indianapolis, Ind., WFDF — Flint, Mich.

WEQA — Evansville, Ind.
National Representafives: Katz Agency
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NARTB, Ad Council Win
American Heritage Awards

NARTB and the Advertising Council lead a
list of 23 national organizations who have won
top awards in the 1952 “Register and Vote”
competition of the American Heritage Founda-
tion, Charles E. Wilson, former president of
General Electric Co. and chairman of the
foundation’s Committee of Judges, announced
last Monday. AHM a fortnight ago had praised
the work of these organizations [B®T, Feb. 23].

Among the other organizations receiving
major awards were the Advertising Founda-
tion of America and the National Retail Dry
Goods Assn.

For outstanding performance in support of
the campaign, the awards committee cited the
following organizations, among others:

Screen Actors Gulld, Advertising Assn. of the
West, Assn. of American Railroads, Assn. of
Naticnal Advertisers, National Assn. of Mfrs.,
American Newspaper Publishers Assn., Amer-
fcan Society of Newspaper Editors, AFL, CIO
and National Council of the Churches of Chrisi
in U. 8. A.

‘Chicago Unlimited’ Meet

FIRST annual membership meeting of Chicago
Unlimited, new organization set up to promote
the city as a radio-TV program origination
point, has been set for March 23. The agenda
will include a progress report and election of
new officers, according to Joe Seiferth, organi-
zation’s executive director.

TRADE ASSNS.

7 - N EETTeTd
Ll R L o s " |
El £ Tt L
¥ o .
s ¥

WILLIAM K. TREYNOR ({left), newly appointed
manager of NARTB station relations depart-
ment [B®*T, Mdrech 2], will ossume office March
15. He succeeds William T. Stubblefield
{right), who joins Blackburn-Hamilton Co.,

media brokers. Mr. Treynor has been in charge
of NARTB’s West Coast office. He went to
Washington last weekend for conferences and
will be stationed ot NARTB headquarters after
the Los Angeles convention.

409 U. S. Cities Have Radio
But no Newspaper, BAB Says

SMALL-TOWN merchandising is being “revo-
lutionized” by the growth of radio, BAB re-
ported last week on the basis of a study which

"You Can't Eat @y/ﬁﬂ%ﬁ

they said...

Almost from the day we started
in business, 27 years ago this
January, we’ve heard the crack,
“Compliments are wonderful

but you can’t eat 'em!”

We've had more than our
share of awards, plaques,
compliments, etc. It’s kind of
gratifying when the competition
gets real rough to hear the local
boys say, "WIOD? SURE—you
boys have been doing a good

[ R A

job for a long time!

Even way up North, quite

a few of the boys say the
same thing. Ask your
Hollingbery Man. ..

=

James M. LeGate, General Manager

5,000 WATTS « 610 KC - NBC

National Rep., George P. Hollingbery Co.
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showed there are 409 cities which have no
daily newspapers but which do have radio
stations.

BAB estimated that in these cities—which it
predicted will be increased by about 75 before
the end of the year——more than a million
families (perhaps as many as four million) will
have been brought within the *“daily merchan-
dising pattern” of advertisers through statioms.

“Radio stations are revolutionizing small-
town merchandising—particularly for the local
retailer,” BAB asserted. “They have unshackled
him f{rom his once-weekly advertising pattern
and provided him with the daily advertising
facilities that big-city merchants use for sub-
stantially increased volume and more profitable
operation.”

The estimate of a million families in radio
cities having no daily newspapers is much too
low, the report said, noting that this figure
represents only the families within the corporate
limit of the cities involved.

In a cross-section of these cities, the study
found that the number of families living in
surrounding rural or small communities is at
least four times the number of those residing
within the cities’ corporate limits.

These people, BAB noted, rely on their radio
stations for daily coverage of hometown news
and hometown advertising because radio is their
only “daily” medium.

The study found 42 states which have cities
with radio stations but without daily news-
papers. Texas had the greatest number, 43,
followed by Alabama, 34, North Carolina, 28,
and Georgia, 25.

AWRT Atlanta Convention
To Have Workshop Sessions

SERIES of workshops and panel discussions are
planned for the third annual national conven-
tion of American Women in Radic and Tele-
vision April 30-May 3 at the Atlanta Biltmore
Hotel.

Harold E. Fellows, president of NARTB,
will speak at the annual McCall’'s “Mike”
awards dinner Saturday evening. Officers will
be elected Saturday by the 400 members ex-
pected to attend the convention. Installation of
officers is slated for Sunday.
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INDUSTRIAL CO.

Now...

“PAXCKAGED REMOTE CONTROL

for Commercial Broadcast Transmitters
AM — FM

1
1
1
1
]
1

THE RUST INDUSTRIAL COMPANY’S
REMOTE CONTROL SYSTEM

The Rust System is the only transmitter remote control
system proven in service in United States Commereial
AM Broadcasting installations. [t meets all FCC re-

quirements.

REMOTE CONTROL

of transmitters means more effective station operation,
Attending personnel may be utilized more efficiently.
More convenient location of studio is made possible.
Transmitter may be located where transmitting condi-
tions are ideal and real estate costs low.

THE RUST SYSTEM

consists of a studio unil and transmitter unit connected
by two telephone pairs. Up to nine meter readings can
be made and up to nine operations can be controlled
by simply dialing desired functions. Transmitter adjust-
ment is made remotely while simultaneously observing
readings of appropriate meter.

The transmitter unit is connected to any
one of a number of tuning motors or contactors used for
controlling transmitter tuning or other switching funec-
tions. Use of various shunts and multipliers permits the
metering of several circuits at the remote control point.
Any failure of the system immediately removes all
power from the transmitter.

The complete system is sold on an in-
stalled basis with all components guaranteed for one
year, Price includes any necessary modification of the
transmitier. Savings can pay for entire cost in as little

STUDIO UNIT
(Type Ri-1080)

-

TRANSMITTER UNIT
{Type Ri-1081}

as ten weeks.

WRITE FOR DETAILED INFORMATION.

the rust industrial [‘"S!‘ company, inc.

608 WILLOW STREET INDUSTRIAL cO. MANCHESTER, N, H.
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STATIONS

" INEW TV GRANTEES PLAN STARTS
|

Plans for more television service in more areas are being unfolded

' daily. For example: Six of last week’s new grantees have set com-

mencement target dates and have preliminary planning underway.

!ALL but one of last week's seven new tele-
vision station permittees, given their construc-
‘ tion permits by the FCC last Wednesday, expect
to be on the air within a year. And the single
eXception may actually be on the air in less
than 12 months, since the starting date is not
known.

Joe L. Smith, president of WKNA-TV
Charleston, W. Va., said that he hoped to have
the uhf Ch. 49 station, which was granted an
effective radiated power of 225 kw visual, on
[ the air by July. RCA equipment throughout

has been ordered, he told B®T, and a site has
been selected for building. Weed Television will
represent the station, he added.

F. E. Fitzsimonds, executive vice president
and general manager of KFYR Bismarck, N. D.,
said he hoped to have vhf Ch. 5§ station on the
air by late summer or early fall. An RCA
transmitter has been ordered. The TV antenna
will be atop the 704 ft. KFYR vertical AM
antenna, he said. No network affiliation has yet
been negotiated. KFYR is represented by John
Blair & Co.

M. B. Rudman’s Plans

Ross K. Prescott of Dallas, counsel for M.
B. Rudman, grantee for vhf Ch. 12 in Bismarck,
said the Texas oil man contemplated late sum-
i mer or early fall operation for all four of his

stations. He also holds construction permits for

Galveston, Tex., Billings, Mont.,, and Minot,
] N. D. The applications specify RCA equipment
| throughout, Mr. Prescott said.

Mr. Prescott, who also represents the success-
ful uhf Ch. 46 applicant at Sherman, Tex., the
. Sherman Television Co,, said that every effort
would be made to give service “probably by late
1 summer.”

1 Cecil W. Roberts, uhf Ch. 15 grantee for
Bloomington, I1l., informed B®T that he hopes
1 to start operating in about six months. Mr.
Roberts said other details have not been de-
cided.

S. W, Pipkin, one of the principals in Tele-
politan Co., permittee for vhf Ch. 12 in Clovis,
N. M., said that the starting date at this
moment was unknown, and that equipment had
not been contracted for as yet.

The Durham, N. C., grant made a fortnight
ago to T. E. Allen & Sons Inc., based on a
merged application owned 50% by T. E. Allen
& Sons Inc. [B®T, March 2], will bring tele-

vision to the Durham area about Nov. I, reports
John G. Johnson, general manager of WTOB.

The Durham TV station will be constructed
by Mr. Johnson and Jim Coan, and for interim
operation an RCA 1 kw transmitter will be
used. Mr. Johnson said there had been pre-
liminary conversations with NBC and DuMont
with regard to network affiliation, and that he
expects the Durham outlet will affiliate with
both.

At the same time, Mr, Johnson said WTOB-
TV Winston-Salem, uhf Ch. 26 grantee, will
probably get on the air between July 15 and
August 15. There are verbal commitments
with NBC and DuMont, he said, but no con-
tracts have been signed.

Central Illinois will get television reception
from vhf Ch. 3 by summer, according to August
C. Meyer, president of Midwest Television Inc.,
Champaign, Ill., which was granted a construc-
tion permit Feb. 26.

Construction plans will be launched im-
mediately and work will proceed as rapidly as
the acquisition of material will permit, Mr.
Meyer said. He explained that the firm holds
equipment priorities from both RCA and Du-
Mont, and, with the possible exception of the
tower, expects to encounter few difficulties.

The permittee’s officials revealed that all four
networks have expressed an affiliation interest.
Mr. Meyer, president of the company, and Mrs.
Meyer hold 51% of the stock; WSOY Decatur,
I, owns 20%, and Merrill Lindsay, executive
vice president of ‘WSOQY, is on the board of
directors of Midwest Television Inc.

The Champaign outlet plans a 750 ft. tower
on a site west of Seymour and will eventually
operate with 100 kw visual effective radiated
power. It will start with 25 kw ERP, however.

Mr. Lindsay said that although operating
plans are still tentative, the Champaign station
hopes to program more than 100 hours a week.

R. S. Howard, representing the Tribune-
Journal Co., licensee of KIRL Pocatello, Ida.,
said the starting date for the vhi Ch. 6 grantee
is unknown as yet. RCA equipment has been
specified. Mr. Howard reported that the net-
work affiliation and national representative are
unknown, but that since KJRL is a CBS affiliate,
TV affiliation will probably be the same.

Phil Jackson, general manager of KWOO
Chickasha, Okla., and 50% owner of Oklahoma
County Television & Broadcasting Co., Okla-

LOUISVILLE resident, Mrs. Paul E. Eubank,
takes part in WHAS-TV opening ceremonies
for the third time, by helping O. W, Towner,
engineering director, te bring in @ new Ch. 11
picture after the station’s increase in pawer
to 316 kw. Mrs. Eubank was chosen from a
WHAS radio audience in 1949 to break greund
for the new TY tower, ond a year later took
part in the debut of a telescope through which
Louisville pedestrians could see the nation’s
first 12-bay TV antenna.

homa City, Okla.,, uhf Ch. 25 grantee, said
“Right now it looks to us as if it will be around
the last of August or the first of September
before we can be on the air.”

T. V. Taft, treasurer of El-Cor Television
Inc., uhf Ch. I8 permittee for Elmira, N. Y.,
asserted that when he said last week [B®T,
March 2], there are “no plans for network
affiliation,” BROADCASTING ® TELECASTING mis-
interpreted his remarks. Actuoally what Mr.
Taft meant was that “While we have no definite
arrangement at present, we are seeking network
affiliation and are engaged in negotiations.”

Jack Harris, program director for KTYL-
TV Mesa, Ariz., grantee for vhf Ch. 12, said
“with good luck we hope to be in operation by
the first or second week in April.”

Stanley H. Durwood, general manager of
Durwood Theatres, owners of KEDD (TV)
Wichita, Kan., uhf Ch. 16 permittee, said equip-
ment will be GE throughout, will be delivered
in April, and that KEDD (TV) will go on the
air with a test pattern about May 10 and start
programming May 15 to June 1 with. initial
power of 2 kw visual ERP, using a 100 w trans-
mitter.

“GE has promised delivery of the 12 kw
transmitter in June,” Mr. Durwood said, “so we

From the word “Go'* in the “Go Cunard”
opening, the universal urge to travel is
really stimulated in this 1l-minute spot
that packs every second with sell. Quick -
glimpses of famous foreign sights merge . ’
into glamor shots of fun and luxury on ARR%- I
board . . . convincing proof that Cu-
nard’s way of “Getting there is half the
funl* A reprise of the “Go Cunard” New York: 200 East 56th Street '
opening clinches the sale for a Cunard Chicago: 16 East Ontarlo Street
sailing. Created by Sarra for The Cunard
Line through Kelly, Nason, Inc.
SPECIALISTS IN VISUAL SELLING
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should be to full power of over 200 kw visual

ERP in July.”

Larry H. Israel, partner in WENS (TV),
Pittsburgh, Pa, uhf Ch. 16 permittee, said
Petry will be national representative,

“We have signed a basic network affiliation
with ABC,” he said, “and have recently pur-
chased some 5% acres from WCAE-FM Pitts-
burgh, on the north side of Pittsburgh, about
7/10 of a mile from WDTYV (TV) Pittsburgh’s
transmitter site. WCAE has sold this site to
us inasmuch as it has switched its application
from vhf Ch. 11 to vhf Ch. 4. The sale in-
cludes the two-story transmitter building and
a 250 ft. tower which we will complete with
an additional 250 ft.

“The site is 1,331 ft., which makes it the
highest in this area. We have ordered a-12 kw
GE transmitter,” Mr. Israel said, “which will
give us an effective radiated power well over
200 kw.”

Edwin L. Jay, sales promotion director of
WNOW-TV York, Pa., reported that plans for
the commencement of TV operations have been
changed to mid-summer.

A pre-freeze station, WKRC-TV Cincinnati,
became the most powerful television station in
Cincinnati Feb. 26 when it signed on with power
of 60 kw, according to Fred Thomas, director
of promotion and publicity for the station.

The power increase is the first of three major
boosts planned by WKRC-TV within a month,
Mr. Thomas said, and the station plans to
jump its power to 250 kw. He added that
soon the station will go to 316 kw.

KFEL-TV Denver on vhf Ch, 2 was to have
increased its effective radiated power to 15,9
kw last week, according to Gene O'Fallon Jr.

If winter weather permits, erection of a 100
ft.,, RCA 6-bay superturnstile antenna on top
of the 100 ft. tower on Lookout Mtn. should
be completed by April 1, to provide an added
power increase to 28.2 kw.

Mr. O’Fallon said plans for third-dimension
television are due to be released soon. He also
reported that the chief engineer, Rhean Cun-
ningham, is to consult with the station's Wash-
ington engineers on its application for experi-
mental color authority.

Construction has started on the Mt. Wilson
transmitter building of KPIX (TV) Los Angeles,
new uhf Ch, 22 perriittee owned by John Poole
Broadcasting Co. A two-and-a-half story addi-
tion will be made to the existing one-story
building, which now houses the firm’s experi-
mental TV station KM2XAZ and the KFWB-
FM transmitter. (KFWB-TV, however, is not
connected with the Poole station; it is owned
and operated by Harry Maizlish.)

KPIX (TV), plans to start telecasting on a
test basis this summer.

Alan C. Tindal, vice president of WWLP
(TV) Springfield, Mass., uhf Ch. 61 outlet soon
to begin operations, announced that eight Ziv
television shows have been purchased for the
station, Program series includes Ziv’'s The
Living Book, Story Theatre, Sports Album and
Yesterday's Newsreel, Other programs pur-
chased by the station, Boston Blackie, The Cisco
Kid, The Unexpected and Your TV Theatre,
will be grouped under a plan known as “New
England Market Magic Merchandising.”

WDEF Gets Power Increase

WDEF CHATTANOOGA, Tenn., has increased
to 5 kw day and night on 1370 ke, according to
Carter Parham, president and general manager
of the station. The nighttime power formerly
was I kw. Mr. Parham also said the station
will join NBC, effective April 7. It is now an
ABC affiliate. The Branham Co. is national
representative.
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their interests to Crosley. The station is affili-

ROBINSON SUCCEEDS
LANE AT WLTV (TV)

Mr. Robinson, Crosley vice
president, takes over as gen-
eral manager of the newly ac-
quired WLTV, which March 17
becomes WLWA.

ANNOUNCEMENT was made Thursday of the
resignation of William T. Lane as president and
general manager of WLTV (TV) Atlanta, and
appointment of William P. Robinson, Crosley
Broadcasting Co. vice president in Cincinnati,
as his successor.

Simultaneously, it was learned call letters of
the outlet recently acquired by Crosley for $1.5
million {B®T, Dec.
15] will be changed
March 17 from |
WLTV to WLWA, |
with the licensee be- [1

{
|

coming Crosley |
Broadcasting of At- |
lanta Inc. |

Mr. Robinson, vet- [
eran Crosley execu- |
tive and vice presi- |
dent in charge of
programs, was in
Atlanta last week.
James D. Shouse,
Crosley  chairman
and vice president and senior executive of the
parent Avco, becomes chairman of the board
of the new Atlanta corporation. Robert E.
Dunville, Crosley president, becomes president
of the Atlanta subsidiary, with Mr. Robinson
as vice president and general manager.

At the time Crosley acquired WLTV last
December, Mr. Lane agreed to remain in charge
of management until details of transfer were
completed and until plans of the new ownership
were matured and new management installed.
He said he told Messrs. Shouse and Dunville
some time ago I
was not available to |
remain with the
company permanent- [
ly because of my de-
sire to pursue other
plans.”

Mr. Lane’s resig-
nation will become
effective, he said, as
soon as he has ful-
filled completely his
commitment % the
new owners. Mean-
while, “It will be a
source of personal
pleasure to me to assist them in launching their
plans for a large expansion of this property.”
Crosley has announced plans to increase power
to the 316 kw maximum for Channel 8.

The new call letters—WLWA—have been
used by Crosley's FM station in Cincinnati,
which will change, with FCC approval, to
WLWH.

Mr. Lane was vice president, general manager
and part owner of WAGE Syracuse before
joining Broadcasting Inc,, which took over the
Channel 8 franchise in Atlanta two years ago.
He and his associates in Broadcasting Inc, sold

Mr. Robinson

i

Mr. Lane

ated with ABC,
Mr. Robinson has been vice president in
charge of programs for the Crosley Cincinnati

operation since 1947, and is a 25-year radio
veteran.

e

KSTP-TV
viewers get
on-the-spot
local news
40 TIMES
ner week—
an indication
of KSTP's

vast television
production
facilities

—NBC —

-[FFF‘.FHTHI

Fl‘ﬁ“[‘ FETEY md COMPANY

100,000 WATTS
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N.Y.C. Would Use WNYC
As Street ‘Lamplighter’

CITY of New York wants to turn on its 180,-
000 street lights via a signal from its station,
WNYC, and has asked FCC to revise power
limitations to provide for momentary output in-
creases in specific situations.

New York officials, who have found a new
use for the broadcasting medium, estimate
$500,000 yearly can be saved if FCC gives its
approval. They claim all-electronic control of
the lighting system on the city’s 5,000-plus
streets would be cheaper, more flexible, standard
and safer in the event of an emergency.

The plan would provide for periodic jumps
in WNYC’s power from 2 to 5 w to broadcast
a “beep” signal, lasting only one-tenth of a
second and indistinguishable to the listening
audience, which would be relayed to a small
antenna on top of each light post. From the
antenna, the turn on or off signal would be
transmitted to a one-tube miniature receiver the
size of a small tin can inside the lamp proper.

May Opener for KWRT

KWRT, new 1 kw daytimer at Boonville, Mo.,
is expected to be on the air after the first of
May. Station is owned by William R. Tedrick,
also vice president and general manager of
WOKZ Alton, Ill. Mr. Tedrick said the staff
is now being selected, and a modern combina-
tion building is to be constructed at a site west
of Boonville on Highway 5. Gates equipment
has been selected. The station will operate on
1370 ke.

WTHI Resumes After Damages

WTHI Terre Haute, Ind., has assembled a
temporary studio at its radio center and re-
sumed broadcasting after a fire gutted its con-
trol room a fortnight ago, the station reports.
Fire destroyed the heart of the broadcast center
Feb. 24. WTHI resumed operation within an
hour from its transmitter site north of Terre
Haute, largely through the efforts of Program
Director Ben Falber Jr. and Chief Engineer
Don Petit, Damage was estimated by General
Manager Joseph Higgins at $25,000 to $30,000.

STATIONS

% U R B T el
SOME of principals at third annual Regiona
TV Seminar Feb. 27-28, sponsored by WAAM
{TV) Baltimore and Johns Hopkins U, [BeT,
March 2], included (I to r): Herman Cohen,

vice president, and Ken Carter, general man-
ager, WAAM; Harold E. Fellows, president,
NARTB; Ben Cohen, president, WAAM, and
Detlev W. Bronk, president, Johns Hopkins U.

WTVJ's TV Conference
Set for March 27-28

FLORIDA TV applicants have been invited to
the state's first television conference to be held
in Miami, March 27-28. Plans and details of
advancing the medium in that city will be dis-
cussed. Called by Mitchell Wolfson, president,
WTV] (TV) Miami, the session will feature
speeches by Richard Doherty, director of em-
ployer-employe relations, NARTB; Clarence
Lott, south Florida manager, Southern Bell
Telephone & Telegraph, and H. Preston Peters,
president, Free & Peters, station representatives.

Mr. Wolfson and his staff have also invited
representatives of the Us. of Miami, Florida
and Tampa and the Dade County School
Board, television applicants. Arrangements are
being handled by Burt Toppan, WIVI’s sales
promotion manager.

Kingsley H. Murphy Dies
KINGSLEY H. MURPHY, 66, president, KSO
Des Moines, died at his home in Minneapolis
last Wednesday. He was a member of the
board of the Minneapolis Star and Tribune
Co., and formerly was sécretary-treasurer of
the Minnesota Tribune Co., which pub-
lished the Minneapolis Tribune.

. o o 00

I¥'s the agency executives’ business
paper—the only magazine edited
exclusively for them!

Why do more agency men read Advertising Agency Magazine
than any other advertising publication?

Agency time buyers—the men you want to
reach—read idea-packed articles like these

in every issue:

The Jingle’s Place On Radio Today
What makes TV commercials click?
TV’s effect on magazine-readership
What about TV costs?

Radio-TV billings in agencies

Editorial impact for your best prospects
assures sales impact among the men whe
can give you spot and network business!

Adverlising Agency Magazine 48 West 38th St, New York 18. Member ABC, ABP
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WDTYV (TV) Changeo;‘

WDTV (TV) Pittsburgh will change from vhf
Ch. 3 to Ch. 2 and boost power to 100 kw
in late June, Harold C. Lund, general manager,
said last week. Raymond W. Rodgers, chief
engineer, said WDTV was delaying the change-
over until then for delivery of a new design
antenna which will eliminate dead spots in
the immediate coverage area.

Mr. Rodgers asserted WDTV's coverage
area will be increased “slightly more than
20%." WDTV will not be off the air during
the changeover period, he said, The station’
will have a 25 kw main transmitter and a 5 kw
auxiliary transmitter. [Its present six-ton, three-
bay antenna will be replaced by a six-bay,
eight-ton antenna.

WWRL-FM to Start June 1

LONG ISLAND Broadcasting Corp., licensee
of WWRL Woodside, L. I., which has an FCC
grant for a new 10 kw FM station on Ch. 286
(104.3 mc), plans to start operation about
June 1, according to station manager Edith
Dick. Station will use the call leiter WWRL-
FM. A 10 kw RCA FM transmitter is being
installed at Woodside and is expected to be
completed by May 1. Station will broadcast
daily 3 p.m.-! am. and will duplicate pro-
grams carried by WWRL, Miss Dick added.

WPIX (TV) Power Increase

INCREASE in power to 100 kw, maximum
permitted by FCC regulations, was effected by
WPIX (TV) New York last Thursday. Cost
of power amplifiers added to WPIX's equip-
ment was estimated at more than $100,000.
This is the second power increase granted the
station since it moved its transmitter to the
Empire State Bldg. tower in 1951. At that
time the outlet was transmitting with 3.6 kw,
and in August that year, the FCC increased its
power to 21 kw. WPIX on vhf Ch. 11 is owned
and operated by New York Daily News.

w. Randall Harris Dies

W. RANDALL HARRIS, 54, treasurer and
assistant general manager of the Asheville
Citizen-Times Co., licensee of WWNC Ashe-
ville, N. C,, died Feb. 20 after a heart attack.
He was president of the North Carolina Press
Assn. Survivors are his wife, Inez, a son, a
brother and two sisters.
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Radio-TV’s Safety Program
Increase Is Noted

INCREASE in the number.of programs and in
program time devoted to highway safety on
radio and television stations was praised last
week by Paul Jones, director of public informa-
tion for the National Safety Council and spokes-
man for the jury members of the fifth annual
Alfred P. Sloan Highway Safety Awards.

Mr. Jones said that increased interest in
safety by radio and TV stations is shown in the
nominations now being received not only for
the Sloan awards but for the public interest
awards for general safety conferred by the Na-
tional Safety Council in all media.

The Sloan awards, which are given to radio
and TV stations, networks and advertisers, for
outstanding contributions to highway safety,
will be presented this year at a dinner at the
Hotel Plaza, New York, May 26. Portions will
be filmed and presented on American Inventory
May 31.

WMAQ Tea Merchandising

WMAQ Chicago, NBC o & o outlet, has
extended its “chain lightning” merchandising
plan to some 310 National Tea Co. stores and
now covers 770 food stores with estimated an-
nual gross sales of more than $875 million.

Expansion of the plan, which WMAQ
launched a year ago and which was extended
recently to WNBC-WNBT (TV) New York
[BeT, Jan. 26], was announced Tuesday by
Harry C. Kopf, NBC vice president and general
manager of WMAQ. Plan is designed as a mer-
chandising aid for special in-store promotion
for food and allied products.

The 770 stores covered by the project include
super-markets of National Tea Co., Great
Atlantic & Pacific Tea Co. and Jewel Tea Co.
in a five-state area (Illincis, Indiana, Michigan,
Iowa and Wisconsin) within WMAQ's area.

Yirginia Community TV Bid

ALMOST on the heels of a uhf TV grant to
Charlottesville, Va., the ¢ity council appointed
a committee to consider an ordinance providing
for the city to advertise for bids on a franchise
to operate a community TV system in the U. of
Virginia area.

WCHV-TV, uhf Ch. 64, was granted to the
operators of WCHV (AM) in January.

Council’s action came after application was
made for permission to operate a community
TV system in Charlottesville by Rivanna Elec-
tronics Corp., comprising Staunton, Va., and
Baltimore principals. Community TV systems
already are operating in Harrisonburg, Staunton
and Bluefield, Va. Charlottesville law puts a
30-year limitation on franchises.

WNAC-TV Antenna Topples

POWER increase at WNAC-TV Boston has
been delayed six to eight weeks because the
five-ton, 87-foot antenna crashed 12 feet into
the ground as it was being installed Feb. 20.
The antenna, valued at $80,000, fell from the
top of the station’s 350-foot tower in Medford.
Programs were not affected, as a temporary
antenna was being used during the construction
period. WNAC-TV is boosting power from 26
kw to 200 kw.
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CONTRACT for 5 kw vhf DuMont TV trans-
mitter and associated equipment for KTYL-TY
Mesa, Ariz., which alse will serve Phoenix, re-
ceives signatures of "Red’’ Harkins (r), Har-
kins Broadcasting Co., and Donald A. Stewart,
sales representative, DuMont’s TV transmitter

division. Station expects to be on the air by

April 15,

New Building for WSAZ

REMODELING has begun on new head-
quarters of WSAZ-AM-TV Huntington, W. Va,,
with the occupancy set for July 1, according to
L. H. Rogers, vice president and general man-
ager. Three-story brick structure will house
“the very latest” in TV and radio equipment,
officials said.

SEN. TOBEY SIGNS
FOR WCBS PROGRAM

SEN. CHARLES W. TOBEY (R-N. H.), Bible-
quoting star of the 1951-52 Kefauver Crime
Committee hearings, is going to have his own
radio program beginning-March 14. He will
appear on Saturdays at 6:45-7 p.m. over CBS’
flagship, WCBS New York, for observations
and comments on the week’s news. His fee will
be $200 a week, it was said.

CBS said it had an exclusive on Sen. Tobey’s
services which precludes his appearance “on any
similar radio series.”

Sen, Tobey said, “I have been given carte
blanche by WCBS to discuss anything I like.
Uppermost in my mind will be the Senate
crime hearings, but 1 will discuss anything of
the day’s interest.”

When Sen. Tobey is unable to be in New
York for his weekly radio series, his talks will
be tape recorded. Edward P. Morgan, CBS
newsman, will act as “anchor man” for the
series, CBS said.

WMGM Signs ‘Continental’

WMGM New York announced last week it
has signed Renzo Cesana (“The Continental”)
to a contract under which the performer will
receive approximately $500,000 over a four-
year pericd. Pact calls for Mr. Cesana’s serv-
ices on the air, Monday through Friday, 11
a.m.-12 noon EST, effective today- {(Monday).
Program will be offered for sponsorship, station
reported, on a participating basis, either in 15-
minute segments or participating one-minute
spots, where available.
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will keep favoroble TRADE
WINDS blowing your way!

Leo Burnett Agency is using WILK for the second year for the
Jack Hunt Program of Pillsbury Mills, Inc. Experience has
proved to top advertisers that it's the best buy in the market!

ive you maximum coverage.
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WILK-TV will soon be on the air with ABC and DuMont Networks.

Its quarter million watts, ER.P. will g
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Since going on the air
we have enjoyed the

BEST
IN () SALES

since we started
handling this product’

This quote is from a letter by one
of the local merchants who are
using an all-time record volume of
advertising on WSYR. These are
the people who really know what
keeps the cash registers ringing.
You can profit by their experience.

* Name of product and copy of

letter on request.

Write, Wire, Phone or
Ask Headley-Reed

JACUSE

NBC Affiliate

INCREASE |

MERCHANDISING

IN THE TRI-CITY AREA
TO GIVE YOUR PRODUCT

WPTR

50,000 WATTS

UPSTATE NEW YORK'S
LEADING INDEPENDENT
ALBANY SCHENECTADY-TROY

ASHK YOUR

WEED REPRESENTATIVE
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NETWORKS

ROBERT SARNOFF HEADS STRENGTHENED
NBC FILM DIV. IN MAJOR RESHUFFLE

"Rapid and continuing expansion” of the 1952-formed NBC Fifm Div.
"beyond network operations” brings its establishment as a third

major network division.

General Attorney Gustav B. Margraf be-

comes vice president in charge of talent and program administration
and is succeeded by Thomas E. Ervin who becomes a vice presi-
dent in changes at NBC board meeting.

ESTABLISHMENT of the Film Div. as NBC’s
third principal operating division, headed by
Vice President Robert W. Sarnoff, and promo-
tion of Vice President Gustav B. Margraf from
general attorney to
the new post of vice f
president in charge
of talent and pro-
gram administration
were announced by
President Frank
White last week.
Thomas E. Ervin,
assistant general at-
torney, was named
to succeed Mr. Mar-
graf as general at-
torney and at Thurs- i i
day’s board meeti.ng Mr. Sarnoff
was elected to a vice
presidency, according to Mr. White.

In the film division organization Carl M.
Stanton, former manager of network television
programs, was named to the new position of
division director, while in the program de-
partment realignment Fred Shawn, who has
been director of production services, was
named to the new post of director of program
administration under Mr, Margraf, and John
Rayel, formerly talent and program coordina-
tor, was promoted to succeed Mr. Stanton
as television program manager.

The decision to set up the Film Div. as a
separate operating division, alongside the Net-
works Div. and the Stations Div., was attributed
to its “rapid and continuing expansion in
areas beyond network operations.” The di-
vision was formed last June and has been
headed by Mr. Sarnoff since its creation. Un-
der the new management, Mr. Sarnoff will re-
port directly to President White, rather than
to John K. Herbert, vice president in charge
of the radio and TV networks.

$5 Million Film Operation

It was understood that its film operations
accounted for around $5 million of NBC's in-
come last year. This figure included not
only the operations of the Film Div., but also
the film operations of the NBC-TV network,
such as Dragnet, etc. Authorities estimate
the company's annual yield from films may
reach as high as $40 million by 1956,

President White said:

“The NBC Film Div., which was established
in June 1952, has developed to the point where
it is a major operation of the company, and
is continuing to expand into new fields of ac-
tivity. Its volume of film syndication sales
has increased very substantially and its activi-
ties embrace many varied aspects of film pro-
curement, distribution and servicing. We feel
that it has a great and growing potential as a
centralized source of film material and serv-
ices, not only to the NBC television network

and to the television stations we operate, but
also to other stations and enterprises.”

By making the division a separate principal
operating unit, he said, “It can most effectively
develop its opportunities of providing the tele-
vision industry and related enterprises with
a full scope of film services.”

Mr. Sarnoff announced the appointment of
Mr. Stanton as director of the division, and
also disclosed that the film and kinescope op-
eration unit and its manager, Frank Lepore,
are transferring to the division. Technical
production of Kinescopes remains in the pro-
duction dept.’s technical operations unit.

Transfer of the film and Kinescope unit, Mr.
Sarnoff said, gives the division the NBC film
library with more than 15 million feet of film
covering more than 2,000 subjects.

“We expect to make the film library an im-
portant source of film material for operations
within and outside of NBC, and to expand the
film procurement activity, in addition to de-
veloping a full range of services relating to
film,” he asserted.

The appointment of Mr. Margraf as vice
president in charge of talent and program
administration, President White explained, con-
solidates “the important functions of talent
negotiation and the business administration of
programming under an able executive who has
already had broad experience in these fields.”

Margraf's Responsibilities

Charles C, Barry, program vice president,
to whom he will report, said Mr. Margraf
will have full responsibility for conducting
and supervising all talent and package program
negotiations for both radio and TV networks;
will also supervise the conduct of all business
and administrative functions within the pro-
gram department, and will be Mr, Barry’s
deputy when Mr. Barry is absent. He also
will supervise the work of the NBC talent
office, which is managed by Hal Kemp.

Program Administration Director Shawn,
who also will report to Mr. Margraf, will head
an organization composed of Arch Robb,
manager of program services; Ludwig Simmel,
manager of co-op programs; Leslie Vaughan,
business manager for public affairs; Grace
Sniffin, office manager for radio programming,
and the business offices in the various program
units. Mr. Shawn’s responsibilities include
control of programming and departmental ex-
pense, package program pricing, and general
departmental administration.

His successor as director of production serv-
ices will be announced “shortly,” NBC said,.
by Frederic W. Wile Ir., vice president in charge
of the production department.

President White noted that with Mr. Margraf
in his new assignment Mr. Barry and other
key program executives—Thomas McAvity,
national program director, and Davidson Tay-
lor, director of public affairs—will be able to
concentrate “on the basic tasks of program
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planning and development.” Messrs. McAvity
and Taylor continue to report to Mr. Barry.

Mr. White added:

“It is particularly gratifying to know that
as our needs enlarge, we have within our own
organization skilled and experienced exec-
utives who are able to advance to new and
broader responsibilities, creating continuing
opportunities for promotion within the com-
pany.”

In welcoming Mr. Margraf to the program
department, Mr. Barry noted that “as NBC’s

Mr. Ervin

Mr. Margraf

general aitorney he has worked closely with
us, and over the past years he has played an
important role in negotiations which brought
many of the nation’s top éntertainers and out-
standing program properties to NBC.

“He also has demonstrated an unusual abil-
ity to deal in an effective and practical manner
with complicated business problems relating to
our program operations. We have valued his
services as a lawyer and we feel fortunate in
having him now as one of the key operating
executives in our department.”

Mr. Sarnoff started his civilian career in late
1945, after service in World War 1I, as assist-
ant 1o Gardner Cowles Jr., president of Cowles
Broadcasting Co. and publisher of the Des
Moines Register and Tribune, moving to the
staff of Cowles’ Look magazine in New York
after a year in the Midwest.

He joined NBC Jan. 1, 1948, as an account
executive in the sales department, became as-
sistant to the national program manager for
the TV network the following November, was
made television production manager in June
1948, and subsequently served as NBC-TV
program sales manager. In January 1951 he
was named director of NBC unit productions,
with responsibilities including the Comedy
Hour, All Star Revue, Your Show of Shows,
and Kate Smith Hour. He also supervised the
NBC-TV opera theatre and inaugurated and
completed the 26 half-hour Victory at Sea
documentary. He was clected a vice president
in June 1951 and was placed in charge of the
new Film Div. a year later.

Mr. Sarnoff, son of Brig. Gen. David Sarnoff,
board chairman and chief executive officer of
RCA, was born July 2, 1918, in New York;
attended private schools there and was grad-
uated from Phillips Academy at Andover, Mass.,
in 1935 and from Harvard with a BA in gov-
ernment and philosophy in 1939. In August
1941, after a year at Columbia Law School, he
joined the Washington office of Gen. William
Donovan, then Coordinator of Information.
From March 1943 until late 1945 he was in
the Naval Reserve, emerging as a lieutenant
after serving as a communications officer in
the Office of Chief of Naval Operations, then
for almost two years with Adm. William F.
Halsey in the South Pacific, and later as Navy
liaison dealing with broadcasting networks.

Mr. Margraf joined NBC in October 1942
when he assumed charge of the Washington,
D. C,, office of the law firm of Cahill, Gordon,
Zachry & Reindel, with which he had been asso-

BROADCASTING ® TELECASTING

ciated in New York since September 1939.
As legal representative of NBC in Washington,
he acted on behalf of the network in many
hearings before the FCC and before various
committees of Congress.

In July 1948 at the age of 33, he was elected
vice president and general attorney for NBC.
In this capacity, Mr. Margraf was said to have
played a leading role in the development of
television in its formative years, assisting in
policy decisions and in such areas as talent and
program agreements, station agreements and
basic legal and business planning.

Born in Cape Girardeau, Mo., on May 14,
1915, Mr. Margraf -was graduated from South-
eastern Missouri State Teachers College there in
1936 with an AB degree. He received his LL..B
degree from Duke U. School of Law in 1935,

Mr. Margraf is a member of the bars of sev-
eral states, federal courts and government
agencies, and has been active in the American
Bar Assn., the Federal Communications Bar
Assn., and other bar associations.

Mr. Ervin, who joined NBC's legal depart-
ment in March 1948, was named assistant gen-
eral attorney in July of that year. He has repre-
sented NBC in many proceedings before the
FCC and the courts as well as handling many
major legal matters, particularly in relations
with advertisers, agencies and stations.

Before his association with NBC, Mr. Ervin,
as a civilian lawyer, served as deputy to Brig.
Gen. Telford Taylor, in charge of prosecuting
the second series of war crimes trials at
Nurenberg, Germany. Mr. Erwin had served
in the Army from April 1941 until May 1946,
when he was released as a lieutenant colonel.

He was associated with various law firms in
New York from 1935 until the time of his
Army service. Mr. Ervin received his AB de-
gree from Ohio State U. in 1932 and his LL.B
degree from Columbia U. School of Law in
1935. He was born in Middleport, O, on
Nov. 28, 1911.

Mr. Stanton, who joined NBC in August 1949
as director of the television talent and new

Mr, Shawn
programs department, was named dircctor of

Mr, Stanton

TV commercial program planning in 1951.
When NBC's radio and TV networks were
integrated in 1952, he was placed in charge
of television network programs.

Mr. Shawn is a veteran of 20 years in all
facets of the radio and television industry. In
his most recent position as director of pro-
duction services, he was responsible for the
supervision of major areas of production, in-
cluding staging services, special effects, pro-
duction coordination and production operations.

His first job in broadcasting was as a ve€al
soloist and announcer at WLW Cincinnati in
1932. The following year he moved to NBC in
Washington for a similar position and was soon
named assistant station manager. He was ap-
pointed assistant to the vice president for net-
work programs in April 1945, and served in a
series of executive posts both in New York and
Washington until late 1952 when he was named
director of production services.
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Reorganized network moves
to implement programming
and sales with production of
new films. Also announced:
Williom Materne’s appoint-
ment as AM-TV network sales
manager.

IN ITS first major talent acquisition since its
merger with United Paramount Theatres, ABC
last week announced the signing of George
Jessel to a long-term contract covering his ex-
clusive services as a performer and producer
for the ABC radio and television networks.

The announcement was made by ABC Presi-
dent Robert E. Kintner on Friday, coincident
with the convening of the ABC Television
Stations Advisory Committee for its first post-
merger meeting with top officials of the network
and its new parent company, American Broad-
casting-Paramount Theatres Inc. A similar
meeting with The Radio Stations Advisory
Committee was held the preceding Friday [B'T
March 2].

Negotiated by Weitman

The contract with Mr. Jessel, a long-time star
of the entertainment world, was negotiated by
Robert M. Weitman, a veteran showman and
UPT vice president who, coincident with the
UPT-ABC merger, also became ABC vice presi-
dent in charge of programs and talent.

Terms of the contract were not disclosed,
except to say that it was “long term,” that Mr.
Jessel will represent ABC as a “goodwill am-
bassador” at public and private functions as
well as in performances and productions, and
that he will be able to continue his motion pic-
ture work. He joins ABC June I.

“In addition to being featured on his own
programs on ABC radio and ABC television,”
President Kintner said, *“Jessel’s diversified
talents will be available for other strategic pro-
gram planning now going forward for the fall.”

Vice President Weitman said signing of Mr.
Jessel, whom he called “the premier showman
of the entertainment world,” puts ABC radio
and TV networks “in a most enviable position.

. His talents, vision, and leadership bring to
ABC a truly incalculable wealth of program-
ming inspiration and know-how.”

In other ABC developments, William M.

NETWORKS

JESSEL GETS TALENT-PRODUCER CONTRACT

(Bud) Materne, former national spot sales man-
ager for the owned radio stations, was named
national sales manager for the network’s owned
radio and TV stations. It also was disclosed
that the second of two “top-flight” TV films re-
recently announced by ABC will star actor
Barry Sullivan and that a pilot film already is
in production. It will be titled Crackdown.
The other series, with a pilot film also already
in production, is Pride of the Family, starring
Paul Hartman, comedian and dance satirist.
Both pilot films are slated for completion in
time for showing to advertisers and agencies
by the end of next month.

Programming, operations, and general
planning were slated for discussion at the
meeting of network officials with the TV Sta-
tions Advisory Committee in New York Friday,
with the expectation most of the planning
would be shown to be, as in the case of radio
network plans, more in the nature of long-
range blueprinting, not immediate.

Another- item on the agenda: Selection of &
committee chairman to succeed Mort C.
Watters of WCPQ-TV Cincinnati, who, it was
disclosed, has resigned from the committee
because his station, while affiliated with ABC-
TV and continuing that affiliation, also origin-
ates some shows for the DuMont TV Network.

Two new members of the committee were
to be installed at the meeting: Roger W. Clipp
of WFIL-TV Philadelphia, and Owen Saddler
of KMTV (TV) Omaha. Other committee
members: Kenneth Berkely, WMAL-TV Wash-
ington; William Lane, WLTV (TV) Atlanta;
Frank Snyder, WXEL (TV) Cleveland, and
Otto Brandt, KING-TV Seattle. Resignation of
Mr. Lane from WLTV was announced Thurs-
day by Crosley Broadcasting Corp. (see story
page 67).

Mr. Materne’s appointment as national sales
manager for ABC’s owned radio and TV sta-
tions was announced Wednesday by Ted Ober-
felder, vice president in charge of owned radio
stations, and Slocum Chapin, vice president for
owned TV stations, and was effective im-
mediately.

Mr. Materne joined ABC in September 1949
as an account executive, became general man-
ager of ABC's WABC New York (formerly
WIZ) in March 1952, and was named national
spot sales manager of the owned radio stations
last December.
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STEEL parts collected by U. S. Steel Co. for
use of Don Herbert in his demonstrations on

an NBC-TY Mr. Wizard telecast on 46 sta-
ticns are sorted by Edward C. Logelin (c),
Chicago district public relations director, U. S.
Steel, and his assistants, Messrs. Alfred W,
Wilson (I) and Thomas E. Ward.

"Toast of Town’ to Get
20th Cent.-Fox Film Clips

FORESHADOWING closer cooperation be-
tween television and motion pictures,. 20th
Century-Fox Corp. announced Tuesday it has
signed a two-year contract with the Ed Sullivan
Toast of the Town CBS-TV show for presen-
tation of a series of “miniature world pre-
mieres” of the film company’s pictures as a
regular monthly feature program.
Transaction was said to represent the first
significant move on the part of a major film
studio in the direction of an active liaison
with television. Though the larger film com-
panies occasionally have used spot announce-
ments to promote their productions, their
policy in the years of TV’s growth generally
has been to prohibit or limit the appearance

‘of their films and personalities on TV.

Almost as precedent-shattering was a deci-
sion by Fox to permit actors and actresses
connected with the films to make non-perform-
ing appearances on Toast of the Town for the
purpose of receiving awards and honors on
special occasions.

Contract was arranged by Charles Einfeld,
vice president of 20th Century-Fox, and Mr.
Sullivan. It calls for presentation of highlight
scenes, running in length to six minutes, from
at least 24 Fox releases in next two years.

Advertisers Boost Lineups

SPONSORS of five DuMont TV Network pro-
grams have increased their respective station
lineups ranging from three markets to 12. Ad-
miral Corp., through Erwin, Wasey & Co., has
added 12 stations for Bishop Fulton J. Sheen’s
Life 1Is Worth Living program {Tues., 8-8:30
p.m. EST), bringing the total to 65. Serutan
Co., through Edward Kletter Assoc., has
boosted its network for Life Begins at Eighty
(Fri., 8-8:30 p.m.) to 50 stations by adding
nine. American Chicle Co., through Dancer-
Fitzgerald-Sample, has added 11 stations, reach-
ing a total of 45 for its co-sponsorship of Rocky
King, Detective (Sun., 9-9:30 p.m.). Wine
Corp. of America, through Weiss & Geller, has
placed Where Was I? (Tues., 9-9:30 p.m.) on
six additional outlets, bringing the total to 33,
and Tide Water Assoc. Qil Co., through Lennen
& Newell, has added three stations for Broad-
way to Hollywood {Thurs., 8:30-9 p.m.), which
puts the total at 10.
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NBC-TV Plans to Present
‘Dignified’ N. Y. Easter

CRITICISMS which descended upon television’s
coverage of the 1952 Easter parade are not
being forgotten this year. Last week NBC,
announcing its 1953 Easter TV plans, described
the programming as “a dignified full-hour pro-
gram of spring fashions and family celebration,”
and stressed that sponsorship will be "under
dignified auspices.”

Titled Easter in New York, the program
will be carried at 12:30-1:30 p.m. EST, and
will originate from the Palazzo d'Italia roof
garden above Fifth Ave. opposite St. Patrick’s
Cathedral. Jack Mills will be the director.

CBS-TV’s Easter~~Then and Now, (1-2
p.m. EST) will show changes in the observances
of Easter in New York during the past three
centuries. The program will utilize services
of station personalities, some stationed at the
Plaza Hotel and others opposite St. Patrick’s
Cathedral. John Peyser will produce the show
and Byron Paul and Lloyd Gross will direct.

WPIX (TV) New York's telecast of the
Easter parade will be sponsored for the second
straight year by Peerless Camera Stores, New
York. Commercials will sell the sponsor’s
cameras, audio and scientific equipment.

Doug Edwards to Speak

DOUGLAS EDWARDS, newscaster on his
own CBS-TV news show, will make the open-
ing address before the 29th annual convention
of the Columbia U. Scholastic Press Assn. in
New York Thursday. This is said to be the
first time the university forum has been opened
with a talk by a newsman representing the
broadcast industry.

Everett Holles Named
MBS Washington Chief

EVERETT HOLLES, Mutual Washington
commentator and veteran newsman, last week
was appointed director of Mutual Washington
operations [CLOSED
Cmcurt, March 2]
Effective today
(Monday), he suc-
ceeds Hollis Seavey,
who resigned to be-
come director of the
Clear Channel
Broadcasting Service
[B®T, Feb. 23]. He
also will continue to
serve as moderator
of the MBS Report-
ers' Roundup co-op
program (Mon., 9-
9:30 p.m. EST).
Mr. Holles has been engaged in news report-
ing for some 30 years in this country and
abroad. He was the “pool” reporter for the
networks’ coverage of President Eisenhower’s
pre-inauguration visit to Korea.

He has covered three wars, a number of inter-
national conferences, coronations, United Na-
tions and League of Nations meetings, and Hit-
ler's march into the Rhineland, and wrote the
book Unconditional Surrénder. He joined
Mutual’s Washington news staff as a commen-
tator in August 1950.

Mr. Holles
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TUFT TO HEAD RCA
PERSONNEL, LABOR

EDWARD M. TUFT, vice president in charge
of organization and development of the RCA
Victor Div., has been elected vice president in
charge of personnel, including labor relations,
President Frank M. Folsom announced Thurs-
day.

His announcement followed a meeting of
the RCA board, eight of whose members,
headed by Brig. Gen. David Sarnoff, chairman
of the board, were stated to leave Friday for
the West Coast to inspect RCA and NBC fa-
cilities.

Gen. Sarnoff announced, following the Thurs-
day session, that a dividend of 87%4 cents per
share had been declared on cutstanding shares
of $3.50 cumulative first preferred stock, for
the period Jan. ! to March 31, payable April
I to holders of record March I6.

Eight members of the RCA board and four
other officers making Coast trip included:

Gen. Sarnoff and President Folsom; Walter A.
Buck, John T. Cahill, Gano Dunn, Harry C.
Ingles, C. B. Jolliffe, and Edward F. McGrady,
all boar@ members, and Orrin E, Dunlap Jr,
vice president in charge of advertising and pub-
licity; Ernest B. Gorin, vice president and trea-
surer; Emanuel Sacks, vice president, and John
Q. Cannon, secretary.

Emerson Statement

EMERSON Radio & Phonograph Corp. and
subsidiaries, N. Y., reported Feb. 27 a consoli-
dated net profit, before provision for federal
taxes, of $1,915,366 for the I13-week period
which ended Jan. 31, 1953.

MANUFACTURING

January Set Production
Up 60% Over ‘52 Period

PRODUCTION of radio sets in January ex-
ceeded that of one year ago by 60%, according
to the monthly production report by Radio-
Television Mfrs. Assn. The January output
totaled 1,093,142 radio sets compared to 632,-
455 a year ago and 1,202,503 in January 1951.

TV output set a new January record, 719,234
receivers being produced by the industry com-
pared to 404, 932 the same month in 1952 and
650,700 in January 1951. Output of TV sets in
December 1952 was 921,086 units while radio
output totaled 1,325,158 receivers. December
was a six-week factory work month compared
to four weeks in January.

Of the January 1953 radio production, 361,-
921 were home sets, 189,592 clock radios, 93,-
962 portables and 447,667 auto radios. Of the
radio output, 39,477 sets had FM tuning facili-
ties, . with another 7,397 TV sets having FM
tuners,

Retail sales of both radio and TV sets de-
clined seasonally in January from December’s
high level, according to RTMA’s dealer survey.
An estimated 640,073 TV sets and 414,726
radios (excluding auto sets) were sold at retail
in January. December sales were estimated at
1,049,770 TV and 1,514,688 radio sets.

Manufacturers sold 37,343,081 receiving
tubes in January compared to 43,220,393 in
December. Cathode ray TV tube sales totaled
825,209 units in January compared to 1,011,151
in December.
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EXPLAINING Motorola microwave TV relay
equipment installed by Mountain States Tele-
phone & Telegraph Co. for KBTV (TV) Denver

i
Tk
i

i

r
.

are (I to r} Jerry Posakony, Motorola engineer,
and Hubert Sharp and Donald Miller, radio
engineers for the telephone company,

New Microwave TV Relay
Announced by Motorola

NEW microwave TV relay designed to transmit
television signals to remote points up to 200
miles has been announced as available by
Motorola Inc. of Chicago. The system can be
used either for stub relay of network broad-
casts to remote localities or as “STL” inter-
connects between centrally located studios and
remotely located TV transmitters, a Motorola
spokesman said.

The system makes possible the transmission
on a single microwave radio frequency channel
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of the video and audio signals, plus a two-way
voice order wire or cue channel, Motorola re-

ports. All the equipment except an amplifying.

apparatus at the receiving terminal is installed
in weatherproof housing.

First of the Motorcla relay installations has
been completed by Mountain States Telephone
& Telegraph Co. for KBTV (TV) Denver be-
tween the telephone company’s radio relay
terminal in Denver and KBTV's TV transmitter
on Lookout Mt. 14 miles away.

ATl DEMONSTRATES
NEW 3-D DEVICE

AMERICAN Television Inc. last week threw
open its doors for public inspection of its new
three-dimensional TV device and confirmed it
would seek permission to demonstrate it be-
fore the FCC [Crosep Crcurt, March 2].

Both public and press were invited to witness
a demonstration at the headquarters of Amer-
ican Television School, ATI subsidiary, at 5050
N. Broadway, Chicago.

Ulysses A. Sanabria, ATI president, told BeT
his company is preparing a petition, to be filed
with the Commission “sometime during
March.” Mr. Sanabria will ask the Commis-
sion to withhold approval on final color TV
standards until such time as 3-D TV can be
incorporated with colorsets.

RCA’s Goldsmith Issued Patent

For Tri-Color Television Tube

A PATENT on the invention which led to
RCA’s first demonstrated direct-view, tricolor
television picture tube has been issued to Dr.
Alfred N. Goldsmith, consulting engineer and
a pioneer in radio, who has assigned the patent
to RCA.

The invention was made more than 10 years
ago. In it, the face of the kinescope is coated
with hundreds of thousands of red, green, and
blue phosphors which, when excited by pre-
cisely controlled and rapidly scanning electron
beams, produce color pictures.

Tubes of this sort were first shown publicly
by RCA on March 29, 1950, in Washington,
D. C., in demonstrations of its compatible color
TV system. A patent on improvements permit-
ting a compact arrangement within a single-
neck tube of the electron guns that provide the
scanning beams was issued last May to Alfred
C. Schroeder, RCA Labs Div. research engineer.

——PERSONNEL RELATIONS—

AFTRA Concludes Wage Pacts
With Six Indies in Chicago

AMERICAN Federation of Television & Radio
Artists last week completed wage agreements
with six Chicago independent stations and was
negotiating with a seventh—the AFL’s WCFL.

The AFTRA agreement covers announcers,
actors and singers at WIND WIID WAIT
WAAF WHFC WSBC and WGES. It provides
for severance pay clauses (one week’s sever-
ance for each year of service) and increased
minimum pay boosts for freelance talent rang-
ing from $12.50 to $14.50. The pay increases
amounted to approximately 10%, according to
Raymond Jones, executive secretary of AFTRA.,

Creation of a Film Producers Assn. of Chi-
cago, with George Becker, Vogue-Wright Stu-
dios as president, also developed in Chicago
last week.

The new association, which has applied for
a charter, is not concerned with wage or con-
tractual relationships but seeks to promote in-
dustry, government and other public relations.
It comprises a group of companies which pro-
duce motion pictures (some for TV, like Kling
Studios Inc.) for commercial, industrial and
training uses.

SAG-Film Agreement

SCREEN ACTORS GUILD three-month old
strike against producers of TV filmed commer-
cials ended officially last Monday after units
throughout the country had ratified a contract
approved by the union’s board of directors and
the Film Producers Assn. of New York [BeT,
Feb. 23].

FPA announced Thursday it is sponsoring a
forum discussion in New York on Monday to
explain the workings of the new contract.

Rosenbaum lIssues Report

On Musicians’ Trust Fund

THE MUSIC Performance Trust Fund, which
annually disburses money to pay musicians for
free public performances of music in 654 areas
throughout the U. S. and Canada, during 1952
spent $1,827,984 to this end, according to
trustee Samuel R. Rosenbaum’s eighth semian-
nunal report and statement.

The fund is supported by contributions from
phonograph recording and transcription firms
and from makers of TV films containing music,
through an agreement with the American Fed-
eration of Musicians, Mr. Rosenbaum said.

Administration and other costs were $139,-
670, while $1,689,919 was paid to musicians
for the free public performances, Mr. Rosen-
baum said. Contributions from record manu-
facturers for the same period totaled $1,762,140,
while electrical transcription firms contributed
$49,161, according to the report. With $20,-
717 contributed by makers of TV films, total
receipts by the fund during 1952 were $1,844-
276, the report indicated. There was a bal-
ance of $1,100,266 at the end of 1951, and
$1,116,558 at the end of 1952.

Separate funds are kept on receipts and dis-
bursements of revenue received from phono-
graph record and transcription manufacturers,
and on revenue from makers of TV films
which include music, Mr. Rosenbaum explained.
Allotments for the first six months of 1953 for
the records-transcriptions fund have been set
at approximately $800,000 for payment to
musicians, the report stated,

Allotment for the TV film fund (Music Per-

formance Trust Fund No. 2) for this half-
year is $150,000 for payment to musicians.
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Every Tuesday evening at 7:30, Roberta Linn, popu-
lar singing star of “THE GYPSY”, combines talent
and charm as the vivacious hostess of a continental
Gypsy cafe. The music of Mischa Novy and his Velvet
Strings, the comic antics of the four “Mellowmen” as
singing waiters, picturesque gypsy costumes and gay
original sets . . . all provide an atmospheric half-hour

rendezvous giving KTLA viewers another “Best” in

television entertainment.

CREATES ITS OWN TOP-RATED TV PROGRAMS —

SHOWS THAT WIN AND HOLD LARGE AND LOYAL AUDIENCES.
NEWEST OF KTLA-DEVELOPED HITS IS “THE GYPSY”

— STARRING ROBERTA LINN

“THE GYPSY”

Tuesday

7:30 to 8:00 P.M.
ARB~-January 1953

TV sets in use

66.1

KTLA Rating

21.6

STATION “A" 14.2
STATION “B” 13.2
STATION “C” 1.3
STATION D" 2.6
STATION “E” 2.6
STATION “F" 0.6

For an audition print, wire, write or felephone . . .

Page 76 ® March 9, 1953

KTLA -THE BEST ADVERTISING BUY IN LOS ANGELES

BROADCASTING @
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o Case study of uhf in a vhf market. Page 78.

e The high cost of hopfng for television. Page 82.

o Never keep a salesman waiting. Page 84.

OF, FOR AND BY THE PEOPLE

A RADIO station in Tucson, Ariz., has been broadcasting a pro-
gram which on the surface would seem to violate every code of
practices in the book. Five days a week KVOA airs a solid
quarter-hour of commercial announcements, without interruption
by music or entertainment of any kind.

Naturally, there’s a catch in it. That catch is that the com-
mercials are free, They are written by the listeners themselves
and are broadcast without retouching as a unique public service.
If you have a postcard, you can advertise on the KVOA People’s
Exchange, without charge. Taking advantage of the opportunity,
the people of Tucson have written a series of programs as varied
as humanity and as filled with genuire human interest as some-
body else’s mail.

An old prospector with a good patented claim advertised it on
the Exchange and with the proceeds got a grubstake.

Listeners have offered for sale such varied articles. as a_live Gila
monster (“would make an unusual pet”), an Eskimo kayak and a
burro cart. The Exchange has sold 500 head of cattle and a swarm
of bees. One elderly listener advertised a complete library of books,
all of them published before 1865. When last heard from, he had
sold all but two of the volumes.

Anybody Got a Stagecoach?

A Tucson grandmother wrote in to appeal for someone to sell
her a stagecoach. Her grandson, in the East, was having a birth-
day. He desperately needed a coach so he could hold it up and
rob it in the western manner.

Very little work is entailed in broadcasting the unique program,
since it is more-or-less legibly scripted by the listeners. The an-
nouncers at KVOA have become unusually adept at reading hand-
written copy, some of it peppered with cryptic abbreviations.

Announcers have also grown used to the casual way in which
some writers mix their advertisements. A listener will write in to
sell the more intimate parts of a high-speed car, mention in the same
breath that he is willing to part with a Santa Claus cake mold
14 inches high, and will conclude by offering for sale a five room
house and- seven acres of land. All this on a postecard.

Listeners generally waste little effort on sales appeal. Fre-
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quently a card will begin with the candid request: “Please help
me get rid of some things,”

People lose things in Tucson about the same as elsewhere, but
in the southern Arizona city more people hear about it.

One Tucsonian wrote: “I lost my Deputy Sheriff badge.”

Another correspondent confessed that one of his weekends had
become mislaid if not totally lost. In the course of the festivities
hé had left a shotgun with some chance acquaintances in a
boarding house, at a location now forgotten. Please, could some-
one refresh his memory, so he could get the gun back?

Badge and gun were back in their owners’ hands the next day.

KVOA Manager R. B. “Bud” Williams points out that any other
station in the country is free to develop its own People’s Exchange
as a public service. “We believe it is one of America’s unique pro-
grams,” says Mr, Williams, “but there’s no reason for it to stay
that way.”

The way in which listeners use their radio program reflects the
texture of the community. Tucson is a university town and each
spring sees a brisk traffic in play-pens and bathinettes for sale or
exchange at the village of quonset huts where married students
live with their families.

Ten Inches of Plaid

One girl wrote from her quonset to relate that she had bought
some plaid material for a dress. Her college math had failed to
meet the test, however, and although she had carefully computed
the amount of material needed, she had run short by 10 inches.
Still worse, the local store where she bought it was now sold out.

So—would KVOA ask Tucson residents for more of that ma-
terial? Possibly someone had bought 10 inches too much. Sure
enough, someone had. And although the young lady has given up
the study of mathematics, she now wears the plaid dress to several
classes in another useful art, Advertising.

Students have found the exchange useful to line up transporta-
tion home for the holidays and to get jobs as baby-sitters. So far
it hasn’'t been employed as a date bureau, but the day may not
be far off.

Listeners appreciate the free service and usually mention the
fact in their correspondence, but their words of praise are usually
brief and to the point, as in the case of the unemployed listener who
wrote: “You are doing a fine job—please see if you can get me
one.”
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" How do uhf stations make out in vhi-penentrated areas? To get the answers, BeT

sent a writer to South Bend, Ind., where there were 35,000

By John Oshon

IT TAKES two hours and 15 minutes to go
from Chicago to South Bend, Ind., on the
South Shore line. There are no mileage
signs along the way, but you can pretty well
gauge how far you are from Chicago by the
height of the television antennas and the
complexity of their arrays.

By the time you get to South Bend, some
of the receiving equipment looks about as
intricate as the radar guarding New York
harbor. There’s no doubt that a lot of
people have spent a lot of money to watch
Chicago TV. According to an actual an-
tenna count by the Indiana-Michigan Elec-
tric Co., there were 35,000 vhf receivers in
the South Bend area last fall, oriented to
pull in stations in Chicago (69 air miles
away) and Kalamazoo (60 air miles).

With so many receivers there, it could be
said that South Bend last fall was an es-
tablished vhf television area, even though
reception quality was doubtful. Today it is
a combination vhf and uhf area. WSBT-TV
South Bend went into operation last Dec. 21
on Ch. 34.

Good Case Study

As one of the first uhf stations to go on
the air in a market where there was already
significant vhf penetration, WSBT-TV pro-
vides as good a case study as exists of the
problems that future uhf operators will en-
counter. '

There have been reports that WSBT-TV
was finding rough going, that uhf sets and
converters were not moving well, that local
and national spot advertisers had not been
exactly swarming to do business with the
station. These reports are less the truth
than half-truths which do no credit to the
careful, conservative, calculated approach
taken by the South Bend Tribune Co., owner
of the station.

What the station has set out to do is build
up enough circulation to assure a sound buy
for both local and national advertisers. It
seems to be succeeding. As of Feb. 28,
the station claimed a total circulation of
26,499 sets capable of receiving Ch. 34,
21,048 of them converted vhf receivers and
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5,451 uhf-vhf combinations. The station’s
target is 60,000 sets equipped or converted
to get uhf by fall.

It is counting on its network program-
ming as well as local originations to build
audience. Network programming is, of
course, no novelty to a community which
owned 35,000 sets before its own station
went on the air. But the quality of WSBT-
TV reception is more reliable than that of
the signals from Chicago and Kalamazoo,
and WSBT-TV is banking on that fact as an
inducement to uhf receiver and converter
sales.

The station now carries a weekly network
commercial schedule of 15 NBC-TV shows,
12 from CBS-TV and one from DuMont,
As a full-fledged affiliate, WSBT-TV re-
ceives regular compensation for carrying
these sponsored shows. It also carries
some sustaining network programs. It uses
locally-produced news, weather and sports
news plus cartoons and western films to
piece out its schedule of 12 noon to 10 p.m,,
Sundays; 5-10:15 p.m. Monday-Friday, and
4-10 p.m. Saturday. Last Saturday WSBT-
TV had a special event, the finals of the
Indiana state basketball tourney, which
obliged it to open for business at 12:45 p.m.

Local Business

Though it has refrained from high-pres-
suring local accounts into buying television
time, and indeed has suggested to some that
they await an expansion of programming
into the afternoon hours, it now has 15 local
advertisers: Associated Druggists, Ben Hur
food plan, Bimsco Builders Supplies, Col-
peart Realty Co., Greenblatt fur store,
House of Lamps, National Bank & Trust
Co., Place & Co. (builders), Ridge Co.
{(electric appliances), Tower Federal Savings
& Loan, QOerlin Realty Co., Rodin’s (radio
and television store), Southside Electric Co.
(radio-TV store), S & S Clothiers and Coal
Heating Service.

Its national spot accounts are Bulova,
Kreamo bread, Alliance Mfg. Co. (antenna
rotors), Viceroy cigarettes, Sun Oil Co.,
Alka-Seltzer, Kool cigarettes and Crosley
television sets,

At present rates ($200 for a Class A hour,
$40 for a Class A minute announcement)
the current volume of network, spot and
local business is not enough to put WSBT-
TV into the black. But that doesn’t worry
management. Backed by the substantial
resources of the South Bend Tribune Co.

sets oriented on Chicago and Kalamazoo vhf stations before
WSBT-TV began operating on Ch. 34.

which publishes a successful newspaper and
runs a successful radio station (WSBT), the
television station is looking for a sound,
long-range investment rather than a quick
buck. .

In its application to the FCC, the company
estimated it would cost $666,000 for build-
ings and equipment to put the station on
the air and that first year operating costs
would be $473,120 and first year revenue,
$437,600.

Two months of operation have convinced
the management that the revenue figures
will come out about as estimated but that
instead of being still in the red, as originally
anticipated, the station may break even by
the end of the first year and perhaps before.

Conservative Spending

The reason for the optimistic revision of
estimates is that WSBT-TV spent only
$450,106.23 to put the station on the air,
some $216,000 less than originally allocated.
The lower expenditure was achieved by es-
tablishing the station in the same building
with the AM station and the newspaper
rather than in a new structure.

With less capital investment to amortize,
WSBT-TV counts on coming out in the
black sooner.

Says Neal Welch, general manager of
WSBT-TV:

“We're very proud of the progress that
has been made in the two months we have
been on the air. One of the biggest factors
in that progress, we believe, is the reputation
and standing that WSBT, our AM station,
has held in the industry . . . WSBT’s standing
has carried over into television and we feel
that national advertisers and sponsors of
network programs believe that we will
duplicate the AM operation.”

Robert H. Swintz, who recently resigned
as general manager because of health and
who now is business manager, puts it this
way:

“Things get better every month.
takes time, that’s all.”

The planning for WSBT-TV began more
than five years ago.

In 1947 WBKB (TV), then Chicago’s
only TV station (recently acquired by CBS
as part of the ABC-United Paramount
merger and renamed WBBM-TV), decided
to erect relays from Irish Stadium in South
Bend to pick up the Notre Dame football
games.

This caught the fancy of the Tribune Co.

It just
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executives, who reasoned that it might be
possible later to receive Chicago television
by reversing the South Bend-Chicago re-
lay. They signed a contract with WBKB,
applied to the FCC for vhf Ch. 1, and
placed an equipment order with RCA. When
that channel was eliminated for TV use, the
Tribune refiled for Ch. 13. A hearing was
held in early 1948, but the application had
still not been acted on when the FCC pulled
the great ice age over television in Septem-
ber, 1948.

When the freeze was finally lifted, the
Tribune Co. applied for Ch. 34. It won its
CP last August.

WSBT-TV got one of the first four uhf
transmitters to come out of RCA. Last
December, the station’s engineering crew
worked around the clock, climbing the ice-
coated tower to make adjustments. A crew
under Art O'Neil, chief engineer, and Scotty
Hagenau, assistant chief engineer, got the
first test pattern on the air at 11:50 p.m. last
Dec. 21.

At 12:45 a.m. Dec, 22, WSBT-TV carried
a 15-minute live news and weather report.
An inaugural program launched regular
transmission the evening of Dec. 22. Then
WSBT-TV and the South Bend Tribune
went to work in promotional earnest.

Promotional Punch

The newspaper came out with a special
TV supplement, tied in with a massive TV
display at Notre Dame’s Navy Drill Hall.
Every manufacturer who bought a page ad-
vertisement in the supplement was given a
booth at the display. Distributors, dealers
and service firms also advertised and showed
their wares.

The exhibit played to a full house, with
30,000 people attending. Unquestionably,
it did much to get the public’s mind on uhf,
but more was needed to be done to educate
the public on the nature of the new service.

Though people began to buy converters
for their vhf sets, some of them began pro-

testing that they weren’t getting Chicago

“any clearer” despite the expense. Some
even said the addition of uhf was “ruining
Chicago reception.”

Servicemen and dealers were obliged to
explain that the addition of converters did
nothing whatever to influence the reception
of distant stations and that the reason why
people were objecting to the Chicago quality
was that they were seeing good reception
for the first time from WSBT-TV.

The public and customer relations job
that had to be done in South Bend will prob-
ably be repeated elsewhere. Other uhf
stations would do well to imitate WSBT-TV
in maintaining cordial associations with deal-
ers and servicemen.

Dealer Cooperation

WSBT-TV has been able to enlist the
cooperation of dealers in providing regular
figures on their sales of uhf equipped sets
and uhf converters. It has also been suc-
cessful in getting most dealers to push uhf.
Some dealers, however, have been inclined
to undersell local uhf, at least to the extent
of trying to get customers to buy uhf-vhf
combinations plus the expensive antenna
arrays necessary to pull in the far-away vhf
stations.

Is there enough uhf receiving equipment
being shipped into South Bend to meet the
demands?

Local dealers agree there is. Indeed, most
of them say they can get more than they
can sell. Their business in the past two
months has been steady but not phenomenal.

One of South Bend’s largest radio-TV
chains is Chikar’s, with stores in four ad-
joining towns. Here’s what Louis Chikar,
head of the chain, told B*T:

“Generally speaking, we get sets faster
than we can sell them. Business is good but
not terrific.’ He said his inventory was
800-900 receivers and about 500 tuning
strips. As deterrents to sales, he said, were

the season (income tax time), the fact that
TV is no longer a novelty and that “you can
get some reception almost every night from
Chicago.”

Mr. Chikar kicked at a box of tuning
strips. “There’s $2,200 worth of merchan-
dise,” he said, “and it’s not moving.” He
complained that the dealer discount from
manufacturers {(about $3 on a $14 strip)
was not enough to interest dealers in push-
ing converters.

A more optimistic view came from J. A.
Lininger, sales manager of the South Bend
Electric Co. He said TV, since the be-
ginning, had been “the fastest selling bus-
iness I've ever been in. It's like shooting
craps with $500 bills.” He said he was re-
ferring mostly to vhf sets, not to uhf con-
verters. But he thought now that fac-
tory-equipped uhf sets were beginning to
come into the market in substantial quan-
tities the same would apply to them.

Another dealer told B®*T that he thought
vhf owners in South Bend would be more
eager to convert to receive Ch. 34 if the
Wednesday night fights and other sports
events were available locally instead of ex-
clusively from Chicago.

Beer |s Banned

The reference here was to the fact that the
South Bend Tribune Co. and its radio-TV
properties, under the leadership of F. A.
Miller, 85-year-old editor and publisher
of the paper and owner of the stations, has
maintained a strict policy against beer-wine-
ale advertising. Pabst-sponsored boxing is
denied WSBT-TV.

The station does carry the Friday night
fights under Gillette sponsorship, however,
and has ambitious plans for local and
regional sports coverage.

‘What WSBT-TV is counting on, and with
good reason, is that as more and more people
in South Bend see uhf’s clearer reception
and as WSBT-TV expands its schedule and

ager,

Top management of WSBT-TV:
F. A, Miller (far left), owner;
Neal Welch (second from left),
general manager, and Robert
H. Swintz {right), business man-
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programming, there will be a steady enlarge-
ment of uhf set distribution.

The fringe reception from Kalamazoo is
spotty, according to residents of South
Bend. As Mr. Welch explained this distant
reception, “it’s inconsistent in that it’s con-
sistently good for days and then consistently
poor.”

On the night this reporter monitored TV
in South Bend, Chicago reception was
plagued with wobbles, “snow” and other de-
fects. By contrast, WSBT-TV’s signal was
excellent. In fairness to the vhf transmis-
sions from Chicago, however, it should be
said they are received with different fidelity
in different parts of South Bend.

WSBT-TV’s own signal has been a source
of surprised gratification to its executives
and engineers. Using interim power of 17.5
kw and a 479-foot tower, the station sprays
its signal as far out as 55 miles.

Early last January the RCA Service
Company sent a testing crew into the area,
using a calibrated model 630TS vhf receiver,
converted to receive Ch. 34 on Ch. 5. It
measured signal strength under every pos-
sible condition at a number of outlying
towns and for the most part reported good
to excellent reception.

Mr. Welch says that reliable WSBT-TV
signals are received in a somewhat irregular
pattern extending out from the transmitter
52 miles east, 47 miles south and 45 miles
northeast. The north and west ranges are
somewhat shorter.

Power Boost Planned

Late this year the coverage will be ex-
tended when the station expects to go to
175 kw power.

The station feels that just about all the
bugs have been worked out of its present
equipment, but technical problems have at
times been cropped up. Since the delivery
of the transmitting gear last December, RCA
has made 71 modifications in equipment.

WSBT-TV is RCA-equipped, with two
studio cameras and two remote cameras. It
has one 16mm film camera and two 16mm
film projectors, a slide projector for 2 x 2-in.
slides, a Gray Telop opaque projector for
314 x 4%4-in. cards.

The station uses a telephone company
microwave link to get its signals from its
studios to its transmitter. From the studios,
signals are fed to a microwave transmitter
atop the Indiana Bell Telephone Co.’s local
office and sent on to a reflector on the an-
tenna of the WSBT-TV transmitter, south
of the city. The signal is then bounced to
ground level and carried by cable into the
transmitter building and up to the antenna
on top of the 479-foot tower. Live network
feeds are taken off the Chicago-Toledo
coaxial cable at an AT&T repeater station
and carried by underground cable to the
WSBT-TV studios where they are integrated
and then put into the transmission system.

It is characteristic of the Tribune Co.
operations that WSBT-TV has not splurged
on lavish buildings or unnecessary fittings,
but has bought the basic equipment it
needs for the unspectacular but steady ex-
pansion program it intends to carry out.

Management feels that the potential is
good. There are 115,000 people in the city
of South Bend, 205,000 in’the metropolitan
area, It is not a big market, but a solid one.
WSBT-TV is being built to last.
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GETTING A HEAD START ON UHF CONVERSION

THOUGH construction has just begun
and its operating starting date is still
undetermined, WCAN-TV Milwaukee
{(Ch. 25) has already launched a pro-
gram to educate distributors, dealers and
servicemen in the intricacies of uhf re-
ception.

WCAN-TV will have a tougher job
on its hands than WSBT-TV South Bend
has had. Milwaukee has one of the
most firmly established vhf stations in
the country, WTMIJ-TV, and there are
407,830 vhf sets in the area.

Some 400 Milwaukee distributors,
dealers and servicemen were guests of
WCAN-TV at a luncheon Feb. 19 and
were given a complete outline of uhf
problems by Benjamin Adler, head of
Adler Communications Laboratories,
New Rochelle, N. Y. Mr. Adler is par-
ticularly qualified on this subject. His
company helped KPTV (TV) Portland,
Ore., the nation’s first uhf station, get on
the air.

The Adler firm has a unique contract
with WCAN-TV. It will provide a com-
plete package deal of designing and con-
structing the station, delivering a finished
plant to management and supervising
every process up to and including the
first “on the air” transmission.

Mr. Adler told the Milwaukee TV set
dealers and servicemen that there was no
vhf set, “no matter how old,” which
cannot be converted to uhf. But he urged
them not to fool the public with talk of
cheap conversions. He pointed out that
special outside antennas would be need-
ed, and he estimated that the average
cost of a conversion job would be $75.

The WCAN-TV educational approach
is to convince the TV set trade that there
will be an active market for uhf, but at
the same time to acquaint them fully
with the problems of conversion. As Mr.
Adler put it: The incentive to convert to
uhf “will be a desire to have the privi-
lege of turning off one program and tun-
ing in another.”

“I doubt if there are enough service-
men here today to take care of all the
conversions that the customers will
want,” he said.

He pointed out that uhf in Milwaukee
would have advantages over vhf. Once
adjusted, uhf receivers would be less
sensitive to interference than vhf receiv-
ers and uhf pictures would have fewer
ghosts.

But he emphasized the importance of
proper adjustment. *“Charge enough
money on the first service call to cover
a return trip to adjust the set,” he told
the dealers. Based on his experience in
Portland, he said that it was likely that
a second trip would be necessary to ad-
just antenna positions.

Contract Provisions

The Adler contract with WCAN-TV
includes the following: building design,
engineering of overall station system,
antenna and tower facilities, transmitter
and associated controls, film and live
studio camera equipment, studio light-
ing equipment, master and studio switch-
ing and control system, monitoring sys-
tem, wiring of all equipment racks,
supervision of installation at station,
engineering and operating test and first
“on air” transmission.

Mr. Adler has told the owners of
WCAN-TV that to his knowledge “this
is the first time a station grantee has
placed the entire problem of construct-
ing an operating TV station in the hands
of one company, including financing of
services and equipment.”

In its application for a uhf channel,
the station estimated construction costs
at $475,433.

WCAN-TYV is owned by three partners,
each with a one-third interest: Lou Pol-
ler, owner of WPWA Chester, Pa., pres-
ident and 51% owner of WARL-AM-
FM Arlington, Va., and president and
27.1% owner of WCAN Milwaukee;
Cy Blumenthal, 39% owner of WARL
and 27.1% owner of WCAN, and Alex
Rosenman, 27.1% owner of WCAN.

Mr. Adler addressing Milwaukee TV dealers and servicemen
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No doubt about it: Television is expensive.
It costs plenty just to go through the necessary
preliminaries of getting a construction
permit, if a competitive hearing is in-
volved. Contestants are spending $50,000

and more, and many of them, of course,

won’t get a channel.

By Earl B. Abrams

THERE’S an old adage that experienced
world travelers quote to novices who are
embarking on their first journey. It goes
like this: ’

“Pack half the clothes you plan to take,
but double your cash.”

That very well might be the motto for
every television applicant who's preparing
to go to Washington to participate in a con-
tested hearing for a video channel.

Brotherrr, it costs to go through a hear-
ing in Washington for a TV channel. Plenty!

{ Best estimates by those who know are
that it costs a television aspirant, spending
six weeks to three months in Washington,

,an absolute minimum of $25,000 to prepare
| an application, work up exhibits for the
lhearing, arrange for transportation, hotel
accommodations, subsistence, buy tran-
scripts, pay legal and engineering fees, en-
gage in a little recreaton for themselves and
their witnesses.

That’s the low end of costs. At the high
end, there are applicants who have spent
$50,000. And there are others who plan
to spend $75,000 and more—for example
Westinghouse, which stated it will put out
$137,000 to secure a TV companion to its
! KEX Portland, Ore.

The higher figures are reached when it's
a hotly contested case in a major market,
when high-priced legal and engineering
counsel are retained, when the hearing
spreads out over three or four months, when
there are a sizable number of witnesses who
must be brought to Washington, housed, fed,
entertained and transported back to their
home towns.

The toll is not only on the exchequer,
There’s a toll on human beings. Already,
two men have died, three have suffered heart

| attacks and one had to spend a week in a.

Washington hospital, the victim of physical
exhaustion. All were involved in television

hearings.
Of the 24 TV hearings now scheduled,
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six were completed as of last week.

If each of the 14 applicants who par-
ticipated in the completed hearings spent the
minimum, some $350,000 has already been
expended.

And if they spent a higher $50,000 per
applicant, the amount of money spent on
TV applications which have run through the
grueling hearing course totals $700,000.

According to the best information, some °

600 TV applicants must go to hearings in
contests for the sought-for channels. Nat-
urally all won't spend even th¢ minimum.
Some will be lower, particularly as the
cities involved become less than major mar-
kets. Even now both the FCC and outside
counsel are working toward simplifying
and making less expensive the costs of go-
ing through a television adversary hearing.

(If there’s no contest, the amount of
money that needs to be invested in applica-
tions is infinitesimal compared to hearing
expenses. One unopposed claimant for
small-town TV got by with $30. Naturally
he used no attorneys or ¢ngineers.)

Figures and Sources

The figures that are used in the para-
graphs below, by request, are anonymous.
They were given to BRoADCASTING ® TELE-
CASTING on the promise that the identity of
each of the informants would be protected.
Where ranges of costs are indicated, the
figures were gleaned from a score of appli-
cants, attorneys and engineers.

Highest on the tabulation of expenses to
see an application through from filing to
hearing and to a possible grant are legal
fees. Low end of the scale for lawyers runs
about $100 per “legal day” (six hours). A
“respectable minimum”, in the words of one
Washington radio lawyer, is $150 per day.
For a well-heeled competitor, who spends
the maximum days in hearing, a fee of $300
a day is not unusual.

Next on the expenditure list are engineer-

These run about the same as for

ing fees.
attorneys, but—if it is any consolation—en-
gineers are not required to sit in on hearings

to the extent that attorneys are. In fact,
most hearings so far under way have dis-
posed of engineering testimony through
stipuliations or in a one to three-day session.

Transportation and housing bulks next
highest on the expense account for a TV
applicant. Train or plane fare, sleeping
quarters, food and miscellaneous loom large,
according to those who have dipped into
their pockets for these expenses. This is par-
ticularly so when there are a dozen stock-
holders and as many witnesses to put on
the stand to “make” the case. In one hear-
ing, involving a city 750-1,000 miles from
Washington, an applicant spent $120 per
man to transport each of his witnesses and
$25 a day for each in Washington. He's
had 12 men on the stand already, with an
average stay in Washington of two and a
half days, and he’s not through yet.

In several situations, the hotel housing
got so critical the applicant rented apartment
suites to quarter his staff and his witnesses
while in Washington.

Important in any case are the exhibits
that tell the story of why the candidate feels
he’s superior to the competition.

Most exhibits are one or two volumes,
containing bound mimeographed sheets, tell-
ing the story of the applicant and ranging
from biographies of directors, market studies
and background data to proposed program
schedules and operating personnel. The ink
and paper are the least of the expense of
preparing the exhibits. It's the preparation
—with fees for market specialists, account-
ants, program men, management, engineers,
attorneys—that runs the cost up.

Many exhibits are elaborate, utilizing
printed pages, art and leather bindings. One
applicant used a four-color cover in two
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hoping for television

volumes, the pages of which were not only
printed and including photographs, but with
some of them specially cut and folded. This
was said to have cost $10,000.

That sum is not for just a single copy of
the exhibit. Not only must an applicant’s
own ‘“team” have individual copies, but so
must the opponents—and the FCC examiner
and counsel, and, of course, there’s always
need for extra copies for members of the
firm, friends, news reporters, and others.

There’s one other tangible expense in a
Washington hearing. That’s for transcripts
of the record. The regulation fee for copies
of the transcript is 15 cents per page for 10-
day service (rarely used), 35 cents per page
for three-day service (sometimes used) and
50 cents per page for overnight service.

If an applicant wants really fast service—
by 9 p.m. of the same night as the day of
hearing—that charge is 75 cents per page.
Many applicants order the fast service and

the overnight service—running up a tran-
script bill of $1.10 per page.

Take the Wichita Ch. 3 hearing, the
longest thus far. That ran for 59 days, took
8,583 pages of transcript—almost $9,500
for the record alone.

The Commission counsel does not have to

pay for these charges. As part of the con-
tract with the court reporter firm handling
the FCC, Commission counsel gets copies of
the transcript gratis.

That’s the Washington story. Actually, a
case starts in earnest as much as six months
before the hearing date, with attorneys and
engineers counseling with applicants to pre-
pare for hearing. The preparatory climax
comes 30 days before hearing day, when the
attorneys begin spending the major portion
of their time with their clients. And, the
week before the hearing, attornmeys, engi-
neers, principals and witnesses virtually live
together.

In a keenly-contested hearing, principals

Travel, hotels, expenses
Depositions
Transcripts
Pre-hearing preparation
Legal fees
Engineering fees
Total

despite shorter hearing.

Here are actual costs reported to B®T by two television applicants. Applicant
A had a three-week hearing, was opposed by one other applicant, put 18
witnesses on the stand. Applicant B's hearing lasted 120 days.
witnesses on the stand, was opposed by two competitors.
hearing, spent more than B, but these cases illustrate that though costs may not
run in proportion to the length of hearing, they are bound to be high.

.......................
............
.......................

..................

Applicant A Applicant B
....... $13,099.00 $ 7,380.00
....... 700.00 800.00
....... 1,393.14* 861.90*
....... 3,840.00% 476.847%
....... 15,000.00 15,000.00
...... (incomplete) 5,000.00

$34,032.14 $29,518.74

* A ordered faster and more expensive transeript service. Hence his costs were bigger

4 B included in pre-hearing costs only mimeographing and paper for exhibits.

B put 12
A, with a shorter
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and attorneys gather together each night to
review and prepare for the next day’s trials.
All such work, and it includes telephone
calls, wires, even “private eye” investiga-
tions, go on the bill for the application.

It should be understood that legal fees are
variable. Many attorneys are on retainer, so
that only the actual hearing work is charge-
able. Others make special arrangements for
each client. And, in some relationships,
there are varying fees depending upon
whether the applicant is successful or not
in getting a grant.

Also, much of the legal fees—and engi-

‘neering charges too—go for clerical work.

That’s considerable in a TV hearing case.

Endurance Records

Longest hearing so far was for Wichita’s
Ch. 3. It began Oct. 20, 1952, and recessed
most recently, Feb. 20, four months later.
Hearing occupied 59 days and the tran-
script totals 8,583 pages. Next longest has
been Ch. 10 in Sacramento, Calif. That be-
gan Nov. 12 and closed Feb. 19, involving
three months of which 46 days were spent
in hearing. The transcript totals 6,170
pages. Third in the longest hearing stakes
was Tampa-St. Petersburg’s Ch. 8, which
began Oct. 15 and recessed Feb. 21, four
months long, of which 32 days were spent
in hearings. The Florida transcript totals
3,996 pages.

In the Wichita hearing, Daniel Moyer,
secretary of the non-broadcasting Wichita
Television Corp., said during his testimony
Feb. 9 that his group had already spent
$40,692 on the case and that he anticipated
the total would be $50,000 before it was
over.

O. L. Taylor, principal of the competing
KANS Wichita application, declared that
his application was going to cost him
$34,000. He put in detailed figures for ex-
hibits, legal fees, engineering fees and Wash-
ington expenses that add up to that amount.

In the Tampa-St. Petersburg hearing,
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non-broadcasters Tampa Bay Area Tele-
casting Corp.’s Robert James said his group
had spent $14,000 on the application before
hearing, and that he estimated $30,000
would be the total cost before the hearing
was completed. He emphasized that much
of the preparatory work was done by stock-
holders themselves, since the group includes
station and advertising men.

In the Portland, Ore., Ch. 8 hearing
which has been going on since Jam. 26,
Westinghouse Radic Stations’ counsel
George Turner said WRS estimated it would
spend $137,000 on the KEX application.
Mr. Turner is with Cravath, Swaine &
Moore, New York. WRS also has a Port-
land, Ore., counsel and its own attorneys.

Ralph Williams, of non-broadcasting Port-
land Television Inc., testified in the same
case that his group estimated the applica-
tion would cost in the neighborhood of
$44,000 by the time the hearing was over.

The men who make up the principals
of applicants are not young. Young men
don’t have the financial wherewithal to
apply for TV. Applicants mostly are men
who have made their mark in the business
world and who are on the shady side of
middle age. The intense preparation and
the punishing experience of testifying and
being cross examined have not been easy
for them.

Casualty List

Just two weeks ago, Norman (Hap) Web-
ster, chief engineer for McClatchy Broad-
casting Co., died in a Baltimore hospital
after suffering a heart attack. He had been
a witness in the Sacramento hearing, and
had participated in ali the long and arduous
preliminaries for the hearing.

Three weeks ago Philip L. Jackson, editor
and publisher of the Portliand (Ore.) Journal
and president of KPOJ Inc., whe was chair-
man of TV applicant Columbia Empire
Telecasters Inc., died of a heart attack at
home in Portland. Even while he was
testifying in Washington he was taking pills
for a heart condition. Mr. Jackson was 59.

During the Denver Ch. 4 hearing,
KMYR co-owner A. G. Meyer, 53, suffered
a heart seizure that put him in a Washing-
ton hospital for four weeks. He is now
convalescing at home in Denver.

Physical exhaustion has taken its toll too.
There are many instances where it was
necessary to take the heat off a man for a
week or so to Jet him get back to normal.
In one instance, this toock the form of
hospitalization. = John Hamlyn, general
counsel for the McClatchy newspaper and
radio properties, was forced to spend a week
in a Washington hospital shortly after Jan.
1 in order to recover his strength.

FCC officials and applicants hope that the
killing pace of TV hearings will subside as
applicants and attorneys realize that their
eagerness to explore every minute angle is
not going to get them pgrants. Right now
most attorneys have come to realize that
there are only three or four major issues
which spell the difference between success
or failure. The FCC itself has worked out
a series of revisions, in conjunction with the
Federal Communications Bar Assn., which
holds hope for simplifying the issues so that
the lengthy and grueling hearings may be-
come more manageable and less murderous.
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NEVER KEEP

Harold E. Fellows, president of the NARTB, introduced a new adver-

tising character, Twenty Percentage, in a speech to the Advertising

Club of Boston last Tuesday. On the theory that the life and times of

Twenty Percentage are of interest-to everybody in and around radic-

TV, BeT herewith presents the speech in its entirety.

about Twenty Percentage was his
abhorrence of selling. He wasn’t
a salesman to begin with, or so he thought.
He was a buyer, not a seller. But he found
it necessary to sell in order to get funds with
which to buy. There was something about
this process which he knew was insidious,
and as the years rolled by he made several
overt efforts to break out of the economic
cycle which glued him to sidewalks and
chained him to doorbells. Actually, it is
only too true that he didn’t try very hard.
Possibly he even rationalized a bit. He
would dream some days of becoming a
farmer. On one such occasion, he sub-
scribed to several different farm journals.
The more he studied them, the more he
realized that farmers were salesmen, too.
The only complication there was that they
had to produce the darned stuff as well as
sell it.

?ERHAPS the most remarkable fact

The Executive

Then, there was that time in Twenty’s
life when he gave serious consideration to
becoming an executive. However, every
executive he could think of had one respon-
sibility which Twenty wanted to escape.
Every executive had to deal with salesmen,
and Twenty was honest enough with him-
self to look darkly upon such a future.

When Twenty was in his mid-thirties,
there was a period—not unique in his cir-
cumstances—during which he wasn’t selling
enough to satisfy his insatiable. desire to buy.
He gave serious consideration then to a life
of religious retreat. He envisioned himself
in sackcloth, his balding head fully barren,
living the somber life of a student. He
finally faced up to it, however, that he
wasn’t a student. Never had been. He
couldn’t even content himself with the two-
month-old periodicals which he found at
hand in doctors’ offices as he went around
selling medical implements. Furthermore,
Twenty didn’t believe that his wife would
understand such a yearning, so .he never
even mentioned it to her, let alone to any
one else.

No doubt the most unusual manifestation
of this dissatisfaction with his lot was the
time that Twenty decided he would become
an advertising man. At this particular mom-
ent in Twenty's travail, he happened to be
selling time for a radio station; it was his
bounden duty, of course, to call upon agen-
cies and advertisers. It came to him sud-
denly one evening (while he was sneaking

a look at television, as a matter of fact, and
wondering idly whether it would last) that
he was known as an “‘advertising salesman”
and practically everyone upon whom he
was calling was called an “advertising man.”

In a cold sweat, Twenty came to the reali-
zation "that by this distinction he was not
considered a man; he was being categorized
as something less than that—a carbuncle on
civilization that did not even deserve the
dignity of such designation as applied to
his fellow beings.

After a restless night, worrying about
this disturbing idea, he resigned the next
day; but reconsidered a few minutes later
when it was pointed out to him that he was
$372.50 in arrears on his personal account
with the station.

Of course, his name really wasn't Twenty
at all; his name was Oscar Percentage—
but he had been nicknamed “Twenty” by
his fellow workers because Twenty (so to
speak) was a magic number in his life. Out-
wardly, at least, it was. He always said that
if he could get a straight 20 per cent com-
mission—he didn’t care what the product
or service—he'd get along. So they called
him Twenty (although in truth the highest
commission ever paid to him was eight per
cent)—and that was when he was 13 years
old, selling programs at the county fair.

Twenty frequently was troubled, too, by
his failure to become a success. He was not
sure, if you were to have asked him, of the
exact elements which constituted success,
but he had the uncomfortable feeling that
he didn’t possess them.

The Failure

Now lots of his friends who would pull
up to the traffic light in their Chevrolets
and see Twenty sitting there in his Cadillac
convertible would murmur to themselves,
“There is a successful man.” But it was
never loud enough for Twenty to hear; and
what’s more, he knew how many payments
were due on the Cadillac—and it never oc-
curred to him that there might be payments
due on the other fellow’s Chevrolet.

Actually, Twenty had a rather confused
notion that success constituted a mysterious
mixture of being photographed for a Cal-
vert ad, baving throngs seek your auto-
graph and perhaps obtaining an honorary
college degree from the old alma mater.

It never occurred to him that he could
probably accomplish all three of these if he
set about it, so keen were the persuasive
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A SALESMAN WAITING

powers he had nurtured and developed over
the years,

The average person knowing Twenty only
casually would not have suspected this Wal-
ter Mitty streak in his character. He was al-
ways jolly outwardly and had mastered,
without half trying, it seems, a complexity
of living which would have been (in a clini-
cal sense) fascinating to a psychiatrist.
Twenty had become an extrovert by the easy
method of refusing to be an introvert, which
in truth was what he was supposed to be.

Like the time he had lost a $500,000 ac-
count when he was working for the Busy-
bee Advertising Agency. Oh, there was no
question about it. Twenty had lost the ac-
count and so one else could be held respon-
sible. He had lost it on the golf course
playing dollar Nassau with the advertising
manager of the Silky-Smooth Soup Com-
pany. This advertising manager, hardly an
endearing type, fancied himself something
of a man with the shinny-sticks.

He was the sort of fellow who always
said, just before driving off the first tee,
“I haven’t played for four months and may
be a bit rusty.” Of course, he had played
18 holes a day all of the preceding week—
and Twenty knew it.

It's Wrong to Win

On that particular day, Twenty couldn’t
tell a customer’s game from an eight iron
and he “took” this fellow. Cleaned him, no
less. He tried to be sportsmanlike about the
whole thing, but it just didn't come off. The
soup man was grim about it and from that
day forward there was a gradual disintegra-
tion of what had been a beautiful and pro-
fitable friendship.

The inevitable day arrived and Twenty
was called into the office of the president
of the Busybee Advertising Agency. This
gentleman was living in a suspended state
of frustration.

For most of his life he had been pitching
to become president of the agency. A few
months previously he had made it, and now
he was completely done-in by the challenge
of his vocation. Not that he didn't carry off
being president very well. He did—magni-
ficently. It was only that he had nothing
else to pitch for, except chairman of the
board (and he had been around long enough
to know better than that).

He was kind with Twenty, but firm, and
perhaps talked to him overlong in Dutch-
uncle fashion. Twenty thought so, anyway,
particularly since he edged this particular
president by about seven years and the con-
versation thus seemed a bit ludicrous.

The plain truth was that Silky-Smooth
Soup was going to another agency—and
the advertising manager of Silky-Smooth,
in a “martinied” moment, had told Busy-
bee’s president that Twenty was the major
cause of it all. Nothing specific. Twenty was
just—well, not the man for Silky-Smooth.

So Twenty was no longer an account
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executive. He took it well although he was
dreadfully hurt inside. He simply told his
friends, “Well, that’s one time in my life I
got ‘out of the soup’.”

So Twenty took to the streets again. Some
mothers, he said, dropped their babies on
their heads. His mother, he maintained, had
dropped him on his feet—and every time he
got off them into a nice, rocking-chair type
job, he was headed for trouble.

Yes, Twenty hit the road again, this time
selling office supplies. There was a touch of
irony in this, insofar as he was selling some-
thing for which he himself had little use,
since he lived in his automobile and a
variety of hotels and motor courts. But he
could sell, this lad—and within 18 months
he had topped all the other field men and
won a trip for himself and his family to
Miami for a one-week’s vacation.

But the uncertainty of life preyed upon
Twenty constantly, and it was only natural
that he might become slightly jaundiced in
viewpoint. As in the case when he was sit-
ting in a bar one evening in Joplin, Missouri.

Two other equally lonely-looking drum-
mers were seated there, and finally one of
them said to the other: “I'm in building
supplies. What are you in?” This chap said
he was in insurance and, as such matters go,
turned to Twenty and asked: “What are
you in?”

It really wasn't like Twenty, and he re-
gretted it later, but he simply said, “I'm
in Joplin”—and paid his tab and left.

Driving across the plains of Nebraska
one scorching 'summer day, Twenty’s mind
was taking a little excursion back through
the years. He was 42 years old and he had
covered a lot of territory—very near all
of it—in his conscious memory—devoted to
his activity in selling.

Everything’s a Sale

He had sold his father on letting him
wear his first pair of long pants, long before
he was of an age to do so. He had sold his
wife on marrying him. He had sold a couple
of culpable college -professors on giving
him good enough marks that he would re-
main eligible for football.

And since then, he had sold a little bit
of everything. Not only office supplies, but
soup, soap, candy, tires, radio time, news-
paper space, ladies lingerie, automobiles,
hardware supplies, insurance, oil leases and
men’s suits, and from this his mind wan-
dered by natural progression to his buying
habits; and it came to him forcibly that he,
not unlike others but in truth very like
others, was just that: both a seller and a
buyer. He was, at 42 years of age, approach-
ing the great and significant truth about the
economics of living.

You take war, he thought, Somebody
sells the idea. Or peace. That has to be sold,
too; it’s like war, in a way, but a different
package—and the price varies. For Twenty,
this was getting pretty thoroughly into

things and it could be expected, therefore,
that he wasn’t prepared for the blowout.

The Cadillac turned over three times and
the next vague notion Twenty had was a
vision of someone in white sticking a needle
in his arm.

He didn’t know exactly how Trygve Lie
had managed to get in the room. He rather

_had the impression that he had been admit-

ted because he, like Twenty, was out of a
job. Twenty merely assumed the loss of his
own job because he wasn’t selling office
supplies; and when you weren’t selling, you
weren't producing; and when you weren't
producing, you weren’t working. Very
logical indeed.

At all events, Mr. Lie seemed to be ask-
ing him a few questions about how he would
handle the United Nations problem. He,
Twenty, who had sold everything from
lingerie to hardwarc; what if he had the
job of selling something like the U. N. How
would he go about it?

Twenty reflected for quite a long time
before he answered and then he said: “Well,
Mr. Lie—do you mind if I call you Trig-
ger?” (Get them on a friendly basis; the
essence of the approach.)

Mr. Lie murmured that he would prefer
llTrygve.l’

Peace Is Solable

Well, Trygve, said Twenty, I'll tell you
what I'd do. I'd take a long look at what I
was trying to sell. I’ll admit that peace is
about the toughest package in business
today. It seems like there’s a bigger sales
acceptance for war than for peace, but
this might be because we haven’t worked
the market right.

Now you take your former company:
The U. N.—you’ll have to admit it's not
specializing very much. It’s expanding pretty
fast and there might be too many items in
the line. If that’s true, you'll find that your
salesmen will dissipate their enthusiasm.

Before long, they won’t know what
they’re supposed to be selling. You take all
those commissions—on information, on
agriculture, on culture, on education. Now
the -problem here is that your main line is
peace and the salesmen might forget about
this bellwether item in the confusion of ex-
pansion and growth.

A salesman isn’t supposed to be very
smart, you know. He's just supposed to be
a little bit smarter than a buyer. There’s an-
other thing, Trygve. You have to know your
market. Markets, in a line like this, differ
just as much as people do if you’re selling
office supplies. What you've got to do is
fit the item to the people. You’re not going
to get very far trying to fit the people to the
item. And here’s something important: Re-
member that everyone is selling something,
I just thought of this 2 moment ago and it
took me 42 long lousy years to learn it: all
of us are salesmen. Just like all of us are
buyers. Now that’s clear enough, isn’t it, and

March 9, 1953 ® Page 85



you'd think even a simpleton like me would
have thought of it long ago?

Twenty was saying that he would be glad
to take on the job for his usual 20 percent
commission, with a reasonable draw of
course, when he realized that Trygve was
holding a stethoscope to his chest.

Then he realized that it wasn’t Trygve at
all, but a fellow in a white coat who was
muttering something about his pelvis being
broken. Twenty remembered the sudden
whirling of the Cadillac, then, and awoke
to the fact that he was in a hospital. If he
had to break something, it would be what
he sat on and not what he walked on.

But Twenty had discovered the secret,
and before he was out of the hospital all of
the frustrations of his earlier years had dis-
appeared and he had mapped out the course
of his future.

Selling a Fundamental

Twenty discovered that the buyer of
time, for example, is a seller of something,
too. He discovered that the buyer of space
occupied that position by title only; that
actually he was selling something for some-
body. That the minister was selling a worthy
creed; that the politician was selling his
ability; that the child, wheedling for an
ice cream soda, indeed was selling an idea;
and that someone was selling the soda, that
the man who sold a suit found it bought
by a man who wanted it because he felt it
would help him sell himself.

Now to this whole story there should be
a moral and, if there were, it might be some-
thing like: Never keep a salesman waiting;
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you might be able to sell himn something. 1
learned this much at least from Twenty: If
you search for the good things in life, you
will find them; and having found them, you
will find a ready market for distribution.

In May of 1952, Fortune magazine did
a very learned treatise on the decline of the
salesman in America. There were bar charts
and pi cuts and all manner of illustrations
demonstrating the logic of Fortune’s con-
clusion that selling had gone to pot.

And just think: Someone sold that learned
treatise to Fortune; and a printer sold his
services for its publication; and then For-
tune sold the magazine.

Selling is everybody’s game. Do it well
—do it with your good heart in it—whether

BLOOD donations to the Portland, Ore., Red
Cross Bank tripled during the week ABC’s
Breakfast Club originated there, as KEX that
city distributed 500 attendance tickets to volun-
teers. The Red Cross, which gave out all the
tickets in four days, also reported additional
"“regulars” who signed during the campaign by
m.c. Don McNeill, who appeared in the Para-
mount Theatre before 3,100 persons and inter-
viewed donors on the air.

WATO Aids Crusade

A PARROT and a disc m.c., working a 42-hour
broadcast marathon from an Qak Ridge, Tenn.,
department store, brought in more than $2,000
to the Crusade for Freedom campaign from
WATO listeners and fans. Station personnel,
working outside the department store, sold
Freedomgrams to passersby. Using 15 minutes
of each hour during the 42-hour period WATO
and Tom Atkins, early morning m.c., broad-
cast their appeal for funds.

Air Buffalo Benefit

QUIZ SHOW and concert at WBEN-AM-TV
Buffalo highlighted a rally for the vyearly
maintenance fund appeal for $135,000 by the
Buffalo Philharmoni¢ Orchestra. Radio quiz
show, with station stars, was followed by a
telecast of the Marine Theatre Hour, sponsored
by the Marine Trust Co. Musicians for both
programs were donated by the American Fed-
eration of Musicians.

meis

QUEEN Juliana of the Netherlands receives
pledges of assistunce by Massachusetts resi-
dents for flood victims from Roderick Mac-
Leish, news director, WLAW Boston, who flew
to The Hague for on-the-spot coverage of the
disaster. WLAW is conducting a Flood of
Dollars campaign among its listeners through-

out New England.

IN THE PUBLIC SERVICE

you're selling ideas like democracy, products
like Silky-Smooth Soup; lingerie; hardware;
office supplies; time, space, or yourself.

Twenty Percentage finally solved the
problem. Saw him the other day and never
met a happier and more contented guy.
He's 1n business now, as you probably know;
he operates the Twenty Percentage Sales
School. Doubtless you have heard of his
slogan: *““You Can’t Beat the Percentage
System.”

And you can’t either, for as Twenty told
me: “In a way,” he said, “it’s a racket.
They’re all salesmen when they come to me.
I just bone them up a bit.”

Inctdentally, my friend Percentage owns
20 per cent of the business.

TULSA Junior Chamber
tinguished Service Award to the city’s “out-
standing young mon of 1952" goes to Som
Schneider (r), farm director of KYQO that city,
for his activities on behalf of community, state

Dis-

of Commerce

and nation. Presenting the Jaycee award is
Okah Jones, district maneger of Oklehoma
Natural Gas Co,

WNBK Schedules Telethon

FOURTEEN-HOUR telethon benefiting the
Muscular Distrophy Assn. was held by WNBK
(TV) Cleveland last Saturday night. Radio and
TV film stars entertained a large audience in
the Masonic Temple from 11 p.m. until 1 p.m.
Sunday. Hamilton Shea, station manager of
WNBK-WTAM (NBC), supervised the show,
He arranged for 150 telephone operators to
handle incoming cails at The May Co. depart-
ment store, Program details were handled by
Norman Cloutier, program director.

g Utley Blood Appeals

ONE time plea for blood donors by Clifton
Utley on a WNBQ (TV) Chicago newscast
brought in more than three times the regular
number of volunteers at the blood donor center
the following day, according to the American
Red Cross.

WTVJ (TV) Palsy Telethon

UNITED Cerebral Palsy telethon conducted 16
hours by WTVJI (TV) Miami raised a pledged
total of $198,436, or $1.26 per set in that area,
an amount far in excess of last year’s $58,000,
according to Mitchell Wolfson, station presi-
dent. He said comtributions received thus far
indicate a total collection of more than
$235,000.
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PROGRAMS & PROMOTION —

MERCHANDISING RESULTS

TREMENDOQUS boost for new and repeat
business during 1952 resulted from WGAR
Cleveland’s *“Merchandising in Action” plan
according to a report from the station. By
contracting for a minimum expenditure of
$3,250 for 13 weeks or $5,200 for 26 weeks,
advertisers have received week-long displays in
191 A & P and Kroger chain stores. New
brochure has been prepared by the station
noting specific cases in which advertisers who
participated in the plan showed sales increases
from 17% to more than 200%.

FOCUS ON GARDENING

TWO weekly garden and landscaping programs
designed for the city dweller as well as the
suburbanite have been scheduled by KYW
Philadelphia. On March 1, Garden Club, fea-
turing farm director Bill Givens and landscap-
ing authority, Price Supplee, was introduced.
On the second program every Friday morning,
Mr. Givens will conduct a “garden gossip”
feature as part-of the station’s KYW Farm
Hour program.

STUDENTS TURN PRODUCERS

NEWEST educational public service show on
WIEL Springfield, Ohio, is County Line, pro-
gram prepared and presented by students from
five local county high schools. Quarter-hour
weekly program features talent from a different
high school in the area in a five-week cycle.
Format will vary with each school or group of

students in charge of the production. Sponsor |
1

of the series is Farm Bureau Cooperative Assn.

NEW NEWS FORMAT

ELMO ELLIS, program director at- WSB
Atlanta, has inaugurated a new Operation News
policy each night beginning at 11 p.m. on that
station. The first five minutes is devoted to
highway news followed by a news broadcast
with accent on developments in Georgia. Taped
and relayed from NBC, a 15-minute analysis
of current events on the national and interna-
tional level is aired by H. V. Kaltenborn at
11:15 p.m,

RADIO EXPERIMENTS SUMMARY

DEPARTMENT Store Studies has summarized
results of its experiments with the use of radio

Buttons & Bows

MORE than $250,000 worth of celeb-
rities’ personal belongings were auctioned
on KNBH (TV) Hollywood last week-
end to raise funds for the Los Angeles
County Heart Assn. The Big Giveaway,
originating from NBC's El Capitan
Theatre, lasted from 10:30 p.m. Satur-
day 10 2 p.m. Sunday.

Lines were hooked up to eight motion
piclure theatres, and only people in the
theatres could bid, which put the charity
effort on a cash basis. Home viewers
were offered- chances to compete for a
mink stole or coat, two trips to Europe,
a 1953 Dodge and 22 U. S. Savings
Bonds by mailing their reasons why pco-
ple should support the Heart Fund and
enclosing $1.

BROADCASTING ® TELECASTING
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the world avound .

one-case portable

magne%

professional tape recorder

Specially designed to lighten all your remote
work, the Voyager is a professional portable
recorder and amplifier all in one case. You’ll
find that this newest member of the famous
Magnecord family is sturdy, rugged, and reli-
able—always producing perfect recordings.

companion fo the magnecorder
The Voyager is the same tape recording unit
that radio engineers prefer 3 to 1 for broad-
casting, hinged back to back with its own
amplifier. Frequency response with tape is
+ 2 db from 50 to 15,000 cycles per second. The
amplifier has a bridging input and one low
impedance mike input; 600-chm balanced
output. Two-speed (7}3" and 15”)
equalization and headphone
monitor jack on front.
Automatic tape
lifter optional.

For demonsfrahoa, see your felephone
directory under "Recorders,’” or write

JINC;

225 West Ohio Street, Dept. B-3
Chicago 16, tllinois
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for department stores (B®T, Jan. 12] into a
presentation comprising 17 charts and accom-
panying text for station salesmen to use in sell-
ing time to retailers. Copies of the presentation
have been sent to all station subscribers of DSS
and will go to new subscribers as long as the
supply holds out.

WORLD’S SPRING BONUS

WORLD Broadcasting System distributed base-
ball feature, Ger a Hit, as “spring bonus™ to its
radio affiliates last week. Program spotlights
baseball’s immortal figures as well as colorful
incidents in the history of game. Robert W,
Friedheim, World vice president, said the se-
ries was sold to local sponsors by 580 radio
stations last year. He added that 26 quarter-
hour shows will begin with the opening of
baseball season week of April 12 and continue
through World Series. Stations were sent
several sales presentation pieces, Mr. Friedheim
said, as well as a wide variety of sports sell-
sounds for use on local sport shows,

WMGM'’s ‘Baptist Hour’

AS part of the celebration of the 30th
anniversary of WMGM New York's Cal-
vary Baptist Church Hour, which the sta-
tion claims is the oldest gospel broadcast
series in the world, WMGM's director
Bertram Lebhar Jr. presented Dr. John
Summerfield Wimbish, Calvary pastor,
a specially constructed new microphone
with an engraved stand during a Found-
ers' Night broadcast Wednesday. Series,
started March 4, 1923, is heard regularly
Sundays, 10:30 a.m. to 12:30 p.m. and
from 8-8:45 p.m., and is carried over
shortwave facilities of HCIB Quito,
Ecuador.

AMERICANISM CONTEST

GAS & Electric Sales Co., Elwin, Ill., sponsor
of I Was a Communist for the FB! on WDZ
Decatur, Ill., recently conducted an essay con-
test for school children on Americanism vs
Communism. Students from eight counties par-
ticipated. A TV set went to the winning con-
testant, Nancy Roe, and a $50 merchandise
certificate was presented to her teacher, Eva
Ycumans.

ARTISTS ON RECORD SERIES

OUTSTANDING recordings of famous musical
artists, past and present, will be featured on
new weekly WQXR New York series Gala

PROGRAMS & PROMOTION

Performance, which began last Wednesday,
10:05-11 p.m. EST. Programs will also be
available to stations of the WQXR Network.
Among artists featured will be Enrico Caruso,
Amelita Galli Curci, Jan Paderewski, Lily Pons,
Fritz Kreisler, Jascha Heifetz, Vladimir Horo-
witz, and others,

TOYNBEE SERIES

SERITES of six weekly lectures featuring noted
historian Arnold J. Toynbee and titled “The
World and the West” was started March 1 by
ABC radio in cooperation with the British
Broadcasting Corp. Originally broadcast over
BBC last fall, series is heard at 10:30-11 p.m.
EST and will include lectures on Russia, Islam,
India, and the Far East.

WCTC TALKATHON

A THREE-HOUR “talkathon” was conducted
over WCTC New Brunswick, N. J., on Feb. 25
by New Jersey State Sen. Malcolm Forbes, who
is seeking the Republican nomination for gover-
nor in the state, The station reported that on
time purchased by his campaign committee, Sen.
Forbes replied to scores of questions telephoned
in by listeners from 8 to 11 p.m., but neverthe-
less did not have time to answer all calls.

SCOUTS TAKE OVER

MEMBERS of the York County Cub Packs
Scout Troops took over the operation of WIDE
Biddeford, Me., a fortnight ago as part of
activities of National Boy Scout Week. From
sign-on to sign-off on Feb. 11, the scouts car-
ried out announcing duties, read news and com-
mercial copy, and the station relates that even
the sponsors applauded their efforts.

RANCH, FARM PROGRAMMING

TWO-WEEK program series titled The Ranch
and Farm Profit Series is in progress at KMM]J
Grand Island, Neb. and XXXX Colby, Kan.
The series consists of 14 public service pro-
grams stressing better living and greater ranch
and farm profits, and features discussions by
guest speakers who are authorities in the agri-
cultural field.

MENUS WORTH A PRIZE

CONTEST has started on Columbia Pacific
Radio Network's Second Cup of Coffee Club,
quarter-hour program sponsored five times

weekly by S. & W. Fine Foods Co., S. F.,
whereby listeners send in their favorite break-
fast menus, accompanied by the name of their
grocer. Weekly prize of $10 is awarded to the
winning menu with a prize also going to the
grocer. Agency for the account is Foote, Cone
& Belding Inc., S. F,

WIP'S NEWSBOY APRONS

WIP Philadelphia mailed newsboy change
aprons last week to local and national adver-
tisers to publicize the station’s latest promotion
tie-in with Newsweek magazine. Over 300 news-
boys in the area are using the aprons to the
advantage of both WIP and the magazine.

‘TRAVELING DISPLAY CARDS’

WBBM-TV Chicago is placing some 1,200
“traveling display cards” in the city's streetcars
and busses to announce that it is “Chicago’s
newest television station.” Cards feature Pat
O'Neil of Boulevard Models Studios and were
designed by Lee Salberg, WBBM-TV director
of promotion and publicity.

Radio & Revolt

A STATION and its manager have been
commended by Pennsylvania leaders for
broadcast par-
ticipation in a
“psychologi-
cal warfare”
maneuver at
Rockview
State Peniten-
tiary.

Milton 7.
Bergstein, gen-
eral manager
of WMATJ
State College,
Pa., aired his
personal plea
to prisoners
who had barricaded themselves in a
prison wing holding guards as hostages.

Guards reported later that prisoners
followed public reaction to their strike
via radio reports. These, along with the
work of Mr. Bergstein, were credited
with prodding prisoners to come to terms
with authorities after a 72-hour revolt.

Mr., Bel'gstein

Sheer magic in stop motion . . . To the
bounce of the conga beat in the theme
song, ‘“‘Luckies Taste Better”, a line of
Lucky packages dances from one conga
drum to another. Cigarettes hop out to
form letters L.S.M.F.T.; and the tobacco
from a cigarette stands alone in Lucky's
“tear the paper’’ test, then falls into a
heap of “fine tobacco”. The latest of
many ingenious stop-motion commercials
produced by Sarra for the American
Tobacco Company through Batten, Barton,
Durstine & Osbern, Inc.

SPECIALISTS

5?’{3%'

IN VISUAL SELLING

New York: 200 East S6th Street
Chicago: 16 Egst Ontario Street
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Advertisers

Lauren K. Hagaman, director of advertising and
public relations for Magnavox Co., Ft. Wayne,
Ind., appointed director of advertising and sales
promotion, Congoleum-Nairn Inc.,, Kearny,
N. ¥, floor and wall covering firm.

Jack Rathbun to Hadacol, Lafayette, La., as
director of advertising, replacing Frank Heas-
ton, who has resigned.

Max Enelow appointed advertising counsel to
Philce Corp., Phila.

Harold G. Karn, Colgate-Palmolive-Peet, Jer-
sey City, promoted to manager of premium
department.

Dorothy Collins, fashion editor, KOA Denver,
to Shwayder Bros Inc., that city (Samscnite
products), as public relations manager.

Kenneth C. White, West Coast Div. general
sales manager, and A. M. Turner, general fac-
tories manager, Owens-Illinois Glass Co., S. F.,
elected vice presidents of Pacific Coast Div.

Agencies

Samuel Sutter elected vice president in charge
of creative department, Biow Co., N. Y.

Daniel W. Fos'er, Robert E. White and Martin
Zitz, vice presilents, Henri, Hurst & McDon-
ald Inc., Chicaj 0, elected directors of agency.

Fred B. Clarke copy director, and Lawrence
Gayda, art dir ctor, elected vice presidents,
Ruthrauff & Ryn, N. Y.

Mer. Clarke

Mr. Gayda

David J. Wasko, in charge of media, Donahue
& Coe, N. Y., to Morey, Humn & Johnstone,
N. Y. as assistant to the president.

Ad Klein, account executive, Biow Co., S. F,, to
Honig-Cooper Co,, that city, in same capacity.

Kurt M. Lassen, general manager of Freeman
Magazine, and James H. Fuller, manager of
drugs and toiletries advertising for Admerican
Druggist Magazine, to Young & Rubicam,
N. Y., in contact department.

Edward R. Bosley, copywriter, BBDO, L. A,
to Foote, Cone & Belding Inc., S. F., in same
capacity.

Olaf Bolm, editorial department head, Roland
Reed Productions, Culver City, to Young &
Rubicam Inc., Hollywood, as film librarian and
quality contact man,

William J. MecGoogan Jr.,, feature writer,
Globe-Democrat, St. Louis, appointed assistant
to director of public relations, Krupnick &
Assoc,, St. Louis. Patrick M. Perrone to agency

BROADCASTING ® TELECASTING

PEOPLE

on copy-service staff, Ray M, Schoenfeld named
assistant to media director.

Max Barnes, member of Washington, D. C,
staff of New York Journal of Commerce, to
Bozell & Jacobs, Washington.

Caroline Woods Spindt, copy staff, McCann-
Erickson Inc., S. F.,, to Rhoades & Davis, that
city, as assistant to creative department head.

Helen Wibur, Doherty, Clifford, Steers & Shen-
field, N. Y., to Grey Adv., same city, as radio-
TV timebuyer.

David W. White, producer, BBDO, N. Y. and
Hollywood, to Roy S. Durstine Inc., Hollywood.

Ben Sussman, production manager, The Broad-
way, L. A., department store chain, forms own
advertising agency, Ben Sussman & Assoc,,
3549 Cahuenga Blvd.,, Hollywood. Telephone
is Granite 0583.

Carol Davis, Foladare, Greer & Bock, Holly-
wood publicity firm, to Young & Rubicam
Inc., that city, as feature writer.

G. D. {Del) Winkler, account executive, Roy
S. Durstine Inc., L. A., has resigned. Future
plans to be announced.

Spencer Hare appointed publicity and public
relations consultant for League of Advertising
Agencies, N. Y.

Edward W. Brennan to Aubrey, Finlay, Mar-
ley & Hodgson Inc., Chicago, as account exec-
utive and copywriter.

Edward ¥. Hart appointed production manager
of Fletcher D. Richards Inc., Chicago.

Al Warren, radio-TV director, Judy Lawton
& Assoc., Hollywood, to Sylvan Pasternak &
Assoc., same city, in same capacity.

D. L. Stevens, field sales supervisor, Wads-
worth Watch Case Co., to Hicks & Greist,
N. Y., as account executive.

Hope B. Harlan, copy staff, Ward Wheelock
Co., Phila., to Grey & Rogers, same city, in
same capacity.

Buella M. Forrest, copywriter, J. Walter Thomp-
son Co., S. F,, to Calkins & Holden, Carlock,
McClinton & Smith, L. A, in similar capacity.

Robert J, Boslet, Vick Chemical Co., N. Y., to
Ted Bates & Co., same city, as assistant account
executive.

William R. Graydomn, Los Angeles Mirror, to
Hill & Christopher Adv., that city, as copy-
writer.

John Bates appointed director of radio-TV de-
partment, Lambert & Feasley Inc.,, N, Y.

Edward A. Muhleman, Walter B. Snow & Staff,
Boston, to Wilson Haight & Welch Inc, N. Y.,
in copy and contact capacity.

Stations

George A. Bernstein, assistant to Herbert E.
Evans, vice president and general manager,
Peoples Bestg. Corp., licensee of WOL Wash-
ington, WRFD Worthington, Ohio, and WTTM
Trenton, appeinted manager of WOL Wash-
ington.

Richard C.

Arbuckle, account executive,

,-_\.1 - ..:.--__. oy

¢ III THE 75% MARKET |
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KEPO is your Best Ad- b
vertising Medium to
reach the Nation’s
Largest Trade Territory.
KEPO is the powerful,
friendly, influential index
to a $500,000,000 Retail
'l Sales market . , . a mar-
o " ket made up of approxi- :
t mately 525,000 listeners o
vt in the El Paso Trade Zone -
} plus the added bonus of ! 1
the hundreds of thousands k]
ot people it reaches in | |
! New Mexico, Arizona and e 5t
0ld Mexico. i T
3 Figures from Sales Man- ]
e, i ! agement, May 10, 1952
) Ask Avery-Enodel E2
: e for complete details | |
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using KGW, ‘in-
creased sales in this area 42 per cent.
FOR SALES RESULTS USE KGW

Economical and efficient medium for
covering the mass market.

A coffee account,

on the efficient 620 frequency

PORTLAND, OREGON

REPRESENTED NATIONALLY BY
EDWARD PETRY, INC.

AFFILIATED WITH NBC
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PEOPLE

WCAU Philadelphia, to WERE Cleveland, as
sales manager.

Mort Thorpe, salesman, KOA Denver, to
KBTV (TV) same city as local sales manager.
Ted Hardy to latter station as continuity
editor. Loren Orr appointed stage manager
there.

Don Ross, national business account executive,
KNX Hollywood, shifts to handle local busi-
ness.

Harold Kirsch, head of St. Louis agency bear-
ing his name, to
WIVI (TV) St
Louis, as local sales
manager.

C. J. Thornquest
and Louis Froelich
elected vice presi-
dents in charge of
national and local

sales, respectively,
Skyland Bcsteg.
Corp., licensee of

WONE Dayton,
Ohio.

John T. Rogers, general manager, WCVA Cul-
peper, Va., appointed director and treasurer of
Culpeper Bcestg. Corp., licensee of station.
Woody Powell, disc jockey, promoted to assist-
ant manager-program director.

J. Carl Willems, sales staff of WITN-AM-FM

Jamestown, N. Y., named sales manager.

Klaus Landsberg, vice president and general
manager, KTLA (TV) Hollywood, to receive
George Washington Honor Medal of the Free-
doms Foundation for TV coverage of last
spring’s atom bomb explosion, March 16.

J. C. Kellam, general manager, KTBC Austin,
Tex., named city’s “Advertising Man of the
Year.”

Paul Scheiner, KGO San Francxsco, sales man-
ager, appointed sta-
tion manager. Johm
Hansen, sales staff,
KECA Los Angeles,
to KGO replacing
Mr. Scheiner.

Ross Willis, account
executive, KBTV
(TV) Denver, to
KFEL-TV that city,
in same capacity.

Mac Matheson,
assistant manager of
KTUC Tucson,

Mr Schemer
elected vice president of city’s Advertising Club.

Georgia Watson, wife of Noble Watson, founder
of WIRE Indianapolis, returns to station as
station biller.

Ron Lamborn, formerly account executive of
1. I. Gibbons Ltd., Regina office, to sales staff
of CKCK Regina.

Dick Deibel appointed program director

the service,
consistent readership.
newal.

journal in radio and television.

Paid Circvlation

W on the line

The subject of this conversation is .
It’s what every BROADCASTING o TELECASTING subscriber pays
to get his copies each week.
The difference between paid circulation and free or partially-free is a
difference in results for advertisers.

. . cash.

Paid circulation can only be built, and maintained, on people who want
Their willingness to pay lays the foundation for high,
Non-readers eliminate themselves by non-re-
1009, paid circulation indicates 1009, intent to read.

By surveyed facts, BROADCASTING ® TELECASTING is the best read
Agencies and advertisers vote it (In-
ternational Public Opinion Research, Inc.) “most read, most depend-
able, most useful and most effective for station advertising.”
Agencies and advertisers pay more money for BROADCASTING ¢
TELECASTING than for any other radio or television journal.

And gentlemen, who can doubt a dollar?

. .. the measure of readership
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KURV Edinburg, Tex. Ronnie Curl to station
as disc jockey.

Carol Levine, assistant public relations man-
ager, WPIX (TV) New York, promoted to film
manager, succeeding Tony Azzato, resigned.

Jean Walsh, traffic department, WCAX Bur-
lington, Vt., to WDRC-AM-FM Hartford, in
same capacity.

Wallace Sawyer, assistant film director, WJAR-
TV Providence, R. L., to WWLP-TV Spring-
field, Mass., as film and news director.

Joyce McCluskey, Hollywood radio-TV actress,
assigned role in 20th Century-Fox feature
film, “Blueprint for Murder.”

Merle Travis, folk-singer, KECA-TV Los An-
geles All American Jubilee, assigned role in
Columbia Pictures feature film, “From Here
to Eternity.”

Stu Wilson, production manager - disc m.c.,
KBIG Avalon, Calif.,, made “Master Crafis-
man of Entertainment” by Printing Industries
Assn. and cited for “outstanding service to
printing industry of U. S., Hawaii and Canada.”

Gren Marsh, formerly of CIBQ Belleville, and
CFQC Saskatoon, to announcing staff of
CKCK Regina.

Frapk Salzarulo, farm editor of Indignapolis
News, appointed farm director at WIRE same
city. Way Fullington, station program director,
appointed to public relations commutee of local
Health and Welfare Council.

Shyrlee Stackpole to continuity staff, WIDE
Biddeford, Me., replacing Robert Brown, now
in Armed Forces.

Ann W. Rogers, copy-continuity writer at
WCVA Culpeper, Va., promoted to women’s
director.

Joe W. Kelly Jr., John J. Alves III, Robert M.
Hoyt, Robert M. Brown and Gail Grissom to
announcing staff, WSBT South Bend, Ind.

Dixon L. Harper, farm service director, WIBC
Indianapolis, Ind., to WLS Chicago as farm
news editor.

Hayden Timmons appointed assistant farm di-
rector, WHAS Louisville, Ky.

Felix Grant, disc jockey, WWDC Washington,
to WMAL same city, on announcing staff.

William Bidell rejoins KPOL Los Angeles as
publicist, on free lance basis.

Gerald M. Healy, director of sports publicity,
Holly Cross College, Worcester, Mass., to
WWLP (TV) Springfield, as sports editor.

Larry Alexander, WBBM Chicago, rejoins news
and announcing staff of WLS Chicago.

J. Walter Greep to WVIS Ownsboro, Ky., as
news analyst.

Myron Weil, producer-director, WIV] (TV)
Miami, and Lois Breslow were married Feb. 21.

Harold Edelstein, musician, KCBS San Fran-
cisco, father of boy, Clark Richard.

Joe Croghan, sports announcer, WBAL Balti-
more, father of boy, Brian Thomas, Feb. 23.
John Hinkle, accountant at station, father of
girl, Kathleen Mary, Feb. 24.

George Gerard,

BROADCASTING ®
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Santa Fe, N. M., father of girl, Valerie Wyn.

James Damon, operations supervisor, KNBH
(TV) Hollywood, father of girl, Deborah Ann,
Feb. 24. Mother is Tessie Ann, formerly with
NBC Hollywood continuity acceptance depart-
ment and daughter of William J. Beaton, vice
president and general manager, KWKW Pasa-
dena.

Al Reh, purchasing agent, KTTV (TV) Holly-
wood, father of boy, Thomas, Feb. 25.

Networks

George Gould, Rockhill Productions, N. Y.,
rejoins CBS-TV as staff director assigned to
Rod Brown Rocket Ranger show.

Lewis R. Tower, engineering and administrative
staff, MBS, to NBC New York, as union rela-
tions coordinator.

James T. Victory, salesman for 20th Century-
Fox Film Corp., to CBS-TV’s film sales staff as
account executive.

Samuel Geldwyn Jr., recently released from
U. S. Army, to CBS-TV as producer in public
affairs department.

David H. Hedley, advertising promotion man-
ager, Cosmopolitan magazine, named manager
of sales presentations in NBC’s advertising
and promotion department.

Tom Wright, publicist, Young & Rubicam Inc.,
Hollywood, and Robert P. Hardin, reporter,
Honolulu Star-Bulletin, to ABC Radio Western
Div., as publicists.

Tom Paro, Office of Public Information, Dept.
of Defense, returns to MBS sales staff.

Dick JYolliffe, account executive, Columbia Pa-
cific Radio Network and KNX Hollywood,
promoted to sales service manager.

William K. Baxley, account executive, KHJ
Hollywood, returns to ABC radio Western
Div. in same capacity.

John Nilson, account executive, CBS Radio
Spot Sales Chicago, added to sales staff, CBS-
TV, same city.

Representatives

Frank R. Hussey, member of advertising de-
partment of Chicago Tribune and previously
with John W. Cullen Co., newspaper represent-
atives, appointed account executive at O. L,
Taylor Co., radio-TV station representative. He
succeeds George Weiss who transfers to United
Television Programs, Chicago, as salesman.

Frank T. Breslin, commercial manager, WLAN
Lancaster, to Avery-Knodel as account execu-
tive in New York office.

Jerry Moore, associate, Tracy Moore & Assoc.,
Hollywood, father of girl, Martha Jane, Feb. 2.

Manufacturing

L. Harriss Rohinson appointed manager of
Washington, D. C., office of Motorola Commu-
nications & Electronics Inc. John Fussell named
manager of Motorola Inc.’s Region 7, suc-
ceeding Mr. Robinson.

Verne G. Rydberg appointed assistant man-
ager of application engineering for electronic
tube div., Westinghouse Electric Corp., Elmira,
N. Y.

Donald W. Tait, advertising manager for Per-
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lite division of Great Lakes Carbon Corp.,
N. Y., named manager of sales promotion of
equipment sales div., Raytheon Mfg. Corp,,
Waltham, Mass.

George F. Maedel elected president of RCA
Institutes Inc., suec-
ceeding Maj. Gen.
George Van Deusen
(USA, ret.), who re-
tired March 1.

Harold Chase, pres-
ident of Chase Tele-
vision Service, De-
troit, and Television
Service Assn. of
Michigan Inc., ap-
pointed chairman of
Television  Service
Committee of Na-
tional Appliance &
Radio-Television Dealers Assn.

Mr. Maedel

Ray Bellinson, assistant manager promoted to
manager and buyer of sound department, Hud-
son Radio & Television Corp., N. Y.

Robert T. Cavanagh promoted to assistant di-
rector of research, Allen B. DuMont Labs. Inc.

Raymond W. Herrick appointed sales manager,
radio div., Admiral Corp., Chicago.

Joseph Schlig, manager of advertising and sales
promotion, Westinghouse electronic tube div.,
appointed assistant to Harold G. Cheney, divi-
sion sales manager.

Norman Skier, in charge of new market plan-
ning and development for Allen B. DuMont

Labs. receiver div., appointed merchandising
manager of firm's receiver sales div.

Don G. Mitchell, president, Sylvania Electric
Products Inc., N. Y., elected to board of di-
rectors of Irving Trust Co.

William Balderston, president, Philco Corp.,
Phila., elected to board of directors, National
Industrial Conference Board.

Rohert Cheshire, southwest regional manager,
DuMont Labs., to Hoffman Radio Corp., in
same capacity to handle eastern Texas, Lou-
isiana, Tennessee and Arkansas with head-
quarters in Dallas.

A. C. Davis, chief enginee}', Cinema Engineer-
ing Co., Burbank, Calif., father of boy, Leon-
ard.

Professional Services

Chauncey P. Carter Jr. appointed resident part:
ner in law firm of Kirkland, Fleming, Green,
Martin & Ellis, Washington, D. C.

Program Services

Larry Woolf, writer-producer, Louis G. Cowan
Productions, Chicago, father of girl, Terry
Allen.

Services

William H. Jack, formerly with Selvage & Lee,
N. Y., to Win Nathanson & Assoc., same city,
public relations organization.

top performa

Filmmeter
Model F106F

Special
Professional Price

S‘l 20»%.

side-slide *'noiseless’”
model with ploin 1/5
second dial also available.

Minerva Stopwatches are relud
upon by: CBS Network, NBC Net
work, Voice of America, MBS Af
ﬁllutes, KCIB, KEX, KFJB, KRLT,
WTOP, WHAK, WIBW, WKJG, and
others.

Accuracy certified by our
Western Electric Electronic Timer
Write foday for new catalog

Specialists in Timing Instruments o
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STOPWATCH

M. DUCOMMUN CO.

580 Fifth Avenue, New York 19 ® PLaza 7-2540

b-star special features!

¥r EXCLUSIVE, COIL SPRING MECH-
ANISM eliminates all friction, wear,
breakdowns . . . and Is unconditionally
guaranteed for the life of your stopwatch.
% 90 FOOT PER MINUTE SCALE as well
as 36-foot per minute scale, to register
footage in 35 mm. and 16 mm, film.
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INTERNATIONAL

$28 MILLION SPENT ON
CANADA RADIO IN “52

CANADIAN advertisers spent about $28
million for time on Canadian stations in 1952,
according to Pat Freeman, advertising director

of the Canadian Assn. of Broadcast-
CANADA ers. In addition, almost $5 million

was spent on recordings and tran-
scribed programs and talent, Mr. Freeman
estimates.

Mr. Freeman, in a first-time survey of na-
tional advertising in Canada, found that about
700 national advertisers used Canadian radio
last year, spending about $10 million on na-
tional selective or spot program time. Also,
Canadian Broadcasting Corp. reported network
revenue of about $21%2 million and about $11%
million was turned over to independent stations
for network time sales, bringing the national
time sales to about $14 million.

It is estimated that about the same amount
is spent for local time sold by Canadian inde-
pendent stations, with talent and costs of re-
corded programs extra. Mr. Freeman plans to
make a survey of local time sales this year,
showing what specific retail categories spend.

B. C. Broadcasters Elect Rea

WILLIAM REA, owner of CKNW New West-
minster, was elected president of the British
Columbia Assn. of Broadcasters at the an-
nual meeting in Victoria. Mau-
rice Finnerty, CKOK Penticton, is
vice president, and C. Rudd,
CHUN Nanaimo, director.

CANADA

At least

60 % of all

television receiver
tuners have at
least one Mycalex
410 or 410X glass-
bonded mica
Tube Socket. ..

ASK YOUR CHIEF ENGINEER WHY

SINCE 1919

MYCALEX TUBE SOCKET CORPORATION

Under exclusive License of Mycalex Corporation of America,
world's largest manufacturer of glass-bonded mica insulation

113 CLIFTON BOULEVARD, CLIFTCN, N.J.
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CLEMENTE Serna Martinezx (foreground, 1),

president of Radio Programas de Mexico S. A.,

Mexico City, chats with Arq. Carlos Lazo (r},

new communications minister of Mexico, after
a convention in Mexico City.

CBC TO HEAR
TV BIDS MARCH 27

SEVEN applications for independent Canadian
TV stations will be heard by the Canadian
Broadcasting Corp. board of governors, in
Ottawa March 27.

Included in the bids will be the application of
CKLW Windsor, Ont., outlet which
serves the Windsor-Detroit, Mich.,
area, CKLW is seeking vhf Ch. 9,

Board will also hear the joint application for
vhf Ch. 13 of the three Hamilton, Ont., radio
outlets (CHML, CIXH and CKOC), as well as
bids from CKSO Sudbury, Ont., for vhf Ch. §5;
CFPL London, Ont., vhf Ch. 10; CHSJ St.
Johns, N. B., vhf Ch, 4; CJCB Sydney, N. S,
vhf Ch. 4, and Quebec Television Ltd., vhf Ch.
4, Last named has no radio connections and is
a subsidiary of Famous Players Canadian Corp.,
moving picture and theatre organization.

CBC said that other applications received
are not sufficiently complete for hearing at the
present time.

CANADA

CKEY Restricts Communists

CKEY Toronto has decided to ban all between-
election broadcasts by Communists or fellow-
travelers, according to Don Insley, program
director. Adverse publicity on re-
cent Communist-sponsored broad-
casts had some bearing on the

CANADA

decision.

CKEY always has aired broadcasts from all
political parties as part of its free speech policy.
Henceforth a management committee will go
over all political speeches to decide whether
they are pro-Communist. At election times,
according to Canadian law, time must be given
to all political parties.

CAAA Has 45 Members

CANADIAN Assn, of Advertising Agencies,
with executive offices at Toronto, now lists
45 members which place 92% of
all national advertising in Canada.
Russell C. Ronalds of Ronalds
Adv. Agency, Montreal, is president of the
agency group.

CANADA

EDUCATIONAL

Outline Fund-Raising For
‘Non-Profit’ Chicago Outlet

A LEADING industrialist and a member of the
Illinois legislature last week initiated, on sep-
arate fronts, fund raising for non-commercial,
educational TV in Chicago.

Edward L. Ryerson, chairman of Inland
Steel Co. and head of a money-raising Citizens
Committee for Educational Television, ex-
plained the plan to business and civic leaders
at a luncheon last Tuesday. He reportedly was
assured of cooperation in a drive for some
$500,000 by June 2 to set up a station on vhf
Ch. 11 [BeT March 2).

At the same time, Rep. Charles H. Weber
(D-Chicago) introduced a bill in the Illinois
ITouse which would authorize $1 million each
for building and equipping educational stations
in Chicago and at the U. of Illinois, at Urbana-
Champaign.

Rep. Weber noted the New York state legis-
lature is considering similar legislation which
would appropriate $1.6 million for three
“pilot” educational TV stations and about
$6 million for a 10-station educational video
network [BeT March 2].

Under Mr. Weber’s measure, which comes up
this week for hearing before the legislature's
Appropriations Committee, the money would be
voted before July under an emergency clause.

Whether the [Illinois legislature would go
along with Rep. Weber’s legislation was a mat-
ter of conjecture. On the same day he intro-
duced his measure, however, the House de-
nounced the moral content of some commercial
TV program fare.

A feature of the Chicago vhf Ch. 11 plan
is to interest large corporations to donate
monies not only to put the station on the air
but also for so-called “courtesy” anncuncements
covering program blocks. Advocates of the
plan deny this would circumvent the “non-
commercial” provision set forth by FCC, claim~
ing that their plan would apportion costs among
participating firms rather than involve the sell-
ing of time.

Ohio Legislature Studies
Five-Station TV Network

OHIO state network operated among five state-
supported universities at an annual cost of $750,-
000 was proposed to the state legislature last
Monday by the Ohic Program Commission, a
state planning group.

Group suggested stations be located at Kent
State, Bowling Green State, Ohio State and
Miami and Ohio Universities, with Central
State College, another state-supported school,
working through the Ohio State U. outlet. The
commission recommended that all public and
private schools ccop.

The commission set an installation cost at
$2,127,700 for all five stations, and an annual
$750,000 operating expense. An inter-con-
nection service among the outlets would cost
$345,000 yearly, the group estimated, providing
network facilities for any city which operates
an educational station of its own.

Tarzian Scholarships

FIRST radio-television scholarship has been
given to Indiana U. by Mr. and Mrs. Sarkes
Tarzian, owners of WITS and WWTV (TV)
Bloomington, Ind., Two scholarships, valued
at $250 each, will be awarded in radio and
in TV next fall on the basis of scholastic
record and broadcast proficiency, according to
Elmer G. Sulzer, director of the school’s radio
and television services.

BROADCASTING ® TELECASTING



DISCUSSING news broadcasts at a U. of Min-
nesota-Northwest Radio-TV News Assn. session
are (| ta r), Allen Forbes, NRTNA president and
WCCO Minnecapolis newsman; Jim Bormann,
the station’s radic news director; Dr. Ralph
Casey, dean, U. of Minnesota journalism
school; Sig Mickelson, director, news and public

affairs, CBS-TV; Ray Nixon, professor, U. of
M. journalism school, oand Charles Sarjeant,
associate news director, WCCO. At the meet-
ing, WCCO won first place in NRTNA's annual
community service competition with its Call
Main 13687, produced cooperatively with the
Minneapolis police department.

WWIJ-TV Offers Know-How

MANAGEMENT of WWI-TV Detroit and its
licensee, the Detroit News, has offered station
and executive services in aiding the Detroit
Educational Television Foundation, organized
to put an educational video station on the air.
The News station telecast the first “telecourse™
in cooperation with the U. of Michigan, and
works regularly with other schools and colleges
in telecasting educational programs.

Ford Foundation’s Fund for Adult Education
has allocated $150,000 to the project, and some
$750,000 in assets have been offered by the U.
of Detroit, Wayne U. and the Detroit Board of
Education. An additional $750,000 is the goal
of a popular subscription drive.

St. Louis School TV Office

ST. LOUIS Educational Television Commis-
sion has announced the opening of its
new headquarters in a downtown office build-
ing. Mrs. Conrad Sommer, campaign chair-
man of the commission, said the offices’ loca-
tion is not connected with any of the co-
operating agencies. Vhf Ch. 9 has been re-
served by FCC for educational TV in St.
Louis.

WIDE BLANKET COVERAGE,
CONCENTRATED AUDIENCE,
BEST PROGRAM FACILITIES,
AND NOW—
5000 WATT OUTPUT!
JOS. WEED & CO.

350 MADISON AYE., NEW YORK,

CAN TELL YOU MORE ABOUT

CHNS

HALIFAX NOVA SCOTIA
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Churchmen Explore Sponsors
To Combat Financial Plight

FEASIBILITY of commercial sponsorship for
religious programs as a means of relieving the
financial plight of religious broadcasters was
examined last Tuesday by a panel of speakers
at a session of the two-day annual meeting of
the Broadcasting and Film Commission of the
National Council of the Churches of Christ in
the USA.

The discussion was part of a series held under
the aunspices of the commission on Tuesday and
Wednesday in New York on its activities in the
radio, television and film fields (B®T, March 2].

Dr. Ronald Bridges, executive director of the
commission, .explained that increasing costs
compelled his organization to explore all possi-
ble methods of raising additional revenue. He
noted that at present the various denominations
financed approximately one-quarter of the com-
mission’s budget and the rest was contributed
by listeners and viewers. He stressed that the
commission's “traditional position” has been in
opposition to commercial sponsorship.

Fellows’ Speech

Harold Fellows, NARTB president, urged
that the commission consider commercial spon-
sorship for programs stressing “broad spiritual
messages and values.” He agreed that programs
of the preacher-type and those concerned exclu-
sively with a spécific denomination would not
lend themselves to commercial sponsorship.

A panel discussion on contents of religious
and TV programming reached the conclusion
that broadcasters must endeavor to reach the
audience that “does not go to church and does
not regularly listen to religious programs.”

Panel participants were: George Crothers,
CBS director of religious broadcasts; Ruth
Trexler, ABC director of religious and women's
programs; Marilyn Kaemmerle, NBC supervisor
of religious programs and educational features;
Dorothy Kemble, MBS director of religious
programs, and Doris Ann, NBC-TV supervisor
of religious programs.

New officers of the commission elected
Wednesday were: Dr. Clayton T. Griswold,
chairman, replacing Dr. Truman B. Douglass;
Rev. John M. Alexander of Atlanta, and George
W. T. Renneisen of Philadelphia, vice chairmen;
Mrs. Jessie Bader, secretary, and Paul F. Ely,
associate treasurer.

TV Is Seen as Aid

IDEAL of a great educational institution
—superior teachers and few students for
each teacher—may be nearer than is be-
lieved with the advent of television. That
is the attitude of Dr. Henry Chauncey,
president of the Educational Testing Serv-
ice of Princeton, N. J.,, a leading ex-
ponent of the “master teacher” plan.

How TV might revolutionize educa-
tional techniques was discussed by Dr.
Chauncey in the 1952 annual report of
the Educational Testing Service published
recently.

Calling attention to the grave teacher
shortage in the U.8.—52,600 below mini-
mum standards and 120,000 short of de-
sirable standards—Dr. Chauncey urged
that teaching jobs be reorganized so that
specialized skills of the better teachers
might be utilized to greater advantage.

Instead of three teachers, Dr. Chaun-
cey believes one “master” teacher with
the aid of a clerical assistant and honor
students can accomplish the same thing.

Referring to the 242 noncommercial
TV channels reserved for educational use,
Dr. Chauncey warned that much of the
potential value of these frequencies might
be lost unless plans for their use “take
into account the possibility of funda-
mental reorganization of the entire struc-
ture of elementary education, rather than
limiting itself to the question of how best
to fit educational television . . . into the
existing structure.”
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Upcoming Events

March 9-12: Canadian Assn. of Broadcasters
annual convention, Mount Royal Hotel, Mon-
treal.

March 12: FCC appears before House Interstate
& Foreign Commerce Committee, New House
Office Bldg., Room 1334, 10 am.

March 15-16: Arkansas Broadcasters Assn, an-
nual spring membership meeting, Marion
Hotel, Little Rock.

March 16: Texas Assn, of Broadcasters meet,
Commodore Perry Hotel, Austin.

March 18-20: Assn. of Natlonal Advertisers, The
Homestead, Hot Springs, Va.

March 20: Indiana Broadcasters Assn., Colum-
bia Club, Indianapolis.

March 22: Electronic manufacturers (with gov-
ernment contracts) meet under sponsorship
of Radio-Television - Mfrs. Assn.s Technical
Products Div.; Roosevelt Hotel, New York.

March 23-26: Institute of Radio Engineers annual
convention, Waldorf-Astoria Hotel, New York.

March 26-28: Alabama Broadcasters Assn. an-
nual spring meeting, Florence, Ala.
March 26-28: Board of Governors, Canadian

Broadeasting Corp.. meeting at Ottawa.

March 27-28: Florida Television Conference for
TV applicants, WIVJ {TV) Miami.

March 28:
annual spring meeting,
Charleston, W, Va,

West Virginia Broadcasters Assn.
Daniel Boone Hotel,

April 11: New England Radic Engineering Meet-
ing., sponsored by the North Atlantic Region.
Institute of Radio Engineers, U. of Connecti-
cut, Storrs, Conn.

April 12: Seventh annual Frances Holmes
awards luncheon, Hotel Statler, Los Angeles.

April 16-19: Twenty-third Institute for Educa-
tion by Radio-TV, Deshler-Wallick Hotel,
Columbus, Ohio,

April 18: Seventh Annual Spring Technical Con-
ference. Cincinnati.

April 21-23: American Newspaper Publishers
Assn.,, Waldorf-Astoria, New York.

It's Happening in NEW HAVEN

ON WNHC

where
Radio sells Radio
Five years on the air, Everybody's Radio Shop with 14 an-
nouncements and 7 quarter hours per week! It’s radio for radio
in New Haven. And in New Haven Radio it's WNHC !

e

IF YOU HAVE SOMETHING
THE STATION THAT SELLS!

NEW HAVEN CHOOSE
Represented Nationally by The Katz Agency
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April 23-25: American Assn. of Advertising Agen-
cles, The Greenbrier, White Sulphur Springs,
W. Va.

April 27-May 1: Soclety of Motion Picture and
Television Engineers, 73rd semi-annual con-
vention, Statler Hotel, Los Angeles.

April 28-May 2: National Television News Sem-
inar, co-sponsored by Radio-TV News Direc-
tors Assn. and Northwestern U.'s Medill School
of Journalism, Orrington Hotel, Evanston, Ill.

April 20-May 1: Electronies Symposium, Shake-
speare Club, Pasadena, Calif.

April 28-May 1: NARTB Convention, Biltmore
Hotel, Los Angeles.

April 30-May 2: Annual convention, American
Women in Radio and Television. Atlanta Bilt-
more, Atlanta.

May 1-3: Fourth District of Adv. Federation of
America convention, Floridan Hotel, Tampa,
Fla.

May 18-21: Electronic Parts Show, Conrad Hil-
ton Hotel, Chicago.

May 19-21: Annual convention, Pennsylvania
Assn, of Broadcasters, Bedford Springs Hotel,
Bedford, Pa.

June 6: New England Chapter of American
Women in Radio and Television annual meet-
ing, Hotel Statler, Boston.

June 11-12: Kentucky Broadcasters Assn. Seel-
bach Hotel, Louisville.

June 14-17: Advertising Federation of America
49th Annual Convention, Hotel Statler, Cleve-
land.

June 17-19: NARTB Combined Boards of Direc-
tors, Washington.

June 21-25: Advertising Assn. of the West. Fair-
mont Hotel, San Francisco.

Sept. 1-3: International Sight and Sound Exposi-
tion and Audio Fair., Palmer House, Chicago.

Sept. 28-30: Naticnal Electronics Ninth Al"mual
Conference, Hotel Sherman, Chicago.

Oct. 12-15: Financlal Public Relations Assn.,
Sheraton Cadillac Hotel, Detroit.

TO SELL IN

New Grantees’ Commencement
Target Dates

$On the alr, operoting commercially
*'Educational permittes
ST—Shares Time

HERE are post-thaw TV grantees and the dates

on which they expect to commence operation.

Channels authorized, network affiliation and

national representative, where signed, are given.
LISTED BY CITY ALPHABET

Date Gronted & Network

Location & Channel Target for Start Representative
WAKR-TV Akron, 9/4/52 ssseeeees
Ohio {49) Spring 1953 Weed
WTVZ (TV) Albony, 7/24/52
. Y. (M17) Unknown
WFBG-TV Altoona, 12/31/52
Pa. (10) $3/1/53
KFDA-TV Amarlilc, 10/16/52
Tex. {10) March Branham .
KGNC-TV Amarilio, 10/9/82 NBC, DuM
Tex. (4) 3/22/53 Taylor
WPAG-TV Ann Arbor, 9/28/82 = .........
© Mich. (20) 3/15/53 McGillvra
WRIV (TV) Asbury 10/2/82 . tes
Park, N. J, (58) Late 1953 5
WISE-TV Asheville, 10/30/52 citesbes
N. C. (62} $/30/83 Boll [:]
WP'I’V g’V) Ashland, 8/14/82 sereranes
May 1 rerssrnan
WICA-‘I’V Ashtabula, 2/5/83 ...
Ohio (15) Unknewn ........
WFPG-TV Atantic 10/30/52 NBC, AlC
City, N. J. (48) $12/21/52 CBS, DuM
Pearson
Matta Entrprs., Atlantic  1/8/83
City, N, 1. Unknown
KCTV (TV) Austin, 7/11/82
Tex. (18) Unknown aoao .
KTBC.TV Austin, 7/11/52 CBS, ABC,
Tex. (7} $11/27/52 NBC, DuM
Taylor
KTVA (TV) Austin, 8/n/82 ........
Tex. (24) Unknown 000000 0Gs
KAFY-TV Bakersfield, 12/23/52 ABC, CBS,
Calif. (29) Aprif DuM, NBC
Forice
WITH-TV Baltimore, 12/18/52 000300000
Md. (60) Unknown
WABI.TV, Bangor, 12/31/82 0.00a60Q00
Me. (5) £$1/31/53 Hollingbery
WAFB-TV Baton 8/14/82 CBS5, DuM
Rouge, La. (28) $2/15/53 NBC, ABC
Adarm Young
KHTV (TV) Baton 12/18/%2
Rouge, La. {40) Unknown
WBCK-TV Battle Creek, 11/20/32
Mich. (58) Avgust
WBKZ-TV Battle Creek, 10/30/52 ABC, DuM
Mich. (64) s/18/83 ... u
K8MT (TV) Beaument, 12/4/52 0000
Tex. (31) 4/1/53 Tuylor
WwTVI s’fV) Belleville, 11/20/52 CBS
ul, (84) 5/1/53 Weed
KVQOS-TV Bellingham, 1/23/53
Wosh. (12) April-June
WGEZ-TV Beloit, Wis. 2/11/53
(57) Fall 1953
WHFB-TV Benton 2/26/53 T T
Harhor, Mich. (42) Unknown 000000a0G
WLEV-TV Bethlehem, 10/30/52 Meeker
Pa. (51) Winter 1953
KQOK-TV Billings, 2/5/53
Mont. (2) Unknown
Rudmon-Hayutin TV 1/18/53
Co., Billings, Mont. Late Summer-
(8) Early Foll, ‘53
WaQTV (TV) Bingham- B8/14/32
ton, N. Y. (*46) Unknown
WILN-TV Birmingham, 12/10/52
Ala. (48) Unknown
WSGN-TV Birmingham, 12/18/52
Ala. (42) Unknown
3/4/53

KFYR-TV Bismark,
N. D. (5) Late Summer-

Early Fall, ‘53

3/4/53

Late Summer.

Early Foll, 53

Rudman TV Co,
Bismark, N.

D. (12)

Cecil W, Roberts, 3/4/53

Bloomington, Iil. (15) Fall 1953 "
KTV (TV) Boise, 1/15/53 nooao

idahe (9) Fall, 1953 Hollingbery
KIDO-TV Baise, 12/23/52

ida. (7) 7/1/53
WICC-TV Bridgeport, 7/11/52

Conn. (43) 3/20/53
wSiL (TV) nridg.pm, 8/14/52

Conn, Unknown
Conn. Bd of Ed., 1/29/53

Bridgeport, Conn. Unknown

(*n)
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Location & Channel

WTVF (TV) Buffale
NoY. (23

WBES-TV Buffolo

N. Y. (59}
WBUF (TV) 8uffalo,
N. Y. O7)

KOPR.TV Butte,
Mont. {4)

TV Montona, Butte,
Mont. (&)

Midwest TV Inc.,
Champaign, Il (3)

WCSC-T\{S)Churlnfen,

WKNA-TV Chorleston,
W. Va, (49)
WCHV-TV Charlottes-
ville, Va. (64)

WAYS-TV Charlotte,
N. C. (36)

WOUC (TV) Chapta-
nooga, Tenn, (49)

WIVT (TV) Chatta-
nooga, Tenn. (43)

KFBC-TV Cheyenne,
Wyo.

WHFC-TV Chicago,
n. (26}

KF}JO)-TV Clayton, Mo,

Tolelpolnan Bestg. Co.,
Clovis, N.

KKTV (TV) Colorada
Springs, Col. (11}

KRDO-TV Coloredo
Springs, Col. (13)
KOMU-TV Columbia,

Mo. (8}
WCOS-TV Columblea,
5. C. (25)

WIS«TV Columbia,
s. €. (00)

WNOK-TV Columbia,
S. €. (67)

KLIF-TV Dalias,
Tex. (29)

UHF TV Co.,
Dallas, Tex. (23)

WDAN-TV Danville,
i, (24)

WBTM-TV Danville,
Va. (24)

WIFE (TV) Dnyion,
Ohio

W?;SI.-TV Decatur, Ala.
" ((‘I’\;) Decatur,

KBTIV (TV) Deriver,
Col. (9)

KDEN (TV) Denver,
Col. (26)

KFEL-TV Denver,
Col. (2}

KIRV D b
Col. n(’;.’g) e

WETV (TV) Duluth,
Minn. )

Allen 8 Sons, Durhom,
N. (46)

WKAR-TV East Lonsing,
Mich. (60)

WGLV (TV) Easion,
7}

Pa.

WEAU-TV Eou
Claire, Wis. (13)

WTVE (TV) Elmlira,
N. Y. (24}

ElkCor TV lnc.,
Elmira, N. Y. (18)

KEPO-TV E! Paso,
Tex. (13)

XROD-TV El Paso,
Tex, (4)

KTSM-TV El Paso,
Tex. (9)

W. G. Allen, Eugene,
Ore. (20)

KIEM-TV Eureka, Calif.
3)

WSEE-TV Fall River,
Mass. (46)

WDAY-TV Fargo,
N. D (&)

BROADCASTING *®

Date Granted &

Netwark

Torget for Stort Repressntative

7/24/52
Unknown
12/23/52
Unknown
12/18/52
4/1/53
1/15/583
September
2/26/53
Unknown
2/26/53
Summer 1953
10/30/52
4/1/53

3/4/53
July
1/29/53
2/1/53
2/26/53
Fall 1953
Iq/gllsz

ABC

ABC, CBS,
DuM, NBC
Fraa & Peters

8/21/52
Unknown
1/23/53
Unknown

1/8/52
Unknown
2/5/53
Unknown
3/4/53
Unknawn

11/28/52
$2/7/52

11/20/52
April
1/15/53
July
9/18/52
April
2/12/53
?/1/53
9/18/52
April

2/12/53
Unknown
1/15/53
Unknown

12/10/52
Unknown

12/18/52
Unknown

11/26/52
July

2/26/53
Unknown
11/20/52
July 1
7/11/52
$0/2/52
7/11/52
Spring 1953
7/11/52
37/18/52
9/18/52
Unknown

10/24/52
5/1/53

2/26/53
11/1/53
10/16/52
September
12/18/52
Spring 1953
2/26/53
Fall 1953 .

11/6/52
March

2/26/53
Unknown

10/24/52
Eorly 1953
7/31/52
$ 4/ 1 ‘/51
8/14/52
$1/4/53

2/11/53

Unknown

2/11/53
nknown

9/14/52
May

1/15/53
Unknown

ABC, NBC
Headley-Reed

NBC
Free & Peters

CBS, DuM
Raymer

Everatts
McKinney

ree

CBS, ABC
Frae & Peters

NBC, DuM

Everetl-
McKinney

Avery-Knodel
CBS, DuM
Tuyfor

NBC
Hollingbery

NBC
Free & Peters

TELECASTING

Lecation & Channel

KACY
Mo. (14)

WTAC-TVY Flint,
Mich. (16)

wcertv (N) Flint,
Mich.

KQTV (TV) Fort Dedge,
lowa (21)

WFTL-TV Fort Lauder-
dale, Fla. 23)

WITV (TV) Fort Lauder-
dale, Fla. (17)

KFSA-TV Fort Smith,
Ark, (22)

WFMD-TV Frederick.
Mmd. (62)

Festus,

KMJ.TV Fresno,
Calif. (24)

WTVS (TV) Gadsden,
Ala. (21)

KGUL-TV Galveston,
Tex. (O1)

KTVR (TV) Galvesion,
Tex. (41)

KFB8-TV Great Falls,
Ment. (5)

WBAY-TV Green Bay,
Wis. (2)

WCOG-TV Greenshoro,
N. C. (57)

WGVL (TV) Greenville,
$. C. (23)

WGCM-TV Gulfport,
Miss. (56)

WVEC-TV Hompton,
Va. (15)

KHMO-TV Hannibal,
Mo. (7)

WHP-TV Harrisburg,
Pa. (55)

WIPA (TV)
Harrisburg, Pa. (71)

Conn, Bd. of Ed., Hart-
ford, Conn, (*24)

WAIZL-TV Hazleton
Pa. (63)

WEHT (TV) Henderson,
Ky. (50)

WHYN-TV Holyocke,
Mass. (55)

KGMEB-TV Honolulu,
T.H. ®

KONA (TV) Henolulu,
T. H. (1)

KUHT (TV) Housten,
Tex. (*8)

KNUZ.TV Housten,
Tox. (39)

Uhf TV Co., Houston,
Tex, (23)

KTVH ('I’V) Hutchinson,
Kan, (12

KID-TV 1daho Falls,
idaho (3}

KIFI-TV ldaho Falls,
idaho {8)

WHCU=TV lthaca,

(20)

s T

WIET (TV) Ithaca,
N. Y. (*14)

Dute Granted &

Network

Target for Start Representative

12/31/52
7/1/53
11/20/52
Unknown
T/ /52
9/1/53
1/29/53
1071753
7/31/52
4/1/53
7/31/52
Late 1953
11/13/52
5/1/53
10/24/52
Unknown
9/18/52
§/1/53
11/6/52
August
11/20/52
3/1/53
11/20/52
Late Summer-
Early Fall, ’53
1/15/53
Unknown
11/13/52
3/15/53
11/20/52
Unknown
1/23/53
Unknown
2/11/53
Unknown
2/5/53
8/1/53
2/18/53
Unknown
9/25/52
Moy
12/31/52
Unknown
1/29/53
Unknown
12/18/52
Unknown
11/20/52
May 1
7/11/52
Early 1953

8/7/52

$12/1/52

10/24/52

$11/22/52

8/21/52

Unknown

1/8/53
uly

'IIGI 53

Unknown

1

2/26/53
Unknown
2/26/53
Late 1953
1/8/53
11/15/53

1/8/53
Unknown

/8/53
July-Avg. 1953

sesesensse

Baasssana

Raymer

ctsasvaes

CBS

_Branham

CBS, ABC, NBC
Free & Peters

DuM
Forjoe

sarrraeae

srsranaas

Location & Chonnel

WIBM-TV Jocksen.
Mich. (48)

WITV (TV) Jackson,
Miss. (25)

WIHL-TV Johnson City,
an

Tenn.

WITN-TV Jamestown,
N. Y. (58)

WARD-TV Johnstown,
Pa. (56)

WKMI-TV Kalamazoo,
Mich, (36)

KCTY (TV) Kansos City,
Mo. (25)

WKNY-TV Kingston,
N. Y. (66)

WFAM-TV Llafayettse,
Ind. (59)

KTAG STV) Lake
Charles, La. (25)
WONN-TV Laksland,

Fla. (16)
WILS-TV Lonsing, Mich.
(54)

KSWO-TV Lawton,
Okla, (7)

WIMA-TV Limao,
Ohio (35)
WLOK-TV lLima,
Ohio (73)

KFOR-TV Lincoln,
Neb. {10)

KOEN-TV Lincoin,
-Neb. (12)

KRTV (TV} Little Rock,
Ark. (17)

KETV (Tv) Little Rock,
Ark. (23)

KTVE (TV) long.-

view, Tex.

KPIK (TV) Los Angeles
(22)

KUSC-TV Los Angeles
(~28)

WKLO-TV Louisvllle,
Ky. (21)

WLOU-TV Louls+
vills, Ky. (41)

KCBD-TV Lubbock,
Tox. (11)

KDUB-TV Lubbock,
Tex. (13}

WILVA-TV Lynchburg,
Va. (13)

WWOD-TV Lynchburg,
Va. (18)

WETV (TV) Macon,
Ga. (47)

WKOW-TV Madlson,
Wis. (27)

WMTV (TV) Madison,
Wis. (33)

KSAC-TV Manhattan,
Kan. (*8}

WMAC-TVY Massilion,
Ohio (23)

KRIO-TV McAilen.
Tex. (20)

Date Granted

& Network

Target for Stort Representative

11/20/52

Unknown
9/11/52
$1/15/53

1/29/53%
%/1/53
1/23/53
Unknown
11/20/52
Unknown
11/26/52
Unknown
1/23/53
Unknown
1/23/53
Unknown
12/23/52
5/1/53
12/18/52
April-June
12/31/52
Unknown
2/5/53
9/1/53
12/4/52
March 1

12/4/52
Summer 1953
11/20/52
3/15/53
10/16/52
4/1/53
10/2/52
$2/17/53
9/18/52
;I 5/53
10/30/52
Unknown
2/5/53
Unknown
12/10/52
9/1/53
8/28/52
Early March
11/26/53
Spring 1953
1/15/53
Unknown

10/9/52
March-April

10/9/52
$11/13/52

11/13/52
$2/8/53

11/6/52
Unknown

2/12/53
Unknown

1/8/53
July
1723753
Unknown
7/24/53
Unknown
9/4/52
4/1/53

2/18/53
September
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FOR THE RECORD
X Date Grunted & Network Dote Granted & Netwerk
Location & Channel Target for Start Representative Location & Chonnel Target for Stert Repressntative
— Se:ﬂl'omCOug&::d' — 3,1{53 KPTV (T(\II; Portland, 711 /52 NBC -
Y, R - estg Co,, ord, nkaown Ore. ) 39/19/32 NBC Spot Sales
Transmitting Danver 5.._‘__‘& Ore. (5) . WEOK-TV Pough- 1/26/%2
Most Fu.warful,lmgngl fram o W¥:ﬂ?‘-f\{lgg0mPhli. ;//11%33 keepsie, N. Y. (21)  Dec. 1953
Atop Lookout Mountain N | WCOC.TV Meridion,  12/23/52 N gl
" k Miss. (30) ' Unknown Col. (5) 4/1/53 Avery-Knodsl -
R 2p18/53 KDZA-TV Pusblo, 11/18/52 ......
Az, (12) 4/15/53 w::';a ('I?\)l Raleigh t:;l/(;‘:;; cos
a aleigh,
th‘l’g-f\(lz)"“dlmd- 5{1‘“/3“ KzN. C. (28) 3/1/53 Avery-Knodat
- " TV (TV) Reno, 12/23/52  .........
WEANTY Wilwaskes, 3/5/53 Nev. @ T Mard
- WEEU-TV Reading 9/4/52 NBC
KCIBTV Minot, N. D. B a3 Po. (33) " aji/ss Headley-Reed
i WHUM-TV Reading, 9/4/82
To reoch the rich, expanding Rudman TV Co., Minot, 2/11/53 . Pa. (51) sacing #2//12053 ﬁg Reps.

Denver ond Colorede market specif N. D. (10) LatajSum mer L WROV-T

KETV ... for soles resultsl Chack these ey LEh &) Vor y) Rk, ale A Smirn

:lnctslnnd figures, Write for complete WALA-TV Mobile, t}l‘!gﬂ-’d AlﬁicCBS. WSI.S.-TV Roanoke 9;“?52 N:'cn :BS

I:glmr:orokne'ihls productive, fost.grow. Alo. (10) 1LY Headiey-Reed Vo. (10) U $12/11/52 Av.;y-&nedol

KROC-TV 1 .

THE GREAT WKAB.TY Mobile,  8/7/82 ?.","i";. s Wi, G0 Moy .

COLORADO MARKET KNOE-TV Monros, 12/4/52 | WROH (TV) Rochester,  7/24/52

:zp;nlumm Tl 1,325, 089 la. (8) a/1/83 . Y. (*2 Unknown
ncrease 940 18 WTVO l ke 9/11/52

Tota SeE;d %:'I!:sl 731,257,095.000 KFAZ (V) Monros,  Aoives I, (TV) ocford: ol

Total n.L:."».:'.’.i‘:.‘.ﬂ:f‘..:::::i%?3}? KMBY-TV Montersy,  2/19/53 o wv Romer Ge. 2 a/es

TV Sets in Aretmmn ... . 117,299 Colif. (8) Unknown — «ocoveeee ) TSI

{Rocky Mtn. Elec. Leogue-dan. 1) (ST-KSBW-TV) L EA7 ol 1/29/53
WCOV-TV Montgomery, 9/18/52 500QOD000 N. M. 8) Unknown
Ale, (20) March Toylor Wiﬁ‘ﬁ?i—“(’ﬁ;)osinnm }:’I!AH
WLBC-TV Muncie, 10/30/52 CBS, DuM b ar
: Ind. (49) 4/1753 Wolker. Y5 Ny o e
V WIVM (V) Muskegan, luz/kz:usz e m:lzﬂo‘h-r}f2 )s'. Joseph, '1‘2/;6/52
I Mich, (35) nknown  eeeeeeeel KSTM-TV st, Louls, 1/15/53
w#m—gﬂumm, lzlllz%:; PRI | Mo, (36) April 18
is. all- arke WIL-TV 5t. Lowis, 2/12/53
CHAMMEL 9 DENVER WNEBH-TV New Bed-  7/11/52 Mo. (42) Lote 1953
ford, Mass. (28) Unknown Wolker wiUN'anl Sz-“)h'tl‘l- ;%%-'52 Weat <
urg, Fla. [

1100 CALIFORNIA ® TAbor 8388 K AL L} L o L & Horvey, Solem,  1/29/52
ke A re. uly
Confae! Your Mearest WTLY (TV) New Bruns- Lz{‘qlsz l KICU (TV) Salinas, 1/15/33 000000000

e & Peters Represenfofive wick, N. J. (*19) nknown Calif. (28) 9/15/53 ceresenas
WKST-TV New Costle, 9/4/52 KSBW Safinas, Calif. 2/19/53 .........
KT Risy o Comte Mosker ® (STAMBY-TV)  Onkeawn L1010
’ KGKL-TV San Angelo, 12/18/82 ........
W e gl i Tox. (2 Unknown  Paarion
KTXL-TV Son Angeio, 11/26/52
WIMRTV New Or.  2/18/53 TR Ton ()0 A R
eans, Lo (61) /18/ olling KITO.-TV San Bermard= 11/6/52
New Orleans TV Co.,  2/26/53 [ ine, Cafif. (18) Fall 1953 Hollingbery -
New Orleans, Lo. Unknown 0000G0000 WKAQ-TV Son Juan, 7/24/52  .........
Th e (20) P. R. (2) 1954 nter-American
N ¢ 2/5/53 WLEC-TV Sandusky, 1/23/53 .eieeen..
wﬁﬂ.“\‘,’.), ('ww Jnfnz Ohio (42} Y 12/1/53
KEYT {TV) Sonta Bar- 11/13/52 ABC, DuM
QUAD-CITI ES Wl (U LA I bora, Caiit ) T /115 CBS, NBC
1383 Hollingbery
Regional Telavision 1 | Greer & Greer, Santa 1/23/83 ...
lead all M | Gorm, Northampton, fall-1953 [ Fe, N. M. (2) Unknown  ...ce....
ass. (36) | WARM-TV Scranten, 2/26/$3  arerninn
IOWA ILLI NO * Greylock Besto. Co., 2/18/53  ceieeeeen Pa. (16) Early Fall ’83 Hollingbery
o IS Morth Adarms, Unknows  ..o...... | WGBITY Seranton, 8/14/52 cas
Moss, (74) 0 o. (22) Aprit Bloir-TV Inc.
i . Bd. of Ed., N 1/29/53 00000G000 WTVU (TV) Scranton B/14/52
Mefropoln‘cm Areas an:gh? Co:f‘. e Udkrowa 1 Pa. {73) April 15 Bolling
. KRDO-TV Sedalia, 2/26/$3
in K"E?"ywoﬂthrf,")w 5{\}‘1‘/“5‘:“ Mo. (6) edalia Unknown [P
! 11/5 Shermon TV Co., 3/4/53  cieeeinnn
. . Ol;io.' Ccﬂlﬂ'skl-hom: 29{“‘/533 Sherman, Tex. Lote Summer, .........
Effective Buying G- Seia 25 o
i KWTV [TV) Sioux Clty, 10/30/52
N WOQSH-TY Oshkosh, 11/2?/5! teresiens l lowa (36) Unknown 000000000
Income per CUpltO.T | Wis. (48) 4/15/53 KVTV (TV) Sioux City  11/20/52 a7
I W. Va. Entprs. Inc.,  2/11/53 ® 3/29/53 Katx
Porkersburg, W. Va. Unknown — ..c...... KELC-TV Sioux Falls  11/20/52
*outside Chicago ® f 11th Nationally (1%} 5. D. (1) 3/1/83 Taylor
WPEA (TV) Pensocola, 11/13/52 Foumeree WSBT-TV Scuth Bend, 8/28/352 NBC, CBS
Fla. (15) June oung Ind. (34) $12/22/52 Reymer
WEEK-TV Peoria, 8/28/32 NBC KHQ-TV Spokone, 7/11/52 NBC, ABC
. (43 ¥2/1/53 Headfey-Reed Wath. @ $ /24/51 Kotz
WTVH-TV Paorla, 12/1B/82  ceceeennn KXLY-TV S$pokane, 7/11/52 CBS, DuM
. (19) 6/1/53 Petry Wash. (2 $1 /20753 m:‘lk;r, Pae.
catrs
2 11/26 veeeeanas
w':.ﬁz;;' bk Unlknc‘v,:/ﬁ ......... WWIP (TV) SpringRleld, 7/11/52 .......
AMTY Pittsb 2726/53 ‘ Mass. (61) March Hollln!buy
K%T' @ e Avg. 1 JOSRR KTTS-TV Springfield, 1o/9l/sz cas, DuM
g < ' 12/23/52 rcooqeonn. || =280 Apri Weed
* 43 g no* w‘{’:? ((4;“) Pittsburgh, Auéug" Hecdley-Reed
2 WENS (TV) Pitisburgh, 12/23/52
Glead” CEZ? ﬁﬂzf Pa. (16) July-August )
“ WK.IF-T;IS Pittsburgh, bllki.'aa - ;
. nknown
Pa. (53) o et Hu!I ppllwﬁhﬁu
KJF};{! (:?“'.“o' Unknown IIHI‘-'
TELCO BUMBING, ROCK I5LAND, Iumms KWikTy Pocatalle, /1084 Hollingbery
Represeated by Avery-Knadel, Inc Pottlond, 2/11/53 .
wemT [0 Femen 9/1/53
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Location & Channel
KYTV (TV) Springfield,
Mo. (3)

Plains TV Co., Spring-
fisld, 1. (46)

KTVU (TV) Stockton,
Callf. (36)

WHTV (TV) Syrocuse,
N. Y. (*43)

KMO-TV Tacoma,
Wosh. (13)

KTNT-TV Tocoma.
Wash. (11)

KCEN-TV Temple,
Tex. (6)

KCMC-TV Texarkane,
Tex. (&)

KCNA-TV  Tucson,
Ariz. (9)

KOPO-TV Tugson,
Ariz. (13)

KVOA-TV Tucson,
Ariz. {4)

fltred Beck, Tulsa,
Okla. (23)

KETX (TV)

Tyler, Tex. (19)

WGOV-TV Voldesto,
Ga. {37)

KANG-TV Wace,
Tex. (34)

WHHH-TV Warren,
Ohio (47)

WATR-TV Waterbury,
Conn. (53

WWNY-TV Watertown,
N. Y. (48)

WIRK-TV Waest Palm
Beach, Flo. (21)
Polan Indstes., Wheel-
ing, W. Va. (51)

KEDD (TV)
Wichita, Koan. (16)

KFDX-TV Wichita Falls,
Tex. (3)

KTVW (TV) Wichita
Falls, Tex. (22)

KWFT-TV Wichlta
Falls, Tex. (&)

WBRE-TV Wilkes-Barre,
Pa. (28}

WiLlk-Tv Wllkes-Barre,
Pa. )

WRAK-TV Williams-
port, Pa. (38)

WTOB-TV Winston-
Salem, N. C. (26)

KIMA-TV Yakima.,
Wash, {29)

KIT-TV Yokima,
Wash. (23)

WNOW.TV York.
Pa. (49)

WSBA-TV York,
Pa. (43)

WFMJ-TV Youngstown,
Ohilo (73)

WXBN-TV Youngstown,
Ohio (27)

WUTV (TV) Youngs
town, Ohio (21)

WHIZ.TV  Zanesville,
Ohio (50)

Date Granted &

Network

Target for Start Representative

1/3/53
July
2/26/53
Unknown
1/8/53
Ssptember
9/18/52
Unknown
12/10/52
&/1/53
12/10/52
$3/1/53
1/29/53
Unknown
2/5/53

May
12/18/52
Unknown
11/13/52

12/1/53
11/13/52
Unknown
2/26/53
Unknown

1/29/53
6/1/53
2/26/53
Late Summer
’53

11/13/52
7/1/53
11/6/52
Utknown
10/30/52
5/1/53
12/23/52
Unknown
12/18/52
Unknown
2/11/53
October
2/18/53
5/15/53
12/18/52
3/18/53
11/6/52
April
1/23/53
%3/1/53
10/2/52
£1/1/53
10/2/52
March
11/13/52
Unknown
2/5/83
July-Avgust
12/4/52
March
12/4/52
August

T/11/52

Mid-Summer ‘53

7/11/52
$12/22/53
7/11 /52

$2/18/53

7/11/52
$1/11/53

9/25/52
7/21/53

12/10/52
4/1/83

IEEREREEE]

IEERTRE T

Hollinglury

sesssasan
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ACTIONS OF THE FCC
February 26 through March 4

Includes data on new stations, changes in existing staotions, ownership changes, hearing
cases, hearing calendar, new petitions, rules & standards changes and routine roundup.

Abbreviations:

CP—construction permit. DA—directional an-
tenna. ERP—effective radiated power, STL=—
studio-transmitter link., synch. amp.—SyRchro-
nous amplifier. vhf—very high frequency. uhf—
ultra high frequency. ant.—antenna. aur.—aural.
vis.—visual. kw-—kilowatts. w—watls. mc—

megaceyeles,. D—day. N—night. LS—local sum-
set. mod. — modification. trans.-- transmitter.
unl,—unlimited hours. ke—kijocyeles. SSA—
special service authorization, STA-—special tem=
porary authorization. (FCC file and hearing
docket numbers given in parenthesis)

FCC Breadcost Station Authorizations

as of Jan. 31, 1953 *

AM FM TV
Licensed nsau or air) 2,319 573 98
CPs on air 39 3%
Total on afir 2,399 612 131
CPs not on air 130 15 1717
Total authorized 2,529 627 314
Applicatlons in hearing 161 5 66
New station requests 246 12 791
Facilities change requests 194 39 28
Total applications pending 870 183 811
Licenses deleted In Jan. 1 5 0
CPs deleted in Jan. 1 0 0

*Does not include noncommercial educational
FM and TV stations.

AM and FM Summary through March 4

Appls. In
On Pend- Hear-
Air Licensed CPs ing ing
AM 2,400 2,380 176 261 165
FM 613 514 56 10 5

Television Station Grants and Applications
Since Aprif 14, 1952

Grants since July 11, 1952:

Vhi Uht Total
Commercial 33 178 267
Educational 2 12 14
Total Operating Stotions in U. S.:
vhf Uht Total
Commercial on Aflr 128 14 142

Applications filed since April 14, 1952;

New Amnd. Vhf Uhf Total
Commercial 741 328 582 476  1,069%
Educational 21 . 6 15 21
Total 762 328 598 491 1,090%

1 One applicant did not specity channel.
2 Includes 281 already granted.

Processing on city priority Gr. A-2 line has ex-
tended to city No, 310,

Processing on city priority Gr. B line hag ex-
tended to city No. 201.

New TV Stations . . .

Decisions

Decatur, Ala.—Tennessee Valley Bcstg. Co.
(WMSL). Granted uhf Ch. 23 (524-530 mc); ERP
21.5 kw visual, 12 kw aural; antenna height above
average terrain 120 fit., above ground 180 ft.
Engineer: conditions. Estimated construction
cost $153,000, first year operating cost $94000
revenue $138,658. Post office address 520 Bank St.,
Decatur, Ala. Studio location to be determined
Transmitter location Danvilie Road, at site of
WMSL transmitter. Geographm coordinates 86°
59’ 27.8" N, Lat., 34° 38’ 44.2” W, Long. Transmit-
ter and antenna RCA. Legal counsel Harry J.
Daly, Washington Consulting engineer John
H. aney, Washington. . Principals include
President Frank Whisenant. (84%) and Treasurer
Alice Whisenant (15%), wife of Mr. Whisenant.

File No.: BPCT-1488. Citl\; priority status: Gr.
A-2, No. 266, Granted Fel
Valdosta, Ga. — WGO V-TV Inc, (WGOV).

Granted uhf Ch. 37 (608-614 me); ERP 98 kw vis-
ual, 52 kw aural; antenna he1ght above average
terrain 321 ft., above ground 342 ft. Engineering
conditions. Estimated construction cost 5167 000
first year operating cost §75,000, revenue $12

Post office address: Daniel hley Hotel, Val_
dosta. Studio and transmitter location: Near
Kinderlou, GGa. Geographic coordinates 30° 48’ 07~
N. Lat., 83° 21’ 36" W. Long. Transmitter and
antenna RCA. Legal counsel Philip M. Baker,
Washington. Consulting engineer W, J, Holey,
Atlanta, Prlnclpals include President E, D.
Rivers Jr. (99.979), president of WEAS Decatur,
11, WJIV Savanhah, Ga., KWEM West Membphis,
Ark., and WGOV,; Vice President W, H, Keller
Jr. (0.01%); Vice President A. B, Smith (0.01%);

23.5 kw visual

and Secretary-Treasurer H. E. Ulmer (0.01%).
File No.: BPCT-1276. Citg priority status: Gr.
A-2, No. 264, Granted Feb, 25.

Idaho Falls, 1daho—Idaho Falls Televisior Inc.
(KIFI). Granted vhf Ch, 8 (180-186 mc); ERP
, 12 kw aural; antenna height above
average terrain 240 it., above ground 348 ft,
Engmeermg condition. Estimated construction
cost $100,962, first year operating cost $85,000,
revenue $120,000. Post office address 339 Broad-

way, Idaho Falls. Studio and transmitter loca-
tion 1.5 mi, NE of Idaho Falls on Yel]owstone
Highway. Geog‘raphic coordinates 43° 30’ 48" N

Lat., 112° 00" 44” W Lonf‘ Transmitter com) o-
mte antenna RCA. Lega counsel John Mis

Washii Consultin engineer Grant R.
Wrathall, Aptos, Calif. Principals include Presi-

dent James M. Brady, Vice President James Robb
Brady and Secretary-Treasurer Edwin F. Mc-
Donald (16%). The J. Robb Brady Trust Co.
owns 83% of applicant; J. Robb Brady votes all
the stock of the trust company. File No.: BPCT-
1278. Cit, prlority status: Gr. A-2, No. 277.
Granted . 25,

Idaho Fal]s, Idaho—Idaho Radio Corp. (KID).
Granted vhf Ch. 3 (60-66 mc); ERP 6.3 kw visual,
3.2 kw aural; antenna height above average
terrain 260 ft., above ground 387 ft. En
condition. Estimated construction cost 8120 000.
first year operating cost $50,000, revenue $50,000
Post office address P. O, Box 701, Idaho FalIs
Idaho. Studio location to be determined. Trans
mitter location: 133 mi, SE of Idaho Falls on
North Side of Ammon Road. Geographic coordi-
nates 43° 20’ 01" N. Lat., 112¢ W. Long.
Transmitter and antenna RCA Legal counsel
Wilkinson, Boyden & Cragun, Washington. Con-
su.ltlng Engineer Vandivere, Cohen & Wearn,

Washington. Principals include President A. W
Schweider (73%) and Vice President Guy A.

Husband and wife situations against
whimsically sketched backdrops drama-
tize the theme, “Pour a smile for break-
fast”, in a new series of l-minute TV
spots for Manor House Coffee. Sell and
product identification are cleverly united
in a closing in which the can slowly re-
volves to show its rear panel message,
“Behind every can 100 years of ex-
perience.” Produced by Sarra for W. F.
McLaughlin & Company through Earle
Ludgin & Company

SPECIALISTS

5_‘"«#—.? il

IN VISUAL SELLING

New York: 200 East 56th Street
Chicago: 16 East Ontario Street
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FOR THE

Poulsen (6.7%). KSL-AM-FM-TV Salt Lake City,
Utah, owns 25.9% of applicant, and Zions Securi-
ties Corp. (business rentais), Salt Lake City, owns
17.4%. Ten remaining stockholders have less
than 5% interest each. File No.: BPCT-871. City
priority status: Gr. A-2, No. 277, Granted Feb. 25.

Pocatello, Idaho—Eastern ldaho Bcstf. & Tele-
vision Co. (KWIK). Granted vhi Ch. 10 (192-188
me); ERP 3.2 kw visual, 1.9 kw aural; antenna
height above average terrain 870 ft.,, above
ground 90 ft. Estimated construction cost $107,-
700, first year o erating cost $92,100, revenue
$115,000. Post office address Bannock Hotel,
Pocatello, Idaho. Auxiliary studios in Bannock
Hotel, Pocatello. Main studio and transmitter
location 3.5 mi. west of Pocatello atop un-name
mountain peak. Geographic coordinates 42° 52’
26" N. Lat., 112® 30° 47" W. Loaf. Transmitter
composite, antenna RCA or equivalent. Legal
counsel John H. Midlen, Washington. Consulting
engineer Grant R. Wraf.hal], Aptos, Calif. Prin-
cipals include President James M. Brady (no
stock ownership, but desighated to vote stock
owned by J. Robb Brad%vTrust Co. amounting to
41?3%). president of KWIK Pocatello and gen-
eral manager of KIFI Idaho Falls, Idaho, treas-
urer of Twin Falls, Idaho, secretary an
20% owner of J. Robb Brady Trust Co.. Idaho
Falls, vice president of Idaho Falls Publishing Co.
(Eastern Idaho Farmer, a weekly farm news-
paper), Idahgo Falls, president and 0.2% owner
of Idaho Falls Television Inc. (grantee of new
TV station in Idaho Falls) and secretary of Idaho
Falls Baseball Club (member of Pioneer League);
Vice Prestdent Edwin F. McDermott (815%), vice
resident and 8.3% owner of KWIK and
6.67% owner of Idaho Falls Television Inc.
president, general manager and 20% owner O
The Post Co. (The Post Register, daily news-
gaper), Idaho Falls, and president of Idaho Falls
aseball Club: Secretary-Treasurer Frank C.
Carmen (1214%), general manager and 26%
owner of KUTA Salt Lake Cit{a1 %resident and
aho,

25% owner of KGEM Boise, resident
and 121%% owner of KLIX, secretaﬁ. reasurer
and 1214% owner of KWIK and KIFI, president

and 16.75% owner of KOPR Butte, Mont., presi-
dent and 50% owner of Utah Bestg. & Tele-
vision Corg. (applicant for new TV station in
Salt Lake City, Utah), president and 22% owner
of Rocky Mountain Bestg, System (radio time
saleg agency), Salt Lake City, and 20% owner of
Griffith, Cornall & Carmen Inc. (general con-
tractors), Salt Lake City; David G. Smith
(1232%), 25% owner of KUTA, vice president
and 12%% owner of KWIK, KIFI, and KLIX,
treasurer and 16.75% owner of KOPR, 50% owner
of Utah Bestg. & Television Corp., owner of
sheep and cattle ranches and proprietorship
interest in oil leases and oil wells in Utah;
Grant R. Wrathall (1212%), radio and television
consulting eniineer, Aptos, Calif., 25% owner
of KUTA, 1212% owner of KWIK, KIFI and
KLIX, owner of KPOO San Francisco, 29.8%
owner of KULE Ephrata, Wash., 50% owner of
Salinas-Monterey Television Co. (hold CP for
new Salinas TV station), Salinas, Calif., and
50% owner of T'tah Bestg. & Television Co¥.:
Edna 0. McCrea_(614%), 12V2% owner of KUTA,
814% owner of KWIK, KIFI and KLIX, 8.375%
owner of KOPR and 25% owner of non-votin
stock of Utah Bestg., & Television Corp., an
as Guardian of Estate of Sharon Lee Powers,
Minor, Edna O. McCrea controls another %% of
applicant. J. Robb Brady Trust Co. (4125%),
owns 78.75% interest in The Post Register, owns
41.67% of KWIK and KIFI. owns 50% of KWIK,
owns B83.29% of Idaho Falls Television Inc. and
owns 50% interest in S. E. Brady Real Estate
(33 acres of land), Pocatello, Idaho. James M.
Brady, president of apvolicant (see above). owns
20% of J. Robb Brady Trust Co. File No.: BPCT-
1546, City priority status: Gr. A-2, No. 195.
Granted Feb. 25.

Pocatello, Idaho—Tribune-Journal Co. Granted
vhf Ch. 6 (82-88 mic); ERP 17.21 kw visual, 3.61
kw aural; antenna height above average terrain
20 ft. Engineering condition. Estimated construe-
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tion cost $119,226, first year operating cost $84,250,
revenue $85,000. Post office address 305 South

rthur Street, Pocatello, Idaho. Studio and
transmitter locatlon 072 mi. S.W. of Tyhee.
Geofgraphtc coordinates 42° 55’ 30” N. Lat., 112°
28° 39 W. Long. Transmitter and antenna RCA.
Legal counsel McKenna & Wilkinson, Washing-
ton. Consulting engineer Russell P. Mag, Wash-
ington, Principals include Chairman of the Board
G. Nicholas Ifft (25%), President Robert 5. How-
ard, Secretary Catherine Iffit Kirchhof (25%),
Treasurer James G. Scripps, Western Publishing
Co. (50%), 50% owner of Tribune-Journal Co.
{KJRL Pocatello). Robert S. Howard is president
of and holds stock in Western Publishing Co.
and James G. Scripps is treasurer of Western
Pub. Co. and Tribune-Journal Co. File No.:
BPCT-1556. Cit{ priority status: Gr. A-2, No.
195. Granted Feb. 25.

Champaign-Urbana, IIl. — Midwest TV Co.
Granted vhf Ch. 3 (60-66 mc); ERP 100 kw visual,
50 kw aural; antenna height above average
terrain 810 ft. Engineering condition. Estimated
constriction cost $423,278, first year operating
cost $261,760, revenue $270,880. Post office address
509 So. Neil St. Studio location 509 So. Neil St.
Transmitter location on state hichway No. 47.
Geographic coordinates 40° 06" 23” N, Lat., 88°

26' 59" W. Lo Transmitter and antenna RCA.
Legal counsel Dow, Lohnes & Albertson, Wash-
ington. Principals include President August C.

Meyer (24.8%); Clara R. Meyer (26.1%); Secre-
tary Russel O. Derby (5%); Illinois Bestg. Co.
(20%), lcensee WSOY Decatur, 30?, owner
WTAX Springfield, and until Feb. 18 individual
applicant for vhf Ch. 3 Chambaign; Helen M.
stevick (10%), 60% owner WDWS Champaign;
Marajen §. Dyess (10%), 40?6 owner WDWS; and
J. A. McDermott (2.1%), director of the Cham-
paign Neins Gazetta licenser of WDWS. File
No.: BPCT-1125. City vriority status: Gr. A-2,
No. 65. Granted Feb. 25.

Springfield, Ill.—Great Plains Television Prop-
erties Inc. Granted uhf Ch. 20 (506-512 mc); ERP
18 kw visual, 10 kw aural; antenna height above
average terrain 340 f£t., above ground 355 ft.
Estimated construction cost $214,900, first year
operating cost $125,000, revenue $125,000. Post
Office address United States Corporation Co. of
Illinois, 33 North LaSalle St., Chicago 2, IIL
Studio location: to be determined. Transmitter
location: one mile SE of Springfield. Geographic
coordinates 39° 46’ 13.5° N. Lat, 89° 36’ 45.5" W.
Long. Transmitter DuMont, antenna RCA. Legal
counsel McKenna & Wilkinson, Washington.
Consulting engineer Jansky & Bailey, Washing-
ton. Principals include President and Secretary
Herbert Scheftel, Treasurer Alfred G. Burger
and Stuart S. Scheftel. Sole owner of applicant
is Transcontinental Properties Inc. (real estate),
New York, in which Messrs Scheftel and Burger
each have 26% interest. File No.: BPCT-1101.
(I“:‘itg ggmrity status: Gr. A-2, No. 41. Granted

eb. 25.

Pittsburg, Kan.—Pittsburg Bcestg. Co. Inc.
(KOAM). Granted vhf Ch. 7 (174-180 me): ERP
105.0 kw visual, 53 kw aural; antenna height
above average terrain 540 ft. above ground 574
ft. Engineering condition. Estimated construc-
tion cost $300,323, first year operating cost
$229,020, revenue $237,890. Post office address:
P.O. Box 603, Pittsburg, Kan. Studio location:
4th & Broadway. Transmitter location: U.S. 69
at Lawton Road. Geographic coordinates: 37°
13’ 40” N. Lat., 94° 42’ 177 . Long. Transmitter
RCA, antenna RCA. Legal counsel George O.
Sutton, Washington. Consulting engineer Craven,
Lohnes & Culver, Washington. Principals include
President E. V. Baxter (50%). Secretary Mrs. E
V. Baxter, Vice President Lester E. Cox (121%9;,)
Vice President-Treasurer Lester Lee [13 4
(37%2%). File No.: BPCT-656. City priority
status: Gr. A-2, No. 275. Granted Feb. 25.

New Orleans, La.—New Orleans Television Co.
Granted uhf Ch. 20 (506-512 mc); ERP 180 kw
visual, 98 kw aural; antenna height above aver-
age terrain 500 ft., above ground 529 ft. Engineer-
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lr&g condition. Estimated construction cost $441,-
500, first year operating cost $365,000, revenue
$420,000. Post office address: 14th Floor, Magnolla
Bldg., Dallas, Tex. Studio and transmitter loca-
tion: 1100 S. Liberty St., New Orleans. Geo-
graphic coordinates: 29° 56’ 43 N. Lat., %0° 04
48" W, Long. Transmitter RCA, antenna RCA.
Legal counsel Ross K. Prescott, Dallas. Consult-
i engineer Guy C. Hutcheson, Arlington, Tex.
cipals include R, L. Wheelock, W. L. Pickens
and H. H. Coffield, each % partner and each
independent Texas oil operator. Same partners
at one time each owned 14 of KPHO-TV Phoenix,
Ariz., and each had part interest in KEYL (TV)
San Antonio, Tex., aggregate of which constitut-
ed control of KEYL (TV). Same group also is
applying for TV statlons in Corpus Christl, Tex.,
Dallas and Houston. File No.: BPCT-367. Ci
priority status: Gr. B-4, No. 184. Granted Feb. 25,

Benton Harbor, Mich. —Palladium Publishing
Co. (WHFB-AM-FM). - Granted uhf Ch. 42 {638~
644 mc); ERP 175 kw visual, 9.3 kw aural; an-
tenna height above average terrain 460 ft., above
ground 500 ft. Engineering conditions. Estimated
construction cost $301,204, first year operating
cost $240,000, revenue $50,000. Post office address
59-61 Wall St., Benton Harbor, Mich. Studio and
transmitter location on Fairplain Ave.. 3 mi.
South of Center of Benton Harbor. Geographic
coordinates 42° 04’ 44” N. Lat. 86° 28° 00" W.
Long. Transmitter RCA, antenna RCA. Legal
counsel Dow, Lohnes & Albertson, Washington.
Consulting engineer Craven, Lohnes & Culver,
Washington. Princifals include President Stan-
ley R. Banyon (35.17%), editor and director of
Palladium Pub. Co., publishers of Benton Harbor
News-Palladium, and president and treasurer of
St. Jogseph {Mich.) Herald-Press; Vice President
and Secretar% Wwillard J. Banyon (34.17%), vice
president of Benton Harbor News-Palladium and
St. Joseph Herald, and Helen Polly Klock (24%),
housewife. File No.: BPCT-1282. City priority
status: Gr. A-2, No. 285. Granted Feb. 25.

Sedalia, Mo.—Milton J. Hinlein (KDRO). Grant-
ed vhf Ch. 6 (82-88 mc); ERP 6.35 kw visual,
3.18 kw aural: antenna height above average ter-
rain 360 ft., above ground 320 ft. Engineering
conditions. Estimated construction cost $137,850,
first year operating cost $193,000, revenue $225,-
000, Post office address ¢/o KDRO Sedalia, Mo,
Studio and transmitter location on West Broad-
way at State Fair Blvd., at site of KDRO-AM-
FM. Geogra&hic coordinates 38° 42’ 20” N. Lat..
93° 15° 13" W. Long. Transmitter and antenna
RCA. Legal counsel Fisher, Wayland, Duvall &
Southmayd, Washington. Consultm%, engineer
Commercial Radio cﬂuipment Co,, Washington.
Milton J. Hinlein, sole owner of applicant, is
licensee of KDRO-AM-FM (BR-1012). File No.:
BPCT-1550. City priority status: Gr. A-2, No.
253. Granted Feb. 25.

Butte, Mont—Television Montana (KXL