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865 ORTHOPEDIC WALKERS

Each Christmas Season for nineteen years,
generous listeners have contributed to the
WLS Christmas Neighbors Club—to pro-
vide wheel chairs, inhalators, orthopedic
walkers, and other equipment, to hospi-
tals and like institutions. To date, more
than $408,356 has been contributed.

Such help 1o their less fortunate neigh-
bors is but one example of how WLS and
its listening families work together. It’s
made possible by the confidence listeners
have in WLS—the result of continuous, de-
pendable devotion by WLS to the interests
of the individual, the family, and the com-
munities in the midwest.
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NEW CBS DEAL e There’s no sign of
usual fierce network competition in new
CBS Television Extended Market Plan,
making tv affiliations available to small
markets (story page 3!). Instead of en-
gaging in rate war, CBS has not solicited
NBC-TV primary stations. Entire pur-
pose, according to CBS-TV officials, is to
help small-market stations by making them
more attractive to advertisers,

BeT
CBS TELEVISION will soon complete
analysis of all its affiliates carrying less than
five hours network business per week,
These stations wiil benefit from EMP be-
cause regular affiliution requires station to
give five hours before getting paid whereas
payments start with first program under
EMP. About score of present affiliates
will soon be sent letter offering benefits of
EMP, with another group of CPs, which
had indicated interest in affiliation, to be
next on list.

BeT
SURE CONVERSION e Storer Broadcast-
ing Co., first to reach new multiple owner-
ship quota with its proposed acquisition
of WFTL-TV Fort Lauderdale and CP
of WMIE-TV Miami [BeT, Nov. 22], re-
portedly is contemplating plan tor made-
to-order uhf circulation in Greater Miami
market. Upon transfer of properties, pur-
chased for aggregate of $335,510, Storer
would convert all vhf receivers in Miami
area for uhf reception at own cxpense,
capitalizing item and writing it off as part
of overall cost.

BT
EXAMINATION of application filed by
CBS with FCC for purchase of WSTV-TV
Steubenville for 33 million and move of
channel location reveals that transmitter
site would be only 3Y2 niles north of
center of Pittsburgh. Coordinates show
location is about 34 mile from tower of
WDTV(TV), DuMont-owned station. Stu-
dios, however, would be maintained in
Steubenvilie as well as Pittsburgh.

BT
ANOTHER TRY e Effort may be made
this week by Senate Mauajority Leader
Knowland to procurc confirmation of
George C. McConnaughey as member and
chairman of FCC. It's understood he will
contend agreement with Democrats during
McCarthy censure session was to abandon
consideration of “controversial” confirma-
tions and that McConnaughey appointment
is not in that category.

BeT
NORMAN GITTLESON, manager of
WJAR-TV Providence, which has enjoyed
phenomenal success since its founding in
1949, has resigned effective at yearend.
Understood Doty Sinclair, identified with
licensee QOutlet Co., will move imto an
executive spot. Mvr. Gitileson shortly ex-
pected to announce new connection and
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closed circuit,

QOutlet Co. appointiment of new manager—
probably established tv broadcaster.

B+T
HOOVER STUDY ¢ Hoover Commission
for streamlining governmental agencies
presumably isn’t too much concerned about
regulatory bodies such as FCC. So far
there’s been no revival of proposals of
other years that communications and trans-
portation be lumped into Cabinet rank
post or that they be made bureaus of Dept.
of Commerce. Commission is, however,
studying proposal, which some FCC mem-
bers advocate, to kill or amend Section
309c¢ of Communications Act. That pro-
vides for practically unlimited protests on
grounds of economic injury or signal in-
terference and is considered delaying factor
as now wrilten.

BeT
IN HIS TWO month FCC tenure, Chmn.
McConnaughey has formulated certain def-
inite views. He feels all “hard core” cases
should be considered by full seven-man
Comunission, even if it means holding
them over several weeks. Moreover, he is
opposed 1o excessive travelling and speech-
making by FCC members because of effect
on full attendance. He also is working
toward one decision day per week with
no “eleventh hour” cases brought in jor
immediate consideration.

BT

WHEELING-DEALING ® Westinghouse
Broadcasting Co. admittedly is looking for
four stations—two v's and two u’s—to
complete its multiple ownership quota of
seven. Pittsburgh, of course, is No. 1,
and announcement is expected almost any
day on deal to acquirc WDTV (TV) there
from DuMont. This would mean Westing-
house withdrawal from ch. 11 competition
against two adversaries (WWSW, WIAS).
BT
MEANWHILE, it was assumed that if
and when Westinghouse withdraws from
ch. {1 race, WWSW and WIAS, remaining
applicants, would enter conversations re-
garding merger. WJIAS last week said that
o date there had been no merger talk,
BT

‘LUCY’ RE-RUNS e There's interesting
Madison Avenue speculation on precedent
whereby { Love Lucy becomes second-run
feature on CBS-TV under Lehn & Fink
sponsorship. Rcpeated shows will be run
Sundays at 6 p.m. under 39-week contract
with renewal options. Lucy has been han-
dled at Biow Co. for Philip Morris by C.
Terrence Clyne, sentor vice president, who
Jan. I moves to McCann-Erickson with $7
million Bulova account. McCann-Erickson

IN BRIEF and INDEX
See page 10

WEEK

is agency for Lehn & Fink. Budget for Lucy
repeat understood to run more than $3
million for time and talent (see story page
62).
BeT

GREATER ACTIVITY than usual being
manifested in yearend station representa-
tion shifts, both radio and tv. Jockeying
for position has always been yearend
order, but this year there are more per-
sonal solicitations than at any time in last
decade, with head men making presenta-
tions to stations.

BT

QUICK TRIP » FCC Comr. Rosel Hyde,
who has been in Mexico City since Nov.
4 as chairman of U. S. delegation in con-
versations with Mexico on broadcast allo-
cations, returns to Washington tomorrow
(Nov. 30) to attend FCC sessions. Ac-
cumulation of unsettled policy matters be-
fore FCC is believed responsible for quick
return trip. He will resume Mexican as-
signment next week.

BeT
STANDARD BRANDS Inc. (Chase and
Sanborn  coffee), New York, through

Compton Adv., New York, preparing an-
nual 52-week radio-tv spot announcement
campaign, to start early in January. Ap-
proximarely 75 television and 20 radio
stations will be used.

BeT
ELECTION PARADOX  Harry Plotkin,
minority (Democratic) counsel of Scnate
Bricker Investigating Committee, finds him-
self in unique status. While he’s minority
counsel, he will write “majority” report on
proposed inquiry into network licensing
and related matters to be presented to next
Congress. Since committee then will be
organized by Democrats, his minority re-
port becomes majority. What will he rec-
ommend? There’s reason to believe he
doubts necessity of full investigation at
Congressional level; feels job belongs to
FCC at this stage.

BeT
BROADCASTERS who wonderwhat might
happen to their elecironic apparatus in
case of atomic artack will have their ques-
tions answered in Nevada atomic tests this
winter. Under civil defense auspices, Ra-
dio-Electronics-Tv Mfrs. Assn. is sponsor-
ing placement of equipment and compo-
nents around “see-the-blast” area to find
out how gear stands up under impact of
shock, heat and radioactivity.

BeT
LIGHTED LINES e Sounds like the Army
(but with a twist): Ad hoc committee
looking into methods of improving light-
ing and marking of tall tv towers has en-
gaged camouflage expert to study feasibility

of painting guy wires with phosphorescent
paint (so they glow in dark).
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ot deadline

Tv Dominated by Women
Dialers, Pulse Study Shows

FEW “man - dominated” programs among
“America's Dialing Millions™ exist in tv, ac-
cording to Dr. Sydney Roslow, director of
Pulse Inc., who reported on new Pulse survey
which gathered audience composition data from
64 markets in country. More than quarter-
million persons interviewed in 117,000 homes
national sample.

Thus, Dr. Roslow declared, tv is being built
by “qualitative appeal.” He pointed to two
similar detective shows on same network with
one delivering only one-tenth of single point
rating more than the other—but, he said, “One
delivers a bonus of almost one-third more men
than the other. Obviously in this case the
program delivering the far larger total audience
is the better buy.”

Women outnumber men in twirling receiver
dial for every tv program, except for late, night-
time news and sports programs, Dr. Roslow re-
ported his findings indicated. “A small audi-
ence program directed to women for a product
women buy for the whole family repeatedly
does a whale of a sales job. Prestige rivalry
for the biggest does not necessarily mean the
best,” Dr. Roslow said.

Dr. Roslow said Friday that Pulse’s special
study on cumulative audience as part of its
monthly U. S. tv report should pinpoint further
danger to tv as medium because of search by
certain advertisers for “bigger and bigger rat-
ings in individual markets.”

Special report included “too often neglected”
rural segment, which regularly comprises 27%
of Pulse’s U. S. sample, Dr. Roslow explained,
saying data accumulated indicated that, “within
the frame of the same program type, there are
sufficient variations in audience appeal to cause
a considerable swing in attention.”

AFL Moves News Series
To 175 ABC Radio Outlets

AMERICAN Federation of Labor moving its
quarter-hour across-the-board news commen-
tary program to ABC Radio effective first of
year, after more than four years on Mutual,
and will expand station lineup from 150-plus to
175.

Two-year contract represents just under
$1.2 million in annual billings. Potential com-
mentators have been screened down to three,
with Edward P, Morgan, now of CBS, under-
stood to be top runner for assignment, which
has been handled by AFL staff member Harry
Flannery since departure of Frank Edwards in
policy dispute last summer [BeT, Aug. 16).
(Mr. Morgan, it was learned late Friday, has
resigned as director of news, effective Dec. 3.)

Time period unchanged: Mon.-Fri., 10-10:15
p.m. (EST). Negotiations included M. 8.
Novik, consultant to AFL, and ABC’s Presi-
dent Robert E. Kintner and Thomas Velotta,
vice president and administrative officer, news,
special events, sports, and public affairs dept.

TvB on Madison Avenue

TELEVISION Bureau of Advertising has
signed long-term lease for offices at 444
Madisen Ave., in heart of New York's ad-
vertising district. QOccupancy set for Dec. 1.
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18 NEW CHURCHES

EIGHTEEN new churches in West Ger-
many along Iron Curtain will be com-
pleted by Christmas as part of “Wooden
Church Crusade,” headed by Fulton
Lewis jr., MBS commentator. Crusade
calls for erection of 49 churches—one
for each state in the U. S. and District
of Columbia—as symbol of freedom in
shadow of communist-controlled Ger-
many. Nearly $600,000 has been con-
tributed by Mr. Lewis’ listeners. Esti-
mated $1,200,000 ultimately will be spent.

Kaufman Explains Position
Of Guild in Net Situation

GUILD FILMS Co., which has been negotiat-
ing with DuMont Tv Network on possible pro-
gram-production arrangements (B®T, Nov. 22],
said Friday that “within the concepts” of its
cooperative production-distribution relationship
with Vitapix Corp., it *is not interested in ac-
quiring a network.”

President Reub Kaufman described this as
“obvious” in statement, saying, “Guild Films is
not in the business of buying, selling or operat-
ing stations. Its functions are to produce and
distribute programs and to service the users of
the programs. Under its arrangements with
Vitapix Corp., Guild Films is making available
its programs on a national spot basis in de-
sirable time periods over facilities of Vitapix
stations.”

Statement did not refer to reports that Guild-
DuMont negotiations may lead to Guild’s ac-
quisition of DuMont productions and produc-
tion facilities as well as more immediate objec-
tive of aligning DuMont’s owned stations—
WABD (TV) New York, WITG (TV) Wash-
ington, WDTV (TV) Pittsburgh—with Vitapix
group.

Shell Oil Appoints K&E

SHELL OIL Co., New York, appoints Kenyon
& Eckhardt, N. Y., to handle advertising effec-
tive Jan. 1. J. Walter Thompson Co., N. Y.,
will continue to service product advertising of
Shel! oil while Kenyon & Eckhardt will continue
to do product advertising of Quaker State Oil
Refining Corp.

AFTER BROILERS

MAIL and phone calls swamped NBC-
TV after single announcement, made 10
minutes past midnight (EST) on Steve
Allen’s Tonight (11:30 p.m.-1 am.).
Show Nov. 19 offered to select five send-
ers of postcards as winners of Broil-
Quick Super Chef Rotisseries {Agency,
Hicks & Greist). NBC-TV says it count-
ed 98,154 mail pieces in three days after
announcement, with mail stil coming in.
Winners will be picked on Tonight pro-
gram this Friday.

o BUSINESS BRIEFLY

TOBACCO MUSIC ® Riggio Tobacco Corp.,
N. Y., started sponsorship last Wednesday of
5%&-hour-long Music Through the Night, sym-
phonic program over WRCA New York (Mon.-
Fri., 12:30-6 am). Agency: L. H. Hartman
Co.,, N. Y.

CARLING’S MAY BUY ¢ Brewing Corp. of
America (Carling's ale), Cleveland, consid-
ering five-, 10- and 15-minute evening segments
in radio in its distribution markets for sponsor-
ship to start Dec. 1 and run through 1955.
Benton & Bowles, New York, is agency.

BREEZE PROJECT e Lever Brothers (Breeze),
New York, contempating radio spot announce-
ment campaign in number of smaller markets
for 10 days effective Jan. 12. BBDO, New
York, will be placing schedule.

Q-TIPS LOOKING ® Q-Tips (sterilized swabs),
New York, through Lawrence C., Gumbinner
Adv., New York, considering sponsorship of
radio network show plus spot announcement
campaign to be launched after first of year.

NABISCO KID SHOW * National Biscuit Co.
(Nabisco), New York, through Mc¢Cann-Erick-
son, New York, to sponsor half-hour tv chil-
dren’s show, Sky King, on about 28 stations,
effective Jan. 1.

NBC-TV SIGNS KRAFT e Kraft Foods Co,,
Chicago, through J. Walter Thompson Co.,
New York and Chicago, which has been shop-
ping for tv network to place its newly-bought
Spaceman, has just signed with NBC-TV for
Saturday afterncon period.

BROMO-SELTZER SIGNS ® Emerson Drug
Co., Baltimore (Bromo-Seltzer), through Len-
nen & Newell, N. Y., has signed for alternate-
week sponsorship of Chance of a Lifetime over
DuMont (Fri.,, 10-10:30 p.m. EST) starting
Dec. 10. Lentheric Inc.,, N. Y., through Cun-
ningham & Walsh, N. Y., has renewed as alter-
nate sponsor starting Dec. 17.

OLSON RUG ON ‘CLUB’ ® Olson Rug Co.,
Chicago, to sponsor 9-9:15 a.m. Monday seg-
ment of ABC Radio’s Breakfast Club effective
Jan. 10 for 13 weeks. Agency: Presba, Fellers
& Presba, Chicago.

BAKERY SYMPHONY * Tasty Baking Co.
(regional bakery), Philadelphia, to sponsor
hour-long telecast of Eugene Ormandy and
Philadelphia Symphony Orchestra on five sta-
tions Dec. 16, 8-9 p.m. Program will be
originated by WFIL-TV Philadelphia and also
seen live on WAAM (TV) Baltimore, WATV
(TV) Newark, WILK-TV Wilkes-Barre and
WGAL-TV Lancaster. Agency: N. W. Ayer
& Son, Philadelphia.

‘JURY’ GETS SPONSOR ¢ Pharmaceutical
Inc., Newark, N. J. (Geritol, Geritol Junior,
Serutan), to sponsor Juvenile Jury, Sun., 4-
4:30 pm. (EST) on NBC-TV, effective Jan.
9, Agency: Edward Kletter Assoc.,, N. Y.

ROCKWOOD ON ‘CLUB’ ® Rockwood & Co.,
Brooklyn {candy), signs to sponsor Wednesday
and Friday 9-9:15 a.m. segments of ABC's
Breakfast Club on 311 radio stations effective
Jan. 12. Agency: Paris & Peart, N. Y.
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Quick Clean up...

Get into every nook and corner
of this rich midwest industrial area

with your sales message! You'll get results on

WIBK-TV

DETROIT

We make a business of clearing away

selling problems with all the power
of our top CBS and local TV programs,
commanding Channel 2 dial position,

1,057 foot tower and 100,000 watt power.

"“_,_.Rép;efér:::!gzﬂ s T2
\*]  Nationally by .
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Opposition Filed to Change
In Power-Height Limits

HEAVY influx of opposition to any change
in present Zone 1 tv power-height limitations
filed at FCC Friday, deadline for comments
(see earlier story on page 80). Only two favor-
ing proposal were WBEN-TV Buffalo and
WSAZ-TV Huntington, W. Va. These were
two stations whose petitions sparked proposal
to permit 2,000-ft. towers in densely populated
Northeast and North Central states. Present
maximum tower height, without power penalty,
is 1,000 ft. above average terrain.

Both WBEN-TV and WSAZ-TV suggested
that if FCC cannot see way to abolishing limi-
tation, it revise rule to permit relaxation on
antenna height ceilings in special cases., Each
claimed its situation was special.

Oppositions were most strongly entered by
uhf stations which are permitted to have 2,000-
ft. towers. However, many vhf stations ob-
jected on grounds of unsettling interference.
Also opposing change were Civil Aeronautics
Administration and Air Transport Assn.

Those filing at deadline were:

WTVR (TIV) Richmond, Va.; WLBC-TV Mun-
cie, Ind.; WKJIG-TV Fort Wayne, Ind.; WKST-
TV New Castle, Pa.; WMTW (TV) Poland Spring,

Me. (Mt. Washington); WJIM-TV Lansing,
Mich.;, WVET-TV Rochester, N. Y.; WBRE-TV
and WILK-TV Wilkes-Barre, Pa.; WKNB-TV

New Britain, Conn.; WTMJ-TV Milwaukee;
WSBT-TV South Bend, Ind.; WNHC-TV New
Haven, Conn.; WSEE (TV) Erle, Pa.; WIVP (TV)
Decatur, Ill.; WFIE (TV) Evansville, Ind.;
WTHI-TV Terre Haute, Ind.; John H. Mul-
laney, consultin, engineer; WOR-TV New
York; WKNA-TV Charleston, W. Va.; WCAU-
TV Philadelphia, Pa.; WFIL-TV Philadelphia,
Pa.; WWJ-TV Detroit; WGR-TV Buffalo, N. Y.;
WMGT (TV) Adams, Mass.; WNOW-TV York,
Pa.; WNAM-TV Neenah, Wis.; WICS (TV)
Springfield, Ill.; WCMB-TV Harrisburg, Pa.;
WWOR-TV Worcester, Mass.; WICC-TV Bridge-
port, Conn.; WWLP (TV) Springfield, Mass.;
WENS (TV) Pittsburgh, a.; WFAM-TV La-
fayette. Ind.; WJAC-TV Johnstown, Pa.; WSJV
(TV) Elkhart, Ind.; WKNY-TV Kingston, N. Y.}
WGAL-TV Lancaster and WLEV (TV) Beth-
lehem, Pa.; WDEL-TV Wilmington, Del.;
WFBG-TV Altoona, Pa.; General Electric Co.;
WAVE-TV Louisville, Ky.; WTRI (TV) Albany,
N. ¥Y.; WTRF-TV Wheeling, W. Va.

Five New Radio Stations
Authorized by FCC

FIVE new radio stations and improved assign-
ments for three existing outlets granted by FCC

Friday. New permits:

Morehead, Ky.—Morehead Bestg. Co. (¢ W. S.
Sample) granted 1 kw daytime on 1330 Kke.
Laurel, Miss.—Rev. Carroll F. and Dr. D N,
Jackson d/b as American Southern Broadcasters
granted 1 kw daytime on 1430 ke, Reno, Nev.—
Magowan, Jones & Harford granted 205 w full-
time on 1430 ke. Part owner is Thompson Ma-
gowan, manager, KBMI Henderson, Ney, The
Dalles, Qre.—Radio Mid-Columbia Ine. (5% C, J.
Stuart, 2nd & Liberty Sts.) granted 1 kw daytime
on 1300 ke. Wellsboro, Pa,—Farm & Home gcstg,
Co. (% John Fay, WFRM_Coudersport, Pa.)
granted 250 w daytime on 1570 ke.

KWIE Kennewick, Wash., granted change on
610 ke from 1 kw unlimited, directional night, to
5 kw fulltime, directionals day and night. WHIL
Medford, Mass., granted switch on 1430 ke day-
time from 500 w to 1 kw. WMLT Dublin, Ga.,
granted change from 250 w fulltime on 1340 kc
to 1 kw daytime on 1330 ke.

KHJ Strike Settled

NORMAL operation of KHIJ-AM-FM-TV
Hollywood resumed Friday morning with settle-
ment of week-long strike of IBEW Local 45,
Broadcast-Tv Recording Engineers, against sta-
tion [BeT, Nov. 22], both union and Don Lee
Broadcasting System, station owner-operators,
jointly announced.

BROADCASTING ©® TELECASTING

at deadline

NBC VETERANS
WATCHES and certificates signed by
Sylvester L. Weaver Ir., president of
NBC, will be presented to 33 network
employes when they join NBC 25-Year
Club Dec. 2 at party to be held at Hotel
Roosevelt, New York. New members
will be welcomed into club by Mr.
Weaver and Robert W. Sarnoff, execu-
tive vice president of NBC.

Broadcast Bureau Favors
WGBF Evansville Tv Grant

FCC BROADCAST BUREAU said Friday
hearing examinor put too much weight on di-
versification issue in Evansville ch. 7 hearing
when he recommended grant to non-broad-
casters Evansville Television Inc. and proposed
denial of WEOA Evansville (owned by WFBM
Indianapolis-Bitner group) and WGBF Evans-
ville.

Other considerations, which outweighed di-
versification issue, Broadcast Bureau said, were
(I} local residence and community activities of
stockholders, (2) records of performance of
existing licensees. It also held that past per-
formance of Evansville Television's Rex Schepp,
former majority owner of KPHO-AM-TV
Phoenix, Ariz., should have disqualified him.

Taking these into consideration, grant should
have gone to WGBF, Bureau held.

Exceptions also filed by WEQA and WGBF,
as well as by Evansville Television Inc.

Legality of Televised Bingo
May Go to Illinois Courts

CONSTITUTIONALITY of televised version
of bingo games may go to Illinois courts as
result of state attorney general’s ruling handed
down in Springfield. Atty. Gen. Castle, in
response to inquiry from State Atty. George
P. Coutrakon of Sangamon County, ruled that
Tv-Banko is lottery violating Illinois law, Mr.
Coutrakon said he would take action to halt
game in present form.

Inquiry centered around tv game aired on
WICS (TV) Springfield and in other Illinois
and Wisconsin markets, Property is owned by
Stanley Levy and William Laven, and sponsored
in Springfield by Eisner Food Chain. Banko
also is on at least five other stations, including
WTVO (TV) Rockford, Ill., where it bowed
under Piggly-Wiggly chain sponsorship. WICS
officials scheduled weekend meeting to discuss
decision. Station aired game once and post-
poned second showing Wednesday after ruling.

UPCOMING

Nov. 29: NARTB Am Radio Committee,
Mayflower Hotel, Washingten, D. C,
Nov. 30: NARTB Fm Radio Committee,
Mayflower Hotel, Washington, D. C.
Nov. 30: Tv Film Directors Assn., New
Englond Chapter, Statler Hotel, Bos-

ton.

For other Upcomings see page 12]

PEOPLE

PATRICIA YOUNG, promotion department,
WCAU Philadelphia, to WMGM New York,
as sales promotion manager. JERRY McCAU-
LEY, account executive and producer-director,
WINS New York; BOB BURKE, formerly with
Grey Adv. and Cunningham & Walsh, and
LESTER LOEB, previously with Worth Assoc.,
to VMGM as account executives.

SYLVESTER L. WEAVER JR., NBC presi-
dent, will discuss new formats in tv advertising
before Advertising Club of San Francisco
Wednesday.

BEN S. LATIN, vice president, Cecil & Pres-
brey, N. Y., to Grey Adv., N. Y., as account
executive in agency’s drug division.

LOUIS M. PARK, formerly executive assist-
ant to vice president for sales, Admiral Corp.,
appointed coordinator of sales, advertising and
management for tv-radio operations of Ray-
theon Mfg. Co. He will serve as executive
assistant to D. Q. Klein, assistant vice president
and marketing manager.

PAUL G. O°FRIEL promoted to director of
labor relations for broadcasting division of Du-
Mont Television Network. Promotion repre-
sents expansion of scope of activities performed
by Mr. O'Friel, who joined Allen B. DuMont
Labs in September 1953 to handle all wage
negotiations and problems affecting labor.

JACK COSTELLO, NBC senior announcer, to
Havana as U. S. guest representative at Inter-
American Announcers Congress Dec. 1-5.

Agency Appoints Three

NEEDHAM, LOUIS & BRORBY, Chicago, an-
nounces appointment of three to its staff. Ray-
mond Pierobon, formerly with N. W. Ayver &
Son, Chicago, joins as assistant account exec-
utive; Edmund W. J. Faison, Air Force research
psychologist, joins research department, and
Bruce Mclean, formerly advertising manager,
Yardley of London (Canada) Ltd., joins ac-
count staff of N L & B Canadian subsidiary
in Toronto, where he will assist on agency's
major acounts.

FCC Asks to Quiz Prisoners

REQUEST of FCC Broadcast Bureau to take
depositions of two top Communists now in
jail will be heard Tuesday in oral argument
before Examiner Herbert Sharfman, presiding
in license renewal hearing involving Edward
Lamb’s WICU (TV) Erie, Pa. Bureau wants
to question Gus Hall Dec. 6 at Leavenworth
(Kan.,) penitentiary and Jacob Statchel Dec.
8 at Danbury (Conn.) prison, according to
notice filed Friday, and promptly opposed same
day by counsel for Mr. Lamb (early story page
82). Lamb brief noted indictments still are
outstanding against pair and there is no assur-
ance they won't plead Fifth Amendment.

Clean Bill for World Wide

VIRTUAL clean bill of health given Walter
Lemmon’s World Wide Broadcasting Co. by
FCC Friday in opinion and order granting
permits to extend operations of international
broadcast stations WRUL-1 through 5 Scitu-
ate, Mass. Grants subject to final determina-
tion in proposed rules on international broad-
casting. Lemmon stations were ordered to
hearing in 1949 to inquire into program,

-sponsorship and technmical matters, but Fri-

day’s order found some alleged derelictions of
“inconsequential nature.”
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BIG POWER BOOST COMING!

A Booster

for our
Rooster!

New 316 kilowattage coming up!

Also coming up soon . . . new big
brochure with latest coverage map to
show what you get in the big 316 kw
Channel 10 package! New England’s
most powerful [ine-up of live local

shows will really dominate the market
with stepped up power!
WJ A R . I V Don’t miss your copy of our
CHAN NEL 10 power boost brochure!

PROVIDENCE, RHODE ISLAND NBC—Basic

National Sales Representatives—WEED TELEVISION ABC DuMont—Supplementary
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A NEW TV SHOW TH/

LO

A thrilling, new, half-hour musical film series...
featuring America’s great all-time singing favorite,
EDDY ARNOLD...supported by a clever, talented

"EDDY

Musical Notes on EDDY ARNOLD

— M il e e — e —— T WD iy e i e e e e e e S S sl el S et —

Perhaps no one singer has done more to bridge the

gap between Country and Popular music than Eddy
Arnold. Since his first Victor release was issued in
1945, not one of his single records has sold less than
250,000 copies, and all together they have reached

the stunning total of over 30 million! His radio
programs are heard daily over more than 1,000 stations
in the United States and Canada, and he has starred
in his own TV series on both CBS and NBC.

Eddy Arnold’s trademark is a warmth and neighborly
homespun quality that ingratiates him with every
type of an audience. For this reason, whether he is
performing at a Smoky Mountain hoedown or in a
sophisticated Las Vegas supper club, Eddy has
received enthusiastic acclaim. His new TV film series
will be awaited by an eager, receptive public
numbering in the millions.

Page 12 November 29, 1954 .BROADCASTING ® TELECASTING



'THE PEOPLE WILL

cast, and given smart, expert production. This show
is commercial! It’s as close as you can come to

knowing you have a sure-fire TV success in advance.

OLD TIMFE

Produced and Directed by Ben Park; Executive Producer—Joseph Csida

“Regulars” in the Eddy Arnold Gang:

BETTY JOHNSON. Terrific new singing
discovery. This show should be her
stepping stone to stardom.

HANK GARLAND and ROY WIGGINS,
a sensational guitar team that heads
up the musical department.

THE GORDONAIRES, an exceptional

quartet who have been featured on
NBC'’s Grand Ole Opry.

WE'VE GOT "EM— Prices, brochures, audition prints, order blanks! 26 half hours
now in production, ready for a January first release. Let’s hear from you!

' 'WALTER SCHWIMMER CO., 75 East Wacker Drive, Chicago 1,1Il. » FRanklin 2-4392

New York Office: Ted Beil, 16 E. 41st St. « LExington 2-1791
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OVER

454,000

COOK BOOKS

SOLD IN
FOOD STORES

When nearly half a
million—over 454,000
——cook books were sold
—which was double the
original estimate for the
Rochester area—the
promoters were astonished.

When WHAM Radio exclu-=—== -

sively did this job better than

any medium previously used,
everybody sat up and took
notice—in the food industry

. in the publishing business

.and in radio.

It was WHAM’s persuasive
personalities who sent cus-
tomers into the stores to buy
the famous 24-volume “Ency-
clopedia of Cooking.”

In cook book parlance, the
best recipe for getting your
share of the 22-county market
that spent an estimated $415,-
855,000 for food in 1953 % is
WHAM radio.

Want more proof? Ask us
or the Hollingbery man to
give you the details of this
stupendous radio success story.

*Sales Management Survey
of Buying Power, 1954

50,000 watts ¢ clear channel - 1180 K¢

WHAM

ROCHESTER RADIO CITY
The Stromberg-Carlson Station

AM-FM = NBC Affiliate
Geo. P. Hollingbery Ce., Nat'| Rep.
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IN REVIEW

RAY MILLAND SHOW

MUCH of the slapstick that characterized Ray
Milland’s first year on CBS-TV has been elim-
inated this season. The actor seems much more
at home in a new format which finds him still
in the teaching game, but at a co-ed institution
instead of a girls’ school. This, in itself, gives
the dramatics professor more scope. The so-
phistication and polish now accorded the series
is largely the work of Harry Tugend, the new
producer, who demonstrates a good understand-
ing of Mr. Milland’s particular brand of comedy
by making the most of it.

The only other holdover from the former
series is Phyllis Avery, as pert and pretty a
tv wife as has ever graced the screens. Now
known as Professor and Mrs. McNulty, in-
stead of the precocious “McNutley” tag, the
pair becomes involved in fairly easy-to-believe
situations that are resolved with wit, charm
and, surprisingly enough, sympathy.

The programs, so far, have ranged from
the opening effort which dealt with a wealthy
widow who was persuaded to stop living in
the past, to the professor’s *at home” discus-
sions which his students carried to the point
of invading his planned wedding anniversary
celebration. On the Nov, 18 telecast, Professor
McNulty surprised a young student, portrayed
very effectively by Virginia Gibson, soliloquiz-
ing in the empty school auditorium. In trying
to find out why this obvious talent doesn’t want
to have anything to do with the theatre, he
ran into her famous actress-mother, enacted by
Frieda Inescourt, and her embittered father,
Gavin Gordon. He got the family back on the
right track by convincing the mother to give
up her career in favor of developing her
daughter as an actress.

Handling the General Electric commercials
is Kathi Norris. Pleasant to look at, she de-
livers her spots in a flat, nasal voice with many
of the words less than recognizable. This might
be due, in part, to the scientific jargon Miss
Norris is being forced to sling around on be-
half of GE’s Small Appliances and Electronics
Divisions. It’s not enough anymore to say “our
toasters and washing machines are the best on
the market because they toast bread toastier
and wash clothes whiter or bluer”—ex-actresses
are being forced to deliver detailed engineering
explanations which either impress or confuse
the average housewife.

Production costs: Approximately 330,000 per
program,

Sponsor: General Electric, Electronics and
Small Appliances Divisions, through Maxon
and Young & Rubicam, respectively.

Produced on film by Revue Productions; tele-
cast on CBS-TV, Thurs., 8-8:30 p.m.

Cast: Ray Milland, Phyllis Avery (permanent);
Virginia Gibson, Frieda Inescourt, Gavin
Gordon (Nov. 18).

Producer: Harry Tugend; director:Jules Bricken.

Writer: Rick Vollaerts (Nov. 18).

THE LINE-UP

ANY RADIO or tv series which purports to
deal with the activities of a police department
must, of necessity, be measured against the
giant of the genre, NBC-AM-TV’s Dragnet.
CBS-TV’s entry, The Line-up, a video adaption
of the network’s former radio show, stacks up
very well indeed.

If this reviewer were compelled to make a
choice, he would be forced to express an
opinion that The Line-up is a sounder series.
From the stark economy of story-telling which
gave the earlier Dragnet its intense impact,
this program has developed a set of annoying
mannerisms and a diffused tale-relating tech-

nique. In many of the current series, a story
which could easily be depicted in a few minutes
is stretched to a half-hour, with the introduc-
tion of tangental incidents and characters, so
beloved by Mr. Webb, to pad out the material.

Perhaps because it is entering a new set of
police files, those of the San Francisco police
department, The Line-up so far has avoided
this pitfall. The CBS-TV entry uses the half-
hour time period (less commercial time) to
tefl a full half-hour story.

Its principal characters, Lt. Ben Guthrie
(portrayed by Warner Anderson) and Inspector
Matt Greb (Tom Tully), are well-rounded
personalities, depicted as competent policemen
doing a quietly professional job. However,
they do not allow their interpretation of a
pair of hard-working, conscientious and com-
paratively hard-boiled cops to sink to a mo-
notonous level of voice and action. Good
writing has created a set of believable charac-
ters and a number of interesting situations in
The Line-up, with a high content of plausibility.

Much of San Francisco's flavor, developed
through scenes taken in that city, comes through
in the well-photographed and edited clips.

One sour note intrudes on The Line-up.
Brown & Williamson Tobacco Corp. (Viceroy
cigarettes) and its agency are obviously con-
vinced of the value of the “hard sell.” Perhaps
the responsible executives should refer them-
selves back to their college economics, especi-
ally that part of the course dealing with the
theory of diminishing returns.

Production Cost: approximately 325,000 a seg-
ment.

Sponsor: Brown & Williamson Tobacco Corp.,
through Ted Bates & Co.

Network: CBS-TV, Fri., 10-10:30 p.m., EST

Executive Producer, Cecil Barker; producer,
Jaime del Valle; directors, Thomas Carr,
Earl Bellamy, Felix Feist, Hollingsworth
Morse, Harold Schuster.

Announcer, Art Gilmore; music conductor,
Eddie Dunstedter; film editor, Philip Cahn,
A.CE.

Writers, E. Jack Neuman (story editor), Sidney
Marshall, Joseph Petracca, Leonard Lee,
Blake Edwards, John Vlahos, Gil Doud,
DeValion Scott.

Stars: Warner Anderson, Tom Tully.

* * *
BOOKS

PICTURE BOOK OF TV TROUBLES (Vol.
1—Horizontal AFC-Oscillator Circuits), by
John F. Rider Laboratories Staff. John F.
'Rider Publisher Inc, New York. 80 pp.
$1.35,

OBTAINING AND INTERPRETING TEST
SCOPE TRACES, by John E. Rider. John
F. Rider Publisher Inc., New York. 192 pp.
$2.40.

HOW TO USE TEST PRO.BES, by Alfred A,
Ghirardi and Robert G. Middleton. John F.
Rider Publisher Inc., New York. 176 pp.
$2.90.

THESE three new paper-bound Rider publica-
tions are aimed primarily at the tv service man,
although they would be useful to the student of
electronics as well. The first volume, the pic-
ture book, is the initial number of a planned
series reporting the results of troubleshooting
a large number of tv sets in the Rider Labs.
The second details the use of the cathode-ray
oscilloscope in the maintenance and production
of electronic equipment. The third describes
the various types of test probes and their use
in tv receiver servicing. All three volumes are
extensively illustrated with diagrams, charts
and photographs.

BROADCASTING ® TELECASTING



KCKT-TV, with a market
covering 52% of the retail
sales in Kansas, has an
affiliation with NBC, Amer-
ica’s number one television
network.  This  exclusive
coverage exerts tremendous
influence on the spending
habits of this buying audi-
ence.

HOWARD MORGAN,
Weathercaster and Art Di-
rector: Copyrighted charac-
ters, “'Thermo” and “‘Doo-

dles,’’ help Howard capti-
vate the entire family with
his weather reporting.

14 MILLION PEQPLE can
also enjoy the “Thermo
Family” on a five times a
week show aimed at the
small fry.

rector: Winner of a tv
sportscasting award from
the Governor of Oklahoma.
Versatile “'on camera’ per-
sonality was featured as
singer-pianist with the Kate
Smith Hour, NBC-TV. He
is reaching 45% of the
population of Kansas.

GIL CANFIELD, News Di-
rector and Film Buyer, joins
the KCKT-TV staff follow-
fng seven years as Ohio’s
senior newscaster with
WEWS-TV. His factual re-
with broad local
coverage, reaches 47% of
the families In Kansas.

porting,

COMPLETE DOMINATION
e the wheat and cattle center

of the nation
e the oil capital of Kansas

7

GREAT BEND, KANSAS

NAT'L REP.: THE BOLLING CO. INC.

CENTRAL KANSAS TELEVISION COMPANY, INC.

LES WARE: GENERAL MANAGER

BROADCASTING ® TELECASTING
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ADDITIONAL MERCHANDISING SERVICES
INCLUDE THE FOLLOWING: *

Personal calls on retailers, wholesalers, ete.

Truck signs

Distribution checkups

Product exploitation

Publicity

Mailings to retailers, jobbers, brokers, wholesalers etc.
Newspaper advertisements

On-the-air promotions

. WINDOW DISPLAYS Sales meetings for dealers, jobbers, distributor safesmen
Car cards

Client follow-up reports

Promoticn consuliation service

Window streamers

House organs

Sales bulletins

llluminated biliboards

Ads in drug and grocery publications

Personal appearances by station personalities

Easel displays

Use of products on give-away shows
Chsac L L AL Booths at fairs
Sampling

Airplane towing

* For further defalls contact your nearest Storer office

STORER BROADCASTING COMPANY

WSPD » WSPD-TV KPTV WJBK * WIBK-TV WAGA * WAGA-TV
Toledo, Ohio Portland, Ore. Detroit, Michigan Atlanta, Ga,
WXEL-TV WBRC ® WBRC-TV WWVA' WGBS

Cleveland, Chio Birmingham, Ala. Wheeling, W. Va. Miami, Fla.

NATIONAL SALES HEADQUARTERS:
TOM HARKER, V. P., Natianal Sales Director BOB WOOD, Midwest Naticnal Sales Mgr.
118 East 57 Street, New York 22, Eldoerade 5.7690 + 230 N, Michigon Ave.,, Chicage 1, FRanklin 2-6498
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THE 11 COUNTY
COFFEYVILLE
TRADE AREA IS A
MAJOR MARKET
OF 256,000

LARGER THAN

OUR LATEST AREA

THIS TERRITORY
REPORTS THAT
KGGF HAS THE

IN 45 OUT OF 52
MONDAY THRU

STRIPS! (6:00 A.M.
TO 6:30 P.M.)
ALONG WITH THIS
LOYAL HOME
AREA AUDIENCE,
THE KGGF 10 KW
SIGNAL DELIVERS

COVERAGE TO 87
COUNTIES IN

OKLAHOMA,

AND ARKANSAS

POPULATION OF

COFFEYVILLE, KANSAS

November 29, 1954

OPEN MIKE

Tape Instead of Lines

EDITOR:

With the profit shrinking on network radio
revenue, wouldn't it be practical to eliminate
the terrific expense of the telephone lines by
distributing the regular programs on tape to
affiliates, except for the newscasts or timely
public service programs?

Much of tv programming is by kine, so why
not tape for radio, thus permitting increased
net revenue for the networks and affiliates?

A. J. Mosby, President
KGVO Missoula, Mont.

Family Reunion, Tv Style

EDITOR:

The enclosed picture shows Cpl. Raymond
Gray of St, Louis, a patient at Fitzsimmons
Army Hospital, looking at his wife and baby
whose picture is being broadcast over KFEL-
TV’s What's New program.

The story is this: Cpl. Gray contracted TB
while a POW in Korea. When the story broke
that his wife was expecting a baby and his

chief concern was that he would not be per-
mitted to see the child because of his condition,
we offered to use pictures of mother and child
daily on the What's New show, building up to
the “live” appearance of baby and mother as
soon as they are released from the hospital.
We sent one of our newsmen out to take film
which we have used, with various stills. .
Gene O’Fallon Jr., Prom. Dir.
KFEL-TV Denver

WHB’s Round-the-Clock Operation

EDITOR:

On page 107 of the Nov. 15 issue of BeT, you
printed an article concerning the recent inau-
guration of 24-hour programming in Kansas
City. WHB also began programming 24 hours
a day {seven days a week) on Nov. 8; there-
fore your article was in error when you stated
that KCMO is Kansas City’s “only and first”
24-hour-a-day radio station. . . .

Jack Sampson, Acct. Executive
WHB Kansas City

NBC's Experts
EDITOR:

One of the best features of BROADCASTING ®
TELECASTING is the very considerable detail in
which you report major events of significance
in our industry. I applaud you for this and at
the same time realize the hazard it puts on the
reporter of getting everything just right.

I am writing therefore not in a critical way
but simply to set the record straight in respect
of one point in your story of Oct. 25, entitled
“Tv Wants No Censor, Feels Calibre of Shows

Improving.” In this story, it is stated:

“Mr. Heffernan admitted . . . that NBC has
no research department which contains experts
in child psychology and education and which
might screen children’s programs,”

I recall no such admission, and since return-
ing here have checked the record to see whether
I made it. The record bears out that I did
not make such an admission.

The facts are that NBC has several experts
in child pyschology and education. These in-
clude Dr. Judith Waller, Dr. Frances Horwich,
Dr. Thomas Coffin and Mr. Stockton Helffrich.

Joseph V. Heffernan
Financial Vice Pres.
NBC, New York

The South

EDITOR:

May I offer my congratuiations on your ex-
cellent article, “The South,” in the Nov. 15
issue of B®T. As you know, NPA has a com-
mittee of the South which has been studying
various aspects of the economy of the region.
Through working with the committee I have
become interested in learning more about the
economic growth of the area. . . . I think
you've done a fine job of presenting it in
concise, readable form.

Howard P. Hudson
Dir. of Promotion
National Planning Assn.
Washington, D. C.

EDITOR:

Enthusiastic congratulations on your story
“The South” . . . You handled a lot of sta-
tistics and economic facts, which can usually
make a story pretty dry, in such an interesting
manner that I was sorry to see the piece so
short. 1 don’t think that interest was due to
my connection with the story, as others who
saw it found it equally most interesting . . .

Wailes Thomas

Economist

Southern Bell Tel. & Tel. Co.
Atlanta, Ga.

EDITOR:

I just want to congratulate you on the ex-
cellent piece on the South. It was so good I
even took it home for my wife to read.

Bill walker
NARTB
Washington, D. C.

EDITOR:

. . . Needless to say, 1 think you used a lot
of foresight in recognizing through your pub-
lication that this great area is destined to be-
come a section of the country to be reckoned
with. . .

Glenn Marshall Jr., President
WMBR-AM-FM-TV
Jacksonville, Fla.

Radio Is Booming in Oskaloosa

EDITOR:

You may be interested to know that KBOE
Radio is booming in little old Oskaloosa, lowa,
population 12,000.

On the air since 1950 with a commercial
schedule that has always been loaded, gross
sales are up 26% for the first ten months of
this year over 1953.- And we’re heading into
what we hope will be a record breaker of a
Christmas season (radiowise) . . .

Ken Kilmer, Gen. Mgr.
KBOE Oskaloosa, Iowa.
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Your new G-E transmitter fulfills signal require-

ments for color and for black and white. Here you
see it factory-tested before delivery.

A G-E HIGH-POWER TRANSMITTER BUILDS PROFIT NOW...
SUPPORTS A STRONG COLOR POSITION TOMORROW

BE it today’s bread and butter monochrome telecasts or tomorrow’s color
programming. .. transmitter performance is the advertisers’ yardstick.
Your station goes on their schedules only when it delivers strong signals...
complete market coverage. See what @ G-E bigh-power amplifier will do to
attract new sponsors today...establish your high-power position now — in
advance of the color boom.

Remember, with a G-E transmitter your entry into color is protected.
Superior signal strength gives you a big edge over both black and white and
color competition. So, take advantage of this opportunity now...put the
G-E Pyramid Plan on your equipment timetable,

Our local field sales representative has an equipment expansion program
tailored to vour market. Call him and see the action-packed Pyremid Plan.

General Electric Co., Section X2114-29. Electronics Park, Syracuse, N. Y,
n Canada, write: C.G.E. Electronics, 830 Lansdowne Ave., Toronte

FOR COLOR TV
ﬁogress fs Our Most Important Product

GENERAL &3 ELECTRIC







TODAY, HOME and TONIGHT have long since made their
mark — each is a great NBC-TV network program in its
own right. Now they have been combined into T-H-T, the
most flexible participation plan in network television, offer-
ing three star salesmen and reaching three separate markets.

Whether you figure it by electronic calculator or on the
back of an envelope, T-H-T offers an enormous number of
combinations weekly. (The calculator said 32,767, but who
believes calculators any more?) And you select the right
combination for your product . .. your customers . .. your
competitive picture . . . your seasonal promotions.

With T-H-T you can buy as many participations as you
need, distributed as you choose among these three programs:

Topay The selling techniques of DAVE GARROWAY have
made this pioneer early-morning news and special features
show an outstanding success. Reaches the whole family —
housewives, children, working men and women.

Home Charming ARLENE FRANCIS in less than a year has
made HOME TV's major source of homemaking advice and
information. HOME is watched by a predominantly feminine
audience — women who take time out of their busy days
because they are vitally interested in improving their own
homes.

TONIGHT Easy, breezy STEVE ALLEN and his guests bring
comedy, music and surprises to a new live, lively late-evening

PUT THEM TOGETHER

. T-H-T malkes the sales!

show. On TONIGHT you reach the biggest adult male audience
available at Class “C" rates . .. and you make the last
impression that lasts.

TV competition is tough. The big rewards go to the adver-
tisers who buy television that most closely fits their adver-
tising needs. T-H-T is designed to do exactly that with
Dave Garroway, Arlene Francis and Steve Allen working
for you on the air and at point-of-sale. And dealer acceptance
is amazing!

Holiday note. T-H-T can put your products on display for
the gift season with as little as 72 hours.notice!

You will be glad to learn that combination buys of
TODAY, HOME and TONIGHT entitle you to discounts up to
209%. Smart sponsors such as Dow Chemical, Northam
Warren, Bissell Carpet Sweeper Co., United States Tobacco
Co., and Broil-Quik, Inc. are already taking advantage of
T-H-T’s flexibility. Ask your NBC-TV representative about
the profitable arrangements yox can make.
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Milwaukee's
“Qld Nite Owl"’
JOE DORSEY
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R 4 %
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RADIO STATION WEM
MILWAUKEE, wusconsm
RE JOE DORSEY'S “WIRE

REQUEST'

LAY. THANKS FO
ING™ TO LISTENERS' MUSICAL TASTES
SNy sfgfer‘enneﬁnnzguest"i\gagﬁi ;
WE'LL BE LISTENING, :

REGARDS
MILWAUKEE LISTENERS

-
Outstanding national advertisers on
Joe Dorsey’s “Wire Request” program
also know that he has a broad listen-
ing audience.

Join them and find out how WEMP
delivers up to twice the Milwaukee
audience per dollar of Milwaukee net-
work stations.* Call Headley-Reed!

*Based on latest available .Pulse
ratings and SRDS rates,

WEMP wemp-eu

HILWAUI{EE

H CE JR.,
REED, Hu'l

24 HOURS OF MUSIC, HMEWS, SPORTS
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our respects

to OLIVER ERNEST TREYZ

IN HIS new job as president of Television
Bureau of Advertising (TvB), Oliver Ernest
Treyz takes with him a long-held conviction
that television can be the number one selling
medium in the nation by topping all media
in the advertising dollar volume devoted to it.

In a nutshell and paraphrased from his own
words, this is the philosophy that Oliver Ernest
Treyz takes with him in his new job as presi-
dent of Television Bureau of Advertising.

Mr. Treyz (pronounced “trays”) starts his
job actively this Wednesday when TvB officially
opens for business in New York as television’s
sales promotion organization.

His closest associates and long-time friends
believe Mr. Treyz the best equipped for the job.
Apparently the organizers of TvB thought so
too, for they selected the 36-year-old executive
after screening the names of 40 contenders.

Mr. Treyz, as a personality, apparently banks
on a number of attributes which he can adapt to
a given situation. First, he has an infectious
grin which explains how he can get along with
people. Second, he has command of the English
language, which enables him to get his ideas
across, in lucid fashion. Third, he has extensive
sales experience in the broadcast media and
has facts and figures to back up his ideas.
Fourth, and most important, he is human.

Mr. Treyz envisions TvB as a “low-pressure”
organization which will avoid bulky, mimeo-
graphed reports and statements which ex-
pound on the attractiveness of the tv medium.
In Mr, Treyz' mind, TvB has a job to do—
convincing more advertisers, particularly the
non-ty users and “limited” tv users—to buy tv,

Television, he explains, is getting scarcely
5% of what he estimates to be the local ad-
vertisers' $2 billion spent annually. Of total
advertising expenditures in the U. S, tv, he
estimates, is getting only about ten cents, or
less, of every dollar spent. TvB, he says, must
(I} document for the advertiser, with statistical
surveys, clear-cut answers to advertiser ques-
tions of whether tv will slow down as a dynamic
advertising medium, and (2) foster “strategic
selling” by doing thorough and objective re-
search which will show the basic characteristics
of a market and its relation to the tv medium.

“We will go after print on all levels. We will
encourage new money to enter tv advertising.”
He points to advertisers of sudless detergents,
life insurance and certain food products who
do very little tv, confining their activities to
newspapers and magazines. As for color tv—
TvB will make special studies in the field. For
a starter, Mr. Treyz points out that non-tv
users are heavy users of newspaper color line-
age who pay a premium for big units of
space.

Mr. Treyz is of medium build and average

]

height. He keeps his hair cropped short. He
talks rapidly but coherently and is quick to
project himself into another's thinking. He's a
listener and a doer.

Associates of his in early radio days remem-

r “Ollie” as a “bright-eyed and wide-eyed
youngster who always asked questions.” He’s
director of ABC Radio, a position he has filled
exactly one year and gives up this Wednesday.

As the statistical man with the facts and
figures, Mr. Treyz teamed with the salesmanship
of ABC President Robert Kintner in the sale of
a one-hour, prestige building show on ABC-TV
by U. S. Steel and a $2 million contract to
Philip Morris for ABC Radio.

Born April 23, 1918, in the western Catskill
Mts., in upstate New York, in a little (80-100
people) town called Willowemoc, near Roscoe
(pop. 1,100), Mr. Treyz was brought up in
surroundings where long winters meant long
underwear,

In 1930 the family moved to Camden, N. Y.,
where young “Ollie” graduated from high school
in 1935 and Hamilton College in 1939.

Radio entered his life right after college. He
announced, covered special events and news,
did some selling, emceed quiz shows at WNBF
Binghamton, N. Y., then a 250-watter.

In the summer of 1941, he joined BBDO
working with program development of such ac-
counts as Armstrong Theatre of Today, Hour
of Charm and Cavalcade of America. In the
spring of 1942, he entered the Army Air Corps,
and was discharged in the summer of 1946, a
statistical control officer with the Personnel
Distribution Command. In October 1946, he
married Janet Campbell of Spokane, whom he
met V-J Day while skiing on Mt. Spokane.

Qut of the army, he joined Sullivan, Stauffer,
Colwell & Bayles as a researcher. He became
manager of the research department, working
up sales presentations on “worth of customer,”
“all media strategy” and “copy testing.” Ac-
counts, he recalls, included Whitehall Pharma-
cal, American Tobacco Co. (Pall Mall), Lever
Bros. (Lifebuoy soap) and Noxema Chemical
Co. (Noxema).

In July 1948, he went to ABC as a presenta-
tions writer; two years later he was director of
presentations; early in 1951 he was made direc-
tor of research and development, and Nov, |
of last year, he was named director of ABC
Radio.

An avid reader of mystery stories—"1 devour
them,” Mr. Treyz also likes to fish, He’s spent
hours at this recreation in the Panhandle of
Idaho. Both he and his wife still ski occasion-
ally. They make their home in fashionable
Scarsdale, N. Y., with their sons Donald, 6,
and James, 3.
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Smallest, finest Studio Syn(;

RCA Tpe TG-24

r"'“‘“[ r""[ COMPLETBLY NEW THROUGHOUT—and in-
I corporating a revolutionary new multivibrator
Clrcuu—Type TG-2A is, we believe, the nitimate
in synchronizing generators. It combines all
synchromzmg functions into a single chassis (includes a
Genlock, a Dot Generator, a grating generator, and a regulated
power supply). It takes only 21 inches of rack space (one-third
that required by other sync generators)—is so compact you
can easily install two of these units (one a stand-by) and an
RCA changeover Switch MI-26289 in a single rack. It uses
fewer tubes than other sync generators (38 miniatures, 2
rectifiers). And, of course, the TG-2A can be operated in
conjunction with a Color Frequency Standard.

RCA Type TG-2A’s are now available for all TV stations—
VHF and UHF. For technical details and delivery informarion,
talk 1o your RCA Broadcast Sales Representative.

ENGINEERING PRODUCTS DEPARTMENT

New RCA single-unit Sync Generator takes less than
one-third the rack space needed by other sync systems

Generator ever built!

Only RCA’s TG-2A has these features

In a SINGLE stondard
chassis it includes:

‘—-a synchrenizing generator,

Genlock, dot generatoer,
grating generator,
regulated power supply

Entire unit takes only 21
inches of rack space

Only 4 operating controls

Adjustable pulse output
voltages

Pulse outputs have sending
end-terminations

Adjustable "‘front porch”’
width

Operates with Color
Frequency Standard

RADIO CORPORATION of AMERICA

CAMDEN.N.J.
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® Can be remotely-switched
to Genlock operation

® Provides Dot Convergence
Pattern

Fewest tubes of any sync
generator (38 miniatures,
2 rectifiers)

® Test jacks for circuit
checking

® Pulse widths and delays
STABILIZED against
tube aging

® Choice of 5 ways to control
basic frequencies

® Characteristics more than
meet FCC and RETMA

standards



IT WAS A BIG DAY in Flint, Michigan.

For, off a Flint assembly line, in all its bright beauty
of modern line and contour, rolled the fifty millionth

car built by General Motors in the U. S. A.

No wonder Flint closed all schools, November 23rd. And
crowds lined the street to cheer a huge parade honoring
the big event.

After all — this is an achievement without parallel in
history.

It’s something the people of Flint can understand. They
saw it happen. They helped it happen. So it’s something
that they can celebrate with pride.

BUT this is something that also calls for celebration
in all manner of other towns and cities, spread
across the landscape from coast to coast.

Not just in GM plant cities—although in all of them
there was open house for the families and friends and
townsmen of our 475,000 employes.

This could well be called an occasion for open house
to all America. For an automobile is made up of more
than 17,000 separate pieces and parts, and the making
of one obscure little part, such as a bushing or gasket
or fastener, can become the basis for a thriving local
business.

0—throughout the length and breadth of the land—
S are thousands of independent manufacturers who
have shared in making this celebration possible.

Some are large—like the ones which ship us vast ton-
nages of steel and glass every day. Some are small—
like the Kentucky sawmill (only 15 employes) produc-
ing shipping pallets, or the Indiana chemical company
(6 employes) which makes a sweeping compound used
in a GM plant.

And in countless communities across the country there
are flourishing businesses which, in the truest sense,
“built” the town, in the process of building something
for General Motors.

Take an Ohio village of 600 population, for instance.
20 local citizens put up $250 each to build a factory for
a “home-town boy.” He got his first GM contract, then
another and another. In seven years, his volume of busi-
ness climbed from $22,000 to over half a million and
the payroll now totals $200,000 a year. Meanwhile, the

village has benefited by population growth, plus a new
waterworks and fire department.

In another Midwest village, a supplier of molded rubber
parts for GM cars has grown from 70 to 600 employes,
with a current payroll of $2,600,000.

In another town, two men cleaned out a barn, installed
war surplus machines bought with borrowed money,
and started making “fasteners” for General Motors. At
last report, their volume of business had climbed to
more than $3,000,000 a year, with GM their principal

customer.

And so it goes —from an electrical manufacturer in
California, to a textile mill in Georgia, or a tack factory
in New Hampshire.

Fact is, the roll call of those who shared in the building
of our first 50 million cars and trucks includes more
than 21,000 businesses, engaged in supplying materials



come true

and parts to 121 GM plants throughout the country.
And beyond these 21,000 direct suppliers are countless
thousands of other businesses which are in turn
suppliers to them.

UT we still haven’t taken account of the raw mate-
B rials, such as asbestos from Arizona, bauxite from
Arkansas, beeswax from Wisconsin, copper from
Montana, flaxseed from Minnesota, manganese from
Tennessee, sulphur from Louisiana, tin from South
Dakota, tung oil from Florida, tungsten from Nevada,
wheat straw from Nebraska—something, in truth, {from
every state in the union.

Nor have we mentioned the 18,000 local businessmen,
our GM car and truck dealers, and their 200,000
employes, who sell and service the vehicles GM fac-
tories have produced.

So it was a big day in Flint—and a big day in every town
where men with practical dreams, and the courage it

Call it a dream, call it vision, call it
the knack of seeing farther than
other men can see—bul something of
the sort has guided the course of
General Motors since its founding in
1908, just as something of the same
sort has guided countless other grow-
ing businesses which in their way
have shared in this accomplishment.

takes to make dreams come true—continue to make this
a better land to live in.

Our thanks go out to them, and to the spirit they repre-
sent, for making this big day possible.

GENERAL

GENERpL MOTORS BUILp,
115 piqst 50 Mitligy ,
4’25’

CHEVROLET + PONTIAC « OLDSMOBILE + BUICK + CADILLAG
All with Body by Fisher «+ GMC TRUCK & COACH



Not sour,
indeed!

As the story goes, the grapes
were claimed unfit because of
fox’s inability to reach them.
But, in the booming 39-county
Mountain West market served
by KSL-TV, not many customers
are unobtainable. KSL-TV's

mountain-top transmitter and

top ratings foil that fable. ]
For example, Monday through Friday §
afternoons, KSL-TV wins 17of 7
¥ 24 quarter hours.*
3 To reach and harvest a greater
sales potential, buy

KSL-TV

SALT LAKE CITY

REPRESENTED BY CBS-TV SPOT SALES

Memaday theough Fetday. 12 aoon=6.00 p.
Ovtolier, 1934, ARB
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| JACK BARD

'on all accounts

WITH an agency that promises to hit the $10
million mark in broadcast billings this year,
| Jack Bard emerges as a key figure who once
worked on the selling side—at the network
fevel.

Today, he is operating at the other end of
the advertising pole, in his capacity as director
of media for Weiss & Geller Inc., Chicago. He
also is a member of that exclusive family which
services the substantial Toni Co. budget.

Mr. Bard is in an advantagéous position to
talk Toni and other W & G accounts, because
he formerly was supervisor of radio sales plan-
ning and development for NBC and sales pro-
motion chief for the DuMont Network.

At Weiss & Geller, Mr. Bard works on
radio-video and other plans involving five prod-
ucts for Toni Co. (with estimated $5 million
worth of media billings) and assorted other
clients, conferring with account executives and
supervisors, not to mention network officials.

A native of Philadelphia, where he was
born on April 12, 1922, Jack Justin Bard started
his career in newspaper pursuits as a space
salesman for the Philadelphia Record in 1942.
He was graduated from Penn State with a BA
that year and did graduate work at Columbia
U., receiving an MA in 1947. He majored in
economics and statistics. He became an in-
structor in marketing at Pace College, Brook-
lyn College and City College of New York.

In 1947 Mr. Bard joined NBC where he pre-
pared presentations designed to sell the value
of radio. After his subsequent sales promotion
stint with DuMont, he shifted fields and cities,
joining the International Furniture Co. as as-
sistant to the president in Chicago.

That association led him indirectly in 1952
to Weiss & Geller and positions of account ex-
ecutive on Prom (no longer held by the
agency) and as media unalyst. He was ap-
pointed director of media this past June. The
present Toni accounts serviced by W & G are:
Toni Home Permanent, Tonette, Deep Magic,
Toni Spin Curlers and Silver Curl. Among
[ other accounts on which he has functioned
as media chief are Sealy Mattresses, Terre
Haute Brewing Co., Wyler Soups, College Inn
Food Products and Mogen David Wine.

Mr. Bard is a member of the Broadcast Ex-
ecutive Club of Chicago (now merged under
the Broadcast Advertising Council) and Ameri-
can Marketing and Statistical Assns. His hobby
is the theatre—with good reason: He married
the former Anita Katz (stage name, Anita
Jordan), a gifted soprano. They have one child,
Deborah, age eight months, and live on Chi-
| cago’s Marine Drive.
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it's No Draw...

KMTYV is Omaha’s favorife TV station, and one big
reason iwhy is that Omahan’s like the way KMTV
pitches in and helps support city activities.

Just last week, KMTV volunteered to underwrite
the cost of sending Omaha University’s undefeated
football team to the Tangerine Bowl in Oriando,
Florida, if the team received the bowl bid.

The bid came shortly after KMTV’s offer. Oma-
hans were overjoyed at the news. KMTV’s execu-
tive vice president, Owen Saddler, told OU’s presi-
dent the station would like to underwrite the team’s
estimated expenses of $10,000.

In announcing that OU was accepting the bowl
bid, Dr. Milo Bail said, “Particularly are all of us
at OU grateful to Owen Saddler and KMTYV for the

In Omaha

generous financial support in underwriting the

team's expenses to the Tangerine Bowl. This is
indeed real team support.” The University of Omaha
is a tax-supported school.

And as KMTYV enjoys boosting Omaha activities,
s0 does Omaha enjoy boosting KMTV ratings. Au-
dience surveys* show that Omahan’s give KMTV
11 of the top 15 most popular weekly shows . . .
and the area’s favorite multi-wezkly and locally-
produced show.

When you are thinking of advertising in the Omaha
area, think of KMTV—the station that boosts Oma-
ha—the station Omaha boosts. Contact KMTV or
your Petry representative.

SARB-Oct, J4-20

Pulse-Sept, 7-12

SMART ADVERTISERS ALL AGREE: IN OMAHA, THE PLACE TO BE IS CHANNEL 3

TELEVISION CENTER
CHANNEL 3

MAY BROADCASTING CO.

CBS-TV
ABC.TV
DUMONT

s s 00 oo p

Edward Petry & Co., Inc.







so BIG! so LAVISH!
so ELABORATE!

With guest stars including Brian
Aherne, Don DeFore, Pat Crow-
ley and many more. You'll have
the most responsive audience in
Television history!

NEW YORK @ CINCINNATI ® HOLLYWOOD
- S ALl SR Nrh a AT



still another way
WWSW comes close and
stays close to the
heart of Pittsburgh!

The matchless beauty
of a symphony orchestra
— the priceless rendition
of a complete opera per-
formance captured on

high calibre recordings are
beyond the reach of many
who would treasure the
experience of hearing

such works.

Knowing this, WWSW

has broadcast its

Golden Hour of the
Classies nearly nightly for
over a decade and a half.
And, in more recent years
full length Sunday evening
operas. Another way
WWSW comes close and
stays close to the heart

of Pittsburgh,

WWSW

970 ke. 5,000 Watts
PITTSBURGH, PENNSYLVANIA

Represented by John Blair & Co.
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CBS-TV OFFERS SPECIAL DEAL
TO SMALL-MARKET STATIONS

Extended Market Plan would give the smaller tvs, uhf as well os vhf,
a chance to get network programs—and the advertiser o chance fo
enter those markets at an attractive price.  Plan wins immediate
praise fram an influential senater in communications affairs.

CBS-TV has developed a new affiliation formu-
la designed to extend television network service
to small-market stations at prices which CBS-
TV believes advertisers will find attractive.

The new formula, called the Extended Market
Plan, was first presented last weekend in a letter
sent by Herbert V., Akerberg, CBS-TV vice
president in charge of station relations, to 20
prospective small-market affiliates, of which
two share time on the same facility.

Here is how the plan will work:

® The network will create a special Extended
Market Group of affiliates in small markets
which, in most cases, network advertisers have
been reluctant to buy.

® Rates for these stations will be fixed in
what the network will decide to be a realistic
ratio to actual circulation. The rates fixed
for the 20 prospects to whom Mr. Akerberg
wrote varied from $50 to $100 per nighttime
hour.

® CBS-TV will set up a special sales unit
with the single mission of selling the Extended
Market Group. Advertisers who use all the
stations in the group will be given a 10% dis-
count. The discount will not be passed on to
the stations.

® The network will pay affiliates in the Ex-
tended Market Group 30% of their gross time
charges, less the usual deductions for ASCAP
and BMI fees.

® Stations in the group may take CBS-TV
programs on a recorded basis, paying the net-
work $5 per program, or live, paying trans-
mission costs.

In the CBS-TV view, the Extended Market
Plan will have both economic and political
advantages.

Economically, it will enable advertisers to
broaden their television coverage at reasonable
cost, small-market stations to obtain high-
quality network programs they are now denied,
and the network to feed them without losing
the substantial sums that CBS-TV has report-
edly been losing on some of its smaller affiliates.

Politically, the plan has already created gains
for CBS-TV.

After it was explained to him last week by
CBS representatives, the plan won the approval

of Sen. Charles E. Potter (R-Mich.), chairman
of the Senate Communications Subcommittee

BROADCASTING ® TELECASTING

which early [ast summer held extensive hearings
on uhf problems.

Sen. Potter saw the plan as “an important
contribution to the successful and profitable
operation of uhf in the smualler television
markets.”

“The plight «of uhf and even vhf in the
smaller markets,” he said. “has been the lack
of opportunity to obtain the programs that
are necessary to build audiences and all-channel
reception. CBS Television is providing this
opportunity and should be commended on the
time and effort it has devoted to the problem.”

The formula to broaden network service has
been hatching at CBS-TV for more than a
year, according to network officials.

The problem and the solution were described
last week by J. L. Van Volkenburg, CBS-TV
president, under whose direction the formula
evolved.

“Since the lifting of the FCC freeze,” Mr.
Van Volkenburg said, “network television has
been faced by a two-horned dilemma. 1n order

to break even financially on affiliations in the
smaller markets, a minimum gross hourly rate
at night of $150 had to be established.

“But this was no guarantee of advertiser
acceptance, for CBS Television found that if
the market did not produce enough television
homes circulation to justify even a $150 rate,
the station was an affiliate in name only.”

Under the Extended Market Plan, Mr. Van
Volkenburg said, CBS Television will affiliate
with even the smallest market stations as long
us the station rate is consistent with the actual
circulation delivered and the station coverage
does not seriously overlap that of other CBS-
TV affiliates.

At present CBS-TV has 165 affiliates. Of
these, 46 are basics which network advertisers
must buy, 44 are basics which are optional
buys for advertisers, and the other 75 are
supplementary stations.

CBS-TV is analyzing its supplementary list.
Supplementaries which are not now carrying
a significant amount of network business will
be offered a choice of staying in that category
or joining the new Extended Market Group.
Network executives emphasized that stations
would have freedom of choice to remain as
supplementaries or join the new group.

In his letter to the 20 stations that were
the first to be invited to become members of
the CBS-TV Extended Market Group, Mr.
Akerberg said the core of the small-market
networking problem was pricing.

The CBS-TV plan is “to price stations at
what they are worth in terms of costs-per-
thousand circulation,” Mr. Akerberg wrote. “If

THESE are the first stations to be invited

-~ by CBS-TV to join its Extended Market
Group. Call letters in ftalics indicate sta-
tions not yet on the air. Asterisk® indi-
cates present CBS-TV affiliation. Night-
time hourly network rates, as proposed
by CBS-TV, are shown for each. Of the
20 stations, 15 are vhfs, 5 are uhfs.

Alabama
WMSL-TV Decatur, ch. 23.
WTVY (TV) Dothan, ch. 9, $50.

California
KVEC-TV San Luis Obispo, ch. 6, $50.

Colorado
KFXJ-TV Grand Junction, ch. §, $50.
Florida
WINK-TV Fort Myers, ch. 11, $50;
WJIDM-TV Panama City, ch. 7, $50.

Idaho
KL{X-TV Twin Falls, ch. 11, $50.

Indiana
WFAM-TV* Lafayette, ch. 59, $70.

$50;

WHERE CBS-TV WOULD MOVE FIRST

Kentucky

WLEX-TV Lexington, ch. 18, $50.
Louisiana

KVOL-TV and KLFY-TV Lafayette,
sharing ch. 10, $75.
Maryland

WBOC-TV Salisbury, ch. 16, $50.
Mississippi

WCBI-TV Columbus, ch. 4, $50.
Montana

KGVO-TV Missoula, ch. 13, $50.

North Carolina
WTHT (TV) Wilmington, ch. 3, $50.

Oregon
KFLW (TV) Klamath Falls, ch. 2, $50.

Tennessee
WDXI-TV Jackson, ch. 7, $100.

Texas
KBST-TV Big Spring, ch. 4, $50.
KVDO-TV Corpus Christi, ch. 22, $85.

Washington
KVOS-TV Bellingham, ch. 12, $70.
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CBS-TV'S NEW DEAL

Market Group:

One of the most complex problems of
television today is that of developing an
economically sound method by which net-
work programs can be made available to
stations in the smaller markets. An affilia-
tion with a minimum base rate of $150 is
no guarantee that the station will be ordered
by the advertiser. If the business is not
there, the network's loss in servicing over-
head is tremendous.

The dilemma has been one of pricing,
For the smaller market network affiliation
is no guarantee of success. If the station is
overpriced, advertisers refuse to buy it be-
cause the cost-per-thousand is out of line.

Without popular network programs, local
and national spot business is difficult to sell.
It is obvious, however, that a bonus arrange-
ment is impractical because television is
too valuable an advertising medium to give
away—no matter how small the market is
or how modest the station’s operation.

The CBS Television plan is to price sta-
tions at what they are worth in terms of
costs-per-thousand circulation. If the adver-
tiser can buy small markets as economically
as the large ones, it is reasonable to assume
that the stations and the network have a
fighting chance to get business. To accom-
plish this requires, in our estimation, the
combination of a lower gross hourly rate
on the part of the station and an over-all
discount contribution by the network.

From a pricing standpoint, this could
mean a gross hourly rate at the start as
low as $50. Once the station has the pro-
grams, greater circulation should ultimately
justify a higher rate if within the market’s
capacity to produce same,

The purpose of this letter is to extend to
you an invitation to become affiliated with
CBS Television as a member of what we are
designating as the “Extended Market
Group.” Details of this affiliation are as
follows:

1) Your station will assume full-fledged
affiliation status. It will be included in
our published rate card and in Stand-
ard Rate & Data Service.

2) A gross hourly network rate will be
determined according to specifications

LETTER OF INVITATION

HERE is the text of the letter which Herbert V. Akerberg, CBS-TV vice president
in charge of station relations, sent to prospective members of the new Extended

and mutually agreed upon before the
affiliation is made.

3) CBS Television will pay you its stand-
ard 30% of gross time charges less the
ASCAP and BMI deductions.

4) Programs will be supplied to you on a
television recording basis. Such prints
will be returned to CBS Television,
transportation prepaid by the station,
or to such place as CBS Television may
direct.

5) You may carry the programs “live,”
but in this event, the expense of all
cable and local connection and trans-
mission charges is the obligation of the
station.

6) Sustaining program service will be im-
mediately available on the basis out-
lined above. The programs will be
supplied as television recordings unless
you elect to pay cable, local connec-
tion and transmission charges.

7) Standard promotional materials will
be provided by CBS Television on pro-
grams carried,

8) It is obvious that because of the high
costs of maintaining a national tele-
vision network, such an arrangement
cannot be profitable to CBS Television.
There will be a $5 service fee per tele-
vision recording to help defray the
costs of film prints.

In order to encourage advertisers to buy
all of the stations in the “Extended Market
Group,” CBS Television is establishing a
10% discount if all stations are ordered. We
will assume the entire cost of such a dis-
count.

Another important phase of the over-all
plan is that CBS Television is setting up a
special unit to sell advertisers on the avail-
ability and advantages of stations in the
“Extended Market Group.”

We would appreciate, at your earliest con-
venience, word as to whether or not you are
interested in a CBS Television affiliation on
this basis. Your gross hourly nighttime rate
is estimated to be (insert) at this stage of
your television set circulation development.

If you are interested in such an affiliation,
contracts will be submitted to you,

the advertiser can buy small markets as eco-
nomically as the large ones, it is reasonable
to assume that the stations and the network
have a fighting chance to get business.”

He pointed out that a station which does
not have popular network programs finds it
difficult to sell local and national spot business.
The small-market station could acquire net-
work shows by becoming a bonus station, but,
in Mr. Akerberg’s words, “a bonus arrange-
ment is impractical because television is too
valuable an advertising medium to give away
—no matter how small the market is or how
modest the station’s operation.”

In his letter, Mr. Akerberg indicated that the
lowest rate the network contemplated for any
Extended Market Group station was $50 per
nighttime hour.

“Once the station has the programs,” he
added, “greater circulation should ultimately
justify a higher rate if within the market
capacity to produce same.”

The network’s new plan also has the en-
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dorsement of Glenn Marshall, WMBR-TV
Jacksonville, Fla., chairman of the CBS Tele-
vision Affiliates Advisory Board. He said:
“The Extended Market Plan is an alert and
forward step by CBS Television in recognizing
the importance of these smaller communities
that are the backbone of this nation, This will
insure that television stations can bring to
their viewers the best of television fare out
beyond the larger metropolitan markets. 1 feel
that this plan is the right approach to assure
Small Town America television’s best efforts.”
The problems which networks face in feeding
programs to small-market stations were des-
cribed in detail by Frank Stanton, president of
CBS inc., last June 18 in testimony before
Sen. Potter’s subcommittee [BeT, June 28].
Dr. Stanton mentioned, as two cost factors in
distributing network shows, that CBS-TV used
16mm film at the rate of more than 10,000
miles a year and paid $10 million a year for
AT&T interconnection facilities.
He said at that time that the crux of the
affiliation problem was what the affiliate can

deliver in terms of circulation since adver-
tisers insist on lowest cost-per-thousand. He
said CBS Television did not discriminate in
favor of vhf stations or aganist uhf stations.

The network was losing over $4,500 a week
for 22 small-market stations, Dr. Stanton
testified. He said another affiliation had been
refused a station with reasonably large circu-
lation, justifying a rate of $150 or more, be-
cause it duplicated other affiliates.

He explained the small-market problem to
the subcommittee this way:

“While some stations it major markets form
a ‘basic required group’ which an advertiser
who wishes to use the CBS Television network
must buy, this group obviously cannot include
stations in smaller markets. For the latter
type of station, the advertiser has an option of
picking any one or more. Therefore, in order
for an affiliation with such an ‘optional’ sta-
tion to ripen into any programming or economic
return for the station, there is still the not
inconsiderable problem of getting the advertiser
to order that station.”

CBS-TV BOOSTS BASIC
FACILITIES CHARGES

NEW RATE CARD, introducing a new overall
discount [BeT, Nov, 22] and increasing basic
production facilities rates, is being announced
‘today {Monday) by CBS-TV, effective Dec. 1.

Changes also include addition of a base
charge of $250 gross per quarter-hour for the
broadcast of network commercial programs
primarily on film, and an increase in the mini-
mum required station lineup for prime evening
periods (8-10:30 p.m. EST) to 60 stations.

The new film charge was attributed to “in-
creasing demands on network facilities” for
broadcast of programs that primarily are on
film. The new minimum station lineup for
prime evening time replaces a requirement
formerly based on minimum gross billings.

The basic (“must-buy™) group of stations was
increased from 41 to 46, with six being added
(all had been announced previously) and with
Providence transferred to the basic optional
group. The six added: WBEN-TV Buffalo,
KWK-TV St. Louis, WTVI (TV) Miami,
KWTV (TV) Oklahoma City, WCHS-TV
Charleston, W, Va., and WSPD-TV Toledo.

Details of changes in the production section
of the new card, which is No. 11, are con-
tained in a revised production manual. Officials
emphasized that these represent CBS-TV’s
“first increases in basic production facilities
rates in two years, despite substantial increases
in costs of manpower and equipment.” They
include:

Establishment of new base rates for live
studio rehearsal facilities as follows: $450 gross
per hour for studio with full facilities (up $75
from old rate); $225 gross per hour for studio
with audio only (up $75), and $150 gross per
hour for studio without facilities (up $50).
Corresponding adjustments are made for facility
use in excess of eight consecutive hours.

It also was pointed out that a charge adjust-
ment for film facilities used in conjunction with
live studio rehearsal, inaugurating a new policy
of charging for each projector ordered, permits
a reduction from the present $150 gross per
hour to $100 gross with one projector in use.

The new overall account on the time pur-
chases does not change the established scale of
discounts but entitles advertisers who maintain
a volume purchase of at least $100,000 weekly
gross billing for station time during a $2-con-
secutive-week discount year to take a straight
25% reduction in substitution for weekly sta-
tion-hour and annual discount combinations.

BROADCASTING ® TELECASTING



RADIO-TV TURN OVER ACES
AT 3-DAY AAAA CONFERENCE

Agency executives see a parade of presentations by the broadcast
media—including o ‘working’ color tv show-—and devote one meet-
ing exclusively to radio and tv during three-day conference.

AGENCY executives who handle millions of
dollars worth of advertising were treated last
week to a “working” color tv show and a frank
discussion of problems, as well as selling attri-
butes, of the electronic media.

Much of radio and tv's selling power ap-
peared in the sundry sessions at the eastern
annual conference of the American Assn. of
Advertising Apgencies held at the Roosevelt
Hotel in New York, Monday through Wednes-
day afternoon.

But, in the main, radio-tv’s role in an ex-
panding U. S. economy was related in a media
session and at a meeting devoted exclusively
to the broadcast media. The radio-tv high-
lights provided were:

® By NBC-TV and CBS-TV—a visual pres-
entation of color tv, climaxing the Monday
afternoon session on radio-tv administration
(also see pictures, pages 34-35).

® By Edgar Kobak, station owner, business
consultant, and president of Advertising Re-
search Foundation—a call for “complete sep-
aration” of radio-tv management and operation
of networks and stations.

® By Rodney Erickson, vice president for
radio-tv account planning, Young & Rubicam—
a preview of world markets opening for tv
selling.

® By Adrian Murphy, CBS Radio president
—a reminder that radio has entered a new era
of changing patterns in programming which are
based on personalized listening.

® By Ted Bergmann, DuMont Television
Network’s managing director—reassertion that
tv is developing new and more ways to ac-
commodate the advertiser’s needs and his size
of budget.

® By William R. Baker Jr.,, chairman of the
board of Benton & Bowles and chairman of the
AAAA—an attack on advertising’s critics, with
emphasis on the plus side of radio-tv com-
mercials,

® By James Gediman of The American
Weekly and Puck, The Comic Weekly, and
Vernon C. Myers, publisher of Look maga-
zine—a belligerent stand for print media, sup-
ported by sniping at the broadcast media.

Overflow Color Attendance

Elaborate preparation was made for the
color tv showings, witnessed on six 2l-inch
RCA Victor color receivers placed in the Pal
Terrace room, which had an overflow attend-
ance at the time of the telecasts.

First presentation was made by CBS-TV,
which in a closed-circuit color telecast from
its Studio 72 at Broadway and 8l1st Street
traced the planning and staging of a color tv
commercial (Maxwell House coffee commer-
cial).

E. Carlton Winckler, production manager of
CBS-TV’s program department, introduced the
action. His talk on the color screen was il-
lustrated by cartoon slides. Mr. Winckler,
who told the audience there is nothing myste-
rious or frightening about color in tv—*"if you
know what you're doing, it is surprisingly
simple”—displayed various samples of back-
ground material before the camera and showed
why the particular material finally selected was
best suited for the commercial.

A color commercial is treated as a little
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show in itself, he said. He touched on scenery,
lighting and make-up. Key to a geod color
show, Mr. Winckler explained, is knowing the
problems and then planning each stage in
advance. ’

Other CBS-TV personnel taking part: Dick
Lewine, executive producer of the network’s
color programs; Charles Barkley, director of
product presentation; Rai Purdy, director; Sal
Bonsignore, supervisor of lighting, color pro-
grams; Vic Christian, graphic arts, and Don
Foster, technical director.

A specially prepared color movie, “A Visit
to CBS Color Television,” was CBS-TV's sec-
ond feature, It showed how color tv works,

AMONG SPEAKERS ON RADIO-TV AT 4A’S

MR. LODGE

MR. MURPHY

taking the audience on a guided tour of the
network's studio. Scenes from several of the
network’s color broadcasts—notably, Toast of
the Town, Danger and The Best of Broadway
—were included. The film was introduced by
William Lodge, CBS-TV vice president in
charge of engineering. It was produced and
directed by John Whittaker and Kenneth Whe-
lan, CBS-TV's general engineering and direc-
tion staff members, respectively,

NBC-TV, under supervision of Barry Woed,
executive producer in charge of color television,
presented two parts to its showing: a live
colorcast from Brooklyn studios and a kine-
scope, “Coming of Age,” featuring scenes from
a Fort Meade military maneuver (for which
three color cameras were used), a sequence
with songstress Connie Russell and a dance-
and-song number with a Trinidad background.

ADVERTISERS & AGENCIES
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(Other details, see picture story, pages 34-35.)

In the Monday radio-tv session Mr. Kobak
talked on radio, Mr. Erickson on tv.

Mr. Kobak recommended a number of pro-
cedures for both radio-tv and for the timebuyer
which he thought would be beneficial.

Among them, he suggested a separation by
networks and stations of their radio and tv
management and operation “for the success of
each media. If it is not done, it won't be long
before economics will force this to happen with
separate ownership as the eventual result. If
economics doesn’t force it, the government
will, because strong networks and stations are
needed in war and in peacetime.”

Mr. Kobak asserted: “Our licenses are a
responsibility and many in the broadcasting
business are not meeting the issue when they
have divided interests with radio getting the
least attention. Let’s not wait for the tv honey-
moon to end but get busy now.”

Mr. Kobak’s recommendations included *a
real cost study” of network and station opera-
tions; the basing of rates “on a more realistic
value of media, local and network” since “better

)

MR, BERGMANN

research is available today”; need for rates to
be contiguous day by day as well as rates
contiguous on the same day; review rates as
to less than hour usage and “review rates in
various day and nighttime segments.”

Also suggested: A review of the current sta-
tion compensation plan, which he called a
“roadblock to any over-all correction™; develop-
ment of new program concepts to meet tv com-
petition—"as long as the same people in media
and buying groups are also responsible for tv,
little progress can be made”; radio should work
toward a higher dollar volume from sign-on to
sign-off with an eye to a small margin of profit
for each hour; “deals” should be killed by all
networks and stations.

In calling for cooperation among networks,
stations and station representatives to “build a

(Continued on page 36)
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A BT PICTURE STORY

' NBC PREVIEWS ‘MACBETH’

NBC-TV decided its presentation of color
tv’s “story” could best be put across to the
American Assn. of Advertising Agencies’
Eastern Annual Conference in New York
last Monday (see story preceding page) via
an actual live colorcast.

A vivid portrayal was the result. The
telecast originated from NBC’s huge Brook-
lyn color studio and was sent by closed cir-
cuit to the Palm Terrace Room in the Roose-
velt Hotel in mid-Manhattan. It was re-
ceived on six 21-inch RCA color sets.

In this demonstration, NBC achieved at
least two things above and beyond the il-
lustrations of techniques used in preparing
for an actual color tv show: the network
followed its live show with its “first large-
scale showing” of a color kinescope, while
RCA demonstrated six of its newly an-
nounced 21-inch color receivers which per-
formed, according to observers, with ex-
cellence.

Top NBC color experts talked to the
audience — roaming, it seemed, at will
through the Brooklyn studio and on the
“Macbeth” set. Various steps in the prep-
aration of a network show of the size and
scope of “Macbeth,” which was to be seen
on NBC-TV in a two-hour color telecast
yesterday (Sunday), were explained. Live
models, actual costuming and a mass of
color were welded into a technicians’ spec-
tacular.

Barry Wood, NBC-TV’s executive pro-

ducer in charge of color tv, told the audi-
ience what they would see—"a show in the
making,” The demonstration, “Color Clin-
ic,” illustrated color lighting, design, cos-
|luming and makeup, use and different types
of titles, program art, and slides (of prod-
}ucts: Spic and Span box, pack of Chester-
|ﬁelds., a Chevrolet, box of Dreft, can of
Ajax cleanser and Speidel watch band}.

NBC employed a full staff of color ex-
iperts to explain the intricacies of the medi-
um to the audience, An abundance ‘of
illustration—some “live” (models, actresses
nd actors), some photographs, miniature
ets, charts, diagrams but all bathed in
striking color hues and tones—were used.
The special colorcast opened with an
unusual visual effect. Generous swaths of
paint were splashed in rapid succession be-
fore the cameras, each splash a different,
brilliant color.
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-AGENCYMEN SEE
COLOR BACKSTAGE

TO SHOW HOW COLOR GETS THAT WAY

A MINIATURE “Macbeth” set is demonstrated by Otis Riggs (I), set designer,
and Norman Grant, NBC art director, to illustrate for the audience of
agencymen the use of color in a typical set creation.

DICK SMITH applies make-up. On one part of
the show, Mr, Smith had a model with one-half
her face made up for black and white tv, the
other half for color.

BROADCASTING ® TELECASTING



BARRY WOOD, NBC's executive
producer in charge of color tv,
at the demonstration, sends
orders to Brooklyn studios.

BRIEFING before the telecast is given NBC color experts taking part by Norman Grant
(I}, NBC art director and m.c. of the special colorcast. In the conference are (I to r)
Dick Smith, make-up expert; Ed Bennett, graphic arts expert; Burr Smidt, color con-
sultant, and Otis Riggs, set designer.

STAGE MANAGER Dick Gillespie and an
actress on set. His megaphone is neces-
sitated by the vastness of the Broaklyn studio.

AGENCY executives saw this in color.
Make-up expert Dick Smith applies his tech-
nique before the color camera.

ROSE BOGDONOFF, costume designer, ad-
justs a costume on the “Macheth” set. Deep
color tones were used in costuming to set
the dramatic mood.




(Continued from page 33)
solid foundation™ in business practices and rate-
making, Mr. Kobak also attacked “the trend
away from continuity in radio” and warned of
danger in “the trend toward control of programs
by networks.”

Mr. Erickson in his speech urged advertising
agencies to take part in a plan “in spreading
the American methods and standards of living
into countries which are now less fortunate than
ourselves,”

Chief medium American companies will use
in telling their messages overseas most likely
will be television, he said. The U, S., he said,
is being looked to by countries abroad for
leadership in tv programming. This country
will set the pattern and the trend.

Most early tv activity by American firms
abroad will be in Canada, Mr. Erickson as-
serted. Next he listed Mexico, Cuba and Puerto
Rico, followed by Venezuela and Brazil in
South America and by England in Europe. He
predicted Italy, Western Germany, France, The
Netherlands and Sweden will follow along the
commercial tv path (though not necessarily in

ADVERTISERS & AGENCIES

noon, radio, tv, magazines and newspapers had
their say about themselves. (For newspaper
and magazine talks, see story page 59.)

Mr. Murphy spoke on radio’s methods of
keeping pace with the future. Before plunging
into future patterns, he outlined steps radio took
to keep abreast of the present. Among them:
Recognition of tv competition in the living
room and meeting it by spreading radio
“through many other rooms in the house”; new
program patterns, such as CBS Radio’s exten-
sion of strip programming to mid-evening time,
Monday through Friday; adjustment of night-
time rates to permit a client to buy more homes
per doltar than he could before tv's advent.

For the future, Mr. Murphy stressed inclu-
sion of auto radios and “personalization” of
radio listening. To illustrate the latter point,
he displayed a Regency model radio receiver
the size of a cigarette package. Of the model,
which uses transistors instead of vacuum tubes,
he told the agency audience: “It doesn’t take
much imagination to project the influence of
this trend on general radio Iistening.”

Mr. Bergmann in his talk predicted that tv
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SPEAKING before the AAAA eastern annual conference on “Around the World
With Script and Stopwatch” is Rodney Erickson, vice president, account planning,
radio-tv, for Young & Rubicam. Seated: Stuart Ludium (I}, C. J. LaRoche & Co.,
and William Seth of Lewin, Williams & Saylor Inc.

that order). Mr. Erickson then proceeded to
analyze each country’s tv potential.

In his introduction to the radio-tv administra-
tion session, L. T. Steele, administrative vice
president for radio and tv at Benton & Bowles,
said this year's meeting spent more time on
broadcast commercials because of requests.

Mr. Steele said, “There is no area of advertis-
ing operation today more important than our
area of television and radic. In major adver-
tising agencies dealing principally with con-
sumer goods and services, no other area rivals
broadcasting’s in billing importance.”

He noted that for the first nine months of
1954 network tv alone was 42% ahead of 1953.

Radio-Tv lead All Media

At B&B, he said, tv and radio “account today
for a dollar volume significantly greater than
that of all other media put together.” And,
he said, the broadcast share of B&B’s business
will grow “larger and larger.”

Radio-tv is under close scrutiny by manage-
ment, agency clients and government, Mr.
Steele said. *Nothing else we do interests
people, pleases people or provokes people any-
where so much as what we do on the air.” It’s
the phase of advertising activity in which “dra-
matic, skyrocketing successes” are made and
also “conspicuous mistakes,” he said.

At a media group meeting Tuesday after-
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by 1959 will account for 20% of all advertising
expenditures, twice the percentage it now en-
joys. Tv, he said, now is responsible for $18
billion worth of retail sales—by 1959 he pre-
dicted $41 billion.

Television, he said, will shape itself into new
forms dictated by advertisers’ needs and budgets.
These patterns will be influenced by the net-
works' ability to deliver and desire to accom-
modate the large and small campaign and by a
soft or firm consumer market.

Because of cost differences between color
and black-and-white, Mr. Bergmann forecast
two rate cards eventually for the advertiser, one
for color and one for monochrome—"just as
in magazines.” Depending on the show, he
said, “production costs (for color) will run 10%
to 20% higher than they do now.”

Mr. Bergmann said there was no doubt that
color tv is in the advertiser’s future. Question
of when it will be “fully effective,” however,
he said, depends on technology. When manu-
facturers create a mass market with 19-inch
color sets retailing for about $500 each, color
tv will then be useful to most advertisers, he
asserted.

The magazine corcept, co-sponsorship and
alternate-week plans in tv, Mr, Bergmann said,
are all variations of the same idea but premised
on the idea that networks should ewn and con-
trol all programming. This is “academic” right

Burn Your Charcoal

THE MADISON Ave, Beau Brummell
who is partial to charcoal gray suits and
who has aspirations to be seen on color
television had better change his clothing
habits. During CBS-TV’s color demon-
stration at the American Assn. of Adver-
tising Agencies meeting last week, E.
Carlton Winckler, production manager
of CBS-TV's program department, ap-
pearing on tv—and in a blue suit—noted
that the network color studio “frowns”
on charcoal gray. “Muted colors are
more practical than harsh, saturated
colors ., . , except where you want a
glaring type of effect,” he said.

now, he noted, because “no network is equipped
to create and control all of its programming.”

Turning to additional markets opening up in
tv, Mr. Bergmann estimated, “We can reason-
ably expect a total of 25 markets to have four
or more stations, and an additional 78 will have
three stations.” Today, he said, “only 14
markets have at least four stations, 27 have
three stations, 55 markets have two stations,
and 39 have one.”

Biggest headaches in producing a live show
today, he continued, “is the increasing costs of
people to do the job and the conmstant union
entanglements.”” He said agencies and adver-
tisers must support the broadcasting industry in
union negotiations.

Mr. Bergmann criticized those people “out-
side of the network operation” who would ex-
change for loss of control of tv programming
“a guarantee of safety—in other words, guar-
anteed circulation.” This he labeled. “a kind of
welfare state for advertising.” Guaranteed
circulation, he warned, alsc would mean, in tv,
guaranteed measurement of program audiences.
This implies, he said, that everyone agrees on
what is a good rating.

“Magazin=s guarantee their overall circula-
tion—as does a network as a whole—but maga-
zines don’t promise that your ad alone will
reach a certain number of people or else,” he
said.

Tokes Note of Complaints

At a general meeting Tuesday afternoon,
William R, Baker Jr., Benton & Bowles board
chairman, and also chairman of the AAAA,
warned of complaints against the advertising
business which serve to lessen confidence in jt
by the consumer.

Mr. Baker described four areas of attack:
(1) economists who argue advertising is an eco-
nomic waste, (2) others who decry the use of
too many ‘“emotional appeals” with alleged
“dire effects upon our social health and mores,”
(3) antagonism related to content, quantity and
quality of advertising in broadcast media, and
(4) criticism of ad copy, charging misleading
claims, “banal repetition” and bad taste.

The “same hue and cry” now heard against
tv commercials, Mr. Baker said, was directed
against radio commercials in the mid-thirties
and just prior to World War II. Several of the
“biggest users of radio,” he said, “found only
a very slight, but vocal, percentage of the public
reacted negatively to these commercials. Busi-
ness boomed in radio—and from radio.”

A similar process of big advertiser users of
the broadcast media surveying the public on
tv commercials has been underway, Mr. Baker
noted. He reviewed percentages already un-

[A&A continues on page 59]
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Big Mike is the physical trademark of KFAB —
Nebraska's most listened-to-station

One of the biggest jobs in Big Mike’s area is proc-

essing many of the crops that come from the rich
fields of the Midwest. A big part of that job is
done by the thousands of people working in the
feed and flour mills of Nebraska. After leaving
the mills, the feed goes to thousands of feed lots
and poultry pens throughout the land. The flour,
produced by Nebraska’s mills, ends up on tables
all over America. The folks that work in the mills,
like all Nebraskans from field and factory, count
Big Mike among their friends. For more details
on the KFAB-Big Mike story, see your Free & Peters
man, or talk to Harry Burke, General Manager.

BROADCASTING ® TELECASTING
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NOQ CITY LIMITS

WNAX’s countrypolitan market resembles a big
city market, except that its shopping centers are
60 miles apart instead of 6. The farmers,
ranchers, and town folk of Big Aggie Land

( Minnesota, The Dakotas, Nebraska and Iowa)
think no more of driving 60 miles than you do of
driving 6.

\WWNAX-570 has been “touring” Big Aggie Land
for 32 years, delivering information and enter-
tainmment without regard to city limits, to upwards
of 200,000 families. It’s the kind of
information—commercials included—uwhich

starts buying trips.

To travel with this good company, see the Katz
Agency.

WNAX-570

Yankton-Sioux City

CBS
Represented by The Kafz Agency

WNAX.570, o Cowles Station, is under the some monoge-
ment as KVTV—Channel 9, Sioux City, the tv station
reaching 32 farm-rich counties in lowa, Nebr. and 5. Dak.
with 632,000 population, $746 million in ‘53 retall soles.

BROADCASTING
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DON'T BLAME huck-
sterism; advertising’s
faults come from the
same system of compet-
itive enterprise that has
produced our economy
of abundance, James
Webb Young, senior
consultant at J. Walter
Thompson Co. and for-
mer chairman of The
Ad Council, tells the
council at jts 13th
anniversary luncheon
[BeT, Nov. 22].

I WOULD like to [discuss] what it means to do “good”
through advertising, and what is back of its alleged “evils.”
Also about the inevitable relationship of these to our unique
American brand of capitalism.

I want to start by calling to your attention a recently pub-
lished book called “People of Plenty”—whose sub-title is
“Economic Abundance and the American Character”—by
David M. Potter, co-professor of American history at Yale.

The main thesis of this book is that, from our earliest days,
abundance of goods has been a major force in American his-
tory, and one which made us unique among the nations of the
world. But, says Prof. Potter, no force can be regarded as
of major historic importance unless it has developed its own
characteristic institution. Thus, democracy produced the
varied institutions of popular government; religion produced
the church; science produced the university and its research
laboratories, and so on.

So, says Prof. Potter: “If we seek an institution brought into
being by abundance; and one peculiarly identified with Ameri-
can abundance; we will find it in modern American adver-
tising.”

And it is, he goes on to say, “an institution comparable to
the school and the church in the extent of its influence on
society.” . . .

For the first time, we have a front-rank scholar whose his-
torical studies lead him to a view . . . that as developed in
America this complex of techniques, skills and facilities
called advertising had come to be the greatest single means of
mass communication and persuasion the world has ever seen.

But there is another side of the coin. At this very time
when a distinguished scholar rates advertising as an institution
comparable in social influence to school and the church, the
critics of the practices of advertising are legion. Whether
there are more of them than of the school and church one
may doubt, but that is not our business today.

The immediate cause of these criticisms appears to be not
literal dishonesty in advertising, which is now so rare as to be
microscopic. It is rather an infectious ailment like athlete’s
foot which might be called Copywriter’s Strain. Among its
symptoms are, first, noise, in type and on the air; second, the
manufacture and magnification of meretricious differences
between competing products; third, strange word distortions,
such as those peculiarly prevalent in automobile advertising.

Now, are these things manifestations of “original sin” in
advertising men? It seems to have been assumed that they are,
and that therefore pious exhortations to reform, plus pointing
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AN ELDER STATESMAN
LOOKS AT ADVERTISING

the finger of shame, can correct them.
sure they cannot.

I suggest to you that the real cause of Copywriter’s Strain
is much deeper than the alleged congenital “hucksterism” of
advertising people. I suggest that, in fact, it is rooted in the
Economy of Abundance, which Dr. Potter has studied; and
in the nature of the hardly-realized technological revolution
which, with advertising, has made this economy possible.

What is the nature of this technological revolution? It is
in the area of research for the improvement of products.
This research has vastly accelerated the rate of such improve-
ments, and given the public constantly better values. But
strange to say it has largely reduced the competitive ad-
vantages between products of the same kind.

First, there has been such a radical- increase in research
facilities throughout industry that an unpatentable product
improvement by one manufacturer can be very quickly dupli-
cated by competititors. Example: there are now some 50
copies of the original compact face powder.

Second, if the improvement is patentable and important,
then there 1s likely to be, as a matter of public policy, patent
pooling or licensing which quickly spreads the improvement
through an industry. Example: color television tubes.

Third, basic research in product improvements comes in-
creasingly, not from end-product manufacturers, but from
outsiders or suppliers, who license as many potential pro-
ducers as possible. Example: the chlorophyll toothpastes.

Fourth, American manufacturers are great free-traders in
ideas at the technological level. Scan the programs of the
meetings of technical men in any industry and note the sur-
prising number of talks in which a European would think
trade secrets are being given away. Result: certain product
development ideas get “in the air” in that industry, and tend
to come to fruition in competitive concerns at about the same
time. Example: the automobile industry.

So we should not be surprised that in advertising, all de-
tergents, made under the same patent, turn out clothes as
white as whitebait, only whiter; or that with all paints, made
on the same rubber base discovery, the little woman can now
roll her own decor; or that in any summer suit, thanks to the
synthetic fibre manufacturer, we can loll without a wrinkle;
or that now in any automobile, thanks to the rubber industry,
we can travel carefree of nails on tubeless tires. Verily, the
individual manufacturer has been in many ways hoist by his
own petard. But, alas, for the poor copywriter, who must
still conjure a consumer preference for one brand over an-
other! He is not so much a sinner who needs be brought to
the mourner’s bench, as he is like Joseph’s brethren in Egypt
struggling to make bricks without straw. And in the struggle
giving numerous evidences of that Copywriter’s Strain which
is the source of most advertising criticism today.

This is not the time or place to discuss how the advertising
man will solve this acute problem. My sole purpose here has
been to present a sort of capsule public opinion balance sheet
of the current advertising operation of American business.

On the asset side we can certainly place this important new
insight of a competent historian—that of advertising as the
distinctive institution of the “People of Plenty” to which
American business is dedicated.

But on the liability side we must place the problem of Copy-
writer’s Strain, which seems to me to spring from the very
dynamics of the economy of abundance.

I, for my part, am
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"NOW...all the loose ends tied-up in a single

TIME AND PROGRAM PACKAGE

|

NATIONAL SPOT
Tv COVERAGEIII
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TOP PROGRAMS

TEN HOURS PER WEEK OF FILM PROGRAMMING
PRODUCED EXPRESSLY FOR NATIONAL SPOT SPONSORSHIP:

GUILD’s 1955 schedule provides five hours of prime night-time
programming, made up of ten all-star half hour shows...and five
hours of lively day-time programming, made up of twenty quarter-
hour segments, designed for across-the-board showing, Here are
some of the program titles... Many available immediately...and
others to be announced soon.

Liberace ® Paul Coates’ CONFIDENTIAL FILE

e THE GOLDBERGS, starring Gertrude Berg

e THE NEW LIBERACE SHOW

® THE FRANKIE LAINE REVUE

® A DATE WITH FLORIAN ZABACH

® LIFE WITH ELIZABETH, starring Betty White
® BRIDE AND GROOM

® IT'S FUN TO REDUCE

® DR. NORMAN VINCENT PEALE

® CONNIE HAINES SINGS

Betty White

Florian ZaBach Connie Haines Dr. Peale Margaret Firth Paul Coates

To see how this combination of VITAPIX and GUILD coordi-
nated services can serve you...contact GUILD FILMS today.

GUILD FILMS

NEW YORK*CHICAGO *CLEVELAND *DETROIT*-KANSAS CITY




TOPSTATIONSp-

what you get:

. Desirable time periods in all markets selected.
. Programs of proved viewer impact.

. Stations with proved audience leadership.

. Single billing. .. single proof of performance.

. Complete program and time research facilities.

D U O

Program promotion and publicity services on
both national and local level.

7. Integrated commercials by Guild stars, specially
keyed to best suit the advertiser’s needs.

what it means:

This new coordinated plan saves you time, saves
your client money...and provides greater flexibil-
ity than ever before offered. You save time because
CGUILD and VITAPIX handle station clearance
for you, providing single billing and single liaison.
Your client saves money because there are no
hidden “extras”...you select only the markets you
require.

420 MADISON AVENUE
NEW YORK 19, N. VY.
MURRAY HILL 8-5365

DALLAS * HOLLYWOOD *PORTLAND, ORE.

- America’s

leading stations

are VITAPIX stations

KGNC  Amarillo
WSB Atlanta
WMAR Baltimore
WABT  Birmingham
WBZ Boston
WBTV  Charlotte
WBNS  Columbus

£ WHIO Dayton

| B B B KLZ Denver

Detroit
Greenville

KPRC  Hauston
WKZO Kolomozoo
KCMO Kanses City
KTLA  Los Angeles
KSTP  Minneopolis
WDSU New Orleans
WKY  QOklahoma City
WwWOW Omaha
KPHO  Phoenix
WPTZ  Philadelphia
WGAN Portland, Me.
KOIN  Portland, Ore.
WJAR  Providence
WHAM Rochester
WHBF  Rock Island

i KSL  Salt Lake City
WOAI San Antenic
KRON San Francisco
KING Seattle
WHEN  Syracuse

i KWFT  Wichita Falls

4 WGR  Buffalo

i
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THE TV COMMERCIAL

COMMENTS FROM AN AGENCYMAN'S BOOK

A PRACTICAL manual on tv commercials,
their creation and production, has recently
been published by Hastings House, New
York, The book, authored by Harry Wayne
McMahan, vice president and member of
the copy plans board in charge of television
commercials at McCann-Erickson Inc., New
York, is titled “The Television Commer-
cial.” It sells for $5. Mr. McMahan’s ideas
on tv advertising are accompanied by a col-
lection of illustrations with a number of “do
and don’t” suggestions on commercial pro-
duction. Here is an abridged version of
Chapter 6 of Mr. McMahan's book citing
five basic production techniques as the au-
thor sees them.

CHOOSE your production technique to fit
your problem, your product and your pocket-
book.

The five production techniques available
for television film commercials are:

1. Cartoon

2. Live Action

3. Stop Motion

4, Puppets

5. Photo Animation

Each technique has distinct advantages,
best for specific objectives. Costs vary so
that two or more techniques may be blended
in the same commercial to control the
budget.

The variance of costs between the differ-

- ey )

ent techniques—and within each technique
—is one of the problems that is not easy to
understand about this business.

One cartoon may cost $800, another $8,-
000. Live action may cost from $500 to
$5,000, It is difficult to pin-point all the
reasons, even as it is often difficult to ex-
plain all the variances in the cost of adver-
tising art. Too many creative factors are
involved.

Only from experience can we develop a
yardstick. The chart is obviously contro-
versial because it attempts to oversimplify
a complex creative work. Here is what the
chart does not do:

It does not consider non-union or 16mm
operation. It is based on the competitive
standards which national and regional ad-
vertisers must meet in television today.

It does not allow, in cartoon, for the ani-
mation of more than one primary character.
Additional “units” cost extra.

It does not cover the cost of talent in live
action and sound tracks under the 1953
Screen Actors Guild code which requires
re-payments each broadcast on network pro-
grams and each quarter on spot campaigns.

It does not cover the cost of unusual set-
tings and props, location trips or puppet
dolls.

It does not cover the great bugaboo of
the business: RUSH!

Rush delivery increases cost because of

-

COMMERCIALS AVERAGE
COST
PER
TECHNIQUES: ADVANTAGES SECOND:
Cartoon Gaining interest $80

Trademark characters
Personalizing product
Exaggeration, fantasy
Singing jingles

Live Action Demonstration $50
(Narrative) Exposition
Human interest
Appstite appeal
Live Action “Personality” $60
(Dialague) commercials
Testimonials
Key copy lines
Stop-Motion Demonstration $40
Mechanical actian
Personalizing product
Puppets Trademark characters $25
Singing jingles
Photo Animation Special $20
announcements

Retouching products
“Catalog” of praducts
Signature

Cost Specifications for Chart: Based on
1951-54 averages of five commercial
producers for national and regional ad-
vertisers. Full union labor operation in
35mm film original. Cartoons computed
on “one-unit” animation; standing sets
for live action. Films preduced in series;
if singly, allowing sufficient production
time for combination with similar work
to avoid waste of overtime. Note: Sound
tracks and Screen Actors Guild talent
payments extra.

overtime payments, waste and the increased
hazards for error. Time is money. Gen-
erally, live action is most economically de-
livered in 45-60 days, cartoon in 60-90 days.
If you require live action in 21 days or car-
toon in 30 days, it is obvious that the cost
must go up.

DC use cartoon for exagger-
ated, comedy or fantasy types
of people—better still for ani-
mals and for bringing inani-
mate objects to the screen.

DONT waste cartoon treat-
ment on normal people doing
normal things. If there is no
exaggeration in the face or
body, it is hard to cartoon.
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DO expect to repeat a singing
jingle many times, especially
in cartoon. This Wembley tie
spot ran intermittently over a
period of some four years.

] [ sl e N
DON'T expect to repeat a live
action film too often, particu-
larly if it has characters or set-
tings readily remembered.
Viewers begin finding fault.

DO expect long life where you
have a variety of films in the
same series. This Pabst beer
jingle, one of 10, ran two years.
Cost per showing: $25.

= = B ..-r- '1"
DONT expect long life from a
single film used in a heavy
saturation campaign. This jingle
ran 50 times on Howdy Doody
and burned itself out.

DO use live action when you
want to stir emotions. Where
cartoon is “make believe,” live
action in the commercial is with-
in the viewers own experience.

DON'T use carfoons for hu-
man interest. If you want to
get beneath the surface of the
viewers' emotion, live children
are much more effective.

BROADCASTING ® TELECASTING



; - ONLY A COMBINATION OF STATIONS
MLﬁHTﬁ CAN COVER GEORGIA’S MAJOR MARK{:'TS |

A G - THE
GEORGIA
' TRIO

T pES RADIO

ATLANTA
®
SAVANNAH

©CES RADID

The TRIO offers advertisers at one low cost:

® Concentrated Coverage

w -I- ® Merchandising Assistance

Wuuw 1290KC ® Listener Loyalty Built By Local Programming
F“_”‘"'“ ® Dealer Loyalties

IN 3 MAJOR MARKETS

represented individually and as a group by

THE KATZ AGENCY, INC.

NEW YORK » CHICAGO » DETROIT » ATLANTA » DALLAS *« KANSAS CITY « 105 ANGELES » SAN FRANCI5SCO
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Pioneer Station Representatives Since 1932

NEW YORK

444 Madison Ave 230 N. Michigan Ave. Penobscot Bldg.
Franklin 2-6373 Woodward 1.4255

Plaza 1-2700

ATLANTA FT. WORTH

Glenn Bldg. 406 W, Seventh St.

Main 5667 Fortune 3349

L
\ 4
@)

§, ARE THE STATIONS

CHICAGO

HOLLYWOOD SAN FRANCISCO
6331 Hollywood Blva. Russ Building
Hollywood 9-2151 Sutter 1-3798

L & pETERS
INC

&
NATIONAL SPOT

DETROIT



EASTERN

WBZ-TV
WPIX
WPTZ
WCSC-TV
WIS- TV
WTVJ

CENTRAL

WHO-TV
WOC-TV
WDSM-TV
WDAY-TV
WCCO-TV
KMBC-TV
WBAP-TV
KFDM-TV
KENS-TV

WESTERN

KBOI
KBTV
KGMB-TV
KRON-TV

FOR YOUR

TELEVISION camMpalGN...

VHF CHANNEL PRIMARY

Boston

New York
Philadelphia
Charleston, S.C.
Columbia, S.C.
Miami

Des Moines
Davenport

Duluth — Superior
Fargo

Minneapolis — St. Paul
Kansas City

Fort Worth —Dallas
Beaumont

San Antonio

Boise — Meridian
Denver
Honolulu

San Francisco

4
11
3
5
10
4

[y
W

91 BN = NV | R o R AT~ =

N NN

NBC
IND
NBC
CBS
NBC
CBS

NBC
NBC
CBS
NBC
CBS
CBS
ABC-NBC
CBS
CBS

CBS
ABC
CBS
NBC




THINGS OF BEAUTY
ARE A JOY FOREVER *

AND THEY ALSO CAN BUILD BUSINESS AND PROMOTION FOR RADIO

“THE BEST promotional vehicle for a local
radio station I have ever encountered.”

That’s how John C. Gilmore of WGH
Newport News, Va., described the Miss
America elimination contests conducted by
the station throughout the Tidewater area
which WGH serves.

By arrangement with Miss America Pa-
geant Inc., Mr. Gilmore told BeT, WGH
secured the right to conduct local pageants
to select the winners from seven Virginia
communities—Norfolk, Portsmouth, South
Norfolk, Virginia Beach, Newport News,
Hampton and Warwick—who made up an
all-Tidewater team to compete for the Miss
Virginia title.

The pageants were planned and super-
vised by WGH’s women’s affairs chief, Ann
Lee Ceglis, 1953’s Miss Virginia and that
year’s first place talent winner in the na-
tional contest at Atlantic City. The pa-
geants, Mr. Gilmore said, gave the oppor-
tunity for a wealth of direct promotion of
the Ann Lee Ceglis Show in addition to the
overall station promotion.

In each locality, Mr. Gilmore related,
“we contacted a local civic organization
and offered to present them with all pro-
ceeds from admissions and the promotional
facilities of the station to get ‘trade deals’
for prizes . . . In exchange we asked only
that WGH co-sponsor the project. We ap-
pointed a staff member to each civic spon-
sor's committee to insure that the contest
would be properly conducted according to
concepts of prestige and dignity worked out
in advance, as well as to handle all publicity
for the pageant.”

To recruit entrants for the competition,
WGH used a saturation spot campaign,
selling these announcements to a local ad-
vertiser as part of a package which included
the right to sponsor the broadcast of the
pageant and the privilege of presenting the
scholarship award to the winner. The con-
tests were spaced at two-week intervals.

“Presented in this way, each contest is
completely self-sustaining-—indeed, down-
right profitable,” Mr. Gilmore declared.
“It provides an excellent stimulus for beat-

THE BUSINESS BEAUTY BROUGHT
PAGEANT SPONSOR AMOUNT
Miss Portsmouth Bloombergs’ Dept. Store ............. .. $ 500
Tri-City Nachman’s Dept. Store ... .............. 300
Miss South Norfolk Sustaining
Miss Virginia Beach . Colonial Stores . ... ... .. ... ... ... 550
Miss Norfolk W. G. Swartz Dept. Store . ... ........... 800
Norfolk Motors
Miss Virginia (state) Ward-Tv (Phileo) .. ... ... . ... . . ... .. 200
Miss America (national) Ward-Tv (Phileo) . ............ ... . . .. 130
Total ... $2,480
AND THE PUBLICITY
PAGEANT NEWSPAPER INCHES NEWSPAPER PICTURES
Miss Portsmouth .. .. . .. . .. 595 22
TrieCity ........ ... ... ..., 535 40
Miss South Norfolk ... .. ... . 110 12
Miss Virginia Beach ........ .. 401 18
Miss Norfolk .......... ... . .. 257 22
Miss Virginia ............ . .. . 411 23
Total .. ... ... . ... . ... . 2,309 137
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ing the summer slump, with the bonus being
abundant newspaper publicity, civic prestige
and all-around goodwill.”

Of the advertisers sponsoring the WGH
pageants, three were department stores, Mr.
Gilmore reported. Two of the stores were
making their first use of radio on the sta-
tion, he said, and the third was sponsoring
its first WGH program. The Miss Norfolk
Pageant was sold to Colonial Stores, super-
market chain, which he described as “a
prestige account.”

An unexpected bonus came to WGH
when, after its seven entries had returned
from the state pageant at Roanoke without
the Miss Virginia riband, the station re-
ceived a call from the regional Philco dis-
tributor asking for help in getting some of
the girls to appear at a district meeting.
WGH cooperated and has played an active
part in Philco plans locally and received an
extra measure of their advertising budget,
Mr. Giimore said.

Following up its sponsorship of the At-
lantic City Miss America finals telecast on
ABC-TYV, Philco has contracted with Miss
America for 125 personal appearances at
dealer meetings and other events throughout
the coming year, Mr. Gilmore said.

“Philco is really in the ‘beauty business’
now,” he declared. He advised other broad-
casters that “here are the seeds to a good
solid commercial pitch to your Philco dealer
—one that will get immediate cooperation.”

From the WGH viewpoint, Mr. Gilmore
concluded, its association with the Miss
America Pageant organization has been com-
pletely happy. In addition to providing
profitable programming, he summarized, the
contests were given over 2,300 inches of
publicity in the Tidewater press and 161
individual pictures, mostly with station iden-
tification.

“Daily we are called on by the city, civic,
fraternal, religious and business organiza-
tions to provide these girls as representa-
tives or hostesses, to say nothing of the fact
that WGH can produce seven local lovelies
for our own use on any occasion. If you
are after a good money-producing, attention-
getting, local civic promotion,

“Better buy beauty, broadcaster!”

BROADCASTING ® TELECASTING



Talk about Proof!

78,221

O CARDS and LETTERS

Lo

HERE’S
GRADE B
UNDUPLICATED COVERAGE COVERAGE

Here's unduplicated coverage
that reaches 35% of Nebraska's
total farm market. Your proof?
78,221 cards and letters received

from Channel 13 viewers in just four

THIS (S
THAT RICH

MARKET 3
days (October 24 to October 30, o I eeorney
1954) proving exclusive coverage )
by KHOL-TV. Get the story—get P e NEBRASKA
the facts today. A o IR Rod Cloud ™-___ "

Mail Count by Towns upon Request from KHOL-TV
VAT (S
LN O I.I L"
b | I

CHANNEL 13 — KEARNEY, NEBRASKA

Owned and Operated by DUANE L. WATTS, Station Manager
BI-STATES COMPANY Phone Axtell, Nebr. SH-3-4541

CBS e ABC e NBC e DUMONT e NETWORKS

REPRESENTED NATIONALLY BY MEEKER TV, INC.
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ALREADY SENT FOR “THE STAR AND THE STORY”

Sk PROGRAM ONLY — DOES NOT INCLUDE TIME

In 120 days, astute local

and regional advertisers i

have snapped up this opportunity ;
of a TV-lifetime.

There's still time for YOU!

13 good reasons why this new, top prestige show is paying off immediately!

.

L=
e

!

WRIGH

! Ll veet R ; |
ANGELA LANSBURY EDMUND GWENN TERESA

e

" DAVID NIVEN

EDMOND O‘BRIEN JAN STERLING - THOMAS MITCHELL JUDITH ANDERSON




BY S1I TV-WISE, BLUE CHIP SPONSORS

FIRST AVAILABLE ARB RATINGS

LOS ANGELES — In this tough 7 station market THE STAR AND THE STORY is TOPS attracting many more
viewers than the closest competition — big budget, network, Saturday Night Revue.

SAN FRANCISCO — THE STAR AND THE STORY is FIRST with a whopping 23.9 (59 % share of audience.)

e Stur ond e Stam

39 FIRST RUN /2 HOUR FILMS FOR TV

Each story, selected and introduced by its own star {39 top names),
from the works of celebrated writers {including 13 by Somerset
Maugham), is sculptured into magnificent entertainment by the
producers of 4 STAR PLAYHQUSE.

Don W. Sharpe, Executive Producar
Warren Lewis, Praducer

¥

3RIAN AHERNE ALEXIS SMITH ' PETER LORRE JOANNE DRU
FRANK LOVEJOY

For full details on the prestige, profit show of the year, WRITE, WIRE, CALL

/OFFICIAL FILMS, inc.

25 WEST 45th ST., NEW YORK 36, N.Y. « PL 7-0100

Atlanta * Baltimore * Beverly Hills * Boston * Chicago * Dallas * Detroit * St. Louis

AMERICA'S LEADING DISTRIBUTOR- OF QUALITY TV FILMS
COLONEL MARCH OF SCOTLAND YARD * MY HERO - TERRY AND THE PIRATES
TOWN AND COUNTRY TIME - SECRET FILE US.A. + TUNE-O




THE VALUE OF ART
IN A TV OPERATION

A PROGRAM DIRECTOR TELLS HOW IT ATTRACTS, SELLS, INFORMS

WHAT is the value of a tv station art de-
partment? What can it do for the station?

An art department is a stations “watch-
bird,” ever on the lookout to improve the
old and to find the innovation. Its chal-
lenge is to create the best visual story, One
of the basic methods is the employment and
control of the gray scale. Since tv is still
predominately a black and white form, the
WBNS-TV Columbus, Ohio, art depart-
ment’s concern is the proper distribution of
the nine stages of white to black. Flats,
furniture, pictures, lamps, draperies, clothes
all come under the artists’ scrutiny.

They paint in gray scale proportions to
the other gray elements in the presentation.
When color units enter the picture, the art
department must transfer those colors into
the gray scale to assure compatibility. They
wrestle with production problems such as
dark food on light plates, a sun-burned face
against a light background, a metallic fabric
burning the camera mosaic.

In creating slides, sets, displays for live
and film products, the art department re-
flects the character of a station—effective
evidence of the station’s ability to inform,
convince and sell ideas and products.

Versatility is a tv artist’s forte, He must
be as flexible as an interior decorator, as
clever as a cartoonist, as practical as a drafts-
man, as speedy as a sign painter. Tv is the
combination of all advertising media, in
addition to being a window display and an
over-the-counter salesman. An artist em-
ploys all techniques to refiect good taste and
achieve the most effective selling strategy.

It is the artist’s responsibility to create
the needed illusion on the set by doing it
within the scope of local facilities. Perhaps
it might be crayon on cardboard, or pigment
on canvas. The art department can make
a 5-ft. flat into a ballroom or create a birds-
eye perspective of an endless railroad track.
It deals in illusion, motion and eye appeal.

At WBNS-TV, the art department services
three basic divisions: live production, com-
mercial slides and film production. In each
case the work is coordinated closely with
the continuity department in planning audio

Mr. Reeves is program director for WBNS-
TV Columbus, Ohio.
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By Jerome R. Reeves

and video. A close relationship is also
maintained between the art department and
directors in the selection of set design, ap-
pointments, picture composition and special
effects. An art department guides the floor
manager and property people to gain the
maximum value of placement of motif and
harmony of periods in furniture and archi-
tectural design.

One of the department’s most important
responsibilities is the creation of slides for
client service and station promotion. Each
task is an individual challenge. Clients
differ, messages vary. A newspaper-indoc-
trinated client wants the maximum verbiage;
a display-trained sponsor demands specific
visual requisites. But the underlying re-
sponsibility of the art department is to:

(a) Attract and be provocative,

(b) sell,

(c) illustrate and inform.

Therefore, the artist must be able to exe-
cute specific requests, supplement basic ap-
proaches and even start from scratch in his
relations with the client.

WBNS-TV makes use of a number of
techniques in creating the necessary feeling
—washes, cutout paper, acetate, water color,
miniatures, silk screen, type faces, hand
lettering and photographs. These same
techniques are used for promotion and public
service slides as well as for commercials.
A competent art department can and must
assure a station of no visual letdown when
a local chain break, commercial or live
program follows a first flight network pro-
gram or an outstanding film show. The
challenge is to match this quality and sales-
manship.

In working with film, again coordination
between the art department and various
other departments of the station—continuity,
film, production, property — becomes of
prime importance.

First step in the planning of a film is the
storyboard—this is the artist’s conception
of what the motion picture scenes will look
like. We make storyboards for all types of
films, everything from a 10-second spot to
a half-hour show. An artist can often see
the composition long before the camera is
even loaded. His deft pencil can be a

challenge to the film director. The new
angle, the different approach and capturing
each idea, one at a time, in the storyboard’s
framed panels, can serve as a guide to bring
many a visual task to a rapid conclusion.
From “rough roughs” to finished drawings,
the storyboard progresses. When the artist’s
work is completed, the cameraman, film
editor and director begin. From there on
the storyboard becomes a shooting script.

An integral part of this film work is the
use of animation; here the artist makes use
of his art and acetate cells to attain the
effect of motion, using (a) stop animation,
(b) pop-in animation and ({c) regular
animation.

In working out a film, the artist also plays
a big part in sound studio film set-ups; he
supervises backgrounds and serves as a con-
sultant on display and gray and color scale
distribution.  Finally, he works on the
proper use of titles and credits, which in-
cludes borders, mat backing, type set and
hand lettering.

At WBNS-TV the art facilities consist of
two full-time artists, Beverley Mosley and
Dave Wagstaff, a promotion artist, George
Wellmes, and a stable of eight free-lance
specialists, plus a Filmo-type machine which
sets type photographically.

Evidence of our belief in the great im-
portance of an art department is the WBNS-
TV station library, a catalogue of over 600
slides which is being sold to other local
markets by Sterling Television Inc. Our
artists have been in the business of slide and
film syndication for over a year, and have
met with great success. They know the
local market because they are a local market.

This library of WBNS-TV represents
nearly six yvears of perfecting techniques
and experimenting with new approaches.
The collection is aimed at supplementing
other local art departments with basic tele-
vision art which forms the foundation of a
quality library.

These are our visual salesmen—at one
moment heralding a premiere, the next bill-
boarding a product. A competent, well-
staffed art department can bring about the
epitome of service to client, station and to
the viewer.

BROADCASTING ® TELECASTING



POLLS
A GONSUMER PANEL
OF 1,050 WOMEN!

1]
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SHOPPING CENTERS ARE PREFERRED PAPA PUSHES THE CART BAKING IS ROUTINE

SRR LU ICEER L UGG 53% of married men shop regularly 73% bake once a week or more often
39% prefer shopping downtown 21% of married men shop occasionally 67% bake cakes

THE KTvX MARKET

b
- Counties Covered K1

( J Total Poputation 1,038,094
C=
3 Total Families. . .. .313.481
I
) \

TV Families. 158,347

SEWING 1S A HABIT S LU LIRS U roceRy STORES VS, DRUG STORES

72% of the women own a sewing machine Total Retail Sales. . $916,065,000 57% of the women buy drugs at the
§8% sew regularly grocery store

KTVX _ FOR FURTHER INFORMATION ON

OWNED AND OPERATED
by the BRAND PREFERENCES. AND SHOP-

TULSA BROADCASTING CO. 2, . PING RABITS OF THE KTVX CON-
Box 1739, Tulsa, Okfalhoma ;
SUMER PANEL, WRITE T0: GEORGE

sTUDIOS KETCHAM, " GENERAL PROMQTION Di-

120 Eastside Boulevard FROZEN FOODS ARE POPULAR RECTOR, KTvX, BOX 1739, TULSA.

Muskogee, Oklahoma
16% of the women use frozen foods OKLAHOMA
& juices

Clannel § KTUX ABC « DUMONT

L. A. Blust AVERY KNODEL, INC. Ben Halmes

Vice President, Gen. Mgr. Natianal Representative Natianal Sales Mgr.

AFFILIATED WITH KTUL RADIO ¢ TULSA, OKLA. & KFPW RADIO ¢ FT. SMITH, ARK.
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In the Cincin
Look Before

Look at Audience
Look at Cost

Look at Power

It’s Obvious!
For More Audience
at L.ess Cost
with Highest Power

VCKY

WCKY . . . ON THE AIR EVERYWHERE ® TWEN



wati Market

You Buy!

6 am-6 pm-Mon. thru Fri.

Share of Open % hour

Audience* Daytime Rate** Power
WCKY 21 %  860.00 50,000 WATTS
Net Sta. A 14 %  70.00 250 WATTS
Net Sta. B 27 9%  80.00 5000/1000 WATTS
Net Sta. C 13.5% 263.50 50,000 WATTS
Net Sta. D 17 % 60.00 5,000 WATTS

*Pulse, Sept.-Oct., 1954
**Standard Rate & Data, Nov., 1954

For
Audience
Cost
Power

Invest Your Ad-Dollar WCKY’s-ly
Call or Wire!

Call collect Tom Welstead
Eastern Sales Manager
53 E. 51st St., New York City
Phone: Eldorado 5-1127
TWX Ny 1-1688

or

C. H. “Top” Topmiller
WCKY Cincinnati

Phone: Cherry 6565

TWX: Ci 281

TY-FOUR HOURS A DAY SEVEN DAYS A WEEK



IRISH FOOTBALL NETWORK

Joe Boland puts Notre Dame on 119 stations

THE AIR is filled with request numbers.
Request programs are not unusual. But, as
far as our record book discloses, the Irish
Football Network is the only hookup which
can lay claim to being a request network.

It all started in the fall of 1946 when
the Detroit Notre Dame Alumni Club re-
quested that WSBT
South Bend feed its
broadcasts of the
Fighting Irish foot-
ball games to De-
troit. The Detroit
alomni arranged
for a station to
broadcast the
games and a spon-
sor for them.

Joe Boland, for-
mer Notre Dame
player, coach and,
since 1942, play-by-play broadcaster of the
school’s gridiron contests, was quick to
realize that if one city wanted the broad-
casts badly encugh tc request them, it

P .

MR. BOLAND

shouldn’t be hard to sell them in other mar-
kets. So he started out—and in 1947, Indi-
anapolis and Michigan City, Ind., joined
South Bend and Detroit in carrying the
Notre Dame games. The next year there
were 10 stations; in 1949, 12; in 1950, 19.

So far, Joe Boland was selling only the
production of the football broadcasts, chiefly
his own sportcasting talents. Each station
bought its own lines and made its own
financial arrangements with Notre Dame
and its opponents for the broadcast rights.

It was at this time that Mr. Boland got
the idea that “we had something if we
could package it.” He sold the WSBT man-
agement on underwriting and operating a
new network—the Irish Football Network
—devoted exclusively to broadcasting the
Notre Dame football games, which it offers
to stations across the land as a “package.”

For its highest daytime quarter-hour rate
(or 2 minimum of $75), the IFN affiliate
gets the whole deal—rights from all colleges,
cleared at the source; all line costs, paid by
IFN, and a publicity-promotion kit, in addi-

tion to the package’s main item—Joe Bo-
land’s play-by-play coverage of the games.
The package idea caught on immediately.
In 1951, the number of stations broadcasting
the games jumped to 49, in 1952 to 88.
Last year 115 stations became affiliates of
the Irish Football Network. By Oct. 1 this
year, 119 stations had joined the lineup.

Each station is permitted to sell the broad-
casts to one or more local advertisers, the
only restriction being that the stations abide
by the rule of the participating universities
and not associate advertising of tobacco or
alcoholic beverages, including beer and wine,
with these collegiate football programs.

Around South Bend, full credit for the
success of the JFN goes to Joe Boland,
who also manages all of the network’s
business details. “Joe thinks, knows and
sees football,” one associate said recently,
commenting that this is to be expected since
he has been a player—one of the “Seven
Mules” in Knute Rockne’s famed Four
Horsemen team—and a coach—at Purdue,
St. Thomas, Santa Clara and Notre Dame.

Additionally, Mr. Boland broadcasts Chi-
cago Cardinal professional football games.

“It is Joe Boland who has made the net-
work,” Clement B. Haines of Lamport, Fox,
Prell & Dolk, South Bend advertising agen-
cy, told BeT. “His personality, his fine man-
agerial ability, his fairness, his superb knowl-
edge of football (and especially Notre Dame
football) and his enthusiasm for the Irish
Football Network have been largely respon-
sible for making it the success that it is.”

p \a close look at facts...

Represented nationally by:
The Bolling Co. New York & Chicago

TERRE HAUTE, IND.

316,000 Watts

227,000 Homes (147,000 TV homes)

WTHI-TV Channel 10 is the ONLY station with

complete coverage of the Greater

WABASH VALLEY

One of the Mid-west’s most prosperous industrial and agricultural markets
$714,500,000 Retail Sales in year *53-’54

Blanketed ONLY by WTHI-TV’s 316,000 watt signal

] ] 8,000 UNDUPLICATED WTHI-CBS TV HOMES!
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Direct quote from the advertiser:

“The most

! The astonishing bacts
' and bigures ext an
AWM radie campaigr

s adryin

»

Auaifable Ouly On Request!

gz, 2 i e

Contrace renewal time was at hand. The  audience measurement was immediately
advertiser stroked his chin and said quite  taken by Gourp, GLEISS AND Benn, IncC.
thoughtfully, "Who's listening to our ... and when the reporc was completed
show and bow many? Can we findour? If  the advertiser jusr couldn’e believe it . ..
it's half as good as vou sav it is, we gught  he called the survey resules "The Most
10 renew and enlarge the coverage. If not,  Astonishing he’d ever seen in radio.”
we'll have o forgecic.” A comprehensive

You ought to see this report and we’ve prepared it for easy, quick analysis.

i e L E Write, telephone or mail covpon below . . . we’ll be happy to send it to you.
STate 26300 Flaza -1480
1LOS ANGELES SAN FRAMCISCO .
1142 wilshie Bivd, 57 Post Sheel | ¥
DUk 3.2010 Sutier 11100 A 6000000000080 80000040800008000000s
' KEYSTONE BROADCASTING SYSTEM - |
i 171 WEST WASHINGTON BLVD,, CHICAGO, ILL.
GENTLEMEN: i
g Please send us your “Confidentiol Report on AM Radio.” l
Nomel . o SSal & BEE L - | loo o L opal fe SEEH
Nifell' U SRR E L= 13 2 v
BROADCASTING SYSTEM, mc.  BRaE .
(< i 3 AEL gt 10 R
Address &

THE VDICE OF WNOMETOWN AND RURAL AMERICA

BROADCASTING ® TELECASTING November 29, 1954 o TPage 55



Z

b cSSUNDAY
B
§:00 PM pyg horerd MBS NBC P MONDAY
M eadings | W Weiger e oS NBC ABC TUESDAY
6:15 P,  Gene Autry Nick Carter | The America ‘lla:.hlaf:sm' CES: MBS WELC
1 i Ry § U s i, ot % Na Nebwark Welrs L1 Tas. e ABC c
T elitone arum Service Service Allan doaks "_rmBS
5.3[] Co-op Hotlin () 2 N's:e!'°'k efre. Lile
J ] . ’ Servic rvice 4 Allan Jack
The Warld Hall Bros. | On l‘llhlleall!!eneli_l - No Service Repeat of Allen-Hodges € — Nn_m _@”
5'4 Chireh BadieiHal Bn:u wilk m-‘""“' M-F Kid SIII:S Sports aily Na Service A"“-.H.:n‘ 25 Seiied
45 0. L. Jaggers of(;;‘r)ne Caonsidine (546) I:"F:;:;o Bill Stern N'sum"l Budwaiser I'(tie;?l!r'n' Sparts n,‘“’ SsG
Warry Wismer | ervice Bi ips ervie
Ca-0p Delee Batirie ill Stern No Network :
. Sports (385 L 05 TR T twor Budweiser
1:00 Quiney Howe Gm,—,,n,z George Ticks | Lowell Thamas l'%':ar 'éﬂ:; Co-tp Lﬂnlm Batlries . Service Bill Stern
— Amer, Tob Vande 30 George Hicks owell Thomas un Qi Ce. I
- - - D
1135 o 1 Mam” | Chacow f™ S Manan ey | Vand —i T Gewe Hioks Loweh To
s i n
Sokalsky ) Club-Co-op ) = Tenn Ernie ulton Lewis, jr. ‘"c':.::e Go DGIB““ F¥Tian Lewis. 7 Alex Orier 209
1:30 ‘Srp.cm] Quiney l: i N Tean. Emni ¢wis, jr. | Man on the Go Vanderesok
L _ ribute e Dinner Date o Network o i Co-0p tn
— CBS Columbia Programs 3 - Service [Quiney H ; Teon. Er
] Amos "n’ Andy E Gen, Mills, Long  LonEines Americ. 3 pifone Dinner Dae | MO Network Co-tp . Ern
1:45 (alt. wk nehanted Ranger (153) Cheraliers H an Miles Labs . Service Quincy H
[ Masi b Hour (108) A ome Fiod: News of Warld | Generat Mills Longines el = SRS
— nsic Halt “Te: Grifh | Am. Oil-Ford abriel Healter (165 Silyer Eagle Choraliers '"_‘Tu:: Milles Labs.  lgen. mi G
8:00 = 558 Ei. & Murow | 10 the Mowd orenilee; Les Griffith | Am gir?rlmm félhriemem,r "e.!(ll‘l';ﬂuru ﬂin;é'."(: ‘L!-)u e
Livin ani & Whiteh 2| anis 7:55-8 " oca-Cola Co. - (108
— R cum,,',:f" Heartbeat Gﬁ:f.",'r' L1 Family (182) s Ed. R('sr)""" The Eddie Fii:.u One Mar's L“r it 1,..—0'.r);:;
n 15 Frolics Qur ﬂziss Brooks I d“ " Dr. Six-Gun aylor - Show (45) Family 155-8 Ed. R. Mur
206) ndustry L Top Secrel (199
a_ = American North me:" dack Gregson Toni ait.
:30 Music Hall . 2.9:15 Treaswy with Mars Wrigley
Philis Maorri 8 e fhe Agent e e Y 1 paxc
8-45 W L" orris Barrie Craig Lever-Liaton st Al f—riiNs S Music Finay u (19)
- vilille iy Confidential Voice of Godlrey Ca- [SEE)
@R Qklahoma Investigator Firestone Talen! Seouts Brnadn’a Quaiy Goods
3 Walter Winehelll | City (1M R Y (alt weeks) Co-0p P
9:00 Gruen & A 4 Symph Tien & Wyers = Exquisit dohn § Hrgell & Myers |y
il wk:m °r=hpes'l1:: L';M cM"" —N T shrm Ad:en:::," n('f,"'" H s-‘:‘is:n dr
3 ESF r :25- z
9:15 Lorilard | K Adventures of § ¢ ol = @) " Precine
i ralt Fi amaralt nry  8:0
Taylor Grant | _Edgar Be‘r;de::- the ASals | Music Shew | B SO Seotight 5""1’ Bell Telephone #rh ) :
9:30 Charlie McCarthy s Cotn Telephone Hour s'p:rﬁeﬂ"s’:“ L.ﬁ:en L
' Living Show Manion Forum Mutual Newsree ()R Co-t = ight Story Sammy Kaye e'f;oE;"
Room (206) Dea;\:I Clarence n 9:30-4:55 Town Meeling 2 Coop T
945 “F:mm 2nion Easy Money e H':;lldl Newsreel L% e Bing cs:m,
. 1 ur i L
ont’d) W Co-0p Sammy Kaye Viceray Gig. Rc°"" Cilies Service 9:30-9:5§ Search That Thulled;w o
Iﬂﬂn on I azel Markel (206) H:l:lﬂn':"ps Band of America |fr—spur 55, Amos '.."n,,d’ Never Ends Amos " A
3 A I-10: _ - TR TR T ubl. Co.| Music Hall Brawn D Muysic H
u,,":m("n _Daniel Schorr Eﬂlll!‘ ?ra ham Flhz’”ﬂff" Toop é::.";‘l':tl' r’!rv;s = | rwin lz’o(;anh;m ng::o,::h’ Vite:l:y c.‘y
. . vangelist Assn, | ___*3-PI Headline FafL | Fibber W fobL Troul. News s
IU 15 El;l:: M:lu'iﬁis;'fa::kuso" :)“-' d _TMG%_ Edifion Mr. Keen Harry Flannery & Mﬂf:f" HE:;E;; M A Fi RE::.‘;I‘:::‘&
ecision Gilders!. Ri *3.Plan I LF.of L, inber McGee Cr-
"]'3“ s ;;:néiu thaNf:'l:entell Pé‘""‘"’" ' ThcGrea |7 Edilion Mr. Keen Harry Flannery E!N:tilly Hﬂd'l'i:m M. Kee
| | - = L rassroads Gildersle ichard Rendell iy Edition d
The Assembi 1:0:35NE6) P ¢ pleese Manhattan | T
T "l gt ies Face the s Travel GO R_ hilea News e oop | VPlan® ’.““ Grossroads gilzeegr:::e Richard Rendedl
45 Revival Time™ Nation Symphonies T2l M Qrehestra Distineuished _Edwin G, Hill_ Dance e Cotn Plan * News
e Il
MisttThe Pross rths Loy Atsts Toa in the Tk Orchesira “Fhilco News _ W.F
11: Series Balcony Singi The ; {"The Dunigans
ging Bee A Listen b 2 Dance
News News  Fi H £y ™ L and Their Orchestr
Moods bn Melod Winnipeg N“ram —— e Hour ashingtan Friends
. ' H
I 1: ]5 P W REw g:::::l N—— = News v"ll'|‘ Plnkley "“s':ﬂ_ﬂfl Singing with Gounnl:’;"l"i,.e
o Network ews rvice the S News Co-op —
Service SRt NI Danee T T ars Virgil Pinkley by Haeine «il ¥
Orckestra Highlights ! ’ the World Sllll:sﬂenll Dance UN Rews o OHE R
h argan Beatly Orchestra Hightights the Warld Sparts Repart T
Marzan Bealty 5 Orthestr

SUNDAY

MONDAY - FRIDAY

SATURDAY

DA

— ABC rh
-50-%: MBS
9:00 AMY L’sz News w:;ri ABC CBS
s Dr. Wyalt Round ﬁ': Wealemon MBS NBC N
" Wings ol ol Thoenly Co-0p - BC CB§ MB
915 Milten Crass Musi Healing Tues susL News RobL. Hn'rl igh S
usic Room ah Carnival of M sustaining eiE Co-ap £y
g Books WEF Rockwood Co-0p News e This Farming
' 7 ¢
30 Proghecy, tnc. E. Power Christian R . Swilt & Ca, Allen Prescolt R _ Servi::rk Business (I0)
g Voice ol Propheey Biggs Chureh ef. | Faith in Actien B"I(';;sllncluh { NoService | "'s"ﬂ'trk o Service
45 m) Back ! ervich
- " AT ¢k to God TR WWE Johnny : —r -
Ico, M-W- Co-of SL Lowis 9:98-9:35
Chevrolet as) Arl ol Living Ig’uakuw Staley, Pel Milk Is):::" No Schaal Melodies  (1oht Price, News 8:30-9:30
10:00 T w Teday P
— b [Memasisl Radio Bidle Stetling Drag | S0dfrer (1) R MW 5 10-10:0 Girden Gale
10:15 liratl Class Mabonall Mo | BAATh (sust) ampana Co-up M. M. McBride
i § (1 ulpit 101 My True Stery Starkist Cecil Erown Th & Fri. v Neo
Church 4f Air oy | G:'rey 139) R Gen. Foods | Sn-ln:m) P;tlwpvt Seret:m
o —— inn. Mi A ery|
Iu.ﬂu s G.Mills M-W-F | ;::I‘a:":“ Car| Warren's _— * r,::.‘um' Galen Drake e Romance
Negro Cellege AT See\:;n Ta & Th| Arthur Gadirey Guest Time | The Bob Smith
lu.‘s Chairs Prophecy Headtlines In Slreells:e(';;!i) 1R 10:30 Shew i
] § Perspective ~Feriani| Kellozg Jnln'mniq s : Neslles e
1 M,,:.", ((I;"I Xoni 2:25- e-; : Alternale whs. ‘|¢l|“0ukg
“:\nn Sunday Melodies awn BiD c’“"su" :? (:EIP R M,‘,,el“ Camll Miles Labs Space Patral ‘—ﬁ’-&n)— The Amazing
Funk';. [I it Mdrn. Roma 7 E70Es Story Time* l Break the Bank (284} |Galen %), M Mr. Whiz
=y Marines i Salt Lake Ci mest | News from NBQ M-F nces| National Biscust ake
¢ ahinesiin ¢ City (3 Junket Uver . | Gh* R
1:15 Revien Tabernacte a ¢ hall sponsorship)| Godirer_(201) R Flarida callin, .
e ;.0;1 Treasury of |"Thm' P with Tom Moore| P | New 168) b American
1: Gl Music Ever Since Eve alt. Fri. — Strike (1 Rich | Platterbrains | g | Travel Guide
30 . : Pasi Pillshury M-Th S'C'N";:""“" 19 - o ﬂu:dshow
Ly TheChiliian | iriaien m N e S i | e Uy Yo | TP } e 29 0. o™ Paricpatio
[ sice [ 1
s Lnr;l..,a ﬂe;leu | j Mm‘l(mw |0neen tor a Dayl The Phrase that [ gelm L T35S
TR LN Assignment Thnf“_city P&GR tvory Sn“,I I F sTr Pays (183) Al)-League I('E:;s’) : John Price. News
12 [][] N ] y-line | ﬂ(ulnrl)ary f 14512 | Second Chance Clnhgnm Tk :
B a
AT P"'ﬂfﬂeriun The Leading i e | . | rmow EFEE ! F Larillard *$Plan ("m;)ml s 4 :e:ligm
]2 ]5 PM Union Question g ém:""‘ Music for ¥ | Wendy Warrenr Bu(m":lsg " No Network - I y Band |
iz Relaxation ak the Ban Semvi I
[ LR a1 _ltm Blos T E S it ) 491 Ranch Bays| 12120 | s Chamers
H N mr\ Aunl Jemny News H Romance Farm Natienal Farm &
The Werld oward K, | Bill Cunningh LR ﬁJL 1:1 i s Quiz ome H
Tamoriay Smith Co-0p | " Toni MWF | 1L zﬂ; :: ! Eastern Standard
]245 Radio Church The Elersa! Whitehall M-F|  Down al l Stations Only
. of Gad Ges. Herminn Co-0p Ligh! NSA Helen Trent Hol g .
News Merry [ Whiishal PEG _ Holmesy's | American Liggett & Myers
00 Mg Dur Gal Sundzy M3 Nebemk | Fomer | GRS NE Gesp :
| Churches of Wings of Healin (183 No Service | Service 3 i) A J.ma;n Dance | Ho:r::h;l' &
| Christ Herald o Man's Right Global Frontiers Cen P&G fvory | < oree|p e s:.f.'é' 3
Truth (108) lo Knowledge | — | Youth Wants PholiHaney R“gi ;:)Lile Gg(?':.:" 1 E’l:’ Slations mll;r
ic Fa
World Traveler lo/Kntw Conp P&G Oxydol — ’ Noyy Homr e (Cserm.ﬂ tindary
Ted Malene Ml(‘l’ie;)tin l'gtllzgn at ] s (105} Filth Atmy m&:’:;“")
ardi's = Lo
Tiom || P

ABC
1:30PH
Pilgrima
| 1:45
200 Healing W
| 2:]5 Dr. DI:T;C
2:30 -
2.45 Wingsr..[ ::[l
3.00 Sammy K
frrbi
Y 3- 15 Rnon:
330 |
Dr. Billy Gi
345 Haur :;g)e
4:00
‘ 4'15 Gospel Best
T :m ﬂgli‘-?:qhi'
445
5-0 Yeuth on
March
. Growtor
- I Goodyes
5 ™ Greatest §
] Ever Tol




DAY
MB
S NBC e ZHURSDAY
BS
No Network MBS E
Metrs, Lil NBC FRIDA
s ile1 A
ervice ) T BC Eis Y
—T Nol in _\,ﬁ Ne Netwark MBS NB SATU
R Allen-Hodges et Seruite MA.I”.' AL < ABC CB3 IR
Row | Storts Dby =t s e No Retwark = B3 N
i . booan 1
Mo Netwark = No Service & R Service i &
Service Budweiser Ki'l"s.t:'.l Sparty Daily ——| * Pan Leultief Gearge Hi
“Sun O Cw. o i) " No Netwark Bud No Service Repsal sl A||eu-,l-{?dm iy s G;‘::rcljl'l N':“ 5 6:00 PM
L Sl(.;g,m i Coop ! Loﬂm LT Service Bm“:;’ Kid Stripn Sports Daily Ih::::' Almanae [ V- Kaltenborn
Alex O corge Hicks "’"! Thomas Sun Ol Co. N Netwark Ce-np News .
o Lewis |1 | Man an the Go | Vandercook — e Sla’r‘sn,, s aoeLe Baliries il . Repart F Lot B:13
] { eorge Hick: owell Th = warls . UL
Co-0p L] R icks smas Sun 031 Ce Capital Washi
E Fulton Lewis Jr lex Dries (108) 3-Star Extra Co-op Sports inglon
! 1 < Gl . i .
inner Date N-s:',‘_’qi‘::,k T Tenn. Etnie I Mll&l!_:;; Go V:ndcglr;”k : ) I Ai:i:hldE:',:h oakrasm T B'inmwuse TMCT.::‘M Ba[l
Quiney H 2 Fulle i Ik ex Drier b cpeat
MFE;,':"" Miles Labs L Dinner Date No Network ¢ Tenn. Eraie wewi i | Wan on e Go | ST0n e e, iy Hews LPrce—Repe 6:45
brist Heatter News of Worlg | Beneral Mils Longines Sepie Qll'll:y"ll'ow Co ot Rerigw NEC Travef Bur. :
(158) Silver Eagle char;lli;" Miles Lats g Men's-(o::,,.,, No Nelwork Make Way Vox Pop 1 70
g Dnre Mania Les Grilfilk | Am. Dil-H Gabriel Heatter ""sl'! Werld ne,;" Mils, Lone| LOMERes SEIvice Al Ease lor Youth Quiz Heart of 00
amily 7:55-8 i amm (168 anger (153) Choratiers Amer. Home Miles Laos the News
" wrow | Toni Co. Tes Gy (108) Gabriel Heatter | NE"8 0 World 1
DFh“rnlel L) Coca-Cala Co. ro"’. Man's 1’:5;!1:1“I Am. Oil-Ford (169 Dinner A1 The 3
W“.Ronm _ﬂl J Eddie Fisher amly (1) § Ed. R, Murrow In the Mood One Man’ Green Roam Gangh s Keep Healthy
F oni ack Gregsan 1-8:25 __Show | Dodge Bros E " Flmiliy'| L . Callege Quiz 1:30
r:n:h:walu Suspense Official Roy Rogers | Jack G -4:26 — T [+] hTh' Bl
CTTTRE Deteclive Family Program regson Crime Chevrolel :00-3:05 otecliatier 7
[ | @ Pholographer Gaunlerspy Dinah Shore  |—AEE News ), 43
= R . R “News § = :  Tom iggeti & Myers
i R. L. Reynolis | ews S b G
jentenced Wik s Rile Night | ) Frank Sinalra “&Slﬂ;;le T;ue o U a[m
Waich Crimc?',, ﬂﬂ';’lun Dairy Show i e
_ e Fighters ob Ho Brist
LT New pe istol-Myers - 0
Heary ;'-,'2 DeSoto Plymouth 2 [ Bhey Bgemray Coss Diu(i:si..:';s'" 8:13
Aight Slory_ Pl o e e T ] igest (105) Take s Number ! Parlici etwork i
o You el ¥ Sammy ¢ | g il |07 News S icipations uke Box Jury ) (Dec. 11 only)
s Nes e Kaye looney | S Hetwy 3:08 Tzzen Dec.? & 10 only Ou;hr iy | Losdnie 8:30
nal Newsreel potlight St iggeit & M - : L il A .
(s Bing Crasty . oty Spend sammy berry Com:m émnl:x,m“e Dancm; Party pers P"‘)‘”'ifmnmc
News S s ""ﬂl.al?el M'ﬁ' Kaye 1206) 5""“i:hllysgt;2: | rehesirs B-45
Family A : { i LR R Bing Cros! Friday P. Lorillard [ :
Theatre cimera'-c'" & nﬂllph Amos 'n” And News § s i Mut en il TWolFer The i
1 (IISSI)SI'"' ;:"'n Musie Hall I Co-0p wtal Newsres | G107 ] 3 5 il g[][l
J )
—_— s P TR TN T State of Where Have | The W 9:30-9:5% o - D'rTrfehs?:.'
L F S T o roul, News the Nation You Been World We | Amos ot Rad .
¥ L f ';‘L«"’.?G“ Toop hevislet (197) vy Music Hall | fHavely saturd: 315
rry Flanaery & Molly Headl 1 earl urday Nighl
3-#lan caling M A - Country S
Too Edili r. Keen CFaof L, Tboer M ' foeTYroul News y Siyle | Lombardoland i
tamhitan l oo Rinhard‘ :" Harry Flamnery '“°':;he e Mﬁ o S Gﬁ.':"m";l: 1 340
toesosl ve endell | *3.p| | = ]
ads 3Plan* News 'l?r‘l):'s‘ra:;ad" he'ﬁ,,:—| Ri : d Luls ] N:T‘VF.FI‘:IutIm ﬂ Jf:llzmh(” 7 f & 945
Eawin € i roads | Gilders) ) Bilackson (187) .
Coron y | Edwin CHW | M-F i e Rendel Wi | Gillette Fights ok |
nding Board g it Dance Phi s duslee | S X
apial Fro Drchestra ; . 3108 L= Night pudelRa 10:00
4l & Center Musical Jane Pickens M:E Country Style Jamb, e
Caravan Show Dance | Chic mboree
. Co-0p Co-0f Indoors Orchestra Lendon I T:' Theatre 10:15
‘lu Pinkley "UsNﬂ_nark Sining with 4 Unlimiled Sludio Sports ' "’; Rir .
s ervice the Stars Hews Vi Ga-op Ll Highlights MEsic [ i silll
UN. News of irgl Pinkley | N9 Network Frank Orehestra Pec Wee 10:30
lighlights | pq aewd | sevrts Repert S News Service J:"l“: - Toon Ku::l Show
rgan Beatty § Orchestra UM News ol ' Virgil Pinkiey | Mo Network o o 10:
M Highlights the Werld  § Spo News Seviy W i 43
j E Merpus Boath Resort | qoanee UM, ons ol Slater b RasiHedite ) WD
rehestra Highlighls the Warld Orchestra umme atary NBC 11:00
SUNDAY o | N :
S estra irmen o Nele o Network
MBS M i
i 5 NB ON Service -
e ¢ b ap MORRAY-FREAY LM
News Lutheran P&G MBS NB SA
‘ncodation ’:'l' Uinl Chicag | ¢ ! Dr. Mclr:.‘: ' c,,.f, ABC CBS TURDAY Broadcast West
S Wis) endtable | Clesed Gireuit —P&ls+ | sTM Pauline Frederic e MBS NBC Tapeat nerngmm‘;“tﬂ% ,\E:;rbe anuounced; NI
uz 1eele _"E?L“.L_ . ackson -0 a.m 30 . H g
Hena'd Healg) Gum:nl leht | Show a Vincent Lopez | STevrolet (205) 7 ;\'p Betty omk;,xa i 49540
.ongines Herald o & 1 Shew —_— Co-0p 10:30-10:35 p.1 Los Grimtn & i Mills (319) ‘B
mphonelte Eealing Na Network Almour § Peter Lind Ruby Merce iD 35, oo, LILVE, T
116 Fealing | The Gatholic Service Mrs. Bortsn Hayes r Tesas Co. SDEl}n}sio“m." EltlcopCarp, SEG ) )
Hewr T (146) :'l:;TCM I:Bgéﬂl.f 3%315. 12 an rﬂsm}:i five-minute ::\:sl :'%’
- | . yrQ-
—— cm?‘dnlell prrff JL" t—i 1153‘3‘."1“1’-35(‘"‘372511“ joSun-» QGeneral Foods C
— howd san T Ne N Tok a.m. Son. L s Corp..
A ss ;nd MM’ &m" T 1713'. =5} L’E se.l:::'h llu(lgon:_:)mr } % 15-3. 5’0 .:)ump o3 \:{.\l\ r:ul,et.‘lc(:ﬁ_'n:ﬂ‘e- (s)
= Anthots, -W-F M islol n | 0-15 pm.. Dole 1. Kellogg—s Hi pariy 180
" Szelman Bros. D::l:: ll‘;" 3:30- 3: I]:g p.m. u]\(i_:rln[lmigfﬁaft} 11 ouscparty 19t
eilzh Graham e Wonderfu) . T gLy ouschur gl
| T&Th Iri:hurB Lo iy 12 Noon- 1:'00"0 10:05 a e R n]‘(fh g 1
- (184) w Richard Hayes Do[‘,j‘:“ Ed““’dl—ai’al]l “llmﬁ ¢ 331100 wm.
o Tl Wonderful harmaco Ge-op Show Gilen Drak Yed Th. ¥ri. 8253
ithar manie d Hillisp H Football iy aake=Tantl) fDist .
City TD ouse [ Hews Arthur G gat. 1:75-30 p.m.. °
The ugTh I 10-10:15 odfrey Time M-I i3
(MWF sust, 15 am,. S 1-F 10-11:3
Martin Block (4n ‘i‘ts ) Woman 10?111-"3'0 M.-F. all:le’;ig;”g"cn“'h? giin' d
Cever. Kellore Lo . days; Gl . alt. days;
e s Kellogz | R In Love N o SR e 1
=1 Hn(ulupm'. "h% Mercer Sros! 10(:?0.45 a.n & s]%h,ﬂ'l'r"‘- all. uay(;" M.-F. alt
MR 0-0p — T B rosley en. Motors. Myers. M,
Weekend Piisbory MTH & arhdmnd Faatball 10\”1: Co., ZMF'FI!‘;!‘"‘"@. T“--Tl,l, “x‘y st B
(1] (Cwrlis & RCA HlnuyPMt“ Rhsve, 4 Games i SO Mhn. 3 Mg SN
al . b . M
- Symphony Network Hawaii;nrf' '—(,I;‘G-)— Tea “'ll‘lc.rl i Exelioc e-n T T::.“:nf\lﬁl Mfg., M. W.
Orchestra Participations (195) R* Right 1o Hagn lllllua :'irh.; Kellosa ol B.-W, ah?h ;‘.ria]t Fri.
oN thew Dec. 1) Latin Quarter Mike & el (1“!‘)". : Gen. 0“';"‘ Tillshury, Eﬂ._’n . .: Tonl.
. -4:15 8 4:45-5 Matinee Buff No Network FEG i General otorsyulsiaatrey [ Th%:| Tonl eIt PR
I Beily Crocker Servi Backstage Wi . ert Trout & . Chevrolst Div., N
$ etly Crocker ervice stage Wite 1:30-35  the News, Sun L ECY
U M-W-F e 175 s micySun SRR e Siom. e Sun.
W T&Th T SIHS(.lSen‘ﬂ Slf,llln MWF s Al Jackson News, Sat. 1: i Mon.-Fri. §:55-
D i | Dorese Bele iapence eniTh b et ek, 5 A i 30-35 p.m.; Sar. 5
i Riing in 1 SMpenct | Sieila Daltas — the Nation .\-c“.s“:l V{'ﬂﬂaunr Wath &y Sat. 9:55-10 -DD“-ISO-
Y the Country Treasury E—& Sym; h“I . p-m.; Su: ";"‘-’ with Larnn" .1\.2\!-30“[5 -
i h‘idsland e B"‘:l .ll.':"."((TM"\,V'F padny _— Al:t‘;sl . 10:55 a nlll.!n.q;msm;_q 3 »p'm.e.'ﬁuse:{_ l%"“- 112
:30-5 an ni (Tu-Th s '’ Andy Music Hall C e a.m.;
n IP— e Widder an)l ; ll\flr':'r“l:e.\b\vxlllmm:ﬁ:‘31” a{‘ll
; Tu&Th Antell —(P‘!D_ p“”‘ mbse % (BED&O), 1174, s'TEUianltgs
5 « 16, a5 )
E The Shadow Inheritance Mm:'wiflmﬂ W-m.l?n | A== arade gl’eg_lé %nlon Xat’l Assoc. 4:55-5: , 25, 29/54.
| AL- 5-5:0
i e e f— 5208w 3. Toms ptamile, 8 "o
. 0. -Frl. 8:00-8: ¥
0 Show Szt Preston n?. Jln‘ ;Slili.lhn;_ Pey Plan pa"i“cf;p?l;ﬁﬂ p.m. 1'1'ﬂ£rnlr[:s—'-3\l]“ Hleney.
Q True Detective § the Yukon | Just Plain Bill | Camcerts 3 Lemon Pfoduc(-.%_l— Plalll wessaue
N Mysleries Glori X A L ¢-p T 5:00 Ig‘ J. Hesoolds Ton g wed.. Fri
| Mpteries | oria “lemice T arenza Jones een-agers o ol Tala (€0 SR, )
sl Dennis : Multi- & Thu
n Da Park Unl Mes rs.
for Troat 5:50-6:00 Nulrilite S ' = WF Kellogg C L) limife Madelel a9
i —_—— : g i .
™ e eShor |7 LTS e | This Weekin [ * [ 848 adelelne. Carroll, Story Time—D
Cikiews L:::nl aTi. B Bﬂls:I o f?;m Raihies Saturd Jl:’l‘sss'sslu) NB?_‘,IG""F“ 1195 llol'%:b'u 4.0 uelly ‘Shangs
H i ast Fisheries | rday rickhou —Three Dian 130 a.m. 8.
ihasee. News isheries att St se | Approx. 5:30- Fibb iree Plan . 8. C. Jolnsun—N
ays To Be | As We Seel Glute Fu':: A State Roadshow § Vieorts. McGee & Molly: Prud sun—News
arried *1-P4 e It ¢ uta Ins, Sec, ential. RCA
an (Lo nd Cha + Armov
= bohn Pri o .cal_ It ays to {u‘e RCA T.
rice, News | Parliciation) Great Gudl_::‘-l\larrled Reson Sl
ceve: Crosley Dis es. Armour.
Noveml! irision.
ver 29, 1954




TELECHROME
SHOWS THE WAY

DRIFT PROBLEMS

IN COLORPLEXING EQUIPMENT

e 9
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ALL COLORPLEXERS DRIFT
Gne of the most difficolt problems wilh which the color TV broadcoster is faced is thal
of drift in 1he moduloter sections of the colorplexer. ALL COLCRPLEXERS DRIFT, some
more than others, bul—

On the average, colorplexers require ol Jeost two hours of warm-up time ond must be
re-bolonced o few times during e normol day’s operalion. Unbolance couses color receivers
to "see’’ the wrong colors. TELECHROME'S new Model 617-BR Automatic Balonce Confrol
completely eliminotes drift problems ond works with ALL TYPES OF COLORPLEXERS
REGARDLESS OF MANUFACTERE.

ELIMINATES DRIFT PROBLEMS
An ingenious circvit locks the entire color encoding equipment in bolonce within 20
seconds after being turned on. Thereafter balonce is held, even ofter weeks of operation.
The Avtomatic Bolonce Control holds balonce even under conditions where ordinary
colorplexers would go completely out of control—tubes may be replaced, room temperoture
conditions may be varied, line voltoges moy be changed, manuel controls moy be turned,
tube types moy be substituted—NONE of these conditions affects the colorplexer kept
under confrol by the TELECHROME Model 617.BR Avtomatic Balance Controll WARM.I/P
TIME IS UNNECESSARY; this alone saves many engineering hours per week. And need for
stond-by personnel to reset balonce is eliminated.

A memory system is incorporated so thai interruptions in signals or switching tran.
sients will not interfere with the operation ol the correction circuits.
NEW AUTOMATIC BALANCE CONTROL COLORPLEXER

The Model 609-ER Colorplexer is the ONLY wunit enginecred to incorporate Automatic
Bolence Control in order to eliminate chroma unbalonce components in a color signal

Model 609 ER Colorplexer
with Built-in Balance Control

DELIVERY 30 DAYS
!

and to keep fhe colorplexer in balonce o oll times. This new Colorplexer design com-
pletely eliminaies the recessity for monual adjusiment af bolance controls.

Full facilities

Chromascope Transmils,

Chromalyzer
Partabl Yector Phase Slope racejves,
°| °B' Display {Envelope Delay) monllors,
foTonstst Signal {urve Trager analyzes
Generatar Centificotion composlite

color piclures

Literature on these and more than 100 addi-
tional instruments for color TV by TELE-
CHROME are ovailoble on request.

The Hation's Leading Supplier of Color TV Equipment
88 Merrick Road Amityville, N. Y.
AMityville 4.4444
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(A&A continues from page 36)

covered in surveys taken of tv commercial pop-
ularity and noted that already signs were evident
that low percentages of people who dislike tv
commercials are continually running lower.
“Let’s remember that the public will really be
on our side if we make ourselves just 10%
less unpopular,” Mr. Baker said.

On referring to misleading advertising, he
noted improvements which have been made to
get truth in advertising and predicted still
further advancements.

Other features of the conference included a
talk by John F. Devine, J. Walter Thompson
Co., on talent union problems of the broadcast
industry, urging more agency people to act as
observers during negotiations; sessions on
marketing, research, copy and art, public rela-
tions-publicity, and trade and industrial facets
of the agency business.

PRINT MEDIAMEN
PITCH TO AAAA

Newspaper, magazine spokes-
men decry all the talk about
radio, tv effectiveness.

PRINT media spokesmen made a bid during the
media session at the American Assn. of Adver-
tising Agencies Eastern Annual Conference in
New York last week (see story, page 33) for
less advertiser emphasis on radio and television
and more on magazines and newspapers.

Publication speakers at the session were
Vernon C. Myers, publisher of Look magazine,
and J. James Gediman, executive vice president
of The American Weekly and Puck, The Comic
Weekly.

Mr. Gediman, while conceding that ‘“radio
comes very close to reaching all the homes
(96%),” tv claims to reach “72% of the
homes” and magazines “around 85% of the
homes,” declared:

“The dollar volume of advertising in
newspapers is greater than that of all weekly,
general, women's and farm magazines com-
bined—greater than all radio stations com-
bined—greater than all tv stations combined—
greater than all three of these media combined
——radio, magazines, tv put together.

“We hear a great deal about sensational re-
sults achieved by the tv medium. It would be
strange indeed, and an indictment of all ad-
vertising, if multi-million dollar investments in
one medium alone, for time only, such as Col-
gate’s $11 million in tv, Procter & Gamble’s
$15 million, Philip Morris’ $4 million, Pabst's
$2.5 million, did not produce results, although
the evidence in some of these cases is by no
means conclusive when sales records are
calculatingly examined.

“What is frequently forgotten is that both
tv and radio tend to be used with thorough-
going frequency and adequacy. Newspapers
and magazines are paid the doubtful compli-
ment that a little goes a long way.”

Of advertisers spending $25,000 or more for
space or time last year, he said, “you’ll find a
strange thing.” Some 56% of advertisers who
used network tv time used it “to the tune of a
million dollars or more for time only,” he said,
and “57% of radio network advertisers used
it in million dollar doses—time only,” while
“only 19% of national newspaper advertisers
used a million dollars or more of space and

BROADCASTING ® TELECASTING
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only 11% of magazine advertisers used a mil-
lion dollars or more.”

Noting the Northwestern U. survey {made
a few years ago), Mr. Gediman said the find-
ings showed “65% of the women queried would
prefer radio without advertising, 61% would
prefer tv plain, but 92.4% want their news-
paper with advertising.

“Some media speak of ‘captive’ audiences.
Well what in heaven is good about that? I'd
rather have a captivated audience.”

Mr. Myers claimed magazines in the first
six months of 1954 “again led all national
media in dollars invested by national adver-
tisers.” He said Publishers Information Bu-
reau figures showed $311 million in magazines,
$150 million in network tv and $74 million in
network radio. The number of homes reached
by magazines exceeds by millions the number
of homes reached by television . . .. In terms
of radio: On the last Nielsen rating figures . . .
there was not a single regularly scheduled radio
program which was reaching as many as 3
million homes per broadcast,” although more
than 16 paid circulation magazines go to more
than 3 million homes with a combined paid
circulation of more than $60 million.

In acknowledging tv’s rapid growth as a
medium—he pegged the households reached
at 60%—Mr. Myers asserted that magazine's
rate of growth has been “a little faster” in tv
areas as opposed to0 non-tv areas.

Tv's effect on radio, however, he charged
was another matter. He asserted that one can-
cels out the other in circulation because the
average person comes to the point of where
there is either a radio or tv set available “and
when the person turns on one, the other is
automatically excluded.” He charged that
when a successful “above average” program is
built either on radio or tv, every other radio
and tv program simultaneously aired “must
suffer.”

Asserting that tv and radio are financed
completely by the advertiser, Mr. Myers said
the cost will prove impossible for the national
advertisers to continue to support “these media
completely in the form, size and number which
presently exist.” He predicted “aural media”
may have to find a way to charge audiences
for entertainment and information received
by audiences “just as the print media do.”

He also criticized “aural media” for not
having “documentation of circulation based on
paid units.” Early excuses of no practical
methods to measure radio-tv circulation, he
said, are no longer valid.

Geyer Ady. Elects Ballard
Executive Vice President

SAM M. BALLARD, who joined Geyer Adv.
in 1943 as a vice president and chairman of the
agency’s account
policy committee,
has been elected
executive vice presi-
dent and general
manager of Geyer
Adv.,, New York,
Detroit and Dayton,
B. B, Geyer, presi-
dent, announced last
week.

Before joining
Geyer, Mr. Ballard
was executive vice
president, director,
and chairman of the
management committee of Gardner Adv.

Far¥
MR, BALLARD

STARTING second year as alternate spon-
sor of weekly Annie Oakley tv film series,
Mrs, Laura Scudder (r), president and
founder, Scudder Food Products Inc. and
Blue Bird Potato Chips Inc., Monterey
Park, Calif., signs renewal with the ap-
proval of Gail Davis, star of the series,
and Jimmy Hawkins {standing), who por-
trays Tagg. Agency is Mottt & Siteman,
Los Angeles.

Simmonds Firm Realigns;
Opens New Chicago Offices

REORGANIZATION of Simmonds & Sim-
monds Inc., with realignment of radio-tv and
other accounts, and the opening of new offices
at 520 N. Michigan Ave. in Chicago, have been
completed by the agency, it was reported the
past fortnight.

Agency has been reorganized into Illinois
Simmonds & Simmonds Inc., with Phil Tobias
Ir. as president, succeeding Phil Tobias Sr., re-
tired. Among the broadcast media accounts
now in tow are Gard Industries (Aerosol
weatherproof spray), both radio-tv; and Hoff-
man Sauce Co.; Consolidated Royal Chemical
Co. and Nappanee Milling Co., all radio.
Stephanie Seeder continues as media (radio-tv)
director.

Feature of the reorganization is that two of
the agency’s former branch offices have
emerged as separate agencies—Simmonds &
Simmonds of Missouri and Simmonds & Sim-
monds of Texas, with offices in St. Louis and
Dallas-Ft. Worth, respectively. Other branches
in Louisville, Nashville and Memphis already
have discontinued operation, it was reported.
Radio-tv accounts have been allocated to the
new corporations.

Amana, Maytag Buy Big Ten
Basketball on CBS-TV

AMANA Refrigeration Co. and Maytag Co.
have signed as the first two sponsors for tele-
casts of college basketball, featuring the Big
Ten games in the Western Conference, which
will be presented on CBS-TV, beginning Dec.
11 (Sat. 3-4 p.m. EST).

CBS said that the programs are open to three
sponsors on a shared basis. The series will be
carried for 13 weeks. A total of 11 games
will be carried, since Christmas and New Year’s
Day both fall on Saturdays. A network of 57
stations will carry the series,

Maury, Lee & Marshall is the agency for
Amana. The Maytag agency is McCann-
Erickson.
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Radio’s Proof: $8,175

RADIO has provided Florida Loan Co.,
Central Florida loan institution, with its
best advertising medium, bringing re-
sults far ahead of other types of promo-
tion, the financial institution has in-
formed WLBE Leesburg, Fla.

The institution’s own story was told in
the following letter to WLBE, summar-
izing results obtained from media in
terms of customers and their business:

“After looking over our report for the
month of August, pertaining to our
sources of business, it 6ccurred to Florida
Loan Co. that you would be interested
in what radio is doing for our business
as compared to other media.

“The following figures indicate the
number of new customers and the source
from which they were derived. Most
important, we find that approximately
one-third of our gross business came
directly from radio advertising. Here
is the breakdown:

Radio, 53 customers, $8,175

Letters, 19 customers, $3.055

Paper, 3 customers, $380

Signs, 2 customers, $175

Customer recommendations, 54 custom-
ers, $9,035

Merchants recommendations, 3 custom-
ers,

“We appreciate the job Art Raynor is
doing for us on Raynor-Shine and the
extra effort he has put forth to make our
program successful.”

Florida Loan Co. on June 8 signed a
26-week contract calling for the 7:30-
7:45 a.m. portion of Raynor-Shine. The
segment is occasionally supplemented by
spots.

ADVERTISERS & AGENCIES

Old Gold’s Campus Series

P. LORILLARD Co. {Old Gold cigarettes)
has followed the lead of Camels and Lucky
Strikes by starting sponsorship of show entitled
Dream Date on a number of College Radio
Corp. stations. CRC, composed of 68 college
radio stations, was founded in June 1952 by Ed
Hopple and Bob Vance. First advertiser was
American Tobacco Co. (Lucky Strike) on 44
stations in September 1952. Firm increased its
number of stations to 68 in May this year.

LATEST RATINGS —

PULSE

September-October Report
Top 20 Regularly Scheduled Once a Week Shows

Rating

Oct. Sept.
1. Dragnet (NBC) 38.0 31.6
2. | Love Lucy (CBS) 378
3. Toast of the Tawn (CBS) 35.6 3.7
4. Groucho Marx (NBC) 34.4 25.8
5. Jackie Gleason (CBS) 340
4. Bob Hope {NBC) 33.0
7. Godfrey’s Talent Scouts (CBS) 30.6 28.1
8. Godfrey and His Friends (CBS) 27.9
9. Ford Theatre (NBC) 7.6 26.4
10, Burns and Allen (CBS) 269 24.5
1. What's My Line {CBS) 264 259
12. December Bride (CBS) 260
13. Fireside Theatre (NBC) 25.8 21.7
14. Mama (CBS) 24.8 24,2
15. Justice (NBC) 24.7 22.6
16. Studio One (CBS) 247 23.2
17. This Is Your life (NBC) 24.6 23.4
18. Texaco Star Theatre (NBC) 24.3
19. Imogene Coca (NBC) 23.5
20, I've Got a Secret (CBS) 23.4 21.4

Top 10 Regulorly Scheduled Multi-Weakly Shows

Rating
Oct. Sept.
Perry Como {CBS} 14.5 12.6
Howdy Doedy (NBC) 139 12.3
Eddie Fisher [NBC) 13.8 10.2
Camel News {NBC) 13.0 10.6
Dingh Shore (NBC) 12.7

CBS News (CBS}

Arthur Godfrey (CBS)
Search for Tomorrow (CBS)
Guiding Light (CBS)

Love of Life {(CBS)

NMIELSEN

Two Weeks Ending Oct. 23, 1954

Number of Tv Homes Reached

DOENEOA LN

—

Homes
Ronk Progrom {000}
7. | Love Lucy (CBS) 14,721
2. Bob Hape Show (NBC) 14,133
3. Toost of the Town (CBS) 14,009
4. Pabst Blue Ribbon Bouts (CBS) 13,456
5. Buick-Berle Show (NBC) 12,832
6. Jackie Gleason Show (CBS) 12,029
7. You Bet Yaur Life (NBC) 11,575
B. Drognet [NBC) 11,516
9. Producers Showcase [NBC) 10,795
10. Max Liebman Presents—Sun. (NBC) 10,736
Per cent of Tv Homes Reached Progrom Stafian Basis

Homes
Rank Program %
1. | Love Lucy [CBS) 52.0
2. Bob Hope Show {NBC) 50.6
3. Toast of the Town (CBS) 50.3
4. Pabst Blue Ribbon Bouts (C8S) 49.8
5. Buick-Berle Show ( 45.6
é. Jackie Gleasen Show (CBS) 43.9
7. Dragnet (NBC) 41.1
B. You Bet Your Life (NBC) 40.5
9. Producers Showcase {NBC) 38.9
10. Mox Liebman Presents—Sun. (NBC) 33.8

Copyright 1954 by A. C. Nielsen Co.

DINNER celebration of General Motors United Motors Service Div.'s sponsorship of
Lowell Thomas’ CBS Radic newscasts is attended by (I to r) H. D. Dawson, general
manager, Delco-Remy Div., General Motors; Adrian Murphy, CBS Radic president;
W. N. Porter, general manager, GM United Motors Service Div.; Mr. Thomas; S. E.
Skinner, GM Corp. vice president, and H. G. little, president, Campbell-Ewald Co.
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Major League Baseball
Named in Damage Suit

BREACH of contract suit asking $250,000
damages from the baseball commissioner and
all American and National League clubs was
filed Monday in U. S. District Court, New
York, by Portsmouth (Va.) Baseball Corp.,
minor league team. The team charged the de-
fendants violated a contract by broadcasting
and telecasting major league games in territory
covered by the Portsmouth franchise.

The minor league team charged this practice
has substantially cut paid attendance at its
games, bringing financial damage and threaten-
ing to make it impossible for the team to con-
tinue operating profitably. Papers were filed by
Sidney B. Wercheimer, counsel for the Ports-
mouth team. He was quoted as saying similar
suits would be filed by other minor league
teams.

AAAA Slates Advertising
Exams in N. Y. Area Dec. 4-11

NINTH annual examination for advertising
sponsored by American Assn. of Advertising
Agencies will be held for the New York area
on Dec, 4 and 11 in the Bowman Room of the
Biltmore Hotel. The examination schedule was
announced at an all-college news conference at
the Advertising Club of New York.

Purpose of the examination, according to
Sidney Giellerup, vice president of Marschalk
& Pratt and chairman of the national AAAA
committee on agency personnel, is to assure a
constant flow of talent into agencies as well as
into the national advertisers’ marketing and
advertising departments.

The meeting was also addressed by Gwynne
Prosser, director of personnel at Young &
Rubicam, and E. A. Gray, vice president of
Fletcher D. Richards and chairman of the
examination committee,

Lehn & Fink Expected to Take
Sun. Afternoon ‘Lucy’ Re-Runs

LEHN & FINK, New York (Lysol and Dorothy
Gray products), is expected to sponsor reruns
of I Love Lucy, under another name, some-
time Sunday afternoons on CBS-TV, effective
early in the spring [CLoseDp Circurt, Nov. 15].
The program will be composed of three years
of programs which have run on the Monday
night series sponsored by Philip Morris. The
Monday night first run originals will continue
with Philip Morris and Procter & Gamble as
SPORNSOIS.

Lehn & Fink, currently sponscring Ray
Bolger, on ABC-TV, will continue with the
program until the end of the contract this
season. Whether the company will renew the
program has not yet been determined. Lennen &
Newell, New York, is the agency for Lehn &
Fink.

Rheingold Beer Ads Suit
Postponed on West Coast

TRIAL DATE in the suit of Beverly Hills
attorney Max Gilford against Rheingold Brew-
ing Co., Los Angeles (Liebmann Breweries),
charging misleading advertising practices in
the use of certain copy phrases [B®T, Oct. 25],
was postponed last week until Jan. 6 by Los
Angeles presiding Superior Court Judge Philip
Richards.

Meanwhile, last fortnight Superior Judge
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Arnold Praeger again ruled Mr. Gilford need
not answer questions from defense attorney
Harry Swerdlow on whether Mr. Gilford was
connected with or representing any other brew-
ery in this case.

Mr. Gilford told BeT he had eliminated from
his brief his charge that the phrase the Miss
Rheingold contest “is America’s second largest
election” constitutes misleading advertising.
This is normal advertising “puffery,” he com-
mented.

Asked if he intended to take the case to the
Federal Trade Commission after it leaves local
courts, Mr. Gilford said he thought the FTC
would act “as a matter of course” after the up-
coming trial. The FTC does not intervene
while civil actions are in progress, he observed.

NBC’s Beville Explains
Tv Ratings Differences

IN AN EFFORT designed to *“clear up con-
fusion” that has arisen this fall because of
“wide discrepancies” in fall television ratings,
Hugh M. Beville Jr.,, NBC director of research
and planning, conducted a conference for mem-
bers of the trade press in New York last Tues-
day.

Mr. Beville contended that much of the con-
fusion stems from a lack of knowledge on the
operations of a particular rating system and
what it is set up to prove. He explained the
workings of Trendex, Nielsen Television Index,
and American Research Bureau, pointing out
that Trendex covers only 10 large cities in the
U. S, while Nielsen and ARB function as
national services.

Because of these differences, Mr. Beville

continued, Trendex ratings cannot be compared
against Nielsen or ARB ratings. He added
that each of the three tv rating services has
“virtues” but decried efforts to pit one against
the other as a means of showing superiority
of a particular program over another.

Market Man Chides Tactics
Of ‘Fringe’ Radio ‘Leeches’

BLUDGEONING tactics of a few “fringe”
radio people, who demand a share of co-
operative food advertising without offering com-
parable advantages, is keeping many market
advertisers out of radio, Perry Burnside, adver-
tising and merchandising manager of Shopping
Bag Markets, Los Angeles supermarket chain,
told members of the Southern California
Broadcasters Assn. a fortnight ago.

Radio “is robbing itself of a tremendous
volume of business” by permitting such tactics,
Mr. Burnside continued, hinting that “the
leeches” should be cleaned out by the industry
itself.

As speaker on a food industry panel, Mr.
Burnside told SCBA members that Shopping
Bag Markets use saturation radio spots to build
up a schedule of four events annually. How-
ever, radio’s biggest advantage is that it “spreads
out” supermarket sales, he said.

William Winterable, merchandising manager,
CBS Radio Housewives' Protective League,
stated as the three principal jobs radio per-
forms: (1) getting the public into the market,
(2) getting the advertising message to all types
of people at all times of the day, and (3) get-
ting the out-of-home listeners.

Westinghouse Radio-Tv Div.
Names Sullivan Radio Sls. Mgr.

PROMOTION of Frank A. Sullivan to radio
sales manager and Rod Kershenstein to sales
promotion manager of Westinghouse television-
radio division, Metuchen, N. J., has been an-
nounced by the company.

Mr. Sullivan succeeds R. J. McCusker, now
eastern regional manager of the Westinghouse
tv-radio division with headquarters in New
York. Before joining Westinghouse in Jan.
1954, Mr. Sullivan was associated with Mag-
navox and the Walter Baker Division of
General Foods.

Mr. Kershenstein was formerly district man-
ager in Chicago for Westinghouse tv-radio di-

MR. SULLIVAN

vision. He has been with the organization since
1953. Prior to his Westinghouse association,
Mr. Kershenstein was radio-tv sales manager
for McCaffrey Co., South Bend, Ind., Westing-
house distributor.

““For Superlative Camera Work
in obtaining Spectacular News Film..”

NATIONAL

THE ASSOCIATED PRESS

MANAGING EDITORS ASSOCIATION
Awards ihis
CITATION

FOR OUTSTANDING PARTICIPATION IN THE ASSOCIATED PRESS
NLWSPHOTO RLPORT IN 1954

HKARX-TV, LITTLE ROCX, ARNM.

REPRESENTATIVE

AFFILIATE

KARKSTV |

CHANNEL 4
LITTLE ROCK ARKANSAS
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ADVERTISERS & AGENCIES

T

ELVZABETH POWELL, Geyer Advertising Inc., New York, is handed a $100 check

by Tom Longsworth, sales manager of WOWOQ Fort Wayne,' Ind., for making the
closest estimate of WOWO mail for the first eight months of 1954, Don Gill of the
same agency won a Westinghouse portable radio in the contest. At the presenta-
tion are (| to r): Russel Woodward and Dan Moseley, Free & Peters, station
representative; Mr. Longsworth; Mrs. Powell; Mr. Gill, and Carl Vandagrift, WOWO

station manager.

N. Y. Firm Founded to Adyvise
On Color Tv Package Designs

ESTABLISHMENT of a design organization
named Video Colors Inc., New York, to serve
advertisers who use or plan to use color tele-
vision was announced last week by Lester
Lewis, one of the organizers of the firm.

Video Colors Inc., which has opened offices
at 11 E. 48th St., will be staffed by a team
of color specialists, electronic experts and
package designers, according to Mr. Lewis. He
said it is the first organization created “solely
to stage-manage the presentation of products
on color tv and where necessary to alter or
create new package designs for this demanding
medium.”

In explaining the reason for setting up the
new organization, Mr. Lewis, who has been
actively engaged in tv production for eight
years and in personal management for more
than 20 years, stated:

“The color tv camera does not necessarily
see the same color effects as the human eye.
Some problems can be handled by the experi-
enced color mixer, the electronics engineer in
the studio, but much can be accomplished for
the color-wise advertiser by preparing his prod-
uct in advance.”

Nielsen Signs 60 Firms

For Local Audience Figures

OVER 60 subscribers from the network, sta-
tion, advertiser and agency fields currently are
taking the new standard local broadcast audi-
ence measurement service offered by A. C.
Nielsen Co., the market research organization
reports.

Beginning with November measurements,
subscribers will have access to a localized radio
and tv service in Nielsen Station Index reports,
which the firm describes as “The Big Payoff”
for the advertiser. First reports are due next
February.

Nielsen notes that NSI will report all dimen-
sions of station performance “necessary to
evaluate each local purchase” and that the ad-
vertiser no longer will be “limited to a popu-
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$37,000 in Cars Sold

EXPENDITURE of $664.50 by Norton
Buick, Oklahoma City, in 85 one-minute
spots and eight 15-minute programs over
KTOK Oklahoma City, produced, in
8% days, $37,000 in sales of used cars
which newspaper ciassified advertising
had failed to move off the lot, according
to KTOK.

Expense to the dealer for the sales was
$11.44 per car or 1.8% of the gross.
The goal set by Norton Buick was
$35,000 in sales during 17 days at a cost
of $2,000. Thus the gross sales goal
was topped in half the stipulated time
at one-third the proposed cost.

larity index, to a city-only measurement or
to some portion of the audience most convenient
to measure. Audited numbers of delivered
homes and people will make cost per thousand
a certainty—not a matter of projection or con-
jecture.”

National Gypsum Buys in 19

PURCHASE by the National Gypsum Co.,
Buffale, of The Greatest Drama tv film series
in 19 markets for a 26-week period, starting
in February, was announced last week by
Peter Robeck, general manager of the film di-
vision of General Teleradio Inc. The cities
are Cleveland, Dallas, Houston, Kansas City,
Louisville, Memphis, Milwaukee, Minneapolis,
Oklahoma City, Atlanta, Rochester, Birming-
ham, Charlotte, New York, St. Louis, Phila-
delphia, Indianapolis, Pittsburgh and Buffalo.
Agency for National Gypsum is BBDO.

BBDO Elects Schmelzer

ROBERT H. SCHMELZER, account executive
in charge of the Trans World Airlines account,
has been appointed a vice president of BBDO,
Ben Duffy, president of the agency, announced
last week.

AGENCY APPOINTMENTS

Whirlpool Corp. (home laundry appliances),
St. Joseph, Mich., appoints Kenyon & Eckhardt,
Chicago, as national consumer advertising
agency.

Record Rack Service (phonograph record mer-
chandisers through supermarkets, drug stores,
chain and variety stores), L. A., names Clifford
Gill Agency, Beverly Hills, Calif. Radio-tv
will be used. Dorothy Gill is account executive,

DorCana Cosmetics Co.; Acme Poultry Co.;
Kan-O-Liner Co. (disposable plastic garbage
can liners); Pacific Waxed Paper Co.; Pay 'N
Save Drugs; Tradewell Stores Imc. (retail food);
Seattle Kitchen Center (kitchen modernization);
Smyth Van & Storage Co.; Golden Grain Maca-
roni Co.; Layrite Concrete Products Co. (con-
crete blocks); Calif. Sandstone; Seidelhuber
Iron & Bronze Works Inc. (“CarBana” pre-
fabricated metal car port), all Seattle, have ap-
pointed Pacific National Adv. Agency, same
city.

Eli Lilly & Co. (pharmaceuticals), Indianapolis,
Ind., appoints Gardner Adv. Co., $t. Louis, for
agricultural products,

Elliott Bay Lumber Co., Seattle, has appointed
Ruthrauff & Ryan, same city, for Woodtape
Plywood Edging, new product to be distributed
nationally.

AGENCY SHORTS

Pacific National Adv. Agency, Seattle, has
opened San Francisco office at 48 2d St.,, with
Roger Wurtz as manager.

Sheriff-LeVally Inc., Chicago, announces change
of name to Walker B. Sheriff Inc. following
resignation of Norman W. LeVally, who moved
to Leo Burnett Co., same city.

Darwin H. Clark Co., L. A., has moved to 1145
W. 6th St.; telephone: Madison 5-2441.

Pacific Western Adv. Agency, Pomona, Calif.,
has moved to 281 S. Thomas $t.; telephone:
Lycoming 9-4112,

The Kemble Co., Santa Barbara, Calif., moves
to 109 E. De La Guerra; telephone: Santa
Barbara 2-3819.

A8&A PEOPLE

Raymond G. Simmons, executive vice presi-
dent, Meldrum & Fewsmith, Cleveland, elected
chairman of board; E. Theodore Morris, execu-
tive vice president, elected president, succeed-
ing G. Harry Guest, who retires Dec. 31;
James C. Clawson, vice president, elected di-
rector and secretary; Herbert W. Cooper, vice
president, elected director; Joseph Fewsmith
Jr. elected treasurer; Andrew B. Meldrum, vice
president and manager export dept., elected
general manager.

Carl S. Hallauer, executive vice president,
Bausch & Lomb Optical Co., Rochester, N. Y.,
elected president, succeeding Joseph F. Taylor,
who has been named chairman of board, suc-
ceeding M. Herbert Eisenhart, who has been
made honorary chairman.

Tom Mullins, Irwin-Los Angeles, Beverly Hills,
Calif., elected vice president.

Reginald G. Carey, account executive, Camp-
bell-Ewald Inc., Detroit, appointed vice presi-
dent.

Carl Gauk, formerly director of marketing and

BROADCASTING ® TELECASTING
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/\_ For the “Instrument

of the Immortals”

. all great instru-

ments and voices. there

are now magnetic recording

tapes of matching quality. They are Sound-

craft Tapes, created by engineers with the
maximum of recording experience.

We believe them to be the world's finest
tapes, because Soundcraft Tapes alone
combine:

® Constant depth oxide for uniform middle-
and low-frequency response.

® Micro-Polished® coating, a patented
Soundcraft process that eliminates unnec-
essary head wear and gives uniform high-
frequency response right from the start,

THE WORLD'S

FINEST TAPES

¢ Pre-Coated adhesive applied directly to
base—anchors oxide, no flaking. cracking.

® Surface-lubrication on hoth sides! No fric-
tion, no chatter, no squeal.

® Chemical balance throughout to prevent
cupping, curling, peeling, chipping.

® Uniform output of =14 db. within a reel,
+12 db. reel-to-reel.

SOUNDCRAFT TAPES FOR
EVERY PURPOSE

Soundcraft Red Diamond Tape for all high-
fidelity recording.

Soundcrafr Professional Tape for radio, TV
and recording studios. Splice-free up to 2400
feet. Standard or professional hubs.

ﬁ;\;@ Immortalizing the instrument...
7

Soundcraft LIFETIME® Tape for priceless re-
cordings. For rigorous use. For perfect pro-
gram timing. DuPont “Mylar” Polyester
Plastic base. A third as strong as steel. Store
it anywhere. Guaranteed for a lifetime!

Get the Soundcraft Recording Tape you
need today. Your dealer has it.

REEVES

SOUNDCRAFT

CORP. Dept. "Q 10"
10 East 52nd St., N. Y. 22, N. Y.

FOR EVERY SOUND REASON

.YET THEY COST NO MORE







To make a long story short...

Look, we've been hollering all over the place about BROADCASTING
YEARBOOK & MARKETBOOK. Now the bell tolls and close! Dec.
15th’s the absolute, final deadline for copy; your copy and that of any
other wide-awake man or woman in Radio. Remember we said, and
said, and said—"you’re not in radio if you're not in BROADCAST-
ING YEARBOOK”?

The hundreds of radio advertisers who are

in BROADCASTING YEARBOOK, are going to be
up to their hips for the year 1955 in the greatest,
most fruitful and dominant medium in the
broadcast industry; a book as close to and as
necessary as the telephone to everyone who’s anyone
day after day in the radio industry. Remember—
it’s the last call for the single most profit-making
advertising investment you can make for 1955.

call, write, or wire NOwW—

BROADCASTING YEARBOOK & MARKETBOOK

1785 DeSales St., NW
Washington 6, D. C. ME 8-1022
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research, Geare-Marston Inc., Phila., appointed
vice president and director of service.

Vick Knight, owner, former Vick Knight Agen-
¢y, L. A, to Century Records Inc., same city,
as director and vice president in charge of ad--
vertising and distribution.

Bob Neely to W. Wallace Orr., Phila,, in execu-
tive capacity.

Frank Yahner, formerly with Biow Co., N. Y.,
and Young & Rubicam, N. Y., to Needham,
Louis & Brorby, Chicago, as vice presi-
dent and supervisor on Campbell Soup Co.
account. Mr. Yahner’s new affiliation was in-
completely reported BeT Nov. 22.

Albert M. Behrens, formerly advertising direc-
tor, Coty Inc. (cosmetics), N. Y., to Dancer-
Fitzgerald-Sample, Chicago, as account execu-
tive.

Arthur A. Kattan, assistant advertising man-
ager, Louis Milani Foods Inc., L. A., appointed
advertising manager, succeeding Joseph J. Hoff-
man.

Richard J. Turner, advertising and sales promo-
tion manager, Ford tractors for Pacific North-
west and Alaska, to Don Dawson Co., Port-
land, Ore., as sales promotion and advertising
director on industrial and automotive accounts.

Raymond E. Miller, merchandising executive,
Needham, Louis & Brorby, Chicago, appointed
sales promotion manager, dealer development
department, Norge Div. of Borge-Warner Corp.,
same city.

Robert F. Kaufmann appointed director of
public relations and sales promotion, Thor
Corp. (washing machines, dryers), Chicago.

Frank Sullivan, public relations consultant,
Southern Calif. Gas Co., I.. A., named director
of public relations.

Robert E. Tyriver appointed director of mer-
chandising, Town Adv., Phila.

Eugene B. Colin, formerly with Schwimmer
& Scott, Chicago, to Phil Gordo_n‘ Agency,
same city, as director of merchandising.

A. P. Fontaine, designer-engineer, Bendix Avia-
tion Corp., Detroit, Mich., appointed director of
engineering; Dr. A. C. Hall, technical director,

A Christmas Buy

COOPERATION from 36 retail depart-
ment stores in 35 cities across the coun-
try has been gained toward the promo-
tion of the “First Annual Christmas Shop-
ping Festival,” a holiday feature of
Home, NBC-TV’s morning program. The
promotion is to get underway today
(Monday).

Until Christmas eve, Home will point
out daily gift suggestions for various in-
dividuals on the viewer's Yuletide shop-
ping list and each day will include spe-
cific merchandise available at department
stores cooperating in the plan. Store
names will be mentioned on the program
currently carried by 75 stations.

The stores will distribute to their cus- .
tomers more than 1 million handbills
calling attention to the daily shopping
feature on the show. Newspaper fea-
tures, window and interior displays will
also be used to back promotion at the
retail level.
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100% Spot Saturation

TO PROMOTE a Thanksgiving weekend
sale, Pomeroys, Wilkes-Barre, Pa., de-
partment store, used a 48-hour saturation
campaign of 492 announcements, placed
on all stations in the market. An unusual
feature of the campaign was that 63
individual items of merchandise were
advertised with 63 different scripts, each
broadcast from five to ten times and
all carrying the general sale theme.

research labs, Bendix Aviation, appointed re-
search labs general manager; Ward R. Schafer,
formerly partner, Schafer-Wright Inc. (whole-
sale tv receiver distributors), Portland, Ore.,
appointed West Coast regional manager, tv
and broadcast receiver div., succeeding Bartley
C. Furey, who has been named assistant sales
manager of division, headquartering in Balti-
more,

Ralph M. Bryant, account management staff,
James Thomas Chirurg Co., Boston, transfers
to facts div., N. Y., as assistant marketing
manager.

Mary Creely appointed Chicago representative,
Richard Manville Research, N. Y.

Raymond S. Reinhart, formerly director of art
& producer, Lavenson Bureau of Adv., Phila.,
has formed Raymond S. Reinhart & Co. (de-
sign, art, production services) in PSFS Bldg.,
same city.

Walter Bowe, NBC, to Sullivan, Stauffer, Col-
well & Bayles, N. Y., as radio-tv timebuyer.

Norman H. McMillin to plans-merchandising
staff, N. W. Ayer & Son, Phila.; Rohert A.
Mortensen to service staff, Marianne Baer, ra-
dio-tv writer and producer, to copy staff, radio-
tv dept., agency’s N. Y. office.

John F. Tucker Jr. to creative staff, Harry P.
Bridge Co., Phila.

John Campbell Smith, freelance fiction writer,
to copywriting staff, Lewis & Gilman Inc.,
Phila.

T. Pierce Hunter, formerly with Lewis & Gil-
man, Phila.,, to public relations staff, Gray &
Rogers, same city.

Hugh Beatty, formerly with Swift & Co., Sioux
City, lowa, to Century Food Markets Co.,
Youngstown, Ohio, as assistant meat merchan-
diser for Century Foods 17-store supermarket
chain.

Curtis R. Winters, formerly vice president,
Simmonds & Simmonds, Chicago, to McCarty
Co., same city.

Everett R. Castle Jr., creative dept.,, BBDO,
Cleveland, to McCann-Erickson, same city.

Christopher Cross, director of public relations,
Grey Adv., N. Y., has edited new pocket book
entitled “A Minute of Prayer,” containing
prayers of all faiths for every occasion.

Robert G. Swan, radio-tv vice president, Joseph
Katz Co., Baltimore, has written book and
music and lyrics of musical comedy, “On Our
Way.”

Alvin Q. Ehrlich, vice president and partner,
Kal, Ehrlich & Merrick Adv. Agency, Wash-
ington, elected chief barker, Variety Club of
Washington, tent no. 11, and to club’s board
of governors and will serve as 1955 interna-
tional canvasman.

FiLM

SCREEN GEMS SETS
EXPANSION PROGRAM

Divides country’s tv markets
among sales personnel for ex-
panded operations. Seven
sales areas created.

EXPANDED operation of its sales staff and
division of the country’s tv markets among
sales personnel have been announced by John
H. Mitchell, vice president in charge of sales,
Screen Gems Inc., tv subsidiary of Columbia
Pictures Corp.

Seven sales areas have been created: eastern
sales division with Robert Brahm, sales man-
ager, headquartering in New York and assisted
by George Burgess. The area includes upstate
New York, Connecticut, Massachusetts, Ver-
mont, New Hampshire, Rhode Island, Maine,
Pennsylvania, Maryland and Washington, D. C.

Central sales division, with Ernest Mont-
gomery, sales manager, headquartering in De-
troit, embraces Ohio, Michigan, Indiana, and
West Virginia. Mid-western sales division, with
John Nilson, sales manager, takes in Chicago
(headquarters), Minneapolis, Milwaukee, St.
Louis, Omaha and Des Moines. Robert Don-
nelly, also with the Midwest office, will cover
other markets in Wisconsin, Minnesota, North
Dakota, South Dakota and Iowa, and Charles
William Ferguson will take additional markets
in 1lllinois, Nebraska, Missouri and Kansas.

Western sales division’s headquarters are in
San Francisco with Richard Dinsmore in
charge. The area includes California, Nevada,
Oregon, Washington, and western Canada.
Assisting him, Thomas Seehof will take the
Rocky Mt. sales area with headquarters in
Salt Lake City. The territory includes Utah,
Wyoming, Montana, Idaho, Colorado, New
Mexico and Arizona..

Southwestern sales division, with headquar-
ters in Dallas and with John Wilson, sales man-
ager, assisted by Frank Browne, embraces
Arkansas, Texas, Louisiana, Qklahoma and
Memphis. Southeastern division, with Atlanta

the headquarters, will be managed by Henry
Gillespie, covering markets in Florida, Alabama,
Georgia, Mississippi and parts of Tennessee.
C. Wylie Calder, with that office, handles Vir-
ginia, North Carolina and South Carolina.

Seventh division is metropolitan New York
with Andrew P. Jaeger, the sales director.

et s 4l f{: : _t‘

BUYING MCA-TV's syndicated film The
Guy Lombardo Show for Seale-Lily Ice
Cream Co. presentation over WLBT {TV)
Jackson, Miss., is A. E. Chunn {c), vice
president of the company. Looking on are
S. F. Gentry (I}, WLBT commercial man-
ager, and (r) Maurice Thompson, program
director and vice president, Lamar Broad-
casting Co., station licensee.

BROADCASTING ® TELECASTING
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Homeowners and plant managers bought more than 1,103,000,000 gallons
of our fuel oil last year—more than ever before.
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FILM

UTP Starts Fifth Year
With Special Sales Drive

A SPECIAL sales drive to launch United Tele-
vision Programs’ fifth year was inaugurated a
fortnight ago, according to Wynn Nathan, vice
president in charge of sales, who revealed that
the production cost of UTP products has risen
from $884,000 in 1950 to approximately $10
million for 1955. More than a million doliars
was invested in UTP shows for the first time in
1952, he added.

During UTP’s four years the branch ex-
changes have been increased from three to 14
and the personnel quadrupled, Mr. Nathan de-
clared.

Cash prizes will be awarded in the sales drive,
he revealed, with quotas assigned in accordance

with maximum possibilities in each market.

Also in progress by the distribution firm is a
full-scale exploitation tour for Thomas Mitchell
to promote Mayor of the Town. Being utilized
are guest personal appearances, civic ceremon-
les, autograph sessions, etc.,, which have
hitherto been reserved for motion picture pre-
miercs. This has been designed despite the pre-
release sales totalling more than $600,000, Mr.
Nathan said. Covering 56 markets, sponsors set
for the series include Richfield Oil Co. in 11
western states, Kennicott Copper in the inter-
mountain area, Schmidt Brewing Co. in Penn-
sylvania, Seaitest Dairy in Tennessce, Gill
Coffee in Viginia, 711 Stores and United Gas
in Texas, Standard Humpty Dumpty Stores in
Oklahoma, Meister Brau Beer in the Midwest
and Occidental Flour in Minnesota, North
Dakota and Montana.
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Check off KFYR-TV on your media list for
unrivailed impact in one of the nation’s healthiest, fasfest

growing markets. When you channel

into prosperous Upper Midwest farm homes

with fomily buying power near the nation’s peak.
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advertising dollars to KFYR-TV, your sales message goes i

% DUMONT

% | plaintiffs.

Woodburn Heads Detroit Unit
Of Van Praag; N.Y. Changes

ROBERT WOODBURN has been appointed
vice president in charge of the newly-opened
Detroit office of Van Praag Productions, tv film
production firm. De-
troit offices, located
at 2301 Dime Bldg,,
have been establish-
ed “to keep abreast
with the widening
production require-
ments in television,
industrial and pro-
gram films,” accord-
ing to William Van
Praag, president of
the company.
Realignment of
the Van Praag staff
in New York also
was announced by Mr. Van Praag. Marc S.
Asch, production head, has been elected execu-
tive vice president. Gilbert Williams, New
York production manager, is now director of
production and Sidney Kupfershmid has been
promoted to head of the creative department.
Mr. Woodburn has acted as writer, director
and producer for over 200 industrial motion
pictures and film strips. He has also produced
and directed feature films. In television, he
produced and directed at WBKB (TV) Chicago.

Allan Inc. Studio Sues
For Fraudulent Conspiracy

A SUIT has been filed in Los Angeles Superior
Court against A. C. Burger, St. Louis automo-
bile dealer, and Paul F. Glass, mortician, by
Ted Allan, motion picture cameraman, and
his wife, Jeanne, charging fraudulent conspiracy
to gain control of Ted Allan Inc., Hollywood
motion pictures and tv film studio. The plain-
tiffs, who ask $364,894, claim they leased, re-
modeled and equipped the studio under a part-
nership formed with Mr. Burger last February.
At that time, the complaint adds, it was agreed
to convert the business into a corporation with
1,250 capital shares. The Allans were to re-
ceive 675 shares, Mr. Burger 75 and 500 were
to be sold at $100 per share, at least 200 of
which Mr. Burger reportedly promised to buy.

Mr. Burger with the aid of Mr. Glass, who
was made assistant secretary, took 450 shares,
refused to put any of the 500 on sale and
assigned only 300 to them, according to the
Mr. Burger was able to take full
control, according to the Allans, by threatening
to throw the corporation into bankruptcy and
destruction of original minutes.

The plaintiffs further charge they have beecn

MR. WOODBURN

Pappy Promotion

SALES promotion kit by Ziv Television
Programs Inc. for sponsors of the coming
Eddie Cantor Comedy Theatre is en-
couraging firms which purchase the serics
10 stage a “five daughters contest” in
cities where the show will be seen. The
kit outlines the proposed contest suggest-
ing the offer of an Eddie Cantor Achieve-
ment Award to five-daughter famiilies
such as Mr. Cantor's. Along with de-
tails on backing the contest with radio-tv
spots and newspaper ads, the kit also con-
tains plans for an Eddie Cantor Club
for fathers of five girls with the motto
“we're outnumbered but we love it.”

BROADCASTING e TELECASTING
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The American Society of Composers, Authors and Publishers takes
pride in announcing “ASCAP Music on Records—Your Program Guide.”

Designed to assist broadcasters in building better and more inter-
esting programs for their listening audience, this listing of the finest
music in the ASCAP repertory will be distributed to all the Society’s

licensees on a regular monthly basis.
Each issue will bring to your program director a new category of

music chosen for timeliness, interest and variety, including such features
as Holiday Hits—Seasonal Music—Music About Cities and Places, etc.
The release will contain the title of each composition, its composers

and publisher, the record company and catalog number, and other per-

tinent information.
Watch for your copy of “ASCAP Music on Records.”

AMERICAN SOCIETY OF COMPOSERS, AUTHORS AND PUBLISHERS

575 MADISON AVENUE, NEW YORK 22, N. V.,

November 29, 1954 o Page 71
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denied employment in the firm and that Mr.
Allan's business reputation has bcen damaged.
They ask recovery of their $64,894 investment
and $300,000 for loss of earnings and profits
and as exemplary damages.

Suit was filed Nov. 19 through the Los
Angeles law firm of Sheppard, Mullin, Richter
& Balthis.

Ten More Take 'Norths’;
ATPS Sets Sales Drive

TEN more tv stations have been added to the
number carrying Mr. and Mrs. North, film series
distributed by Advertisers’ Television Program
Service Inc.,, New York. Stations are: KFEL-
TV Denver; KONA-TV Honolulu; KFSA-TV
Ft. Smith, Ark.; KVOS-TV Bellingham, Wash,;
KFIA (TV) Anchorage, Alaska; WIRI (TV)
Plattsburg, N. Y.; WHIZ-TV Zanesville, Ohio;
KFIF (TV) Fairbanks, Alaska; KPHO-TV
Phoenix, Ariz., and KFDA-TV Amarillo, Tex.

A concentrated sales campaign at ATPS is
planned in the east between Thanksgiving and
Christmas. Maurie Gresham, vice president
and general manager of ATPS, and William O.
Mullen, western sales manager have moved to
\ the firm’s New York headquarters to participate
in the campaign.

Heart Film Offered Stations

FILMED progress report on strides made by
medical science in the fight against heart
disease has been completed by Institute of Life
Insurance, New York, for the Life Insurance
Medical Research Fund. The 15-minute 16mm
documentary is available for television show-

ing.

Five Join Guild Films

FIVE additions to the staff of Guild Films Co.,
New York, television production and distribu-
tion firm, were announced last week by Reub
Kaufman, president.

Barry Lee Cohen, of the legal firm of Soco-

MARKING start of the third group of 13 tv films in the Stories of the Century series

e 7

and the return of Herbert J. Yates, president of Republic Pictures, after a recent con-
valescence, are (| to r) Earl R. Collins, president of Hollywood Television Service Inc.;
Mr. Yates, and Morton W. Scott, president of Studio City Television Productions Inc.,

both subsidiaries of Republic.

low, Stein & Seton, has been appointed house
attorney for Guild, a position he formerly held
with Ted Ashley Assoc. Mr. Cohen will retain
his law firm membership but will headquarter
at Guild’s offices.

Andy Coscia, formerly of ABC, and Robert
A. Goldstein have joined the sales promotion
department. Irving Levin has been added to
the client service department and John
Desponzio has joined Guild in the traffic de-
partment.
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EXCLUSIVE RIGHTS

in Milwaukee to National

-
-

Telefilm Associates’ Tv Tic Tac

Toe have been obtained by Lou Poller, president-general manager of WCAN-TY,
who also has contracted to buy NTA’s bulk-programming package. Present at the
pact’s confirmation are (I to r): Kal Ross, WCAN-TV film buyer; Mr. Poller; Harold
Goldman, vice president in charge of sales for NTA, and Den Swartz, NTA franchise-

holder for the upper-midwestern area.
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FILM SALES

Louis Weiss & Co., L. A., announces following
sales: WPTZ (TV) Philadelphia has acquired
two-run rights to 15 cartoon shorts over three-
month period; WATV (TV) Newark, N. J.,
leased three-run rights to 15 cartoons over one-
year period; KTTV (TV) Hollywood has ac-
quired six-run rights to 13 new Jim and Judy
in Teleland episodes for 18-month term with
re-runs of first 39 segments.

Guild Films Co., N. Y., has sold Florian Za-
bach Show to XETV (TV) Tiajuana, Mex.,
raising number of stations presenting program
to 60.

ABC Film Syndication, N. Y., has sold Racket
Squad 10 Sinclair Oil Corp., same city, for show-
ing in St. Petersburg, Fla., 100th market carry-
ing series.

FILM PRODUCTION

Frank TFerrin Productions, Hollywood, is cur-
rently shooting Andy’s Gang to replace ABC-
TV Smilin’ Ed's Gang early next year; firm
also preparing Skin Diver, half-hour ocean ad-
venture tv film series.

Studio City Television Productions, Hollywood,
has started shooting its third group of 13 films
in Stories of the Century tv series, featuring
Jim Davis and Kristine Miller. In production
are “Apache Kid” and “Burt Alvord” with
Kenneth Alton and Chris Drake in respective
title roles. Williamn Witney is director.

Palisades Productions, Culver City, Calif, has
started shooting So This is Hollvwood, which
Toni Co., Chicago, will sponsor on NBC-TV
starting Jan. 1. Comedy series features Cass
Daley, Virginia Gibson, Jimmy Lydon and
Gordon Jones. Richard Bare is associate pro-
ducer-director and Edmund Beloin, producer.

Artists Productions, Hollywood, and Fred M.
Packard Productions are jointly producing The
Great Design, Biblical 156 half-hour color tv
series. First three films, “The Royal Foundling,”
“Edict of Death” and “Flight from Egypt,” have
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FILM

been completed in collaboration with J. Arthur
Rank on location in Egypt and Israel with in-
teriors shot in England. Sixty-one scripts have
been completed with 92 in treatment. Screen
writers Frank and Doris Hursley are associated
as partners on series.

RANDOM SHOTS

Authors Playhouse, Hollywood, has obtained
exclusive tv rights to late Lloyd C. Douglas’
remaining works. Firms, currently producing
Authors Playhouse, plans Jan. production of
52 half-hour films based on Douglas novel,
“Dr. Hudson’s Secret Journal,” sequel to “The
Magificent Obession.” John Howard signed for
title role. United Television Programs Inc.,
Hollywood, will handle series for national sale.

Van Coevering Productions, new firm set up
to syndicate Adventure Out of Doors, has
opened offices at 20 N. Wacker Dr., Chicago,
and 424 Book Bldg., Detroit.

FILM PEOPLE

George W. Faust, account executive, Columbia
Television Pacific Network and KNXT (TV)
Hollywood, to Roland Reed Productions, Cul-
ver City, Calif., as vice president in charge of
sales; Hampton Howard to firm as commercial
and industrial film and tv spot sales representa-
tive, headquartering in newly-opened offices,
1 E. 54th St, N. Y.

Roger Grauman, president and owner, C. R.
Grauman Art Stu-
dios, Chicago, to ;fﬂ';*"_”f s ]

Kling Studios Inc,
same city, as vice
president and ac-
count executive.

Sophie Ruskin and
Mary Albano ap-
pointed to head sta-
tion service relations
of Atlantic Tele-
vision Corp. (film
distributors), N. Y.

Charles Larrance, R
George Watson and David Ahlers, all formerly
with Photo-Sound (film production), S. F., to
Moulin Studios, same city, as producer-director,
film production manager and motion picture
sales manager, respectively.

Harry Gerstad, film editor, Superman film series
of Superman Inc., Hollywood, promoted to
director.

Buster Vogel, formerly in casting office, M-G-M,
Culver City, Calif., to Screen Gems Inc., Holly-
wood, as assistant to casting director.

Ted Dale signed by Guild Films, Hollywood, as
musical director, Florian ZaBach Show, suc-
ceeding Phil Boutelje, who is working on up-
coming series for firm.

Kenneth Crane, film editor, Lone Wolf, adds
duties as editorial supervisor, all Gross-Krasne
Inc., Hollywood, productions; Elliet Schick to
G-K as commercial film production coordinator.

Joanne Woodward, New York tv actress, signed
to exclusive contract by 20th Century-Fox.

George Waggner, writer-director, NBC-TV Big
Town for Gross-Krasne Inc., Hollywood, has
written lyrics to “One to Grow On,” song re-
corded by Denise Lor for Maja.

Adolph Schimel, vice president and general
counsel, Universal Pictures Co.,, N. Y., ap-
pointed chairman, amusements div., 1954-55
Federation of Jewish Philanthropies fund
raising drive, same city.
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SEEK STATE LIBEL RELIEF, TAB TOLD

FCC Comr. Bartley urges Ten-
nessee broadcasters to ask
state for protection against po-
litical libel suits.

BROADCASTERS should appeal to their state
legislatures to pass laws protecting them
against liability for libel in connection with
political speeches on the air, FCC Comr. Robert
T. Bartley told the Tennessee Assn. of Broad-
casters last week.

Speaking at a TAB luncheon Monday at
Chattanooga’s Hotel Patten, last day of a two-
day session, Comr. Bartley said elimination of
the “no censorship” provision of Sec. 315 of the
Communications Act would lead only to other
headaches. Comr. Bartley was introduced by
Carter Parham, WDEF Chattanooga.

The Monday session, following a sightseeing
tour and a cocktail party and buffet supper the
day before with Chattanooga stations as hosts,
also featured a panel discussion and three other
talks during the morning, three afternoon ad-
dresses, a business session and elections and a
second cocktail party.

At the panel, on nighttime radio, John P.
Hart, WBIR Knoxville, was moderator. Gene
Plumstead, WMPS Memphis, advised broad-
casters to build station personalities, use
counter-programming  against competititors,
look for specialized audiences and use daily
air promotion of upcoming programs. Ken-
neth Marsh, WIHL Johnson City, said his sta-
tion concentrates on sports and drops network
programming after 8 p.m. in favor of music,
weather and time signals. Paul Oliphant, WLAC
Nashville, said his station stays with the net-
work, but emphasizes those things radio can do
best, such as local news and remote coverage
of civic activities. Neal Branch, WBIR Knox-
ville, said WBIR concentrates on use of its
beeper telephone for election coverage and
meetings of governing bodies. WBIR also uses
question-and-answer programs with local pas-
tors, re-creation of sports events and ‘“‘vertical”
music programming, he said.

Other speakers were Jame Dalton, WSPA

GRAND AWARD of American Trade Assn.
Executives is presented to Radio-Elec-
tronics-Tv Mfrs. Assn. for color tv service
of the National Television System Com-

mittee. Joseph J. Peferson {r}, manager
of RETMA’s West Coast office, receives it
from Dr. George W. Robbins, U. of Cali-
fornia and member of the ATAE awards
jury, during a Los Angeles ceremony.

Spartanburg, S. C., president, American Wom-
en in Radio & Television; Arch L. Madsen,
BAB; Whitey Ford, WSM Nashville; F. C.
Sowell, WLAC Nashville, and John F. Meagher,
NARTB radio vice president. Attendance was
93,

Officers elected were: president, Hank Slavick,
WMC Memphis, succeeding Earl W, Winger,
WDOD Chattanooga; vice president, Frank
Corbett, WGAP Maryville; secretary-treasurer,
Hoyt Wooten, WREC Memphis. Directors:
Messrs. Winger, Hart and Sowell.

TAB passed a resolution urging opposition
against laws denying radio and tv opportunity
for public service, self government in program-
ming, right to advertise legal goods and services
and the right to “freely enter and report in un-
fettered manner any and all public events.”

Resolutions committee members included
Parry Sheftall, WJZM Clarksville, chairman;
Mr. Sowell, and Norman Thomas, WDOD
Chattanooga.

TAB'’s spring meeting will be held in Nash-
ville,

TV CODE BOARD,
4A UNIT TO MEET

COMMON objectives in self-regulation will be
discussed by a joint meeting Wednesday-
Thursday in Washington of representatives of
NARTB’s Tv Code Review Board and the
American Assn. of Advertising Agencies.

Chairman John E. Fetzer of the Tv Code
Review Board said he had invited AAAA rep-
resentatives to join the NARTB group at its
regular quarterly meeting at the Mayflower
Hotel.

Films shown before the Senate Juvenile De-
linquency subcommiitee at hearings in October
[BeT, Oct. 25] will be reviewed by the Code
Review Board at the meeting.

AAAA representatives to attend from New
York are: Ken Dyke, chairman of AAAA’
Advertising Content Improvement Committee,
director-at-large of that association and vice
president of Young & Rubicam; Harold L.
McClinton, a member of the advertising con-
tent committee and president of Calkins &
Holden, and August Nelson, AAAA senior staff
executive.

Also attending will be NARTB President
Harold E. Fellows, who testified at the Senate
subcommittee’s hearings, and the other mem-
bers of the Code Review Board: J. Leonard
Reinsch, WSB-TV Atlanta, vice chairman; Mrs.
A. Scott Bullitt, KING-TV Seattle; William B.
Quarton, WMT-TV Cedar Rapids, and G. Rich-
ard Shafto, WIS-TV Columbia, §S. C.

Other NARTB staff members to be present
include: Edward H. Bronson, director of Tv Code
affairs; Thad H. Brown Jr., tv vice president and
Ty Board counsel; Charles S. Cady, assistant to
Mr. Brown. Robert K. Richards, public relations

consultant to NARTB, will complete the NARTB
group.

Tv Information Committee
To Meet in N. Y, Friday

NARTB’s Television Information Committee,
under the chairmanship of Jack Harris, KPRC.
TV Houston, Tex., is scheduled to meet next
Friday at the Waldorf-Astoria, New York,
Harold E. Fellows, NARTB president, an-
nounced last week.

The committee’s purpose is to educate the
public regarding the work that the media is
doing for its audience.
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YOU MIGHT SWIM 100 YARDS IN 49.2 SECONDS *—

BUT ... YoOu NEED WIEF RADIO
TO SET SALES RECORDS
IN GRAND RAPIDS!

Grand Rapids is Michigan’s second largest market—
and WJEF is Grand Rapids’ biggest radio value.
CONLAN RADIO REPORT Study the Conlan figures, left. On a quarter-hour,
METROPOLITAN GRAND RAPIDS 52-time basis, WIJEF gets:
NOVEMBER, 1953

12.6% more morning listeners than the next sta-
Morning Afternoon Night tion (for 11.1% less money)

25.2% more afternoon listeners (for 31.1% less)
9.6% more evening listeners (for 3.1% less)

WJEF 29.6% 30.8% 33.1Y%

B 263 228 28.6 ’
116,870 radio homes are within WJEF’s Metropolitan

Others | 44.I 46.4 283 Grand Rapids Area. A daytime quarter-hour on
WIEF costs less than 25¢ per-thousand-radio-homes!

Fhe Jaeﬁjm Halions w
WEKZO = KALAMAZOO
WKZO.TV — GRAND RAPIDS-KALAMAZO® JEF
WJEF — GRAND RAPIDS

WJEF.FM — GRAND RAPIDS-KALAMAZOO
KOLN — LINCOLN, NEBRASKA
KOLN-TVY — LINCOLN, NEBRASKA

Avsociated with CBS RADIO FOR GRAND RAPIDS AND KENT COUNTY
WMBD - PEORIA, ILLINOIS
Avery-Knodel, Inc., Exclusive National Representatives

* Richard Cleveland set this world's record in Columbus, Ohio, on February 23, 1952.



WARD, ABRAMS GIVE
AD CAMPAIGN TIPS

Selection of the market is high-
lighted at the fifth RTES
seminar in New York.

TIPS on selecting markets for advertising
campaigns were offered by George Abrams,
advertising director of Block Drug Co., Jersey
City, and J. A. Ward, president of J. A. Ward
Inc., New York research firm, last Tuesday at
the fifth session of the Radio and Television
Executives Society timebuying and selling
seminar in New York.

Among the elements cited by Mr. Abrams as
contributing to knowledge of a particular mar-
kel were its buying power, distribution of a
preduct to be advertised there, its national,
racial and religious composition, the age span
of the population, and regional, geographical
and seasonal factors.

In selecting a test market for an advertising
campaign, Mr. Abrams recommended that care
be taken to select a market that is neither too
large nor too small, and is situated away from
a large city. He suggested also that the test
market be one that contains diversified in-
dustries. Mr. Abrams said research should be
conducted before, during and after the test
period as a means of ascertaining advertising
cost per dollar of sales.

Mr. Ward presented some highlights of the
recent survey his company prepared for Mutual
[BeT, Oct, 4] and stressed that timebuyers and
sellers should pay more attention to the com-
position of the audience at a given time period,
rather than its sheer size. Another important
consideration for buyers and sellers of time,
Mr. Ward said, is to ascertain the number of
individuals who actually hear or see a program,
rather than to rely on sets-in-use figures only.

He pointed out that in television, the set
may be in use but various members of a family
may not be viewing, or may be out of the
viewing room a substantial part of the time.

Mr. Ward also cited the value of scheduling
specific commercials at a particular time to
coincide with certain everyday activities, such
as a food commercial when the housewife is
eating or preparing food, or a gasoline an-
nouncement at a time when many automobiles
(with car radios) are in use.

He noted that the age factor is important be-
cause there is a pattern of listening and view-
ing of radio and television shows according to
age groupings.

Claude Barrere, Broadcast Music Inc,, who is
chairman of the RTES seminars, announced that
the proceedings of the entire 13-part seminar,
ending next February, will be published in book
form.

Gorman Asks Cooperation
With High Schools on Sports

A LETTER urging cooperation between broad-
caster and high school in the field of sports
has been sent by Leon P. Gorman, chairman
of the sports committee of the Maine Assn. of
Radio & Tv Broadcasters, to Robert Bowie,
head of the Principal’s Assn. of Maine.

Mr. Gorman’s comments followed a state-
ment by Mr. Bowie, who also is headmaster
of Thornton Academy at Saco, that “Television
has hurt us.” Mr. Bowie was referring to
basketball in this instance. Mr. Gorman ex-
pressed the hope that the problem could be
worked out for mutual benefit and solved “in a
manner that will enable the high schools of
this state and its students to prosper, live with,
and progressively use television as the instru-
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ment of plenty that it is.”

He reminded Mr. Bowie that radic was once
presumed the threat of all public entertainment
but has since become a “friend to all.”

Mr. Gorman, who also is general manager of
WABI-AM-TV Bangor, proposed a simple test.
He said, “Take the average attendance and in-
come for the last five years, allow us to telecast
for the next five. Take this average and com-
pare it to the pre-television one. If there [is]
a resultant deficit, speaking only for WABI-TV,
we would guarantee to make it up.”

“I further propose,” Mr. Gorman asserted,
“that we . . . set a yardstick for the rest of the
nation to look up to and be guided by.”

He told Mr. Bowie that when Thornton
Academy has a first class team, be it basketball,
football or whatever, the stands aren’t big
enough to hold everyone. But when Thornton
has a fourth class team, then the players bench
is enough,

FARM DIRECTORS
HEAR COMR. LEE

FCC COMR. Robert Lee was scheduled to ad-
dress the National Assn. of Television & Radio
Farm Directors at its annual convention in
Chicago’s Conrad Hilton Hotel this past week-
end.

Comr. Lee was slated to talk at a Saturday
luncheon meeting sponscred by Sears, Roe-
buck & Co., Chicago. He was to point out high-
lights of the farm economy, its relation to the
total U. S. economy and explain the contribu-
tion of radio and tv, economically and socially.

The convention kicked off Friday with a
business session, including reports from various
NATRFD committees. John McDonald, WSM
Nashville, presided that evening at a buffet
dinner.

Nomination of officers for the new year was
slated for Saturday morning, aleng with a
meeting of associate members. NATRFD cur-
rently is headed by Jack Jackson, KCMO
Kansas City, president; Frank Atwood, WTIC
Hartford, vice president (and program chair-
man for the convention), and Merrill Langfitt,
KMA Shenandoah, Iowa, secretary-treasurer.
New Officers were to be announced Sunday.

International farm broadcasting was a Satur-
day afternoon topic, featuring Wes Seyler,
WIBW Topeka, and foreign farm broadcast-
ing representatives. Farm broadcasters needs
were to be discussed by a panel under Bill
Zipf, WBNS Columbus, with farm television
also on the agenda.

Chicago Broadcast Council

Names Slate of Officers

SLATE of officers for the new Broadcast Ad-
vertising Council in Chicago is scheduled to
hold its first meeting Jan. 19 under presidency
of Peter A, Cavallo Jr.,, J. Walter Thompson
Co. Officers include: vice presidents John
Simpson, Foote, Cone & Belding; James Stir-
ton, MCA, and William McGuineas, WGN
Chicago; Gladys Blair, Young & Rubicam, sec-
retary; Lois Thompson, Robert Meeker Assoc.,
station representative, treasurer; Al Farber, J.
Walter Thompsoen Co., publicity. Directors
include John A. Cory, Free & Peters, former
head of defunct Broadcast Executives Club of
Chicago; Sterling C. Quinlan, former president
of old Chicago Television; Arthur F. Harre,
WLS; Louis J. Nelson, Geoffrey Wade Adv.;
Leonard Matthews, Leo Burnett Co.; Arnold
Johnson, Needham, Louis & Brorby; Charles
Zeller, Guenther-Bradford Co.; Cyril C. Wagner,
WNBQ (TV), and John Moser, Moser &
Campere, law firm.

‘55 RADIO UP 6%
MADSEN FORECASTS

GAIN of at'least 6% in radio billings next
year is forecast by Arch L. Madsen, director
of member service for Broadcast Advertising
Bureau, who emphasizes that this estimate
“could go much higher with more radio sales
and promotion effort.”

Speaking at a meeting of the North Carolina
Broadcasters Assn., Nov. 19, at Southern Pines,
Mr. Madsen urged station management to take
a bigger hand in activities of retailers and man-
ufacturers at all three merchandising, marketing
and selling levels—nationally, regionally, and
locally.

“Nowhere near as many radio station owners
and managers take the interest in these activities,
concerning their advertisers and prospective
advertisers, as they do in participating in
many of the so-called public service func-
tions of their stations,” he said. “Working with
manufacturers and retailers in district meet-
ings, trade shows and company conventions will
give radio executives an insight into general
economic problems and those particular ones
of the businessmen they serve and want to serve.

“Radio broadcasting is a major marketing
tool of American business, and far too many
stations are giving only superficial attention to
the role radio plays in this marketing picture,”
Mr. Madsen concluded.

RTES Seminar Discusses
Monochrome, Color Film Ads

INFORMATION on black-and-white vs. color
tv film commercials was provided at a workshop
luncheon meeting of the Radio and Television
Executives Society at the Hotel Roosevelt in
New York last Wednesday.

After several commercials had been shown
in black-and-white and in color, Peter Keane,
technical director of Screen Gems, New York,
offered some comparative cost data. He esti-
mated that an animated coler film cost 10%
more than its counterpart in black-and-white,
and a “live-action” film in color about 30% to
50% more than one in black-and-white. Mr.
Keane noted that the experimental commercial
films shown at the meeting took about 600-
700% more time than the black-and-white ones
to complete, but, he said, the cost does not
reflect the extended time period.

E. M. Stifle, Eastman Kodak Co., discussed
the higher cost of color film stock, as com-
pared with black-and-white, pointing out color
costs about three times as much as conven-
tional film. He said color film requires “ut-
most care and control” in the manufacturing
process, adding that the process is a compli-
cated one requiring more time and exactitude.

Questions from the audience were answered
by Messrs. Keane and Stifle and David Pincus,
president of the Film Producers Assn. of New
York. Don McClure, chairman of the RTES
Workshop committee and general sales man-
ager of Bonded Tv Film, New York, presided.

AMPA Elects Bader

DAVID A. BADER, vice president of Atlantic
Television Corp., last week was elected presi-
dent of the Associated Motion Picture Ad-
vertisers succeeding Lige Brien, who becomes
chairman of the board. Other officers elected
at the same session are: Martin Davis, advertis-
ing and publicity manager of Sam Goldwyn
Productions; Harold Danziger of Columbia
Pictures, and Hans Barnstyn, Trans Lux 52d St.
Theatre.
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What can you do
with $1387

Yessir, for $138 you could buy your wife several
cute hats, Or get some new golf clubs for
yoursell. Or buy some mighty
fine records for your Hi Fi library.
But if it’s advertising values

you're looking for —

ON WOAY, $138 will buy 26 1-min. spots!

WEST VIRGINIA STATION COVERAGE DETAIL

WOAY, Oak Hill, is West Virginia's second most

. Radlo N DAYTIME
power‘Fu{ station. Homes NCS Area Coun- | 4-Week Cum. Weekly Average Doy
In Area Hes | NS Cire. | % * |NCS Cire.] % * [NCS Cire] % *

WOAY covers 21 West Virginia counties.

20,370 FAYETTE ] 18,490 0 8220 8¢ 10,150 49

WOAY delivers a total Nielsen audience of 102,200 18,90 | GREENBRIER 3 | w5490 | 85 | w5030 83 | e720 ) 38
radio homes — an average daily Nielsen audience 66,940 1 KANAWHA 1| 18310 ) 15 ) 7080 | 10 | 4410 | 06
. 570 | Lewss 4 o | n | zzo) 15| e | W

f 51,320 radio homes! ' ’ ‘ ‘

or b 18,260 | LOGAN i 270 | 15 | s 10 | 02| o5
19440 | MERCER i 8000 | 41 | s480] 33| 399 | 20

Write direct for full details. 14,29 | NICHOLAS 3 | naso | a0 | wose] 77 | se20 | 48
23930 | RALEIGH 1 | 20220 | 84 | wen] a1 | 8z | 35

12,90 | ROANE 4 2720 | 22 ] 1990 16 | 140 | 1

2

16,750 WYOMING 9,630 | 57 86101 51 6730 | 40
w A I 225,030 10 TOTAL n 102,200 92,540 51,320

*=% of Radio Homes in Area
OAK HILL, WEST VIRGINIA

Robert R. Thomas, Jr., Manager
10,000 Watts AM—-20,000 Watts FM
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- Broadcasting, Advertising
. At American Industry Meet

BROADCAST and advertising fields will be
represented at the 59th annual Congress of
American Industry, sponsored by the National
Assn. of Mifrs., which will be held at the
Waldorf-Astoria Hotel in New York Wednes-
day through Friday. About 3,000 industrialists
from all parts of the U. S. are expected to
attend.

Don Belding, chairman, executive com-
mittee, Foote, Cone & Belding and former
chairman of the Advertising Council, will par-
ticipate in a panel discussion on the congress
theme of “Building a Better America,” and will
talk on “Three Ways to Build Confidence in

America’s Future.” Ralph J. Cordiner, presi-
dent, General Electric Co., and Dr. G. L.
Parsons, Bell Telephone Labs, will be the
other featured speakers, Serving as panel
moderators will be Frank Blair, NBC-TV, and
Dorothy Gordon, New York Times Youth
Forum.

RTES Sets Christmas Party

AMONG entertainers who will perform at a
pre-Christmas luncheon on Dec. 15 at a meet-
ing of the Radio and Television Executives
Society Inc., New York, will be Victor Borge
and Hermione Gingold. The luncheon will be
held in the grand ball room of the Roosevelt
Hotel, New York. It will climax the RTES
seasonal activity to benefit its welfare fund.

Effective December 1, 1954

becomes the exclusive
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Page Elected President of
North Carolina Broadcasters

WILLIAM S. PAGE, WFTC Kinston, was
elected president of the North Carolina Assn.
of Broadcasters at a Nov. 18-19 meeting at
Southern Pines. He succeeds James MacNeil,
WTSB Lumberton.

Other officers elected were; vice president,
Allen Wannamaker, WBIG Greensboro, and
secretary, Cecil B. Hoskins, WWNC Asheville;
directors: Earl Gluck, WSOC Charlotte; E. Z,
Jones, WBBB Burlington; T. H. Patterson,
WRRF Washington.

Speakers at the meeting included FCC Comr.
Robert T. Bartley; Jim Henderson, Henderson
Adv, Agency, Greenville, S. C.; Arch L.
Madsen, BAB, and Richard Doherty, Washing-
ton radio and tv consultant.

Fulton, Lackey Named
To NARTB Committees

NEW MEMBERS of NARTB committees are
John Fulton, WQXI Atlanta, Ga., who will
serve on the Am Radio Committee, and F.
Ernest Lackey, WHOP Hopkinsville, Ky., who
will be on the Membership Committee, ac-
cording to Harold E. Fellows, associate presi-
dent.

The Am Radio Committee has been sched-
uled to meet today (Monday) in Washington,
D. C,, at the Mayflower Hotel, and the Mem-
bership Committee has announced a meeting
there on Dec. 8.

RETMA Board Urges Return
Of 35% Tariff on Equipment

RESTORATION of a 35% U. S. tariff on
imported radio-tv equipment and component
parts was urged by the board of directors of
Radio-Electronics-Tv Mfrs. Assn. at a Nov. 19
meeting in Chicago. The present tariff, estab-
lished in 1951, is 1214 %.

The board, with Chairman Max F. Balcom
presiding, commended RETMA President Glen
McDaniel and the RETMA tax committee for
their efforts in a drive to remove the 10%
excise tax on color tv receivers and to lower
the levy from 10% to 5% on radio and black-
and-white tv sets.

RETMA Opposes Licensing
Of Tv Set Servicemen

OPPOSITION to licensing by New York City
of television set servicemen was made by Radio-
Electronics-Tv Mfrs. Assn. last week.

In a letter to Mayor Robert F. Wagner,
RETMA President Glen McDaniel expressed
the association’s opposition to licensing tv set
servicemen and offered assistance in correcting
any tv service abuses.

Referring to news articles reporting that the
Brooklyn district attorney has been investigat-
ing fraudulent practices of tv servicemen, Mr.
McDaniel said the spotlight was turned on the
dishonest practices of a few and inferences were
made that this may be the operational pattern
of many service technicians.

McCaffrey Lectures

JOSEPH F. McCAFFREY, Washington cor-
respondent and secretary of Radio-Television
Correspondent’s Assn., is now on a lecture tour
of the South, appearing at colleges and uni-
versities in four states.
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Christmas Seal Drive
Underway in Radio-Ty

NATIONAL Tuberculosis Assn. has hitched its
wagon to the “stars” of the radio, television and
motion picture industries to help boost the 1954
Christmas Seal sale, which was launched
throughout the country last week.

Although NTA relies heavily on cooperation
by the entertainment media during its campaign
it is proud of a specific promotional effort which
has welded together the Art Linkletter CBS
radio and television shows, Warner Bros. “The
Silver Chalice” production and 69 tv and 203
radio stations throughout the country. This
united front promotion contains the “glamor”
element of a world premiere, participation by
outstanding Hollywood motion picture and tele-
vision personalities, and the challenge of com-
munity competition.

Since Nov. 8, Mr. Linkletter has promoted
Christmas Seals each day by scheduling the
appearance of a star from “The Silver Chalice”
motion picture and by giving details of a
plan for its premiere. Arrangements have been
made whereby the community that contributes
the largest amount of money by mail to the
Christmas Seal sale the first three days (com-
puted on a per capita basis) will be chosen as
the site for the world premiere of “The Silver
Chalice.”

The 69 tv stations and 203 radio outlets carry-
ing the Linkletter show are pushing the project
on other station programs and during sta-
tion breaks, and Warner Bros. has taken full-
page ads in several motion picture publications,
giving details of the promotion and listing
the entire station lineups of outlets present-
ing the Linkletter programs.

Gannett Pres. Tells VOA’s
Role Behind Iron Curtain

VOICE OF AMERICA in the iron curtain
countries “is life’s blood to people who have
known freedom,” Mrs. Jean Gannett Williams,
president of Guy Gannett Pub. Co., owner of
the Guy Gannett Stations in Maine, told a
meeting of The Advertising Women of New
York last Tuesday.

Reporting on her visit to Russia and other
European countries as a member of a delega-
tion of 30 editors, Mrs. Williams noted that
“there has been so much criticism” of the
Voice, and added:

“Is it worth the money we spend on it?
Here is one answer. A young Czechoslovakian
woman risked her life to speak to one of the
members of our group, and she said that if
it wasn't for the Voice of America there would
be no point in living. True, there are hundreds
of jamming stations. So the majority are un-
able to understand the programs. But for
those who know a little English, it is life’s
blood.”

TRADE ASSN. SHORTS

Simon & Schuster, N. Y., has published “What
Is America?”, based on seven American round-
table forums conducted by Adv. Council in
1952-53, extracting observations about U. S.
life from transcripts of forums and illus-
trated with more than 150 photographs.

Radio-Newsreel-Television Working Press Assn.,
N. Y., will publish second edition of Mike &
Screen Press Directory in spring, including data
on radio, tv and newsreel media for Washing-
ton, Los Angeles, Chicago, Boston, Philadel-
phia, Houston, Fort Worth, Dallas, Miami, San
Francisco and New York. Revision will include
additional data of national scope.
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MEASURED BY THE YARD
. .. OR BY THE DOLLAR!

Peoria department stores measure cloth by the yard and advertising
by sales dollars. Nobody knows Peoria buying habits better. That’s
why these leading Peoria department stores recognize WMBD as
the Peoriarea MASS SELLING MEDIUM:

BLOCK & KUHL CO.

Ten programs plus 25 announcements weekly
A WMBD advertiser since 1952

BERGNER’S

Six programs plus five announcements weekly
A WMBD advertiser since 1934

SZOLD’S DEPARTMENT STORE

Seven programs weekly
A WMBD advertiser since 1930

From draperies to desks . . . from gloves to glassware . . . WMBD
reaches more people for less money than any other advertising
medium in Peoria.

Now serving more advertisers than all other Peoria radio stations
COMBINED!

TO SELL THE HEART OF ILLINOIS, BUY WMBD

See

CBS Radio Network

FIRST in the
: 5000 Waks

Heart of lllingis

4
WIMIB PEORIA
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1,000-FT. TOWER LIMIT PLAN
COULD ALTER TV ALLOCATIONS

Washington Airspace Subcommittee recommendation to put ceiling
on all towers at 1,000 ft., if adopted, would allow more vhf and
uhf station assignments and give impetus to boosters. It is not be-
lieved present 1,000-ft.-plus towers would need lowering.

A MAIJOR revision of the FCC’s tv allocation
plan loomed as a possibility last week following
disclosure that the Washington Airspace Sub-
committee of the Air Coordinating Committee
had recommended that a 1,000-ft. ceiling be
placed on all tv towers.

The only exception would be for towers
shielded by existing obstructions.

The recommendation also calls on the FCC
to “initiate action necessary to minimize the
number of radio or television towers which will
extend over 1,000 ft. above ground.”

It also points the way to one method of over-
coming the 1,000-ft. limitation on tv towers:
Common antennas or antenna farms.

A flat 1,000-ft. limitation on tv antenna
heights would force the FCC to reassess its
entire tv allocation plan. Power-antenna height
ratios are based on 2,000-ft. antennas above
average terrain, except for vhf stations in the
densely populated northeast and north central
states. These are limited to 1,000-ft. towers.

Changes that are immediately apparent would
be: (1) increase in the number of vhf and uhf
channels which could be allocated throughout
the country, (2) a prod to the FCC’s considera-
tion of satellite and booster stations to enable tv
stations to cover the same areas as provided
by the higher antennas.

It is not believed that a reduction in present
over-1,000-ft. towers would be required. There
are more than 20 such towers in use or building
at present.

Pending the revision of national air policy,
the unanimously-approved Airspace Subcom-
mittee memorandum recommends that the sub-
committee refuse to act on any application for
tv towers more than 1,000 ft. above ground,
unless the towers are shielded by existing ob-
structions. The FCC member of the subcom-
mittee abstained.

The document, ACC 3/21.8, was approved by
the subcommittee Nov. 12. It is now being
studied by the ACC’s Technical Division, which,
it is understood, plans to meet on the subject
early next month.

If approved by the ACC, the next step would
be up to the FCC. The Commission is an in-
dependent agency. Tt is not bound by any action
taken by other government bodies. However,
there is no doubt that the Commission would
give serious consideration to the request. If it
were persuaded that the matter was required by
national air policy it could adopt the 1,000-ft.
ceiling.

This would mean a direct reversal of the
FCC’s 1952 Sixth Report and Order which
called for stations with 2,000-ft. antennas and
maximum power (with the exception of vhf
stations in Zone 1} in order to bring television
to the entire U. S. Tt would also set at naught
the Commission’s present proposal to lift the
1,000-ft. tower height limitation now in existence
for vhf stations in the crowded northeast and
north central states (see story this page).

The Airspace Subcommittee’s action follows
by two years a joint FCC-CAA study which cul-
minated in an agreement to solve tower height
problems on a case by case method.

In discussing the tall tower situation, the sub-
committee referred to plans for 2,000-ft. tow-
ers, and said in the recommendation:
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From past experience, it is anticipated that
this will introduce competition in these areas
for towers of similar magnitude. It is, therefore,
undesirable to accept the additional hazard cre-
ated by such structures under circumsStances
where the total number may be increased by
each individual station in the area requesting a
similar consideration. This situation as presented
by each applicant now exists under the philoso-
phy of the Commission [FCC] which is to en-
courage maximum use of each allocated channel.

The discussion also implies that the ACC
still expects Congressional legislation to author-
ize Federal control over tall structures within
navigable airspace. This is believed to refer
to various moves made over the post-war years
to give the Federal government control over
airspace. Sen. Edwin C. Johnson (D-Colo.)
introduced one such bill in the 82nd Congress.
This would have empowered the Secretary of
Commerce to rule on all structures over 500 ft.
above ground. During the 1952 McFarland
Bill hearings, the House Commerce Committee
was asked by the Air Transport Assn. and other
aviation groups to amend the Communications
Act to force the FCC to accept rulings regarding
air hazards made by the Secretary of Com-
merce, the CAA, CAB or military services.
Nothing ever came of these efforts.

At the present time, it is optional with the
FCC whether to accept the ruling of the Air-
space Subcommittee or not. Generally, when
the subcommittee decides that there is a hazard
to air navigation, the Commission bends every
effort to arrange a compromise. In many cases
applicants turned down by the subcommittee
accept lower heights or find other locations for
their towers.

The Airspace Subcommittee report claims that
adjustment of air flight rules for towers up to
1,000 ft. above ground have been handled with
little difficulty so far, but adjustment “will be-
come untenable in areas of heavy air traffic”
in dealing with towers over 1,000 ft. above
terrain.

The report alsc repeats what has been sug-
gested before by aviation interests: That the
over-all plan for tv service should call for maxi-
mum use of single structures “to ensure
minimum effect on low level aircraft opera-
tions.”

The FCC’s Sixth Report and Order recom-
mended the use of common antennas where
possible, but declared such use would not be re-
quired “without further exploration of the
problems which might arise from such a rule.”

There are a number of common antennas in
use by the television industry. New York's
seven stations are all located atop the Empire
State Bldg. In Miami, there is a growing “an-
tenna farm” on which a number of stations are
operating or building.

The report also refers to the work being done
by the ad hoc committee of the ACC’s subcom-
mittee on Airdromes, Air Routes and Ground
Aids (AGA). This group is studying methods
of making more visible antennas and guy wires
through improved marking and lighting
[B®T, Oct. 18, Aug. 23].

Genesis of the Airspace Subcommittee’s
policy recommendation was the application of
WSLA (TV) Selma, Ala., for approval of a
1,993-ft. tower near Sellers, Ala. Although
“reluctantly” approved by the regional airspace
subcommittee as meeting criteria, the Wash-
ington subcommittee voted against it on the

NARBA Huddle Continues

CLOAK of silence hung over the U. S.-
Mexican conference in Mexico City last
week as officials of the two governments
went into executive session in an effort
to settle “critical questions” involved in
a proposed bi-lateral agreement on stand-
ard radio (am) allocations. Earlier, it was
disclosed basic differences to date hinge
on counter-proposals for secondary sta-
tion assignments in one country on the
clear channels of the other nation [BeT,
Nov. 22]. Delegates met Thanksgiving
Day, with sources close to the conference
citing this as further indication both
Mexico and the U. §. are working
earnestly to settle differences. The out-
look, once again, was described as “‘en-
couraging.”

ground a tower that high was a hazard to air-
craft. No specific violations of criteria were
cited by the military members of the sub-
committee who led the opposition to approval
[BeT, Oct. 25].

An earlier proposal for a 1,200-ft. tower by
KGUL-TV Galveston also ran into heavy
opposition on the part of the Washington
subcommittee, although again the station had
received full approval of the regional sub-
committee as meeting all existing criteria. In
this case a compromise was worked out which
satisfied the station and aviation interests
[BeT, Aug. 9].

The Air Coordinating Committee was estab-
lished by Presidential Executive Order in 1946
to advise the President on national air policy.
Its members comprise the Undersecretaries of
State, Treasury, Post Office, Commerce, Army,
Navy, Air Force and the chairman of the Civil
Aeronautics Board.

The ACC’s technical division is composed of
delegates representing the official ACC top
members. Where broadcasting is involved, the
FCC sits in as a voting member.

The ACC’s Airspace Subcommittee has as
its membership representatives of Commerce
(CAA), CAB, the military services and the FCC.

This is the committee which passes on all
requests for antenna towers higher than 500
ft. above ground. Regional subcommittees are
authorized to approve towers no higher than
500 ft. without submission to the Washington
subcommittee.

If there is a division of opinion among ACC’s
members regarding the 1,000-ft. tower proposal,
the final decision is left up to the President.
It is not believed that the matter will be per-
mitted to go that far.

OBJECTIONS MEET
HIGH TOWERS PLAN

EARLY COMMENTS on the FCC’s proposal
to revise its tv rules to permit 2,000-ft. towers
in the crowded northeast and north central
states [BeT, Sept. 27] were mostly unfavorable
as of Wednesday night. Only four comments
had been received by then, with deadline Thurs-
day. Counter-comments are due by Dec. §.

Favoring the proposal was Sarkes Tarzian
Inc., electronic parts manufacturer and owner
of WTTV (TV) Bloomington, Ind. Opposing
the change were WGLYV (TV) Easton, Pa.; Air-
craft Owners & Pilots Assn., and the Defense
Department.

The FCC proposal was based on petitions
submitted by WBEN-TV Buffalo, N. Y., and
WSAZ-TV Huntington, W. Va. Both objected
to the alleged discrimination to vhf stations

BROADCASTING ® TELECASTING



under the FCC'’s regulation regarding power-
antenna height ratios in the crowded northeast
and north central states (Zone 1). Under pres-
ent rules, maximum power is permitted tv sta-
tions in Zone 1 with towers not over 1,000 ft.
above average terrain. Where stations build
towers above that height, they must correspond-
ingly reduce their power. The purpose of this
rule was to permit the allocation of more
channels in this area.

FCC Comr. Frieda B. Hennock dissented to
the proposal to change this rule. She said that
permitting Zone 1 vhf stations to build 2,000-
ft. towers would mean that these stations would
cover large market areas, thus blanketing
smaller vhf and all uhf stations. This is what
the Zone 1 1,000-ft. height limitation was
meant to avoid, she said. In all other parts
of the country, stations may build 2,000-ft.
towers without penalty.

This is the position taken by ch. 57 WGLV.
It points out that under present regulations, the
three Philadelphia vhf stations (WFIL-TV,
WCAU-TV and WPTZ [TV]) throw a Grade
B signal into more than 70% of the Easton
uhfs Grade A coverage area. If the rule is
changed to permit higher towers, eleven out-
side stations would lay a Grade B signal into
more than 70% of WGLV’s Grade A area.
These would be Philadelphia’s three, New
York's seven and Wilmington’s one, WGLV
said.

WGLYV mentioned the uphill fight to persuade
viewers to convert to uhf and said that if out-
side signals are permitted to come into its
area, people would cease buying uhf tuners
and sets.

Assistant Secretary of Defense T. P. Pike ob- |

jected to the change on the ground that the re-
moval of the limitations in Zone 1 would en-
courage the use of higher antennas. He men-
tioned that the establishment of Zone 1 was
predicated on population densities and called
attention to the fact that the same area also
includes the highest military and civil air traffic
density in the U. S.

AOPA asked that no change be made in the
rule until “appropriate safety marking and warn-
ings have been developed for the protection
of aircraft flying in the vicinity of those an-
tennas.” AQPA represents the owners as well
as pilots of private aircraft.

Sarkes Tarzian favored the proposal. He
called attention to the programs offered on
ch. 4 WTTV for the benefit of the rural viewers
of his area, and said that many who lived at a
distance from his transmitter complained of
inferior reception. This, he said, was probably
due to the “cheap” sets being sold. Increase in
his tower height would permit him to serve
these viewers more satisfactorily, he claimed.

Two Networks File Partial

Answers to Bricker Query

TWO NETWORKS have filed partial answers
to a questionnaire sent to the four television
networks in Sen. John W. Bricker’s investiga-
tion of the networks and uhf-vhf problems
through the Senate Commerce Committee, of
which he is chairman. Identities of the answer-
ing networks were not disclosed.

The committee investigation staff expects
that all the tv networks will make their replies
by this week, a spokesman said. The
identical questionnaires to ABC-TV, CBS-TV,
DuMont Tv Network and NBC-TV, were large-
ly on affiliation details and policies, and repre-
sented the second query made by the probe
staff [BeT, Oct. 25]). The first was mailed to
the FCC and the investigation staff earlier indi-
cated other questionnaires will be sent to
stations.
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like shooting fish
in a barrel

“How can you miss?”’ With coverage that
reaches 429,000 families and a phenome-
nal share of audience, established VHF
WTAR-TV not only blankets America’s 25th
market, but the eastern half of Virginia (in-
cluding Richmond) and all of northeastern
North Carolina. Selling in America’s Miracle
Market gets to be more of “'a snap” every-
day.

9? % ® to Soll lomericas Woracls Murkt

channel 3
NORFOLK

REPRESENTED BY EDWARD PETRY & CO.. INC.
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KEFAUVER MAY QUIZ
McCONNAUGHEY BID

The Tennessee Democrat de-
nies that any of his questions
will be connected with the Ed
Lamb renewal before FCC.

SEN. ESTES KEFAUVER (D-Tenn.) told
BeT last week he may want to question FCC
Chairman George C. McConnaughey in the
next Congress on the latter’s “former connec-
tions and general attitude” if the McConnaughey
nomination is resubmitted to the Senate,

The Tennessee Democrat said he has re-
ceived “some letters” critical of Mr. McCon-
naughey’s past connections while in private law
practice in Ohio. Referring to the letters, he
said, *If 1 find out there’s anything to them,
I will want to question him.”

The McConnaughey nomination, submitted
to the special Senate session Nov. 8, cleared
the Senate Commerce Committee, but so far
has been blocked on the floor.

Sen Kefauver denied that any questions he
might want to ask Mr. McConnaughey are con-
pected in any way with what the FCC chair-
man’s attitude might be on the current FCC
hearing on the application of broadcaster-pub-
lisher Edward Lamb for license renewal of
WICU (TV) Erie, Pa., (see story, this page).

“That doesn’t enter into it,” he said. During
the Senate Commerce Committee hearing last
June on the nomination of FCC Comr. John
C. Doerfer, Sen. Kefauver filed a statement
supporting Mr. Lamb. Mr. Lamb had charged
Comr. Doerfer with being behind “a planned
scheme of economic strangulation,” in the
FCC's allegations that Mr. Lamb falsely stated
in his application and elsewhere that he had
never been a communist or associated with the
Communist Party.

Kefauver Backs Doerfer

The Tennessean, however, went along later
with the unanimous confirmation of Comr.
Doerfer by the Senate.

In his statement last week, Sen. Kefauver
declined to reveal the source or nature of the
letters he has received. He said they were not
from Harry R. Booth, acting chairman of the
Utility Users League, Chicago. Mr. Booth, in
letters to the Senate Commerce Committee
and other senators, has questioned Mr. Mc-
Connaughey’s qualifications on the ground that
the FCC chairman formerly represented AT&T
subsidiaries in rate cases before the Ohio Public
Utilities Commission.

Sen. Kefauver said he is “not ready to make
any charges” until he checks into the allega-
tions contained in the letters criticizing Mr.
McConnaughey. If he finds the charges are
justified, he said, he will want to appear at a
hearing during the 84th Congress to question
the FCC chairman on his “general attitude”
and on his “connections and his ability.”

During the Nov. 9 Senate Commerce Com-
mittee hearing on the McConnaughey nomina-
tion, Sen. A. S. Mike Monroney (D-Okla.} said
Sen. Kefauver and other senators, including

ISen. Warren G. Magnuson (D-Wash.), slated

to be committee chairman under Democratic
organization of the Senate next year, had indi-
cated they wish to question Mr. McConnaughey,

The nomination later cleared the committee
by affirmative vote of its seven Republicans,
with seven Democrats abstaining. But when
Sen. John W. Bricker (R-Ohio), committee
chairman, attempted to report the nomination
on the Senate floor, it was blocked by the
objections of Sen. Lyndon B. Johnson (D-Tex.),
Democratic floor Ieader.
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Ike Chides ‘Blockers’

PRESIDENT Dwight Eisenhower last
week expressed disappointment that
Democrats have held up some of the
nominations he has sent to the Senate
during its special session. Mentioning
none of the nominees by name, he said
at a news conference that he doesn’t
think it serves the country’s needs to
defer confirmation of key appointees
when there is no real or deep controversy
over them. Democrats have Dblocked
confirmation of the nomination of
George C. McConnaughey as FCC
chairman on grounds it is controversial
and thus should be held over until the
next Congress.

FCC Again Extends Deadline
On Daytime Skywave Proposal

FURTHER extension of the deadline for com-
ments on FCC's daytime skywave proposal,
from Dec. 6 to Jan. 17, 1955, was announced
by the Commission last week. Date for replies
was extended to Feb. 1 of next year.

Extension is the third since the Commission
announced its proposal last March, which sub-
sequently drew general opposition from varicus
segments of the industry [BeT, Oct. 11; July
19, 12; March 15]. In substance, the plan
affords Class I clear channel stations greater
protection from the interference caused at sun-
set and sunrise by certain secondary stations
on those channels.

Meanwhile, WOR New York has advised the
Commission that in “no case” would it receive
additional protection under the plan. WOR, a
Class I-B outlet on 710 kc, explained the fre-
quency also is assigned to Class I-B KIiRO
Seattle and 11 Class II stations in the U. S.

Under the present standards, WOR said it is
entitled to protection to the 100 microvolt per
meter contour where no daytime co-channel
signal stronger than 5 microvolts is allowed.
Under the FCC plan, WOR heid, the proposed
standards would permit interfering signals as
high as 305 microvolts, or 61 times stronger.
WOR asked further study to determine service
gains and losses on a station-by-station basis.

Odessa Tv Co. Favored
In Ch. 7 Initial Decision

INITIAL decision proposing to grant ch. 7 at
Qdessa, Tex., to Odessa Tv Co., a joint venture
half-owned by KOSA there, was issued by FCC
Examiner John B. Poindexter last week. The
decision proposed to deny the competing appli-
cation of Clarence E. Wilson and Philip D.
Jackson, doing business as The Odessa Tv Co.

The decision concluded that the grant of the
ch. 7 facility should go to the joint venture
of Odessa Tv Co. because of superiority of its
proposal as to local ownership, past participa-
tion in civic affairs, programming, and diversi-
fication of control of the media of mass com-
munications.

El Centro Tv Deletion

DELETION of c¢h. 16 KPIC-TV El Centro,
Calif., was reported by FCC Nov. 19 after sta-
tion’s failure to renew its expired permit. De-
letions to date total 92 uhf, 21 vhf.

LAMB CASE RECESSES,
AWAITS DEPOSITIONS

FCC Examiner waits for Broad-
cast Bureau to specify dates
when depositions will be taken
from convicted communists
Gus Hall and Jacob Statchel.

CONTROVERSIAL license renewal hearing on
Edward Lamb’s WICU (TV) Erie, Pa., was in
recess without date last week as FCC Examiner
Herbert Sharfman waited for the Commission’s
Broadcast Bureau to specify dates for deposi-
tions from two prospective witnesses, both now
in jail.

At the last session of the hearing Nov. 19,
the Broadcast Bureau filed notice of intention to
interrogate Gus Hall and Jacob Statchel, both
among the top 11 Communists convicted of
Smith Act violations, but no date was given.
They probably will be the Broadcast Bureau’s
last of 21 witnesses in an effort to learn whether
or not Mr. Lamb falsely stated he never had
Communist ties.

The hearing has been under way since mid-
September [BeT, Sept, 20 er seq.). It is ex-
pected to run well into next year since counsel
for Mr. Lamb has to complete cross examina-
tion of certain Broadcast Bureau witnesses and
present Mr. Lamb’s defense case and witnesses.
These include some top national figures, it is
understood.

In addition, counsel for Mr. Lamb will
present the affirmative case on charges by the
WICU owner that at least one bribe was caused
to be offered by FCC representatives in an
alleged attempt to secure testimony against Mr.
Lamb. FCC's defense on this issue would
follow.

May Oppose Depositions

The Broadcast Bureau may settle this week
the dates on which it wishes to take depositions
of Mr. Hall, now in the U. S. Penitentiary at
Leavenworth, Kan., and Mr. Statchel, at Federal
Correctional Institute, Danbury, Conn. When
supplemental notices giving the dates are filed
with Examiner Sharfman, counsel for Mr.
Lamb has indicated he will file opposition unless
it can be shown that the witnesses will not
plead the Fifth Amendment and refuse to testify
and, if they do testify, will relate facts pertinent
to issues in the hearing.

The Broadcast Bureau revealed its status
Nov. 19 at the conclusion of testimony by
Edward T. Cheyfitz, one-time Communist and
now an active anti-Communist and Washington
law partner of Edward Bennett Williams, coun-
sel for Sen, Joseph R. McCarthy (R-Wis.).
During the 1930s, Mr. Cheyfitz related, he was
active in Toledo labor and Communist Party
affairs. Part of this time his office adjoined
that of Mr. Lamb’s, he said.

Asked if Mr. Lamb ever was a member of
the Communist Party, Mr. Cheyfitz replied,
“To my knowledge, he was not.” He later ad-
mitted that Mr. Lamb knew he (Cheyfitz) was
a party member,

The witness related people always were visit-
ing Mr. Lamb’s office and Mr. Lamb frequently
handled labor cases. He described him as
sympathetic to the “common man.”

Mr. Cheyfitz recalled Earl Browder, then
national head of the Comumnist Party, and two
Ohio party officials visited Mr. Lamb’s office in
1938-39, but could not remember specific con-
versations.

Questioned by the examiner if he had dis-
cussed Communism with Mr. Lamb, Mr. Chey-
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fitz replied, “It would be difficult to fix one
conversation. I had a lot of discussions with
Lamb on everything from Saxon to sex in a
period of years. . . . I am sure we discussed
Marxism and Leninism because a lot of people
were discussing it in those days.”

Mr. Cheyfitz said he broke with the Com-
munist Party in 1939 at the time of the Hitler-
Stalin pact. The following year, he said, Mr.
Lamb supported him in his fight to stop Com-
munist interference in the dye casters union
which Mr. Cheyfitz then headed.

The witness remembered attending a party
at Mr. Lamb’s home in 1937 but was not sure
whether it was tendered for Dave Gordon, de-
scribed as a local party member, or whether
Mr. Gordon was there. Mr. Gordon was said
to be leaving as a volunteer in the Spanish civil
war.

Sigalert Defense System
Demonstrated in Los Angeles

SIGALERT, a new air raid warning communi-
cations system by which civil defense officials
can cut into commercial programming at any
time from CD headquarters to issue instructions
to the public, was demonstrated to military and
CD officials in Los Angeles Nov. 16 by Loyd
Sigmon, vice president and chief engineer,
KMPC Hollywood.

Developed by Mr. Sigmon at the request of
the Los Angeles office of civil defense, the
system permits interruption of programming on
all frequencies and channels, bypassing station
studios. At the Nov. 16 demonstration on
KMPC, a test unit was linked to the station by

telephone wire, but permanent installations will
use microwave links, according to CD spokes-
men.

The Federal Civil Defense Administration
has been asked for a $60,000 appropriation to
set up a pilot Sigalert warning system in three
Los Angeles stations by Col. P. B. McCarthy,
senior deputy director of communications, Los
Angeles OCD.

WPEN Opposes Sale
Of WDAS Facilities

OPPOSITION to the request of WDAS Phila-
delphia for FCC permission to sell its 1400 ke
facilities when it moves to its newly-authorized
1480 kc¢ wavelength [BeT, Sept. 27] was filed
last week by WPEN Philadelphia.

WPEN also asked that the Commission re-
voke the license of WDAS because it did not
tell the Commission it intended to sell the old
facilities when it asked for and received license
renewal last July.

Earlier protest against the WDAS applica-
tion to sell its existing facilities had been filed
by WHAT Philadelphia.

Application for FCC approval to sale of
WDAS 1400 ke facilities for $72,000 to Friend-
ly Broadcasting Co. (Richard Eaton) was filed
last September. WDAS said it had a CP to
move to 1480 kc, and that in addition to the
$72,000 purchase price, Friendly Broadcasting
Co. would pay $4,350 a year for seven years’
rental of the old WDAS studios. WDAS owner
Max M. Leon pointed out that he had bought
WDAS for $500,000 in 1950 and had spent

$53,000 in 1953 for new studios and planned
to spend $163,000 for complete new studios
and equipment for the 1480 kc operation. He
cited cases in which the Commission had ap-
proved such sales of old facilities.

WPEN argued that there was no precedent
for a licensee to sell the frequency he was
vacating.

Mr. Eaton, through United Broadcasting
Co., owns WOOK-AM-TV and WFAN (FM)
Washington, WSID and WTLF (TV) Baltimore,
WARK Hagerstown, WINX Rockville, all
Maryland, WIMO Cleveland and WANT Rich-
mond, Va.

New Uhf Stations Requested
For Yakima and Anderson

APPLICATIONS for two new uhf tv stations
at Yakima, Wash., and Anderson, Ind., were
filed with the FCC last week.

Applicant for new tv station on ch. 23 at
Yakima is Robert S. McCaw, doing business as
Chinoock Tv Co. Mr. McCaw is president and
one-third owner of KYAK Yakima, KALE-
AM-FM Richland, and president and half-
owner of KLAN Renton, all in Washington.
Mr. McCaw also is 10% owner of Harbor Tv
Corp., community tv system at Aberdeen.

At Anderson, applicant for new tv station
on ch. 61 there is Great Commission Schools
Inc., owner of Civic Broadcasting Co., licensee
of WCBC Anderson. Great Commission, a
non-profit organization, plans to buy all the
equipment, antenna and tower of the now de-
funct ch. 64 WBKZ-TV Battle Creek, Mich., for
$44,000.

IT'S A PROUD
FACT...

that station demand for NORTHWEST-trained

personnel has taxed our Portland school to the limit,

to know that TWO new Northwest Radio and TV School

centers are now in operation to build an even greater

®
@
Radio and TV station executives will be happy ®
®
®

pool of trained, responsible men and women.

NORTHWEST RADIO and TV

SCHOOL

now takes a

GIANT STEP
FORWARD

WITH 2 NEW TRAINING
CENTERS IN CHICAGO AND
HOLLYWOOD

Professional Studios
Extension Training
Placement Service
Film Training
Consulting Service

NORTHWEST RADIO and TV SCHOOL of PORTLAND

540 No. Michigan Ave.
Chicago, Illinois

1440 No. Highland Ave.
Hollywood, California

1221 N. W. 21st St.
Portland, Oregon
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HEARING SET DEC. 8
ON RCA-JUSTICE SUIT

RCA holds that Justice Dept.’s
antifrust suit on patent-licens-
ing shouid be moved to U. S.
Court in Delaware which is-
sued 1932 consent decree.

HEARING on a motion to transfer the Justice
Dept.’s civil antitrust suit against RCA [BeT,
Nov. 22] to the Delaware District Court was
set last week for Dec. 8.

The motion to transfer was filed by RCA
on grounds primarily that the Justice Dept.’s
suit deals solely with patent-licensing matters
that were the subject of a 1932 consent decree
filed in the Delaware Court and accordingly
that court should have jurisdiction.

The antitrust suit was filed in the U. S. Dis-
trict Court for the Southern District of New
York and Senior District Judge John C. Knox
heard preliminary argument between RCA and
government counsel last Wednesday, finally
granting the government’s request for two
weeks in which to prepare a brief setting forth
its position.

Basis for the RCA request, asking that the
government be required to show cause why
the case should not be transferred to the Dela-
ware District Court, was outlined in an affi-
davit filed by John T. Cahill of the law firm of
Cahill, Gordon, Reindel & Ohl, counsel to
RCA.

Mr. Cahill noted that supplemental consent
decrees in 1934 and 1935 had been entered,
and said the decree of 1932 and agreements
approved by it have been before the Delaware
court twice, once in 1942 and again in 1954,

He stated that the 1942 proceeding involved
a motion by the assistant attorney general to
vacate the decree on the ground it was no
longer in the public interest. He pointed out
that this motion was denied in the court in
Delaware and on April 5, 1943, the Supreme
Court dismissed the government’s appeal from
that decision on motion of the Solicitor Gen-
eral.

The 1954 decision upholding the consent
decree, Mr. Cahill said, resulted from a motion
brought by the General Electric Co., a party
to the decree, which sought an interpretation.
Mr. Cahill observed that the plaintiff “also
appeared in this latter proceeding once again
to urge that the decree and the agreements
approved thereby were not in the public in-
terest.”

In urging the action be transferred to the
Delaware Court, Mr. Cahill made the point
that the activities of RCA under the consent
decree of 1932 embrace all its patenting ac-
tivities and its relationship with hundreds of
corporations. If tried in New York, he asserted,
it will require “substantially a]l the time of a
single judge over a considerable period of time.”
He added:

“The principles of comity and of the orderly
administration of justice lead to the single con-
clusion that this action should have been
brought in the United States District Court for
the District of Delaware, the court which en-
tered the consent decree of 1932, which lies at
the heart of all the matters alleged in the
instant complaint. The Delaware Court has
reserved continuing jurisdiction with respect to
the consent decree of 1932 and the activities
of RCA and others thereunder.”

The affidavit took notice that the complaint
named RCA only as a defendant, but listed as
co-conspirators the General Electric Co,, West-
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McCarthy Told No

MOST non-talked about episode in the
continuing series of McCarthy-network
relations, which have not been “healthy,”
was still quite a mystery last week,

NBC disclosed Monday night in a brief
statement that it had turned down a re-
quest by Sen. Joseph R, McCarthy (R-
Wis.) for free tv time on Thanksgiving
Day, presumably to answer criticism di-
rected against him because of his hospital-
ization for an elbow injury. The request
was made on Nov. 21 by the senator’s
wife in a telephone call to Eugene E.
Juster, manager of films for NBC. A
network spokesman said Mrs. McCarthy
did not give any reasons for the request
except to say it was in connection with the
Senate’s censure charges against her
husband. Other tv networks reported no
similar requests.

What did the senator and Mrs. Mec-
Carthy have in mind? Network spokes-
men said they had no idea.

inghouse Electric Corp., American Telephone
& Telegraph Co., Western Electric Co., and
Bell Labs. They were described in the affi-
davit as “parties to the proceeding which re-
sulted in the consent decree of 1932 in the
United States District Court for the District
of Delaware.”

Three Radio Station
Sales Get Approval

SALE of KJR Seattle, Wash.,, WWOK Charlotte,
N. C., and KOFQ Ottawa, Kan., received FCC
approval last week.

KJR was sold by Ted Gamble and C. Howard
Lane for $150,000 to John F. Malloy and Lester
M. Smith {B®T, Nov. 8].

Mr. Gamble sells his 90% interest in KJR
in order to exercise his option to acquire a one-
third interest in KOMO-AM-TV Seattle.

Mr. Malloy is owner of KVSM San Mateo,
Calif., and 10% owner of KROY Sacramento.
Mr. Smith is manager of KVSM. Messrs.
Gamble and Lane are part owners of KOIN-
AM-FM-TV Portland, Ore.

At Charlotte, 60% interest of new am station
WWOK, now under construction, was sold to
Robert W. Rounsaville [B®T, Nov. 1]. Mr.
Rounsaville pays $3,000 for 10% share and re-
ceives an additional 50% interest for managing
the station.

Mr. Rounsaville is licensee or has majority
interest in WQXI-AM-TV Atlanta, Ga.; WLOU-
WQXL-TV Louisville, Ky.; WCIN-WQXN-TV
Cincinnati; WBAC Cleveland, Tenn.;, WMBM
Miami Beach, Fla.,, and WBEJ Elizabethton,
Tenn.

At Ottawa, KOFO was sold by the Ottawa
Broadcasting Co. to Roderick B. Cupp and his
wife, Edwina W. Cupp, for $40,000. Mr. Cupp
is a sales employe of KMBC-AM-TV Kansas
City.

WHTN-TV Huntington
Wins Power, Tower Boost

BOOST in effective radiated power to full 316
kw and increase in antenna height to 1,270 ft.
above average terrain were granted ch. 13
WHTN-TV Huntington, W. Va., by FCC last
week. Authorization is subject to condition
that the tower will be removed in the event a
second runway is added to the local Tri-State

* cinnati,

Airport and to such changes as may be required
if a reallocation proposal by ch. 27 WLAP-TV
Lexington, Ky., is approved.

WHTN-TV, now under construction, origi-
nally was granted ERP of 238 kw with antenna
height above average terrain of 740 ft. The
tower height boost was arranged through an
agreement with the New York Regional Air-
space Subcommittee, FCC explained. WLAP-
TV’s proposal, on which FCC has invited com-
ments, involves addition of ch. 4 at Richmond,
Ky., and a change of the boundary of alloca-
tion Zone I [B®T, Sept. 20].

Stations in 4 Cities

File for Transfers

APPLICATIONS for the transfers of KANG-
TV Waco, Tex.; WNEM-TV Bay City, Mich,;
WUSN-AM-TV Charleston, S, C., and WVVW
and WJPB-FM-TV Fairmont, W. Va., were
filed with the FCC last week,

At Waco, ch. 34 KANG-TV was sold by
Central Texas Tv Co., permittee, to KTBC-AM-
TV Austin, Tex., for $115,000 and assumption
of $19,000 indebtedness.

KANG-TV, on the air since November 1953,
reported it has sustained heavy losses because
of the failure to obtain network and national
business in sufficient volume tc meet operating
expenses. The application disclosed a surplus
deficit of $145,555.

Ch. 7 KTBC-TV, the only tv station at
Austin, reported a surplus of $502,469 and a
profit of $55,166 as of Sept. 30.

® At Bay City, one-third interest of ch. 5
WNEM-TV was sold by Saginaw Broadcasting
Co. for $155,000 to Gerity Broadcasting Co,
Gerity Broadcasting, licensee of WABJ Adrian
and permittee of WPON Pontiac, both in
Michigan, will now be sole owner of the sta-
tion. Saginaw Broadecasting is operator of
WSAM-AM-FM Saginaw, Mich.

® At Charleston, 40% interest in WUSN-
AM-TV was purchased for $48,418 by the
Evening Post Publishing Co., former owners of
WTMA-AM-FM there. Evening Post had dis-
missed its competitive bid for the ch. 2 facility
at Charleston in exchange for an option to
purchase the 40% interest in the new tv ven-
ture.

¢ At Fairmont, 75% interest in the three
facilities was sold by J. Patrick Beacom for
$72,500 to Donn D. Baer, owner-manager of
Donn D. Baer Auditing Service Co., Cin-
Mr. Beacom retains a 25% interest
[BeT, Nov. 22]. Ch. 35 WIPB-TV has been on
the air since April and carries ABC, NBC and
DuMont programming.

WRNL Protests Radio Ban,
Wins Va. Commission Approval

PROTEST by WRNL Richmond, Va., to the
Virginia Commission on Public Education—
which had banned radio coverage at the public
hearing on school segregation—succeeded in
swaying the commission to switch its position
and allow recordings of the proceedings, ac-
cording to the station, which claims to have
been the only station to protest the prohibition.

Roger Mudd, WRNL news editor, opposed
the ruling in a memorandum to State Senator
Garland Gray, commission chairman, in which
he pointed out that since a court reporter
would take down every word during the hear-
ing, which would become public information,
a recorder would merely “substitute the voice
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Rep. Priest Praised

REP. J. PERCY PRIEST (D-Tenn.),
who as ranking Democrat on the House
Commerce Committee is in line for chair-
manship of that committee, was com-
mended by a fellow Tennessean and
Democrat last week. Sen. Estes Kefauver
(D-Tenn.) said he wished to go on record
as being “high in my praises of Con-
gressman Priest.”

of the speaker for the voice of the newsman.”

Although the commission, after hearing the
memorandum read, voted against radio 20 to 7,
Mr. Mudd proceeded to set up his recording
equipment and again asked that the decision
be reversed. Four minutes before the start of
the hearing, Sen. Gray and the other members
of the commission decided in favor of radio
coverage. WRNL recorded the sessions and
broadcast portions of the hearings at various
times throughout the day and evening.

Kingston Shift Asked

WKNY-TV Kingston, N. Y., has petitioned
FCC for rule-making to alter several area uhf
channels to permit it to switch from ch. 66 to
ch. 21. Station explained that inefficiency of its
transmission facilities as well as the instability
of set owners’ uhf converters on ch. 66 requires
the change. WKNY-TV seeks substitution of
ch, 27 for 21 at Hanover, N. H,, and ch. 75 for
27 at Concord, N, H. Alternate plan is to sub-
stitute ch. 43 for 21 at Hanover and ch. 21 for
43 at Laconia, N. H.

KCOR-TV Asks for Ch. 14

KCOR-TV San Antonio, all-Spanish language
station in construction status, petitioned FCC
last week to substitute ch. 14 for its assigned
ch. 41, requiring substitution of ch. 30 for 14 at
Seguin, Tex. KCOR-TV explained that the
large Spanish-language market there includes
4,700 public housing apartments which must
employ indoor antennas. In view of the pres-
ent stage of the art and calculations based on
the Fresnel diffraction theory, ¢h. 14 will work
better with indoor antennas than the higher
channel, KCOR-TV said.

Dulles to Open VOA Studios

SECRETARY of State John Foster Dulles will
formally open the U. S. Information Agency’s
Voice of America studios in Washington
Wednesday at 4 p.m., Theodore C. Streibert,
USIA director, announced last week.

VOA’s long-planned move from New York
to Washington has been in progress for some
time and is virtually complete. The Voice’s new
Washington headquarters, where the Wednes-
day dedication will be held, are on the second
floor of the Health, Education & Welfare Bldg.,
330 Independence Ave., S.W. VOA director
is J. R. Poppele.

Cost of the move, VOA said, is estimated
at $2,600,000, or $400,000 less than the original
calculation. The figure includes construction
at the Washington installation and moving of
personnel and equipment. The 4 p.m. opening
ceremonies will be followed by a tour of the
14 new studios.

Election Backfire

A GAG backfired during this month's
election to give Robert E. (Coffechead)
Larsen, WEMP Milwaukee, Wis., disc
jockey a 406 to 60 plurality in the local
contest for county surveyor—a non-
salary job. Mr. Larsen jokingly an-
nounced his candidacy when it was
pointed out to him that no one was en-
tered on the ballot for the position. The
gag has its drawbacks though: If he be-
comes surveyor and is unable to perform
the surveyor’s duties or is unable to
deputize someone to do it for him he js
subject to a $25 to $50 fine; he is also
liable to a $100 fine if he does not post
a $1,000 surety bond.

GOVERNMENT PEOPLE

Leland Stanford Briggs, former vice president
and general manager of eastern regional offices,
executive committee member and advertising
copy production creative director, McCann-
Erickson, N. Y., to U. S. Information Agency,
Washington, as chief of press service.

Kenneth A. Norton, chief, Systems Research
Laboratory, National Bureau of Standards
Central Radio Propagation Laboratory, Wash-
ington, D. C., named chief, Radio Propaga-
tion Engineering Div., Boulder, Colo., Labora-
tories, NBS; Dr. Harold A. Thomas, head,
Fuze Branch, Naval Ordnance Laboratory,
Corona, Calif., appointed chief, Radic Stand-
ards Div., NBS, Boulder.

THE VOYAGER

The first one-case professional tape recorder for remotes.,
i=. Complete with line level amplifier with bridging input and
= low impedance microphone jack, 600-ohm balanced output.

‘A Switch for 2-speed equalization and monitor jack on front.
+2 db. from 50 to 15,000 cps at 15 ips.

are used in prn!allinnul

~and broadcast installations thnn

‘all other recorders combined!

THE M-81

Slot-loading, push-button instant control. Case, rack, or con-
sole mounting. Amplifier and mechanical unit invert for easy
servicing in console. Full track operation (half track avail-
able on special order) and instant dual speed selection —
TY and 15 ips standard, 3% and 7% ips available on special
order. Microphone and bridging inputs. £2 db. from 40 to
15,000 ¢ps at 15 ips. Timing accuracy 3 sec. in 30 min. Signal-
to-noise ratio exceeds 55 db. Flutter less than 0.15% RMS
at 15 ips. Conforms to NARTB response curve.

Call, write or wire for full information and specifications—or see your Magne-
cord dealer, listed under “Recorders” in your classified telephone directory.

Magnecord, /nc.

1101 SOUTH KiLBOURN AVENUE

® CHICAGO 24, ILLINOIS @ DEPT, B-11
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STATIONS

RYAN NAMED EXECUTIVE V.P.
OF QUALITY RADIO GROUP

Former president of Broadcast Advertising Bureau will set up sales
offices in New York. The 25-station tape group, as of Wednesday,
boasted one sponsor-—Avco Mfg. Corp.

QUALITY Radio Group will move this week
to break ground under the operating leader-
ship of William B. Ryan by opening a New
York office and proceeding with ambitious pro-
gram sales plans for presentation to national
advertisers.

The selection of Mr. Ryan, veteran broad-
caster and former president of Broadcast Ad-
vertising Bureau, climaxes the organizational
alignment of the new cooperative nighttime
tape recording group boasting 25 of the na-
tion’s leading high power stations.

Mr. Ryan’s appointment as executive vice
president and chief executive officer was an-
nounced Tuesday by Ward Quaal, QRG presi-

R TR
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MR. RYAN

dent and vice president of Crosley Broadcast-
ing Corp., following an all-day board meeting
in Chicago. Mr. Ryan currently is seeking out
real estate availabilities in New York for the
new office, which will serve as the focal point
for QRG sales pitches. .

It was understood that a number of top
agencies already have been sounded out on
behalf of advertisers who might be interested
in buying Quality properties on the 25-station
slate. As of Wednesday, QRG Inc. had one
definite commitment at least—from Avco Mfg.
Co. for the purchase of the 30-minute Midwest
Hayride, to be originated by WLW Cincinnati.
Starting date for the series on Quality was not
revealed, but it was understood to be in the
near future.

Once the office is set up, Mr. Ryan is ex-
pected to proceed with sales presentations de-
signed to sell advertisers on nighttime network
radio on a cooperative tape program basis, A
Chicago office will be started in the near future
to service Midwest clients, and other stations
are expected to be added in time.

Mr. Quaal hailed Mr. Ryan’s appointment,
from a list of nearly 30 names, as a harbinger
of Quality’s “immediate success.” He stated:

“In selecting Bill Ryan as the Quality
Group’s operating head, the board has chosen
one of the industry’s most prominent leaders,
a man with an outstanding background of 20
years in network sales, station management and
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radio sales promotion. He is thoroughly a
“radio man”—knows the medium, believes in
it and knows how to sell it. The board antici-
pates immediate success of the Quality Group
under his leadership.”

Mr. Ryan, who flew from his New York
home to Chicago to confer with board members
on his appointment, said he was pleased to be
associated with Quality Radio Group Inc. be-
cause of the opportunity to promote “the na-
tion's greatest low cost sales medium” and ex-
pressed the conviction it would contribute to
radio’s continued prosperity in all markets, in-
cluding the major ones. Mr. Ryan’s salary was
not revealed.

Announcing he would immediately open the
New York operation, Mr. Ryan stated:

“The idea which has now found expression
in the formal launching of the Quality Radio
Group has been one shared enthusiastically by
the nation’s outstanding radio broadcasters for
many years. National advertisers will now be
able to purchase prime coverage in the nation’s
major markets on a single program, single rate
basis. I'm delighted to be a part of this ex-
citing new venture because it represents another
opportunity to promote the nation’s greatest
low cost sales medium. Although the Quality
Group will confine its efforts to major markets,
I am convinced that its effectiveness will con-
tribute as well to the continued prosperity of
radio in all markets.”

Selection of Mr. Ryan was viewed by QRG
executives as a “natural” because of his past
stewardship of BAB on the national radio sales
promotion line. He previously was general
manager of the old NAB (now NARTRB), join-
ing it in 1950 after general managership of
KFI Los Angeles for eight years. He also has
been active in network sales.

QRG Inc. was incorporated last September
after an organizational steering committee met
in Chicago to lay the groundwork for the
project [BoT, Sept. 6]. At that time hope was
expressed that Quality might move fast encugh
to take advantage of the fall business season,
perhaps by Oct. 1. It now hopes to interest
a sizable number of national clients like Avco
in its program fare by the year’s end. Adver-
tisers are required to buy the entire slate of
outlets, most of which are expected to supply
programs for the tape venture. Stations are
permitted to air the shows at times most con-
venient in the respective markets and most
advantageous to the sponsor.

Time rates are pegged on the basis of cur-
rent rate cards of each station, with provision
for a maximum 25% discount on sales of pro-
grams exceeding the customary 52-week cycle.
It was not immediately known on what basis
Avco bought Midwest Hayride, but was pre-
sumed to be for a year. Stations pay dues
under the formula of 20 times the *“average”
daytime hourly rates,

Members of the QRG Inc. hoard include

QRG’s N. Y. Hqtrs.

TEMPORARY headquarters of QRG
have been established by Executive Vice
President William B. Ryan, at 509 Madi-
son Ave., N. Y.; phone, Plaza 8-3013.

INCREASE in power from 24 kw to 214
kw tokes place at WTVH (TV) Peoria,
Il. [BeT, Nov. 22], as Henry P. Slane (I},
president, Hilltop Broadcasting Co., oper-
atar, WTVH-AM-TV, throws o switch put-
ing inta operatian a new RCA 12.5 kw
transmitter. Edward G. Smith, staticn gen-
eral manager, loaks an.

Mr. Quaal; W, Howard Summerville, WWL
New Orleans, who is vice president; Donald
Thornburgh, WCAU Philadelphia; Ralph
Evans, WHO Des Moines; John H. DeWitt JIr.,
WSM Nashville; Chris J. Witting, Westing-
house stations; Frank P. Schreiber, WGN
Chicago; J. Leonard Reinsch, WSB Atlanta;
C. T. Lucy, WRVA Richmond, Va.; Charles
Crutchfield, WBT Charlotte; James Gaines,
WOAI San Antonio and Frank Fogarty, WOW
Omaha. William D. Wagner, WHOQ Des
Moines, is secretary-treasurer.

All were present at Monday’s meeting at
the Palmer House in Chicago save Messrs.
Gaines, Witting and Crutchfield.

WPTZ (TV) Oct. Sales High

WPTZ (TV) Philadelphia reports that October
sales reached an all-time high for the 22-year-
old station, exceeding the next highest sales
month, November 1953, by 5.3%.

Alexander W. Dannenbaum Jr., station com-
mercial manager, also said that October sales
were up 11,6% over the same month last year
and that sales for the first 10 months of this
year exceed those of the first 10 months of
1953 by 20%.

A PAIR of Sauth Dokota pheasants was
presented to Frank Fitzpatrick (c) af The
Katz Agency, when a special taur of the
Midwest and East spansared by WNAX
Yankton, S. D. [BeT, Nov. 15], landed in
New York. Gearge B. German (1), WNAX
farm reporter, makes the presentation,
and Barney O’lavin, head of the travel
agency that planned the taur, helps Mr.
Fitzpatrick with his catch.
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BUNKER TO HEAD
WOKY-TV FOR CBS

EDMUND C. BUNKER, general sales man-
ager of KNXT (TV) Hollywood and the Co-
lumbia Television Pacific Network, will become
general manager of WOKY-TV Milwaukee
when CBS-TV’s pur-
chase of the outlet
is approved by FCC,
Merle S. Jones, vice
president in charge
of CBS-owned tv
stations and general
services, announced
last week.

Mr. Bunker has
been associated with
CBS-TV since June
1949, starting as a
network sales ac-
count executive and
rising to his present
California post in November 1952. He was an
account executive with ABC in New York in
1948-49, was an executive with Avery-Knodel
Inc. station representation firm, from 1945 to
1948, and, prior to wartime service with the
Navy air force, was regional sales manager for
WIS Columbia, §. C,, from 1939 to 1942, and
program director, chief announcer and sales-
man for WCSC Charleston, S$. C., from 1937 to
1939. He also spent a year as announcer and
copywriter at WTOC Savannah, Ga. in 1936
after starting his broadcasting career with
WCSC while an undergraduate at Charleston
College.

CBS bought WOKY-TV (ch. 19) from Ger-
ald A. Lee and David Bartell for approximately
$335,000, subject to the customary FCC ap-
proval [BeT, Oct. 25]. The purchase was an-
nounced on the effective date, Oct. 22, of the
FCC rule permitting a single company to own
seven tv stations provided not more than five
are in the vhf band.

WSFA-TV Begins Operations;
Sale to WKY Waits FCC OK

WSFA-TV Montgomery, Ala.,, was scheduled
to begin regular programming yesterday (Sun-
day) as that city’s second tv and first vhf. Sale
of the ch. 12 outlet by Montgomery Broadcast-
ing Co. to WKY Radiophone Co. (WKY-AM-
TV Oklahoma City), which is owned by the
Oklahoma City Daily Oklahoman and City
Times, is pending before the FCC. WSFA-
TV is affiliated with NBC and represented by
Headley-Reed Tv.

The station’s purchase by WKY has been
protested by WCOV-AM-TV Montgomery and
KWTV (TV) Oklahoma City on the grounds
that the parent company, Oklahoma Publishing
Co., has practiced advertising and editorial dis-
crimination against other radio-tv stations [B®T,
Nov. 8, Oct. 25]. WKY has denied the allega-
tions terming them “false and scandalous.”

Reports from other stations:

KCKT (TV) Great Bend, Kan., the first local
tv there, is expected to begin commercial oper-
ations today (Monday). A special opening
program was scheduled for yesterday. The ch.
2 station is represented by The Bolling Co.
with Les Ware as general manager.

WIRI (TV) Plattsburg, N. Y., owned by the
Great Northern Television Corp., expects to
begin programming Wednesday with a special
inaugural ceremony to take place next Sunday.
Joel H. Scheier is president and general man-
ager of the ch. 5 station. DuMont equipment

MR. BUNKER
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will be used throughout. WIRI is represented
by Adam Young Tv Corp.

KLOR (TV) Portland, Ore., the city's third
tv, is scheduled to begin programming March 1
affiliated with ABC and represented by George
P. Hollingbery Co. The ch. 12 station is owned
by Oregon Television Inc. with S. John Schile,
vice president of Rocky Mountain Broadcasting
System, as general manager. Class A base
hourly rate is $500.

KMBC-TV Now With 316 Kw
From New 1,079-Ft. Tower

OPERATION with full 316 kw power was begun
Nov. 21 by KMBC-TV Kansas City, Don Davis,
first vice president of KMBC Broadcasting Co.,
has announced. The ch. 9 station, which has
been telecasting since Aug. 1, 1953, from a
temporary transmitter, is now operating from
its new tower-transmitter site at 23rd and Top-
ping. The tower is 1,079 ft. and the color-
equipped transmitter is RCA. Consulting engi-
neers have predicted that the new KMBC-TV
ch. 9 signal will be easily picked up as far as 85
miles from Kansas City with fringe area cov-
erage extending to more than 150 miles, ac-
cording to the station.

WHIO-AM-TY Dayton, Ohio, was host to
William B. Lodge (2nd r), CBS engineering
vice president, during his recent visit to
that city. Looking over some of the equip-
ment involved in tripling the stations’
present facilities are (| to r) Robert H.
Moody, general manager; J. leonard
Reinsch, executive director of radio and
tv for the Cox stations; Mr. Lodge; Ernest
Adams, WHIO-AM-TY chief engineer.

WILY Gross Up Under Klug