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OWNERSHIP of television sets is increasing so rapidly in

Iowa that nobody can keep up with it.

The 1954 Yowa Radio and Television Audience Survey was
made in March, 1954. At that time, over one-quarter
of all TV sets were less than six months old—yet, in March,

59.6% of all Iowa homes had television sets!
Here are the five-year figures from the Annual Survey:

INCREASE IN TELEVISION SET OWNERSHIP IN IOWA

1950 1951 1952 1953 1954
Survey Survey Survey Survey Survey
All homes
surveyed 1.7% 11.8% 25.7% 38.2% 59.6%

Urban homes 2.4 15.9 30.9 44.5 67.2
Villuge homes 1.3 8.7 n.o 32.7 533
Farm homes 1.1 8.7 21.2 31.9 527

Now there are more than 280,250 television sets in
WHO-TV’s Central Iowa—and 355,100 families.
WHO-TYV is giving them the best programming there

is—from the tallest antenna in the State.

Ask Free & Peters for all the facts.

Channel 13 o Des Moines » NBC

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

Free & Peters, Inc.
National Representatives
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THE BEST FOODS, INCORPORATED
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One of the more lamous names in the [ood processing industry is Best Foods, Inc.

Specialists in mayonnaise, margarine, pickles, sandwich spreads, and various dressings,

Best Foods is a brand name preferred by millions. The Havens & Martin, Inc., Stations, too,

are on a preferred list. The First Stations ol Virginia, WMBG-AM, WCOD-FM and WTVR-TV,
are to adverusers’ taste because high quality ol entertainment and management skitl

have earned for them a loyal and responsive audience. Join with confidence

the growing list ol advertisers using Richmond’s only complete broadcasting institution,

serving one of (he Soutl’s richest areas.

PIONEER NBC OUTLETS FOR VIRGINIA'S FIRST MARKET

WMBG -+ WCOD ~ WTVR

MAXIMUM POWER 100,000 WATTS ® MAXIMUM HEIGHT 1049 FEET

WTVR Represented Nationally by BLAIR TV, INC,
WMBG Represented Nationally by THE BOLLING CO,
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CBS TELEVISION
FOR THE TEXAS
GULF COAST AREA

-

REPRESENTED NATIONALLY BY CBS TELEVISION SPOT SALES

Published every Monday, with Yearbook Numbers (53rd and 54th Issues) published in Janua% and July by Broapcasrmie PusLications, Inc, 1735
DeSales St, N.W., Washington 6, D. C. Entered as second class matter March 14, 1933, at Post Office at Washington, D. ., under ‘act-of March 3, 1879.



KRLD

CBS for DALLAS & FT. WORTH

A%W
THE LARGEST AUDIENCE OF ANY
STATION OR FREQUENCY IN THE

GREAT TWIN MARKET......
Combined Hours 6:00 AM Until 12:00 Midnight, Seven Days
a week. —Pulse, Oct.-Nov., 1954

KRLD has more total audience in Dallas and
Fort Worth combined, during the combined
hours from 6:00 a.m. to 12:00 midnight than
the four Dallas non-network stations com-
bined ... KRLD also has more total audience
in Dallas and Fort Worth combined for the
same period than the four non-network
stations in Fort Worth.

=+ KRLD’s 50,000 Watt dominant coverage of North

Texas and Southern Oklahoma . . . Population 3,303,700
within its 0.5 line or Primary Coverage Area.

The Mabe Serse @Jy.’

Exthisive Outlets for CBS Network Programs for Dallas and Fort Worth

THE BIGGEST BUY IN THE BIGGEST MARKET IN THE BIGGEST STATE

OWNéRS AND OPERATORS OF KRLD-TY, CHANNEL 4, MAXIMUM POWER
THE DALLAS TIMES HERALD STATIONS
Exclusive Representative: THE BRANHAM COMPANY
John W, Runyon., Choirman of the Board Clyde W. Rembert, President

50,000 Watts
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GENERAL MILLS’ PLANS * Reports
of fantastic spot tv-radio (primarily tv)
commitments by General Mills for new
fiscal year (June 1) can be laid to rest.
Here are facts: Company has been hold-
ing usual annual round of agency confer-
ences regarding broadcast recommenda-
tions. There may be some spot but no heavy
campaigns planned for cereals (Wheaties,
Cheerios, Kix) this summer. GM will
renew current slate of tv network pro-
grams (Lone Ranger, Barker Bill, Ding-
Dong School, Bob Crosby and Robert Q.
Lewis shows, Valiant Lady) and is buy-
ing new Disney Mickey Mouse Theatre
kid strip. As one top GM executive put
it, “Aside from Disney, we're merely keep-
ing what we’ve had.,” Agencies involved:
Dancer-Fitzgerald-Sample, Knox Reeves,
BBDO, William Esty, Tatham-Laird.

BeT
SHOULD television station licenses and
network affiliation contracts be extended
to five years and run concurrently, under
FCC regulations? That proposal was
discussed at NARTB Tv Board meeting
in Hollywood, Fla., last Wednesday, but
did not reach formal vote. Question pre-
sumably arose over recent rash of net-
work affiliation changes under present two-
year rule.

BeT
FAST FILMING ® DuMont's new tele-
casting technique, designed to cut down
production and transmission costs through
combination of methods tied into new, vir-
tually instantaneous filming process [B*T,
Jan. 3] will be unveiled within three weeks
by Dr. Allen B. DuMont himself. Lid has
been on primarily to protect patent and
other rights, it’s understood.

BeT
NARTB board is doing its negotiating
early with President Harold E. Fellows.
Although his present contract doesn’t ex-
pire until June, hext year, board desig-
nated committee last week to talk terms
for new five-year deal, possibly 1o be made
as of June, 1955. In works may be sub-
stantial increase in pay over present $40,-
000 plus increase in allowances and slid-
ing scale looking toward eventual retire-
ment as president and retention as board
chairman, post he holds along with presi-
dency.

BeT
PAY-SEE PROGRESS ® Differing at-
titudes toward. subscription tv explored
again for ’'nth time by FCC last week,
with varying staff proposals considered and
with staff ordered to do further work on
subject. Next FCC look-see at controver-
sial pay-tv idea due next week.,

BeT
TWO schools of thought regarding legali-
ties of subscription tv have evolved at FCC
during month-long consideration. Major-
ity believes Commission has power to deter-
mine by itself whether pay-tv is broadcast-
ing and if so whether it is in public inter-
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closed circuit:

est. .Minority questions this, would like to
have that question explored in public hear-
ing, along with such other items as techni-
calities, whether single or several such serv-
ices should be authorized, exclusivity of
franchises, and other facets. .Commission
officially stated its view that it has power
to determine whether subscription tv was
broadcasting in memorandum last year to
House Interstate & Foreign Commerce
Committee during consideration of Hin-
shaw Bill which proposes to narrow defini-
tion of term broadcasting to exclude sub-
scription tv.
BeT

MIDFIELD PLAYER ° Selection of E. L.
(Dick) Romney, Mountain States Confer-
ence commissioner, as chairman of new
NCAA Tv Committee may presage com-
promise football television plan acceptable
to Big Ten and other factions in associa-
tion. He is considered middle-roader on
tv problem, with thinking reportedly some-
where between proposal of Eastern Collegi-
ate Athletic Assn. for continued national
restrictions with liberalized policy of pro-
tection for less attractive games and that of
Notre Dame for unlimited football tele-
casts.

BeT

TOP GAG at NARTB board meeting in
Hollywood, Fla., last week, stenuning from
recent top network disaffiliations, ran this
way: “You can't tell your affiliation without
a scorecard, get today's morning lineup.”

BeT
SABOTAGE REPORT *® Within fortnight
FCC will get report by staff on investigation
of sabotage at KPIX (TV) San Francisco,
discovered after walkout of technical em-
ploves that’s now settled. Significant aspect
of case, according to Commission officials,
is pointing up of security vulnerability of
nation’s principal communication links
with public.
BeT

SAN FRANCISCQ's television stations are
faced with prospect of another strike, this
tinte because of basic differences with
AFTRA on freelance talent. Stations want
to knock out “code concept” which requires
them to police for union and are insisting
upon usual employe-employer relationship.
Present contract expired last Nov. 15, and
current signs point to impasse.

BeT
DIME TIME ¢ Woolworth Co. (dime
stores), New York, through Lynn Baker,
New York, understood to be shopping
among radio networks for possible spon-
sorship of one hour weekly.

BeT
NEW success story may be written by
Mystik Adhesive Products, Chicago (My-
stik tape), in abrupt switch of perhaps 95%
of budger from spot tv to spot radio, effec-
tive Feb. 14. Firm started in spot v in
September, 1950, with 12 markets, grad-

ually increased to 30-35, bought part of
CBS-TV Garry Moore show in 1953 (on
some 54 stations) and returned to spot tv
with 25-35 markets last year. Feeling in
firm is that tv was good introductory medi-
um and did fine job, but competitors took
edge off demonstrable abilities. Radio had
been used only in test markets. Tv budget
not ascertainable but overall ad allocation
in 1954 was $450,000. Credit Radio Ad-
vertising Bureau with vigorous assist.

BeT
STALLED * NARTB's move to standard-
ize tv film purchase contracts is proceeding
with caution. Holding up action is diffi-
culty of dealing with film suppliers, who
range from one-man units to big corpora-
tions and have no association of their own.
Tough nut to crack is stabilized formula
covering all property rights in films, with
claim made some telecasters have bought
packages only to discover hidden creditors
and misrepresentation of seller’s title.
BeT

TvB has signed with A. C. Nielsen Co.
for special national study to determine ac-
tual coverage of automatic washing ma-
chine homes by daytime tv spot schedules.
Survey, tentatively set for completion May
1, at cost of about 36,000, will be used in
presentations showing why tv ought to get
bigger share of national ad budgets of sud-
less detergent manufacturers who currently
are placing more in newspapers than tv.

BeT
NATIONAL-LOCAL ¢ Problem of na-
tional advertisers pushing for local rates in
spot advertising is being investigated by
Station Representatives Assn.’s Rates Com-
mittec, headed by Bob Eastman, executive
vice president of John Blair & Co., station
representation firm. Recommended pro-
cedures will be developed when study has
been completed.

BeT

NESTLE Co., New York, currently sharing
first half of Jackie Gleason Show (Satur-
days, 8-9 p.m. on CBS) with Schick Inc.
and W. A. Sheaffer Pen Co., will sponsor
full half-hour next fall. Show will be pro-
duced by Jackie Gleason Enterprises and
will precede filmed half-hour The Honey-
mooners, which Buick will sponsor. Mean-
while, CBS-TV is discussing other pro-
grams with Schick and Sheaffer, but no
time periods have been offered since net-
work's Class A evening time is SRO.

BeT

ROANOKE MERGER * Papers signed
late Friday to end Roanoke ch. 7 battle,
with Times-World Corp. (WDBJ) to buy
television assets of ch. 7 competitor
WROV, including tower, studios and
equipment of defunct ch. 27 WROV-TV.
Agreement and price to be announced this
week after inventory. WROV will drop
ch. 7 bid, devote fulltime to radio. Pact
does not include recoup of WROV's uhf
losses.
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NARTB BOARDS ORDER INVESTIGATION
OF GOVERNMENT FREQUENCY DEMANDS

HAPHAZARD demands of government and
military agencies for spectrum space pose
threat to private industry, NARTB combined
boards held Friday, at meeting in Hollywood
Beach, Fla.

President Harold E. Fellows was directed to
confer with government officials “to ascertain
the facts on current activities having to do
with military and public use of frequencies.”
Action followed revelation in Jan. 17 BROAD-
CASTING ® TELECASTING that military agencies
are casting envious eyes at vhf and other bands.

In winding up full week of meetings, NARTB
directors:

s Acted to reduce number of industry meet-
ings and ease pressure on management,

® Ordered appointment of nine-man ad hoc

committee to investigate “reasonableness and-

validity” of common carrier tariffs for inter-
city radio and video relays as filed with FCC.
This was based .on industry complaints that
AT&T rates and rules are burdensome.

s Approved three amendments to NARTB
bylaws, most important being right of com-
bined radio-tv networks to have directors on
both radio and tv boards. At present such
networks must choose whether to be represented
on radio or tv board. Bylaws changes must
be ratified by membership.

® Endorsed Tv Board’s grant of $3,000 to
Advertising Research Foundation for quarterly
nationwide survey of tv set circulation (see Tv
Board story, page 56). Survey is to be handled
by U. S. Census Bureau, provided $24,000
cooperative fund is raised. )

e Made public text of letter to Comdr. Eu-
gene McDonald of Zenith, defending President
Fellows’ letter to FCC asking full hearing on
subscription tv issues. Board denied Mr. Fel-
lows had attempted to scuttle subcription tv
and that he had acted without association’s
authority (see Tv Board story, page 56).

In discussing problem of government spec-
trum use, board urged President Fellows “to
take appropriate steps to assure that no gov-
ernment agency will take any action relating
to the allocation and use of the communica-
tions spectrum which will militate against the
public interest.” Resolution was offered by
Ward Quaal, WLWT (TV) Cincinnati.

Joint boards approved Sports Committee ef-
forts to improve relations between broadcasters
and professional and amateur athletic groups.
Report was filed for comitttee by Ben Strouse,
WWDC Washington, on behalf of Chairman
George J. Higgins, KMBC-AM-TV Kansas City,
who was unable to attend.

Similarly, steps by Freedom of Information
Committee to give broadcasters equal access
with other media to coverage of public events
were landed by board. Committee Chairman is
Edgar Kobak, WTWA Thomson, Ga. Boards
lauded action by President Eisenhower in open-
ing news conferences to tv, and directors sug-
gested Capitol Hill take notice and remove
some of its bans.

DISTRICT MEETINGS CUT

Board reduced district meeting schedule from
17 to eight regional meetings. It appointed
committee to recommend locations of regional
meetings and affirmed that NARTB members

BROADCASTING ® TELECASTING

may attend any meeting at their convenience.
It also limited attendance at meetings to mem-
bers only. It was estimated this reduction in
meetings will save $12,000 in staff travel.

Martin B, Campbell resigned as a director-
at-large for large stations since he is on leave
of absence from WFAA Dallas and is not
active in management.

Board equalized network membership pay-
ments, setting fee of $3,000 annually for each
radio and tv membership. Fees formerly were
$5,000 for radic and $1,200 for tv.

If membership ratifies bylaws change per-
mitting radio and tv networks to hold director-
ships in both categories, it is believed CBS
member of radio board will be Adrian Murphy,
CBS Radio president.

Probe’s Staff Funds

IN HIS budget of $60,928.79 for network in-
vestigations and communications study, sub-
mitted to and approved by Senate Rules Com-
mittee last week, Senate Commerce Committee
Chairman Warren G. Magnuson (D-Wash.)
proposes “staff of considerable size.” Break-
down lists chief counsel, $11,646; assistant
counsel, $8,990; research analyst, $7,914; two
technical consultants, $12,000, and one com-
munications rate consultant, $6,000, all on
per diem basis at $11,646 annually; two ste-
nographers, $8,374; clerk, $6,003. These are in
addition to Nicholas Zapple, committee’s pro-
fessional communications counsel ($11,646).

Color Seminar Slated

Richard A. R. Pinkham, NBC vice president
in charge of participating programs, and Rob-
ert Foreman, BBDO vice president in charge
of tv, will discuss color television at season’s
final timebuying and selling seminar of Radio
& Television Executives Society Tuesday at
Toots Shor restaurant in New York.

WHAT'S NEWS TO AP

WORD of caution to Associated Press
staffers ran on first page of new AP Log,
with reference to writing about television.
Log, staff analysis of AP news and photo
coverage with notes and comments by
executive editor, stressed realism in
television reporting, pointing out that “tv
is here to stay, like movies, airplanes and
wire trouble.”

Log cautioned newsmen to avoid such
terms as “the magic of television,” and
“expensive tv equipment” because “every-
body knows it is magic and expensive.
So are newspaper presses and cameras.”

“For example,” story read, “avoid loose
references to the number of persons esti-
mated to be watching a tv show . . . since
they can only represent sampling guesses,
at best, and in any event do not constitute
news.”

dline

o BUSINESS BRIEFLY

100 MARKETS SOUGHT ¢ Leo Burnett Co.,
Chicago, seeking spot availabilities in roughly
100 tv markets for new Buffalo Bill Jr. film
series produced by Gene Autry’s Flying A
Pictures. Mars Inc. (candy bars) will sponsor
first 13 weeks, starting March 21, then, after
summer hiatus, alternate with Brown Shoe Co.,
according to present plans.

PEN PUSHERS ¢ Papermate Pens, through
Philip Klein, Philadelphia, placing spot an-
pouncement campaign to be launched Feb. 14
in 60 radio markets, Schedule will run for 13
weeks.

NEW PRODUCT ¢ American Chicle Co.,
N. Y., through Ted Bates Inc., planning tele-
vision spot announcement campaign starting
March 7 for 26 weeks in number of markets
to introduce new product called Rolaides (anti-
acid).

PABST CONSIDERING e Pabst Blue Ribbon
Beer, through Warwick & Legler, N. Y., con-
sidering spring radio plan which would start
in April and run through September. Satura-
tion spots would be used in number of markets
not covered presently by Pabst fights on CBS-
TV.

TEENS ARE TARGETS ® Warwick & Legler,
N. Y., interested in disc jockey radio shows
appealing to teen-agers for cosmetic account,
with campaign to start possibly early spring in
major markets.

Magnuson Charges Executive
Interference in Agencies

CHAIRMAN Warren G. Magnuson (D-Wash.)
of Senate Commerce Committee has charged
Executive Branch of government with inter-
fering in activities of federal agencies and com-
missions under committee’s jurisdiction. Sen.
Magnuson made charges in letter to Senate
Rules & Administration Committee asking
$200,000 for Commerce Committee’s special in-
vestigations, on which Rules Committee re-
ported favorably last week (see story, page 70).

Not menticning any agency by name, Sen.
Magnuscn said in some instances “decisions are
not made strictly on the merits; that there is
wirepulling and political favoritism to the
point that the public no longer has confidence
in the impartiality and fairness of these arms
of the Congress.” “This is a serious matter
that we are impelled to investigate,” he said,
Committee has jurisdiction over FCC and five
other agencies.

In report on committee’s investigations in
communications, Sen. Magnuson said in past
two years “mounting number of complaints
from broadcast licensees” have been made on
high costs of interconnections for tv stations,
plus “inadequacy of service to cities which do
not lie athwart transcontinental cable and
microwave lines.” He said‘it is apparent that
“careful review is in order” of “what seems to
be inadequate regulation by FCC of rates and
charges for interstate and foreign communica-
tions.”
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the plus you
DON’T pay for...

Represented Nationally by

RATES on WIBK are based on home audience. RESULTS
on WIBK are based on home audience PLUS a tre-
mendous bonus . . . thousands upon thousands of car

radio listeners. You don't pay one penny extra for

this terrific “plus” in o market where everybody drives,
0% of cll cars have radios, and most car radios are

consistently tuned to the station that programs for

“on-the-go" listening

L op e e WJ B K |
®

and sports Rudlo

DETROIT

THE KATZ AGENCY e -

National Sales Director, TOM HARKETR___‘

118 E. 57th, New York 22, ELDORADO 5-7




Beaumont Ch. 6 Grant
To KFDM Is Affirmed

FINAL grant of ch. 6 at Beaumont, Tex., to
KFDM there, affirmed by FCC Friday in opin-
ion turning down petition for review filed by
competitor KRIC (Beaumont Enterprise and
Journal). FCC majority, over dissent by Comr.
Frieda B. Hennock, still ruled KFDM to be
superior in programming proposals and prob-
able effectuation of them, plus diversification
of media of mass communication.

Third contestant, KTRM, withdrew earlier
from litigation following agreement between
it and KFDM whereby KTRM is to be reim-
bursed $55,000 for expenses. Pact also included
18-month option for W. P. Hobby to purchase
32.5% interest in new firm to be organized by
KFDM. Mr. Hobby, president-chief stockholder
of Houston Post-KPRC-AM-TV Houston, held
10% in KTRM and option for another 25%.

FCC Grants 7 Am’s;
One Frequency Change

FCC granted seven new am stations and one
CP to change frequency, it was announced
Friday. Also on Friday, FCC Hearing Exam-
iner H. Gifford Irion proposed grant to WJET
Erie, Pa., to change from 1570 kc, 250 w, day-
time, to 1400 kc, same power, unlimited.

New am grants:

Denver, Colo.—Capitol Bestg. Co., 1340 ke,
250 w, engineering conditions including pro-
vision that station will not begin program tests,
nor will license be issued until KMYR Denver
changes from present operation on this fre-
quency to 710 kc with 5 kw. Owners are Ewald
Koepke and Frank E. Amoli Jr.,, KMYR com-
mercial manager and program director respec-
tively.

Sterling, Colo.—High Plains Bcstg. Corp.,
1490 kc, 250 w. Owners Anna C. Petteys,
Robert Petteys, Russell M. Stewart, Byron R.
Joachim and John R. Jirdon also own Sterling
Advocate.

Harrodsburg, Ky.—Pioneer Bcestg. Co., 1420
ke, 1 kw, daytime. Owners Clarence H. Hulse
and Charles R. Shuffett also own WLBN Leb-
anon, Ky.

Pipestone, Minn.—Pipestone Radio Corp,,
1050 kc, 1 kw, directional antenna daytime.
Owners are C. B. Thomas, Dalton S. Nelson,
Roy G. Less and Henry Dalton Inc.

Dover, N. H.—Granite State Bestg. Co,, 1270
ke, 5 kw, DA-2. Granite State also owns
WKBR-AM-FM Manchester, WTSW-AM-FM
Claremont and WTSL Hanover, all N. H.

Yankton, S. D.—Yankton Bestg. Co., 1450
ke, 250 w. Realtor William M. Smith is ma-
jority owner.

i Milan, Tenn.—West Tennessee Bcstg. Co.,
1600 ke, 1 kw, daytime. President is H. E.
Williams, who is also president of Southern
Baptist College. Interlocking ownership with
KBHS Hot Springs, Ark.

Commission also granted KGAK Gallup,
N. M., authority to change from 1230 kc, 250
w to 1330 kc, 5 kw local sunset, 1 kw direc-
tional night.

New Am Sought

NEW arh station at Charlottesvﬂle. Va.. on 1400
ke with 250 w fulltime asked b Lawrence Lee
Kennedy in new application flled with FCC Fri-
day. He is chief engineer of WINA there

BROADCASTING ® TELECASTING

at deadline

CATHOLIC ACTION

ESTABLISHMENT of new Pontifical
commission to study films, radio and tv
as they may affect faith and morals has
been approved by Pope Pius XII, it was
made known Friday with publication of
Dec. 16 directive in official Vatican pub-
lication. New commission replaces film
commission which was headed by Bishop
Martin John O’Connor of Scranton, Pa.,
rector of North American College in
Rome. Bishop O'Connor will act as presi-
dent of new commission for six-year
term. Commission will include presiden-
tial council and executive committee and
will maintain contact with national and
international Roman Catholic film, radio
and tv groups. Commission, it was said,
will not pass judgments, but will seek
to cooperate in direction of Catholic
activity in these fields.

WVJS Joins ABC Radio

AFFILIATION of WVIS Owensboro, Ky.,
with ABC Radio, effective March 1, was an-
nounced by Charles Godwin, director of sta.
tion relations for network. WVIJS is owned and
operated by Owensboro-on-the-Air Inc. Mal-
colm Greep is vice president and general man-
ager. Station is on 1420 kc with 1 kw.

Rivers Sells Georgia Yhf

APPLICATION filed with FCC Friday for sale
of ch. 6 WCTV (TV) Thomasville, Ga., by E.
D. Rivers Sr. to John H. Phipps, owner WTAL
Tallahassee and WTYS Marianna, Fla. Mr.
Phipps pays $88,700 to Mr. Rivers for tv ex-
penses and equipment, assumes GE equipment
obligations of $331,464. Mr. Phipps also pays
$38,000 for Rivers contract to purchase WKTG
Thomasville for $62,000 from W. F. Scott Jr.
and associates. Bids for WCTV and WKTG
sales each are conditioned on grant of other.
Mr. Rivers owns WLBS Birmingham and is
major stockholder in WOBS-AM-TV Jackson-
ville, Fla., and WMIE Miami.

Tampa Ty to Debut

TARGET date for pro AT by Tampa Tele-
vision Co.'s ch, T\’; ampa, Fla. is
April 1 with twt pattern March 15, firm an-
nounced Friday after FCC affirmation of final
grant (story page 68). Statlon expects affiliation
with CES, will use RCA equipment.

UPCOMING

Jan. 31-Feb. 4: American Institute of
Electrical Engineers mid-winter gen-
eral meeting, Hotels Statler and Gov-
ernor Clinton, New York.

Feb. 1: Deadline, Entries for Sigma
Delta Chi Radio-Tv Reporting, News-
writing and Public Service Awards,
Chicago.

Feb. 4-5: Ninth Annual Radic-Tv News
Short Course, School of Journalism,
U. of Minnesota, Minneapolis.

Feb. 5: Radio & Television Correspon-
dents Assn., Hotel Statler, Washing-
ten, D. C.

For other Upcomings see page 100

PEOPLE .

GUILD COPELAND, with Biow-Beirn-Toigo
Inc,, N. Y. since 1951, and EDWARD
SHERRY, with agency since March 1954, pro-
moted to vice presidents under agency’s new
policy of elevating copy heads to rank of com-
pany officers.

ANDREW P. JAEGER rejoins Prockter Tele-
vision Enterprises, N. Y., as vice president in
charge of sales. He will work closely with
MCA, NTA and Flamingo, which distribute
Prockter programs. From 1949 to 1951, Mr
Jaeger was network film director for DuMont
Tv Network before joining Prockter in execu-
tive sales capacity. During 1954 he served as
director of New York sales for Screen Gems
Inc.

GEORGE C. CASTLEMAN, former manager
of sales development for CBS Radio Spot Sales
and previously with Bermingham, Castleman
& Pierce, N, Y., as radio and television director
and executive vice president, has joined Free
& Peters Inc.,, N. Y., station representation
firm, as television account executive.

DON MILLER, account executive in N. Y,
office of CBS Radio Spot Sales since 1952 and
from 1942-46 sales manager of WCBS New
York, appointed director of special presenta-
tions in sales promotion department of CBS
Radio Spot Sales, succeeding ALLAN
HUGHES, who was named last month as man-.
ager of sales development, Central Div., CBS
Radio Spot Sales.

LEE ADAMS named director-broadcaster of
KCBS -San Francisco edition of Housewives'
Protective League-Starlight Salute programs.
He replaces JAMES TAYLOR, assigned to
another area as HPL director. Mr. Adams
moves to San Francisco from KMOX St
Louis where he has been HPL director for
nine years.

Showerman to Head WISN

I. E. (CHICK) SHOWERMAN, long-time
NBC executive in Chicago, appointed manager
of WISN Milwaukee, owned by Hearst Corp.
which has also bought ch. 12 WIVW (TV)
Milwaukee subject to FCC approval (see story
page 71).

D. L. Provost, Hearst vice president in
charge of radio-television, said Mr. Shower-
man would succeed Harry D. Peck who re-
signed Jan. 27. Mr. Showerman’s appointment
is effective Feb. 1. Mr. Showerman was with
NBC from 1928 to 1951, last several years as
vice president in charge of Central Division.
Since 1951 he has been in national representa-
tive and tv film sales fields.

Closed-Circuit Business
Opened by ABC-TV

FORMATION of ABC-TV closed-circuit de-
partment, to be headed by William Balaban,
being announced today (Mon.) by John H.
Mitchell, vice president in charge of ABC-TV
network. Mr. Balaban, operating as closed-cir-
cuit program manager, will be in charge of all
activities relating to closed-circuit program-
ming. He will report to Robert Lewine, direc-
tor of ABC-TV program dept. Mr. Balaban
has been daytime tv supervisor for WABC-TV
New York, network’s New York key station,
and also assistant program manager of station..

Sylvania President Dies

W. WARD ZIMMER, 57, president of Sylvania
Electric Products Inc., died at New York hos-
pital early Friday after illness of two months.
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the week in brief

RADIO’S TAKE IS DOWN

GUILD SEEKS MPTV CATALOGUE

1954 sales were $24 million under
1953’s all-time high. 1r's the first drop

since 1938

27

Film company negotiates to take over
700 properties . . . 52

NARTE WANTS THE FACTS

A PLUG FOR NIGHTTIME RADIO

NBC still sees life in network radic

after dark

THE NEGRO MARKET

28

and its radio-tv boards initiate plans to

get them

56

ETHRIDGE NAMED KEYNOTER

Louisville publisher - broadcaster

A timebuyer raises doubts about sta-

tion claims .

29

GRAND JURY PROBES BAIT-SWITCH

Brooklyn's Judge Leibowitz launches
investigation of radio-tv ads

NETWORK RADIO SCORES

30

for a mail order house. What ABC did

for a book selier

35

named to win NARTB’s third annual

award

58

MORE ABOUT NCAA TV

The association schedules hearings in
New York Feb. 10-11 .60

Opponent outlines the “gamble” the
Big Ten wants to take .. .. 62

PLOTKIN-JONES REPORTS DUE

WHO BOUGHT WHAT, WHERE
PIB’s latest figures on network billings,

radio and tv

THAT CONTROVERSIAL ARF REPORT

36

It's criticized by one research man, de-

fended by one of its authors .

' MERCHANDISING AT NBC-TV

.40

Whar the network does to back up its

advertisers

THE INTRICACIES OF COLOR

46

As spelled out by a producer who's

worked with it
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Advertisers & Agencies 29
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Feature Section 35
Film . 52
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CBS PLANS A STOCK SPLIT
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A new formula for radio-time-buying which
works particularly well in New Orleans

The formula:
M_ :A

T—TIME in years required for Station to jump

from last to first place in share of audience.

M =MOTION upward, expressed in number of sta-
tions which had to be passed in the rush to first
place.

/

AGI= “Audience Growth Index.” The higher
this figure, the better the buy.

PRI

S

By a curious coincidence, New Orleans has just one

radio station—W TIX—which makes a showing by this

il
)

formula. In something less than a year, WTIX rock-
eted from 1Ith to 1st place in audience, via Mid-Con-

Ll

TR WY 0 TR NN %

X

N ey e

tinent’s new ideas, programming, news-handling . . .

"t

and results. WTIX leads—and grows on—in the morn-

ing (20.5%), afternoon (18.3%), and all day (19.3%
—next station, 17.8%) .*

iz
SRS

Motion for Adam J. Young Jr., or talk time to WTIX
General Manager Fred Berthelson.

Pl

Y * Hooper Radio Index, 7 a.m.—6 p.m., Mon.-Fri.,, December 1954

lersf Y TIN

New Orleans 16, La.

o
NS
NN

-CONTINENT BROADCASTING COMPANY

President: Todd Storz

KOWH, Omaha WHB, Kansas City WTIX, New Orleans
Represented by Represented by Represented by
H-R Reps, Inc. John Blair & Co. Adam J. Young, Jr.
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Radio-Active e

Audiences!

Week after week nearly 150 million people in
45 million homes actively listen to Radio.

And these “Radio-Active” listeners have 111 million
Radios always at their finger tips.

Here’s the count of homes tuning in Radio each week . ..
In the Morning over 84 wmillion homes

In the Afternoon nearly 84 million homes

In the Evening nearly 86 million homes

And, SPOT RADIO turns “Radio-Active”
listeners into customers for advertisers.



LI L

Represented by

Edward Petry & Co,, Inc.

NEW YORK ® CHICAGO ® DETROIT @ ST, LOUIS ® ATLANTA @ SAN FRANCISCO @ LOS ANGELES

WSB

WFAA*

KOA
WIKK
KPRC*

wiiMm

KTBS
KVOO

Atlanta NBC
Dallas NBC
Ft. Worth ABC

Denver NBC

Erie NBC

Houston NBC

. NBC

Lansing ABC

Little Rock NBC
Los Angeles ABC
{Minneupolis NBC

St. Paul NBC
Nashville NBC
New York ABC
Norfolk CBS

Philadelphia MBS
Portland, Ore. NBC
Richmond ABC
San Antonio NBC
San Diego CBS
San Francisco ABC

Shenandoah  ABC
(lowa)

Shreveport NBC
Tulsa NBC

ABC Puacific Radio Regional Network

*Also represented us key

stations of the

TEXAS QUALITY NETWORK



,always pays in the . . .. .\
ERLTT N

RICH, GROWING
NORTH CAROLINA
MARKET

BETTER « « « COverage

than ever before is yours with
RADIO inthe.........

15-county
Winston-Salem

NORTH CAROLINA

Market
BEST. . « buy morning,

afternoon and evening is

AFFILIATE

A - FM

Represented by
HEADLEY-REED CO.
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| did nothing to dissipate it.

IN REVIEW

OZARK JUBILEE

FOLK Singer Red Foley’s first appearance on
a regularly-scheduled network tv series came
off pleasantly, if not with any great flourish,
during the debut of Ozark Jubilee on ABC-TV
Jan. 22.

The presence of Mr. Foley, whose role in
country music has been likened to that of Louis
Armstrong in jazz circles, must have delighted
his legions of fans, loyal listeners to the radio
version of Jubilee on ABC since last August.
He was more than an acceptable emcee; he
sang well, joked amusingly, and all in all con-
ducted himself with admirable ease, considering
that this was the first brush with the network
tv cameras.

But even Red Foley's personality was not
enough to carry the video Ozark Jubilee. That
could be the opinion of those who feel that
when you've seen one folk music show you've
seen them all, but if so, the premiere telecast
It was the old
radio-and-stage show format put on tv with-
out imagination. The result was just another
program, with little to induce the viewer to
come back to it the next week.

That’s too bad, for the talent was there: the
Crossroads Boys with Grady Martin;. Luke
Warmweather, a harmonica-playing hillbilly
comedian; Hawkshaw Hawkins and Jean Shep-
pard, singers, and a host of others. Red Foley's
rendition of “Hearts of Stone” and other ballads
amply demonstrated why his record sales have
already topped the 24-million mark.

Yet tv did little for the show—or was it vice
versa? Mr. Foley’s opening comment that
going on network tv “is the greatest thing that's
ever happened to us” was an optimistic senti-
ment that unfortunately could not be echoed
by the first program’s viewers.

Production Costs: $12,000

Produced by RadiOzark Enterprises and broad-
cast on ABC-TV, Sat., 9-10 p.m. EST

Production Supervisor: Carl Fox; director:
Bryan Bisney; assistant directors: Fred Rains
and Gene Hudson; script supervisor: Don
Richardson

Cast of Premiere: Red Foley, m.c. and singer;
Crossroads Boys, Grady Martin, Luke Warm-
weather, Jean Sheppard, Hawkshaw Hawkins.

Announcer: Joe Slattery

EXCLUSIVE

THAT the island of Quemoy should have been
the scene of the first of Fulton Lewis jr.’s new
tv series, Exclusive, reaching the viewing public
at the very time that it was a headline word the
world around, may have been a matter of
astounding good fortune. or even more astound-
ing pre-vision on the part of Mr. Lewis.

Either way, the timing was perfect and the
quarter-hour film series, produced by Washing-
ton Video Productions and syndicated by Gen-
eral Teleradio, got off to a splendid start.

The initial film begins with Mr. Lewis pic-
tured on the northernmost point of Quemoy
facing the Red Chinese shoreline. In news-
reel fashion, the camera tours Chinese Na-
tionalist fortifications, bomb damage from the
Red shore battery, living conditions in the
Quemoy villages, highways, armed junks and
the Nationalists’ “motorized” junk navy. Mr.
Lewis gives a running commentary in the
rapid, deep-chested tones familiar to those who
have tuned in to Mr. Lewis on radio.

Except for the remarks of a captured Chinese
Red, an old man who was conscripted, given in
Chinese and also in English, both of which
proved very effective, all of the voice belongs
to Mr. Lewis. Granted his accomplishments
as a speaker, more variety on the soundtrack

would aid the film's dramatic appeal to the
ear as well as to the eye. The latter is taken
care of by the excellent news photography.
Since news and its analysis are Mr. Lewis’
aims in his new tv venture, as it has long been
in his radio series, it is proper that the camera
also makes news its primary concern. But
among the more memorable scenes of the first
Exclusive program is one of the Chinese Red

Mr. lewis (I) and producer George F.
Johnson on a parapet of the northern-
most lookout point on Quemoy Island.

Army conscripts captured on a Quemoy-
launched raid. The camera play on their
faces, ranging from young boys to old men,
recalls similar shots of Hitler's armies in the
later days of World War II, when der Fuehrer
was scraping the bottom of Germany’s man-
power barrel.

Mr. Lewis, by going to the scene of the
“story,” succeeds in conveying to his U. S.
audience the drama and tenseness which today
are normal in many parts of the world.

Produced by George Johnson of Washington
Video Productions and distributed by the
film division of General Teleradio Inc.

Commentary by Fulton Lewis jr.

Available for local sponsorship.

SWIFT'S SHOW WAGON

THE PLEA by the entertainer to buy the
product in order to support the show sup-
posedly had gone out with Joe Penner, but
darned if it didn't show up on the Swift's
Show Wagon with Horace Heidt and the Amer-
ican Way tv series.

There was no question about it. Heidt, him-
self, asked the audience to buy Swift products
so his talent search could be carried on. It was
quite a shock. Those things are supposed to
be more subtle and sophisticated today what
with selling in depth, integrated commercials
and demonstration advertising.

But, then, Heidt’s show is that kind of a
simple, un-gimmicked production. There’s
Heidt, simple, unaffected, shy, smiling-—and
a little older than when he was in his hey-
day. There's the band, playing simple, un-
affected music. There are a couple of solos.
There’s the guest. And there are the young
hopefuls. The telecast version of Heidt's talent
scarch (he did the same thing on radio four
or five years ago), now has some video window
dressing: a chorus line.

In the show we saw, Heidt had Will Rogers
Ir., as the guest, narrating his father's philoso-
phy while old film clips of Will Sr. were
shown. There were fwo talent contestants, a
15-year-old pianist (male), and a 14-year-old
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The biggest buy in radio is Michigan’s “Golden
Triangle” ... bounded by Detroit, Jackson and
Flint! That’s where you reach 77% of Michigan’s
6-billion dollar buying power! That's where
nearly 1009, of the homes and over 85% of the
automobhiles have radios! That’s where WKMH,
WKHM and WKMF command the biggest
listening audience because that’'s where every-
body likes news, music and sports!

BEST OF ALL . . . YOU CAN
COVER MICHIGAN'S MAJOR
MARKET LIKE A TENT AND
SAVE 10% IN THE BARGAIN
BY BUYING THE SMART
THREE-STATION PACKAGE!

WKMH

Dearborn
Detroit

WKVMH WKHM WKMF

DEARBORN—-DETROIT JACKSON FLINT
5000 Watts (1000 WATTS NIGHTS) 1000 Watts 1000. Watts

REPRESENTED BY HEADLEY REED
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EVEN SAMSON?

SAMSON WAS a. mighty man,
his strength beyond compare.
That was until Delilah

took the scissors to his hair.
But say she hadn’t cut it

still we doubt he’d be as strong
as the signal from W P I N.

WPIN’s clear channel signal covers

Coast of Florida completely, giving
advertisers a market of 790,300 people

$989,640,000.00. This dominant Inde-
pendent music and news station is the
West Coast of Florida’s best daytime
radio buy. . . . That's why more local
advertisers prefer WPIN.

WPIN

680 Clear Channel

Offices and studios in the
Royal Palm Hotel
St. Petersburg, Florida

Represented Nationally by
Indie Sales, Ine.

and his strength was ten times ten,

the eleven county area of the West

every day with a buying income of

T 1T 11T

§ WHBF
i

-ROCK ISLAND, ILL.

CBS FOR THE QUAD-
CITIES

is favored by location
in a 4-city metropoli-
tan area, surrounded
by 10 of the most pro-
ductive rural counties
in the nation.

In both radio and tv
WHBF is the Quad-
Cities favorite.

Les Johnson, V. P. and

G Ceiis fnworit

AM
WHBF :
T
TELCD BUNLDING, ROCK ISLAND, ILLINGIS

Reprecentad by hvery-Eaadal, dnc.

J
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IN REVIEW

vocalist (female). The vocalist won. The
troupe did a strained, western burlesque skit,
called (appropriately, we thought) “Hipalong
Heidt.” The whole thing was hurried along
in order to meet the 30-minute deadline. It
left this viewer a trifle fatigued.
Production costs: Approximately $35,000.
Sponsored by Swift & Co. through J. Walter
Thompson Co. on NBC-TV, Sat., 7:30-8 p.m.
Starring Horace Heidt, with his orchestra and
guests; also amateurs.
Producer: Jerry Brown; director: Joseph Cava-
lier.

THE MILLIONAIRE

FLEXIBLE in format, The Millionaire, new
weekly half-hour film series on CBS-TV, re-
placed the evening Strike It Rich on Jan. 19,

Billionaire John Beresford Tipton, to find a
relaxing hobby, decides to give cashier’s checks
for $1 million to various individuals. The
benefactor does not reveal himself to the re-
cipients, nor does he appear in the series, and
it is up to his executive secretary, portrayed by
Marvin Miller, to keep a case book on the lives
of the individuals and report on this “chess
match with human beings as the pawns.”

Titled “Millionaire Amy Moore,” the pre-
miere program deals with a widowed depart-
ment store clerk, Toni Gerry, who is tied down
by an asthmatic young son, Ray Galli. About
the time a young executive, John Archer, comes
into her life, she receives the $1 million check
with the stipulation no one is to know how she
came by the money. Now free to encourage
her romance (she had been fighting it because
of pride) and full of plans to take her son
to a dry climate, her bubble bursts when she
learns that her beau's first marriage went on
the rocks because the wife was wealthy. After
much soul-searching, capped by overhearing
her son say he had never seen a man shave, she
returns the money.

Well played by the principals, the initial story
fell into the category of fair to middlin’ soap

opera. The format, though, by being so flexible

should draw a varied audience, provided the

quality of production and acting is maintained

throughout the rest of the series. Marvin Miller,
as the secretary, is the only continuing role.

Always competent as a radio announcer and a

motion picture actor, he should prove a most

valuable asset to this tv film venture.

Production costs: Approximately $35,000.

Sponsored by Colgate-Palmolive Co. through
Ted Bates & Co.

Filmed by Revue Productions for Don Fedder-
son Productions. Telecast on CBS-TV, Wed.,
9-9:30 p.m. EST.

Producer: Don Fedderson; director: Alfred E.
Green.

Cast: Marvin Miller, Toni Gerry, Ray Galli,
John Archer (Jan. 19).

Writers: Adapted by Mary McCall Jr., from a
story by George Van Marter.

* * *

BOOKS

BUSINESS WITHOUT BOUNDARY, THE
STORY OF GENERAL MILLS, by James
Gray. U, of Minnesota Press, Minneapolis.
344 pp. 34.75.

FOR AS LONG as commercial radio has been
part of the American scene, General Mills has
been part of broadcasting, first as operator of
WCCO Minneapolis, but more importantly as
a major user of the broadcast media to adver-
tise its flours and breakfast foods. James Gray,
professor of English at the U. of Minnesota,
describes the relationship between General Mills
and broadcasting in detail in his interesting
history of the world’s largest miller and the
American grain milling industry.

OPEN MIKE

ARF Report Well Done
EDITOR:

I've been meaning before this to express my
appreciation for your thorough and objective
treatment of the Advertising Research Founda-
tion’s recommended standards for radio and tv
program audience size measurements [BeT, Dec.
27, 1954]. g

As chairman of the ARF subcommittee which
conducted the study, I am fully aware of the
complexities of the subject and the difficulties
of condensing our report to magazine length.

Congratulations on doing that job so well.

G. Maxwell Ule, Vice President
Director of Research

Kenyon & Eckhardt

New York, N. Y.

Georgia Applause
EDITOR: '

Congratulations on your article on Georgia
by J. Frank Beatty [BeT, Dec. 27], which the
Atlanta Journal reproduced in condensed form
Tuesday, Jan. 18. We would like to have a
dozen copies of BeT containing Mr, Beatty’s
article in its entirety.

-Fred B. Moon

Director of Research
Georgia Dept. of Commerce
State Capitol, Atlanta, Ga.

EDITOR:

I read with great interest your story about
Georgia’s progress [BeT, Dec. 27, 1954] as well
as the condensed version which appeared in the
Atlanta Journal of Jan. 18. Both stories gave
excellent pictures of our State and what is hap-
pening in it and we appreciate the fine publicity
which the stories gave to us.

I am sure that your stories, resulting from
[J. Frank Beatty's] 2,000 mile trip through
Georgia, will focus a great deal of attention
throughout the nation on the efforts we are
making to encourage desirable expansion of in-
dustry and progressive development in agricul-
ture, providing a new economy for cur State.
Feeling as I do, I want to express my apprecia-
tion to you for your fine report.

Naturally, it was gratifying to us for the city
of Athens to be mentioned favorably. We,
along with other citizens of our State, are trying
to live up to your thought that “Georgians are
on the move.”

Jack R. Wells, Mayor
Athens, Ga.

Station Coverage
EDITOR:

Certainly enjoyed the articles on station cov-
erage, area stations and “Coming in the Back
Door to Cover a Major Market.”

The current acceptance of area stations’
ability to cover a big market at a very low
cost per thousand is certainly encouraging. As
in WTTV’s case, all the 214 million people in
our coverage area are important to the adver-
tiser, not just the %4 million who live in In-
dianapolis. .

We'd certainly appreciate permission to re-
print these articles for our local and national
promotions. . . .

Norm Cissna

Asst. Mgr. and Sales Dir.

WITV (TV) Bloomington,
Ind.

[EDITOR’'S NOTE: Permission granted to re-
print “Broadcast Coverage—As an Agency Looks
at It,”” by Julia Brown of Compton Adv.; “Tele-
vision CovVerage—As an Engineer Defines It,”
by broadcast engineer T. A, M. Craven, and
“Coming in the Back Door to Cover a Major
Market”” by B-T associate editor Farl B.
Abrams].
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WATTS

WILK-TV speaks with performance . . . not claims.
Turn to WILK-TV for the kind of sales packed recep-
tion a million watts deliver. This new power, com-
bined with smart programming and proven sales
know-how, will sell more of your products at less
cost. Here is your ideal vehicle to roll into a top-
dollar market of over 2 million viewers in 20 North-
eastern Pennsylvania counties, extending from New
York State to Harrisburg . . . from Williamsport to
New Jersey. It reaches an annuai spending power
of over 4 billion dollars.

For the BEST in Television—it’s WILK-TV-Channel 34

iy,

mwgae  VIIASEZ

AVERY KNODEL, INC,

NATIONAL REPRESENTATIVES
VO NEW YORK e CHICAGO e SAN FRANCISCO e LOS ANGELES @ ATLANTA e DALLAS




If Yom: Market is

MINNEAPOLIS
ST. PAUL

NOW
IS THE
TIME

fo see your

television representative

...about choice availabil-
ities on KEYD-TV

...you can buy maximum
power at minimum cost
on the Upper Midwest’s
new Channel 9 station

... ask your H-R man
about KEYD-TV’s “in.
centive’’ rates

316,000 WATTS

DOffices, Sudias, Tramsmifer

FOSHAY TOWER

Minnsapelis

Eepresented Motionally by H-B TELEVISIOHN, IMC,

KEYD-TV Market Facts

POPULATION. ....... over 22 MILLION
BUYING INCOME. . . nearly 3% BILLION
RETAIL SALES....... nearly 3 BILLION
FOOD SALES............ 612 MILLION
DRUG SALES............ 77 MILLION
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our respects

to WALTER ELIAS- DISNEY

THERE are two basic reasons why Walt Disney
has added tv program production to his already
busy theatrical schedule, According to Roy O.
Disney, president of Walt Disney Productions,
“we have embraced tv not only for itself and
its possibilities, but also to exploit and sell our
motion picture product.” But, when Walt Dis-
ney accepted the 1954 Sylvania Award “For
the Most Outstanding Television Series for
Children of All Ages,” he gave the “more
important” reason.

“Television is, to me, tremendously exciting.
Not only as entertainment, but as a living vital
force in the world today. Americans are a re-
sponsive people, and the ideas, knowledge and
emotions that come through the tv screen in
our living rooms will most certainly shape the
course of the future for ourselves and our
children. Frankly, we want to become part of
that living force,” he declared.

Mr. Disney is a dynamic person of seemingly
boundless enthusiasm and imagination. His
working premise is to inform and, at the same
time, entertain the public. If Mr. Disney were
less than dedicated, according to an associate,
he wouldn’t have started ABC-TV Disneyland
and now be considering adding a five-times
weekly hour-long children's program on the
same network.

Prior to last April, when he signed his ex-
clusive ABC-TV long-term contract to produce
an annual minimum of 26 hourlong filmed
programs, the producer had appeared on tv
twice. He did the Christmas program for Coca-
Cola in 1950 on NBC-TV and for Johnson &
Johnson in 1951 on CBS-TV. The basic prob-
lem was to find a format which would employ
the Disney product to the best advantage.
“Disneyland,” the $9 million park under con-
struction near Anaheim, Calif., is a 20-year
dream come true,

Using old and current Disney products to
make up the series does not mean merely
throwing some old footage together and run-
ning it off at the proper time. “From Aesop
to Hans Christian Andersen,” which will be
shown March 2, might be considered a typical
program. Although this incorporates “The Ugly
Duckling,” “Brave Little Tailor,” and “Tortoise
and the Hare” with other subjects, it represents
the combined efforts of some 50 craftsmen and
2% months of time to produce the show for tv.
Thus, the $100,000 minimum weekly budget is
better understood.

Always one to credit his top creative staff
with much of the studio’s success, Mr. Disney
says that tv has brought out a lot of inherent
versatility on the part of this staff. Idea men
have turned into writers, writers have turned
into actors and, even though at first he doubted

the wisdom of it, he became the tv host.

Up for sale by ABC-TV last spring, when
most advertisers’ tv budgets were already spoken
for, Disneyland was grabbed up within two
months by American Motors, Derby Foods and
American Dairy Assn. It is now seen weekly
on 137 U. S. and 15 Canadian tv stations.

The producer, born Walter Elias Disney,
Dec. 5, 1901, in Chicago, was always interested
in show business though never particularly en-
couraged. He concluded his formal education
at an early age, and got his first art job, .After
a few months drawing such inspiring things as
egg-laying mash and salt blocks for farm jour-
nals in Kansas City, he decided to go into
business as a commercial artist.

Completing an assignment for a slide com-
pany early in 1920, he realized that the animat-
ed cartoon was for him, and he knew he had to
get to Hollywood one way or another. Pictures
of babies proved to be the answer and after
selling enough he landed in Hollywood in
August 1923, with a suit of clothes, some draw-
ing materials and $40.

Establishing a partnership with his brother,
Roy, the young visionary found the “Alice in
Cartoonland” and “Oswald the Rabbit” sub-
jects met a fair amount of success. The crea-
tion of “Mickey Mouse” caused hardly a ripple,
because with the release of “Jazz Singer,” sound
had become the order of the day. He stuck
with “Mickey,” and with the third cartoon
patented a method of voice synchronization
which is still in use at the studio today.

His next major step came with the creation
of “Silly Symphonies” in 1929—in color. In
1938 he produced “Snow White and the Seven
Dwarfs,” the first full-length animated feature.

With mote than $3 million invested in his
equipment and studio, 94% of the facilities be-
came engaged in government work during World
War II. Out of the reconversion to peace came
“Make Mine Music,” the feature in which voices
and talents of personalities were combined with
the cartoon medium. Then followed his move
into live action features. In 1949 Mr. Disney
started the “True-Life Adventure” series.

He has been married for 294 years to the
former Lillian Bounds, one of the girls hired
to help make the first “Alice” cartoon. They
have two daughters, Diane, 20, and Sharon, 18.
Mr. Disney is a mechanic at home with an
elaborately set up workshop, where he can in-
dulge his life-long passion for miniatures.

To the oft-repeated statement that he makes
pictures only for children, Walt Disney, win-
ner of numerous awards including 21 “Oscars”
and an Irving Thalberg award from the Acad-
emy of Motion Picture Arts & Sciences, con-
tinues to ask: “How old is a child?”
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The face in “Let’s Face the Facts”

this month is that of Gordon E.

Jacobson, Omaha Pistrict Sales
Manager for General Mills—a KFAB ad-

vertiser for over eighteen years.

Year after year satisfied customers are

RETAIL SALES IN KFAB AREA
WERE OVER TWO AND AHALF
BILLION DOLLARS LAST VEAR

any advertising medium’s greatest suc-
cess story—and KFAB has lots of 'em.
We invite you to “Face the Facts.” KFAB
boasts many Iong-fer;ri, successful adver-
tisers for only one reason—BECAUSE IT
DOES THE JOB! Get all the facts from
KFAB's General Manager Harry Burke—
likewise Free & Peters, Big Mike’s reps.
Special promotions this year will com-

memorate the Diamond Jubilee for

General Mills’ Gold Medal Flour.
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Big Mike is the physical trademark of KFAB — Nebraska's most listened-to-station
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means ...

WBZ+WBZA _Boston, Springfield —51,000 Watts
KY W __Philadelphia-—50,000 Watts

KDKA - _Pittsburgh-—50,000 Watts

WOWO —Fort Wayne—50,000 Watts

KE X _—Portland—50,000 Watts

WBZ-TV —Boston—Channel 4

WPTZ (TV)—Philadelphia—Channel 3
KDKA-TV __Pittsburgh—Channel 2

KPI1X (TV)—San Francisco—Channel 5

WBC means sales . . . WBC means audience . . . WBC means audi-
ence-action. Because WBC stations have the power and the people who
know how to use that power to make listeners react. For rates and
availabilities, contact Eldon Campbell, WBC National Sales Manager,
PLaza 1-2700, New York.

WESTINGHOUSE BROADCASTING CO., INC.
KPIX represented by THE KaTz AGENCY, INC.
All other WBC stations represented by FREE & PETERS, INC.
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Advertizement

From where [ sit

by Joe Marsh

A Winner Every Time!

Last Friday at our big basketball
game with Centerville I sat next to a
fine-looking old man. Centerville had
things pretty much their way the first
half —and he cheered every single
score they made.

But our boys began to caich up.
Then Stretch Brown put us in the
lead with a long set shot,—and I
noticed that the old fellow was now
rooting for our side. “What team are
you for, anyway?” I demanded.

“Neither one,” he replied. ‘“I’ve got
my own team, I figure any kid that
does a good job out there is auto-
matically on my team. Root for the
individual like I do—and you’ll al-
ways back a winner!”

From where I sit, maybe it is a
good idea to keep your eye on the
individual, instead of automatically
grouping him on teams you're “for”
or “against.”” We're all of us indi-
viduals at heart, with our likes and
dislikes—our right to prefer tea to
coffee or beer to buttermilk . . . and
our right to “blow the whistle” when
anyone tries to regiment us.

Copyright, 1955, United States Brewers Foundation
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JERRY FENIGER

on all accounts

RADIOQ's resurgence “arrived” when those who
had no “axe to grind” sold the medium as a
whole.

That’s the opinion of Jerry Feniger, whose
own resurgence on ad row iS as recent as
Jan. 1 when he returned to Cunningham &
Walsh. He is C&W's media director in New
York on the Liggett & Myers Tobacco Co.
(Chesterfield, L & M cigarettes) account.

Mr. Feniger is qualified to speak about radio
from both buying and selling viewpoints. Be-
tween stints at C&W, he spent three years,
starting Dec, 1, 1951, with CBS Radio Spot
Sales.

His debut at C&W was in June 1950 as
head timebuyer on all accounts, working un-
der Newman McEvoy, the agency’s vice presi