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EVENING

STATION-PREFERENCES
Nn"ITOWA PLUS!

F ROM 6:00 PM to 10:00 PM, 349 of the radio families
in “lowa Plus” listen-most to WHO —30% to the next
eight Iowa commercial stations.

Figures are from a new Winter,
1948 Hooper Listening Area
Coverage Index giving results
of a scientifically-sampled, 116-
county poll in which the ques-
tion was asked “To what sta-
tions do you and your family
listen most frequently or the
most time?”

EVENINGS, WHO GETS 34% . . .
NEXT STATION GETS 11%!
This new Hooper Report for

the first time allows careful
time-buyers to judge slate-wide

preferences by Hooper stand-
ards.

It removes the temptation to
evaluate a 116-county area hy
the Hooperatings for Des
Moines alone, a city which aec-
counts for less that 6%, of the
entire area’s population.

It proves once more that top
Programming and conscien-
tious Public Service do pay
dividends to a station, its audi-
ence, its advertisers.

Write for your copy of the 116
county Hooper Report—or ask
Free & Peters.

WIHO

4+ for lowa PLUS#

DES MOINES . .

T ————
+ 50,000 WATTS

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
IFREE & PETERS, INC., National Representatives




\ﬂ n its endeavor to bring Detroiters a diversity of entertainment, WWJ-TV,

Michigan’s first television station, has added weekly televised broadcasts of

the Detroit Symphony Orchestra to its ever-growing list of program features. Compli-
ments received from the thousands of television set owners in Detroit attest

to WWJ-TV's perfection in technique during the first broadcasts of the Symphony.

It marks another milestone in the progress of WWJ-TV, which, in its second

year of operation, has already become an effective advertising

medium in this multi-billion dollar market.

ADDED
ATTRACTION

FIRST IN MICHIGAN . .. Owned aoad Operated by THE 'DETROIT NEWS
National Representatives: THE GEORGE P, HOLLINGBERY COMPANY

ASSOCIATE AM-FM STATION wwJ NBC Television Network



Put your eggs
in 24 baskets

New England's sales potentials are fully
realized only by those who consistently visit
the whole territory. Those who know its mar-
kets do not try to sell New England from
one basket.

The way to get around the territory fre-
quently and conveniently is through Yankee
home-town stations. Every Yankee station

has prestige as a local station, influence with

reach more customers
in more markets

the Yankee way

local dealers. It has local acceptance with
the audience and with the merchants as the
Yankee and Mutual station in its area. It can
open local doors for you.

This 24 station Yankee coverage is the
sure way to volume sales in New England. It
provides the most complete over-all cover-
age in New England radio — with direct,
concentrated selling in each principal market.

Aecceptance ¢ Tve Yankee NeTwork's Foundation

THE YANKEE NETW ORK,

INC.

Member of the Mutual Broadcasting System

21 BROOKLINE AVENUE, BOSTON 15, MASS.

.Represenfed Nationally by EDWARD PETRY & CO., INC,

Published every Monday, 53rd issue (Year Book Number) published in February by BROADCASTING PUSBLICATIONS. INC., 870 National Press lgmldmg Washington 4, D. C.

Entered as second class matter March 14, 1933, at Post Office at Washington, D. C., under act of March 3, 1879




Closed Circuit

PROCTER & GAMBLE Co., through Dancer-
Fitzgerald-Sample, starting test spot announce-
ment campaign about end of September with
WHP Harrisburg and WSBT South Bend,
for unrevealed product. Agency plans to re-
lease product name shortly before campaign
starts. Spots will run from 10 to 15 weekly
on each station for 13 weeks.

HOUSE Select Committee to investigate FCC
may next probe famed Blue Book. Committee,
mandated to explore issue of whether docu-
nient constitutes forbidden censorship of pro-
gramming, reportedly unhappy with FCC’s
failure to indicate specifically whether deci-
sions and guides issued carry weight of regu-
lation in such other cases as Port Huron and
Scott decision.

SILVER SHOWER campaign to raise funds
for radio sets in German schools, as requested
by U. S. occupation officials, quietly closed
last week by NAB. Spot check indicated sta-
tions had raised about all money possible from
publie, which was apathetic and in many cases
indignant about drive. Many stations had re-
sented government move to involve them in
charity project.

SECRECY surrounds purpose and scope of
House subcommittee hearings to get underway
today in Philadelphia on general subject of
musie, Petrillo and unions. Chairman Carroll
D. Kearns (R-Pa.) of Petrillo subcommittee
of House Committee on Education and Labor,
has subpoenaed number of witneses repre-
senting American Guild of Variety Artists.
Sitting with him will be Rep. O. C. Fisher
(D-Tex.).

HOUSTON EXPECTED to be next city to
install FM receivers in busses. KPRC-
FM, owned by Houston Post has Transit Radio
Inc. franchise and it is understood negotia-
tions virtually completed with Houston Tran-
sit Co., with anticipated operation this fall.

DANCER - FITZGERALD - SAMPLE recom-
mending new daytime serial called Searching
Heart to Procter & Gamble, Cinecinnati, as re-
placement for current serial Joyce Jordan.
Adrian Samish, president of Show Produc-
tions, subsidiary of D-F-S, was in Cin-
cinnati last week with recommendation.

RUSSIAN intrigue extends far beyond Berlin
and Washington, according to advices reach-
ing State Dept. Ray C. Wakefield, ex-FCC
commissioner and now chairman of Amer-
ican Delegation to Provisional Frequency
Board headquartered in Geneva, is having al-
most daily tiffs with Russian delegation ‘on
what should be relatively routine task of log-
ging frequencies in use throughout world for
all types of services.

WHETHER FCC hearings on high band TV
allocations will proceed as scheduled Sept. 20

(Continued on page 90)
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L(,‘acominy

Aug. 23-25: Western Assn. of Brocldéasters,
Bessborought Hotel, Saskatoon, Sask.

Aug. 24-27: American Institute of Electrical
Engineers, Pacific general meeting, Spo-
kane, Wash.

{Other Upcomings on page 58)

Bulletins

R. J. REYNOLDS (Camel cigarettes, Prince
Albert smoking tobacco) signed Friday with
MBS to sponsor Cotton Bowl football game
New Year’s Day. Agency, William Esty.

HOUSE COMMITTEE ASKS

FCC FOR LOTTERY PLANS
OFFICIAL cognizance of FCC’s giveaway
plight taken late Friday by House Select Com-
mittee to Investigate FCC. Frank T. Bow,
general counsel, wrote Chairman Coy asking
what FCC would do, now that Section 316
has been repealed. Text of letter follows:

It has come to my attention that the FCC has
made plans for the ‘“‘promulgation of rules govern-
ing programs prohibited by Section 316 of the Com-
munications Act as broadcasting of information
concerning lotteries, gift enterprises or similar
schemes.”

I would like to call to your attention the fact
that Section 316 of the Federal Communications
Act was repealed by Public Law 772 enacted by the
80th Congress, approved June 25, 1948,

In view of this fact will you kindly advise this
Committee whether the Commission still plans to
pll;ociaed in this connection and under what au-
thority.

Business Briefly

CIGAR FIRM RENEWS @ Bayuk Cigars
Inc. (Phillies cigars), Philadelphia, has
signed 52-week renewal of Inside of Sports
on MBS for 11th consecutive year, effective
Sept. 6. Program is heard 7:45-8 p.m., Mon.-
Fri. Agency, Neal D. Ivey Co., Philadelphia.

LEVER FOR LUX AGAIN @ Lever Bros,
Cambridge, Mass.,, has renewed Lux Radio
Theatre on CBS, Mondays, 9-10 p.m. for 52
weeks, effective Oet. 4. Now on summer
hiatus, show resumes Aug. 30. Agency, J.
Walter Thompson, New York.

COLGATE TO SIGN @ Although formal
contracts have not been signed, Colgate-Palm-
olive-Peet is definitely planning sponsorship
this fall of Our Miss Brooks on CBS begin-
ning Sunday, Oct. 3, 9:30-10 p.m. Agency,
Ted Bates Inc., New York.

HEATTER ON CO-OP SHOW @ Gabriel
Heatter’s Mail Bag to start on MBS Sept.
20 on co-op basis, Mon.-Fri., 11:30-11:45 a.m.

8 CBS 52-WEEK RENEWALS

EIGHT 52-week renewals announced Friday
by CBS:

Wildroot Co., “Adventures of Sam Spade,” Sun.,
8-8:30 p.m., Sept. 26, BBDO; American Home Prod-
ucts Corp.,, “Romance of Helen Trent,” 12:30-12:45,
and “Our Gal Sunday,” 12:45-1 p.m., both Mon.-
Fri., Sept. 20, Dancer-Fitzgerald-Sample; Armstrong
Cork Corp., “Theatre of Today,” 12-12:30 p.m. Sat-
urdays, Sept 25, BBDO; Chrysler Corp., DeSoto-
Plymouth dealers, “Hit the Jackpot,” 9:30-10 p.m.
Tuesdays, Sept. 28, BBDO; General Foods, “Wendy
Warren and the News,” 12-12:15 p.m. Mon-Fri,, Sept.
20, Benton & Bowles; Coca-Cola Co., “Spotlight Re-
vue,” 10:30-11 p.m. Fridays, Oct. 1, D’Arcy Adv.;
Electric Auto-Lite Co., “Suspense,” 9-9:30, Thurs-
days, Oct. 7, Newell-Emmett.

District 11 Hears NAB Lottery Review

NAB will file brief covering proposed FCC
rules on lotteries and gift enterprises in radio
programs, based on a repealed section of the
Communications Act, Don Petty, NAB general
counsel, told NAB District 11 meeting in Min-
neapolis Friday afternoon (early FCC lottery
story page 22),

Mr. Petty said many inquiries had been re-
ceived from broadcasters on FCC proposed
lottery rules. He declared broadcasters had
just won legal victory in decision by the
New Mexico Tax Court holding it cannot
tax radio without creating burden on inter-
state commerce.

Two-day meeting of District 11 was chair-
maned by Director John F. Meagher, KYSM
Mankato, Minn.

Resolutions adopted Friday endorsed free-
dom of speech stand of President Justin Mil-
ler, urged observance of Standards of Prac-
tice, recommended radio set question in 1950
census, commended President Miller and Di-
rector Meagher, urged support of BMI
and All-Industry promotion. Concern was ex-
pressed by Mr. Meagher over “exorbitant fees
charged by universities for football AM
rights.”

Though Resolutions Committee rejected pro-
posal covering creation of NAB TV depart-
ment, distriect members unanimously favored
department idea in showing of hands during
TV discussion.

Members of Resolutions Committee were
F. E. Fitzsimonds, KFYR Bismarck, N. D.,
chairman; Howard Dall, WKBH La Crosse,
Wis.; Robert R. Tincher, WNAX Yankton,
S. D.; M. M. Marget, KVOX Moorhead, Minn.

With 107 delegates registered, distriet
meeting opened Thursday. First day included
sessions conducted by Judze Miller, Mr. Petty,
Program Director Harold Fair and Employe-
Employer Relations Director Richard P.
Doherty.

Mr. Petty’s lottery statement follows:

On Aug. 5, 1948, the FCC issued its proposed rules
and regulations relating to lotterles and gift en-
terprises on radio programs based on Section 316
of the Communications Act of 1934, as amended, &
criminal provision. Some months ago, Congress re-
pealed Section 316, effective Sept. 1, 1948, and the
substance of that section was incorporated in Sec-
tion 1304 of the U. S. Criminal Code. Thus, after Sept.
1, there will be no section in the Communications
Act relating to lotterles for the FCC to administer.
It is Clear, therefore, that the Dept. of Justice is the
appropriate agency to enforce compliance with the
lottery statute.

BROADCASTING ¢ Telecasting
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LEVER BROTHERS

FORD DEALERS

Recentry we pointed out that Standard Oil, Bulova, and
Colgate-Palmolive-Peet. . smart merchandisers in three distince fields. . use @/l six

Westinghouse radio stations.

But that's only part of the story. Here's another chapter, with three more
leaders. . Ford Dealers, General Foods, Lever Brothers using all six!

Whatever you have to sell. . in New England, in the Pacific Northwest, or in
the market-areas centering in Philadelphia, Pittsburgh, and Fort Wayne.. puc
Westinghouse stations at the top of your list, and you'll get results. The nation’s
most successful merchandisers are proving it every day.

More than 30,000,000 people live in the areas covered by Westinghouse
radio stations. And Westinghouse promotion specialists, who know their audi-
ences, will help you reach the most listeners in each area. For costs and availabil-

ities, get in touch with our national representatives.

WESTINGHOUSE RADIO STATIONS INC

KDKA +» KYW ¢ KEX *» WBZ +» WBIA + WOWO +« WBZI-TYV

National Representatives, NBC Spot Sales—Except for KEX + For KEX, Free & Peters

Telecasting
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In March, 1943, the Arrow Store—reputed
to be the largest purveyor of Arrow
merchandise in America, based on square
footage of floor space—began sponsorship

. Example of “The Arrow News”, 8:15 10 8:30 AM,

Monday through Saturday.

# It is estimated that the Arrow Store has
quadrupled the store space in the past five
years . . . five vears in which “"The Arrow
News™ has been the “Big Gun” of the
store’s radio advertising, and one of the
biggest of all its advertising weapons.

Philadelphia
Basie Mutual

Represented Nationally
by
EDWARD PETRY & CO.
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FEATURE CALENDAR

First issue of the month: Comporotive Network
Progrom Sponsors Schedule

Second issue: Network Boxscore; Public Interest

Third issue: Trends Survey

Fourth issve: Milestones

Each issue: Video, AM ond FM Porodes, FCC
Box Score

At Washington Headquarters

SOL TAISHOFF
Editor and Publisher

EDITORIAL
ART KING, Managing Editor
J. Frank Beatty, Rufus Crater, Associate Editors’
Fred Fitzgerald, News FEditor; Paul Fulcomer,
Asst. to the News Editor. STAFF: Lsawrence
Christopher, Jo Hailey, Ed Keys, Tyler Nourse,
Jseph M. Sitrick, Mary Zurhorst; EDITORIAL
ASSISTANTS: Yvonne Caldwell, Nancy Diehl,
Grace Hargrove, Mary McCauley, Doris Sullivan.
Eleanor J. Brumbaugh, Secretary to the Publisher.
BUSINESS
MAURY LONG. Business Manager
George L. Dant, Adv. Production Manager; Harry
Stevens, Eleanor Schadi, Barbara Birch.
AUDITING: B. T. Taishoff, Trving C. Miller,
Eunice Weston.
SPECIAL PUBLICATIONS
"BERNARD PLATT, Director
Estelle Markowitz.
CIRCULATION AND READERS' SERVICE
WINFIELD R. LEVI. Manager
Warren  Sheets, Chapalier Hodgson, Jeanette
Wiley, Elaine Suser, Lillian Oliver.
NEW YORK BUREAU
250 Park Ave., Zone 17, PLaza 5-8355
EDITORIAL: Edwin H. James. New York Editor.
Florence Small. Irving Marder, Marjorie Ann Don=-
nell, Stella Volpi.
Bruce Roberison. Senior Associate Editor.
ADVERTISING: S. J. Paul, Advertising Director;
Tom Stack.
CHICAGO BUREAU
360 N. Michigan Ave., Zone 1. CENtral 4115
William L. Thompson, Manager; John Osben, Jane
Pinkerton.
HOLLYWOOD BUREAU
6000 Sunset Boulevard, Zone 28. HEmpstead 8181
David Glickman, West Coast Manager; Ralph G.
Tuchman, Hollywood News Editor; Ann August.
TORONTO BUREAU

417 Harbour Commission Bldg. ELgin 9775
James Mantagnes.

BrOADCASTING * Magazine was founded in 1931 by
Broadcasting Publications Inc.. using the title:
BROADCASTING *—The News Magazine of the Fifth
Estate. Broadcast Advertising * was acquired in
1932 and Broadcast Reporter in 19383.

* Reg. U. S. Pat. Office
Copyright 1948 by Broadcusting Publications, Inc.

Subscription Price: $7.00 Per Year, 25¢ Per Copy
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YOU MAY REACH AN ALTITUDE
OF 14 MILES'—

.o

BUT ... e
YOU CAN'T “FLY HIGH"

IN WESTERN MICHIGAN
WITHOUT WKZO0-WJEF!

There are two big reasons why practically no
one listens to outside broadcasts in Western
Michigan:

(1) Our region’s “wall of fading” pre-
vents consistently good reception even from
the largest outside stations.

(2) Two home-region stations furnish
such excellent programming that the West-
ern Michigan audience’s needs are appar-
ently satisfied almost completely.

Those two stations are WKZO in Kalamazoo
and WJEF in Grand Rapids. WKZ0’s Share

of Audience in Kalamazoo, Mon. thru Fri.,
Noon te 6:00 p.m., is 55.2—36.5 above its
highest competition. WJEF’s in Grand Rap-
ids is 26.7—4.5 above its highest competi-
tion. (Hooper Report, Jan.-Feb. 1948.)
Let us tell you the whole story! Write us—-
or ask Avery-Knodel, Inc.

* Record sél by Anderson and Stevens was 72,394.795 feet (November 11, 1935 ).

WK0

/&d&" in KALAMAZOO

and GREATER WESTERN MICHIGAN
{CBS)

BOTH OWNED AND OPERATED BY

WJEF ||
f2%4Z" n GRAND RAPIDS |

AND KENT COUNTY L
(CBS)

FETZER BROADCASTING COMPANY
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES
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E UGENE L. BRESSON, formerly with LaRoche & Ellis, New York,

Sy

joins F. W. Prelle Co., Hartford, Conn., as director of radio, mem-

ber of plans board and account executive for national advertising.
He previously was with Young & Rubicam, New York, as radio super-
visor, member of radio plans board and director of radio for Y&R,
Toronto.

CHANNING BARLOW, formerly with Albert Frank-Guenther Law.
Inc., New York, as account executive, joins New York office of - Wilson,
Haight & Welch Inc., in similar capacity.

ALFRED DUCATO, formerly with Wakefield Adv.,
San Francisco, joins Abbott Kimball Co., same city, as
vice president in charge. LEON PAUL DACUS and
FRANCES KEITH, both with agency for several years,
also named vice presidents.

LEW KUTCHER, formerly with Henry Modell & Co.,
joins Lew Kashuk & Sons Adv. both New York, as
account executive.

LES HANNA, manager of San Francisco office of Biow
Co., resigns effective Sept. 1. Reportedly will re-estab-
Mr. Barlow lish his own agency in that city. No successor named
as yet.

REGINALD F. PIERCE, who was for 12 years with Magazine Repeater
Razor Co. (Schick Injector Razor) as sales manager, joins merchandis-
ing department of Young & Rubicam, New York. CLYDE A, SYZE,
former vice president and account executive for Benson & Benson, New
York, joins copy research division of Y&R’s research department in
New York. EDWARD MURRAY, formerly researcher on New York
World-Telegram, also joins research department.

CHARLES GORDON, former public relations director in California for
Transport Motor Co., Willys distributor, and YYONNE ENGELMAN,
formerly associated with the late HARRY ELLIOTI’S agency, form
new agency, Gordon & Engelman, with offices at 690 Market St., San
Francisco.

VAN DIVER & CARLYLE Inc., New York, announces formation of new
department for development of packaged video shows soon to be made

available to stations and advertising agencies generally. New depart-
partment will be under direction of WAYNE WIRTH.

Hereis a powerful radio station ' FAY E. EVANS, formerly with Hirshon-Garfield; Kastor, Farrell, Ches-
) ley & Clifford, and Morse International Inc., all New York agencies,
dominating an incredibly wealthy market joins radio copy department of Compton Adv., New York. She pre-

viously was with WPTF Raleigh, N. C. and WMCA New York.

HARRY BARGER, formerly with Ralston Purina Co., St. Louis, joins
copy staff of Sherman & Marquette, Chicago.

RICHARD HALDERMAN, Young & Rubicam, Hollywood merchandis-
ing supervisor, is on three week merchandising tour of Midwest and
Southern states for Hunt Foods.

ROBERT S. LOURIE, former advertising and sales promotion man-

WHB is a seller of goods: WHB knows salesmanship.

We will turn handsprings

down Main Street ager for Logansport Distilling Co. and Julius Wile Sons & Co., joins
executive staff of Charles M. Storm Co. Inc., New York advertising
to sell your product. agency.

HOWARD CAINE, radio director of E. W. Reynolds Ltd., Toronto, is
making tour of western Canadian stations in keeping with radio de-
partment expansion in agency.

FLOYD G. VAN ETTEN, former sales coordinator at ABC and pre-
viously with NBC, joins media department of Needham, Louis & Brorby,

10,000 WATTS IN KANS4 Chicago.

i g /  CAROLYN E. BONNESEN, head of space department for Sherman
fi i & Marquette, Chicago, since 1937, and in Chicago agency business since
i "°":E"'Enif’:"‘"::gg : : 1923, retires from business.

| e T oy

RICHARD N. DOYLE, with Young & Rubicam since 1947, transfers
from media department of New York office to agency 8 San Francisco
office as a space buyer.

WUTUAL NETWORK ¢ 710 KILOCYCLES + 5,000 WA"S "'G“' THOMAS W. HUGHES, vice president of National Export Adv. Serv-

ice, returns to New York after four-month business trip covering Hawaii,
Philippines, British Malaya, Netherlands East Indies, Thailand, Hong
Kong, and China.

JOHN B BLAIR & €O
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Seriously, we at WGN are justly proud that such a large
percentage of local business has consistently been placed on
WGN. The Chicago and Middlewestern market have long
been most effectively reached by WGN, and it has been this
fact which has attracted so many local advertisers to WGN.

Chicago 11

A Clear Channel Station . . . ‘J ’jmr:z ii
Serving the Middle West Iq 720 ———— —
OnYour Dial R [ ls

MB S Eastern Sales Office: 220 East $2nd Street. New York 17, N. Y.

West Coast Representatives: Keenan and Eickelberg
235 Montgomery St.. San Francisco4 » 2978 Wilshire Blvd., Los Angeles 5
710 Lewis Bldg., 333 SW Oak St., Portland 4
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To Reach
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I"dl' k e i eow
Economically

BUY

WGAL

WEGAL
WGAL

WGAL
WGAL

WGAL
WGAL

LANCASTER, PA.

Established 1922

T

7%
h ' e" :.

E’REPIZESEN)'ED‘ BY
1 ROBERT -

MEEKER S
{ASSOCIATES AFFlum
s

New York S
. San Francisco + Los Angeles

Chicago

A STEINMAN STATION
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Feature of

the Week

OUR TELEVISION
ERPERT -~ ~- OR
LOAN FROM MARS

THIS 15 Me HILBURN ¥

Cartoon by Bill Willison in The Washington Post.

s %

e

WMAL and WMAL-TV Washing-
ton decided to orient the public
in television terminology. To ex-
plain some of the technical words
which are now being used in the
industry, the stations had Earl

Hilburn, assistant chief engineer,
meet with the press. The get-to-
gether was so popular that several
of the local papers ran feature

(Continued on page 41)

On All Accounts

RACTICE in roping steers
Pon a Montana ranch has

come in handy for Oliver
(Ollie) Morton, who has been “rop-
ing in” timebuyers for radio ac-
counts almost 20 years and is now
national spot and local sales man-
ager for NBC’s Central Division.

Ollie emigrated to the “Golden
West” and Montana’s non-dude
ranches after serving the required
amount of time as a Hoosier
schoolboy in Terre Haute and tak-
ing courses at In-
diana U. A native
Indianan, he still
lauds his home state
as a mecca for va-
cationers, although
Montana also occu-
pies a susceptible
spot in his affec-
tions.

His cowboy capers
came to a close in
1917, when young
Oliver enlisted in
the 23rd Army En-
gineers at the open-
ing of World War 1.

wives the advantages of the table-
ware he carted from door to door.
Cured of his wanderlust by 1922,
Mr. Morton joined the Stevens-
Davis advertising service in Chi-
cago, remaining there until 1929.

The fall crash resounded dis-
astrously to most Americans, hut
brought a boom to Ollie, who be-
gan selling time at Westinghouse’s
KDKA Pittsburgh. After meeting
clients and agency people, he
chalked up enough five-figure bill-
ings to warrant his
transfer to Chicago
a year later as the
first national spot
representative of the
four Westinghouse
outlets.

At that
KYW was in
cago, and
Westinghouse sta-
tions were WBZ
Boston and WBZA
Springfield, Mass.
Transferred to Bos-
ton as commercial
manager of these

time,
Chi-
other

During three years’ latter stations in
service, he “slept in the fall of 1931, he
some of the best moved back again
ditches” in France OLLIE the next year to
and Belgium for 23 KDKA as station

months. At the end of the war, he
returned to Montana for more of
the outdoor life and found that
ranching activities had been halted
abruptly because of the drought.

For two years he switched to
short-time pursuits—selling books
and newspaper classified ads and
pointing out to skeptical house-

manager.

In 1933, after NBC took over
sales management for the Westing-
house stations, Mr. Morton went
to Chicago as national spot sales
representative of NBC owned and
operated outlets and as local sales
chief for WMAQ, which had just

(Continued on page 44)

BROADCASTING .

CBS Network

5000 Watts

Day and Night

MILWAUKEE

-in the Nation’s
12th Market

G. W. Grignon, Gen. Mgr.

WIS

The Katz Agency, ‘Inc.

Natl. Representatives

S

NELL ol it
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Still another reason why WBBM has been

Chicago’s most sponsored station jor 22 years!

“WBBM sweeps up 75% more dollars”

...say C. A. Boushelle & Sons, Chicago’s
most modern rug cleaning company. And
they KNOW! Twenty-two months ago, they
started using a typical WBBM origination
—the Housewives’ Protective League, con-
ducted by Paul Gibson. Ewver since, Bou-
shelle & Sons have been cleaning up big
(and steadily increasing) profits—the big-
gest in their history—at an advertising cost
of only 13¢ per dollar returned!

Specific results:
75% TOTAL INCREASE IN VOLUME OF BUSI-
NESS IN ONE YEAR!

22 CONSECUTIVE MONTHLY INCREASES IN
VOLUME OF BUSINESS I*

26% BIGGER ORDERS PER CUSTOMER!
51% MORE CUSTOMERS!

Significant sidelight: in a trade subject to
sharp seasonal slumps, Boushelle & Sons
are now doing a bang-up business «ll year
"round. Thanks to 50,000-watt WBBM.
Delivering high returns at low cost—
scoring measurable results —is a WBBM
habit, and has been for the past 22 years.
That’s why advertisers place more business
on WBBM than on any other Chicago sta-
tion. That’s why YOU belong on WBBM.

*Qver corresponding months in previous year.

Chicago’s Showmanship Station WBBM

50,000 WATTS + COLUMBIA OWNED - REPRESENTED BY
RADIO SALES - RADIO STATIONS REPRESENTATIVE, CBS



PRICES .o AUDIODISCS

A Statement On Our Pruce Policy

As of September 1lst, aluminum prices are
again increased. This means higher cost for the
principal raw material used in the manufacture
of AUDIODISCS. In fact, the cost of the
aluminum base has always been the main item
in the cost of production. Thus, any increase in
aluminum prices is of major importance.

But beyond the cost of raw materials and
labor there is a basic factor which determines the
cost of manufacturing professional recording
discs. This factor is the extent to which the
particular process of manufacture enables the
producer to turn out a large proportion of first
quality discs. There are several methods of
production used. None of these will give anything
like a 1007, yield. It is, however, obvious that
as the percentage of yield increases there is a
resulting drop in the average cost of aluminum,
lacquer and labor.

Fortunately, our patented, precision-machine
process—now used for over a decade and con-
tinuously improved—gives a more consistent
yield of high quality discs than any method of
production now used. And we have tested every
other process in use.

So our position with respect to the present
increase in aluminum prices 1s this:

1. We are not increasing prices of AUDIODISCS
as of September 1st.

2. We shall make every effort to absorb this new
aluminum price raise and thus continue our
prices at the present level. Our calculations
indicate that with some improved efficiency,
now under way, and continued large volume
production, we shall be successful in this hold-
the-price effort.

Audiodiscs are manufactured in the U.S.A. under exclusive license from PYRAL, S.A.R.L., Puris.
Audio Devices, Inc., 444 Madison Ave., N.Y.C.
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TV's MAJOR ADVANCE IN 1948!

Instantaneous Transcriptions
of Television Programs

on
35-mm or 16-mm Motion Picture Film

On December 10, 1947, Paramount Pictures Inc. gave the
Television Broadcasters Association (assembled at the Wal-
dorf-Astoria) a first-showing of transcriptions of various
types of programs recorded off the air on 35-mm film in the
booth of the Paramount Theatre, New York.

It was explained that these recordings could be used for
simultaneous theatre projection, for television program
syndication, for reference purposes and in many other ways
which will improve television programmir{g. Since that
time, the use of television transcriptions has grown exten-
sively. We have recorded shows for networks, advertisers.
advertising agencies and package producers. These tran-
scriptions have been re-broadcast over stations in New York,
Chicago, St. Louis and Los Angeles. Transcriptions of the
recent political conventions were telecast in Chicago and
Los Angeles a few hours after their recording.

Paramount recordings were_de.signed to meet the competi-
tive test of theatrical 35-mm motion pictures. And when
broadcast to the smaller TV screen the quality is even better.
Similar apparatus will soon be available in Hollywood and
Chicago. B oS

You can share this advancement row.

GET IN TOUCH WITH

VIDEO TRANSCRIPTIONS MEAN BETTER PROGRAMS

You can add pacing and sparkle through
editing.

You can use a rehearsal recording for au-,
dience-testing . . . for study, timing, polishing
and planning retakes.

You can be sure your commercials are
broadcast exactly as okayed by the sponsor.

You can schedule shows when and where
you need sales pressure . . . repeat shows as
audiences grow . . . amortize costs over'many
markets . . . forget time differentials and the
lack of coaxial networks.

You'll save audition time . . . speed up
policy decisions . . . get quick approval from
distant executives . . . settle client-agency-
talent differences of opinion and recollection.

You can copyright your tele-show (it’s the
only form in which it can be protected in its
entirety under existing law).

You’ll have an impressive new promo-
tional tool in your sales kit for use at sales
conventions, product exhibits, business
luncheons and gatherings ‘of dealers, sales-
men and employees. ’

BROADCASTING e Telecasting
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. WMT Leaves
No Stone
Unturned
in

Big Rock

(IOWA)

Bic Rock is small potatoes to some . . . but big
things are growing all around this small Iowa town.
‘ Farmers thereabouts produce grain, poultry, hogs
and cattle, the likes of which aren’t found anywhere
else. (lowa leads the nation in their production.)
There are a thousand communities like Big Rock
in WMTland, unimportant in themselves, mighty
significant en masse. Tell ’em all on WMT’s 600
kilocycles, the finest frequency in Iowa radio. Ask
the Kaiz man about WMT — Eastern lowa’s only
CBS outlet.

CEDAR RAPIDS

5000 Watts 600 K. C. Day ond Night
BASIC COLUMBIA NETWORK
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Mon.-Fri., on 13 Midwest stations to introduce new product, Shina

Dish, soapless detergent. Stations to be used: KMA Shenandoah,
WDAY Fargo, KFYR Bismarck, WTAD Quincy, KWTO Springfield,
WMT Cedar Rapids, KWOA Worthington, KMMJ Grand Island, WNAX
Yankton, KSOO Sioux Falls, WIBW Topeka, KCMO Kansas City, and
KAYX Waterloo. Expansion to additional markets planned later in
year. Agency: Buchanan-Thomas Adv., Omaha.

BATES FABRICS Inc., New York, signs 52-week contract with NBC
television to sponsor specially-produced package, Girl About Town, be-
ginning Wednesday, Sept. 8, 8-8:20 p.m. James P. Sawyer Inc., New
York, is agency.

CAMEL CIGARETTES, through its agency, William Esty & Co., New
York, buys sponsorship of Wisconsin State U. football schedule which
starts at end of September. Games will be sponsored on 20 stations of
Wisconsin Network for 13 weeks.

FRUIT INDUSTRIES Ltd.,, San Francisco, is using Louisiana as test
market to iritroduce its Dolly Madison wine via spot radio in New
Orleans, Baton Rouge, Alexandria, New Iberia, Lake Charles, Lafayette,
Shreveport, Crowley and Opelousas. Agency: Schoenfeld, Huber &
Green, Chicago.

WHITEHALL PHARMACAL Co,, through Dancer, Fitzgerald & Sample,
beginning Oct. 3 to sponsor Mary Kay and Johnny Show on WNBT
New York, Sun. 7-7:20 p.m. [CLosSED CIRCUIT, Aug. 9]. Program may
also be extended to be heard on WPTZ Philadelphia.

PERSONAL PRODUCTS Corp., Milltown, N. J., appoints BBDO, New
York, to handle radio and special advertising for “Yes” tissues. No
plans set yet.

AMERICAN VENDORS Inc., Los Angeles (bottled soft drinks vendor),
through Allied Adv., same city, planning expansion of advertising to
include radio, starting Sept. 1. Budget of $100,000 will be expended for
all media for coming year.

ATLANTIC BREWING Co., Chicago, appoints W. D. Doner & .Co.,
Chicago, to handle its Tavern Pale beer account. Both radio and tele-
vision will be used.

P. LORILLARD Co., New York, signs for all remaining Chicago Cubs
games on WGN-TV Chicago, through Lennen & Mitchell, New York.
This is addition to firm’s original contract calling for sponsorship of
one-half of entire WGN-TV Cubs-White Sox baseball schedule.

STANDARD BRANDS, for Blue Bonnet Yellow Quik, expanding its
advertising in southeast and southwest markets with eight-week spot
announcement campaign started Aug. 16 on about 65 stations. Ted Bates
Inc., New York, is agency.

P. BALLANTINE & SONS, Newark, N. J. (beer and ale) signs to spon-
sor heavy-weight bout between Ezzard Charles and Jimmy Bivins on
CBS television, starting at 10 p.m., Sept. 13. Bout at Uline Arena, Wash-
ington, D, C., available for broadcast ‘“outside a 70-mile radius” of
capital, will be carried by WCBS-TV New York, WCAU-TV Philadel-
phia, WNAC-TV Boston, but not by WMAL-TV, CBS Washington out-
let. Agency: J. Walter Thompson, New York.

NORGE Co., through its Philadelphia distributor, TRILLING & MON-
TAGUE, signs with WFIL-TV Philadelphia for sponsorship of tele-
casts of 33 home games of professional basketball Warriors team and
championship play-off games. Beginning Nov. 4, telecasts will be Tues.
and Wed. Agency: Campbell-Ewald, Detroit.

GOEBEL BREWING Co., Detroit, signs with WXYZ-TV Detroit to
sponsor telecasts of six home games of Lions, professional football
team, beginning Oct. 9.

HONEY BUTTER PRODUCTS Corp. Ithaca, N. Y. which appoints
Jasper, Lynch & Fishel Inc., New York, to handle advertising for its
Downey Honey Butter, Honey Food Spread and Honey Peanut Butter,

PERFEX Co., Shenandoah, Iowa, Sept. 1 starts its Kitchen Club,

(Continued on page 52)
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‘ “in th “E"é uthwest—to
: 'dehght of h"ead'phqne hsteners for at least blocks arqun d.

Twenty six years of plcneerm and ]eadershlp late
—in this Summer of 1948—the story a-pai'g!}e] Ean

a-
.

Today WBAP-TV is being readi‘éd”fo ‘t e FI i
telecast in the Southwest scheduied around Sept. sz
29, on Channel 5, 76 82 megacycles, 17.6 kilowatts ; $ s ey o

~ effective radiated power-visual. i ; -

I3 But this time there is a difference. Instead of
~1922’s one room, WBAP-TV will be housed in
~ the finest radio and television center in the-
; . Southwest now under construction in Fort = AF
Worth. Instead of the original $200 d
worth of equipment used in 1922, WBAP- !
TV will have the best transmitter, cam- . & O Q 32D
era and film equipment available. Tn-~ et e o
stead of a novice start, the full . 5 '

experience of a proud and powerful ’ ]
parent will be guiding WBAP-TV i
along the way. ; : Ay

WBAP knows how to pioneer and lead.
WBAP-TV will be the television station
» to watch. - ; STAR- TELEGRAM

o ’ ’ WBAp
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pepneid B L §HER BHEE: 53 ,
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Houston Agency Thanks

EDITOR, BROADCASTING :

I certainly appreciate the copies
of the Wallace Davis & Co. story
[BROADCASTING, July 19].

While we had anticipated your
use of some of the photographs, we
are, nevertheless, highly pleased
with your handling of the material.

J. F. Brinley
Wallace Davis & Co.
Houston, T'ex.

* * *

Top 20 Stations (?)

EDITOR, BROADCASTING:

I was very much interested in
your story on page 22 of the Aug.
16 issue entitled “Hooper Top
Twenty Stations In United States,”
however, I think that it is some-
what misleading in the way the
story is written up, in that it says
“according to the computation, the
stations outranking all others in
the nation are . , .” Many cities
do mnot have the Hooper Station

Open

Mike

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

Listening Index during all months
of the year. WTAR, for example,
is one in this category, but that
does not mean that our audience
share is not as large or larger
than the listings shown in your
story. Do you not think it would
be well, in the cause of accuracy,
to state in this monthly story the
number of stations concerned in
the listings or make it plain that
this ranking only includes those
cities where Hooper audience in-
dices are measured.

Campbell Arnoux

President, WTAR

Norfolk, Va.

[Editor’s Note—Mr. Arnoux’s sugges-
tlon is valld and timely. Henceforth it

will be made clear that the rankings
embrace only those cities where Hooper
audience indices are measured.]

£ % *

‘Off Beam,’ Says WIPR
EDITOR, BROADCASTING:

I don’t think it is fair for you
to classify the Puerto Rico Com-
munications Authority, agency of
the Government of Puerto Rico,
with the Communists who com-
mandeer the radio, with the Fas-
cist dictators, with Hungary un-
der the Comintern, with Robert
Best, the American renegade who
stooged for Hitler, merely because
we have followed the pattern set
by New York City, Jacksonville,
Dallas, Camden, Cornell Univer-

’II‘MING is necessary for a successful circus “flying act”. But,
or

timing alone does not provide entertainment. It’s grace and style . . .

in other words, showmanship . . .
We at WPTR. put showmanship first, for good entertainment is the

that entertain and provide the thrills.

method by which radio sells your products.

With 10,000 watts night and day and over a million potential listeners,
WPTR has all the tools you need to merchandise in the Albany-Troy-

Schenectady market. Let us spotlight your product.

WIPT

PATROON BROADCASTING COMPANY, HOTEL TEN EYCK, ALBANY 1, N

Nerd Do AP
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sity, Ohio State University, and
other public agencies in establish-
ing a radio broadcasting station.
Your recent editorial gives a very
inaccurate impression.

You say that “there are still
those in the military who think in
terms of censorship, radio silence,
reduced power, and complete gov-
ernment operation of broadcast
services.” You go on to say that a
“straw in the wind” is the licens-
ing of our station WIPR. You
clearly imply that our station will,
in some sense, be a result or an
instrument of American military
policy. This implication is entirely
incorrect.

As operators of the local tele-
graph and telephone system, we
have received written testimony
from top military officials of the
value of our cooperation during
the war. But aside from that, and
quite completely, so far as our
radio station is concerned, we are
as free of military domination as is
Station WNYC or the various
university stations around the
country. Our corporation is a civil-
ian agency, under civilian control
by a government headed by a gov-
ernor, elected b