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WAITING

Cleveland

Channel 8

You won’t have to wait very long in 
Cleveland — for this inland port (along 
with all its other bustling activity) 
set a new all-time record for itself 
last year in volume of dry, bulk 
freight moved. During 1953, the Great 
Lakes fleet carried almost 200 million 
net tons — and over 80% of its 286 
vessels call Cleveland home.
The movement of Cleveland-made 
goods to the rest of the world is 
matched in magnitude only by 
the influx of goods Clevelanders 
want to buy. (How competent they 
are to do this is reflected by 
their 1953 banking balance of 
833,387,000,000.)
Industrial action is the mounting 
keynote in the Cleveland area, 
geared to America’s industrial 
progress. And the one TV station 
that’s really geared to Cleveland's 
thoughts and tastes is WXEL. It 
follows that the shortest route 
between two points (i.e„ Cleveland 
pocketbooks and your advertising) 
is via the television station iden
tifying itself most closely with 
this remarkable market. As other 
advertisers are happily finding, 
your ship comes in every day when 
you sign aboard WXEL. Ask the 
KATZ agency for details.



Venard, Rintoul & McConnell, Inc. 

is available to represent well-managed 

radio and television stations in certain 

additional markets. To discover how

“Working Ownership” can be put 

to work for your station, write today to:

(

I

“Working
Ownership

A NEW CONCEPT OF NATIONAL SPOT REPRESENTATION

The owners of the company that represents you for national 
spot sales may have vast experience. But are the salesmen, 
the men who are actively making calls on your behalf, widely 
known in the industry? Are they top professionals?

A balanced group of the most experienced men in broadcasting
telecasting have joined forces to establish a new company 
with a new concept.

The Company: VENARD, RINTOUL & McCONNELL, INC.

The Men: Lloyd George Venard, with Edward Petry & Co. for eleven years, 
then President of The O. L. Taylor Co.
Steve Rintoul, a former director of World Broadcasting System, 
eight years with The Katz Agency and recent owner-operator and 
manager of radio stations.
Jim McConnell, formerly member of NBC Management Committee 
and director of NBC Spot Sales, later Vice President of John Blair & Co. 
and Blair-TV, Inc.
Abner Lichtman, a stockholder of Edward Petry & Co. and a former 
partner of Ungerleider & Co., members of the New York Stock Exchange.
Howard Meyers, formerly western manager for The O. L. Taylor 
Company, previously account executive NBC Spot Sales, then 
sales manager for WMAQ, Chicago.

The Concept: “Working Otvnership” — active, on-the-street selling by all 
the owners. — This means stable representation for you 
— and stable representation to national advertising agencies 
and their clients.

VENARD, 
RINTOUL & 
McConnell,Inc
444 Madison Avenue, New York 22, N. Y.

MUrray Hill 8-1088
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Comparison Charl of CHF High Potver Transmitters

Consider the advantages of S-E’s “Add-A-Unit” design that 
makes it easy for any station to expand to higher power ... 
and compare delivery schedules for both complete trans
mitters and high power amplifiers.
Get all the facts... and lei them help you decide truly which 
transmitter best serves your needs.

THE RIGHT TRANSMITTER 
FOR YOUR “SPECIAL" NEED

Standard Electron!« offers you the most adapt* 
obi* VHF equipment In Hw industry today ... to 
solve your station's expansion problems on the 
basis of individual needs and markei require
ments

For example, to start television service, you may 
choose an economical, trouble-free 5 or 10 KW 
100% air cooled S-E transmitter, later, go lo 20, 
25, 40 or 50 KW output, simply by adding o 
matching S-E amplifier. You gel the right com
bination at the best equipment to give you the 
ERF you need at any time.
Far television stations now on Ihe olr who want 
to improve their competitive status with a maxi
mum power signal... Standard Electronics offen 
o complete line of 100% air cooled amplifiers... 
DESIGNED TO DRIVE DIRECTLY FROM YOUR 
PRESENT TRANSMITTER, whatever its make .. . 
with no need to ripio» any pari of your »Kitting 
equipment. YES. EVEN IF YOU HAVE A 2 KW 
TRANSMITTER, IT CAN BE EXPANDED TO 20 KW 
WITH ONLY THE ADDITION OF A « AMPLIFIER. 
Your high power broadcasts con begin SOON 
. .. because Standard Electronics has a reputa
tion foe deliveries ON TIME, as promised.

NARTB Show. May 25 to 27 
Visit Exhibit No. 20

Palmer House-—Chicago, III.

true equipment costs... not just initial cost... 
but also tube replacement and power consumption costs. 
(Within a five year period, an S-E 50 KW —VHF transmitter 
can save you up lo $120,000 in operating expenses alone.) 
Compare circuitry... layout and control simplicity... case 
of maintenance.
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STANDARD ELECTRONICS

ECONOMICAL INSTALLATION

with high power

to deliver tomorrow’s
equipment today

dmilfil exrlusitdy tn the 
engineering, manufacturing, and servicing of equipment 

for the broadcast and television industry

LOWER OPERATING COSTS
Similar lube type* 
throughout. Low emission 
visual lubes interchange-

COLOR ADAPTABLE
Elimination of back porch 
clamp insures proper 
operation with color 
signals.

tion layout.

ADVANCED STYLING
Modern cabinetry by 
Dreyfuss, leading indus
trial designer.

SELF-CONTAINED
Compact. No external 
blowers or external vaults 
needed.

ADD A-UNIT DESIGN

Lets you go from 500 
watts lo SO KW without 
scrapping or even modi 
fying a single piece of 
equipment.

able with aural section 
where power require
ments are less. Lower ini
tial tube cost, AND LONG 
LONG HOURS OF LIFE. 
Lower power consump
tion too, saving many dol
lars on your power bill.

ACCESSIBLE
All tubes visible und ac
cessible from the front 
via full length glass doors.

VERSATILE AMPLIFIERS
S-E’s Add-A-Unit amplifi
ers can be added to exist
ing equipment regardless 
of make. Any 5 or 10 K W 
transmitter will drive a 
40 or 50 KW S-E ampli
fier. Any 2 or 5 KW trans
mitter will drive a 20 KW 
S-E amplifier.

cooled

throughout by Slondord 
Electronic!

SEE A COMPLETE S-E BLUE STAR 50 KW 
TELEVISION TRANSMITTER at the

WOR TV's new Empire 
Stale 50 KW transmitter 
130 KW ERP 100% an

BLUE STAR stations. Check, too S-E's new Mult 
con camera . on demonstration at the sho\\

NARTB EXHIBITION May 23 to 
Palmer House — Chicago. III. Exhibit 

Standard Electronics Reception 
Headquarters, Room 805

50 KW Transmitter deliveries

Let Standard Electronic engineers give you ¿jie 
facts about today’s trend to HIGH POWER VHF 
broadcasts Check at first hand the operating
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EDITOR:
Thank you very much for the April 

copy of television age with the edi
torial on Rosel Hyde. We appreciate 
your making this available to us and 
I can assure you that your views in the 
matter are valued.

Charles F. Willis, Jr.
The White House 

Washington, D. C.
editor:

Your kind comments in the editorial 
which appeared in the April issue of 
television AGE are indeed appreciated.

Rosel Hyde
Chairman

FCC
Washington, D. C.

editor:
1 received a letter today from our 

client, Pontiac Motor Division, and 
in it they noted that TELEVISION AGE 
in the April edition listed the Dave 
Garroway Show in the Network Pro
gram Chart as a film show. As you 
know, the Dave Garroway Show is a 
live show originating in New York on 
Friday night at 8 p.m. edt.

I am sure this is a typographical er
ror, but 1 would like to call this matter 
to your attention so that the necessary 
corrections can be made.

Chas. N. Campbell
MacManus, John & Adams, Inc.

Bloomfield Hills, Mich.
EDITOR:

We are subscribers to your wonder
ful magazine and trust you will be able 
to assist us in obtaining extra copies 
of your April, 1954 issue.

The article in this issue entitled 
“You can Im* sure ...” would be of 
interest to our account, Westinghouse.

S. W. Caldwell, Ltd.
Radio and Television Advertising 

Toronto, Canada
EDITOR:

We noticed with interest the item 
you had in Tele-trends in the March 
issue of television age, which stated 
“ . . . Tracy-Locke, now garnering a 
business of more than $2 million in 

the southwest area. The same agency 
handles Borden’s in Texas.”

We would like to correct an error in 
this statement.

First of all, Tracy-Locke bills con
siderably more than $2 million in the 
southwest area in radio and tv alone, 
with total billing several times this 
figure. Secondly, Tracy-Locke handles 
the Fluid Milk and Ice Cream Divi
sions of the Borden Company in a six- 
state area including Texas, Louisiana, 
Arizona, Oklahoma, Arkansas and 
Mississippi.

I believe you will find that the “re
gional approach” has been even more 
successful than you indicated.

Philip L. McHugh
Tracy-Locke Company, Inc.

Dallas

Editor’s Note: television ace should have 
made it clear that the (2 million figure ap
plied only to radio-tv. The article, “Ridin 
the tv range," in the April issue correctly 
reported Tracy-Locke’s billings.
EDITOR:

We appreciate the very fine article 
you folks did on our film department.

The high readership of TELEVISION 

age has been demonstrated quite clear
ly to us by many comments we have 
had from our advertising friends in 
regard to this particular article.

Lowe Runkle 
Lowe Runkle Company 

Oklahoma City
editor:

Your February issue could not have 
had a more receptive audience than 
our agency as we do buy tv time and 
make film and slide commercials.

The map on page 34-35 in your Feb
ruary issue showing the network 
routes and the Set Count were especi
ally useful in planning our schedules.

David L. Goldsberry
D. L. Goldsberry & Co. Adv.

Kansas City
editor:

We have read with a great deal of 
interest the article “Pounding Presses” 
which appeared in your March, 1954 
issue.

We would like to obtain permission 
to reprint either all or part of this 
article.
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, TALLEST 
fabulous^

SI,356,382,000

by Class 
FOOD

GEN. MERCH.
FURN. RADIO

AUTOMOTIVE 
DRUGS

l OTHERS

of Outlet 
$284,464,000. 
$105,796,000. 
$86,282,000. 

$248,935,000.
$57,871,000. 

$573,034,000.

POPULATION
Served 

1,055,700
FAMILIES Served 

327,600

TOTAL NET 
EFFECTIVE 

BUYING INCOME 
$1,749,287,000
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Did you realize that late evening movies on TV are viewed regularly 
in as many as 67% of all TV homes in a market? That in the daytime, feature 
film will capture and entertain as high as 52% ?

In any one of these rich markets, that’s a lot of people—and a lot 
of buying power.

You can buy participations, one minute, 15 minutes or more in 
these programs at low cost. Through them, your message gets maximum 
market penetration and commercial value.

WSB-TV. 
WBAL TV 
WFAA-TV 
KOA-TV . 
WICU . . 
KPRC-TV 
KARK-TV 
KABC-TV 
KSTP-TV 
WSM TV 
W ARC.TV

REPRESENTED BY

Atlanta 
Baltimore 
Dallas
Denver 
Erie 
Houston 
Little Rock 
Los Angeles 
M’pTs-St. Paul 
Nashville 
New York

Edward Petry & Co., Inc
NEW TORR • CHICAGO • LOS ANGELES * DETROIT > ST. LOUIS • SAN FRANCISCO • DALLAS

WTAR-TV 
KMTV . . 
WTVH-TV 
WENS . . 
WO Al-TV 
KFMB-TV 
KGO-TV . 
KOTV .. 
KEDD . .

Norfolk 
Omaha 
Peoria 
Pittsburgh 
San Antonio 
San Diego 
San Francisco 
Tulsa 
Wichita
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11801 W.

«20 FIFTH AVE.

Houilon-F*nfl«it Corporation
11801 W Olympic Blvd loi Angel* t 44, Calif.
Meow send information on film procauing equipment 
to be used for the following purpose:

World’s Largest Manufacturer of Motion 
Film Processing and TV Studio Equipment

Whatever your requirements in h the answer.
Slm p«^»» ■ ■
16mm, 35mm, 70mm... ^¡rive-negative color film.. • reversal or positive a

Fear,ess 
compact -ni. » "„greeted of .11

builds the S"“'- Fearless is a major supplier to
processing equipment. spected throughout the world.
*e Military and is known and respected tnr g

Only a few of the many Houston
shown here. For compie« tn ormano-n the^P 
best suited for your P“"^' "^’“d the Jupon below, 
special requirements an P™ recommend what is most 
Houston Fearless wd„ Mtn processing

NAME___ 
hum__ 
ADDRESS. 
CITY___

HOUSTON 
fearless



Letter from the Publisher

Up to now tv has not had a unified promotional voice to 
speak out in its behalf. Every other major medium has a powerful 
and aggressive organization to do a selling job on local and 
national levels.

And in the vacuum created by tv silence the competing media 
have moved in and engaged in the pastime of “beating television 
over the head.”

The newly organized Television Advertising Bureau can step 
into this gap and take its rightful place among the other media 
groups which include the Broadcast Advertising Bureau, the 
Bureau of Advertising of the anpa and the Magazine Advertising 
Bureau.

What exactly can the new7 tab do?
It can make pitches for important new business to groups 

of advertisers.
It can answer the competitive challenge of the other media.
It can provide advertisers with much-needed information 

on tv.
It can be a clearing house for stations, feeding them sales 

ideas and sales know-how.
It can stimulate more co-op money in the direction of tv.
It can do all these things and many more—revenue produc

ing activities—if it has the unified support of the entire tv 
industry.

That unity and that support are indispensable.
They are indispensable because the industry has to face up 

to the economic facts of life.
Sure, television has a great potential. Certainly, many sta

tions are doing very' well. But the majority of the 377 stations on 
the air are in the red. The months ahead will be their fight for 
survival. A slight increase in revenue means the difference be
tween profit and loss for many stations.

Take, for example, just one revenue-producing area—co-op 
advertising. Television hasn’t started to tap the tremendous po
tential here.

Several large manufacturers have expressed surprise that tv 
has not pitched on a nationwide basis to dealers who have co-op 
mony to spend.

Television today is only getting 9 per cent of the total adver
tising dollar. This situation is further intensified by the fact that 
every sales presentation as made by competing media winds up 
as an anti-tv tirade.

The tab is a call to arms.

Pledged to the welfare of 

the many communities 

it serves, with a continuing 

series of programs and 

projects designed to 

enlighten, strengthen and 

support the best interests 

of the public.
bf

MEEKER TV, Inc.
New Lot Angela*
Chicago San Franciece

May 1954, Television Age H

pledged

service

Mr. Channel 8

WGAL-TV
NBC • CBS * ABC • DuMont 

Lancaster, Pa.
Steinman Station

Clair McCollough, Preüthnf

Cordially,





CBS TELEVISION

•Trendex, Oct. '53-Mar. '54.
**On the two most recent 

occasions when sponsored 
programs were broadcast 
at the same time over the 
leading networks, they won 
a 29%—and a 96%—higher 
rating on CBS Television.

That’s why their investment on CBS Television for 
the first quarter was over 45 per cent greater than 
a year ago. (And in 1953 it was the greatest in 
broadcasting history!) That’s why it’s still growing.

Advertisers have found that placing their programs 
on the most popular network gives them a headstart 
in ratings**— and a headstart in sales.

CBS Television can bring you the most receptive 
audiences in all America, because it has most of the 
programs most of your customers want.

Supersalesman It’s no little trick to make a tentful of people laugh. 
But it’s something else again to get a nation-wide 
audience laughing—at the same instant.

And laughter, as every salesman knows, is u most 
effective sales tool. And so are all the other moods 
an entertainer can evoke. For they help you shift 
your prospect’s interest—willingly—from whatever’s 
on his mind to the product on yours.

This, perhaps, is television’s greatest value to an 
advertiser. It creates a receptive mood in 30 million 
homes for more than five hours a day. It is always 
part-entertainer, part-salesman.

This, certainly, is why CBS Television has always 
made creative programming its most important 
activity. And why, in the major markets where the 
networks compete — and popularity can best be 
compared—CBS Television consistently wins the 
largest average audience: 11 per cent larger at night, 
and 27 per cent larger in the daytime.*



From the files of Scotland Yard come the astounding 
stories of the man hailed by:

TIME MAGAZINE

"Y*' -

Sarah Churchill in *'4 A.M. PHONE CALL”

"THE SAMBA CASE"

"...'THE GREATEST DETECTIVE IN THE 
WORLD'... he flashes enough intuitive 
genius to hold his own with the best of 
the fictional homicide squad—HOLMES, 
MAIGRET, PHILO VANCE and NERO 
WOLFE".

OMNIBOOK
"... he is one of the MOST FAMOUS 
DETECTIVES OF OUR TIME".

PAGEANT
"...a real life SHERLOCK HOLMES".

EADIABI FADIAN
OF SCOTLAND YARD

(portrayed by Bruce Seton)
RADIO DAILY-TELEVISION DAILY says: "It is fast paced, well doc

umented . . . FAR SUPERIOR to the majority of "whodunits" at 

present cluttering up our screens".

Filmed on location and paced for American television audiences, this 
series is designed for:

1. Sponsors who are weary of the stereotyped "Private Eye".

2. Sponsors who demand strong product identification.
At last here's a show whose unique format provides a 
POWERFUL MERCHANDISING FORCE to help video-wise 
advertisers sell goods!

IM I
Bruce Seton in "THE GOLDEN PEACOCK"

Scenes from FABIAN OF SCOTLAND YARD



A BEST SELLING BOOK!

*
o'

5

Now being syndicated in leading news

papers throughout the United States with 

a combined readership of over25,000,000 

people!

THE NEW YORK TIMES says: "There is 

human warmth in it and no hysteria, no 

bitterness, no sensationalism. It has

humor too — judicious portions, not laid on with a heavy trowel".

Here's something really brand new and exciting in television fare- 
fascinating documented CASE HISTORIES from the files of FORMER 
SUPERINTENDENT OF SCOTLAND YARD, ROBERT FABIAN, Britain's 
counterpart of America's J. Edgar Hoover!

FABIAN OF SCOTLAND YARD is available to National, Regional and Local advertisers who want 
a FIRST RUN TV PROGRAM with all the prestige and promotional values reserved for premiere 

presentations—at a price that will please the most budget conscious sponsors!

39 BRAND new half hour films now 

READY FOR FIRST RUN IN ALL TV MARKETS
write. Wire

OR call today for

lefilm 
enterprises

38 East 57th Street, New York 22, N. Y. • PLaza 8-3360



NOWon theAIR

’Pulse W-County Audience Survey, 
Hooper Oklahoma City Audience 
Survey of January, 1954, and ARB, 
March, 1954. See your Rati man.

WKY-TVWKY . . • FIRST Radio Station in Oklahoma 

WKY-TV F/WT Television Station in Oklahoma 

WKY-TV FIRST Station with Color TV in Oklahoma 

WKY-TV FIRST in Popularity in Oklahoma

ANOTHER “FIRST” FOR WKY-TV!
Local “live” color was first introduced 
to Oklahoma TV viewers in a five-minute 
telecast at 6 p.m. on April 8 
by E. K. Gaylord, president of the 
Oklahoma Publishing Company and 
WKY Radiophone Co.
Now, with two complete camera chains 
in operation, WKY-TV is nation’s first 
independent station to have a regular 
schedule of local “live” color programs. 
Far-sighted planning made it possible 
for WKY-TV to receive the first color 
cameras delivered to any independent 
station in America! This same foresight 
has been characteristic of every phase of 
WKY-TV’s operation. That’s why 
WKY-TV is FIRST in black and white 
television*— as well as COLOR!

CHANNEL 4
OKLAHOMA CITY

and Oparalad by
Th« Oklahoma Publishing Co.
Th« Daily Oklahatnan-Oklahama City T iotas
Th« Fcrmor-Stodtmon — WKY Radic 
Represented by Th« Kalt Agency, Inc,

16 May 1954, Television Age
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AN NAB-NARTB ALBUM

EXCLUSIVE: ROSEL HYDE SPEAKS OUT

how they i proved

Cover: Anthony Saris

DEPARTMENTS

Wall Street Report
The financial picture

Publisher'* Letter
Report to the readers

Washington Momo
Big Ed holds forth

Telo-scope
IFhafs ahead behind the scenes

In the Picture
Portraits of people in the news

Newafront
The urn it happened

Network Schedule
The May line-up

Tele-trends
The shape of the future

Sei Count
Market by market figures

The Rhode Island Re 
Crows and Grows!

ECONOMIC FORECAST: END OF THE RECESSION?
Here’s the immediate outlook for 
the tv industry and business in general

THEN AND NOW
An industry pioneer recalls three decades 
of nab-nartb conventions

STATION DIRECTORY
Executive rosters of the nation s tv stations

SLOT MACHINE TV
A station manager looks at subscript) 
"schemes’ and sounds a warning

TIMEBUYERS
An up-to-date list of these key 
New York and Chicago personnel

ON TO CHICAGO
As it holds its 32nd annual convention, 
the NARTB ¡days a key role in industry afft

UHF: A PROGRESS REPORT
Many obstacles still loom, but the newcomers 
are on the way up the competitive mountain

WHAT’S WRONG WITH RATE CARDS?
Plenty, say timebuyers, who tell

Latest Nielsen* Study Shows 
89% Of Rhode Island Families 
□wn TV Sets . . . Highest In USA! 
31% Above National Average.

1,098,189 TV Sets Serving 
Southern New Englanders 
Who Watch Our live Local 

Shows ., . 17 a Day 
Monday Through Friday!

NBC - Basic
ABC — Dumont — Supplementary

In Camera
The lighter side

Represented by 
WEED TELEVISION
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...and it's a profitable song for sales-minded

businessmen. Millions of extra listeners mean

millions of extra sales. Storer Stations

have been voted "most listened to" by the

ever-increasing out-of-home audience.

»r*

vi
»



WSPD’s "Billion Dollar Market

29 May 1951- Television Age

Camtiai tanked 
by WSPD-TV

MAP
KEY: Centi«: tanked 

by WSPO-AM

Th* area covered by WSPD (Radio and/or Tele
vision) encompasses IB counties; 3 in Michigan 
and 15 in Northwestern Ohio.

Represented Nationally 
by KATZ

Population 1,181,800 
Families 359,150 

Radio Homes 355,050 
Percent tuned lo WSPD-AM 

Daytime 56.8% 
Nighttime 48.6% 

'Television Homes 279,029 
Percent tuned to WSPD-TV 

Daytime 78% 
Nighttime 91.5%

EFFECTIVE BUYING POWER 
Total—$1,917,277.000 

Per Capita $1,622 
Per Family $5,338

RETAIL SALES 
Total $1,409,122,532 

Per Family $3,923 
Spent For: 

Food $332,271,000 
Gen. Mdse. $137,070,000 

Furniture & Household—$72,696,000 
Automotive $311,027,000 

Drug $36,600,000

AM-TV 
■ ■ TOttPO‘ OHIO

Toledo’s Metropolitan Area ranks high in the nation’s 
200 leading areas—

Toledo ranks 41st in total retail sales
Toledo ranks 39th in food store sales
Toledo ranks 42nd in gen. mdse, store sales
Toledo ranks 49th in apparel store sales
Toledo ranks 44th in home furnishing sales
Toledo ranks 34th in automotive store sales
Toledo ranks 38th in Riling station sales
Toledo ranks 57th in building material and hardware 

store sales.
Toledo ranks 44th in drug store sales

SPeeDy daily entertains the people whose buying 
habits account for Toledo’s high rating.

’ January 1, 1954
Authority for above listening and market information:

Standard Rale & Jala Consumer Markets
Neilsen Coverage Service
Television Magazine

AM

fobo



BUSINESS BAROMETER;
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THE SHAPE OF THE FUTURE Q * FQ

The normal seasonal dip in station revenues is over. The anticipated upswing is on. 
That is disclosed by TELEVISION AGE’s exclusive monthly survey. The latest 
report is for February compared with January (there is always a time-lag while 
dollar figures are compiled by operators). The results confirm the 
prediction made in this space last month that renewed gains were to be 
expected.

Here is the actual percentage picture as reported by stations with total annual 
revenues of over $100 million. Local business: up 1.6 per cent; national spot, 
a gain of 4.8; network, a rise of 3.0 per cent. This is the first time in 
three months that all categories have shown an improvement over the preceding 
month.

The smallest stations continue to record the largest gains percentage-wise.
In the $175,000-$375,000 range, local take is up as much as 17 per cent;
national, by 19 per cent. That is understandable. The larger, well-established 
outlets have now settled down to a fairly stable business pattern. Barring 
the inroads of new competition, they cannot expect sharp changes in gross 
income or earnings.

Meanwhile, the networks are setting a phenomenal pace. In the first quarter of this 
year: CBS Television led the parade, with billings of $32.1 million, for 
a jump of 49.5 per cent over the like period of last year; NBC-TV recorded $30.6 
million, up 36.5 per cent; ABC-TV,$7.9 million, a rise of 65.5 per cent; 
Du Mont, $3.7 million, an increase of 30 per cent.

All of this adds up. Advertising expenditures this year are now expected to top the 
1953 record of $7.8 billion. Television will account, by far, for the greatest 
part of that increase. At the same time tv will substantially boost its 
portion of the overall media take. Most likely to lose ground: consumer 
magazines and network radio.

The strength of the television boom is carrying over into set sales. These set a record 
during the winter, for the entire year now promise to equal or even better 
1953*s total of 6.4 million receivers sold. This has occurred despite 
a general slump in appliance sales that still persists.

The first public introduction of color has had absolutely no deterrent effect on 
black-and-white sales. In fact, the consensus is that it has spurred them. 
High costs of the sets, lack of color programming have been the chief 
factors here.



Tele-trends continued

The real test of public reaction to color won’t come befoie late Fall. Then both
RCA and Du Mont will be the market with 19-inch multichrome sets. Other 
manufacturers will quickly follow suit. But prices W3 LI still be very high— 
about $1,000. Few observers think there will be any substantial sales at 
that level. Chances are black-and-white will have the market completely to 
itself for a year or more to come—if not longer.

STILL CLIMBING:

The long rise in rates is apparently not yet over—at least in big-city, prime marke’S- 
A definite leveling-off, however, has been noted among the small and 
medium-sized stations ("Rates: End of the Spiral?" TELEVISION AGE, 
March, 1954).

>4
The tip-off is the action of WCBS-TV. New York flagship of CBS Television, boosting 

its basic Class A hourly charge (7-11 p.m., Monday through Saturday, and 6-11 
p.m. on Sunday) from $4,800 to S6,000. Effective May 15, a 20-second station 
break goes up from $1,075 to $1,500, and 10-second spots are hiked from 
$550 to $750. These are, at present, the highest rates in the country.

Actually, for the past several years the rates of WCBS-TV and. WNBT, the chief compe
tition, have been "playing leap frog.” When one has increased rates, the 
other has promptly followed. This has happened, on the average, four 
times a year.

But this rise apparently is different. WCBS-TV spokesmen point out that their secondary 
coverage is greater than ever, that sets-in-use have increased substantially 
and that the cost-per-thousand—even at the new rates—is lower than 
three years ago. They claim that the latest boost was inevitable. WNBT is 
expected to keep pace.

So far—and large operators around the country will be watching this closely—there 
has been no sign of advertiser resistance. The sponsors on the WBCS-TV roster 
have indicated that they will go along when contract renewal time rolls 
around.
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“CISCO KID”

PRODUCED 
CONTINUOUSLY FOR 

5 GREAT YEARS!
Unparalleled performance in 
ratings, renewals and insults

“FAVORITE STORY” 

97.6% RENEWALS 
FOR SECOND YEAR!

Greatest renewal record 
in syndication history I

MR. DISTRICT ATTORNEY'

PREMIERED 
APRIL 1, 

ON 94 STATIONS!
A New Record in the Field I

“I LED 3 LIVES"

HIGHEST RATINGS! 
GREATEST SALES!

Of Any Show Produced 
For Local Sponsorship I

“BOSTON BLACKIE” 

SELLING SENSATION 
FOR 150 SPONSORS!

TV’s unmatched 
Mystery- Advent« re



.WITH

defender of truth, guard

eal couit

THE INSPIRED NEW SERIES THAT OUTSHINES 
THEM ALL FOR DRAMA, ACTION. REALISM!

for adver 
, Mt D A 
Iiixj force

BRILLIANT, COMPATIBLE

interrogation room

superior selling 
attention arresting 
ive golden oppor

power, ever) 
half hour hold

Every action scene is authentic, 
staged in real honest to goodness 
locations . . . inside a real crime lab 
oratory, a real detective bureau, a 
real communications center, a real

Ml





TOP RATINGS IN MARKET AFTER MARKET!
• BLATZ Beer in 3 markets!

• DREWRYS Beer in 9 markets!

• OLYMPIA Beer in 6 markets!Theatre, Robert Montgomery,

• GENESEE Beer in 5 markets!

• SCHAEFER Beer in New YorkCity

These leaders have 
RENEWED FOR 2ND YEAR!

N.H ANHlHm BY ANYONE, HAS TELEVISION BEEN SO HANDSOMi It ¿All'

• SAN ANTONIO - 2nd Place!
Tue», eve. - rates 26.3 - Telepulse, Aug. 1953
Beats Suspense, Blind Date, Burns & Allen, Kraft

PITTSBURGH - 1st Place!
Thur. eve. ■ rates 41.5 - Telepulse, Aug. 1953
Beats This Is Your Life. Down You Go, Ford Thea 
tre, Playhouse of Starr, Robert Montgomery

• WASHINGTON, D. C. - 2nd Place!
Tues. eve. - rates 21.4 - Telepulse, Aug. 1953
Beats Danger, Suspense, Kraft TV Theatre, 
Douglas Fairbanks Presents, Lux Video Theatre.

• KANSAS CITY - 1st Place!
Fri. eve. • rates 32.3 • Telepulse, Aug. 1953 
Beats Philco-Goodyear TV Playhouse, Ford Theatre, 
Kraft TV Theatre, This Is Your Life. G.E. Theatre, 
What's My Line, Godfrey's Talent Scouts.

No. 1 FILM SERIES NATIONALLY!—Telepulse, August, 1953

PORTLAND - 2nd Place!
Tues. eve. - rates 58.5 • Telepulse, Sept. 1953
Beats Break The Bank, Chance of a Lifetime, Play
house of Stars, The Goldbergs, Big Story.

• SEATTLE - 1st Place!
Sat. eve. • rates 53.3 - Telepulse, June 1953
Beats Robert Montgomery, Mr. & Mrs. North, 
Eddie Cantor, Ford Theatre, Playhouse of Stars.
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Advertisement

Street

of 1-minute and 20-second TV spot« for D-X gasoline, reaches itsThis

the exclusive
‘UCL-PLUS” feature of the product. No waste motion in proving that there are
‘hundreds of gasolines bul

To make

every
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strong 
wedge- 
of sell

> in the projection 
of brilliant home

The proof of a TV commercial is not how the master print looks

SARRA, Inc.
New York: 200 East 56th Street

Street
Street

D-X.” Created and produced by SARRA for

end of the spot is synchronized with “blinker

but how it gets across on home

Chicago: 16 East Ontario

selling climax like a high-powered car. There’s quick pick-up, steady power, and 
no “pulling off the road” because the story of extra mileage, extra anti-knock, 
and extra power is stripped to its hare essentials. A catchy ।ingle sign-off at the

NEW YORK: 200 EAST 56TH STREET 
CHICAGO- 16 EAST ONTARIO STREET

Mid-Continent Petroleum Corp., through R. J. Potts—Calkins & Holden.
SARRA. Inc.
New York: 200 East 56th Street
Chicago: 16 East Ontario Street

with
JXCL-p

production pul into the original film. Thus the advertiser is assured that on 
screen, his commercial will give a fine performance.

SARRA, Inc.
New York: 200 East 56th
Chicago: 16 East Ontario

in this series of TV spots by SARRA. Appetite-appealing shots of the new product, 
associated with familiar favorites like apple pie and crackers-and-cheese, add 
visual appeal to the voice-over assurance that Kraft’s Cracker Barrel Cheese is 
more than worthy of a trial. Stop motion close-ups practically put the package 
in the viewer’s hands, to clinch sales in this series of 20-second TV spots pro
duced by SARRA for Kraft Foods Co., through J. Walter Thompson Company. 

SARRA, Inc.
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street

reception from every print made of its TV productions. Sarra has its own 
especially equipped and staffed laboratory for processing TV film. Here Sarra s 
VIDE-O-RIGINAL prints are custom-made. These duplicates faithfully reproduce 
the sparkle and clarity which twenty years of experience in advertising

The highly competitive subject of Personal Loan Service is given refreshing 
treatment in sparkling 20-second spots for Chase National Bank. The entertain
ment value of animated cartoons keeps the eye amused while a pleasant, 
persuasive “audio" background tells the complete story of Chase service in ■ 
down-to-earth conversational style. Mr. Average Wage Earner and his wife have 
their readily recognized problems . . . and the solution Chase offers is strongly 
identified at the finish. One of a series by SARRA produced for Chase National 
Bank through Kenyon & Eckhardt, Inc.

Introducing a new food product calls for quick package identification and 
“in use” demonstration. More than an “entering wedge” for brand new, 
shaped Cracker Barrel Cheese by Kraft is presented in each 20 seconds



Letters (Continued from page 6)

ALWAYS
A JUMP

AHEAD

“Color Scheme,’ was especially in-

Serving 39 Counties in Four Western States

KSL-TV
SALT LAKE CITY

and retailers.

KSL-TV’s merchandising service puts
more cash in any advertiser’s pocket.

Every effort is made to let everyone
know what’s doing advertising-

wise, and our Personalized
Service insures full cooperation

between local distributors

What’s more, letters in the 
KSL-TV files prove that our 

merchandising activity forces 
distribution in the Intermountain 

area. For more information, 
call CBS Television

Spot Sales, or

EDITOR :

.... I am attraeteti strongly by 
your publication. I think it is -mart 
and beautifully done. It operates on a 
level that should appeal to all those in 
the industry who think ....

John Guffey 
Womack, Craig JI Webster Adv. 

Odessa, Tex.

editor:
In youi excellent article which ap

peared in the April issue, “A $200,000 
Home,” you stated that many of the 
manufacturers and craftsmen involved 
in the construction of the studio had 
never done work for television before.

We would like to have, if possible, 
a list of those companies so that we 
can contact them for information con
cerning materials that were used for 
the Home studio.

We are always interested in “new” 
conceptions and uses of building ma
terials and equipment.

J. Evans Dwight & Co. 
Architectural Engineers 

Chicago

editor:
. The story on “Studio One” in the 
April issue of television age was ex
cellent, and you are to be congratu
lated foi such a fine job.

Roger H. Bolin 
General Advertising Manager 

Westinghouse Electric Corporation 
Pittsburgh

editor :
As a charter subscriber of your mag

azine, I'd like to file a compliment. I 
find that by reading television age 
each month I’m able to keep up with 
what’s what in color. Your April story, 

formative because it covered the very 
practical problem of how to put the 
individual hues to their most effective 
use.

There is. of course, much experi
menting and learning yet to be done 
in the handling of color, and I for one 
am counting on your publication to 
keep me up-dated colorwise.

L. R. Sacher 
Lee Studios 
Los Angeles

30 May 1954, Television AgeMl



Cincinnali

Radio 
Atlanta 
Columbus

mw 
WLW* 
WLWC 
WLW-D 
WLWT

Exclusive Sales Offices:
New York, Cincinnati, Dayton,

Columbus, Atlanta, Chicago, Hollywood

Putting the yearn on everyone to want something more, 
new or better. That’s Wantmanship, the Crosley Group’s dynamic new dimension 

selling. Typical of the Group, WLW-T, Cincinnati, uses top talent—professional want-makers, 
to make wants real and urgent. N/Kantmanship explains why the Crosley Group 

makes more sales faster, at less cost, than any other medium or combination. /?



a Bonus' for Everyone

on Channel Pittsburgh

Since WDTV increased its power to 

100,000 watts it now serves nearly ONE 
MILLION receivers, all of which get a 

fine signal on Channel 2.

This plus coverage makes it possible to 

surpass even the outstanding results ad
vertisers previously have achieved on 

WDTV.

THERE IS A BONUS FOR VIEWERS TOO!
We will continue to present the BEST 
of the programs from all networks with 
Ihe finest signal in the area.

duMont

CHANNEL 2
1 GATEWAY CENTER 
PITTSBURGH 22, PA.

tyùiAÌ with Ute. tyieieAt in



Remember?
. . . this scene from the first television drama ever produced, 
“The Queen’s Messenger”, in 1928 by the General Electric 
Company’s experimental television station? WRGB’s smooth 
and efficient programming today is a result of this first exper
iment and 26 years of television experience. With this back
ground, WRGB brings the finest service to advertisers and 
audience through 361.000 sets in WRGB’s 14,000 square 
mile area.

4 G£NfR41 £££Cr^/C STATION, SCHENECTADY, NEW YORK

WRGB Represented Nationally by NBC Spot Sales 

New York • Cleveland • Chicago • Detroit 

Hollywood • San Francisco

THE CAPITAL DISTRICT’S ONLY FULL-TIME TELEVISION STATION

May 1954, Television Age 33
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THE MARKET...
an industrial dynamo of 116 counties, five states wide 
and a-hum with the manufacturing tempo of plants 
and mills, mines, factories, transportation webs, and 
wide-awake communities where many of the 
nation’s most successful businesses have chosen 
to locate their multi-billion industrial investments!

THE MEDIUM...
is the one remaining element needed to complete a 
perfect climate for exceptional sales. That, too, 
is here. It’s WSAZ-TV, the one television station 
that commands this entire market . . . and exerts a 
welcome influence upon the ways so many of its 
prosjierous families spend their money. Nothing sells 
so marvelously here as WSAZ-TV! Ask America’s 
top advertisers. The giant opportunity they've found 
is mighty enough for more to share.

THE MONEY...
which flows soundly via pay envelopes into the 
comfortable homes of skilled workers throughout 
this Ohio Valley region ... money that stems 
from the prosperity and progress they have helped 
build for this bustling market where incomes 
are higher, sales are brisker, and buying power has 
the potent wallop of four billion dollars a year!

Huntington*Charleston, West Virginia
Channel 3-100,000 watte KRP-NBC-CBS-Du Mont-ABC 
Afiliated with Radio Station WS AZ.
Laurence H. Rogen, Vie. President 4 G«n«ral Manege*. WSAZ Ine.
Regneented nationally by The Kats Agency

THREE MIGHTY M’s
that add up to one of the most outstanding advertising opportunities in America I

WSAZ

More than $63,000,000 has been spent in the past three years on expansion of the enormous Portsmouth, Ohio, 
plant of Detroit Steel Corporation, employing 4,000 workers. This fiery new open hearth furnace—No. 14 to be 
put in service—was first heat tapped February 27, 1954... another example of the vast industrial growth 
throughout WSAZ-TV’s 116-county realm!



WHAT'S AHEAD BEHIND THE SCENES Telescope

Smoke Signal*
The big swing lo filtered cigarettes continues. 

American Tobacco has one in the works, not <lue, 
however, for several months. K. J. Reynolds soon 
will step up promotion—including heavy tv spots 
—on U inston, its new filter-lip. Meanwhile, 
cigarette firms’ profits—despite all the hubbub 
over last year’s dip in sales—are running as much 
as 30 per cent ahead of the 1953 pace. Expiration 
of the excess profits lax is a major factor.

Hick Gear
Look for auto companies to step up their tv out

lays as competition grows ever hotter. Chrysler, in 
particular, which has lost one-third of its former 
market lo General Motors and Ford, will launch 
a major advertising drive in all media.

On Tap
Rheingold Beer, fifth ranking in sales, plans to 

go nationwide. It has plants and distribution on 
the east and west coasts, is reportedly dickering 
for a large midwest brewery in order to become a 
national brand. Foote, Cone and Belding handles 
the account.

Paper* Off
The next Audit Bureau of Circulation reports 

will show surprising losses in circulation for New 
) ork City Metropolitan dailies. The evening pa
pers in particular attribute circulation decline lo 
television.

Westinghouse to JWT?
Although J. Walter Thompson won’t confirm 

or deny, the report persists that the Appliance 
Division of Westinghouse ($11 million billing) 
has shifted from Fuller, Smith and Ross, where the 
account has been for eighteen years, to jwt.

Of Time and ASCAP
You can look for some legal fireworks with 

respect to the method of computation of ascap 
revenue on indiv ¡dual tv stations. Several stations. 

which bill on a blanket basis, contend that 60 per 
cent of their rate represents time costs, while 40 
per cent represents facilities. These stations are 
asking ascap to compute the percentage solely on 
the basis of the 60 per cent, ascap hasn’t indicated 
whether it will do this. In the case of one mid
western station about $100,000 is involved.

Feature Run
Stations throughout the country will watch very 

carefully the wor-tv new nighttime programming 
policy. Starling in the fall they will telecast the 
General Teleradio feature films recently acquired 
from the Bank of America. The plan is to run on 
a motion picture basis, i.e., the same film twice 
a night for seven nights.

New Look
You can look for a reappraisal of the Interna

tional Latex advertising philosophy since its sale 
to Stanley-Warner Corp. The budget of $3 million 
a year was under the personal direction of the 
corporation’s board chairman, A. N. Spanel. The 
company has been considering re-entry into tv for 
quite some time. Foote, Cone and Belding is the 
agency.

New Face*
The entry into tv by advertisers new to the 

medium continues apace. Latest aie H. J. Heinz 
Company which purchased 78 participations on 
nbc’s Home and Noxema Chemical which pur
chased the Ed Murrow Person-to-Person program 
on the midwestem leg of cbs Television.

Here and There
Shell Oil, through J. Walter Thompson, has 

plans for placing nighttime half-hour programs on 
a regional basis. Johnson’s Wax, through Need
ham. Louis and Brorby, will come back next fall 
with a nighttime program replacing Life With 
Father on cbs. Dow Chemical via McManus, John 
& Adams is looking for a nighttime show for 
Sa ran-Wrap.
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WGR-TV
channel 2

HEADLEY-REED-TV
Exclusive National Sales Representatives

Effective Immediately

Source: Niagara Mohawk Power Corporation

HEADLEY-REED is happy lo announce the addition 

of WGR-TV to its list of distinguished stations. 

WGR-TV will service Buffalo—14th market in the 

United Stales with a vhf set circulation of 394.533.*

Buffalo, New York 
basic NBC-TV affiliate 

announces the appointment of



EAST
WSYR-TV Syracuse NBC
WTRI Schenectady, Albany, Troy CBS
WGLV Easton ABC, DuMont
WTPA Harrisburg NBC
WEEU-TV Reading NBC

WBRE-TV Wilkes-Barre NBC. ABC

MIDWEST
WEEK-TV Peoria NBC

KWWL-TV Waterloo NBC, CBS

WNEM-TV Bay City NBC, DuMont

KFEQ-TV Si. Joseph CBS, Du Mont

WFMJ-TV Youngstown NBC

WKOW-TV Madison CBS

SOUTH
W ALA-TV Mobile CBS, NBC, ABC

WSFA-TV Montgomery On the air Fall, 1954

WRDW-TV Augusta CBS

WDAK-TV Columbus NBC, ABC

WTOK-TV Meridian ABC, CBS, Du Mont, NBC

WTVD Durham NBC—On the air Fall, 1954

WSJS-TV Winston-Salem NBC

WAIM-TV Anderson CBS

WCOS-TV Columbia ABC

WEST
KOOK-TV Billings CBS, DuMont, ABC, NBC

KFBB-TV Great Falls CBS, NBC, ABC. DuMont

HAWAII
KULA-TV Honolulu ABC. DuMont

HEADLEY-REED TV
New York Chicago Philadelphia San Francisco 

Los Angeles Detroit New Orleans Atlanta



IH of the jongle
starring Jon Hall

It’s the only show of its kind in all 
television! No chance of sponsor 
»HS-identification with RAMAR, be
cause there’s no other show like it 
on the TV screens.
It’s a show for children-with a host 
of adult fans. The jungle locale pro
vides an exciting background for 
stirring episodes which appeal to 
the young and old of both sexes.
Sold in more than 85 markets. Act 
now for franchises on an individual 
market basis.

All of these TPA features are offered as 
complete selling packages, with effective, 
integrated merchandising and promotion 
plans to lift sponsors’ sales.

for station operators...

THE EDWARD SMALL FEATURES
28 full-length feature films people 
like to watch__ stations like to run 
... advertisers like to sponsor.
They’re all produced by Edward 
Small, that outstanding Hollywood 
impressario whose sensitivity to 
public likes have given his produc
tions a gross of more than 
$100,000,000.
Features top name stars in every 
picture.
Now profitably shown by more than 
100 station operators. If you’re not 
une of them, you ought to be!



elevision menea. inc.rograms oj

l OlR* STAR SHOWCASE

with your host, Mr. Edward Arnold
Here’s a successful, tested program 
— that’s first-run in over 150 
markets !
It’s a series of 52 star-studded net
work calibre half-hours which, as 
The General Electric Theatre, won 
ratings of 22.9 in Cleveland ... 30.5 
in San Antonio . . . 20.3 in Chicago 
. . . 32.6 in Kalamazoo, etc. (ARB, 
Feb., 1953).
YOUR* STAR SHOWCASE is a 
weekly parade of marquee names, 
sparkling scripts, tight direction 
and lavish production. It can be the 
showcase for your product

Advertiser or brand name

729 SEVENTH AVENUE. NEW YORK 19, N. Y. • 1041 N. FORMOSA AVENUE, HOLLYWOOD 46, CALIF.

starring Hugh Marlowe

coming soon.

THE ADVENTI RES OF ELLERY QUEEN

A brand new half-hour series with 
a tradition of outstanding success— 
in every medium.
The Ellery Queen books have sold 
over 50 million copies. The radio 
series was a leading hit for years. 
Now, with Hugh Marlowe in the 
title role, an exciting telecast series 
of new adventures are being filmed 
in Hollywood for May release.
Reserve your markets now. It’s like 
putting money in the bank.





TH. WAV IT HAPPEN» , 0 WS ^0^^
THE NEWSPAPERS ... It was 
spring again and this one bid fair to 
be more color-full than usual. Con
vention time had rolled ’round and 
three groups—of prime importance to 
the television industry—were holding 
annual conclaves, discussing the topics 
that would guide tv planning, shape 
tv decisions and presage tv develop
ments throughout the coming year. On

GEORGE C. BIGGERS
Color: A Threat

each agenda color tv ranked high.
In New York, under balmy skies, 

the American Newspaper Publishers 
Association, gathered in the Waldorf- 
Astoria Hotel, frankly admitted that 
television was already an advertising 
threat and color telecasts would be a 
greater one.

The thread of caution wove through 
all the speeches, from the keynote 
address by Richard W. Slocum, vice 
president of the Philadelphia Bulletin 
(wcau-tv) , to a final report by the 
an pa’s Bureau of Advertising.

Slocum warned: “With the advent 
and increased popularity of television, 
newspapers . . . must offer a product to 
the public that has maximum attrac
tiveness ... as well as being interest
ing and informative. Color . . . may 
be part of the answer.”

George C. Biggers, president of the 
ANPA and head of the Atlanta Journal 
and Constitution (wsb-tv), pointed 

out that in five years tv had grown 
596 per cent in number of set owners. 
907 per cent in advertising revenue and 
251 per cent in number of stations; it 
was the first visual medium to go di
rectly into the home and compete with 
the press. “Don't treat it lightly” he 
warned. “Television is . . . fighting for 
the advertiser’s dollar and for the 
reader’s time.” Despite the fact that 
1953 was newspapers’ biggest year— 
circulation, 54.4 million for 1,785 pa
pers; advertising revenue, $2.6 billion, 
both records—so far this year adver
tising take was down.

THE ADVERTISERS . . . The theme 
of the 36th annual 4A’s meeting was 
teamwork. Highlight of the conven
tion at White Sulphur Springs was a 
color symposium with McCann- 
F.rickson’s Marion Harper, Jr. pre-

JOSEPH B. ELLIOTT
Color: A Responsibility

siding, nbc president Sylvester Weaver, 
CBS president Dr. Frank Stanton. 
cbs Television president J. L. Van 
Volkenburg and rca executive vice 
president Joseph B. Elliott all stressed 
the point: Color sets without programs 
were useless, no matter how low the 
price, and vice versa. It was up to 
manufacturers, broadcasters and ad
vertisers to work together, at equal 
speeds, if color tv were to reach full 
maturity.

“Color television is in a locked-in 

situation,” said Dr. Stanton. “In my 
judgment, the key to the lock is the 
color tube . . . Production schedules 
. . . have had to be revised downward 
pending the development of larger 
tubes.” However, with quantity pro
duction by the second half of the year, 
he said, set production could really 
get underway. Then the team must 
start working: Manufacturers must get 
together to sell color tv to the public; 
this involved showing it to them 
through programs; the advertiser must 
help by “getting his programs into 
color wherever and whenever possible.’"

Mr. Elliott gave the manufacturers’ 
view. If color was to grow as fast as 
monochrome, they “will have consid
erable responsibility in giving their 
support to color programming.” RCA, 
he reported, expected demand for 
color sets in 1954 and 1955 to exceed 
supply; already its initial tun of mul
tichrome sets was oversold. The com
pany would be producing its new 19- 
inch tube by fall and planned to 
demonstrate a 21-incher in 1955. How
ever, he added, even if the price were 
as low as $1.98, the sets would be use
less without acceptable color pro
grams. “It is a team-play proposition.”

THE TELECASTERS - . . The NARTB, 
meanwhile, was preparing to give the 
bandwagon a push. It was devoting a

JAMES D. RUSSELL
Color: A Symposium
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Newsfront contìitueti

major portion of its 32nd annual con
vention proceedings in Chicago, May 
23-27. to color. While the delegates 
would be debating such topics as how. 
when and where lo buy tv films, labor 
developments and freedom of infor
mation, the eighth annual Broadcast
ing Engineering Convention — an 
nartb adjunct—had listed 13 speakers 
on color out of a total of 25. There 
would be talks on program production, 
test equipment, film reproduction and 
operation techniques.

A joint management-engineering 
session, to be presided over by James 
D. Russell, president of KKTV Colorado 
Springs, would hear Robert E. Shelby, 
director of color tv systems develop
ment al nbc, report on the results of 
the network’s multichrome experience 
to date.

And color equipment would be 
prominent among the Exhibition Hall 
displays. General Electric announced 
it would show for the first time its 
“building blocks” for gradually con
verting monochrome facilities through 
network colorcasts, color slide and 
color film originations to live talent. 
It would also demonstrate its continu
ous motion scanner system (developed 
in part by Eastman Kodak) to solve 
color programs of registration, shad
ing anil splicing.

RCA, too. was planning to show a 
complete color tv operation—studio 
and equipment, slide scanner, com
plete control console, viewing room 
and station equipment for receiving 
network color.

Philco had arranged to show off its 
new CineScanner which enables broad
casters to originate slides and film in 
both monochrome and color.

Among the Du Monl Laboratories 
displays would be another first—its 
new color multi-scanner. Federal Tele
communications Labs was exhibiting 
color generating equipment, and AT&T 
Long Unes Department was demon
strating visually th” Beil System’s 
role in converting channels to color, 
including the equipment to be in
stalled in the station itself.

COING ANO COMING. The television 
industry seemed to feel it was time for 
a change. From coast lo coast, stations 
were changing hands: new f-ces were 
entering the tv picture, older ones 
were retiring. And at record sums.

ARTHUR CHURCH 

A Pioneer Retired

In the shuffle, one of broadcasting’s 
pioneers quietly retired from the field.

Arthur Church, long-time president 
and founder (1921) of Midland 
Broadcasting Co. (kmbc-tv, kmbc and 
kfrm Kansas City), arranged to sell 
all Midland’s common stock to whb 
Broadcasting Co., wholly-owned sub
sidiary of Cook Paint & Varnish Co. 
whb-tv, which had been sharing time 
with kmbc-tv, would go off the air. 
leaving channel 9 to the latter. At the 
same time, whb would be transferred 
to Mid-Continent Broadcasting Co., 
Omaha, operators of am stations in 
Omaha and Neu Orleans.

Said Arthur Church: “Mrs. Church 
and I decided to sell for reasons of 
health. We are glad that . . . the great 
broadcasting property we have built 
in Kansas City during the past 33 
years, will continue as a Kansas City 
institution.”

Among the other prominent trans
ections:

• Storer Broadcasting sold kgbs-tv 
and AM San Antonio to the Express 
Publishing Co., publishers of the San 
Antonio Express and Evening News, 
for $3.5 million. This would help clear 
the way for fcc approval of Storer’s 
$8.5 million purchase last January of 
the Empire Coil Co. and its two tv 
stations, wxel-tv Cleveland (vhf) and 
kptv Portland, Ore. (uhf).

• J. H. Whitney Co., New York 
venture capital investment house, paid 
$4 million for kotv Tulsa. (See In the 
Picture). Former owners Helen 
Alvarez and Jack D. Wrather Jr. also 
own kfmb-tv San Diego.

•Time, Inc., bought klz-tv, am 
and FM Denver from 40-odd stock
holders. The price: $3.5 million.

COUNTERATTACK. In the face of a 
concerted effort by all media to coun
teract the inroads of television, the tv 
industry was finally fighting back. 
Thirty-eight stations initiated prelimi
nary steps lo set up a television adver
tising bureau to promote tv advertis
ing, especially national and local spot.

Headed by Richard A. Moore, vice 
president and general manager of 
KTTV Los Angeles, the group was op
erating from the Station Representa
tives Association on a temporary bud
get of $5,000 donated by the sra. Its 
first objective: a meeting of ail tv sta
tion operators in Chicago during the 
nartb convention at which a full com
plement of officers would be elected, 
dues—probably a percentage of each 
station’s time charges—and budget 
would be established. (The founders 
were shooting for at least the $700,- 
000-a-year budget of their model, the 
Broadcast Advertising Bureau.)

The plan of operation included a 
speaker’s bureau, a market research 
department and subcommittees to 1) 
keep agencies up to date on size of 
audience, 2) launch an aggressive 
promotion to sell tv at all levels, 3) 
serve as liaison with the nartb so there 
would lie no overlapping activities.

Meantime, the organizing committee 
picked itself u consultant, Richard P. 
Doherty, former nartb vice president 
and now head of his own consulting 
organization. Television Radio Man
agement Corp.

RICHARD A. MOORE
A Call for Action
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TEXAS BENT

Amarillo

NBC and DuMONT AFFILIATE
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an elevating dissertation

cotton, wheat and cattle Amarillo is the 
wholesale and retail trading center for 
the Panhandle, plus parts of New Mex
ico, Kansas, Oklahoma, and Colorado. To 

‘lean up against” the folks who make 
Amarillo first in the nation in per family 
retail sales, use KGNC-TV

For additional information, please see 
our national reps, the Katz Agency.

Flying across the unfenced sky, or 
looking from the windows of trans

continental trains, you miss the up-and- 
downness of the Texas Panhandle’s pic
turesque barrancas. Back in the days when 
a mile still had meaning, land-hungry 
settlers bought countless acres cheap—and 
unseen. One such stopped in the land 
Office, so a story goes, to get directions to 
his newly acquired property. He got back 
a month later, was recognized by the 
clerk who asked if he had located his 
land without too much trouble.

“Yes,” the settler said, “1 found it, 
but 1 couldn’t get over it All 1 could do 
was lean up against it.”

KGNCTV’s 100,000 watts of power 
climb over, under, around and through 
the tamed territory of 30 Texas and New 
Mexico counties—an area rich in oil, gas,



y you look at it

Excellent color fidelity. Special Masking 
Amplifier plus overall quality of system 
results ¡^'superlative reproduction.

movement no inter 
mittent action. Optical immobilizer , 
eliminates claws and shutter\ /

Sensitivity of system 
faithfully reproduces all tonal 
gradations through 
gamma-corrected 
amplifier.

No shading adjust 
ments necessary. Picture 
free from edge flare and 
shading. Completely 
automatic from 
remote panel.

Film may be run forward or backward. 
Stopped at any point. Speed may be varied.

/ Entirely new standard of operating 
/ economy for both color and 

monochrome operation.

ou Mont



UMOW (Dl imm«®

FOR COLOR

16 mm. COLOR FILM

COLOR TRANSPARENCIES

FOR MONOCHROME

AND OTHER DUMONT COLOR EQUIPMENT

MONOCHROME OPAQUES

CLIFTON, HlALLEN B. DU MONT LABORATORIES, INC

MONOCHROME 

TRANSPARENCIES

16 mm FILM 

MONOCHROME

Here is the one system that puts you years ahead ... whether for monochrome or 
color. The Du Mont Color Multi-Scanner permits you to be ready for the day you 
start color broadcasting, and at the same time provides a means of monochrome-film, 
slide and opaque pickup surpassing all other systems in quality of performance, oper
ating economies and dependability. Yes, sir... anyway you look at it.. . you’re 
years ahead with the Du Mont Color Multi-Scanner — the only continuous-motion 
scanner now being delivered commercially!

The Color Multi-Scanner can go right to work on monochrome transmission. Utilization 
of the same equipment provides fine quality black and white reproduction. At the 
flick of a switch—your choice of color or monochrome—it’s as simple as that!
The Color Multi-Scanner is basically the same as the famous Monochrome Multi
Scanner with the exception of a light-splitting mirror system and additional unitized 
channel amplifiers. All operational advantages and economies have been retained.

Incorporated in the Du Mont Color Multi-Scanner and available as a separate unit 
for improving other color signal sources, the Du Mont Color Masking Amplifier adds 
new realism to color signals. It permits compensation for dye and filter deficiencies 
and adds new qualities to any color setup.

Get details on the complete line of Du Mont color transmitting accessories. As always 
... in color or monochrome... it’s Du Mont to be first with the finest!

Permits the average television station to prepare for color now, without the large 
investment required in specialized color equipment. The cost of the system may be 
amortized over both current monochrome broadcasting operations and future color 
operations.

The Color Multi-Scanner eliminates registration and other technical problems inherent 
in triple pick-up tube camera designs. The single scanning tube along with the 
unparalleled sensitivity of the Du Mont Multiplier Phototube results in a color signal 
source far surpassing that of other systems.

YOU’RE YEARS



All the world loves a spy story.

METHOD:

Dedicated to the men and women of America who win the 
key battles in the never-ending war against oppression!

“The Lady Vanishes", “The 39 Steps", “The Third Man”, “Five Fingers”, 
“The House on 92nd St."—all were whopping successes at the 

Box Office. And now SECRET FILE U.S.A., filmed in the great tradition 
of these classic espionage tales, is ready to make television history!

SCENE:
SUBJECT :

The capital cities of the world.
Incredible exploits of American Intelligence 
in the continuing fight for freedom.
Semi-documentary. Based on true accounts of 
espionage and intrigue.

Shot abroad with painstaking realism, produced by a master of 
suspense, each Vi hour complete story is taut, tense and 

thrilling. Here is an unusual opportunity for regional and local 
sponsors to build high ratings fast—at amazingly low costs.

And what a natural for potent merchandising! We’ve got an armful 
of hard hitting, practical plans that will make your selling 

area sit up and buy! Call PLaza 7-0100 now and get 
an audition print on your desk tomorrow.

JUST RELEASED FOR FIRST RUN SPONSORSHIP IN ALL TV MARKETS!
AMERICA S LEADING DISTRIBUTOR OF QUALITY TV FILMS

Ml
OFFICIAL
FILMS inc.

25 W. 45 ST., NEW YORK 36 • PL 7-0100



< ROBERT ALDA, swashbuckling hero of screen, stage 
and television, plays the leading role of 

Colonel Bill Morgan, ace Intelligence agent.



this Television

is a

complicated

These are important reasons why some of 

America’s most alert TV station 

operators have joined hands with ...

But, above all, it requires a station 

representative fully aware of the complexities 

of engineering, programming and selling 

a TV station.

Now, there’s the understatement of the year! 

Putting a TV station on the air these days 

requires everything from an MIT graduate to 

an Arabian fortuneteller!

business...”

Avery-Knodel has been representing 

TV stations from the beginning of commercial 

television. This representation has extended 

far beyond the usual limits into counsel 

on studio construction, purchase of equipment, 

selection of station personnel and 

establishment of commercial policy ... and, 

above all, day-in and day-out selling.

Ml

AVERY-KNODEL
NCORPORA

NEW YORK • CHICAGO • ATLANTA 

SAN FRANCISCO • LOS ANGELES • DALLAS

E D
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on to Chicago
As it holds its 32nd convention

not only be the largest gathering associa-

rshall Field’s or a

May 1954. Tele' ^ion Age 49

tion, but il also promises to be thtymosl interest
ing and important.

The delegates will undoubtedly find time for
”—a visit to the 
or even the 606

some “extra-curricular activity
Pump Boom, the Pit. Ivanhj 
Club, some shopping at

the NARTB plays a key role 
industry affairs

stroll along Michigan Boulevard. But, it is safe 
to say, the bulk of ihei/ time will be devoted 
strictly to business. TheC will take in more than 
80 equipment and film exhibits (with the em
phasis on the latest color tv developments), hear 
talks and panel dis/ussions on a score or more 
of industry problems ranging from sports cover
age and broadening standards to government

and labor relations. The usual banquet and elec
tion of officers will top off the five-day program.

There will also be time for reminiscences of 
past conventions and a long, gratifying look 
backward at the organization’s accomplishments 
and gains during the past three eventful decades. 
Industry pioneers (see “Then and Now,” page 
52) will recall thal it was also in Chicago that 
ihe National Association of Broadcasters got its 
start more ihan a generation ago.

Il was back in 1922. The infant, struggling 
radio industry came up against ascap for the 
first time (it was to he far from the last time) 
and the demands of that composer’s group. The 
society insisted that stations take out licenses to 
broadcast its songs and agree to a schedule of 
performance fees or face copyright infringement 
suits. The pioneer radio men, beset with a 
myriad of other problems, decided it would be

All roads will lead to Chicago this month. At 
the Palmer House, May 23-27, more ihan 

2.000 telecasters and broadcasters win meet at 
the 32nd annual convention of the naIitb. Il will



the U. S.Miller, associate judg<

often stormysocialion’s course

Harold Fellows

wanted

:gardless

‘gional stationgroup

The NARTB staff: They supply members with engineering and legal information

Robert K. Richards Vincent IFasileu'skiRalph V. Hardy Thad Brou n Jr. Edward Bronson
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In the ei 
loomed. A

of Musicians. The AFL i 
broadcasters to employ 
number of “live" musicii

noteworthy feature of the 
history is that it has not 
or been weakened by the 
pressures. Quite the oppo-

terim term of some 17 months and was 
followed in the presidency by Justin

means—with James C. Petrillo, aggres
sive head of the American Federation

Court of Appeals in Washington. Mr. 
Miller (no relation to Neville) became 
chairman of the NARTB board in 1951, 
a position from which he retired just 
last month. Harold Fellows, who was 
elected president in June, 1951, then 
assumed the chairman’s title also.

During this periixl, as noted, the as-

Groups with competing interests com
plained that other members had been 
favored by such-and-such a policy. 
Some of the larger stations, for in
stance. balked al paying a bigger share 
of the operating costs while, they said, 
most of the nab’s time and efforts had 
been devoted to the problems of the 
smaller operators. The “little fellows,” 
on the other hand, claimed that the 
larger operators wielded too much in
fluence within the organization. And 
every now and then the independent 
stations protested that policies were de
signed chiefly to benefit network 
affiliates.

I Split?

irly 194O’s an open breach

prudent to join forces and seek com
mon solutions. A series oi organiza
tional meetings were held al the Drake 
hotel in Chicago, and the NAB was es
tablished with E. F. McDonald, Jr. of 
the Zenith Radio Corp named as 
president. First convention of the new 
association was held in the Fall of 
1923 in New York.

In those early years the chief preoc- 
cu|»ation of the broadcasters was lo 
bring order out of chaos—to get fre
quencies assigned, rules and regula
tions written into legislation. Finan
cial. programming and copyright prob
lems also appeared regularly on the 
annual convention agenda. Working 
closely with Congressional committees, 
both the young nab and individual op
erators played a major part in drafting 
the basic Federal Radio Law of 1927; 
revised in 1934, it is the present Com
munications Act under which all com
munications in this country are regu
lated.

But the
NAB-NARTB 
split apart 
conflicting

operators headed by Eugene Pulliam 
(wire Indianapolis) and Ed Craney 
(kxlf Butte) threatened lo form a 
new association because of their op
position to the “clear channel” group 
within the NAB. From lime lo time, 
both during and between conventions 
criticism of policies was bluntly out-

of th* actual need. The NAB directors, 
with a bitter fight on their hands, de
cided to appoint a paid president who 
could devote his full energies to this 
and other pressing problems. Mark 
Ethridge, publisher of the Louisville 
Courier-Journal, agreed to serve as in
terim president lor a few months while 
the right man could be found.

He turned out to In Neville Miller, 
mayor of Louisville, who had dis
tinguished himself in directing relief 
operations during the famous flood of 
’38. Neville Miller served as president 
for more than five years until a fac
tional fight broke out within the nab 
during the latter part of 1943 and 
Miller resigned in March, 1944. He 
was succeeded as president by J. 
Harold Ryan, treasurer of the Fort In
dustry Co. and managing director of 
wspd Toledo. Mr. Ryan filled an in-

Rimgh Going

Like many another trade group, the 
NAB had its full share of setbacks and 
difficulties—internal disputes, lack of 
members' support, behind-the-scenes 
“politicking.” The first important turn
ing point came in the early 1930’s. At 
that time the association was at a low 
ebb, with only about 80 active mem
bers. The need for lighter organization 
and better direction wa« urgent. Ac
cordingly, Philip G. Loucks, now an 
Washington attorney, was hired as 
full-time Managing Director, and the 
headquarters were moved from New 
Turk lo Washington.

Bv 1938 another “crisis” was at 
hand. The occasion was a dispute— 
again, not the last such one. bv any



site. Over the years a working fusion 
has been achieved among all the 
diverse interests — radio, television, 
small stations, large stations, networks 
—within the association. The recent 
meetings and conventions have been 
more orderly and cut-and-dried. This 
reflects, of course, the fact that the tv
radio business has become less of a 
personal business, more of a tightly 
organized industry. It is possible to 
wax nostalgic over the activities of 
past conventions. The pioneers may 
yearn for “the good old days” but they 
are gone beyond recall. The nartb’s 
“new look” is here to stay.

Milestones

Meanwhile, hardly a year has passed 
in which the association has not made 
broadcasting and, incidentally, nation
al news. In 1928 television was on 
the agenda for the first time. In 1939, 
members adopted a radio code of prac
tices (revised in 1948), the first formal 
attempt at self-regulation to be made 
by any medium. In 1940, the NAB 
joined in setting up Broadcast Music, 
Inc. (BMt), new song writers’ society 
which successfully combatted the 
“tuneout” of all ascap melodies. In 
1941, at the annual convention Mark 
Ethridge made a memorable speech 
scoring Fee attempts to “regulate the 
industry to death.” (James Fly, fcc 
chairman, promptly likened the nab 
to “a dead mackerel stinking in the 
moonlight.”) In 1946, the association 
took the field once again to ward off 
the long reach of bureaucracy; this 
time the target was the Fee’s “Blue 
Book” proposing stringent advertising 
curbs. In 1951, the nab became the 
NARTB in recognition of the emerging 
importance of the new medium. In

1952, the tv code was adopted.
Throughout these decades of growth 

and progress, the structure of the 
nartb itself was constantly modified to 
meet new conditions. When the first 
full-time president was chosen in 1938, 
for instance, seventeen geographical 
districts were set up throughout the 
country, with a director to be elected 
by the members within each district. 
In addition, provision was made for 
six directors-at-large, two each from 
small, medium and large stations. 
These 23, with the president as chair
man, constituted the Board of Direc
tors. The 1938 reorganization plan also 
called for creation of administrative 
departments al the Washington head
quarters: Public Relations and Edu
cation; Labor Relations; Engineering: 
Research; and Law. Each department 
was headed by a staff director ap
pointed by the president.

In 1942, the networks were admitted 
to the association, with each entitled 
to a seat on the Board of Directors. 
In 1947, the bylaws were amended to 
allow- for election of a Secretary-Trea
surer by the Board and for the posi
tion of Executive Vice President ap
pointed by the president. In 1949 
came still another revamping: the exec
utive vice president was eliminated, 
functions of the Program Department 
were transferred to newly-created 
Audio and Video Divisions.

Latest Overhaul

'Hie most recent reorganization oc-
cured in 1951 when the nvrtb desig
nation officially replaced the NAB. The 
Broadcast Advertising Bureau became 
an autonomous outfit, moving to New 
York with its own staff and budget. A 
Television Board of Directors was

created, and it, together with the Radio 
Board, formed the overall nartb Board 
of Directors.

Today, the nartb bears little resem
blance to the small, informal group of 
the ’20s that blazed the trail for in
dustry cooperation and recognition. 
There are, by latest count, 1827 mem
bers (a membership drive is currently 
underway I —1130 am stations, 329 fm, 
250 television, two radio networks, 
four tv networks and 111 associates. 
( Associate members are defined as 
“any individual, partnership, firm or 
corporation engaged in a business . . . 
or profession connected with radio or 
television broadcasting . . .” Equip
ment firms, research outfits and news 
services are among the associates.) The 
active members pay these dues: tv sta
tions, each month an amount equal to 
the highest five-minute rate or one-half 
the highest quarter-hour rate, which
ever is the lower; radio stations, a 
sliding scale from $10.50 to $420 a 
month based on yearly revenue rang
ing from $25,000 to over $3 million. 
At the NARTB headquarters in Washing
ton a perman-nt staff of 60 administers 
an annual budget of more than $700,- 
000. This is the present organizational 
setup of the nartb:

Board of Directors. This is the ac
tual governing body of the association, 
setting policy in conjunction with the 
president and chairman. The number 
of directors is held to n maximum of 
49, with 30 radio representatives and 
18 television (at present there are 41 
directors). They meet three times a 
year.

President and chairman of the 
board. Harold Fellows. 16th president 
of the N\RTB, is generally recognized

(Continued on page 88 •

ation, keep them posted on legislative activity, represent the industry in countless hearings

lilewsld A. Prose Walker Charles Tower Richard Allerton William Treynor John H. Smith, Jr. Fran Riley
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William S. Hedges, NBC vice president in 
charge of integrated services, has had a 
long and distinguished career in radio and 
television. Back in 1922 he helped establish 
wmaq, radio station of the Chicago Daily 
News. He served as president of the Na
tional Association of Broadcasters in 1928- 
29, as chairman of the organization's Execu
tive Committee from 1930 until 1933. The 
latter year Mr. Hedges was made manager 
of nbc’s owned-and-operated stations. In 
1936 he left the network to become manager 
of wlw and wsai and vice president of the 
Crosley Radio Corp. He returned to NBC 
as vice president in charge of Station Rela- 
lions and Traffic, later headed the Planning 
and Development Department. An industry 
leader for more than a generation, Mr. 
Hedges presents a first-hand history of the 
nab and nartb conventions through the 
years.

BY W ILLIAM S. HEDGES

the 31 years since the formation 
i the National Association of

Ra Mki 
the 
have Iw 
reHectiil 
its probl

When 
formed,

and Television Broadcasters, 
mentions of the Association 
lupa mirror to the industry

hopes, its aspirations and

broadcastil 
for a publ! 
if anyone 
dous poten

mands 
Compos« 
each of 
licly per 
selecticJ

Be organization was first 
Ae of us who had entered 
kl saw in it an opportunity 
Mservice. I doubt, however, 
BB us realized the tremen- 
Mls of radio and television. 
H'Ughl together by the de- 
■he American Society of 
■ Artists and Publishers that 
r take out licenses to “pub
rm for profit the comprising 
in the catalogue of ascap
It seemed to us the height

of ir^p that we should be accused of 
malMg ■ profit from broadcasting, be- 

by 1923 broadcasting had al- 
^^dy become a burdensome expense 
no its owners.

ustry pion
reci ^dí^e decades

W NARTB
conventions

Among our other problems were the 
inadequacy of the laws pertaining to 
radio which up to that time had been 
merely regulations for ship-to-shore 
communication and related problems 
of life at sea. We felt the need of regu
latory authority to administer assign
ment of power, frequencies, and time 
on the air. It was likewise obvious to 
these early pioneers that a nation-wide 
system could not be built up with only 
two channels—360 and 100 meters. 
However, by the time of our first con
vention, held in the Fall of 1923 in 
New York City, the lOkc separation 
plan and assignment of 550 to 1500kc 
to broadcasting had been made, going 

into effect on May 15, 1923.
Beginning with the first convention 

and up to the 1926 convention, the 
chief concern of the broadcasters was 
securing legislation which would give 
stability to the broadcasting industry; 
the perennial question of the equities 
involved in existing copyright law; 
programming; and an occasional note 
of pessimism about the financial 
outlook.

By 1926, commercialism had gotten 
under way. It was in the Fall of 1926 
that the National Broadcasting Com
pany was established, taking over the 
embryo network first started by the 
Bell System and launching plans for 
expansion of that network. The year 
1926 will long be remembered also for 
a period of chaos following the com
plete break-down of governmental 
authority in July when the Attorney 
General advised Secretary of Com
merce Herbert Hoover that he had no 
jurisdiction over the assignment of fre
quencies and power to broadcasting 
stations. Between that time and Feb
ruary, 1927, the broadcasters labored 
long and hard with committees of the 
House and Senate in an effort to secure 
legislation which would reestablish the 
Government as the arbiter of radio. 
This was a matter of concern in both 
the 1926 and 1927 conventions—one 
in anticipation and the other in retro
spect so far as the Federal Radio Law 
of 1927 was concerned. Technical 
problems were uppermost in every
one’s mind at the 1927 Convention. 
We heard Dr. Alfred N. Goldsmith 
calmly predict that “by 1930 the 500 
to 1,000 kilowatt station will be re
garded as normal”—a prediction ful
filled in 1934 by WLW but prevented 
from complete fulfillment by Senator 
B K. Wheeler’s Senate Resolution 
limiting clear channel stations to 
50kw.

Growing Up

Meanwhile, the Association had been 
enjoying a gradual growth undertaking 
more and more of the responsibilities 
of a trade organization. By the time 
the 1928 convention was held in Wash
ington, D. C., in October of that year, 
the Association was ready to come to 
grips with the responsibilities and ob
ligations of being an advertising medi
um. Up to that time there had been no 
effective liaison between advertising



and E. Claude Mills who
serving as

Music Company,
National Broadcasting Company.

Higgent Attendane?

there

remote control, but there plenty

hich had been held. This
brought about because it the de-

tion. It
marked a sharp uptui the member-

(Continued on page 94)

The fifteen past presidents of the NAB-NARTBPresident of the Associa1 at the

iployed
time. First of all

Eugene McDonald

older media than heterog«

Harry Shaw

Justin MillerJ. Harold RyanNeville MillerMark EthridgeJohn Elmer

May 1954, Television Age 53

conclusion of the meeting. Having 
spent most of my business life in the 
newspaper field, it seemed natural that
the ways and 
successful in 
could be em

the 4 vs ; 
1930 was

ship of the Association and a broader 
understanding of its objectives.

President of Radio 
subsidiary of the

in selling radio 
needed a firmer

wise move because it

means which had proved 
selling newspaper lineage

understanding between the agencies 
and the broadcasters. Together with 
John Benson, who was then President 
of the American Association of Adver
tising Agencies, I appointed the first 
joint committee of broadcasters and 
agency men to work out a plan of 
closer cooperation. This led lo the 
standardization of contracts and rate 
cards and the establishment of busi
ness practices which were more in con
formity with the business practices of

The 1930 convention was the first 
to be carried on under the direction of 
Phil Loucks, who continued as man
aging director of the Association for 
six years.

In 1931, the convention held in De
troit really hit the big-time. President 
Hoover addressed the Convention bywere several other significant aspects 

of the convention. Il was by all means 
the largest gathering of broadcasters

Notable as these talks

Frank W. Elliott Earle C. Anthony William S. Hedges ¡Falter J.

sire of the Board of Directors that the 
convention should be open to all 
broadcasters regardless of their mem
bership in the Association, and for the 
first time a registration fee was 
charged. This was done to enable the 
non-members to share in the costs of 
setting up and running the conven-

of dignitaries present including Gen
eral Charles McK. Saltzman, Chairman 
of the Federal Radio Commission; 
Senator Wallace A. White, the father 
of radio legislation; and John Benson, 
President of the 4a’s who spoke on “A 
Year of Progress.”

The educators had begun to supply 
broadcasters with plenty of irritants, 
consequently education on the air be
came a very important subject on the 
program of the Detroit convention. 
Further evidence of the broadcasters

Alfred J. McCosker Truman Ward Leo J. Fitzpatrick Charles W. Myer.

methods had been before.
The results of this first year of in

tensification on the commercial front 
were reported on at the 1929 conven
tion in West Baden, Indiana. It was 
there that the first steps were taken 
toward the establishment of a Code of 
Ethics and Standards of Practice. 
Much work was done on the Code dur
ing the following year.

When the 1930 convention was held 
in Cleveland, the program starred two 
headliners, John Benson, President of

agencies und broadcasters. In fact 
agencies were viewed with a degree of 
skepticism as being suspicious of and 
unfriendly to the new advertising 
medium—radio broadcasting. Many 
broadcasters in those days took the 
view that agencies were wedded to the 
older media and were uninterested in 
learning about the new art of broad
casting. However, the network sales
men, then out pounding the pavements 
for NBC’s two networks and for the 
Columbia Broadcasting System Net
work, which was established in the Fall 
of 1927, were excellent emissaries for 
all types of radio sales and did much 
to stimulate the interest of the prin
cipal agencies in radio spot as well as 
national advertising.

The 1928 convention is one which 
1 remember best because in the ab
sence of the president. Earle C. An
thony, who found it impossible to get 
away from Los Angeles due to the 
pressure of business. I was chosen the 
acting chairman and found myself
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EXCLUSIVE:
Rosel Hyde 
speaks out...

ROSEL H. HYDE was born in Downey, Idaho, 
in 1900. After attending local schools, he entered 
the I tali Agricultural College. In 1925. he enrolled 
in the law school of George Washington University, 
was admitted lo the District of Columbia bar in 
1929. Then Iwgan a long career of steady rise in 
government service. Mr. Hyde started as a clerk m 
ihe Civil Service Commission, served as an account
ant in the Office of Public Buildings and Parks, 
joined the old Federal Radio Commission as docket 
clerk. He became successively a hearing examiner, 
assistant general counsel and general counsel. In 
1945 President Truman named Mr. Hyde an fcc 
commissioner, reappointed him in 1952 to a regu
lar seven-year term. Last year President Eisen
hower appointed him chairman of the Commission. 
He is the first Republican lo head the agency since 
its creation in 1934 and the first career man to 
move up to the lop spot.

In the following interview the highly-regarded 
chairman of the fcc gives television age his views 
on key industry problems. The timetable for color, 
subscription and theatre tv, multiple ownership, li
cense fees, the uhf outlook, the handling of controver
sial subjects: Mr. Hyde states his position on these 
and other important matters. The inter view begins:

Chairman Hyde, how many television stations 
do you think will be on the air by the end of 
1954 and by the end oj 1955?
I think anyone who undertakes to state what will 
happen in the future is taking a great risk. And any
one considering my answers should take into con
sideration the difficulty of a man answering the 
question.
There are now 368 stations on the air.
The number in grants now outstanding is 575.
I would expect that by the end of 1954 there would 
be at least 150 in operation.
You have asked me how many stations would be in 
operation al the end of the year 1955.
This takes us farther into the future and makes the 
question more difficult.
My estimate would be 600 in round figures.

Does the fact that several stations have sur
rendered their construction permits in recent 
months, or have decided to go off the air. indi
cate in your opinion that some television mar
kets are becoming saturated?
No. I do not think the cessation of operation in cer
tain instances could be regarded as an indication 
that the market* were saturated.
I think an investigation would show conditions local 
to the situation as controlling.
I note that there have been no stations to cease op
eration in the markets where we have the largest 
number of stations. No stations have discontinued 
operation in ihe markets where we have seven 
stations.

II hat is your personal opinion us to when color 
tv will come of age; in other words, how long 
do you think it will he before a broadcaster will 
have to transmit a substantial portion of his 
program in color in order to hold his audience 
mid to compete satisfactorily?
For a considerable period of time the Federal Com
munications Commission was being asked when will 
we have color, as if the Federal Communications

58 May 1954, Television Age
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Commission could determine that matter.
The Commission rendered its decision—its most 
recent one—approving standard signal specifications 
for broadcasting of color on December 17, 1953.
At that time il was explained by the Commission that 
this action simply established the standards which 
would permit the manufacturers to make the equip
ment, including the sets, and to distribute them.
It was necessary to have standards before color 
broadcasting could be established as a service; but 
rule-making establishing those standards, certainly, 
could not provide the service.
There have been very successful demonstrations of 
apparatus, but the volume distribution of sets which 
will give color reception in our homes is still an ob
jective to be reached by the manufacturers and dis
tributors.
The broadcaster will be obliged to supply pro
grams to satisfy set owners. Consumers will want lo 
purchase sets as programs become available to them. 
Obviously, this points up the necessity of bringing 
set production and program production along as near
ly parallel as possible.
I expect this process will be rather slow al first and 
that as the distribution of sets increases and the pro
duction of programs increases, the movement into 
color will accelerate.
The consensus of opinion appears to be that there 
will not be too much expansion of color this year, but 
in the next Iwo or three years it seems to me there 
could be a very rapid expansion.

Is the tv station owner justified in going ahead 
with his plans for broadcasting color under the 
assumption that the Federal rules of the game, 
so to speak, are now established for a good long 
lime in the future?
I am satisfied, in the light of the attention color 
standards have had, the thoroughness of the exami
nation and re-examination, and the general acceptance 
of the Commission’s decision of last December, that 
the color standards now established in the rules of 
the Commission are stable and that a broadcaster 
may expect them to stand indefinitely.

Will color. in your opinion, be a help to uh) 
station», or will it be merely another problem 
that may retard their development?
I doubt if the advent of color will have much bearing 
on ultra-high operation.
The ultra-high problem is an immediate one, because 
this is the transition period during which ultra-high 

stations must obtain circulation in terms of conver
sions and new sets.
I do not believe that the manufacture of color sets is 
going to have much bearing on this.
Some folks have thought that the purchasers or the 
consumers would purchase new sets in order to ob
tain color, and since they are getting new sets they 
may as well obtain reception on ultra-high channels. 
There may lie some help in that. I think it is not too 
significant.

One concrete proposal to aid uhf stations is 
changing the multiple-ownership rule.
Is there anything else that the Federal Com
munications Commission can do to make life 
easier for uhf owners?
The Commission is continuing to examine every sug
gestion and idea that has come to its attention as to 
matters which the Federal Communications Commis
sion might do lo facilitate the development of televi 
sion on ultra-high channels. We certainly have not 
limited our interest in this subject to this one effort. 
However, 1 am not in a position at the moment to give 
you anything more specific.

Does subscription tv look like a possible answer 
to uhf problems?
I do not think that subscription tv can be regarded 
as an answer to ultra-high problems.
There are a number of policy determinations which 
will have to be made before subscription tv could 
be authorized. Some of the problems you will find 
upon examination are quite complex.
The ultra-high problem is an immediate one. I do not 
believe that there is any possibility that subscription 
tv offers an immediate solution.
1 think there is another question as to its usefulness 
as a solution lo ultra-high, if subscription tv would 
be helpful to ultra-high, would it not also be attractive 
lo vhf, and would we not have the same problem of 
competition in the new area if subscription tv were 
authorized?

Apparently one thing that the uhf people are 
thinking of is asking for a moratorium on uhf 
construction permit grants.
Do you think there is any chance that such a 
thing might happen?
The hearing which you refer to is to be held before 
the Subcommittee on Communications. It may be rel
evant to mention now that it has been Congressional 

(Continued on page 80)



end 
of the
reces

Here's the latest
outlook for the 

television industry
and business in 

general

“MRhf recession is over!” That is the 
■ flat statement of a leading 

American economist—a statement that 
is l»eing echoed these bright Spring 
days by many other expert observers. 
What’s more, business barometers tend 
to confirm their optimism.

The picture, to be sure, is not un
clouded. There are “minus’ as well as 
“plus” signs. Industrial production, 
steel and auto output, retail sales: All 
continue to lag behind last year’s fast 
pace. But there are strong indications 
that n levelling-ofl has either been 
reached or is in early sight. An im
provement in some lines is definitely 
underway. Even more significant: Im
portant economic factors (if past ex
perience is any criterion) make an 
early upturn virtually inevitable.

The telev ision industry, of course, as 
an integral part of the u. s. economy 
cannot help lieing affected by general 
business conditions. But the rapid 
growth of the young giant has so far 
been surprisingly little affected. Right 
through the 1953-54 decline the tv 
boom has rolled on. There was the 
usual seasonal dip in stations' local 
and spot revenues but the anticipated 
recovery is now showing up (set
chart). With gross billings this year 
expected lo soar above $530 million, 
telecasters might well ask: “What re
cession?”

TELEVISION age’s own Business Ba
rometer, the first authoritative index 
for the industry comparable to those 
long existing in other fields, tells the 
story. Last November stations’ local 
billings were up 3.3 per cent; they 
fell 0.7 and 10.1 per cent respectively 
in Decemlier and January. Spot in
creased 1.4 per cent in Novemlier. 
then declined 4.-1' and 7.4 per cent in 
the next two months. Network take, in 
contrast, showed a steady month-by- 
month increase: 6.6 per cent in No
vember, 4.6 in December and 1.9 in 
January. By February, the season dip

was over: Local business rose 1.6 jier 
cent; spot, 4.8; and network by 3 per 
cent.

Meanwhile, a few remarkable statis
tics tell the story of tv's meteoric trans
formation into Big Business. In 1953, 
advertisers spent $688 million for tele
vision time and talent or 8.8 per cent 
of the nation's total ad budget. The in
dustry sold 6.4 million sets worth $1.2 
billion, gave employment lo one mil
lion Americans. Figuring the average 
capital investment per station as $500,
000, right now television can be called 
a $5 billion industry.

But this very size itself gives tv a 
vilal stake in the general economic 
health. If the much-advertised and de-
bated recession should continue 
definitely or worsen, not even 
healthiest industry could escape 
impact. That's why lelecasters. no

in- 
the 
the 
less

than other businessmen, are closely 
watching business trends and currents.

Swollen Supplies

\\ hat they have been seeing the past 
few months, in the opinion of most 
economists, is an “inventory recession" 
or “adjustment.” In 1953, the great 
postwar boom reached its height—far 
outstripping the proverably lush 1920’s 
—with production and spending al an 
all-time high. But in late Fall consumer 
demand finally began to taper off in
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such important lines as cars and appli
ances: at the same lime, following the 
Korean armistice, defense spending 
began to level off. The result was 
swollen pipelines, overstocked inven
tories at both the manufacturing and 
retail level.

Since then inventory cutting has 
been prevalent. During the first quar
ter of this year, businesses have been 
unloading stocks at the rate of $375 
million a month: last year, they were 
adding to supplies at the rate of $525 
million monthly. In the past six months 
total inventories have been reduced by 
$2 billion. It has been estimated that 
still another $4 billion worth will be 
liquidated by the end of 1954.

Had New»

This adjustment, then, lies behind 
much of the Winter-Spring business 
decline. It has shown up in lower pro
duction, lower employment, lower 
sales. This was the minus side of the 
business scene as this issue of tele
vision AGE went to press:

Industrial production. The Fed
eral Reserve Board’s index ( the official 
measurement) stood at 123, down 
from last year’s 135. The total volume 
of goods produced and services ren
dered—the Gross National Product— 
had declined to an annual rate of $359 
billion compared with a 1953 high of 
$371.4 billion. The rate of decline, 
however, had rased off.

Unemployment. It hovered around 
3.7 million against 1.6 at the like time 
a year ago. Factory employment ac

counted for the biggest drop, off 1.2 
million.

Inventories.These were still $1.5 
billion above the 1953 level. Obvious
ly, a considerable bulge remained lo 
be absorbed.

Retail »ales. These had been be
low expectations until Easter business 
provided a noticeable shot in the arm. 
They were running 3 to 5 per cent be
hind the 1953 rate.

Carloadings. A key business ba
rometer, they were averaging 612,000 
a week compared with 751,000 a year 
ago.

Steel. Output in this bellwether in
dustry had fallen sharply, from 99.5 
per cent of capacity to 68.5 per cent, 
or a drop from .10.1 million to 7.2 
million tons a week. However, begin
ning in late April a modest pickup in 
steel buying was noted, and some in
dustry men predicted a gradual climb 
back up to as much os 80 per cent of 
capacity before the end of the year.

kuto». Production was behind

The American Economy

1953—1.7 million units against 1.8 
million over the corresponding period 
of 1953—but the lag was less than had 
been expected. Even so, dealers’ stocks 
were at the highest level in 14 years, 
with more than 600,000 new cars on 
hand. Sales were definitely sluggish.

Defense output. This had declin
ed at an annual rate of $2 billion dur
ing the first quarter, was expected to 
drop some $6 billion in 1954.

These were the depressent elements 
in the economy. On the other hand, 
there were equally potent factors at 
work on the plus side; they had as
serted themselves strongly enough in 
recent weeks to bring about a definite 
levelling-off of the general business de
cline. Among them:

Consumer upending. It was run
ning al the rate of $230 billion a year, 
only $1 billion off from last year’s 
peak. The noteworthy feature here, 
however, was a marked shift in the 
type of spending. Buying of “hard 
goods”—autos, appliances and other 
durable products—was down $2.5 bil
lion under the 1953 rate. Spending for 
“soft goods”—apparel, house furnish
ings and the like—was off by $1.7 bil
lions. But people were shelling out 
more than ever for “services.” These 
included such items as rent, electricity, 
medical bills, travel, education, laun
dry and so on.

Personal income. This was actu
ally running ahead of 1953, at an an
nual rale of $249.1 billion after taxes 
compared with $245.4 last year.

Savings. These were also up, 
amounting to 7.7 per cent of dispos
able income in the first quarter of 
1954 against 7.2 per cent in 1953. At 
the same time. Americans were reduc
ing their debts, repaying at the annual 

(Continued on page 87)



INVERSION

VHF COMPETITION

K OF FINANCE

Ultra high frequency, which started 
with a mountain of problems, 

still has peaks lo climb. But ibex are 
different obstacles now, indicating that 
uhf has graduated from its early 
phase, is no longer a greenhorn in 
scaling the Matterhorn of success. And 
although it is difficult to make general
izations about uhf (because stations 
differ by management and by market), 
at least one point emerges: The uhfers 
are beginning to stake out a strong 
competitive claim.

Thal is the consensus of timebuyers, 
network officials and station-owners, 
polled in a special television age sur
vey of current uhf progress.

An earlier study by this magazine 
(“Uhf—The big push,” October, 1953) 
indicated that conversion was then the 
primary uhf worry. Since then, uhf 
has coine a long way. Now, some 131 
uhfers are on the air, representing an 
estimated $65-million investment. The 
first olistacles of getting grants, order
ing and installing equipment, in
augurating and training staffs, organ
izing and producing programs and 
signing initial advertisers have been 
passed. Current replies from uhf sta
tions indicate that conversion is “no

62 May 1954, Television Age

problem,” now averages 66 per cent, 
while many outlets reporl il in excess 
of 90 per cent.

Instead, “getting network program
ming or the cooperation needed to 
build audiences” has become the No. 
1 concern. Many stations feel they 
don’t get an even break from national 
agencies and their timebuyers.

Letter W orriet

The second greatest uhf problem, 
according to the survey, is that “com
peting stations are mostly vhf”; in 
other words, the uhfer feels he is 
“fighting il out alone.” Of consider
ably less concern are these problems, 
listed in order: insufficient Fee pro
tection of fledgling stations; lack of 
interest among advertisers and other 
local businessmen; too many televi
sion stations in the same area.

Of still less importance: lack of fi
nance, considering the problems lo lie 
met; lack of uhf enthusiasm among 
Iv dealers. (Many stations explain, 
however, they could not have made the 
grade without the fine dealer support 
they did receive.)

The slightest worries of uhf man
agers are conversion; the fact that 

their stations are too new; the prob
lems of getting a late start in the face 
of other local competition.

But getting network programs has 
started an argument so loud that it can 
be heard—with emphasis—throughout 
the industry. Uhf managers cry that 
their operations have been proved to 
everyone except many New York time
buyers. Some timebuyers, in turn, say 
that networks should sell uhf more ag
gressively. The networks explain that 
they can only sign affiliates and that, 
after “must buy” stations, advertisers 
pick their own lists. The violence of 
the dispute seems lo prove that uhfers 
are correct in one claim: People tune 
to programs, not frequencies.

But to examine the station com
plaints: Summing up the feeling that 
uhf has been pre-judged, one manager 
says, “We’re okay. All we need is the 
approval of Madison Avenue.” 
Another says “bad and undesirable 
publicity nationally for the entire uhf 
picture.” A third manager explains, 
“The only problem we have is with 
some agency timebuyers who feel uhf 
is no good and refuse to consider each 
market on its own merits.”

As a result, uhf stations, themselves,



UHF: a progress report
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way up the
ompetitive mountain

not only made its ix ay against

doing
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■ady proved themselves.
• wkbn-tv Youngstoi

tisers, agencies, networks and station 
representatives is that the Commission 
should have limited each market to

given the go-signal to uhf. Finally, a 
large pari of the business—now as al
ways—feels the Commission should

but the newcomers

would have cul into the number of po
tential stations drastically). It is fur
ther felt the Fee should have held back

attributes 
strength”

laking a profit

at-large among ad ver-

Stamps says, “All we need to progress 
faster and farther is to be in the top

are divided into two groups—those 
who want to band logethcr for a com
mon defense and those who, feeling 
their individual records speak for 
themselves, prefer to go it alone, i At 
least two organizations have been 
founded to represent stations collec
tively, the Uhf Industry Coordinating 
Committee which includes a basic 
membership of 25 outlets and expects 
many more, and the Uhf Television 
Association, headquartered in Wash
ington and headed by Lou Poller of 
wcan-tv Milwaukee.)

to its NBC affiliation and has been in 
the black since January, 1953. Report
ed conversion: 90-100 per cent.

• WFIE Evansville, Ind., has been

Many industry observers feel that 
the Fee “fouled up" its original grunts, 
that uhfers are now paying for the er-

has 74 program sponsors, 
advertisers.

• WBRE-TV Wilkes-Barre 
“tremendous programming

established vhf competition, but clear
ed the path for another uhfer.

• w 4FB-TV Baton Rouge says it was 
in the black within 30 days, used radio 
spots, dealer material and program
ming to build to its reported 100 per 
cent conversion. Biggest problem now 
is clearing time for new business: It

offer a solution. (Federal action, if 
any. may result from the Senate hear
ings which begin this month.)

But the industry frankly states there 
is no longer uny reason to take a stand 
simply on uhf versus vhf. (Even those 
who are prejudiced do not dare admit 
it.) If obvious, at least it is agreed to 
consider each television station in re
lation to its own market. The reason, 
of course, is that many uhfers have al-

100 markets instead of the 212th.'
• WCAN-TV Milwaukee is in the 

black, making an increased net, listing 
a 70 per cent conversion. This station

Many obstacles 
still loom.

“very well.” A cbs Television affiliate, 
it has 15 hours of network program
ming weekly. Indication of its future: 
the station is housed in n recently ex
panded $2-million plant which houses 
its radio as well as tv property.

• WFMJ-TV Youngstown, an nbc af
filiate, also has a strong list of net
work shows which are reflected in its 
climbing financial record.

• KFSA-TV Ft. Smith. Ark., (a single
station market), reports 06 per cent 
conversion, has been in the black since 
its first 60 days and finds its net in
creasing. Reporting progress “normal

month, considers conversion 100 per 
cent.

• wcos-tv Columbia, S. C., says its 
operation has been in the black, before 
depreciation, since its first month.

• Wies Springfield, Ill., first station 
on the air there, has 96 per cent con
version, is in the black and has “not

(Continued on page 84)



Television in Los Angeles
gets more different every day

and the difference is KTTV
Until you read this you won't believe what an independent 

television station can do in a 7-station market.

1. KTTV not only leads in 

quarter-hour firsts—but has more than 

the next two stations combined!

KTTV
Station A 
Station B 
Station C 
Station D 
Station E 
Station F

146
68
57
35
20
16

!.. Of all programs seen in Los Angeles 

five times a week—network or local, live or film 

—all of the top five are on KTTV.

Sheriff John .... 
New*— George Putnam 
Ramar of the Jungle . 
Time for Beany . . . 
Thunderbolt ....

13.5

11.2

3. KTTV leads all Los Angeles 

stations in national spot accounts.

KTTV
Station A 
Station B 
Station C 
Station D 
Station E 
Station F

484
458
446
382
339
310
301

KTTV gets ratings like these:

BADGE 714 
LIFE OF RILEY 

WATERFRONT 

ANNIE OAKLEY

ARB

35.1
25.6
24.3
21.6

HOOPER

28
22
19
18

Add to audience facts such as these, the 

merchandising and promotion leadership you’d 
expect from the Los Angeles Times station, and 
you get a partial picture of KTTV’s amazing 
position. Knowing the whole story is worth your 
while—and Blair-TV, like anyone with real news 
to tell, is bursting with information. Make a date 
now with the Blair-TV man.

KTTV Channel Eleven
Los Angeles Times Television
5746 Sunset Blvd., Hollywood 28, Calif.

Represented by BLAIR-TV

tar™ 1. ARB. Mirth '54 Hooper ihon KTTV (nt. to*. 2. ARB. Mirth '54. Hooper shorn KTTV «•« too. 3. Roribaufh Report* 1953 total listing*.

1
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and sounds a warning

RY HENRY JF. SLAVICK
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Henry Slatick has been in tv and radio 
for 33 years. He is now general manager 
of wmct, wmc and wmc-fm, stations owned 
by the Memphis Publishing Co. He has 
served on committees of the nartb and its 
forerunner for two decades Recently, he 
completed a tour of duty on the N artr’s sub
scription tv . ommittee, now dissolved. It is 
out of this experience that he writes about 
a development which he believes threatens 
the very existence of the television industry 
ns it is now constituted.

The American public is in danger 
of being flimflammed by a raid on 

its pocketbook which will make the 
federal deficit seem like penny ante.

The slot machine operators who 
want to push through what is some
times known as ‘’subscription tv” are 
working and scheming.

A better name than “subscription tv” 
is pays—for “Pay As You See.’’ And 
if these schemers 
have their way, it 
will be the public 
who pays and pays 
and PAYS on an un
believable scale. If 
they succeed, the 
loot will run into 
hundreds of mil
lions and eventually billions of dollars.

I have no desire to set myself up as 
a Paul Revere shouting “To Arms.” 
but so far nobody in the telecasting in
dustry has taken a firm stand toward 
PAYS. It’s time someone did.

The channels belong to the people. 
They are a natural resource of incal
culable value. We. as holders of 
licenses to operate on these channels, 
are in a sense trustees for the people.

I speak out of personal conviction. 
I am not a spokesman for the industry. 
But I have spoken to these slot ma

Slot machine tv
A station manager

takes a look at subscription "schemes

chine operators, and I know what they 
have in mind. Unless the industry 
wakens lo this threat and through its 
association—and independently—in
forms the public properly, we may 
wake up one of these days to find our 
industry seriously jeopardized, with a 
PAYS system approved by the FCC by 
default.

These slot machine operators will 
come in the back door, without any 
appreciable investment, without hav
ing taken the risks which those who 
have pioneered the tv industry have 
taken, and have us and the public at 
iheir mercy.

They will take away the audiences 
which we have built through imagina
tion and foresight and risk and hard 
work, and will make those audiences 
pay for much of the same entertain

ment which we have developed and 
made possible for viewers to enjoy 
free.

Let il be understood:
1. I stand for free enterprise.
2. I know that pays is mechanically 

a simple problem.
3. While I do nol speak for the in

dustry as a whole, il is my personal 
belief that the interests behind PAYS 
have every right to establish a busi
ness such as they propose, with Coin 
machines or other gimmicks.

But not at the expense of the pub
lic! Not over the limited number of 
channels which belong to the public.

If the slot machine operators want 

to develop their business for personal 
profit and without regard to the public 
interest, let them do it on their own 
private communications system.

Lei them do it on their own private 
system by connecting their subscribers 
by coaxial cable to each individual 
unit—not by blacking out one of the 
channels which, according to our 
whole basic concept of broadcasting in 
this country and according to law, be
longs to all the citizens.

Thr Issue

John Q. Public is about to be taken 
to the cleaners. He is about to be de
prived of his right, his freedom of 
choice, to select from any one of all 
the channels which belong to hi in and 
which are operated for him free, as a 
public service.

Millions of dollars 
are being spent to
day for costly hear
ings by applicants 
throughout the 
country seeking 
these precious chan
nels. The prime con
sideration in grant

ing of these channels is the public in
terest, to give the public a freedom of 
choice on the limited number of chan
nels available. The tv broadcaster like
wise has the responsibility of provid
ing his viewers with a well-balanced 
schedule, not a blackout or scrambled 
picture through which he can squeeze 
an exorbitant fee from them.

The uhf channels not now being 
sought will some day be needed to 
supplement the small vhf group.

No one. I’m sure, has any quarrel 
with any enterprising business man 
who wants to feed movies or a spec
tacular event to the home cod, but

(Continued on page 115)



In the March issue tklkvision ack pub
lished the first of a two-part series on the 
rate picture. The article, based on a nation
wide survey, showed that the upward rate 
spiral was beginning to taper off. that in
creases this year would be fewer and more 
moderate. The following feature analytes the 
much-criticised rate card itself, the com
plaints most frequently made and the manv 
suggestions for its improvement.

“ ■ f uniformity can be developed to
I the point where everybody knows 

where to look for a particular piece of 
rate information, without searching, 
telephoning, writing letters, or wast
ing time in other unprofitable ways, 
we will have taken a long step for
ward.”

Those words—many a timebuyer 
calls them “famous last words”—were 
written four years ago by a subcom
mittee of the Broadcast Advertising

rate cards?

Plenty, 
say time-buyers, 

and tell they can 
be improved

Bureau, then a division of the NAB, as 
a preface to the bab’s recommenda
tions for standardized television rate 
cards. A small group of station, net
work, representative and agency men 
worker! long and hard on the report: 
it was submitted to sellers and buyers 
of tv time across the country; com
ments were favorable—and the only 
persons today who even remember the 
group’s existence, let alone its recom
mendations, are those of its members 
who are still dealing in air time.

For the fact is that rate cards are as 
heterogeneous and unstandardized as 
ever. “If only,” say buyers in some
thing close to despair, “stations would 
present their rate information with 
some consistency, uniformity and com
pleteness.” A typical comment by the 
media head of a major agency: “I’ve 
been talking to station men about this 

problem until I'm blue in the face, but 
it’s no use—they do what they please 
anyway.” And another: “I’ve been 
plugging standardization ever since 
the early radio days—to say nothing 
of the tv period—and absolutely noth
ing’s happened.”

A recenl television age check of 
stations’ rate cards confirms this lack 
of both consistency and full informa
tion.

Of 365 stations then on the air, for 
instance, only seven listed separate 
film and live rates with a breakdown 
of each. Twenty-four gave the same 
rates for filmed and live programs; 23 
had the same rates with rehearsal 
charges for live shows listed separate
ly; 84 had different rales, with a par
tial breakdown of studio and rehearsal 
charges given separately; 26 did not 
even tell whether the rates quoted were 
for live or film. The largest group 
(201) said they would provide live 
rates “on request.” The placement of 
this type of information also varied: 
On some cards it was printed at the 
beginning; on others, it was buried in 
a long paragraph, midway or toward 
the end.

The inconsistencies are almost end
less, Only 75 stations, for instance, 
showed film handling charges, though 

. some referred to shipping costs which 
might or might not mean the same 
thing. A scattering told whether they 
had ASCAP, bmi or sesac licenses; still 
others — in the minority — stated 
whether they would accept local cut-in 
announcements and what the rates 
would be. A number of stations show
ed id specifications, but most did not.

And this is exactly the type of in
formation that timebuyers insist they 
must have. Reports one: “Finally, in 
desperation, I end up by picking up 
the phone and calling each station 
long-distance. Co-workers say my 
phone bill will be bigger than the cost 
of the campaign;—but it’s no joke.”

Again and again, many in the in
dustry point out that a rate card is. 
in effect, a station’s calling card. It 
should, accordingly, present the sta
tion’s best face to the buying public. 
It should be 1) correct (they’re not 
always), 2) complete and 3) easy to 
read (they’re practically never). The 
information presented should be logi
cally placed in relation to other data.

The ghostly voice of the bab group

66 May 1954, Television Age



THE RATE PICTURE

'A

150—50

Stations showing same rate for network and spot 131

Stations with higher network rates 110

Stations with lower network rates 59

65

Total 365

»
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200—93
218.75— 1

New stations with network affiliation but not yet 
listed on network rate card . . . also independents

240— 1 
250—36 
300—29

22Ö

emphasizes this last point. Twenty 
points of general information have 
been provided for in these recommen
dations . . . Whether or not to make 
use of all ... is a decision which each 
station should make . . . What is im
portant, however, is that the order of 
the items be maintained.” Discounts, 
for instance, should be the last item 
immediately preceding the rate tables. 
Another recommendation: “Net costs 
(after subtracting all applicable dis
counts) should be shown wherever 
possible.”

Discounts, in particular, are a sore 
point with buyers. A prominent one 
declares: “The stations should show 
the final figure instead of just noting 
the percentage. Let them do the arith
metic. They only have to do it once.” 
Chimes in a fellow toiler: “What is the 
52-time rate, for instance? The sta
tion should tell us instead of making 
us work it out.” The reverse of this is 
also urged. A major station rep, for 
instance, recommends adding the rates 
together. Rather than list $50 for time 
and $8 for talent, he suggests simply 
printing $58 for the package.

Keeping Posted

The constant changes in rates are 
another source of irritation. Buyers 
often have trouble keeping up with 
them. Some cards announce a rate pro
tection period but fail to say when it 
starts. Comment: “It’s like a railroad 
timetable and should be constantly up
dated as such. Once the rate has 
changed, the old card is worthless.”

Other buyer recommendations: in
clude coverage maps; enclose a mime
ographed sheet listing such pertinent 
information as the number of tv homes 
in the market, the sales in product 
classifications and so on.

But take the other side of the fence. 
Among stations and their representa
tives there is sharp disagreement on 
the real purpose of rate cards. Some 
believe that a good one should antici
pate every question an advertiser 
might have on commercial policies, 
contract requirements, facilities and 
the like. Others say just as positively 
that a card is not a contract; if a sta
tion follows the NARTB code and the 
4a contract, there is no need to dupli
cate that information in a rate sched
ule. A variation on that viewpoint:

(Continued on next page)

1

$2200—2 
3100—1 
4800—1 
6000-1

's

Class A charges range from $90 
to $6000. Most of the stations, however, 

going on the air in 1953 had rates 
between $90 and $300. A 

breakdown of the number of stations in 
each rate bracket is given below.

100- 1 
120— 2

$1550—1 $1100—3 $785—1 $540— 2 $325-- 1
1600—1 1125—1 800—6 550- 3 350— 6
1650—1 1200- t 850—4 575— 1 375— 2
1700—3 1250-3 900—2 600—15 400— 7
1750—1 1500—3 950—1 625— 3 425— 3
1800—2 — 960—2 650— 4 450— 5
2000 2 14 1000—5 660— 1 465-- 1

.—. — 675— 1 500-15
11 21 700—13 —

725- 1 40
750—10

54

Spot hourly rates vs. network hourly rates



FROM THE CAPITAL OF ALABAMA

W C 0 V - T V 
MONTGOMERY. ALABAMA

NEW POWER

199,500 
WATTS

August 1. 1954

With All Four Networks Plus Top Local and 
Film Shows Our Availabilities Are ’Tops'' 

Ask Raymer for Details

Rates (Continued}

publish the simplest possible tables 
ami let salesmen answer questions as 
ihev arise.

The bab model actually anticipated 
all of these points. It was evident then 
—and now—that stations whose busi
ness was mainly local preferred the 
short, simplified form. On the other 
hand, national advertisers and their 
agencies were perfectly willing to cope 
w ith the intricacies of a detailed card. 
Accordingly, the committee suggested 
Iwo cards—a comprehensive one for 
out-of-town buyers, a simple repro
duction of rate charges for local use.

Rig Range
There has also been some agitation 

in favor of standardizing rates them
selves. Certainly, there is wide varia
tion from station to station (see charts 
on page 67).

Class A hourly chaiges, for instance, 
range ail the way from $90 to $6,000 
(though the largest number of stations 
fail in the lowest or $90-$300 bracket). 
Spot rates, based on a |>ercentage of 
the hourly fees, are equally varied, just 
as then- are often differences between 
national spot and network charges. 
The basis for setting rates—despite 
some cynical claims that it is a “mys
tery'’ — is multifold: the competi
tive situation, set coverage, power, 
what the local traffic will bear. Obvi
ously, the setup differs from market 
to market.

Buyers say they can appreciate that. 
But they do not see the need for the 
discrepancies in the form and content 
of the cards. “Please,” sighs one, “tell 
the stations to give us a break. Inci
dentally, by introducing some kind of 
standardization, they’ll be giving them
selves a break, too. Many an operator 
has lost business because he did not 
spell out clearly his operating specifi
cations.”

Anyone listening?

Montgomery, Alabama Channel 20
Nationally Represented by PAUL H. RAYMER CO., INC.

ABC - CBS - NBC - DuMont

-sr-'îSS"""'
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Major nnlwotk* have already converted many top-flight program* to color. The strongest 
call for color has started—a* was predicted—lo come from local advertisers Your 
needs, therefore, may be temporarily limited to film and slide facilities. General Electric 
is prepared to help you! For details, see a local G-E representative, or write today

Hundred* of G-E engineer* cooperated in discovering new theories... new ways to 
provide a truly compatible system. One of ihe many General Electric color labora
tories—in constant operation during the past four years—is shown above

Baker was chairman of the National Television System 
Committee which formulated the system as it was 
finally approved

Nearly four years ago. Dr. Baker and his staff of color 
engineers (above) established a network of color sig
nals at Electronics Park for research and equipment 
development. Their main consideration throughout 
these years has been your future in color TV.

The compatible color television system approved 
by the FCC last December—which will soon bring 

color TV to yowr market area—represents an invest
ment of more than a million man-hours and nearly ten 
million dollars by the entire television industry.

G.E.’s role in this development is exemplified by Dr 
W R G. Baker, General Electric Vice President and 
General Manager of the Electronics Division. Dr.



Chromacoder color equipment will soon be in 
production at General Electric s Electronics Park. 
Featuring a compact camera with only one I.O. 
tube, you will noIe there is little obvious differ
ence between it and a standard black and white 
television camera. Size, simplicity of design, 
weight, maneuverability, ruggedness, economy 
and flexibility are important operating points

The unique designed-in flexibility of 
General Electric's projection loom 
equipment for color slides and film 
allows you a choice of the equipment 
you want... when you want it!

2" x 2“ color slide scanner 
with color scanner pickup—the 
basic equipment you'll want 
first for color commercials...

Just odd the high quality con
tinuous motion film scanner to 
the slide scanner to provide 
color film programs...

Using the Chromacoder Camera Channel, a 
single picture signal (containing all color in
telligence in sequence) is selected foi trans
mission. This signal is then fed into the Chroma
coder and translated to simultaneous red, green 
and blue images. Subsequently, a Multiplexer 
forms a color signal for transmission under the 
compatible standards approved by the FCC. 
Only one Chromacoder is needed at each sta
tion to translate the signals of all its cameras.

►
Carry this block-building technique one step 
further.. .and add a second continuous mo
tion film scanner. This entire combination 
occupies only 32'/j square feet of floor space!



General Electric CO OR

foa can

EC* 87

origination. This conversion will similarly apply to 
non-G-E cameras that are interchangeable. Moderate 
conversion cost will result in outstanding savings.

Put Live Local Color Program« On-The-Air With 
G-E Equipment! This final step of your color 
objective incorporates a live camera channel, 
Chromacoder and allied equipment, Calibration 
Monitor Console, Monitor Switching Unit and

with General Electric—NOW!

Locally Originate Color Slides and Film With G-E 
Equipment! General Electric provides the ideal solu
tion to the demands of local advertisers for color 
commercials. Its top-quality film and slide facilities 
are designed for amazingly versatile effects. Slide

miscellaneous accessories. With these G-E facilities 
broadcasters are assured of obtaining the ultimate 
in programming and performance__at what we 
believe to be the most economical cost figure you’ll 
see in the industry!

Extra! G.E. is making rapid progress with an 
economy plan to factory-convert yuur existing G-E 
black and white cameras for live color program

Modify Existing G-E Equipment To Broadcast 
Network Color Programs For Black and White and 
Color Reception! General Electric is providing its 
present customers, on a no-charge basis, all neces
sary internal transmitter parts, thus permitting sta
tions with G-E transmitters to broadcast color. 
Engineering supervision for the installation of this 
equipment is on this tame no-cbarge bash if it is 
done at the same time external color equipment is

Scanner equipment cost is in the order of $32,500; 
additional for Film Scanner equipment, approxi
mately $36.000 To this must be added the cost for 
achieving best possible color transmission service 
as outlined in Plan 1.

Our local G-E broadcast representative has all the facts. Call him today or write 
General Electric Company, Electronics Park. Syracuse, New York.

installed. External parts (Gamma Amplifier, Sta
bilizing Amplifier, Color Monitor, and other miscel
laneous items) required for performance within 
FCC color specifications are being supplied at a 
moderate cost of approximately $7300 to $8800 
(VHF-UHF). Optional test equipment is available 
as required. It is important: to note that any of the 
above changes can be accomplished without loss of 
air time.



GRANDWOOD BROADCASTING COMPANY
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FIRST in the United States 

with 316,000 watts 

and 1,000* A. A.T. tower

WOOD-TV, Grand Rapids, 
Michigan, on April 17, was the 

first TV station, anywhere in 
the United States, to deliver 
316,000 watts from a tower 
1,000* above average terrain.

For the best in technical 

equipment, plus top local and 
network programming, 
select Grand Rapids’ only TV 
station, WOOD-TV. '

WOOD-TV
GRAND RAPIDS, MICHIGAN

NBC. BASIC; ABC, CBS. DuMONT. SUPPLEMENTARY. ASSOCIATED WITH WFBM-AM AND TV. INDIANAPOLIS. IND. 
WFDF. FLINT. MICH.. WEOA, EVANSVILLE. IND. • WOOD-AM, WOOD-TV. REPRESENTED BY KATZ AGENCY
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Network Program
Chart

Key: All times shown are Eastern stand
ard (EST). Date given in lower right-hand 
corner of block Is starting date, unless 
otherwise Indicated. F. Film; L, Live; 
P, Participating Sponsorship; 8, Sustain
ing; Alt., Alternating: L8, Last Show; 
MS' Multiple Sponsorship (see footnote); 
ON, On Now; TBA. To Be Announced.

I'oorNorKs
CB8—“Arthur Godfrey Time” (M.-Th.. 

10-11:30 am): MAW, 10-10:15—Scotch 
Tape; Tu. A Th.. 10-10:15—Kellogg; M.- 
Th.. 10:15-30, alt. days—Knomark A 
Kleenex; MAW, 10:30-45--Snow Crop: 
Tu. A Th. 10:30-45—Frigidaire; MAW.
10:45-11—Star-Kist Tuna; Tu. 
10:45-11—Toni Cb. : M A W,

Th.,

Lever Bros.; Tu. A Th.. 11-11:15—Nabisco: 
M.-Th.. 11:15-30—Pillsbury.

"Valiant Lady” (M.-F.. 12-12:15 p.m.): 
M, W A F—General MUI»; Tu. A Th..
Toni. 

"Garry Moore” (M.
1:30-45—M.. Masland

1:30-2 p.m.): 
Pacific Mills

(alternate weeks). Tu.. Yardley A Co.. 
W. A Th., Swift, F.. Converted Rice; 1:45- 
2—M . Corn Prod. A Hoover (alt. wks.). 
Tu.. Pillsbury. W., Best Foods. Th., Norge. 
F., Mystik Tape; 2-2:15—Tu.. Bristol- 
Myers. Th.. Seeman Bros.; 2:15-30—Tu..

« Iintliiiinl on page 77)

PM

6:00

6:15

6:30

6:45

7:00

7:30

7:45

8:00

8:15

8:30

8:45

9:00

9:15

9:30

9:45

0:00

0:15

0:30

0:45

1:00

1:15

9:15

9:30

9:45

10:00

10:15

10:30

10:45

11:00

11:15

11:30

11:45

12:00

12:15

12:30

12:45

1:00

1:15

MONDAY-FRIDA
ABC CBS

Y
DuM NBC

SATURDAY
ABC CBS DuM NBC

SUNDAY 
ABC CBS

KnUhit 
Club 
(L)

• The Morn 
mg Shou 
7-9 a.m. 
(Various 
sponsors)

Today 
7-9 a m 
(Various 

sponsors)

Philco Corp 
8:45-10, 

M-F

Fri. : Jack 
Parr <S> 

10-11 
I'U Buy That

Ding Doug 
School (L) 
Th.: Gerber 
Prod.; Fri.:
Gen. Mills

Lamp Vnlt 
My Feet 

(8)

11-11:30

Mon.-Th. : 
Arthur

One Man’» 
1 amllv 
(S-F) 

Three Steps 
To Heaven

inl mal 
Time (8)

Look Ip 
A Live 

(S)

Tim« 
(L) MS* 
10-11:30

llione

Space Patm 
Ralston- 
Puri na.

Nestle Co. 
(alt. wks.)

Wink, 
Dink 

• lit 

(8)

strike II 
Rich 
(L) 

Colgate

..

<L) 
M-S

Kud 
tinco, 

(8)

Space Cadet 
Int’l. Shoe 
alt. weekly 
with: Secret 
Flies, Capt.

Video (8)

1

VallantLady 
(see footnote
Love Of Life
Am. Home 
Products (L)

BrMeAGroon 
Jergens Cb.

Hankin»
Full» (L) 

(see footnoti ►
Big Top 

(L)
Search For

Tomorrow 
PAG (L) 
The Guid
ing Light 
PAG CL)

Betty Mhlti 
Shou 
(L-8)

National 
Dairy 
Cb.

Faith For 
Toda«

Faith for 
Today, Inc.

Contest 
Carnival

Quaker Oat» 
(L)

Brighter Day 
PAG IL)
Portia I aeei 
Life (L) 

Gen. Foods

■eine itiuiger 
Gen Mills 

(F)

Answers 
For 

Americans 
(L-S)

Kraft Foods 
Co.

MONDAY 
ABC CBS DuM NBC

TUESDAY 
ABC CBS DuM NBC

WEDNESDAY 
ABC CBS DuM NBC

l apt. Video 
(L) 

(co-op)

Capt. Video 
(L) 

(co-op)

(apt. Video 
(L) 

(co-op)
John Daly 
Mutual of

Marge A
Jeff (L) John Daly 

ReaLemon
'targe * 
Jeff (L)

John Daly
Mutual of 

Omaha

Marge * 
Jeff (L) 
(co-op)

Jamie
Duffy- 
Mott 

(alt. wks.)

New» 
Oldsmobile 

(L) TBA Calvaeade 
Of America

duPont

News 
.American 

Tobacco (L
Jo Stafford 

Gold Seal

Dinah «bore 
Show (L) 
Chevrolet Mark Saber

Sterling 
Drug

New» 
Oldsmobile 

(L)
Eddie 

Fisher (L) 
Coca-ColaPerry Como 

Liggett A
Myers (L)

Perry Como 
Liggett A 

Myers (L)
i amd New» Camel New» 

Caravan (L]
Camel News 
l uravan (L)

Sky King
Derby 
Food,

Hum« A 
Allea (F)

B. F. 
Goodrich. 
Carnation 
(ait. wks. )

Dollar A 
Second (L) 

Mogen 
David Wine 

Corp.

Name That
Tulli* (L)

Spiedel 
Corp..

Block Drug 
tau. wka.)

The

Gene Autry 
(F)

Wrigley Co.

The 
• »old berg« 

(L) 
Vitamin 
Corp, of 
America

Milton Berle 
Show (L) 
Buick Motor 
(3 out of 4 

weeks)
The

Arthur 
Godfrey 4 
His Friends 
1st half-hr. : 

CBS-Col.. 
Toni Co.

Johns 
Hopkins 
Science 
Review 
(L-S)

1 Married 
Joan 

Gen. Elec. 
IF)

Who*» The 
Ho».

(F-S)

Arthur 
Godfrey's

Talent 
Seouts

Lipton Tea 
A Soup IL)

Voice Of 
Firestone 

<L) 
Firestone 
Tire A

Mask Red 
Skelton 

Pharmaceu
ticals. Inc. 

(Gerttol)

Love Story 
<L-S>

Bob Hope 
Show (L) 
Gen. Foods 
<every 4th 

week)

Ma»k
(alt. wks.) 

2nd half-hr.
Pillsbury, 
Frigidaire 
(alt. wks.) 

(L)

My Little 
Margie IF)
Scott Paper 

Co.

Monday

I Love 
Lucy (F) 

Philip 
Morris

RCA Viete» 
Shou — 

Dennis Day 
RCA Victor

Danuy 
Thomas 

Show
Am. Tob.; 
Dodge Div. 
(alt. wka.)

Meet MIIHe 
Carter Prod.

O'Cbdar 
(alt. wks.) 

(L)

Fireside 
Theatre 

(F) 
PAG

Big Pietura 
(F-S)

Strike It 
Rich 
(L) 

Colgate- 
Palmolive 

Co. Kratt

Night

lied 
1 lotion«

(L)
Gen. Foods

feature

Robert 
Montgomery 

Present»
<L>

V. 8. Steel 
Hour

U. S. Steel

suspense
Elec. Auto-

Lite 
(L)

Circle 
Theatre (L) 
Armstrong 
Cork Co.

W restUng

I’ve Got A 
See rei 

(L) 
R. J.

Reynolds

Stars On 
Parade 
(L-S)

(L)
Kraft Food!

Cb.

Fight«
Studio One

(co-op)

8. C. 
Johnson, 
American 
Tobacco 

talt. wka )

Ut. winy, 
with: 

Motorola
TV Hour 
Motorola

1 langer 
Block Drug 

Nash- 
Kelvinator 
(alt. wks.) 

(L)

Truth Or 
Conse- 
Muene«-»

P. Lorillard

From

Rain bo

Blue Ribbon 
Bout« 
(L) 

Pabst Salí i 
Co.

The Muele 
Show 
(L-S)

Thia Is 
Your 1.1 f e 

(L) 
Hazel 
Bishop

(L) 

—

Westing
house

Who Said 
That* 

(L) 
(co-op)

The Name’, 
Th» Same

C. A. Swan 
son, Ain. 
Chicle Co. 
(alt wt«>

See It Now 
Aleoa 

(L)

Mr. A Mrs. 
North (F) 

Revlon, 
Congoleum- 

Nairn 
(alt. wks.)

(co-op)Ringside 
Interviews 

(co-op)

Sports Spot 
General

Longines 
(L)

( hronoseopr 
Longines 

(L)

THURSDAY
ABC ÇBS

John Daly 
ReaLemon

The Unie 
Ranger

Gen. Mills

Sen.
American 

Tobacco (L)
Jane 

F roman (L)

Meet Mr
It's About McNaUey 

Time Gen. Elec. 
(F)

Ray Bolger Four Star 
— Play ruiu»Show 

Am. Cig. A 
Cigar, Kern- 
Gio Paint 
(alLjwks.).

Open 
Hearing 

with John 
Daly <L-S)

Kraft 
TV 

Theatre

Singer.
Parker Pen 
<alt. wks.)

lai» Video 
Theatre

I.e ver Bro*
(L)

III» Town
Lever Bro».

(F)

Publie 
Defender 

(F) 
Philip 
Morri»

Place The 
Face

Toni Co., 
Carter Prod.

(L) 
(alt wks.)



CB'.

(8)

imp I’tiis 
I y Feel

Contest
Carnival 
aker Oat*

<L>

<ook Dp

DuM NBC

I

•
—

Youth 
Wants

Tn Knott 
IDS)

PM

1:30

1:45

2:00

2:15

2:30

2:45

3:00

3:15

3:30

3:45

4:00

4:15

4:30

4:45

5:00

5:15

5:30

5:45

MONDAY-FRIDAY 
ABC CBS DuM NBC

SATURDAY 
ABC CBS DuM NBC

SUNDAY 
ABC CBS DuM NBC

Garry 
Mom« 
(L) 
MS* 

(T.-Th.. 
1:30-2:30»

What 
la The 
World 

<S)

Faith
(L-S)

Double Or 
Nothing 
Campbell

Soup (L) 
(M-W-F)

1 .Inkletter’s 
House 
Party 
MS*
(L)

The Big 
Payoff

Colgate (L) 
(M-W-F) 

S-(T.-Th.)

Paul Hixon
-lion 
(L) 

River

Kale Smith 
Hoar

(L)

Basi-hall

Gan» 

ot

Sob Crosby 
Show

S-(Mon.) 
see footnote)

Brand Mice 
Mills M8* the

Week

Falstaff

Elnwr Davis

At Issue

Kukin Fra« 
A Ollie
(M)

Woman With 
A Past (8)

Secret storm 
L Am. Home 
S-(T.-Th.)

W r Ironie 
Travelers 

(L) 
PAO

Brewing 

and 

co-op

5/K15.20 
(S)

Gillette 
Preakne** 
5/22 only

Roller
Man of the 

Week
<S>

American 
Forum of 
the Air 

(L-K)

Robert Q. 
Lewis 
(L-S)

Aeeouat 
(L) 

PAO (VS)
Youth Takes 

A Stand
<S>

Zoo Parade
<1.1 . I 

Quaker Onte

Wed. A Fri.: 
Barker Bill 
Gen. Mill*

l’lnin Lee 
«hon

<L)

Super C ircuì

Kellogg 
(&-5:30> Adventure

(8)

Hallmark i 
Hall Of 
Fame

•
Howdy 
Doody 
(L) 
MS*

X. T. Times 
Youth 
Forum 
(L-S)

Mars. Inc. 
(3:30-«)

Hall Bros 
Ine. 1

SATURDAY SUNDAY

»man (L)

Public 
defender 

(F) 
Philip 
Morri*

New* 
merican 
lacco (L)

ver Bro*. 
(F)

aee The 
Face 

onl Co., 
rter Prod

<L>

teet Mr. 
IcNuihy 
en. Elec.

(F)

iix Videa 
theatre 
ver Bro*.

(L)

our Star 
layhouse 
Singer.
irker Pen 
It. wks.) 

(L)

FRIDAY
1 DuM NBC ABC CBS DuM NBC ABC CBS DuM NBC ABC CBS DuM NBC

*

rummy 
Henrich 
Emerol

The 
American 

Week 
(S)

Night 
Editor 

<S>

Meet lhe 
Press (Li 
Revere Cop

per. Pan 
American 
(ait. wks.)

i h*
 

IP
You Are 

There
Elec. Cos.. 
Prudential 
(alt. wks.)

Mert Your 
Congress 
Benrus 

Watch Co.
<L>

Roy litigi*«* 
Show (F)

Gen. Food*

cap«, video 
Johnson 

Ckndy (L)
Mnrge A 
Mt (L) 

(eo-op)

___________
lohn Daly 

(8)

f upt • Vidro 
(L) 

(co-op)
Marge A 
Mt (L) 

(co-op) ____________

Mr. Wizard 
(L-S)

You Ask-d 
For It 
Sklppy 
Peanut 
Butter

Ufe With 
Father

8. C John-
■on
<14

Author 
Meets The 

CriUes 
(L-S)

Paul 
Winchell 

Show (L) 
Procter A 

Gamble

Dinah Shorr 
Show (L) 
Chevrolet

Camel News
Caravan (I.)

Stu Krein 
Show 

Gen. Mills. 
Paper Mate 
(alt. wks.)

News 
Oldsmobile 
____<R_ 
Perry Como 
Liggett A 
Myers (L>

Eddie 
Fisher (L) 
Coca-Cola

Camel News 
Caravan (L>

Dottie 
Mack 
(L-S)

Heill The 
Clock 

Sylvania 
Elec. 
(L)

Ethel A 
Albert 

(L)
Sunbeam 

Corp.

TBA

Jaek Benny 
5/2, 23 only 

Private 
Secretary 

Am. Tobacco 
(F)

Hr I’repers 
(L) 

Reynolds 
Metals

You Bet 
Your Ufe 

(F) 
DeSoto

Ozzie A 
Harriet

Lambert 
Pharmacal. 
lotpoint Div 
(alt. wks.)

Mama 
Gen. Foods 

(L)

nave Gar- 
roway Show 

(L) 
Pontiac 

Dealers of 
America

Enterprise, 
V.S.A. 
(F-S)

Jackie 
Gleason

Sheaffer 
Pen,

Spike Jones 
Show
(L) The Mask

Toast Of 
The Town

Colgate 
Comedy 

Hour 
(L)

Broadway 
To 

Hollywood 
11.) 

Tide Water 
Oil

Justice !
Borden Co

Pepsl-Cola 
Playhouse 
Pepsl-Cola 

Co.

Topper 
R. J. 

Reynolds 
<F)

Ufe Of 
Riley (F) 
Gulf Oil 

Corp.

Greatest 
Sports 
Thrill*

Nestle co., 
Schick. Inc.

<p-L)

Original 
Amateur 

Hour 
<L) 

Pet Milk

(L-S) Uncoln- 
Mercury 

<U

Cblgate*
Palmolive Co

WWCn Thr 
Story?

Du Mont 
l*ahR.

Dragnet 
(F) 

Liggett A 
Myers

Paul nan- 
man Show 
Armour A 

Co., Bristol- 
Myers 

(alt. wks.)

Playhouse 
Of Stan (F)

Schlitz 
Brewing 

Co.

Ufe Begins 
At Eighty 

(L) 
Serutan

Big Story 
(L) 

Am. Cig. A 
Cigar Co.. 
Slmoniz Co. 
(alt. wks.)

Sat. Night 
Fights

Bayuk

Two For 
The Money 
P. Lorillard

Co 
(I.)

Your Show 
Of Shows 

(3 out Of 4 
weeks)

Gruen. Carter 
(ait. wks.) 
M.—Wright

Packard 
Dealers

G.E. Theatre 
5/2,16.23 <F 

Fred 
Waring 

Show 
Gen. Elec.

Rocky 
King (L> 

Am. Chicle. 
Pharmaceu
ticals. Inc.

Television 
Play house 

(L)
Goodyear

------- Ford
Theatre 

(F>
Ford Motor

Co.

Who's 
The 

Boss?

Our Miss 
Brooks

Gen. Foods 
(F)

Tv Sound
stage (L) 
Campbell 
Soup Co.

Fight 
Talk 

(UF-S)

uy nvome 
Husband

Int'l. Silver, 
simmons 
Co. (L) 

fait, wks.)

Martha Ray« 
Show 

(every 4th 
week)

Dr. 1. Q. 
Hazel 

Bishop

Man Rebind 
The Badge 

Bristol-Myen 
(I.)

Plainclothes 
Man (L) 
Larus A

Bro

Rubber.
Phlleo Corp 
(alt. wks.)

Martin 
Kane (I.)

U. S. 
Tobacco

Ml Friend 
Irma 

Brown A 
Williamson 

(L)

Chance of 
A IJ f etime 

(IA
P. Lorillard 

Co.

Gillette 
Fights

<L) 
Gillette Co.

That’s My 
Boy 

Chrysler 
Corp.
(L)

Cololtrt 
Humphrey 

Flack 
Am. Chicle, 

Du Mont 
Labs.

MS* Break Tin 
Bank 

Dodge Div..
The Web 

P. Lorillard 
(L)

Twenty 
Question» 

<L-R>

Loretta 
Young 
Show

Procter A 
Gamble

1

Person’ To’ 
Person Am.
Oli (East) 
Hamm's 
Brewing 

(Midwest)

Down You 
Go 

(L-S)
Greatest 
Fights 

Ctiesebrough

Wrestling 
from 

Chicago 
10:30-11:05

11:03:

Your Hit 
Paradr (I.) 

Am. Tobaccc
Crosley Div. 
(alt. wks.)

What’s My 
Une?

Montenier. 
Remington 
Rand (L> 
(alt. wks.)

Man Agaln.l
Crime (F) 

R. J 
Reynolds

Man Agnina 
Crime <F> 

R. J. 
Reynolds

Longines 
(L)

Showcase 
(co-op) 
11:20: 

Wrestling 
Resumes

Sun. News 
Special 

Norwich (L

PM

6:00

6:15

6:30

6:45

7:00

7:I5¡

7:30

7:45

8:00

8:15

8:30

8:45

9:0C

9:15

9:3C

9:45 i

IO:OC

10.1

10:

10:4!

II

11:1



WFBM WFBM-TV
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INDIANAPOLIS • CBS 
Represented by the Kat* Agency 

Affiliated with WEOA, Evansville WFDF, Flint WOOD AM 1 TV. Grand Rapids

Now in his seventeenth year as a 
news editor hereabouts, E. G F was 
college trained in journalism, en
tered radio in St. Louis, moved to 
WFBM in 1937, and spent 1944 as 
a correspondent in Europe inter
preting the ETO for our listeners.

Lxcm * * 
Tt Mt ‘'■"‘ÎÎ 

♦ *

His technique is simple: He stud
ies world affairs and delivers the 
news Much in demand for personal 
appearances, and practically unable 
lo say no, Gilbert Forbes once dis
covered that he w’as expected to 
address three different groups at 
practically the same time. His reso
lution of this difficulty was a master
piece ol tact and timing

Forbes is seen seven days a week 
on TV; heard seven days a week on 
radio; viewed with iellow'-inembers 
of the Indianapolis Literary Club, 
the Press Club, the Artists’ Society 
and the Meridian Heights Presby
terian Church, a few of the organi 
zations in which lie is active.

When a Hoosier host wants to 
hit an arguing guest over the head 
with a piece of inflexible logic, all 
he lias to say is “Gil Forbes said 
so.” If Forbes said it, it’s true, cor
related. analyzed, evaluated, put m 
proper perspective and w’ell ex
pressed.

Year after year. Hoosiers listen to 
Gilbert Forbes and the news. There 
may be a better framework for com
mercials selling items with general 
appeal, but not in these parts. 
Check Katz for availabilities

■ Individual as a gold inlay, E Gil- 
liert Forbes is news editor of 
WFBM and the number one news
caster in Indiana. He spends 80% of 
his time preparing broadcasts and 
telecasts, 5% of his time on radio 
(20 quarter-hours a week), 3% of his 
time on h (16 fifteen-minute or 
ten-minute newscasts), 25% of his 
time in outside activities, and 30% 
with home and family. If the total 
is 143%, it’s about right. This is a 
busy fellow.

Hundred-and-forty-three 

percenter



IDEAS
IDEAS 5:30-0—Standard Brands;Mon..

IDEAS (Mon.-Fri.,

hundreds of new

ideas for less than

a dime a week! mln. bet. 3:15-30—8.0.8. Co.

You’ll find them nil in

Ideas to boost the effective-

«

Affiliated with

one full year

Television Age

use this order form today

Television Age

Name

Tide

City
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MARKET,

Thu.
Ine. ; 
Thu.

Dairy; W. * F.. Gen Milla. 
NBC—“Kate Smith Hour"

( ) BILL ME ( ) BILL COMPANY

Producta; 
Ludena. 
Product«; 
Fri., 7X4

Zone ...State

7X4 min. bet. 3:15-30—
Thu., 3:30-45—Doeskin

3:45-4—Simonia Co.; Alt.

“Hawkins Falls" (M.-F. 12:15-30 p.m.): 
Alt. Mon., S.O.S. Co.; W. * F„ Wesson 
Oil.

"Howdy Doody" (Mon.-Fri., 5:30-0

Network Program Chart (Continued from page 74)

Television Age, the one mag
azine that serve» television

business completely.
Ideas to help you make long- 

range plans . . . and on-the-spot 
decisions.

ness of your current campaign 
... and the size of your future 

paychecks.
Yes, Television Age brings you 

ideas on everything you need 
to get ahead—and stay ahead 

of your competition in TV.
And it’s all yours to harness 

for less than a dime a week, 
when you accept this out

standing offer.

ONLY $4.75
(regular price. .86.00)

444 Madison Ave., New York 22, N. Y.

Yes, please send me the next full 
year of Television Age at special 

rate of 14-75 (regularly $6.00)

Company 

Address

Economics Labs., Th., Kellogg
“Linkletter’s House Party” <2:30-3 

p.m.): 2:30-45—M., W a F.. Lever Bros.; 
Tu. * Th.. Kellogg. 2:45-3—M.-Th., Pills
bury; Fri., Bauer St Black.

“Bob Oosby Show" (M.-F., 3:30-4 
p.m. ) :3:30-45—Tu., Calgon; Th., TBA: 
Fri., Englander. 3:45-4—Tu. St Th., Am.

3-4 p.m.): Alternate Mondays, 3:45-4— 
Corn Product« Refining; Tu., 3:45-4—Dow 
Chemical; Wed., 7X4 mln. bet. 3:15-3:30 
—American Hair St Felt Cb.; Wed., 7X4 
min. bet. 3:13-3:30—Parker Bro«.; Wed., 
3:30-45—Borden Co.; Wed., 3:45-4—Gerber

.Hill1

NBC —DUMONT 
Full Time 

Network Facilities
PROGRAMS OF OTHER NETWORKS 

ACCEPTED ON THE BASIS OF AVAILABILITY

ARB March-April UHF-VHF Penetration Re
port states that Tulsa is the first dual 
market in any ARB study to have a con
version as high as 17.7% before going 
on the air. Also the first market to have 
a conversion as high as 25% after less 
than one month's operation.

&£T 
MLLINfr 
CALL

Represented By

THE BOLLING COMPANY
New York — Chicago — Boston — Los Angeles — San Francisco

Tu., 5:30-45—Kellogg; Tu.. 5:45-0—Col
gate-Palmolive; Wed.. 5:30-6—Continental 
Baking; Thu., 5:30-45—Kellogg; Thu.. 
5:45-6—Standard Brands; Fri., 5:30-45— 
Ludena; Alt. Fri., 5:45-6—International 
Shoe Co. * Welch Grape Juice Co.

“Tour Show of Show«” and “Martha 
Raye Show" (Sat.. 0-10:30 p.m.): Alt. 
Sat., 0-0:30—Armour a Co. a RCA'; 10 
min. part, between 0:30-10—Adolph'» Ltd., 
8.O.8., Benrua Watch Co., Griffin Mfg.; 
Alt. Sat., 10 mln. part, between 10-10:30 
—Cat’« Paw Rubber, International Silver, 
Lewi«-Howe, Whitehall Pharma cal; Var. 
Sat., 10 mln. part, between 10-10:30— 
Johnson St Johnson.
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Hyde (Continued from pagf 59)

policy lo provide for early «id ion on applications. 
The Commission’s efforts during the past year have 
simply l>eeii to respond to the mandate oi Congress 
to provide for the expansion of the television service 
to a public which has demanded this service.
The Commission has felt that it was its duty io act 
upon all applications as expeditiously as due con
sideration of them would permit.

As a matter of philosophy, do you think the 
Government should he more active in pro
moting uhf than it has been, or should it tend 
to keep its hands off?
1 think if is not our business to promote any particu
lar service. It is our business to facilitate the expan
sion of .*1 service by private industry, and I think it 
is appropriate for us to consider all of the possibili
ties of making expansion of television in ultra-high 
feasible, bui the business judgments and the risks 
will have lo Im* handled by the operators.

Generally speaking. Mr. Chairman, are you op
timistic or pessimistic about the future of ultra
high frequency tv?
I am optimistic about the future of ultra-high, al
though, of course, concerned about its immediate 
problems under conditions which now exist.
I think the number of television stations which could 
Im? accommodated on the 12 vhf channels is simply 
nol enough for the needs of our large and resource
ful country. We will need substantially more than 500 
television stations. And 1 am confident that we will 
find a means for providing the larger service needed 
for our country.

What is the chance that the Federal Communi
cations Com mission will look into the whole 
subject of subscription tv this year? Is rule
making on this subject in sight?
There are a number of petitions before the Commis
sion relating to subscription tv. Petitioners in some 
instances have made changes in their approaches.
There is still, according lo information that comes 
to my attention, a lot of investigating being done by 
proponents of subscription tv.
The Commission has thought that its first duty was 
to lift the television freeze in terms of acting upon ap
plications which had accumulated in the Commission.

This program is well advanced. In fact, a statistical 
examination will show that it is 80 per cent accom
plished, but there is still a substantial work load of 
hearing cases involving applications from some of 
our most important markets to be determined by the 
Commission.
We will, of course, give appropriate attention to the 
various petitions before the Commission as soon as 
we can. consistent with our other duties.

if hat is the future of closed circuit or theatre 
tv? Do you anticipate the setting aside of cer
tain channels for such telecasts?
There was, as you know, a petition asking for the 
dedication of particular channels for distribution of 
closed circuit or theatre television, but this proceed
ing has been concluded. The Commission’s decision 
was not to allocate particular channels but lo point 
out that transmission service for distribution of pic
ture material could be obtained through common 
carrier facilities.
As you know, there are occasions when picture ma
terial is distributed to theatres through the transmis
sion facilities of the intercity carriers.

»

Can ihe industry noir forget about license fees 
for a while—is it likely. in your opinion, that 
the subject will he revived?
I cannot answer that question.
The Commission has a directive from the Bureau of 
the Budget, which is a part of the Executive Office of 
the President, directing us to inaugurate rule-inaking 
to implement the authority granted by Congress inci
dent to the Appropriations Act of 1952. Since this an
nouncement of our rule-making proceeding, the 
Senate Committee on Interstate Commerce has under
taken an examination of this subject and has certain 
legislation under consideration. The Committee has 
asked us lo suspend action on our rule-making pro
ceeding until 1955.
We have not had any further advice on the matter 
from the Bureau of the Budget, but obviously there 
will have to Im* some coordination of interests.

t

In view of recurrent complaints that tv adver
tising is over-commercialized, is the Federal 
Communications Commission planning to put 
out anything comparable to the so-called Radio 
Blue Rook of several years back?
The Commission does not have a project such as the 
report you mentioned under consideration.
One of the very important reasons for opening up

Ml 80 May 1951. Television Age



given for the presentation of contrary viewpoints.

National Advertising Representatives

KJEO-TV Fresno, Calif.

wtn Macon, Ga.WNEXTV

WHYN-TV Springfield-Holyoke, Mass

KOB-TV Albuquerque, N M

SAN FRANCISCO WCPO-TV Cincinnati, OhioST. LOUIS CHARLOTTE

WEWS Cleveland, OhioLOS ANGELES MEMPHIS

ATLANTA WDEF-TVDALLAS Chattanooga, Tenn

WMCT Memphis, Tenn

KFDA-TV Amarillo, Texas

Offices in key advertising centers throughout the nation Dallas, Texas

Tacoma, Wash.

WCHS-TV Charleston, W. Vo.

May 1954, Television Age 81

I believe that it is proper broadcaster like any

additional channels for television was to provide for 
a competitive service on a nation-wide basis.
The multiple-ownership rule is another expression 
of the Commission’s policy to maintain a diversified 
and competitive system. We hope by such means to 
provide an opportunity of choice for the public that 
will stimulate and encourage . . .

one else to have a viewpoint and to have the same 
opportunity to express views on matters of public 
concern to the same extent that anyone else has.
The Commission’s opinion on this subject has in
dicated that broadcasters who exercise their oppor
tunity to editorialize should indicate when they are 
editorializing and that fair opportunity should be

In controversial matters what role should tv 
play? In other words, are individual commen
tators justified in taking editorial stands and 
interpreting the news as they see fit?
I think the answer to that question must be found in 
the Commission's opinion on editorialization by 
broadcast licensees. I would nol want to distinguish a 
commentator from his employer, the licensee.

Ten Branham offices 
coast to coast

If has heen about two years now since educa
tional channels were set aside.
I think at one time you said that there might he 
occasions for the Commission to review the situ
ation after a period of time had gone by. Whal 
now is the future of educational tv?
As I stated to the National Association of Education
al Broadcasters, I believe that they have made very 
significant accomplishments since the lifting of the 
television freeze.
I am told that there were six non-commercial, edu
cational television stations on the air by the end of 
April, and that there will be at least double this 
number by the end of the year.
These stations could reach more than 20 million 
people. It seems to me these are very significant 
figures.
I believe that the only review that the Commission 
contemplated was the continuing review, which is the 
Commission’s duty to make, of all rules and regula
tions. They are all subject to change in the light of 
needs and interests of the public at any given time.

* NEW YORK 

CHICAGO • DETROIT

»■■•■■■■•■■I

aiww

THE BRANHAM COMPANY



'Adapted from the outstanding best-seller °ff 

k * Eagerly awaited by millions of fans •

7 e/e>ision
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the movie goers

Twelve O'Clock High” and many others) will swell the figure.(“Voice of the Turtle’

A SHOW THAT CAN’T MISS

merica9 me
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A TREMENDOUS READY-MADE AUDIENCE
The readers who made “Ellery Queen” a 30,000,OOO-copy best-seller

477 MADISON AVENUE, NEW YORK 22, N. Y. • 1041 N. FORMOSA AVENUE, HOLLYWOOD 46, CALIF

To the proved commercial impact of mystery shows, “The Adventures of Ellery Queen” 

adds the power of a great name . . . the prestige of fine dramatic programming. Call, write or wire 

for the full story, and for franchises in areas where you need a show that can’t miss.

And top production—all down the line—will win and hold new viewers for this series

Here’s a new TV show that’s as reassuring as money in the bank*. . . a first-run series 

that’s backed by a 25-year habit of success.

the former listeners and viewers—these arc the people who give this new series a ready made, 

multi-million audience. Marlowe fans who have enjoyed his work on stage and screen

A SUCCESS IN EVERY MASS MEDIUM
In print... on the screen ... on the air—“Ellery Queen” has consistently spelled “box-office”.

On TV live—on a handful of DuMont-cleared stations—“Ellery’ Queen” demonstrated an amazing 

ability to dominate its period, without any “inheritance” . . . against any competition.

Now, specially filmed for TV . .. starring the man who created the radio role, “Ellery Queen” 

is marked for new highs.
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UHF (Continued from page 63)

experienced serious difficulty.” To get 
a “firmer hold on national business.' 
its management “wishes'* il had been 
on air six month« earlier, however.

• wdak-tv Columbus, Ga., operat
ing only since October, has achieved 
an 87.(> per cent conversion (American 
Research Bureau) by offering nbc, abc 
and Du Mont programs. Good movie 
features also helped this outlet go into 
the black, increase its net.

• wcov-TV Montgomery, Ala., has

also been in the black since its first 
60 days and now boasts 98 per cent 
conversion. Vhf competition, expected 
this fall, will (ace a conversion prob
lem since two-thirds of Montgomery 
homes have bow lie antennae.

• whyn-tv Holyoke, Mass., has 70 
)>er cenl conversion und stressed local 
programming to climb from red ink 
into the profit margin.

• kceb Tulsa, a newcomer, achieved 
a 17.7 per cent conversion by its first 
day and upped that to 25.4 per cent 
two and a half weeks later, both new

BMI For Serrier in TV
Service continues tn be one of the basic theme 

songs at BMI. Not only are its facilities offered 
to its TV licensees, but lo producers, advertising 
agencies and their clients, TV’ film distributors, 
music conductors, directors, and everyone in TV 
concerned with music and programming.

This service is apparent in the day to day activities 
of BMI and is provided in many forms, 
such as:

Assistance in the selection or creation 
of music for theme, background, bridge, 
cue or incidental mood music

Aid in music clearance

Help in protecting music ownership lights

Answers to questions concerning copy
rights music right for future residual usage 
and help in solving all other 
problems concerning the use of 
music in TV

Let BMI give you ihr 
Tl Music Story today

Call or write BMI TV SERVICE Department

NEW YORK . CHICAGO . HOLLYWOOD . TORONTO . MONTREAL

records for a dual market, according 
to the ARB study, kceb’s two-edged ex
planation : an intensive educational 
campaign backed with top network and 
local programming.

• wm Duluth, Minn., first in its 
area, has outdistanced two vhf com
petitors and been in the black since its 
third month. But the station now urges 
that “legislation should be passed 
whereby network consideration of uhf 
be based on factual data rather than 
distinguishing lietween uhf and vhf.”

• wwlp Springfield, Mass., faced 
lough problems at its start. Its cover
age area was half salurated with vhf 
sets luned to a distant station. On top 
of that the early wwlp signal was 
weak. “Many of the people who spent 
the money to convert became ‘knock
ers’ instead of ‘boosters’.' vice presi
dent Alan Tindal reports. “Our net
works—nbc and ABC—were very help
ful in giving us top-notch programs, 
but I feel it was our local emphasis 
which really turned the tide.

• WKNB-TV New Britain, Conn., 
with ¿18.6 saturation, expects a “tre
mendous” increase in service when it 
goes from 20.000 to 200,000 watts in 
July. With over 50 network and na
tional spot segments weekly >ind 65 
national and regional spot accounts, it 
“usually” has no availabilities between 
6-11 p.m. The station has been “in the 
black” since October,

• WSBT-TV South Bend has also 
found television requires a new plant, 
estimated to cost about $1.5 million 
before il will lie ready for occupancy 
next year. On the air since December, 
1952. wsbt-TV’s market, terrain and 
promolion have made it a uhf leader.

• wkow-tv Madison, Wis., has “no 
conversion problem” with the nearest 
vhf competition some 75 miles away. 
A CBS Television affiliate, its greatest 
concern is “the very normal one of 
competition with the other local sta
tion.” General manager Michael Henry 
considers the rec’s biggest mistake 
was “lo put television into Iwo cate
gories—uhf and vhf. It is all televi
sion, and we are very happy with our 
signal, freedom from interference and 
range of viewing.' Station is making 
an increased profit.

• WI.BC-TV Muncie (only a few tele
vision miles from Indianapolis) is firm
ly established and reports continued

(Continued on page 127)
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Washington Memo

of this for it that 1 he an-

Tîîl ÏIIIÎT

legislativesubject. If the topic

shouldn'tAnny, then
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after 18 years as

BOWING OUT. In a reflective mood 
the other day, Senator Ed Johnson I D. 
Colo.l leaned back in his chair, took 
a long look at television and pro
nounced il good.

Big Ed is going to retire at the end

into a tremendous asset,” he declared. 
“Without television I think Eisen
hower would have had to make him get 
off the ticket.”

So he doesn't think tv ought to stay 
out of controversial subjects? “No

present, the senator thinks, unless each 
witness involved and particularly the* 
person publicly charged specifically 
agrees lo appear on the air.

As we thanked the Senator we re
marked that the Senate and the tv in
dustry, too, was going to miss him 
after all these years. He turned back 
to the piles of papers on his desk. “No
body regret? my leaving as much as I 
do,” he said.

argument over taxes, or foreign policy, 
or health insurance, then tv can be u 
big help in spurring public under
standing, he thinks. But if a hearing 
involves charges against people—-such 
as the housing scandals or the matter 
of McCarthy-Cohn-Schine and the

swered. But he warned that he 11 be 
“forever against” extending coverage 
so far as to take in courtroom trials. 
His view is that no matter how dili
gently lelecasters try to present both 
sides of a trial, they can’t compel the 
public to watch the whole case. Distor
tion in the public mind is almost in
evitable. he believes.

Senator. With his departure, the tv 
industry will lose a stout friend in 
Congress as well as a sturdy critic. 
television age went to his office not 
long ago and asked him for some 
“words of wisdom” about tv.

Well, he wasn’t so sure about the 
wisdom, he said, but he didn’t mind 
giving his honest opinions.

We began by asking about tv com
mercials and the complaints that seem 
to be on the industry’s mind. “I don’t 
think I’d worry too much about it,” 
he said in his slow way. Maybe there 
are too many commercials sometimes, 
especially on the morning shows, he 
added. “Some people say they’re get
ting pretty bad. But I suppose you 
have to have it in order to carry the 
programs.”

Night-time tv pleases him more be
cause there don’t seem lo be so many 
commercials then. But he does wish 
that commercials could be made “more 
attractive.” There’s still too much in 
tv advertising that's cheap and taste
less. he believes.

ENCORE. A couple of days after the 
above interview, Sen. Johnson made 
one of his typical assaults on an im
portant phase of the industry — the 
ownership of tv stations by news
papers.

Big Ed casually tossed into the Sen
ate hopper a bill that would force 
newspapers to give up almost all the 
interests they now have in tv outlets. 
The bill is a simple affair. It states that 
no license shall be granted to any per
son who publishes a newspaper in any 
city of over 100,000 population or 
who “has a substantial interest in or

Preferred: imeriran Style

“But I wouldn’t Irade our kind of 
tv for what Britain has.’* he said firm
ly. “I’ll take advertising any time” 
over the ad-less subsidized fare the bbc 
has produced for so many years, he 
said.

Then the Senator w ould say he 
wasn't perturbed about the way tele
vision is progressing? On the contrary, 
the industry is doing a “terrific job,” 
he decided. What’s more, “I think it 
can and will improve as it goes along.”

He turned to (he impact of tv in 
matters political and controversial. 
“Terrific,” hi* murmured again. “The 
most unbelievable show I’ve ever seen 
in politics,” he said, was the famous 
“Checkers” speech by Candidate 
Richard Nixon in ihe 1952 presidential 
campaign. “That turned a real liability

(Ipen Session»?

How about Congressional hearings 
The Senator thinks it depends on ll
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such a paper.

bile the other major paper, the Star, 
wns all of WMAL-TV.)

¡•tie
WHEELING MARKET

Highland isn't m the tv business 
apparently doesn't intend lo get 
il. His only argument is that the 
posed station, WBLK-TV, will cut

For the purposes of the bill, anyone 
who owns a 10 per cent or greater in
terest in a paper, or who controls 10 
|>er cent of the voting stock, is one of 
those forbidden to receive a license.

All new station applications would 
lie affected by the Johnson bill and all 
present stations would be hit as soon

sleeve. “1 may,” he said.

into 
pro- 
into

out anything.”
Meanwhile, another newspaper-tv 

situation, the one in Clarksburg. W. 
Va., hasn't stirred up much excitement 
in Congress. This is the case in which 
the fcc lias postponed Ihe grant of a 
CP lo the Ohio Valley Broadcasting 
Co. so that the Clarksburg Publishing 
Co., which puts oul the town’s only 
two papers, can intervene.

The publisher, Cecil R. Highland, 
Sr., claims he would be injured by op
eration of ihe proposed station. A ma
jority of the Commission, over sharp 
dissent by three members, agreed to 
hear his case.

The dissenters claim the majority is 
stretching the law too far. because Mr.

license renewals. This is now set at 
every three years.

The Senator says that the fact that 
many tv stations are partially or com
pletely owned by papers “just makes 
the problem all the more aggravated.” 
More and more newspapers are get
ting into fewer and fewer hands, he 
declares, “and that is not a good 
thing.” (Best recenl example of this 
trend was the purchase by the Wash
ington Post of the Times-Herald. The

Anything Can Happen

Mr. Johnson wouldn’t comment on 
what he thought the chances were for 
action on his bill al this session. It’s 
safe to say, however, that nothing will 
come of it this year.

We asked the Senator whether he 
had any more shockers like this up his

Hollingbery

On March 25 we increased our signal strength to 

a matimum 316.000 watts full power, offering better 

thanever television coverage to advertisers and 

viewers in the big, buying upper Ohio Valley 

market area surrounding Wheeling

wheeling market



Economy (Continued from page 61) 

rate of $27.7 billion or $1.5 billion 
higher than a year ago. New borrow
ing, meanwhile, was off sharply, by $5 
billion a year.

The stock market. For what it 
was worth—anti here, as usual, was 
one field where no one was sure he 
had the answer—quotations had hit or 
were hovering at a 24-year high. The 
bull market, including television is
sues, had persisted right through the 
entire period of business decline. The 
only rational explanation (“Since 
when does Wall Street make sense?” 
asked some cynical observers) was 
that investors, both big and small, had 
“written off” the recession, were con
fident the U.S. economy would remain 
strong and ebullient.

Construction. This was one other 
barometer that failed to reflect reces
sion weather. Home-building was ac
tually running well ahead of last year, 
with some 1.2 million new dwellings 
likely to be started in 1954 compared 
with 1.1 million in 1953. Non-residen- 
tial construction was 21 per cent above 
the year-ago level.

Business expansion. Indications 
were that the outlay this year for new 
plant and equipment would total a 
very impressive $27.2 billion for a de
cline of only four per cent below the 
record $28.3 billion of 1953. Led by 
General Motors’ dramatic announce
ment that it planned to spend $1 bil
lion in expansion (“General Motors 
Opens the Throttle,” television age, 
February, 1954), other companies re
vealed confident plans. General Elec
tric, for instance, said it would spend 
$160 million in 1954; Standard Oil of

California. $275 million; the Bell Sys
tem, $1.4 billion; and electric utilities, 
$3 billion.

New orders. In April, reported 
the National Association of Purchas
ing Agents, more companies recorded 
gains in bookings—for everything 
from cameras to tires to furnaces— 
than did those noting declines. Some 
43 j>er cent of the firms surveyed had 
an increase in new business while only 
17 per cent said orders were still fall
ing. It was noteworthy that television 
sets were leading the upturn in appli
ances. After a slow start, sales had 
jumped sharply and promised to equal 
the 6.4 million registered last year; 
meanwhile, manufacturers' and deal
ers’ inventories had shrunk by 800,000 
receivers or more.

In the month of May these factors 
will almost certainly continue to pre
vail. And that is why the nation’s 
economists, with few exceptions, are 
now willing to go out on a pretty 
strong limb: The downtrend in the 
economy is about over, the upturn is al 
hand. They do not see how the potent 
combination of record income, record 
savings and near-record business ex
pansion can miss fire.

But a challenge remains. The public 
has more money to spend than ever— 
but how to unloosen the purse strings 
for goods and products? The answer: 
Business has a selling job, a “hard 
selling” job. And that is where televi
sion is certain to play a key role. 
Clearly, advertisers will turn in the 
months ahead to the most potent of all 
sales media. Television will reap the 
harvest and, at the same time, help 
mightily to spur a gradual economic 
recovery.

»VOLUMES
CONTACT:

fac/iA Ute .
RADIO AND TELEVISION REPRESENTATIVES 

SINCE 1933
366 MADISON AVENUE • NEW YORK 17 • phoni MU 2-8755 

NEW YORK • CHICAGO • BEVERLY HILLS • SAN FRANCISCO

IN COMMERCIALS 
INDUSTRIAL 

EDUCATIONAL 
FILMS

fasti 
SENSITIVE! 

MADE FOR ACTON/

IF YOU 
MUST HAVE 

QUALITY

W»Im taagitia rating—22S 
AS* laagtttn rating-M*

ORIGINALLY 
DESIGNED 
FOR TV

New faster precessing

GOLD SEAL SPECIAL

KIN-O-LUX Inc.
105 WEST 40TH ST., NEW YORK, N. Y
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At the Convention

J

The following companies will be 
represented, in most cases with 
special exhibits, at the nartb’s 32d 
annual convention meeting in the 
Palmer House, Chicago. May 23-27: TelePnmipter Corp. 

Television Specialty 
Tel-Instruinent Co., 
Tower Construction

Raytheon Manufacturing Co.
Rust Industrial Co., Inc.
Paul Schafer Custom Engineering
Standard Electronics Corp.

NETWORKS
American Broadcasting Co.
Columbia Broadcasting System 
Dn Mont Television Network 
National Broadcasting Co.

Co., Inc.
Inc.
Co.

EQUIPMENT MANUFACTURERS 
Adler Communications Laboratorit s 
Allied Radio Corp. 
Altec Lansing Corp.
Ampex Corp. 
Andrew Corp. 
Blaw-Knox Co.

Equipment Division 
Caterpillar Tractor Co. 
Century Lighting. Inc. 
Collins Radio Co. 
Continental Electronics Manu

facturing Co.
Dage Electronics Corp.
Alleu B. DuMont Laboratories, Inc.

Television Transmitter Division 
Electro-Voice, Inc 
Federal Telecommunication Laboratories 

Division of International 
Telephone & Telegraph 

Federal Telephone & Radio Co. 
The Gabnel Co.

Electronic* Division 
Gates Radio Co. 
General Communications 
General Electric Co. 
General Precision Laboratory, Inc. 
Gray Research & Development Co., Inc 
Graybar Electric Co., Inc. 
TIm1 Houston Fearless Corp. 
Ilnghrv & Phillips, Inc. 
Tower Lighting Division 
Dresser-Stacey Co.

IDECO Division 
international Business Machines Corp. 
Kay-Lah 
Kliegl Brothers Universal Electric

Stage Lighting Co. 
Machlell Labs.. Inc. 
Musicolor, Inc 
lelecolor Services Division 
Phelp* Dodge Copper Products Corp. 
Phdco Corp.

Government and Industrial Division 
Prodelin, Inc 
Radio Corp, of America

Engineeriug Products Department

FILM A PROGRAM SERVICES 
abc Film Syndication, Inc.
Associated Program Service 
a-v Tape Libraries. Inc. 
cbs Television Film Sales 
Cheryl tv Corp.
General Teleradio, Inc.

Film Division
Harry S. Goodman Productions
Guild Films Co., Inc.
Harriscope. Inc.
C. P. MacGregor Co. 
The March of Time 
Minot TV, Inc.
Motion Pictures for Television 
nbc Film Division 
Official Films, Inc.
Radio Corp, of America 

RCA Victor Division
Screen Gems. Inc. 
sesac Inc.
Snader Releases Inc 
Standard Television 
Sterling Television Co.. Inc. 
Tele-Pictures, Inc.
Television Programs of America 
United Television Programs Inc. 
Unity Television Corp.
Ziv Television Programs. Inc.

RESEARCH ORGANIZATIONS
A. C. Nielsen Co.

NEWS SERVICES
The Associated Press
International News Service 

Television Department
United Press

TELEPHONE A TELEGRAPH 
COMPANIES

American Telephone & Telegraph Co. 
Long Lines Department

SERVICE ORGANIZATIONS
Keystone Broadcasting System. Inc.

NARTB (Continued from page 51) 

as the hardest working—and certainly 
“travelingest” — of all association 
heads. He attends all the 17 annual 
regional meetings and many state 
gatherings, makes 100 or more 
speeches a year. And, drawing from 
his youthful experience as a song-and- 
dance man in vaudeville, Mr. Fellows 
occasionally offers a bit of off-beat en
tertainment to boot.

Before assuming the presidency of 
the NARTB, Hal Fellows was manager 
of New England operations for cbs 
and, concurrently, general manager of 
radio station WEEI Boston. Prior to 
that, hr was the first radio director of 
an advertising agency in Boston and. 
later, operated his own agency in part
nership.

Often

I Definition 

called in the industry a 
’’broadcaster's broadcaster,” Mr. Fel
lows disagrees. “Mr. Broadcaster,” he 
says, is actually a composite of the 
men who pay his salary—seme big and 
some small, some network and some 
unaffiliated, some in tv and some in 
radio.

Administrative vice president. 
Robert k. Richards, who holds this im
portant post, has a thorough back
ground in broadcasting, publishing and 
advertising. Back in the ’30s he was 
a director for WAIU (now whkc) Cin
cinnati. For three years he was on the 
editorial staff of the Cincinnati 1*051, 
put in another three-year span as pro
duction director of wspi) Toledo. Mr. 
Richards' advertising experience was 
gained in the Detroit office of Camp
bell-Ewald. He left Broadcasting Mag
azine in 1946, where he was editorial 
director, to join the nartb.

Vice President. Ralph W. Hardy 
joined the association in 1949 as dir
ector of the Radio Division, was later 
named director of Government Rela
tions. A Bishop and missionary in the 
Mormon Church, Mr. Hardy was gen
eral manager of ksl Salt Lake City. As 
former chairman of the nartb’s Edu
cational Standards Committee, he has 
inspected broadcast training facilities 
al colleges and universities all over the 
country.

Secretary-Treasurer. C. E. (“Bee’’) 
Arney has a broadcasting and financial 

(Continued on page 113) 4
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The Nation’s Greatest Area Buy

1ANA

ENTUCKY

What a Combination!

WHIO-TV WKRC-TVWTVN
CHANNELCHANNEL

CincinnatiDayton

May 1954, Television Age 89

The personal endorsement and sales pitch of 
one of America’s greatest salesladies telling 
your story in the thriving markets surround
ing Columbus, Dayton and Cincinnati. Here’s 
an hour-long variety show just loaded with 
music, outstanding personalities and sur
prises, on the leading stations in each market.

The “Wendy Barrie Show”—a package many 
of America’s leading advertisers are buying— 
with a few choice participations remaining.
For availabilities, rates, market facts, get in touch 
with: The Katz Agency, 488 Madison Avenue, New 
York • George P Hollingbery Company, 500 Fifth 
Avew New York • Don Chapin, Director of Sales, 
The Tri-State Network, Cincinnati, Ohio.

CHANNEL I 
Columbus

OHIO M
. COLUMBUS

, DAYTON J ’ 

CINCINNATI f



uhf

WEOL-TV—31
208,500

EUGENE, OKE. KVAL-TV

EVANSVILLE WFIE-TV
FAIRMONT, W. VA.WJPB-TV
FARGO WDAY-TV

Station vhf uhf

FRESNO
BRIDGEPORT
BROCKTON, MASS. WHEf-TV GALVESTON
BUFFALO

BUTTE

2S0.900
M4M

CHARLESTON, WKNA-TV

WAYS-TVCHARLOTTE

CHETENNE, WYO. KFBC-TV
CHICAGO

36400
KHSL-TV

HOUSTON

INDIANAPOLIS

54.07B

KNOXVILLE

LANSING

LAS VEGAS
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KOPR-TV 
KXLF-TV

WICU 
WSEE

CHICO, CAL. 
CINCINNATI

HUNTINGTON WSAZ-TV
HUTCHINSON KTVH-TV

KCMO-TV 
KMBC-TV 
WDAF-TV 
WHB-TV

WATE-TV 
WTSK-TV

276,000 
303400

118,130 
May '34

Sept. '34 
fall '54

(tee Wichita) 
IDAHO FALLS

City 
EL PASO

KGUL-TV 
KPRC-TV 
KNUZ-TV 
KXYZ-TV—i

21,000 
70,937 
92,032 
94,000
85,841

I» 100
July '54

39,932

vhf 
30,171 
38,978

KID-TV 
KlfT—B

WBBM-TV 
WBKB 
WGN-TV 
WNBQ

Station
KROD-TV 
KTSM-TV 
KELP-TV-

ELYRIA, O 
ERIE

20,000 
Early 1933

118,800
59,127 

fall 'S4

KINGSTON, N. Y. WKNY-TV—M 
KIRKSVILLE, MO KT VO—3

CHAMPAIGN, ILL. WCIA
CHARLESTON, S. C.WCSC-TV

FT. SMITH, ARK. KFSA-TV 
FT. WAYNE, IND WKJG-TV

JOHNSON CITY, WJHL-TV 
TENN.

WOBS-TV—30______ May '34
JAMESTOWN, N. Y.WJTN-TV—58 Sept. '54

CADILLAC MICH WWTV
CAPE GIRARDEAU, KFVS-TV—12 

MO

July '34
Nov. '34

30,224

KEARNEY, NEB. KHOL-TV

9 Early '34 
382,352

389,182
23,000

4,300
42,772 

Moy '54

lune '34 
63,620

ITHACA, N. Y. WHCU-TV—20

EUREKA, CAL. KÌEM-TV

LAWTON, OKLA KSWO-TV 46,400

WBEN-TV 394,333 
WBUF-TV 128.000

1,981,000
34,275

WFBM-TV 470,000
WISH-TV—8

85,607
83,000

Summer '54
37316

233,647

31,800
30,000

JOHNSTOWN, PA. WARD-TV 20,000
________ WJAC-TV 757,183

LAKE CHARLES, KTAG-TV 15,000
LA. _____ KLPC-TV—7 Sept. '54

LANCASTER, PA. WGAL-TV 293,097 
WWLA—21 fall '54

CEDAR RAPIDS KCRI-TV 
WMT-TV 116,444

CHAMBERSBURG, WCHA-TV 15400

_____________ WBTV 384,432 
CHATTANOOGA WDEF-TV 70,000

KBID-TV 
KJEO-TV 
KMJ-TV 
KGUL-TV

WBZ-TV 
WNAC-TV 1,171,111 
WTAO-TV
WICC-TV

LA CROSSE, WIS. WKBT—B 
LAFAYETTE, IND. WFAM-TV 
LAfAYETTE, LA KLfY-TV—10 

KVOL-TV—fO

WILS-TV 42,000
WJIM-TV 254,700
KLÃS-TV 13301

60,500 
July '54 
~~46,700 
July '54 
July '54

HENDERSON- WENT 
EVANSVILLE

HOLYOKE, MASS. WHYN-TV 
(tee Springfield^_

HARRISBURG, ILL. WSIL-TV 
HARRISBURG, PA. WHP-TV 

WTPA 
WCMB-7V—27

HARRISONBURG, WSVA-TV 80,182

Set Count
FLORENCE, 5. C. WPDV—I 
FT. DODGE, IA. KQTV 
FT. LAUDERDALE WFTL-TV 

WITV
FT. MYERS, FLA. WINK

City 
BOSTON

KSWM-7V—12 fall '54
WKZO-TV 380,670

TELEVISION AGE

(The figures listed below are secured from 
the stations and their national representatives. 
They are presented as a service by television 
ace. For further information regarding the 
figures and their sources contact the stations 
or their representatives. Where one figure is 
given for a multiple-station market, it repre
sents all in that market. Italics indicate sta
tions not yet on air, channel numbers and 
target dates.)

WBCK-TV—58 Summer '54
BAY CITY, MICH. WNEM-TV 205,160

City Station vhf uhf
ABILENE, TEX. KRBC-TV 30416
ADA, OKLA. KTEN —-------
ADAMS, MASS WMGT 134,110
AKRON WAKR-TV 102,000
ALBANY, GA. W ALB-TV •
ALBANY-
SCHENECT ADY- 

TROY

WROW-TV 
WTRI

773*2 
71,188

ALBUQUERQUE KGGM-TV 
KOAT-TV 
KOB-TV

31,800 
39430

ALEXANDRIA, LA KALB-TV—5 Sept. *54
ALLENTOWN, PA. WFMZ-TV— i7 Summer '54
ALTOONA, PA. WFBG-TV 418,798
AMARILLO KFDA-TV 

KGNC-TV 47,781
AMES, IA. WOI-TV 240,000
ANDERSON, S. C. WAIM-TV 46,500
ANN ARBOR WPAG-TV 18,900
ASBURY PARK, 

N. J.
WRTV 6,200

ASHEVILLE WISE-TV 
WLOS-TV—13

19300
Aug *54

ASHTABULA, O WICA-TV 18,000
ATLANTA WAGA-TV

WLW-A 
WSB-TV 336343
WQXI-TV—36 Summer '54

ATLANTIC CITY WFPG-TV 16,783
AUGUSTA, GA WJBF-TV 

WRDW-TV
76,400 
65,000

AUSTIN, MINN KMMT 78,925
AUSTIN, TEX. KTBC-TV 68,945
BAKERSFIELD KBAK-TV 

KEROTV 109492
63,000

BALTIMORE WAAM 
WBAL-TV 
WMAR-TV 
WTLf— IB

543,927 
Summer '54

BANGOR WABI-TV 54423
BATON ROUGE WAFB-TV 

WBRZ—2
48,000 

Sept '54
BATTLE CREEK WBKZ-TV 33,938

BEAUMONT, TEX. K8MT 
BELLEVILLE, ILL? WTVI 
(ice St. Look)
BELLINGHAM, 

WASH.
KVOS-TV 60,806

BETHLEHEM WLEV-TV 6741*
BILLINGS, MONT. KOOK-TV 9,000
BINGHAMTON WNBF-TV 269480
BIRMINGHAM WABT

WBRC-TV 223,000
BISMARCK, N 0 KFYR-TV 6,795
BLOOMINGDALE WBLD ■ 5 Summer *54

N V.
BLOOMINGTON. WBLN-TV 113.242

ILL
BLOOMINGTON, WTTV 524,003

IND
BOISE K8OI-TV

KIDO-TV 31,360
KTVI—9 Oct. '54

10,000
7,800

40,000
33,101

42,260
Sept. *34

42,100 
108,000 
112,000

(»ee Houlton)________________
GRAND JUNCTION J(fXJ-TV—S 

COLO.
GRAND RAPIDS WOOD-TV 4164*0
GREAT FALLS, KFBB-TV 3,500

MONT.
GREEN BAT WBAY-TV 191,253
GREENSBORO WFMY-TV 220,000
GREENVILLE, N. C.WNCT 45,000
GREENVILLE, S. C WFBC-TV 287.266

WGVL-TV 30400
HAMPTON, VA. WVEC-TV
(tee Norfolk)
HANNIBAL, MO KHQA-TV 
(tee Quincy)
HARLINGEN, TEX. KGBT-TV

WCPO-TV 
WKRC-TV 
WLW-T 450,000 
WQXN-TV—54 Oct. '54

JOPLIN, MO 
KALAMAZOO 
KANSAS CITY

CLARKSBURG, 
W. VA.

WBLK-TV—12 Sept *54

CLEVELAND WEWS 
WNBK 
WXEL 
WERE-TV-

1,022,140 
-45 Sept. '34

COLORADO 
SPRINGS

KKTV 
KRDO-TV

42,17$ 
35,600

COLUMBIA, MO KOMU-TV 43459
COLUMBIA, S. C. WCOS-TV 

WNOK-TV 
WISTV 94,056

41,982 
46,000

COLUMBUS, GA. WDAK-TV 
WRBL-TV 61,471

31.684

COLUMBUS, 0 WBNS-TV 
WLW-C 
WTVN

336,737 
307,000 
339350

CORPUS CHRISTI KVDO—22 June IS
CUMBERLAND. 

MD.
WTBO-TV--17 Summer *34

DALLAS-FORT 
WORTH

KRLO-TV 
WBAP-TV 
WFAA-TV 
KLIf-TV—

368400
372,500
336400

29 Aug '54
DANVILLE, ILL. 
DANVILLE, VA.

WDAN-TV 
WBTM-TV— 30,000

18,114
DAVENPORT WOC-TV 264,811
DAYTON WHIO-TV 

WLW-D
637430 
300,000

DECATUR. ALA. WMSL-TV--23 Moy '54
DECATUR, ILL. WTVP 129,300
DENVER KBTV 

KFEL-TV 
KLZ-TV 
KOA-TV 209,306

DES MOINES KGTV 
WHO TV

66,000

1,420,300 
1,277,991 
1,140,000

DETROIT WJBK-TV 
WWJ-TV 
WXYZ-TV

DULUTH- 
SUPERIOR

KDAL-TV 
WDSM-TV 
WFTV

43,000

40400
EASTON WGLV 66,000
EAU CLAIRE, WIS WEAU-TV 36,271
ELKHART, IND. WSJV 118,000
ELMIRA, N. Y. W ECT-TV 

wTvr
28,462 
30,000

JACKSON, MISS. WJTV 
WLBT 
WSLI-TV

JACKSON, TENN. WDXI-TV—9
JACKSONVILLE WJHP-TV 

WMBR-TV



PHOENIX

PINI BLUFF, ARK. KATV

IND. WRAY-TV

40,300
QUINCY, ILL.

WNAO-TV

RENO

WROM-TV
KSWS-TV

SAGINAW

KFEQ-TV 96,704

SAN ANGELO 2«,035KTXL-TV

SAN DIEGO

»

106,200

SCRANTON

155,000
SEATTLE

KÉLO-TV

SOUTH BEND WSBT-TV 103,477

SPOKANE

*
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PRINCETON, 
PROVIDENCE

RALEIGH 
READING

KHQ-TV 
KXLY-TV

167,172
40450

KOOL-TV 
KOY-TV 
KPHO-TV 
KTYl-TV

94,360 
20/439

W JAR-TV 1,096,169 
WHET

377 
Mt count: 26,360X100

PITTSBURG, KAN KOAM TV 
PITTSBURGH, PA. WDTV 

WENS 
WKJF-TV

PUEBLO, COLO KCSJ-TV 
KDZATV

ROCHESTER, MINN.KROC-TV 
ROCHESTER, N. Y. WHAM-TV 

WHEC-TV 
WVET-TV 
WCBF—15

SPRINGFIELD, ILL. WICS

City 
PEORIA

SfDALIA, MO. 
SHREVEPORT
SIOUX CITY, IA. KVTV 

KTIV-

PHILADELPHIA WCAU-TV 1409,447 
WFIL-TV 1,793462 
WPTZ 1,767,042 
WTVQ—47 _______ Early '54

SAVANNAH, GA. WTOC-TV 33,000

210,000 
fall '54

RICHMOND 
ROANOKE

WGAN-TV—13
PORTLAND, ORE. KOIN-TV 14 

KPTV

SCHENECTADY- WRGB 
ALBANY-TROY

KHQA-TV 
WGEM-TV 107,110

54,539
44,407

47,000

KFMB-TV 
KFSD-TV 204402

SIOUX FALLS, 
S. D.

SAN ANTONIO KGBS-TV 
WOAI-TV 108,101

SPARTANBURG, WSPA-TV- 
5. C.

KSD-TV 421,424 
KSTM-TV 215,000
WTVI 210,000

KCCC-TV 40,245
KBIt-TV—44 Spring '54
WKNX-TV 85,000
WSBM-TV—51 Summer '54

ST. JOSEPH 
ST. LOUIS

WTVR 
WSLS-TV

»hl ulif
142,997 
124,000

WEEU-TV 
WHUM-TV
KZTV

ROME, GA. —
ROSWELL, N. M 
SACRAMENTO

ROCKFORD, ILL. WREX-TV 1*3,002 
WTVO 12,000

ROCK ISLAND, ILL.WHBF-TV 244411

Stat ten 
WEEK-TV 
WTVH-TV

City Station vht uhi
LEBANON, PA. WLBR-TV 144475
LEWISTON, ME. W LAM-TV 1*434
LIMA, O. WLOK-TV 54,049

WIMA-TV—35 Spring <54
LINCOLN KOLN-TV 89,122

KARK-TV
LONGVIEW, TEX. KTVE-TV 19404
LOS ANGELES KABC-TV

KCOP
KHJ-TV
KNBH
KNXT
KTLA
KTTV 1417,177
KBK-TV—22 Spring '54

LOUISVILLE WAVE-TV 349434
WQXL-TV—

LUBBOCK KCBD-TV 
KDUB-TV 53,004

LUFKIN, TCX. KTRC-TV—9 fall '54
LYNCHBURG WLVA-TV 102,261
MACON WMAZ-TV 

WNEX-TV
75,593

34442
MADISON WKOW-TV 

WMTV 41400
MANCHESTER, 

N. H.
WMUR-TV 150,000

MARINETTE, WIS. WMBV-TV— 11 Aug. '54
MASON CITY. IA. KGLO-TV—3 May '54
MASSILLON, 0. WMAC-TV--23 Spring '54
MEDFORO, ORE. KBES-TV
MEMPHIS WHBQ-TV 

WMCT 247,341
MERIDIAN, MISS. WCOC-TV 

WTOK-TV 44,300
MESA, ARIZ. 
(tee Phoenix)

KTYL-TV

MIAMI WTVJ 241,500
WMIf-TV—27 Sept. "54

MIDLAND, TEX. KM ID-TV 3140*
MILWAUKEE WCAN-TV 

WOKY-TV 
WTMJ-TV 454,973

295,000 
295,000

MINNEAPOLIS- 
ST. PAUL

KSTP-TV 
WCCO-TV 
WM IN-TV 
WTCN-TV 447,200

MINOT, N. 0 KCJB-TV 17400
MISSOULA, MONT. KGVO-TV— 13 July '54
MOBILE WALA-TV 

WKAB-TV
52,500

40,900
MONROE, LA KFAZ-TV 

KNOE-TV 109470
23,500

MONTEREY KMBY-TV 55,000
MONTGOMERY WCOV-TV 

WSFA-TV— 12
24,200 

Ort. '54
MUNCIE, IND WLBC-TV 47400
NASHVILLE WSIX-TV 

WSM TV 
WLAC-TV-

1*4,174 
-5 Jung 1

NEENAH, WIS. WNAM-TV 19,0*0
NEWARK 
(tee New York) 
NEWBEDFORD, 

MASS.

WATV

WTfV-TV—-24 Summer '54

NEW BRITAIN WKNB-TV 147,922
NEW CASTLE, PA WKST-TV 13947*
NEW HAVEN WNHC-TV 702,032 

WELI-TV—59 Summer '54
NEW ORLEANS WDSU-TV 

WJMR-TV 
WCKG—26 
WCNO-TV-

244,792
45,491 

Late '54
—32 Summer '54

NEW YORK WABC-TV 
WABD 
WCBS-TV 
WNBT 
WOR TV 
WPIX 
WATV 4,1*4497

NORFOLK WTAR-TV 
WTOV-TV 
WVEC-TV

213,089

94400
OKLAHOMA CITT KMPT 

KTVQ
101,000 
104444

WKŸ-TV 240,279
OMAHA KMTV 

WOW-TV 241,052
ORLANDO, FLA. WDBOTV- May 15
PANAMA CITY, 

FLA
WJOM *4,100

PARKERSBURG, 
W. VA.

WTAP 24,050

PENSACOLA WEAR-TV 52400

92,000
64,231
50,000

9434*0
236452
2104«*

PITTSfltLD, WBEC-TV—64 May *54
MASS.

POCATELLO, IDA. KIS J—A Hoe. '54
KWIK-TV—10 Nov. '54

POLAND, ME. WMTW—* July '54
PORTLAND, ME. WCSH-TV 89475

WPMT-TV 40.300

52,190
55,000 

107430
13423

441479
241,150
40,000

ST. PAUL 
(tec Minneapolis)
ST. PETERSBURG WSUN-TV 71,200
SALINAS, CAL. KSBW-TV 55,000 
SALISBURY, MD. WBOC-TV—14 May '54 
SALT LAKE CITY KDYL-TV

KSL-TV 157,060
KUTV—2 Aug '54

SAN FRANCISCO KGO-TV 
KPIX 
KRON-TV 851450 
KSAN-TV 41,000

SAN JOSt, CAL. KVIf—44 Oct. '54
SAN LUIS OBISPO KVEC-TV “ 44441
SANTA BARBARA KEY-T 90,424

WARM-TV
WGBI-TV 
WTVU
KING-TV
KOMO-TV 345400
KDRO-TV—6
KSLA 34,900

Market!. 237 
Stations on air: 
Total ettimated

City Station vhf uhf
SPRINGFIELD, 

MASS.
WHYN-TV 
WWLP 132,000

SPRINGFIELD, MO KTTS-TV 
KYTV

394*4

STEUBENVILLE, 0 WSTV-TV 850,0*0
STOCKTON, CAL. KTVU 

KNOf—13
55400 

June 1
SWEETWATER, 

TEX.
KPAR-TV— 12 Late '54

SYRACUSE WHEN 
WSYR-TV

340400 
339,055

TACOMA

TAMPA, TLA

KMO-TV 
KTNT-TV
WfLA-TV—

345400
June '54

TEMPLE, TEX. KCEN-TV 7141«
TERRE HAUTE, 

IND.
WTNI-TV— 10 July '54

TEXARKANA, 
TEX.-ARK.

KCMC-TV 44,223

TOLEDO WSPD-TV 279429
TOPEKA WIBW-TV 49,00«
TROY 

(toe Albany- 
Schenectady)

TUCSON KOPO-TV 
KVOA-TV 23,000

TULARE, CAL. KVVG-TV 123400
TULSA KCEB 

KOTV 220,000
TWIN FALLS, IDA. Kt/X-TV— 11 May -S4

UTICA, N. Y. WK1V 139,000
VALDOSTA, GA. WGOV-TV—37 May 15
VALLEY CITY, 

N. D
XXJB-TV—4 July '54

VANCOUVfR KVAN-TV—-21 Summer '54
WACO KANG-TV 32,140
WASHINGTON WMAL-TV 

WNBW 
WTOP-TV 
WTTG 595400

WATERBURY, 
CONN.

WATR-TV 110,400

WATERLOO, IA. KWWL-TV 10144*
WATERLOO, IND WINT—IS June '54
WAUSAU, WIS. WOSA-TV--1Í July '54
WESLACO, TEX. KRGV
WEST PALM 

BEACH
WIRK-TV 
WJNO-TV—-S Aug. '54

WHEELING, W. VA. WTRF-TV 247,701
WICHITA KEDD 

KTVH-TV 
KAKf-TV—

99,043 
10

71457

July '54
WICHITA FALLS, 

TEX.
KFDX-TV 
KWFT-TV

59,800 
05,300

WILKES-BARRE WBRE-TV 
WILK-TV 140,000

WILLIAMSPORT, 
PA.

WRAK-TV—36 Spring '54

WILMINGTON, 
DEL.

WDEL-TV 109,742

WILMINGTON, 
N C.

WMFD-TV 
WTHT—3 Muy 15

WINSTON-SALEM WSJS-TV 
WTOB-TV

1*7407
49400

WORCESTER, 
MASS.

WWOR-TV 
WAAB-TV--20

45,000 
Aug. '54

YAKIMA, WASH KIMA-TV 20,270
YORK, PA. WNOW-TV 

WSBA-TV
72,000 
74,100

YOUNGSTOWN, O. WFMJ-TV 
WKBN-TV

115400
117,777

YUMA, ARIZ KIVA-TV 10403
ZANESVILLE, 0. WHIZ-TV 29451

Terri to riet * Patte teloni
ANCHORAGE KFIA 

KTVA 4,000
f AIRBANKS Kflf—2 Spring 'S4
HONOLULU KGMB-TV 

KONA 
KULA-TV 53,000

SAN JUAN WAPA-TV 
WKAQ-TV 10,000



ways to

PHILCO 

quaut

The PHILCO 16mm CineScanncr provides 
the finest film reproduction in either color or 
monochrome. 35mm model also available.

Broadcasters . . . here is the finest 
equipment available for color and 
monochrome film reproduction, Con
tinuous film motion and flying-spot 
scanning techniques produce high
definition pictures with superb light 
values. Whether you plan to use slide 
and film in monochrome; or a versatile 
combination of film and slides in.both 
color and monochrome, the Philco 
CineScanner gives longer film life and 
utmost dependability . . . it’s the only 
practical methodfor color! For complete 
information, write to Dept. TA, today:

Check These PHILCO Features
• Quiet, continuous film motion ... no 

complicated intermittent mechanism 
to cause film wear and breakage.

• Cold light source... no film burning. 
• Instantaneous run-up time with pro* 

visions for quick starts and stops ... 
remote control available.

• Highest quality production in mono* 
chrome and color.

H I l C

O R :
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Hey, Mr. Time-Buyer—
This is HOTnews'

short mMths *

TV kames 
• UJ

UHF tomes 
to 125%

WWLP 
AUDIENCE 

UP 
296%!

1.1953

TV

wwu

January 11,1954

A trend—? Man, it’s a runaway! 
And these figures prove whal 
we’ve said all along:

You can’t cover this rich 
Springfield-Hartford market (see 
mapbelcw) without WWLP 
Channel 61 — the only NBC-ABC 
TV station in the combined 
market.
• Ask our representatives to show 

you our January Telepulse. Or 
write us direct

CHANNEL 61
SPRINGFIELD. MASS.

130 kw EFFECTIVE RADIATED SO Will

»MINWULD nUVIMON BROAOC ASTINS COBS 
•1 CkaOsal liras* • Miass SafM. ï-Alii

»AIM UMIMNMnVES

Nanoeel Rei to e

Hedges (Cant'd from page 53) 

emerging from their swaddling clothes 
came in the 1933 convention at White 
Sulphur Springs when a revised con
stitution was adopted by the nab.

The following year at Cincinnati, 
the broadcasters were given an illumi
nating address entitled “Coordinating 
American Amusement Industries'* by 
Sol A. Rosenblatt. Division Adminis
trator of the NRA. The very thought of 
it sends chills down one's spine. It was 
better to dwell upon “Radio and Hu
man Liberties’* by William Hard, the 
noted American author, correspondent 
and traveler, who was a featured 
speaker at the same convention.

Enter Television
For the first time in the history of 

the Association, television appeared on 
a convention agenda for the 13th An
nual session at Colorado Springs in 
July. 1935. Andrew W. Cruse. Chief of 
the Electronics Division of the United 
State*» Department of Commerce, gave 
a speech on television in America and 
Europe in which he quoted French 
scientists as doubting the practicability 
of television because it would lake 
as much electricity lo run a television 
receiver as is required lo operate the 
electric chair at Sing Sing. Since sets 
would therefore be for mass audiences, 
they believed a moving bell would be 
necessary to keep the audience from 
stagnating in front of the tv receiver.

Although the word “survey” had 
come up in the 1930 convention in 
Cleveland, the first real down-to-earth 
discussion of research as it applied to 
radio was presented at the 14th An
nual convention in Chicago in 1936. 
Arthur B. Church of Kansas City out
lined plans for a “Cooperative Bureau 
of Radio Research,” and C. H. Sand
age, Ghief of the Division of Com
munications of the Bureau of the Cen
sus. discussed, "Whal the Radio Busi
ness Census Means to the Broadcast
ing Industry.”

The 15th convention held in Chi
cago in 1937 virtually brought lo an 
end a most pleasant convention past
time called “politicking.” It was really 
fun getting up slates of chosen candi
dates and campaigning foi their elec
tion. At the 1937 convention. John 
Elmer of Baltimore was the Nominat
ing Committee’s choice for President.

Elmer won by a margin of four to one.
In March of 1938 at the convention 

held in Washington, the Association 
decided that because of the increasing 
burdens of administering the affairs 
of the organization that it should have 
a paid President. Mark Ethridge, the 
noted Louisville publisher, was select
ed to serve for the interim until a per
manent salaried President could be 
found. In June of 1938, Neville Miller, 
former Mayor of Louisville, was select
ed for whal proved to be a six-year 
term.

The 1939 convention in Atlantic 
City produced the usual type of pro
gram with the Chairman of the Fed
eral Communications Commission 
speaking; a discourse on advertising; 
a careful analysis of education and 
public responsibilities, and similar 
subjects.

The thing I remember most about 
the 1940 convention was that it was 
held in San Francisco.

In 1941 at St. Louis, a famous quo
tation about the mackerel “shining 
and stinking in the moonlight ’ re
mains the most vivid impression. John 
Randolph, of Virginia, little realized 
that his remarks in Congress in 1806 
would he applied by a Chairman of the 
FCC to the networks of America.

Measuring Rod

The conventions since that date are 
of such recent memory (hat there is 
little need to give a historical account 
— besides my space is running out.

In retrospect, the conventions have 
provided an index of the industry's 
growth and prosperity. Beginning with 
a handful of men who met in the Fed
eral Building in Chicago in the Winter 
of 1922, when the nab was first found
ed. until the present tune when the con
ventions have grown to such huge pro
portions that housing becomes a major 
problem, one can trace the evolution 
and development of broadcasting. We 
were quite proud in 1927 that there 
were 6.5 million radio sets in America 
servicing better than one-quarter of 
the homes, but we can be even proud
er today of the 117 million radio sets 
and the 29.1 million television re
ceivers in American homes. The very 
existence of so many’ sets is ample evi
dence of the good job done by ihe 
broadcasters throughout the years.

1)4 Mar 1954, Television Age



1954 May 1951

SERVICE DIRECTORY
MUSIC

ARTAyVIDEART
ANIMATION ID'SOn the Agenda

COLOR or BiW
10-12

MUSICAL COMMERCIALS

auiACOMMERCIAL PRODUCERS

CONSULTANTS
18-21May

23-27May

June

FILM SUPPLIERS

June
indicated

June

6-11June

13-16June

14-16June
LIGHTING Name

for your LIGHTING needs, call Title
June

Address
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MOOD & 
BRIDGE MUSIC

Please insert my advertising 
message in your “Service Di-

521 West 43rd Street 
Ne« York 36, N.Y. 
CHickering 4-7050

NARTK Convention, 
Palmer House, Chicago

TITLES — 
TE LO PS

343 LEXINGTON AVE 
NEW YORK 16, N.Y. 
LExington 2-7378-9

rectory Section 
beloir:

FLIP CARDS 
— 16 or 35MM

Frequency & Rate»
□ 1 time ........... —................ $
□ 7 times ..............................
□ 13 times ..............................

National Assn, of Tv 
& Radio Farm Direc
tors, national sales 
clinic, Sheraton Hotel, 
Chicago

FREE MOVING PUPPETS 
Write or phone for details, 
GLOBAL TELEFILMS INC.

35 Wesl 53rd Strecl 
New York, N. Y. 

Circle 5-7991

SERVICE DIRECTORY 
ORDER FORM

Classification
Film Distributor 
Commercials Producer 
Equipment 
Music
Filin Treatment

Annual National Tv 
News Seminar. Orring- 
ton Hotel, Evanston,

Advertising Trade 
Inst., first sales aid 
show. Biltmore Hotel, 
New York

National Industrial Ad
vertisers’ Assn., 32nd 
annual convention, Ho
tel Shcraton-Mt. Royal, 
Montreal

1650 BROADWAY • N. Y. 19, N.Y 
COlumbur 5-8148

Radio and Television 
Executives Society of 
New Y ork, annual 
meeting, Hotel Roose
velt, New York

Associated Business 
Publications, 29th an
nual -pring conference, 
The Homestead, Hot 
Springs, Va.

National Assn, of Elec
trical Distributors, 46th 
annual convention, 
Atlantic City

SALES — SERVICE — RENTALS
Complete line of 16-35 Camera equipment, Edit
ing and Lighting equipment, Dollies, Lenses. TV 
Camera accessories. Write for catalogue or call:

Zone.....  State

American Marketing 
Assn., annual confer
ence, Ambassador Ho
tel, Atlantic City

National Community 
Television Assn., Hotel 
Park Sheraton, New 
York

International Advertis
ing Assn. ( formerly 
Export Advertising 
Assn.), annual conven
tion, Hotel Plaza, New 
York

National Sales Execu
tives Assn., convention 
and sales equipment 
fair, Conrad Hilton 
Hotel, Chicago

BUY S.O.S. and SAVE!
Hara, under one tool, on entire build

ing, ora oil your needs tor producing, 
processing, recording and editing mo
tion picture films—at worthwhile sav
ings Visit our showrooms or send list 
of your needed equipment and we will 
submit full descriptions with illustra
tions and prices.

on * “per uae” or “unlimited use“ basis 
AUDIO-MASTER CORP. 1« ySii

Our colaluu is 
the "Bible" of the 
film Industry. Send 
for this "ST-10".

inuJicai enterpriiei 
"distinctive musical 

commercials"

lUif/iam f Scripps sdssoc. 

Telecommunication Consultants 
1005 Kale- Building 
De ira il 26, Michigan 

SY (hid«.urti 3-1750

aim touipmenro
1 1600 Broadway \ New York City 

JUdson 6-1420

Television Age
444 Madison Ave., N Y. 22

**• 5.0.5. CINEMA

Dept. TA 
602 W. 52nd ST. hYC. 

Cable: SOSOUND



I I UMTEO PRESS

WATCH IT
ROLL OUT THE NEWSPICTURES!

You've been reading and hearing 
about United Press facsimile. Now 
you can see it at work. In U.P.'s head
quarters suite at the NARTB conven
tion in Chicago there'll be a machine 
in operation. Come up and watch 
it roll out the newspictures — as a 
teletype rolls out copy.

ALBUQUERQUE. KOAT-TV 
ALBUQUERQUE, KOB-TV 
ASHEVILLE, N. C„ WLOS-TV 
BEAUMONT. TEXAS, KBMT 
BELLEVILLE, ILL., WTVI 
BLOOMINGTON, IND., WTTV 
COLORADO SPRINGS. KRDO-TV 
DENVER. KBTV 
DENVER. KLZ-TV
EAU CLAIRE, WIS., WEAU-TV 
ENID. OKLA., KGEO-TV 
HAMILTON, ONT., CHCH-TV 
INDIANAPOLIS. WISH-TV 
JACKSONVILLE. WMBR-TV 
KNOXVILLE, TENN., WROL-TV 
LANSING. MICH.. WILS-TV 
LEBANON, PA., WLBR-TV 
LINCOLN. NEBR., KOIN-TV 
LONGVIEW, TEXAS, KTVE 
MADISON, WIS., WKOW-TV 
MEMPHIS. WHBO-TV 
MILWAUKEE, WTMJ-TV 
MINNEAPOLIS, WCCO-TV 
NEWARK, N. J„ WATV 
ODESSA, TEXAS, KECK-TV 
OKLAHOMA CITY, KMPT 
OKLAHOMA CITY, KWTV 
OKLAHOMA CITY, WKY-TV 
OMAHA, KMTV
PEORIA, III., WMBD-TV 
PEORIA. III., WEEK-TV 
PINE BLUFF, ARK., KATV 
PITTSBURGH, WDTV 
PORTLAND, ME., WCSH-TV 
PROVIDENCE, WNET 
ROCHESTER, MINN., KROC-TV 
ROCK ISLAND, III., WHBF-TV 
ROCKFORD, ILL., WREX-TV 
SAGINAW, MICH., WKNX-TV 
SALT LAKE CITY. KSl-TV 
SAN DIEGO. XETV 
TULSA, OH CAPITAL TV CORP. 
WATERBURY, CONN., WATR-TV 
WHEELING, W. VA, WTRF-TV 
WINDSOR, ONT., CKLW-TV

UNITED PRESS FACSIMILE
You'll see »he sharpest, fastest fac

similes in the world today emerging 
before you only seven minutes after 
they were sent—pictures coming in 
from over a hundred points in the 
United States and from overseas— 
pictures flashed in right over the 
Telephoto network, without relay or 
recopying — pictures completely 
finished, ready to telecast—pictures
coming from a machine that runs as 
automatically as an electric clock.

At the right is o list of TV clients 
United Press facsimile has gained in 
the six short months since it started. 
When you see it a» the convention, 
you'll see why. TODAY’S PICTURES WITH TODAY’S NEWS TODAY

96 May 1954, Television Age



TELEVISION AGE Station Directory
(Following is a list of the executive personnel of all commercial television stations in the u. S. and

possessions which were operating at the time this issue went to press.)

KRBC-TV (9)
Gen. Mgr. 

Sls. Mgr. 
Prog. Dir. 
Ch Engr

Rep. :

Abilene, Tex.
Howard Barrett 
John Higgins 
John Renshaw 
W. E. Kessel
Pearson

KFDA-TV (10)
Gen. Mgr.

SU. 4 Comi. Mgr.
Prog. 4 Prod. Dir.

Prom. 4 Pubi. Dir.
Pubi. Rei. Dlr. 

Ch. Engr.
Rep.:

Amarillo
SUn V/'ilson 
Ed Moore 
Buck Long 
Laurel Knorpp 
Kin Raley 
Bill Spiller
Branham

WMGT
Gen.
Sls. 

Comi. 
Prom.

(74)
Mgr. 
Mgr. 
Mgr. 
Mgr.

Prog. Dir. 
Ch. Engr.

Rep.:

WAKR-TV (49)
Pres. * Gen. Mgr. 

V. Pres. 
SU. Dir. 
Sis. Mgr. 

Coml. Mgr. 
Prom. Mgr. 

Prog. Dir.
Ch Engr

Rep. :

W ALB-TV (10)

Gen. Mgr.
Rep. :

WROW-TV (41)
Gen. Mgr.

Sis. A Coml. Mgr.
Prom. Mgr. 
Prog. Dir. 
Ch. Engr.

Rep.:

WTR1 (35)

Gen.
Asst. Gen.

Sis.
Prom. 
Prog.

Pres. 
Mgr. 
Mgr. 
Mgr. 
Mgr.
Dir.

Ch. Engr.
Rep. :

KGGM-TV (13)

Adams, Mass.
John T. Parsons 
William Geary 
John Joyce

Leonard Lavendol 
Walker

■ikron
S. Bernard Berk

Roger G. Berk

A. R. Cooper 
Bloyce M. Wright 
Irwin L. Knopp
Weed

Albany. Ga.
James H. Gray 
Tom Stillwagon 
none

Albany, N. F.
Harry L. Goldman
Leo Rosen
Hilda Naumen 
Jay Russel 
Charles Heisler
Bolling

Albany-
Schenectady-T roy

Col. Hany C. Wilder 
Richard B. Wheeler 
Paul L. Jacobson 
Raymond Brown, Jr. 
Steve Davis 
Fred D. Shavor 
A. H. Chismark
Headley-Reed

Albuquerque
Gen Mgr. A. R. Hebenstreit

Sls. 4 Comi. Mgr. 
Prom. Mgr. 
Prog. Dir. 
Ch. Engr.

Rep. :

Ivan R. Head 
Tom Smith 
Robert Van Driel 
Leonard F. Dodds
Weed

KOAT-TV (7)
Gen. Mgr.

Prog. Mgr.
Ch. Engr.

Albuquerque
Phil Hoffman 
Ted L. Snider 
William H. Carman

Rep. : Hollingbery

KOB-TV (4) Albuquerque
Pres. A Gen. Mgr. Wayne Coy 

Sta. Mgr. J. I. Meyerson 
Sls. Mgr. R. S. Nielsen 

Prom. Mgr. Dallas Wyant 
Prog. Dir. Dorothy Smith 
Ch. Engr. George Johnson

Rep. : Branham

KGNC-TV
Gen.
Sta.

Asst. 4 Coml.
Prom.

(4)
Mgr. 
Mgr. 
Mgr. 
Mgr.

Prod. Dir. 
Ch. Engr

Rep.:

WOI-TV (5)
Gen. Mgr.

Asst, to Gen. Mgr.
Comi. Mgr.
Prom. Mgr.

Prog. Dir. 
Ch. Engr.

Rep. :

WAIM-TV (40)
Gen. Mgr.

Sis. 4 Coml. Mgr. 
Prom. Mgr. 

Prog. Dir. 
Ch. Engr. 

Rep.:

WPAG-TV (20)
Gen. Mgr. 
Sls. Mgr. 

Prog. Dir. 
Ch. Engr.

Rep.:

WRTV (58)
Gen. Mgr

Sis. Mgr.
Prom. Mgr.
Prod. Mgr.

Ch Engr.
Rep. :

WISE-TV (62)

Gen. Mgr.
Prom. Mgr. 
Prog. Dir. 
Ch. Engr.

Rep.:

WICA-TV (15)
Gen. 
Sis.

Mgr.
Comi. Mgr.
Prom. Mgr.
Prog. Dir. 
Ch. Engr.

Rep.:

WAGA-TV (5)
Pres.

Mgng. Dir. 
Sls. Mgr. 

Prom.-Pubi. Dir. 
Mchds. Mgr. 

Prog. Dir. 
Ch. Engr.

Rep. :

WFBG-TV (10)
Mgng. Dlr.

Sls. Mgr.
Comi. Mgr. 

Ch. Engr.
Rep.:

Altoona, Pa.
Jack Snyder 
Ruel Burkhart 
Jack Snyder 
George Burgoon
H-R

WLW-A (11)
Pres., Crosley Bcstg. 

Pres. A Gen. Mgr. 
SU. Mgr. 

Prog. Dir. 
Prom. Dir. 

Ch. Engr.
Rep.:

Amarillo
Wesley Izzard 
Bud Thompson 
Aubrey Jackson 
Marrianne Johnson 
Bob Vaughn 
William H. Torrey
Katz

Ames, la.
Richard B. Hull 
Merritt C. Ludwig 
Robert C. Mulhall 
Marguerite Theobald 
Chris Donaldson 
Keith Ketchum
Weed

inderstus, S. C.
Glenn P. Warnock 
Robert Griffin 
Virginia Barath 
Marshall Gilliard 
Jon Willis
Burn-Smith

Ann Arbor
Edward F. Baughn 
Ken MacDonald 
R. W Kirkpatrick 
Donald N. Bowdish
Everett-McKinney

isbury Park. N. J
Harold Burke 
Allen Preville 
Richard Behrman 
Harvey Jerome 
LeRoy Reckling
none

ishetille
Harold H. Thoms 
Gordon Williamson 
Jane Page Steele 
Paul Mills 
John Randolph
Bolling

tshlabula. O.
John A. Colin 
Vern Webster 
Donald Fassett 
Lawrence Gerrety 
John Strasser 
Frank Bernato
Gill-Perna

itlanta
George B. Storer 
Glenn C. Jackson 
John W. Collins. Jr. 
Charles E. Trainor 
R. David Mayo 
Don Naylor 
Hugo Bondy
Katz

Atlanta
Robert E. Dunville 
William P. Robinson 
George P. Moore 
John Sever 
W. B. Colvin 
Harvey J. Aderhold
WLW Sales

H SB-TV (2)
Pres.

Mgng. Dir. 
Gen. Mgr.

Sta. 4 Coml. Mgr. 
Prom. Mgr. 
Prod. Dir. 
Ch. Engr.

Rep.:

Atlanta
John M. Cox. Jr.
J. Leonard Reinsch' 
John M. Outler 
Marcus Bartlett 
Walter Paschall 
M. K. Toalson 
R. H. Holbook
Petry

WFPG-TV (46)
Gen. Mgr. 
SU. Mg.-. 

Prom. Mgr. 
Prog. Dir. 
Ch. Engr.

Rep.:

WJBF-TV (6)
Gen. Mgr.
Sls. Mgr.

Prom. Mgr. 
Prog. Dir.
Ch. Engr.

Rep.:

WRDW-TV (12)
Gen. Mgr.
Sta. Mgr.

Prom. Mgr. 
Prog. Dir. 
Ch. Engr.

Rep.:

KMMT (6)
Gen. Mgr.

Rep.:

KTBC-TV
Gen. 
SU. 

Comi.
Prog.

Atlantic City
Fred Weber 
E Truex 
J. Morris 
Ed Davis 
Blair Thron
Pearson

Augusta, Ga.
D. M. Kelly. Jr. 
Law Epps
John Bondeson 
Thomas J. Hennesy 
John P. Jopling
Hollingbery

Augusta, Ga.
W. Ray Ringson 
Roger J. La Reau 
Lou Stratton 
William H. Mackenzie 
Joseph P. Gill 
Headley-Reed

Austin, Minn.
L. L. McCurnin 
Pearson

(7) Austin. Tex.
Mgr. I
Mgr. I J. C. Kellam
Mgr.
Dir.

Ch. Engr.
Rep. :

Cactus Pryor 
Ben Hearn
Raymer

KBAK-TV (29)
Gen. Mgr. 
Sls. Mgr. 

Ch. Engr.
Rep.:

KERO-TV (10)
Gen. Mgr. 
Sls. Mgr.

Prog. Dir. 
Ch. Engr.

Rep.:

*AAM (13)
Ex ec. 
Gen. 

Local Sls. 
Asst. Gen. 

Prom.
Prog.

Mgr. 
Mgr. 
Mgr. 
Mgr. 
Dir.

Ch. Engr.
Rep.:

WBAL-TV (11)

V.P. A Gen. Mgr.
V.P. chg. Engr. 

Bus. Mgr. 
Prog. Mgr. 

Sls. Mgr. 
Prom. Mgr.

Rep. :

WMAR-TV (2)

Comi. Mgr.

Bakersfield
A. H. Constant 
Frank C. Beazley 
Don Anderson
Forjoe

Bakersfield
Gene DeYoung 
Edward Urner 
Kenneth Croes 
Edwin Andress
Avery-Knodel

Baltimore
Norman C. Kal 
Ken Carter 
Pel Schmidt 
Armand Grant 
Joel Chaseman 
Herbert Canan 
Ben Wolfe 
Harrington. Righter 

4 Parsons

Baltimore
D. L. Provost 
Leslie H. Peard. Jr. 
John Wilner 
F. W Cardall 
Victor F. Campbell 
Willis K. Freiert 
Tom White
Petry

Baltimore
E. K. Jett 

Lang
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Buffalo
Sherwin Grossman

WBRC-TV (6) WBEN-TV (4)Directory (Continued)

(5)

WAFB-TV (2«)

wrn (I)

«MTA <1»)

Comi. Mgr. Karl Glade, Jr.

KORI (9)

5

?

E Nason 
Elliott 
C. Crowley 
Cummings

KBOI (2)
Gen. Mgr.

•Aart. Gen Mgr

Mgr 
Mgr. 
Mgr. 
Dir.

Susan Bartlett 
Carl Onken
Meeker

Walter L. Dickson 
Leon H, Nelson
Hollingbery

Prog. -----
Ch. Engr. 4

Baule Creek
John L. Booth

Bismarck. V. I).
F E. Fltzslmondfi

Boise 
Westerman Whitlock

KOPR-TV (4)
Pres.

Gen. Mgr.
V.P chg. Sis.

Prog. Dir. 
Ch. Engr. 

Rep.:

Oper. Mgr.
Prod Mgr.

Rep ■

Prom. Mgr.
Prog. Dir.

Pnim. Coord’r
Ch. Engr

Rep :

*ABLT\
Gen Natl. Sis. 

Local Sis. 
Mchds 4 Prom.

Sis. Mgr. 
Comi. Mgr. 

Prom. Mgr. 
Prog. Dir. 
Ch. Engr.

Rep. :

WBKZ-TV (64)
Pres 4 Gen. Mgr.

Sta Mgr 
Prom. Mgr. 

Prog. Dir. 
Ch Engr

Rep.

WNEM-TV (5)
Gen. 4 Sis Mgr 

Asst Gen. Mgr.
Prom. Mgr. 

Prog. Dir. 
Ch Engi

Rep.:

KBMT (31)
VP 4 Gen. Mgr. 

Comi. Mgr. 
Ch. Engr.

Rep.-

h>OS-T> (12)

Natl. Sis. Mgr 
Prog. Dir.
<h Engr 

Rep :

WLEV-TV
Sta.

(51)
Exec.

Sta. Mer.
Natl. Sis. Mgr. 

Ch. Engr.
Rep.:

KOOK-TV 12)
Gen a Prom. Mgr

Sis 4 Coml. Mgr.
Prog. Dir.
Ch Engi

Rep. •

WNBF-TV

Gen

(12)
Pres 
Pres. 
Mgr.

T. J. Severin 
R. B, Cochrane 
Bernice Harding 
C G. Nopper
Kata

». It Mgng Dir. 
Ij»M.*al Sis Mgr.

Prom Mgr 
Prog. Mgr. 

Ch. Engr.
Rep :

Birmingham
George B. Storer 
J. Robert Kerns 
Olive Naylor 
Sterling Madding 
M. D. Smith 
Bob Dupriest
KaU

VP 4 Secy. 
Gen. Mgr. 
Sta. Mgr. 
Sis. Mgr. 

Prog. Dir. 
Publ. Dir. 
Tech. Dir.

Rep.:

Buffalo
Edward H. Butler
Alfred H. Kirchhöfer 
C Robert Thompson 
George R Torge 
N. J. Malter 
Fred A. Keller 
Joseph Haeffner 
Ralph J. Kingsley
Harrington, Righter 

h Parwui-
Bangor
Leon V Gorman Jr 
Milton Chapman 
U.irdn Ulpts 
Richard B Bronson

KFYR-TV (5)
Gen. Mgr.

Comi. 4 Sis. Mgr 
Prom Mgi 
Prog. Dlr. 
Ch. Enet

Rep.:

Jack Swenson 
Cal Culver 
Ivar Nelson
Blair

WBUF-TV (17)
Pres 4 Prog. Dir

Exec. V.P. 4 
Prom, Mgi 

Sis. 4 Comi. Mgr. 
Ch Engr

Rep.-

Gary L. Cohen 
Pat Swift 
Ernest Rety
HR

Baton Rouge
Tom E Gibbens 
Ron C. Litteral 
Mervyn E. Rhys 
Boh Scearcv 
Don Hallman 
Don Allan
Adam Young

WBLN-TV (IS)
Gen- Mgr.

Comi. 4 Sis. Mgr.
Prog. Dir. 
Prod. Dir.
Ch. Engr 

Rep -

Bloomington. III.
Jerrell Henry 
John F. Spahr 
Fred Osborw 
Wayne Cox 
R. H. Coddington
McGillvra

Butte
Frank C. Carman
Ed Cooney 
J. John Schil 
lame Harrold 
John Gort
Hollingbery

Richard 
Maxine 
Richard 
Rex V.
Weed

Bay City, Mirh.
John H. Bone 
Harry E. Travis 
Claude Mendell 
Harry Travis 
Hugh M Woolsey
Headley-Reed

Beaumont, Tex.
John Rossiter 
Frank Bowne 
Frank Lein.«
Headley-Reed

Bellingham. Hash.
Rogan Jones 
Fred Elsethagen 
Dave Mintz 
Ernest Harper
Forjoe

Bethlehem
Clair R. McCollough 
Thomas R. Nunan, Jr. 
J. Robert Gulick 
J E. Mathiot
Meeker

Billings, Mont.
V. V (Bud) Clark 
John Conner 
Ed Peiss 
Grant French
Headley-Reed

Binghampton. iV.i,
John C. Clark 
John C. Clark. Jr. 
Cecil D. Mastin

Sis. Mgr. Stanley N. Heslop 
Sis Prom Mgr. John Turner. Jr.

Prog. Dir.
Ch. Engr. 

Treas
Rep.:

Edward M. .-Scalh 
Louveer H. Stantz 
E William Farneti
Bolling

Gen. Mgr.
Sis- 4 Asst. Mgr. 

Prom. Mgr. 
Prog. Dir. 

Prod Mgr 
Traff 4 Continuity 

Dir. 
Ch, Engr

Rep.:

Bloomington. Ind.
Sarkes Tarsiali 
Robert Lemon 
Norman Cissna 
Keith Wilson 
Robert Petranoff 
Dave Lewis

K\LF-T\ (6)
Pres 4 Gen. Mgr.

Sta. Mgr.
Sis. Mgr.

Prom, Mgr. 
Prog. Dlr. 
Ch. Engr

Rep.:

Butt»'
E B. Craney 
Jim Manning 
Arne Anzjon 
Lloyd Scott 
Clary Wright 
Jack Provis
Walker

Prog. Dir.
Sis. Mgr. 

I•,rom Mgi 
Prod Dii 
Ch. Engr.

Rep. :

KIIMLTV (7)
VP 4 Gen. Mgr.

Sis. Mgr.
Prog. Dir. 
Ch. Engr

Rep.:

W BZ-TV
Sta.
Sis. 

Prom. 
Prog. 
Traff.

(4)
Mgr. 
Mgr. 
Mgr. 
Mgr. 
Mer.

Pubi. Dir 
Ch. Engr.

Rep. :

WYAC-Tk (7)

Gen. Mgr.
V.P.. Tv Sales Mgr.

Sis. Serv. 4 
Pruni Mgi
Prod. Dir.
Ch. Engr.

Rep.:

MI AO-TV
Gen.

(56) 
Mgr.

Sia. Mgi
Prom. Mgr.

Prog. Dir. 
Ch. Engr.

Rep.:

George Ganz 
Vera Sternling 
Bill Bratton 
Jamer A. Johnlz, Jr
Free It Peter»

Boto
Walter E. Wagstaff
Barry Tucker 
Jack Link 
Harold Toedtemeier
Blair

Boston
W C. Swartley 
C. Herbert Masse 
Richard E. Farnham 
W Gordon Swan 
Robert Duffield 
J. P. Cullinane
W H. Hauser
Free 4 Peters

Boston

Linus Travers 
George Steffy
Tom Bateson 
Tony Lang 
Harry Whittemore
H-R

Boston-Cambridge
Théodore B. Pitman. 

Jr.
Richard H. Gurley, 

Jr.
Alice Y. Conlon 
Walter F. Harrington 
Carmen Ferraro
Everett- McKlnney

Sis. Mgr. 
Comi. Mgr. 
Prog. Dir. 
Ch. Engr.

Rep.:

I adillac- Mich.
L. T. Matthews 
John F. Cundiff 
Fred Lamb 
Donald Cunningh 
A. W. Daubendick
Weed

Gen. 4 Comi. Mgr 
Prom Mgr 
Prog. Dir. 
Ch. Engr.

Rep.:

Cedar Rapids
Wade S. Patterson 
Edna A. Herbst 
Ralph D. Willey 
Carl Rollert
Venard. Rintoul 4

McConnell

Ik MT-TV
V.P. 4 Gen.

Sis.
Bus.

Prom.
Dlr.. Tv 

Ch.

WAYS-TV

WABT (13)
Pres 4 Gen. Mgr

Sis. 4 Prog Mgr. 
Prom. Mgr. 
Prod. Mgr. 

Ch, Engr
Rep.:

Birmingham
Henry P. Johnston 
C. P. Persons. Jr. 
Jim Chenoweth 
Johnny Johnson 
J. V. Sanderson
CBS Spot Sales

WICC-TV (43)
Gen. Mgr.
Sis. Mgr. I 

Comi. Mgr. 
Prom. Mgr. I

Bridgeport
Philip Merryman
Manning Slater

Prog. Dir. Wallace Dunlap 
Ch. Engr. Alvin Andrus

Rep. - Adam Young
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(2)
Mgr. 
Mgr 
Mgr. 
Mgr. 

Oper. 
Engr.
Rep.’

(36)
Coordinator 

Pres. 
Gen. Mgr. 

Prom Mgr 
Prog. Dir. 
Ch. Engr

Rep.:

WBTV (3)
Pres.

Excc. V P. 4 G Mgr.
V.P Sis 4 Prom

V.P. Prog. 4 
Publ. Rei.

Gen. Sis. Mgr.
Tv Sis. Mgr. 

Dir. Engrg.
Prom. Dir. 
Prod. Dir. 
Prog. Dir. 
Publ. Dir.

Rep.:

WCHA-TV (46)
V.P. & Gen. Mgr
Com! A Sis. Mgr.

Proni Mgr 
Prog. Dir.
Ch. Engr

Rep :

Cedar Rapids
William B. Quarton 
Lew Van Nostromi 
Leo Cole 
Don Badger 
Douglas Grant 
George Hixenbaugh
Katz

Charlotte
Harold H. Thoms 
George W. Dowdy 
James P. Poston 
Sterling Smith 
Bob B. Davis 
B. C. Stewart
Bolling

Charlotte
J. M. Bryan 
Charles H.

Crutchfield 
J. R. Covington
K. I. Tredwell 
Wallace J. Jorgenson 
Paul M. Marion 
Thomas Howard 
John P. Dillon 
Sam Zun< h 
Lacy Sellars 
Ned Burgess
CBS Spot Sales

Chambersburg, Pa.
John S. Booth 
Richard J. Koba 
Phil Kriegler 
Allen Saunders 
James A. McCurdy
FOrjoe

IMI



WCIA (3) WDAK-TV (28)

WRBL-TV (4)

Mgr
Prog. 
Teen.

Ch.

Ren.
WLWÆ (4)

* DEF-TV (12) Pn»

NBC Sput Sal*»

kRLD-TV (4)

» BAP-TV (5)

KHSL-TV (12) Chico, Calif

*IS-T\ (10)

WBTM-TV (24)WNOK-TV (67)
Gen. Mgr

WkRC-TV (12) Cincinnati Sis. Mgr.

Rep..
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Prog. Mgr. 
Ch Engr

Comi. Mgr.
Prom. Mgr.

Monroney 
Campbell 
Nimmons

Press 
Ch.

Mgr. Harry He th
Mgr. I

Mgr. 
Engr
Reo.:

Dir Engi p 
Rep.:

Jean Gltz 
Herbert Schubarth
McGillvra

(13)
Mgr. 
Mgr.

WCSOTV
Pres. A Gen.
A-«t. A Com) 

Reg. Comi.

George Wilson 
Katz

KRDO-TV
Pres. & Gen.

Sis. 
Comi. 
Prom.

Dept. Chet Campbell 
Engr. Howard Lüttgens
Rep.- NBC Spot Sales

Jack Saunders 
Jay Watson 
George Krutllek 
William Ellis
Petry

WNBK (4)
Gen. Mgr.

Sis. Dir. A Asst. Mgr.
Sis. Mgr.

Proit Mgr

Colorado Springs
Joseph H Rohrer

W. C Bochman 
David M. Campbell 
Donald E 

Willoughby
Raymer

Dlr. 
Dir.

Columbia, S'. C.
H. Moody McElveen.

Pres. Hulbert Taft, Jr.
Gen. Mgr. U. A. Latham

V.P., Natl. Sis. Mgr. Kenneth W. Church
Local Sis. Mgr Robert T. Schllnkert

Chalitmimgn
Carter M Parham

Prog. Dir. 
Prod. Supvsr 
Tech. Supvsr. 

Ch. Engr.
Ren. '

James F. Fielding 
John Ketterer 
Robert Myer«
Hollingbery

Champaign 111.
August C. Meyer

Ch. Engr.
Rep.:

(5) 
Mgr 
Mgr.

Prog. Dir. 
Ch. Engr.

Rep.:

Ralph W.
Terry H. Lee

Ch. Eng>
Rep.;

I’ns A Gen Mgr __ __ ___ ____ ____
Sta Mgr. Harold E. Anderson

Coml, Mgr. Barbara Hamrick 
Prom Mgr. Fred Thoma

Prog. Dir. Paul Shumate 
Coortig Dir . CDC I >.... r Tri-State Network I Don U

Ch. Engr.
Rep.:

WTVN (6)
Pres.

Prog. Mgr. 
Prod. Mgr.

Prom. "

Prog. Mgr. George W. Cyr 
Publ._Dir. Frank E. Derry, Jr.

S E Leonard

Dallas
James M
Martin B.

Pres. 
Mgng Dir. 

Sis A Coml. Mgr. 
Prom. Mgr.

Gen. Mgr.
Sls. Mgr. 

Pro«! Mgt 
Prog. Dir.

Ch Engr
Rep :

WKNA-TV (49)
Pres. A Gen. Mgr 

81s Mgr.
Prom. Mgr. 

Prog. Dir. 
Ch. Engr.

Coml Mgr Oti> H Segler 
Prom Mgr Warrell Herring 
Prog. Dir. Morris Quave 
Prod. Dir. David Andrews 
Ch. Engr B. C. Baker

Hep : Bninhum

WBBM-TV (2) Chicago
V.P. A Gen. Mgr. H. Leslie Atlass 

Sls. Mgr. George Arkedis 
Prom. Mgr. C. W. Doebler 

Prog. Dir. William Ryan 
Ch. Engr J. F. Novy

Rep.: CBS Spot Sales

WBKB (7) Chicago
Gen. Mgr. Sterling C. Quinlan 
Sls. Mgr. James W. Beach

Prom. Mgr. Elliott Henry 
Prog. Dir Daniel Schuffnuui
Ch. Engr William P. Kusack

Rep. : Blair

WGN-TV (9) Chicago
G«-n Mgr. Frank I’. Schreiber 
Sls. Mgr. Ted Weber

Sls. Prom. Mgr. Charles A. Wilson 
Prog. Dir. Jay Faraghan 
Pub. Dir. Jim Hanlon 
Ch. Engr. Carl J. Meyers

Rep.: WGN Sales

WNBQ (5) Chicago
Gen. Mgr. Jules Herbuveaux 

Sls. Dir. Charles V. Dresser 
Sls. Mgr. Floyde Beaston

Prorn. Mgr. John M. Keys 
Prog. Dir. George Heinemann

Gen. Mgr. M. F. Woodling 
Sls. Mgr. Boyd Crawford

Prom. Mgr. Ed Parker 
Prog. Dir. Martin Jacobsen 
Ch. Engr. Mel Milburn

Rep. W. S Grant

^1.1’0-13 (9) Cincinnati
V.P. A Gen. Mgr. AI C. Watters 

Sta. Dir. Harry Le Brun 
Sls. Mgr. Glenn C. Miller 

Prom. Dir. Richard Zavon 
Prog. Mgr. Edward Weston 

Ch. Engr Paul Adams
Rep.: Branham

Charleston. S. C.
John M Rivers 
ttolaml Week? 
Ralph E. Thornley 
Russell D. Long 
Charles Hall 
Alma Davis 
Wilbur R. Albee
Free A Peters

Charleston. IF. Pa.
Joe L. Smith. Jr. 
George J. Gray 
Benton B. Boggs 
Don O. Hays 
A. J. Ginkel
Weed

WLW-T (5) 
Pm.

V.P. A Gen. Mgr.
Sta. A Sis. Mgr.

Prom Mgr.
Prog. Dlr.

Ch Engi
Rep. :

WEWS (5)
Gen. Mgr.

Sta. Dlr. 
Gen, Exer 
Adv. Mgr. 
Ch. Engr.

Rep.:

WXEL (8)
Sta Mgi 

Nati. Sls. Dir. 
Dir. Prog. Oper. 

Ch. Fingi
Rep.:

KKTV (11)
Gen. Mgr.
Sls. Mgr. 

Prom. Mgr. 
Prog. Dir. 

Prod. Mgr.
Reo. •

KOMU-TV (8)
Sta. Mgr. 

Asst, to Pres, 
chg. Tv 

Sis. Mgr. 
Prom. Mgr. 
Prog. Dir.
Ch. Engr.

Rep.:

WCOS-TV (25)
Pres. A Gen. Mgr. 

Comi. Mgr. 
Prom. Mgr 

Prog. Dir. 
Ch. Engr.

Reo. •

Cincinnati
Robert E Dunville 
John T. Murphy 
Roben II. Boulwar" 
James E Allen 
Neal Van Ells 
Howard Lepple 
WLW Sales

Cleveland
James C. Hanrahan 
J. Harrison Hartley 
David M. Baylor 
Floyd E. Weidman 
J. B. Epperson
Branham

Cleveland
Lloyd E. Yoder 
William N. Davidson 
Theodore H.

Walworth. Jr.
Clement G. Scerbnck

Clevelnnd
Franklin Snyder 
R. C. Wright 
Bea Wickham 
Harold Brinkman
Katv

Colorado Springs
James D. Russell 
Robert D. Ellis 
Betty Demarest 
Cecil Seavey
Vince Hostetler
Hollingbery

Columbia. Mo.
George J. Kapel 
Dr Edward C.

Lambert 
John O. Conwell 
Milton E. Gross 
William A. Vaughn 
Duane M Weise
H-R

Columbia, S. C.
Charles W. Pittman 
Wayne Poucher 
Stewart Suencer 
Blair McKenzie 
Robert Lambert
Headley-Reed

Columbia. S. C.
G. Richard Shafto 
Charles A. Batson 
Thomas F. Daisley 
Jame« W Jackson, 

Jr.
Adrian Munzell 
Dixon Loworn 
Barnett Goldberg 
Herbert Eidson
Free A Peters

Pres. 
Gen. Mgr. 

Comi. Mgr. 
Prom. Mgr. 

Prog. Dir. 
Ch. Engr.

Rep.:

UBNS-TY (10)
Dir. of Tv 

81s. Dir.
Prog. Dir.

Mchd« Dir. 
Ch. Engr.

Rep.:

; Gen. Mgr. 
Dir. of Sis. 
Prom. Mtn

Prog. Dir. 
Ch Engr

Traff. Mgr.
Rep.:

Exec. 
Gen. 

Asst. Gen.
Sls.

Prom. 
Prog. 

CDC Coord«t

Mgr.
Mgr.
Mgr. 
Mgr. 
Dir. 
Dir.

Bd Chmn.
Pres.

Sta. Mgr
Comi. A Sls. Mgr.

Prom. Mgr 
Prog. Dir. 
Ch. Engr.

Rep.:

Chmn. 
Pres 

Dir. 
Mgr. 

Comi. Mgr. 
Reg. Sls. Mgr. 

Dir. Pubi., Prom. A 
Mchds. 

Prog. Dir. 
Oper. Supvsr. 
Prod. Supvsr. 

Dir. Engrg.
Rep.:

WFAA-TV (8)
V. Pres. 

Supvsr. for Tv 
Sta. Mgr. 

Sls. A Coml. Mgr. 
Prom. Mgr. 
Prog. Dir. 

Tech. Supvsr. for Tv 
Ch. Engi

Rep.:

WDAN-TV (24)
Gen. Mgr.
Sls. Mgr. 

Prog. Dir. 
Prod. Mgr.

Ch. Engr.
Rep. :

Pres.
V.P. A Gen. Mgr. 
Comi. A Sls. Mgr. 

Prom. A Prog. Dir. 
Prod. Dlr. 
Ch. Engr.

Rep. :

Columbus, Ga.
Allen M Woodall 
E F. MacLeod 
Edward J. Henneaay 
John Hughes 
Jack Rathbun 
Reevi Owen
Headley-Reed

Columbus, Ga.
J. W. Woodruff, Jr. 
George Gingell 
B. Ed Johnson ■ 
George Jenkins 
Ridley Bell. Jr.
Joe Gamble 
Frank Hardman
Hollingbery

Columbus. O.
Richard A. Borel 
Robert D. Thomu 
Jerome R. Reeves 
Morton J. Sherman 
Lester H. Nafzger
Blair

Columbsts, O.
Robert E. Dunville 
James Leonard 
James Burgess 
Donald H. Edgemon 
Walter Jacobs 
Charles Sloan 
Roberta Nixon
WLW Sales

Columbus, O.
Hulbert Taft. Jr. 
Kenneth W. Church 
J. W. McGough 
Robert C. Wiegand 
Edwin G. Richter, Jr. 
Bernice Caldron 
William T. Wagner 
Don L. Chapin 
William H. Hanscher
Katz

Dallas
John W. Runyon 
Clyde W Rembert 
Roy M. Flynn 
William A. Roberts 
A. J. Putman

Box
William Honeycutt
Bmnhain

Dallas-Fort Worth
Amon Carter 
Amon Carter. Jr. 
Harold Hough 
George Cranston 
Roy Bacus 
Jack Rogers
Howard Fisher 
Robert Gould 
Phil Wjgant 
Robert Grammer 
R. C. Stinson 
Free A Peters

Danville, III.
Robert J Burow 
John Eckert 
Honore Ronan 
Bill Dorn 
Orville Neely
Everett - McKinney

Danville, la.
L. N. Dibrell 
Edward G. Gardner 
John Holland II 
Milton N. Adams 
James N. Furness 
Lyle C. Motley 
Hollingbery



WSEE

V.P. & Gen.

Ch.

« FTV

Dir. Tv

Reo. :

WGLV (57)

WDAY-TV (6)

Fort Dodge

UTVE (24)Exec.

100 May 1954, Television Age

Noran E. Kersta 
John E. Broderick 
David L. O'Shea 
G. F. Bauer

Engr.
Rep. :

Jack 
Jack
Free

(38)
Pres, 
Oper.

Guavitte 
Lester
A Peters

Richard Kepler 
Robert Trump 
T. O. Jorgenson
Hollingbery

Comi. Mgr.
Prog. Dir.
Ch. Engr.

Duluth-Superior
Dalton LeMasurier 
Odin S. Ramsland 
John Grandy
Avery-Knodel

Eau Claire, V is,
W. C. Bridges 
Harry S. Hyett

Kenneth Powell 
Allen N. Bell
Everett-McKinney

Comi. Mgr. 
Prog. Dir. 
Ch. Engr.

Rep. :

Eugene, Ore.
S. W McCready 
A. H. Barnard
Hollingbery

KV VL-TV (13)
Gen. Mgr. 
Ch. Engr

Rep.:

Fargo, N. D.
Earl C. Reineke 
Tom Barnes 
Roy Pederson 
Ken Kennedy

Elmira. N. Y.
Walter A. Valerius 
Jack Prewitt 
Matthew F. Carney,

Fo-l Lauderdale
J. W. Dickey

(35)
Pres. 
Mgr.

KDAL-TV (3)
Gen. Mgr.

Comi Mgr 
Sis. Mgr.

Rep.:

VI FIE (62)
Pres.

Directory (Continued)

WOC-TV (6) Davenport, ¡a.
Pres.

V.P. A. Treas.
Exec. V.P.

V. Pres. 
Res. Mgr. 
Sis. Mgr. 

Prom. Mgr. 
Prog. Dir. 
Ch. Engr.

Col. B. J. Palmer 
D. D. Palmer 
Ralph Evans 
Paul A. Loyet 
Ernest C. Saunders 
Mark Wodlinger 
Paul Ives 
Ray Guth 
Paul Arvidson

Rep.: Free A Peters

WHKKTV (7) Daytoii
Pres. 

Mgng. Dir. 
Gen. Mgr. 

Asst. Mgr. 
Comi. Mgr. 

Prom. Mgr. 
Prog. Dlr. 

CDC Coordg. Dir. 
Ch. Engr.

James M Cox. Jr. 
J. Leonard Reinsch 
Robert H. Moody 
Harvey R. Young. Jr. 
Walter E. Wolaver 
Charles E. Gay 
Don R. Lyons 
Don L. Chapin 
Ernest L. Adams

Rep.: Hollingbery

WLW-D (2) Dayton
Pres.

V.P. A Gen. Mgr.
Sis. Mgr.

Prom. Mgr. 
Prog. Dir. 
Ch. Engr.

Robert E. Dunville 
H. Peter Lasker 
C. R. Dodsworth 
Dorothy A. Sanders 
Robert E. Head 
Lester Sturgill

Rep.: WLW Sales

WTVP (17) Deeatur. III.
Pres. 

Gen. Mgr. 
Sis. Mgr. 

Prog. Dir. 
Ch. Engr.

W. L. Shellabager 
Stephen W. Pozgay 
Saunders A. Devine 
Robert G. Wright 
Hubert F Abfalter

Rep.: G. W. Clark

KBTV (9) Denver
Gen. Mgr.

Sis. A Comi. Mgr.
Prom Mgr. 
Prog. Dir. 

Studio Supvsr. 
Transmtr. Supvsr.

Joseph Herold 
Jerry Lee 
Ted Hardy 
Sam Worsham 
Russ Elias 
Carl Bliesner

Rep.: Free A Peters

KFEL-TV (2) Denver
Mgr. 
Dir. 

Comi. Mgr. 
Prom. Mgr. 
Prog. Dir. 

Oper. Mgr. 
Ch. Engr.

Gene O'Fallon 
Frank Bishop 
Bob Hart 
Gene O'Fallon, Jr. 
Duncan Ros« 
Brad Robinson 
Rhean Cunningham

Rep.: Blair

KLZ-TV (7) Denver
Pres. A Gen. Mgr.

Si». Mgr. 
Prom. Mgr. 
Prog. Dir.
Ch. Engr

Hugh B. Terry 
Jack Tipton 
Lewis Thomas 
Clayton Brace 
Eugene Jenkins

Rep. : Katz

KOA-TV (4) Denver
V.P. A Gen. Mgr.

Sis. Mgr.
Prom. Mgr 

Prog. Dlr. 
Ch. Engr

Don Searle 
William F.

MacChrystall 
Dick Harris 
Jud Woods 
J. A. Slusser

Rep. : Petry

KGTV (17) Des Moines
Pres. 

Gen. Mgr. 
Asst. Mgr. 
Prog. Dir. 
Ch. Engr.

W. C. Bridges 
S. H. McGovern 
J. W. Bartikoski 
Thomas Kelly 
W. Mirven Greely

Rep.: Hollingbery

WIIO-TV (13) Des Moines
Pre».

Asst.
Sis.

Reg. Sis. 
Local Sis.
Sis. Prom.

Prog.

Mgr. 
Mgr. 
Mgr. 
Mgr. 
Mgr. 
Mgr. 
Dir.

Col. B. J Palmer 
D. D. Palmer 
Ralph Evans 
Paul A. Loyet 
W. W. Woods 
Harold D. Fulton 
Robert H. Harter 
William A. Venell 
John Schweiker 
John Kerrigan

Prod. Dir. 
Ch. Engr.

Rep. :

Ken Gfeller 
Reed E. Snyder
Free A Peters

WJBK-TV (2)

Exec. V.P.
V.P. & Mgng. Dir. 

A»st. Mgng. Dir. 
Tv Sis Mgr
Prom. Mgr 

Prog. Dir. 
Mchds. Mgr.

Pubi. Dir.
Ch. Engi

Rep. :

WWJ-TV (4)
Gen. 
Asst. 

Natl. Sis. 
Pubi. A Mchds. 
Prog. A Prom. 

Gen. Engrg.

Mgr. 
Mgr. 
Mgr. 
Mgr. 
Mgr. 
Mgr.

Ch. Studio Engr.
Rep.:

WXVZ-TV (7)
Pres. A Gen. Mgr.

V. Pres.
Sis. Mgr.

Prom. Mgr.
Studio A Prog. Dir. 

Ch. Engr.
Rep.:

WDSM-TV (6)
Pres. 

Gen. Mgr. 
Comi. Mgr. 
Prod. Dir. 

Prom. Mgr. 
Prog. Dir.

Pres. A Gen. Mgr. 
Sta. Mgr. 
Sis. Mgr.

Prog. Dir. 
Ch. Engr

Rep. :

WEAU-TV (13)
Pres.

Gen Mg< 
Sta. Mgr. A 

Prog. Dir.
Sis. Mgr. 

Ch. Engr.
Rep.:

WELT-TV (18)
Gen. Mgr. 

Sis. A Comi. Mgr. 
Prom. Mgr.

Prog. Dir. 
Ch. Engr.

Rep.:

Gen. Mgr.
Sis. Mgr.

Prom. Mgr.
Prog. Dir. 
Ch. Engr.

Rep.:

Detroit
George B. Storer 
Lee B. Walles 
William E. Rines 
Gayle V. Grubb 
Harry R. Lipson 
Maurice E.

McMurray 
Kenneth H. Boenmer 
Richard E. Fischet 
Peter Storer 
Elaine von 

Grimmenstein 
Paul O. Frincke
Katz

K ROD-TV (4)
Pres.

V.P. & Gen. Mgr.
Sis. Mgr.

Prom. Mgr.
Prog. Dir. 
Ch. Engr.

Rep.:

KTSM-TV (9)
Pres. A Gen. Mgr.

V.P., Sis. A 
Coml. Mgr. 

Prom. Mgr. 
Prog. Dir. 

Prod. Mgr. 
Ch. Engr.

Rep.:

El Paso
Dorrance L. Roderick 
Vai Lawrence 
Dick Watts 
Ken McClure 
Bernie Bracher 
Edward P. Talbott
Branham

El Paso
Karl C. Vyler
Roy T. Chapman 
Karl O. Wyler, Jr. 
Jack B. Chapman 
Jack Rye 
Kenneth J. Walton
Hollingbery

Detroit
Edwin K. Wheeler 
Don DeGroot 
Wendell Parmelee 
H. R. Kates 
James Schiavone 
E. J. Love 
R. P. Williams
Hollingbery

Detroit
James G. Riddell 
John F. Pival 
Ralph Dawson 
Robert Baldrica 
John Lee 
Charles Kocher
Blair

Duluth-Superior
Robert B. Ridder 
Rodney A. Quick 
Martin Olson 
Edward Conrad 
Jack McKenna 
Lewis Martin 
Gerald Baumann
Free A Peters

Duluth
Herbert G. Scheftel 
C. G. Alexander 
Tony Marta 
Gerald Pearsen 
Douglas G. Cole
Adam Young

Easton, Pa.
J. L. Stackhouse 
Nelson S. Rounsley 
William Blackton
A. O’Hare 
Charles R. Thon
Headley-Reed

Elmira, N. 1',
Thompson K. Cassel 
Richard Rolfe 
Larry Monroe 
James E. Pattison 
Robert Beurket
Forjoe

WICU (12)
Pres.

Exec. Asst, to Pres.
Gen. Mgr.

Sis. A Coml. Mgr.
Prom. Mgr.
Prog. Dir.
Ch. Engr. 

Rèp. :

Erie
Edward Lamb 
Frank Oswald 
Ben McLaughlin 
Karl Nelson 
Jack Schumacher 
Bob Lunquist 
Michael Csop
Petry

Erie
George J. Mead 
Charles Denny 
Donald Boyce 
Frank Palmer 
Ed Zellefrow
Avery-Knodel

K1EM-TV (3) 
Pres. 

V.P. A Gen. Mgr. 
Prom. Mgr. 

Ch. Engr. 
Rep.:

Eureka. Calif.
W. B. Smullin 
Donald H. Telford 
Jerry Poulos 
Don King
Blair

Gen. Mgr.
Sis. Mgr.

Prom. Mgr.
Prog. Dlr.
Ch. Engr.

Rep. :

Evansville
Jesse D. Fine 
Ted Nelson 
Shaun Murphy 
Jack Walker 
Charles Carey 
Harvey Shellito
Venard. Rintoul & 

McConnell

WJPB-TV (35)
Pres.-Owner 

V.P. * Gen. Mgr.
Sis. & Coml. Mgr. 

Prom. Mgr.
Dir. of Tv 
Prog. Dir. 
Ch. Engr.

Rep.:

Fairmont, B . Va.
J. Patrick Beacom 
Robert M

Drummond 
Bruce McGinnis 
J. F. Watkins 
James Pridemore 
Robert Frazier 
Joseph Sterlotzki
Gill-Perna

Pres. 
Mgr. 

Prom. Mgr. 
Prog. Mgr. 
Prod. Dlr. 

Local Sis. Mgr.
Rep.:

KQTV (21)
Pres. A Gen. Mgr.

Sis. Mgr. 
Asst. Mgr. 
Prog. Dir. 
Ch. Engr.

Rep.:

WFTL-TV (23)
Pres.

Exec. V.P. A 
Gen. Mgr. 

Asst, to Gen. Mgr. 
Natl. S?s. Mgr. 

Sii. Mgr.

Edward Breen 
Max Landes 
Verne Gielow 
Drexel Peterson 
Dave Sinclair
Pearson



WBAY-TV (2)

WITV (17)
Pre«.

KFSA-TV (22)

Mgr
Enin Hank Tribley
Rep P«ai«on

WFBC-TV (4)

(33)WKJG-TV

WFBM-TV (6) Indianapolis
Greenville, S. C.

KBID-TV (53)

KJEO-TV (47)

Ch

CO
(24)KMJ-TV

Gen.
Harrisburg. Pa.(55)WIIP-TV

Gen.

Rep.'

WTPA (71)

Pro?. Dir

WOOD-TV

CES Spot Sale«

WJHL-TV (11)
WEHT (50)

Gen. Mgr
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Gen. 
Sta. 
Sis.

Mgr. 
Mgr. 
Asst.

Natl. Sis.
Asst. Gen.

Admin.

Pres, I 
Mgr. A. K. Redmond

(3) 
Mgr.

Mgr 
Mgr.

(8) 
Mgr. 
Mgr. 
Mgr. 
Mgr.

Gen. 
Sis. 

Sis. Serv. 
Proin
Prog. Dir. 
Ch. Engr.

Rep.

Ch. Engr.
Rep.:

Harold Holland 
Kats

John Crosby 
Richard Northey
Weed

Engr
Rep. :

rh Eni"
Rep. :

W SAZ-TV
V.P. & Gen.WNCT

Gen. 
Sis.

Bn»

Pres A Gen. Mgr.
Sis. A Comi. Mgr.

Dick Redmond 
Beatrice Potteiger 
E Dan Liebensperger
Bolling

Harrisburg, III
Oscar L. Turner 
Jim Bolen 
Charles Gilliam
Walker

Frog. Dir. 
Ch. Engr

Rep.:

Jackson, Miss.
L. M Sepaugh 
Owens F. Alexander 
C. A. Perkins
Weed

Pres. 
Mgr.

Prom. Mgr 
Prog. Dir. 
Ch. Engr

Rep.:
Fort Myers, Fla.
A. J. Bauer 
Frank Nodine 
Bob Bucbinai-
Weed

Prom Mgi 
Prog. Dlr. 
Ch. Engr. 

Rep.:

WFMY-TV (2)
Gen. Mgr.

Sis. A Comi. Mgr.

Comi. Mgr. 
Prog. Dir. 

Sis. Serv. Dir. 
Ch Engr.

Rep.:

Jacksonville
Glenn Marshall. Jr.
Charles M. Stone

WSIL-TV (22)
Pres 

Prog. Dir.

(9) 
Mgr. 
Mgr. 
Mgr.

KGUL-TV (11)
Pre«. A Gen Mgr.

Sis. Mgr.
Mchds. Mgr.
Prom. Mgr.

Prog. Dir. 
Tech. Dir.

Rep.:

WMBR-TV (4)
Pres. A Gen. Mgr.

Sis. A Comi. Mgr.

WSLI-TV (12)
Gen. Mgr. 

Tv Oper. Mgr. 
Ch. Engr. 

Rep.:

Pres. 
Gen. Mgr. 

Comi. A Sis. Mgr. 
Prom Mgr. 
Prog. Dir.

Prom A Prog. 
Ch.

WINK-TV (11)
Gen. A Sis. Mgr. 

Prog. Dir. 
Tech. Dir.

Rep. *

Gen Mgr.
Sis. Mgr.

Oper. Mgr. 
Ch. Engr.

Rep.:

Prom Mgi 
Prog. Dir. 
Prod. Dir. 
Ch, Engr.

Rep. :

Prom. Mgr. Roger Langston 
Prog. Dlr. Harry Kalkines 
~ “--Ernest Vordermark

Engr. 
Rep. '

Engr
Rep.'

Harry M Bitner, Jr.
----- -------- ------ William F. Kiley 

Prom Mgr. Bernie <arney
Sis. Serv. Mgr. Hugh L. Kibbey 

Prog. Dir. Bill Fall

Ch. Engr.
Rep. •

Gen Mgr.
Sis. Mgr. 

Asst. Mgr. 
Prog. Dir. 
Ch. Engr.

Rep.:

Gen. Mgr.
Sis. Mgr.

Pr >m Mgr 
Prog. Dir, 
Ch. Engr.

Rep.:

Pres.
V.P. a Bus. Mgr. 

V P A Dir. of Oper. 
Coml. Mgr. 

Prom. Mgr. 
Prog. Dir.

Sis. Mgr. 
Traff. Mgr. 
Prod. Mgr. 
Prog. Mgr. 

Continuity 
Ch Engr

KFBB-TV (5)
Pies. A Gen. Mgr. 

Dir. of Tv 
Prog. Dir. 
Ch. Engr

Rep.:

Fort Lauderdale
Comdr. Mortimer
Blayne Butcher 
Wallace Stone 
Richard Troxel 
William J-atham
Venard. Rintoul 

A McConnell

Fort Smith
Donald W. Reynolds
Weldon Stamps 
Roland Hundley 
Dick Bentley 
Paschal Porta 
Robert W. Platt. Jr.
Pearson

Fort W «yiu»
Edward G. Thom« 
Carleton B. Evans 
Hilliard Gates 
Culo Mshlock 
Eugene A. Chase
Raymer

Fresno
John H Poole 
George Nickson 
Gene Grant 
Lizbeth Soiling 
Hal Davis 
rhornton Chew
Meeker

Fresno
J. E. O’Neill 
Joe Drilling 
Charles Theodore 
William Edholm 
Francis Quinn 
Jack Shepard 
Jack McElwain
Branham

Fresno
Eleanor McClatchy 
Perry Nelson 
Wilson Lefler 
Marian Anderson 
Thomas Flynn 
Joe Tomes 
Mar* in Ryerson 
Bart Hancock
Raymer

Galveston-Houston
Paul E. Taft 
Raymond E. Jones 
John L. Else>e 
William D Evans.

Jr.
Thomas L. 

Thompson
William Sloat
CBS Spot Sales

Grand Rapids
Willard Schroeder 
Arthur M. Swift 
John H. Clay 
John Dragomier 
Franklin Sisson 
Louis Bergenroth
Katz

Great falls. Mont.
Joseph P. Wilkins
LeRoy Stahl
Robert Froemming
Wilbur Myhre
Headley-Reed

Pres 
Gen Mgi'. 
Asst. Mgr. 

Comi Mgr 
Prom. Dept. 

Prog. Dlr. 
Ch. Engr.

Rep.:

WGVL (23)
Gen. A Natl Sis.

Mgr. 
Prom Mgt 
Bus. Mgr. 
Prog. Dir. 
Ch Engr

Rep. :

KGBT-TV (4)
Gen. Mgr.

Comi. Mgr. 
Prog. Dir. 
Ch. Engr.

Rep. ■

Pres
VP A Gen. Mgr.

Sis. Mgr.
I’rom Mgr 
Prog. Dir. 
Ch. Engr.

Rep.:

WSVA-TV (3)
Pres. 

Gen. A Sis. Mgr. 
Prog. Dlr. 
Ch. Engr.

Rep.:

Pres. A Gen. Mgr. 
Dir Tv Oper. A Prog. 

Asst. Prog. Dlr. 
Mchds. Dir. 

Ch. Engr.
Rep.:

Green Hay
Haydn Evans 
Burk« Farquhar 
Robert C. Nelson 
Robert B. Meister 
Leo Persselin 
Wallace Stangel
Weed

Greensboro
Gaines Kelley 
William S.

Baskerville 
Richard Zavon 
Gomer Lesch 
William E. Neill
Harrington, Righter 

A Pantone

Greenville, N. C.
A. Hartwell Campbell 
John G. Clark. Jr. 
Mrs. M. J.

Laughinghouse 
Eccles Wall

Greenville, S. C.
Robert A. Jolley 
B. T. Whitmire 
Norvin Duncan 
Bob Glass 
Ivan Reese 
Frank Opm 
Wilson C. Wearn
Weed

Ben K. McKinnon 
L. Herbert Porter 
John M. Wrightson 
Bel Gre*r 
Emil A. Sellars
H-R

Harlingen. Tex.
Tnv R. McDaniel
I S. Roberte 
Fred Folk 
Al Beck
Pearson

Harrisburg. Pa.
Donald E. Newhouse 
David J. Bennett 
Allan Solada 
Gladys Swift 
Don Wear 
Paul Gross
Headley-Reed

Harrisonburg, Fu.
Frederick L. Allman 
R. B. Harrington 
Richard H. Johnson 
Warren L. Braun
Devney

Henderson- 
Evansville

Hecht S. Lackey 
Chet Behrman 
Ulysses Carlini 
M. Klaser
Robert M. Cleveland
Meeker

KNUZ-TV (39)
V.P. A Gen. Mgr. 
Sis. A Comi. Mgr. 

Prom. Mgr. 
Prog. Dir. 
Ch. Engr. 

Rep.:

KPRC-TV (2)
V.P. A Gen. Mgr. 

Natl. Sis. Mgr. 
Local Sis. Mgr. 

Prog. Dir. 
Prom. & Mchds. Mgr.

Ch. Engi
Rep.:

KID-TV (3)
Gen. Mgr, 

Comi. A Sis. Mgr. 
Prog A Prom Mgr 

Ch Engr.
Rep.:

WJTV (25)
Gen. Mgr.

Comi. Mgr.
Prom. Mgr 

Ch inr-
Rep. :

WLBT (3)
Gen Mgr 

Sis. A Coml. Mgr. 
Prom. Mgr. 
Prog. Dir. 
Ch. Engr.

Rep.:

WJHP-TV (36)
Gen. Mgr. 
Sis. Mgr. 

Prom Mgr. 
Prog. Dlr. 
Ch. Engr.

Rep.:

Houston
Dave Morrir 
Forrest Patton 
George Johnston 
Buddy Corington 
O. C. Crossland
Forjoe

Houston
Jack Harris 
Jack McGrew 
Jim Ablgrimm 
Bert Mitchell 
Kirt Harris 
Paul Huhndorff
Petry

Huntington
Lawrence H.

Rogers. II 
Elizabeth Conaty 
C. T. Garten 
W. T. Romaine 
Charles W Dinkins 
lame II. Ferguson 
Leroy E Kilpatrick
Katz

Idaho Falls
C. N. Layne 
Claude Cain 
Roy Southwick 
Carroll Secrist
Gill-Perna

Jackson, Hiss.
Jay Scott 
Frank Willis 
Claud Williams 
J. R. Whitworth
Katz

Jackson. Miss.
Fred L. Beard 
Frank Gentry 
Walter Henson 
Maurice Thompson 
Robert Smathers
Hollingbery

Jacksonville
T. S. Gilchrist. Jr. 
Bill Fraker 
Barbara Whigbain 
C. Speed Veal 
Beecher Hayford
John H. Perry

Johnson City, 
Tenn.

W. Hanes l^ncaster, 
Jr.

William Shell 
Walter Heeb 
Pat Smithdeal 
O. K. Garland
Pearson





WCCO-TV (4)WAVE-TV (3)

su. Mgr.

Rep. :

M MIN-TV (11)

Ch.

(H)
Mgr.

WTCN-TV (II)
WTOK-TV (11)

P rom.-Prog. Mgr.
Prog. Dir. Donald G. Kraatz

Minot. N. D.WTVJ (4) KCJB-TV (13)Prog. Mgr.

WLVA-TV (13)

WMAZ-TV (13)

Prom. Mgr.
Oper. Dir.
Ch. Engr.

Rep. : Katz Mgr. Jack FrostProm.

KFAZ-TV (43) Monroe. Lo.
O. WillettPrès.

WKOW-TV (27) Madison

Michael Henry

KNOE-TV

Rep. : Hollingbery
KSTP-TV

E. Hubbard
Local SU. Mgr. W. R. Brazzi 1

Prom.
Adv.
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Mgr. 
Mgr.

Mgr. 
Mgr.

Gen.
SU. 

Comi.

Gen.
SU. 

Coml. 
Prom.

Nati. SU. 
Prom.

Gen. A Sis. 
Comi.

(17)
Pres. 
Mgr. 
Mgr.

Rep.:

Engr.
Rep.:

Warren H. Uttal 
John T. Orth
Hollingbery

WNEX-TV
Exec. V.

Asst.
SU.

Prog. Dir. 
Ch. Engr.

Rep. :

Cecil Germany 
George Shannon 
Joe Saxon
Headley-Reed

WMUR-TV (9)
Pres. A Trias.

Meridian, Miss.
Robert F. Wright 
William B. Crooks.

V. Pres. Justin E. Wilson 
Gen. Mgr. John E. Ferguson 
Sls. Mgr. Robert T. Clegg 

Prom. Mgr. James Newburn

Rep. : Venard. Rintoul 
A McConnell

Audrey Bland 
V. A. Vanderheiden
Headley-Reed

(8) Monroe, 
Pres. James A.

Meridian, Miss.
Withers Gavin 
to be announced

Midland, Tex.
J. Conrad Dunigan 
Sidney A. Grayson 
Robert Cain 
William Richie

Macon
Alfred Lowe 
John A. Hicks 
Carl M Williams
Branham

Prog. Dir.......... ......................
Ch. Engr. William Buford

Miami
Mitchell Wolfson

Ly nchhurg
Edward A Allen
Phillip P. Allen 
Joseph F. Wright.

La.
Noe

KDUB-TV (13)
Pres. A Gen. Mgr.

Natl. SU. Mgr.
Local SU. Mgr.

*rom. Mgr. Joseph C. Cook 
Prog. Dir. D“1 Franklin

Pres 
Gen. Mgr. 
SU. Mgr. 

Prom. Mgr.

WHBQ-TV (13)
Gen. Mg>

KBES-TV
Gen.

V P. A Sta.

Prog.-Protn. Mgr 
Ch. Engr.

Rep. :

KMBY-TV (8)
Pres.

Mgr. A SU. Mgr. 
Prog. Dir. 
Ch. Engr.

Ch. Engr.
Rep.:

Pres 
Exec. V. Pres. A 

Gen. Mgr. 
V.P. A Sls. Mgr.

Mchds. Dir.
Prog. Dlr. 
Ch. Engr.

Rep.:

Ch. Engr.
Rep. :

Myron Fleming 
Blair

KCBD-TV
Pres. A Gen.

Prod. Dir. 
Ch. Engr.

Rep.:

Prog. Dir. Elaine Smith 
~ ------ ------ - - McCoy

Pres. A Gen. Mgr. Stanley E. Hu 
Gen. SU. Mgr. Karl A. Plain

Mgr. 
Mgr. 
Mgr.

(5) Minneapolis- 
St. Paul

Ch. Engr. Courtland 
Rep. : Pearson

Harry Arthur 
Ray Boyd
H-R

Ch. Engr. William S. Sadler 
Rep. : Petry

Monterey
Kenyon Brown 
S. M. Aston 
Bruce Arias 
George Freeman

WCOC-TV (30)
Pres. A Gen. Mgr.

Rep.:

KMID-TV (2)
Pres. 

Gen. Mgr. 
Comi. Mgr.

WKAB-TV (48) Mobile
Gen. Mgr. Robert H. Moore 
SU. Mgr. J. H. Johnson 

Comi. Mgr. Jim Smith
Prog. Dir. Hubert Grant 
Ch. Engr. H. E. Miller

Rep. : Forjoe

Mgr. Paul H. Goldman 
Mgr. I
Mgr. Jack Ansell. Jr.
Mgr. !

Bd. Chmn. 
Pres. 

Gen. Mgr.

Pres. 
Gen. Mgr. 

SU A Comi. Mgr.

Gen. Mgr. 
Coml. Mgr. 

Prog. Prod. Mgr. 
Publ.-Prom. Dir. 

Research Dir. 
Prod. Supvsr.

WHAS-TV (11)
V.P. A Dir.

SU. Mgr. 
Tv SU. Mgr. 

Prom. Mgr. 
Prog. Dir.

V.P. A SU. Mgr. 
Natl. SU. Mgr.

Bus. Mgr.
Prom. Mgr.
Prog. Dir. 
Ch. Engr.

Rep.:

Louisville
George W. Norton 
Nathan Lord 
Ralph Jackson 
George Patterson 
Charles Hill 
Cyrus D. Crites 
Paul E. O’Hara 
Wilbur Hudson
NBC Spot Sales

Louisville
Victor A. Sholis 
Neil D. Cline 
Albert J. Gillen 
William Loader 
Ralph Hansen 
Orrin W. Towner
Harrington. Righter 

A Parsons

Lubbock
Joe H. Bryant 
George L. Tarter 
Ray Poindexter 
Robert L. Snyder 
Jack Tippit 
John Devine 
Frank Lee
Pearson

Lubbock
W. D. (Dub) Rogers 
George Collie 
Jimmie Isaacs 
Ray Trent 
Rudy Starnes
Avery-Knodel

Macon
Wilton E. Cobb
Albert Sanders
Frank (Red Cross) 

Crowther
Fd Pendleton 
Herman Hatton 
George P. Rankin.

Gen. Mgr. I 
Sls. Mgr.

Comi. Mgr. I 
Prog. Dir. 
Ch. Engr.

Rep.:

WMTV (33)
Pres. A Gen. Mgr.

Sls. Mgr.
Prom Mgr, 
Prog. Dir. 
Ch. Engr.

Rep.:

Gen. A Coml. Mgr.
SU. Mgr.

Tech. Dir.
Prod. SuDvsr. 

Ch. Engr. 
Rep. :

(5)
Mgr. 
Mgr. 
Mgr. 
Mgr.

Rep. :

Madison
Gerald A. Bartell 
Morton J. Wagner 
Joyce Wick-ware 
Thomas Arend 
Stanley Sadler
Meeker

Manchester, N. Il-
Hon. Francis P.

Murphy
Hervey Carter 
Gordon E. Moore 
Vincent Chandler 
Robert Boak 
Charles Halle
Weed

Medford, Ore.
William B. Smullin 
Edward A. Malone 
Everett A Faber
John Bun-
Blair

Oper. Mgr. 
Prom. Mgr. 

Prog. Dir. 
Prod. Dir. 
Ch. Engr.

Rep.:

Memphis
John Cleghorn 
L. O. Dobson 
William H Grumbles 
Bill Rucker 
Gorden Lawhead 
Wilson Northcross 
Welton M. Roy
Blair

WMCT (5)
Gen. Mgr. 

SU. A Comi. Mgr. 
Prom. Mgr.
Prog. Dlr.
Prod. Mgr 

Ch. Engr.
Rep.:

Memphis
H. W Slavick 
Earl Moreland 
Walter E. Frase 
Wilson Mount 
Tim Kiley 
E. C. Frase. Jr.
Branham

Lee Ruwitch 
John S Allen 
Stan Gordonl 
Burt Tqppan 
Lynn Morrow 
Lee Waller 
Jack Shay
Free A Peters

WCAN-TV (25) Milwaukee
Gen. A Sls. Mgr. Lou Poller 

Coml. Mgr. Jack Hazel 
Prom. Mgr. Claire Peterson 

Oper. Dir. Kal Ross 
Prog. Dlr. Dean McCarthy 
Ch. Engr. Wally Wesley

Rep.: Rosenman

WOKY-TV (19) Milwaukee
Gen. Mgr. Lee B. Bartell 
SU. Mgr. Donald Mann 

Prom. Mgr. Larry Gutter
Prog. Dir. Gene Harrison 
Ch. Engr. Ralph Evans

Rep.: H-R

(4) Milwaukee
Mgr. Walter J. Damm
Mgr. R. G. Winnie 
Mgr. George Comte 
Mgr. George Nicoud 
Mgr. Neale V. Bakke

WTMJ-TV
V.P. A Gen.

Asst. Gen.
Sta.

Asst. Sta.
SU.

Coord. Research A 
Devel. L. W. Herzog 

Prog Mgr. James Robertson 
Mgr.. Pubi. Serv. Bruce Wallace 

Mgr. Engrg. Phillip B. Laeser 
Ch. Engr Edwin L. Cordes

Rep. : Harrington, Righter 
A Parsons

Comi. Mgr.
Prom. Mgr.

Prog. Dir. 
Prod. Mgr.

Ch. Engr.
Rep.:

Gen. A Comi. Mgr. 
SU. Mgr. 

Prom. Mgr. 
Prod. Dir. 
Prog. Dir. 
Ch. Engr

Rep.:

Minneapolis- 
St Paul

William McNally 
Robert B. Ridder 
F. Van Konynenburg 
Sherman Headley 
Robert Ekstrum 
Eugene Godt 
Gwen Harvey 
Charles D. Miller 
John M. Sherman
Free A Peters

Minneapolis- 
St. Paul

N. L. Bentson 
Frank Devaney 
Milo Beam 
Corky Abel 
Fred Kaufman 
Norm Page 
Warren Fritze
Blair

Minneapolis.
St. Paul

Robert Butler 
Edward G. Smith 
Kendall M. Light 
George Hudak

Pres. A Gen. Mgr. John W. Boler 
V.P. Chg. Sls. William L. Hurley 

SU. A Coml. Mgr. Herman Burkhart 
Prom. Mgr. William H. Johnson 

Prog. Dir. Hal Kennedy 
Ch. Engr. Lloyd Amoo

Rep. : Weed

W ALA-TV (10) Mobile
Pres. W. O. Pape 

Gen. Mgr. W. B. Pape 
V.P. chg. SU. H. K. Martin 

Prog. Dlr. Al Holman 
Ch. Engr. R. B. Hurley

Rep.: Headley-Reed

WCOV-TV (20) Montgomery
Gen. Mgr. Hugh M. Smith 

Local SU. Mgr. Morris South 
Oper. Mgr Carl Junker 
Prom. Mgr. Phil Taylor

Prog. Dir. Bob Reed
Ch. Engr. W. D. Weatherly 

Rep. : Raymer
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WLBC-TV (49) Muncie. Ind.
Pres. A Gen. Mgr. D. A. Burton 
V P. A Sls Mgr. I

Comi. Mgr. Bill Craig
Prom. Mgr. 

Prog. Dir. 
Prod Dir.
Ch Engr

Rep.’

Lee Allerton 
George Mark« 
Maury Crain
Walker

WJMH-TV (61)

Ch Eng»
V P. & Gen. Mgr.

Coni. Mgr 
Prog. Dir.

Rep

.Yw Orleans
Chester F Owens
George A. Mayoral 
James E. Gordon 
Patrick J. Shannon 
Thomra Abbott
Bolling

Prom. Dlr.
Tech. Dlr.
Prog. Dir.

Prod. Mgr.
Rep.:

William Carpenter 
Tom Matthews 
Jack Siegel 
Robert Dr* iipenl 
Dan Durniak
Forjoe

il

WS1X-TV (8)
Gen. Mgr. 
Oper. Dir. 

Coml Mgr
Ch. Engr.

Rep. :

Nasht Ute
Louis R Draughon 
Shelton Weaver 
E. S. Tanner 
Fluirle- Duk<-
Hollingbery

WABC-TV (7)
V.P. A Gen. Mgr.

SU. Mgr.
Prog. Mgr

Natl Spot Sls A
Traff Mgr
Prod. Mgr.

Treas
Pubi.-Prom Dir.

Rep -

Vrw 1 ork
John H. Mitchell 
Trevor Adams 
Ardien B. Rodner
Daniel Norton 
Gordon Kunz 
thomw Martini / 
De Ward Jones
Petry

WYEC-TA (15)
Prea. A Gen. Mgr.

VP. A Sls. Mgr.
Oper. Mgr
Proin Mgr 
Prog. Dir. 
Ch. Engr

Rep.:

Norfolk
Thoma.- P. ChUman 
Harrol A. Brauer, Jr. 
L. W. Kliewer 
Georg,* McCarty 
Harry Middleton 
William C. King. Jr.
Rambenu

WSM-TV (4)
Pres

Ex»*«' A-iat t<»
Prc.*; A Comi Mgr 

Dir Publ. Rei. 
Oper. Mgr. 
Tech. Dir.

Nashville
John II DeWitt, Jr

Ch Engr
Rep.-

Irving Waugh 
William R. McDaniel 
Brad Crandall 
George Reynolds 
Aaron Shelton
Petry

WABD (5)
Gen. Mgr 
Sls. Mgr.

Sls. Serv. Mgr.
Prog. Dlr.

Adv. A Prog.
Prom. Mgr.

Sls. Prom. Mgr.
Dlr. Publ. Rei.

Dir. Engrg
Rep.

New ï ork
Norman Knight 
Lawrence L Wynn 
F A. Wurster 
Jame» L. Caddigan
Norman S. Ginsburg 
Norman S. Brett 
Gerald Lyons 
Rodney D Chipp
Avery-Knodel

WNAM-TV (12) Neenah. Wit.
». rrcB.

Gen. Mgr. Don C Wirth 
Sis. Mgr. I

Sta. k Comi. Mgr. 
Prog. Dir. 
Ch. Engr

Rep. :

WATV (13)
Free, ft Gen. Mgr.

Sls. 
Proni. 

Sls Prom. 
Prog. 

Dir. Pubi.

V Pres.

Troff

Walter Braeger
Peg Spoor 
Harry Hill
G. W Clark

WCBS-TV
Gen.
Sls.

Bus.
Adv A Prom.

(2)
Mgr. 
Mgr. 
Mgr. 
Mgr.

Dir. 
Dir. 
Dir 
Dir. 
Rei.
Dlr.

Rep. *

WKNB-TV (30)

Gen. Mgr. 
Natl. Sls. Mgr. 
Local Sls Mgr. 

Prom Mgr
Prog. Dir. 
Prod. Dir.
Ch. Engr

Rep.:

WKST-TV (45)
Pres. A Gen Mgr.

As«t. S*u Mgr 
Sls. Mgr.

Comi. Mgr. 
Prog. Dir. 
Ch Engi

Rep. ’

WNHC-TV (8)

Gen. Mgr. 4
Exec. V. Pres. 

Sta. Mgr. 
Sls. Mgr. 

Prom.-Publ. Dir. 
Prod. Dir. 

V P chg. Engrg.
Rep.:

WDSr-TV (6)

Gen Mgi 
V P. A Comi. Mgr. 

Secy.-Treas. 
Oper. Mgr. 

Prom. Mgr. 
V.P chg. Prog. 

Ch Engr
Rep.:

RMPT (19)
Gen. Mgr. 
Sls. Mgr. 

Prog. Dir. 
Ch. Engr.

Rep.:

KTVQ (25)

Oklahoma City
Troy Hoskins 
Bill Humphries 
Lou Miller 
John Galbreath
Bolling

Newark
Irving R Rosenhaua 
Frank V Bremer 
Edmund S Lennon 
Murray Grabhorn 
Herb Green 
Lou Frankel 
George Green 
Elizabeth C.

Butterfield 
Grace Reese
Weed

New Britain
-Iulian Grossi 
Peter B. Kenney 
David Scott 
Erwin B. Needles 
Helen M Loy 
Italph D Kanna 
Philip B. Hale 
John P Shipley, Jr.
Bolling

f atlle. Pa.
Sam W Townsend 
Harry W. Reith 
• rvln A Eubank' 
Art W Graham 
RöberI L Person» 
Donald Dout
Everett -McKinney

Yew Haren
Patrick J Goode
Aldo De Dominicis 
Edward D Taddei 
Edward C. Obrist 
J. Vincent Callanan 
James W. Evan 
David K. Harris 
Vincent De Laurentis
Katz

Verr Orleans
Edgar B. Stern. Jr.
Robert D. Swezey 
A. Louis Read 
Lester E Kabacoff 
Stanley Holiday 
Marion Annenberg 
Tom Hicks 
Lindsey Riddle
Blair
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Oper. Mgr. 
Prog. Dir. 

Anat Prog. Dir. 
Publ. Dir. 
Ch. Eng!

Rep. :

Aw Fork
Craig Lawrence 
George R Dunham 
Haworth White 
Robert G. Patt 
Marion Lansberry 
Hal Hough 
Dan Gallagher 
Robert Fuller 
Robert G. Thompson
CBS Spot Sales

Gen. Mgr. 
Sis A Comi. Mgr. 

Prom Mgr 
Prog. Dlr. 
Prod. Dlr. 
Ch. Engr

Rep.:

KWT\ (9)
Bd. Chmn. 

Pres 
Exec. V. P. & 

Gen MkT 
Sls & Comi. Mgr. 

Prom. Mgr.
Prog. Dir. 
Ch. Engr.

WNBT (4)
Gen. 
Sta 
Sls. 

Bus. 
Adv. A Prom.

Mgr. 
Mgr. 
Mgr. 
Mgr. 
Mgr.

Oper. Mgr.
Prod. Dir. 

Prog. Dir’s.
Pubi. Dll
Ch. Engr

Rep ’

WOR-TV (9)

V P chg. Engrg.
Sls. Dir.

Sls. Mgr.
Sls S<tv Mer 

Midwest Sis.
Sls Prom. Dir.

Prog. Dir. 
Oper. Mgr
Prod Mgr. 

Ch. Engr
Rep :

«PIA (11)

Sls. 
Bus. 

Oper. 
Sie. Serv.

Pres. 
Mgr. 
Mgr. 
Mgr. 
Mgr. 
Mgr.

Pubi. Dir.
Prog. Mgr. 

Ch. Engr
Rep.-

«TAR-TV

Asst. Gen. 
Gen. Sls. 

Prom. 
Triff

(3)
Mgr. 
Mgr. 
Mgr. 
Mgr. 
Mgr.

Prog. Dir. 
Ch. Engr

Rep

WTOV-TV (27)

Gen. Mgr. 
V Pres.

Oklahoma City
John Esau 
J. Harry Abbott 
Raymond Ruff 
Al Fiegel 
Bill Sadler 
Vlada Dirnai 
Harold Cnoines
H-R

Oklahoma City
John T. Griffin 
Roy J. Turner

5« 1 ork
Hamilton Shea 
E. de la Ossa 
Jay J. Heitin 
Arthur Hamilton 
Max Buck 
Peter Affe 
Sumner Glimcher 
Richard Pack 
Steve Krantz 
Robert Bilke 
A. Jackson
NBC Spot Sales

Yew 1 ork
Gordon Gray 
Earl M. Johnson 
Robert C. Mayo 
John F. Sloan 
Frank Kizis 
George R. Jeneson 
Robert I. Sullivan 
Lawrence Menkin 
Julius F. Seebach.
Ivan Reiner 
Charlea H. Singer
Avery-Knodel

V«w I ork
F. M. Flynn
Fred M Thrower
John A. Paterson 
Thomas P. Robinson 
Leavitt J. Pope 
Frank Amv
L. A. Hollingsworth 
Louis B Ames 
Oti» S Freeman
Free ft Peters

Norfolk
Campbell Arnoux 
John Peffer 
Robert M. l,ambe 
Robert Davis 
George Brantley 
Harold Soldinger 
Richard L. Lindell
Petry

Norfolk

Koben Wasdon 
Joseph Matthews

Rep.-

MKY-TV (4)
Pres.

Exec. V.P. A 
Sta. Mgr. 

Asst. Sta. Mgr.
Admin. Asst.

Natl. Sls. Mgr.
Prog. Mgr.

Asst Prog. Mgr.
Publ. Rei. Mgr.

Prod. Supvsr.
Ch Engr

Rep.:

KMTV (3)
Prer. 

Exec. V.P. A 
Gen. Mgr. 

Sls. Mgr. 
Prom. Met 
Pubi. Dlr. 
Prog. Dlr. 
Prod. Dir. 
Ch. Engr.

Rep.:

WOW-TV
Gen.

Asst. Gen.
Sls.

Prom.

(6)
Mgr. 
Mgr. 
Mgr. 
Mgr.

Prog. Dir.
Asst. Prog. Dir.

Dir. Éngrg.
Ch EngT

Rep •

WJDM (7)
Gen. Mgr. 
S*a. Mgr.

Natl. Sis. Mgr.
Prog. Dir. 
Ch. Engr.

Rep.:

WTAP (15)

Gen. Mgr.
Sls. Mgr.

Prog. Dir. 
Ch. Engr.

Rep. :

Edgar T. Bell 
Fred L. Vance 
Montez Tjaden 
Martin H. Fuller 
M. W. Thomas
Avery-Knodel

Oklahoma City 
E. K Gaylord
P. A. Sugg 
Hoyt Andres 
Eugene B. Dodson 
John Haberlan 
Robert Olson 
Keith Mathers 
Wally Kinnan 
P.ol>ert Doty 
H. J. Lovell
Katz

Omaha
Edward W. May
Owen Saddler 
Arden Swisher 
Joe Baker 
Amos E. Eastbridge 
Glenn Harris 
Lew Jeffrey 
Ray Schroeder
Petry

Omaha
Frank P. Fogarty 
Lyle DeMoss 
Fred Ebenei 
Robert Seltzer 
Bill McBride 
Ken James 
William J. Kotera 
Glenn Flynn
Blair

Panama City, Flu.
Mel Wheeler 
George C. Blackwell 
Milton de Reyna 
Jerry Williams 
Jim Smith
Hollingbery

Parkersburg 
Il la.

Theodore A. Eiland 
James F. Cox 
Don Painter 
George W. Deblieux
Forjoe



Prod. Mgr
Ch.

h

WJAR-TV

Sis. Serv.

KCSJ-TV (5)Rep •

Pueblo. Colo.

Dee B. Crouch

KIIQA-TV

Portland, Me.WCSH-TV (6)

Reading

Asst. Prog. Dir.

(61)WHl'M-TVKPTV (27) Portland, Ort:

NBC Spot SuksRep.:
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Quincy-Hannibal
Herbert R Ohrt

Pensaeola
Mel Wheeler

Russell K. Olsen 
Charles R. White 
D. Donald Lonie

Dir. Tech.
Asst. Dir.

Mgr. 
Mgr. 
Mgr.

(10) 
Mgr

WCAU-TV
Pres. A Gen.

(10) 
Treaa.

Walter Harter 
Ray Shigley
Walker

Harold E Schiarar 
Hsadley-Reed

Philadelphia
Donald W.

Thornburgh

Reno
Donald W. Reynolds 
Harry Huev

Milton de Reyna 
Irv Welch 
Jerry Williams 
Jim Smith 
Hollingbery

Pittsburg, Kana.
R. E. Wade 
Louis 11 Martin 
Leu Stafford
Katz

Eng' 
Rep. •

Oper. 
Tech. 
Oper.
Rep.:

Princeton. Ind.
M R. Lankford 
Ray H.i i ry 
Frank Cummins 
Warren Wittekind

Paul Millen 
Gene Terry 
Merritt Milligan 
Ernie Gray
Weed

WEEU-TV (33)
Exec. V.P. A

Gen. Mgr 
Sis. Mgr.

Asst. Mgr

Sis. A Coml Mgr.
Prom Mgr. 
Prog. Dir. 
Ch. Engr.

Rep.:

Prom. Mgr. 
Prog. Dir 
Ch. Engr.

Prag. Dir. 
Ch. Engr.

Rep.:

WRAY-TV (52)
Pres. A Gen. Mgr

Sls. Mgr. 
Prom. Mgr. 

Prog. Dir.

Gen.
Sls.

Comi.
Asst Nati. Sls. 

Prom.

KATY (7) Pint Bluff. Ark.
Pres. John T Griffin 

V Pres James C. Leake

Helen Huppert 
William Willig
McGillvra

Providence
Harold C. Arcaro 
John R. Porterfield 
Herbert F. Evans
Raymer

KOY-TV (JO) Phoenix (•*)
Gen. Mgr Albert D. Johnson

VP. * Sta Mgr. 
Comi Mgr 
Prom. Min*.

Mgr. I
Mgr. 1 Walter J. Rothschild

Ch Ena'
Rep.:

(2) 
Mgr. 
Mgr.
Mgr.

(7)
Pre-

WTVH-TV (19)
Pres A Gen. Mgr.

Prog. Dir. Gene Ragle 
Oli. Engr William M Alister

WDTV
Gen. 
Sls-

KOAM-TV (7)
Gen. Mgr. 
Prog. Dlr. 
Ch. Engr

Rep.:

KZTV (8)
Pres. 

Gen. Mgr.

WENS (16)
Pres.

WNET (16) 
Ptm.

WEAR-TV (3)
Pres. A Gen. Mgr. 

Aast. A Natl. 
Sls. Mgr. 

Local Sls. Mgr. 
Prog. Dir. 
Ch. Engr.

Rep.:

W’EEK-TV (43)
Gen. Mgr.
Sls. Mgr.

Bus Mgr.
Prom. Mgr.

Prog. Dir.
Ch. Engr.

Rep.:

Peoria
Fred C. Mueller 
William J. Flynn 
Robert F. Stockdale 
F. R Oakley 
Robert Fransen 
Waynr Lovely 
Headley-Reed

Peoria
Hugh R. Norman 
George B. Norman 
John Leslie 
Morton Cantor 
Don Roper 
Walla« Wnrr
Petry

V.P. A Mgr., 
Tv Dept. Charles Vanda 
Sb Mai Robert McGrudy 

Prod. Mgr. John McClay 
Prom. Mgr. Robert Pryor 

Prog. Dir. Robert Forrest 
V.P. chg Engrg John G. Leitch

Rep.: CBS Spot Sales

WF1L-TV (6) Philadelphia
Gen. Mgr. Roger W. Clipp 

Exec. Assts. to) John D. Scheuer, Jr.
Gen. Mgr.) George A. Koehler 

Sls. Mgr Kenneth W. 
Stowman 

Adv. A Prom. Mgr. Joe Zimmermann 
Publ. IHr. John J. Hyland 
Prog. Dir. Jack Steck 
Ch. Engr. Henry E. Rhea

Rep.: Katz

WPTZ (3) Philadelphia
Gen. Mgr Rolland V. Took« 
Sls. Mgr. Alexander W.

Dannenbaum. Jr.
Prom. Mgr. John J. Kelley 

Prog. Dlr. Stan Le»- Broza 
iTi Hngr Raymond J Bowley

Rep.: Free A Peters

KOOL-TV (10) Phoenix (**)
Pres Gene Autry 

Gen. Mgr. Charles H Garland 
Asst. Gen. Mgr. John Courcier 

Coml. Mgr. William J. Connelly 
Prog. Dir. Miles Reed 

Dir. Engrg. Walter Stiles
Rep. * Blair

KFHO-TV (5) Phoenix
Sta. Mgr. Richard B. Rawls

Sls * Coml. Mgr. C. A. Larson 
Prom. Mgr. Dan Schwartz

Sls Serv Mgr Keen Beck
Traff. Mgr. Al Rau 

Prog. Dir. Robert Martin 
Ch. Engr George McClanntlion

Rep. * Katz

KTYIeTV (12) Phoenix-Mesa
Pres. Harry L. Nace. Jr. 

Gen. Mgr. Dwight Harkins 
Sls. A Coml. Mgr. Garnet Evans 

Prom Mgr Charles Wallace 
Prog. Dlr. Bob Vache 
Ch. Engr John Beck

Rep. : Avery-Knodel

Gen. Mgr. 
Natl. Sls. Mgr. 
Local Sls. Mgr. 

Prom. Mgr. 
Prog. Dir. 
Ch. Engi 

Little Rock Mgr.
Rep.:

Sls. Mgr. 
Oper. Mgr. 
Prod Mgr. 
Pubi. Dlr. 

Dir. Fngrg Oper.
Ch Engr

Rep.:

WKJF-TY (53)
Gen. Mgr.

Comi. Mgr
Prog. Dlr.

Local Sls. Mgr. 
Sls. Serv. Mgr.

Ch F.ngr
Rep.:

James P. Walker 
Bruce Compton 
Rex Cole 
Don Curran 
Roy Pickett 
Lewis Brown 
John Fugate 
Avery-Knodel

Pittsburgh. Pa,
Harold C. Lund 
George L.

Bare nBrc get 
William A. Kruuuh 
Richard Fortune 
Byron H. Dowty 
Raymond W

Rodget.

WDTV Saks

Pittsburgh, Pa.
Tltumue P. Johnson 
A. Donovnn Faust 
Larry H. Israel 
Don Menard 
Dave Murray 
Tom Borde».
Peter Thornton 
James Hurley 
Fred M Eames. Jr.
Petry

Pittsburgh. Pa.
F. G. Raese 
Joseph A. Jenkins 
Harold Stark 
Herbert Waters 
Marion Wheatley 
Peter Pappas
Weed

Mgng. Dir. William H. Rines 
Sta. • Sls. Mgr. Jack S. Atwood 

iToni Mgr Linwood T Pitman 
Prog. Dir. Arthur Owens 
Oper. Dir. Daniel H. Smith

Rep. : Weed

WGAN-TV (13) Portland. Me.
Owner Guy P. Gannett 

Gen. Mgr. Creighton E. Gatchell 
Sls. Mgr. Richard E Bates 

Prog. Mgr. S. G. Henderson. Jr. 
Ch. Engr. Roger W. Hodgkins

Rep. : Avery-Knodel

WJ’MT (53) Portland, Me.
Pres. A Gen. Mgr. Frank S. Hoy

Asst. Gen. Mgr. F. Parker Hoy 
Sta. Mgr. George E. Curtis, Jr. 

Sls. A Prom. Mgr. Gerald Higgins
Prog. Dir. William Glidersleeve 
Ch. Engr Fred Crandon

Rep.: Everett-McKinney

KOIN-TV (6) Portland, Ore.
Mgng. Dir. C. Howard Lane 

Natl. Sls. Mgr. John Palmer
Local Coml. Mgr. Frank Coffin 

Prom. Mgr George Wann 
Prog. Dir. Ted Cooke 
Prod. Mgr. Roy Rector
Ch. Engr. Louis Bookwaiter 

Rep.: Avery-Knodel

Gen. Sls. A 
Coml. Mgr. 
Prom. Mgr. 

Dlr. Publ. Rei. 
Prog. Dlr. 

Prod. Coord. 
Oper. Mgr. 

Ch. Engr.
Rep.:

Sls. Mgr.
Local Sls. Mgr.

Prom. Mgr.
Prog. Dlr.
Ch Engr

Rep.:

Providence
George O. Griffith
Norman Gtttleson 
Jay Hoffer 
Dody Sinclair 
Seymour Horowitz 
Manning Tesser 
Frederick R. Griffith. 
Tom Prior
Weed

Pueblo, Colo,
Douglas D. Kahle 
Robert L. Clinton 
John Moore 
Ruth Sample 
Russ Truesdell 
Marlon Cunningham
Avery-Knodel

KDZA-TV (3)
Pres.

Gen. Mgr.
Sls. Mgr. 

Prog. Dlr. 
Traff. Dir.

Ch Engi
Rep.:

WGEM-TV (10)
Gen. Mgr.

Sls. A Comi. Mgr.
Prom. Mgr 

Prog. Dir. 
Ch. Engi

Rep.:

WNAO-TV (28)
Pres.

Gen. Mgr.
Comi. Mar. 
Prog. Dlr. 
Ch Engr

Rep.:

Quincy, 111.
Joseph 8.

Bonansinga 
James Muse 
William Herbert 
T. W. Austin 
Frank Laughlin
Avery-Knodel

Raleigh
John W English 
Charles G.

Baskerville 
Earl Welde 
Byron Davidson 
Peter T. Miller
Avery-Knodel

Thomr..» E. Martin 
Ewar* M. Blain 
K. Richard Creiti 
Jeanne Thompson 
George Carron 
Daniel W. Shields 
David J. Miller. Jr.

Pres. A Gen. Mgr.
V. Pres.

Natl. Sls. Mgr. 
Reg. Sls. Mgr. 

Prom. Mgr. 
Prog. Dlr. 
Ch. Engr.

Rep.:

Reading
Humbldt J. Greig 
John E. Schuler 
Robert Reuuchle 
Ed Walptrt 
Alan Lane 
Robert Bostian 
Louis Littlejohn
H-R



5 '

Y

Ml

KSUTV (5)Directory (Continued)

61s. Mgr.
Prom. Mgr. 

Prog. Dir. 
Ch Engi

Rep.:

WTVH (6)
Gen A Sls. Mgr.

Asst Mgt
Prom Mgr 
Prog. Dir.
Ch Engr

Rep.:

WSLS-TV
Exec. V.

(10)
Pre».

Asst. A Comi Mgi 
Proin Mgr 
Prog. Dir.
Ch. Engr

Rep.:

KROC-TV (10)
Gen. Mgr. 
Sta. Mgr. 
Sls. Mgr.

Prod. Dlr. 
Ch. Engr.

Rep. •

WHAM-TV (6)
V.P. A Gen Mgr. 

Sls Mgi
Assi Sls. Mgr.

Prom. Mgr. 
Pubi. Dir. 
Prog. Dir. 
Ch. Engr.

Rep.:

WHEC-TN (10)

Richard Colon 
Leila Rowson Brown 
ljuu Zegerman 
Curtis I. Kring
PMrsun

Richmond
Wilbur M Havens 
Walter A. Bowry, Jr 
Robert Kahle
John V Shand 
Jame» W Klye
Blair

Roanoke
James II Moore
Horae«1 Fitzpatrick 
Fred L. Corstaphney 
George W.

Chernault. Jr. 
J P. Briggs
Avery-Knodel

Rochester. Minn.
G David Gentling 
Bill Lampman 
Vern Kuluvar 
Rav Skaran 
Robert W Cross
Meeker

Rochester. N. 1.
William Fay 
John W. Kennedy 
A. N. Bender 
Ralph Wallace 
Terry David 
Charles Si vers on 
Kenneth Gardner
Hollingbery

Rochester, N. 1.
V.P A Gen. Mgr. C. Glover DeLaney 

Gen. Sls Mgr LeMoine C. Wheele 
Prog. Dir. William Adams 
Prod. Dir. Frederick Tillett 
Ch. Engr Bernard O’Brien

Rep • Everett-McKinney

WVET-TV (10) Rochester, V. Y.
Pres. A Gen. Mgr. Ervin F. Lyke 

Sls. Mgr. Arthur Murrellwright 
Oper. Mgr. F. Chase Taylor 
Prom. Mgr. Don Kal lock 

Prog. Dir. Paul C. Louther 
rh Engr Ruy Jobe*

Rep. : Bolling

WREX-TV (13) Rockford, HI.
Pres. Louis E. Caster 

Gen A Coml Mgr. Soren H. Munkhof 
Sls. Mgr. Jack Gennaro 

Prom Mgr. Chuck Olson 
Prog. Dir. Elden Anspach 
Prod. Dir. Jack Mazzie
Ch.

WTVO

Exec.

Engr. Howard Elliott 
Rep.: H-R

(39) Ruckford. III.
Pres. Harry Balaban 

Treas. William Dubinsky
Sta. Mgr. Harold Froelich 

Prod. Dir. John W. Klein. Jr. 
Ch. Engr Herbert Eckstein

Rep.: Weed

WUBF-TV (4) Rock Island. Ill
Pres. Ben H. Potter 

V.P. A Gen. Mgr. Leslie C Johnson 
Asst. Gen. Mgr. Maurice Corken 

Sls. Mgr. Ted Arnold 
Prom. Mgr. Fern Hawks 

Prog. Dir. Forest W. Cooke 
Ch. Engr Robert J. Sinnett

Rep. : Avery-Knodel

WROM-TV (9) Rome. Ga.
Pres Dean Covington 

Gen. Mgr. Fdward McKay 
Coml Mgi Charles Dos* 

Ch Engr T H Robertson
Rep. : Weed
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KSWS-TV (8)
Owner 

Gen. Mgr. 
Sls. Mgr. 

Prog. Dlr. 
Ch. Engr.

Rep.:

Raiwrll. N. M.
John A Barnett 
J. C. Porter 
Paul B. McEvoy 
Jack Shafer 
Ray Summerwgill
Meeker

Exec. V. Pres. 
V.P A Gen Mgr. 

Sls. Mgr. 
t'roni Mg1

KCCC-TV (40)
Gen Mar 

Natl. Sls. Mgr. 
Local Sls. Mgr. 

Prom. Mgr.
Prog Dlr.
Ch. Engr

Rep '

WKNX-TV (57)
Pres. A Gen. Mgr.

Sta. Mgr.
Comi. Mgr.
Prom. Mgr 
Prog. Dir. 
Ch. Engr

Rep. :

K4EQ-T3 (2)
Pres. A Gen. Mgr.
Sls. A Coml. Mgr.

Prog. Dir.
Prod. Mgr.

Ch. Engr.
Rep. :

KSD-TV (5)
Gen. Mgr 
Sls. Mgr. 

Peroni. Mgr. 
Prom. Mgr.

Prog. Dir. 
Ch. Engr,

KSTM-TV (36)
Pres. A Gen. Mgr. 
V.P. A Comi. Mgr. 

Prom.-Publ. Dir. 
Prog. Dir. 
Ch. Engr.

Rep.:

WTVI (54)
Pres A Gen. Mgr

Sls. Mgr.
Prog. Mgr.
Prod. Mgr. 

Ch. Engr. 
Rep.:

WSUN-TY (38)
Sta. Dlr. 

Com' Mg» 
Prog. Dlr.
Ch. Engr.

Rep.:

KSBW-TV (8)
Gen. Mgr 

Comi Mgr 
Prom. Mgr.

Prog. Dir.
Ch Engr

Rep.:

WBOC-TV (16)
Pre»

Gen. A Comi. Mgr. 
Prog. Dir.
Ch. Engr

Rep. •

Sorroinenlo
Ashley L. Robison 
A. J. Richards 
Jack Kehoe 
Clarence P. Talbot 
Kenneth Michael 
Paul Leake
Weed

KDY1ÆV (4)
Pre«. A Gen, Mgi' 

V. Pres.
SI» A Comi. Mgr. 

Prom Mgr 
Prog. Dir. 
Ch Engr

Rep

Ch. Engr 
Rep.

KTXI.-TV
Pre» A Gen.

Sta 
Coml 

Prom.

(8)
Mgi 
Mgr. 
Mgr. 
Mgr.

Salt Lake City
Ivor Sharp
D. Lennox Murdoch 
Edward B Kimball 
A. Richard

Robertson
Wayne F Richards 
Scott R. Clawson 
Vincent K Clayton
CBS -Spot Sales

II

Paginate
Willhiin I Edwards 
Howard H. Wolfe 
Robert M. Chandler 
Robert E Douglas 
Thomas A. Taylor 
Max W Thomas
Gill-Perna

St. Joseph
Barton Pitts 
Glenn G. Griswold 
E Carleton Schirmer 
Wally Johnson 
J Wesley Koch
Headley Reed

Si. Lokis

George M. Burbach 
Guy E. Yeldell 
Eduird W Hamlin 
David Pasternak 
Harold Grams 
J. E. Risk

>1. I.mii»
Morshall H Pengm 
Alvin M. King 
Frank E Heaston 
Myron J. Bennett 
E L Favors
H-R

Si, l.ouis-Rellerille
Paul E. Peltason 
John I. Hyatt 
Ted Westcott 
Robert Holt 
Richard J. Trompeter
Weed

.St. Petersburg
George D. Robinson
Vera New
Charles W Vaughan
Louis J. Link
Weed

Salinas, Calif.
John C. Cohan 
W. M. Oates 
Orbie Sullivan 
Neal Edmondson 
George Freeman
Hollingbery

Salisbury. Md.
John W. Downing 
Charles J. Truitt 
John W. Downing, 

Jr
Jack W Ward 
Bum-Smith

Sall Lake City
G Bennett Larson 
John M. Baldwin 
Douglas R. Clawson 
Del Leeson 
Dan Rainger 
Allen Gunderson
Blair

Prog. Dir. 
Ch. Engr.

Rep.:

KCBS-TA (5)
Mgng Dir. 

Natl. Sls. Mgr. 
Local Sls. Mgr.

Prom. Dir. 
Prod. Dir. 
Prog. Dir. 
Ch. Engr

Rep.:

WOAI-TV

Gen. 
Comi. 
Prom.

(4)
Pres. 
Mgr. 
Mgr. 
Mgr.

Prog. Dir. 
Ch. Engr

Rep. ■

KFMB-TV (8)
Pres 

Gen Mgr. 
Gen. Sls. Mgr. 

Local Sls. Mgr. 
Prom. Mgr. 

Prog. Dir. 
Ch. Engr

Rep. :

KFSD-TX (10)
Prer A Gen. Mgr. 

Stu. Mgr 
Sls. Mgr.

Prog. Dir.
Prod. Dir. 
Ch. Engr.

Rep.:

KGO-TV (7)

Sta. Mgr.
Sls. Mgr. 

Comi. Mgr. 
Prom. Mg» 

Prog. Dir. 
Ch. Engr.

Rep.:

KITX (5)
Pres.

V.P. A Gen. Mgr. 
Sls. A Comi. Mgr. 

Prom. Mgr. 
Prog. Dir. 

Prod. Mgr. 
Dir. Engrg.

Rep.:

KRON-TV
Gen. 
Sta. 
Sls. 

Prom. 
Prog.

Ch.

KSAN-TV

G)
Mgr. 
Mgr. 
Mgr. 
Mg« 
Mgr. 

Engr.
Rep.

(32)

San tngelo
Armistead D. Rust 
John A. Kelly 
E. O. Thomeson 
Kenneth E. Markel 
Donne t Bobo 
Robert Henson
Venard. Rintoul A 

McConnell

San dntonio
Bill Michaels 
Bill Kelley 
H. Barney Higgins 
Ardyce Pfanstiel 
Ed Uhler. Jr. 
Wm B. Robb 
W. J. Jackson
Katx

San hilonio
Hugh A. L Halft 
James M Gaines 
Edu are V Cheviot 
Morton E. Grossman 
W. Perry Dickey 
Charles L. Jeffers
Petry

San Diego
Jack D. Wrather, Jr. 
George Whitney 
Robert B. Hoag 
Chillies E. Jackson 
W. A Houser 
Bill Fox 
Charles Abel
Petry

San Diego
Thuinj. E. sliarv 
John C. Merino 
Leon ’-iiiprnu» 
Jack Tolen 
Charles Baldour 
Lx>n Pnpernou
Katz

San Francisca
James Connolly 
Vincent A. Francis 
David ¡sacks
Allan Gilman 
William Williams 
Russell Baker 
Harry Jacobs
Petry

San Francisco
Wesley I. Dumm 
Philip G. Lasky 
Lou Simon 
Herbert Bachman 
R. W. Wassenberg 
George Mathiesen 
A. E. Towne
Katz

San Francisco
Charles Thieriot 
Harold P. See 
Norman Louvau 
Roland Irving 
Douglas Elleson 
Lee Berryhill
Free & Peters

San Francisco
Gen. Mgr. I 
Sls. Mgr. Norwood J.

Comi. Mgr.
Prom. Mgr.

Patterson
Prog. Dir. Herm Falk 
Ch. Engr Hal Simpson

Rep.: McGillvra

»

»

\



KYTV (3)Edwin
W SRep.:

■Santa

WSTV-TV (9)

Rep.-

Rep. :

Ch

WSYK-TV

WARM-TV

KCEN-TV (6)

Ch. Engr.
Rep.: Hollingbery

KCMC-TV (6)

Walter M. Windsor

Local Sis. Mgr. Warren King

WSPD-TV (13)
i

Rep.:

M IBM -TV (13)
Gen. Mgr.

Tv Sta. Mgr.
WWLP (61) Sis. Mgr.

ChKOMO-TV

Spring field, Mo.KTTS-TV

Gen.
Sis. 

Comi. 
Prom. 
Prod.

V.P Sr. Comi. 
Prom

(3)
Mgr. 
Mgr. 
Mgr. 
Mgr.

Pres. A Gen.
Sis.

Comi. 
Prom.

Engr. 
Rep.

Prom. Mgr. 
Prog. Dir. 
Tech. Dir. 
Ch. Engr.

Rep.:
Engr.
Rep. :

j. Henneberry 
-larne* Harelsou 
Robert Stellan 
Bazil O’Hagan
Adam Young

Doug' - Thompson 
W H. Robtrtson
Venard, Rintoul 

A McConnell

.Savannah 
William T. Knight.

Franklin 
Grant Gen. Mgr.

Comi. Mgr. 
Prog. Nr. 
Ch. Engr.

Rep.-Barbaro
C. Butcher

Pre« 
Asst, io Pres.

Springfield. Hl.
Milton D. Friedland

KVTV (6)
V.P. A Gen. Mgr.

Res. Mgr.
Sis. A Comi. Mgr.

Prom. Mgr.

Stockton, Calif.
Knox LaRue 
D. M. Greene 
Don Russell
Hollingbery

Harry _______
Colin M. Selph

Prom. Mgr. 
Prog. Dir. 

Prod. Mgr. 
Ch. Engr

Rep.:

KTVU (36)
V.P. A Gen. Mgr.

Temple. Tex.
Frank W Mayb^rn 
Benton Bishop

(10)
Pres.
Mgr.

(4)
Pres. 
Mgr. 
Mgr. 
Mgr.

WTOG-TV (II)
Pres. A Gen. Mgr Prog. Dir.

Transmtr. Supvsr. 
Studio Supvsr. 

Rep. :

Prog. Dir. 
Ch. Engr.

Rep.:

(16)
Pres 
Pres.

Ch. Engr.
Rep. :

Texarkana. 
Tex.-Ark.

Walter E. Husstnan

WICS (20)
Gen. Mgr.

Gen. Mgr. Harry Stone 
Prog. Dir. Jim Bentley 
Ch. Engr. W. O. Crusinberry

Pres.
V.P. 4 Gen. Mgr. 

Prom. Mgr. 
Prog. Dir. 

Mchds. Dir.

KVEC-TV (6)
Gen. Mgr.
Sis. Mgr. 

Comi. Mgr. 
Prom. Mgr. 

Prog. Dir. 
Ch Engr

KEY-T (3)
Bd. Chinn. 

Pres. A Gen. Mgr. 
Sis. Mgr. 

Prom. Mgr
Oper. Dlr.

Prog. Supvsr.

V. Pres, for Tv
Sis A Comi. Mgr.

Proni Mur. 
Prog. Dir. 
Ch. Engr.

Rep.:

«KGB (6)
Mgr. Bcstg.

Mgr. Sta. Oper.
Mgr. Finance

Sis. Mgr.
Prom Mgi 

Prog. Dlr.

Gen. Mgr.
Sis. Mgr.

Prom. Mgr.
Prog. Dir.
Prod. Mgr.
Ch. Engr.

Rep :

WGBLTV (22)
Cen. & Coml. Mgr. 

Sta. Mgr. 
Prog. Dir. 
Ch. Engr.

Rep.:

WTVU (73)
Pres 

Mgng Dir. 
Gen. Mgr. 
Oper. Dir. 

Sis. A Comi. Mer. 
Prom. A Prog. Dir

Rep.:

KING-TV (5)
V.P. A Gen. Mgr. 

Sis. Mgr. 
Prom. Mgr. 

Prog. Dir. 
Ch. Engr.

KMO-TV (13)
Pres.

VP. A Gen. Mgr. 
r P. & Oper. Mgr. 

Gen. Sis. Mgr. 
Prog. Dír. 
Ch. Engr.

Rep.:

Prog. Dir. 
Dir. Engrg. 

Ch. Engr.
Rep.-

San Luí» Obispo
Les Hacker 
Si Darrah 
Jack Wasson 
Ted W im<*r 
Robert S. Wilton

R. Hill Carruth 
Joseph P

Costantino, Jr. 
Russell L. Furse 
Maryann» Cas<‘V 
Lloyd M. Jones
Hollingbery

F. Schley Knight 
Ben B. Williams 
Courtenay K. Gaines 
Dwight J. Bruce 
Kyle K Goodman
Katz

Schenectady
R. B. Hanna 
R. W Weipott 
R. Tufts 
Robert F Reid 
James Q Cobb 
A. G. Zink 
W. J. Purcell
NBC Spot Sales

Scranton
Martin F. Memolo 
William W. Scranton 
William M Dawson 
Sam M. Feigenbaum 
Donald S. Preven 
Thomas Bennett. Jr 
Joseph Salsburg 
Roswell Parker
Hollingbery

Scranton
George D. Coleman 
R. E. McDowell 
Mort Rosenthal 
K. R Cooke
Blair

Scranton
Frank J. Collins 
Martin Sliver 
James H. Crowley 
Edward Galuska 
Eugene Weiss 
Timothy Hayes
Everett-McKinney

Seattle-Tacoma
Otto P Brandt 
A P. Hunter 
Melvin Anderson 
Lee Schulman 
James L.

Middlebrooks
Blair

Seattle-Tacoma
Carl E. Haymond 
Jerry Geehan 
Dexter Haymond 
Earl M. Willhite 
Dick Weeks 
John L. Boor
Branham

Seattle-Tacoma
O. W. Fisher 
W. W Warren 
Ray Baker 
Margaret Frey 
David Crockett 
F J. Brott 
Stanton D. Bennett
Hollingtery

KTNT-TV (11)
Gen A Prom. Mgr.

Coml. Mgr. 
Prog. Dir. 
Ch. Engr

Rep. :

KSLA (12)
Près. 

Gen. Mgr. 
Sis. Mgr. 

From Mgr 
Prog. Dir. 
Ch Engr

Rep.:

KELO-TV (II)
Pres

Gen. A Sis. Mgr. 
Coinl. Mgr 
Prom. Mgr. 

Prog. Dir. 
Ch Engr

Rep.:

WSBT-TV (34)
Pres.

Gen. Mgr. 
Prog. Dir. 
Bus. Mgr. 
Ch. Engr.

Rep.:

KHQ-TV (6)
Pres. A Gen. Mgr.
Sis. A Coml. Mgr. 

Prom Mgi 
Publ. Dir. 
Prog. Dir. 
Ch. Engr.

Rep.:

KXLY-TV (4)
Pres.

Gen. Mgr.
Sis. Mgr. 

Prom. Mgr. 
Prog. Dir. 
Ch. Engr.

Rep.:

Win N-TV (55)
V.P. 4 Gen. Mgr. 
Sis. * Coml. Mgr. 

Prom. Mgr. 
Prog. Dir. 
Ch. Engr

Rep.:

Gen. I Pearson Ward
Prom. Mgr. I

Sis. A Coml. Mgr. Robert Burke

Seattle-Tacoma
Li'n Higgins 
Larry Carino 
Burke Ormsby 
Max Bice
Weed

Shreveport
Don George 
Deane R. Flett 
Marvin Reuben 
Carol Vinson 
Hank Davis 
Morris Barton
Raymer

Siow r Lit)
Robert R. Tincher 
Art Smith 
Don Sullivan 
J. Monfore 
Norman Bacon 
Jack Iverson 
Charles Prohaska
Katz

Sioux fulls
Joseph L. Floyd 
Evans A. Nord 
Elda Clingman 
Jack Townsend 
Murray Stewart 
Lester C. Froke
Raymer

South Herid
F. A. Miller 
Neal B. Welch 
Robert J. Drain 
Robert H. Swintz 
Arthur R. O’Neil
Raymei

Spokane
R. O. Dunning 
John H. Pindell 
Pat McIntyre 
Birney Blair 
William A. Neilson 
Al G. Sparling
Katz

Spokaur
E. B. Craney 
Richard E Jones 
George Morgan 
Robert Moore 
Gene Roth 
David Green
Walker

Springfield, Ma»».
Charles N. DeRose 
Patrick J. Montague 
Fran Hamel 
Kendall Smith 
Harold Schumacher
Uranh.nn A. Werd

Springfield. Mass.
Roger L. Putnam 
Alan C. Tindal 
Howard S. Keefe 
Milton R. Slater 
Edward T.

Broadhurst. Jr.
George R. Townsend
Hollingbery

Prog Dir. 
Ch. Engr.

Rep. :

Pres. 
Gen Mgr. 
Sis. Mgr. 

Coml. Mgr. 
Prom. Mgr. 

Prog. Dir. 
Ch Engr.

Rep. :

WHE.N-TV (9)
V.P. A Gen. Mgr. 
Sis. A Coml. Mgr. 

Prom. Mgr. 
Prog. Dir. 
Ch. Engr

Rep.:

Pres 
Mgr. 
Mgr. 
Mgr. 
Mgr. 
Mgr.

Pres.
V.P A Mgng. Dir.

Comi. Mgr. 
Prog Dir. 

Prod. Mgr. 
Ch. Engr.

Rep.:

KOPO-TV (13)
Pre?

Gen. Mgr.
Sis. Mgr.

Prom. Mgr.
Prog. Dir. 
Ch. Engr.

Rep.:

Kevin McAndrwws 
William F. C-irr,
Weed

Springfield, Mo.
Charles W Brown 
R. L. Stuffiebam 
Carl Fox 
Dennis White
Hollingbery

Steubenville, O
Jack N. lierknian

J John J. Laux 

Joseph M. Troesch 
Robert E. Holt 
Charles S. Shepherd 
Avery-Knodel

Syracuse
Paul Adanti 
W. H. Bell 
Robert B. Peel 
Gordon Alderman 
Frank Spain
Katz

Syracuse
E. R. Vadeboncoeur
F. I. Geiger
W. R. Alford 
Thomas McCollum 
James McDonald 
A. G. Belle Isle
Head>ey-Reed

Toledo
George B. Storer 
Alien L. Haid 
Westford Shannon 
Al Ruhfel 
John Saunders 
W. M. Stringfellow
Katz

Topeka
Btn Ludy 
Art Holbrook 
Hilton Hodges 
Allan Young 
LeRoy Carlson 
Lewis Dickensheetz 
Gilbert Voiles
Capper Publications

Tucson
H. C. Tovrea
E. S. Mittendorf 
Paul Plunkett 
Mary Smith 
Cliff Stlllinger 
Paul Benewitz
Forjoe
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KIVA-TV (11) inding ti ansfer
>k Paint k Varnish Co.

KONA (II)

MTIIZ-TV (50) Rogir Coelor

Ch. Engr.
Rep.

KULA (4)

Territories &

KFSO-TV San Dieg< erroneously list-Anchorage

The chief

listing, ownership oí wews

both stations licensed to Scripps-
Howard Radio, Inc. The applicant for

VVKVV-T) (2)Rep. Channel 2 Spokam
Spokane, Inc. (knew)

IbimituluKGMBTV (9)

S»a.

Who’s selling what to whom? We’re selling SALES!!

We’ve got rich markets responsive audiences
and the kind of promotion that brings resuits!

e’re PROMOTING like show people ought to.
This i* an exciting business

never (M'en more exciting than at KELO.

U e’re POTENT with actual ease histories that
We're PRODUCING sales happy clients with give us credit for 60%

merchandise
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Mgr. 
Mgr.

Mgr. 
Mgr. 
Mgr. 
Mgr. 
Mgr. 
Mgr.

ilication 
-TV to

owner of share time WHB-TV. Vndcr terms 
of transfer. WHB-TV will be merged and 
tha call letlers KMBC-TV used for the full
tine oparaticn.

4 Comi. 
Fron«

Minneapolis-St. Paul, Minn, 
represented by BLAIR TV

is owned by The Scripps League, a 
Pacific Northwest newspaper chain which 
has no connection with Scripps-Howard.

Sioux Fall-. South Dakota 
by PAUL RAYMER CO.

J. Howard Worrall 
C. Richard Evans 
Wayne Kearl 
Ralph H. Davison. Jr.

cd as owned by Elliott L. Cushman, pub
lisher of the San Ditto Shopping News.

country. ion should sec our mail pull!

Charles E. Bell 
Cal de Mier 
Tose E Franco 
Pepe Gonzalez

Ch. Engr. 
Oper. Supvsr.

Cleveland and wcpo-tv Cincinnati was 
attributed to the Cleveland Press and 
Cincinnati Post respectively. Actually,

gales. Wc really

We're POWERFUL—Now 316.000 watts, we’re

one of the most poueriul stations

Television 
of which

Pres 4 Gen. Mgr.
V.P. 4 Tech. IMr.

Coml. Mgr.
Prod. Dlr

•• Pending FCC approval. KOY Bcstg. 
Co., licensee of KOY-TV. has sold its In
t rest to Maricopa Bcstrs. Inc., licensee of 
share-time KOOL-TV.

one 110% boost

E Sharp, president, who holds 66.3 per 
cent of the stock Mr. Cushman holds a 
ce for Kusu San Diego, a uhf station.

In the roster of television stations 
owned wholly or in part by newspaper 
merest» (TELEVISION ace, April, 1954),

Jack Irvine 
Jack Walklin 
Larry Trombly
NBC Spot Sales

Jo*» Arzuaga 
Caribbean Networks

Faye Johnson 
Robert Costa 
Dan Hunter
Free A Peters

laiivtrille, O.
Vernon A. Nolte 
Nate Milder 
Robert Hodou: 
Robert Cramwill 
Robert D. Maley 
William A. Hunt. Sr.
Pearson

San ¡nun
Angel Ramos 
R. Delgado Marquez 
David H. Polinger 
Fernando Cortes. Jr. 
Angel Del Valle
Inter-American 

Publications

lloonhtlii
William B. Dolph 
Jack Burnett 
Art Sprinkle 
Ted R. Scott 
Hugh Ben LaRue 
Ronnie Miyhira
Headley-ReedJames G. Duncan 

Wilbur Williams 
Phil Howarth 
Glenn Hunt 
Bard Melton
Weed

rulings ihul have reached an all Him* high, 

unii unmatched audience loyalty . . .

Anchorage
A. G. Hiebert 
Jack M. Walden 
C. M Conner 
Janet Conner
Hugh M Feltls

Honolulu
John D. Keating

Pres.
Gen. Mgr.

Asst. Gen. Mgr.
Coord, of Tv 

Sls. Mgr. 
Ch. Engr.

Rep. ■

Prom Mgr. 
Prog. Dir. 
Ch. Engr.

Rep.:

Gen. Mgr. 
Natl. Sls. Mgr. 
Local Sls. Mgr. 

From Mgr
Prog. Dir.
Ch. Engr

Rep.:

Pres
Gen. Mgr. 

Comi Mgr 
Prog. Mgr.

Ch. Engr.
Rep. ■

Prog. IMr.
Prod. Mgr.

Rep.:

Isms, Aris.
Donald Ellsworth 
Jerry Bums 
Wick Evans 
Robin Adair 
Robert Schofleld
Forjoe

Gen. Mgr.
Sls. A Prom. Mgr. 

Prog. Dir. 
Prod. Dir.

kilt (2)
Gen. Mgr. 4

Pres.
Gen, A Comi. Mgr.

Prom. Mgr. 
Prog. Dlr. 
Ch. Engr

Rep.:

Ch Engr
Rep. :

WM I N-TV





Wall Street Report share« of its

cent andyear were up

Westinghouse Electric among

volume for Syb

fleeted the end of the profits tax,

rate of could not Im* Source of Income

mirai. of the few big tv
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ter was off 16 per cent hut still ran 20 
|>er cent above the volume of the first 
three months of 1952.

the first quar-

stock in con

and there was no reason on the hori
zon at the moment to indicate that the

for the benefit of its western owners. 
Gwilym Price, president, announced 
that sales for the first three months of

tained. Prospects were that GE’s 1954 
earnings would push close to $7 a 
share and the present $4 annual-divi
dend rate be fattened up with an 
extra.

Westinghouse stockholders also re
ceived cheering news. The company 
held its annual meeting in California

those companies who held annual 
stockholders* pilgrimages. CE investors 
came away with the best promise for 
the future — the prospect of more 
dividends.

Ralph Cordiner. president, told 
3,000 shareowners their company's 
first quarter earnings were the largest 
in its history despite an 8 per cent de
cline in sales volume. Net profits top
ped $47 million, equal lo $1.67 per 
share, a 42 per cent jump from the 
$1.17 jier share reported in the first 
three months of 1953. The jump re-

This is annual meeting and annual 
report time when the managements 

of American industry report to their 
stockholders and the stockholders talk 
back. Television managements, like all 
the rest, in the past six weeks gave an 
account of their stewardship.

Admiral, Columbia Broadcasting. 
Sylvania Electric, General Electric and

live« to tell stockholders that sales and 
(Continued on next page)

earnings were equal lo $1.61 a com
mon share. In the first quarter of 1953 
Westinghouse earned $1.04 jier share.

Although Wall Street traders were 
uncertain as to whether Westinghouse 
would benefit by the EPT demise to the 
same extent as GE this year, they were 
even more confident that the chances 
of a fatter annual dividend were good. 
Stockholders asked why, in view of last 
year's good earnings of $4.53, the 
dividend rate had not been increased 
from the $2 per-sharc annual rate. 
Sound policy, they were told, dictated 
ihal money be poured back into ex
pansion during 1953 but the prospects 
were that in 1954 an extra dividend 
would be paid out. If early predictions 
of a net profit equalling about $5 per 
share were borne out this year, that 
“extra” could range anywhere from 50 
cent« to $1 per share.

years.
Don Mitchell, president of Sylvania, 

kept his statements to stockholders in 
the same optimistic groove as his big
ger competitors had. He predicted that 
1954 sales and earnings would be 
higher than the 1953 figures of $293 
million in sales and $3.10 per-share 
earnings However, the new year got 
off to j poor start: First quarter earn
ings declined to 67 cents per share 
from $1.01 a year ago. But one factor 
to lie considered was a jump of 252,
288 in the number of outstanding 
shares this year compared to last. Sales

nection with the Employe Stock Plan, 
Westinghouse gave the following 
breakdown of its consolidated sales: 
apparatus—including motors, turbines 
and transformers—up from $775.3 
million in 1944 to $1.2 billion in 1954; 
consumer lines, from <»88.7 million to. 
$407 million.

Thus the company’s consumer lines 
—of which television is a growing fac
tor, according to Mr. Price—quad
rupled while the industrial items were 
not quite doubling. If th? company's 
defense orders, accounting for about 
24 per cent of total billings, were dis
counted, the fact emerges very strik
ingly that these “consumer items” have 
been the principal factor in Westing
house’s growth during the past ten

In the course of his discussion with 
stockholders. Mr. Price noted that 
Westinghouse now has a bigger share 
of the tv set market than in 1952 or 
early 1953. But he gave no indication 
of the size of that gain.

In the listing of 200,000 additional

Going Up

William Paley, board chairman of 
cbs, also greeted the assembled in
vestors with glad tidings. The com
pany's first quarter earnings were up 
above the $1.03 per share reported in 
the comparable 1953 period. Stockhold
ers at the meeting voted approval of a 
proposal to permit directors to declare 
stock dividends in both “A” and “B” 
classes of common. There was no indi
cation that the declaration of a stock 
dividend was pending; in view of the 
expansion program ahead, conserva
tion of cash was paramount in the 
minds of management.

Ross D. Siragusa, president of Ad-
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Wall Street (Continued)

earnings at the outset of 1954 had 
tumbled “substantially” from the 1953 
level. In the first quarter last year 
Admiral earned $1.56 per share. But 
although he did not attempt to paint a 
rosy picture for the remainder of the 
year, Mr. Siragusa managed to end the 
meeting on a note of confidence. While 
admitting that set sales had dropped 
sharply, he outlined the largest expan
sion program in the company’s his
tory. The program envisioned greater 
facilities for the outpul of tv receivers 
and other appliances including re
frigerators.

While these reports were being is
sued and the meetings held, it was in
teresting to note that the investing 
public was showing increased confi
dence in the future of the television in
dustry. In mid-April Barron’s index 
of the average price of television 
stocks reached u high of $34.07 per 
share compared with the S30.66 per- 
share price recorded on January 14 
during the darkest period of warnings 

noniL™^
11U UI you can BUY 

CHATTANOOGA

about what color would do to the 
industry.

In attempting to assess the signifi
cance Wall Street was attaching to tv 
stocks, some clues were provided by 
the Stanford Research Institute report 
made for Hoffman Radio. Hoffman 
was seeking to determine the best field 
for expansion in the years ahead. The 
Institute estimated that at present the 
electronics field generally accounted 
for $5.5 billion in factory sales annu
ally. Of that total, household items— 
tv sets included—accounted for $1.6 
billion. But by 1960, sales in the same 
category should hit $3.7 billion. The 
industry’s overall volume by 1960 is 
expected to be $10 billion, slightly less 
than double the present level.

Success Story

From the standpoint of the average 
small investor, one of the most con
clusive examples of the success of the 
tv industry—and its allied segments— 
has been the growth of Television- 
Electronics Fund. Inc. This investment 
company was started in 1948. As re

cently as 1950, its total assets were 
$5.7 million and its shares held by 
7,000 investors. As of January 30, 
1954, its assets totaled $31.5 million 
and its shareholders topped 17,000.

As an open-end investment company 
the fund is based on the belief that the 
field of tv, electronics and radio will 
be of increasing importance. Under 
ordinary circumstances the company 
puts all its investing funds in stocks of 
companies in those fields. However, it 
sometimes invests in other industries 
or Government securities.

The Fund’s portfolio on January 30, 
1954 contained stocks of 84 com
panies, of which 20 were principally 
identified with tv set making or trans
mission. Radio Corp, of America, with 
50,600 shares, received top rating 
since that represented an investment of 
$1.34 million at that time. Sylvania, 
represented with 35,000 shares valued 
at $1.2 million, held the number two 
spot, with Westinghouse (20,000 
shares worth $1 million), Zenith 
Radio Corp. (14,000 shares worth 
$931,000) and ge (10,000 shares 
worth $930,000) rounding out the top 
five in size of investment.

The Fund has paid 21 consecutive 
dividends. Its latest, on February 26, 
1954. was 7 cents per share, an in
crease of 2 cents per share on the stock 
outstanding a year ago. Actually the 
I und had a 100 per cenl stock divi
dend in the interim. The net asset 
value at the end of the first quarter, 
on January 31, was $7.19 per share.

79th Market in the Nation
Population 807,200 
Houiaholdi 216,500 
Incom» $837,833,000 
Rei Sale* $573,994,000 
(SRDS Consumer Markets 
A & B contour area).

Interconnected

80,000 Sets’
* Bated on A. C. Nielsen Survey 

plus teles to May I, 1954

. . • NBC * CBS • ABC • DuM.

105,200 Watts 
VHF

Contact THE BRANHAM COMPANY

Stock
1954 

High-Low
Last 

Quote*

A3C-UPT 17%-14% 16%
ADMIRAL 21%-18% 18%
AVCO 5%- 4% 4%
CBS 54%41% 53%
DU MONT 11%- 9% 10%
EMERSON 11%- 9% 10
CE 124%-87 119%
MAGNAVO* 18%-16% 17
MOTOROLA 37%-30% 33%
PHILCO 34%-28 33%
RCA 28%-22% 28%
RAYTHEON 10%- 8% 9%
SYLVANIA 36%-31% 35%
WESTINGHOUSE 73%-50% 70%
ZENITH 73%-63% 66

"At of May 5. 1954
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IN DETROIT

You

Sell More

on

CHANNEL

National Representative
THE GEORGE F. HOUINGKRY CO.

NARTB (Continued from page 881

background. In 1932 he was a news 
commentator on KOL, Seattle, later 
public relations chief for KOMO-KJR. 
As executive secretary of the Washing
ton State Taxpayers Association for 
nine years. Mr. Arney had a hand in 
initiating many local budgel and tax 
reforms. He joined ihe NARTB in 1940 
as assistant to the president.

Vice president, charge of tv affairs. 
Thad H. Brown. Jr., who fills this spot, 
has been successively counsel to the 
Television Board of Directors and Di
rector of Television. A Princeton man, 
and Harvard, he has had extensive 
legal experience in the media field. For 
five years before joining the nartb he 
was associated with the Washington 
law firm of Roberts & McInnis, which 
represented the now-dissolved Tele
vision Broadcasters Association and 
the Du Mont network. His father, the 
late Thad Brown, served as a com
missioner on both the old Federal 
Radio Commission and the FCC from 
1929 to 1940.

Director, Television Code affairs. 
Edward H. Bronson began a radio 
career with WCOL Columbus, O., after 
tha war joined WJEF Grand Rapids as 
station manager. Immediately before 
becoming Director of Television Code 
Affairs, he was station director of 
WBNS-TV Columbus.

Chief Attorney. V incent T. Wasilew
ski joined the legal staff of the NARTB 
in 1949, became Chief /Attorney last 
year. He is a member of the Illinois 
bar.

Manager of Engineering. A one-time 
professor of phy sics and mathematics, 
A. Prose Walker was General Radio 
Engineer with the Broadcast Bureau 
of the FCC. During the 1946-47 hear
ings on color tv, Mr. Walker handled 
the engineering details for the Com
mission, briefing the members on basic 
color theory. He has held his present 
position with the nartb since last July.

Manager, Employee-Employer Re
lations Department. Charles JI. Tower 
served as a field examiner for the 
nlrb, working out of the PittsLurgh 
office. He taught labor relation- at 
Boston University, joined the nart: <n 
1949, is now acting manager of tt is 
department.

Manager, Research Department. 
Richard M. Allerton b< in as a Wall

Street bond salesman, later became a 
management and marketing consultant 
for various industries and companies. 
He directed radio research for Crosley, 
Inc., held the position of Director of 
Markel and Radio Research for Free 
& Peters in New York.

Manager, Station Relations Depart
ment. W illiam K. Treynor has been in 
broadcasting since 1939. He was as
sistant sales manager for MOL Wash
ington, account executive for WOIC 
(now wtop-tv) until 1950 when he 
moved over to the NARTB.

Manager of Public Affairs. Newly- 
appointed is John H. Smith, Jr., who 
supervised the nartb’s 1952 “Register 
and Vote” campaign which won an 
American Heritage Foundation award. 
He has been on the staffs of metro
politan newspapers and feature syn
dicates. for nine years was advertising 
manager of the Bureau of National 
Affairs.

Manager of Information. Fran 
Riley, a spar in the last war, was an 
account executive in several New York 
public relations firms. She later had 
her own program over WB?W Bedford. 
Ind., then handled promotion for a 
Chicago packager of tv-radio shows.

Many Activities

The day-by-day work of the NARTB 

proceeds on two levels—in the field, so 
to speak, and in Washington where the 
staff work is carried on. In addition to 
the regional meetings and director 
meetings—where, of course, industry 
problems are discussed and policy ham
mered out—some 18 nartb commit
tees are in operation at a time. These 
study such important subjects as sub
scription tv (complete; no report is
sued as yet), television circulation 
(just underway) and the tv code (re
visions recommended last March)

From Washington comes a steady 
stream of information: latest engineer
ing developments, marketing studies, 
wage-hour rulings, legal advice—all 
valuable aids to the members. A week
ly newsletter reports on the status of 
all legislation affecting the industry, 
summarizes FCC rulings, regulations 
and hearings. While the nartb itself 
does not lake n position in regard to 
individual station cases, it does not 
hesitate lo oppose measures the direc
tors consider inimical to tv-radio in-

(Continued on page 114)

WWJ-TV
NBC Talsvision Network 

DETROIT
Atudate AM-FM Stak«» WWI

O.wd sna OparolH br THE 01 TtOIT Hl WS

Customers go on the storepath
when Sioux City Sue beckons. 
She specializes in uprisings. 
Aftei a commercial is chanted 
from the KVTV wigwam, cus
tomers rise and storm trading 
posts in 31 Iowa, Nebraska and 
South Dakota counties, where 

annual retail sales 
climb to $653 mil
lion. We have a 
covered wagon 
full of case his
tories of KVTV ef
fectiveness; exam
ples on request. Or 
pow-wow with The 
Katz Agency, our 
national reps.

KVTV Channel 9 
Sioux City 

CBS, NBC, ABC & Dumont



from the
producers of The LIBERACI Show

And don't overlook these current GUILD hits:
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93.9 
93.0 
91.9 
90.3 
90.0 
88.8 
88.ii 
88.3 
88.1 
88.0 
87.9 
87.9 
87.7 
87.7 
87.5

+ THE LIBERACE SHOW (Radio version also available)

* THE JOE PALOOKA STORY

* LIFE WITH ELIZABETH, starring Belly While

See us in Chicago 
at the NARTB 
CONVENTION

Bultimure 
Milwaukee 
Cleveland 
Philadelphia 
Buffalo . . . 
Boston . , . 
Pros idenee 
Washington 
Cincinnati 
Los Angeles 
Detroit . . . 
St. Louie . 
Chicago . . 
Dayton . . . 
New York . .

SWEET MUSIC for sponsors

NARTB (Continued from page 113) 

t erests. Few weeks go by during which 
staff officials do nut appear before 
Congressional committees or the fcc.

Over the past couple of years, for 
instance, I he nartb has;
•Opposed the Gathings Resolution 
which asked for an investigation of the 
tv-radio industry to discover ‘'malprac
tices.” Result: The House committee 
recommended against government cen
sorship of any kind and voiced con
fidence in the industry's self-regulation. 
•Opposed the Benton bill which would 
have created n Federal board to rec
ommend “censorship” measures. Re
sult: The measure was never reported 
oul of committee.
•Opposed assignment of frequencies 
for theatre tv which would have “in
fringed” on those used by tv and radio 
stations. Result: The fcc ruled (hat 
theatre tv should be a common carrier 
operation.
•Opposed Sen. Ed. Johnson's baseball 
bill which would have allowed ball 
clubs lo limit Iv-radio coverage. Re-

sult: The hill did not reach the floor 
of the Senate,
•Opposed the Bryson Bill which would 
ban transmission of all alcoholic bev
erage advertising moving across state 
lines. Result: Still in conunittee. the 
measure is given little chance of being 
reported out.
•Opposed the Fee’s schedule of station 
license fees. Result: rhe Senate com
mittee recommended no action for 18 
months until full study could be made: 
the fcc complied.

These are just a few examples of 
nartb activity. But they are indicative 
of the powerful role the association can 
and does play. They also testify that 
the NARTB has been able lo weather the 
opposition within and without, prosper 
and develop while coordinating and 
serving the diverse interests within (he 
industry.

With television on the threshold of 
its greatest period of growth, the 
nartb will have its work cut out. A 
tremendous job lies ahead but I be 
2000 delegates in Chicago are con
vinced that the job will be done.

They're The Tops
Illis month TELEVISION AGE 

introduces a new service fea
ture, a listing of the lop 15 
“penetration” markets com
piled by The Pulse. Inc. The 
base is the number of radio
owning homes in the metro
politan areas of each city.

420 MADISON AVENUE 
NEW YORK 17, N. Y.

FLORIAN 
ZABACH Show

30 Minutes of Musical Enchantment!

FRANKIE 
LAINE Show 

with CONNIE HAINES
30 Minutes of Musical Merriment!
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when a firm or a «mail group of firm* 
attempts to monopolize and black out 
a channel which belongs to the pub
lic as a whole, the effect is to convert 

- broadcasting to a common carrier 
system.

Of course, we can picture some dis
satisfaction among the customers who 
patronize this slot machine operation 
and instead of A jackpot catch a row 
of lemons.

Imagine an average family being 
soaked 90 cents to see a feature, when 
half way through the phone rings, or 
visitors call and interrupt, or the fea
ture turns out to be something like 
Joe Walcott’s last championship en
deavor.

But if they want to take the chance, 
that is the right of any individual.

However, a rather frightening 
thought arises. Those who believe that 
they will get lietter entertainment by 
paying more for it ihan the trifling 
amount now allocated to advertising, 
which is a fractional percent of the 
price of articles made cheaper because 
of that advertising, may find that they 
are actually merely paying through the 
nose for much which they already get 
for nothing.

A Killing?

Let us assume that two top college 
football teams are scheduled at a 
charge of $1. Think of the millions 
that might conceivably bring in to the 
slot machine boys. With money from 
a few of these hold-ups. they would be 
in a position to outbid our broadcast
ing industry.

What can there be in the way of a 
sporting event more spectacular than 
a World Series, a Kentucky Derby, a 
Rose Bowl game, a heavyweight cham
pionship prize fight? All these now 
come to the viewers free, and under a 
system of competitive bidding which 
rewards the participants more richly 
than ever before.

Again the propagandists for pays 
have found it effective to shed croco
dile tears. They attempt to show 
that the present form of tv cannot be 
supported by the advertising dollar. 
This is an old song that was sung 
back in the early days of radio, in the 
latter ’20s, when advertisers, broad

casters and the public wondered who 
was going to pay. We know what hap
pened then.

Among the proponents of pays are 
a big movie production firm, a tv 
manufacturer and others who want to 
go into business without building or 
owning one station or network and 
with no responsibility to the public.

The public interest is of no concern 
to these people.

I have asked them, “What about 
public service? Who is going to take 
care of the development of the less 
pretentious programs which must be 
offered as a service along with the big 
shows?” They shrug. They don't care. 
They say, “If the subscribers want ed
ucational programs badly enough, 
we’ll sell them.”

They want to take all the cream, 
without any obligation to the public 
as set up by the FCC under the stand
ards set forth by the communications 
act.

They would leave us what they 

SOON—MAXIMUM POWER
LOOK 

at the 

SELLING CIRCLE

INTER 
CONNECTED

Corer^SELL|NG CIRCLE 
POPULATION-382,000 

RETAIL SALES-$364,000,000

KCMC-TV ®’“
Represented by Renard Rintoul & McConnell, Inc. 

Southwest only—Clyde Melville Co.
Lnduplicated Television Coverage In the Booming Southwest 

Sets in Use: 66,223

didn’t want—and the responsibilities 
to the public which they will not 
assume.

Unfortunately, a few telecasters have 
been sold this idea of pays. In many 
cases these are men who have no earth
ly right to hold a license, because in 
accepting this idea they are admitting 
that they are unable to sustain a pro
gram service- 
one of the major 
considerations in 
the granting of 
that license by 
the FCC.

We in the in
dustry have a re
sponsibility to 
the public to 
make known this 
threat to something which has become 
so important in American home life.

In the June issue of television ace a pro
ponent of subscription television will offer a 
rebuttal to Mr. Slavick's article.

May 1954, Television Age
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NBC TELEVISION NETWORK
National Advertising Representative: NBC SPOT SALES

The ONE and ONLY television station 
in the nation's 9th largest market which 
>perates with the MAXIMUM POWER

St. Louis Post-Dispatch Television Station

000 WATTS

KSD-TV is America's FIRST completely postwar 
equipped television station . . . established on 
February 8, 1947 . . . and the FIRST CHOICE of 
advertisers who have products and services to 
sell to the St. Louis Market.

m :

116 May 1951, Television Age



TELEVISION AGE List ot Agency Timebuyers
(The following roster covers the leading New York and Chicago agencies and their timebuying personnel.)

NEW YORK

Anderson di Cairns, Inc. Renton A Ruteles. Inc. Franklin Rruck idvtg. Corp.

488 Madison Avenue 
MUrray HiU 8-5800

444 Madison Avenue 
MUrray HiU 8-1100

1270 Sixth Avenue 
Circle 7-7600

Stewart Brown
Victor Seydel 
Jean Simpson

Atherton & Currier, Inc.

420 Lexington Avenue 
LExington 2-8795

William Tiernan

A. JF. fyer A* Non, Inc.

30 Rockefeller Plaza 
Circle 6-0200

Charles Pooler, Senior V.P. in charge of 
Marketing. Research A Merchandising 

Milton Kieoler 
Fred Apt 
Paul Benson 
Frank Carvel 
Lee Currlin 
George Duram 
Art Hemstead 
Bern Kanner 
Helen Kowalsky 
Thumu» Mahon 
M«rv McK< nni> 
William Murphy 
Grace Porterfield 
Lee Rich 
Jack Sinnott 
Thomas Tilson 
Sam Vitt

H. Gold
M. J. Kleinfeld 
Alice Ro»«

Ruchunan (it Co., Inc.

1501 Broadway 
BRyant 9-7900

Nat Strom 
Mildred Ingrati

Leo Rurnetl Co., Inc.

T J. McDermott, Dir. of Radio-Tv Plans 
Charles M. Wilds. Head Timebuyer 
Richard Bunbury 
William Croasdale 
Helen Hartwick 
Paul Kizenberger 
Jane McDonald 
Robert Mortensen 
Jack Purves 
Joan Ruttman 
Elaine Sloat

Rermingham. Castleman dir 
Pierce. Inc.

136 East 38th Street
LExington 2-7550

John McNeil 
Stephen W. Siddle, Jr.

677 Fifth Avenue 
MUrray Hill 9-9480
William Mcllvaine

Calkins di Holden, Carlock, 
Mc Clinton dt Smith. Inc.

Radger & Rrowning di 
Hersey, Inc.

The Riow Co., Inc.

247 Park Avenue 
PLaza 5-41900

630 Fifth Avenue 
Circle 7-3719

6-10 Fifth Avenue 
Plaza 9-1717

Dudley Coan 
Thomas H. Young

Robert Hersey 
Richard Mason 
Jack Wilcher

G. If. Rasjord Company

John Kucera. Dir. of Radio & 
Television Timebuying

Mildred Fulton 
Kenneth Kearns 
I the1 Wilder 
E. G. Van Horsen 
Al Sessions

Campbell. Ewald Co.. Inc.

1 East 57th Street 
MUrray Hill 8-3190

John Passmore

60 East 42nd Street 
MUrray Hill 2-2838

R. V Muscarell

Ted Rates di: Company

630 Fifth Avenue
JUdson 6-0600

Edgar Small, Media Director 
Mac Donald Dunbar 
William J. Kennedy 
Winston Kirchest 
Christopher P. Lynch 
Jack McCarthj 
Frank McCann 
Ned Midgeley 
Al Petcavage

Ratten. Barton. Durstine di 
Osborn. Inc.

383 Madison Avenue 
ELdorado 5-5800

Frank Silvernail, Head Timebuyer 
Tucker Scott, Asst.
Mary Ellis
Hope Martinez 
Richard McKeever 
George Polk 
Elenore Scanlan 
Gertrude Scanlan 
Fred Stoutland 
Robert Tatum 
Ted Wallower

Victor J. Reniteli Co., Inc.

511 Fifth Avenue 
MUrray HiU 7-2186

Victor A Bennett 
Edward D. Kohn

Ren It. Riis* A* Co., Inc, The Caples Company

1475 Broadway 
BRyant 9-5528

Ben Bliss 
M. Gloria

RI aine-T ht un pson Co m ¡»any

231 West 44th Street 
LOngacre 4-0800
Lee Frankel 
Ethel Holstein 
Leonard Turin

Busell di Jacobs, Inc.

2 West 45th Street 
MUrray Hill 7-6210

Harold Fair

Brooke. Smith. French di 
Dorrance, Inc.

52 Vanderbilt Avenue 
MUrray Hill 6-1800

H. E. Pengel. Jr.

Carl S. Rrown Company

30 Rockefeller Plaza 
PLaza 7-4610

Herbert Stott 
Rosemary Vi tanza

295 Madison Avenue 
MUrray HiU 4-6800

Ruth Folster

Cay ton, Inc.

9 West 40th Street 
LExington 2-1711

Allen Black 
Donna Quigley

Cecil dt Fresbrey, Inc.

247 Park Avenue 
MUrray HiU 8-1234

Herb Gruber, Head Timebuyer 
Charlotte Corbett 
Harry Parnas 
Jayne Smathers 
Leonard Tarcher

Harry R. Cohen Adrig., Ine

1 Ea-t 57th Street 
OXford 7-0660

Elizabeth Black 
Arthur Harrison

Wendell P. Colton Company
122 Fast 42nd Street
OXford 7-2250
W. W. Breslin
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Timebuyers (Continued)

Compton Advertizing, Inc.

261 Madison Avenue 
OXford 7-2400
Henry Clochessy, Head Timebuyer 
James Ault 
Jeanne Bahr 
Thelda Cordani 
Martin Hansen 
Graham Hav 
Ruth Jones 
Bob Liddel 
Bert Mulligan 
Genevieve Schubert Monroe F, Dreher, Inc. Gardner Advertizing Agency

Cowan & Dengler, Inc.

Jame« Marshutz

The Getzchal CompanyRoy S. Durztine, Inc.

Samuel Croot Agency James Tetrino

Ellington dt Company
Geyer Advertizing, Inc.

Cunningham di W'alzh, Inc.

Erwin, Watey Co., Inc.
Grant Advertizing, Inc.

Thomas J. Ellis
W illiam hat y Co., Inc.

Monroe Greenthal Co., Inc.Danccr-Fitsgerald-Sam ple

Herb Hauser

Grey Advertizing Agency, Inc.
Courtland D. Ferguzon, Inc.

Philip Jackson
Herzchel Z. Deut ach & Co., Inc.

Foote, Cone dl" Relding
Guilford Advertizing Agency

Frances G. Guilford

Albert Frank-Guenther Law, Inc.

Donahue dt Coe, Inc.
French &• Preaton, Inc. The M. II. Hackett Company

Mildred Gannon Aida Stearns
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Betty Powell 
Carol Sleeper

Herschel Deutsch 
Madeline Allison

Hal James 
Daniel Kane

Paul Gumbinner 
Anita WassermanRobert Day 

Thelma Nurse

Richard Bean 
Warren Stewart 
Helen Wilbur

Budd Getschal 
Enid Palmer

Arthur Pardoll, Dir. of Broadcast Media 
Peter Bardach 
Annabel Bomkessel 
Vincent DeLuca 
Penelope Simmons

Don Brandt 
William Dollison

Rudolph Klagstad 
Lee Petry

Hal Davis 
Keith B. Shaffer

527 Fifth Avenue 
MUrray Hill 2-0910

100 East 42nd Street 
OXford 7-1600

260 Madison Avenue 
MUrray Hill 3-4900

49 East 51st Street 
PLaza 8-1100

730 Fifth Avenue 
Circle 6-1400

30 Rockefeller Plaza 
Circle 6-6675

131 Cedar Street 
COrtlandt 7-5060

445 Park Avenue 
PLaza 9-8640

745 Fifth Avenue 
Piar» 1-3300

9 Rockefeller Plaza 
Circle 6-1950

575 Madison Avenue 
PLaza 3-1788

45 Rockefeller Plaza 
PLaza 7-2411

Evelyn Lee Jones 
Carolyn Diem

1270 Sixth Avenue 
COlumbus 5-2772

535 Fifth Avenue 
MUrray Hill 7-4300

9 Rockefeller Plaza 
COlumbus 5-2000

655 Madison Avenue 
TEmpleton 8-1717

350 Fifth Avenue 
BRyant 9-0445

1 East 43rd Street 
MUrray Hill 7-8550

247 Park Avenue 
MUrray Hill 8-5000 350 Fifth Avenue 

PEnnsylvania 6-8518

655 Madison Avenue 
TEmpleton 8-9393

Donald Quinn 
Lee Gaynor 
Jerry Gibson

347 Madison Avenue 
ORegon 9-0600

166 West 32nd Street 
OXford 5-2000

420 Lexington Avenue 
LExington 2-8700

28 West 44th Street 
BRyant 9-2588

Clem Boyd 
A. Marie Maus 
Thomas Moore 
Christine Perkins

Richard C. Grahl, Head Timebuyer 
Jack House 
Frank Mahon 
Harry Martin 
Charles White

Newman McEvoy 
Robert Burke 
C. Joseph Gavin 
Charles J. Helfrich 
John Morena 
Howard Spokes 
William White

L. T. Fischer. Media Director 
Clifford Botway 
Jack Giebel 
Patricia Hawley 
Frank Howlett 
Albert Long 
Frank Moriarity 
Lee Oakes 
Jack Stack 
David Wham

Doherty, Clifford, Steerz dk 
S henfield. Inc.

Dowd, Redfield & John nt one. Inc.

501 Madison Avenue 
MUrray Hill «1275

Wally Ijineton

Doyle, Dane, Bernbach, Inc.

20 West 43rd Street 
LOngacre 5-7878

Maxwell Dane 
Charles Green

Friend, Reizt, McGlone

221 West 57th Street 
PLaza 7 8030

Ed Ratner

Fuller & Smith & Rozz, Inc.

71 Vanderbilt Avenue 
MUrray Hill 6-5600
Bernard G, Rasmussen

Lawrence C. Gumbinner Advtg.
Agency, Inc.



Hanley, Hick» ft Montgomery. Inc. Dnanv Jone» Co., Inc.

500 Fifth Avenue 
LOngacre 5-5000

H E Lehman

Ralph Harri» Advertising

280 Madison Avenue 
MUrray Hill 3-8778

Patricia Marshall

Hasard Advertising Company

295 Madison Avenue 
ORegon 9-1500

Danie) S, Heath
Catherine Mauch

Hewitt, Ogilvy, Henson ft Mather. 
Inc. The Keilson Company

575 Madison Avenue 
MUrray Hill 8-6100

Ann Janowicz 
Martin Kane

Hicks ft Greist. Inc.

420 Lexington Avenue 
MUrray Hill 3-9135

Peter A. Krug 
Eileen Cummings

Hilton ft Riggio, Inc.

4 West 58th Street 
MUrray Hill 8-4224
Peter Hilton 
Maria Carayas

HirshonAiarfield. Inc.

745 Madison Avenue 
MUrray Hill 8-8900

Sylvan Tapllnger 
Eleanor Yotka

Huber Hoge ft Sons

699 Madison Avenue 
TEmpleton 8-0200
Eleanor Pryde 
Lillian Zogheb

Charles II - Hoyt ( o- lac.

551 Fifth Avenue 
MUrray Hill 2-2000
Douglas Humm 
C. B. Donovan

Hutchins Advertising Co., Inc.

16 West 46th Street 
PLaza 7-8526
H. Pierson Mapes

Jackson ft Company

62 Worth Street 
WOrth 5-7005
John Yeargaine

570 Lexington Avenue 
PLaza 3*1848

Batty Nasse

Kastor. Farrell. Chesley ft 
Clifford. Inc.

247 Madison Avenue 
PLaza 1-1400

Jack Peters

The Joseph Kals Company

188 Madison Avenue 
MUrray Hill 8-1223

117 West 46th Street
JUdson 2-1797

J F Keilson

Kelly, Nason, Inc.

247 Park Avenue 
MUrray Hill 8-3300

Arthur F Dermody 
Walter Simons

Kenyon ft Eckhardt. Inc.

247 Park Avenue 
MUrray Hill 8-5700
Phillip Kenny, Chief Timebuyer & 

Coordinator
Larry Donino 
Mary Dwyer 
Robert E. Erath 
David J. Gillespie, Jr. 
Louis Kennedy 
Lucy Kerwin 
Hal Sieber
Tom Viscardi 
Robert Wulfhorst

Kiesewetter. Haker, Hagedorn 
ft Smith. Inc.

9 East 40t h Street 
LExington 2-0025

Horace Hagedorn 
Elizabeth Thompson

Abbott Kimball Co., Inc.

250 Pirk Avenue 
PLaza 3-9600

Miriam Traeger

Kudner Agency. Inc.

575 Madison Avenue 
MUrray Hill 8-6700

John Marsich 
Ann Gardiner 
John Murphy 
Marjorie Scanlon

J. R, Kupsick Advtg., Agency

122 East 42nd Street 
MUrray Hill 6-7288
J, R. Kupsick
S. Kamps 
Elaine Lenoble

Lambert ft F easier. Inc.

60 East 42nd Street 
MUrray Hill 7-8980

Joseph Burland 
William Hinman

C. J. La Roche ft Co., Inc.

247 Park Avenue 
PLaza 5-7711

Chester J. La Roche 
Stuart Ludlum 
Sally Mansfield

Al Paul Le ft oh Co., Inc

521 Fifth Avenue 
VAnderbilt 6-4340

John Fisk 
Ruth Friedlander

Lennen ft Newell, Inc.

17 East 45th Street
MUrray Hill 2-5400
Frank Daniel 
William Smith

S. R. Leon Co., Inc.

119 West 57th Street 
Circle 6-9600
M. S. Brooknyer 
Howard M. Roshkow

Lewin, Williams & Saylor, Inc.

40 East 49th Street
MUnay Hill 8-6200
William R. Seth,

Mac Manus, John ft Adams, hu.

444 Madison Avenue 
PLaza 9-3221

Henry Fownes 
Mark Lawrence

David J, Mahoney, Inc.

122 East 42nd Street 
OXford 7-0480

Roger Bumstead

Marks-Aiken

150 East 35th Street
JUdson 2-3838

Lawrene B Marks

Marschalk ft Prall Co., Inc.

535 Fifth Avenue 
VAnderbilt 6-2022

Eugene Cogan 
Cameron Higgins 
Andrew J. Purcell

J. W. Mathes, Inc.

260 Madison Avenue 
LExington 2-7450

Edna Cathcart 
Dick Jackson 
Read Wight
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L
Timebuyers (Continued}

Maxon, Inc,

12 Blast 53rd Street
PLaza 9-7676

Thomas McGuire
Murray Roffis 
Ray Stone

McCann-Erickson, Inc,

50 Rockefeller Plaza
JUdson 6-3400
William Dekker, V.P. In charge 

of Media
Thaddeus S. Kelly, Mgr. of 

Radio-Tv Timebuying
Helen Chuda 
Michael Donovan 
William Pellenz 
James Podester 
Thomas Swick 
Frances Velthuya

C. L. Miller Company

521 Fifth Avenue
MUrray Hill 2-1010
George V. Carhnrl 
Rita Driscoll

Emil Mogul Co.. Inc.

250 West 57th Street
JUdson 2-5200

Lynn Diamond 
Les Dunier 
Elaine Schachme

Morey, Humin & Johnstone, Inc.

350 Fifth Avenue
LOngacre 1-2240

Kathryn Shanahan 
L. V. Van Doren

Morse International

122 Blast 12u<l Street
OXford 7-2100
Chester C. Slaybaugh 
C. H. Weissner

Moselle A Eisen

522 Fifth Avenue
MUrray Hill 2-4939

Mildred Taxman

John F. Murray 4dvtg. Agency

22 Elast 40th Street
LElxington 2-8000

A. Carle

Needham A Grohmann. Inc.

30 Rockefeller Plaza
Circle 56200
John M. Handley 
Harry C Ledingham

Albert Sidney Noble

52 Vanderbilt Avenue
MUrray Hill 6-8788

Albert Noble N
Troy Ferguson

R. T. O'Connell
420 Madison Avenue 
PLaza 3-5412
R. T. O’Connell

Robert V, Orr A Assoc., Inc.

4 West 58th Street
PUm 9-8050

Louis L. Ergmann
Eleanor Accles

Paris & Peart

370 Lexington Avenue 
MUrray Hill 9-2424

Harold L. Mooney 
Weymouth M Symmes

Peck Adrig. Agency. Inc.

400 Madison Avenue 
PLaza 3 0900

Sidney Alexander 
S. S. Schweitzer

Picard, Marrin A Redfield

48 Blast 43rd Street 
MUrray Hill 2-3883 

(no specified buyer)

Platt, ’¿achary A Sutton. Inc.

7 Blast 44th Street 
MUrray Hill 7-3240
Thomas O’Donnell

Product Services. Inc.

10 East 44th Street 
MUrray Hill 7-0204

Les L. Persky 
Shirley Herz 
Charlene Hirst 
Herman Lieberson 
Elaine Starr

Fletcher D. Richards Company

10 Rockefeller Plaza 
JUdson 6-5400

E. A. Elliott 
James Kelly

Ruthrauff A Ryan. Inc.

405 Lexington Avenue 
MUrray Hill 6-6400
Daniel M. Gordon 
Philip Branch 
Herbert Claassen 
Ed A. Fonte 
Ray McArdle

Ren Sackheim Company

2 West 59th Street
PLaza 1 2200
Rita O’Sullivan

St. Georges A Keyes, Inc.

250 Park Avenue
PLaza 5-1180
Stanley J. Keyes, Jr. 
James J. Freeman 
William J. O’Brion

Frank B. Sawdon, Inc.

270 Park Avenue 
PLaza 5-1324
Jerry Bess

Scheidder, Beck A Werner, Inc.

487 Park Avenue
MUrray Hill 8-8866
Vera Brennan 
Nina Flinn 
Sally Reynolds 
Ann Small

Schwab A Beatty, Inc.

488 Madison Avenue 
MUrray Hill 8-3813

Robert W. Beatty 
George Perkins

Sherman A Marquetie

10 Rockefeller Plaza 
PLaza 7-6400

John Crandall. Media Director 
John Collins 
Janet A. Gilbert 
Vicki Gundell 
Frances John 
Arthur Linge 
Andrew Zeis

John Shrager. Inc.

2 West 46th Street 
JUdson 6-4562

Robert V Frey

Raymond Spector Co., Inc.

445 Park Avenue 
MUrray Hill 8-4407

Richard Blaine

Steiner, Towers, Dobrin A
Kaus. Inc.

221 West 57th Street 
Circle 6-0913

Frank Kaus

Storm A Klein. Inc.

331 Madison Avenue 
MUrray Hill 7-4460

Arthur Klein

Street A Finney, Inc.

76 Ninth Avenue 
WAtkins 4-8510

Helen Thomas

Sullivan. Stauffer, Colwell A 
Bayles. Ine.

437 Fifth Avenue 
ORegon 9-2500

Jean Carroll 
John McCorkle 
Stephen Suren

J. It alter Thompson Company

420 Lexington Avenue 
MUrray Hill 3-2000
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The V exlon Company FRanklin 2-1131

Jane Gunther

Gordon Rett Company

Wild rick & Miller

Ritberne Adrig. Company

T hiving & lit man. Ine.
Wyatt A Schurbfl

It Bernstein

Joseph Ganz RotelI & Jacobi

Young d Rubiconi, Inc. Gertrude Ruaaaknv

E. II. Hr own Adrig. Agency

Dir of

Pictor ran der Linde Company Ellen Korngiebel

Ruchen Company

Fiet or & Richardt. Inc.

Leo Rurnett Co-

W. L. Vomack, Inc.

CHICAGO

Warwick & Legler, Ine.

Genc Fromherz

William H. W ei nl rauh Co., Inc. Rod Mitchell
Campbell, Ewald Co., Inc

James Gentile

Campbell-Mithun, Inc.Weift A (relier. Inc.

Reaiitnont A- Hohman, Inc.
Minnie Kaplan

The Caplet Company
The Wetley Attortala Clark Trudeau

Walter F. Rennetl. Inc.

20 X Wacker DriveJoseph Knap
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Associate 
Directors

Max Tendrich 
Eugene Brody

Russell W. Tolg 
Cora Hawkinson

Edwin A. Trist! 
Richard Best

Howard W. Rose 
C. W. Fisher

Joan Stark 
Vince Atherton 
Mary Dowling 
Pat Lattanzi

Victor D. Kindeman. Jr. 
Janet Murphy

Harold Tillson, Group Head 
William Pendili

341 Kings Highway 
Brooklyn N. Y. 
ESplanade 5-6603

1780 Bi antiwar
Pl.ara 7 7835

Victor van der Linda 
Agnes Kingsley 
Charlotte Rains

360 N. Michigan Avenue 
CEntral 6-5959

6 N. Michigan Avenue 
RAndolph 6-6181

919 N. Michigan Ave. 
SUperior 7-9200

Wayne Fickinger 
Roy Koßinski

230 N. Michigan Avenue 
Financial 6-1600

230 N. Michigan Avenue 
CEntral 6-1946

Jack Wyatt
Reggie Schuebel 
Jeanne Sullivan

333 N. Michigan Avenue 
RAndolph 6 3831

919 N. Michigan Avenue 
DE la wäre 7-7553

Frank S. Kent 
William I. Tracy 
Philip A Baecker 
F W. Haas

630 Fifth Avenue 
JUdson 6-3310

Ralph Hartsing. Jr. 
D. J. Power»

Aubrey-Finlay-Marley & 
Hodgton, Inc.

W L. Vomack 
Philip Laban 
Ann Wiener

515 Madison Avenue 
Eldorado 5-4404

683 Fifth Avenue 
ELdorado 5-5185

247 Park Avenue 
ELdorado 5-2680

185 N. Wabash Avenue 
RAndolph 6-1111

285 Madison Avenue 
MUrray HUI 9-5000

12 East 41st Street 
MUrray HUI 8 042(1

400 W, Madison Avenue 
RAndolph 6-9305

441 Madison Avenue 
MUrray HiU 8 0626

20 N. Wacker Drive 
FRanklin 2-9494

230 Park Avenue 
MUrray Hill 4-5800

228 N. LaSalle Street 
STate 2-5060

135 S. IjiSalle Street 
RAndolph 6-3456

205 X LaSalle Street 
CEntral 6-0870

10 East 51st Street 
ELdorado 5-7785

Joseph Hudack 
Jerry Molfese 
Harry Wav

400 Madison Avenue 
PLaza 3-4070

488 Madison Avenue 
PUz.< I 0900

225 E Eri«'
SUperior 7-6016

Calkint d Holden. Carlock. 
Mr Clinton & Smith. Inc.

James O. Luce. Head Timehuyer 
Joy Adragna 
Polly Allen 
Lucien Chimone 
Trowbridge Elliman 
Thomas Glynn 
Joseph Kelleher 
Mario Kircher 
Richard Malkin 
Frank Marshall 
Sandy McLean 
Allan Sachs 
Jayne Shannon 
Nan- y Smith 
William Thomas 
Alice Wolf 
Anne Wright

Seymour Banks. Group Head 
R. Bowan Munday 
Rex French 
John Harper

Ken Fleming, Group Head 
Richard Coons 
Kathleen Myera 
John Boden 
Nicolas Wolf

Leroy Boyer. Group Head

Peter G. Levathea, V.P. * 
Media Relations Dept 

Frank Coulter 
Thomae M Hackett 
William E. Matthewa 
Charles T. Skelton 
Henry L Sparks 
Samuel Thurm 
Warren Bahr 
Kay Brown 
Edwin Byrne 
•Gillian Dollard 
Seymour Drantch 
John Flournoy 
Frank Grady 
Kirk Greiner 
Vance Hicks 
George Hoffman 
Joseph Lincoln 
Martin Lukashok 
Thomas Lynch 
Martin Murphy 
Desmond O'Neill 
A. B. Pratt 
Lorraine Ruggiero 
Russell Young

Ratten, Barton, Duratine & 
Otborn. Inc.



L
Timebuyers ( Continued)

Chrittianten Advtg, Agency

135 S. LaSalle Street 
CEntral 6-2481

Clara Welsh

Compton Advertising, Inc.

5

59 E. Van Buren 
HArrison 7-6935

Beverly Haldeman

Critchfield dk Company

720 N. Michigan Avenue 
SUperior 7-3061

R. D. Cunningham

Dancer-Fitagerald-Sam pie

221 N. LaSalle Street 
Financial 6 1700

Fuller dk Smith dk Rota, hu-.

105 W Adame Street 
ANdover 3-5011

Charles W. Billingsley

Glen, Jordan dk Stortavi

307 N. Michigan Avenue 
STate 28927

George McGivern

Goodkind, Joice dk Morgan. Inc.

919 N. Michigan Avenue 
SUperior 7-6746

Florence A Neighbors

Gourjain-Cobb Adrig. Agency

400 N. Michigan Avenue 
WHitehall 4-5230

Louise Adam»

Grant Advertizing, Inc.

Laueren dk Salomon

520 N. Michigan Avenue 
SUperior 7-0738

Robbert A. Salomon 
D. L. Cuttie

Al Paul he flott Co., Ine.

435 N. Michigan Avenue 
SUperior 7-9511

Edwin C. Goreman 
Roy C. Nelson

Earle Lutigin dk Company

121 W hacker Drive 
ANdover 3-1888

Jan«' Dal) 
Ruth Babick 
Kay Morgan

Mach'urlanti, Aveyard dk Company
9

333 N. Michigan Avenue 
RAndolph 6-9360

Willis Adams
Joseph Sample

W. li. Duner dk Company

203 N. Wabash Avenue 
DEarb»m 2-4676

919 N. Michigan Avenu«' 
SUperior 7-6500
Fred Norman

Grant. Schwenck dk linker. Inc.

Malcolm Howard Advtg. Agency

203 N. Wabash Avenue
ANdover 3-0022

Mrs E Burke

Herbert Fut ram 
Skip Kostman

520 N. Michigan Avenue 
WHitehall 3-1033 Maxon, hie.

Dorema» dk Company
Frank M. Baker 
Betty Armstrong 6-14 N. Rush Street 

WHitehall 1-1676

208 S. LaSalle Street 
CEntral 6-9132

Charles C. Greene

Frank E. Duggan Advertising

Hanron dk Hanron

228 N. LaSalle Street 
DEarboni 2-7008

Don Lausmann

Robert Sholty

McCann-Erickton, Inc.

318 S. Michigan Avenue 
WEbster 9-3701

307 A Michigan Avenue 
R Andolph 6-1076

George O’Leary

Ewell dk Thurber Azzociatez

23 E. Jackson Boulevard 
WEbster 9-0911
A. J Engelhardt

Firat United Rroadraslers

George H. Harimau ( umpany

307 N. Michigan Avenue 
STate 2-0055

George Hartman. Jr. 
Sue Sarkesian

Henri. Hurtt dk Mc Donald, lac.

121 W Wacker Drive 
FRanklin 2-9180

Laura Hall

Robert Kahn dk Associates

John Klatt 
John Cole 
Pat Chambers 
Kay Lloyd

Arthur Meyerhoff dk Company

410 N. Michigan Avenue 
DElaware 7-7860

Kay Knight

C. L. Miller Company

333 N. Michigan Avenue
CEntral 6 1610 »

201 N. Wells Street 
Randolph 6-7800

Maryellen Convery

Fit smarrir Advertising

6 N. Michigan Avenue 
CEntral 66902

430 N. Michigan Avenue 
DElaware 7-5480

Robert Kahn

H. K, hartar dk Sont Adrig. Lit

75 E. Wacker Drive 
CEntral 6-5331

Irving M. Tuteur

Tim Murrow Advertizing

■144 Lake Shore Drive 
DElaware 7-7080

Kathryn Stark

C. Il ettdell Muench dk Company

Ml

Katherine J. Troccko Martin Fritz

Foote. Cone dk Retdiug Kuttner dk Kuttner, lue.
Victor Fabian

ìeedlitim. Lotti» dk Rrorby, Inc

135 S. LaSalle Street
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155 E. Superior Street 
SUperior 7-4800

646 N. Michigan Avenue 
SUperior 7-7940

75 E, Wacker Drive 
Financial 6 3181

Stanley Kuttner 
Saul Korshak 
Norbert Leeb

Geneviev« Lemper 
Dorothy Fromherz 
Gwen Dargel



Geoffrey Wade Adver liningHarry Schneiderman. Inc.STate 2-5151

Oli an A Brunner Doris Golo»

Wallace-Ferry-Hanly CompanySchoenfeld, Huber A Green

Kay Kennelly

O’Niel, Larson A McMahon

Schwimmer A Scott, Ine.

William R. Cline

Evelyn VanderploegPhillips A Cherbo. Inc.

Russel M. Seedr Company

Jack Cherbo Western Adrig. Agency
Merle Myers

Presba. Fellers A Presba
Sherman A Marquette. Inc.

Young A Rubicam. Inc.Grant Smith

Clinton E. Frank. Inc.

Michael Shore Advertising

Benn Reyes

L. W'. Ramsey Adrig. Company
Charles SUrer A Company

Dorothy Parsons

Reincke, Meyer A Finn, Inc.
Simmonds A Simmonds. Inc.

Kenneth Willert

Sorensen A CompanyRosche. Williams A Clearly, Inc.

Dorothy SamerN. J. Cavanagh

Tatham-Laird, IneRogers A Smith Adrig. Agency

Ray Reynolds

Ross Roy. Inc.

J. II alter Thompson Company

Roberta Harney
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Ben Solomon 
Maxine Ziv

Donald DeCarlo 
Pat Brouwer

John Priebe 
Joan Lyons

Clifford Bolgard 
Ester Andersen

L. T. Wallace 
L. H. Proetz 
Blanche Slivka

Marian Reuter 
Ruth Leach 
Vera Taboloff 
Peggy McGrath

Holly Shively 
Irene Hess

410 N. Michigan Avenue 
SUperior 7-0303

George Bolas 
Paul Schlesinger 
Harold Bennett 
James Madison 
Jack Ragel

Jack Bard 
William J. Stenson 
Nora Marcur 
Helen Davis

Joe Spery 
Jack Matthews

360 N. Michigan Avenue 
Financial 6-1833

230 N. Michigan Avenue 
ANdovcr 3-4470

307 N. Michigan Avenue 
RAndolph 6-7000

737 N. Michigan Avenue 
SUperior 7-6625

520 N. Michigan Avenue 
WHitehall 4-74-10

520 N Michigan Avenue 
WHitehall 4-0818

919 N. Michigan Avenue 
DEarlhirn 78000

919 N. Michigan Avenue 
DElaware 7-1045

333 N. Michigan Avenue 
Financial 6-0750

360 N. Michigan Avenue 
CEntral 6-7683

230 N. Michigan Avenue 
FRanklin 2-8155

400 N. Michigan Avenue 
WHitehall 3-2100

919 N. Michigan Avenue 
MOhawk 4-5022

430 N. Michigan Avenue 
DElaware 7-5030

David S. Williams

141 W. Jackson Boulevard 
WEbster 9-3924

letter 
scheenfeM 
distribuí»* 
■auger

Merchandise Marl 
WHitehall 4-5900

56 E. Walton 
MOhawk 4-3912

75 E. Wacker Drive 
DEarbom 2-1815

35 E. Wacker Drive 
AN dover 3-2545

201 N. Wells Street 
ANdover 3-6645

64 E. Jackson Boulevard 
HArrison 7-3700

400 W. Madison Avenue 
FRanklin 2-6440

20 N. Wacker Drive 
DEarbom 2-0020

20 N. Wacker Drive 
STate 2-7369

35 E Wacker Drive 
STate 2-3381

135 S, LaSalle Street 
RAndolph 6-9760

Ruthrauff A Ryan, Inc. E. R. Fitzgerald 
Robert Atwood 
Sylvia Rut 
Evelyn Harsma 
Mary Kay Gidlay 
Bernice McTaggart 
Ellen Carlson 
William Kennedy 
Tee V. Watson

RVICES
20, N.Y.

if not. write, wire or 
telephone today to

the birth 
of television 

we hare been 
the most consistent 

suppliers of the 
best documentaries available 

to virtually 
every TV station 

in the country 
at the 

most reasonable prices

have you heard 
about our planned 

12! i minute
26’a minute, 56’ a minute 
documentary programmes’

BRITISH INFORMATION SE

30 Rockefeller Plaza, New York



THE MOPPET 
MARKET DAILY 

by 
WESTERN 
ROUND UP 

4 to 5 pm
Yup... It's a STEAL at this RATING 
with a 4.6 quarter-hour average in the March '54 ARB. 

No station has a higher rating al this time... 
in this market.
5 years of acceptance with a family audience. 
Current users: The Fisher Baking Co.

The U.S. Rubber Co.
For proof of performance, call:

NEW YORK NEW JERSEY
BArday • 7 Mitchell • 2
3260 6400

or ask your Weed Television representative 

WATV channel 13 
Television Center - Newark 1. N. I.

SERVING THE MEW YORK - MEW JERSEY 
METROPOLITAN MARKET
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In the picture

and Brooklyn-born. 54-year old executive Charles G. Mortimer.

1951
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when the Bitner interests bought wood-tv Grand Rapids for $1.3 million. 
Stark came lo New York from Cleveland in 1943 to join the Wall Street 
firm of Lehman Brothers. Five years ago he started his present business.

to president. Mr. Mortimer joined the Postum Co. in 1928 (the next year 
it bream« General Foods). Successively, he has directed the corporation’s 
advertising, merchandising and operations departments.

For General Foods Corp., 1954 is not only its silver anniversary
year but also its year of the Big Show, the four-network, houi-and-a-half, 
$750,000 Rodgers & Hammerstein Cavalcade; the Big Move, from New 
York to 'uburban White Plains; and the Big Shift: board chairman 
Clarence Francis to retirement, president Austin S. Igleheart to chairman

“Man on the move” is an apt description for George B. Storer« Jr.« 
whose new post as v. p. of Storer Broadcasting Co. in charge of planning 
and finance, shifts him lo the company’s headquarters in Miami, Fla. The 
eldest of four sons. George was born in Toledo, went to high school in 
Colorado Springs. Colo. In 1946, after three traveling years >n the Navy, 
he went lo Birmingham, Ala., with the Storer tv engineering department 
Then in 1948 he transferred lo Atlanta where he supervised construction 
and became manager of WAGA-TV. In 1951, George Storer. Jr., moved over 
ot keyl (now kgbs) San Antonio ns managing director.

When General Teleradio. Inc. bought up $1.5 million worth of fea
ture films from The Bank of America, it staked out n major claim in the 
unsettled inovies-for-television field. Tapped to clinch its lead position (as 
new sales manager of General Teleradio’s Film Division) was Peter M. 
Robeck. A native of Marinette Wis., Mr. Robeck cut his radio teeth as 
a local cbs station guide during hi» student days at UCLA. After gradu
ation, he stayed with the network for eight more years, winding up as 
promotion manager of KNX and ihe Columbia Pacific Network. His last 
move: to Consolidated Television Sales Corp, as general sale* manager.

Functioning behind the ¿4-million KOTV Tulsa sale, as he has 
in many multi-million dollar station transactions. was tv and radio station 
broker. Howard E. Stark. Earliei this year, he took part in the $8.5 mil
lion transfer of the Empire Coil Co. stations, WXEL Cleveland and kptv 
Portland, Ore., to the Storer Broadcasting Co. His initial deal, involving

of the first changes in television station ownership.

1’he 25th chairman of the board of the American Association of 
Advertising Agencies. William R. Baker, Jr.« 56, might have been a 
grocer. He learned the business from his grandfather, founder of one of 
New Jersey’s largest chains. However, after graduating from Princeton 
in 1919, Mr. Baker went to work for Bruce Barton and Ruy Durstine as 
an office boy. By 1925 he was an account executive. In 1933 Mr. Baker 
moved over lo Benton & Bowles as assistant lo the then president, Atherton 
U. Hobler. In 43 he was named executive vice president, in 1950, 
president and, in 1952, bab board chairman.



In the picture

Whitney & Co., a $10 million venture capital Founder and

partment of State) and sportsman (horse racing, polo) Since the

to Whitney from McKinsey & Co., management consultants.1919.
and became a partner in 1951,

stations, radio sale« account executive andsales supervisor for
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The purchasing company in the KOTV sale (pending FCC approval) is 
the Osage Broadcasting Corp., wholly-owned and controlled by J. H.

partner of the eight-year-old private investment firm, with interests in 
some 40 companies, is John Hay Whitney. He was born in 190k son 
of the late Payne Whitney, who died in 1927, leaving him a good portion 
of a $100 million-plus estate. During the 1930's, Mr. Whitney (Yai? '26) 
founded Pioneer Pictures which produced the first Technicolor three- 
reeler. He was later board chairman of Selznick International Pictures 
during its golden Gone With the Wind days. “Jock” Whitney is also a 
philanthropist (John Hay Whitney Foundation), government official (De-

Whitney finn not only invests capital but also participates in manage
ment, C. Wrede Petersineyer, one of the 11 partners, whose responsi
bilities include the tv field, was elected president of Osage Broadcasting. 
He also heads the six community antenna tv companies develojied since 
1951 by the W'hitney group. Mr. Petersmeyer, born in Los Angeles in

From East to West, station managership as well as ownerships were 
changing. In Binghamton, George II. Duithuui. formerly sale* 
manager of WCBS-TV New York, took over as general manager of 
wnbf. Boston-born and Harvard-educated, his first radio job in 1937 
was sales promotion manager under Harold Fellows, then general 
manager, al WEEI Boston. Al CBS for 16 years. Mr. Dunham has bf-en

most recently, spot tv sales manager ... In Chicago, assistant general 
manager of vvnbq-wmaq Chicago. Jules llerbuveaux. moved up to 
general manager. Mr. Herbuveaux started his broadcasting career as a 
music director. In 1927 he arranged and conducted the first music pro
gram for nbc in Chicago and in 1931 joined the network as its music 
director. Eight years later he became program manager of wmaq, a job 
which lasted ten year«. Then he was named tv manager for NBC’s Central 
Division; in early 1953 he went back to wmaq and wnbq as assistant 
manager . . . Farther west, at wtvi Belleville (Ill.)-St. Louis. 
Julm D. Scheuer. Jr. took over as general manager. Mr. Sch-uer had 
l»een executive assistant to wfil-tv Philadelphia'« general manage’-, a post 

he reached after 12 years at the station, first as night manager and sub
sequently in every phase of opeiation and management ... In Wichita, 
the general sales manager of KEIM). John E. North, stepped up to lake 
over the vice presidency and general managership. Before joining KEDD. 
he had been Chicago representative for wor-tv New York. ... In 
Texarkana, kcmc-tv’s new manager Walter M. M indsor is an ex-singer, 
writer, sportscaster, composer and program manager. During the second 
World Uar. Mr Windsor was with the Armed Forces Radio in Hollywood 
and Iran. On the executive side, Mr. Windsor managed WKNB New 
Britain, WDVA Danville. Va., and wgbv Columbus. Ga. . . . In the far west, 
Austin E. Joscelyn, former director of CBS’s Hollywood ojicration, was 
busily engaged in getting KHOF Stockton, Calif., on the air by August. A 
20-year man in the business, Joscelyn started on th? sales staff of Frei* 
& Sleininger (now Free & Peters) in 1934. After three years he went to 
CBS as a member of the radio sales staff in Chicago, subsequently became 
eastern manager of radio sales in New York, manager of wbt Charlotte, 
WCCO Minneapolis and KNX Hollywood.
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growth. This station put it«elf into the 
black fast through the use of “good 
filmed programs ”

Acknowledging that uhf has proved 
itself in man) places, the timebuyer 
for a major agency observes. ou 
can’t just say ‘uhf.’ Il depends on ‘uhf 
—where’.” Timebuyers do have some 
logical complaints about uhf, however:

One complaint refers to uhf manage
ment. Some stations, il is charged, 
have had “too great an optimism” lie- 
fore going on (he air. have failed to 
live up to announced intentions or 

• have tried to prove accomplishment
with “questionable research.” Others 
have failed lo note I heir stations are 
“under a blanket of outside vhf." Still 
others, in a “rush to gel on the air,” 
failed to achieve proper tower und 
power installations. "Where they have 
had to prove their claims in u vhf 
market, they haven’t done a very good 
job,” says one agency man.

The Power Picture

Several timebuyers have also said 
that stronger transmitters will help uhf 
compete with vhf — especially when 
competition is among maximum power 

’ stations. Several companies (Du Mont,
General Electric, rca) reportedly have 
new uhf transmitter designs on the 
drawing board. And through wjtv 
Jackson, Miss.. RCA is field-testing a 
low-powered, auxiliar) “booster,” in
tended to extend uhf signals lo 
“shadowed” areas.

Some managers have recognized the 
same problem. Says F. G. Raese of 
WKJF-TV Pittsburgh, “We have been 
hurt because high-power uhf broadcast 
equipment is still not available. We 

( need more power.” He adds that it is
“very important” (hat receiver manu
facturers also put out all-channel sets 
only. The latter point is echoed by 
another manager who explains one big 
concern is the “poor design of televi
sion receivers for uhf.” And manufac
turers’ price wars have, in al least one 
market, seriously threatened conver
sion by widening a gap llial already 
exists in that city between vhf and all
channel receiving equipment.

In that manner, the “hue and cry” 
of uhf reverberates throughout the in
dustry. And the networks, loo. have 
been drawn in. Answers the official of

one. “One sixth of our affiliates are 
uhf. and we have some sort of buying 
arrangement with almost as many 
more.” IA check indicates that 
Du Mont has 77 uhf affiliates; abc-tv, 
69; CBS Television, 59; nbc-TV, 43.1

Unicheduled Train?

The networks further feel they are 
in the business only of supplying ad
vertisers with a medium for reaching 
the public. That means teaching the 
greatest number of people at the least 
cost per-thousand, in the most effec
tive manner. One official even goes so 
fir as to say that the cause of many 
uhf complaints is really the “fast buck 
boys” who gave little consideration to 
th? markets they bought into. They 
hunted the million-dollar ‘ gravy train’ 
without building a track for it to come 
in on.

But the critical question lies much 
deeper. Unwillingly the newest stations 
on the air, the uhfers have brought 
with them a poser, the answer to which 
is vital lo the entire industry: How 
many local stations can national ad
vertisers support?

It is evident from the partial list of 
successful stations given above that the 
uhf outlets in single-station markets are 
doing very well. And those in multi
station, uhf markets are also prosjier- 
ing. Further, those in a dual market 
which is remote from outside vhf in
fluence have also proved their worth.

The toughest uhf problems exist in 
major-market, high-penetration vhf 
areas. Significantly, some of the twelve 
uhfers which have gone off the air 
were located in major vhf areas. Kan
sas City, St. Louis, Louisville and 
Buffalo. (Uhfers who regret that 
one station’s failure is held against all 
point out that two vhfers have also 
ceased operation recently.) The fact 
remains that few stations, considering 
the 377 on the air, have closed.

To summarize, uhf today counts 
programming as il« greatest worry. 
Those who can’t get to the lodestone 
of network shows have found that a 
home-made program can also magnet 
audiences, ultimately attract some na
tional accounts. The question, it can 
be seen, is economic. But the very fact 
that uhf has penetrated so closely to 
the core of the competitive mountain 
is an indication of the new stations' 
growing strength and vigor.

CLASSIFIED 
ADVERTISEMENTS
“Situations Wanted”—910 per inch

“Help IT anted”—$15 per inch 

Address Box Numbers to: .
Telkvimon Ace, 444 Madison Ave.. N. Y. 22

HELP WANTED

STATION MANAGER---------------------------------
Wanted: Sober, efficient, industrious 
married man capable of taking over 
relatively new southern station and 
putting it into top shape. Current man
ager forced to move southwest for 
wife's health. Expect minimum 10 
years broadcasting experience, at least 
three in television, references.

B->< TH Television Age

TIMEBUYER TRAINEE -------------------------------
Wanted, young person willing to invest 
time and effort to learn field thorough
ly in small but growing agency. Good 
service may lead to timebuying assign
ment as agency expands. Full-time 
work, high but not extravagant salary 
scale. Interested in serious, hard- 
workers only.

Box 315 Television Age

SITUATIONS WANTED

SALES MANAGER---------------------------------------
Young, skilled and experienced sales 
manager, currently associated with 
moderate-sized mid western station 
seeks similar post in East. Requires 
position with future in exchange for 11 
years sales experience. Will exchange 
references and supply fullest personal 
credentials. Have effort and initiative to 
put your sales graph on stilts.

Box 316, Television Age

SALES MANAGER---------------------------------------
Currently sales manager for national 
advertiser, seeks position in or allied 
with television. Offers complete and im
pressive sales record, highest business 
and character references, plus fast, ef
ficient, enthusiastic, gross- building 
services Seeks post v ith 1 irge, na
tional organization but will consider 
offers with $20,000 minimum.

Box 317 Television Age

TIMEBUYER-----------------------------------------------
Long on ability and experience, short 
on politics and fast deals, seeks posi
tion with A-l agency. Background in
cludes 12 years in advertising, last five 
with same agency. Married, three 
children, age 36.

Box 318, Television Age

TELEVISION SALES ------------------------------------
Aggressive young man who matches 
ability with broad experience in tv ad
ministration. production and sales, 
seeks position 'with a strong future. 
Background includes the gamut: from 
budget to labor problems from casting 
to advertise-s' contracts, from publicity 
to script supervision from directing to 
direct resoonsibilitv for directors. Ed
ucation: B. A. in business administra
tion. Right man for a job that requires 
good sens? and smart handling.

Box 313, Television Age

SALESMAN-------------------------------------------------
Young, college graduate with two years 
experience space selling desires trans
fer to television field. Prefers non
technical sales, would like time-selling 
job with station or network. Single, 
veteran, now in midwest but willing 
to relocate and learn from ground up.

Box 320. Television Age
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Mr. Bain's piece de resistance JR a 
bull elephant in pursuit of hi« lady 
love. He doesn't expect, however, to be 
called to do this on tv.

Our nomination for the consolation 
prize of the year goes to the station 
rep who confided after drinks at the 
Biltmore men's bar, “My problem is 
my wife understands me.”

at tv. If anyone objected, he turned 
the set up louder.

The wife was awarded the divorce 
und the husband custody of the tv set.

The other day we talked, but really 
mostly listened to Donald Bain, a tv 
and radio impersonator of birds, barn
yard animals, pets, wild beasts, snakes 
and insects. Mr. Bain, uho looks like 
a jolly but hairless owl. demonstrated, 
instantly and enthusiastically, that his 
repertoire includes everything from a 
worried mosquito to u mourning 
camel. Hr admitted, however, that 
when it come« to a talking-man part, 
where he’s seen as well as heard, he's 
not happy. “Can't remember lines,” he 
explains.

Mr. Bain has been sounding off for 
the animal kingdom since the first 
World War, Back home in his native 
Tennessee—a farm outside of Knox
ville —he points nuL “Nearly every
body could imitate a chicken or a dog 
some.” Nothing was made of his na
tive prowess until he joined the Army 
and ran into those city Yankee«. He re
calls. “Thev thought I was real excep
tional."

And today Mr. Bam has an excep
tional list of tv credits. He regularly 
does the one word “Kools" vocaliza
tion for the Willie ihe Penguin series. 
“Thev just like the quality of my 
’kooooouls. I guess.’" He also does I hr 
barks for all the dogs on the Gaines 
Dog Food commercials. Among other 
free-lance assignments, he’s been on 
the Herb Shriner Shou (canary), Mr. 
Peepers (cow), Three Steps to Heaven 
(parrot) und on the frmstrong Circle 
Theatre he played, on-inike-off-camera. 
the star role in ihe drama. Tam 
O'Shanter, that of a hen who finally 
laid four eggs.

Some opinions by Mr. Bain: Among 
dogs. Afghans have the most vicious 
barks: most friendly are wire haired 
terriers, if properly brought up. Cats 
are the sexiest animals. Chickadees an
swer calls in a few seconds, the thrush 
and red-eyed vireo lake the longest lo 
respond. He feels mosl al home with 
oul-in-lhe-barnyard sounds, especially 
chickens (cuddling up. eating, singing, 
bug-warning) and roosters (cackling, 
hawk-warning, “just entering so
ciety”) .

Incendiary intelligence: Tv viewers 
who watch on-the-spot scenes of fires, 
ruled ludge James R. Kirkland of 
IF ashington, I). C., are considered eye
witnesses and therefore ineligible to 
serve on juries in cases involving the 
fire.

tIMSEU

If Howard Hughes wants lo release 
the RKO backlog of films lo tv, he can 
do il with a clear conscience, thank* 
in part to a Las Vega* District Judge 
named Frank McNamee. A short lime 
lieforc Mr. Hughes bought up all ol 
the movie company’s stock. His Honor 
dismissed a minority stockholder's 
suit against the RKO boss which argued 
that he had wasted S100,000 of the 
company’s assets in re-signing Jane 
Russell in 1948. Judge McNamee, 
proving that justice is not blind, ruled: 
“Jane Russell is not a waste of cor
porate assets.”

Another blow for justice was struck 
in a recent Los Angeles divorce suit. 
The wife testifying a gainst the hus
band charged: He would come home, 
sit down and look at tv. He would eat 
dinner looking at tv. Then he would 
look at tv until he went lo sleep. If 
guests came over he would still look

According to his press agent. Joe 
Kirkwood, star of The Joe Palooka 
Story, turned thumbs down on the idea 
of having a double for the filming of 
his boxing scenes. “The fights never 
look real with a double,” Joe inform
ed his producers. And added a 
sequitur worthy of Joe Socrates: “Be
sides. even if I should get knocked 
•iut, a pay check will revive me.”

Tv in our everyday life: In St. Paul 
a man and wife were robbed in their 
home as they were watching their 
favorite tv program. Dragnet.

Dan D. Halpin, general sales man
age/ of Du Mont’s tv receiver division, 
is of the opinion that by 1960 most 
homes will contain three or four tv sets. 
One for Mr. and Mrs. Homeowner, one 
for the kids, one for the in-laws in rest ■ 
dence—to avoid situations where tastes 
confict—and in homes where there are 
such, one for the servants. This multi
ple-set eventuality, Mr. Halpin assures, 
won’t be as financially impossible as it 
might appear “When provided with a 
tv receiver” he says, “in-laws, do
mestic help and. if luck is with you. 
the children will settle for a 17-inch 
receiver or open-face console models, 
whether new or your own used model.” 
Whew! For a while there some of us 
homeowners thought we weren’t going 
to be able to swing it!

Ml 128 May 1954. Television Age
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audience to sleep

Don Davis President
John T. Schilling, General Manager

on Slecp-E-Z beds! Autry Brothers. Inc., bedding manu
facturer, recently devoted their late at night (12:15 
a.m.-12:3O a.m.) segment of “Star Time’* to promote a 
special sale of their Slcep-E-Z twin Hollywood beds. 
Roch Ulmer, staff emcee* of this locally produced show, 
delivered the two commercials as he relaxed ou the 
bed fetchiugly attired in u flauuel nightshirt and sleep
ing cap. During the three days following this novel sales 
pitch, the Sleep-E-Z folks did $5,400.00 worth of busi
ness on their twin lied special at their two retail loca
tions. The sponsor's field supervisor attributed 75% 
of the store traffic to the “Star Time” plugs.

Cash registers in the great Kansas City market ring up 
well over one-biH'on dollars worth of retail sales an
nually! The best way to make them ring for you is to 
swing your national spot schedule to WHB-'TV! That’s 
Irecausc WHMV offers viewers «*omplete lineup of 
star-studded CBS Network IV piograms backed by a 
variety of sparkling, new, smartly-produced local shows 
featuring top talent. More eyes are on Channel 9 in the 
389,182 TV homes* of the nation’s 17th market—and 
this means greater impact and more sales for your adver
tising dollar when you swing to WHB-TV!
Contact your nearest Blair-TV representative for choice 
spot availabilities.

*March 31 report of Kansas City Electric Assn.

I WH
I 710 KC. 10,000 W

MUTUALI AMSAS am
hu OLDEST 
r< CAtif • >o*.n 8

TilEVISIOM

WHB-TV
CHANNEL

■ : '
BASIC CBS-TV
Korsos City



FIRST in- 
Dtuj-tinte, 
KigW-tiwe, 

AM-tke-time 

RATINGS

• Minneapolis, Minn 
• Kansas City, Mo.
• Seattle, Wash.
• Cincinnati, Ohio
• New Orleans, La.

Sale* Management, 195?

-------------  ABC-DUMONT

SAN DIEGO, California...

Nation’s 19n 
Market in 

àa Furniture-Household-
Radio

^STORE SALES 
Bü¡q0l • • •

WRATHER - ALVAREZ BROADCASTING, INC
San Diego 1, California

Represented by EDWARD PETRY & CO., INC.

still FIRST in
America's Fastest Growing 

Billion-Dollar
Market!
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